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ABSTRACT

The study aims to examine the effects of interactivity on users’ adoption intention via perceived
consumption values in the bookkeeping application context after the pandemic. The study also
investigates the moderating effect of users’ involvement on the association between interactivity
and perceived values. Data were collected using online survey from 276 SMEs in India. The results
indicated that application interactivity enhances users’ perceived consumption values (functional,
emotional, social, conditional, and epistemic) and in turn adoption intention. Moreover, users’
involvement positively moderates that association between application interactivity and consumption
values. The findings of the study suggest bookkeeping application service providers should emphasize
enhancing users’ adoption intention. The study enriches interactivity, consumption values, and users’
behavioural intention literature.
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1. INTRODUCTION

Information technology advancement, Internet, mobile phone penetration, and COVID change the
service delivery ecosystem (Shankar, 2021). Among emerging service delivery technologies, mobile
phones evolved as strategic and effective tool for offering products and services (Shankar and Datta,
2019; Thompson et al., 2019; Shankar et al., 2020; Talwar et al., 2020). The advancement in the
technology provided new opportunity to the organisation to deliver services using mobile phone
known as mobile commerce (Shankar and Datta, 2019). Mobile commerce refers to the usage of
communication and electronic technologies for the mobile phone based trading of items (goods
and services) (Huang et al., 2015). Mobile commerce, in its early years, was primarily confined to
the developed nations; however, due to the high rate of internet penetration in recent years, it has
pervaded the developing nations as well (Agarwal and Wu, 2018; Shankar et al., 2020). According to
an estimate by Forrester Research, mobile commerce will contribute to about 17% of total retail sales
by 2022 (Forrester report, 2018). Interestingly, between 2012 and 2017, global mobile commerce
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players, grew their gross sales at a staggering rate of 34% a year (Mckinsey and Company, 2019).
These statistics indicate the ongoing ‘growth’ phase of the mobile commerce industry around the
world (Shankar and Rishi, 2020). Due to immense growth and unique characteristics such as ubiquity
and localization, organisations shift their delivery platform from offline to mobile phone (Shankar et
al., 2020a). Mobile commerce provides an economical and efficient way for delivering services using
mobile application and reach to their target consumers (Huang et al., 2015; Pandey and Sohani, 2020).
Mobile commerce is not only beneficial for the service providers but also for the consumers (Shankar
and Datta, 2018). Service providers can deliver the services in cost-effective manner with greater reach
whereas, consumers can avail services using mobile application anytime from anywhere (Shankar
and Jain, 2021). Hence, financial services, hospitality services, retailing services, healthcare services
are being deliver using mobile application (Shankar and Datta, 2019). Similarly, accounting services
providers are now providing services using mobile phone application and several applications have
been introduced to provide accounting services, especially bookkeeping services to the enterprises.
Quickbooks, Wave, Bench, Bill.com, and Khatabook are major bookkeeping applications for small
business owners. The management of accounting is a real challenge for the Small and Medium
Enterprises (SME), and they needed a simple and handy digital solution to manage their accounts.
Despite, several benefits offered by bookkeeping service providers, the adoption rate of bookkeeping
apps are not as expected. Specially, in emerging market like India where SMEs and local shopkeeper
ae not tech-savvy and sceptic towards usage of technology for maintaining financial records (Shankar
and Kumari, 2016; Yadav and Mahara, 2019). Due to financial transactions involved in the application
usage, shopkeepers are concerned about privacy of the personal information shared over platforms and
security of the transaction (Shankar et al., 2020). Hence, they try to avoid adopt and use bookkeeping
application for maintaining the accounts. Moreover, some organisations do not use bookkeeping
application due complex interface and navigation (Huang et al., 2015). Ease of use is one of the crucial
factor which motivate users to adopt tocology (Islam et al., 2021). Hence, user friendly application
interface may enhance the usability of the application and may lead to adoption. As interactivity of
the mobile application plays important role in framing consumers’ adoption and usage of the mobile
application. Several studies investigated the effect of interactivity on consumers’ adoption behaviour
in different contexts (Lee et al., 2015; Bedi et al., 2017; Cano et al., 2017; Shankar et al., 2021).
However, limited efforts have been made to examine how interactivity of application impact mobile
commerce application from organisation perspective specifically, SMEs and shopkeepers’ perspective.
Hence, this study contributes to bookkeeping application adoption behaviour literature. Further, scant
research apply theory of consumption values (TCV) in investigating technology adoption behaviour
from SMEs’ perspective.

