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WEB APPENDIX B
DESCRIPTIVE STATISTICS FOR TECHNOLOGY READINESS CONSTRUCT

	Var 1
	Var 2
	k
	N
	r
	rw
	rwc
	SD
	CIlow
	CIhigh
	CRlow
	CRhigh
	Q
	I2
	FSN
	Power

	Usage intention (C)
	Motivators (2 dimensions)
	40
	15,118
	.23
	.23
	.26*
	.21
	.20
	.33
	-.01
	.54
	549*
	93%
	10,030
	.999

	Usefulness (C)
	Motivators (2 dimensions)
	30
	10,605
	.34
	.33
	.38*
	.15
	.33
	.44
	.19
	.58
	203*
	86%
	9,839
	.999

	Ease of use (C)
	Motivators (2 dimensions)
	24
	8,848
	.33
	.32
	.37*
	.16
	.31
	.44
	.17
	.57
	177*
	87%
	6,700
	.999

	Usage behavior (C)
	Motivators (2 dimensions)
	21
	9,043
	.18
	.15
	.18*
	.17
	.10
	.25
	-.04
	.39
	196*
	90%
	1,716
	.999

	Age  (A)
	Motivators (2 dimensions)
	17
	6,768
	-.12
	-.18
	-.22*
	.18
	-.31
	-.13
	-.45
	.01
	167*
	90%
	866
	.999

	Satisfaction (C)
	Motivators (2 dimensions)
	13
	4,777
	.36
	.32
	.37*
	.25
	.23
	.51
	.04
	.69
	235*
	95%
	2,422
	.999

	Education  (A)
	Motivators (2 dimensions)
	7
	3,548
	.14
	.15
	.19*
	.04
	.14
	.24
	.13
	.25
	11
	45%
	179
	.999

	Experience  (A)
	Motivators (2 dimensions)
	9
	2,566
	.25
	.25
	.32*
	.04
	.26
	.37
	.26
	.37
	11
	26%
	418
	.999

	Quality (C)
	Motivators (2 dimensions)
	9
	2,352
	.19
	.18
	.21*
	.10
	.13
	.29
	.08
	.34
	26*
	70%
	226
	.999

	Value (C)
	Motivators (2 dimensions)
	6
	1,969
	.12
	.13
	.15*
	.04
	.09
	.21
	.10
	.20
	8
	39%
	55
	.999

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Usage intention (C)
	Inhibitors (2 dimensions)
	28
	8,567
	-.02
	.01
	.01
	.21
	-.07
	.09
	-.25
	.28
	285*
	91%
	—
	.236

	Usefulness (C)
	Inhibitors (2 dimensions)
	23
	7,588
	.04
	.00
	.00
	.16
	-.07
	.07
	-.20
	.21
	155*
	86%
	—
	.051

	Ease of use (C)
	Inhibitors (2 dimensions)
	19
	6,123
	-.07
	-.12
	-.14*
	.22
	-.25
	-.04
	-.42
	.14
	218*
	92%
	377
	.999

	Age (A)
	Inhibitors (2 dimensions)
	13
	5,322
	.06
	.10
	.12*
	.14
	.04
	.20
	-.06
	.29
	71*
	83%
	140
	.999

	Usage behavior (C)
	Inhibitors (2 dimensions)
	12
	5,233
	-.04
	-.08
	-.10*
	.14
	-.18
	-.01
	-.27
	.08
	71*
	85%
	66
	.999

	Satisfaction (C)
	Inhibitors (2 dimensions)
	7
	2,548
	-.15
	-.13
	-.15
	.35
	-.42
	.11
	-.60
	.29
	198*
	97%
	—
	.999

	Education  (A)
	Inhibitors (2 dimensions)
	6
	3,298
	-.21
	-.22
	-.29*
	.10
	-.38
	-.20
	-.41
	-.17
	23*
	78%
	317
	.999

	Experience  (A)
	Inhibitors (2 dimensions)
	6
	2,268
	-.13
	-.19
	-.25*
	.08
	-.34
	-.17
	-.36
	-.15
	14*
	65%
	111
	.999

	Quality (C)
	Inhibitors (2 dimensions)
	2
	915
	-.13
	-.16
	-.20
	.16
	-.43
	.04
	-.40
	.01
	17*
	94%
	—
	.999

	Value (C)
	Inhibitors (2 dimensions)
	1
	330
	.02
	.02
	.02*
	.00
	.02
	.02
	.02
	.02
	—
	—
	—
	.100

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Usage intention (C)
	TR (1 dimension)
	34
	16,551
	.29
	.27
	.31*
	.21
	.24
	.38
	.04
	.57
	569*
	94%
	14,183
	.999

	Usefulness (C)
	TR (1 dimension)
	25
	9,410
	.35
	.39
	.44*
	.21
	.36
	.52
	.17
	.71
	333*
	93%
	10,484
	.999

	Ease of use (C)
	TR (1 dimension)
	19
	6,115
	.40
	.48
	.56*
	.24
	.45
	.67
	.25
	.87
	273*
	93%
	7,626
	.999

	Quality (C)
	TR (1 dimension)
	13
	4,488
	.45
	.47
	.57*
	.35
	.38
	.77
	.12
	1.02
	389*
	97%
	4,009
	.999

	Usage behavior (C)
	TR (1 dimension)
	12
	6,257
	.23
	.17
	.20*
	.15
	.12
	.29
	.02
	.39
	112*
	90%
	897
	.999

	Satisfaction (C)
	TR (1 dimension)
	10
	2,879
	.52
	.56
	.65*
	.22
	.50
	.79
	.36
	.93
	114*
	92%
	3,023
	.999

	Value (C)
	TR (1 dimension)
	6
	2,345
	.22
	.26
	.35*
	.16
	.21
	.48
	.14
	.55
	44*
	89%
	276
	.999

