THE REPUBLIC OF TURKEY
BAHCESEHIR UNIVERSITY

FACTORS INFLUENCING MOBILE
TRANSACTION APPLICATIONS USAGE IN
TELECOMMUNICATION SECTOR

Master’s Thesis

ANIL MERT ARSLAN

ISTANBUL, 2016






THE REPUBLIC OF TURKEY

BAHCESEHIR UNIVERSITY

GREDUATE SCHOOL OF SOCIAL SCIENCE
MARKETING

FACTORS INFLUENCING MOBILE
TRANSACTION APPLICATIONS USAGE IN
TELECOMMUNICATION SECTOR

Master’s Thesis

ANIL MERT ARSLAN

Thesis Supervisor: ASSIST. PROF. DR.

AHU ERGEN

ISTANBUL, 2016






ABSTRACT

FACTORS INFLUENCING MOBILE TRANSACTION APPLICATIONS
USAGE IN TELECOMMUNICATION SECTOR

Anil Mert ARSLAN
Bahgesehir University
Marketing

May 2016, 35 Pages

Recent developments in communication sector make fundamental changes in the behavior
of customers and users when making transaction with their telecom operators. Mobile
transaction applications as an attractive product is becoming more helpful for reducing cost

and saving time in mobile industry.

Rapid technologic developments in mobile devices started to effect before both consumers
and operators. Operators provide various alternative transaction channels as mobile
transaction applications to their customers to save cost and gain more loyal customers. The
aim of this study is to understand the impact of main factors of technology acceptance
model dimensions that are perceived ease of use, perceived security and privacy, trust,
social influence, performance expectancy, perceived usefulness, perceived compatibility,
cost effort and perceived risk on usage of mobile transaction applications in Turkey. In
order to collect data, an online survey has been applied to 145 respondents which are
chosen by snowball sampling method. According to results of this research, perceived

efficiency and perceived usability explains actual usage of online transaction systems.

Keywords: Use of Mobile Transaction Applications, Telecommunication Sector, Mobile
Marketing



OZET

TELEKOMUNIKASYON SEKTORUNDE MOBIL ISLEM UYGULAMALARININ
KULLANIMINI ETKILEYEN FAKTORLER

Anil Mert ARSLAN
Bahcesehir Universitesi
Pazarlama

Mayis 2016, 35 Sayfa

Telekomiinikasyon sektoriindeki giincel gelismeler cep telefonu kullanicilarinin telekom
operatorleri ile yaptig1 islemler i¢in kullandiklar1 kanallar bakimindan temel degisikliklere
neden olmaya bagladi. Mobil iletisim sektoriinde, cep telefonlarindaki islem uygulamalari
misteriler i¢in zaman kazanma, operatorler i¢in maliyet azaltma bakimindan en etkili

iriinlerden biri olmaya bagliyor.

Mobil cihazlardaki hizla artan teknolojik gelistirmeler operatorleri ve miisterilerini
yakindan etkiliyor. Bu ¢alismanin temel amaci, Tiirkiye’deki, mobil operatorlerin sagladigi
mobil islem uygulamalar1 ic¢in teknoloji kabul modelini kullanarak algilanan kullanim
kolaylig, algilanan giivenlik ve gizlilik, giliven, sosyal etki, performans beklentisi, algilanan
fayda, algilanan uygunluk, maliyet etkisi ve algilanan risk faktorlerinin mobil islem
uygulamalarmin kullanimina etkisini incelemektir. Internet iizerinden cevaplanabilen bir
anket olusturularak Kkartopu orneklem belirleme yontemi ile belirlenen 145 katilimcidan
anket cevaplart topladi. Bu ¢alismanin sonucunda algilanan kullanilabilirlik ve algilanan

verimlilik mobil islem uygulamalarimin kullanimini agiklamaktadir.

Anahtar Kelimeler:  Mobil Islem Uygulamalarmin Kullanimi, Telekomiinikasyon
Sektorii, Mobil Pazarlama
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1. INTRODUCTION

Mobile transaction applications have penetrated to telecom sector as well as other sectors.
Telecommunication sector changes its transactions with customers from face to face to
computer integrated environment with the development of m-commerce. Although
transaction applications are used by many people, they still need more time to be totally
accepted by the society. The benefits of mobile applications have strong influence among
other technologies. They are more beneficial for customers and organizations in time and
efforts. The benefits of mobile transaction applications are stated as enhanced accuracy and
fast financial guidance, reduced cost and minimizing unnecessary travels, traffic and air

pollution for both operators and customers.

The mobile phones are multifunctional devices, which support voice communication,
sending SMS, MMS and email, sharing videos and pictures and playing games. They are
also used for advanced services like mobile applications. Information technology is the
main factor for mobile applications sector, getting stronger by increasing speed and
confidence of financial operations (Dangolani 2011). Mobile transaction applications are
clarified systems which supply access to operators by mobile devices to use telecom
services such as checking account balances and paying bills (Zhou 2012; Amin et al. 2007).
They support customers in managing financial affairs with mobile phones (Al-Somali et al.
2009).

Moreover, taking a rapid report from the previous transactions in details is provided in real

time. This leads to significant predicted relationship between the operators and customers.

In the first part of this study an introduction is made for the research topic. In the second
part of this study, a detailed literature review is made about transaction channels in
telecommunication sector especially online channels, mobile marketing and tools. The
third part consists of data and methodology of the study. In the next part, findings is

evaluated. The final part consists of the discussion and conclusion.



2. LITERATURE REVIEW

Mobile transaction applications of telecom operators enable customers to access
information of subscriptions or make transactions through mobile devices to conduct and
complete transactions such as checking remain credit, checking bill information, paying bill
and selling packages. Luo et.al (2010) defined mobile transaction applications as an
innovative method for accessing operator services via a channel whereby the customer
interacts with the operator using a mobile device. Luo et.al (2010) also stated that new and
developed technologies have a great effect on developing more comfortable and user
friendly application services. Recently, the mobile transaction applications have received

greater attention in the telecommunication market based on internet based services.

Because of the special features of the mobile devices, the mobile channel has become an
important marketing tool which allows business entities to find an electronic way reaching
their customers anytime and anywhere. Since international firms noticed its business
potential, mobile services have penetrated virtually to people’s lives. Leaving aside the
unique opportunities provided by mobile services in building and maintaining customer
relationships, mobile advertising itself became a great revenue generator (Varnali and
Toker 2010).

Rapid developments in communication technologies are causing main changes in daily
activities and business habits. It is currently getting harder to predict the next generation
devices and services due to the unforeseen growth. Authorities and organizations are
generating new strategies to apply newer technologies to survive in the competitive market.
Increasing tendency toward mobility is simply because of the value of time, location

restrictions and security (Oztas 2015).
2.1 MOBILE MARKETING

Mobile marketing is defined as “a bilateral marketing tool which is used for promotion
activities of products, services or ideas using mobile phones to support the marketing

activities of the companies and all of their stakeholders” (Scharl, Dickinger and Murphy



2005; Wiedemann, 2007). In consideration of this definition, mobile marketing can be
clarified as all the activities ought to communicate with the customer via using mobile

devices in order to support the selling of goods or services.

Marketing trends and concepts are changing by the time with the environmental and
technological effects. Generally, firms are trying to adopt themselves to this change. Today,
companies are trying to use new technology based on mobile phone systems with the
support of mobile oriented applications in their business processes. Normally, companies
try to use these technological improvements for their marketing and sales activities. In
addition, developments in communication sector for last ten years, such as social media

change the way of marketing (Gulbahar and Yildirim 2015).

