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ABSTRACT 

Mobile value added services (MVAS) represent a growing 

collaboration between the private sector and the development 

community. In this paper, we examine one such MVAS, the 

Nokia Usaha Wanita service running on the Nokia Life+ 

platform in Indonesia, and we assess its viability as an innovative 

means for the economic empowerment of businesswomen.  Data 

were gathered through 221 telephone interviews with a 

nationwide random sample of women who subscribed to Usaha 

Wanita. Subscribers reported that they derived economic benefit 

from using the service. They also reported that their business 

profits were greater because of what they had learned from 

reading Usaha Wanita content. Women who were subscribers 

also had higher “good month” profit as well. Increased profits 

were positively correlated with frequent reading of the tips and 

information provided by Usaha Wanita and subscribers 

perceptions that the service was useful for business. Women who 

exhibited entrepreneurial optimism also had greater business 

profits. Findings suggest that entrepreneurial optimism amplified 

the association between mobile phone use and profits. 

Categories and Subject Descriptors 

H.1.2 [Human computer interaction]: Ubiquitous and mobile 

devices - Mobile phones, Empirical studies in ubiquitous and 

mobile computing; HCI design and evaluation methods – User 

studies. 

General Terms 

Human Factors, Theory 

Keywords 

Keywords: mobile value-added services, mobile phones, women, 

microenterprises, economic empowerment, Indonesia 

 

 

1. Mobile Value Added Services (MVAS) 
Businesswomen in the Global South face countless barriers on 

their path to economic and social empowerment. Some of those 

constraints are deeply rooted in history, culture, and social 

structure. Many have proved to be tenaciously intractable [26, 9]. 

However, in the age of information and globally networked 

societies, there is an increasingly ubiquitous and potentially 

leverageable tool—the mobile value-added service (MVAS)—

that might deliver the information and skills required to facilitate 

the empowerment of women in the developing world. While 

most mobile phone use in the developing world currently consists 

of voice and peer-to-peer text messaging (SMS), growing 

numbers of comparatively poor and marginalized women and 

men have begun to learn about and even have some experience 

with noncore services and enhanced communication content, 

made available through premium SMS, mobile apps, or directly 

from the Internet [2, 44].  

As a business strategy, offering MVAS represent simultaneously 

an opportunity for telecommunication providers to increase 

mobile phone use, to drive up average revenue per user (ARPU), 

and to demonstrate an active commitment to corporate social 

responsibilityii. From the perspective of social entrepreneurs, 

innovation hub (iHub) technologists, foundations, governments, 

and international organizations, MVAS represent a pathway to 

the provision of services such as mobile money, e-Governance 

sites, health or agricultural information, or more generally to the 

potentially empowering information accessed through mobile 

broadband [43]. 

In this paper, we introduced theoretical modifications to the 

techno-deterministic models of mobile phones use by placing 

user motivations and perceptions at the core of the analysis. 

Specifically, we investigated the use of one MVAS, Usaha 

Wanita and how its use is influenced by the perceptions and 

motivations of its users. In August, 2012, the Cherie Blair 

Foundation for Women (London) in collaboration with the Nokia 

Corporation and with the support of the ExxonMobile 

Foundation launched a MVAS named “Business Women.”  The 

service was rolled out in Nigeria initially; and in December, 

2012, introduced in Indonesia under the name Usaha Wanita. In 

Bahasa Indonesia, Usaha Wanita means “business women”. 

Usaha Wanita was available as a mobile app as part of the Nokia 

Life+ platform. The service targeted primarily younger women 
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who owned or were thinking about starting their own micro- or 

small business. The content of the services were developed to 

deal with key barriers businesswomen may face in the Indonesian 

context (Cherie Blair Foundation for Women, n.d.). The 

underlying strategy of Usaha Wanita was to increase the 

efficiency of women-led businesses and thereby increase 

household income.  

