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Abstract: Problem statement: The research’s problem lies in the fact that deplpyn-commerce
technology in Jordan represent the first serioait in understand and explore the critical deteemts
that affect deploying mobile commerce technologyproach: This research applied TAM model
using the following variables: Perceived trust,geéred usefulness, perceived ease of use, sodal an
cultural values and economic issues to explorerggtants.Results: The result of the distributed 210
guestionnaires to mobile commerce users in AmmankSExchange (Brokers and Investors) and 179
were returned correct and studied, reveal thatgpezd trust, perceived usefulness, perceived efase o
use, social and cultural values have significasbeisition with intention to deploy mobile commerce
technology while economical issue is not signific&@onclusion: The results of the research indicate
that TAM have capability in exploring critical deteinants that affecting the intention to deploy
mobile commerce technology in Jordanian marketpldmrefore, further studies are recommended to
explore the critical determinants of deploying nelgiommerce technology in other economic sectors.

Key word: Technology acceptance models, mobile commerce nrdtion and communication
technology

INTRODUCTION This study aims to present an in-depth study of M-
commerce adoption, analyzing the variables which
Deploying mobile commerce technology is a veryinfluence the decision maker's to determine the
difficult issue, because m-commerce services arénfluence of relations with the characteristicsnadbile
increasingly large and enhancing enterprises’ tasli  device and the applications that can be obtainedt@n
to offer mobile commerce services anytime andidentify key drivers of future M-commerce intention
anywhere. However, studies on the use and adopfion Amman Stock Exchange.
mobile services indicate that traditional acceptanc
models need to be extended and modified when applieBackground and related research: The Technology
to mobile commerce technology. The need forAcceptance Model (TAM) can be traced back to the
exploring critical determinants that actually affec doctoral dissertation of Davis in 1989. Daks al.
deploying mobile commerce is essential due to(1989) looked at user acceptance of computer
explosive growth and penetration of mobile devicesechnology by comparing two models those of TAM
worldwide in general and in Jordan in particulaeda  and TRA (Ajzen, I., 1991; Ajzen and Fishbein, 1980)
technological advances, regulatory changes andenarkTAM is tailored to IS context and was designed to
demand, which prompted the willingness of thepredict IT acceptance and usage. TAM is based en th
innovators and the organizations to deploy m-theory of reasoned action and theory of planned
commerce. The significance of the research liehén behavior Ajzen (1991). Chau and Hu (2002)
fact that deploying mobile commerce technology indecomposed perceived usefulness into two parts-
Jordan represents the first serious trial to urideds perceived near term usefulness and perceived kg t
and explore the critical determinants that affectusefulness and he found that perceived near term
deploying mobile commerce technology and tousefulness had the most significant relation whe t
understand the social phenomenon accompanied to tlietention to use a technology, followed by percdive
spread of mobile commerce. long term usefulness variable. In adoption reseateh
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technology acceptance model focuses on the attaéiidi mobile commerce technology is considered the new
explanations of intention to use a specific techggl wave of IT. An extended version of the technology
or service. Daviset al. (1989) According to this acceptance model was employed to determine factors
model, both perceived usefulness and ease of usich as trust, perceived usefulness, perceived @&ase
influence the attitude of individuals towards theewf use, social and cultural values, economic issuas th
technology, while attitude and perceived usefulregss influence a decision maker intention to adopt tijse

the technology predict the individual’'s behaviontse  of technology in doing business.

the technology. This model has been widely used ove

the past decade as a means of predicting userBerceived trust: Trust is considered as a key factor for
intention to use new technologies. There TAM couldsucceeding in doing e-commerce and m-commerce, trus
be useful in predicting user’s intention to adoptvn is major enabler of mobile device transactions bseaf
services and applications. Numerous empirical stdi a natural human need to believe in the social sadimg
have provided support for the proposition thatof the virtual environment Perceived UsefulnessheéT
perceived usefulness is the primary predictor ofdegree to which a person believes that using éplant
information technology usage (Dawsal., 1989; 1992; system would enhance his or her job performance, by
Gefenet al., 2003; Igbariaet al., 1997; Wanget al., ubiquity, convenience localization, personalization
2003; lkart, 2005; Venkatesh and Davis, 1996;device optimization” (Davist al., 1989).