Progressively, marketers view mobile devices as a glamorous platform to interact with
customers via different types of marketing communications, including location-based
promotions and mobile advertising. Sultan, Rohm and Gao (2009) state that launching of
Apple's iPhone and the introduction of Google's mobile platform cause to concentrate on
technological improvements of mobile devices to use for marketing communications in the
mobile devices sector. Additional reports show that some global companies are shifting

huge amounts of their marketing budgets to mobile marketing platform (Richtel 2006).

Consecutively, the reasons why mobile phones are important for marketing are shown
below (Yuan & Cheng 2004):

e Mobile phones are always open to communicate;

e The customers always carry their mobile phones with them;

e With mobile phones, it is possible to have effective one-to-one connection with
customers;

e Convenient for customers and efficient for the marketing executives.

The literature shows that, mobile phone has been a very powerful tool in marketing and
sales (Howard 2003; Yuan & Cheng 2004; Scharl, Dickinger and Murphy 2005). Higher
essentially, mobile marketing gives an opportunity which cannot be provided by traditional

methods of advertising (Pousttchi and Wiedemann 2007).



2.1.1 Mobile Marketing Tools

Mobile devices have evolved from simple talk-based services to multiple functions like
listening music, video call and some other functions. Current developments in mobile
technologies (such as smartphones or tablets) have started to turn the mobile devices into
attractive, innovative and powerful platforms which bond consumers to brands (Shankar,
Venkatesh, Hofacker, & Naik 2010). Certainly, the increase in the worldwide penetration of

mobile devices has effected the development of mobile marketing (Rohm and Sultan 2005).

Technological improvements in mobile communication have started to promote new
platforms for brand—consumer interaction (Shankar and Malthouse 2007). Since the mobile
phones are improving, becoming cheaper and also usage costs are decreasing when
compared with traditional media, these new dynamics play a crucial role in the increase of
mobile marketing share in marketing communication. According to Oztas (2015), there is
no reason left for marketing people not to break with the tradition and use mobile
marketing.

Throughout the world, mobile communication technologies have penetrated in consumer
markets. Recently, new forms of mobile services have made text messaging, web surfing,
digital imaging, mobile payments, banking, financial instrument trading, and shopping
possible. SMS marketing, Mobile Survey, Location Based Marketing, Mobile Advertising,
Mobile Payment and Mobile Application are commonly used mobile marketing tools.

2.1.1.1 Sms marketing

Text Messaging (SMS) is a communication service that permits the exchange of text
messages between mobile phones limited to 250 characters. Besides, SMS marketing is
used as a one-to-one business platform for customer communication that proposes potential
for enhanced customer relationship management. SMS is also used for marketing of a
telecom operator’s services and products and is also a transaction channel (Laukkanen and

Kiviniemi 2010).

Concerning the type of mobile advertising, primarily SMS has a domination of advertising

in mobile marketing. The premises of mobile advertising has been used alternatively to



SMS or text message advertising, where ad messages are sent via mobile phones in text
format (Demirel 2011).

Breune (2007) states that the most effective feature of SMS marketing is that all of the
mobile phones have text-messaging ability. It is fast and most of the users know how to text
a SMS and can be used when there is a the cellphone network. Besides, SMS service has no

extra huge cost for costumers and difficulty.

A major component of mobile marketing communication is advertising, either in a push and
pull mode. After retrieving the consumer’s permission, push advertising sends compatible
but not clearly demanded text messages. Scharl, Dickinger and Murphy (2005) claimed that
the push model with SMS dominates mobile advertising since it saves consumers’ time and
money.

2.1.1.2 Mobile survey

The fast and penetrant dispersion of mobile phones is enlightening a trend towards the
usage of mobile surveys in research as one of the main survey tools. Some researchers
compare these research types. Vicente, Reis and Santos (2009) state that mobile phone can
be used to gather data easily comparison with internet and other ways. Findings exposed
crucial differences between mobile phone responders and fixed phone responders in terms
of demographic characteristics and other dimensions. Regarding data quality, the mobile
phone survey is proven to be different from the fixed phone survey in two aspects:

completion time and percentage of respondents with item errors and omissions.

However, mobile phones based surveys poses a set of technical, costly and ethical issues
that are apart from those associated with fixed phone surveys. The usage of mobile phones
to conduct surveys have some trouble as sampling frames, responders’ qualification,
interview length, nonresponse rates, costs and respondent attitude, as well as posing some

ethical concerns (Tucker et al. 2007).
2.1.1.3 Location based marketing

Having well-established great customer loyalty, cellular service providers will explore new

ways to guarantee customer loyalty by offering new types of services. Location Based
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Services are the most encouraging type of services which are also called value added
services (Ververidis and Polyzos 2002).

Location Based Services are services which are based on mobile station’s position
information. Companies are using these information to make specific offers to their
customers. Location Based Services provide the customer some mobile services with

personalized information according to their position (Ververidis and Polyzos 2002).

Information about the end user’s location is used to deliver appropriate, timely, and
engaged information to the mobile user. Rao and Minakakis (2003) state that for mobile
network operators, location-based services perform an additional flow of earning that can
be created from their investments in fixed infrastructure. For the end user, LBS can

enhance the consumer experience, and deliver high-quality service options.

With the widespread adoption of mobile devices and data, operators have been disposed to
utilize information of customer they have achieved over time. Location of the customers
has conventionally been difficult to pinpoint and provide dynamism and uncertainty.
Location plays an important role in evaluating the customer activity. When a mobile service
provider knows the end user’s certain location, then it is possible to target useful (and

billable) information at that point in time (Rao and Minakakis 2003).

Location-based services have attracted attention of the firms since they are searching for
new opportunities to offer their customers. The ability to identify the customer’s location at
an exact time is one of the most promising applications of mobile advertisement.
Positioning techniques help service providers to offer entirely new services or add value to

their customers (Pura 2005).
2.1.1.4 Mobile advertising

Mobile advertising can be considered as an important part of mobile commerce and it is an

integral part of mobile marketing (Ververidis and Polyzos 2002).

Due to the great developments in communication technologies of mobile devices and
increase in penetration rate of the Internet, mobile commerce became an important

application for both enterprises and consumers (Wu and Wang 2004). Marketers have



released advanced mobile phone advertising services, such as Internet mail, messaging,
mobile applications, picture mail, Internet browsing, mobile commerce and mobile
advertising (Stafford and Gillenson 2003).

Recently, mobile devices are increasingly getting significant as a digital-enabling
multimedia channel for the advertising area. Demirel (2011) stated that parallel to the
technologic improvements in advertising, penetration of advertising via mobile devices has

generated as a critical method for interaction with consumers in an effective way.

Compared with the other methods of advertising such as traditional media, it can be
assumed that mobile advertising has an advantage to be proper for consumer needs and
expectations to build, sustain and improve the relationship between consumers and
companies (Demirel 2011). More critically, firms and marketers need to realize the
evaluations and perceptions of consumers regarding mobile phones as a medium for
advertising (Usta 2009). Harte (2008) also explains that mobile advertising is “the
communication of messages or media content to one or more potential customers who use

mobile devices”.

Mobile advertisements via mobile web, mobile games and mobile applications are
significantly more effective and persuasive compared to other methods of mobile
advertising. Together with mobile phone technology, video games and mobile phones are
prior to the companies for the use of embedded mobile ads (Demirel 2011).