Usaha Wanita delivered four or five messages over the data 

network each week to women who had subscribed to the service 

through their mobile phone account with Indosat, the third 

largest mobile network operator in Indonesia. The content 

provided by Usaha Wanita was created in Bahasa Indonesia by 

Pasific Intergrasindo, a Jakarta-based technology consultancy, 

working with representatives of Nokia, Indosat, and Mercy 

Corps, a local nongovernmental organization. The online tips and 

information covered a range of topics, including bookkeeping, 

customer relations, and personnel management. Usaha Wanita 

was licensed by Nokia exclusively to Indosat and access to Usaha 

Wanita was restricted to users of low-end Nokia Asha 

smartphones and some mid-tier Nokia Series 400 feature phones. 

Indosat provided Usaha Wanita as a MVAS at no cost as part of 

an Internet-access data package.  The platform on which Usaha 

Wanita ran was unexpectedly discontinued by Nokia in 

December, 2013. 

Figure 1. Usaha Wanita Screen Shots 

  

(a) Menu for the list of topics                 (b) An example of a business tip 

Based on 221 telephone interviews with a nationwide sample of 

women subscribers to Usaha Wanita, we found some preliminary 

evidence that the service was useful to the businesswomen who 

were subscribers.  Regular reading of the tips and information 

provided on Usaha Wanita was significantly correlated with 

increased business profits, as were greater use of mobile phones 

for business communication, entrepreneurial optimism, and 

perceptions that the service was helpful for the subscribers’ 

businesses.  

1.1 Microenterprises and Mobile Phones 
Various estimates, both country-specific and regional, suggest 

that women own upwards of half of all microenterprises in the 

developing world [17, 34].  A major impediment to 

microenterprise growth might be that most women own 

enterprises that are very small and are classified as sole-

proprietorships and/or home-based. More than three-quarters 

(77%) of all businesses in Indonesia, have five or fewer paid 

employees and most have none [12]. As such, their businesses 

face structural constraints on their growth [23, 37]. Besides, 

some owners of microenterprises may even choose to remain 

small and unproductive in order to avoid detection by 

governments [20, 22]. 

Despite the widespread optimism about the impact of mobile 

phones as a facilitator of economic, social, or even political 

empowerment, the research literature is decidedly mixed.  One 

much-cited early study reported important increases in 

mcroentrepreneur welfare because of mobile phone use [27]. 

However, a more recent investigation [38] has challenged the 

generalizability of the previous work. In a literature review, 

Donner and Escobari [18] suggested that mobile phones may 

ease the search for price information, reduce business-associated 

travel, and aid in communication with existing suppliers and 

customers, but evidence that mobile phones also make it possible 

for microentrepreneurs to expand their base of suppliers and 

customers is inconclusive [18].  Other studies have found only 

limited impact on microenterprise profits [15]. On the other 

hand, mobile phone use for business combined with an 

entrepreneurial mind set may result in a substantially greater 

economic impact [5, 14], a finding that corroborates an earlier 

finding from Indonesia, the research site for this investigation 

[5]. 

 

1.2 Use of MVAS 
With the exception of mobile services for actors in agricultural 

value chains [3], studies about the adoption and business use of 

MVAS are rare. A recent study conducted in India integrated the 

MVAS into a livelihood improvement project. Results indicate 

that MVAS could support and enhance livelihood activities of 

users by increasing access to information and enhancing 

livelihood skills [25]. In a six-nation survey of mobile phone 

users in Asia, researchers found, for example, that overall, 44% 

of respondents were aware of the Internet, but only 4% accessed 

the Internet from their mobile phones [2]. The study also 

reported that many businesspersons at the bottom-of-the-pyramid 

(BOP) spend upwards of 20% of their household income on 

mobile communication, suggesting a relatively inelastic demand 

for MVAS.  

2. Research Questions 
Based on the preceding literature review, we formulated two 

research questions: 

RQ1: What were the relationships between uptake of Usaha 

Wanita and the business profits of women who 

subscribed to the Service? 

RQ2: What factors are associated with the uptake of Usaha 

Wanita and to subscribers’ profits?  

