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Abstract: Experts continuously predict that mobile
technology would create new competitions in the business
world and that all e-commerce would be on wireless devices
in the near future. This technological trend indicates that M-
commerce has been envisioned to be a major force of
business competition. To any organizational member in an
institutional field, a more comprehensive understanding of
M-commerce strategy would thus become critical. Since
conventional wisdom emphasizes economic aspects of
technological strategy, a more comprehensive understanding
of M-commerce would need to incorporate social/political
aspects of strategic choice because such social/political
backdrops in an institutional field often shape an
organization’s decision. Institutional theorists, for instance,
argue that organization members’ decisions are often driven
by social/political pressures in an institutional field,
particularly when the environment is surrounded by
emerging technological issues. With its developing nature,
M-commerce well fits into such an uncertain context.
Institutional theory could thus help better understand how
social/political forces in an institutional field influence an
institutional member’s decision. More specifically, this
paper proposes that each of three isomorphic pressures,
coercive, mimetic, and normative pressures, positively
influences an organization’s M-commerce strategy. These
propositions encourage business and technology decision
makers to consider social/political factors embedded in their
institutional landscape and in turn better shape their
organizations’ M-commerce strategy.

Keywords: Mobile Commerce and Business, Isomorphi-
sm, Institutional Pressure

I. Introduction

As the Internet technology and the electronic market mature,
emerging business competition beyond E-commerce has
become increasingly significant in the business world [23].
Mobile commerce (M-commerce) has been predicted to
become such a force to create new challenges and
opportunities beyond the E-commerce market [13]. While
the potentials of M-commerce have been extensively
discussed by practitioners (e.g. [25] [46-47]), empirical
studies that help understand and manage M-commerce
strategy have not been parallel. The inadequate empirical
studies of M-commerce might be due to the rapidly evolving
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nature of mobile technology. However, as M-commerce
creates a new competitive market and potentially transforms
the manner in which business is conducted [12] [35], an
insufficient understanding of such an emerging phenomenon
might cause organizational inability to make an effective
strategic choice. The purpose of this paper, thus, seeks to
shorten the gap between practitioner’s discussion and
empirical research. It intends to examine an organization’s
strategic choice of M-commerce in an institutional field and
in turn helps decision makers to better shape their M-
commerce strategies.

Specific research questions of the study are mainly
derived from the evolving nature and uncertainty of mobile
technology. Research community has increasingly called for
attention to issues and challenges of mobile technology [15]
[19] [40] [44]. These technical challenges and standard
issues of mobile technology prohibit an organization from
fully envisioning the future of technological evolution. The
rapid development of mobile technology could also exceed
organizations’ implementation capacity—before organizati-
ons fully comprehend the current technological capability,
new devices or services might have appeared in the market.
As such, high degree of technological uncertainty and
complexity is involved in an organization’s strategic choice
of M-commerce, particularly in an institutional field where
business competition is intense and social and political
landscape is complicated. The paper thus asks: why does an
organization adopt M-commerce strategy under such high
uncertainty? What would an organization gain from the
adoption of M-commerce strategy?

While conventional information technology (IT) strategy
literature widely emphasizes economic aspect of strategic
choice [26-27], the paper, in contrast, focuses on social and
political aspects of strategic choice of IT in general and
mobile commerce in particular. Derived from institutional
theory, it specifically seeks to shed light on how isomorphic
pressures influence an organization’s adoption decision of
M-commerce strategy. In the context of M-commerce, the
discussion of isomorphic pressures could help better
understand how an organization’s decision making is driven
by social and political landscape in an institutional field. The
knowledge gained could thus encourage business and
technology decision makers to consider not only economic
but also social and political issues of M-commerce adoption
and in turn better develop their M-commerce strategies.

1.1 The Potential of M-commerce

This paper draws the definition of M-commerce from
Tarasewich et al—“all activities related to a (potential)
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commercial transaction conducted through communications
networks that interface with wireless (or mobile) devices”
[40, p. 42]. The reason of employing this definition is that it
is one of better examples that specify the mechanism
through  which  M-commerce is conducted. Such
mechanisms—mobile devices—could include mobile phone,
handheld computers, laptop computers, personal message
pagers etc.

