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Abstract 

Mobile communication has been developed a lot from its creation. Third generation mobile 
communication which are well known as 3G  is also the developed version of 1G, 2G, 2.5G. 
3G is now been left behind by its successor 4G. But not every country of the world has yet 
adopted the 3G technology. The aim of our study is to analyze the determinant factors which 
influence the customers’ intention to adopt this innovation: 3G acceptance in Bangladesh 
where 3G is expected to be introducing soon. This study clarifies the factors which influence 
the customers to adopt a new innovation through the established theories about acceptance of 
innovation. Also the socio demographic factors which influence individuals to accept or reject 
the innovation. For this study we have used several well known theories, like, technology 
acceptance model (TAM) and Rogers’s diffusion of innovation (DOI) theories and we have 
showed the link between our study topic and the theories. We followed the quantitative 
research approach. We have constructed five hypotheses based on socio demographic factors 
and Diffusion of Innovation model. Our study were conducted through a questionnaire survey 
which was carried on 246 responded of different age, occupation and gender to find out what 
influence the consumers’ for accept a new innovation. The result of our study shows that, 
relative advantage is the key determinate factors to influence the consumers’ intention to 
adopt with new technology, where compatibility is also another determinant factor for 
switching to new technology but not influence the consumers’ to adopt with new technology. 
Awareness level is main influential determinant for adopting with new technology which we 
have founded in our study. We have proposed a model based on the findings of this study to 
adopt with new technological innovation which have not been introduced yet in the market. 
 
Future  research needs to develop for a better understanding of the dynamic influences studied 
here after introducing the 3G technology in this market which will process the measurement 
of the core constructs used of proposed model. 
 
 
 
 
 
 
 
 
 
Keywords: Adoption, Communication process, Innovation, Technology, Uncertainty, 3G. 
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Consumers’ intention to accept a new technology: A study of 3G 
technology in Bangladesh telecom market 

 

Chapter-One. Introduction 

The introduction chapter will provide details about the research problem, research 
background. The research question, outline of the thesis and limitation of the research 
will be presented here. 

1.1 Background of the study 

From the dawn of human civilization people use many ways to communicate with each 
other. Time to time those ways of communication were changed or updated because of 
new innovation and demand. Those innovations were done by some gifted human 
beings. They used their knowledge for the well being of human society. Their work also 
inspired others to do research and invent new things which changed the history of 
human civilization. 

During the last decade, telecommunication sector has grown up as one of the most 
competitive sector in the business world. Mobile phone service providing is one of 
them. To create a successful business sector; they need to understood the customer 
needs and wants. By doing that they will be able to create a relationship with the 
customers and good relationship mean loyalty. Loyalty ensures profitability, because a 
loyal customer stays with the company for long period of time. They also learned about 
the regulatory aspects of different market after that they implemented an investment 
strategy for network, service. They also researched and implement new technologies 
(Harno, Katsianis et al. 2009). 

Innovation always makes changes for society and behavioral pattern of its habitants. 
When any kind of new innovation introduced to the society it acts as an influential 
driving force. The new technology in information and communication sector brings a 
revolutionary change in society, as well as it makes the connectivity of socio-economic 
development and increase the effectiveness of collaboration with innovative world.  For 
getting a better uses of the new technology in telecom sector it must ensure that what 
technological benefits an individual users can receive as well as the society. The 
government and the telecom company can play a vital role as policy makers and also as 
ultimate investor. Bangladesh telecom market is a fastest growing challenging market 
for all the mobile phone service providers. The current service providers are planning to 
introduce 3G services in Bangladesh telecom market this year as late introducers of this 
service.  

“3G-that is, the transmission of data to mobile handsets at speeds above 384 kbps” 
(Curwen 2005). 3G technology can meet the demand of those customers who seeks a 
high speed communication supports for voice, video, web surfing and transferring of 
data. To capture the market, being technological advance and also to full fill the 
expectation of the users or customers mobile phone operators investing lots of capital to 
introduce this 3G technology in Bangladesh also to build a well structured for 3G 
service in Bangladesh (Chong, Darmawan, Boom Ooi, & Hsien Lee, 2010, p. 71-72). 

But it is also complex to adopt this new technology where people are not so much aware 
about the 3G technology. So when those telecom companies of Bangladesh will 
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introduce 3G technology, they will face some uncertainties. Two most critical 
uncertainties are majority of the customers is ready to adopt with new technology and 
when they will do so. For reducing these uncertainties, marketing manager will face a 
big challenge while implementing the marketing strategy (Van Ittersum and Feinberg 
2010). 

For avoiding or reducing the risks from these uncertainties, there are some ways which 
has originated from some research about adoption of technological innovation. To 
reduce the uncertainties of adoption of consumers in technological innovation or when a 
new technology is going to be introduced in the market; the total target market have to 
be surveyed for the customers intentions of acceptance the new technology where 
maximum consumers are totally unaware about this new technology (Silk and Urban 
1978).  

Consumers’ intention to accept a new technology depends on many different important 
features; like attitude towards the product, subjective norms, perceived usefulness, 
intention and many more. “Self-reported purchase intentions for the new product or 
concept are measured and used as a proxy variable. Intentions are also often used to 
predict sales over time for existing products among different market segments, models 
relating demographic, psychographic, or other characteristics of consumers to purchase 
intentions are often developed”(Young, DeSarbo et al. 1998). 

There are ways to measures intention which forecast the acceptance behavior in the 
society. From that perspective, intention is one of the most precise indicators of human 
behavioral science. Research conducted on social psychology suggested that, to learn 
about the behavior one should focused on the intention, because intention control the 
actual behavior of the person (Silk and Urban 1978; Fishbein 2005). 

1.2 Overview of Mobile phone industry in Bangladesh 

Bangladesh is one of the developing countries in the world; it is also one of the 
emerging markets for the telecommunication sector. Among the total population of 
150,093,000 person mobile phone users are 65,142,000 people approximately; around 
40.2% of the total population uses mobile phone in Bangladesh (Bangladesh 
Telecommunication Regulatory Commissions, 2011). There are six (06) mobile phone 
service providers in Bangladesh; among them one (01) is owned by the government of 
Bangladesh rest are joint venture with multinational telecom companies. The companies 
are Grameen Phone Ltd. (GP), Robi Axiata Limited (Robi), Orascom Telecom 
Bangladesh Limited (Banglalink), Airtel Bangladesh Limited (Airtel), Pacific 
Bangladesh Telecom Limited (Citycell) and Tele talk Bangladesh Ltd. (Teletalk) ( 
Bangladesh Telecommunication Regulatory Commissions, 2011). 

These companies have their own terms and conditions with their host companies to 
conduct business in Bangladesh. Also they follow the rules and regulation of the 
Bangladesh government to conduct a legal business. These companies use CDMA and 
GSM technology to provide services to the users. To gain market share they provide 
better service and offers to the customers.  

They use different strategies for individual market, due to the different awareness level 
and purchase intention of individual market. GPRS and EDAGE system are the latest 
technology that is used by the mobile phone service provider for providing services to 
the users. To provide more up to date services the telecom service providers will soon 
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introduce 3G technology in Bangladesh for the first time. Both the telecom companies 
and the telecom users of Bangladesh have waited all these years to use this technology 
from the time of its commercial launch.  

 

1.3 Problem Definition 

Consumers are frequently confronted with new technological innovation where they 
need to adopt with new behaviors based on their needs and demands that may lead to 
change their previous behavior (Castano, Sujan, Kacker & Sujan, 2008; Lehmann, 
1994; Urban, Weinberg & Hauser, 1996).  
 
The adoption of new technological innovation is not only a matter like that whether 
consumers will prefer to use or not use the new technology or subscribe to the new 
service but also a combination of some particular reasons which led to the consumers 
for adoption with new technology and subscription of this particular service (Chong et 
al., 2010, p. 71-72). 
 
Some degree of uncertainty is being frequently associated with a new innovation where 
members of the social system always collect information about consequences of 
innovation in deciding whether to adopt or reject the innovation.  For that reason, the 
innovation-adoption process is essentially an information-seeking and processing 
activity in which individuals gathers information about new innovation like 3G 
technology (Cavusoglu, Hu et al. 2010). 

Mobile phone industry always brings new technology to meet the advanced needs of 
customers with capturing the opportunity (Pagani, 2004). New technology like 3G 
endows with a wide variety of audio, video and data services which become more 
attractive to consumers’ when it combines with high speed internet (Adler 2004; Lu, Yu 
et al. 2005).In most countries, the actual usage of 3G technology has not been met the 
expectation of service providers (Agarwal, Wang et al. 2007). To avoid the high rate of 
failure of new technological innovation, it requires more research before it is 
introduced. 
 

1.4 Research question 

• What are the determinant factors for influencing the customers’ intention to 
accept 3G technology? 

 

 1.5 Purpose of the Thesis  

The main purpose of our thesis is to explore the determinant factors which influence the 
consumers’ intentions to adopt with a new technological innovation in Bangladesh 
telecommunication sector by using the ‘Diffusion of Innovation (DOI)’ theory.  
 
Our aim is to find  consumers’ intentions to adopt and switch in 3G technology in 
Bangladesh telecom market; in this manner further information will help the operators’ 
to take effective marketing strategy for telecom users.   
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1.6 Delimitations  

In our thesis, there are some prominent limitations that we believe justify concentration. 
Our main limitation is that, we only addressed the consumers’ acceptance of new 
innovation. Because we did not focus more on consumers’ attitude towards the mobile 
phone services which is the preoccupation of adoptability with technological innovation 
of mobile phone.    

Besides that, our research was inadequate in geographical aspect because it only 
focused on the capital city Dhaka where in other cities has greater number of users 
which made the biasness into data collection process. Moreover, we prepared our 
questionnaire in English for our respondents. Though our respondents answered it 
calmly, it was also limited by certain group of people. 

Another limitation of our study is that, we did not focus on the pricing of 3G services, 
because of being not introduced 3G technology in Bangladesh telecom market where 
price is another determinant factors to adopt with a new technological innovation. 

1.7 Outline of the thesis 

We divided our thesis into six (06) chapters for getting the better understanding of our 
research. Each chapter contains a separate issues to others chapter. In the following, we 
have to show a framework of our thesis. 
 
Chapter 1: Introduces our topics of the research and describe the background under 
chosen topics. We have also set the research question, objective of the research and 
limitations of our research. 
 
Chapter 2: In this chapter we provide the theories and concepts which been used for the 
purpose of this study. 
 
Chapter 3: Presents a total overview of the methodological aspect which approach used 
to conduct the research and deliberations have taken to finish our thesis. 
 
Chapter 4: This chapter is introducing to the empirical findings based on the collective 
data from the survey.  
 
Chapter 5: The findings have been analyzed in this part. 
 
Chapter 6: Finally in this chapter we have discussed our findings and drawn a 
conclusion.  
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Chapter-Two. Theoretical Framework 

In this chapter, we reviewed and exploited of previous researcher papers which been 
conducted on same research field. Also why we have chosen the topic, research 
approach been presented in this chapter. Also overall relevant literature been discussed 
to support our study purpose.   

2.1 Definition of related terms  

Innovation 

In a frequently changing and an extremely competitive world, innovation brings out an 
imperative source of competitive advantage or even an endurance necessity. Every new 
product or process or service instigates from a new idea, opportunity and addresses 
customer needs (Sheu and Lee 2011). Innovation is usually perceived as an outcome of 
a collision among new idea, technological opportunities and user needs (Lundvall 
1988). Traditionally, industrial firm developed new technologies for being developed 
their own products (Wyld & Maurin, 2009). 

According to Rogers (2003, p.12), Innovation is an idea, practice or object which is 
seen as new through an individual of adoption. New object is always measured by the 
laps of time since its first use or discovery to users or industries. The perceived newness 
of the idea for the individual may determine his or her reaction to it where newness of 
innovation can be addressed as knowledge, persuasion or a decision to adopt. Though a 
person might know about the innovation but did not extend a favorable or unfavorable 
attitude towards it, nor adopt it or reject it.  

For example, in Bangladesh a handful of farmers are using the modern machineries, 
which is helping them to cultivate the lands more effectively also in less time. Also 
there are others who know about those machineries but still using the traditional ways 
cultivation. Because not all of them can bear the cost of buying those machineries also 
there is a chance that they did not come to a decision (The Citizen, 2011). 

Technology 

Technology is the making, practice and acquaintance of tools, techniques, systems or 
methods of organization which is being used for solving the problem and offering the 
more benefits to users. According to Rogers (2003, p.13), Technology is the design for 
instrumental action which reduces the uncertainty in the cause-effect relationships to 
involve in achieving and maintaining a desired outcome. It is a mixture of both software 
and hardware.  

Adoption  

By adoption we understand a decision to accept an innovation and use it properly as 
possible (Rogers, 2003). 

Rate of Adoption 

People live in a society with each others, innovation is accepted and use by those 
members of the society. Rate of Innovation is the relative speed of an Innovation which 
is adopted by members of a social system. Usually, the length of time is required to 
measure the rate of innovation for a certain percentage of the members of a system to 
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adopt an innovation. It is also measured the number of individuals who adopt a new 
idea in a specific period (Rogers, 2003, p. 221).      

Uncertainty  

“Uncertainty is the degree to which a number of alternatives are perceived; with respect 
to the occurrence of an event and the probability of those alternatives” (Rogers, 2003, p. 
6). 

