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ABSTRACT 

The music industry and the mobile telecommunication industry are under immense 
pressure. The prior had declining sales due to piracy problems. The latter is right 
now in the transition phase from second to third generation broadband networks. 
Both industries are currently searching for new ways of increasing sales. After the 
business with ring-tones and Multi-Media-Messages were adopted in a short period 
of time, players from both industries have launched a new Mobile Music Download 
service in Europe. 
Due to the novelty of the service, the researcher found no academic studies which 
focused on this specific service. For this reason, the researcher used a recently 
proposed conceptual framework in order to illuminate the key value drivers for the 
adoption of mobile commerce services.  
With the objective to identify channel preferences for digital music, the key 
attributes and value drivers from a customers point of view, data from 311 
teenagers and adolescents from different age groups and social background was 
collected with a questionnaire in different schools and a university in north-western 
Germany.  
The results indicated that over 80% of the respondents were willing to purchase 
music using a mobile device. Moreover, the proposed conceptual framework was 
validated, with Spontaneous Needs as the key value driver. Technology related 
service and convenience attributes were ranked highest by the students. Price 
attributes were less important indicating a higher willingness to use paid content via 
the mobile, compared to the stationary internet. 
The study explored the most important attributes and value drivers from a 
customer’s point of view and derived a broad range of implications for theory, 
practice, and further research. 
 
 
KEYWORDS: Mobile commerce services, digital music, adoption research, uses 
and gratification theory, consumer behavior, value drivers, multi-channel retailing. 
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1. INTRODUCTION 

1.1.  Research background 
The electronic information age has enormously changed consumer 

behavior. In recent years a broad variety of electronic gadgets have flooded the 

market and the electronic marketplace has become the medium which connects 

people all around the world. In this area, the Internet has been named the “most 

dramatic new technology” which is driving the connected age (Kotler & 

Armstrong 2003, p.24). In only 15 years the technology has connected over 50 

million1 users (Schmidt 2003, p.1).  Compared to commercial internet services, 

especially non-commercial services have been adopted throughout the whole 

population (Forum 2004, Koiso-Kanttila 2004).  
 

The internet enabled the evolution of all kinds of new business models 

and various industries have invested heavily into the development of the new 

electronic distribution channel. However, one of the industries which has for 

many years ignored the broad opportunities of the electronic distribution 

channel has been the music industry. After illegal file sharing occurred in the 

early years of the internet area, the five big global industry players Sony Music, 

Bertelsmann Music Group, Virgin, EMI, and Universal Music International saw 

only “the dark side” of the technology.  
 

Instead of interpreting the increasing demand for digital music content as 

a chance to make business, illegal music homepages have spread out like 

mushrooms all over the internet. The bitter consequence has been that over the 

last few years a whole generation of early internet users has learned that the 

internet is full of illegal content. The willingness to pay for music fell slowly but 

constantly and lead the music industry to the current stage. Today, industry 

players and policy makers all over the world are almost powerless to stop the 

negative development.  
 

A review of a broad variety of press releases from recent years led the 

researcher to the conclusion that the strategy departments of the various firms 

have concentrated all their resources on protecting the traditional business (i.e. 
                                                 
1 In contrast the diffusion of fixed telephone lines took 50 years (Schmidt, A. 2003, p.1). 
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selling CD’s to music stores or via the internet), lobbying on a large scale in 

order to box through new copyright laws, and finally suing private persons who 

were sharing their music with other users. Compatible with the strategic actions, 

the product dimension of the marketing-mix has focused on developing copy-

protection systems for CDs called digital rights management (DRM) and huge 

sums have been invested in marketing campaigns which made a “public 

enemy” out of everybody who obtained music from illegal file sharing sources 

(See for example Bibliography). 
 

However, in the second half of 2003, Apple, a creative non industry 

player started distributing digital music tunes on a large scale over the internet, 

making music accessible legally 24 hours a day, 7 days a week. After the initial 

start in the United States the business model has been successfully applied in 

Canada, Europe, and AustralAsia. Hoping to obtain a large piece of the cake, a 

broad variety of online music stores opened recently around the world. 

However, compared to the activities of the traditional industry players who 

followed Apple in the last month, the company has managed to protect and 

even increase its market share.  
 

Apple managed it to design the marketing-mix based on the needs of the 

end consumer. A newly designed portable MP3 player gave the chopped up bits 

and bytes of digital music back its soul (Matthes 2004). In addition, the 

company offered a broad range of accessories and software packages which 

completed the internet offer of digital music tunes. Moreover, the prices per 

single track or complete album download were standardized, bringing more 

transparency for non-experienced internet shoppers. Finally, strong 

partnerships were established which helped to increase awareness on the 

market.  
 

Downloading full music tracks over mobile networks directly to the cell-

phone recently became reality in Europe (Koranteng 2004). Because mobile 

phones have been one of the fastest adopted consumer goods of all time 

(Barnes & Scornavacca 2003) and related mobile data services such as ring-

tone downloads and multi-media messages (MMS) have gained much 

popularity in recent years the extension of the Mobile Music Download service 
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was a smart idea (Lin 2003). The emerging trend of mobile data services was 

enabled through closer co-operations between mobile phone operators, 

handset manufacturers and record labels (Koranteng 2004) and was especially 

important for mobile telecommunication companies. 
 

Due to high competitiveness in the European telecommunication 

industry, prices for voice services have fallen drastically and  profit margins 

have shrunken in recent years (Otto-Henning-Partner 2004, Coursaris & 

Hassanein 2002). The only growth potential is predicted to come from 

increasing revenues from non-voice mobile-commerce services (e.g. 

multimedia services downloading music, video-telephony, mobile internet, 

music download etc.). For this reason, mobile telecommunication providers are 

searching for potential “killer applications”. After the success of the internet 

based music distribution model, the expectations are considerably high.  
 

However, due to the novelty of the service the researcher did not find any 

academic research articles where the attractiveness of the service Mobile Music 

Download has been explored, especially from the end-user perspective. 
 

1.2.  Research issues and contributions 
Due to the novelty of the service, scarce academic research was found 

in the specific field. Academic mobile commerce adoption research studies 

focused on location based services, mobile payment and other kind of basic 

services (see, for example, Pedersen 2002, Anckar & D’Incau 2002, Clarke 

2001). In this context basic services mean that they do not depending on 

advanced mobile hand set devices and higher broadband connections. 
 

However, today the mobile telecommunication industry is in the transition 

phase from voice to data services. Higher network capacities and technologies 

lead in recent years to the development and marketing of more advanced 

mobile data services such as ring-tones and digital pictures (MMS). Especially 

among younger users these services have gained high popularity in just a short 

period of time. However, service providers are facing the challenge that it is 

almost impossible to predict appealing mobile services. It has been necessary 



Mobile Commerce: Mobile Music Download  Chapter 1. Introduction 
  

- 4 - 

to experiment with different service offers to identify if they meet consumers’ 

needs (Dean 2002). As presented in the background section, one of these new 

services is Mobile Music Download. Industry players from both, the 

telecommunication and music industry are currently analyzing the acceptance 

on the market. Tailoring the service Mobile Music Download to the needs of the 

customer, and communicating the key benefits of purchasing music through the 

mobile distribution channel will be more important than putting the focus on 

capital equipment, copyrights, patents, and physical infrastructure (Kalkota 

1999).  
 

1.2.1.  Research objectives and research rationale 

In order to investigate the needs and wants from an end consumers’ 

perspective in more depth, the following three objectives were set for this study. 

The first objective is to investigate if the service Music Download will gain 

more popularity over the internet or the mobile channel throughout the 

sample. This objective aims to make first recommendations for both, the Music 

and the Telecommunication industry. The results will reveal if the use of the 

mobile distribution channel is worth the investments2 (i.e. licensing fees, 

advertising, research and development, or resource intensive co-operations 

between companies). 
 

A market study which has been conducted by The Boston Consulting 

Group (2000) about Mobile Commerce revealed that “consumers who are not 

satisfied with their m-commerce experience are not easy to win back” (BCG 

2001, p.41). For this reason, the second objective is to discover the most 

important service attributes. The findings will give important information for 

tailoring the service to the needs and expectations of the customers. Moreover, 

they will be used to derive implications for industry players throughout the value 

chains in the mobile telecommunications and music industry.  
 

The third and last objective is to identify the key value drivers for the 

adoption of the service Mobile Music Download from an end user perspective. 