Mobile advertising offers consumers personalized information at any time of the day,
according to their interests and location. As a consequence, the authors define mobile
marketing as using a wireless medium to provide consumers with time and location based
sensitive, individual information that encourage products, services and ideas, thereby
benefiting all stakeholders (Scharl, Dickinger & Murphy 2005). Likely, research shows that
the success of mobile advertising depends on the consumer acceptance in response to the

advertisements via mobile devices (Keshtgary & Khajehpour 2011).



2.1.1.5 Mobile payment

The extensive usage of mobile devices and their continuous intimacy to customers make
them appropriate for mobile payment scenarios without the requirement for a physical
wallet (Mallat 2007). Mobile payments permitted consumers to remove the necessity to use
cash and offering confidence and speed. Performance and transfer of secure knowledge
between devices, from single or personal transactions, make high amount of payments,
such as restaurants or large retailers (Leong, Hew, Tan, & Ooi 2013). Both companies and
consumers get the advantage of respected operation time decline, with clear productivity
gains. Merritt (2011) claimed that mobile payment is experiencing a fast growth in lots of
markets as more and more trading entities notice the potential of it. Dahlberg, Mallat,
Ondrus, and Zmijewska (2008) define mobile payment as payment for products, services,
and bills with a mobile device such as mobile phone or personal digital assistant by

receiving advantage of communication technologies.

Dahlberg et al. (2008) emphasized a definition for mobile payments to refine the concept,
which had been subject to different explicating. Mobile payments were clarified as
“payments for goods, services, and bills with a mobile device by taking advantage of
wireless and other communication technologies”. Besides, they claimed that a mobile

payment is done with a mobile payment tool like a mobile credit card or a mobile wallet.

With the partnership of the banks between financial services and mobile network operators
produces a suitable place for purchasing products and services via mobile devices across
both physical and virtual traders alongside to pay bills and transfer funds (Nurdilek and Ali
2012). Riquelme and Rios (2010) state that mobile phones will be replaced with wallets for

financial transactions in the near future.
2.1.1.6 Mobile application

Plant (2006) states that specific consumer segments such as young segment uses mobile
phones gradually as the single-source of communication. Mobile devices and mobile
applications give the retailers more chance than only reaching the customers. Mobile

devices also offer opportunities to compound knowledge, phone performance and



interaction while shopping in-store or using a product. A mobile device is a stable take out
to the customer, a pass to a relationship between the consumer and the company, making it

an ideal subsidiary channel for distance selling and physical retailing (Shankar et al. 2010).

With technological development and market competition, mobile phones are redesigned for
multi purposes over the typical duties such as voice calls and texting. Different types of
specifications and applications are integrated to smart phones. Mobile applications are
extensive on most modern phones, and compose of software that goes on a mobile device
and works for the customer of the mobile phone. These applications are created by mobile
application developers and providers. Also, mobile applications have popularity among
many marketers. For instance, the Apple Store’s catalogues promote hundreds of
applications, and these can be in various categories such as entertainment, sports, games,

news, social networking, travel and weather (Liu,2012).

Adoption of technological improvements will become important and these improvements
will enhance to make a contribution in devices like tablets, mobile phones, and computers
(Jared and Sigar 2014).

2.1.2 Web Transaction Applications

The term “web based internet application” is used where firms’ customers conduct with
firms to make transactions on the internet. In the up to date content, it refers to usage of
computers, but also lets other possible devices like mobile phones, tablets, etc. to access
internet branches. “Internet branch” is used as the name of the platform where the
transactions are made. An internet branch is an important part of an operator’s web site and

generally, the web site provides the entrance to open the internet branch.

Improvements in new technologies are changing radically and also communication way is
changing from traditional dealers to web based applications for companies. This change has
been due to the start of internet technology and the descendent evolution of internet
systems. The use of web based transaction applications may make transaction services for

shrinking time and distance to the closest retail shopper (Sultan, Rohm and Gao 2009).



Internet transaction services have powerful effect on customers as they make it possible to
conduct transactions anytime and anywhere, rapidly and with lower cost comparing with
traditional dealers. Telecom operators are trying to create one-to-one relationships with
customers like all other companies in other sectors. The Customer Life Cycle (CLC), which
IS a progression of steps a customer goes through when thinking, buying, using, and
maintaining to a product or good, illustrates that a customer’s financial behavior changes
throughout his or her life using internet applications (Meer 2006). Consequently, new
technologies have absolutely altered the ways how customers interact with the companies

and how the service is created by the firm (Fui 2008).
2.2 TRANSACTION CHANNELS IN TELECOMMUNICATION SECTOR

Mobile transaction applications support operators to enhance their service quality and
decrease their service cost. This is the reason why all operators in Turkey have introduced
the technology of mobile transaction channels to its customers. Mobile business
applications have been emerging rapidly in the world, supplying expanded content and
services (Zhang, Zhu, and Liu 2012), encouraging stronger relationships than earlier ones
between companies and customers (Riquelme and Rios 2010). From an information
systems perspective, mobile business applications are one of the major technological
innovations for companies which establish customer value by being independent from place
and time (Lin 2012).

Developing alternative channels to keep existing customers, while attracting the new ones,
is very important for businesses (Calisir and Giimiissoy 2008). For this reason, companies
offer new self-service channels to their customer. For example, in the last few years, self-
service channels have been replaced with other face to face physical channels (Eriksson and
Nilsson 2007).

Self-service technologies (SST) allow customers to use technology to transact via mobile
phones without direct face to face personal contact with the representative from the
company (Fui 2008). Examples of available SST’s and applications include automated
phone system and mobile applications by the operator, transaction via the Internet such as

Internet based transactions.

10



According to Alcock and Millard (2006) self-service technologies have access to enhance
accuracy of services, rise competitiveness, enhance market share, create consumer

satisfaction and loyalty, and gain productivity.

Adding technology to customers’ daily activities has become more visible. Technology in
communication media has enabled many service supliers also mobile operators to find new
ways to make consumer transaction to the consumer (Lee, Kwon and Schumann 2005).
Therefore, service providers will be willing and interested in understanding the process of
consumer adoption for self-service technology to use them in formulating intimate
marketing strategies to promote consumers to use self-service technologies instead of
traditional channel (Fui 2008).

A channel is a mixture of means and media by which customer refers to communicate with
the company via the inbound channel or to receive communications via the outbound
channel. Alternative channels are the channels except the traditional dealers like internet,
call centers, mobile phones and other channels which are based on information technology
(Dych 2001).

The alternative channels of the mobile telecommunication sector are IVR, USSD, MTS,
Call Center. These channels can give services to customers all day long. In this section;
alternative channels that operators use in Turkey are presented.

2.2.1 Customer Care

Kohen (2006) described the first and main features of call centers as, helping the customers
who have problem with operator services, collwcting thw receiving application complaints,
apply or cancell a service, or collecting information about what they want to do, etc. The
success of call centers depends on the effective service and low cost since speaking with
customers causes a real ‘cost’. But nowadays, as customers demand perfect services from

all channels, call centers have become a critical customer connection tool.

Kohen (2006) suggests that call centers are primarily trying to fulfill a basic need that is
communication. The major advantage of call centers is supplying this need easily and in a

formal way. He also claims that other most important advantages of call centers are speed

11



and confidentially. By using the advantages of technology, customers contact with
companies in lots of ways and more important thing is that it can be made easily, at the

time they want and conveniently.

Consecutively, the reasons why mobile phones are important for marketing are shown
below (Yuan & Cheng 2004):

The other advantages of call centers for firms are shown below (Cakic1 2008):

e Dbeing a bridge between firm and customers for enhancing customer satisfaction;
¢ providing an ordinate and lasting data flow;

e assisting the efficiency of marketing activities;

e giving feedback for service development;

e gaining a positive effect to company image.