	Experience (A)
	TR (1 dimension)
	3
	619
	.37
	.38
	.49*
	.09
	.36
	.63
	.38
	.61
	5
	62%
	89
	.999

	Age (A)
	TR (1 dimension)
	2
	1,155
	-.03
	-.04
	-.04*
	.00
	-.07
	-.02
	-.04
	-.04
	0
	0%
	0
	.388

	Education (A)
	TR (1 dimension)
	1
	373
	-.14
	-.14
	-.16*
	.00
	-.16
	-.16
	-.16
	-.16
	—
	—
	—
	.928

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Usage intention (C)
	Innovativeness (4 dimensions)
	35
	13,687
	.19
	.22
	.25
	.21
	.18
	.32
	-.01
	.52
	476*
	93%
	6,386
	.999

	Usefulness (C)
	Innovativeness (4 dimensions)
	28
	9,401
	.24
	.25
	.30*
	.18
	.23
	.36
	.07
	.52
	247*
	89%
	4,117
	.999

	Ease of use (C)
	Innovativeness (4 dimensions)
	22
	7,644
	.28
	.25
	.30*
	.19
	.22
	.38
	.06
	.54
	218*
	90%
	3,388
	.999

	Usage behavior (C)
	Innovativeness (4 dimensions)
	20
	8,289
	.17
	.14
	.18*
	.16
	.10
	.25
	-.03
	.38
	168*
	89%
	1,355
	.999

	Age (A)
	Innovativeness (4 dimensions)
	17
	6,768
	-.14
	-.20
	-.24*
	.18
	-.33
	-.15
	-.47
	-.01
	165*
	90%
	1,092
	.999

	Satisfaction (C)
	Innovativeness (4 dimensions)
	13
	4,777
	.32
	.29
	.34*
	.24
	.20
	.47
	.03
	.64
	206*
	94%
	1,971
	.999

	Quality (C)
	Innovativeness (4 dimensions)
	9
	2,352
	.15
	.15
	.18*
	.08
	.10
	.25
	.07
	.28
	20*
	59%
	146
	.999

	Experience (A)
	Innovativeness (4 dimensions)
	9
	2,566
	.27
	.26
	.33*
	.04
	.28
	.39
	.28
	.39
	11
	25%
	483
	.999

	Education (A)
	Innovativeness (4 dimensions)
	7
	3,548
	.12
	.13
	.16*
	.05
	.10
	.22
	.09
	.23
	13*
	54%
	130
	.999

	Value (C)
	Innovativeness (4 dimensions)
	5
	1,198
	.11
	.11
	.13*
	.06
	.05
	.21
	.06
	.20
	8
	48%
	20
	.998

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Usage intention (C)
	Optimism (4 dimensions)
	34
	10,460
	.26
	.21
	.25*
	.35
	.13
	.37
	-.21
	.70
	1002*
	97%
	6,245
	.999

	Usefulness (C)
	Optimism (4 dimensions)
	27
	7,943
	.44
	.41
	.48*
	.21
	.40
	.56
	.21
	.75
	273*
	90%
	11,314
	.999

	Ease of use (C)
	Optimism (4 dimensions)
	22
	7,472
	.37
	.37
	.44*
	.18
	.36
	.52
	.21
	.67
	195*
	89%
	7,083
	.999

	Usage behavior (C)
	Optimism (4 dimensions)
	15
	6,837
	.23
	.19
	.23*
	.21
	.12
	.34
	-.04
	.50
	212*
	93%
	1,507
	.999

	Age (A)
	Optimism (4 dimensions)
	13
	5,322
	-.07
	-.13
	-.16*
	.18
	-.27
	-.06
	-.39
	.06
	116*
	90%
	266
	.999

	Satisfaction (C)
	Optimism (4 dimensions)
	10
	2,554
	.45
	.46
	.55*
	.32
	.34
	.75
	.13
	.96
	201*
	96%
	1,872
	.999

	Experience (A)
	Optimism (4 dimensions)
	7
	2,374
	.19
	.22
	.29*
	.05
	.23
	.35
	.23
	.35
	10
	38%
	212
	.999

	Education (A)
	Optimism (4 dimensions)
	6
	3,298
	.17
	.18
	.23*
	.04
	.18
	.29
	.18
	.29
	9
	45%
	216
	.999

	Quality (C)
	Optimism (4 dimensions)
	5
	1,375
	.32
	.27
	.32*
	.17
	.16
	.48
	.10
	.53
	32*
	87%
	196
	.999

	Value (C)
	Optimism (4 dimensions)
	4
	1,393
	.10
	.11
	.13*
	.05
	.06
	.21
	.07
	.19
	6
	51%
	15
	.999

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Usage intention (C)
	Discomfort (4 dimensions)
	24
	6,868
	-.01
	-.04
	-.05
	.15
	-.12
	.02
	-.24
	.15
	134
	83%
	—
	.994

	Usefulness (C)
	Discomfort (4 dimensions)
	20
	6,101
	.09
	-.01
	-.01
	.14
	-.07
	.06
	-.18
	.17
	96*
	80%
	—
	.194

	Ease of use (C)
	Discomfort (4 dimensions)
	16
	5,707
	-.10
	-.18
	-.22*
	.24
	-.34
	-.09
	-.53
	.10
	245*
	94%
	776
	.999

	Usage behavior (C)
	Discomfort (4 dimensions)
	11
	5,082
	.00
	-.05
	-.07
	.15
	-.16
	.03
	-.26
	.12
	75*
	87%
	—
	.999

	Age (A)
	Discomfort (4 dimensions)
	10
	4,906
	.15
	.15
	.20*
	.13
	.11
	.29
	.04
	.36
	55*
	84%
	403
	.999

	Satisfaction (C)
	Discomfort (4 dimensions)
	7
	2,548
	-.33
	-.25
	-.31
	.44
	-.64
	.03
	-.87
	.26
	315*
	98%
	—
	.999