Practitioners have predicted that M-commerce could
potentially turn a mobile phone into a retail outlet in a
customer’s packet [38] and change how firms sell and
provide services for their customers [30]. It could also
explosively influence particular industries such as financial
services, travel, and retail businesses [35] and even more
significantly, change firms’ business model [39] and IT
strategy [31] [34]. Amazon.com founder Jeff Bezos even
predicted that within ten years all e-commerce activities
would be conducted through mobile devices [39]. In line
with this view, Forrest Research reported that 90% of
European companies intended to develop mobile Internet
sites and 50% of them have already launched their
development in the beginning of 2000s [8]. By the end of
2005, the US market will have more than 171.1 million
mobile Internet users and 111 million consumers will access
mobile Web on a monthly basis [12]. A survey in the US
further indicated that mobile phones will become the second
highest potential reach as an adverting medium only next to
television [47]. The revenue that M-commerce will generate
by the end of 2005 is predicted to be more than 100 billion
worldwide [39].

However, all these predictions are mainly drawn from
economic perspectives. If an organization’s decision making
were simply based on such perspectives, the organization
would then fail to understand social and political factors that
play a significant role in influencing the success of
technological adoption [1] [22]. With respect to an
organization’s decision making, economic perspectives are
derived from organizational voluntarism, which assumes that
an organization’s strategic choice is simply a voluntary
action so that it could be decided via an organization’s
internal need assessment. Such a perspective neglects
external factors such as environmental competition or
institutional pressures. Zmud’s [48] push-pull model
suggests that factors leading to an innovative action could be
mainly categorized into push and pull forces. Pull forces
stem from an organization’s internal evaluation of
performance gaps or operations needs [7]. Push forces, on
the other hand, result from a variety of external factors such
as a promising technology, norms of the social systems [32],
competitive pressures [21] or institutional influences [1]. In
other words, an organization’s initiation of an innovation
often results from both internal and external forces.

Institutional theorists further illustrate that one of
external forces—institutional pressure—often leads to an
organization’s isomorphic changes in a collective field. The
organization tends to act in a similar fashion because of
isomorphic pressures they face instead of their need to

obtain efficiency [9]. Such an institutional perspective
provides social and political explanation of an organization’s
behavior, extends traditional economic perspective, and in
turn helps gain a more comprehensive understanding of
strategic choice of M-commerce.

I1. Institutional Theory

Institutional theorists argue that organizations act, not to
increase cost efficiency, but to gain legitimacy [5] [18] [37].
Much of the ideas, values, and beliefs that an organization
acts upon are influenced by institutional members instead of
the organization’s needs of economic efficiency [28]. To
survive, organizations have to first obtain institutional
recognition; acting to accommodate institutional
expectations, regardless of efficiency or cost benefits, would
help to gain institutional recognition and in turn enhance
survival opportunity [9].

Traditional wisdom of organizational voluntarism
assumes that organizations make decisions based on their
rational calculation of performance needs. In reality,
however, institutional members would often follow the trend
of institutional fashion and act collectively with other
institutional members. An organization’s action in this
pattern does not necessarily gain profit or efficiency. Instead,
the result often lies in social recognition or political support
[20]. Hiring a Nobel Prize winner, for example, would not
be financially justified for a university; it could nonetheless
attract better students or research opportunities and in turn
gain better recognition for the university [9]. Such
institutional actions have become common practice in the
academia so that any university would highly sanction the
legitimacy of actions. As a university acts toward the
direction that is highly sanctioned, other universities would
feel the urge or pressure to act in a similar fashion to gain
institutional recognition. A university’s action thus does not
necessarily result from internal, rational calculation of
performance needs. Rather, it is highly influenced by
institutional pressures resulting from common practice or
collective action in the field. Such institutional pressures
emerge to be powerful forces that cause institutional
members act in an isomorphic pattern as illustrated by
DiMaggio and Powell:

Once disparate organizations in the same line of business
are structured into an actual field (as we shall argue, by
competition, the state, or the professions), powerful forces
emerge that lead them to become more similar to one
another [9, p. 148].

