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Abstract

The objective of this study was to ascertain the management accountant’s
(MA) usage of smartphone for professional networking purposes. The study
was conducted during mid-2017 to mid-2018 wusing a partial least
squares-structural equation modeling (PLS-SEM) technique. The study in-
cluded a sample of 168 management accountants from India. The study
found out that the enjoyment of professional networking activity (EPA) has a
direct significant effect on the perceived value of smartphone professional
networking service (PVSP) and that the perceived risk (PR) had a significant
negative effect on the trust in advice acquired from a smartphone profession-
al networking service (TCASP). As expected, privacy concerns (PC) had a
significant direct effect on the perceived risks (PR). The PVSP had a direct
positive effect on TCASP. Finally, it was observed that PR mediates the rela-
tionship between PC and TCASP. Thus, this study contributes by bringing
new empirical insights on the actual usage of mobile technology for profes-
sional networking purposes in an emerging market context and has signifi-
cant ramifications for providers of such services.

Keywords

Behavioral Economics, Management Accountant, Professional Networking,
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1. Introduction

Professional networking service (PNS) is a specific networking service that is

aimed at creating and maintaining business and professional relationships to fa-
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cilitate business and career growth. PNS is also beneficial for sharing business
and professional opportunities. For instance, LinkedIn is one of the most
well-known professional networking services, which is internationally popular
amongst the professionals and business persons. For Management Accountants
(MA), there is a need to remain connected with other professionals to update
their information, to share opportunities and to update their skills. This study
investigates the smartphone based professional networking choices of MAs
through a behavioral economics lens. The positives of professional networking
through smartphones were assessed against the negatives and then were inter-
preted in this study.

The important question was, why is the use of behavioral economics perspec-
tive is essential for this study? As per Guzavicius et al. [1] behavioral economics
discusses the effect of social, cognitive and emotional factors on the economic
decision of individuals and the consequences of such decisions. Behavioral eco-
nomics is quite contrarian in the sense that it neither presumes a fixed personal-
ity of the decision maker nor does it presume equilibrium in processes. It pre-
sumes the interplay between diverse actors and the reality and assumes that the
actors are learning organisations themselves. Thus, behavioral economics blends
economics with other disciplines such as psychology, philosophy, ethics, sociol-
ogy etc. It is due to such integration that behavioral economics is better suited to
explain both the individual behavior and the anomalies associated with such be-
havior. This “behavioral economics underpinning” was very relevant and neces-
sary for the present study of the management accountants since there were no
prior assumptions made regarding their behavior and there were no best prac-
tices available to benchmark against either.

Individuals have more or less the same information which they interpret and
use differently for decision making purposes by applying simple rules and
processes [2]. This is in synchronisation with the “bounded rationality” model
which assumes that agents possess a limited ability to analyse the information.
To this extent behavioral economics also suspends the “rational man” assump-
tion of traditional economics. In the context of smartphones and professional
networking, the upside was the ease of use and the presence of virtually limitless
possibilities of untapped opportunities. These were weighted against the privacy
concerns and the perceived risks that were associated with sharing personal in-
formation on the internet. Since the MAs also held key decision-making posi-
tions in their organisations, they needed to be extra cautious regarding such
choices. Some firms explicitly had issued guidelines to all their employees re-
garding the information sharing on the public platforms/networking sites in the
cyberspace which were applicable to MAs.

The use of mobile technology in education and learning has been probed by
Ponce et al [3]. Mobile learning has a great promise of improving the learning
quality. Boruff and Storie [4] stated that the key benefits of mobile learning were
the convenience of getting timely information, accessibility, compact size of the

mobile phone, portability and speed of information access. Apart from these, the
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other factors were efficient use of time and flexibility in operations. However,
there was little literature on the use of mobile technology for networking among
professionals in the emerging market context. This study is an attempt to bring
fresh empirical insights in this domain.

