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Abstract

Research in the adoption of mobile services hasoffeted a comprehensive explanation of low demiamdhe
service. This paper proposes a more comprehensimeeork to account for the explanations of consucheice

in the context of m-banking. The model underlieg tbognitive processes of reasoning, referencing and
contextualizing, as postulated in the behavioraisien making. The proposed theoretical framewsrkased on a
review of literature from marketing, behavioral romics and information systems.
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1. Introduction

Over the last two decades, we have withessed tbetigrof two new communication technologies — mobile
networks and the Internet. A number of applied Hrebretical research has taken place in an efodombine
these two successful technologies, but so far thkilmservices has not become as popular as expegtept in
few countries. The success of mobile services ineg# depends on consumer choice and technological
improvements. Technological development opens wp passibilities but finally it is the consumer whecides
whether to choose a service or not. Banks havéitadlly delivered services through face-to-fasteractions with
consumers at branch offices [1]. Traditional ché&@ee being challenged and complemented by neeiretéc
channels [2-3]. The most recent addition is mob#aking (m-banking), an application of mobile comoee(m-
commerce), which is now offered by many banks imynaountries. M-banking is defined as provision and
availment of banking services with the help of nelbeélecommunication devices such as mobile phphéd (see
Figure 1 for an example of m-banking application).

There is wide agreement that wireless channel hagobtential to transform banking and telecom geci©-8].
Rapid proliferation of mobile phones, rising prefition of advanced mobile phones (e.g. iPhoneal iIRmch) and
advancement in wireless technology can potentiliye m-banking - the “next-generation” of electimbanking
(e-banking). However, since late 1990s, many attechpn-commerce applications, including m-bankingyeh
failed to attract consumers [9]. It is mainly besaun-commerce applications followed a technologyedr model
of design [10], and the potential of m-commerces wat yet recognised at the consumer side [11-AZ].
technology has become an indispensable elementamkilg service delivery, managerial interest to riove
understanding of consumer choice has also increiasad increasingly competitive market [13-14]. identhere
have been calls for more research to understamslicogr choice of m-banking like mobile servicesls,20].
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Figure 1: Mobile Banking (Courtesy: CommonwealtmBaf Australia)

2. Theoretical Development

A number of theories have been considered to anttertheoretical development. These are explaireddwb
followed by components of the proposed model (sigeiré 3 for the proposed model). Table 1 provides t
definition of constructs from literature.

2.1 Choice

Choice Theory [21-22] is used to structure theaff®f reasoning and referencing factors on chbé®viour (see
[23-26] for more about choice). The choice prodesdewed as being based on four hierarchical ehewts: the
universal set, the awareness set, the consideratgnand the final choice outcome [27] (see FigeireThe

universal set consists of all possible alternatiid®e awareness set consists of alternatives auiomrsis aware of
[26]. The consideration set consists of alternatitreat a consumer is prepared to consider carefulpay for and
use. From the consideration set, consumer seleetbdst alternative(s). In this study, we focusleaice which is
defined as the decision to adopt a technology aftéve evaluation of the alternatives in a consitien set.

Channel Alternatives Choice

Universal Set Awareness Set Consideration Set Final Decision

Figure 2: Choice making stages (Adapted from Hal.e2008 [27])

Consideration set size and choice are context adieper27] (see Figure 3 for contextual factors)e Tecision to
adopt m-banking service is based on two cognitikecgsses of reasoning and referencing [28-29]. @uess
choice has been the research focus of both scherarpractitioners in the field of behavioral demistheory [e.g.
30] and marketing [e.g. 31]. Research extending twenty years in behavioral decision theory has te the
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development of two important research streams sorehased choice (reasoning) [32] and mental aticmun
(referencing) [33].

