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ABSTRACT

Information Communication Technology (ICT) contisu® expand, creating new ways to communicate
and conduct business. Consumers have more chbmesver before. They can conduct business at any
time and any place using a traditional brick-andtaro store, a land-line telephone, an Internet
connection over a PC or a mobile (cell) telephoresurvey was conducted on 195 individual consigmer
in China and US. There were several significantilteshowing that the consumers’ security concerns,
privacy perceptions, innovativeness, individualrelteristics, culture dimensions and tasks typageol

an important role in their decision to use certaedia. The results also show significant differenice
consumers’ media choice in the two cultural settinhe findings provide practitioners specific
information to identify and target groups of consusawho have a strong preference for specific
commerce media.

INTRODUCTION

Information Communication Technology (ICT) contisu® expand, creating new ways to communicate
and conduct business. Many studies have examingdedple select one communication medium over
another (Daft and Lengel, 1986; Lee, 1994). Previmsearch has conducted experiments to compare
face-to-face communication with telephones, e-nmoktal mail, and fax machines. Today, the average
person has several choices when it comes to coneatimg or conducting business. While there is
always the option of dealing with someone faceatmef one can also e-mail, fax, write a letter, @althe
telephone or call on a mobile phone or Blackberry.

Research articles have been written on the regseople select a particular form of communication
medium over another. Several factors have beendfdw prior literature as determinants of people’s
media choice. Some researchers suggest that thenamirichness inherent in a medium is the reason
people select it. Most people agree that facexte-fs the richest medium, since people not ordy tree
message, but also receive other signals in the @rfacial expressions, tone and body language.eSom
say that the task or urgency is the primary deteamti Straub (1998) determined that workers, who
needed to communicate information immediately, ehans electronic method such as email since it also
kept a record of time and history of conversatiOther factors that have been suggested are thi&s user
social environment and the fit between the taskthednedium. In addition, the theoretical relasioip
between individual characteristics and intentiomse certain types of technology has been discuased
many social, psychological, management and MISietudBesides, consumer innovativeness, security
and privacy perceptions are also viewed as impbféators affecting media choice.

Consumers now have more choices than ever beftvey §an conduct business at any time and any
place using a traditional brick-and-mortar storigral-line telephone, an Internet connection ovieCeor

a mobile (cell) telephone. Consumers own perschatacteristics seem to influence their choice of
media. Comparative studies suggest a relationséfiwden culture and technology use (Straub, 1994,
Carlson et al., 1999). In an increasingly globalrid, many practitioners are also faced with the
challenge of offering usable and useful applicatiom the local users (Khaslavsky, 1998). Numerous
factors contribute to international differences amagoeople and businesses, including a country’s
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physical and demographic factors (e.g., infrastng;teconomic situation, language) and culturaéetsp
(e.g., value, norm) (Ford et al, 2003). Cultursphects influence the typical ways in which techgglo
applications are used within a country, above aegobd the tangible factors (Zakaria and Stanton,
2003). Given the above background, this reseamjeg seeks to investigate the following questions

» What are the factors affecting an individual's aw®oof media in a business environment?

= Does consumer media choice vary in different cak@r

THEORETICAL DEVELOPMENT

Previous research has been performed in seveess afenedia choice. Daft and Lengel proposed ir6198
that organizations must process information to querf tasks. They identified two information
contingencies: 1) uncertainty meaning the absehtgamation and 2) equivocality meaning ambiguity
confusion and lack of understanding. Communicati@dia is measured by its capacity to process rich
information. The richest method is face-to-fachofeed by telephone, personal documents such as a
letter addressed to you personally, and imperseritbn documents. Richness differences are based
the medium’s capacity for immediate feedback, tmlmer of cues and channels utilized, personalizatio
and language variety. Lee (1994) proposed thasiéfms the attributes that would allow it to bedcha
medium. King (1997) performed a longitudinal stuafyMBA students and found they preferred to use
face-to-face, group meetings and telephone oveenéschnologies such as email, voice mail, fax or
answering machine. She also found that the stigderdference was associated with the amount of pri
skill and usage the student had with the new tdolgio Furthermore, she determined that as usage of
new medium increased, usage of the older mediumedsed. Table 1 summarizes key studies in media
choice and lists the variables that were investigjat

Table 1. Empirical Studies of Media Selection

Variable Article

Individual difference Trevino, Lengel, Bodensteiner, Gerloff, Mi
(1990a)

Perceived attitudes and behaviol Fulk, Schmitz, Ryu (199

communication partners

Geographic dispersi Trevino, Lengl, and Daft (1987) Steinfie
and Fulk (1986)

Media experienc Rice, Kraut, Cool, and Fish (1994) (4
(1997)