The study found out that the enjoyment of professional networking activity
(EPA) has a direct significant effect on the perceived value of smartphone pro-
fessional networking service (PVSP) and that the perceived risk (PR) had a sig-
nificant negative effect on the trust in advice acquired from a smartphone pro-
fessional networking service (TCASP). Privacy concerns (PC) had a significant
direct effect on the perceived risks (PR). The PVSP had a direct positive effect on
TCASP. Finally, it was observed that PR mediates the relationship between PC
and TCASP.

The study makes three distinct contributions. First, it contributes through a
rigorous empirically tested model, the smartphone usage choices for professional
networking. Second, it uses the behavioral economics theory as an overarching
theory, to study the professional networking choices of MAs. Finally, as a me-
thodological contribution it demonstrates the application of Importance Per-
formance Analysis (IPMA) and Multi Group Analysis (MGA) techniques in an

emerging market context.

2. Conceptual Development and Hypothesis Testing

Technology has improved the quality of human life. With a smartphone, there is
no limitation of space and time for any professional who has multiple commit-
ments. Previous studies have found that the smartphone advantage can apply in
diverse domains and bring up niche value to users [5]. The present study aimed
to empirically investigate the usage of mobile technology by MA’s for profes-
sional networking purposes. Due to the app stores, the smartphone user can
download different apps and get benefited from the services [6] which is quite
beneficial for professional networking.

However, some other scholars such as Okazaki ef al [7] argued that high pri-
vacy concern blocks the consumers’ attitude towards maximisation of technolo-
gy adoption on the other hand some other scholars opine that smartphones have
constraints, in comparison to personal computer, such as a small screen [8].
Notwithstanding any of the above the smartphone is very portable, convenient
and easy to use without limitations of time and space for MAs.

Professional networking leads to opportunity discovery which involves action
by certain individuals who take initiative on neglected opportunities [9]. The
MAs are engaged in the organisational decision-making process and provide
inputs for planning, control and performance evaluation purposes. Thus, for
MAs, professional networking can have benefits at both organizational level and
at individual level. Scholars have been intrigued by the fact that some individuals
are able to discover business ideas more than others. This may be the result of

perspective development which happens by having a large network. Thus, inter-
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esting question in this context is the role of technology, such as mobile technol-
ogy, in facilitating the opportunity discovery process by practicing MAs. Tie
generation theories posit that a tie is formed as a result of the personal prefe-
rences [10] and smartphones can help initiate and maintain the tie generation
process.

This study builds on the study of Chang and Liu [5] who stated that the en-
joyment of networking activity and the perceived value of smartphone network-
ing service would positively affect the user’s trust in advice from smartphone
networking service. They further add that privacy concern and perceived risk
would negatively affect such trust in advice from smartphone networking ser-
vices. This was in agreement with Venkatesh et a/ [11] who suggested that per-
ceived enjoyment associates with perceived value in a pleasure oriented envi-
ronment. Overall, the current research on the professional networking through
mobile technology was at best, partial and scattered especially in the emerging
market context.

Network orientation is the extent to which a person is willing to depend on
social networks in his daily socialization. It has also been found that in a given
network the quality of connections changes over time [12] and hence a need to
constantly refresh the ties at regular intervals and a smartphone can be very
useful for this purpose. As per Casciaro et al [13] people appreciate others who
understand their values and identities. Smartphones help bridge the gap between
fellow professionals such as MAs, who just like practicing managers, also require
to meander through strict organisational controls by enhancing their risk-taking
abilities [14] in order to create a competitive advantage for their firms.

Prior works by scholars such as Pitt et al [8] have increased our appreciation
of smartphones applications (apps) which help the user to gain important in-
formation. However, online social services require the user to share their per-
sonal information such as name, pictures etc. [15] which makes many profes-
sionals uncomfortable. As per Chang and Liu [5] this process leads to trust con-
cerns and privacy concerns. In this context, trust connotes an individual’s beliefs
of other individual’s ethical behavior [16]. Trust can also be understood as a us-
er’s belief in the safety, reliability, strength and competence of a system the user
is working on.