Information technology has reshaped relationships between companies and customers,
frequently bringing benefits to both. A company must listen to what their customers,
managers and front line employees say carefully in order to understand hem (Gorry and
Westbrook 2010). But a sequence of ‘innovations’ aimed firstly to decrease the cost, has
made lots of companies make mistake to their customers, who are insufficiently served and
increasingly aborted. In many creative companies, technology has not brought worthless

relations between businesses and customers (Gorry and Westbrook 2010).
2.2.2 Web Transaction Center

Operators offer alternative transaction channels so that customers can do transactions
without going to branch. The developments in technology are in close relationship with the
development of alternative channels. Cakict (2008) claimed that customers are pushed to
use internet because of its low cost but in practice, channel selection differs and people
want to use all the channels they can. He also stated that what the customer wants is using

multiple channel which is excellent for operators as they can make cross channel activities.

Guasong (2007) claimed that, the progression in the internet has an important effect on
operator services that is traditionally offered by the branches to the customers. With the

help of the internet, customers can make their transactions anytime and anywhere as

12



internet access is available. Walker and Johnson (2006) state that the combination of
computer, telecommunications and internet technology has been widely used for various
services to enhance the condition of financial services, booking and retail shopping

services.
2.2.3 Mobile Channels

Oztas (2015) argues that mobile communication technologies offer many services that
enhance the people’s quality of life. These are SMS referred to texting (Short Message
Service) and the transfer of documented information that is MMS (Multimedia Messaging
Service) which increased the information exchange supported by audio, visual and imagery
means. Mobile phone is a means of communication that people use if they are on the go and

need to communicate with others (Oztas 2015).

Technological changes and innovations provide huge advantages for modern commerce.
Instead of providing financial profit, some companies invest in mobile technology to gain
greater competitive advantages. Businesses from last few decades have diverted their focus
on information technology especially on mobile technology as an integral part of their

operations (Oliveira et al. 2014).
2.2.3.1 Mobile transaction center

Mobile transaction applications are simply the usage of cell phone stations like mobile and
personal digital assistants to contact operator system through wireless application protocol.
With the help of mobile transaction applications, customers can gain favorite operator
facilities such as information inquiry, bill payment, credit control, bill payment and money
transfers etc. (Luarn and Lin 2005). Increasingly, technology is used to enable a wide range

of services, and for managing the relationship between customer and service providers.

Mallat, Rossi & Tuunainen (2004) claimed that the large penetration of mobile phone and
the positive experiences have made applicable mobile solutions for different business
services. The mobile transaction center is defined by Riivari (2005) that there are three
times as many mobile phone users as those who use online personal computer and they are

ready at anywhere and anytime where mobile applications match their life.
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Breune (2007) explains that one-time downloadable mobile transaction applications offer
secure login, balance control, bill payment etc. It is easier to use mobile web sites via
interet browser. Also users feel more confident with one time downloaded applications and
they usually have better interfaces than most of the web sites. Mobile transaction center can
be explained as a type of execution of services which the customer uses mobile
communication techniques applicable to mobile devices or as a service whereby customers
use a mobile device to access operator services and fulfill financial transactions (Baptista
and Oliveira 2015).

2.2.3.2 Interactive voice response

Many companies have adopted a wide range of technologies in the process of service
delivery through interactive voice technology (Alcock and Millard 2006). Interactive Voice
Response (IVR) is a software application that adopts a combination of touch-tone keypad
selection and voice telephone input and supply appropriate responses in the form of voice,
callback, e-mail and other media. IVR is usually a part of a greater application that consists
of database access. An IVR system is used as an alternative channel to let the customers do
self-service transactions via the phone and let them make operations that update the
customer database. The system gives users a menu of choices designed for doing
transactions or getting information to user. Telecommunication companies use 1\VVR systems
so that customers can receive most recent account information. IVR technology is also used
to collect information, as in the case of telephone surveys in which the user answers

questions by pushing the numbers on a touch-tone keypad (Alcock and Millard 2006).

Interactive voice response is also defined by Kohen (2006) as an interactive answer system
by sound which gives exchange of information by attaining the information systems from
telephones, directed by keys or sound. Using the IVR system for the organizations saves
cost rather than using human labor. This increases the productivity, customer satisfaction

and provides cost benefit (Cakici 2008).

14



2.2.3.3 Unstructured supplementary service data

Unstructured Supplementary Service Data (USSD) is one of the recent technologies which
is integrated with mobile phones and has capabilities in transporting information via GSM
networks channels. This technology has made a significant difference in the SMS
technology (Sigar and Jared 2014). USSD is a communication protocol used to send text
between a mobile phone and operator systems. It is a messaging service used in global
system for mobile communication (GSM) networks similar to SMS, where it sends data

utilizing the signaling channel (Sanganagouda 2011).

Sigar and Jared (2014) stated that USSD operates much like SMS but session-based and
interactive nature distinguishes it. Unlike SMS, it does not operate by store-and-forward
and its response time is much shorter for interactive applications than it is for SMS. This
makes USSD much faster and very cost effective as it involves simple operations that are
also handset independent. Sigar and Jared (2014) also claimed that USSD technology can
be widely adopted due to its benefits such as cost efficiency, lower customer cost, lower
marketing cost, faster communication between the mobile user and service providers and

anywhere-everywhere technology.

Unstructured Supplementary Service Data (USSD) codes, also known as short codes, are
simple to use. They consist of asterisk (*), followed by a combination of digits (0 to 9) and
a hash (#). Users can enter the USSD string and press the call key to send a message
(Sanganagouda 2011). Although USSD is used so often in daily life. The most known
USSD channel which is called *123# is used for checking balance of the prepaid card’s in
Turkey (Taskin 2012).

2.2.3.4 Social media

Social media services are effectively used by people who have a tendency to make social
interactions with others via online. In the past, social media was not an increasingly
significant research issue but nowadays some research has been published due to its ability
to give more various ways of communicating with others compared with traditional

communication (Harrison& Gilmore, 2012; Park, Yun, Holody, Yoon, Xie, & Lee 2013,
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Sultan 2014). An important part of many users’ daily lives in the widespread digital
environment is social media (Hargittai 2007). Hargittai (2007) also claimes that social
media marketing efforts have to be compatible and aligned with the diversified needs of
social media users. It has become a new communication way of B2C business (Zhu and
Chen 2015).

Kietzmann, Hermkens, McCarthy, and Silvestre (2011) stated that a company must
improve its strategies that are compatible with different social media strategies according to
the aims of the company. Researches show that suitability of advertising and web-site

context will enhance positive reactions toward ads (Zhu and Chen 2015).

Kaplan and Haenlein (2010) state that people now see mobile social media as a group of
mobile marketing applications that let the invention and enhance of user generated content.
Companies connecting in mobile social media frequently have some sort of information
about the consumers with whom they are in relationship, such as recent geographical

location in time or space.

One of the most important changes in human interaction is the current proliferation of
online social networks. Fast growth of web based platforms that enable online social
behavior has importantly qualified the nature of human activities, habitats, and interactions.
Real world social relationships have migrated to the virtual world, out coming in online

communities that get people together from across the universe (Tiago and Veri'ssimo
2014).