 

2.1 Sample Characteristics 
The population of this study is women subscribers of Usaha 

Wanita in Indonesia who own businesses. In total, 20,000 

subscribers were eligible for the nationwide telephone interview, 

and the list of the subscribers was provided by Indosat. We 

randomly selected 380 subscribers as participants using a 
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computer-assisted telephone interviewing (CATI) system. The 

response rate was around 58%. In this study, only those women 

who own self-started businesses were included because they 

were the primary targets of the service. For the women who 

started their business on their own, the business age also 

reflected years they have been running the business and their 

business management experience [41]. Business owners who 

took over others’ businesses were omitted from this study (n = 

61) for the reasons discussed below.   

Compared to the businesswomen who started their own 

enterprises, the businesswomen who took over others’ 

enterprises were slightly older, more educated, had more 

children, used their mobile phones more frequently for business 

and had higher uptake of Usaha Wanita. Their business age was 

also generally higher, although they were relatively less 

optimism about the future of their businessesiii. However, for the 

purposes of the high order analyses later in this paper, none of 

these differences were statistically significant and hence the 

decision was taken to focus on the self-started businesses which 

were primary targets of the service.  

Most of women in this study (62.8%) were 20 to 35 years old. 

One in eight women sampled (12.8%) were younger  than 21 

years old; while less than one-quarter (23.1%) were 36 to 50. 

Three-quarters (75.5%) of all women sampled were married; 

while less than one-quarter (24%) had never been married. Of 

the married or once-married subscribers, 64.2% had one or two 

children and another 20.5% had three. Almost three-quarters of 

subscribers (73.7%) had been using Usaha Wanita for three 

months or less and one-third (33.3%) were subscribers for only 

one month.  

In terms of education, one-quarter (23.4%) of respondents had 

graduated from junior high school.  More than half (57.4%) had 

graduated from high school, while one subscriber in six (17.8%) 

had attended some college or held a college degree. The 

proportion of high school graduates is substantially higher than 

national census figures show and somewhat greater for college 

experience [33]iv. However, this finding is not inconsistent with 

Indonesia-wide trends and it also raises the possibility that many 

of the businesswomen came from families where the education of 

daughters was a priority.   

As to the businesses owned by the subscribers, almost half 

(48.0%) had no paid workers; while more than one-third (35.6%) 

had between one and five paid employees. The modal business 

(36.2%) was retail enterprises focused primarily on selling food 

or small household items. Almost all of the remainder was in the 

service sector (for example, beauty shops, sellers of SIM cards, 

or tailoring) or in the hospitality sector. Three of ten (30.8%) of 

businesses were in urban or peri-urban locations. The same 

proportion (30.8%) was located in towns or the edges of towns; 

while slightly more (38.7%) were in villages or the countryside. 

Median profits in a “good” month for subscriber businesses were 

1,500,000 Rupiah or approximately US$126.00 (skew = 6.77; 

kurtosis = 56.09) and median profits for “last month” were 

1,000,000 Rupiah or US$84.00 (skew = 6.61; kurtosis = 54.07). 

The profits reported do not include other household income and 

it is highly likely that married women live in households where 

the husband had some sort of employment within the preceding 

12 months [34]. Other income aside, the women who subscribed 

to Usaha Wanita earned approximately US$2.75 per day last 

month and almost US$4.00 per day in a “good month”.  

Nevertheless, even daily income in the US$3.00-4.00 range is 

considered sufficient to move women marginally out of poverty 

[6].  

2.2 Operational Measures 
The wording of most questionnaire items and the internal 

consistency coefficients (Cronbach’s alpha) for the multi-item 

additive indices can be found in the Appendix. 

 

1. Use of Usaha Wanita content was measured by a five-item 

index (“uptake”) that was constructed by summing responses to 

questions about how often during the preceding week (“always” 

to “never” or its equivalent) respondents read the information 

and tips provided by the service. Most theories of technological 

adoption focus almost exclusively on motivations for adopting 

innovative hardware or computer software [42]. Our concept of 

“uptake” broadens the construct of “technology” to include the 

content that is accessed using a communication technology. Table 

1 displays the frequency distributions for four of the five items (N 

= 221). 