Kane et al. [17] suggested that social networking systems provide the users
with better scope and influence and Cheng and Ho [18] opined that people are
influenced by their friends to join a social networking system. This suggests that
professional perceive value in professional networking. Teas and Agarwal [19]
stated that perceived value was the net effect of the benefits the customers re-
ceive and the sacrifices the customers made in the process of receiving the bene-
fits. As per Sheth ef al [20] there are five dimensions of perceived value which
are social value, emotional value, functional value, epistemic value and condi-
tional value. Venkatesh ef al [11] suggest that perceived enjoyment associates

with perceived value in a pleasure-oriented environment. To be widely accepted,
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professional networking via a smartphone needs to be a pleasurable experience
for MAs.

Privacy concern, as per Nofer et al [21] capture the user’s opinion about the
collection and maintenance of personal information. These privacy concerns in
turn effect the actual smartphone usage behavior of the professionals. Lankton
and McKnight [22] stated that privacy concern in the smartphone networking
services is related to the protection of user’s personal information, avoiding un-
authorised access and avoiding data losses. These are key priorities for most
professionals. Dowling and Staelin [23] stated that perceived risk is the user’s
perception of uncertainty about the final outcome of an activity or a behavior.
The above discussion leads us to the following hypothesis:

H1: Enjoyment of professional networking service activity (EPA) has a direct
positive effect on perceived value of smartphone professional networking service
(PVSP).

H2: Perceived risk (PR) has a negative direct effect on Trust in advice ac-
quired from smartphone professional networking service (TCASP).

H3: Privacy concern (PC) has a negative direct effect on enjoyment of profes-
sional networking service activity (EPA).

H4: Privacy concern (PC) has a positive direct effect on perceived risk (PR).

H5: Perceived value of smartphone professional networking service (PVSP)
has a positive direct effect on Trust in advice acquired from smartphone profes-
sional networking service (TCASP).

H6: Perceived risk (PR) mediates the linkage between Privacy concern (PC)
and Trust in advice acquired from smartphone professional networking service
(TCASP).

3. Methods

The methods used for the study were chosen from those which best suit the re-
search agenda. The study was thus positivist in nature, and used a quantitative
survey method. The data collection method was tailored to suit the exact re-

search question of the study.

3.1. Research Design

The data from MAs was collected during national and international conferences,
seminars and other professional networking events such as study group meet-
ings held in various cities of India and which were attended by professional
MAs. To initiate the process, a prior request for permission was made to the
conference chair. A formal communication in this regard was send along with a
copy of the questionnaire for their perusal at least one week before the event. A
small time slot of 15 minutes was requested. On the day of the event, the hard
copy of the questionnaire was given at the time of registration itself and collected
subsequently from the participants. All the data collected was anonymous and

no names were asked. However, information regarding their professional quali-
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fication, gender, experience and age was asked since the study had a behavioral
economics underpinning. The target audience was MAs engaged in the deci-
sion-making process in their respective firms. All the information was collected
during mid-2017 to mid-2018. A pretested [24] and pilot study validated [25]
questionnaire with a 7-point MA self-rating Likert scale was administered to 400
management accountants. A total number of 194 responses were obtained out of
which 168 final set of questionnaires were taken which were complete in all re-
spects. This gave a response rate of 42%.

For the purpose of the study, MAs were defined as those professionals who
were designated by their respective organisations and were primarily responsible
for either one or more sub-domains, such as cost and financial accounting,
management audit, legal, taxation, or compliance work. A minimum work expe-
rience of three years was a prerequisite to be considered for the study. The face
validity of the questionnaire was established by taking the inputs of two acade-
micians and three industry experts. Among the respondents 22.02% were female
(Table 1).