Venkatesh, 2000; Venkateghal., 2000). O'Cass and

Fenench (2003) argue that TAM is appropriate forPerceived ease of use: “The degree to which a person
research areas in electronic commerce applicationselieves that using a particular system would be ff
since electronic commerce is based on computephysical and mental effort” (Daviet al., 1989),
technology. As scholars indicate that M-commerce idreedom from difficulty and effort.

an extension of e-commerce, it is thus justifiatde

extend TAM to examine consumer intention to adoptSocial and cultural trends. Social factors are defined
behavior. Unifying the various models of IT as “an individual's internalization of the referenc
acceptance was completed by (Chau and Hu, 2003roup’s subjective culture and specific interpesson
Davis, 2001) and wherein they integrated the elésnen agreements that the individual has made with others

of eight prominent models. The UTAUT aims to specific social situations” (Venkatesh and Mor#800).
explain user intentions to use an IS and subsequeiithus, social factors try to capture the congruency
usage behavior. The theory holds that four keybetween social norms and individual beliefs and toav
constructs (performance expectancy, efforthuman part of an individual’'s environment affeate én
expectancy, social influence and facilitating performing a specific behavior. Social factorsdeéned
conditions) are direct determinants of usage iment as “an individual's internalization of the referenc
and behavior (Venkatesh and Speier, 1999). Gendegroup’s subjective culture and specific interpeeson
age, experience and voluntariness of use are plogite agreements that the individual has made with others
mediate the impact of the four key constructs aages specific social situations” (Venkatesh and Mor2800).
intention and behavior (Venkatesh and Speier, 1999)

Moreover, Prior studies have extended TAM with newEconomic issues. Economics is the social science that
constructs such as perceived playfulness, perceivestudies “mankind in the everyday business of life”
enjoyment and others. It is also widely recognideat  (Marshall).

subjective norms and perceived behavioral contrel a

important for understanding and predicting intensio

and behavior in specific contexts (Chanal., 2004;

Perceived

Chismar and Patton, 2003; Kloppiagal., 2004; Luarn usefulness

and Lin, 2005; Triandigt al., 1980; Venkateskt al., | mtention to deploy

2003; Leunget al., 2003; Sekaran, 1992; Shih, 2004). | *i."™ ectmology eludl use of
Based on the literature discussed and relations ”

Social and

hypothesized between different variables, WwWe | . vales
constructed a research model shown in Fig. 1, this F—
model is used to test how people and organizatieas issues

with new technology, accept, resist or reject and

potentially influence an individual and organizaBb Fig. 1: The proposed model. Source: Prepared by the
adoption decision regarding mobile commerce, bexaus researchers
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Intention: Intention is an indication of a person’s Table 1: Construct validity of research variables
readiness to perform a given behavior and it is Loading Explained Eigen Cronbach’s

considered to be the immediate antecedent of behavi Yarale  factor variance KMO  value Alpha
Trust 0.880  49.086 0.597 1.963 0.7100
. : _— ) 0.863
Hypothesis: To accomplish the objectives of this 0.606
research, the following hypothesis will be tested: 0.279
H1: Perceived Trust have direct significant effect onUsefulness 8-;38 50023  0.671 2.001 0.6630
m-commerce users’ intention to deploy m- 0747
commerce technology 0.512
H2: Perceived Usefulness have direct significant effecEase of Use 0.747 ~ 53.273  0.616 2.131 0.7030
on m-commerce users’ intention to deploy m- 8-;‘23(7’
commerce technology. 0682
H3: Perceived ease of use has significant effect on msocialand 0772  59.334 0.737 2.373 0.7636
commerce users’ intention to deploy m-commercecultural 0.871
technology issues 0.801
] : : L 0.614
H4: Social and cultural values have d|rec_t S|gr?|f|cantEconomical 0839  63.866 0847 3193 09033
effect on the m-commerce users’ intention tOissues 0.899
deploy m-commerce technology 0.871
0.893
0.355
MATERIALSAND METHODS Intentions ~ 0.841  66.908 0.794 2.676 0.8340
0.816
In this study brokers and mobile commerce 0.830
technology users from Amman stock exchange ar 0.783
h tgy duct stud 9 Rctaluse 0792 58.748 0.770 2.937 0.8180
chosen to conduct study. 0813
0.812
Reliability: The results of reliability show that Alpha 0.763
Cronbach’s was 0.7098 for trust variable, 0.663 for 0.640
usefulness variable, 0.703 for ease of use, 0.7686
social and cultural values, 0.9033 for economical RESULTS

issues, 0.834 for intention and 0.8184 for actusd u ] o )