The results will be valuable for the companies which are distributing the service 
                                                 
2 Surely more research needs to be conducted among a representative sample. However, the 
findings will provide first insights. 
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for the reasons previously mentioned. Due to the diversity and rapid change of 

technological and economical business environments (Saunders et. all 2000) 

the results will also be of interest for academics, because the results will provide 

information whether the theoretical framework, which was developed from 

Anckar and D’Incau in 2002 can be validated under the specific research 

settings (i.e. one specific service, other country).  
 

1.2.2.  Research questions 

From the previously presented research objectives the following research 

questions were derived for further investigation: 

 

RQ1: Which distribution channel, online or mobile, will be favored by the 
majority of the investigated consumers for purchasing music tracks? 

 

RQ2: What are the most important attributes of the service “Mobile Music 
Download”? 

 

RQ3: What are the key value drivers for the adoption of the mobile commerce 
service “Mobile Music Download”? 

 

1.3.  Theoretical foundations 
In recent years a lot of research in the field of mobile commerce services 

adoption has been conducted by Pedersen (2001, 2002), Pedersen et al (2003). 

The researchers synthesized adoption research from four disciplines and 

developed a model which covers the broad perspective. However, this study 

aims to identify one specific aspect of adoption which is rooted in the discipline 

“uses and gratification research”.  
 

The theoretical foundations for this specific project can be found in an 

academic study conducted by Anckar & D’Incau in 2002. The two researchers 

developed a conceptual framework which investigated the value drivers for 

mobile commerce services adoption in general. Until now, the framework has 

been tested solely on the Finnish market. For this reason, it will be interesting to 

investigate if the results of this project can support the relevance of the 

proposed framework. The proposed value drivers were validated in prior studies 

on Uses and Gratification in the field of mobile telecommunication, m-
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commerce, and internet services (See, for example, Anckar & D’Incau 2002; 

Ebersole 2000; Leung & Wei 2000). 
 

1.4.  Applied research methodology 
Following the deductive approach, this study aims to obtain new insights 

into the adoption of the new m-commerce service Mobile Music Download. A 

questionnaire was designed based on a conceptual framework which has been 

proposed by academic researchers in recent years.  The Framework measures 

four different kinds of consumer needs (entertainment needs, spontaneous 

needs, efficiency needs, and mobility needs). The use of mobile commerce 

services satisfies these needs and deliver additional value to potential 

customers (Anckar & D’Incau 2002).  
 

The questionnaire was distributed among 311 students between the 

ages of 15 and 30 years. The participants were recruited in different schools 

and a university in the “Ruhrgebiet”, a region with over 5 million inhabitants (~ 

6.1% of Germany’s total population). The study does not aim to generalize the 

findings for the whole German population. The collected data has been 

analyzed with the program SPSS for Windows 11.0. Frequency analysis was 

used for the descriptive part of the analysis. For the analytical part the data was 

processed using Chi-Square, Spearman’s Rank Correlation, and Pearson 

Correlation analysis. 
 

1.5.  Structure of the report 
As recommended by Perry (1998) this thesis follows certain style 

conventions. The five sections structure (introduction, literature review, 

methodology, analysis of data, and conclusions and implications) has been 

chosen. After the first chapter provides the reader with background information 

on the research, sets the research objectives into the context of the recently 

conducted Adoption Research, and defines the key concepts it builds the 

foundation for the second chapter. 
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In chapter two, an overview of academic literature from parent and 

immediate disciplines is presented and discussed. As most of the academic 

research has been conducted in Scandinavia, Asia, or North-Ameriaca chapter 

two gives the thesis an international perspective. Based on the academic 

literature, propositions are derived and summarized in a conceptual framework. 

The framework will be a visual guideline for the further progress of the statistical 

analysis and contains constructs which have been validated by researchers in 

different Uses and Gratification studies 
 

The purpose of Chapter three is to provide a transparent overview of the 

investigative part of the study. It describes in detail the research design from the 

geographical coverage, sampling and data collection method. The researcher 

was able to obtain primary data from over n=300 respondents in the targeted 

age groups 15-30. Moreover, chapter three presents and justifies the structure 

and content of the questionnaire, operationalizes the constructs, and justifies 

the statistical tests which were used for getting the right answers on the 

research questions. As the constructs which are necessary for answering the 

research questions were already investigated in previous studies, the deductive 

approach was chosen as being suitable for this project.  
 

The relationships between the constructs, proposed in Chapter two were 

measured with statistic tests in Chapter four. The various statistical tests which 

were presented in Section three were run on the collected data using the SPSS 

for Windows 11.0 software package. The results were presented in tables and 

graphs throughout the chapter, as well as in the Appendix. 
 

Finally, Chapter five discusses the findings from chapter four. It 

summarizes the key conclusions and provides answers to the initial research 

questions. Moreover, it discusses implications for theory, further research, and 

companies in the music and telecom industry. The logical structure of the report 

and  a snapshot of the findings are summarized in the following Table. 



CHAPTER

RESEARCH 
PROBLEMS I.

It is uncertain if music distribution via the 
mobile channel will be accepted from the 
market.

II.

RESEARCH 
OBJECTIVES A Identify preferred distribution channel  

for digital music. B Identify those service attributes which are 
most important in the sample. C Identify the key value drivers for the 

adoption of mobile music download.

RESEARCH 
QUESTIONS a

Which distribution channel, online or 
mobile, will be favored by the majority of 
the investigated consumers for 
purchasing music tracks?

b
Which are the most important service 
attributes of the service “Mobile Music 
Download”?

c
Which are the key value drivers for the 
adoption of the mobile commerce service 
“Mobile Music Download”?

LITERATURE

PROPOSITIONS a 
1

The Intention to use the mobile channel 
as the source of purchasing music is 
higher than the intention to purchase 
music in online music stores.

c 
1

Consumers with higher efficiency needs 
will perceive that the service Mobile Music 
Download is of higher value than consumers 
with lower efficiency needs.

c 
2

Consumers with higher entertainment 
needs will perceive that the service Mobile 
Music Download is of higher value than 
consumers with lower entertainment needs.

c 
3

Consumers with higher mobility needs will 
perceive that the service Mobile Music 
Download is of higher value than consumers 
with lower mobility needs.

c 
4

Consumers with high spontaneous needs 
will perceive the service Mobile Music 
Download as more appealing and therefore 
more valuable than consumers with lower 
spontaneous needs.

 c 
5

STATISTICAL
RESULTS

a 
1

Intend to use mobile: 80.5%
Intentd to use online: 42.2% The most important attributes 

c 
1

Pearson Correlation:
Mobile Value - Efficiency Needs:

= 0.406** (Sig. 0.000)
For respondents who intend to use:
- sound quality, virus security, multi usage, 
 availibility, and fast download

c 
2

Pearson Correlation:
Mobile Value - Entertainm. Needs

= 0.527** (Sig. 0.000)

For respondents who don't intend to use:
- virus security, sound, availibility, trust-
  worthy source, fast download.

c 
3

Pearson Correlation:
Mobile Value - Mobility Needs:

= 0.534** (Sig. 0.000)

c 
4

Pearson Correlation:
Mobile Value - Spont. Needs:

= 0.748 (Sig. 0.000) **

c 
5

ANSWERS TO
RESEARCH 

QUESTIONS

82% of the respondents favoured the 
mobile distribution channel. 
Over 30% were willing to purchase over 
both channels, and over 43% wanted to 
purchase digital music only via the mobile 
internet.

For respondents who intend to use:
- sound quality, virus security, multi usage, 
availibility, and fast download

For respondents who don't intend to use:
- virus security, sound, availibility, trustworthy 
source, fast download.

Spontaneous Needs were the key drivers 
for the positive evaluation of the mobile 
music download service. However, the other 
3 value drivers also prooved  to have a 
positive relationship with the intention to use 
the service.

IMPLICATIONS 
FOR THEORY

Further qualitative studies are needed to 
gain deeper insights about the 
phenomenon.

Investigation of the security aspect necessary. 
Seems to be very important for the consumer. 
"Security needs" could be an additional 
value driver of mobile value.

The conceptual framework has prooven to 
be a good predictor for "mobile value" and 
can be user for accessing the suitablity of 
mobile services in general.

IMPLICATIONS 
FOR THE 

INDUSTRY

 - identify best strategy
 - set standards in order to meet
   consumers needs & expectations
- R&D in technology necessary
- Explore multi-channel retailing synergies 
and limitations.