These powerful institutional pressures could be due to
institutional members’ dominant movement or governmental
regulations. In relation to technological investments, an
organization does not necessarily rationally evaluate its
return of investment for the innovation. Instead, the motive
for an organization to adopt an innovation often stems from
standardized practices in the field [24] seeking for normative
recognition [45], as illustrated by DiMaggio and Powell:
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As an innovation spreads, a threshold is reached beyond
which adoption provides legitimacy rather than improves
performance... Strategies that are rationale for individual
organizations may not be rational if adopted by larger
numbers. Yet the very fact that they are normatively
sanctioned increases the likelihood of their adoption [9,
p.148].

In other words, an organization’s technological adoption
is often a function of institutional pressures—the fear of
being different from other institutional members [2]. So long
as an organization resides and competes in the field, it could
not escape from these pressures. An organization’s action,
therefore, is often undertaken for considering other
institutional members’ action and result in a collective,
isomorphic pattern [9], which seeks for social and political
recognition and sequentially survival chances [28].

I1.1 Isomorphic Pressures

According to DiMaggio and Powell, the organization’s
collective action is mostly driven by isomorphism embedded
in an institutional field. They specify isomorphism as “a
constraining process that forces one unit in a population to
resemble other units that face the same set of environmental
conditions” [9, p.149]. These institutional theorists further
contend that three sources that lead to isomorphism are
coercive, mimetic, and normative pressures.

I1.2 Coercive Pressures

Coercive pressure is generally caused by governments or
other powerful organizations in the same field. When
governmental agencies enact industrial rules [22] or when
powerful industrial leaders impose standardized practices
[14], other organizations in the field would perceive an
urgent pressure. This type of pressure rises from facing
‘must-have’ institutionalized rules or practices. Failing to
cope with this type of institutionalized rules or practices
could result in fatal failure. Adopting a new pollution control
or prevention technology in certain fields where
environmental issues are sensitive is one example that
organizations respond to such coercive pressure [e.g., 36].
Since M-commerce has been predicted to be one of the
most influential emerging technologies in changing a firm’s
competitive strategy [13] [31], a firm situated in a
competitive institutional field will inevitably face strategic
choices of M-commerce. Nowadays, a firm cannot compete
against others if it does not well develop an E-commerce
strategy. With increasing influences predicted by
practitioners, M-commerce, similar to E-commerce, would
soon become a “must-have” IT strategy; a firm without M-
commerce strategy would then face difficulty in the
competitive market in the near future. Failing to employ a
clear M-commerce strategy, a firm could be excluded in the
competitive market. In other words, a firm without M-
commerce strategy would perceive high degree of coercive
pressure. Such pressure would urge it to rapidly make
strategic choice of M-commerce to compete at the same

level as other firms in the industry. As such,

P1: the greater the coercive pressures, the more likely a
firm will adopt M-commerce strategy.

Two specific sources of coercive pressures could
influence a firm’s adoption of M-commerce strategy. First,
the standard of mobile technology has not been well
reconciled, especially in the US market [10] [34] [46]. This
situation would encourage technologically leading firms
quickly step in and standardize the practices for M-
commerce. The more such leading firms are perceived as
powerful and influential in the industry, the more likely
other firms would be subjected to emerging mobile
technological standard and subsequent coercive pressures.
As such,

Pla: the greater power and influence of leading
competitors, the more likely a firm will adopt M-commerce
strategy.

Second, governmental agencies could also involve in
the standardization of mobile technology. They could create
a universal standard of mobile technology for the nation so
that the technological compatibility across various vendors
and devices could be achieved. Governmental intervention
usually imposes coercive pressure directly on a firm so that
certain standardized rules and practice have to be complied
[22] [24]. With respect to mobile technology, such
governmental intervention would also enable the
compatibility of various standards. As such, it would, on the
one hand, create coercive pressures on technologically
leading firms and demand their compliance on the
technological standards and, on the other hand, achieve
higher technological compatibility, which would in turn ease
the implementation and facilitate the adoption of M-
commerce for other firms. Both situations would lead to
more prevailing acceptance of M-commerce in the field. As
such,

Plb: the greater the involvement of governmental
agencies in the standardization of mobile technology, the
more likely a firm will adopt M-commerce strategy.

