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ABSTRACT

Thisarticleinvestigatesthetechnologyacceptancefactorsinthecontextofinformationcommunication
technologyenabledagriculturalextensionservices.Behavioralintentionhasalwaysbeenaconsequence
ofthetechnologyacceptancemodel.Thepurposeofthisstudywastoexamineiftheconsequenceof
adoptionbeaneconomicbenefittothecustomer.Itexamineshowthesefactorsinfluenceperceived
economicwell-beingofsuchusers.Astratifiedsamplingprocedurewasadoptedtoobtaindatafrom
325validresponsesfromruralIndiansusingastructuredsurveyinstrument.Atwostepmethodwas
appliedtoanalysethedata.First,themeasurementmodelwascalibratedforthereliabilityandvalidity
ofconstructs.Then,thestrengthanddirectionofthehypothesizedrelationshipswereinvestigatedby
thestructuralmodelusingstructuralequationmodeling.Usersofmobileapplicationwerechecked
fortheirperceivedusefulness,perceivedeaseofuse,subjectivenormandattitudefortheirperceived
economicwell-being.Thesefourfactors,whenregressedupontheperceivedeconomicwell-being
usingstructuralequationmodelingpredictthatallbutattitudeissignificant.Thisarticleimprovises
theextanttechnologyacceptancemodelbyreplacingbehavioralintentionwithaperceivedeconomic
well-beingasaconsequence.Aconsumerwhoperceiveseconomicbenefitsismorelikelytoadoptan
innovativeproduct.Marketerscanadvertisetheeconomicbenefitssothatthetargetcustomersadopt
suchtechnologies.Bythisresearch,theauthorshaveidentifiedadifferentoutcomeforperceived
usefulness,perceivedeaseofuse, attitudeandsubjectivenorm.Anewrelationshipbetween the
exogenousvariablesperceivedusefulness,perceivedeaseofuse,subjectivenormandattitudeandthe
endogenousvariableperceivedeconomicwell-beingisestablishedbythisstudy.Behavioralintention
canbereplacedbyperceivedeconomicwell-beingastheoutcomeinthetechnologyacceptancemodel.
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INTRodUCTIoN

Low cost innovation is a challenge (Williamson & Yin 2014) and opportunity for companies
(Chesbrough2010)butitscostshouldnotcompromiseontheutilityoftheproduct(Wernerfelt1995).
Therefore,ausefullow-costproductshouldbenefittheendcustomer.“Unlessitbenefitshimheshall
notuseit”(Lundvall,2016).Thispaperlooksattherelationshipbetweenthetechnologyacceptances
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constructsforaproductanditsperceivedbenefit.Perceivedbenefitsariseifthewell-beingofthe
individualisanticipatedtochangeforbetter.Perceivedwell-beingisarelativeterm(Dieneretal.,
1993)andthereforeisabeliefaboutone’sfuture.Onecanformabeliefabouttheeconomicsituation
(Smets,1995)afteradoptionofaninnovativeproduct.Beforereapinganyeconomicbenefits,the
customershouldhaveapositiveattitudetowardssuchinnovativeproduct.

Intentiontouseisgovernedbyperceivedeaseofuse,perceivedusefulness,attitudeandsubjective
norm.Thisisbasedonthetechnologyacceptancemodel(TAM)developedbyDavis(Davis1989)
andmodifiedseveraltimeslateron.Ithasbeenarticulatedthattheintentionofusinganinformation
systemdrivestheactualuse.AkeypurposeofTAMistoprovideabasisfortracingtheimpactof
externalvariablesoninternalbeliefs,attitudes,andintentions.Perceivedeaseofuse(PEOU),perceived
usefulness(PU)andattitudeexplaintheintentionofausertouseanysystem.PUandPEOUare
beliefs(Rossiter&Braithwaite2013)anddefinedas“thedegreetowhichapersonbelievesthatusing
aparticularsystemwouldenhancehisorherperformance”and“thedegreetowhichapersonbelieves
thatusingaparticularsystemwouldbefreeofeffort”,respectively.Attitudeisdefinedas“thedegree
towhichanindividualevaluatesandassociatesthetargetsystemwithhisorherjob”(Davis,1993).

Many researcheshavemeasured intention touse.However, it doesnotmeasureanybenefit
createdfortheuser.Whiletherearenumerousmeasuresofeconomicandtangiblebenefits,aclear,
sophisticated methodology for measuring the intangible perceived economic benefits has been
developedforthefirsttime.