 

Table 1: Items assessing uptake of Usaha Wanita 
How often did you choose 

to read articles on how to:  

% 

Always 

% 

Often 

% 

Sometimes 

% 

Rarely 

% 

Never 

get and keep customers 23 23 24 12 20 

analyze and track your costs 

and profits 
26 18 22 11 23 

manage and motivate your 

workers 
7 9 33 23 29 

manage bank accounts or 

business loans 
7 10 18 11 54 

 

2. Business profit was based on subscribers’ responses to the 

question, “How much total profit does your business make in a 

“good month”? The concept, “good month,” recognizes that there 

are likely to be seasonal variations in profits; but through formal 

or informal accounting methods, users of Usaha Wanita have 

identified those months which yield higher profits. A logarithmic 

transformation was performed on good month profits in order to 

normalize the data and to meet the statistical assumptions of 

subsequent analysis. 

  

3. An index of the perceived usefulness of the Usaha Wanita 

service for the subscriber’s business was created by summing 

responses to four items, each rated on a 5-point scale from 

“Strongly agree” to “Strongly disagree.” (Table 2 provides 

frequency distributions for each of the four items. Perceived 

usefulness is included here, because it is one of the core 

predictors of technological adoption [42]. The other key predictor 

in the technological acceptance model (TAM), perceived ease of 

use, was not correlated with the 10 other variables modeled next 

and was excluded from the analysis. 
 

Table 2: Perceived usefulness of Usaha Wanita (N=221)    

Usaha Wanita: 
% 

Strongly 

Agree 

% 

Agree 

% 

Neither 

% 

Disagree 

% 

Strongly 

Disagree 

provides practical guidance on 

how to make my business grow. 
20 62 17 0 0 

is an inexpensive way to become a 

better-informed businesswoman. 
22 60 16 2 0 
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Usaha Wanita: 
% 

Strongly 

Agree 

% 

Agree 

% 

Neither 

% 

Disagree 

% 

Strongly 

Disagree 

shows me how to find new 

customers. 
19 61 18 2 0 

provides pointers on how to find 

affordable and easily accessible 

credit options. 

19 54 22 5 0 

 

4. An index of entrepreneurial optimism about the future of a 

subscriber’s business was constructed by summing five items. 

Most research in psychological economics has attempted to link 

generalized individual traits to economic outcomes [1, 4]. Our 

index of “entrepreneurial optimism” is based on a more narrowly 

focused and context-specific set of attitudes, namely how 

expectations that the subscribers’ businesses will prosper leads 

to growth-producing actions. We acknowledge of course that 

such attitudes are formed partly by culture and partly in response 

to real-life situations conditioned by a multitude of structural 

factors. Table 3 reports the frequency distribution for each of the 

five items. 

 

Table 3: Items for index of entrepreneurial optimism 

 
% 

Strongly 

Agree 

% 

Agree 

% 

Neither 

% 

Disagree 

% 

Strongly 

Disagree 

My business profits will grow 40 44 15 1 0 

There will be substantial demand for 

my products or services 
24 40 18 18 0 

I will devote more time to business 28 51 20 1 1 

I will introduce new products or 

services to business 
21 55 20 4 0 

I will hire new workers 21 52 20 8 0 

 

5. The use of mobile phones for business purposes was assessed 

by an index that summed responses on five items that probed the 

number of days per week that the microentrepreneur called 

different groups of people in their network, for example “How 

many days in the past week did you use your mobile to call your 

customers,” “How many days in the past week did you receive 

calls on your mobile from your customers?” Possible responses 

were “No days,” “One or two days,” “Three or four days,” “Five 

or six days,” or “Seven days.” 

 

6. In terms of business age, a little more than 30% of all 

businesses had been open for one year or less, and more than half 

of the business was equal or less than 3 years old. The mean age 

of all the businesses was 4.36 years (SD = 4.56). 

 

In order to explore the factors associated with the economic 

impact of Usaha Wanita, we created a correlation matrix of ten 

variables (uptake of Usaha Wanita content, profit in a “good 

month,” perceived usefulness of the Service, business use of 

mobile phone, previous business training, entrepreneurial 

optimism, number of children, education, age and business age). 

The profit measure was expected to be significantly correlated 

with the remaining nine items.   

 

To test the comparative strength of the seven items as predictors 

of the profit indicator, we carried out a multiple regression, using 

the profit measure as the dependent variable. Lastly, we used 

path analysis to explore the factors that explain the relationship 

between uptake and business profit.    

