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Abstract 

The purpose of the study was to find out and analysis the factors that can influence people's 
choice to mobile network service. Based on our research, we can give some practical advice 
to consumer and telecom companies. 

To achieve the purpose of the study we design a questionnaire and send it to our friends in 
Shanghai and Jinan China. The questionnaire was built around some questions about which 
factors can influence people’s choice and the importance of each factor. 

The study was performed with a quantitative research approach. We found five factors that 
affect users to choose different mobile networks, respectively usefulness, ease of use, price, 
speed and enjoyment. And in this paper we also proposed five hypotheses to test the 
relationship between these factors and gender. This provides us the theoretical basis to our 
research. The factors were included in our questionnaire, so the questionnaire gives the 
research some basic data. We analyze the data through the processional software SPSS. 

We have analyzed every aspect of our questionnaire. We put the data together and make 
visual figures. The figures make people easily understand the questions. Also these data help 
us understand the phenomena clearly and make a contribution to our study. 

Based on the findings, the research could be validated with a data analysis which gave 
grounds for the conclusion part. 

Keywords: 4G, WiFi, factors, gender, speed of communication, price, coverage and 

prospects, China  
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1. Introduction 

1.1 Background 

The evolution of communication technologies plays a crucial part in social economic 
development in the modern society (Xia, 2011).  As telecommunications come into an era 
where the distinction between data, voice and video will be blurred, people’s lives become 
more and more interesting (Pagani, 2004). Mobile network plays an important part in people’s 
lives, especially the wireless network. Because most of the electronic devices such i-Pad and 
cellphones need to use network which offer service for people.  According to the data of 
China Internet network information center (CNNIC), by the end of June 2013, there are 591 
million Internet users in China and 464 million are mobile Internet users. There are four kinds 
of wireless ways for people to surf the Internet in China, respectively 2G, 3G 4G and WiFi. 
But nowadays 4G and WiFi are the main ways of surfing the Internet for mobile devices in 
China. 

The previous 2G systems can support good telephone services and lower data speed. Lehr and 
McKnight (2003) insist that the 2G systems can support tons of users but the data rates 
supportable over 2G system are still quite limited, offering only between 10 and 20 kbps. 
With the development and innovation of technology the third generation (3G) and WiFi have 
become the main ways over the past decades. Lehr and McKnight (2003) stated that in order 
to enlarge the coverage and capability of data services, which can be supported by digital 
mobile systems and get more users, their networks and equipment to one of the 3G 
technologies need to be upgrade by service providers. When compared to 2G system, Jou 
(2000) says that 3G can support data rates from 570 kbps up to 1100 kbps in practice. The 
speed and price are the big advantages for users. With 3G network people can see each other 
face to face. And the quality of communication also has an obvious improvement. 

WiFi—short for “wireless fidelity”—is the commercial name for the 802.11 products. 
Through digital home networks and public hotspots, WiFi has taken over the corporate 
wireless local area network (WLAN) market and WiFi also are becoming rapidly appeared in 
our daily life (Aime, Calandriello & Lioy, 2007). Henry and Luo (2002) point that at the 
beginning WiFi was designed primarily for private applications. However WiFi is also being 
displayed in public places to create hotspots currently, where WiFi-capable users can surf the 
internet easily with a higher data rate. 

4G, short for fourth generation, is the fourth generation of mobile telecommunications 
technology. Frattasi et al. (2004) insist that 4G is projected not only to solve still-remaining 
problem of the previous generation but also to provide a convergence platform for a wide 
variety of new services, hence 4G helps people can get high-data-rate wireless channels and 
high quality calls. The development of the network becomes more and more quickly and the 
requirement of speed for human becomes higher and higher. In order to meet people's 
demand, the fourth generation (4G) has become a popular way for electronic devices to get 
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access to the Internet. Compared to 3G, the speed of 4G has a big improvement. 4G became 
more and more popular in China, and most of mobile phones can support 4G network. The 
price is a big problem for 4G network users, but the extremely fast speed still attracts a lot of 
consumers. 

Saaty (1999) proposed that a lot of factors can affect a complex decision-making. Solomon et 
al. (2004) also point that internal force such as perception attitude and external factors such as 
age and gender will influence the consumer behaviors in the marketplace. When people try to 
choose a network for their digital devices they always pay attention to different aspects. There 
are a lot of factors that will influence their decisions. Thus people always make different 
decisions when they choose mobile network. 

1.2 Problem Discussion 

According to what was mentioned above, WiFi and 4G become more and more popular. Due 
to a lot of factors will affect people’s intention to use mobile networks, we think that the field 
between these factors and consumer behaviors are interesting to research. 

1.2.1 Gender Difference and Consumer Behavior 

Male and female consumer decision-making style has a big difference. Although regional and 
cultural research limitations are very important factors, gender interactions and their influence 
on shopping also play an essential role in consumer behavior (Mitchell & Walsh, 2004).  

There are a lot of researches in both psychology and consumer behavior which associated 
with comparisons based on gender difference. Physical and biological differences between 
men and women are obvious, and the differences in consumer behavior have some potential 
relevance in shopping buying or using of products (Fischer, Arnold & Stephen, 1994). Coley 
and Burgess (2003) found that the buying behavior between men and women has significant 
differences in terms of the frequency with which a variety of products were impulsively 
purchased including: accessories, software, electronics and books for pleasure reading. 

According to their research, Nysveen et al. (2005) also find that male respondents perceive 
little social pressure towards using mobile chat services; they certainly consider these services 
to be the important vehicles for displaying social and personal identity. However for female 
users, both normative pressure and expressiveness are significant drivers to use mobile chat 
services. Gender differences also affect the use of the Internet. In the qualitative research of 
Singh (2001), they found that women are more likely to use the Internet as a tool for 
activities, instead of something to master. However, men usually use the Internet for 
entertainment. Wang and Wang (2010) found that there are significant gender differences on 
consumer behavior intention. They also state that men with high palm-sized computer self-
efficacy tend to have a greater behavioral intention to use mobile Internet. However there are 
no differences between women. 
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1.2.2 Influencing Factors 

There are a few researches about the influencing factors in mobile network. One of the major 
issues in using mobile Internet is monetary cost, such as data package fee. Potential adopters 
of mobile Internet are mobile service consumers who will consider price, speed and ease of 
use (Kim, Chan, & Gupta, 2007). According to the study of Hills and Johnson (1996), the 
telecom company provides mobile Internet service over a variety of geographical coverage 
areas at various speed and price. Gender is also an important factor for decision-making in our 
life. 