2.2 The role of technological Innovation and Adoption in context of 3G technology 

The impact of the study about Technological innovation and adoption is not new and 
has been started from the last 20 years. But the main differences is that, when compare 
with past, current IT technologies are more focusing on the adoption of Internet related 
technology (Chong et al., 2010). When wireless mobile activity has been growing 
rapidly since last decade, marketers need to pay their attention towards user acceptance 
of 3G technology. In context of Bangladesh, Research based on consumers’ acceptance 
of 3G technology will be enormously precious in providing useful information, 
especially for 3G Mobile internet development and implementation in the market 
(Phuangthong & Malisawan, 2005). For any kind of technological innovation like the 
mobile technology and its service development, it is always based on consumer 
acceptance with focused on their future requirements (Kumar 1997; Nagel 2003). 
During the rising of 3G technology in earlier age, it is the most important to study on 
consumers’ motive and their choice decisions on 3G. To perform their choice behavior 
towards technological innovations, there are many motivational factors. But there are 
two determinants points: the benefits of technology and the pricing policy of service 
(Benady, 2002). 

Consumers are regularly confronted to adopt with new behaviors through innovations. 
When the innovations are not so much continuous, it creates uncertainties for taking 
adoption decisions from other types of decision making (Hoeffler 2003). For adoption 
of 3G technology is not only the matter of customers choosing to use or not use this 
technology or subscribing to this services but also a assortment of reasons which led to 
adopt with this particular service (Chong et al., 2010). “Communication strategies for 
new products that promote adoption in the near future should encourage process 
simulation to reduce switching-cost and affective-cost uncertainties, alleviate anxiety, 
and increase behavioral intentions”(Castaño et al., 2008).  

For consumers’ acceptance of new technology, there are some popular technology 
adoption models like Technology Acceptance Model (TAM) from Davis, F.D. (1985), 
Diffusion of Innovation Model (DOI) from Rogers (1962, 1983, 1995, and 2003).  
These models have been applied for various technological innovation and adoption 
aspects. But, for individual behavior to adopt with a new technology, Technology 
Acceptance Model (TAM) and Diffusion of Innovation model are two most common 
adoption models.    

2.3 Theory 

2.3.1 Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM) originated from the Theory of Reasoned 
Action (TRA) (Ajzen, & Fishbein, 1975). For getting a better understanding of TAM, 
we need to start to make an outline of TRA, because TRA presents the most theoretical 
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Attitude 

 

Subjective 
Norm 

 

Intention 

 

Behavior 

aspects of TAM. Davis (1985) contained two construct for developing the TAM; one of 
the construct is perceived usefulness (PU) and the other one is perceived ease of use 
(PEOU). 

The TRA has originated from the individual’s behavioral intention to perform their 
behavior. It also helps to get the better understanding of person’s attitude towards their 
purchasing habit. The TRA refers that, people are more rational for their purchase 
behavior and they take the actions before performing a behavior (Ajzen & Fishbein, 
1975, p. 5). The TRA specifies that, an individual’s intention to perform a behavior is 
the direct determinant of performing an actual behavior (Ajzen & Fishbein, 1975, p. 
288). In addition, an individual intention is also jointly determined by attitude toward 
performing the behavior and subjective norms. The term attitude refers the positive or 
negative assessment toward the performing behavior (Ajzen & Fishbein 1975, p. 216).  
Subjective norm refers to “the person’s perception that most people who are important 
to him think he should or should not perform the behavior in question” (Ajzen & 
Fishbein 1975, p. 302). So, Subjective norm is the sum of normative beliefs. We agree 
that, normative beliefs come from the some attitudinal components, because of “It is 
useful to maintain the distinction between beliefs about the consequences of performing 
a behavior and beliefs about expectations of relevant referents” (Ajzen & Fishbein 
1975, p. 304). The TRA model is presented in Figure 2.1. 

 

 

 

 

 

 

 

 

 

 

Figure 2.1 Theory of Reasoned Action (TRA) 

Source: Ajzen & Fishbein, (1980), p. 8  

One of the important characteristics of the TRA model is the argument that, “in order to 
obtain a correct specification of the causal determinants of behavior, the psychological 
variables of the model should be defined and measured at a level of specificity that 
corresponds to the behavioral criterion to be explained” (Davis, 1985, p. 19). 

Based on this Fishbein paradigm, Technology Acceptance Model was proposed by 
Davis (1985) for explaining and forecasting the individual behavioral intentions toward 
the new technological innovation. According to the TAM model, “a potential user’s 
overall attitude toward using a given system is hypothesized to be a major determinant 
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of whether or not he actually uses it. Attitude toward using, in turn, is a function of two 
major beliefs: perceived usefulness and perceived ease of use” (Davis, 1985, p.24). 
Perceived usefulness is manipulated with a causal effect by perceived ease of use.   
Perceived usefulness and perceived ease of use are influenced directly through design 
features. In the Fishbein paradigm, while design features go down the external 
variables, it will not be classified for any direct effect on attitude or behavior, instead of 
affecting these variables indirectly through perceived usefulness and perceived ease of 
use (Davis 1985). The TAM model is presented in Figure 2.2. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2 Technology Acceptance Model (TAM) 

Source: Davis et al., (1985), p. 24 

According to Davis (1985), “Perceived usefulness is the degree to which a person 
believes that using a particular system would enhance his or her job performance. 
Perceived ease of use is the degree to which a person believes that using a particular 
system would be free of Physical and mental effort.” 

TAM is the most beneficial and widely acceptable model for predicting and explaining 
the consumer’s attitude towards the new technological innovation when TAM has 
introduced. However, TAM has been criticized with its limitations because it only 
focuses on the effect of technology.  
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In fact, the use of technology is determined by the behavioral intention of individual. 
Even though, an individual attitude towards the use of technology determines the 
behavioral intention. PU and PEOU are jointly formed the attitude where PU is 
manipulated through PEOU and other external variables like design features, user 
characteristics and others. Therefore, the original TAM modified by the Davis et al. 
(1989) where attitude does not significantly reconcile beliefs-intention relationship. 
They also argued that, the accuracy of the TAM may be influenced by a user’s 
experience. For that reasons, they proposed two version of TAM; one for pre-
implementation stage and other for post implementation stage. TAM forecasts 
technology acceptance through perceptions (while ease of use prior to actual behavior) 
in the pre-implementation stage and PU has an effect on the behavioral intention (while 
ease of use does not exist to the behavior) in post-implementation stage (Wang, Lo et al. 
2008). 

Due to some criticism of TAM, extended version TAM was developed to better explain 
and predict behavioral intention of an individual by Venkatesh & Davis (2000). They 
excluded the attitude from the TAM and called it “Extended version of TAM”; because 
they identified that, behavioral intention of individual is directly affected by PU and 
PEOU.  

The Extended version of TAM is presented in Figure 2.3. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.3 Extended version of Technology Acceptance Model (TAM) 

Source: Davis et al., (1985), p. 43 
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In research on adoption of new technology, the technology acceptance model (TA M) is 
the most widely used theoretical model (Chau 1996; Venkatesh, Morris et al. 2003). For 
individual technology adoption and use, TA M has been very predictive and has been 
also applied to a range of technologies adoption and use (Brown, Dennis et al. 2010).  

 

2.3.2 Diffusion of Innovation theory (DOI) 

There are different ways of communication to communicate with people regarding 
different issues. By using suitable communication ways the inventors, marketers spread 
the word about new or existing service or product at the society. “Diffusion is the 
process in which an innovation is communicated through certain channels over time 
among the members of a social system. It is a special type of communication, in that the 
massages are concerned with new ideas” (Rogers, 2003, p. 05). 

Rogers have mentioned that there are four (04) elements in diffusion process. They are:  

1. Innovation: It is an idea; this idea is perceived by a person to adopt it. The idea 
measured new by looking at its first use from its time of discovery. People who 
know about the innovation but did not adopt the innovation also exist, because 
that person did not develop a positive or negative attitude to adopt the 
innovation. 

2. Communication channels: Diffusion is an effective communication process. 
Through this process several people can be informed about an innovation, it 
links both person who have the knowledge and experience about the innovation 
and also that person who do not have it.  

3. Time: To make a decision every person required time. For innovation decision 
process time is required too. Due to the relevant knowledge of innovation have 
to reached to the people, then those people will need time to made a positive or 
unfavorable attitude towards the innovation, after that they will come to a 
decision to adopt or reject the idea all these process required time. 

4. Social system: A social system contains members of the society who works to 
gather to solve problems and accomplish a common goal. These members can be 
individuals, informal groups, organizations.  (Rogers, 2003, p. 11)  

 

To understand about the diffusion of innovation we need to know about the adopters 
who will adopt the innovation and also about the attribute which influence them to 
adopt the innovation. Everett M. Rogers (1962, 1983, 1995, 2003) developed a theory 
about the diffusion of innovation, which in know as the ‘Rogers Innovation of Diffusion 
theory’. In the theory he mentioned about five (05) types of adopters who adopt an 
innovation time to time. They are: inventors, early adopters, early majority, late 
majority and the last one known as laggards. The innovation adoption process is 
presented in a bell curve in Figure 2.7. 
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Figure 2.4: The innovation adoption process 

Source: Rogers, (2003), p. 281 

 

Innovators: They are the first group of people who adopt the new idea or innovation 
before any others. Because of their interest towards new ideas they put them into a new 
level of new network as cosmopolite. They are 2.5% of the total adopter group. 

Early adopters: These people are the second group after the inventors. They are very 
much careful while adopting a new innovation or idea. They stay in the local society 
and work as an opinion leaders for others. They are around 13.5% of the total adopter 
group.  

Early majority:  This group takes more time then early adopter to think before taking a 
decision also they look for other people or groups experience while taking a decision. 
But a positive thing in this group is that they accept a change very quickly. They hold 
34% of the total adopter group. 

Late majority:  Like the early majority they are also the large group in the adopter 
categorization, they also hold 34% of the total adopter group. But like others they just 
do not go for the new innovation they adopt an innovation when majority of the people 
have already used or using them.  

Laggards: They are the last group of people in adopter categorization of Rogers. These 
people are very much traditional, they like the old style which they are using for long. 
They are not that much open for adopting a new idea or innovation. They hold the rest 
16% of the adopter group (Rogers, 2003, p. 281-285). 

There are also some attributes of innovation which influence the adopters to adopt the 
new innovation in different ways. About them Rogers have mentioned in the theory of 
‘Diffusion of innovation’.  As per Rogers those attributes are: relative advantage, 
compatibility, complexity, trialability and observability. 

1. Relative advantage: It refers that the new innovation or idea is better than the 
previous one or the current one which being uses by all. 

2. Compatibility:  The new idea is dependable for all those adopters who have the 
existing values, past experience and the need of potential adopters. 
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3. Complexity: It means the difficulty to understand and learn about the new 
innovation also the process to use it. 

4. Trialability:  It is the degree to which an innovation needs to be experimented 
on a limit basis before commercial launching. 

5. Observability:   it refers the result of an innovation, if the results are easy to 
seen by all then there is a good chance of adoption by all (Rogers, 2003, p. 15-
16).  

2.4 Choice of Theory  

This study is basically conducted to understand what factors influence consumers’ 
intention to adopt a new innovation as well as to identify uncertainty which might be 
there in Bangladesh telecom market when 3G will be introduced. For this study, Rogers 
DOI (Diffusion of innovation) theory has been followed out of other important models; 
like TAM (Technologies acceptance model). Rogers DOI model been used in many 
other relevant studies which concerns the adoption of new technology such as 3G 
technology.  

For studying innovation adoption, the Diffusion of Innovation  provides a key 
conceptual framework with five factors which influence the rate of diffusion of an 
innovation like 3G technology in Mobile Phone (Wilson, Daniel et al. 2008) . A careful 
review of some relevant study shows that, relative advantage of new technological 
innovation have a significant and positive influence on consumers’ intention toward the 
adoption of new innovations (Hsu et al., 2007; Luarn & Lin, 2005; Teo & Pok, 2003). A 
strong evidence of some empirical studies supports that, compatibility is also a 
determinant factor to influence the consumers’ intention to adopt with Internet banking 
(Tan, M., & Teo, T. S. H. , 2000), Information technology (Cooper & Zmud, 1990), 
mobile games (Kleijnen et al., 2004) and Multi‐Media Service (Hsu et al., 2007).  

In addition, DOI model Rogers mentioned that diffusion is a process where an 
innovation is communicated with the members of the society by different channels 
(Rogers, 2003, p. 05). He also talked about the uncertainty which is present while 
diffusion of innovation. He also mentioned about the four (04) main elements of 
diffusion process; 1. An innovation, 2.Communication channels, 3. Time and 4. Social 
system (Rogers, 2003, p. 11). Also other attributes which influence the adopters to 
adopt new innovation in different ways, those attributes are: relative advantage, 
compatibility, complexity, trialability and observability (Rogers, 2003, p. 15). 

Rogers also talked about different types of adopters of innovation, who will select, take 
decision and adopt an innovation. Their market size is also different from each other 
due to their character for pursuing an innovation (Rogers, 2003, p. 281)  

Bangladeshi telecom market current scenario and the diffusion of innovation like 3G for 
that market; perfectly fit the DOI theory for our study due to above mentioned points 
which is described perfectly by Rogers. 

2.5 Influence of Socio-demographic Factors on adoption of new technology 

Diffusion of Innovations is a way of spread out concepts and ideas, technical 
information and practices within a social system through communication and influence 
where these communication and influence adjust an adopter have to adopt an innovation 
(Rogers, 2003). Adopter has a social entity including individuals, groups, organizations, 
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or national politics where diffusion of innovation process differs depending on the 
social entity of adopters (Wejnert 2002).  