I1.3 Mimetic Pressures

Mimetic pressure, in contrast, is primarily related to the
uncertainty of environment and technology and the
ambiguity of an organization’s strategy. When the
environment or technology is uncertain and an
organization’s strategy is ambiguous, an easier way for an
organization to establish itself is to model after those who
have been widely recognized in the industry [9] [24].
Following others’ footsteps could minimize the risk due to
high degree of environmental uncertainty or high cost of
technological investment. For firms that are not widely
sanctioned, the imitation of legitimate competitors becomes
a voluntary but critical behavior to respond to the fear of
being different [1] and help establish a firm’s legitimacy [45].
Evidences have shown that in the context of EDI (electronic
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data interchange) mimetic pressures perceived by an
organization positively influence its adoption of the EDI
systems [41]. In the context of M-commerce, issues involved
in technological standard and infrastructure create both
environmental and technological uncertainty [19] [40]. On
the one hand, M-commerce is perceived as a significant
strategic factor [34] so organizations inevitably perceive
institutional pressures to adopt it. On the other hand,
consumers remain unwilling to embrace M-commerce
activities [25] because of the still uncertain stage of the
technological development [34], the complicated mobile
payment structure, and slowly developing wireless-
telecommunication industry [46]. An organization might
thus perceive that the investment could be costly and
benefits might not be rewarding [25] [46]. Such context
would then create mimetic pressures that encourage a firm to
benchmark legitimate competitors and consequently adopt
M-commerce strategy.

P2: the greater the mimetic pressures, the more likely a
firm will adopt M-commerce strategy.

According to DiMaggio and Powell [9], mimetic
pressures are mainly derived from two factors—external and
internal factors. Externally, the significance of institutional
practices and high uncertainty of the environment or
technology constitute two major factors of mimetic
pressures. More specifically, the significance of institutional
practices stem from the prevailing usage of technologies and
the perceived success of adopting firms [41]. In other
words, an organization’s decision to adopt emerging
technologies is driven by the extent to which the technology
is used in the field and the perceived success of firms that
have adopted it. Enabled by mobile and relevant
technologies, M-commerce thus cannot possibly escape
from these effects in the institutional field; neither could it
avoid environmental and technological uncertainty
accompanied by emerging mobile technologies due to their
developing and uncertain technological standard and
infrastructure. Such uncertainty and the significance of
institutional practices would unsurprisingly encourage an
organization to model itself after other firms that have been
successfully implemented M-commerce strategy.

P2a: the greater the uncertainty of mobile technology,
the more likely a firm will adopt M-commerce strategy
through imitating successful firms.

Internally, an organization’s perception of mimetic
pressures would be strengthened when it lacks of a clear
strategy. The pioneers or early adopters of emerging
innovations in the industry usually have a clearer vision with
respect to adopting certain institutional practices or
technologies to meet their organizational needs [41]. Other
firms without a clear strategy, in contrast, would fear to be
behind or to be different [1]. Such fear would encourage
them to follow common and successful practices in the field
so that the risk of technological implementation could be
reduced [9]. In the context of M-commerce, technological

uncertainty would further push those who do not have clear
business or IT strategy to model after firms that have
successfully implemented M-commerce strategy.

P2h: the greater the ambiguity of a firm’s strategy, the
more likely a firm will adopt M-commerce strategy through
imitating successful firms.

I1.4 Normative Pressures

Normative pressure, finally, is derived from the
professionalization, the process through which the
information is exchanged informally among professionals or
formally through professional networks and associations
[24]. Organizations in a collective field that consists of
considerable amount of professional workforce will struggle
to maintain prestige and resources, which are two major
elements to attract professionals [9]. The professionalization
process will encourage isomorphic behavior among
organizations because organizations are inevitably inclined
to demonstrate their capability to provide at least the same,
if not better, benefits and services as their competitors do.
Highly professionalized organizations (e.g., those who
provide better benefits and services to their employees) will
be recognized as more competitive and prestigious [24].
They will be more capable of not just retaining their
employees but also attracting better workforce from the
market. Their competitors, therefore, will face the pressures
to model the benefits and service provided by these leading
professionalized firms. In so doing, they could illustrate the
willingness to maintain their employees and the desire to be
recognized in the field [16].