Some factor will influence on people’s behavior when they choose mobile network. Pagani 
(2004) identified the factors that predict a user’s adoption of 3G mobile services. After the 
experiment, they find that usefulness is the most important factor in adopting 3G mobile 
services. Ease of use is the second in importance. And price ranks the third, followed by the 
speed of the network. 

1.2.3 Problem Definition 

There have been many studies in recent years related to adoption of mobile service 3G and 4G 
mobile network and influencing factors. But few of them studied the interaction between the 
influencing factor and gender. Pagani (2004) insists that perceived ease of use, perceived 
usefulness and enjoyment are the main factors affecting adoption of 3G mobile network. Price 
will be the biggest obstacle for the adoption of 4G network. And the speed is the biggest 
advantage of WiFi network (Pagani and Fine, 2008). Ho Cheong and Park (2005) found that 
the technology is supported by the speed, price and communication. What’s more quality and 
security are also important in realizing the mobile Internet. There is a big difference in surfing 
the Internet between men and women through mobile Internet. 

An obvious gap appears in previous studies aiming at find the factors such as speed and price 
have an impact on the mobile network decision-making with gender as the moderating factor. 
This study intends to fill some of this knowledge gap by investigating the Chinese consumers. 

1.3 Purpose and Research Question 

The purpose of this study is to explore and analyze perceived usefulness, perceived ease of 
use, price, enjoyment and speed affect consumers’ intention to use mobile network service 
with gender as the moderating factor. To achieve the purpose of this research, we proposed 
the following research question: 

How does the gender influence consumers’ intention to use mobile network service in terms 
of the factors which are perceived usefulness, ease of use, price, enjoyment and speed? 

In order to achieve the aim, several stages need to be considered. Firstly, we need to know the 
current state of telecom technologies in China, such as 4G and WiFi. After reviewing the 
previous articles we can find some vital factors that will influence people’s intention to use 
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mobile network. Based on these factors we designed questionnaire and sent it to Chinese. And 
we proposed five hypotheses to test the relationship between these five factors and gender. 
Finally, comparison and analysis should be made to identify whether there is a difference that 
gender can make within these factors and how gender make difference in people’s intention to 
mobile networks. 

1.4 Target Group 

Based on our research, we can give some practical advice to consumer and telecom 
companies. Consumer can learn more about their behaviors in the technology service. 
However operators can also use the information to have a further development. 

Our target audience is the people who like to use digital devices to surf the Internet through 
mobile wireless network. Nowadays wireless network plays an important role in our life and it 
almost becomes the daily necessary for us. There are tons of people that use the wireless 
network every day. The reason why we choose these people as our target group is that new 
technology can provide good service for them. And they judge the advantages and 
disadvantages of the new technology so that they can give us some basic data and it helps us 
to conduct our study. 

1.5 Outline 

Chapter 1 - Introduction 

The first chapter is to introduce the background of this area to the reader. The nest part is a 
problem discussion, which gives the readers deep understanding of the current situation. Then 
it followed by the purpose of our study which will tell readers why we need to conduct this 
study. 

The purpose of this chapter is to introduce our research and the reason why we want to 
conduct this study. 

Chapter 2 - Theoretical Framework 

The second chapter is theoretical framework which will give the reader the theoretical aspects 
of the study. It presents theories which were highly relevant to conduct the study. It starts with 
mobile network service introduction. It tells the readers that mobile network plays an 
important role in current daily life. We referred the TAM model and conducted several factors 
that will influence consumers’ intention. Finally we come up with several hypotheses as the 
most important part of our research and the hypotheses serve the theoretical validation 
throughout our study 

It serves to present a theoretical overview of the study and aims to validate the findings in the 
study. And the theories are from an academic perspective and are presented as a baseline. 
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Chapter 3 - Methodology 

The third chapter consists of five parts which are research strategy, research process, research 
design, research method, and trustworthiness. The research process will tell the reader how 
we conduct our research strategy. And after that the research method will describe the method 
that we used in our study and how to collect the data. The main purpose of this chapter is to 
describe in what way the study has been conducted. 

Chapter 4 - Results 

This chapter mainly shows the results of our survey. We used some figures to show the 
situation clearly. Some descriptions are show together to help understand the chart. 

Chapter 5 - Analysis 

The purpose of this chapter is to analyze the data we have collected. This chapter mainly 
consist research analysis and One-Way ANOVA analysis. It firstly tells the basic finding in 
the research analysis. Then the One-Way ANOVA helps to explain the hypothesis and it 
makes the study more reliable. 

Chapter 6 - Discussion 

In this chapter we concluded the contribution to informatics and the practice. Because the 
study belongs to the field of informatics, it has to do a good help to informatics. This chapter 
helps you to know more about the field of informatics. 

In this chapter the different points with our expectation are discussed. The discussion is based 
on our research result. The purpose of this chapter is to have an overview of the whole study. 

Chapter 7 – Conclusion 

The conclusion chapter includes three sections. To begin with, this chapter will tell the reader 
the conclusion that we got from our study. It is a very import part in our thesis. The following 
part will describe the limitations in our research and it is the baseline for the further research. 

However this is followed by a section of limitations to evaluate the limits of the thesis. Based 
on the limitations suggestions for further research were come up with. 
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2. Theory 

2.1 Mobile Network Services 

Since 1980s, wireless networks have experienced four generations. The previous 2G systems 
can support good telephone services and higher data speed. Afterwards 3G systems are 
introduced to the world on account of the need for faster speed, global compatibility and 
multimedia services (Zhou, Yuan, Tian & Liu, 2010). Frattasi et al. (2004) insist that 4G is 
projected not only to solve still-remaining problem of the previous generation but also to 
provide a convergence platform for a wide variety of new services, so that 4G helps people to 
get high-data-rate wireless channels and high quality calls. Except that, hotspots use the basic 
WiFi technology as enterprise wireless networks (Potter, 2006). 

Bloch et al. (2008) suggest that the issues of privacy and security in wireless network have 
played an increasingly important role, because these networks continue to flourish worldwide.  
Lehr and McKnight (2003) state that there is a threat of WiFi competition, but it is beneficial 
to the prospects for the future of last kilometer competition. It also encourages the adoption of 
WiFi technology by 3G providers as a defensive response. Thus people have different 
intentions to these mobile network services. 