Further, COVID-19 has transcended geographical boundaries with a global pandemic that has
an exponentially rising number of confirmed cases and deaths (UNDP, 2020). Accordingly, users are
sceptic about using offline channels for making for availing services. Hence, post-pandemic to attract
users again to the offline service platform is one of the challenging tasks in front of organisations and
they keen to know how to motivate users to switch to the online platforms. Moreover post-pandemic
users try to avoid physical touch hence, it crucial to know what motivate users to adopt mobile
bookkeeping application.

Further, consumers’ perceived value play crucial role in consumer decision making process.
Consumers tend to adopt and use the technology if they perceived it valuable. Hence, the TCV has
been used for understanding customer behaviour of adopting bookkeeping application. This theory
posits that customers choose across various products or services based on the values provided by
the products or the services (Sheth et al., 1991). Consumer’s adoption intention towards technology
is significantly affected by expected values (e.g., functional value, emotional value etc.). The
interactivity of the mobile commerce applications provides several perceived consumption values
such as, function value, emotional value, social value, epistemic value, conditional value to the users
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(Canoetal., 2017). Further, if users customers evaluate consumption values around mobile application
and accordingly develop their decision to adopt the services. If customers perceive that they will get
better consumption values from a mobile application they will be likely to adopt it. Hence, study
tries to examine how mobile application interactivity provides several consumption values which
ultimately leads to users’ adoption behaviour. Study proposes how consumption values lead the effect
of mobile application interactivity on users’ adoption behaviour in bookkeeping application context.
The study also examines how users’ involvement moderates the effects of perceived interactivity on
consumption values from shopkeeper perspective.

The study has multiple academic contributions. Firstly, study contributes to mobile application
literature by examining the effect of interactivity on user adoption behaviour in bookkeeping context.
Secondly, it extends the application of TCV model in the bookkeeping adoption behaviour context.
Finally. The study also contributes the users’ involvement literature by examining the moderating
effect of it in new context (bookkeeping application). Practically, study provides several insightful
recommendations to bookkeeping application service providers, helping them develop suitable
marketing strategies to influence users’ adoption intention. the study also suggest service providers how
they can enhance users’ perceived consumption values by provide interactive interface to encourage
to adopt and use bookkeeping application.

2. LITERATURE REVIEW

2.1 Theory of Consumption Values (TCV)

The TCV (Sheth et al., 1991) identifies five types of consumption values namely, functional
value, emotional value, social value, conditional value, and epistemic value during services
consumption. According to this theory, consumers decide to adopt a specific service if they
believe that they will receive values. In this study we have used TCV to examine users’ usage
intention towards bookkeeping applications because of several reasons. First, TCV has extensively
used in the prior literature to examine users’ behavioural intention in different contexts (Barnes
and Mattsson, 2016; Kaur et al., 2018; Talwar et al., 2020). Second, TCV provide multifaceted
view of consumption values and provide both cognitive and affective perspective for better
explanation of users’ consumption values (Talwar et al., 2020). Finally, users’ perceived value
plays crucial role in adoption and usage of mobile commerce application (Jebarajakirthy and
Shankar, 2021) hence, TCV is best suitable theory to examine the users’ behavioural intention
in bookkeeping application context.

2.2 Effect of Interactivity on Consumption Values

Interactivity refers to capability of the system to provide better platform for communication between
parties involved using interface layout (Yang and Shen, 2017). Interactivity receive significant attention
of the researchers in the information stem, communication, consumer behaviour and marketing contexts
(Coursaris and Sung, 2012; Lee et al., 2015; Cano et al., 2017; Gan and Balakrishnan, 2017). The
interactivity of the application plays crucial role in enhancing users’ motivation towards adoption and
usage (Shankar et al., 2020). Similarly, in the context of bookkeeping application context, interactivity
play major role in reducing consumers’ risk and enhancing consumers’ intention to use it. Especially
interactivity plays crucial role in the context of bookkeeping application compare to website due less
screen size, smaller font, and navigation (Shankar, 2021). Further, In the bookkeeping application
context, users perceived several consumption values due to better navigation of the application and
tend to use it. The application interactivity provides several consumption values including functional
value, emotional value, social value, conditional value, and epistemic value which motivate users to
adopt bookkeeping applications.
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2.2.1 Functional Value