	Education (A)
	Discomfort (4 dimensions)
	6
	3,298
	-.22
	-.23
	-.31*
	.12
	-.42
	-.21
	-.46
	-.16
	29*
	83%
	354
	.999

	Experience (A)
	Discomfort (4 dimensions)
	3
	1,852
	-.21
	-.21
	-.29*
	.00
	-.32
	-.26
	-.29
	-.29
	1
	—
	83
	.999

	Quality (C)
	Discomfort (4 dimensions)
	2
	915
	-.12
	-.16
	-.20
	.16
	-.43
	.04
	-.40
	.00
	15*
	94%
	—
	.999

	Value (C)
	Discomfort (4 dimensions)
	1
	330
	.02
	.02
	.02*
	.00
	.02
	.02
	.02
	.02
	—
	—
	—
	.100

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Usage intention (C)
	Insecurity (4 dimensions)
	24
	7,894
	-.05
	-.02
	-.02
	.26
	-.12
	.09
	-.34
	.31
	387*
	94%
	—
	.553

	Usefulness (C)
	Insecurity (4 dimensions)
	22
	7,299
	-.01
	-.02
	-.02
	.22
	-.11
	.08
	-.29
	.26
	260*
	92%
	—
	.526

	Ease of use (C)
	Insecurity (4 dimensions)
	18
	5,834
	-.04
	-.07
	-.09
	.29
	-.23
	.05
	-.46
	.29
	360*
	95%
	—
	.999

	Age (A)
	Insecurity (4 dimensions)
	12
	4,876
	.02
	.06
	.07
	.15
	-.02
	.16
	-.12
	.26
	78*
	86%
	—
	.999

	Usage behavior (C)
	Insecurity (4 dimensions)
	11
	4,787
	-.06
	-.10
	-.13*
	.19
	-.24
	-.01
	-.37
	.12
	122*
	92%
	124
	.999

	Satisfaction (C)
	Insecurity (4 dimensions)
	7
	2,548
	.04
	-.01
	.01
	.49
	-.36
	.37
	-.62
	.63
	385*
	98%
	—
	.127

	Experience (A)
	Insecurity (4 dimensions)
	6
	2,268
	-.14
	-.20
	-.27*
	.10
	-.36
	-.18
	-.39
	-.15
	17*
	71%
	125
	.999

	Education (A)
	Insecurity (4 dimensions)
	5
	2,852
	-.23
	-.23
	-.31*
	.04
	-.37
	-.25
	-.36
	-.26
	7
	42%
	269
	.999

	Quality (C)
	Insecurity (4 dimensions)
	2
	915
	-.13
	-.17
	-.20
	.16
	-.43
	.04
	-.40
	.01
	19*
	95%
	—
	.999

	Value (C)
	Insecurity (4 dimensions)
	1
	330
	.02
	.02
	.02*
	.00
	.02
	.02
	.02
	.02
	—
	—
	—
	.100


Notes. A = antecedent; C = consequence; k=number of effect sizes; N=cumulative sample size; r=observed average correlation; rw= sample-weighted average correlation; rwc=sample-weighted reliability adjusted average correlation; CI=95%-confidence interval; CR=80% credibility interval; Q=Q statistic; I2=I2-statistic; FSN=fail-safe N; Power=power test using N as sample size. * p<.05 (rwc: two-tailed).

WEB APPENDIX C
EQUATION OF THE MULTI-LEVEL MODEL


(1) Level 1:	, and

(2) Level 2:	,

where

Yij 	= ith reliability-adjusted correlation of the jth study, 
Xij 	= level 1 predictors (TR dimensions, mediators, and outcomes), 
W1j	= level 2 predictors (technology, firm, country, controls),
ɛij 	= residual error at level 1, and
μ1j 	= residual error terms at level 2.
WEB APPENDIX D
FUNNEL PLOT OF EFFECT SIZES BY SAMPLE SIZES

[image: ]


WEB APPENDIX E
CORRELATION MATRIX

	
	1.
	2.
	3.
	4.
	5.
	6.
	7.
	8.
	9.
	10.
	11.
	12.
	13.
	14.
	15.
	16.
	17.

	1. Age
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	2. Discomfort
	.20
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	3. Ease of use
	-.05
	-.22
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	4. Education
	.08
	-.31
	.15
	1.00
	
	
	
	
	
	
	
	
	
	
	
	
	

	5. Experience
	-.04
	-.29
	.00
	.34
	1.00
	
	
	
	
	
	
	
	
	
	
	
	

	6. Inhibitors
	.12
	—
	-.14
	-.29
	-.25
	1.00
	
	
	
	
	
	
	
	
	
	
	

	7. Innovativeness
	-.24
	-.14
	.30
	.16
	.33
	—a
	1.00
	
	
	
	
	
	
	
	
	
	

	8. Insecurity
	.07
	.47
	-.09
	-.31
	-.27
	—
	-.12
	1.00
	
	
	
	
	
	
	
	
	

	9. Motivators
	-.22
	—
	.37
	.19
	.32
	-.12
	—
	—
	1.00
	
	
	
	
	
	
	
	

	10. Optimism
	-.16
	-.10
	.44
	.23
	.29
	—
	.57
	-.19
	—
	1.00
	
	
	
	
	
	
	

	11. Satisfaction
	.05
	-.31
	.37
	-.02
	.20
	-.15
	.34
	.01
	.37
	.55
	1.00
	
	
	
	
	
	

	12. Quality
	.18
	-.20
	.00
	.31
	.19
	-.20
	.18
	-.20
	.21
	.32
	.61
	1.00
	
	
	
	
	

	13. TR
	-.04
	-.38
	.56
	-.16
	.49
	-.31
	.68
	-.38
	.70
	.82
	.65
	.57
	1.00
	
	
	
	

	14. Usage behavior
	-.03
	-.07
	.44
	.15
	.02
	-.10
	.18
	-.13
	.18
	.23
	.14
	.30
	.20
	1.00
	
	
	