Computer industry, where IT professionals generally
share information rapidly and tend to identify themselves
with their professions (e.g., programmers, system analysts)
instead of with the company they currently work for, is one
typical context in which normative pressures would emerge.
Such normative pressures are positively related to an
organization’s adoption of an EDI system because the
information of such systems is highly shared among
professionals [41]. Predictably, in the context of M-
commerce—a popular subject matter commonly shared by
IT professionals, an organization member’s decision making
process of M-commerce strategy would be frequently
discussed among IT professionals; their discussion would
result in professionalization as aforementioned and in turn
create significant normative pressures to any organizational
members in the field. Consequently, the higher the
normative pressure perceived by an organization, the more
likely it will adopt M-commerce strategy.

P3: the greater the normative pressures, the more likely a
firm will adopt M-commerce strategy.

While normative pressures generally stem from the
professionalization [9], they specifically —manifest
themselves in two patterns: informal information exchange
and formal professional networks and associations.
Informally, 1T professionals are likely to cross the boundary



ISOMORPHISM AND MOBILE COMMERCE STRATEGY

603

of organizations and exchange professional information in
various social settings. Such boundary-spanning individuals
often bring in new ideas and help initiate an innovation in
the organization [42]. As these boundary-spanning
individuals exchange information frequently, they would be
highly aware of any emerging technology newly developed
and adopted in other organizations in the industry [42]. Such
awareness would be increasingly prevailing within the
organization. The management would thus inevitably sense
the obligation to upgrade the professional practice and
services to better retain its IT professionals. In the context of
information technology, better professional practice and
services often denote better technologies implemented. The
state-of-the-art technologies used in the organization
indicate certain challenges to IT professionals and the
organization’s  willingness to compete with other
organizations at the same level. As such, the degree to which
boundary-spanning individuals informally exchange infor-
mation among one another will create normative pressures
for the organization and eventually influence its adoption
decision of M-commerce strategy.

P3a: the more the informal boundary-spanning activities,
the more likely a firm will adopt M-commerce strategy.

Formally, boundary-spanning activities could evolve
through professional networks and associations. Such formal
professional networks and associations often organize
seminars or training sessions to help diffuse newly
developed ideas or technological innovations. Professionals
who frequently attend such activities would obtain
knowledge and/or skills of concurrent practice or
technologies in the industry. The managers involved in such
professional affiliations would also eventually “view
problems in a similar fashion, see the same policies,
procedures and structures as normatively sanctioned and
legitimated, and approach decisions in much the same way”
[9, p. 153]. These boundary-spanning individuals would
eventually become change agents or IT champions in the
organization [32] to advocate the innovation in a similar
fashion that other boundary-spanning professionals would
do in their organizations. In the context of EDI, the extent of
participation in professional associations denotes certain
normative pressures, which in turn influences the intention
of EDI adoption [41]. In the context of M-commerce, such
formal participation of boundary-spanning activities would
also help IT professionals and managers to realize the state-
of-the-art mobile technology. Their realization would
inevitably create certain degree of normative pressures that
eventually urge an organization to adopt M-commerce so
that the competitiveness could be ensured.

P3b: the greater the participation of professional
network/associations among its professionals, the more
likely a firm will adopt M-commerce strategy.

1.5 The Effects of M-Commerce Strategy

Institutional theorists argue that an organization makes

isomorphic changes to pursue for social fitness [9], cultural
support [20], or ultimately institutional legitimacy [24].
Such pursuit of legitimacy will reflect on organizations’
external reputation. For example, as a firm makes
isomorphic changes toward a popular management
technique such as total quality management (TQM), it might
symbolically create an innovative vision for the stakeholders.
This innovative vision might be due to any form of
isomorphic pressures. Once it is created, however, the
organization has declared to its stakeholders that it intends to
compete at the same level as other organizations do. The
stakeholders would then better recognize the organization as
a legitimate competitor in the industry. An organization’s
image and reputation would then be enhanced regardless of
the actual performance [37].