The first type of consumption value is functional value, functional values also termed as utilitarian
value (Barnes and Mattsson, 2016) means the perceived performace of the product and services. The
functional values are realted to the fucational and physical features of the products and services (Lee
etal., 2015). In the previous literature, several studies determined the importance of functional values
on consumer behavioural intention in several contexts (Jamrozy and Lawonk, 2017; Kim et al., 2018;
Chang et al., 2019; Talwar et al., 2020). In the bookkeeping application context, the interactivity of
the application plays crucial role in enhancing the users’ functional values. Better navigation and
interactive interface of the application make it easy to use. Because of better navigation, users can
explore all available facility easily and maintain their account in easy manner. The interactivity of
the application also allows users to maintain their account and manage their credit system in easy
manner, Further, bookkeeping application provide several payment options to make payment and
users can easily check their transactions which provide them better user control. Hence, users receive
several functional values due to interactive interface of the application which leads to positive users’
intention towards bookkeeping application. Hence, following hypothesis is proposed:

H1: Interactivity of bookkeeping application positively influences users’ perceived functional value.

2.2.2 Emotional Value

The second type of value is the emotional value which posits that users’ perceived emotions and
feelings relating to a product or service influence their behavioural intention (Lee et al. 2015).
Emotional values mean the sentimental and affective benefits perceived by users during the service
consumption (Talwar et al., 2020). The emotional value also refers to hedonic values which includes
joy, happiness, pleasure, and fund during service consumption (Cao et al., 2019; Shankar and Jain,
2021). Emotional values are about fulfilling consumers’ desire for excitement, pleasure and fun during
usage of product and services (Shankar and Jain, 2021). In the bookkeeping application context, better
application navigation make bookkeeping process easy and useful and provide several emotional
values to the users (Jebarajakirthy and Shankar, 2021). The bookkeeping application make account
management process easy and hence, users receive serval emotional values. Further, bookkeeping
application provides information using interactive content such as, image, GIF, video, and symbols
which make account management process easy and provide emotional values to the users (Shankar
and Rishi, 2020). Hence, following hypothesis is proposed:

H2: Interactivity of bookkeeping application positively influences users’ perceived emotional value.

2.2.3 Social Value

The social value is the third type of consumption value which refers to users’ perceptions of social
acceptance or social belongingness resulting from using and consuming a product or a service
(Karjaluoto et al., 2019). The literature suggested that social values play crucial role in developing
positive responses towards service providers in different contexts (Morosan and DeFranco, 2016; Lei
etal., 2019; Shankar and Jain, 2021; Talwar et al., 2020). In the study context, bookkeeping application
provides several means to the users to connect with their consumers which provides several social
values to the users. Moreover, using bookkeeping application users can exchange the information
with consumers. Further, by using bookkeeping application users want to be socially accepted hence
intent to use bookkeeping application. Hence, following hypothesis is proposed:

H3: Interactivity of bookkeeping application positively influences users’ perceived social value.
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2.2.4 Conditional Value

The final type of consumption value is conditional value which refers to the values derived from
a complimentary product or service associated with the main product or service (Karjaluoto et al.,
2019). The conditional values also outcome of some specific situation which consumers face during
service consumption (Talwar et al., 2020). In the previous literature, several studies determined the
effect of conditional values on consumer behavioural intention in several contexts (Phau et al., 2014;
Hu and Yang, 2019; Talwar et al., 2020). Bookkeeping application provide several complimentary
services such as SMS/WhatsApp services and one stop payment solution for managing the account
in efficient way which motivate users to adopt and use bookkeeping applications. Hence, following
hypothesis is proposed:

H4: Interactivity of bookkeeping application positively influences users’ perceived conditional value.

2.2.5 Epistemic Value

The next perceived consumption value is epistemic value which refers to customers’ perceptions of
uniqueness provided by service providers (Suki, 2016). The epistemic values also includes the service
providers’ capability to incite the curiosity of the consumers (Talwar et al., 2020). In the previous
literature, several studies determined the positive impact of epistemic value on consumers’ behavioural
intention in different contexts (Ashton, 2015; Mantymiki and Salo, 2015; Thomé et al., 2018; Talwar
et al., 2020). Bookkeeping application provides unique solution to the users to in managing their
account and provide all required information. There are several unique features in the bookkeeping
applications such as online payment collection, payment reminders, and multi-lingual content which
provide epistemic values to the users. Hence, following hypothesis is proposed:

HS: Interactivity of bookkeeping application positively influences users’ perceived epistemic value.