	15. Usage intention
	.03
	-.05
	.42
	.08
	-.01
	.01
	.25
	-.02
	.26
	.25
	.76
	.53
	.31
	.31
	1.00
	
	

	16. Usefulness
	.00
	-.01
	.53
	.17
	.04
	.00
	.30
	-.02
	.38
	.48
	.58
	.53
	.44
	.38
	.52
	1.00
	

	17. Value
	.09
	.02
	.46
	.06
	-.09
	.02
	.13
	.02
	.15
	.13
	.58
	.39
	.35
	.19
	.41
	.43
	1.00


Notes. Harmonic mean: 1,337. We used the harmonic of the four-dimensional model for comparison reasons in all analyses. a. A dash indicates that a correlation was not reported because the motivators (inhibitors) correlations were calculated by averaging innovativeness (discomfort) and optimism (insecurity) correlations.

WEB APPENDIX F
DESCRIPTIVE STATISTICS

	Var 1
	Var 2
	k
	N
	r
	rw
	rwc
	SD
	CIlow
	CIhigh
	CRlow
	CRhigh
	Q
	I2
	FSN
	Power

	Age
	Discomfort
	10
	4,906
	.15
	.15
	.20*
	.13
	.11
	.29
	.04
	.36
	55*
	84%
	403
	.999

	Age
	Ease of use
	6
	1,316
	-.02
	-.04
	-.05
	.06
	-.12
	.03
	-.12
	.03
	9
	47%
	—
	.567

	Age
	Education
	5
	2,548
	.09
	.07
	.08*
	.07
	.01
	.15
	.00
	.17
	13*
	69%
	23
	.992

	Age
	Experience
	7
	2,356
	.03
	-.03
	-.04
	.04
	-.10
	.02
	-.09
	.01
	10
	39%
	—
	.617

	Age
	Inhibitors
	13
	5,322
	.06
	.10
	.12*
	.14
	.04
	.20
	-.06
	.29
	71*
	83%
	140
	.999

	Age
	Innovativeness
	17
	6,768
	-.14
	-.20
	-.24*
	.18
	-.33
	-.15
	-.47
	-.01
	165*
	90%
	1,092
	.999

	Age
	Insecurity
	12
	4,876
	.02
	.06
	.07
	.15
	-.02
	.16
	-.12
	.26
	78*
	86%
	—
	.999

	Age
	Motivators
	17
	6,768
	-.12
	-.18
	-.22*
	.18
	-.31
	-.13
	-.45
	.01
	167*
	90%
	866
	.999

	Age
	Optimism
	13
	5,322
	-.07
	-.13
	-.16*
	.18
	-.27
	-.06
	-.39
	.06
	116*
	90%
	266
	.999

	Age
	Satisfaction
	2
	2,445
	.04
	.04
	.05*
	.00
	.02
	.07
	.05
	.05
	1
	0%
	1
	.796

	Age
	Quality
	1
	250
	.14
	.14
	.18*
	.00
	.18
	.18
	.18
	.18
	—
	—
	—
	.889

	Age
	TR
	2
	1,155
	-.03
	-.04
	-.04*
	.00
	-.07
	-.02
	-.04
	-.04
	0
	0%
	0
	.388

	Age
	Usage behavior
	15
	6,504
	-.02
	-.03
	-.03
	.07
	-.08
	.01
	-.12
	.05
	38*
	63%
	—
	.781

	Age
	Usage intention
	11
	4,514
	.01
	.02
	.03
	.09
	-.03
	.09
	-.08
	.14
	36*
	73%
	—
	.645

	Age
	Usefulness
	5
	1,101
	.06
	-.01
	.00
	.17
	-.16
	.16
	-.22
	.22
	28*
	86%
	—
	.050

	Age
	Value
	5
	3,996
	.05
	.08
	.09*
	.09
	.00
	.18
	-.02
	.21
	32*
	86%
	32
	.999

	Discomfort
	Ease of use
	16
	5,707
	-.10
	-.18
	-.22*
	.24
	-.34
	-.09
	-.53
	.10
	245*
	94%
	776
	.999

	Discomfort
	Education
	6
	3,298
	-.22
	-.23
	-.31*
	.12
	-.42
	-.21
	-.46
	-.16
	29*
	83%
	354
	.999

	Discomfort
	Experience
	3
	1,852
	-.21
	-.21
	-.29*
	.00
	-.32
	-.26
	-.29
	-.29
	1
	—
	83
	.999

	Discomfort
	Inhibitors
	— a
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—

	Discomfort
	Innovativeness
	39
	15,358
	-.09
	-.11
	-.14*
	.29
	-.23
	-.05
	-.51
	.23
	807*
	95%
	1,884
	.999

	Discomfort
	Insecurity
	39
	15,062
	.35
	.36
	.47*
	.39
	.35
	.60
	-.03
	.97
	1304*
	97%
	25,210
	.999

	Discomfort
	Motivators
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—

	Discomfort
	Optimism
	39
	15,358
	-.06
	-.08
	-.10*
	.28
	-.19
	-.01
	-.46
	.26
	757*
	95%
	955
	.999

	Discomfort
	Satisfaction
	7
	2,548
	-.33
	-.25
	-.31
	.44
	-.64
	.03
	-.87
	.26
	315*
	98%
	—
	.999

	Discomfort
	Quality
	2
	915
	-.12
	-.16
	-.20
	.16
	-.43
	.04
	-.40
	.00
	15*
	94%
	—
	.999

	Discomfort
	TR
	10
	4,482
	-.13
	-.30
	-.38
	.67
	-.80
	.04
	-1.24
	.48
	1325*
	99%
	—
	.999

	Discomfort
	Usage behavior
	11
	5,082
	.00
	-.05
	-.07
	.15
	-.16
	.03
	-.26
	.12
	75*
	87%
	—
	.999