Task Steinfield (1985), Rice
(1992),
Donabedian (1998)

Media richnes Schmitz an Fulk (1991)
Markus (1994), Rice (1992)

Message equivocali Daft, Lengel, and Trevino (19¢

Environmental task complexi Culnan (198¢

Ease of us Culnan (198¢
Adams, Nelson, and Todd (1992)




Based on prior literature, we selected six majotdis which are frequently cited in media choice
research and proposed the following research model:
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Figure 1:Proposed Research M odel

Task Types

In previous research, Daft and Lengel (1986), hested task type as a dichotomous variable, inhwhic
task was characterized based on two variables,ramtty and equivocality. These two characteristics
have been cited by most previous studies on mdtiice. However, almost all previous studies have
focused on the organizational information procapsasks. There are very few studies focused on an
individual users’ media choice when they are cotidgcbusiness and related activities. This paper
categorizes the task into five categories: Soc@h@unication, Commerce, Entertainment, Information
Search, and Banking. This categorization of tasls imfluenced by the study of Chau et al. (2002) on
online consumer behaviors. This classification lesn previously applied in many technology adoption
and diffusion studies. Each of the following tagkds would have different characteristics in teohs
uncertainty and equivocality.

" Social communicationThis task identifies that the individual consumesg different media to
meet new people, to join a chat room, to influemggoup, and to join a group.

" CommerceThis type oftask includes activities such as buying/sellingdgoor services, to make
money, and to advertise via different media.




" EntertainmentEntertainment is gqoposed ofa range of activities including listening to music;
watching a movie; getting ring tones and logosyiplggames and chatting viafféirent business
methods.

. Information Search:This category includes people adopting differentdimeto look for
information related to educational, employmentdoici, life and work needs.

" Banking: The banking category includes such tasks as magkaiygnents and getting financial
services that could be conducted through differgres of media.

The following hypothesis is offered.
Hypothesis 1: Task is associated with consumer media choice

Individual characteristics

Proliferating media choices and specialized targatkets have led to an increased focus on linking
media and target market characteristics (Cannd®3)19he knowledge of the relative concentration of
target markets in each medium as well as audierut/es and preferences, will undeniably drive media
planners to effective media strategies. (Yoon amu,K2001). The theoretical relationships between
individual characteristics and intention to usetaiartypes of technology has been discussed in many
social, psychological, management and MIS studitevious IS research suggests that individual
differences affect the type and extent of technplagse (e.g., Bhappu et al, 1997; Benbasat et 813)19
These differences are likely to extend beyond auimg with computers to using media in general
(Chidambaram, 2001). The customer’s characteristias are investigated in this study include: age,
gender, and educational background.

Hypothesis 2: Individual characteristic is associated with congirmedia choice
| nnovativeness

Consumer innovativeness has been used to studyiaddehavior of new products and services (Wood
and Swait, 2002). Innovativeness is often idertifizs a personality construct (Hirschman, 1980;
Venkatraman and Price, 1990; Wood and Swait, 2@0®) has been employed to predict consumer
innovative tendencies to adopt a wide variety ohtelogical innovations. The Citrin et al. (2000)dy
finds that innovativeness predicts consumer adopifdnternet shopping. Furthermore, recent studies
consumer adoption of wireless application proto@MAP) indicate that personal innovativeness can
predict adoption of M-commerce (Hung et al., 2003)erefore, we propose:

Hypothesis 3: Innovativeness is associated with consumer medieeh
Security

Security has an important bearing on intention dopa a particular information technology. Security
refers to “the policies, procedures, and technivahsures used to prevent unauthorized accesstialter

theft, or physical damage” (Laudon and Laudon, 20@&lisbury et al (2001) define perceived web
security as the extent to which one believes theiWorld Wide Web is secure for transmitting sevesit

information. With regards to security concerns dailime consumers, consumer perceptions of
unsatisfactory security on the Internet continue etdst even when vendors undertake security
enforcement mechanisms (Miyazaki and Fernandez ;Zbéllweger, 1997). Udo (2001) indicates that
security concern is one of the main reasons usersotl purchase over the Web. In the mobile context,



failing to provide a secure system will signifidgntdampen consumer adoption rates (Ghosh and
Swaminatha, 2001). Therefore, we believe securdyceptions play important role in consumers’
decision to use certain type of media when theyloohbusiness activities.

