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Abstract

Mobile marketing, also known as m-marketing, is a contemporary marketing technique that holds 
considerable influence over organizational performance, particularly in the context of small and 
medium-sized enterprises (SMEs). The objective of this research is to investigate the factors that impact 
the adoption of m-marketing in SMEs in Pakistan. To achieve this, the study utilizes the Task Technology 
Fit (TTF) theory and the motivation model as theoretical frameworks to propose a research framework. A 
sample of 305 valid responses was collected, and structural equation modelling (SEM) using AMOS was 
employed to analyse the data and test the hypotheses. The findings of the study indicate that all variables 
related to TTF (Task characteristics, technology characteristics, and task-technology fit) as well as the 
motivational model (extrinsic motivation and intrinsic motivation) significantly predict the adoption of 
m-marketing in SMEs in Pakistan. The study holds both practical and theoretical implications of great 
significance.
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INTRODUCTION
The developing nations, like Pakistan, are catching up swiftly in terms of 
technological usage, particularly in mobile and social media users. Cellular 
subscriptions in Pakistan crossed the 195 million marks by the end of October 
2022, (PTA, 2022). The number of 3g 4g subscribers in Pakistan was 119 million, 
and broadband subscribers 122million, the only 2 million telephone subscribers 
by end of October 2022,  (PTA, 2022). Pakistan is present the second largest 
e-commerce market in south Asia. The world spent $17.3 billion in 2006 to $76.9 
billion in 2011, the global market for mobile entertainment products and services 
is anticipated to increase (Gibson, 2006). Revenues from mobile content other than 
messaging are anticipated to rise from $70.7 billion in 2007 to $187.9 billion in 
2012. (Uglow, 2007). Additionally, a variety of mobile services, including text and 
video messaging, mobile email, and GPS navigation, are expanding rapidly.

Despite the expansion of the markets for mobile devices and applications, 
m-marketing, which refers to a group of marketing efforts that utilise mobile devices 
and media (the means of transmission that involve smartphone), is becoming more 
significant. For instance, it is projected that by 2011, U.S. spending on mobile 
advertising, which is currently estimated to be $644 million, will reach over $3.5 
billion (eMarketer, 2007). Similar to this, it is anticipated that U.S. spending on 
mobile messaging marketing, currently estimated at $4.2 billion, will increase to 
$12 billion in 2011 (EMarketer, 2007). It should come as no surprise that academics 
and industry professionals are interested in the developing field of m-marketing 
(Shankar & Balasubramanian, 2009). The majority of the current study on mobile 
technology use and m-marketing has been done in established nations, although the 
large and small developing economies are presently experiencing the fastest growth. 
For instance, India welcomes the newest mobile users each month which almost the 
3 million, While China already contains the largest population of smartphone users 
(360 million). In addition, the number of mobile users is rapidly growing in many 
African nations that have abandoned landlines in favor of mobile technology. In 
reality, the “digital divide,” or the disparity between industrialized and emerging 
countries in the use and adoption of digital technology, may have reverted in 
the scenario of the BRIC nations (Brazil, Russia, India, and China) according to 
(Chircu & Mahajan, 2009)Russia, India, and China (BRIC. According to their 
argument, out of the 34 global categories of mobile services, the BRIC countries 
have outperformed Western economies in mobile data, payment, communication, 
and video sites. 

m-marketing is the most dynamic, personal, and successful form of advertising 
since it gives users consistent access anytime and anywhere” (Leppäniemi et al., 
2006). One of the most stimulating and successful business services that can be 
effectively provided using a mobile device is marketing. (Guo, X., Zhao, Y., Jin, 
Y., & Zhang, 2010). One of the utmost energetic and lucrative company services 
that may be achievable outcomes through a mobile device is marketing, which 
is a work in the business (Maduku, 2021). To increase use of m-marketing in 
SMEs in the world also become the motivation for SME’s of Pakistan to use it. 
M-marketing can help the SME’s in developing their sales promotion strategies 
and helps them in increasing sales of their products and services. As the SME’s of 
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Pakistan are in the adoption phase, therefore, the present study proposed the factors 
which influence the employees to adopt m-marketing which helps them in smooth 
functioning of the organization. The adoption of mobile marketing in Pakistan may 
be a desirable “platform to interact target audience through a variety of advertising 
communication.” This highlights the significance of study aimed at understanding 
the factors that drive the adoption of m-marketing technology in firms, especially 
SMEs in Pakistan.