2.4 Impact of Perceived Consumption Values on Adoption Intention

Consumers’ perceived consumption values play crucial role in shaping consumer behavioural intention
(Shankar and Jain, 2021). Hence, in prior literature, several studies determined the positive effects of
consumption values on consumer behavioural intention in several contexts (Mohd-Any et al., 2014 ;
Mintyméki and Salo, 2015; Carlson et al., 2015; Dhir et al., 2018; Kaur et al., 2018; Jang et al., 2019;
Talwar et al., 2020; Shankar and Jain, 2021; Zeba et al., 2020; Thanigan et al., 2021). Different types
of consumption values namely, functional value, emotional value, social value, conditional value, and
epistemic value plays crucial role in framing consumer behavioural intention (Sheth, 1991; Talwar et
al., 2020). Similarly, in the bookkeeping applications context, if users perceived several consumption
values they tend to adopt and use it. Bookkeeping application provides several functional values to
the users. Users can easily manage their account by using bookkeeping application. Users also receive
several emotional values in managing their account and transaction using bookkeeping application.
Further, users also can connect with their consumers using bookkeeping application. Moreover,
bookkeeping application also provides several complementary services to the users which enhances
their usage intention. Finally, bookkeeping application provide one stop cost effective solution to the
SMEs and shopkeepers in managing their accounts in easy manner. Hence, users tend to adopt and
use bookkeeping application. Based on above discussion, following hypotheses have been proposed:

H6: Perceived functional value positively influences bookkeeping application adoption.
H7: Perceived emotional value positively influences bookkeeping application adoption.
HS8: Perceived social value positively influences bookkeeping application adoption.
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H9: Perceived conditional value positively influences bookkeeping application adoption.
H10: Perceived epistemic value positively influences bookkeeping application adoption.

2.5 Moderating Effects of Users’ Involvement

The users’ involvement refers to perceived relevance of specific product and service depending on
their need, interest and preference (Shankar et al., 2020). Consumers’ involvement plays crucial role
in adoption and usage behaviour and hence, previous studies identified the crucial impact of consumer
involvement in different contexts (Gamliel et al., 2013; Gohary et al., 2016; Algharabat et al., 2018;
Shankar and Jebarajakirthy, 2019; Shankar et al., 2020). Similarly, in bookkeeping application context,
users’ involvement plays crucial role in framing users’ behavioural intention. prior literature suggested
that consumer’ adoption intention varies based on their involvement (Shankar and Jebarajakirthy, 2019).
Consumers with high involvement tends to adopt new technology or solution compare to consumers
having less technological involvement (Shankar et al., 2020). Similarly, in the study context, users who
have high involvement actively adopt and use bookkeeping application whereas, low involved users
are sceptic towards using it. Users having high involvement are aware of different benefits offered by
bookkeeping application and they always tend to try new technology compare to users having less
involvement (Shankar et al., 2020). Further, consumer cognitive evaluation of the environmental
cues varies based on consumer involvement (Shankar and Jebarajakirthy, 2019). Similarly, the users’
evaluation of bookkeeping application interactivity varies based on involvement levels. Users having
high involvement, perceived more consumption values towards interactive features of the bookkeeping
application compare to users having less involvement. High-involved users spent more time in evaluation
different interactive features of bookkeeping application and hence, perceived more consumption values
compare to low-involved users (Im and Ha, 2011). Hence, users having high involvement receive several
consumption values including functional values, emotional values, social values, conditional values, and
epistemic values due to interactive bookkeeping application. Whereas, users having less involvement
receive less consumption values. In other words, users’ involvement moderates the effect of interactivity
on perceived consumption values. Hence, following hypotheses have been proposed:

H11: The influence of interactivity on (a) function values (b) emotional values (c) social values
(d) conditional values (e) and epistemic values is s stronger for high-involved users compare to
low-involved users.