2.2 Technology Acceptance Model  

In the studies of information technology system, the technology acceptance model (TAM) is 
the most widely used model on account of its parsimonious and theoretically justified (Zhou, 
Yuan, Tian & Liu, 2010). And TAM postulates that computer usage is determined by BI 
(behavioral intention to use), but differs in that BI is viewed as being jointly determined by 
the person’s attitude toward using (A) the system and perceived usefulness (U). The model 
can be describe as the below picture (Davis, Bagozzi, & Warshaw, 1989). Thus there will be 
critical factors which have impact on consumers’ attitude and intention towards mobile 
network services. In this research, our goal is to extend TAM model to study the factors that 
influence users’ decision-making and intention of using the mobile network service. 
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Figure 2.1 Technology Acceptance Model 

2.3 Factors Influence Consumers’ Decision-making 

Based on Davis’s (1989) and Pagani’s (2004) work, they distinguish the following important 
components of the value proposition: usefulness, ease of use, speed of use, and price. 

In Pagani’s (2004) work, the factors are: (1) Usefulness refers to that a service satisfies a need 
or requirement. Depending on different user perspectives usefulness can have different 
interpretations. (2) Ease of use for services demand a user friendly. It refers to a tool that 
encourages services usages and the full exploitation of enhanced features by avoiding steep 
learning curves. (3)Based on Zhu and Fui-Hoon (2002), they propose that price is a key factor 
that will influence users’ attitude to use a mobile service. (4) It is also said that enjoyment is a 
key factors to the intention to use a mobile service. (5) It is more probable that many wireless 
networks will be available, and all of them will provide services over a variety of 
geographical coverage areas at various speeds (Hills & Johnson, 1996). So speed and 
coverage are also important. 

2.4 Gender Difference 

The process of consumption has been connected with gender for a long time. It also comes no 
surprise that there is too much things are known about gender and how gender impacts buying 
and consuming activities (Palan, 2001). There are a lot of researches on the influencing factor 
about consumer behavior with the gender as the moderating factor. Riquelme and Rios (2010) 
found that gender moderates the effect of intention to adopt mobile banking service by 
influencing perception of ease of use and perception of usefulness. Sanchez-Franco, Ramos 
and Velicia (2009) proposed that females tend to show greater risk aversion and less trust in 
the use of the Internet. In addition males score more highly for attitude and intention to use 
the internet, and they also got highly scores for their instrumental motivation for the 
acceptance of the Internet. Venkatesh and Morris (2000) also found that men consider 
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perceived usefulness to a greater extent than women in making decisions regarding the use of 
a new technology, both in short and long term. 

2.5 Conceptual Model 

We propose that gender will moderate the relationship between factors and the intention to the 
mobile network service. Intention to use the service is based on the behavioral intention, and 
is defined as “the strength of one’s intention to perform a specified behavior” (Fishbein & 
Ajzen, 1975).  Based on Nysveen et al. (2005), the effects of the factors on intention to use 
the mobile network service are not necessarily mediated by attitude. 

Positive effects of perceived usefulness and perceived ease of use on intention to use 
information systems is revealed in a number of studies using TAM. In addition, in previous 
studies of mobile services, positive effects of perceived usefulness is found to positively 
influence intention to use mobile services (Nysveen et al. 2005). 

Perceived enjoyment refers to “the extent to which the activity of using the computer 
(technology) is perceived to be enjoyable in its own right, apart from any performance 
consequences that may be anticipated.”(Davis et al., 1992) 

“A key purpose of TAM is to provide a basis for tracing the impact of external factors on 
internal beliefs, attitudes, and intentions.”(Davis et al., 1989) So we would like to set price, 
speed and coverage as the external variables. And in our research speed and coverage will be 
analysis as a whole part. Here is the conceptual model. From the conceptual model it can be 
found that the factors influence consumers’ attitude toward using and then it influences the 
intention to use the new technology products and service. 

 

Figure 2.2 Conceptual Model  
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2.6 Hypotheses 

The aim of the study is to figure out the factors which to influence users’ attitude or intention 
to the mobile network. From the literature we have reviewed, we find that gender will also be 
a very important factor that can make difference to perceived usefulness, perceived use of use, 
price, enjoyment, speed and coverage. Gender has been and continues to be one factor in 
marketing practice (Putrevu, 2001). Gender is also continual defined as a key moderator in 
studies of technology usage (Gefen & Straub, 1997; Venkatesh & Morris, 2000). Based on the 
literature it is said that gender differences have motivations in using new services or 
technology (Venkatesh & Morris, 2000). Identifying gender is such an important factor, it will 
be able to tail technological products better and it will have a better understanding of the 
different motives underlying new technology adoption (Nysveen, Pedersen & Thorbjørnsen, 
2005). Therefore we are going to have research whether gender can make difference of the 
attitude and the intention. 

Perceived usefulness 

Usefulness refer to that a service satisfies a need or requirement. Depending on different user 
perspectives usefulness can have different interpretations (Pagani, 2004). Before users choose 
a mobile network service, they would like to consider whether the service is useful to their 
work or study. It will influence consumers’ attitude to use the mobile network services. 

Nysveen et al. (2005) argued that male (masculine) users to a larger extent will possess such 
extrinsic and instrumental motives for using mobile chat services. Thus, it seems reasonable 
to argue for a stronger factor of perceived usefulness of mobile communication services 
among men than among women. 

H1: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of perceived usefulness. 

Perceived ease of use 

Perceived ease of use for services demands a user friendly. It refers to a tool that encourages 
services usages and the full exploitation of enhanced features by avoiding steep learning 
curves (Pagani, 2004). It can be explained that whether the service can be acceptable easily 
for its’ new function and coming. 

Venkatesh and Morris (2000) emphasized three theoretical explanations in their works, and 
they are obviously important for predicting the effect of ease of use on intention to use 
technology on a general basis. We may argue that gender can make differences of perceived 
ease of use to the intention of the mobile network service. 

H2: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of perceived use of use. 
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Price 

Price is one of the factors in the marketing mix and is used in order to stimulate the consumer. 
Pagani (2004) shows that price is one of the most important determinants of adoption of 
multimedia mobile services in his works. Man and women have different reactions for the 
factors of price. It has showed a lot in the works that gender make difference in price. So we 
consider that gender can make difference for the intention to the mobile network services in 
terms of price. 

H3: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of price. 