In the context of present study the fit between technology and employees 
requirements is very important as it becomes the reason of many technology 
failure in past (Kaufman et al., 2006; Shahbaz, Gao, Zhai, Shahzad, Luqman, et 
al., 2021; Tarafdar et al., 2015)on technology-enabled innovation, technology-
enabled performance and overall performance. We further look at the role of 
technology self-efficacy, organizational mechanisms that inhibit technostress 
and technology competence as possible mitigations to the effects of technostress 
creators. Our findings show a negative association between technostress creators 
and performance. We find that, while traditional effort-based mechanisms such 
as building technology competence reduce the impact of technostress creators on 
technology-enabled innovation and performance, more empowering mechanisms 
such as developing technology self-efficacy and information systems (IS. The 
previous studies of same context also highlighted that motivation is the essential 
factor for the successful adoption of technology even the technology is perceived 
useful and easy (Raza et al., 2019; Shahbaz & Zahid, 2022)cost reduction, perceived 
security and privacy, and compatibility as extended factors of TAM. The study also 
proposed two-way interaction impacts of resistance to change and two-way and 
three-way interaction impacts of MM factors (extrinsic and intrinsic motivation. 
The present study bridges the research gap integrated Task technology theory and 
Motivational model to propose the research farmwork. The results showed that the 
TTF factors (task characteristics, technology characteristics, and task-technology 
fit) and motivational model factors (extrinsic motivation and intrinsic motivation) 
are significant predictors of m-marketing adoption intention. The study also 
presented many theoretical implications, managerial implications, limitations, and 
future research directions in the upcoming phases of the study.

THEORETICAL FRAMEWORK AND HYPOTHESIS 

Task technology fit (TTF) theory was first proposed in 1995, explored the 
relationship between task characteristics, technology characteristic with the 
adoption intentions (Goodhue & Thompson, 1995). According to the TTF theory, 
characteristics that affect how people utilize technology depend on the kinds of 
jobs they are performing. The TTF theory states that technology use increases as 
a function of how well a technology supports a user's particular responsibilities 
(Shahbaz, Gao, Zhai, Shahzad, & Khan, 2021). The TTF adoption model suggest 
that the user will adopt a new technology if it is sufficient to perform daily tasks 
efficiently (Lin et al., 2020). TTF has originated from the concept of perceived fit 
and is widely used in the study of user adoption (Feng et al., 2016). TTF provides 
alternative explanations of consumer intent in the use of technology, emphasizing 
the impact of work features (Mohammed et al., 2017). TTF was employed in 
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other research to evaluate the efficacy of mobile business applications (Gebauer & 
Shaw, 2004; Zhou et al., 2010). The theory consists of three factors which are task 
characteristics, technology characteristics, and task technology fit. The mentioned 
study highlighted that in the context of m-marketing adoption, the usage of TTF is 
lacking. Moreover, there is need of incorporated TTF in the technology adoption 
specific to developing countries context (Shahbaz, Gao, Zhai, Shahzad, & Khan, 
2021).

The technology adoption model (Pedersen, 2003), the uses and gratifications theory 
(Brackett & Carr, 2001; Ducoffe, 1996), and the theory of reasoned action have all 
been used by marketing and advertising researchers to investigate the antecedents of 
potential users' attitudes toward m-marketing for their organizational purpose. These 
antecedents include irritability, entertainment, credibility and informativeness (Feng 
et al., 2016); personalization (Bauer et al., 2005; Ducoffe, 1996); and localization 
(Bauer et al., 2005; Brackett & Carr, 2001) . However, the existing literature has 
largely ignored an important question: What factors motivate a potential user to 
accept and use m-marketing?

Motivational model (MM) extracted from Self-determination theory (SDT) was 
developed by Deci (1972) which intensely focus on the motivation as the behaviour 
of human reflect by their motivation (Shahzad, Xiu, et al., 2020). This theory split 
into two motivational factors: intrinsic motivation and extrinsic motivation and have 
been used widely in psychological and behavioural factors since 2000 (Shahbaz, 
Gao, Zhai, Shahzad, & Khan, 2021).  The theory purposes that motivation drives 
the individual’s behaviour to act in a certain way for particular event (Agarwal et 
al., 2018). The study of (Shahbaz, Gao, Zhai, Shahzad, & Khan, 2021) stated that in 
adopting the particular technology or innovation the employee’s motivation plays a 
significant role as it reflects the human behaviour. 