 - make sure that the key attributes meet 
   the expectations of the consumers.
- highlight the benefits of the other attri-
  butes in product leaflets or divest.
- Handset producers: build phones with 
  good sound quality

 - use conceptual framework when 
   designing mobile commerce services
 - External communication should
  focus on spontanity and mobility
 - highlight also the other value 
   adding features to increase the 
   awareness among consumers.

Survey strategy / QuestionnaireDATA COLLECTION STRATEGY:

GEOGRAPHICAL COVERAGE: 
DATA ANALYSIS:  

OPERATIONALISATION OF THE CONSTRUCTS:

1

No recent academic studies in the field of advanced mobile commerce services , such as 
music download, which describe the adoption from a customers perspective.

Consumers who evaluate the service Mobile Music Download higher will have higher intentions to use the service..

n=311 teenagers & adolescents (15-30++ years)
recruited at 3 different school and 1 university

1. Anckar & D'Incau 2002, 2. Leung & Wie 2000, 3. Ebersole 2000, 4. Pedersen & Ling 2002, 5. Aizen 2002, 6. Woodruff 1997

3

c

** Correlation is significant at the 0.01 level (2-tailed)

Germany / North-Rhine-Westhphalia / Ruhrgebiet

4

Pearson Correlation: Mobile Value - Intention to use Mobile = 0.737** (Sig.0.000)

APPROACH: Deductive approach / Theory testing (constructs have been validated previously).

by Daniel Pandza (Groupe ESC-Rennes, France, November 2004)
contact: pandza@gmx.com

Mobile Commerce: Mobile Music Download Chapter 1. Introduction

2

5 a b

SPSS 11.0 (Pearson & Spearman correlation, Chi ², descriptive statistics)
 - intention to use online music download, intention to use mobile download
 - efficiency needs, entertainment needs, mobility needs, spontaneous needs
 - mobile value

UNITS OF ANALYSIS:

Mobile 
value

Intention to 
use Service

Adapted from: Anckar & D’Incau (2002)

Entertain-ment 
needs

Spontaneous 
needs

Efficiency 
ambitions

Mobility-related 
needs

P c1

P c2

P c3

P c4

P c5

- 8 - 
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1.6.  Ethical considerations 
The conclusions were derived from data which was collected from young 

students. The study focused on these units of analysis because they are early 

adopters of most Mobile Multi Media Services (Spangenberg 2004).The goal is 

to analyze consumer behavior and understand the needs of the target group in 

order to derive valuable implications for theory and practice. However, the 

information should not be misused for short term profits for the industry players 

(i.e. marketing campaigns which are putting young people under high group 

pressure to adopt mobile telecommunication services even though they do not 

have the financial resources).  
 

This is to say, because in recent years many young people in Germany 

have incurred debt from mobile phone bills that will take month or years to pay 

off3 (Schreiber-Herschel 2003). Instead of providing service features which 

automatically increase the transparency of costs, or engaging in information 

campaigns which are targeting young users and are showing them how to use 

the services more efficiently, many companies have focused on making quick 

and easy money. 
 

The researcher wants to highlight that the practical implications from this 

study should be used to gain an advantage over competitors, rather than over 

customers. The findings which will reveal customer needs should be used as a 

basis for a customer oriented service development. It is expected that theses 

services will be more successful in the market. Mobile operators will benefit 

from potential const savings which will come from a more efficient new service 

development and more successful market launches of new services. This 

ethical recommendation is based on the philosophy of the researcher that long 

term strategies will be the foundation for a “healthier” customer base of the 

mobile service providers. This in turn will secure long term profits.  
 

                                                 
3 According to a study from the Institut für Jugendforschung (2002) more than 10% of all 13 to 
17 year old teenagers/ adopescents in Germany has debts. More than 10% from this debt come 
from mobile phone usage (Schreiber-Herschel 2003). 
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1.7.  Defining the key concepts 

1.7.1.  Mobile-commerce services 

Compared to e-commerce, which has been defined as “buying and 

selling processes which are supported by electronic intermediaries, primarily the 

Internet” (Kotler & Armstrong 2004, p.74), mobile commerce has been defined 

as “e-commerce activities over wireless devices” (Gressgard et al. 2003, p.8).  

Services were defined as “any activity or benefit that one party can offer 

to another that is essentially intangible and does not result in the ownership of 

anything” (Kotler & Armstrong 2004, p.276). Services add value if the attributes 

of the service satisfy consumers’ needs (Quinn et al 1987, Palmer 2001). The 

most important benefits of services are “convenience, amusement, timeliness, 

comfort, or health” (Zeithaml & Bitner 2003, p.3). The intangible nature of 

services leads to variable service outcomes, and means that services cannot be 

stored (i.e. perishability). In the purchasing process it is impossible to separate 

service producer and service consumer (Kotler & Armstrong 2004, Zeithaml & 

Bitner 2003, Palmer 2001).  
 

Mobile commerce services have been conceptualized as “buying and 

selling processes which are supported by wireless electronic intermediaries, 

whose output is not a physical product or construction, which is generally 

consumed at the time it is produced, and provides added value in forms that are 

essentially intangible concerns of its first purchaser” (Gressgard et al 2003, p.8). 

 

1.7.2.  Mobile music download 

The service Mobile Music Download consists of two elements. On the 

one hand there is the service element (i.e. making the music files accessible via 

the mobile telecommunication network, monthly payment service, etc.). On the 

other hand the consumer purchases a music file in the form of digital content. 

Digital content has been defined as “bit-based objects distributed through 

electronic channels4” (Koiso-Kanttila 2004, p.46). The following table displays, 

digital content as a mix between pure products or as pure services.  
 

                                                 
4 Electronic intermediaries are technology neutral, which means that the concept includes wired 
or wireless networks (Koiso-Kanttilla 2004, p.46). 
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Table 1.1: Positioning of digital products between products and services 
 

 
Service  

Characteristics 
DIGITAL MUSIC 

Product 

Characteristics

Intangibility 
  

Physical Form 

Heterogeneity   Standardization possible 

Simultaneous production 
and consumption   Production separate from 

consumption 

Perishability   Possible to store 

Source: Koiso-Kanttila 2004, p.47     .  

 
1.7.3.  The concepts diffusion and adoption 

“Diffusion is the process by which an innovation is communicated 

through certain channels among (or adopted from) the members of a social 

system over time” (Rogers 1995, p.35).  It refers to the stage in which a new 

technology or innovation spreads out and is generally used in a population (Carr 

2004). The concept will be used to describe the timeframe in which related 

information technologies and services have been widely accepted from people 

in the society around the globe. 
 

The concept adoption describes the “stage in which a technology is 

selected for use by an individual or an organization” (Carr 2004, p.2). Studies of 

information system research investigate a users' decision to adopt a particular 

technology . 

 

1.7.4.  Intention to use 

Intention has been defined as the “cognitive representation of a person’s 

readiness to perform a given behavior” (Aizen 2002). Following the theory of 

planned behavior (TPB) the intention to behave in a certain way depends on 

three factors. The first factor is the personal positive or negative evaluation of 

such a performance. The second factor is the degree of social pressure to 

engage or not engage in such a behavior. Finally, the third factor emphasizes a 

persons’ perception of his/ her ability to perform a given behavior (Aizen 2002). 
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1.7.5.  Value drivers 

"Customer value is the customer's perceived preference for and 

evaluation of those product-attributes, attribute performances, and 

consequences arising from use that facilitate (or block) achieving the customer's 

goals and purposes in use situations (Woodruff 1997, p. 142)". For this thesis 

value drivers are the range of needs which can be can be satisfied by using 

mobile commerce service in general and the service Mobile Music Download 

specifically.  
 

1.8.  Delimitation of scope 
At the time of the data collection the service Mobile Music Download had 

only been introduced in two markets in Europe, Great Britain and Germany. 

Even though a cross-national comparison between the two countries would 

have been interesting it was not possible to investigate both markets in such a 

short period of time with limited financial resources. For this reason the studies’ 

purpose has been to investigate the value drivers for the adoption of the new 

mobile commerce service solely in Germany. The data was gathered in three 

cities in north-western Germany only among teenagers and adolescents 

between 15 and 30 years of age. For this reason a generalization for the whole 

German population is, based on theses findings, not possible. However, due to 

the size (n=311) of the sample in the key target groups, the results are of value 

for first predictions for industry players and academics. 
 