Thisstudyproposesthatapartfromintentiontouse,perceivedeconomicwell-beingduringuse
ofatechnologicallyinnovativeproductistheconsequenceofattitude,whichisaffectedbyPEOU
andPU,whicharethemajorbeliefsoftheuser.Characteristicsofthesystemorexternalfactorsaffect
thecognitivefactorsPEOUandPU(Davis,1989).Thereisevidenceintheliteraturedemonstratinga
positiveimpactofPUonattitude(Davis1989;Venkatesh&Davis2000).Studieshaveestablisheda
relationshipbetweenattitudeandPEWB(Li,Xiao,&Gong,2015;Lee&Glasure,2002).Furthermore,
studiesalsoshowthatPEOUhasadirectimpactonattitudeandPU(Davis,1989;Chen,Gillenson,
&Sherell,2002).

ManyinnovativeICTbasedprogramshavebeeninitiatedinruralIndiawhichishelpingfarmers
inreducingpoverty(Cecchini&Scott,2003;Jha,Pinsonneault,&Dubé,2016).Theresearchisbased
ontheprepositionthataconsumerwhobenefitseconomicallyismorelikelytouseaninnovative
product.Mobilephonesarethemostwidelyembracedtechnologies(Revels,Tojib,&Tsarenko,2010)
andmobilebasedagriculturalextensionservicesareonesuchinnovativeproduct(Aker2011).Ithas
beenreaffirmedthatfarmersmakelanduseandmanagementdecisionsthroughmobilebasedAESto
maximizetheirperceivedeconomicwell-being(Antle&Valdivia,2006).Itcanhelpinmorefarms
andsmallenterprisesbecomemoreproductivebyloweringthecostofsearchingforinformation,
addingnewskills,oradvertisingtocustomers,andaregoodforthefamilieswhichdependonthe
enterprisesfortheirlivelihoods(Donner,2009).

Thisarticlebeginswithanintroductionofthethemefollowedbyliteraturereviewsectionthat
coversexaminationof thepersistent literature.Subsequent sectionscover researchmethodology,
dataanalysisusingstructuralequationmodeling,discussiononresults,limitationsofthestudyand
theconclusion.

LITERATURE REVIEw

Perceived Economic well Being
PEWBisaneconomicoutcomeoftheindividuals’comparisonsofhiscurrentfinancialsituationto
hispastsituationandtootherpeoplewhoareimportanttohim.Thisoutputismanifestedbylevel
ofincome,havingmoneyfornecessities,abilitytohandlefinancialemergencies,amountoneowes,
levelofsavings,havingmoneyforfutureneedsandeconomiccumfinancialsecurity(Hayhoe&
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Wilhelm,1998).Thisperceptionismediatedbygenderandmostlyduetosocialization(Bristor&
Fischer,1993).Ithasbeendefinedasperceivedeconomicpositionrelativetopeers(Karraker,2014).

AlthoughresearchonincomepovertyandinequalityinIndiaisverywellestablished,therehas
beenlittleworkonperceivedindicatorsofeconomicwell-being.Duetotheintangiblenatureofsome
ofthebenefits,thesefactorsaredifficulttomonetize(Bhavnanietal.,2008).Itisfairtobelievethat
thebenefitsanddevelopmentimpactofmobilebasedAES(Mittal&Mehar,2012)outstripthese
barriersconsumer’swillingnesstopayand‘consumersurplus’canbetheproxiestoestimatethe
marketvalueplacedonsuchfactors(Deloitte&ToucheLLP,2007).LikeAESsubscribers,adopters
andusersofmobileinternetareindividualswhoplaythedualrolesoftechnologyuserandservice
consumer.Mostofthemadoptanduseitforpersonalpurposes,andthecostofvoluntaryadoption
andusageisbornebytheindividuals(Kim,Chan,&Gupta,2007).Intheirfindingtheynotedthat
consumers’perceptionofthevalueofM-Internetisaprincipaldeterminantofadoptionintention,
andtheotherbeliefsaremediatedthroughperceivedvalue.Andthispaperalsotriestoprovethe
samepoint.