When most consumers engage with social media, firms started to engage with social media
as well. In the past, marketers used e-mail marketing, other direct marketing tools,
informational websites, television, radio, and other mechanisms to spread information
coupled with the firm or its services (Tiago and Veri'ssimo 2014). Of course, companies
have routinely talked to their customers but the critical difference between past and present
in this regard is that now, online social media tools allow customers to respond to firms
(Mangold & Faulds 2009). Digital social media gathers lots of benefits to companies. Web
can be used for publishing, online sales, market research, and customer support (Tiago and
Vert'ssimo 2014).
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Mobile applications can be another type of social media marketing. Concentrating on
mobile social media and mobile marketing, Kaplan (2012) gives four advices to companies;
to merge their activities into their users’ life, to avoid being a distress, to individualize their
activities to consider the user preferences and interests, to engage the user through
attractive conversations and to start the creation of user-generated content. Companies

using mobile social media are often well-equipped with data about their consumers.
2.2.4 Telecommunication Sector in Turkey

In recent years, communication has been growing and developing very fast in Turkey as
many other countries of the world. Today, all people in the world have the mutual need to
communicate with others, friends, families wherever they are. Within this common need,
people need various communication requirements (Tosun, Glngér and Topcu 2008).
Turkey has an important mobile communication sector in which there is a strong
competition of Turkcell, Turk Telekom and Vodafone, three biggest GSM-based mobile

communication operators.

New technologies and need of communication among people are rapidly increasing. In the
telecommunication sector in Turkey, it is significantly enhancing for mobile
communication companies, as a developing country. People who desire to get advantage of
mobile communication need to use one of three mobile communication operators in

Turkey.

Demirel (2011) claimed that Turkey tempts the awareness of marketers with regard to the
rapid penetration of new technology and potential youth generation who is convenient to

adopt innovations and mobile technologies.

Turkey has great level of young population and it is an important mobile market for the
firms in order to conduct their creative mobile advertisements. In particular, the biggest
mobile operators in Turkey which are Turkcell, Vodafone and Tirk Telekom are
controlling the field of mobile marketing. Besides, together with its younger and
technology adapting population, fast consumption cycle and rapid adoption of the
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technologies, Turkey is one of the countries especially important for mobile marketing
(Aktas 2010).

2.2.5 Technology Acceptance

Technology Acceptance Model (TAM) is defined as the most famous and norm model for
viewing the acceptance of a technology (Davis 1986). In recent years, TAM model has
become more popular because it produces to contribute regression between factors and the

user acceptance of a specific technology (Davis 1989).
2.2.5.1 Definition of technology acceptance model

Davis (1989) used Technology Acceptance Model (TAM) to give a theoretical examination
to user acceptance of information systems in organizations. It is a useful theoretical model
that has been supported by many empirical research. So, the tools used by the model have
proven their quality and statistical reliability. Legris et al. (2003), determined the main
objective of the model as to find out the impact of external variables on internal beliefs and
attitudes.

According to Davis (1989), the aim of TAM is to get an explanation of the determinants of
information technology acceptance which is general explaining of information technologies

and users from beginning to end-user.
2.2.5.2 Factors influencing mobile transaction usage
2.2.5.2.1 Perceived expectancy (PE)

Performance expectancy expressed user perception of performance improvement by using
mobile application such as payment confidentially, rapid response, and service
effectiveness (Zhou et al. 2010). When customers feel that mobile application is easy to use
and does not need much effort, they will have a high expectation for expected performance.

2.2.5.2.2 Perceived usefulness (PU)

TAM shows that perceived usefulness fundamentally confirms user perceptions and

approach towards a technology (Davis 1986). Perceived usefulness is originally referred to
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the level to which a customer believes that a system or technology enhances the usage of
mobile application (Davis 1986).

2.2.5.2.3 Perceived ease of use (PEQOU)

Perceived ease of use is specified as one of the main variables of TAM and it is defined as
people’s subjective decision about performance and effort. Enhancement in the people’s
mobile application usage is the primary goal to achieve while in perceived ease of use
having a free of effort system is a considerably objective (Hanafizadeh, Behboudi,
Koshksaray, Tabar 2014).

2.2.5.2.4 Perceived security and privacy (PSP)

Customers want a secure environment for their privacy because of the potential risk in the
mobile context (Amin 2007). One of the people’s important concern about the adoption of
mobile application services is the transfer of their personal data without their permission.
Security has been a concern for customers and producers and it will be conceived even
more crucial in operator systems. The more people are guaranteed about the security of the
system and their personal privacy, the more likely they will trust and adopt mobile

transaction applications.
2.2.5.2.5 Perceived compatibility (PCOM)

Perceived compatibility is explained as the level to which an organization is related with
the existing values and ideas, past experiences, and contemporary requirements (Siddik,
Sun, Yanjuan and Kabiraj 2014). The more compatible with lifestyle means the higher
chance of impressive customers to use mobile transaction applications. Hence, suitability of
mobile applications with user’s lifestyle will cause a preferable adoption of mobile

applications.
2.2.5.2.6 Trust (TR)

Researchers claim mobile applications as a generated mobile service from the perspectives
of trust. In the technology acceptance model (TAM), Hanafizadeh, Behboudi, Koshksaray,
Tabar (2014) state that there is an effect of trust on mobile application user adoption. Luarn

& Lin (2005) claim the factor of trust has relative advantages of mobile transaction
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applications, since TAM has been used to identify possible factors influencing mobile

transaction applications users’ behavioral intention.
2.2.5.2.7 Social influence (SI)

Al-Somali, Ghomali & Clegg (2009) define social influence as an individual self
confidence that opinion of influence play a crucial role on the way of using a new
technological system. They also claim this variable as one of the main factors which may
affect the behavioral attention of technology. Users have more tend to use mobile

application when they are affected by social trends.
2.2.5.2.8 Perceived cost (PC)

Cost and service fees are mostly described as an objection for accepting new technologies.
Mobile application customers are mainly not interested in mobile applications due to cost
benefits and confidence of products (Hanafizadeh, Behboudi, Koshksaray, Tabar 2014).
One of the effective factors for encouraging customers is the improvement of the level of

system’s performance to use mobile applications.

2.2.5.2.9 Perceived risk (PR)

Different types of risks can appear when using online transactions. When customers feels a
deficiency about product quality, brands and online services, they may worry about the
transactions which can be payment without receiving the product or other illegal activities
and fraud (Al-Jabri 2015). The entity of perceived risk has become popular after online
transactions. Today, perceived risk refers to clear kinds of financial risk, product
performance, social, physical, or time risks when consumers make transactions online
(Mulaomerovic and Trappey 2013). Credit ratings, account information and financial data

could be changed or lost without knowing the unreal owner during online transactions.
2.2.5.2.10 Actual usage (AU)

Mobile transaction applications are clarified systems which supply access to operators by
mobile devices to use telecom services as bill paying, tariff changing, loading credit,
checking account balances and remains, buying pack and making complaint. Thus in the

survey, the frequency of usage of these transactions will be collected. Cakic1 (2008) claims

20



that dependent variable of actual usage is the last item of the technology acceptance model

and it can be used to measure regression among independent variables.
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3. DATA AND METHODOLOGY

In this research, quantitative approach is chosen to test the hypothesis stemming from the

research aim.
3.1 THE AIM OF THIS STUDY

This study aims to understand the factors influencing the actual usage of online transaction
systems in Turkey. There is a group of factors as main factors which stands for the
innovation attributes: performance expectancy from Zhou et al., (2010) and Foon and Fah
(2011), perceived usefulness and perceived compatibility from Siddik, Sun, Yanjuan and
Kabiraj (2014), perceived ease of use, trust, cost effort from Hanafizadeh, Behboudi,
Koshksaray, Tabar (2014), perceived security and privacy from Amin (2007), social
influence from Al-Somali, Ghomali and Clegg (2009), perceived risk from Al-Jabri (2015),
Mulaomerovic and Trappey (2013).