Additionally, the diffusion of mobile handset devices which enable the 

downloading of music when on the move is still very low. Therefore, it was 

almost impossible to investigate the value drivers from those users who have 

already used the service. However, the data was split into two groups. On the 

one hand those people who intend to use, and on the other hand those who do 

not intend to use the service. 
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1.9.  Chapter summary and conclusions 
The introductory chapter has discussed the challenges industry players 

from both, the music- and mobile telecommunication industry are currently 

facing in markets where the new service Mobile Music Download has been 

recently launched recently. Moreover, it has presented the theoretical 

foundations of the research which will be used to investigate the presented 

research objectives and research questions. Additionally, the structure of the 

report has been outlined, the key concepts were defined, and the scope of the 

study has briefly been presented. This chapter built the foundation for the next 

chapter which illuminates the academic literature in the field of Diffusion and 

Adoption research for suitable constructs and conceptual frameworks. 
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2. LITERATURE REVIEW 

2.1. Chapter introduction 
The intention of this Chapter is to review the existing academic literature 

on adoption research in the field of information technology in general and 

mobile commerce, specifically. Existing knowledge from parent and immediate 

disciplines will be synthesized and used to develop the constructs and 

propositions. As most studies have been conducted in Scandinavia, North 

America and Asia the literature review gives this work the international 

perspective. At the end of this section, a conceptual framework will be 

presented which illustrates the further analytical process.  
 

2.2.  Technology adoption research 
The mobile commerce service Mobile Music Download has recently been 

introduced in selected markets in Europe. Direct competitors of the mobile 

service are online music stores and illegal sources of music such as peer-to-

peer networks. Players from both industries are currently exploring the 

willingness of consumers to purchase music using the current generation of 

mobile devices. For this reason, the first research question is: 

 

RQ1: Which distribution channel, online or mobile, will be favored by the 
majority of the investigated consumers for purchasing music tracks? 
 

As the importance of mobile data services is growing in order to generate 

higher revenues, providers of mobile services are searching intensively for new 

“killer applications”. In recent years especially Technology Adoption research 

has investigated the phenomenon intensively. In this field, four different 

research directions have evolved; diffusion research, adoption research, 

domestication research, and uses and gratification research (Pederson and 

Ling 2003).  
 

Figure 2.1 (below) provides an overview of the foundations of the four 

research approaches. In Section 2.2. the literature review covers the 

background coming from the parent disciplines. Uses and gratification research 
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(Section 2.2.4) is the immediate discipline from which the key concepts for 

identifying the value drivers were derived. Section 2.3. then discusses the value 

based approach in more detail. Based on recently published research in this 

field, the propositions and a conceptual framework will be presented. The 

following graph visualizes the specific field in which this research will contribute 

to new insights. 
 

Figure 2.1: Positioning of the adoption approaches 
 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 

2.2.1.  Diffusion theory – Diffusion of Innovations 

Innovation Diffusion theory has been used countless times in 

Information System research (Urbaczewski et al. 2002) and diffusion studies 

have been typically applied “to predict the aggregate adoption rates of new 

technologies mainly as a function of time” (Pedersen & Ling p.3). Referring to 

Rogers (1995, p.35), “diffusion is the process by which an innovation is 

communicated5 through certain channels over time among the members of a 

                                                 
5 Communication is defined as „a process in which participants create and share information 
with one another in order to reach a mutual understanding“ Rogers, E.M 1995, p. 35 

- Macro level - 
Diffusion Theory (Section 2.2.1.) 

Attitudes 
Towards use

Subjective 
Norm 

Behavioral 
Control 

  Parent disciplines 

(2.2.4.) Uses & 

Gratifications 

Research

Immediate discipline 

Source: Adapted from Pedersens (2001) TAM Model and Typology Perspectives 

- Macro Level -  
Domestication 
Theory (2.2.3.) 

 

- Micro level - 
Adoption Theory (Section 2.2.2.) 

Dimensions of the 
Technology  
Acceptance Model 

Focus of this Research Project 
Explanation for the  Adoption 
of Mobile Services 

 
2.3. 

Value 

Drivers 
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social system”. It has been pointed out that “diffusion is a special type of 

communication” which is concerned with “the spread of new ideas”.  
 

Figure 2.2: Analysis dimensions of diffusion research 
 

 

 

 

 

 

 

 
 

2.2.1.1.  Innovation decision process theory 
The potential adopter passes generally through the following decision-

process. The process consists of five stages, knowledge, persuasion, decision, 

implementation, and confirmation (Rogers 1995, pp.201-203). The following 

figure displays the process and describes the major points of each phase. 
 

Figure 2.3: The Innovation Process 
 

I. II. III. IV. V. 

KNOWLEDGE: PERSUASION: DECISION: IMPLEMENTATION: CONFIRMATION: 

“Individual is ex-
posed to the 
innovation’s 
existence and 
gains under-
standing of the 
innovations 
function.” 

“The individual 
forms a favour-
able or unfa-
vourable attitude 
toward the 
innovation.” 

“The individual 
engages in 
activities that 
lead to a choice 
to adopt or 
reject the inno-
vation.” 

”The individual puts 
an innovation into 
use.” 

”The individual 
seeks reinforcement 
for an innovation 
decision already 
made, but reverses 
his decision if  expo-
sed to conflicting 
messages about the 
innovation”. 

 Source: Rogers 1995, pp. 201-202 

 

2.2.1.2.  Individual innovativeness theory 
The Individual innovativeness theory is based on the findings that the 

diffusion of new technology depends on the level of innovativeness of the 

Process Subject

Time Innovation
Fit 
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individual adopters. This theory revealed that diffusion in Concerning the 

characteristics of potential users in many descriptive diffusion studies usually 

different adopter segments are characterized along the diffusion process 

(Pedersen and Ling 2002). Rogers (1995) identified the five different adopter 

categories innovators, early adopters, early majority, late majority, and 

laggards. For the segmentation personality and social characteristics are used 

in addition to demographic and socioeconomic variables.  

 

2.2.1.3.  Rate of adoption theory 
Connected to the individual innovativeness theory Rogers (1995) 

developed the rate of adoption theory. Thereafter, the rate of diffusion increases 

over time. In the early stage the diffusion/ adoption proceeds relatively slow. 

However, the rate increases over time until it reaches 50% of the population 

and then starts to decline.  
 

Figure 2.4: Adoption-Diffusion Curve and User Categories 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 
Source: The Technology Marketing Group 2000 
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Figure 2.4. displays the five adopter categories, an overview of the major 

segmentation characteristics, and how the shape of the adoption-diffusion curve 

changes over time. It illustrates on the one hand that the number of adopters 

increases over time. On the other hand, it covers Rogers’ (1995) segmentation 

criteria according to the innovativeness of potential users. Before the 

“mainstream” sees the need to use/ adopt an innovation, a critical mass must 

have experienced the new product or service (Carr 2004). 

 

2.2.1.4.  Perceived attributes theory 
As presented previously, the pace or speed of the diffusion of an 

innovation through the society depends heavily on the user (subject). However, 

the attributes of the innovation itself plays the second major role. Research has 

identified that the following five aspects have an impact on the pace of diffusion. 
 

The success of an innovation (measured by the pace of diffusion in 

society) depends on its relative advantage over available substitutes, the 

innovations compatibility with the adopters existing values and needs, the 

level of complexity which is necessary to handle the innovation, the degree to 

which an adopter can experiment with a innovation (=triability), and finally, the 

extent of observable benefits or results (=observability) the innovation is 

providing to the potential user (Rogers 1983 cited Vogel 2003, p.12, Carr 2004).  

 

2.2.1.5.  Criticism on diffusion research 
Despite its numerous “important contributions to the understanding of 

human behavior change” (Rogers 1995, p.127), diffusion research has been 

criticized in recent years. Besides the fact that diffusion research explains “the 

aggregate adoption rates of new technologies mainly as a function of time only” 

(Pedersen and Ling 2002, p.3) the theory has been criticized especially for 

focusing on external or supply-side attributes such as “compatibility, relative 

advantage, complexity, trialability, and observability” which are related to the 

technology itself (Kim and Galliers 2004, pp.159-160; Pedersen and Ling 2002, 

pp.2-3). The customers’ and markets’ point of view has not been taken into 
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consideration at all (Kim and Galliers 2004). This, however, makes it impossible 

to develop a model for service adoption on an individual level.  