Therefore, the present study to bridge the theoretical gap, integrated TTF and MM 
to propose the research model of m-marketing adoption as presented in Figure 1.

Task-technology fit (TTF)

The model contends that only concentrating on how users perceive a technology is 
insufficient to forecast its adoption (Shahbaz, Gao, Zhai, Shahzad, & Khan, 2021). 
It claims that if people believe a technology is effective enough to do their everyday 
chores, they will accept it (Gebauer & Shaw, 2004). This theory's framework sheds 
insight on the application of technology in daily life. The task technology fit (TTF) 
model presupposes that users would employ a technology based on fit between work 
demand and technology characteristics since focusing just on users’ perceptions of 
the technology is insufficient (Mohammed et al., 2017). According to (Oliveira et 
al., 2014), who acknowledge the theoretical basis of TTF, people will not accept a 
technology if they find it unsuited for their daily jobs and doesn't enhance how they 
are carried out.
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Even though their behavioral impressions of technology are good, users never 
develop BI towards technology adoption in the absence of TTF (Oliveira et al., 
2014). To analyze the intention of users towards the adoption of m-marketing, it is 
crucial to study TTF combined with behavioral perception aspects. According to 
earlier research, task characteristics and technological characteristics are important 
determinants of TTF (Gan & Cao, 2014; Hung et al., 2018; Zhou et al., 2010). 
The tasks that a user completes while utilizing a system or technology are referred 
to as task characteristics (Hung et al., 2018). Technology characteristics are a 
combination of elements that make a job simpler to do (Shahbaz et al., 2019). TTF 
has been stressed in earlier research on the adoption of various technologies, and it 
has been integrated with other theories to produce more important findings. 

In order to forecast the user intention to utilize online courses, the study (Lin et 
al., 2020) combined TTF with social motivation and self-determination theory. 
It came to the conclusion that TTF in conjunction with other theories produced 
more meaningful findings than TTF alone. Another study examined the joint effect 
of UTAUT and TTF on user intention  adoption of e-textbooks and came to the 
conclusion that the combined effect was more beneficial than either UTAUT or TTF 
alone (Hung et al., 2018). Another research that looked at the same pairing of UTAUT 
and TTF to assess user adoption of mobile banking came to the conclusion that it 
produced superior predictions of user intention in an organizational environment 
(Zhou et al., 2010). 

In the area of BDA, Shahbaz et al (Shahbaz et al., 2019)  combined TTF and TAM and 
came to the same conclusion: TTF or TAM combined yielded stronger results than 
either one used alone. They also recommended that future research in TTF look into 
other theories like UTAUT to understand better the user’s intention to adopt BDA. 
Furthermore another study by (Shahbaz, Gao, Zhai, Shahzad, & Khan, 2021) used 
the combination of TTF, UTAUT and self-determination theory for investigating the 
users’ intention towards technology adoption and found it significant. Another study 
by (Technology & 2019, 2019) examined the TTF theory with the combination of 
TAM theory also investigated the influence of TTF on satisfaction of users’ intention 
to adopt the technology. The study concluded that TTF increases the satisfaction 
of the potential user which motivates them to adopt the technology. Furthermore, 
the study of (Chen, 2019) investigated the combination of extended TTF and 
TAM theory and also considered the factors of intrinsic motivation which drives 
the users’ intention to adopt the technology. The study investigated the influence 
of TTF and TAM in the context of automobile telematic devices and concluded 
that TTF significantly increases the users’ motivation towards the technology 
adoption. moreover another study by (Wu & Chen, 2017) investigated the adoption 
of MOOCs in the context of China by combining the TTF and TAM theory. The 
study also examined the social motivation on the adoption intention and found that 
motivation does play a significant role in the adoption of technology which is come 
from the specification and characteristics of the technology.  The study of (Shahbaz, 
Gao, Zhai, Shahzad, & Khan, 2021) concluded that motivation is the remedy to 
make the intention of employees towards the technology but particular technology 
should have good fit with the task which has to be perform with that technology. 
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The TTF theory's fundamental logic also holds that if technology meets a user's task 
needs, it gives the user the impression that it will enhance his or her productivity 
at work which will makes his/her intention to adopt particular technology. On the 
basis of previous literature current research also consider that TTF would makes 
the users’ intention to adopt m-marketing when they perceive it useful and simpler 
to adopt. Thus, we hypothesized that:
H1: task characteristics have significant relationship with the task technology fit.
H2: technology characteristics have significant relationship with the task technology 
fit.
H3: task technology fit has significant relationship with the intention to adopt 
m-marketing.
 H4: task technology fit has significant relationship with the intrinsic motivation. 