Perceived ease of use
Perceivedeaseofuseisdescribedby(Davis,1989)asthebeliefthatusageofthesystemwillbefree
ofeffort.Inanexperimentonengineeringstudents,perceivedeaseofusecouldbetreatedbothasan
exogenousandanendogenousvariable(Panetal.,2005).Perceivedeaseofusewasadominantfactor
inexplainingperceivedusefulness(Igbariaetal.,1997).Inanecommerceexperimentperceived
easeofusehasbeencorrelatedwithmotivationalfactorsofarousalandconsumerself-determination
(Sun,Tai,&Tsai,2010).ExperienceandbeliefsarethedeterminantsofPEOU(Venkatesh,2000).

Perceived Usefulness
It canbedefinedas thedegree towhichapersonbelieves thatusingaparticular systemwould
enhancehisorherperformance.Asystemhighinperceivedusefulness,inturn,isoneforwhicha
userbelievesintheexistenceofapositiveuse-performancerelationship.Usefulnessisthedegreeto
whichapersonbelievesacertaintechnologywillhelptoperformaparticulartask(Read,Robertson,
&McQuilken,2011).Perceivedusefulnessof information technologyplaysa significant role in
explainingthemotivationsforwhichindividualsacceptorrejectit(Davis,1989).Usagemayresult
frombehavioralintentionderivedfrombothaperson’sattitudetowardusingacomputerandlevelof
perceivedusefulness;or,solelyfromanindividual’slevelofperceivedusefulness(Davis,Bagozzi,
&Warshaw,1989).Inastudyonbenefitsofsoilconservationitwasfoundthatunlesstheprovider’s
intendedinfluencebetemperedwithrealisticabilitytoactfarmersareunlikelytofindtheinformation
useful for conservation production decisions (Bamwine, 1997). There is a relationship between
perceivedusefulnessandperceivedvalue(Danskyetal.,1999).PUandPEOUhavebeenfound
invariantacrossdifferentofficeapplications(Doll,Hendrickson&Deng,1998).Perceivedusefulness
leadstointentofusingamobileinternet(Kim,Chan&Gupta,2007).However,relationshipbetween
perceivedusefulnessandperceivedeconomicwell-beinghasnotbeenestablished.Thisgaphasbeen
addressedinthispaper.Basedonthesefindings,thefollowinghypothesescanbetestedforamobile
applicationlikeagriculturalextensionservices:

H1:PEOUhasapositiveeffectonPUtousemobilebasedagriculturalextensionservicesinruralIndia
H2:PUhasapositiveeffectonPEWBtousemobilebasedagriculturalextensionservicesinruralIndia

Subjective Norm
Asubjectivenorm(SN)isdefinedasanindividual’sperceptionsofwhatsignificantothersthinkabout
theindividualperformingaspecificbehavior(Ajzen&Fishbein,1975).Theoryofreasonedaction
(TRA)positsthatsubjectivenormsareinfluencedbythenormativeexpectationsofotherpeopleand
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anindividual’smotivationtocomplywiththeseexpectations.Thisrelationshipissuggestedbecause
peoplemaychoosetoperformabehavioreveniftheyarenotfavorabletowardsitaslongasitis
favorabletothereferencegroup.Subjectivenorminfluencesattitudeandperceivedusefulness(Pan
etal.2005).Thetermsubjectivenormisusedheretorefertothisphenomenon,namely,theextentto
whichmembersofareferencegroupinfluenceoneanother’sbehaviorandexperiencesocialpressure
toperformparticularbehaviors(Kelman,1958).

WebsterandTrevino(1995)confirmedthatsubjectivenormcanbeuseful inexplaining the
adoptionanduseofnewmedia.SubjectivenorminteractswithPEWBtoinfluencetheftinSouthAfrica
(Pecenka&Kundhlande,2013)andinfluencedpoliticalattitudeinAmerica(Mutz&Mondak,1997).
ThispaperfillsthegapoftheinfluenceofsubjectivenormonPEWB.Basedonthesefindings,the
followinghypothesescanbetestedforamobilebasedapplicationlikeagriculturalextensionservices:

H3:SNhasapositiveeffectonPEOUtousemobilebasedagriculturalextensionservicesinruralIndia
H4:SNhasapositiveeffectonPUtousemobilebasedagriculturalextensionservicesinruralIndia
H5:SNhasapositiveeffectonPEWBtousemobilebasedagriculturalextensionservicesinruralIndia