 

2.2.2.  Adoption theory 

In the last 30 years three adoption models have been developed which 

explain the adoption process of new technologies (Pedersen 2002; Vogel 

2003). Aizen and Fishbein (1975) intended to elaborate the relationship 

between attitude and behavior (TCW 2004a). The first theory which was 

developed was the Theory of Reasoned Action (TRA6). After further research 

findings revealed certain influences of behavioral control, the Theory of Planned 

Behavior (TPB7) evolved out of the first theory.  The third theory studied in the 

field of adoption research is the Technology Acceptance Model (TAM8). The 

TAM is the least developed model and is also based on the previously 

presented theories TRA and the TPB (Urbaczewski et al. 2002). 
 

The models have been applied “in several hundred studies to ( ) 

explain end users adoption and acceptance of different kinds of ICT-systems 

and applications” (Pedersen 2002, p.5). Building on the TAM, however, 

researchers have modified the model in order to increase the understanding for 

the predictors of Intention to Use or actual use and ease of use in new 

information system acceptance (Venkatesh 2000; Venkatesh & Morris 2000 

cited Urbaczewski et al. 2002, p.3).  
 

Adoption research is part of the field of information-systems research 

(Pedersen and Ling 2002, p.3). Researchers typically study a users' decision to 

adopt a particular technology. The adopter himself is level of analysis. In 

addition to just describing the adoption process and the other dimensions 

(Section 2.2.1 Diffusion research), adoption research explores the reasons why 

a particular adoption behavior has been observed. The approach uses product/ 

service variables (e.g. “usefulness”, “ease of use”, “interactivity”, and “channel 

richness”), personal user characteristics (e.g. “behavioral control”, “skills”), 

                                                 
6 “Theory of Reasoned Acation” – Developed by Fishbein, M. & and Azjen, I. 1975 cited Urbaczewski et al. 2002. 
7 “Theory of Planed Behavior”; - Developed by Azjen, I. 1991 cited Urbaczewski et al 2002. 
8 “Technology Acceptance Model” – Developed by Davis 1989 cited Pedersen 2002. 



Mobile Commerce: Mobile Music Download  Chapter 2. Literature Review 
  

- 20 - 

and social influences on the potential user variables such as “subjective 

norms”, or “perceived social influence” (Pedersen & Ling 2002; Venkatesh & 

Davis 1996).  

 

2.2.2.1.  Relevance of adoption research 
The practical relevance of the theory is, to “identify which mechanisms 

are behind the adoption of specific services with the objective to identify those 

factors or issues to understanding the potential adoption of new mobile 

services” (Pedersen 2002b, p. viii). Many adoption studies for example have 

revealed that there is a positive relationship between “intention to use” and 

“perceived usefulness”. However, perceived usefulness on the other hand is 

positively influenced by “ease of use” (Pedersen & Ling 2002, Pedersen 2002b). 

Having identified those determinants which have an impact on the perceived 

usefulness of a new technology enables the producer or distributor of the 

service to “effectively manipulate ease of use perceptions” with the objective to 

“foster increased user acceptance and use” (Venkatesh & Davis 1996, p.452). 

 

2.2.2.2.  M-commerce adoption research 
Research in the field of m-commerce revealed that fast technological 

advances such as the technical factors navigation or speed of mobile internet 

connection  (Kim et al. 2003, Anckar and D’Incau 2002) whereby non-technical 

factors such as type, quantity, and quality of provided contents has been more 

interesting for the other adopter categories (Kim et al. 2003).  
 

Other studies highlighted the dependence of mobile commerce on two 

factors. The first factor is the diffusion of mobile telecommunication services; 

the second factor is the diffusion of internet enabled devices throughout society 

(Urbaczewski et al. 2002). “The network-effect makes the adoption/ rejection “a 

societal decision” (Urbaczewski et al. 2002, p.4). However, “mobile devices 

have been the fastest adopted technological innovations of all time” (Chen 2000 

cited Clarke 2001, p.134). The number of sold mobile phones has been higher 

than Personal Computers and automobiles together, and Mobile Internet 

Devices  are expected to take of with a comparable speed (Clarke 2001).  
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Kreyer et al. 2003 study revealed the importance of well designed and 

secure payment procedures and Spangenberg (2004) highlighted the 

importance of usability of mobile services in every day life. Similar findings were 

made by Katz and Espden (1997) about the adoption of internet services. 

According to this, high access costs (for hardware, software, telephone costs) 

and difficulties in understanding how to use the Internet were the major barriers 

for the adoption of the internet. However, a recent study from Venkatesh et al 

(2003) revealed significant differences in usability ratings of Mobile-Commerce 

services compared to comparable e-commerce counterparts. This suggests 

much work for wireless service providers to increase the usability of the 

services. 

 

2.2.2.3.  Criticism on adoption research 
Adoption research has been helpful and mostly used to “better predict, 

explain, and increase the acceptance of different systems and technologies” in 

order to evaluate systems in advance and guide managerial interventions 

(Davis et al. 1989, p.1002, Venkatesh et al. 2003) with the aim to reduce the 

problem of underutilized new computer technology and other systems (Davis et 

al. 1989, p.1002, Pedersen & Ling 2002). For studying mobile commerce, 

however, “adoption research has been criticized for the lack of attention to the 

attributes of the services which were adopted” (Orlikowski & Iacono 2001 cited 

Pedersen & Ling 2002, p.3). Our major criticism, however, is that all these 

adoption models and theories did not take the dimension of value for the 

customer into account for reasoning why services were adopted or rejected.  

 

2.2.3.  Domestication Research 

Another more qualitative approach can be found in the field of 

domestication research. Especially social science researchers have explored 

the field with a focus on the societal consequences of the domestication of 

technology. Domestication was defined as “the process in which the use of 

technology becomes integrated into our everyday life” (Pedersen & Ling 2002). 

It seeks to describe the adoption and usage patterns of individuals and groups.  



Mobile Commerce: Mobile Music Download  Chapter 2. Literature Review 
  

- 22 - 

For example Fortunati (2001, p.85) analyzed “the shifting identity of 

mobile phone users”. She found that the device has become a “charismatic 

technology” which lead to fast diffusion and adoption. According to the author 

mobile phones moved over a short period of time from work environment into 

the “domestic sphere”. Similar results were found in a study from Cummings 

and Kraut (2001) regarding the domestication of computers among a broader 

range of people. 
 

Research revealed that the integration-process of new technologies into 

every-days life of the society consists of five stages. (1) Imagination, (2) 

appropriation, (3) objectification, (4) incorporation, and (5) conversion 

(Pedersen & Ling 2002). According to Pedersen & Ling (2002) “the process 

represents much of the explanatory power in domestication research when 

explaining adoption”. Concerning the adoption of mobile services domestication 

found that social networks influenced the adopters in their adoption-decision.  
 

The latest trend in the field of domestication research is seeing the end-

user in dynamic contexts. For example Palen et al. (2001 cited Pedersen & Ling 

2002, p.6) found that “ the "mobility of ones profession", the "number of roles 

one assumes professionally and personally" and the "degree of integration one 

has across those roles" influences mobile service adoption”. However, many 

studies on mobile services have been conducted in the field of domestication 

research. Referring to Pedersen et al. (2002, p.24) “a more comprehensive 

review may be found in Haddon (2001), Pedersen and Ling (2002) and 

Pedersen (2001, 2002).”  
 

Besides the fact that the domestication approach has almost totally 

neglected the customers point of view in order to describe the adoption of 

mobile Commerce Services (e.g. Which services does the consumer really 

need?, What services are of value for the consumer?), Pedersen and Ling 

(2002, p.6) criticized that some findings (e.g. the impression that services are 

adopted for non-functional and social status reasons only) have been 

contradicted by many of the descriptive studies”. 
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2.2.4.  Uses and gratification research 

Uses and gratifications research has its roots in the early 1920s, when 

the first communication theories were developed from researchers with a 

sociological and psychological background. Katz (1959) was the first to describe 

the approach and started measuring the effects of mass media on peoples’ 

behavior (Hamilton 1998). The theory originally focused on mass media 

(Pedersen and Ling 2002) and investigated what people do with media, instead 

of identifying the influence of media on people (Severin & Tankard 1997 cited 

Hamilton 1998).  
 