Enjoyment 

Perceived enjoyment refers to “the extent to which the activity of using the computer 
(technology) is perceived to be enjoyable in its own right, apart from any performance 
consequences that may be anticipated.”(Davis et al., 1992) Davis and his colleagues also 
examined the impact of enjoyment on usage intention in an extension to TAM (Davis et al., 
1989). Mobile network service can make users feel enjoyment; we propose that maybe gender 
can make differences in the enjoyment. 

H4: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of enjoyment. 

Speed and Coverage 

It is more probable that many wireless networks will be available, and all of them will provide 
services over a variety of geographical coverage areas at various speeds (Hills & Johnson, 
1996). Speed and coverage refer to the natures that the mobile service have. Man and women 
may have different demand for the services that the mobile operators have provided like speed 
and the signal coverage. So we guess that gender make the differences in the characters. 

H5: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of speed and coverage. 
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3. Methodology 

The research should be started with a clear problem discussion, followed by the theoretical 
reference of it. And then we construct a proper research design for expanding knowledge. At 
last, we should have a data collection and we should have a data analysis that derives results 
from the collected data. 

3.1 Research Strategy 

One of the differences between quantitative research and qualitative research is that 
quantitative research entails a deductive approach to connect theory and research. However, 
qualitative research emphasizes an inductive approach to the relationship between theory and 
research (Bryman & Bell, 2011). Quantitative research is used to quantify the problem by the 
way of generating numerical data or data that can be transformed into usable statistics. Based 
on the data the thesis can calculate the conclusion and give tendentious opinions. Eysenck 
(1950) proposed that factorial analysis is inadequate for scientific research because they don’t 
use the hypothetical deductive method which is fundamental to all scientific work. Hence 
hypothesis will be an important tool to the deductive research. 

We conduct our research as quantitative research and we use professional software (SPSS) to 
analyze the data that we get from questionnaires. In our thesis we use quantitative research to 
find out the influencing factors of research variables. The SPSS can help us figure out the 
gender issues connected with the intention to use mobile network service. And the 
quantitative research methods can help us to get more practical conclusion. 

3.2 Research Process 

Our research process began when we were in Sweden 2014. We noticed that in nowadays, 
cellphone is one of the most important necessities of our life. And the mobile network plays 
an essential part when we use the cellphone. There are a lot of factors will influence people 
choosing mobile network service (From Chapter theory we can see the factors). Due to the 
fact that different people have different demands of using mobile network service, there are a 
lot of ways for people to get Internet.  

We need more information about the former’s research results and the fields where they don’t 
have a research. In our research, we will find different factors such as price, enjoyment and 
speed that influence consumers’ attitude to choose a mobile network service with gender as 
the moderating factor. And we will analyze the relationship between gender and these factors. 

Most of the researches for literature were done via Google Scholar and information in the 
library of University of Borås. We used the keywords like “wireless”, “factors influencing 
people’s intention”, “gender as the moderating factor.” and “consumer behavior”. We find a 
lot of books and articles related to our subjects. Based on our findings, we proposed our 
research question and theories that are useful for our study. 
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In order to find the useful information, we have an overview of the literature and find whether 
these literatures are relevant to our study. In these literatures, if there is some similar 
information in the literature, we will choose to use the literature which had been cited most 
times by other researchers. We must ensure the sources we used are reliable. With the 
literature we have selected, we have an overview of what other researchers have done. And 
our research will base on the literatures we have read. 

After we have an overview about our research area, we want to find out whether gender can 
make difference of the relationship which between the intention to use mobile network service 
and the factors.  

The reason why we choose this research area is that gender plays an important part in 
consumer behavior. And men and women have different thoughts and attitudes for the same 
item. It is very interesting to find out the connection between gender and the intention for 
people to use different mobile networks. Finally we can give the telecom companies some 
practical advice and make contributions to the informatics. 

Then we are going to consider using the literature that we have found to formulate our 
research questions. But it’s difficult to connect our research to informatics. With the help of 
discussions with our supervisor, we find out the factors that influence people’s intention to 
choose mobile network. We can analysis the factors with gender as the moderating factor and 
draw out conclusion. 

After we have formulated our research questions, we start to search for theory on the subject. 
Our supervisor gives us advice on searching the databases. So we use available databases 
though University of Borås. We also use Google Scholar to help our research. According to 
the data we have found, we start to analyze it. 

After reading the articles which consider gender as the moderating factor and mobile 
networks, we concluded five important factors that can influence users’ intention to choose 
mobile network service. We will have a survey about each aspect. Therefore we have a 
questionnaire to collect data support our thesis. And then we start to write some questions for 
our questionnaire. Because the audience is Chinese, we are still in Sweden. We email the 
questionnaire to our Chinese friends and invite them to do the questionnaires. 

After collecting their answers, we start to analyze the data with our knowledge. Then we have 
a deep understanding of the relationship between those factors and gender. Figure 3.1 is the 
flow chart which to shows our research process. 
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Figure 3.1 Flow Chart 
  

3.2 Research Design  

Our research is a social research and it must choose a right design for the research. Bryman 
and Bell (2011) have stated that there are five types of research designs: experimental design, 
cross-sectional design or social survey design, longitudinal design, case study design, and 
comparative design. According to our research purpose, we will choose cross-sectional as our 
design. 

The cross-sectional design is also called a social survey design. The idea of the social survey 
is very closely connected in most people’s minds with questionnaire and structured 
interviewing (Bryman & Bell, 2011). Bryman and Bell (2011) also stated that cross-sectional 
design entails the collection of data more than one case and in our research the questionnaires 
collect a body of quantitative data in connection with two or more variables. We have an idea 
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to make a questionnaire and after we received the feedback of our questionnaires we will 
analyze the data. 

3.3 Research Method  

Bryman and Bell (2011) said that research method is simply known as a technique for 
collecting data and facts, analyzing and achieving a conclusion based of them. In our research, 
one of our methods is gathering information from literature and questionnaires. From the 
literature we have read, we can have a better understanding of how usefulness, ease of use, 
price, enjoyment, speed and coverage affect people’s intention to use mobile network with 
gender as the moderating effect. The literature will be used steadily throughout the process to 
different points of views on our findings. 

3.3.1 Literature Source 

Because our research is focus on whether gender can make difference in the relationship 
between the factors and the intention to using mobile network service, the next step is to 
gather information from Chinese website (CNNIC). As the language translation is a major 
hindrance, we will make sure to state the data more carefully. With the information we gather 
from literature and our real life experiences, we will combine this information and then have a 
more reasonable analysis. 