Attitude
Attitudetowardthebehaviorreferstothedegreetowhichapersonhasafavorableorunfavorable
evaluationofthebehaviorinquestion(Ajzen,1991).Moreover,attitudeincludesjudgmentonwhether
thebehaviorunderconsiderationisgoodorbad,andwhethertheactorwantstodothebehavior
(Leonardetal.,2004).Ramayahetal.(2010)pointedthatattitudeincludesperceivedconsequences
associatedwithbehavior.Attitudeisthepsychologicalemotionroutedthroughconsumers’evaluations
and,ifpositive,behavioralintentionstendtobemorepositive(Chen&Tung,2014).Attitudetoward
behaviorisanindividual’spositiveornegativefeelingsaboutperformingthetargetbehavior,and
playsamediatingrolebetweenbehavioralbeliefsandintention(Ajzen&Fishbein1975).Studies
havefoundarelationshipbetweenattitudeandPEWB(Li,Xiao,&Gong,2015;Lee&Glasure,
2002).PUandPEOUhaveinfluencedattitudeforadoptionofmobileapplication(Kim,Yoon&Han,
2016).Socialgroupshaveinfluencedpoliticalattitudes(Mutz&Mondak,1997).

Basedonthesefindings,thefollowinghypothesescanbetestedforamobileapplicationlike
agriculturalextensionservices:

H6:SNhasapositiveeffectonattitudetousemobilebasedagriculturalextensionservicesinruralIndia
H7:PEOUhasapositiveeffectonattitudetousemobilebasedagriculturalextensionservicesin

ruralIndia
H8:PUhasapositiveeffectonattitudetousemobilebasedagriculturalextensionservicesinruralIndia
H9:AttitudehasapositiveeffectonPEWBtousemobilebasedagriculturalextensionservicesin

ruralIndia

RESEARCH METHodoLoGy

ThisstudyemphasizedonahomogeneousgroupofBottomofthePyramid(BOP)segmentwhowould
betheusersofmobileagriculturalextensionservices.Thetypeofresearchdesignwasdescriptive
innaturewhereinasurveymethodwasfollowedwiththepurposeofcollectingandanalyzingdata.
Atthefirststage,theidentificationofvariableswasdonebasedonliteraturereview.Atthesecond
stage,thestudywascarriedoutfollowingthedescriptiveresearchdesigntotestrelativesignificance
ofeachofthefactorsaffectingcustomerwealthofusersoflow-costinnovativeproductsinIndia.

Basedonthehypothesizedmodelthroughareviewoftherelatedliterature,a19-itemquestionnaire
wasdevisedasameasurementscaleforthisresearch.A3itemsubjectivenormscalewasadapted
fromVenkatesh,Morris,Davis,andDavis(2003);fouritemsforPUand3itemsforPEOUscale
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wereadoptedfromVenkateshandDavis(1996);PEWBwith6itemsfromChaudhuri,Mazumdar,
&Ghosal(2011)andathreeitemattitudescaleofAjzenandFishbein(1980)wereused.Content
validationofthequestionnairewasdonethroughtwoexpertseachfromacademiaandagricultural
scientist.Stratifiedsamplingmethodwasusedtocollectthedata.Surveyswerehandedouttoonly
thoseparticipantswhoconsentedtoparticipatevoluntarily.325validresponseswerereceived.

ThemeasurementmodelwastestedfortherelationshipamongPU,PEOU,SNandattitudeand
perceivedeconomicwell-beingusingstructuralequationmodelingbasedonthehypothesisdeveloped
intheliteraturereview.Table1showsthemean,variance,andinternalreliability,andtable2shows
interconstructcorrelations.

dATA ANALySIS

ThemeasurementmodelcontainstheconstructsPEWB,PU,PEOU,SNandAttitude.Thedescriptive
statisticsofthedataandreliabilitymentionedinTableIwasdoneusingSPSS.Themeanofthe
constructsvariesbetween3.159and3.889.

Twotestswereconductedtoexaminethereliabilityoftheitems.First,Cronbach’sαreliability
testwascarriedout.Allconstructsareabovetherecommendedcut-offpoint0.60forCronbach’sα
test(Fornell&Larcker,1981).Secondly,compositereliabilityofeachconstructis>0.7whichare
within theacceptable limits(Nunnally,1967).Allconstructsachievedcoefficientabove0.68for
Cronbach’salphaandcoefficientabove0.82forcompositereliability.Bothtestssuggestthattheitems
measuringthedesignatedconstructsarereliable.Noitemsneededtobedroppedbecauseallconstructs
achievehigherthanacceptablescoresinbothtests.TableIdepictstheresultsofthereliabilitytests.