3.2 RESEARCH MODEL AND HYPOTHESIS
This research covers the variables of performance expectancy, perceived usefulness,
perceived compatibility, perceived ease of use, trust, cost effort, perceived security and

privacy, perceived risk. Figure 3.1 shows the research model and the related hypotheses are

listed below.
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Figure 3.1: Research Model
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H1: Performance expectancy will influence actual usage of online transaction applications.
H2: Perceived usefulness will influence actual usage of online transaction applications.

H3: Perceived ease of use will influence actual usage of online transaction applications.

H4: Perceived security and privacy will influence actual usage of online transaction
applications.

H5: Perceived compatibility will influence actual usage of online transaction applications
H6: Trust will influence actual usage of online transaction applications.

H7: Social influence will influence actual usage of online transaction applications.

H8: Perceived cost will influence actual usage of online transaction applications.

H9: Perceived risk will influence actual usage of online transaction applications.

The scales used to measure the independent variables, their developers and item numbers

are given in the Table 3.2.1.
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Table 3.2.1 Scales Used in Research

Scale

Developers

Item Numbers

Performance Expectancy

Perceived Usefulness

Perceived Ease of Use

Perceived Security and
Privacy

Perceived Compatibility
Trust

Social Influence

Cost Effort

Perceived Risk

Zhou et al. (2010)., Foon and Fah (2011)

Wu and Wang (2004)., Siddik, Sun, Yanjuan and
Kabiraj (2014)

Hanafizadeh, Behboudi, Koshksaray, Tabar (2014)

Amin (2007)

Siddik, Sun, Yanjuan and Kabiraj (2014)
Hanafizadeh, Behboudi, Koshksaray, Tabar (2014)
Al-Somali, Ghomali and Clegg (2009)

Hanafizadeh, Behboudi, Koshksaray, Tabar (2014)
Al-Jabri (2015)., Mulaomerovic and Trappey (2013)

3

5

A W A~ W W

3.4 DATA COLLECTION AND SAMPLING

In order to collect data, an online survey has been applied to respondents. The respondents

are chosen by snowball sampling method which requires one respondent to direct the

researcher to the others who are in the same target population is applied (Berg 2006). The

reason to choose this survey technic was to engage respondents who were familiar with

online environment and more integrated in internet technology. The respondents used one

or more than one operator in Turkey.
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4. FINDINGS

In this part, descriptive statistics, factor and reliability analysis and regression analysis are

shown.
4.1 DESCRIPTIVE STATISTICS

145 participant participated in this survey as 80 (55.2 percent) are men and 65 (44.8
percent) women. Sample group consists of 69 (47,6 percent) participants under age of 25,
65 (44.8 percent) participants between age of 26 - 35 and 11 (7.6 percent) participants
above 36 years old. Sample group’s education levels are as follows; 22 (15.2 percent)
participants are high school educated, 88 (60.7 percent) participants have Bachelors’
degree, 35 (24.1 percent) participants have Master / Phd degree. Income levels of sample
group are as follows: 39 (26.9 percent) participants earn under 2000 TL, 77 (53.1 percent)
participants earn between 2001 — 5000 TL, 19 (13.1 percent) participants earn between
5001 — 7000 TL and 10 (6.9 percent) participants earn more than 7000 TL. 69.0 percent of
participants from private sector, 17.9 percent of participants are students and 7.6 percent of

participants from public sectors.
4.2 FACTOR AND RELIABILITY ANALYSIS

In the analysis part, for all independent variables, factor analysis and reliability analysis are
conducted. Multiple regression analysis is held to examine the influence on independent
variables (performance expectancy, perceived usefulness, perceived ease of use, perceived
security and privacy, perceived compatibility, trust, social influence, cost effort, perceived
risk) on the dependent variable (actual usage of online transaction centers). Also for
dependent variable, reliability test is conducted.

The KMO and Bartlett’s test results show that KMO value is 0,934 which means that it is
appropriate to conduct factor analysis. And p value is showed less than 0,05 which shows
the indicator of enough relationship among the main factors to conduct factor analysis
(Table 4.2.1).
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Table 4.2.1 : KMO and Bartlett’s Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,934
Bartlett's Test of Sphericity Approx. Chi-Square 4362,306
df 496
Sig. ,000

According to anti-image correlation matrices’, there is no value below 0.500 diagonally, so

these questions are acceptable for factor analysis.

Table 4.2.2: Total Variance Explained

Total Variance Explained
Initial Eigenvalues Rotation Sums of Squared Loadings
% of Cumulative
Component | Total | % of Variance | Cumulative % | Total Variance %

1 15,905 49,702 49,702 9,305 29,080 29,080
2 4,049 12,653 62,356 7,580 23,687 52,766
3 1,731 5,408 67,764 4,724 14,763 67,530
4 1,031 3,222 70,985 1,106 3,456 70,985

Question numbers 9, 10, 11, 12, 13, 14, 15, 18, 19, 20, 21, 22, 23, 24 and 25 are cumulated

under factor one including factors perceived ease of use, perceived security and privacy,

trust, social influence. Question numbers 1, 2, 3, 4, 5, 6, 7, 8, 16 and 17 are cumulated

under factor two including factors performance expectancy, perceived usefulness,

perceived compatibility. Question numbers 26, 27, 28, 29, 30, 31 and 32 are cumulated

under factor three including factors cost effort, perceived risk. Besides, the new research

model can be shaped with the questions shown at the table 4.2.3. When the questions under

the factors are determined, it is seen that factor one includes questions about the benefits

adopting mobile transaction applications, besides, factor one’s new name is “perceived

usability”. Questions about factor two that consists of performance expectancy, perceived
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usefulness, perceived compatibility are showing the attributes of efficiency factor that can
be defined “perceived efficiency”. Factor three consists of questions about cost effort,
perceived risk, so its new factor name is “perceived financial risk”.

Table 4.2.3: Research Model Questions Under New Factors

No. Questions

Q9 Itis easy to learn online transaction applications

Q10 Interaction with online transaction applications does not require a lot of mental effort.

Q11 It would be simple for me to become skilled at using online transaction applications.

Q12 Itis easy to find what | want via online transaction applications

Q13 Using the online transaction applications is secured

Q14 1 trust in the ability of online transaction to protect my privacy

Q15 | am not worried about the security of using online transactions

| believe that my mobile phone is compatible with online transaction applications

Q18 technology.
Perceived | Q19 | would trust my telecom operator to offer secure mobile transaction applications.
Usability Q20 I would trust my mobile phone manufacturer to provide a mobile Phone which is
appropriate for conducting mobile transaction application
Q21 I would .trust my telecom operator to provide secure data Connections to conduct online
transaction
Q22 I would consider using online transaction applications if someone personally recommended

it

Q23 When trying new technology, I trust my own instinct more than advice from others

Most people who are important to me think that | should use or continue to use online

transaction applications

Q25 Use online transaction applications because many people use them

Q1 Onine transactions optimize s n1y ekeoom ling operations.

2 Onkne transactions allows me to make mv bill pavments or ofher transactions quicker.

Q3 Icansave time paving essential bills at deaker.
Adopting onlme transactions wil allow me to conduct telecom fansactons more

Q4 efficently

Percemved Qs Adopting orline ransactions Will emable me to accomplish telecom transactions mare

Efficiency quickly.

Q6 Adopting onine transactions is a comement way to conduct telecom operator,

Q7 Adopting onfine transactions 15 usefil for managing nv ek com line

Q38 Usmpg oniine transactions would improve mv performance in onfine transactions

Q16 Onkne transaction applications are compatible with my lifestvie.