Hypothesis 4: Security perception is associated with consumelianetbice
Privacy

Warren and Brandeis (1890) defined privacy as gkt of an individual to be let alone”, which iset
definition that many authors still recognize (St&004). Dutta and Macrohan (2002) distinguishesd th
concept of privacy and security. They indicate thmivacy” deals with the degree of control andttha
entity, whether a person or organization, has overmation about itself, while the “security” deakith
vulnerability to unauthorized access to contene Phivacy of consumer information that is collected
commercial purposes is seen as a distinct consugtar from both legal and ethical perspectives. In
addition, the secure storage and transmission p§wuer information is seen as an integral step in
maintaining privacy (Miyazaki and Fernandez, 200%yebsites require personal information from users
for purposes such as membership, newsletter spliscri feedback forms, order forms, etc. Consumers
have worried for years about how personal datasésl by government and more recently, by business
(Udo, 2001). Besides, the growing body of consuar@mted internet research that is focusing on
privacy and security related issues (Milne, 20@B)gests that these issues may play s significdatimo
developing of online retailing (Miyazaki and Ferdaam, 2001).

Hypothesis 5: Privacy perception is associated with consumer metibice
Culture

There have been numerous efforts to identify humatures and cultural differences in many fields,
ranging from anthropology to cross-cultural psydgyl (Hofstede 1980). Hofstede defines culture as
“the collective programming of the mind which digguishes the members of one group from people
from another.” Culture can be conceptualized astafsignificant variables that informs the resgpem

of individuals in that culture to new ideas, preefi, and technologies, including mobile data sesvic
(Choi et al, 2005). In cultural research, cultwealways viewed as a collective phenomenon. Pdeaia
patterns of thinking, feeling, and potential actifigm living within a defined social environment,
normally typified by country. As such, culture repents “mental programming” which partially
predetermines a person’s behavior. Individual oores tastes and purchasing patterns are thus partly
determined by the collective values of their locammunity. Negative and positive consumer reactions
become more understandable and predictable whersarps cultural context is taken into account (Cha
et al, 2002). Comparative studies suggest a rektip between culture and technology use (Straub,
1994; Carlson et al., 1999). Rowe and Stuck (12@@Jied Hostede’s five cultural dimensions to their
studies on medium choice, in which they confirmeat imedia choice is associated with different caltu
values.

Hypothesis 6: Culture is associated with consumer media choice

RESEARCH METHOD

This study is aimed at identifying the key deteramits of a customer’s choice of different commerce
media in two different cultural contexts: China aswited States. The survey method was utilizedHisr



research study. Based on appropriate tasks repiregeappropriate levels of task characteristics, we
created 10 task scenarios that cued respondetitdiveitcommerce related tasks.

Measures

The items used to measure consumers’ media choiber wertain task scenarios were simple statements
for which the participants were asked to indicdueirt likelihood to use a certain medium on a seven
point Likert scale, (checking 1 for strong dislikefor strong like and a higher number indicatitrgrsger
liking). Others measures were generated from fiteeareview on media choice, technology acceptance,
and innovation adoption. There were also some megsgaken from an MIS survey instrument on the
AIS would website.

Pretest

The survey instrument was tested on several expexie mobile/electronic commerce users who were
college students in the city where the questiomsaivere to be distributed later. The aim of thistpi
survey was to test the feasibility of the instrutmand gain qualitative feedback from the resporalent
Based on this feedback, changes were made to imphaviayout of the survey form and the phrasing of
some survey questions.

Pilot study

A pilot study was conducted at one big univergitytie United States. Sixteen respondents (studeits
faculty) were asked to complete a questionnairéthA same time, the questionnaire was distribtded
14 international students outside the USA. The awmdpnts gave verbal and written feedback upon
completion of the survey. They were asked to madtesnon the surveys of items that were unclear.
Minor changes were made to the questionnaire frosnféedback.

Data Collection

The revised questionnaires were distributed in gomsouthern university in the US. A total of 89
respondents filled the survey in the US sample. Ehglish version questionnaire was subsequently
translated into Chinese-Mainland version for datdlection. The Chinese version questionnaire was
distributed through an email list by one of thedstigators to people in several large cities im@&hDne
hundred and nine responses were collected fror@hieese sample. After removing bad data, finaly w
ended up with 89 responses from the US and 106 @bima.

DATA ANALYSISAND DISCUSSION
Reliability

Measure reliability was assessed using internasistency scores, calculated by the composite iikfiab
scores (Werts et al. 1974). Internal consistenofeall variables are considered acceptable sineg th
exceed .70. Reliability tests show that all camgs were reasonably reliable except for security
concerns. The detailed results are displayed ineTab



Table2: Reliability

VARIABLE RELIABILITY (a)

I nnovativeness 0.7726
Privacy perceptions 0.8173
Security concerns 0.5326
Cultural Dimension 0.7078
Media Choice

Likelihood to use cell phone 0.7945

Likelihood to use land 0.8706

telephone 0.7831

Likelihood to use high speed 0.8250

I nternet

Likelihood to use face-to-face

Total 0.8453

Confirmatory Factor Analysis

Construct validity focuses on the extent to whichtad exhibit evidence of convergent validity,

discriminate validity, and method effects; it igarf examined using the general confirmatory factor
analysis model (Bryne, 1998). For confirmatory lgsia, we used LISREL 8. We did not employ

individual characteristic and culture factor in tfaetor analysis because there are several categjori

variables under these two factors. The analysiscételd privacy perception, security concern and
innovativeness factors all had reasonable fit.