The procedure as advocated by Podsakoff [26] for controlling for common
method variance was strictly adhered to, during the study. The MAs were as-
sured that the data collected would be used for academic research only and they
were assured of complete anonymity. They were also told that there is no single
correct answer and that their responses would not be shared with their seniors
and peers.

Partial least squares structural equation modelling (PLS-SEM) is useful tech-
nique which requires minimum restrictions on measure scales and which is used
to model latent constructs under conditions of non-normality as well [27]. For
data analysis PLS-SEM was used since it also simultaneously measures the
structural model and the measurement model [28]. PLS-SEM also does not suf-
fer from identification challenges due to small sample size. The Smart PLS

package version 3.2.7 was used for the data analysis [29].

3.2. Measurement Variables

The scales for the constructs were taken from previous reputed studies. The
four-item scale for privacy concern was taken from Shin [30] and Tan & Qin
[31]. The three-item scale for perceived risk was taken from McKnight et al

[32]. The three-item scale for enjoyment of professional networking activity

Table 1. Description of sample, n = 168.

Variable Values %

A 25-35 26.19%
e

& 36 and above 73.81%
Mal 77.98%
Gender e ?
Female 22.02%
Manufacturing, assembly, construction 41.66%
Industry category Trading, services, operations, logistics, oon
58.34%

Professionals in practice
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(EPA) was taken from Moon and Kim [33]. The five-item scale for Perceived
value of smartphone professional networking service (PVSP) was taken from
Teas and Agarwal [19] and Zeithaml [34]. Finally, the five-item scale for trust in
advice from smartphone professional networking was taken from Hsu ef a/. [35]
and Gefen [36]. After taking these scales, the validity and the reliability of these

scales was established.

4. Results

The study followed a two-step approach [37] to analyse and interpret the PLS
SEM results by the assessment of the measurement model and the assessment of
the structural model. The tables have been prepared by the author by taking the
relevant output from the software Smart PLS [29]. The figures presented in the

paper are derived directly from the software [29].

4.1. Evaluation of Measurement Model

All the constructs were measured reflectively (Table 2). The composite reliabili-
ty (CR) which measured the internal consistency of the constructs was more
than the 0.7 threshold for all the constructs. The Cronbach’s alpha [38] was
greater than 0.7 for all the constructs excepts PR which had a value of 0.628
which was close to 0.7 and therefore, retained. The outer loading, which measure
the indicator reliability were greater than 0.7 and significant at 95% level except
PR3 and PVSP 5 which were both retained due to their conceptual and theoreti-
cal significance. Average variance extracted (AVE) was calculated for all the ref-
lective constructs to ascertain the convergent validity of the constructs and it was
greater than 0.5 and significant at 95% level. For ascertaining the discriminant
validity, HTMT ratio [39] (Table 3) was calculated and was found to be below
0.85 for all the items in the constructs. With a good model measurement, the

model was fit for a structural assessment.

4.2. Evaluation of Structural Model

Post ascertaining that the constructs were both reliable and valid and thus could
be used for the structural model assessment [40] another calculation was carried
out to rule out collinearity. For this purpose, outer variance inflation factor
(VIF) values were calculated (Table 4). VIF is the reciprocal value of tolerance
[41] the values were found to be less than 5 and thus there was no collinearity in
the data.

The path coefficients shown in Figure 1 reflect the estimation of change in the
endogenous construct for a single unit of change in the predictor construct. The
PLS algorithm is based on a non-parametric bootstrap procedure (here 168 cas-
es, 5000 samples, no sign change option) in order to ascertain the significance of
the coefficients and also to discover the mediating effects as per Preacher and
Hayes [40]. Thus, a bootstrapping procedure was undertaken to check the signi-

ficance of the effects which are mentioned in Table 6, Preacher and Hayes [40]
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Table 2. Reliability and validity.