 

3. Findings 
As Table 4 shows, uptake of Usaha Wanita is significantly 

correlated with estimated good month profit (r = .27, p < .01), 

suggesting that the subscribers who read more tips and 

information provided by Usaha Wanita tend to estimate a higher 

good month profit. Furthermore, business use of mobile phone (r 

= .32, p < .01) and entrepreneurial optimism (r = .16, p < .05) 

are also significantly and positively associated with estimated 

good month profit, indicating that subscribers who use their 

mobile phone for business purposes more frequently and who 

had higher entrepreneurial optimism also estimated a higher 

good month profit.  
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Table 4. Pearson product-moment correlations between measures 

of profit and possible explanatory variables 

 
1 2 3 4 5 6 7 8 9 

1. Uptake - 
      

  

2. Business 

 profit 
.27** 

      
  

3.Perceived usefulness .21** .09 
     

  

4. Business use  

of mobile phone 
.29** .32** .09 

    
  

5. Business training -.19 ** -.14 -.14* -.26** 
   

  

6. Entrepreneurial 

optimism 
.17** .16* .36** .17* -.24** 

  
  

7. Education .20** .19* .07 .09 -.17** .02 
 

  

8. Age .01 .13 .04 .04 -.08 .14* .13   

9. Number of  

children 
-.03 -.06 .17* .00 -.06 .09 -.00 .37  

10. Business Age .00 .23** .03 .12 -.06 -.03 -.09 .25** .18** 

  
*
Correlation is significant at the .05-level 

**
 Correlation is significant at the .01-level 

 

The small but statistically significant correlations between 

business profit and uptake of Usaha Wanita provide a 

preliminary answer to RQ1.Businesswomen who used more of 

the Service also reported higher profits. However, the weak 

association also suggests that the correlation is likely to be 

mediated by a number of other factors. In that regard, estimated 

good month profits were significantly associated with how much 

formal education a subscriber had. However, neither age nor 

number of children was correlated with estimated good month 

profit. Given the relatively low variance in the demographic 

characteristics of subscribers, it is not surprising that these two 

factors are not significantly associated with business profits. 

   

There was also a significant direct relationship between 

education and uptake of Usaha Wanita content (r = .18, p < .01). 

Specifically, the rate of uptake of businesswomen who had no 

education or only finished primary education was much lower 

than those who finisher junior high school or higher. The literacy 

barriers might have impeded the uptake of less-educated women 

as the contents of Usaha Wanita were mainly text-based. Uptake 

of Usaha Wanita was also significantly associated with business 

use of mobile phone (r = .29, p < .00), prior business training (r 

= -.19, p < .00), entrepreneurial optimism (r = .17, p < .00) and 

perceived usefulness (r = .21, p < .00). The negative correlation 

between previous business training and perceived usefulness 

could be explained by the fact that Usaha Wanita was mainly 

targeting women who had little or no business experience and 

thus, the tips were fairly basic in nature.  Subscribers who have 

had prior business training may hence find the basic contents of 

Usaha Wanita less useful. Also, the respondents reported a low 

rate of prior business training. Only one in four had had prior 

business training.  

 

The variables associated with perceived usefulness of Usaha 

Wanita include entrepreneurial optimism (r = .36, p < .05), prior 

business training (r = -.14, p < .01) and number of children (r = 

.17, p < .05); but not respondents’ age or education.  

 

3.1 Regression analysis of good month profit 
To further investigate the nature of the relationship between 

uptake of Usaha Wanita and the business impact as well as the 

other factors that affect the relationship, we performed a three-

step hierarchical multiple regression analysis. The outcome 

variable of the multiple regression is estimated good month 

profit.  

In the first step, the demographic variables of age, education 

level, and number of children were entered. In the second step, 

five business characteristics were entered (business age, prior 

business training, entrepreneurial optimism, business use of 

mobile phone and the interaction between entrepreneurial 

optimism and business use of mobile phone). The addition of the 

interaction term is based on the notion that using mobiles phone 

for business communication might be working with other 

variables to generate profits or be suppressed by other underlying 

explanatory variables [14]. Finally, in the third step, we entered 

the subscribers’ perceived usefulness of the service as well as 

uptake of the content.  