	Discomfort
	Usage intention
	24
	6,868
	-.01
	-.04
	-.05
	.15
	-.12
	.02
	-.24
	.15
	134
	83%
	—
	.994

	Discomfort
	Usefulness
	20
	6,101
	.09
	-.01
	-.01
	.14
	-.07
	.06
	-.18
	.17
	96*
	80%
	—
	.194

	Discomfort
	Value
	1
	330
	.02
	.02
	.02*
	.00
	.02
	.02
	.02
	.02
	—
	—
	—
	.100

	Ease of use
	Education
	22
	6,688
	.11
	.12
	.15*
	.33
	.01
	.29
	-.27
	.56
	542*
	88%
	495
	.999

	Ease of use
	Experience
	4
	504
	.06
	.00
	.00
	.17
	-.20
	.19
	-.22
	.21
	15*
	79%
	—
	.050

	Ease of use
	Inhibitors
	19
	6,123
	-.07
	-.12
	-.14*
	.22
	-.25
	-.04
	-.42
	.14
	218*
	92%
	377
	.999

	Ease of use
	Innovativeness
	22
	7,644
	.28
	.25
	.30*
	.19
	.22
	.38
	.06
	.54
	218*
	90%
	3,388
	.999

	Ease of use
	Insecurity
	18
	5,834
	-.04
	-.07
	-.09
	.29
	-.23
	.05
	-.46
	.29
	360*
	95%
	—
	.999

	Ease of use
	Motivators
	24
	8,848
	.33
	.32
	.37*
	.16
	.31
	.44
	.17
	.57
	177*
	87%
	6,700
	.999

	Ease of use
	Optimism
	22
	7,472
	.37
	.37
	.44*
	.18
	.36
	.52
	.21
	.67
	195*
	89%
	7,083
	.999

	Ease of use
	Satisfaction
	5
	1,300
	.28
	.30
	.37*
	.16
	.22
	.52
	.17
	.57
	27*
	85%
	188
	.999

	Ease of use
	Quality
	1
	585
	.00
	.00
	.00
	.00
	.00
	.00
	.00
	.00
	—
	—
	—
	.050

	Ease of use
	TR
	19
	6,115
	.40
	.48
	.56*
	.24
	.45
	.67
	.25
	.87
	273*
	93%
	7,626
	.999

	Ease of use
	Usage behavior
	6
	1,311
	.35
	.40
	.44*
	.09
	.35
	.53
	.32
	.56
	14*
	63%
	363
	.999

	Ease of use
	Usage intention
	33
	12,147
	.35
	.38
	.42*
	.23
	.34
	.50
	.13
	.71
	528*
	94%
	17,348
	.999

	Ease of use
	Usefulness
	42
	14,421
	.44
	.47
	.53*
	.21
	.47
	.60
	.26
	.80
	528*
	92%
	40,794
	.999

	Ease of use
	Value
	2
	1,475
	.38
	.38
	.46*
	.07
	.35
	.56
	.38
	.54
	6*
	83%
	158
	.999

	Education
	Experience
	3
	1,852
	.30
	.29
	.34*
	.00
	.33
	.35
	.34
	.34
	0
	0%
	170
	.999

	Education
	Inhibitors
	6
	3,298
	-.21
	-.22
	-.29*
	.10
	-.38
	-.20
	-.41
	-.17
	23*
	78%
	317
	.999

	Education
	Innovativeness
	7
	3,548
	.12
	.13
	.16*
	.05
	.10
	.22
	.09
	.23
	13*
	54%
	130
	.999

	Education
	Insecurity
	5
	2,852
	-.23
	-.23
	-.31*
	.04
	-.37
	-.25
	-.36
	-.26
	7
	42%
	269
	.999

	Education
	Motivators
	7
	3,548
	.14
	.15
	.19*
	.04
	.14
	.24
	.13
	.25
	11
	45%
	179
	.999

	Education
	Optimism
	6
	3,298
	.17
	.18
	.23*
	.04
	.18
	.29
	.18
	.29
	9
	45%
	216
	.999

	Education
	Satisfaction
	1
	1,407
	-.02
	-.02
	-.02*
	.00
	-.02
	-.02
	-.02
	-.02
	—
	—
	—
	.185

	Education
	Quality
	1
	250
	.25
	.25
	.31*
	.00
	.31
	.31
	.31
	.31
	—
	—
	—
	.999

	Education
	TR
	1
	373
	-.14
	-.14
	-.16*
	.00
	-.16
	-.16
	-.16
	-.16
	—
	—
	—
	.928

	Education
	Usage behavior
	7
	3,548
	.12
	.13
	.15*
	.03
	.11
	.19
	.11
	.18
	9
	32%
	132
	.999

	Education
	Usage intention
	2
	1,853
	.07
	.07
	.08*
	.00
	.07
	.09
	.08
	.08
	0
	0%
	4
	.964

	Education
	Usefulness
	27
	12,674
	.15
	.14
	.17*
	.18
	.10
	.24
	-.07
	.40
	335*
	92%
	2,192
	.999

	Education
	Value
	2
	746
	-.02
	.05
	.06
	.09
	-.09
	.20
	-.05
	.17
	6*
	83%
	—
	.498

	Experience
	Inhibitors
	6
	2,268
	-.13
	-.19
	-.25*
	.08
	-.34
	-.17
	-.36
	-.15
	14*
	65%
	111
	.999

	Experience
	Innovativeness
	9
	2,566
	.27
	.26
	.33*
	.04
	.28
	.39
	.28
	.39
	11
	25%
	483
	.999

	Experience
	Insecurity
	6
	2,268
	-.14
	-.20
	-.27*
	.10
	-.36
	-.18
	-.39
	-.15
	17*
	71%
	125
	.999

	Experience
	Motivators
	9
	2,566
	.25
	.25
	.32*
	.04
	.26
	.37
	.26
	.37
	11
	26%
	418
	.999