2.2 Reasoning

Reason-based choice was introduced by Shafir €1983) [32]. In reasoning process, evaluationetham the

prominent reason, conflict resolution between amjodealing with trade-off contrast and assessingeeded

features of the option take place [18]. Consumensl to call for reasons to justify their choice][2RBeasons are
built from the characteristics of the product orveme [32]. Consumer invokes a salient and simgason to

facilitate or motivate the choice [28]. By linkirgsalient reason to a particular service attribcoesumer avoids
the cognitively demanding evaluations and focusethe service attribute that is easy to justify ¢heice [29].

If reasoning evoke intrapersonal conflict, that Intige resolved with the aid of referencing and weesa [28],

especially if the service is viewed as luxury @ready a cheaper alternative exists to satisfyntel) [28]. Unless
there is a compelling reason to choose new optionsumer chooses to maintain “status quo” [32].ddeffactors,

such as mobility, fit, risk, complexity, relativehaantage, compatibility, service availability aratial influence are
reasoning factors in the model.

2.3 Referencing

Mental accounting theory was introduced by ThaBeh [It involves a referencing process when consuemeesses
a potential service, develops a cognitive accondt@mpares the subjective value in relation toréfierence point
[33]. The current service available to consumemftine reference point in the decision process [@8hsumer will

move from the reference point (the equilibrium) amtl opt for the new service if there is a posttigubjective

value [33]. Hence, price is a referencing factothie@ model.
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Figure 3: Mobile technology choice model

2.4 Technology Adoption

Technology adoption and acceptance research hatoged several competing theories each with ardiffeset of
acceptance determinants. The most prominent treatie Innovation Diffusion Theory (IDT) [35], Thegoof
Reasoned Action (TRA) [36], Theory of Planned Bebaw (TPB) [37], Technology Acceptance Model (TAM)
[38], Unified Theory of Acceptance and Use of Tedbgy (UTAUT) [39], Model of Adoption of Technologiyn
Households (MATH) [40] and Task-Technology Fit (TyTlRodel [41]. The behaviour investigated is typigdhe
attitude, intention or actual usage of a technol@yd factors influencing usage behaviour are assess to their
impact [39]. Existing adoption studies focus orggnapplication usage in which no alternative isebed [39, 42].
Even recent research on mobile and Internet tecgyole.g. 8, 43, 44-45] paid no attention to theicé of
consumers in light of the multitude of sources k¢ to fulfil a service need [19]. Researchersehéong
recognized that the accuracy of predicting behawuith the presence of alternatives is higher théthout them
[46-47].
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Table 1: Definition of Constructs

Constructs Definitions
s Choice Choice is the decision to adopt a technoddtgr active evaluation of the alternatives in|a
gE consideration set. Consideration set consistsffeérdint technologies to fill a similar
oo consumer need [18, 48].

Risk The perceived sense of risk concerning disclostipesonal and financial information
(loss of privacy) [49] and the “risk of monetarg#j [50].

Mobility “refers to movement of technologies, pemmettings, etc” (implies portability) [51].
“Compared with traditional eemmerce, mobile computing provides access to nmétion,
communication, and services independent of tinraplies temporality) and “place”
(implies spatiality) [51].

> Fit Depicts “the match between requirements of a taskilae capabilities of the technology|to

k= support task accomplishment” [41, 52].

§ Complexity the degree to which an innovation iscpared as relatively difficult to understand ané us

sp— (53] _ .

¢ |Relative “The degree to which an innovation is perceivetieiag better than its precursor” [54, p.
Advantage 195].

Compatibility “the degree to which an innovatiorperceived as being consistent with the existing
values, needs, and past experiences of potentigkeit” [54].

Service “the extent to which an information appliance isgeéved as being able to provide
Availability pervasive and timely connections” [44].

Social Influence| “the degree to which individuadsieved that others thought they should use adwhnce
mobile services” [45].

Price The extent to which the price of the new iseris too high [40, 55].

Refe
renc
ing

Accessibility Encompasses “physical access toghwihal and information system” [56].
Flexi-channellingrefers to the choice of different channels basedtm@ngths and weaknesses of each
channel [57].