Social scientist has long been interested to identify the socio demographic factors that 
influence the spread of innovation across groups, communities, societies and countries 
(Wejnert 2002). Socio-demographic factors influence people to perform behavior for 
adopting with new innovation where differences prevailing between men and women, 
young and old, educated and uneducated, married and unmarried, rich and poor 
(Fishbein 2005).   
 
Gender based differences have been identified in different aspects of consumer behavior 
including purchasing behavior, attitude toward shopping behavior etc (Pahl 1990); 
(Jansen-Verbeke 1987). Venkatesh, Morris et al. (2000) showed on their research, men 
are more influenced by their perceptions of perceived usefulness than are women; where 
perceived usefulness is worked as relative advantage.  
 

2.6 Research Model and Hypotheses development 

 

                                        

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.5: Conceptual Model to accept 3G technology in Mobile phone based on DOI 
by Rogers (2003). 

2.6 Construction of Hypotheses 

The purpose of this research is to explore the determinants factors which influence the 
consumers’ intention to adopt with 3G technology in Bangladesh. Consequently, the 
proposed hypotheses of this research which relate with the determinant factors 
identified may affect the consumers’ intention to adopt with technological innovation. 
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Consumers’ intention to adopt with 3G technology has been identified as dependent 
variable while all other variables will be analyzed as independent variables.  

Awareness level and adoption with 3G technology 

Awareness level is the preliminary stage of any technological innovation which is the 
significant determinants to accept or reject the technological innovation. While 3G 
technology is totally an unknown and new innovation in Bangladesh, awareness level of 
technological innovation will influence the consumers’ intentions to accept 3G 
technology.  
  
H1a: Awareness level of 3G technology influences the consumers’ intention to adopt with 
3G technology.  
 
H1b: Awareness level of 3G technology influences the consumers’ intention to switch 
3G technology. 

Relative Advantage 

New technological innovation brings out a relative advantage over the existing services 
for consumers. The relative advantage of new technology over existing services is 
positively related with the rates of adoption (Clarke 2003; Richards and Van Belle 
2006). 3G technology of mobile phone will enable to deliver the new services like high 
speed internet as well as visual communication at anywhere in anytime and offer the 
relative advantages for those users who prefer to hear and see the other people at the 
same time who communicate with him or her ;called as video calling.  
 
 H2: The relative advantage of 3G technology will increase the consumers’ intention to 
adopt with 3G technology.  
 
H2a: High speed internet will motivate only particular professional groups for 
increasing intention to adopt with 3G technology. 
 
H2b: Video calling will motivate only particular professional groups for increasing 
intention to adopt with 3G technology. 
 
H2c: Mobile live TV will motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 
 
H2d: Online gaming will motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 
 
H2e: Video, Movies and songs downloading will motivate the particular professional 
groups for increasing intention to adopt with 3G technology determine. 
 
 

Compatibility 

According to Agarwal and Prasad (1998), compatibility is more described while an 
innovation maintains the user’s lifestyle and values; an innovation will be adopted 
rapidly through consumers’ after it is introduce. Therefore, user identifies his or her 
mobile phone service to be more compatible with his or her lifestyle on mobile phone 
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and then the user will be adopted with new technological innovation in mobile phone 
like 3G technology. 
 
H3a: Monthly expenditure on mobile phone influences to adopt with 3G technology. 
 
H3b: Monthly expenditure on mobile phone influences to switch 3G technology. 

Complexity 

Complexity is the level of difficulty to understand and use of new technological 
innovation. To reduce the complexity of new innovation, promotion plays an important 
role for its acceptance to the consumers. When consumers are not so much aware or do 
not have enough technological skill about technological innovation, promotional 
activities then create affects on consumers to adopt with technological innovation ( 
(Richards and Van Belle 2006). Based on the reduction of complexity for 3G 
technology, hypotheses is being developed in the following: 
 
H4a: The effect of Promotional activities differs with gender to adopt with 3G technology. 

H4b: The effect of Promotional activities differs with professions to adopt with 3G 
technology. 

Trialability 

Trialability can be defined as the degree to which gives the opportunity to experiment 
with new technology with limited basis which makes the potential adopters more 
comfortable using new technology to adopt with innovation (Richards and Van Belle 
2006). In Bangladesh, 3G technology have not introduced yet, as a result this research is 
limited with the use of trialability options from Diffusion of Innovation model (Rogers, 
2003). We choose the lifestyle measures of users which make a little connection 
between trialability and self efficacy options with 3G technology. Based on these issues, 
hypothesis is being developed in the following: 
 
H5: Lifestyle of consumers will affect on decision to switch in 3G technology.  
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Chapter-Three. Research Method 

In this chapter, we will discuss the scientific method, which provides a solid base to our 
study. Since the theories have influenced the result of the study, so it is essential to make 
aware the reader of these methods.   

3.1. Choice of topics 

For choosing the topic of our thesis, from the beginning we have the common interest to 
work on an issue which will be effective for our country and as well as relevant to our 
study. Then we came up to the subject of consumers acceptance for new technology; a 
study of 3G technology in Bangladesh telecom market. Reason behind on this topic is, 
3G technology has not been introduced yet in Bangladesh; the market is not studied 
from the consumer view point which is going to face a new technological innovation 
and consumers have to make a decision to adopt or to reject that innovation. Both the 
marketers and the consumers will be in interesting position, to collect valuable data, 
information regarding consumers’ acceptance for new technology. Through this topic, 
we will be able to find out the gap between literature and real life situation regarding on 
consumer acceptance of new technology in context of developing countries like 
Bangladesh, where telecom market is one of the fast growing market in the world. So, 
we started to study different authors’ research papers, articles regarding consumer 
acceptance of new technological innovation like 3G.   

3.2. Research philosophy 

Ontology can be concerned with the nature of social entities where reality should be 
considered objectivist as social entities or reality can be considered social constructivist 
with perceptions and action of social actors (Bryman & Bell, 2007, p. 22). Ontological 
positions are classified into two categories which are Objectivism and Constructionism. 
The differences of this two ontological positions can be exemplified with two most 
familiar and fundamental aspects in social science which are organization and culture 
(Bryman & Bell, 2007, p. 22). 

Objectivism refers as an ontological orientation which states that social entities exist in 
reality to the researcher and the meanings of those social entities have a realism which 
is independent of the researcher. It entails that, social entities and the categories that we 
can use in everyday discussion have a realism which is always independent from actors 
of society (Bryman & Bell, 2007, p. 22, Saunders, Lewis, & Thornhil, 2007, p. 108). On 
the other hand, Constructionism represents that social entities is a constructive nature 
which affected by social actors and these social actors have an influence on social 
entities and its meanings (Bryman & Bell, 2007, p. 22-23; Saunders et al., 2007, p. 108). 

In our research, consumer acceptance of new technology is depended on some key 
determinants like design features (Davis, 1985), relative advantage, compatibility and 
complexity (Rogers, 2003, p. 15-16). These key determinants always motivate 
consumers to adopt with new innovation which may fulfill the objective of social actors. 
In conclusion, the ontological position of our research has based on objectivism.  

Epistemology is “an area of philosophy that is concerned with how knowledge is 
established” (Kent, 2007, p.48). In more words, Epistemology issue concerns what 
constitutes acceptable knowledge in a discipline where two approaches always 
investigate: Positivism and Interpretivism (Bryman & Bell, 2007, p.16-17; Saunders et 
al., 2007, p. 102). 
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“Positivism is an epistemological position that advocates the application of the methods 
of the natural sciences to the study of social reality and beyond” (Bryman & Bell, 2007, 
p.16). While working with existing theories in a social reality with raw data, it develops 
hypotheses and it also needs to make a relationship with research and findings 
(Saunders et al., 2007, p.103). Interpretivism refers the way of understanding of the data 
through interpreting the social reality which strains the differences between natural 
sciences and social sciences. When positivist approach is not able to give the answer of 
research question, the social scientist might choose the interpretive approach which can 
draw a new interesting findings relate with social reality. Interpretivism approach is 
appropriate in qualitative research where positivism uses in quantitative study (Bryman 
& Bell 2007, p.17-18). 
 
In our research, we try to find out the determinant factors which influence the 
consumers to accept the 3G technology. To answer our research question and test 
hypotheses, we can follow the quantitative approach. Due to that reason, our 
epistemological position of our research is positivism. With ontological and 
epistemological considerations, our research philosophy is developed by the constructed 
approach of reality where realities are interpreted with social behavior. So, our research 
approach is based on both objectivism and positivism. 

3.3. Research approach 

To conduct a research, there are basically two research approaches which are: 
Deduction and Induction. These research approaches depend on how the study relates 
with the theory of social entities like reality whether research will be inductive or 
deductive. To apply one of these approaches on research, researcher should maintain the 
particular process of each approach (Bryman & Bell, 2007; Kent, 2007; Saunders et al., 
2007).   

Deductive approach represents the relationship between theory and research which is 
the most frequent view of the nature. It is a logical process where a conclusion drawn 
from a set of premises. Deductive approach in research starts with a theory where the 
researcher concerns about that particular theory and its theoretical considerations. Then 
researcher must develop testable hypothesis or hypotheses which should be subjected to 
empirical study. To test hypothesis, researcher need to be more specific in data 
collection procedure. After that, Researcher will translate this examined hypothesis into 
researchable social entities. The deductive process appears linear where one step 
follows the other steps in a logical order (Bryman & Bell, 2007, p. 11-13). 

The inductive approach works from specific observations to broader generalizations and 
theories where social scientist investigates the feelings of human being regarding with 
nature. It is much more appropriate for qualitative study though sometimes it begins 
with quantitative data. After data collection, researchers analyze data and formulate 
some tentative hypotheses that we can explore, and finally end up with developing 
conclusion or theory when no previous theory had developed in this field (Saunders et 
al. 2007, p. 118).  
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Figure 3.1 Deductive vs. inductive approach (adapted from Bryman & Bell, 2007, p. 12-
14). 

In our research, Theories regarding on consumer acceptance like adoption of new 
technology have formulated the consumer acceptance of new technology in 3G 
perspective and based on this theory, collected data were analyzed to draw a conclusion. 
For that reason, we chose deductive approach for our research where we work more 
specific like 3G technology in Bangladesh telecom market. So, Deductive approach 
applied on our research. 

To move with research methods, there are two approaches: quantitative and qualitative.  
Quantitative and qualitative approaches are most used in business and management 
research to distinguish between both data collection techniques and data analysis 
procedures with focusing on numeric (number) or non numeric (words) data (Saunders 
et al. 2007, p. 145). 

In Quantitative research, the collection of data and analysis of data are normally 
quantified and it is always deductive process, objectivist and incorporates a natural 
science model in research strategy. In contrast, qualitative research is always more focus 
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on words than numerical data where research process is inductive, constructivist and 
interpretivist in research philosophy (Bryman & Bell, 2007). 

We have chosen deductive strategy for our research. For identifying the consumers’ 
acceptance of new technology in 3G context, we need to follow quantitative approach to 
investigate a larger sample of population.   

3.4 Research design 

Research design is a framework which makes an instruction to collect and analysis data. 
There are several research designs but it can be classified into three basic types: 
Exploratory, Descriptive and Causal research design.  

Exploratory research is research which generates ideas, insights or hypotheses which 
focuses on collecting either secondary or primary data and using unstructured formal or 
informal procedures to interpret them (Gilbert, Churchil & Lacobucci, 2005, p.74; Kent, 
2007, p.18; Shiu, Hair,Bush & Ortinau, 2009, p. 61-62). Descriptive research is a 
research which uses a set of scientific methods and procedures for collecting raw data 
and creating data structures with the purpose of describing the existing characteristics of 
a defined target population or market structure (Shiu et al., 2009, p. 62). The objective 
of exploratory and descriptive research is to collect the information which has been 
interpreted or specified at the research design stage. But causal research is a research 
which designed to collect raw data and create data structures and information that will 
allow the researcher to draw model on cause and effect relationships between two or 
more market (or decision) variables (Shiu et al., 2009, p. 62-63). 

 

On one hand, to follow descriptive research design, it entails a clear identification of 
who are the target population and what are the research objectives (Shiu et al., 2009). 
Our research is descriptive by nature. Our research focuses on a specific group of 
people who are going to adopt with technological innovation.  Hence, our aim is to 
identify the determinant factors of acceptance of 3G technology in Bangladesh. 

3.5 Choice of theories 

There are lots of theories which can fulfill our research objectives. From these theories 
we have selected two theories which will contribute to understand the problem of our 
research and solve the research question. In our research, we focus on consumer 
acceptance regarding on new technological innovation like 3G in Bangladesh. Lots of 
study has done previously about technological innovation in different markets. But, in 
Bangladesh, there is no research conducted on this issue. There were not so much 
difficulties to choose the suitable model and theories. Since our research questions are 
with consider to determinant factors which influence the intentions of consumers’ 
acceptance and what uncertainties may create regarding consumers acceptance when 3G 
will introduce.   

Depending on our chosen theory, we have divided our theoretical part into two sections. 
In first part, we have been started with different definitions of consumers’ acceptance of 
new technology like Innovation, Rate of adoption, Uncertainties (Rogers, 2003). These 
definitions help us to get a clear overview of this study. We have used ‘Diffusion of 
Innovation’ (Rogers, 2003) model to make the relation between determinant factors and 
consumer acceptance.   
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In last part of our theoretical framework, we summarized the all of things and develop a 
new model which is based on Rogers (2003) ‘Diffusion of Innovation’ and we have 
added some different factors also. 

Though, we did not discussed so many theories in our research, but we included many 
different explanations of several concepts from previous research like attitude towards 
on 3G technology which will also be create a better understanding of our chosen topics. 
More literature discussion has figured out in Chapter two.  