Table 1. Mean, variance and internal reliability

Factor Mean Variance Cronbach Alpha 
α

Composite 
Reliability

AVE

PEWB 3.159 0.033 0.844 0.8846 0.5617

PEOU 3.889 0.002 0.676 0.8215 0.6056

PU 3.787 0.014 0.828 0.8861 0.6613

Attitude 3.877 0.020 0.808 0.8863 0.7224

SN 3.544 0.002 0.795 0.8795 0.7088

Table 2. Inter construct correlations

PEOU PU SN Att PEWB

PEOU 0.778

PU 0.498 0.813

SN 0.289 0.490 0.842

Att 0.490 0.576 0.562 0.850

PEWB 0.211 0.484 0.560 0.379 0.749
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Itemshaveafactorloadinghigherthan0.6withreliabilityofthescalesabove0.800,whichisas
pertheacceptablelimits(Wang&Stanley,1970).AVEandCompositeReliability(CR)predictthe
convergentvalidityofthescaleswhileAVEpredictsthediscriminantvalidityofthescales.

Construct validity comprises of four main components: face validity, convergent validity,
discriminantvalidity,andnomologicalvalidity(Hairetal.,2009).Facevaliditywasachievedby
conductingacomprehensiveliteraturereviewandfactoringtheopinionsfromagriculturalexperts
inthesurvey.Convergentvaliditywasexaminedbythestandardizedloadingsandaveragevariance
extracted(AVE)estimates.Standardizedfactorloadingsestimatesshouldbe0.5orhigherandAVE
estimatesshouldbe0.5orgreatertosuggestadequateconvergentvalidity(Hair,Black,Babin,&
Anderson,2009).Allfiveconstructsreachedthesetargets.

SincesquarerootofAVEislargerthansquaredinter-constructcorrelation(SIC)fromcorrelations
inTableII,thescaleshavediscriminantvalidity(Hair,Black,Babin,&Anderson,2009).Tocheck
forcommonmethodbias,Harman’s(1967)singlefactortestwasemployed.Resultshowedthatfirst
factoraccountedfor18.07%ofthevariancewhichislessthan50%.Hencecommonmethodbias
canberuledout.

TherelationshipsinvolvedinthepathwaysobtainedusingSEMwasanalyzedusingAMOS20.
TableIIIindicatesthemaximumlikelihoodestimatesforeachparameter,showingtheanalyticalresults
oftheresearchmodelandsuggestingthattheantecedentsofbehaviouralarehighlyrelevanttothe
theoreticalarguments.Theχ2-value,rootmeansquareerrorofapproximation(RMSEA),AGFI,TLI
andcomparativefitindex(CFI)were264.794,0.0519,0.883,0.934,and0.949,respectively.Allthese
valuesindicateanacceptablyaccuratefitfortheresearchmodel(Bollen,1989).Fromanempirical
perspective, thismodelprovidesasatisfactorysolution.Theestimateparameters (β-coefficients)
showninTableIIIdemonstratetherelationshipsofthepathwaysbytheirrespectivestandardized
regressionweights.

Thestructuralmodelisconcernedwiththedirectandindirectrelationshipsbetweenthelatent
variables.TheSEMtechniqueisthereforewellsuitedforthepresentresearchpurposes.TableIII
summarizestheresultsofthemeasurementmodel.

Itwaspossibletotestthehypothesesdevelopedforthisstudybythefinalstructuralequation
model.Thesehypothesesweretestedbyevaluatingthepathcoefficientsandthesignificancelevels
amongtheconstructs in themodel.Therelatedhypothesiswasacceptedonly if thesignificance