Q17 Adopting onlfine trapsaction applications fits well with the way [ like to manage my &k com
accoumt.

Q24
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26 Irwould cost a bot to use onime ransaction applications
PP
Q7 I thénk that the intemet access cost of using mobile phone transaction appication would be
27 ion
Percevied Q28 There are financial barners o me uEns onlme fransacton applications
Financial Q29 I feel apprehensive about using online transaction application
Risk Q30 I hesitate to use online fransaction applicaton for fear of making mstakes I cannot
comech

Q31 Ithenk nzng onlme transaction applications in monetary ransactions has potenfial risk
Q32 I'm worried to use online applications because other people may be abk to access my

~ accowt

According to results of the factor analyses, the research model is reshaped with a new
model that is demonstrated in the figure 4.1. It has initiated to view when the critical factors
are perceived usability, perceived efficiency and perceived financial risk. These new factors
influence adoption of the mobile transaction application using. The hypotheses have been
changed according to with the new factors. Three new hypotheses H10, H11 and H12 are
added and all of other hypotheses are excluded from the research. Modified hypotheses
table shows the current status of the hypotheses. Besides, the new hypotheses table shows
the current status at the Table 4.2.7 below.

4.2.1 Evaluation Of The Factor Analysis

4.2.1.1 Perceived usability

According to the results of factor analyses, first factor is renamed as perceived usability. It
is showed to involve questions about perceived ease of use, perceived security and privacy,
trust, social influence. The questions are viewed detailed it is showed that they are all about
usability of a mobile transaction application. Suoranta (2003) states that the benefits or the
perceived usability of a system have effect on the adoption. So, perceived usability can be
advantage of the mobile transaction applications for the customers over the adoption of
mobile applications. Thus, a new hypothesis is created which is H10: Perceived usability
will influence actual usage of online transaction applications.

4.2.1.2 Perceived efficiency

According to the results of factor analyses, factor two is renamed as perceived efficiency.
Factor two is showed to involve questions about performance expectancy, perceived

usefulness, perceived compatibility. The questions are viewed detailed it is showed that
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they are all about the accessibility of using the mobile transaction applications, belief about

the expectancy and efficiency of the applications. Thus, a new hypothesis is created which

is H11: Perceived efficiency will influence actual usage of online transaction applications.

4.2.1.3 Perceived financial risk

According to the results of factor analyses, factor three is renamed as perceived financial

risk. Factor three is showed to include questions about cost effort and perceived risk. When

the questions are deeply analyzed, questions all about belief of high cost. Thus, a new

hypothesis is created which is H12: Perceived financial risk will influence actual usage of

online transaction applications.
Table 4.2.4: Modified Hypotheses

Hypotesis States
H1 Perfprm_ance expectancy will influence actual usage of online transaction Ejected
applications.
H2 | Perceived usefulness will influence actual usage of online transaction applications. Ejected
H3 | Perceived ease of use will influence actual usage of online transaction applications. | Ejected
H4 Percglve_d security and privacy will influence actual usage of online transaction Ejected
applications.
Perceived compatibility directly positive will influence actual usage of online| _.
H5 ; A Ejected
transaction applications
H6 | Trust directly positive will influence actual usage of online transaction applications. | Ejected
H7 | Social influence will influence actual usage of online transaction applications. Ejected
H8 | Perceived cost will influence actual usage of online transaction applications. Ejected
H9 | Perceived risk will influence actual usage of online transaction applications. Ejected
H10 | Perceived usability will influence actual usage of online transaction applications. Added
H11 | Perceived efficiency will influence actual usage of online transaction applications. Added
H12 | Perceived financial risk will influence actual usage of online transaction applications. | Added

Figure 4.1 : Modified Research Model

Perceived
Usability

Perceived
Efficiency

Perceived
Financial Risk

Usage of Online
Transaction Systems
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Output of reliability analysis shows that Cronbach’s Alpha value is 0.960, 0.953, 0.899 for
three factors shown in Table 4.2.8 and all values are smaller than Cronbach’s Alpha value

and this means all factors are reliable.

Table 4.2.5: Reliability Statistics

Cronbach’s Alpha Number of Items
Perceived Usability 0,96 15
Perceived Efficiency 0,953 10
Perceived Financial Risk 0,899 7

4.2.2 Regression Analysis

In the regression analysis part, multiple regression analysis is made to examine the
influence on independent variables (perceived usability, perceived efficiency, perceived
financial risk) on the dependent variable (actual usage of online transaction centers).

Cronbach’s Alpha reliability is 0,96 for perceived usability, 0,953 for perceived efficiency,
0,899 for perceived financial risk.. In order to analyze the model and hypotheses, multiple
regression test was made. The variables are researched p-value of the perceived efficiency
(.000) and perceived usability (.044) are shown to become less than 0.05 so, these
independent variables are determined to be statistically significant. But, since p-value of
perceived financial risk (.181) are more than 0.05 so these are found as statistically

insignificant.

So the multiple regression analysis is made without perceived financial risk factor. Then the
model is statistically significant and can be used for perceived usability and perceived
efficiency. R2 value is shown in Table 4.2.3 that independent variables explain %19,4 of
the dependent variable and perceived efficiency explains positively dependent variable
actual usage of online transaction systems (Beta=0, 768) and perceived usability explains
negatively dependent variable actual usage of online transaction systems (Beta= -0, 489),

As a result, hypothesis H10 and H11 are supported.
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Table 4.2.6: Multiple Regression

Variable B Std. Error Beta t
Perceived Usability -,498 144 -,489 -3,466
Perceived Efficiency 195 ,139 ,768 5,440
R2 =0.194, * p<0.05

The multiple regression table shows the calculation of the multiple measures to find the

regression.
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5. DISCUSSION AND CONCLUSION

In this part, the results of the study will be determined and discussed with the previous
literature. The progress of the research is viewed 32 research questions have been asked
and in order to get answers to the research questions, a model has been created with several
factors that are perceived ease of use, perceived security and privacy, trust, social influence,
performance expectancy, perceived usefulness, perceived compatibility, cost effort and
perceived risk. Additionally, nine hypotheses have been created. The hypotheses mainly
focus on if there is influence of the related factor on the using of the mobile transaction
applications. Factor analyses have been made for the these nine main factors to determine
the significant factors that influence the dependent variable which is mobile transaction
applications for mobile operators. As the result of factor analyses, three factors have
formed. The questions collected under each related factors and three factors have been
renamed as perceived usability, perceived efficiency and perceived financial risk. Later
having three main factors regression analysis are made in order to understand which factors
are significant and which factors effect usage of mobile transaction applications. Thus, a
new research model has been created with new factors: perceived usability, perceived
efficiency and perceived financial risk. The next parts include evaluation of them,

contribution, managerial implications and limitations of the research.
5.1 CONTRIBUTION

This study demonstrates on innovative thinking stemming from TAM model and finds out
critical factors from this theory which extended to understand the factors influencing
mobile transaction application usage in telecommunication sector in Turkey. Besides, the

findings of the research contribute to literature regarding adoption of new technologies.

So, the results of this research will contribute to the cumulative information for adoption of
online transaction applications in telecommunication sector. The research shows that two
factors which are perceived efficiency and perceived usability have an influence on usage

of online transaction systems.
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Especially, the research finds out a fundamental factor namely perceived efficiency that has
effect positively on adoption of mobile transaction application. For customers of operators,

this implication is same from the findings of many studies in the literature showing.