3.6   Data Collection  

Based on the research problem definition, research objectives and data requirements, the 
researchers need to choose a method for data collection from the target population. For 
collecting the data, there are several choices for researchers. The researchers can choose 
one or more techniques to collect data. These techniques are some type of interview like 
telephone or personal or a self administered survey. These methods of data collection 
show the guidelines for identifying and securing suitable sampling frame for conducting 
a research to the researchers (Shiu et al., 2009, p. 486). We chose the self administered 
questionnaire survey to conduct our research.  

3.6.1 Sampling techniques 

There are two types of sampling techniques: Probability and Non-probability sampling. 
The researchers can choose sampling techniques for their data collection between these 
two types. When collected data will be represented the estimate target population 
parameter, probability sampling techniques is much more appropriate than non-
probability sampling. To determine the appropriate sampling techniques, the researchers 
must consider seven factors which are: research objectives, desired accuracy, 
availability of resources, time frames, knowledge of the target population, scope of the 
research and statistical analysis needs (Shiu et al., 2009, p.486). 
 
We used both probability and non probability sampling techniques. Since each sample 
of the defined target population is not known to us; which is the basic criterion of 
probability sampling and target population have a probability to be sample in 
probability sampling. On the other hand, probability of selecting each sampling unit is 
not known in non-probability sampling technique. We used the stratified random 
sampling and convenience sampling techniques for collecting our data. Because we 
classified our total target population into different groups for maximizing the 
differences between each categories and we collected our data from different place like 
university, public and private company and different shopping centers for making it 
more convenience through our fellow representatives.   
 
 

3. 6.2 Practical data concerning the survey 

We have collected total 246 samples for our research from the different part of the 
capital city Dhaka in Bangladesh where the survey is conducted only Dhaka; not whole 
Bangladesh. The sample size of this study is 246 which is not quite large where the total 
number of mobile users are 65,142,000 ( Bangladesh Telecommunication Regulatory 
Commissions, 2011).  
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To get the acceptance level of 3G technology from different group of people, we have 
been classified our sample into different groups like gender, age, professions and 
income level of the users of mobile phone in Bangladesh  based on stratified sampling 
technique. We used stratified random sampling techniques because we wanted to 
observe the existing relationships between different groups which are little bit tricky 
into the simple random sampling techniques.  

Data of this study has been collected through fellow representatives. We noticed our 
representative about the sampling design and collect the data from different place like 
University, Bank, Shopping mall and Super market for getting the data into different 
income level and profession since we also used the convenience sampling technique. 
When population is just too large which is impossible to include every individual, 
convenience sampling technique is much more appropriate.  

We sent the questionnaire through email and noticed our representatives to print 260 
sets of questionnaire and we got the 246 samples. The response rate of this survey is 
95.4 percent. Though we classified our sample into different groups, but we did not 
preset the number of respondents into different groups like male respondents must be 50 
percent of the total sample or the 40 percent of respondents must be students in their 
professions.   

Based on the sampling techniques into our study, our representative had been collected 
data from different age groups, professions, income level and gender of users of mobile 
phone from the different places of the city of Dhaka. We have tried to collect the data 
proportionally within subgroups into a group though we didn’t follow the quota 
sampling technique. The proportionality of sample helped us to show the comparisons 
between different groups towards the 3G technology.  

In chapter four on empirical findings, we have shown the response rate of different 
groups of people based on the collected sample. 

 

3.7 Construction of the Research Questionnaire  

Our research is descriptive by nature; whereas the relationship between the variables is 
being examined and explained. We are going to show that which determinant factors 
will be influencing consumers’ intention to accept 3G technology in mobile phone in 
Bangladesh telecom market. Based on the theoretical framework, the questionnaire is 
normally designed with variables. The determinant variables have made to get 
information about the expected level of benefit from 3G service for current mobile 
phone users and the other variables contained the information about the respondent’s 
basic characteristics and using habit of current services in mobile phone.  
Research Questionnaire was constructed in English for getting the better feedback from 
respondents. Very few respondents did not understand some questions in this 
questionnaire. The fellow representatives of the authors had translated these questions 
in Bengali language to have immediate understanding to respondents for this 
questionnaire survey.  

3.7.1 The design of the questionnaire 

The questions of questionnaire should be more attractive, easily understandable for 
respondents to answer the questions which must increase the response rate of questions 
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(Bryman & Bell, 2007). The design of questionnaire basically depends on response rate, 
validity and reliability of questions (Saunders et al., 2007). The authors have maintained 
certain measurement scale to measure the acceptance level of 3G technology to the 
respondents. The authors have made the close ended questionnaire with providing a 
number of alternatives answers from where respondent is instructed to choose one or 
more options to answer the particular question. The benefit of close ended questionnaire 
is that, it takes less time from respondents and also less writing, easier than open ended 
questionnaire (Saunders et al., 2007). Close ended questions provide data which helps 
the researchers in coding and comparing data easily. In our questionnaire, we used 
different types of close ended questions which based on nominal, ordinal, rank and scale 
variables.  
 
We developed a structured questionnaire to accomplish the research objective for 
consumer acceptance of new technology- an exploration of 3G technology in 
Bangladesh. In this questionnaire, there were 21 questions which had been categories 
into six sections to support the hypotheses for this research. The first question of 
questionnaire is developed to find out the qualified respondents for this research.   
 
In section A, there are six questions which based on the respondents habit of mobile 
phone usages. Question two, three and four are more specific for respondents which is 
not connected with research question but connected with the other questions. Question 
five is based on the respondents monthly expenditure on mobile phone which is an 
important variables to test hypotheses for this research and show the relationship 
between the prefer to adopt with 3G or switch to 3G technology after it is introduced. 
Question six is developed the respondent’s attitude towards the features of current 
mobile phone services where respondents have the option to choose more features 
which they most use on their mobile phone.  
 
In section B, five questions have developed based on 3G technology which is the most 
fundamental aspects of this research. Every question of this section is interconnected 
with other questions.  Question seven is based on the respondent’s awareness level of 
3G technology which is directly interrelated with the users’ preference to adopt with 
3G. Question eight is developed to measure the interest level of news of 3G technology 
to the respondents. Question nine is another important question for this survey. The 
answer of this question is more essential to measures the preference level of adopting 
3G immediately after it’s introduced. Though this question seems like to be more 
effective after 3G introduced, but this question shows the acceptance level of 3G to the 
respondents which gives the required information for this research. Question ten is 
developed to find out the respondents plan to switch 3G technology.  
 
In section C, there is a single question which based on the design features and relative 
advantages of 3G technology according to Extended Technology Acceptance Model by 
Venkatesh and Davis (2000) and Diffusion of Innovation model by Rogers (2003). This 
question consists with five determinant factors which measured by five point rank order 
scale. From this question, the authors find out that which determinant factors motivate 
respondents to accept 3G technology.  
 
In section D, there are three questions which developed to show the promotional 
activities motivate to customers intentions to accept 3G technology. This section is 
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measured with five point likert scale where respondents have option to agree or disagree 
with this set of questions. 
 
In section E, here are also three questions which based on the lifestyle of the 
respondents. These three questions are more effective to measure the lifestyle of 
respondents based on marketing scale. In this section, respondents show their level of 
interest to try new things or new services. This section is also measured with five point 
likert type scale.   
 
Section F is the last part of questionnaire where four questions developed with the 
demographic profile with respondents. Question nineteen is based on the age of 
respondents where age group is classified with four groups. We started the respondents’ 
age group from 18 years, because in Bangladesh before 18 years no one can use mobile 
phone according government rules. We categorized our respondents in that way “18-
24”, “25-30”, “31-35” and “36+”. We categorized the “36+” for getting the more 
response in this age group. If we divided this age group, it could be decreased the data 
level of older age people. In Question 20, we classified our respondents according to 
their occupations. We divided into six professions group of respondents to get the 
different occupational people. And the last question of our questionnaire, question 21 is 
based on the monthly income level of respondents. Here we also divided into five 
different groups which started from “5000-12000BDT”; because most of the students 
monthly income or get the money from their parents are within this group.  See 
(appendix III) for detail description of the questionnaire.    
 

3.7.2 Pilot Study 

Pilot study is a way to conduct filtering the questionnaire and providing the feedback 
about the wording of the questions (Saunders et al., 2007).  The authors conducted a pre 
test after preparing the questionnaire. The pre test conducted among the 10 Bangladeshi 
nationalities people; who are currently living in Umeå, Sweden. Almost same feedback 
came after this survey where respondents did not get clear instruction on Question 11 
(Determinant Factors) due to rank order scale. And other feedback from some 
respondents came on Question 6 (Which features you are using most). In this question 
there is an instruction “You can choice more than one option”, but few respondents only 
answered one option. Except this two questions, all others question was above 
satisfactory level in survey and easily understandable. Based on the feedback of pre test 
of our questionnaire, we reformulate the question 6 and Question 11 for better 
understandings of respondents. And the final version of the questionnaire is again tested 
with another five respondents through our fellow representative in Dhaka, Bangladesh.  

3.7.3 Place and Time of Survey 

The authors planned to collect data from the capital city of Dhaka, Bangladesh through 
the five fellow representatives of authors. The authors sent the questionnaire through 
Email to the fellow representative in Bangladesh.  The fellow representative had been 
chosen based on the occupation as well as the personal communication of us. The 
information of fellow representatives is available on appendix-c. Then Representatives’ 
printed out the questionnaire and conducted the survey in different place of Dhaka city 
among different time in last week of April, 2011.  The five of fellow representative 
worked together six to eight hours daily to collect data.  After data collection, the fellow 
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representative sent the scan copy of data for early receiving the data from survey. Then 
they also sent the hard copy through post service for making the survey more reliable.  
 

3.8 Problems and risks of using representatives to hand out survey 

The research design and process of conducting surveys is the most important issues for 
maintaining the review and regulations of research activities. Federal definitions of 
research ethics directly affect on survey research which are confidentiality of data and 
conflicts of interest (Kennedy. J,  2001).  

Based on these factors, survey researchers must be aware of a number of rules and 
guidelines which affect their professional, academic and non-academic research 
activities in different fields. When the survey is conducted by the representatives, it has 
some limitation of the accuracy of data and the confidentiality of data (Kennedy. J,  
2001) .  

The risk of survey through representative is to maintain the sampling technique. The 
researchers may design to collect sample into different sampling technique, but the 
representative might not follow this technique for collecting the data or representative 
can’t be noticed about this issue. Another problem is that, sometimes representative 
may not be careful to collect the data from target population. They might collect data 
from different type of population who is not eligible for this survey that is harmful for 
the accuracy of data (Creswell. J, 2002).  

When there is no reciprocity between the researcher and the participants of the research, 
an ethical issue arises. Both the researchers and participants should be benefited through 
this research (Creswell. J, 2002, p. 90). Our survey was conducted through fellow 
representatives, for that reason we didn’t have a good communication with our 
respondents which might arise an ethical issue to collect the data. Our research is 
quantitative research but the reciprocity between the researchers and the participants of 
research is most important in interviewing method of data collection for qualitative 
research where individual participant might have some question like how their 
statements are interpreted or how critically the interviews might be questioned etc; 
(Creswell. J, 2002, p. 90-92). 

We are concerned about this problem and risks of our survey. We have tried to 
minimize this type of problem in our survey. Before conducting our survey, we made 
the video conference with our representatives in many times and we noticed them about 
the sampling technique and the importance of this survey. In everyday, after collecting 
the data we communicated with them and asked them from where and how they had 
collected the data. We were more careful about the accuracy of data. Since, researchers 
always need to provide accurate account of information to interpret the data which 
accuracy may require the debriefing between the researcher and the respondents 
(Creswell. J, 200, p. 91). 

 

3.9 Quality Criteria 

To evaluate the business and management research, there are three most important 
criteria’s which are reliability, replication and validity. The measurement of this three 
criteria use to identify the research quality (Bryman & Bell, 2007, p. 41).   
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3.9.1. Reliability  

The term ‘reliability’ is used to measure the consistency of question which is formulated 
for business and management (Bryman & Bell, 2007, p. 41). Reliability makes 
consistency in quantitative research which is concerned with the question of whether a 
measure is stable or not. Cronbach’s coefficient alpha test is widely used to measure the 
internal reliability for the number of items in surveys. Alpha value of 0.7 of any scale is 
acceptable in the research of social science which is the general recommendation for 
Cronbach’s coefficient test by most of the social science researchers’. The minimal 
acceptable level of reliability can be in the range of 0.5 to 0.6 as well for preliminary 
research. (Kent, 2007, p. 142-143). To measure the consistency of our research, we have 
done the reliability test for multi-item scale variables which presented in following: 

 

Variables Cronbach's 
Alpha 

Number of Items Measure 

Promotion .683 3 Acceptable 
Lifestyle .641 3 Acceptable 

 

3.9.2 Replication 

Replication is very closely related with reliability which is normally used to replicate 
the findings of others. Replication is quite impossible when researcher does not bring 
out the detail procedures of research (Bryman & Bell, 2007, p. 41).  To maintain the 
research quality, we have used a detail procedure of our study where we have showed 
the similarities and dissimilarities between the findings of our study and other some 
previous studies on this particular area of study.  

3.9.3 Validity  

Validity is concerned for integrating with conclusions which are generated from a piece 
of research. The measurement of validity applies in quantitative research for connecting 
with social scientific concepts (Bryman & Bell, 2007, p. 42). The research questionnaire 
has covered the research question of our study which measures the content validity of the 
research. So, the content validity of the questionnaire is accepted. 