Extrinsic motivation

Extrinsic motivation (EM) he degree to which a potential user demonstrates 
a propensity to complete the assignment or task due to external rewards and 
penalties (Shahbaz, Gao, Zhai, Shahzad, & Khan, 2021). EM is when a person 
takes a certain action because they believe it will help them achieve something 
valuable (Kwon & Chidambaram, 2000). According to a different study, external 
variables, either monetary or nonmonetary, put pressure on EM (Feng et al., 2016; 
Kwon & Chidambaram, 2000; T. Li & Chen, 2019). According to Chiu (Chiu, 
2018), extrinsically driven workers complete the activity in order to improve 
professionally, receive additional pay, and maintain high standards of living, which 
go beyond the task itself (T. Li & Chen, 2019).  EM is triggered by elements outside 
of the individual. Extrinsically motivated people engage in activities for the sake of 
the advantages they gain from doing so, according to motivational theorists (Feng 
et al., 2016). Extrinsic motivation is a good indicator of whether or not people 
will accept new technologies (W. Li et al., 2020). Employees are more likely to 
accept new software applications when they are extrinsically motivated to do so, 
such as when using it will boost their productivity and allow them to earn better 
compensation (Chiu, 2018). These conclusions also pertain to other industries, like 
mobile Internet use and m-marketing(Kim et al., 2007). 

The study of (Muduli & Barve, 2013) assert that a company's motivating methods 
should take into account the employees' fundamental requirements by providing 
financial incentives and bonuses. Initiatives based on EM typically aim to reap 
financial rewards. Furthermore, (Shahbaz, Gao, Zhai, Shahzad, & Khan, 2021) 
stated that EM is an important factor in determining technological innovation 
adoption and promote intention. Employees' behavioral intentions are stimulated 
by EM (Chiu, 2018). (Kwon & Chidambaram, 2000) discovered that EM has a 
significant influence on the adoption intention of specific behaviors. Therefore, we 
believe that users will see m-marketing favorably if they are extrinsically driven to 
do so. As a result, this study hypothesized:

H5: extrinsic motivation has significant relationship with the intention to adopt 
m-marketing.
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Intrinsic motivation

Intrinsic motivation (IM) is the degree to which employees are self-governed and 
determined to complete a certain activity for his or her personal happiness, according 
to the self-determination theory (SDT) and motivational model (Shahzad, Xiu, et al., 
2020). The importance of IM in motivating people to work hard even in the absence 
of monetary remuneration or rewards is a key aspect (T. Li & Chen, 2019). When 
someone is motivated by their intrinsic interests rather than extrinsic rewards, they 
are more likely to take an activity (Feng et al., 2016). Instead of being motivated by 
external pressures, advantages, or rewards, an individual with intrinsic motivation 
may be motivated by the joy or difficulty of the situation (W. Li et al., 2020; Shahzad, 
Xiu, et al., 2020). Even in the absence of outside reinforcement or incentives, 
motivation comes from the act of executing the task itself (Kwon & Chidambaram, 
2000). People who are genuinely driven engage in activities because they find them 
interesting and enjoyable (Muduli & Barve, 2013). Intrinsic motivation therefore 
results in a favorable attitude toward the action. According to research by (W. 
Li et al., 2020), employees become more skillful and reduce the risks associated 
with the adoption of innovation when they demonstrate greater enthusiasm and 
dedication in carrying out the new activity. Similar to this, another study found 
that people who are genuinely driven are more likely to accept innovation without 
thinking about the potential for external benefit (Hsu & Lin, 2008). IM emerges 
when people feel independent and capable of handling circumstances, claimed by 
(Kwon & Chidambaram, 2000). Since a technology may be both creative and hard, 
employees with high IM are more confident about completing such responsibilities 
(Shahzad, Xiu, et al., 2020). As a result, IM has a significant impact on how well a 
technology is adopted.