The final regression equation was statistically significant, F 

(10,164) = 5.15, p < .001v. Demographic variables alone 

explained 4.9% of the variance, with education and participants’ 

age making a significant contribution to the prediction of 

estimated good month profit. The addition of business 

characteristics including business age, entrepreneurial optimism, 

business use of mobile phone and the interaction increase the 

explained variance to 22%, with business age, business use of 

mobile phone and the interaction term as significant predictors. 

The addition of perceived usefulness and uptake of content 

increased the explained variance to 24%.  

The significant predictors in the final model were education (β = 

.2, p = .01), business age (β =.19, p = .0), business use of mobile 

phone (β = .25, p < .00), and uptake of Usaha Wanita content (β 

= .15, p < .05). Business age, to a great extent, reflects the 

women’s business experience. Experienced businesswomen tend 

to have higher business motivation and have higher expectations 

of the performance of their businesses in the future.  

Surprisingly, entrepreneurial optimism is not a significant 

predictor of estimated good month profit, controlling for other 

variables. This suggests that entrepreneurial optimism alone does 

not exert a strong influence on a good month profit but may be 

acting in unison with other factors. One such factor in our model 

was the business use of mobile phones. In the model, the 

interaction term between entrepreneurial optimism and business 

use of mobile phone is significant (β = .17, p < .05). This 

suggests that the relationship between business use of mobile 

phone and estimated good month profit was moderated by 

entrepreneurial optimism. The businesswomen with higher 

entrepreneurial optimism and who used mobile phones for 

business more frequently were also the ones who reported higher 

profit.  Business age (β = .21, p < .00) is also a significant 

predictor of estimated good month profit in our regression. It is 

likely that businesses that have been in operation for a longer 

period also tend to be more successful ones with higher profits in 

a good month. 

Table 5 shows the final regression weights for all of the 

predictors variables included in the regression analysis. 

Controlling for business characteristics and demographic factors, 

uptake of Usaha Wanita content is predictive of estimated good 

month profit in the final step. 
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Table 5. Multiple regression on good month profit 
 

Model Β t Sig. 

 (Constant) 
 12.02

9 

.00

0 

Demographic 

factors 

Age 
-.084 -1.081 .28

1 

Education 
.215 2.933 .00

4 

 Number of children 
.031 .406 .68

5 

 Business age 
.211 2.908 .00

4 

 Previous business training 
.026 .357 .72

1 

 

Business 

Characteristics 

Optimism 
.080 1.027 .30

6 

Business use of mobiles 
.238 3.277 .00

1 

Business use of mobiles*  

optimism 

.169 2.378 .01

9 

Perception and 

uptake  

Perceived usefulness 
-.010 -.130 .89

7 

Uptake of Usaha Wanita 
.147 2.023 .04

5 

F(10, 164) = 5.15; p < .000; R
2
 = .24, adjusted R

2
= .19 

 

3.2 Hypothesizing the pathways between use 

of MVAS and business profits 
We explored the second research question by means of path 

analysis modeling [10]. The model postulates the pathways 

between factors influencing uptake of Usaha Wanita, actual 

uptake and estimated good month profit of its subscriber. A path 

model was created, specifying all independent and dependent 

variables and creating a path diagram depicting hypothesized 

relationships between the variables. As Figure 2 shows, this 

model included two variables of interest - uptake of Usaha 

Wanita content and “good” month profit and three predictor 

variables (perceived usefulness, business use of mobile phone 

and entrepreneurial optimism). The interaction between business 

use of mobile phone and entrepreneurial optimism was also 

included in the model to predict the outcome variables.  

As a reviewer of an early version of this paper pointed out, these 

pathways do not indicate causal directions as longitudinal data 

are required to make those inferences. We offer the path model 

in Figure 2 and the discussion of the proximal and distal 

pathways as a tentative model until time-series data can be 

collected in another study. However, we also tested the path 

model for reverse causality i.e. subscribers with higher profits 

will use more of the MVAS and the analysis yielded poor fit with 

the data. 