Situation “any information that can be used to abtarize the situation of entities (i.e., whether 3
person, place, or object) that are considered aeleto the interaction between a user and
an application, including the user and the appbecathemselves” [58].

Personalization | Perceived personalization is awroes's perception of a service’s or service perstsn
personalization - implies the extent to which e/iee or service personnel understands|,
represents and serves his or her personal neefds [59

Contextual

3. Conclusion and Future Research

In this research paper, we have proposed a modaloftssumer choice of m-banking underlying the coteef
behavioral decision making. The contribution ofsthiesearch is twofold. First, it contributes to aren
comprehensive theory development integrating adoptésearch and behavioral decision theory to staied
choice. The model focuses on individual consumedgnitive processes influencing choice of m-bankifge
model incorporates the concepts of choice, mobifiigxi-channelling and situation. Second, it mapyde a
practical tool, which can generate useful insigbtsthe marketing strategies of the banks and nmaplke them to
increase their market share in a highly competittemsumer banking environment. It will help bankiagd
financial services practitioners and managers teebenderstand consumer behavior and invest iitaisie” m-
banking and avoid drowning into so-called “techmgidal chasm”. We intend to validate this modelvm tphases.
In the exploratory phase, a preliminary validatiohthe model will be attempted using a survey of080
respondents conducted in US and Europe on mobieehise. It will follow interviewing tech-savvy czaumers
who are likely to choose m-banking on their advano®bile phones. To better determine the strucfitralf the
proposed model and improve its generalizabilityeaosid quantitative study using questionnaire vallofv the
interviews.

207



References

1. Lee, J.,, 2002, "A key to marketing financial véegs: the right mix of products, services, chasnahd
customers", Journal of Services Marketing, 16(38-258.

2.  Meuter, M.L., A.L. Ostrom, R.l. Roundtree, andJMBitner, 2000, "Self-Service Technologies: Ustianding
Customer Satisfaction with Technology-Based Serkigeounters”, Journal of Marketing, 64(3), 50-64.

3.  Morrison, P.D. and J.H. Roberts, 1998, "MatcHigctronic Distribution Channels to Product Chégeistics:
Role of Congruence in Consideration Set", JourhBlusiness Research, 41(3), 223-229.

4. Mallat, N., M. Rossi, and V.K. Tuunainen, 200K|obile banking services", Communications of the M\C
47(5), 42-46.

5. Dewan, S., G. Low, L. Land, and A. Dewan, 200@pnsumer Choice Model of Mobile Banking", 20th

Australasian Conference on Information Systems biglaine.

Daniel, E., 1999, "Provision of electronic bankinghe UK and the Republic of Ireland", Marketing@, 82.

GSMA. "GSMA". 20009.

Kim, G., B.S. Shin, and H.G. Lee, 2009, "Undamsling dynamics between initial trust and usageniivns of

mobile banking", Information Systems Journal, 19283-311.

9. Liang, T.P. and C.P. Wei, 2004, "Introduction ttee special issue: Mobile commerce applications",
International Journal of Electronic Commerce, 8{3)7.

10. Mattila, M. and T. Pento, 2002, "DevelopmentEdéctronic Distribution Channels in Finland—M-bank
Usage and Customer Profiles”, Banking and Inforomaiiechnology BIT, 41.

11. Kleijnen, M., M. Wetzels, and K. De Ruyter, 200Consumer acceptance of wireless finance", Juh
Financial Services Marketing, 8(3), 206-217.

12. Wang, Y.-S., L. Hsin-Hui, and L. Pin, 2006, éBicting consumer intention to use mobile service",
Information Systems Journal, 16(2), 157-179.

13. Lyytinen, K. and Y. Youngjin, 2002, "Researcbn@nentary: The Next Wave of Nomadic Computing"”,
Information Systems Research, 13(4), 377-388.

14. Constantiou, I.D., J. Damsgaard, and L. Knyt2&97, "The four incremental steps toward advarmedile
service adoption”, Communications of the Acm, 5083)-55.