Considering the tremendous potentials of M-commerce
[31] [34], an organization’s strategic choice of M-commerce
would then demonstrate its willingness to create new
competing opportunities and its desire to compete with other
organizations in the field. Such demonstration could then
help enhance an organization’s innovative image and
competing legitimacy—in another word, its external
reputation.

P4: the adoption of M-commerce will be positively
associated with an organization’s reputation.

While the adoption decision of M-commerce would
affect an organization’s competing legitimacy through the
heightened external reputation, it would also improve
employees’ recognition of the firms simultaneously.
Empirical studies have shown that as an organization makes
an innovative decision such as implementing a popular
management technique—TQM, the organization gains not
just the stakeholders’ but also the employees’ recognition
[37]. Particularly, if such a decision stems from the strategic
responses to normative pressures, it would denote an
organization’s enthusiasm to fully equip the employees with
superior technology and the state-of-the-art practices. As the
professionals exchange information about the current
practice of the firms, the employees whose firms have
adopted M-commerce would then feel more confident and
comfortable to diffuse such information. Other professionals
whose firms have not yet adopted M-commerce would then
better recognize and appreciate the practice of the adopting
firms. Such recognition and appreciation would reflect on
the adopting employee’s attitude toward their adopting firms.
As such, the employees whose organizations have adopted
M-commerce would tend to better recognize their firms.

P5: the firm’s adoption decision of M-commerce
will be positively associated with its employees’
recognition of the firm.

These propositions and relationships among constructs
are illustrated in Figure 1 below.
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Perccived Governmental
Involverment

Perccived Uncertaity
of Mobile Technology

Perccived Arbigiy of
Orgizational Strategy

Extent of Infornal
Boundary-Spanning Activities

Eistent of Partcipation in
Profissional Assodations

Figure 1. The Proposed Research Model

I11.  Methodology

The paper builds upon a theory testing approach. The
purpose of such an approach is to obtain reliable statistical
power and in turn generalize the results and allow
replicability. To achieve these objectives, the survey method
will be used to collect data because of the need of a large
sample size across geographically distributed areas. In
addition, structural equation modeling (SEM) techniques
will be used to analyze data and test the proposed research
model. SEM is best known for dealing with a theory-driven,
confirmatory analysis of complex, multiple layers of
relationships among underlying constructs [17], which suits
the research model (Figure 1) that is strongly rooted in
institutional theory.

The 1000 largest companies in the metropolitan area will
be contacted as the potential participants. A solicitation letter
will be first distributed to each of these companies’ CIO or
IT manager. An indication will be made in the letter to guide
them fill out the survey online. Online survey allows
autonomous and anonymous participation in a convenient
fashion. It should better encourage the participation and
facilitate the data collection process.

The Measures

Most items used on the survey are developed from
conceptual definition because no existing instrument is
specific enough to serve the purpose of the study.

Coercive pressures are measured by two sub-constructs:
perceived power of leading firms (PPLF) and perceived
governmental involvement (PGI). The former indicates the
extent to which the leading firms impose coercive pressures
on others. Such coercive pressures would particularly
manifest themselves if an organization perceives that the
leading firm possesses necessary technological and other
resources to establish the standard or to well connect to
governmental agencies and in turn lobby necessary changes
in favor of them. As such, three seven-point scales will be

employed to assess a leading firm’s technological, financial,
and political resources (Appendix). Perceived governmental
involvement, on the other hand, denotes the degree to which
governmental agencies engage in the standardization of
mobile technology, which is one of the main sources of
coercive pressures. When a governmental agency regularly
participates in industrial activities and/or promotes certain
industrial or technological standards, coercive pressures
would become more apparent. As such, two seven-point
scales will be used to assess the degree of governmental
agencies’ participation in each of activities above
(Appendix).