	Experience
	Optimism
	7
	2,374
	.19
	.22
	.29*
	.05
	.23
	.35
	.23
	.35
	10
	38%
	212
	.999

	Experience
	Satisfaction
	1
	133
	.17
	.17
	.20*
	.00
	.20
	.20
	.20
	.20
	—
	—
	—
	.999

	Experience
	Quality
	2
	237
	.16
	.16
	.19*
	.00
	.18
	.20
	.19
	.19
	0
	0%
	3
	.751

	Experience
	TR
	3
	619
	.37
	.38
	.49*
	.09
	.36
	.63
	.38
	.61
	5
	62%
	89
	.999

	Experience
	Usage behavior
	6
	2,244
	-.01
	.01
	.02
	.05
	-.05
	.08
	-.05
	.08
	10
	52%
	—
	.243

	Experience
	Usage intention
	2
	201
	-.01
	-.01
	-.01*
	.00
	-.01
	-.01
	-.01
	-.01
	0
	0%
	0
	.066

	Experience
	Usefulness
	3
	289
	.03
	.03
	.04*
	.00
	.01
	.06
	.04
	.04
	0
	0%
	0
	.167

	Experience
	Value
	2
	237
	-.06
	-.08
	-.09
	.12
	-.32
	.14
	-.25
	.07
	5*
	78%
	—
	.397

	Inhibitors
	Innovativeness
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—

	Inhibitors
	Insecurity
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—

	Inhibitors
	Motivators
	44
	17,242
	-.10
	-.10
	-.12*
	.27
	-.20
	-.04
	-.46
	.22
	793*
	95%
	2,349
	.999

	Inhibitors
	Optimism
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—

	Inhibitors
	Satisfaction
	7
	2,548
	-.15
	-.13
	-.15
	.35
	-.42
	.11
	-.60
	.29
	198*
	97%
	—
	.999

	Inhibitors
	Quality
	2
	915
	-.13
	-.16
	-.20
	.16
	-.43
	.04
	-.40
	.01
	17*
	94%
	—
	.999

	Inhibitors
	TR
	11
	5,768
	-.17
	-.27
	-.31
	.54
	-.63
	.01
	-1.00
	.38
	1164*
	99%
	—
	.999

	Inhibitors
	Usage behavior
	12
	5,233
	-.04
	-.08
	-.10*
	.14
	-.18
	-.01
	-.27
	.08
	71*
	85%
	66
	.999

	Inhibitors
	Usage intention
	28
	8,567
	-.02
	.01
	.01
	.21
	-.07
	.09
	-.25
	.28
	285*
	91%
	—
	.236

	Inhibitors
	Usefulness
	23
	7,588
	.04
	.00
	.00
	.16
	-.07
	.07
	-.20
	.21
	155*
	86%
	—
	.050

	Inhibitors
	Value
	1
	330
	.02
	.02
	.02*
	.00
	.02
	.02
	.02
	.02
	—
	—
	—
	.100

	Innovativeness
	Insecurity
	42
	16,550
	-.10
	-.10
	-.12*
	.28
	-.21
	-.04
	-.49
	.24
	872*
	95%
	2,284
	.999

	Innovativeness
	Motivators
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—

	Innovativeness
	Optimism
	48
	17,723
	.42
	.46
	.57*
	.17
	.52
	.62
	.35
	.78
	366*
	87%
	53,889
	.999

	Innovativeness
	Satisfaction
	13
	4,777
	.32
	.29
	.34*
	.24
	.20
	.47
	.03
	.64
	206*
	94%
	1,971
	.999

	Innovativeness
	Quality
	9
	2,352
	.15
	.15
	.18*
	.08
	.10
	.25
	.07
	.28
	20*
	59%
	146
	.999

	Innovativeness
	TR
	13
	7,194
	.54
	.57
	.68*
	.42
	.45
	.91
	.14
	1.22
	901*
	99%
	9,113
	.999

	Innovativeness
	Usage behavior
	20
	8,289
	.17
	.14
	.18*
	.16
	.10
	.25
	-.03
	.38
	168*
	89%
	1,355
	.999

	Innovativeness
	Usage intention
	35
	13,687
	.19
	.22
	.25
	.21
	.18
	.32
	-.01
	.52
	476*
	93%
	6,386
	.999

	Innovativeness
	Usefulness
	28
	9,401
	.24
	.25
	.30*
	.18
	.23
	.36
	.07
	.52
	247*
	89%
	4,117
	.999

	Innovativeness
	Value
	5
	1,198
	.11
	.11
	.13*
	.06
	.05
	.21
	.06
	.20
	8
	48%
	20
	.998

	Insecurity
	Motivators
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—

	Insecurity
	Optimism
	42
	15,510
	-.12
	-.15
	-.19*
	.27
	-.27
	-.10
	-.53
	.16
	733*
	94%
	3,578
	.999

	Insecurity
	Satisfaction
	7
	2,548
	.04
	-.01
	.01
	.49
	-.36
	.37
	-.62
	.63
	385*
	98%
	—
	.127

	Insecurity
	Quality
	2
	915
	-.13
	-.17
	-.20
	.16
	-.43
	.04
	-.40
	.01
	19*
	95%
	—
	.999

	Insecurity
	TR
	11
	5,768
	-.24
	-.34
	-.38*
	.54
	-.70
	-.06
	-1.08
	.31
	1177*
	99%
	1,990
	.999

	Insecurity
	Usage behavior
	11
	4,787
	-.06
	-.10
	-.13*
	.19
	-.24
	-.01
	-.37
	.12
	122*
	92%
	124
	.999

	Insecurity
	Usage intention
	24
	7,894
	-.05
	-.02
	-.02
	.26
	-.12
	.09
	-.34
	.31
	387*
	94%
	—
	.553