(Table 1). The values of Alpha Cronbach’s for each ~ TO accomplish the objectives of this study,
variable were higher than 0.6, which is the acdspta hypotheses should be tested to find out the reiship
value for such research (Thompson and Davis, 2000). between variables. These tests as follow:

First hypothesis:

M odel lidity: In thi tud ti I ; . N
° vaidity. no tis study, summative scale H1: Trust will have direct significant effect on m-

technique was used to merge several sub factaysaint " intenti 0 deol
single factor by calculating average scale of dactor '([:eocmhnmoelcr)(;i/ users: intention 1o deploy m-commerce

(Heck, 2004). Factor Analysis was used applying . . ]

Varimax procedure and Eigen value more than one. The testing result of the analysis is as follow:

When the loading factor is more than 0.40 (Heck,

\2/22:%,Iefhen the paragraph is valid to measure tht = 5.854 with significance = 0.001) (t = 1.96
Eigen value determines the accepted factorst_tabUIated)

Kaiser-Meyer-Olkin (KMO) measured the fithess of :0'113 _

using factor analysis for this data. The value @& F = 22.50 (F = 2.34 tabulated)

was more than 0.50 reflecting the fithess of factor

analysis for this data, KMO measure provides a meanWhere: _

to asses the extent to which the variables of thdeh Y = Intention to deploy m-commerce technology

belong together. Loading factor and explained vaga X = Trust of using m-commerce technology

were used to measure the validity of each consasct

= 1.963+0.420X

shown in Table 1. The respondents were closedeim th Perceived trust explained 11.3% of the effect on
predominantly positive intention toward using mebil the user’s intention of deploying mobiles commerce
commerce technology and actual use. technology. The Trust effect on the user’s intemtio
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deploy mobile commerce was significant with The testing result is as follows:
probability 0.001 (<0.05).
Y =2.460+0.301 X
Second hypothesis: (t =2.697 with significance = 0.008) (t = 1.96
H2: Perceived usefulness has significant effect on the  tabulated)
intention of mobile commerce user's to deploy m-R? = 0.039

commerce technology. F =7.271 (F =2.34 tabulated)
The testing result of the analysis is as follow:
Y =1.804 +0.471 X Where:
(t =5.854 with significance = 0.001) (t = 1.96 Y = Intention to deploy m-commerce technology
tabulated) X = Perceived social and cultural values that affhe
R? = 0.162 user’s intention of deploying mobile commerce
F =34.72 (F = 2.34 tabulated) technology
Where: Perceive social and cultural values have the lowes
Y = Intention to deploy m-commerce technology effect on the user's intention of deploying mobile
X = Perceived usefulness to deploy m-commercgommerce technology. This is resulted of the low
technology perceive of the social and cultural values. Thedase

perceive of social and cultural values will affehe
ention of deploying mobile commerce technology
significantly (p<0.01), despite the low explanatioh
this variable for the intention of deploying mobile
commerce.

Perceived usefulness explained 16.2% of the effeq(f]ft
on the user’s intention of deploying mobile comneerc
technology. The effect of usefulness is significaath
values 0.001. This means that perceived usefulness
considerable effect on user’s intention of deplgym-

commerce. Fifth hypothesis:

H5: Economical issues have a significant effect on m-
commerce intention to deploy m-commerce technology.
el he testing result is as follows:

Third hypothesis:

H3: Perceived ease of use has a significant effeth®n
m-commerce users’ intention to deploy m-commerc
technology. The testing result is as follows:

Y = 3.298+0.069 X
Y = 2.007+0.413 X (t = 0.782 with significance = 0.435) (t = 1.96
(t =5.296 with significance = 0.001) (t = 1.96 , tabulated)
tabulated) R® = 0.003
R? = 0.137 F = 0.612 (F = 2.34 tabulated)
F = 28.05 (F = 2.34 tabulated)
Where:
Where: Y = Intention to deploy m-commerce technology
Y = Intention to deploy m-commerce technology X = Perceived economical issues on the user’s ficien
X = Perceived ease of use to deploy m-commerce to deploy m-commerce technology

technology
The economical issues do not affect the user’'s
The increase of perceive ease of use by one unihtention of deploying mobile commerce because
will improve the intention of deploying mobile brokers and investors did not find that deployirfg o

commerce technology by 0.413. This means that thergobile commerce technology is related to economical
is a positive relationship between perceive easesef jsgyes.

on the user’s intention to deploy mobile commerce.
This relation is highly significant with probabilivalue g h 1 .
] . ypothesis:
gqual_ 0001& e«’i\se of g.lse explains 13'7:? cl)f thefsuserHG: Intention to deploy m-commerce technology has a
Intention to deploy mobile commerce technology. significant effect on the actual use of m-commerce

users.

Fourth hypothesis:
vp The testing result is as follows:

H4: Social and cultural values have significant effect

on the m-commerce users’ intention to deploy m-

commerce technology. Y = 2.044+0.409 X
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(t =6. 091 with significance = 0.001) (t = 1.96 many previous studies that focused on the acceptanc

tabulated) and use of new technology and the result of thaities
R® = 0.173 demonstrated that perceived ease of use has aveosit
F = 37.105 (F = 2.34 tabulated) correlation with behavioral intention (Dawésal., 1989;
Gefen et al., 2003; Wanget al., 2003). A possible
Where: explanation of these findings is that the stabitifythe
Y = Actual use of m-commerce technology legislative environment for economic issues, initioia

X = Intention to deploy m-commerce technology to the interest rate, the cost of transaction hadricome

of the mobile commerce users affects their planting
deploy m-commerce technology in Jordanian
environment. The results of the sixth hypothesiswsh
that user's intention to deploy mobile commerce
éechnology in Jordanian market place has positive
relationship with the actual use of mobile commerce
These results are consistent with many previousiegu
that focused on the acceptance and use of new
technology (Compeau and Higgins, 1995; Venkatesh

. and Davis, 2000).
In most cases, mobile commerce technology users’

adoption was much slower than originally anticipate
this trend is often attributed to technologicalitations,
security issues and significant economic investsient
associated with implementing mobile commerce The current research represents one of the first
technology (Deans, 2002). Despite those issues th&mpirical efforts for eliciting, analyzing, spedifg and
must be overcome, the main reason for the lack ofxploring critical determinants such as: (Perceived
mobile commerce users adoption stems from the fadfust, perceived usefulness, perceived ease okosa|
that current mobile applications fail to deliver a and cultural values and economical issues) on ¢ke's
sufficiently compelling value proposition to corpge  intention of deploying mobile commerce technology o
decision makers (Igbaria, 1993). The results of thi the Jordanian marketplace, by incorporating vaesbl
study found that brokers and investors are noffom technology acceptance/adoption models. The
completely satisfied with the benefits achieved byfinding of this study are supportive of the facittimore
deploying mobile commerce which similar to Deansusefulness and more of ease of use of mobile cooamer
(2002)and Heck (2004) results. technology are more likely affect the user’s iniemtof

The results of the first hypothesis show thatMobile commerce technology adoption. This indicates

perceived of trust has no significant effect on itb (hat mobile commerce is perceived to be high in
commerce users’ intention to deploy mobile commercdnStrumentality leading higher acceptance/adoptide.

technology. The results of the second hypothesisnwh The result in coincide of -other gtudies and thé.( lin
applying multiple regression show that perceivedbeftween those two determinants in agreement wih th
usefulness has positive relationship with the sser’ prior study (Davist al., 1989).

intention to deploy mobile commerce technology, The
results of our research is consistent with manyiptes
studies that focused on the ac_ceptance and usevof nAjzen, I, 1991. The theory of planned behaviorg.Or
technology and have provided support for the Behav. Hum. Dec. Process., 50: 179-211.

User's intention to deploy mobile commerce
technology affects positively the actual use of @b
commerce. This effect is positive and significant
(p<0.001). The change in the user’s intention erpla
17.73% of the change in the actual use of mobil
commerce.

DISCUSSION

CONCLUSION
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