Construct Items Factor Loadings CR Cronbach Alpha AVE
Enjoyment of PNS activity 0.862 0.763 0.676

EPA1 0.751

EPA2 0.839

EPA3 0.871
Privacy Concern 0.909 0.868 0.715

PC1 0.859

PC2 0.846

PC3 0.884

PC4 0.789
Perceived Risk 0.788 0.628 0.559

PR1 0.833

PR2 0.799

PR3 0.586

Perceived value of

smartphone PN 0.899 0.860 0.642

PVSP1 0.807

PVSP2 0.886

PVSP3 0.854

PVSP4 0.751

PVSP5 0.692

Trust in advice acquired from

smart phone PNS 0.906 0.872 0.659

TCASP1 0.833

TCASP2 0.858

TCASP3 0.772

TCASP4 0.767

TCASP5 0.826

CR = composite reliability; Ave = average variance extracted.

Table 3. Results of Heterotrait Monotrait Ratio (HTMT) analysis.

PERCEIVED PRIVACY

HTMT EPA RISK CONCERN PVSP TCASP
EPA
PERCEIVED RISK 0.313
PRIVACY CONCERN 0.100 0.591
PVSP 0.767 0.198 0.068
TCASP 0.339 0.436 0.210 0.474

has asserted that the statistical significance of the individual paths in a mediation
model was not a pre-condition to proclaim whether a mediator mediates the re-

lationship between two variables. The specific indirect effect [29] of PR between
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Table 4. Outer VIF values.

Outer VIF Values VIF
EPAl 1.421
EPA2 1.698
EPA3 1.617

PC1 2.732
PC2 3.249
PC3 2.722
PC4 1.664
PR1 1.219
PR2 1.301
PR3 1.214
PVSP1 2.047
PVSP2 2.970
PVSP3 2.312
PVSP4 1.834
PVSP5 1.621
TCASP1 2.073
TCASP2 2.437
TCASP3 1.905
TCASP4 2.247
TCASP5 2.610

PR1 PR2 PR3

0.833 0.799  0.586

TCASP1
PC1 Y
0.467 -0.311
¥~ 0.850 PERCEIVED RISK 0.833 TCASP2
PC2 ) 0.858
*— 0346 N
0.884 -0.048 > 0.772 —p  TCASP3
pc3 4
0.789 / \ 0.767

0.826 TCASP4
PC4 ~~a

TCASP
TCASP5
-0.030 0.431
PVSP1
-
0.807 PVSP2
0.886
0.657 > 0.854 —»  PVSP3
0.751
0.692 PVSP4
; PVSP
'/0-751 0839 0871 PVSP5
EPA1 EPA2 EPA3

Figure 1. The structural model.

the constructs PC and TCASP was calculated and found to be significant (Table
6). The R square values (Table 5) of the construct PVSP was 0.42 and of TCASP

was 0.29 which was contextually adequate.
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Table 5. R square and r square adjusted.

R Square R Square R Square Adjusted
EPA 0.018 0.006
PERCEIVED RISK 0.218 0.213
PVSP 0.427 0.416
TCASP 0.296 0.279

As shown in Table 6, following are the observations:
e EPA has a significant direct effect on PVSP (B = 0.657****, t = 12.390) which
supports Hypothesis 1.
e PR has a significant direct negative effect on TCASP (f = —0.311****, t =
3.698) which supports Hypothesis 2.
e Counter intuitively, PC does not have a significant negative direct effect on
EPA (f=-0.020 n.s, t = 0.159), which does not support Hypothesis 3.
e PC has a positive significant direct effect on PR (8 = 0.467****, t = 6.414),
which supports Hypothesis 4.
e Hypothesis 5 was also supported which stated that PVSP has a positive sig-
nificant direct effect on TCASP (£ = 0.431, t = 6.366).
¢ Finally, it was also observed that PR mediates the relationship between PC
and TCASP since the specific indirect effect was significant (S = —0.145**, t
= 2.931) which supports hypothesis 6.
The degree of predictive relevance was measured by calculating the Q square
values which were found to be greater than 0 (Table 7) and thus it was ascer-
tained that the model had predictive relevance.