As the theory assumes that the behavior (i.e. using specific media or 

services) can be explained with the individual needs of a person, it aims to 

investigate two things. First, researchers analyze how certain media or services 

are used by consumers in order to gratify their needs. In a second step they try 

to determine a persons’ individual motivational background (TCW 2004). 
 

Based on qualitative analyses, most commonly interviews or 

observations, a lot of research has been conducted in order to identify the 

general gratifications users seek when using different kinds of media and 

technological advancements such as fixed telephone or mobile 

telecommunication (TCW 2004, Pedersen and Ling 2002, Leung & Wei 2000). 

Recently identified gratifications are listed in the following .  
 

Another popular methodological approach is to provide the user a list of 

potential standard gratifications which have been studied in former studies. In 

these cases the various constructs are analyzed and validated by using 

Principal Components Factor Analysis with Varimax Rotation (See, for example, 

Leung & Wei 2000, or Ebersole 2000). 
 

In order to extend the explanatory power of the results “some uses and 

gratifications studies also investigate the relationship between identified 

gratifications and usage measures” (Pedersen and Ling 2002, p.4). Evidence in 

the field of Mobile-Commerce show that gratifications of mobile services overlap 

the gratifications of mobile telephony and other traditional messaging services 
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like email” ("availability", "enjoyment" and "status" or "expressiveness" – 

Pedersen et al. 2002).  
 

Figure 2.5: Gratifications of Mobile Telecommunication and Mobile Services 
 

 

 

 

 

 
 

However, in recent years the theory has also found its way into adoption 

research of net technologies, such as mobile phone usage (e.g. Leung & Wei 

2000), internet (e.g. Ebersole 2000), and mobile commerce services (e.g. 

Anckar & D’Incau 2002). Uses and gratification research is seen as the 

most appropriate approach to answer the presented research questions. 

The following sections will introduce one relatively new approach in uses 

and gratification research for mobile commerce services and present the 

conceptual framework which will be used for this investigation. 
 

2.3.  The value based approach to m-commerce adoption 
“Buyers seldom pay for value they don’t perceive, no matter how real the 

unique extras may be” (Thompson & Strickland 2002, p.166). Therefore, the 

selection of an adequate strategy for a particular product, service or market 

segment depends on the customer’s definition of value (Zeithaml 1988). 

However, in the business practices of the early 1990’s value was still typically 

seen as "the combination of preferred attributes and attribute performances". 

This, however, is an attribute-, and therefore product-based, rather than 

customer-based view of value (Woodruff et al. 1993).  
 

2.3.1.  Defining perceived value 

Zeithaml (1988) was one of the first researchers who tried to define value 

from a consumer’s perspective. She found out that consumers’ perceptions of 

� Fashion/ status 
� Affection/ sociability
� Relaxation 
� Mobility 
 

� Immediate access
� Instrumentality  

and reassurance 
� Entertainment 
� Availablity 

Sources: Pedersen & Ling 2002, Leung &  Wei 2000 
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“what is received” differs from consumer to consumer. The different perceptions 

of what is received were (1) "Value is low price", (2) "Value is whatever I want in 

a product", (3) "Value is the equality I get for the price", and (4) "Value is what I 

get for what I give". All four categories can be found in existing literature in this 

research area and all are a trade-off of outstanding give- and get-components 

this concept has been defined as "  the consumer's overall assessment of 
the utility of a product based on perceptions of what is received and what 
is given."  

 
However, various concepts of value were established which differed in 

the way they were constructed (Woodruff 1997). The established concepts 

differed in the circumstances within which a customer was thinking about value.  

When making a purchase decision the consumer has no experience with the 

product or service. For this reason the concept of perceived value has been 

distinguished from the value which a consumer attaches after he or she has 

experienced the product or service.  

 

This made the research efforts difficult to compare. Having identified the 

lack of common understanding, Woodruff (1997) developed a basis for shared 

understanding of the concept of customer value which was based on an 

extended review of empirical research literature (Gardial et al. 1994; Richins 

1994a, 1994b; Woodruff et al 1990; Zeithaml 1988 cited Woodruff 1997, p.141-

142, Woodruff (1997). 

 

"Customer value is a customer's perceived preference for and evaluation 
of those product-attributes, attribute performances, and consequences 
arising from use that facilitate (or block) achieving the customer's goals 
and purposes in use situations (Woodruff 1997, p. 142)". 

 

2.3.2.  Complexity of value 

The concept of consumer value is a complex concept which is hard to 

measure. The first problem is that consumers use attributes of a product or 

service to describe value (Value Hierarchy, Section 2.3.2.1), secondly, value 
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has more than one dimension (Value Dimensions, Section 2.3.2.2 ), and 

thirdly, value changes over time (Value Change, Section 2.3.2.3) (Zeithaml 

1988, Woodruff et al.1993). The three concepts will be discussed in the 

subsequent sections. 

 

2.3.2.1.  Value hierarchy 
Academic research has identified a number of criteria that customers use 

in evaluating value. After interviews with various customers, Woodruff et al. 

(1993) for example identified that the information gathered could be sorted into 

a three level hierarchy with basic attributes in the first level, benefits in the 

second level, and purpose/ or value in the top level. Figure 2.6 illustrates the 

value hierarchy.  

 

Figure 2.6: Woodruffs Value Hierarchy 
 

 

 

 

 

 

 

 

 

 

 

 
 

Attribute information is very important, but only “in context with the 

consumers’ use-purpose, desired benefit, and the particular use situation” 

(Woodruff et al. 1993, p.35). The problem of attribute information is that a 

customer can only state attributes he knows. Information about the real purpose 

or value might inspire product designers to find new solutions for meeting higher 

levels in the value hierarchy. For this reason, research has to take the additional 

Adapted from Woodruff, Schumann & Gardial 1993 
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value levels into consideration when designing products, services, and 

processes (Woodruff et al. 1993).  
 

If marketing managers want to make the right decisions it is crucial to be 

aware of all three levels of the value hierarchy. For this reason research 

questions 2 and 3 are: 
 

RQ2: What are the most important attributes of the service “Mobile Music 
Download”? 

 

RQ3: What are the key value drivers for the adoption of the mobile commerce 
service “Mobile Music Download”? 
 

 

2.3.2.2.  Value dimensions 
In addition to the three different value hierarchies researchers identified 

two different value dimensions. The first dimension is “value in use” and the 

second dimension is “possession value” (Zeithaml 1988, 2002; Woodruff et al. 

1993). Value in use concerns “the utilitarian benefits of using a product in a 

situation for which it was designed” (Woodruff et al. 1993 p. 35-36). For 

example a mobile phone is useful because in case of emergency one is able to 

make a phone call, independent from a specific place or the dependence on 

other people (i.e. access to a fixed telephone line).  
 

In the case of the service Mobile Music Download, a potential “value in 

use” is the increased level of flexibility or spontaneity. In case the user reacts to 

an external impulse (i.e. hears a song in the radio while driving in his car) he is 

able to access a database with music tunes and download the music track 

instantly, independent from time, place, and other technical requirements. 
 

Possession value has defined as the “pleasure” a customer feels from 

just having a product or using a service (Woodruff et al. 1993).  An everyday 

example of possession value could be to drive an expensive car or be a 

member of a special club. In the early days of 3G mobile broadband networks, 

owning a new portable UMTS device and being able to make video phone calls 

or downloading music would be a good example for this value dimension. 
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Especially early adopters will be able satisfy this value dimension because the 

services have not diffused throughout the population. 
 

2.3.2.3.  Value change over time 
The third factor which increases the complexity to measure a customers’ 

perceived value is life-cycle of perceived value which leads to changes over 

time (Zeithaml 1988). Consumers’ perceptions of value are influenced by 

intrinsic9 and extrinsic cues10. Trends have a major impact on changing value 

perceptions of intrinsic cues. A typical example for a change in the perception of 

intrinsic cues is the evaluation of an additional photo camera in mobile devices. 

When the first mobile phones went on the market the additional function was 

evaluated as an unnecessary gadget. However, today most mobile phones are 

equipped with a digital camera and many teenagers and adolescents do not 

want to be without this additional function anymore. 
 