The direct impact of intrinsic desire on people's intention to utilize a new technology 
is supported experimentally by earlier study (Hsu & Lin, 2008). Similar to this, it 
is believe that a user who is naturally driven would have a favorable opinion of 
m-marketing (Feng et al., 2016). Employees have internal pleasure when working 
with IM since it is more reliable and produces results that last longer. Considering 
the importance of IM for user’s intention from previous studies this research also 
hypothesized that:
H6: intrinsic motivation has significant relationship with the intention to adopt 
m-marketing.
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Population and sampling:

The employees of SMEs in Pakistan is the population of the current study, in light 
of the justifications indicated above. Small and medium-sized enterprises (SMEs) 
make up a considerable portion of Pakistan's economy, contributing 40% of the 
GDP and producing the majority of new jobs nationwide (March, 2022). Therefore, 
current research selected the SMEs as its targeted population. 

The sample is the percentage of the population that represents the characteristics of 
the population. Due to the population's size, it is challenging to investigate everything 

preserve validity and guarantee the link between variables based on primary data. 
The first of the three sections of the questionnaire guarantees that the respondent's 
information will be kept private and used exclusively for research purposes. The 
demographic information of the responder was the subject of the closed-ended 
questions in the second section of the questionnaire. Questions regarding the context 
of the study were contained in the final portion. Since it was advised and extensively 
utilized in prior studies, a 7-point Likert scale is chosen for data collection (lowest 
degree strongly disagree to highest degree strongly agree). The items of four items 
of scale of task characteristics, three items of scale of technology characteristics and 
three items of scale of task technology fit is adapted from the study of (Shahbaz, 
Gao, Zhai, Shahzad, & Khan, 2021). Four items scale of EM, three items scale of 
adoption intention, and three items scale of IM were adapted from (Shahbaz, Gao, 
Zhai, Shahzad, & Khan, 2021) and (Shahzad, Xiu, et al., 2020) respectively.

RESULTS

Questionnaire design 

In this study, a structured questionnaire method is used to gather data in order to

 

Figure 1 Proposed research framework
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or everyone, hence samples that fairly represent the population as a whole must 
be taken (Eriksson & Kovalainen, 2011). Probability sampling and nonprobability 
sampling are the two main subcategories of sampling techniques. SMEs are present 
throughout Pakistan, however the majority are concentrated in the Punjab region, 
where the percentage is 65.4%. (ZAFAR & MUSTAFA, 2017). Structural equation 
modelling (SEM) was utilized in this work to assess the hypotheses. According to 
past research, a sample size of at least 200 should have been employed for analysis.

Process of data analysis

This study also evaluates the data using some of the most modern statistical 
software, such as MS Excel 2016, IBM SPSS (v25), and IBM AMOS (v26). The 
structural model was the subsequent step in the data analysis procedure. The study 
used Stry=uctural quation modeling (SEM) through the IBM AMOS (v26) to test 
the hypotheses. AMOS is a powerful tool for modelling structural equations and 
confirmatory factor analysis. AMOS is the best SEM tool when model fitness 
is appropriately taken into account (Bryne, 2010). Therefore, in the light of the 
aforementioned features of the AMOS and its suitability for the research issue, this 
study selected AMOS for the important path analysis stage.

Common method Variance (CMV)

 The CMV phenomenon is caused by the measurement model's ambiguity in 
determining how to evaluate the causes and effects relationship. The CMV usually 
happens when information is collected simultaneously from a single source. It is 
critical to comprehend the CMV since it might affect the study's validity before 
starting the primary analysis. The most common and well-liked method for 
calculating CMB in social research is the Harman's single component test (P. 
M. Podsakoff, S. B. MacKenzie, 2012). As a result, this study also employed the 
Harman's single component test using SPSS to calculate the CMV.

Data of present research is collected from single source therefore the CMV was 
evaluated by Harman’s single factor by exploratory factor analysis EFA through 
SPSS. The study categories the items into 6 groups and the results showed that the 
first factor explains 32.28% variance which is under the threshold therefore there is 
no critical issue of the CMV (Riaz et al., 2021).  