From the information we collected, we find some factors that influence people’s intention to 
use mobile network service like 4G and WiFi.  

In the papers indexed on search terms were identified and screened to include only articles 
that met the selection criteria: 

(1) Focus on 4G, WiFi and other mobile network service  

(2) Focus on the factors influencing technology service  

(3) Paper written in both English and Chinese 

(4) Data published in the website 

(5) Articles electronically retrievable as full texts or available locally.  

Under these conditions, we got our material from Google Scholar and databases though 
University of Borås. These materials help us finish our thesis. 
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3.3.2 Questionnaire 

Another method is questionnaire. In order to support our thesis, we have a questionnaire and 
ask some people to fill out it. Compared to interview, questionnaires have fewer open 
questions, and closed questions are easier to answer (Bryman & Bell, 2011). What’s more 
questionnaire is easier to be answered, and the cost of the survey is the least.  

One of the reasons that we choose questionnaire as our method is that it is convenient to 
implement and adjust. Because our thesis focuses on the Chinese consumers and we are in 
Sweden, so questionnaire is a good way to collect the data. The electronic questionnaire is 
very convenient to distribute and we can get the feedback easily. Secondly we want to get 
more accurate conclusion so we need to get feedback from a lot of people. And questionnaire 
is a good method to conduct a large-scale survey. What’s more, whether researchers involved 
in the investigation or not, they can understand the basic attitude and behavior of respondents 
from the questionnaire (Bryman & Bell, 2011). It is not possible for any other methods. 
Finally, the data from questionnaire is easy to be transferred into statistics. Nowadays, there 
are a large number of relevant statistical analysis software that can help us to analyze data, 
some of them even can directly help we design the questionnaire. In our study, we use 
electronic questionnaire to collect the data and analyze it. 

Sometimes the respondent can be easier to feel tired of answering long questions, so 
questionnaire is a good choice to help do the survey (Bryman & Bell 2011). Hence our 
questions are short and easy to answer. 

The first part is that we have done a research on the status of the respondent. Not only the 
respondent themselves but also the conditions of surfing the Internet. For example, we ask 
what their genders are; we have to know what kind of network they are using; and how many 
hours they will spend on surfing the Internet. This kind of question helps us have a good 
understanding of respondents’ status. 

Our research focus on how these factors affect people choosing mobile network with gender 
as the moderating factor. So we provide some factors and the respondent will choose one or 
more choices of the factors. The second part was conducted to know what factors can 
influence their intention to use mobile network service. 

In order to find the relationship between gender and factors, in the third part we designed 
some questions that respondents can make different points. For example, to find the attitude 
about price affects people’s attitude towards mobile network. We use 1-->5 to present very 
not important-->very important. The questionnaires will help us collect data, and these data 
make a contribution to our research. 

3.3.3 Data Collection 

When we have a better understanding of this problem, we will use questionnaire to collect 
data. The first thing to do is to decide who the respondent is. 
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If we want to have a whole view of this question, we must have amount of data. But due to 
our research is quantitative research, we just choose a certain group to discuss this problem. 
We are in 20s and we are college students, so are our friends. Hence when we decide to use 
questionnaire to collect data, the respondent has been decided.    

We have decided to use questionnaire to collect our data, the next step is to deliver the 
questionnaire. But due to we are still in Borås Sweden and our research focused on Chinese 
problems, we decided to send email to our friends.  

We send 150 emails and ask our friends to finish it in two days. With the literature we have 
read and the data that questionnaire collected, we start analysis the data in SPSS. In order to 
make the results more convincing, we finally chose 34 female and 34 male questionnaires. 
Hence 68 pieces questionnaire made up the basic data. 

3.4 Trustworthiness 

It is important to address credibility of the research findings when designing and conducting a 
research. This will help us and readers to ensure the quality and correctness of findings. 
Considering credibility of the research, it will reduce the possibility of getting wrong answers. 
Saunders et al. (2011) suggest that reducing the likelihood of getting the incorrect answer 
means that attention has to be paid to ‘reliability’ and ‘validity’ on research design.  

3.4.1 Reliability 

The issues of reliability is primarily matters relating to the quality of the measures that are 
employed to tap the concepts in which the researchers is interested, rather than matters to do 
with a research design (Bryman & Bell, 2011). In other words, it must be concerned with that 
reliability is about the quality of the research method and procedures. We think the aim of 
reliability is to reduce the errors and bias in the study. 

In order to address the reliability of the research, we have clearly described the procedure of 
data collection and utilized research method in detail in methodology section.  

For the reliability, we think the measures are consistent. But due to different research groups, 
the result may have a little deviation. Bryman and Bell (2011) agree that reliability is 
particularly at the issue in connection with quantitative research. But our research is 
qualitative research and questionnaire is a tool to help us understand the results. To some 
extent our result is reliability. 

3.4.2 Validity 

According to Bryman and Bell (2011), validity is concerned with the integrity of the 
conclusions that are generated from a piece of research. In order to have a high level of 
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validity, we have cited many people’s work. But in our study we use questionnaire to collect 
data and the questionnaire is limited. We think if we have more data, it will be a great help to 
make our result more valid.  

We send the email at random, so there is no possibility that is deliberate. Our finding is based 
on the data we collected, so the finding is believable. We allowed readers to pursue the source 
of any evidence from initial research questions to our conclusions. However due to time 
limited, our study only based on a small group. 

We think other people can continue our work and have a further research. It will be written in 
discussion chapter. 
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4. Results 

The research was conducted on the students in China and we released the questionnaire in the 
circle of our friends and classmates. When they see the message, they help us filled out this 
questionnaire. Finally we received 106 copies questionnaires. However 11 of them are 
invalid. Gender is a very important thing our research, hence we set the number of male equal 
to the female. Finally we have 34 copies questionnaires from male and 34 pieces from female. 
At the end there are 68 copies of valid questionnaires that we can use. And SOJUMP is very 
comprehensive software, it not only helps us to collect the data but also to form all kinds of 
figures and tables.  

First we have to know the status that what kinds of mobile network services been used now. 
Figure 4.1 shows that what kind of mobile network services they are using. From the figure 
we can see that 91.18% users are using WiFi services and it’s the biggest figure. However 3G 
network still occupied a very important part in network service with 58.82% 

 

 
 Figure 4.1 The status of consumers’ mobile network service 

 
Figure 4.2 shows that what respondent do with the mobile network services. It can be found 
that 94.12% respondents like to use the social network to have a chatting with friends or 
classmates. And only 29.41% of the consumers use the mobile network service to play games. 
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It may because that it’s not comfortable to play games with a little mobile phone screen. In 
addition half of the users use the device to watch videos. 