In the research about adoption of new technology, according to findings of many studies
which are in the literature part, perceived usability is generally accepted in the research.
However, in this study, perceived usability has effect negatively on actual usage of mobile
transaction application. It may be explained as the research questions for perceived
usability factor which consists various question types that are types of transaction amounts,
compatibility and effect of social influences cause more complexity. So, customers may
need more simplicity for a mobile application.

According to findings of many studies which are shown in the literature, perceived
financial risk factor negatively explains generally for actual usage of a mobile application,
especially in mobile banking applications. It was expected to find the effect of perceived
financial risk on actual usage of transaction systems same as mobile banking. However,
there was no significant result found in this study. Because of this, on the contrary of
mobile banking applications, mobile transaction applications have less transaction types to

lost money by mistake. Still future research can analyze this effect with bigger sample size.

In telecommunication sector in Turkey, there is no research about adoption of online
transaction applications. So this study is expected to contribute to literature, telecom

operators and mobile marketers.
5.2 MANAGERIAL IMPLICATIONS

Mobile application technology is still a new topic in Turkey. Although telecom operators in
Turkey have started to use increasingly this technology in their investment on innovation
especially on channel innovation as mobile transaction applications. The most attractive
way to aware of the mobile transaction applications is to provide word of mouth

development for usage of applications.

Recently, new technological developments should generate new trends in technology

sector. These are transactions without any physical place or physical shopping. The future
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of telecommunication sector may require mobile application not as a support channel but as
a fundamental channel for the operators. Since the mobile penetration is increasing in
Turkey, mobile application usage strategy looks to be suitable parallel the future habits of

the customers.

With the help of wireless internet and mobile devices, future of telecom sector seems to be
more attractive than today. Also social media usage via mobile applications will become
the main player of mobile marketing in many sectors including telecom sector. It seems that
the operators will have the tendency for social media marketing and as a transaction

channel like mobile transaction applications.
5.3 LIMITATIONS

This research has some limitations. Firstly, demographic differences between survey
respondents are not evaluated in the research model. Secondly, the current research is
limited with a small sample size. Another limitation is the generalizability of the study’s
results. All participants of the survey are from Turkey so the findings may not be applicable
to various nations. In addition, respondents of the survey can be more self-motivated than
the other respondents given that they voluntarily participated in the survey, which may
restrict the generalizability of our findings. Despite these limitations, the current study
gives valuable insights relating with expressing the process in which users decide to use
mobile applications.

5.4 FURTHER RESEARCH

In this research, the sampling frame was limited with Turkey. So, a further research would
be in an international and multicultural context in order to discover the cultural differences
among different countries on mobile transaction applications for mobile operator. As main
part of the mobile transaction applications, easiness of using it seems to gain importance on
the all transaction channels. Also wearable technology applications would be a further
research topic for the researchers interested in mobile transactions. Two transaction
services of operators that are internet and mobile application services have been the most

significant channels for the technology sector. Instead of providing face to face branch
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services, supplying electronic services lows the costs of operations. Besides, a new research
on the mobile services and the mobile transaction applications would be conducted for

telecom sector.

According to results of this study, perceived usability has a negative influence on actual
usage of transaction systems. The reason can be that, users don’t care lots of features of the
applications. They can desire to make transaction for only what they need. In future studies,

variable of simplicity and actual usage of online transaction systems can be researched.
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APPENDIX-1, Survey Questions

APPENDICES

Asagidaki faaliyetler icin Online islemler Uygulamasim ne sikhkla kullanirsiniz?

Hicbir Zaman | Nadiren Bazen Siklikla Her Zaman
Fatura Odeme
Tarife Degistirme
Lira/Bakiye Yukleme
Kalan Kullanimlar1 Kontrol Etme
Paket Satin Alma
Sikayette Bulunma
Bakiye Kontrol Etme
Asagidaki ifadelere katihm diizeyinizi 6l¢ek iizerinden degerlendiriniz.
Ne
- Katiliyorum L
Kesinlikle Katilmiyorum Ne Katiliyorum Kesinlikle
Katilmiyorum Kat Katiliyorum
1lmiyorum

Online Islemler Uygulamasi hattimi en
iyi sekilde kullanmamu saglar.

Online Islemler Uygulamas: fatura
6deme ve diger islemleri daha ¢abuk
gerceklestirmemi saglar.

Online Islemler Uygulamasi
kullandigimda zaman kazanirim.

Online islemler Uygulamasini
kullanmak operat6riimle olan
islemlerimi daha kolay yonetmemi
saglar.

Online islemler Uygulamasini
kullanmak operat6riimle olan
islemlerimin daha hizli sonuglanmasini
saglar.

Online Islemler Uygulamasini
kullanmak operatdriimle iletigime
gecmenin en uygun yoludur.

Online Islemler Uygulamasini
kullanmak hattimi kontrol etmek adina
faydalidir.
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Online Islemler Uygulamasini
kullanmak islemlerimi online olarak
yapma konusunda beni gelistirebilir.

Online Islemler Uygulamasini
kullanmay1 dgrenmek kolaydir.

Online islemler Uygulamasini
kullanmak i¢in cok fazla zihinsel ¢caba
gerekmez.

Online islemler Uygulamasini tiim
ozellikleriyle kullanmanin basit
oldugunu diisliniiyorum.

Online Islemler Uygulamasi ile
istedigim iglemi kolay bulabilirim.

Online Islemler Uygulamasini
kullanmak guvenlidir.

Online islemler Uygulanmasinin kisisel
bilgilerimi korumasi bakimindan
guvenirim,

Online islemler Uygulamasiin
giivenligi konusunda endiseli degilim.

Online Islemler Uygulamasi benim
yasam stilime/aligkanliklarima
uygundur.

Online islemler Uygulamasini
kullanmak aboneligimi yonetmek
istedigim sekle tam anlamiyla uyar.

Cep telefonum Online Islemler
Uygulamasini kullanmak igin yeterince
uygundur.

Operatoriime Online Islemler
Uygulamasinin giivenligini saglamasi
konusunda guvenebilirim.

Cep telefonumun iireticisine aldigim
cihazin Online Islemler Uygulamasini
kullanmam i¢in uygun olmasi
konusunda giivenebilirim.

Operatoriime Online Islemler
Uygulamasina giivenli bir baglanti
saglamasi1 konusunda giivenebilirim.

Tamdiklarim Online Islemler
Uygulamasini denememi dnerdiginde,
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uygulamayi kullanmay1 diistinebilirim.

Yeni teknolojileri denedigimde, kendi
deneyimlerime bagkalarimin
tavsiyelerinden daha ¢ok glvenirim.

Fikirlerine 6nem verdigim insanlar
Online Islemler Uygulamasini
kullanmaya baslamam veya kullanmaya
devam etmem gerektigini diisliniir.

Online Islemler Uygulamasini
kullanirim ¢iinkii insanlarin ¢ogu
kullaniyor.

Online islemler Uygulamasini
kullanmak fatura maliyetine neden
olabilir.

Online islemler Uygulamasini
kullanmak internet erisim maliyetine
sebep olabilir.

Online islemler Uygulamasini
kullanmak i¢in finansal limitler
bulunmaktadir.

Online islemler Uygulamasini
kullanirken endige hissederim.

Online Islemler Uygulamasini
kullanirken hata yapip
diizeltemeyecegim diye kaygilanirim.

Online Islemler Uygulamasinda parasal
islemler yapmak potansiyel bir risk
barmndirir.

Online uygulamalari kullanirken
bagkalarinin bilgilerime erigebilmesi
konusunda endige duyarim.
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