Hypothesis Tests

The MANOVA test shows that there are significanffesiences of likelihood to use different media
among various tasks: social events, informatiorrcégashopping, entertainment, and banking. The
significance level is 0.000 in this test. Therefdhe hypothesis 1 is supported.

We found there are differences among people’s nebice in two gender groups. Comparing to female
consumers, male consumers are more likely to usmiet and face-to-face method to perform taskse T
results also show that people less than 25 are liketg to use cell phone, internet, and face-toeféao
perform tasks compared to people older than 25sy&dre tests for different income groups showet tha
people who have lower income (less than $1000 etim like to use cell phone and land line phone to
perform tasks while people who have higher incomeré than $1000 per month) are more likely to use
the internet and face-to-face method for businessitges. These results validate hypothesis 2.

We found that innovativeness only has an impacpewople’s choice to use internet to perform various
commerce related tasks. The p-value for the reigregsom innovativeness on likelihood of people’'s
choice to use internet is 0.004. This supportothgsis 3.

The results show that security issues have sigmifiampacts on the likelihood of people’s choicaise
cell phone and face-to-face method to perform tadkes found that there is negative impact on pesple’
likelihood to use cell phone while there is pogtimpact people’s likelihood to use face-to-facke T
significant values for these two regressions abZ®and 0.084. Given the higher p values, hypahts
is only partially supported.



Regressions results show that privacy issues hgm#icant impacts on the likelihood of people’soiate

to use internet and face-to-face method to perfasks. There are both positive impacts on likelthtm
use internet and face-to-face methods to performnoerce tasks. The significant values for these two
regressions are 0.044 on the choice of internetCa@d0 on the choice for face-to-face. Accordingly,
hypothesis 5 is supported.

An independent samples test with US and Chinesgleanshows that there are significance difference
between an individual's media choice when perfogranspecific task. The US people are more likely to
use cell phone for social activities, but Chinesepte like to use landline phone and the interriéie
Chinese are more likely to use the internet tockeaformation. There is no difference among petpl
media choice for entertainment between the two tima The Chinese people are more likely to «dle ¢
phone, landline phone and face-to-face media fokibg tasks while the US consumers prefer internet
banking. Some of these differences can be explayetiofstede’s cultural dimensions, but not all.
Compared to the US, China has higher levels of ey avoidance and power distance. China also
rates higher on collectivism and lower on indivilism. Phones (land line or mobile) and face-taefac
communication allow for greater social interactiban the Internet, thus preferred in china. Oualifigs
thus provide significant support for hypothesis 6.

CONCLUSION, LIMITATION, AND FUTURE RESEARCH

The contribution of this study for practitionerstéshelp business vendors identify and target gscafp
consumers who have a strong preference for speuididia, especially the emerging technologies. The
idea of whether certain media should be providedlt@ustomers for all products and services is too
expensive and formidable for developing effectivarketing strategies. Corporations continue to eatalu
how individual products and services should bereffefor specific consumer groups based on their
individual characteristics (Frolick and Chen, 2063\ study provides evidence that various fachesesd

to be considered to focus on target consumers indifferent cultures. It would help companies in
preparing strategies for different consumers adangrdo their choice to perform various tasks with
certain media. Furthermore, the results are agigliicto companies considering overseas expansion. A
better understanding of how cultural distance miigcta consumer evaluation of different media can
uncover ways to localize a global interface. Knaytustomer preferences would help fine tune aspects
of customer relationship management and market setation strategies.

Our study yielded meaningful results; however, sdiméations need to be noted. The validity of our
results depends on the attributes of the surveybptats. We used student data to inform our @maly
The student samples are not completely represeatafiall users. However, students are more open to
the kind of innovations found in mobile phone seegi and are the first to adopt such innovatioms. |
addition, the generalizability and detailed analydi the results may be limited by the sample sikleus
future works may focus on larger sample sizes frepnesentative consumer bases.

There are several future research directions tsysur For example, a more detailed and micro level
examination of the factors affecting customer metfiaice would reveal more practical information for
marketing professional and researchers. An ingighkamination of the reasons for low preferenme f
certain technology-based media may spur researdhdawelopment in improving these media. Other
interesting work would be welcome in the culturahtext. While we provided a starting point for
cultural differences, a carefully planned reseaaghnda could be initiated to examine various caltur
nuances in a host of different countries.
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