Table 3. Hypothesis summary

Relationship Standardised 
Estimate

S.E. C.R. p

H1 PEOU→PU .527 .117 6.246 ***

H2 PU→PEWB .339 .096 3.389 ***

H3 SubjectiveNorm→PEOU .392 .054 4.896 ***

H4 SubjectiveNorm→PU .392 .063 5.775 ***

H5 SubjectiveNorm→PEWB .495 .094 4.718 ***

H6 SubjectiveNorm→Attitude .448 .062 5.823 ***

H7 PEOU→Attitude .324 .114 3.411 ***

H8 PU→Attitude .223 .087 2.202 .028

H9 Attitude→PEWB -.121 .129 -1.047 .295

FitStatistics
χ2/df=2.006,GFI=0.919,CFI=0.949,IFI=0.950,NFI=0.905,RMSEA=0.056
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levelforeachrelationshipisbeloworequalto0.05.Forthisstudy,ninehypothesesweredeveloped.
Analysingtheresultsprovedthateighthypothesesaresupported.Theenclosedfigure1showsthe
modelwithitsvariablesandpathcoefficients.Figure1showsanSEMmodel.

dISCUSSIoN oN RESULTS

LittleresearchhasconnectedTAMconstructswithperceivedeconomicwell-being.Thisresearch
seekstorefineourknowledgeofPU,PEOU,SNandAttitudeonperceptionofeconomicwell-being
forlowcostinnovativeproductslikemobileagriculturalextensionservices.

Theobjectiveofthisresearchistounderstandapplicabilityofperceivedusage,perceivedease
ofuse,attitude,subjectivenorm,andperceivedeconomicwell-beingforIndianconsumers.Several
studieshaveexaminedtheapplicabilityoftheconceptinothercultures;however,theapplicability
oftheseconceptsinanIndiansampleislimited.Consumers’attitudesandperceptionstouseand
well-beingareinfluencedbyculturalvalues.Thiswasconfirmedby(Venkatesh&Davis,1996)that
understandingofdimensionofperceivedeaseofusecanhelpresearchersandpractitionersdesign
traininginterventionstofosterincreasedacceptanceandusage.

Thecontributionofthisresearchliesinhowstudyparticipantsunderstandthetypicaltechnology
acceptance model questions and whether they implicitly or explicitly relate them to perceived
economicwell-being.

Theresultssupporteightoftheninehypothesesandhaveacriticalratiogreaterthan1.96.PU,and
SNarepositivelyrelatedtoPEWB(β=0.339,0.495)whichissimilartothestudyofonlinebanking
byKhan&Dominic(2014),supportingH2andH5.SNhasbeenapopularsignificantpredictor,as

Figure 1. SEM model
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manypaststudiesshowedtheassociation(Hewetal.2015).Inthisstudyaswell,SNhassupported
PEOU,PU,AttitudeandPEWB,supportingH3-H6.

HubonaandBlanton(1996)measuredthepredictivecapabilitiesofPerceivedEaseofUseand
PerceivedUsefulnesstothreevariables:taskaccuracy,tasklatency(i.e.,responsetime),anduser
confidenceindecisionquality;theirfindingssuggestedthatusers’PerceivedEaseofUseaffects
the threeoutcomevariablesmuchmoresignificantly thanusers’PerceivedUsefulness.It iswell
establishedthatPUinfluencesbehavioralintention.Onsimilargrounds,thefindingsofthisstudy
showthatPEWBisdependentonPU,β=0.339withacriticalratioof3.389,supportingH2;which
cementsanotherstudyonretailcreditchoicewherePEWBhelpsinselection(Ricci&Caratelli,
2014).ThisresearchsupportstherelationshipofSNandPEWB(β=0.495,CR=4.718),proving
H5.Interactionofsocialfactorsandperceivedeconomicwell-beinginfluencedtheftinSouthAfrican
study(Pecenka&Kundhlande,2013).Inthisstudy,attitudedoesnotinfluencePEWBrejectingH9,
whichisdifferentfromanotherstudywhereanincreaseinperceivedeconomicwellbeingincreases
theattitude(Li,Xiao,&Gong,2015;Lee&Glasure,2002).

Perceivedeaseofuse,perceivedusefulnessandsocialnormsinfluenceattitudesupportingH6-
H8.Inastudyofacceptanceofmobileapplication,PEOUandPUinfluencedattitude(Kim,Yoon&
Han,2016).Perceivedeaseofuseinfluencingperceivedusefulnessisawell-establishedrelationship
(Pavlou,2003)isprovenhereasinH1withβ=0.527andCRof6.246.