Demographical results

Information about the demographics of the respondents is presented in table 3. The 
demographical results present that 66% respondents were males, and the rest was 
females. Further it shows that majority of the respondents are highly educated and 
under the age of 30 to 50. 
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Category Frequen-
cy 

Percentage 

Gender Male 201 66.0
Female 104 34.0
Total 305 100.0

Age 18-29 89 29.2
30-39 148 48.5
40-50 66 21.6
Above 50 02 0.7
Total 305 100.0

Education Undergraduate 64 21
Graduate 129 42.3
Postgraduate 100 32.9
Other (Diploma/ pro-
fessional education)

12 3.9

Total 305 100.0

3.6. Convergent validity and reliability

convergent reliability and validity were first investigated at in the current 
investigation. The correlation level of numerous indicators in related structured 
studies is measured through convergent validity (Sarstedt et al., 2014). The results 
of factor loadings, composite reliability, Cronbach's alpha, and average variance 
extracted (AVE) were shown in Table 4.3. 

The values of Cronbach’s alpha are ranged from .884 to .979, values of CR are 
ranged from .881 to .963 and the values of AVE are ranged from .697 to .941.  The 
results revealed that all the values are under the acceptance range therefore there is 
no issue of the convergent validity and reliability (Fornell & Larcker, 1981). 

Variables Items Loadings Cronbach’s 
alpha

CR AVE

Task characteristics TC .865 .900 .901 .697
TC2 .878
TC3 .784
TC4 .881

Table: 1 Demographical Result

Table: 2 Convergent validity and reliability
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technology characteris-
tics

TEC1 .959 .979 .980 .941
TEC2 .946
TEC3 .956

Task technology fit TTF1 .935 .961 .963 .896
TTF2 .903
TTF3 .908

Intrinsic motivation IM1 .869 .884 .884 .718
IM2 .866
IM3 .867

Extrinsic motivation EM1 .905 .930 .931 .771
EM2 .899
EM3 .922
EM4 .850

Adoption of m-market-
ing

AD1 .855 .879 .881 .713
AD2 .834

Discriminant validity

Additionally, the present study looked at discriminant validity, which displays the 
amount of empirical variation among the study's constructs (Hair Jr et al., 2014; 
Shahbaz et al., 2019). To assess the discriminant validity, correlation between 
variables and the square root of the AVE are utilized (Hu & Bentler, 1999). Table 
3 shows the square root of the AVE and association matrix, demonstrating the 
accuracy of discriminant validity (Shahzad, Du, et al., 2020).

EM TC TEC TTF IM AD
EM 0.878
TC 0.165** 0.835
TEC 0.214*** 0.233*** 0.970
TTF 0.120* 0.364*** 0.338*** 0.946
IM 0.151** 0.314*** 0.200*** 0.336*** 0.847
AD 0.374 0.322 0.219 0.352 0.454 0.844

Table: 3 Discriminant validity
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MEASUREMENT MODEL RESULTS

Confirmatory factor analysis

To examine the validity and consistency of the variables of the proposed research 
framework the study conducted the confirmatory factor analysis (CFA) through 
AMOS. The findings of the study revealed that the values of CMIN/DF, 1.612: CFI, 
0.988: RMSEA, 0.039: PClose.0.986. All the values of CFA are under the threshold 
which shows that the model fitness is good. 

Figure 2 CFA Diagram
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Structural model analysis 

After confirming the accurate results of the measurement model the study further 
examined the structural model analysis which was done through AMOS. The study 
conducted the path analysis for hypothesis testing via AMOS. Model fitness was 
checked at first. The findings of the model fitness show that CMIN/DF= 2.623, 
PCLOSE= 0.073, RMESA= 0.058, and CFI= 0.952 which is a good model fitness. 
The results of the SEM present that the relationship of TC with TTF is (β=.281, 
P=.000), TEC with TTF (β=.287, P=.000), TTF with IM (β=.261, P=.000), TTF 
with AD is (β=.221, P=.000), IM with AD is (β=.298, P=.000), and EM with AD is 
(β=.281, P=.000). the results of the SEM proved that H1, H2, H3, H4, H5 and H6 
are accepted. 