3. RESEARCH METHOD

3.1 Sampling and Data Collection

The study was carried out in India and SMEs and shopkeepers was selected as respondents. Since India
stands second in the world in terms of internet and mobile phone penetration hence, there is enormous
growth potential for the mobile application adoption (Shankar et al. 2020). Accordingly, responses for
this study were collected from the SMEs and shopkeepers in India. The online structured questionnaire
was used for the collecting responses. The SMEs and shopkeepers who have registered themselves over
Facebook marketplace were approached to provide the responses. A total of 500 SMEs and shopkeepers
were approached and 298 responses were received. After, deleting incomplete responses, a total of 276
(52.8% female) responses were used for further analysis. In terms of age group 31.5% were between 18
and 30 years, 36.6% were between 31 and 45 years, 20.2% were between 46 and 60, and the rest were
over 60 years. Finally, regarding education, 12.3% had a secondary or below qualification, 19.2% had
a higher secondary degree, 39.4% had a bachelor’s degree, and rest had a postgraduate degree.
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3.2 Measures and Instrument Development

The survey items were obtained from the previous validated scales, but it was ensured that scales
suit study context. The final instrument was examined for content validity by two senior marketing
professionals, two IT specialists, and Two professors. The minor changes were made in the questionnaire
based on suggestions received by them. The first section of the questionnaire contains items measuring
constructs of the study and the second section contains questions regarding respondents’ demographic
profile. The measures for perceived interactivity was operationalised using seven items obtained from
Cyr et al. (2009). Four items measuring functional values, four items measuring social values, three
items measuring conditional values, and three items measuring epistemic values were obtained from
Talwar et al. (2020) whereas social values were operationalised using three items taken from Lee et
al. (2015). Involvement was operationalised using four items taken from Gohary et al. (2016). Three
items measuring adoption intention have been taken from Shankar et al. (2020). All the constructs
used a five-point measurement scale (i.e. 1 = strongly disagree; 5 = strongly agree).

3.3 Common Method Bias

Since data for both dependent and independent variables were collected from the same respondents
common method bias (CMB) may occur. We, therefore, examined for CMB using several methods.
First, a unrelated marker variable, was added in the questionnaire and correlation between the marker
variable and study variables found to be low (Malhotra et al., 2006) indicating absence of CMB.
Second, common latent factor test indicates that the differences in the factor loading of the items
on the underlying latent construct is less than 0.2 (Podsakoff et al., 2003) in comparison with and
without common latent factor.

4. ANALYSIS

4.1 Measurement Model

The measurement model was assessed to ensure the constructs’ measurement properties (i.e.,
dimensionality, reliability, and validity). Results indicated in Table 2 shows that for all items in
all the constructs, factor loading scores were greater than 0.70. Composite reliability values were
above threshold value of 0.70 (Hair et al., 2010). Convergence validity is checked using the average
variance explained (AVE) values above the threshold value of 0.50 for all the constructs (Hair et
al., 2010). The CFA presented good model fit (X*/df = 1.86, CFI= .95, TLI= .94, RMSEA= .05). In
order to determine the discriminant validity the square root of AVE was compared with the shared
correlation between the factors, the result presented in the table 3 indicate that the AVE for all the
items were greater than the corresponding square coefficients conforming the discriminant validity
(Fornell and Larcker, 1981). In addition, Cronbach’s Alpha coefficients for all variables were above
threshold value 0.7.which indicate that scale is consistent.

4.2 Hypothesis Testing

The SEM used for validating the hypotheses also resulted in acceptable model fit (X¥df = 2.67,
CFI= 91, TLI= .90, RMSEA= .07) (Hair et al., 2010). The model explained 68.6% variance for the
bookkeeping adoption intention.

The results presented in Table 3 show that interactivity has a significant positive effect on
functional value (f= 0.29, p<0.001), emotional value (f= 0.34, p<0.001), social value (= 0.59,
p<0.001), conditional value (= 0.68, p<0.001), and epistemic value (f= 0.56, p<0.001), supporting
H,,H,,H,,H, and H, Further, results also indicated that functional value (f= 0.14, p<0.01), emotional
value (f=0.75, p<0.001), and epistemic value (f= 0.13, p<0.05) significantly increase bookkeeping
adoption intention, hence H,, H,, and H,, were also supported. However, social value (= -0.06,
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Variables and items

FL

Perceived Interactivity (AVE= 0.70, CR= 0.94, a= 0.94)