 

Figure 2. Path model of the hypothesized relationships related to 

uptake and good month profit 

  
The AMOS software package was used to assess the goodness-

of-fit of this model. A model that has good fit with the data 

supports the plausibility of the postulated impact process in this 

study. Four indices of goodness-of-fit are commonly used: the 

overall chi-square test of fit, root mean square error of 

approximation (RMSEA) [39], root mean square residual (RMR) 

[8], and comparative fit index (CFI) [7]. The chi-square method 

indicates whether the software succeeded in estimating the 

model parameters and produced a convergent solution for the 

model. But this method is very sensitive to the sample size. 

Therefore three other indices are used to supplement the chi-

square statistic and adjust for the effect of sample size. Both 

RMSEA and RMR indicate how well the specified model 

reproduced the sample covariance matrix [29]. In contrast, RMR 

is used to measure the increase in fit relative to a baseline model. 

The results showed that the path model has good fit with the 

sample data as indicated by the four goodness-of-fit statistics: χ2
4 

= 3.9, p = .42, RMSEA = .00 (<.06), CFI = 1.00 (>.95), RMR = 

.01 (<.05).  

The postulated path model suggests that uptake of Usaha Wanita 

contents exerts a significant positive effect on a good month 

profit. Furthermore, business use of mobile phone and its 

interaction term with entrepreneurial optimism are all significant 

direct predictors of estimated good month profit. All the other 

path coefficients, except for the path from entrepreneurial 

optimism to uptake, were significant at the .05 level.  

 

The absence of a proximal and direct path from entrepreneurial 

optimism and profits is noteworthy and corroborates with the 

earlier multiple regression. The absent direct path suggests that 

all things considered, just being optimistic about the future of 

one’s business would not result in more profits. Indeed, there is 

some evidence that extreme optimists often make poor 

behavioural choices [36, 28] and thus fail to adopt a potentially 

useful technology.The path model suggests that optimism has to 

be paired with business use of mobile phones and translated into 

actual uptake of new business tips before the desired business 

outcomes are realized. This was also found in other research 

conducted in India [14].  

4. Discussion 
This study adds to the sparse literature about the use of MVAS 

in the nonagricultural sectors of developing economies. Our 

research found evidence, albeit tentative, that businesswomen in 

Indonesia derived economic benefit from using the Nokia Life+ 

Usaha Wanita MVAS. More specifically, subscribers who more 

frequency accessed the Usaha Wanita content also reported that 

their business profits were higher. These results suggest that 

MVAS are perceived to have the potential to generate positive 
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returns but are conditioned by different factors of use and 

motivation. In this study, the perception that the tips and 

information provided by the service predicts exposure to MVAS 

content and that exposure is reported to have generated business 

benefits.  

Early technology adoption research such as the technology 

acceptance model (TAM) included perceived usefulness and 

perceived ease of use as the variables to predict adoption 

intention and adoption [16]. More recent studies have employed 

other individual psychological trials to study technology adoption 

[35]. In this study, we introduce two theoretically significant, but 

largely unexamined, measures – entrepreneurial optimism, use of 

mobile phones for business purposes, and the interaction 

measure between entrepreneurial optimism and business use of 

mobiles – in order to examine association between uptake and 

estimated good month profit [32, 14]. 

By incorporating these variables, the study increases our 

understanding of how MVAS, as a more-than-voice mobile 

service, can support the economic empowerment of women who 

own a self-started microenterprise. The study provides insights 

for MVAS developers and other stakeholders in the development 

community. Perceived usefulness of the MVAS is an important 

variable for the users to engage with the tips and information and 

it is only after the users learn about new business practices that 

they can apply the information to improve their businesses. 

Understanding the specific information needs of the 

businesswomen is thus essential. Other factors to consider in the 

development of MVAS include the scale of the operations, 

existing business management skills and experience, and 

business motivations.   

The findings about the relevance of entrepreneurial optimism to 

technological use and business profits are noteworthy as “a little 

bit of hope and some reassurance that an individual's objectives 

are within reach can act as a powerful incentive” [19]. More 

optimistic individuals tend to believe that technology offers 

people more control, flexibility and efficiency in their lives [31]. 