Mimetic pressures are measured by two sub-constructs:
perceived uncertainty of mobile technology (PUMT) and
perceived ambiguity of organizational strategy (PAOS).
Perceived uncertainty of mobile technology mainly stems
from technological standard and infrastructure issues [19].
Because many issues of technology and infrastructure
development remain unsolved in the industry, an
organization inevitably experiences difficulty to adopt M-
commerce and tends to imitate other organizations.
Perceived uncertainty of mobile technology, thus, would be
measured by two seven-point scales assessing the degree to
which the technology standard and infrastructure is
perceived to continue to change in the near future
(Appendix).

Perceived ambiguity of organizational strategy, in
contrast, concerns an organization’s business and IT strategy.
While common business strategies are categorized as
defenders, analyzers, prospectors, and reactors [29], IT
strategy could be articulated by low cost and
differentiation/innovation [33]. However, the concern of
perceived ambiguity of organizational strategy does not
involve the types of strategy but the degree to which the
strategy is clearly illustrated in the organization. As such, the
study would simply employ two seven-point scales; each of
which assesses the degree of clarity of business and IT
strategy, respectively (Appendix).

Normative pressures are measured by two sub-
constructs: extent of participation in informal boundary-
spanning activities (EPBS) and in formal professional
associations (EPPA). Boundary-spanning activities could
denote the contact through interpersonal relationships or
with mass media [6]. The paper thus employs two seven-
point scales to assess the degree of participation in each
category of boundary-spanning activities (Appendix). In
addition, the participation in formal professional
associations indicates how much the professionals have been
exposed to IT related professional activities. This notion
resembles the construct of external participation in
Brancheau and Wetherbe [6]. While these authors measure
the number of networks and associations to which the
professionals belong, this paper argues that a scale assessing
the degree to which the professionals involved in
professionals associations would be more appropriate
because obtaining a membership is one thing, actively
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involving in professional activities is another. The study thus
employs one seven-point scale to assess the degree to which
the professionals actively involve in professional activities
(Appendix).

Adoption decision of M-commerce strategy is measured
by the time of decision made (TDM) [6]. While some studies
measure the adoption by intention (e.g., [41]), such measure
is appropriate only when the action of adoption has not yet
been undertaken. In the context of M-commerce, many large
corporations might have implemented the technology and
relevant competitive strategy [8]. As such, two seven-point
scales that measure the past and the future decisions would
better incorporate the decisions that have made and the
intention to adopt (Appendix).

External reputation is measured by a firm’s actual
performance. The actual performance assesses a firm’s
changes in revenues. An increase of revenues indicates that
the stakeholders have higher confidences on the firm so that
the investment on the firm or the transactions with the firm
increase. Such measure has also been used to signal a firm’s
reputation in the industry [37]. Rather than measured by the
survey, the data would then be collected through public
records such as the firm’s quarterly or annual reports and/or
financial performance in the stock market.

Internal recognition is measured by the turnover rate of
employees. When the employees perceive that their firm
could not provide equivalent practices or services as other
firms do, they would be likely to leave for better
opportunities. On the other hand, as they better recognize
and appreciate the firm, they would tend to retain. The
record of turnover rate would then be appropriate for the
research context.

I\VV. Discussion

IT research has extensively applied economic-based theories
such as transaction cost economics and resource-based view
to explain the rationale of IT adoption (e.g., [3] [4] [11]).
The former perceives IT as a tool to reduce cost while the
latter views it as a valuable resource to provide competitive
advantages. These theoretical perspectives stem from
rational choice theorizing foundation in which an
organization is assumed to be a rational actor who would act
on rationally calculated purpose. Rational choice perspective,
however, has been widely challenged because it fails to
explain social and political factors emerging from the
environment [18] [24] [37]. Social and political factors are
important with respect to the technological adoption because
they better explain environmental forces that lead to an
organization’s adoption decision [20] [22]. More specifically,
this paper argues that isomorphic pressures help clarify an
organization’s action in adopting collective organizational
practices in general [9] [28] and comparable technologies in
particular [1] [41]. The findings of the study, thus, could

contribute to the organizational practice in the following
ways.