	Insecurity
	Usefulness
	22
	7,299
	-.01
	-.02
	-.02
	.22
	-.11
	.08
	-.29
	.26
	260*
	92%
	—
	.526

	Insecurity
	Value
	1
	330
	.02
	.02
	.02*
	.00
	.02
	.02
	.02
	.02
	—
	—
	—
	.100

	Motivators
	Optimism
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—
	—

	Motivators
	Satisfaction
	13
	4,777
	.36
	.32
	.37*
	.25
	.23
	.51
	.04
	.69
	235*
	95%
	2,422
	.999

	Motivators
	Quality
	9
	2,352
	.19
	.18
	.21*
	.10
	.13
	.29
	.08
	.34
	26*
	70%
	226
	.999

	Motivators
	TR
	14
	7,398
	.56
	.59
	.70*
	.29
	.54
	.85
	.32
	1.07
	456*
	97%
	11,011
	.999

	Motivators
	Usage behavior
	21
	9,043
	.18
	.15
	.18*
	.17
	.10
	.25
	-.04
	.39
	196*
	90%
	1,716
	.999

	Motivators
	Usage intention
	40
	15,118
	.23
	.23
	.26*
	.21
	.20
	.33
	-.01
	.54
	549*
	93%
	10,030
	.999

	Motivators
	Usefulness
	30
	10,605
	.34
	.33
	.38*
	.15
	.33
	.44
	.19
	.58
	203*
	86%
	9,839
	.999

	Motivators
	Value
	6
	1,969
	.12
	.13
	.15*
	.04
	.09
	.21
	.10
	.20
	8
	39%
	55
	.999

	Optimism
	Satisfaction
	10
	2,554
	.45
	.46
	.55*
	.32
	.34
	.75
	.13
	.96
	201*
	96%
	1,872
	.999

	Optimism
	Quality
	5
	1,375
	.32
	.27
	.32*
	.17
	.16
	.48
	.10
	.53
	32*
	87%
	196
	.999

	Optimism
	TR
	13
	6,112
	.62
	.68
	.82*
	.13
	.75
	.90
	.65
	.99
	77*
	85%
	10,906
	.999

	Optimism
	Usage behavior
	15
	6,837
	.23
	.19
	.23*
	.21
	.12
	.34
	-.04
	.50
	212*
	93%
	1,507
	.999

	Optimism
	Usage intention
	34
	10,460
	.26
	.21
	.25*
	.35
	.13
	.37
	-.21
	.70
	1002*
	97%
	6,245
	.999

	Optimism
	Usefulness
	27
	7,943
	.44
	.41
	.48*
	.21
	.40
	.56
	.21
	.75
	273*
	90%
	11,314
	.999

	Optimism
	Value
	4
	1,393
	.10
	.11
	.13*
	.05
	.06
	.21
	.07
	.19
	6
	51%
	15
	.999

	Satisfaction
	Quality
	14
	4,373
	.53
	.53
	.61*
	.21
	.50
	.72
	.34
	.88
	151*
	91%
	5,497
	.999

	Satisfaction
	TR
	10
	2,879
	.52
	.56
	.65*
	.22
	.50
	.79
	.36
	.93
	114*
	92%
	3,023
	.999

	Satisfaction
	Usage behavior
	3
	1,632
	.12
	.12
	.14
	.14
	-.03
	.31
	-.04
	.32
	29*
	93%
	—
	.999

	Satisfaction
	Usage intention
	14
	6,330
	.67
	.67
	.76*
	.26
	.62
	.90
	.42
	1.10
	344*
	96%
	13,206
	.999

	Satisfaction
	Usefulness
	9
	2,172
	.48
	.49
	.58*
	.22
	.43
	.72
	.29
	.86
	84*
	90%
	1,606
	.999

	Satisfaction
	Value
	6
	1,325
	.41
	.50
	.58*
	.28
	.35
	.81
	.23
	.94
	79*
	94%
	563
	.999

	Quality
	TR
	13
	4,488
	.45
	.47
	.57*
	.35
	.38
	.77
	.12
	1.02
	389*
	97%
	4,009
	.999

	Quality
	Usage behavior
	2
	354
	.31
	.24
	.30*
	.16
	.05
	.56
	.09
	.51
	8*
	88%
	17
	.999

	Quality
	Usage intention
	9
	3,554
	.41
	.46
	.53*
	.38
	.28
	.78
	.04
	1.01
	388*
	98%
	2,061
	.999

	Quality
	Usefulness
	5
	1,918
	.45
	.46
	.53*
	.27
	.29
	.77
	.18
	.87
	112*
	96%
	615
	.999

	Quality
	Value
	11
	2,637
	.32
	.34
	.39*
	.28
	.22
	.56
	.04
	.74
	152*
	93%
	1,055
	.999

	TR
	Usage behavior
	12
	6,257
	.23
	.17
	.20*
	.15
	.12
	.29
	.02
	.39
	112*
	90%
	897
	.999

	TR
	Usage intention
	34
	16,551
	.29
	.27
	.31*
	.21
	.24
	.38
	.04
	.57
	569*
	94%
	14,183
	.999

	TR
	Usefulness
	25
	9,410
	.35
	.39
	.44*
	.21
	.36
	.52
	.17
	.71
	333*
	93%
	10,484
	.999

	TR
	Value
	6
	2,345
	.22
	.26
	.35*
	.16
	.21
	.48
	.14
	.55
	44*
	89%
	276
	.999

	Usage behavior
	Usage intention
	12
	3,743
	.28
	.27
	.31*
	.19
	.20
	.42
	.07
	.55
	114*
	90%
	1,149
	.999

	Usage behavior
	Usefulness
	10
	2,123
	.28
	.35
	.38*
	.25
	.22
	.55
	.06
	.71
	121*
	93%
	707
	.999

	Usage behavior
	Value
	1
	104
	.17
	.17
	.19*
	.00
	.19
	.19
	.19
	.19
	—
	—
	—
	.617