There are two types of error based on the collecting data which are sampling error and non-
sampling error. The sampling error normally occurs for collecting primary data from a 
sample will have a certain amount of error due to random fluctuation of data (Shiu et al., 
2009, p. 228). For reducing the sampling error, we used both probability and non-
probability sampling and took the sample of 246 respondents. Non-sampling error occurs in 
gathering and recording data or when raw data are coded and entered for analysis which is 
related to the accuracy of data (Shiu et al., 2009, p. 456). To avoid this error, we used SPSS 
and conducted pilot test for our questionnaires wording, context and length that also 
measures the construct validity of our study, which is acceptable.  
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Chapter-Four.  Empirical Findings 

This chapter carries all the empirical findings from this study which include the findings 
from the primary data, which was collected through a quantitative method 
questionnaire survey among 246 people of Dhaka capital of Bangladesh.  

4.1 Univariate analysis  

The response rate and number of the respondent in frequency table is presented through 
univariate analysis (Bryman et al., 2007, p.241). To analyze the data of our study; we 
studied the frequencies of our questionnaire and explain the users’ intention towards 
adoption of innovation while switch and adopt a service. All the results of the analysis 
were gathered through SPSS. 

4.2 Demographic Information  

In this section, we have given a brief analysis of demographical factors which 
considered the most important aspects of study. The demographic information of the 
respondents shows the background of the respondents and gives a clear overview of 
collected data. 246 questionnaires were distributed among the current mobile phone user 
of Bangladesh. Due to time and other limitations, our survey conducted in Dhaka, 
capital city of Bangladesh. We have collected the data from the different locations of 
Dhaka city through our representatives. We have tried to get the response from both 
male and female users as well as different age groups and people from different 
professions. Furthermore, almost all respondents were cordial and agreed to answer our 
questionnaire with some exceptions. 

4.2.1 Gender  

Both male and female users of mobile phone in Bangladesh are so much interested to 
accept or get the information about the new technology of mobile phone which had been 
proven through this survey. From the data, we analyze that, 53.50 % of our respondents 
are male and 46.50 % of our respondents are female which represents that our data had 
been collected almost equally from the male and female users (graph 4.1). 

 

 

 

 
 
 
 
 
 
 
 
 

 

Graph 4.1: Gender of respondents 
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4.2. 2 Age  

We have classified our respondents in order to different age groups through our 
questionnaire to get the acceptance level of new technology in mobile phone. People 
from all age groups are so much interested about the news of new technology in mobile 
phone, but from our analysis, we found that 42 percent of our respondents were from 
“24-30” years and 41.2 percent of our respondents were from “18-24” age groups. If we 
go through the cumulative percentage of respondents up to 30 years, its represents 83.2 
percent of respondents from these two age groups (graph 4.2).  

 
 
    
 
 
 
 
 
 
 
 
 
 
 
 

Graph 4.2: Age group of respondents 
 

4.2. 3 Profession 

People from all different professions showed their interest to adopt with new 
technology, but students had shown most interest about the news of 3G and accepting 
this new technology in mobile phone. We analyzed that 32.10 percent of our 
respondents were students and 20.93 percent of respondents were businessman. Only 
18.52 percent of our respondents belong to employed in private sector. (graph 4.3). 

 

 

 

 

 

 

 

 

 

Graph 4.3: Profession of respondent. 
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4.2.4 Monthly income  

Monthly income had differed with different professions which some linked up 
occupation of respondents. Students had less income level compared with other 
professions. We analyzed that the respondents who had monthly income 20000-30000 
BDT were 28.40 percent, 27.16 percent respondents had monthly income 12000-
20000BDT, 23.46 percent respondents had monthly income 5000-12000 BDT and 
16.05 percent respondents had monthly income 40000-60000 BDT. If we analyzed the 
cumulative percentage of income level of our respondents, only 21 percent of 
respondents had monthly income of more than 40000 (graph 4.4).  
 

 

 

 

 

 

 

 

 

Graph 4.4: Monthly income of respondents 

4.3.1 Mobile Phone Function 

To adopt with 3G technology in mobile phone, mobile phone function of current users 
has a greater effect. From the answer of our respondents, we examined that 91.46 
percent of mobile phone has GPRS or multimedia system which are being used by 
consumers as a latest technology in mobile phone technology in Bangladesh. Only 8.54 
percent mobile phone does not have GPRS or multimedia function (graph 4.5).    

 

 

 

 

 

 

 

 

 

Graph 4.5: Usage of Multimedia or GPRS allowed Mobile Phone. 
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4.3.2 Mobile Phone Brand 

Mobile phone brand is also an important variable to analyze the acceptance level of 
consumers with 3G technology in mobile phone. From our data, we analyzed that 31.3 
percent of users use Nokia and 19.9 percent of users use Samsung.  Only 11.8 percent of 
users use other branded mobile phone (graph 4.6).    

 

  

 

 

 

 

 

 

 

 

Graph 4.6: Mobile Phone Brand of Usage. 

4.3.3 Monthly Expenditure on Mobile Phone  

Monthly expenses on mobile phone is an important factor for users to determine which 
services they are using and which services they are going to use  with their mobile 
phone. From our analysis, we found that 49.6 percent of users monthly expenses on 
mobile phone is above 1000 BDT, 24 percent of users monthly expenses is 700-1000 
BDT and 18.7 percent of users expenses on mobile phone 400-700 BDT per month. If 
we analyzed the cumulative percentages of monthly expenditure on mobile phone, only 
7.7 percent users’ monthly expenses is under 400 BDT (graph 4.7).    

 

 

 

 

 

 

 

 

Graph 4.7: Monthly Expenditure on Mobile Phone. 
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4.4.1 Awareness level of 3G technology 

For being adopted with introducing new technology, awareness level of consumers is 
one of most important aspects. If consumers are not so much aware of the 3G 
technology, it must have negative impact on acceptance of this new technology in 
mobile phone. From our respondents’ response, we examined that 62.2 percent of users 
are aware about the 3G and 25.6 percent of users are aware with some extent (graph 
4.7).     

 

 

 

 

 

 

 

 

Graph 4.7: Awareness about 3G services. 

4.4.2 Interest with news of 3G technology 

Consumers interest with news of 3G technology directly related on the acceptance of 
new technology in mobile phone. When consumers are so much interested with news of 
technological innovation, it will motivate the consumers to adopt with this technology 
immediately. We analyzed that 39.8 percent of respondents are interested with news of 
3G some extent and 33.7 percent of users are very much interested about 3G. Only 2.8 
percent of users are not interested about 3G. From cumulative percentage, we analyzed 
that 97.2 percent of users are interest with news of 3G technology with some extent 
(graph 4.8). 

 

 

 

 

 

 

 

 

 

Graph 4.8: Interest with news of 3G. 
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4.4.3 Prefer to use of 3G technology 

From our respondents answer, we analyzed that 32.5 percent of users will immediately 
shift in 3G technology and 36.2 percent of users will be waiting for other opinions. Only 
3.3 percent of respondents will be still using the existing service which they are using 
currently (graph 4.8).   

 

 

 

 

 

 

 

 

 

 

Graph 4.9: Preferring to do when 3G will be introduced. 

4.4.3 Plan to shift to 3G Service 

From our collected data, we examined that 50.8 percent of users have planned to shift to 
3G services after it introduced and 41.1 percent of users have not decided yet what they 
will do after 3G introduced. Only 8.1 percent users do not have any plan to shift 3G 
services after its introduced (graph 4.9). 

 

 

 

 

 

 

 

 

 

 

Graph 4.9: Plan to shift to 3G services after 3G is introduced.  
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4.5 Most Using Features   

Table 4.1: Features Frequencies 
 

 
Responses 

Percent of Cases 
N Percent 

Featuresa 

Q5.1--Using features most frequently- Voice Call 246 39.3% 100.0% 

Q5.2--Using features most frequently- SMS 140 22.4% 56.9% 

Q5.3--Using features most frequently- MMS 29 4.6% 11,8% 

Q5.4--Using features most frequently- E-Mail 25 4.0% 10.2% 

Q5.5--Using features most frequently- Internet (GPRS) 186 29.7% 75.6% 

Total 626 100.0% 254.5% 
a. Dichotomy group tabulated at value 1. 

We used multiple response set option in SPSS to identify which features users use most 
in their mobile phone. We got total 626 responses regarding on five using features of 
mobile phone from total 246 respondents which showed in table 4.1. From this finding, 
we analyzed that Internet (GPRS) feature is being used by users as second features of 
mobile phone where we got the 186 responses from users that’s mean 75.6% of total 
users use Internet (GPRS) on their mobile phone. SMS is also another important feature 
of mobile phone which is being used by 56.9 % of total users where we got 140 
responses from our total sample. But MMS and E-mail are not being used as much as 
features of mobile phone through users. We got only 29 responses for MMS which is 
11.8 % of total users and 25 responses for Email which is only 10.2%. And Voice call is 
used as main feature on mobile phone to all users with 246 responses which is the 100 
% of total respondents of this study.  

4.6 Determinant Factors 

Table 4.2: Descriptive Statistics 
 

 N Minimum Maximum Mean Std. Deviation 

Q10.1--High speed internet 243 2 5 4.70 .677 

Q10.2--Video calling 243 1 5 3.58 1.027 

Q10.3--Mobile Live TV 243 1 5 1.77 .758 

Q10.4--Online gaming 243 1 5 1.60 .739 

Q10.5--Video, Movies and songs downloading 243 1 5 3.33 .750 

Valid N (listwise) 243     
 

While Question 10 is an ordinally scaled variable, in the interest of brevity we reported 
the mean values for various factors. From table 4.1, We analyzed that  High speed 
internet is the main determinants to adopt with 3G with mean of 4.70, next to Video 
calling with a mean of 3.58 and Video, Movies and songs downloading with a mean of 
3.33. Least important is Online gaming with a lower mean of 1.60. Users really want the 
high speed internet facilities with 3G services which will work as the determinant factor 
as well as motivational factor for consumers. Video calling and video, movies and songs 
downloading can work as another determinant factors but for a particular group of users 
not for all users.  
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Chapter-Five. Analysis 

In this section, we have analyzed the data which we have collected through 
questionnaire survey. Also we have evaluated the propose hypothesis by using a 
structural modeling.  This section starts with describing all the sections of the 
questionnaire survey findings.  

5.1 Relationship between awareness level, adoptability and plan to shift 3G 

technology 

The relationship between awareness level and adoptability of 3G is measured by three 
questions. These three questions are answered by the respondents about their interest on 3G 
technology in mobile phone. Furthermore, it makes the connection between awareness, 
adoptability and shift with this new technology 3G in mobile phone. The results of these 
analyses showed us to make the relationship between awareness and adoptability with 3G in 
mobile phone. We tested the following hypotheses: 

5.1 Relationship between awareness level and adoptability of 3G technology 

Ho: Awareness level of 3G technology does not influence the consumers’ intention to adopt 
with 3G technology. 
H1: Awareness level of 3G technology influences the consumers’ intention to adopt with 3G 
technology. 

Table 5.1: Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 64.567a 6 .000 

Likelihood Ratio 73.652 6 .000 

Linear-by-Linear Association 7.780 1 .005 

N of Valid Cases 246   

a. 3 cells (25,0%) have expected count less than 5. The minimum expected count is ,85. 
 
To test our hypothesis, we conducted a cross tabulation between Q6 (Awareness about 
3G services) and Q8 (Preferring to do when 3G will be introduced). We analyzed from 
table 5.1, the significance value is 0.000 which denote that the null hypothesis is 
rejected. So we can conclude that, Awareness level of 3G technology always influences 
consumers’ intention to adopt with 3G technology.  
 

 

 

 

 

 

 

 

Graph 5.1: Awareness level and 
adoptability of 3G technology 
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If we analyzed the graph 5.1, we see that, Consumers who are aware about 3G 
technology, they are going to adopt with 3G technology immediately. So there is a 
positive relation between awareness level and adoptability of 3G technology. When 
users will be more aware about new technological innovation, they will prefer to adopt 
with this technology immediately after it’s introduced.    

5.1.2 Relationship between awareness level and plan to switch 3G technology 

Ho: Awareness level of 3G technology does not influence the consumers’ intention to 
switch 3G technology.  
H1: Awareness level of 3G technology influences the consumers’ intention to switch 3G 
technology. 

 

From table 5.2, we analyzed that, the significance level of Pearson Chi-square test is 
0.000 for Q6 (Awareness about 3G services) and Q9 (Plan to shift to 3G from current 
service after 3G is introduced); which strongly recommended that the null hypothesis is 
being rejected. So awareness level of 3G technology also influences to users of mobile 
phone for planning to switch with 3G technology after 3G is introduced.   

 

 

 

 

 

 

 

 

 

 

Graph 5.2: Awareness level and plan to shift 3G technology 

We also examined from graph 5.2, users who are aware about 3G technology, they plan 
to switch 3G after 3G is introduced. When people are concerned about technological 
innovation and its benefit, they always plan to switch with this technological innovation 
after it’s introduced in market.   

Table 5.2: Chi-Square Tests 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 65.533a 4 .000 
Likelihood Ratio 77.397 4 .000 
Linear-by-Linear Association 8.129 1 .004 
N of Valid Cases 246   

a. 1 cells (11,1%) have expected count less than 5. The minimum expected count is 2,44. 
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5.2 Relationship between relative advantages and professions 

Different professional groups motivate to increase their intention to adopt with 3G 
technology for relative advantages. Generally, consumers always try to find out which 
benefit they will get from new services than existing service.  But it really differs with 
different groups of profession rather than other factors like gender or age. Based on this 
issue, we formulated our hypothesis into sub categories which are being tested in the 
following for making the relationship with determinant factors (relative advantages) and 
profession. 
 