First, since a regulated technological standard could
create coercive pressures that force other firms to follow,
developing and establishing a standard for mobile
technology would become one of the most powerful
weapons to help a firm compete in the emerging market.
Organizations, thus, could seek strategic alliances or
political cooperation to persuade governmental agencies to
establish the standard of mobile technology. This could help
dictate the institutional trend so that other firms have no
option but comply with such standard. Second, the adoption
of M-commerce needs to fit into an organization’s strategy.
Without a clear strategy, an organization would inevitably
face mimetic pressures to imitate other firms’ practices,
particularly with many uncertain technological issues
surrounding M-commerce. As such, to better compete in the
emerging market and ensure survival chance, an
organization needs to first develop a clear vision with
respect to business and technological investments.

Third, an organization needs to renovate pressures into
resources. Isomorphic pressures mostly result from
institutional members in the field. If an organization could
establish technological collaboration with these members or
competitors, the competition resulting from isomorphic
pressures could then be reduced. Such collaboration does not
necessarily denote formal strategic alliance. Instead, it could
imply an institutional network through which members
exchange information and share experiences with respect to
technological adoption. Finally, an organization might need
to encourage its professionals and managers to actively
participate in boundary-spanning activities. These boundary-
spanning individuals could bring in new ideas and
concurrent information of the field. Their informal
interaction with other professionals in the field and formal
involvement in professional associations could be developed
into common practice in the firm. In the short term, such
common practice could help an organization learn better
approach of implementing M-commerce strategy; in the long
term, it could further establish an innovative culture in the
firm so that the organization would continuously improve its
technological practice and establish an innovative legitimacy.
Such legitimacy could, on the one hand, enhance an
organization’s survival chance and, on the other hand, help
an organization to impose isomorphic pressures on other
institutional members.

V. Concluding Remarks

While economic based theories such as transaction cost
economics and resource-based view have been extensively
applied, institutional theory offers a new dimension to
examine IT phenomenon. Drawing from such a new
dimension, the study seeks to examine an organization’s
adoption strategy of M-commerce in relation to
isomorphism. Specifically, the paper proposes that each of
isomorphic pressures would influence an organization’s
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adoption decision of M-commerce. Coercive pressures result
from powerful organizations and governmental agencies’
intervention in the standardization of mobile technology.
Mimetic pressures are derived from the technological
uncertainty and the ambiguity of organizational strategy
while normative pressures rise from the professionalization
through which boundary-spanning individuals involve in
informal information exchange and formal experience
sharing and training. These isomorphic pressures could
motivate an organization to adopt M-commerce in a similar
fashion as that of other institutional members.

Once the adoption decision of M-commerce is made, it
denotes that the organization would join the competitive
market much in the same way as other organizations do. The
organization would then be better recognized by stakeho-
Iders as a legitimate player and by its employees as a better
place for which they work. The heightened external
reputation and internal recognition could consequently help
enhance an organization’s actual performance and retain its
valuable professionals. To better compete and survive in the
emerging competitive market, an organization would then
need to pay strong attention to social and political
landscapes of an institutional field so that a better strategic
choice of M-commerce could be developed.

APPENDIX: The Survey Scales
Constructs

of Key

For all items: 7—strongly agree; 1—strongly disagree.
Perceived Power of Leading Firms (PPLF)

The leading firms possess powerful technological resources.
The leading firms possess powerful financial resources.

The leading firms possess powerful political resources.

Perceived Governmental Involvement (PGI)

The governmental agencies actively participate in the
industrial activities.

The governmental agencies actively advocate certain
standards for mobile technology.

Perceived Uncertainty of Mobile Technology (PUMT)
The standard of mobile technology will continue to change.
The infrastructure for connecting mobile technology will
continue to evolve.

Perceived Ambiguity of Organizational Strategy (PAOS)
Our organization has a clear business strategy.
Our organization has a clear IT strategy.

Extent of Participation in Informal Boundary-Spanning
Activities (EPBS)

| frequently contact other professionals in the industry for
technological information.

I am actively exposed to mass media related to the
technology.

Extent of Participation in Professional Associations
(EPPA)

| actively participate in IT professional associations.

Time of Decision Made (TDM)
Our organization has adopted M-commerce for a long time.
Our organization intends to upgrade M-commerce soon.
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