4.3. Test for Goodness of Fit

The goodness of fit measure was ascertained as per Henseler and Sarstedt [42].
The standardized root mean square residual (SRMR) was 0.083 which was well
below the threshold limit of 0.14. Thus, the model was an overall good fit (Table 8).

4.4. Multi Group Analysis (MGA)

Another perspective of the behavioral economics theory which underpins this
study was to ascertain the gender based difference in the MAs use of mobile
technologies for the purpose of professional networking. As per Morris et al
[43] the difference between the behavior of the gender was worth ascertaining.
As per the “Parametric test” (Table 9) there was no significant “gender related
difference” among the MAs in their usage of mobile technologies for profession-
al networking. Thus gender does not have any influence on the use of mobile
technologies for professional networking.

4.5. Importance Performance Analysis (IPMA)

The construct “PVSP” was found to be the most impactful construct (total effect
= 0.431) (Table 10) followed by construct perceived risk (total effect = —0.335).
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Table 6. Significant individual path coefficients in the structural model.

Path Coefficient
Structural Path ath moctiiclen p values Conclusion
(t value)
0.657
EPA -> PVSP 0.000 H1 is supported.
(12.390)
-0.311 .
PERCEIVED RISK -> TCASP (3.698) 0.000 H2 is supported.
-0.020 .
PRIVACY CONCERN -> EPA (0.159) 0.873 H3 is not supported.
PRIVACY CONCERN -> 0.467 .
0.000 H4 is supported.
PERCEIVED RISK (6.414)
0.431 .
PVSP -> TCASP 0.000 H5 is supported.
(6.366)
HS6 is supported.
PRIVACY CONCERN -> -0.145 0.004 Perceived risk mediates the
PERCEIVED RISK -> TCASP (2.931) ’ relationship between Privacy

Concern and TCASP.

n.s. not-significant; * |t| > 1.65 at p = 0.10 level; ** |t| > 1.96 at p = 0.05 level; *** |t| = 2.58 at p = 0.01 level;
B0t t| > 3.29 at p = 0.001 level.

Table 7. Predictive relevance through blindfolding procedure.

Construct cross validated communality:

BLINDEOLDING SSO SSE Q? (= 1-SSE/SSO)
EPA 504.000 331.336 0.343
PERCEIVED RISK 504.000 409.264 0.188
PRIVACY CONCERN 672.000 348.703 0.481
PVSP 840.000 465.968 0.445
TCASP 840.000 453.015 0.461

Table 8. Standardised root mean square residual.

Model Fit Summary Saturated Model Estimated Model

SRMR 0.083 0.083

However, the performance of the construct PVSP (Table 11) as ascertained by
IPMA was 70.705 and the performance of the construct perceived risk (Table
11) as ascertained by IPMA was 46.210. This connotes that there is much more
scope to improve upon the perceived risk construct than any other construct to
further the use of mobile technologies for professional networking by MAs
(Figure 2). Thus, it is recommended that the first priority of firms offering pro-
fessional networking services through smartphones should be to make the MAs
more comfortable by reducing their risk perception of mobile technologies.

Thus the final model was well measured, with a good structural fit for further
in-depth analysis. The use of advanced tools such as IPMA and MGA added
fresh insights for the study.
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Table 9. Parametric test for multi group analysis on the basis of gender of the MA.