Users have control over the information display format, condition when using this bookkeeping application 0.816
Users have control over the content of bookkeeping application that they want to see 0.877
Users share experiences about the product or service with other customers of this bookkeeping application 0.907
The information shown when I interact with the bookkeeping application is relevant 0.928
The information shown when I interact with the bookkeeping application meet my expectations 0.832
The information shown when I interact with the bookkeeping application is suitable 0.771
The information shown when I interact with the bookkeeping application is useful 0.707
Functional Value (AVE= (.52, CR= 0.81, a= 0.81)

The bookkeeping application has consistent quality 0.725
The bookkeeping application is well designed 0.764
The bookkeeping application would perform consistently 0.718
The bookkeeping application offers several benefits 0.684
Emotional Value (AVE= 0.69, CR= 0.87, a= 0.86)

Using the bookkeeping application would be enjoyable 0.882
Using the bookkeeping application would be fun 0.915
Using the bookkeeping application would pleasure 0.682
Social Value (AVE= 0.65, CR= 0.88, x= 0.87)

Using the bookkeeping application would help me to feel acceptable 0.699
Using the bookkeeping application would improve the way that I am perceived 0.846
Using the bookkeeping application would make a good impression on other people 0.903
Using the bookkeeping application would give social approval 0.75
Conditional Value (AVE= 0.57, CR= 0.80, a= 0.81)

I would use bookkeeping application more often if it offered better promotional incentive 0.808
I would use bookkeeping application more often if it offered better account management 0.695
I would use bookkeeping application more often if if more properties of my preference join it 0.767
Epistemic Value (AVE= 0.69, CR= 0.87, = 0.87)

I would like to obtain substantial information about the terms and conditions over bookkeeping application 0.809
I would like to acquire a great deal of information about the benefits offered bookkeeping application 0.835
Bookkeeping application would help me to know about a variety of properties and their offerings 0.858
Involvement (AVE= 0.71, CR= 0.91, a= 0.898)

Using bookkeeping application would be valuable 0.836
Using bookkeeping application would be involving 0.861
Using bookkeeping application would be needed 0.816
Using bookkeeping application would be relevant 0.853
Adoption Intention (AVE= 0.66, CR= 0.85, a= 0.85)

I intend to use bookkeeping application in the future 0.737
I expect that I would use bookkeeping application in the future 0913
I will make an effort to use bookkeeping application in the future 0.778

Notes: AVE= Average variance extracted, CR= Composite reliability,a= Cronbach’s alpha coefficient, FL= Factor loading
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Table 3. Discriminant validity

Constructs 1 2 3 4 5 6 7 8
1. Perceived Interactivity 0.83
2. Functional Value 0.28 0.72
3. Emotional Value 0.32 0.39 0.83
4. Social Value 0.56 0.16 0.27 0.81
5. Conditional value 0.65 0.19 0.33 0.12 0.75
6. Epistemic Value 0.54 0.31 0.49 0.41 0.52 0.83
7. Adoption Intention 0.34 043 0.12 0.27 0.35 0.51 0.84
8. Involvement 0.24 0.40 0.43 0.20 0.20 0.34 0.53 0.81

Note: Diagonal value indicates the square root of AVE of individual latent construct.

p>0.05) and conditional value (= 0.09, p>0.05) have no significant impact on bookkeeping adoption
intention, hence Hy and H, are not supported.

Next, the moderating effects of user involvement on the association between interactivity
and consumption values (H,,) were examined. The moderation analysis conducted using model
1 in PROCESS macro. Table 4 indicated that user involvement significantly moderate the
relationship between perceived interactivity and functional value (f= 0.25; LLCI= 0.0205
and ULCI= 0.4805), emotional value (f= 0.12 LLCI= 0.0345 and ULCI= 0.2085), epistemic
value (= 0.13; LLCI= 0.0284 and ULCI= 0.2409). Hence, Hm, Hnb, and Hlle were supported.
However, user involvement does not moderate the relationship between perceived interactivity
and social value (f= 0.13; LLCI= -0.0315 and ULCI= 0.3057), conditional value (= 0.067;
LLCI=-0.0929 and ULCI= 0.2268). Hence, H | and H,,, were not supported. Further, Figure
2 represents that at high levels of user involvement, perceived interactivity is more positively
and significantly associated with functional value, emotional value, and epistemic value than at
low levels of user involvement.