5.2.1 High Speed Internet and Profession 

Ho: High speed internet will not motivate only the particular professional groups for 
increasing intention to adopt with 3G technology. 

H1: High speed internet will motivate only the particular professional groups for 
increasing intention to adopt with 3G technology. 

For test this hypotheses, we needed to recode the variable Q27- Profession into ZQ32- 
Profession (see Appendix-A for details). 
 

 

 

 
 

 

 

From table 5.3, we analyzed that, the significance level of Pearson Chi-square test is 
0.377 for Q10.1 (Determinant factor – High Speed Internet) and ZQ 32 (Profession); 
which represents that the null hypothesis is being accepted. High speed internet will not 
motivate only particular professional groups for increasing intention to adopt with 3G 
technology in mobile phone. So, we can conclude that all professional groups will be 
motivated to increase their intention to adopt with 3G technology in mobile phone 
through High speed internet.     

Table 5.3: Chi-Square Tests 
 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 3.097a 3 .377 

Likelihood Ratio 3.233 3 .357 

Linear-by-Linear Association .379 1 .538 

N of Valid Cases 243   
a. 2 cells (25,0%) have expected count less than 5. The minimum expected count is 2,45. 
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5.2.2 Video Calling and Profession 

Ho: Video calling will not motivate only the particular professional groups for 
increasing intention to adopt with 3G technology. 

H1: Video calling will motivate only the particular professional groups for increasing 
intention to adopt with 3G technology. 

 
 
 

 

 

 

 

 
From table 5.4, we examined that, the significance level of Pearson Chi-square test is 
0.738 for Q10.2 (Determinant factor – Video calling) and ZQ 32 (Profession); which is 
not significance to accept our hypothesis, so the null hypothesis is being accepted. 
Video calling will not motivate only particular professional groups for increasing 
intention to adopt with 3G technology in mobile phone. In conclusion, we can state that 
all professional groups will be motivated to increase their intention to adopt with 3G 
technology in mobile phone through visual communication system on mobile phone.    
 

5.2.3 Mobile Live TV and Profession 

Ho: Mobile Live TV not motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 

H1: Mobile Live TV will motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 

 
 
From table 5.5, we explore that, the significance level of Pearson Chi-square test is 
0.002 for variable Q10.3 (Determinant factor – Mobile Live TV) and ZQ 32 
(Profession); which is in significance level to accept our hypothesis. Mobile Live TV 
will motivate particular professional groups for increasing intention to adopt with 3G 
technology in mobile phone. 
  
 

 

Table 5.4: Chi-Square Tests 
 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 1.987a 4 .738 

Likelihood Ratio 1.995 4 .737 

Linear-by-Linear Association .479 1 .489 

N of Valid Cases 243   

a. 1 cells (10,0%) have expected count less than 5. The minimum expected count is 4,90. 

Table 5.5: Chi-Square Tests 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 17.441a 4 .002 
Likelihood Ratio 20.476 4 .000 
Linear-by-Linear Association 15.720 1 .000 
N of Valid Cases 243   

a. 4 cells (40,0%) have expected count less than 5. The minimum expected count is ,98. 
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Graph 5.3: Mobile Live TV and Profession 

From graph 5.3, we examine that, few professional people have interest on Mobile Live 
TV, but others are not interested on Mobile Live TV with the services of 3G technology 
in mobile phone. In conclusion, we can state that Mobile live TV will not motivate so 
much to increase consumers’ intention to adopt with 3G technology. 

5.2.4 Online Gaming and Profession 

Ho: Online gaming will not motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 

H1: Online gaming will motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 

 
From table 5.6, we analyzed that, the significance level of Pearson Chi-square test is 
0.040 for variable Q10.4 (Determinant factor – Online Gaming) and ZQ 32 
(Profession); which is in significance level to accept our hypothesis. Online gaming will 
motivate particular professional groups for increasing intention to adopt with 3G 
technology in mobile phone. 
 

Table 5.6: Chi-Square Tests 
 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 10.033a 4 .040 

Likelihood Ratio 10.860 4 .028 

Linear-by-Linear Association 4.336 1 .037 

N of Valid Cases 243   
a. 4 cells (40,0%) have expected count less than 5. The minimum expected count is ,49. 
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Graph 5.4: Online Gaming and Profession 

5.2.5 Video, Movies and songs downloading and Profession 

 
Ho: Video, Movies and songs downloading will not motivate the particular professional 
groups for increasing intention to adopt with 3G technology. 

H1: Video, Movies and songs downloading will motivate the particular professional 
groups for increasing intention to adopt with 3G technology. 

 

 
 
 
 
 
 
 
 
 
 
From table 5.7, we examined that, the significance level of Pearson Chi-square test is 
0.026 for Q10.5 (Determinant factor – Video, Movies and songs downloading) and ZQ 
32 (Profession); which is significance to accept our hypothesis. Video, Movie and songs 
downloading will motivate particular professional groups for increasing intention to 
adopt with 3G technology in mobile phone.    
 

 

Table 5.7: Chi-Square Tests 

 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 11.033a 4 .026 

Likelihood Ratio 12.030 4 .017 

Linear-by-Linear Association .394 1 .530 

N of Valid Cases 243   

a. 4 cells (40,0%) have expected count less than 5. The minimum expected count is ,49. 
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Graph 5.5: Video, Movie and songs downloading and Profession 
 

Graph 5.5 represents that student and others profession groups are more interested than 
professionals’ people to get the video, movie and songs downloading facility in their 
mobile phone through 3G services which will motivate this profession groups to 
increase their intention to adopt with 3G technology.  

5.3 Relationship between Monthly expenditure on mobile phone, adoptability and 

plan to shift 3G technology 

 
Monthly expenditure on mobile phone has an effect to adopt and shift with new services 
in mobile phone. Normally, users who expense more money, they are always interested 
to shift with new service rather than who expense not so much on mobile phone usages. 
Based on this effect, we formulated hypotheses on our research towards 3G technology. 
We formulated the following hypothesis, which is being tested. 
 

5.3.1 Relationship between Monthly expenditure and adoptability of 3G technology 

 
Ho: Monthly expenditure on mobile phone does not influence consumers’ intention to 
adopt with 3G technology.  
H1: Monthly expenditure on mobile phone influences consumers’ intention to adopt 
with 3G technology. 
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Here, we also conducted cross tabulation to test our hypothesis between Q4 (Monthly 
expenditure on mobile phone) and Q8 (Preferring to do when 3G will be introduced). 
From table 5.8, we analyses that, the significance value of this test is 0.222 which 
recommended that null hypothesis is being accepted. So, monthly expenditure on 
mobile phone does not influence users to adopt with 3G technology. 

 

 

 

 

 

 

 

 

 

 

 

 

Graph 5.6: Monthly expenditure and adoptability of 3G technology 

From graph 5.6, we analyzed that, users who expense on mobile phone is above BDT 
1000 per month they wait for others opinion to adopt with 3G technology. And another 
users group who expense monthly BDT 700-1000, they also wait for others opinion to 
adopt with 3G technology.  

  

Table 5.8: Chi-Square Tests 

 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 11.853a 9 .222 

Likelihood Ratio 12.194 9 .203 

Linear-by-Linear Association 2.170 1 .141 

N of Valid Cases 246   

a. 4 cells (25,0%) have expected count less than 5. The minimum expected count is ,54. 
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5.3.2 Relationship between Monthly expenditure and plan to switch 3G technology 

 
Ho: Monthly expenditure on mobile phone does not influence consumers’ intention to 
switch 3G technology.  
H1: Monthly expenditure on mobile phone influences consumers’ intention to switch 3G 
technology. 
 
 
 
 
 
 
 
 
 

 
 

From table 5.9, we examined that the significance level of Pearson Chi-square test is 
0.104 between Q4 (Monthly expenditure on mobile phone) and Q9 (Plan to shift to 3G 
from current service after 3G is introduced) which is marginally significance . 
Generally, the null hypothesis is being accepted for this test but we can reject the null 
hypothesis based on marginal significance level. So, we can conclude that, Monthly 
expenditure on mobile phone influences consumers’ intention to switch 3G technology.  

 

 

 

 

 

 

 

 

 

 

 

Graph 5.7: Monthly expenditure and plan to switch 3G technology. 

From graph 5.6, we see that, users plan to switch 3G technology after it’s introduced for 
different groups of users which based on monthly expenditure on mobile phone. If we 
relate with the significance level of test in table 5.9, this analyses is more confused. We 
accepted our hypothesis based on marginal significance level. But, If we show the 

Table 5.9: Chi-Square Tests 

 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 10.519a 6 .104 

Likelihood Ratio 11.451 6 .075 

Linear-by-Linear Association 5.528 1 .019 

N of Valid Cases 246   

a. 3 cells (25,0%) have expected count less than 5. The minimum expected count is 1,54. 
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connection with graph 5.3; then we can conclude that users will switch 3G technology 
after get the opinion from others users.    

5.4 Gender and promotion 

 
Ho: The effect of Promotional activities does not differ with gender to adopt with 3G 
technology.  
H1: The effect of Promotional activities differs with gender to adopt with 3G 
technology. 
 
For test this hypothesis, we needed to compute the variables Q19-Advertisement will 
motivate you in using 3G, Q20-Expert opinions will affect your decision in using 3G 
and Q21-Customer service center will affect your decision in using 3G into ZQ20-
Promotion (see Appendix-A for details). 
 

 
Table 5.11: Independent Samples Test 

 

 

Levene's 
Test for 

Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. 

(2-tailed) 
Mean 

Difference 
Std. Error 
Difference 

95% 
Confidence 

Interval of the 
Difference 

Lower Upper 

Promotion 

Equal 
variances 
assumed 

2.087 .150 -2.141 241 .033 -.170 .079 -.326 -.014 

Equal 
variances not 
assumed 

  -2.114 218.466 .036 -.170 .080 -.328 -.011 

 

From table 5.10, we examined that the there is a partial mean difference between male 
and female users towards promotion. The average means of female users are 3.75 where 
male users are 3.58. This means difference clearly represent that promotion can play a 
significant role on gender to adopt with 3G technology. We also analyze that, the 
significance level of this test is 0.033 which showed in table 5.11 which strongly 
recommend that the null hypothesis is being rejected for this test. So, the effect of 
promotional activities really differs on male and female users. 

5.5 Professions and promotion 

Ho: The effect of Promotional activities does not differ with professions to adopt with 
3G technology.  
H1: The effect of Promotional activities differs with professions to adopt with 3G 
technology. 
 

Table 5.10: Group Statistics 
 

 Q17--Gender N Mean Std. Deviation Std. Error Mean 

Promotion 
Male 130 3.58 .561 .049 

Female 113 3.75 .675 .063 
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For test this hypothesis, we needed to recode the variable Q27-Profession into ZQ27-
Professions and also computed the variables Q19-Advertisement will motivate you in 
using 3G, Q20-Expert opinions will affect your decision in using 3G and Q21-Customer 
service center will affect your decision in using 3G into ZQ20-Promotion (see 
Appendix-A for details). 

Table 5.12: Group Statistics 
 

 Professions N Mean Std. Deviation Std. Error Mean 

Promotion 
Student 78 3.55 .518 .059 
Others 165 3.71 .660 .051 

 

 
The tables 5.12 and 5.13 portray that, the effect of promotional activities differs with 
professions to adopt with 3G technology. Table 5.12 displays that the average mean of 
students is 3.55 which pretty lower than the others professional group where the mean 
of others professions is 3.71. So, we conclude that, the different professional’s people 
are motivated with promotional activities which may also work as determinant factors. 

We also examined that, the significance level is 0.044 which is showed in table 5.13 
which suggested that, the null hypothesis is being rejected for this test. So, the effect of 
promotional activities differs with different professional’s to adopt with 3G technology.  

5.6 Lifestyle and Plan to switch in 3G technology 

Ho: Lifestyle of consumers will affect on decision to switch in 3G technology.  
H1: Lifestyle of consumers will affect on decision to switch in 3G technology.  
 
For test this hypothesis, we needed to recode the variable Q13-Plan to shift to 3G from 
current service after 3G is introduced into ZQ13-Plan to shift and also computed the 
variables Q22-Like to buy things spontaneously, Q23-Cautious about trying new things 
and Q24-Prefer to spend most of leisure hours with family into ZQ20-Lifestyle (see 
Appendix-A for details). 

 

 

 
 

Table 5.13: Independent Samples Test 
 

 

Levene's 
Test for 

Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig 
(2-tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% 
Confidence 

Interval of the 
Difference 

Lower Upper 

Promotion 

Equal 
variances 
assumed 

1.589 .209 -1.859 241 .044 -.158 .085 -.325 .009 

Equal 
variances not 
assumed 

  -2.025 188.480 .024 -.158 .078 -.312 -.004 

Table 5.14: Group Statistics 

 Plan to shift N Mean Std. Deviation Std. Error Mean 

Lifestyle 
Yes 123 4.03 .546 .049 

Not decided 120 4.18 .489 .045 
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Table 5.15: Independent Samples Test 

 

 

Levene's Test 
for Equality of 

Variances 
t-test for Equality of Means 

F Sig. t df Sig. 
(2-tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% 
Confidence 

Interval of the 
Difference 

Lower Upper 

Lifestyle 

Equal 
variances 
assumed 

1.033 .310 -2.265 241 .024 -.151 .067 -.282 -.020 

Equal 
variances not 

assumed 
  -2.268 239.256 .024 -.151 .066 -.282 -.020 

 
The tables 5.14 and 5.15 describe that, lifestyle of consumers differs with the plan to 
switch in 3G technology. Table 5.14 displays that the average mean of respondents 
“Yes” answer is 4.03 which pretty lower than the other respondents who answered “Not 
decided” where the mean of this group is 4.18.  