Path Coefficients-diff
(|lGROUP_GENDERMGA (0.0) - t-Value p-Value
GROUP_GENDERMGA (1.0)])

EPA -> PVSP 0.104 0783  0.435
EPA -> TCASP 0.112 0.637  0.525
PERCEIVED RISK -> EPA 0.459 1382 0.169
PERCEIVED RISK -> PVSP 0.132 0.766  0.445
PERCEIVED RISK -> TCASP 0.091 0448  0.655
PRIVACY CONCERN -> EPA 0.013 0.050  0.960
PRIVACY CONCERN ->
PERCEIVED RISK 0.243 1360  0.176
PRIVACY CONCERN -> PVSP 0.181 1.018  0.310
PRIVACY CONCERN -> TCASP 0.231 1305 0.194
PVSP -> TCASP 0.134 0.840  0.402

n.s. not-significant; * |t| = 1.65 at p = 0.10 level; ** |t| = 1.96 at p = 0.05 level; *** |t| = 2.58 at p = 0.01 level;
oot > 3.29 at p = 0.001 level.

Table 10. Construct total effects for [TCASP] IPMA.

TCASP

EPA 0.253
PERCEIVED RISK -0.335
PRIVACY CONCERN -0.197

PVSP 0.431

Table 11. Construct performances for [TCASP] IPMA.
Performances

EPA 71.825
PERCEIVED RISK 46.210
PRIVACY CONCERN 63.598
PVSP 70.705

5. Discussion

The prospect theory in the context of the behavioral economics theory posits
that individuals desire to avoid loss rather than to make profit which explain the
focus on perceived risk and the privacy concerns of MAs. Scholars such as Adam
Smith discussed key concepts such as loss aversion, over confidence and
self-control [44] which are contextually very relevant for mobile technologies. By
adding the behavioral factors, the explanatory power of the economic models is
improved [44] and this study was an attempt in this direction.

The study found that the influence of EPA and PVSP (in terms of path coeffi-
cients and statistical significance) was much stronger than the influence of PC
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Figure 2. IPMA graph.

Total Effects
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and PR. This finding lends support to Lankton and McKnight [22] people con-
tinue to use social media despite the perceived potential risks as the positive in-
fluences outrun the negative influences.

The study found out that the enjoyment of professional networking activity
(EPA) has a direct significant effect on the perceived value of smartphone pro-
fessional networking service (PVSP). This can be attributed to the fact that the
ease of using a smartphone leads to a satisfying and enjoyable end user expe-
rience which eventually leads to higher utility creation.

As expected, the perceived risk (PR) had a significant negative effect on the
trust in advice acquired from a smartphone professional networking service
(TCASP). The risk perception, as also found out by IPMA results, was by far the
highest priority for improvement in order to ensure that MAs use smartphone
for professional networking. Counter intuitively, privacy concern (PC) did not
have a significant direct effect on the enjoyment of professional networking ac-
tivity. This could be explained by the user friendly interface and other useful
features which make professional networking a pleasurable experience for MAs.
However, privacy concerns (PC) did have a significant direct effect on the per-
ceived risks (PR) which is surprising, given the fact that there are regular reas-
surances which the professional networking websites offer to the MAs and other
professionals that their data is safe and will not be shared with others. The
2017-2018 episodes of data breach was perhaps one of the key reasons for the
perceived risks. The PVSP had a direct positive effect on TCASP. Finally, it was
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observed that PR mediates the relationship between PC and TCASP. The specific
indirect effect was negative and significant.

Overall this study contributes by bringing new empirical insights on the actual
usage of mobile technology for professional networking purposes in an emerging

market context.

6. Conclusion

This study, by using a behavioral economics lens, found out that the enjoyment
of professional networking activity (EPA) has a direct significant effect on the
perceived value of smartphone professional networking service (PVSP) and that
the perceived risk (PR) had a significant negative effect on the trust in advice
acquired from a smartphone professional networking service (TCASP). Privacy
concerns (PC) had a significant direct effect on the perceived risks (PR). The
PVSP had a direct positive effect on TCASP. It was observed that PR mediates
the relationship between PC and TCASP and that the gender of the MA had no

impact on the use of professional networking services.
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