	Usage intention
	Usefulness
	45
	16,740
	.47
	.47
	.52*
	.23
	.45
	.59
	.23
	.81
	740*
	94%
	55,246
	.999

	Usage intention
	Value
	8
	3,487
	.28
	.34
	.41*
	.26
	.23
	.59
	.08
	.74
	168*
	96%
	922
	.999

	Usefulness
	Value
	4
	1,767
	.28
	.38
	.43*
	.18
	.24
	.61
	.19
	.66
	49*
	94%
	251
	.999


Notes. k=number of effect sizes; N=cumulative sample size; r=observed average correlation; rw= sample-weighted average correlation; rwc=sample-weighted reliability adjusted average correlation; CI=95%-confidence interval; CR=80% credibility interval; Q=Q statistic; I2=I2-statistic; FSN=fail-safe N; Power=power test using N as sample size. * p<.05 (rwc: two-tailed). a. A dash in this column indicates that a correlation was not reported because the motivators (inhibitors) correlations were calculated by averaging innovativeness (discomfort) and optimism (insecurity) correlations.




WEB APPENDIX G
DIRECT, INDIRECT, AND TOTAL EFFECTS

	Relationship
	Direct
	Indirect
	Total
	Indirect/
Total (%)

	Usage intention → Usage behavior
	.10*
	—
	.10*
	—

	Satisfaction → Usage behavior
	—
	.07*
	.07*
	100%

	Value → Usage behavior
	—
	.02*
	.02*
	100%

	Quality → Usage behavior
	—
	.06*
	.06*
	100%

	Usefulness → Usage behavior
	.17*
	.05*
	.22*
	22%

	Ease of use → Usage behavior
	.31*
	.11*
	.42*
	27%

	Education → Usage behavior
	.07*
	.10*
	.17*
	59%

	Experience → Usage behavior
	-.01
	-.03*
	-.04
	86%

	Age → Usage behavior
	-.03
	-.02
	-.05
	36%

	Motivators→ Usage behavior 
	-.05
	.23*
	.18*
	83%

	Inhibitors→ Usage behavior
	-.04
	-.02*
	-.07*
	36%


Notes. The relative importance of indirect effects were calculated using the formula proposed by Alwin and Hauser (1975): |indirect effect|/(|indirect effect|+|direct effect|).* p<.05 (two-tailed). 




WEB APPENDIX H
CORRELATIONS AMONG MODERATOR VARIABLES

Panel A: Level 1-Moderators
	
	1.
	2.
	3.
	4.
	5.
	6.
	7.

	1. Usage intention
	1.00
	
	
	
	
	
	

	2. Usefulness
	-.34
	1.00
	
	
	
	
	

	3. Ease of use
	-.30
	-.26
	1.00
	
	
	
	

	4. Satisfaction
	-.20
	-.17
	-.14
	1.00
	
	
	

	5. Value
	-.11
	-.10
	-.08
	-.05
	1.00
	
	

	6. Quality
	-.14
	-.12
	-.11
	-.07
	-.04
	1.00
	

	7. Inhibitors
	.03
	.05
	.05
	-.03
	-.09
	-.10
	1.00


Max VIF: 2.177.

Panel B: Level 2-Moderators
	
	1.
	2.
	3.
	4.
	5.
	6.
	7.
	8.
	9.
	1.
	11.
	12.

	1. Student sample
	1.00
	
	
	
	
	
	
	
	
	
	
	

	2. Uncertainty avoidance
	-.35
	1.00
	
	
	
	
	
	
	
	
	
	

	3. Journal rating
	-.26
	.18
	1.00
	
	
	
	
	
	
	
	
	

	4. Published
	.07
	.21
	.44
	1.00
	
	
	
	
	
	
	
	

	5. Year
	-.19
	.39
	.18
	.21
	1.00
	
	
	
	
	
	
	

	6. Experience
	-.01
	-.30
	.17
	.05
	-.13
	1.00
	
	
	
	
	
	

	7. HDI
	-.27
	.17
	.23
	-.01
	.06
	.08
	1.00
	
	
	
	
	

	8. GDP
	-.20
	.03
	.16
	-.04
	.12
	.04
	.78
	1.00
	
	
	
	

	9. Firm support
	-.16
	.06
	-.13
	-.21
	.18
	.02
	-.04
	.08
	1.00
	
	
	

	10. Hedonic technology
	-.11
	.07
	.18
	.07
	.15
	.00
	.13
	.03
	-.16
	1.00
	
	

	11. Work technology
	-.16
	.26
	-.02
	-.18
	.23
	-.13
	.05
	.09
	.42
	-.22
	1.00
	

	12. Voluntariness
	.07
	.04
	.10
	.31
	.11
	.30
	.17
	.06
	-.12
	.05
	-.04
	1.00


Max VIF: 5.322.


WEB APPENDIX I
RESULTS OF MODERATOR ANALYSIS FOR THE AGE-TR RELATIONSHIP

	Predictors
	Unstandardized
Estimates
	t-ratio
	p-value

	Level 1-Effects
	
	
	

	Inhibitors
	-.05
	1.51
	.15

	Motivators
	-.10*
	3.48
	.00

	Level 2-Effects
	
	
	

	Motivators-Interactions
	
	
	

	Student
	.40*
	3.76
	.00

	Journal rating
	.07
	1.90
	.08

	Published
	-.29*
	2.45
	.03

	Year
	.02
	1.37
	.19

	Inhibitors-Interactions
	
	
	

	Student
	.25*
	2.08
	.05

	Journal rating
	.03
	.52
	.61

	Published
	-.07
	.49
	.63

	Year
	.00
	.27
	.79


Notes. The dependent variable is the reliability corrected correlation which was reversed for inhibitors to ensure that all correlations show the same direction. The analysis is based on 30 effect sizes. * p < .05 (two-tailed). 
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