The impact of trends has also an impact on the evaluation of extrinsic 

cues (Zeithaml 1988). For example the mobile telecommunication services of 

Mannesmann Mobilfunk D2 (today Vodafone) were perceived in the early years 

of mobile telecommunication in 1997 in Germany as too expensive and only 

interesting for older customers. Today, after the takeover by the British mobile 

telecommunication giant Vodafone and European image campaigns the 

perception of Vodafone services has also changed the perception and 

evaluation of the mobile services the company has offered to their clients 

(Spangenberg 2004).  

 

2.3.3.  Value adding modalities of mobility 

The perhaps biggest advantage and value asset of mobile technology is 

its ability to enable mobile communication, mobile collaboration, and mobile 

commerce (Sarker & Wells 2003, p.38, Leung & Wei 2000). In the literature 

three different types of mobility are discussed. Three common qualifying ways 

of mobility found in the literature are traveling, wandering, and visiting. Sarker & 

                                                 
9 “The physical composition of the product” (Zeithaml 1988, p.6) 
10 ”Product-related but not part of the physical product itself” (Zeithaml 1988, p.6) 
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Wells (2003, p.38) have defined traveling as “the process of going from one 

place to another in a vehicle”, wandering, as “extensive local mobility where an 

individual may spend considerable time walking around”, and finally visiting 

which means “stopping by at some location and spending time there, before 

moving on to another location”.  
 

Sarker and Wells (2003) distinguish between these three situations with 

the hypothesis that different types and the “extent of mobility can be associated 

with different motivations underlying use patterns” (p.36). They give the 

examples, that safety might be a major concern for users who travel often, 

whereas in contrast the yearning for freedom might be expressed most by those 

who wander frequently. Moreover, they imply that the level or extent of mobility 

gives implications for different characteristics of the technologies (e.g. “the 

optimal size of a device associated with wandering was necessarily lower than 

an acceptable device size when visiting or traveling”, “the importance of 

accessibility of networks for people who need a larger reach of the technological 

network when they are traveling.”).  

 

2.3.4.  Value drivers for m-commerce service adoption 

In recent years a study of value drivers for the adoption of mobile 

commerce services has been conducted. Based on the existing uses and 

gratification literature Anckar and D’Incau (2002) developed an analytical 

framework for testing the suitability of different services for the three distribution 

channels physical marketplace, stationary internet, and the wireless channel. 

Based on their analysis, the value adding features of mobile commerce consist 

of two factors. On the one hand service dependent value missions and on the 

other hand on service independent value elements. Both elements will be 

presented briefly in the following sub-sections. 

 

2.3.4.1.  Service independent value elements 
Uses and gratification research which has been conducted in the United 

States and in Hong-Kong elaborated that the wireless channel provides three 

benefits, independent from the service (See, for example, Leung & Wei 2000). 



Mobile Commerce: Mobile Music Download  Chapter 2. Literature Review 
  

- 30 - 

First, as already stated in the previous sections, mobile phones with mobile 

internet technology have diffused throughout a large number of people, 

especially in Europe. Due to higher network capacities and faster data transfer 

rates, users can access a broad variety of internet services without having to 

invest in a stationary computer or home internet access (i.e. const savings).  

 

Figure 2.7: Anckar and D’Incaus (2002) conceptual framework 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Secondly, due to everyday use, many, especially older consumers are 

more familiar with the mobile phone, than with a personal computer. It is 

expected that the higher familiarity with the mobile devices will increase the 

market for e-commerce in general (“wider market hypothesis” Anckar & D’Incau 

2002, p.45). Finally, the third element is the increase in convenience. That is, 

mobile services can be accessed wherever it is convenient for the user, 

independent from a specific place (i.e. at home, internet café, university pc pool) 

(Anckar & D’Incau 2001; Leung & Wei 2000). 

 

Source: Anckar & D’Incau (2002)
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2.3.4.2.  Service dependent value missions 
In addition to the service independent factors, the value drivers of mobile 

services have a positive impact on the perceived mobile value. The following 

figure illustrates the five dimensions which have been proposed by Anckar & 

D’Incau (2002). All five dimensions have been discussed in academic research 

articles about uses and gratification research (Ancker & D’Incau 2002, Ebersole 

2000, Leung & Wei 2000) and validated through Principal Components Factor 

Analysis (See, for example, Leung & Wei 2000; or Ebersole 2000). However, 

most of the research on mobile telecommunication or mobile commerce 

services has been conducted in the United States (O’Keefe & Sulanowski 1995 

cited Leung & Wei 2000), Hong-Kong (Leung & Wei 2000), Finland (Anckar & 

D’Incau 2002), or Norway (Pedersen 2001, 2002, 2002b; Pedersen & Ling 

2002). 

 

Figure 2.8: The 5 service dependent value drivers 
 

 

  

 

 

 

 

 

 

 

MOBILE VALUE has been defined as “the value arising from the mobility 

of the mobile medium” (Anckar & D’Incau 2002, p.48). The key value 

proposition of mobility is the increased freedom and choice for the customer 

(Suoranta & Mattila 2004). Clarke (2001) specified this aspect as ubiquity, 

which means that the mobile channel enables users to receive information and 

perform transactions on a real-time basis regardless of the location. 
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TIME CRITICAL NEEDS AND ARRANGEMENTS  

The “always-on” connectivity of the mobile device is an important 

feature, as it gives the possibility to remind the user of time critical 

situations where immediacy is important, typically arising from 

external events like alerts for stock traders or deadlines for eBay 

auctions (Anckar & D’Incau 2002). Clarke (2001) predicted that 

the development of this kind of service will be interesting 

especially for industries which are time and location sensitive, 

such as financial or travel services. 

However, for the service Mobile Music Download this feature is 

not relevant. For this reason it will not be considered in the design 

of this study. 

 

EFFICIENCY AMBITIONS  

Efficiency has been defined as “skillfulness in avoiding wasted 

time and effort” (Leung & Wei 2000, p.313). Mobile 

telecommunications in general and mobile commerce services 

specifically enable consumers to increase their efficiency. For 

example, the mobile technology enables consumers who are 

traveling in public transportation systems or stuck in a traffic jam 

to use their favorite internet to handle daily transactions in the 

form of mobile commerce and other data services, “which in turn 

could lead to a higher perceived quality of life” (Clarke 2001, 

p.137). 

 

ENTERTAINMENT NEEDS 

Adoption research revealed that especially for young users 

“gratifications of enjoyment and expressiveness are important 

elements of mobile services” (Pedersen 2002b, p.89). In the case 

when wired devices are not accessible, users seek mobile 

services which enable self-entertainment, independent form time 

and place. Anckar & D’Incau (2002) called these needs 

Entertainment Needs. 
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In the near future, the handset has the potential of being an 

important entertainment device, especially for downloading music 

(Kalakota & Robinson 2001 cited Anckar & D’Incau 2002). This is 

especially the case for the generation of consumers which 

perceives wireless devices as a mean for instant gratification 

(Fitchard 2004). However, a study about the service Mobile 

Gaming revealed that in 79% of the cases consumers were using 

this service when on the move, for example in cars or in trains. In 

many cases, mobile services do not satisfy just entertainment 

needs alone. It is more a combination with other value dimensions 

such as spontaneous and mobility related needs (Graham 2000 

cited Pedersen et al. 2002, p.18). 

 

MOBILITY RELATED NEEDS 

Mobilty was defined as “the ability and willingness to move or 

change freely” (Wikipedia 2004). Mobility related needs, are 

needs which arise when away from home (Anckar & D’Incau 

2002).  Users who are always on the move seek for services 

which enable them to deal with every day tasks, regardless of the 

place. It is expected, that people who spend a lot of time on the 

move will welcome this new way of purchasing music. 

 

SPONTANEOUS NEEDS AND DECISIONS 

Spontaneous needs and Decisions were defined as “needs that 

are awakened internally and not as a result of external events” 

(Anckar & D’Incau 2002). In Uses and Gratification studies this 

value driver has been discussed as “immediate gratification” (See, 

for example Leung and Wei 2000). As mentioned previously, 

these needs are often also entertainment or mobility related. 

Mobile Services which enable instant shopping are the best 

example of this kind of service. Digital content, also on the 

stationary Internet, makes it possible to satisfy a consumers’ 

spontaneous needs in a much more effective way than the 

purchase of a physical good (i.e. ordering a CD versus digital 
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music download on the internet, or, buying a newspaper in a shop 

compared to reading newspapers online). This gratification is 

definitely important for the service Mobile Music Download. 