 
Figure 4.2 The application of mobile network service 

 
As the Table 4.1 shows that 36.8% users surf the internet more than 30 hours per week. 
However in the people who spend more than 30 hours surfing the internet, 22.1% of them are 
female. For the spending time between 20 and 30 hours every week, only 2.9% are female. 
Overall, it may have no differences on the average time for male and female.  
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Table 4.1 The distribution of spending time on the mobile 

 
We have concluded five factors that influence users’ intention to the mobile network service. 
Table 4.2 showed the respondents’ opinion for the factors. 80.88% respondents think speed 
and coverage are the most important factors. And the second place is price with 70.95%. It 
seems that people are more care about the external factors like the service’s characters. 

 
Figure 4.3 Factors influence consumers’ choice 

 
The next five questions investigate the importance of each factor in using mobile network 
services. These factors influence people’s intention to use the network service. Table 4.2 
shows the means and standard deviations of the dependent variables with different genders. 
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From Table 4.2 we can see that male consider more than female with the Mean 3.91. It’s 
bigger than female for the Mean 3.15. However women care more about price than man with 
the figure 3.88. It has differences between male and female in terms of usefulness and price. 

 
Table 4.2 The Mean between male and female of the factors 
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5. Analysis 

5.1 Research Analysis 

Our purpose is to know whether gender can make difference to the mobile network service 
intention. In order to get a better understanding of these problems, we have an investigation 
for the current status of China’s mobile network. Figure 4.1 showed which kinds of network 
the respondent used. The figure 91.18% showed that WiFi is more popularly than 3G and 4G 
network. WiFi has the limitation for the limit coverage. But due to the price of WiFi is a one-
time fee, it can be used for a whole year. However 3G and 4G need customers to pay for 
every month. Therefore there are still 58.82% of users use 3G and 4G. Because 4G is a new 
technology in recent years and it hasn’t been popularized, hence 4G have a lowest percentage 
figure. 

Figure 4.2 proved that mobile network service make our life more colorful. The first thing is 
that it enhances the communication with friends and reduces the obstacle of the 
communication gap. Mobile network service is an essential part in consumers’ life and does a 
lot of help to users’ study or work. 

From the literature we have reviewed, five factors have been concluded. However we don’t 
know consumers’ attitude on these factors. Base on the Figure 4.3, the figure 80.88% showed 
that consumer more care about speed and the coverage. It directly connects to users’ feeling 
and user can experience it better. Price also occupied an indispensable part of these factors. 
What’s more price, speed and coverage play an important role in the mobile network service. 

5.2 One-Way ANOVA  

Table 4.1 showed a difference between male and female in terms of the spending time. From 
the spending time between 20~30 hours, there are 13.2% of male. However it only has 2.9% 
female at this section. We can see that female has an extreme distribution with the items “less 
than 14 hours” and “more than 30 hours”. Female have more people in these two sections. 
Compared to female, male has an average spending time of the internet. 

In statistics, one-way analysis of variance (one-way ANOVA) is a technique used to compare 
means of three or more samples (Howell, 2012). However this technique can be used only for 
numerical data. Thus we set the answers in a 5-point scale of (1) very unimportant to (5) very 
important. We put the data into SPSS to have a one-way ANOVA analysis and got the Table 
5.1. The table below showed the results whether gender can make difference. It means 
whether the perceived usefulness, perceived ease of use, price, enjoyment, speed and 
coverage influence the intention to use mobile network. (The significant level is 0.05.) 
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Table 5.1 One-Way ANOVA analysis 
 

Based on the conceptual model (Figure 2.2), gender was as a moderating factor that will make 
difference in the relationship between the factors and the intention to use mobile network. As 
shown in Table 5.1, the last column [Sig.] showed the results of the correlation. The further 
study can explain the hypothesis respectively. 

H1: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of perceived usefulness. 

From the Table 5.1, the p-value of perceived usefulness is 0.012 and it’s less than the 
significant level (0.05). It means that there is a significant difference between male and 
female’s attitude to use mobile network servers in terms of perceived usefulness. Thus H1 is 
accepted. From Table 4.2, it can be found that the mean of perceived usefulness for male (= 
3.91) is higher than that for female (= 3.15). Hence men have a stronger intention to use 
mobile network service than women in terms of perceived usefulness. 

H2: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of perceived ease of use. 

As the Table 5.1 showed that the p-value of perceived ease of use is 0.220 and it’s higher than 
the significant level (0.05). So H2 is rejected. It means that there is no significant difference 
between male and female’s attitude to use mobile network service in terms of perceived ease 
of use. As it can be found in Table 4.2, the means of male and female are 3.53 and 3.85. To 
some extent, both man and woman think perceived ease of use is important to the intention to 
use mobile network service. Venkatesh and Morris (2000) stated their opinion that gender 
makes difference of the ease of use on the intention to use technology service. However our 
results don’t support it. 

H3: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of price. 
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As the Table 5.1 showed that the p-value of perceived price is 0.033 and it’s less than the 
significant level (0.05). Hence H3 is accepted. It means that there is a significant difference 
between male and female’s attitude to use mobile network service in terms of price. As we see 
from Table 4.2, the means of male and female is 3.26 and 3.88. The mean of female is higher 
than male. It means that female more care about price than male. It has a high possibility that 
price can influence women’s intention more than men. 

H4: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of enjoyment. 

From the Table 5.1, the p-value of perceived enjoyment (0.525) is higher than the significant 
level (0.05). Consequently it means that there is no significant difference between male and 
female’s attitude to use mobile network servers in terms of enjoyment. Thus H4 is rejected. 
From Table 4.2, we can see that the mean of enjoyment for male (= 3.21) is higher than that 
for female (= 3.38). Hence enjoyment has a same meaning to male and female. 

H5: There is a significant difference between male and female’s attitude to use the mobile 
network in terms of speed and coverage. 

As we can see from the Table 5.1, the p-value of speed and coverage is 0.917 and it’s less 
than 0.05. It means that there is no significant difference between male and female’s attitude 
to use mobile network servers in terms of speed and coverage. Thus H5 is rejected. From 
Table 4.2, we see that the mean of speed and coverage for male (= 3.88) is higher than that for 
female (= 3.85). Since 3.88 and 3.85 are much higher, both man and woman think speed and 
coverage play an important role to the intention to use mobile network service.  