DISCUSSION 

M-marketing is crucial in this IT era to improve an organization's sales success. 
Because everyone in the digital age needs a variety of answers for their problems 
in less time and within reach, m-marketing offers employees prompt solutions, 
which improves their performance and, in turn, boosts the performance of SMEs. 
According to the findings of many previous studies, m-marketing is greatly needed 
by Pakistani SMEs, and this research developed a study model that examines its 
adoption intention in employees of SMEs (Glavee-Geo et al., 2017; Raza et al., 
2019). The study used the TTF theory and self-determination theory for theoretical 
base and proposed a research model. The results of the study revealed that TTF and 
motivational factors are significant predictors of m-marketing adoption intention. 
According to the findings of the research task characteristics have positive influence 
on the task technology fit. Results prove that when adopters feel that the task 
characteristics is highly match with the technology then their adoption intention 
increases. Task characteristics have significant influence on individual’s behavioral 
intentions. m-marketing is highly dependent on the task characteristics as if the 
employee’s task is to target youth customers which is mostly find on the social 
media as compare traditional channels, then employees would be intended to adopt 
m-marketing because it is their task. Employees daily job task makeup their mind 
towards the actions once they feel that their task could not be achieve effectively 
without adopting particular technology, they would surely adopt it. 

Furthermore, the results unveil that technology characteristics also a significant 
predictor of task technology fit which further influence the adoption intention. The 
findings of the study reveal that technology characteristics effect the users mind if 
the technology is not according to their work requirement or they feel that adopting 
the particular technology would not be beneficial for their work the potential user 
would avoid the technology. For making the intention of users towards adoption 
of m-marketing employees should have the knowledge about the benefits of the 
technology and managers must communicate these benefits to their employees. 
employees should have known that adoption of m-marketing would beneficial for 
their work, increase their work efficiency and helps them to easily communicate and 
interact with their target audience. The results of current study regarding the task 
and technology charactristics and TTF are consistent with the many prior studied 
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(Alyoussef, 2021; Jeyaraj, 2022; Shahbaz, Gao, Zhai, Shahzad, & Khan, 2021).
 
The findings of the research showed that task technology is a significant predictor 
of the intention to adopt m-marketing in SMEs of Pakistan. The results of the 
study also highlight that the task technology fit significantly influence the intrinsic 
motivation. According to the results of the study, task technology fit strongly 
influence the potential user’s intention for adoption. The study proves that the good 
fitness of task and technology with the job’s requirement motivate the employees 
to adopt the specific technology. For instance, if the employee’s task is to reach 
the maximum targeted audience in several geographic region now that task could 
effectively achieve with the m-marketing as it is much more convenient than any 
other marketing technology. For online interaction m-marketing is the best platform 
for both customers and the employees as it is the technology with which most of 
the people are familiar and there is less time and cost consumption for the firms to 
train their employees. therefore, task technology fit stimuli the users to adopt the 
technology by intrinsically motivate them and making their intentions. 

Moreover, the outcome of the motivational determinants also proves as a significant 
influencer of the m-marketing. The results revealed that intrinsic and extrinsic 
motivation drives the individual’s behavior towards something. Intrinsic motivation 
arises when a person feels encouraged, acknowledge and fortified internally. 
When the managers of SMEs in Pakistan motivate their employees internally their 
employees become more responsible and determined towards their task and work. 
The results proved that intrinsic motivation is the driver of individual’s intention 
therefore, managers of the SMEs should always encourage their employees and 
acknowledge their work so that they feel motivated and work effectively. Likewise 
intrinsic motivation, extrinsic motivation also fluctuates the individual’s behavior 
in such a way that they are intended to perform any task against which they would 
be rewarded. There are several ways to reward an employee extrinsically such as 
by giving allowance, bonus, extra salary etc. mangers should have known which 
extrinsic motivation would drive their employee’s intention towards the adoption 
of m-marketing and then they should award them that benefit. According to the 
results, the higher the motivation would be there would be more chance of adoption 
m-marketing in SMEs of Pakistan. when employees feel encouraged and knows 
that they would get some benefit if they perform specific task the adoption intention 
will automatically will arise. The results of current study regarding the external and 
internal motivations are consistent with the previous studies of (Shahbaz, Nawaz, 
Ali, & Fatima, 2021; Shahbaz & Zahid, 2022; Zeng et al., 2022).

CONCLUSION

The purpose of this study is to look into the causes and effects of actions related 
to small businesses using m-marketing. The majority of the m-marketing literature 
focuses on the behavior of large organizations, which leaves the reasons for the 
limited adoption and anticipated results of m-marketing by small businesses largely 
unexplored. Small businesses are less likely than larger businesses to engage in 
m-marketing. TTF and Self-determination theories are used in current research. 
The findings of a structural equation model and the results of the hypothesis tests 
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indicate that Task characteristics, Technology characteristics, Task technology fit, 
and motivation model have a impact on adoption of m-marketing. The study also 
examined the influence of task technology fit on the intrinsic motivation so that 
employees become more intended towards the adoption of m-marketing in SMEs 
of Pakistan. The ramifications of these findings for managers and marketing theory 
are discussed, and any study limitations are then examined. The results of this 
study add to the body of knowledge on m-marketing adoption from the context of 
a developing nation that is relatively understudied and provide crucial insights for 
practitioners.