We also examined that, the significance level is 0.024 which is showed in table 5.15 
which suggested that, the null hypothesis is being rejected for this test. So, lifestyle of 
consumers will affect on decision to switch in 3G technology.  
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Chapter-Six. Discussion and Conclusion 

In the final chapter, we have discussed our findings, also our hypothesis which we have 
accepted and rejected. After that we have drawn a conclusion and some 
recommendation for future research and also the research contribution. 

6.1 Discussion  

The objective of this research was to examine the determinant factors which influence 
the consumers’ intention to accept 3G technology in mobile phone. The authors found 
that, high speed internet and video calling services of 3G technology are the key 
determinant factors for influencing the consumers’ intention to adopt with 3G 
technology which are the design features or relative advantages of 3G. Another design 
features like Mobile Live TV, Online gaming and Video, Movie and songs downloading 
are not the strong determinant factors for consumers to adopt with 3G technology. This 
finding makes some contrast with some previous studies on this sector in different 
markets like Chong et al.,(2010) on Malaysia,  Richards and Van Belle, (2006), on 
South Africa. Chong et al.,(2010) showed on their research, Fun or Entertainment in 3G 
technology has no positive association with consumers’ intention to adopt with 3G 
technology in Malaysia where Fun and Entertainment explained as the design features 
or relative advantages including high speed internet or video or movie downloading.  
Richards and Van Belle, (2006), found on his research, relative advantages does not 
influence the consumers’ intention to adopt 3G mobile video in South Africa which 
contrary to the researcher’s expectation. 
 
The result of this study showed that, 62.7 percent of Bangladeshi people in generally are 
aware about the 3G technology but others are not aware about the technological 
innovation which makes delay to influence their intention to adopt with 3G technology. 
People who are more aware about 3G technology, they prefer to adopt with 3G 
technology immediately and have planned to switch 3G technology after it’s introduced. 
But this percentage is quite less than awareness level of consumers which may show 
that the use of 3G technology is not simple or easy to use. 36.2 percent of people will be 
waited for others opinion to adopt with 3G technology. The main reasons of this finding 
could also be that, the number of sample is quite insufficient compare with total user of 
mobile phone. Though consumers are aware about the 3G technology, but only few of 
them have the experience of using features like MMS (11.8 % of total responses) or 
Email (10.2 % of total responses) from mobile phone which makes it difficult to adopt 
with new technological innovation. This finding also makes contrast with Malaysia 
where Malaysian people think that 3G and mobile technologies are easy to use (Chong 
et al., 2010). Promotional activities like customer service center may solve this problem 
where promotional activities worked as complexity.   

Monthly expenditure on mobile phone will influence the consumers’ intention to switch 
on 3G technology but will not influence to adopt with 3G immediately where monthly 
expenditure on mobile phone worked as an element of compatibility in DOI model 
(Rogers, 2003). This finding was supported with some other findings from the 
researches that were conducted in different market such as researches by Chong et al., 
(2010) on Malaysia; Liu, & Li, (2010) on China; Malhotra, & Singh, (2007) on India. 
Chong et al., (2010) found the positive association between perceived usefulness or 
compatibility and the consumers’ decision towards technological innovation. This 
results shows that, service providers must provide the better service to increase the 
acceptance level of consumers towards 3G technology. Trialability and self efficacy is a 
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major determinant factor of 3G adoption. In Bangladesh, 3G has not introduced yet 
which does not give any option for trialability. But, self efficacy is directly related with 
lifestyle of consumers. The researchers found that lifestyle of consumers may affect the 
decision to switch on 3G technology which also supported with some other studies like 
Chong et al., (2010); Wang, Lin & Tang (2003). Lifestyle can encourage consumers’ 
decision to switch in 3G technology because lifestyle refers to consumers using new 
things and give the interest to learn about new things which somehow help to increase 
the self belief and trust in his or her capability for doing something which is related with 
self efficacy. The researchers also found that promotion influences the female users’ 
intention to adopt with 3G technology as well as for different professional people.  

Accepted Hypotheses 

Based on the significance level displayed by the cross tabulation and compare mean test 
analysis the following hypotheses are being accepted: 
H1a: Awareness level of 3G technology influences the consumers’ intention to adopt with 
3G technology.  
H1b: Awareness level of 3G technology influences the consumers’ intention to switch 
3G technology. 
H2c: Mobile live TV will motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 
H2d: Online gaming will motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 
H2e: Video, Movies and songs downloading will motivate the particular professional 
groups for increasing intention to adopt with 3G technology determine. 
H3b: Monthly expenditure on mobile phone influences consumers’ intention to switch 3G 
technology. 
H4a: The effect of Promotional activities differs with gender to adopt with 3G technology. 

H4b: The effect of Promotional activities differs with professions to adopt with 3G 
technology. 

H5: Lifestyle of consumers will affect on decision to switch in 3G technology.  
 

Rejected Hypotheses 

H2a: High speed internet will motivate the particular professional groups for 
increasing intention to adopt with 3G technology. 
H2b: Video calling will motivate the particular professional groups for increasing 
intention to adopt with 3G technology. 
H3a: Monthly expenditure on mobile phone influences consumers’ intention to adopt with 
3G technology. 
 

This study shows a link between the consumers’ intention to adopt with 3G technology 
and the five attributes of Diffusion of Innovation model which are relative advantage, 
compatibility, complexity, trialability and observability and a little connection with 
Technology Acceptance Model. The result of this study has examined that relative 
advantage of new technological innovation influences the consumer’s to adopt with this 
innovation which is also the main determinant factors for any technological innovation. 
Compatibility influences the consumers’ intention to switch on new technology but does 
not influence to adopt with new technology. There is a reasoned behind on this result, 
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Promotional 
Effect 

Adoption of 3G 
technology 

Determinant 
factors or 

design features 

Monthly 
Expenditure 

Awareness 
Level 

Lifestyle 

Intention to adopt with 
3G technology 

Intention to switch in 
3G technology 

H2
 + 

H3
 + 

H1 
+ 

H4
 + 

H5
 + 

H3
 - 

because our sample is so small compare with total users. If we could collect more 
samples, this result might be more effective for compatibility. Complexity also 
influences the consumers to adopt with new technology. Promotion works as an 
important factor of complexity where consumers are gathered information about new 
technology through promotion which also found in the results of this study. Trialability 
is also another important attributes of DOI model, but we did not relate this attributes 
with our study because of not being introduced 3G technology yet in this market where 
study was conducted. But, we tried to relate this attributes with self efficacy. Self 
efficacy plays a significance effect on consumers’ intention to adopt and switch in new 
technology. The result of this study also showed this effect on consumers to adopt with 
3G technology. Awareness is the key determinant factors for consumers’ intention to 
adopt with new technology. But we could not relate with other attributes observability 
with our study. Since the implication of this attributes is also depended on the results of 
innovation.  At the end of our discussion, we can conclude that, our chosen model DOI 
has quite fit with our study with some limitation that may require further development 
of DOI model for that type of innovation which have not introduced in market like 3G 
technology in Bangladesh telecom market. Except this limitation, DOI model is 
effective on this technology which is almost new in market for maintaining the rate of 
diffusion of technology which had been proven through our study.   

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.1: Proposed Model to accept 3G technology in Mobile Phone. 

Our proposed model clearly represents that, awareness level of 3G technology and 
promotional effect have a greater impact on adoption of 3G technology which may 
influence the consumers’ intention to adopt with 3G technology as well as to switch in 
3G technology. Design features of 3G technology which can influence the consumers’ 
intention to adopt with 3G technology but have no effect on switching tendency in 3G 
technology which is interconnected with adoption of 3G technology. Since Monthly 
expenditure of mobile phone influences the consumers’ intention to switch in 3G 
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technology but does not influences the consumers’ to adopt with 3G technology. 
Lifestyle as well as self efficacy influences the consumers to switch in 3G technology 
which is directly related on adoption of 3G technology. This proposed model will be 
effective for those markets where new technological innovation is going to introduce for 
getting the clear idea of consumers’ want, but will not be effective for those markets 
where technology has already introduced.    

6.2 Conclusion  

Considering the aim and objective of our study, we identify the determinant factors 
which influence the consumers’ intention to adopt 3G technology in mobile phone 
services in Bangladesh. In addition, we also examine the factors which will influence 
the consumers to switch in 3G technology in their mobile phone after it is introduced. In 
Bangladesh 3G technology has not been introduced yet but it is going to be introduced 
very soon. To find out the determinant factors which influence the consumers ‘to adopt 
the new technological innovation, this study was designed to answer the mentioned 
research question:   

What are the determinant factors that influence the consumers’ intention to accept 3G 
technology?  

The key determinants factors have founded through this research are awareness level; 
design features of 3G technology which influence the consumers to adopt this 
innovation. High speed Internet under Relative advantages will motivate users to adopt 
with 3g technology immediately after it is introduced. Monthly expenditure on mobile 
phone does not influence the consumers’ intention to adopt with 3G technology 
immediately but has an impact on switching tendency on 3G technology. 

Promotional activities also motivate the users to switch in 3G technology where female 
users have been more influenced rather than male users. Lifestyle of consumers affects 
on decision to switch in new innovation but does not have any affect to adopt with 
innovation. 

In conclusion, the relative advantages of 3G technology influence the consumers’ 
intention to adopt this innovation and awareness level also influence to consumers to 
adopt and switch in this innovation.  

6.3 Theoretical and practical implications 

This study has been benefited from different theories like: technology acceptance 
model, Rogers’s diffusion of innovation model. Also the determinant factors of our 
study were clarified by these theories. The major contribution of these theories for this 
study was illustrated of the impact of the determinant factors of 3G acceptance. The 
result shows how the different factors influenced the users to adopt and switch in 3G 
technology. For example: determinant factors or design features, monthly expenditure, 
awareness level, promotional activities, lifestyle; which represent the attributes like 
relative advantage, compatibility, complexity, trialability and observability influence the 
consumers or users to adopt 3G service.  

Other major findings of this study was the demonstration of the important effect of 
demographic characteristics like; gender, age, profession and also income level, 
awareness affect the intention   towards adoption of 3G technology. 
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Beside the theoretical implication this study also has some practical implications. We 
found some significant factors with regards of effecting individual purchasing intention 
for 3G. Also high speed internet and video calling services of 3G technology are the key 
determinant factors for influencing the consumers’ intention to adopt with 3G 
technology which are the design features or relative advantages of 3G. The operators’ 
should communicate about the usefulness of this technology with the users. Our result 
also shows that Bangladeshi like to have the expenses of affording the 3G in a 
sustainable stage.    
 

People are using different technologies for various purpose of life and those 
technologies are gaining popularity. Mobile technology is also gaining popularity day 
by day. The operators of those mobile phone companies provide different value added 
services for the customers. This has created an impact on consumers’ usage pattern. 
Also this impact has created differences between operators, which created opportunities 
for the new innovation (Kargin, Basoglu & Daim, 2009).    

6.4 Limitation of research 

There are some limitations that have been highlighted in this research which have 
created the option to conduct a research in the future. First of all this research had been 
conduct only the capital city of Bangladesh; but there are lots of users in other cities. 
Due to time limitation, we were unable to emphasize on total market of telecom sector 
in Bangladesh. Total number of sample size was quite insufficient to get the clear idea 
about the overall market. Data had been collected through fellow representatives in this 
research which might have created some limitation to collect the data from respondents. 
In our analysis part, there was some problem on expected value in cross tabulation 
table. When any of the cells in cross tabulation have an expected count on less than 5, 
then it is necessary to use Fisher’s exact test instead of Pearson’s chi-square formula. 
We could use Fisher’s exact test to reduce this problem. Due to the smaller amount of 
sample size, we had accepted one hypothesis on the basis of marginal significance level. 
If we could collect large amount of sample, the result could be more accurate on this 
research. 