5.3 Summary of Hypothesis 

The Table 5.2 has concluded the hypotheses. It can be found that two of them are accepted, 
respectively perceived usefulness and perceived price. It means that there are significant 
differences between male and female’s intention to use mobile network service about these 
two factors. However there are three of them are rejected. 

 

Hypothesis P-value Result 

H1: There is a significant difference between male and female’s 
attitude to use the mobile network in terms of perceived usefulness. 

0.012 Accepted 

H2: There is a significant difference between male and female’s 
attitude to use the mobile network in terms of perceived ease of use. 

0.220 Rejected 

H3: There is a significant difference between male and female’s 
attitude to use the mobile network in terms of price. 

0.033 Accepted 

H4: There is a significant difference between male and female’s 
attitude to use the mobile network in terms of enjoyment. 

0.525 Rejected 
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H5: There is a significant difference between male and female’s 
attitude to use the mobile network in terms of speed and coverage. 

0.917 Rejected 

 
Table 5.2 Hypothesis and result 
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6. Discussion 

In this chapter the contributions to informatics and practice will be discussed. The discussion 
is based on the findings up until this point as this help clarify the end-result and purpose of 
the thesis. 

6.1 Contribution to the Informatics 

To begin with, it is important to discuss why the field of informatics has played a huge role in 
the study. When we prepared to propose the research question, we want to connect the topic 
with informatics. After reviewed some previous literature, we found the factors that affect 
consumer choosing mobile network are very interesting and a lot of researches use gender as 
the moderating factor. And we built the whole thesis with informatics in our mind during each 
step. We want to connect our topic with informatics, so we choose some main factors that 
influence consumer’s behavior. The thesis has been written for and with the help of 
informatics, from the theory to methodology part as well as the conclusion part that partake in 
finalizing the results. 

Informatics considers the interaction between humans and information systems. According to 
our findings, we want to find the relationship between influencing factors and gender in the 
mobile network field. Mobile network can be considered as information system and the 
influencing factors can be connected with human being.  

As informatics is a very wide field, we only focused on the parts of informatics that would 
have relationship with our research question and built a good thesis structure. The information 
that we found in the theory part of the thesis connect to our research question and it is the 
most important part in our thesis. We use questionnaire to collect the data, after the analysis 
we got the conclusion. 

6.2 Contribution to the Practice 

In terms of our research question, our aim is to find the influencing factors that can affect 
users choosing different mobile networks and the most important aim is to find out the 
relationship between these factors and genders. 

The contribution to the practice can be divided into two aspects. For the consumer, users can 
have a better understanding of each factor that can affect their choices. Thus when consumers 
want to choose mobile network they can choose one that more suitable for them. Based on our 
result the consumer can make a better choice. 

On the other hand, the telecom companies can take different measures to attract consumers. 
To begin with, we found significant differences between men and women in price and 
usefulness. Man put more attention on usefulness; however women care about price more. 
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Thus the telecom companies can make different strategies for men and women. They can 
make different measures to attract different consumers. 

6.3 Different Points with Our Expectation 

Before we conducted the analysis, we thought that “price” will be the biggest influencing 
factor for the question “what factors will influence your intention of using the mobile network 
service?” But from the Figure 4.3, it can be found that speed and coverage are the most 
important factors. It means that people more care about the characters of the service itself. 
Thus it conflicted with our expectation. 

From the results we find that there are 3 hypotheses that are rejected. Because when we 
conducted the hypothesis, it has a high possibility that hypotheses will be accepted. However 
the data gives evidence that they are rejected. Thus it gave us a lesson that not every 
hypothesis is accepted even if the hypothesis has a high possibility that will be accepted. 
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7. Conclusion 

The conclusions are based upon our research questions and purpose with the thesis with our 
findings as the baseline for answering the questions. It is also the reason why we write this 
thesis. 

7.1 Conclusion 

The initial purpose of this study was to analyze the gender impact on factors affecting 
consumers’ intention to use different kinds of mobile network service. After reviewing the 
previous literature we found five factors that are very important for users to choose mobile 
networks, respectively perceived usefulness, perceived ease of use, price, enjoyment and 
speed. But we want to find out the differences between these factors with gender as the 
moderating factor. Based on the ATM model, we proposed five hypotheses and tested it in 
this research. Only two hypotheses out of five were accepted, while the rest of five factors 
were rejected. Perceived usefulness and price are the two factors that were accepted and 
significant differences were found. There are no significant differences were found in other 
factors. 

For the research question: How does gender influence consumers’ intention to use mobile 
network service in terms of the factors which are perceived usefulness, ease of use, price, 
enjoyment and speed. It was well solved in an appropriate method by this study. 

In terms of the usefulness of mobile network, there is a big difference has been found in this 
study. And perceived usefulness emerges as the most important factor in adopting mobile 
services (Pagani, 2004). According to this study it has been found that compared to women, 
men put more attention on the usefulness of the mobile network when they choose their 
mobile Internet. Nysveen, Pedersen and Thorbjørnsen (2005) also found that usefulness 
would influence consumer’s intention to use more strongly for men than women. In addition 
we also found that men like to play online games than women, that maybe the reason why 
there is a big difference in usefulness. 

Price is key construct that will influence user’s intention to use mobile Internet (Pagani, 
2004).  Men and women have different attitudes towards price in this area. In this study, it has 
been found that women more care about price than man when they chose mobile network 
service. We also found that women think price is much more important when they choose 
mobile network.  

For perceived ease of use, enjoyment and speed, we found no difference between men and 
women. But they are still the main factors that will influence people’s intention of choosing 
mobile internet.  

Also this result has made a contribution to the field of informatics. It collected the data and 
information of the mobile network service. The meaning to informatics is that it uses the 
computer technology (SPSS) to analyse the phenomenon in people’s daily life-gender make 
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differences in consumers’ intention to mobile network service. This information helps the 
operator to know more about the reaction to their service and they can also use the results to 
develop different kinds of service for different genders. 

7.2 Limitation 

Due to China is a very big country with 9.6 million square kilometers. And because of the 
technical reason, it is too hard to cover the local residents in different area. Hence our 
research sample just comes from several provinces of China. Because Chinese telecom 
companies take a different charge policies in different provinces, thus some data that we used 
in our thesis may be have some limitations.  

