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1 INTRODUCTION

The mobile services market is expanding at a 
rapid pace. Advanced devices are already widely 
adopted, but many of the new mobile services are 
still not in the mass market. (Aarnio et al., 2002) 
Mature services include voice and text messag-
ing, which are being widely used in the developed 
countries of the world. The new wave of mobile 
services includes, for example, Internet brows-

ing (and all the web services accessible with a 
browser), multimedia messaging (MMS), music 
and video playback, podcasting, instant messag-
ing, video calls, radio and gaming (Verkasalo, 
2007). These mobile services, following voice 
and text messaging, are in this paper defined 
as new mobile services. These new services are 
supporting the horizontal expansion of the mo-
bile industry towards functionally new services 
(Verkasalo, 2008b).

However, the take-off new mobile services is 
not necessarily rapid. The mobile Internet was 
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first introduced to the market in the late 1990s, in 
the form of WAP (wireless application protocol). 
However, not until today have people adopted 
the mobile Internet in significant numbers (Kivi, 
2008). With the exception of the Japanese market 
(Vesa, 2005), most of the technical innovations 
of the mobile industry have faced hard times in 
migrating to the mass market. A key step exists 
between technology production and consumption 
– the adoption process. The adoption process is 
here considered as the conversion of end-user 
interest to actual use of the available services.

The publicity that most of the new mobile 
services have received during the past ten years 
indicates that the required technologies have been 
available for years. Indeed, many of the new mo-
bile services have been technically deployed, both 
in networks and handsets, for a long time. Still, 
no actual use or revenue has yet realized from 
most of these new services. Exemplary failures 
include WAP, MMS and mobile VoIP. Regarding 
this observation, this research paper assumes that 
two key issues should be understood. First, not 
all of the new mobile services are to attract an 
equally wide user population as text messaging 
or voice. Consumers – particularly with regard to 
the new mobile services – experience heterogenic 
preferences. In other words, many people expect 
to receive little or no benefits from using some of 
the new mobile services. Therefore, the potential 
user domain for new mobile services is different 
from the potential domain of mobile voice or text 
messaging. Secondly, even if a potential adopter 
has the intention to use a new mobile service, 
bottlenecks for adoption exist due to other rea-
sons. These reasons might include e.g., pricing, 
performance, technical difficulties, configuration 
problems, and unavailability and poor accessibil-
ity of the service.

This paper discusses first the differences be-
tween the definitions of technology adoption and 
diffusion. In addition, heterogenic preferences are 
discussed, and the key literature of technology 
adoption is introduced. Then, the framework of 

the research paper is introduced, and the inter-
relationships between the accessible market, 
potential market, tipping market and realized 
market are studied.

The main research questions of this paper are:

1.  How the importance of mobile services to 
end-users can be measured?

2.  How can the potential market of mobile 
services be quantified?

3.  How can the propensity to try services (given 
interest) be estimated?

4.  How can the propensity to use services (given 
interest to try) be estimated?

In order to study the research problems, the 
paper conducts a rigorous empirical study to prove 
the practical relevance of the framework. Available 
end-user research methods are briefly covered, 
and the chosen handset-based end-user research 
method is defined in detail (see also Verkasalo & 
Hämmäinen, 2007). This research paper collects 
new data from the Finnish smartphone market 
from 2007, and implements several metrics in 
bridging the theoretical framework and actual 
market-level observations.

2 EARLIER RESEARCH

2.1. Technology Adoption 
and Diffusion Research

Technology adoption is in this paper distinguished 
from technology diffusion. Though various defini-
tions for the terms exist in the literature, this paper 
defines technology diffusion as the penetration of 
a technical innovation into the market, whereas 
technology adoption is considered as a more user-
centric process of adopting a technical innovation 
into actual use.

Technology diffusion is widely studied in the 
literature. The best-known research of diffusion 
includes Rogers (1962), who introduced the diffu-



 

 

17 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/measurement-framework-mobile-service-

adoption/65335

Related Content

Ontology-Based Image Annotation by Leveraging Social Context
Najeeb Elahi, Randi Karlsenand Waqas Younas (2012). International Journal of Handheld Computing

Research (pp. 53-66).

www.irma-international.org/article/ontology-based-image-annotation-leveraging/69801

Automatic Speaker Localization and Tracking: Using a Fusion of the Filtered Correlation with the

Energy Differential
Siham Ouamour, Halim Sayoudand Salah Khennouf (2012). Advancing the Next-Generation of Mobile

Computing: Emerging Technologies  (pp. 164-181).

www.irma-international.org/chapter/automatic-speaker-localization-tracking/62971

Next-Generation Mobile Technologies
C. Tan, C. Chinand M. Sim (2007). Encyclopedia of Mobile Computing and Commerce (pp. 700-705).

www.irma-international.org/chapter/next-generation-mobile-technologies/17159

mHealth: History, Analysis, and Implementation
C. Peter Waegemann (2016). M-Health Innovations for Patient-Centered Care (pp. 1-19).

www.irma-international.org/chapter/mhealth/145002

Mobile Web 2.0 Integration
Thomas Cochraneand Isaac Flitta (2013). International Journal of Handheld Computing Research (pp. 1-

18).

www.irma-international.org/article/mobile-web-20-integration/84824

http://www.igi-global.com/chapter/measurement-framework-mobile-service-adoption/65335
http://www.igi-global.com/chapter/measurement-framework-mobile-service-adoption/65335
http://www.irma-international.org/article/ontology-based-image-annotation-leveraging/69801
http://www.irma-international.org/chapter/automatic-speaker-localization-tracking/62971
http://www.irma-international.org/chapter/next-generation-mobile-technologies/17159
http://www.irma-international.org/chapter/mhealth/145002
http://www.irma-international.org/article/mobile-web-20-integration/84824