Table 4. Structural model results

Path i} SE Hypotheses
Perceived interactivity— Functional value 0.29%#* 0.1 Supported
Perceived interactivity— Emotional value 0.34%* 0.11 Supported
Perceived interactivity— Social value 0.59%:#* 0.08 Supported
Perceived interactivity— Conditional value 0.68%** 0.08 Supported
Perceived interactivity— Epistemic value 0.56%#* 0.11 Supported
Functional value— Adoption intention 0.14%* 0.04 Supported
Emotional value— Adoption intention 0.75%#* 0.04 Supported
Social value— Adoption intention -0.06ns 0.06 Not Supported
Conditional value— Adoption intention 0.09ns 0.06 Not Supported
Epistemic value— Adoption intention 0.13* 0.04 Supported

Notes: *** p < 0.001; **p<0.01; *p<0.05. Fit indices CMIN/DF = 2.67 (p<0.001), CFI= 0.90, TLI= 0.90, RMSEA= 0.07. CFI= comparative fit index, TLI=
Tucker-Lewis index, RMSEA= root mean square error of approximation.

10
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Table 5. Moderation effect of user involvement

Bootstrap 95% Cls
Paths Effects | BootSE Hypotheses
Lower Upper
Perceived interactivity— Functional value 0.2505 0.1168 0.0205 0.4805 | Supported
Perceived interactivity— Emotional value 0.1215 0.0442 0.0345 0.2085 | Supported
Perceived interactivity— Social value 0.1371 0.0856 -0.0315 0.3057 | Not Supported
Perceived interactivity— Conditional value 0.067 0.0812 -0.0929 0.2268 | Not Supported
Perceived interactivity— Epistemic value 0.1347 0.0539 0.0284 0.2409 | Supported

Figure 1. Conceptual framework
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5. DISCUSSION

The results indicated that perceived interactivity positively influence perceived consumption values
such as function value, emotional value, social value, conditional value, and epistemic value. The
literature suggests that mobile application interactivity plays crucial role in enhancing consumers’
perceived consumption values (Jebarajakirthy and Shankar, 2021; Talwar et al., 2020). If, service
providers interact with consumers using interactive platforms, they tend to receive several values
(Shankar and Jain, 2021). Consumers find interactive application more functional and receive more
emotional, social conditional, and epistemic values. Finding also suggest that functional value,
emotional value, and epistemic value enhances users’ bookkeeping adoption intention. The above
findings are alien with previous literature (Dhir et al., 2018). If users find bookkeeping application
useful, receive hedonic benefits and get relevant information they tend to adopt it. However, results
indicated the social value and conditional value have no impact on bookkeeping adoption intention.
As users tend to adopt bookkeeping application for mange account only hence, the social value and
conditional value have no impact on user choice.

1"



Journal of Electronic Commerce in Organizations
Volume 20 - Issue 2

Figure 2. Effects of interactivity on (a)perceive function value, (b) perceive emotional value, and (c) perceive epistemic value for
low and high users’ involvement
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Furthermore, results indicated the users’ involvement positively moderates the association between
perceived interactivity and functional value, emotional value, epistemic value. The high-involved
users receive more utility, joy and information over interactive bookkeeping application compare to
users having less involvement towards bookkeeping application. As high-involved consumers spent
significant amount of time and hence receive serval utility and joy. Moreover, high-involved users
found interactive bookkeeping application trusted source for receiving and sharing information for
account management compare to low-involved users. Whereas, high-involved users receive similar
social values and conditional values over bookkeeping application compare to low-involved users. As
user receive similar social value and conditional over application irrespective of their involvement level.

6. THEORETICAL CONTRIBUTIONS

The study makes several academic contributions to the extant literature. The findings of the study
contribute to the newly emerged account management concept. This study also enriches adoption
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intention, interactivity, perceived value, and TCV theory literature. The study carries several theoretical
contribution; first, account management is a crucial issue face by SMEs and shopkeepers, and research
on bookkeeping application adoption intention is still in its infancy. Hence, it is warranted to explore the
factors affecting users’ bookkeeping application adoption intention. This study propose a framework
to examine the users’ adoption behaviour in bookkeeping application context. Specifically, impact
of application interactivity on bookkeeping adoption intention via perceived consumption values
was examined. Thus, this study contributes to providing a deeper understanding of bookkeeping
application phenomenon.