15. Sarker, S. and J.D. Wells, 2003, "Understandiogile handheld device use and adoption”, Comnatioics
of the Acm, 46(12), 35-40.

16. Nickerson, R., 2008, "Whither Wireless? FutDiections in Mobility", CACM.

17. Blechar, J., I.D. Constantiou, and J. Damsga2006, "Exploring the influence of reference dimas and
reference pricing on mobile service user behavidewtopean Journal of Information Systems, 15(85-291.

18. Constantiou, I.D., 2008, "Consumer behavioar Advanced Mobile Data Services: opening the ‘bllack’of
the individual's choice process", Int. J. Sociall &lumanistic Computing, 1(1), 67.

19. Venkatesh, V., 2006, "Where To Go From Here®ughts on Future Directions for Researchlmdividual-
Level Technology Adoption with a Focus on Decislaking”, Decision Sciences, 37(4), 497-518.

20. Choudhury, V. and E. Karahanna, 2008, "Thetivelaadvantage of electronic channels: a multidisieamal
view ", MIS Quarterly, 32(1), 179-200.

21. Howard, J.A. and J.N. Sheth, "The theory ofdslpehavior". 1969: Wiley New York.

22. Sheth, J.N., B. Mittal, and B.l. Newman, "Cusés behavior: consumer behavior and beyond". 1B%gden
Press.

23. Gensch, D.H., 1987, "A two-stage disaggregtitidbate choice model", Marketing Science, 6(3)3239.

24. Gensch, D.H. and W.W. Recker, 1979, "The Maltial, Multiattribute Logit Choice Model", Journaf
Marketing Research, 16(1), 124-132.

25. Louviere, J.J. and R.J. Meyer, 2007, "Formabi€h Models of Informal Choices: What Choice Modgli
Research Can (and Can’t) Learn from Behavioral TWe®eview of Marketing Research, 4, 3-32.

26. Robertson, T.S. and H.H. Kassarjian, "Handlafatonsumer behavior". 1991: Prentice-Hall.

27. Ho, S., M. Davern, and K. Tam, 2008, "Persaa#ilbon and choice behavior: the role of personataits”, The
DATA BASE for Advances in Information Systems.

28. Kivetz, R., 1999, "Advances in research on @meatcounting and reason-based choice", Marketweitets,
10(3), 249-266.

29. Constantiou, I.D., 2009, "Consumer behaviouth@ mobile telecommunications' market: The indiaits
adoption decision of innovative services", Teleggtnd Informatics, 26(3), 270-281.

30. Kahneman, D. and A. Tversky, 1979, "Prospeebmyn an analysis of decision under risk", Econoioat
47(2), 263-291.

© N

208



31.
32.
33.
34.

35.
36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

Bettman, J.R., M.F. Luce, and J.W. Payne, 19@®nstructive consumer choice processes", Jounhal
Consumer Research, 25(3), 187-217.

Shafir, E., I. Simonson, and A. Tversky, 19%&ason-based choice", Cognition, 49(1-2), 11-36.

Thaler, R., 1985, "Mental accounting and coresuchoice", Marketing science, 199-214.

Thaler, R.H., 1980, "Towards a Positive Theafrhoice", Journal of Economic Behavior and Orgation,
4(3), 199-214.

Rogers, E.M., "Diffusion of Innovations". 1962ge Press: New York.

Fishbein, M. and I. Ajzen, "Belief, attitud@téntion, and behavior: an introduction to theang aesearch".
1975.

Ajzen, |., 1991, "The theory of planned behayi®rganizational Behavior and Human Decision Reses,
50(2), 179-211.

Davis, F.D., 1989, "Perceived Usefulness, PezdeEase of Use, and User Acceptance of Informatio
Technology", MIS Quarterly, 13(3), 319-340.

Venkatesh, V., M.G. Morris, G.B. Davis, and FlIavis, 2003, "User Acceptance of Information Tredbgy:
Toward a Unified View", MIS Quarterly, 27(3), 4258.