2.4.  Propositions and conceptual framework 
In the previous sections the key concepts were defined and an overview 

of the theoretical background was presented. Based on the previous findings 

the purpose of this sub-section is to develop, as a first step, six propositions 

which are derived from the previous discussions. In a second step a conceptual 

framework will be presented which summarizes the proposed relationships 

between the constructs. 

 

2.4.1.  Propositions 

The first proposition is related to the first research question which asked 

if the surveyed consumers would rather purchase music on the internet or with 

a mobile device. Compared to the adoption of popular mobile commerce 

services such as SMS, MMS, or ring-tone download the diffusion of electronic 

retailing over the internet has been slower in Europe than in North America 

(Digital Europe 2002, cited by Koiso-Kanttila 2004, p.45). On the internet, non-

retail content and services (such as news, information, e-mail) dominate the 

electronic market place (Grönroos et al. 2000, Kotler & Armstrong 2004, Koiso-

Kanttlila 2004). Despite the growth of the German e-commerce market in recent 

years (Forum 2004) the researcher assumes a higher attractiveness of the 

mobile channel for this kind of digital content. 
 

The assumption is based on the agility and anywhere accessibility 

provided by wireless devices. As presented previously, the instant gratification 

feature of mobile technology has been one of the key reasons for the fast 

diffusion of mobile telecommunication in Europe, Asia, and North America 

(Anckar & D’Incau 2002, Leung & Wei 2000). However, these characteristics 

increase the value dimension of stationary internet services, as they enable 

consumers to satisfy their needs independent from a specific location (Clarke 
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2001). Hence, mobile services surpass the scope of fixed internet services. For 

this reason the first proposition is: 

 

Proposition a 1 
The Intention to use the mobile channel as the source of 

purchasing music is higher than the intention to purchase music in 

online music stores. 

 

Additionally, efficiency can be obtained by way of various service 

characteristics. Busy users who want to purchase music but do not want to 

spend time for this when coming home at night after work have can use the 

mobile service in open time frames, for example when traveling. Another 

efficiency advantage of the mobile service is the easier payment process. 

Instead of having to provide private and sensitive information (i.e. credit card 

numbers, address, phone number) to a broad variety of different sources, the 

mobile customer benefits from the existing relationship to his service provider.  

This enables the consumer to limit the time needed to obtain a new 

music track. Finally, the mobile phone user does not need to spend time for 

downloading, installing, and registering specific software on his/ her personal 

computer. The music can be downloaded instantly without unnecessary and 

complicated processes.  
 

 For this reason the second proposition is: 

Proposition c 1 
Consumers with higher efficiency ambitions will perceive that the 

service Mobile Music Download as being of higher value than 

consumers with lower efficiency ambitions. 
 

The service Mobile Music Download enables consumers to satisfy 

mobile or stationary entertainment needs. This means that the purchased music 

track can be used for entertainment when the user wants to listen to music 

while traveling, at home with friends, or at a party. This also highlights the 

connection between efficiency, entertainment, and spontaneous needs.  
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The consumer has the possibility to use the purchased song in order to 

satisfy spontaneous (i.e. on the move) or future (i.e. at home) entertainment 

needs. Moreover, he is able to do this regardless of time and place, whenever it 

is most convenient for him. Entertainment needs will be one of the key value 

drivers for the adoption of the service Mobile Music Download: 
 

Proposition c 2 
Consumers with higher entertainment needs will perceive that the 

service Mobile Music Download is of higher value than consumers 

with lower entertainment needs. 
 

Satisfying mobility related needs is especially important for people who 

spend a lot of time on the move and do not always have access to the 

stationary internet. Mobility has been one of the key predictors for the adoption 

of mobile phones or pagers (Leung & Wei 2000). For this reason the third 

proposition of this study is: 
 

Proposition c 3 
Consumers with higher mobility needs will perceive that the 

service Mobile Music Download as being of higher value than 

consumers with lower mobility needs. 

 

If a consumer receives an impulse from his environment (i.e. hears a 

music track he likes when sitting in a bar), he is able to access a music data 

base via his mobile phone and download the track instantly. The spontaneous 

feature of the service Mobile Music Download is seen as the key differentiation 

factor between mobile and stationary internet music download.  

For this reason it is assumed that the service will be especially appealing 

to consumers with high spontaneous needs. 
 

Proposition c 4 
Consumers with high spontaneous needs will perceive the service 

Mobile Music Download as being more appealing and therefore 

more valuable than consumers with lower spontaneous needs. 
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The service Mobile Music Download enables the consumer to satisfy a 

broad range of needs, regardless of time and place. Based on the definition of 

value that value is the consumer's overall assessment of the utility of a product 

based on perceptions of what is received and what is given the last proposition  

is: 

 

Proposition c 5 
Consumers who evaluate the service Mobile Music Download 

higher will have greater intentions to use the service. 

 
 

2.4.2.  Conceptual framework 

The previously developed propositions c1 to c5 can be summarized in 

the following conceptual framework. On the one hand, the framework 

graphically displays the proposed relationships between the four value drivers 

and the perceived mobile value of the service Mobile Music Download. On the 

other hand, the figure displays the expected relationship between mobile value 

and the intention to use the new mobile download service. 
 

Figure 2.9: Conceptual Framework 
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new technologies are based. The Uses and Gratification theory has been 

evaluated as the most suitable approach for answering the specific research 

questions. Based on academic research, six propositions were derived, 

indicating expected relationships between the presented constructs.  Moreover, 

a conceptual framework has been presented which graphically visualized the 

proposed relationships. The framework will be a basis for the further 

investigative process of the study which starts in the following Section 3. 
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Appendix 12: PICTURES OF DATA COLLECTION IN SCHOOLS 
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Data Collection 023 – Hans-Böckler 
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Data Collection 025 – Hans Böckler 
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 Degree: Fach-Abitur = A-Levels in Business Studies 
 

Jan.’94 – Aug.’96 Company:  Filmcafé Betriebs GmbH 
[~12 h./ week] Job:  Service / Waiter 
 

Aug.’92 – July ’98 Basketball:  Sport Clubs: TC 69 (Juniors), CSG Bulmke (3rd league) 
[~10 h./ week]   Stipendium: New-Paltz State University Basketball Camp (USA) 
   Challenges: Winner of City Championship 1995 (Oberhausen) 
 
INTERNATIONAL EXPERIENCE 
 

Dec.’04 – Feb.’05 Mexico:   Universidad Autónoma de Guadalajara, Language Course 
Aug.’03 – Nov.’04 France:   ESC-Rennes – International School of Business, Master studies 
Feb.’04 – Mar.’04 Canada:  Memorial University, International Strategy Case Competition 
Sept.’02 – Oct.’02 Austria:   Point of Sale Activities and training events for W.L. Gore & Associates 
Oct.’02 – Nov.’02 Switzerland:  Point of Sale Activities and training events for W.L. Gore & Associates 
July’96 – Aug.’96 U.S.A.:  New-Paltz State University (NY), Basketball Camp  
 

 
SKILLS UND HOBBYS 
 

IT-Knowledge MS-Office:    95 % 
 SPSS:   75 % 
 Programmierung: HTML, PHP, JavaSkript (50%) 
 

Languages German:   Native speaker 
 Croatian:   Native speaker 
 English:   Fluent (written & oral) 
 Spanish:   Basic proficiency 
 French:   Basic proficiency 
 

Hobbies Travel, to learn languages, to use new technologies 
 

 
REFERENCES 
 

Hella KGaA - Simon Schmelzer, Business Development Manager, Hella KGaA Hueck & Co. 
   Lippstadt (Germany), Tel: 0049-2941–38-5892; simon.schmelzer@hella.com. 
 

ESC-Rennes - Mohammad Elahee, Ph.D., Associate Professor of International Business, 
   Quinnipiac University, Hamden, CT (USA), Tel: 001-203-582-3453;  
   Mohammad.Elahee@quinnipiac.edu. 
 

ESC-Rennes - Dr. Michael Ward, Dean of the Rennes International Business School, 
   Groupe ESC-Rennes (France), Tel : 0033-299-546374; michael.ward@esc-rennes.fr. 
  

W.L. Gore - Andreas Frei, Trade Marketing Manager, W.L. Gore & Associates GmbH, 
   Feldkirchen-Westerham (Germany), Tel: 0049-8063-801868; afrei@wlgore.com. 
 
Guadalajara, June 20th, 2005 
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