In order to collect data we distribute the questionnaires to our classmates and friends in China. 
And they are a younger generation that very familiar with the new digital devices. Most of 
them are students in university; China has more than 1.3 billion people however our sample is 
just 68. They can’t represent all social classes and that’s maybe why some hypotheses are 
rejected. And the number of samples was so small that it may lead to our result incorrect. 

Another limitation made was that this study is concentrated on the users’ side of the cases, in 
order to be able to bring the whole point of view it’s also important to include operators’ 
thoughts of challenges and suggestions for improvements. Also this limitation serves as a 
reason for future research. 

Finally, there is still another limitation in this study. We use five factors that can influence 
people’s intention when choose mobile networks to conduct our research. But there are still 
some other factors can also influence people’s choice. We just use these five main factors but 
other factors that we didn’t write are important, too.  

7.3 Suggestions for Further Research 

As stated above there were several limitations in our study. There are three limitations opened 
up the possibility for further research based on this study. The first limitation was the fact that 
the sample just come from several provinces of China, and the number of samples is too little. 
To get more accurate data, the further research can enlarge the number of the samples and 
cover most provinces in China. Because Chinese telecom companies take different measures 
in different regions, thus more provinces can make the conclusion and result better.  

The second limitation that can serve as a suggestion for further research is the important 
opinions from the telecom companies’ points of view about challenges and suggestions for 
improvements in this area. With both sides of the coin at hand, this study regarding the user’s 
side can be compared with the future research about the company’s side for improvements in 
the business. Thus the telecom company can attract more users and it is good for the 
development of new technologies in China. 
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It is also important to state that this study was only conducted by five factors. There are a lot 
of factors that will influence people’s choice of using mobile networks. The further research 
can put attention on other factors. Some factors are also very important for people’s decision 
making and have an impact on the intention to use new technology products. The five factor 
in this study is very limited and just some essential factors. Based on our study, further 
research can use other factor to conduct another research. 

Except the limitations in this study that can be used in the further research, the further 
research can use our method to find the relationship between these factors with other factor as 
the moderating effect such as age. They can also find something that is very interesting.  
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Appendix.Questionnaire 
 

Survey about the intention of using mobile network 
 

With the development of mobile technologies, the mobile network operators provide 3G and 
4G etc. People have different choice of using mobile Internet. There are a lot of factors will 
affect user's intention of choosing mobile networks. 

 
  

1. Your gender is [single answer]  
 [    ]male 
 [    ]female 

  

2. The average time that you use mobile Internet per week [single answer]  
 [    ]less than 14 hours 
 [    ]14-20 hours 
 [    ]20-30hours 
 [    ]more than 30 hours 

  

3. The main purposes that you use cellphone to surf the Internet [multiple choice]  
 [    ]socializing(QQ, Wechat, Weibo etc ) 
 [    ]work or study 
 [    ]game  
 [    ]online shopping 
 [    ]others 

  

4. Which kinds of mobile network services that you use now [multiple answer]  
 [    ]3G 
 [    ]4G 
 [    ]WiFi 

  

5. Which factors will influence your intention of choosing mobile networks? [multiple 
answer] 
 [    ]usefulness 
 [    ]ease of use 
 [    ]price 
 [    ]enjoyment 
 [    ]speed and coverage 

  

6. The importance that usefulness of mobile network to your work or study ：1-->5 
present very unimportant-->very important [single answer] 

1 2 3 4 5 
[    ] [    ] [    ] [    ] [    ] 
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7. The importance that ease of use affects you using or accepting mobile network：1--
>5 present very unimportant-->very important [single answer]  

1 2 3 4 5 
[    ] [    ] [    ] [    ] [    ] 

 

  

8. The importance that price affects you choosing mobile network：1-->5 present very 
unimportant-->very important[single answer] 

1 2 3 4 5 
[    ] [    ] [    ] [    ] [    ] 

 

  

9. The importance that enjoyment affects you choosing mobile network：1-->5 present 
very unimportant-->very important [single answer]  

1 2 3 4 5 
[    ] [    ] [    ] [    ] [    ] 

 

  

10. The importance that speed and signal coverage affect you choosing mobile network
：1-->5 present very unimportant-->very important [single answer]  

1 2 3 4 5 
[    ] [    ] [    ] [    ] [    ] 
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Högskolan i Borås är en modern högskola mitt i city. Vi bedriver utbildningar inom ekonomi 
och informatik, biblioteks- och informationsvetenskap, mode och textil, beteendevet-enskap 
och lärarutbildning, teknik samt vårdvetenskap. 
  
På institutionen Handels- och IT-högskolan (HIT) har vi tagit fasta på studenternas 
framtida behov. Därför har vi skapat utbildningar där anställningsbarhet är ett nyckelord. 
Ämnesintegration, helhet och sammanhang är andra viktiga begrepp. På institutionen råder en 
närhet, såväl mellan studenter och lärare som mellan företag och utbildning. 
  
Våra ekonomiutbildningar ger studenterna möjlighet att lära sig mer om olika företag och 
förvaltningar och hur styrning och organisering av dessa verksamheter sker. De får även lära 
sig om samhällsutveckling och om organisationers anpassning till omvärlden. De får 
möjlighet att förbättra sin förmåga att analysera, utveckla och styra verksamheter, oavsett om 
de vill ägna sig åt revision, administration eller marknadsföring. Bland våra IT-utbildningar 
finns alltid något för dem som vill designa framtidens IT-baserade kommunikationslösningar, 
som vill analysera behov av och krav på organisationers information för att designa deras 
innehållsstrukturer, bedriva integrerad IT- och affärsutveckling, utveckla sin förmåga att 
analysera och designa verksamheter eller inrikta sig mot programmering och utveckling för 
god IT-användning i företag och organisationer. 
  
Forskningsverksamheten vid institutionen är såväl professions- som design- och 
utvecklingsinriktad. Den övergripande forskningsprofilen för institutionen är handels- och 
tjänsteutveckling i vilken kunskaper och kompetenser inom såväl informatik som 
företagsekonomi utgör viktiga grundstenar. Forskningen är välrenommerad och fokuserar på 
inriktningarna affärsdesign och Co-design. Forskningen är också professionsorienterad, vilket 
bland annat tar sig uttryck i att forskningen i många fall bedrivs på aktionsforskningsbaserade 
grunder med företag och offentliga organisationer på lokal, nationell och internationell arena. 
Forskningens design och professionsinriktning manifesteras också i InnovationLab, som är 
institutionens och Högskolans enhet för forskningsstödjande systemutveckling. 
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