Second, Previous literature investigated the effect of mobile application interactivity on consumer
responses, but very few studies investigated the impact of mobile application interactivity on SMEs
and shopkeepers responses. This study contributes the mobile application interactivity literature as
it examines how mobile application interactivity leads to users’ bookkeeping application adoption
intention via perceived consumption value.

Further, consumer perceived consumption values play a crucial role in consumers’ behavioural
intention. This study examines how different consumption values such as functional value, emotional
value, social value, conditional value, and epistemic value play role in bookkeeping application
adoption intention contexts from SMEs and shopkeepers perspective. Hence, the study also contributes
to the perceived consumption value literature.

Moreover, The impact of mobile application interactivity on users’ behavioural intention in
bookkeeping context is not straightforward; rather it is a mechanism. Hence, to understand this
mechanism, comprehensive framework is required. Therefore, this study contributes to the behavioural
intention in bookkeeping application context by examining the intervening impact of perceived
consumption values and users’ involvement on the relationship between mobile application interactivity
and adoption intention.

Finally, this study also enriches TCV theory literature by applying this theory in the context
of consumer response towards bookkeeping application. Thus, the concerns identified in our study
add to TCV theory. This study enriches the TCV literature by proposing a conceptual framework
for better understanding of the bookkeeping application adoption intention from SMEs perspective.

7. MANAGERIAL IMPLICATIONS

Practically, the findings of this study are important for bookkeeping application service providers.
The findings of the study will help them in designing their application for gaining competitive
advantages and enhancing pace of users’ adoption intention towards bookkeeping application. In the
current scenario, account management is one of the crucial challenges SMEs are facing, hence, they
are keen to know how they can manage their accounts efficiently using bookkeeping application.

The study findings will help bookkeeping application service providers in enhancing experience
of SMEs during account management. The results indicated that interactivity of the bookkeeping
application plays crucial role in enhancing users’ perceived consumption values and adoption intention.
Hence, bookkeeping application service providers should design the application with updated
interactional features, such as rich media content, updated search options, easy access to menu, live
complaint tracking facilities, multiple options to connect consumers, real-time information update,
payment and credit notification and payment reminder facilities (Islam et al., 2021) to enhance users’
consumption values. Marketers may provide colour distinctions for credit and debit transactions for
better understanding of the users. Marketers should also provide daily, weekly, monthly, and yearly
report on request. Further, users should have option to download the summary report for specific
time period. These interactive features will provide more functional, emotional, social, conditional,
and epistemic values to the users which will enhance their adoption intention.

Further, the findings suggest that consumption value has a significant impact on bookkeeping
application adoption intention; hence, marketers should provide several values mobile bookkeeping
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application platform. Specially, functional values, emotional value, and epistemic value significantly
affect users’ bookkeeping application adoption intention. Hence, bookkeeping application service
providers should provide several benefits for managing the accounts in efficient manner. Further, they
should also make application easy to use so consumer can receive emotional value and tend to use it.
Finally, application should provide relevant and accurate information to enhance users’ experience
over bookkeeping application.

Finally, results indicated that users’ involvement towards mobile application positively moderate
the effects of consumption values on adoption intention. Hence, marketers should enhance consumer
experience to enhance their involvement towards application.

8. LIMITATIONS AND FUTURE SCOPE OF RESEARCH

Even though this study has multiple academic and practical implications, it has a few limitations
that should be acknowledged. First, the study is confined to the bookkeeping application in India.
Hence, generalising the findings is questionable. Hence, proposed model needs to be evaluated in
other contexts and country for a better external validity. Second, the cross-sectional data were used
to examine the hypothesis. Future studies may carry out a longitudinal survey-based study. The
study model can be expanded by investigating various other moderating factors that would alter the
relationship among interactivity and consumption values. Future researchers can extend this research
by identifying and including these factors in the proposed model. Moreover, we did not examine the
moderating effects of user involvement on the impact of perceived consumption values on adoption
intention, in future studies can examined these effects. Finally, users’ demographic characteristics
such as, age, gender, income, educational qualification play crucial role in framing users’ behavioural
intention towards mobile application. Hence, future study may examined the moderating effects of
users’ demographic characteristics on the proposed relationship.
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