6.5 Future research 

Future  research needs to develop for a better understanding of the dynamic influences 
studied here after introducing the 3G technology in this market which will process the 
measurement of the core constructs used of proposed model. Also about the adaptation 
rate of users can be a further study issue. Another potential field for future study can be 
cross-national study, which will compare the dissimilarities and similarities in 3G 
adoption criteria between Bangladesh and other Asian countries or developing 
countries. Finally, for the future research it can be recommended to use more sample 
data from different cities of the country apart from the ones which have been used for 
this study.  
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Appendix-A 

 
Appendix I: Demographics information of the respondents 
 
 

Q17--Gender 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Male 130 52,8 53,5 53,5 

Female 113 45,9 46,5 100,0 
Total 243 98,8 100,0  

Missing System 3 1,2   
Total 246 100,0   

 
Q18--Age 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 18-24 100 40,7 41,2 41,2 

24-30 102 41,5 42,0 83,1 
31-36 32 13,0 13,2 96,3 
36+ 9 3,7 3,7 100,0 
Total 243 98,8 100,0  

Missing System 3 1,2   
Total 246 100,0   

 

Q19--Profession 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Employed in Private sector 45 18,3 18,5 18,5 

Employed in Private sector 23 9,3 9,5 28,0 
Businessman 51 20,7 21,0 49,0 
Student 78 31,7 32,1 81,1 
Housewife 15 6,1 6,2 87,2 
Other 31 12,6 12,8 100,0 
Total 243 98,8 100,0  

Missing System 3 1,2   
Total 246 100,0   

 

 
Q20--Income 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 5000 - 12000 BDT 57 23,2 23,5 23,5 

12000 – 20000 BDT 66 26,8 27,2 50,6 
20000 -30000 BDT 69 28,0 28,4 79,0 
40000 – 60000 BDT 39 15,9 16,0 95,1 
More than 60,000 BDT 12 4,9 4,9 100,0 
Total 243 98,8 100,0  

Missing System 3 1,2   
Total 246 100,0   
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Appendix II: Mobile Phone Function & Brand 
 

Q1--Usage of Multimedia or GPRS allowed Mobile phone 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid No 21 8,5 8,5 8,5 

Yes 225 91,5 91,5 100,0 
Total 246 100,0 100,0  

 
Q2--Mobile Phone Brand of usage 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Nokia 77 31,3 31,3 31,3 

Sony-Ericsson 21 8,5 8,5 39,8 
Samsung 49 19,9 19,9 59,8 
HTC 32 13,0 13,0 72,8 
Apple 18 7,3 7,3 80,1 
Motorolla 20 8,1 8,1 88,2 
Others 29 11,8 11,8 100,0 
Total 246 100,0 100,0  

 
Q4--Monthly expenditure on mobile phone 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid BDT 200-400 19 7,7 7,7 7,7 

BDT 400-700 46 18,7 18,7 26,4 
BDT 700-1000 59 24,0 24,0 50,4 
Above BDT 1000 122 49,6 49,6 100,0 
Total 246 100,0 100,0  

 
Appendix III: About 3G Technology 

 
Q6--Awareness about 3G services 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid No 30 12,2 12,2 12,2 

Somewhat 63 25,6 25,6 37,8 
Yes 153 62,2 62,2 100,0 
Total 246 100,0 100,0  

 

Q7--Interest with news of 3G  

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 7 2,8 2,8 2,8 

Yes, little 58 23,6 23,6 26,4 

Yes, some 98 39,8 39,8 66,3 

Yes, very 83 33,7 33,7 100,0 

Total 246 100,0 100,0  
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Q8--Prefering to do when 3G will be introduced 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid To wait and see 69 28,0 28,0 28,0 

Adopt 3G immediately 80 32,5 32,5 60,6 
Wait for others opinion then 
adopt 

89 36,2 36,2 96,7 

Use existing service 8 3,3 3,3 100,0 
Total 246 100,0 100,0  

 
Q9--Plan to shift to 3G from current service after 3G is introduced 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid No 20 8,1 8,1 8,1 

Yes 125 50,8 50,8 58,9 
Do not know yet 101 41,1 41,1 100,0 
Total 246 100,0 100,0  

 
Appendix IV: Most using features 
 

Case Summary 

 
Cases 

Valid Missing Total 
N Percent N Percent N Percent 

$Featuresa 246 100,0% 0 ,0% 246 100,0% 
a. Dichotomy group tabulated at value 1. 

 
Appendix V: Cross tabulation of Awareness about 3G services * Preferring to do when 3G will 
be introduced 

 
Q6--Awareness about 3G services * Q8--Prefering to do when 3G will be introduced 

Crosstabulation 
 

 

Q8--Prefering to do when 3G will be introduced 

Total 
To wait 
and see 

Adopt 3G 
immediately 

Wait for 
others 
opinion 

then adopt 

Use 
existing 
service 

Q6--Awareness 
about 3G services 

No Count 20 0 10 0 30 
Expected 
Count 

8,4 9,8 11,0 ,9 30,0 

Somewhat Count 25 6 28 4 63 
Expected 
Count 

17,7 20,5 23,0 1,8 63,0 

Yes Count 24 74 52 3 153 
Expected 
Count 

42,9 49,8 56,0 4,4 153,0 

Total Count 69 80 90 7 246 
Expected 
Count 

69,0 80,0 90,0 7,0 246,0 
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Appendix VI: Cross tabulation of Awareness about 3G services * Plan to shift to 3G from 
current service after 3G is introduced 
 

Q6--Awareness about 3G services * Q9--Plan to shift to 3G from current service after 3G is 
introduced Crosstabulation 

 

Q9--Plan to shift to 3G from current 
service after 3G is introduced 

Total No Yes 
Do not know 

yet 
Q6--Awareness about 
3G services 

No Count 7 0 23 30 
Expected 
Count 

2,4 15,2 12,3 30,0 

Somewhat Count 8 19 36 63 
Expected 
Count 

5,1 32,0 25,9 63,0 

Yes Count 5 106 42 153 
Expected 
Count 

12,4 77,7 62,8 153,0 

Total Count 20 125 101 246 
Expected 
Count 

20,0 125,0 101,0 246,0 

 

Appendix VII: Cross tabulation of Determinant factors * Profession 
 

Q10.1--High speed internet * Profession Crosstabulation 

 
Profession 

Total Professional 
Student & 

Others 
Q10.1--High speed internet Less important Count 4 1 5 

Expected Count 2,4 2,6 5,0 
Important Count 8 7 15 

Expected Count 7,3 7,7 15,0 
More important Count 11 17 28 

Expected Count 13,7 14,3 28,0 
Most important Count 96 99 195 

Expected Count 95,5 99,5 195,0 
Total Count 119 124 243 

Expected Count 119,0 124,0 243,0 

 

Q10.2--Video calling * Profession Crosstabulation 

 
Profession 

Total Professional 
Student & 

Others 
Q10.2--Video calling Least important Count 8 7 15 

Expected Count 7,3 7,7 15,0 
Less important Count 6 4 10 

Expected Count 4,9 5,1 10,0 
Important Count 37 42 79 

Expected Count 38,7 40,3 79,0 
More important Count 50 46 96 

Expected Count 47,0 49,0 96,0 
Most important Count 18 25 43 

Expected Count 21,1 21,9 43,0 
Total Count 119 124 243 

Expected Count 119,0 124,0 243,0 
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Q10.3--Mobile Live TV * Profession Crosstabulation 

 
Profession 

Total Professional 
Student & 

Others 
Q10.3--Mobile Live TV Least important Count 36 57 93 

Expected Count 45,5 47,5 93,0 
Less important Count 60 62 122 

Expected Count 59,7 62,3 122,0 
Important Count 16 5 21 

Expected Count 10,3 10,7 21,0 
More important Count 5 0 5 

Expected Count 2,4 2,6 5,0 
Most important Count 2 0 2 

Expected Count 1,0 1,0 2,0 
Total Count 119 124 243 

Expected Count 119,0 124,0 243,0 

 

 

Q10.4--Online gaming * Profession Crosstabulation 

 
Profession 

Total Professional 
Student & 

Others 
Q10.4--Online gaming Least important Count 74 55 129 

Expected Count 63,2 65,8 129,0 
Less important Count 32 52 84 

Expected Count 41,1 42,9 84,0 
Important Count 12 16 28 

Expected Count 13,7 14,3 28,0 
More important Count 0 1 1 

Expected Count ,5 ,5 1,0 
Most important Count 1 0 1 

Expected Count ,5 ,5 1,0 
Total Count 119 124 243 

Expected Count 119,0 124,0 243,0 

 

 
Q10.5--Video, Movies and songs downloading * Profession Crosstabulation 

 
Profession 

Total Professional 
Student & 

Others 
Q10.5--Video, Movies and 
songs downloading 

Least important Count 1 5 6 
Expected Count 2,9 3,1 6,0 

Less important Count 17 5 22 
Expected Count 10,8 11,2 22,0 

Important Count 47 54 101 
Expected Count 49,5 51,5 101,0 

More important Count 53 60 113 
Expected Count 55,3 57,7 113,0 

Most important Count 1 0 1 
Expected Count ,5 ,5 1,0 

Total Count 119 124 243 
Expected Count 119,0 124,0 243,0 
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Appendix VIII: Cross tabulation of Monthly expenditure on mobile phone * Prefering to do 
when 3G will be introduced 
 

Q4--Monthly expenditure on mobile phone * Q8--Prefering to do when 3G will be introduced 
Crosstabulation 

 

Q8--Prefering to do when 3G will be introduced 

Total 
To wait 
and see 

Adopt 3G 
immediately 

Wait for 
others 
opinion 

then 
adopt 

Use 
existing 
service 

Q4--Monthly 
expenditure on 
mobile phone 

BDT 200-
400 

Count 6 6 7 0 19 
Expected 
Count 

5,3 6,2 7,0 ,5 19,0 

BDT 400-
700 

Count 18 15 11 2 46 
Expected 
Count 

12,9 15,0 16,8 1,3 46,0 

BDT 700-
1000 

Count 16 18 21 4 59 
Expected 
Count 

16,5 19,2 21,6 1,7 59,0 

Above BDT 
1000 

Count 29 41 51 1 122 
Expected 
Count 

34,2 39,7 44,6 3,5 122,0 

Total Count 69 80 90 7 246 
Expected 
Count 

69,0 80,0 90,0 7,0 246,0 

 
Appendix IX: Cross tabulation of Monthly expenditure on mobile phone * Plan to shift to 3G 
from current service after 3G is introduced  
 

Q4--Monthly expenditure on mobile phone * Q9--Plan to shift to 3G from current service after 3G 
is introduced Crosstabulation 

 

Q9--Plan to shift to 3G from current 
service after 3G is introduced 

Total No Yes 
Do not 

know yet 
Q4--Monthly 
expenditure on 
mobile phone 

BDT 200-400 Count 0 7 12 19 
Expected 
Count 

1,5 9,7 7,8 19,0 

BDT 400-700 Count 3 20 23 46 
Expected 
Count 

3,7 23,4 18,9 46,0 

BDT 700-
1000 

Count 8 28 23 59 
Expected 
Count 

4,8 30,0 24,2 59,0 

Above BDT 
1000 

Count 9 70 43 122 
Expected 
Count 

9,9 62,0 50,1 122,0 

Total Count 20 125 101 246 
Expected 
Count 

20,0 125,0 101,0 246,0 
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Appendix-B 

3G ADOPTION BY CONSUMERS 
 

The purpose of this questionnaire is to collect data for the MSc. Thesis. All data will be 
kept confidential and the information elicited from the questionnaire will be 
anonymous. Note that to be a qualified respondent to this survey you must be a mobile 
phone user of Bangladesh. If you don’t understand any question of the questionnaire, 
you can ask our fellow representative. They will try their best to provide an answer. 
 
1. Are you a mobile phone user of Bangladesh?  Yes  No 
Section- A: Current Mobile Phone use  

2.  Do you use Multimedia or GPRS allowed Mobile phone? Yes No 

3. Which Mobile Phone Brand do you use? 
     Nokia     Sony-Ericsson       Samsung    HTC     Apple        Motorolla     Others

            If any, please mention it here…………… 

4. What type of connection are you using now? GSM CDMA 

5. Your monthly expenditure on mobile phone: 

 BDT 200-400 per month  BDT 400-700 per month  

 BDT 700-1000 per month  Above BDT 1000 per month 

6. Which features you are using most frequently? (You can choice more than one 
option) 

       Voice call           SMS              MMS      E-Mail    Internet (GPRS) 

Section- B: About 3G 

7. Are you aware about 3G services? 

               Yes               No  Somewhat  

8. Are you interested with the news of 3G? 

           Yes, very      Yes, some                 Yes, little    No 

9. In Bangladesh when 3G will be introduce, what will you prefer to do? 

   To wait and see             Adopt 3G immediately     

          Wait for others opinion then adopt    Use existing service    

10. Do you have any plan to shift to 3G from current service after 3G is introduced? 

    Yes                 No             Do not know yet 
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Section-C: Determinant Factors (Design features) 

11. In the following question we want you to rank the determinant factors from 1 – 5, 1 
being the least important determinants and 5 being the most important 
determinants for accepting 3G. 

Attributes Ranking 

High speed internet  

Video calling  

Mobile Live TV  

Online gaming  

Video, Movies and songs downloading 
 

 

 

Section-D: Promotion  

Listed below is a set of characteristics that can be used to describe consumers’ 
preferences for accepting 3G technology, using a scale from 1 – 5, with 5 being 
“strongly agree” and 1 being “strongly disagree”. Please indicate to which degree 
you agree or disagree with the statement.  

 Strongly  
disagree 

Strongly 
 Agree 

12. Advertisements will motivate you in using 3G 1 2 3 4 5 

13. Expert opinions will affect your decision in using 3G 1 2 3 4 5 

14. Customer service center will affect your decision in 
using 3G 

1 2 3 4 5 

 
Section-E: Lifestyle  
 

15. I like buying things spontaneously 

 

 

1 

 

 

2 

 

 

3 

 

 

4 

 

 

5 

16. I am cautious about trying new things 1 2 3 4 5 

17. I prefer to spend most of my leisure hours with my    
family 

1 2 3 4 5 

Section- F: Classification Question 

18. Your gender: Male    Female  

19. Your Age (in years):   18-24 25-30  31-36  36+ 
20. Your Profession:    Employed in Private sector      Employed in Public sector
  Businessman            Student         Housewife         Other 
21. Your monthly income:   5000 - 12000 BDT     12000 – 20000 BDT    20000 -30000 BDT        

40000 – 60000 BDT   More than 60,000 BDT 

Thank you very much for your cordial cooperation. 
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Appendix-C 

Profile of Fellow Representatives of this survey 

 

 

Name  Age Occupation 

Raihan Arifin 22 Student (BBA, 8th semester) 

Kamrul Huda Sany 20 Student (BBA, 6th semester) 

Soma Lina 23 Student (MBA, 2nd  semester) 

Maksudur Rahman 25 Junior Executive Officer 

Bilall Hossain Shetu 25 Student (MBA, 3rd semester) 
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