MANAGERIAL IMPLICATIoNS

Surprisingly,thereisstilllackofstudiesinvestigatingtheconsequencesofTAMformobileapplications
eventhoughthemobileAESappisregardedasanimportanttoolforagri-basedcompaniesseeking
to build and expand their business and boost sales. Therefore, findings of this study may be of
significancetomarketersgivenitsusefulnessinpositioningandcommunicationdevelopmentwith
respecttoproductsandservicesthataimtoenhanceperceivedeconomicwell-beinginspecificor
oneormorelifedomains.Itwasseenthattheindividualsvaluatethemselveslargelyasafunctionof
howtheyperceivethemselveswithrespecttotheirsocietyandtheirpast.Smartphoneappscouldbe
theoptimumchannelformobileserviceoperatorstoeducatetheircustomersandconnectwiththem
onthegobyprovidingfeatureswhichareperceivedbeneficial.

Overtheyears,humanbeing’sdesiretoimproveperceivedeconomicbettermenthasnotwaned.
TheresultsofthisstudyaddnewinsightsintoTAMliteraturebyexploringitsoutcomesinthemobile
application.Perceivedusefulnesscanalsoenhancetheeconomicstatus.Therefore,marketersneedto
relateeconomicbenefitscostsandtimeofthemobilebasedapplicationwithperceivedusefulness.
Reductionoftransactioncostsduringuseofmobileapplicationsshallresultineconomicbenefitand
subsequentlyperceivedusefulness.Informationprovidedbythisapplicationshallresultsintimeand
costsofvisitingthecentre.Useofmobileapplicationscouldalsoresultintimesavingsleadingto
perceivedusefulness.Aconsumershallfindusefulnesswithinaproductforitseconomicbenefits.

Peergroupsbehavioralsodirectstheireconomicbenefits.Theirtalkcantransformtoeconomic
benefitsbytheuser.Moreover,attitudedoesnotinfluencePEWB.Thisisimportantformanagersto
knowthatattitudetowardseconomicbenefitsneednotbeworkedupon.Unlikebehavioraloutcomes,
whereattitudepositivelyinfluencesbehavior,inthisinstance,thereisnoneedtoinculcateapositive
attitude.PU,PEOUandSNshalldirectlyinfluenceperceivedeconomicwell-being.

CoNCLUSIoN

Innovationsperceivedasusefulandeasytouse,backedbyfavorablesocialnormsandattitudeisa
harbingerofbenefitstotheadopter.Thisisrelevantmoresoforthebottomofthepyramidsection.For
theirfinancialinclusion,farmersareencouragedtouseICTenabledagriculturalextensionservices.
Italsoprovidesthemanopportunitytoincreasetheircustomerwealth.
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ThepurposeofthisresearchwastousethetheoreticalframeworkofTAMandapplyperceived
economicwell-beingastheconsequenceofuseofmobilebasedagriculturalservicesinadeveloping
countrylikeIndia.TheresearchersproposethatPEWBcanbeusedasaninstrumenttomeasurethe
outcomeofacceptingalow-costinnovativeproductlikeagriculturalextensionservicesoveramobile.

Thisstudyprovidesimportantandhelpfulinformationtomarketersandresearchersinunderstand
whatinfluenceBOPfarmers’intentiontouseICTenabledagriculturalextensionservices.Ithasbeen
concludedthatmobilebasedAESisasafemethodforthesmallestfarmandnonfarmuserswhich
haveoftenbeenatthelimitsoftherecognizedwealth.

Limitations
ItwouldbeprudenttomaketheassessmentofBOPfarmer’sinformationandserviceneedsthattake
intoaccountgenderdifferencesandhavethepotentialtoaltereconomicconditionoftheusers.The
study’sfindingsmaynotbegeneralizedbeyondthepopulationwhichisgenerallyahomogenousgroup.
Secondly,theutilityofthediffusionmodelinhighscalesocietiesisnotexpectedtobesignificant
duetothehomogeneityofrespondents,extensiveinformationdissemination,andthehighlevelof
awarenessandtechnologydiffusioninthestudyarea.Thirdly,theclassificationofsubjectsintothe
variouslevelsoftreateddistributionmayhavelimitationsbecausethereareotherwaysthiscould
havebeendonebutwerenotexaminedforanysignificantdifferencesand/orimpactontheresults.

Inclusionofadditionalrurallocationsacrossdifferentgeographieswhileconductingthesurvey
mayprovideadditionalinsights.Finally,thisstudyfocusedmerelyonadoptionofAESandcanbe
expandedfurthertounderstandcontinuedusagetrendsofAES.Satisfactionasanoutputvariable
couldhavebeenincludedinthisstudy.
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