IMPLICATIONS

There are several implications of the research proposed model which are split into 
theoretical implications and managerial implications.

Theoretical implications

The study significantly contributes to the literature of m-marketing adoption 
specifically in the developing nations like Pakistan. The study considered the TTF 
and self-determination theory as a theoretical base for m-marketing adoption in 
SMEs of Pakistan. the study considers the task characteristics and technology 
characteristics as influencers of task technology fit which further impact the adoption 
intention of employees. previous studies focus on the consumer intentions to adopt 
m-marketing, but the employees of the SMEs were not considered to study which 
leaves the gap to fill. Employees are the first users of m-marketing whose intention 
highly influence the m-marketing effectiveness and benefits for the firm. In the 
present, the author bridges the gap and focus on the employee’s perspective which 
gives the insight to the scholars that how different predictors and determinants 
influence the behavior of its users. Secondly, the author of the research study the two 
different theories together in which one theory have technological perspective and 
other have the motivational perspective of the users. The combination of these two 
theories in the field of m-marketing were not studied before and thus the scholars 
could have new perspective of these two theories in the area of m-marketing which 
is now the focal point of the scholars. Thirdly, the study examined the impact 
of task technology fit on the intrinsic motivation which is another contribution 
of the research in the literature. The author of the research purpose the positive 
relationship of TTF with the intrinsic motivation and the results of the study proved 
it a significant predictor which provides the understanding to the scholar that how 
the technology itself motivates its users. 

Managerial implications

Just like the theoretical implications the research also has some noteworthy 
contribution for managerial perspective. Present study gives the awareness to the 
managers of the SMEs in Pakistan for choosing the m-marketing for their firm. The 
study used the TTF theory which is the technology base theory and address the 
issue of selecting the right technology which suits best for their work requirement 
and have good fitness with tasks of employees. the use of TTF theory in the area of 
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m-marketing gives the understanding to the managers that technology itself have 
impact on the users’ behavior to adopt it or not. Secondly, the research used the 
self-determination theory and examined the intrinsic and extrinsic motivation on 
the intention to adopt m-marketing which clears that employees in Pakistani SMEs 
are influenced by the motivation. These findings unveils that when employees resist 
to adopt the m-marketing managers should have provide them some intrinsic and 
extrinsic motivation. When the individual feel acknowledges and appreciated for 
their work, they would intend to that task more effectively and efficiently in the 
future. Further extrinsic motivation also drives the intention of technology users as 
they would be awarded by some monetary benefits, promotions and allowances etc. 
thirdly, the study investigated the relationship of TTF with intrinsic motivation which 
showed that technology itself have the ability to attract its users. Here managers 
have to choose wisely which m-marketing platform is best suit for their firm or the 
task which they to be done. If the technology and task requirement dose not match 
then the employees would not get their job done and they will resist the adoption. 
Therefore, the study provides the insight to the managers that technology and task 
requirement should same so that their employees feel motivated intrinsically and 
make their minds to adopt the m-marketing.   

Limitations and future directions

Despite of such implications the research has some of the limitations which can be 
diminish by future researchers. The study’s findings are not general and are specific 
to the context of Pakistani SMEs which limits the findings of the study therefore, 
future researches should focus on the large geographical area or they can compare 
two nations for that perspective. Secondly, the study used only two theories and 
their factors which leaves the gap for future researchers to explore more influencing 
factors in depth. The future researches could also examine the influence of innovation 
diffusion theory for m-marketing adoption intention in SMEs. Thirdly, the study 
examined the motivational factors generally as intrinsic and extrinsic motivation 
impact the adoption intention of m-marketing but future researches should also 
investigate that which type of intrinsic and extrinsic motivation influence the 
most and how firms should arrange this motivation to encourage their employees. 
Finally, the study solely looked at the factors that influence the intention to embrace 
m-marketing. It would be fascinating to find out how these factors influence the 
actual adoption of m-marketing and how it affects SMEs' success.
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