Venkatesh, V. and S.A. Brown, 2001, "A longita investigation of personal computers in honaekption
determinants and emerging challenges ", MIS Qugrt®5(1), 71-102.

Goodhue, D.L. and R.L. Thompson, 1995, "Tasthhelogy Fit and Individual Performance”, MIS Qealy,
19(2), 213-236.

Mathieson, K., 1991, "Predicting User IntentioiComparing the Technology Acceptance Model wité t
Theory of Planned Behavior", Information Systemsdech, 2(3), 173-191.

Paviou, P. and M. Fygenson, 2006, "Understandind Predicting Electronic Commerce Adoption: An
Extension of the Theory of Planned Behavior", Maragnt Information Systems Quarterly, 30(1), 44.
Hong, S.J. and K.Y. Tam, 2006, "Understandhg Adoption of Multipurpose Information Appliancekne
Case of Mobile Data Services", Information Syst&esearch, 17(2), 162-179.

Lépez-Nicolas, C., F.J. Molina-Castillo, and H. Bonan, 2008, "An assessment of advanced mobile ceervi
acceptance: Contributions from TAM and diffusiorahy”, Information & Management, 45(6), 359-364.
Sheppard, B.H., J. Hartwick, and P.R. WarsH®88, "The Theory of Reasoned Action: A Meta-Aniysf
Past Research with Recommendations for Modificatenmd Future Research", Journal of Consumer Résearc
15(3), 325.

Szajna, B., 1994, "Software Evaluation and €éoPredictive Validation of the Technology Acceya
Instrument”, MIS Quarterly, 18(3), 319-324.

Ho, S., M. Davern, and K. Tam, 2008, "Persaa#ilbn and choice behavior: the role of persondtitts”,
Data base for Advances in IS.

Fang, X., S. Chan, J. Brzezinski, and S. X®620Moderating Effects of Task Type on WirelessHAmology
Acceptance", Journal of Management Information yst, 22(3), 123-157.

Pavlou, P.A., 2003, "Consumer acceptance oftreleic commerce: Integrating trust and risk withe t
technology acceptance model", International Joush&lectronic Commerce, 7(3), 101-134.

Mallat, N., M. Rossi, V.K. Tuunainen, and A. @i 2009, "The impact of use context on mobilevees
acceptance: The case of mobile ticketing", Inforama& Management, 46(3), 190-195.

Fuller, R.M. and A.R. Dennis, 2009, "Does Fiuthdr? The Impact of Task-Technology Fit and Appiaijon
on Team Performance in Repeated Tasks", Inform&jmtems Research, 20(1), 2-17.

Thompson, R.L., C.A. Higgins, and J.M. How&B91, "Personal Computing: Toward a Conceptual Motle
Utilization", MIS Quarterly, 15(1), 125-143.

Moore, G.C. and |. Benbasat, 1991, "Developroé@in instrument to measure the perceiviearacteristics of
adopting an information technology innovation",dmhation Systems Research, 2(3), 192-222.

Brown, S.A., V. Venkatesh, and H. Bala, 20@8¢Usehold technology use: Integrating househotd difcle
and the model of adoption of technology in housasipIThe Information Society, 22(4), 205-218.
Karahanna, E. and D.W. Straub, 1999, "The pdgdiical origins of perceived usefulness and edsese",
Information & Management, 35(4), 237-250.

Millard, J., 2006, "eGovernment for an inclessociety: flexi-channelling and social intermedigt, Danish
Technological Institute.

Dey, A.K., G.D. Abowd, and D. Salber, 2001, ¢&nceptual framework and a toolkit for supportihg tapid
prototyping of context-aware applications”, Humam@uter Interaction, 16(2), 97-166.

209



59. Komiak, S.Y.X. and |. Benbasat, 2006, "The @#eof personalization and familiarity on trust aubption of
recommendation agents", Management InformationeBystQuarterly, 30(4), 941.

210