As such, we suggest that similar ICTD work in the future also 

consider entrepreneurial optimism and the interplay of this 

psychological resource and other adoption factors. 

4.1 Limitations and future work 
From a methodological point of view, the generalizability of our 

findings is of course limited by time and place, like any research 

project.  A power analysis showed that our sample size (N =221) 

would be adequate to uncover very small effects in the range of 

.14, p < .05 [21]. Nevertheless, our results have somewhat lower 

evidentiary standing, because they are based solely on cross-

sectional data. Previous research suggests that it often takes two 

years or more for the impact of mobile phones to be detectable 

[13].  

We had also planned to evaluate the economic impact of Usaha 

Wanita by gathering data at t1 and t2, at an interval of six months. 

We adopted this somewhat restricted timeframe, first because we 

saw this research as pilot study about a scientifically interesting 

and emerging phenomenon; and second, because we wanted to 

provide stakeholders with actionable findings as they continued 

to roll out the service in additional countries. Unfortunately, after 

the initial wave of data gathering had been completed but before 

we could collect a second round of data, Usaha Wanita was shut 

down. Without time series data, it is impossible of course to 

definitively assess the degree to which Usaha Wanita facilitated 

the economic empowerment of businesswomen as the analysis 

required time series data which we were unable to obtain.  

From a practical standpoint, as the MVAS in this study was 

targeting the young and less experienced businesswomen, the 

introduction and the promotion of MVAS could have been 

accompanied by enhancing the users’ technological literacy, 

especially on how to use mobile phone to conduct and manage 

their businesses. The basic business tips also meant that 

subscribers who had prior business training found the tips less 

useful and this could be addressed in future development of 

MVAS. In addition, in order to sustain the service, Usaha Wanita 

as well as other similar MVAS need to update and renew its 

contents and services with the growth of these inexperienced or 

new businesswomen’s capacity and skill.  

Another point for consideration is that the businesswomen in this 

study had decided to subscribe to the Usaha Wanita service, 

because they believed it would help their businesses grow. 

Besides, we also only included those businesswomen who started 

the business on their own. These businesswomen are likely to be 

more self-motivated than their peers. However, we do not know 

how large the pool of similarly-motivated women is in Indonesia 

or in other countries. Different researchers have used different 

metrics and come to different conclusions about the percentage of 

such transformationally-inclined businesswomen [30]. One 

recent study, for example, in 40 low and middle income countries 

reported an overall approximation of ten percent [23]. Identifying 

such women would of course allow the development community 

to build a more differentiated and potentially more successful set 

of interventions. However, such a strategy also runs the risk of 

creating disempowering consequences for those women who, for 

various reasons cannot or choose not to take a similar path out of 

poverty.  

Lastly, the variables of interest, such as business optimism and 

business use of mobile were self-reported. We caution that this 

type of measure may not bring us objective results.  

5. Conclusions 
In terms of contributing to our understanding of the big questions 

in the field of ICT4D, this study supports the notion that the 

mere availability of technology such as mobile apps like MVAS 

is insufficient to achieve development outcomes. Researchers, 

app developers and policymakers need to take into consideration 

many other factors that contribute to the uptake of the apps such 

as perceived usefulness and the users’ business motivations. The 

study extends previous research by bringing together relevant 

elements of theories on technological adoption, social 

psychology, and what we know about business use of mobile 

phones in developing countries. 

Moreover, we would suggest that this research into the Usaha 

Wanita mobile value added service has implications for 

livelihood models that come out of the development informatics 

tradition. Many of the businesswomen who subscribed to Usaha 

Wanita no doubt did so as part of their overall livelihood 

strategies. However, unlike many livelihood models, this paper 

foregrounds MVAS as a new, technologically mediated channel 

for information which previously had circulated mostly by word-

of-mouth or was learnt from experience. In this study, MVAS is 

not a communication tool to make phone call or send message 
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but a learning tool to empower businesswomen to overcome 

barriers and challenges in running their business. Therefore, 

previous research methods used to analyze mobile phone 

adoption were not adequate for this study.  

As more-than-voice mobile services proliferate and the long-

awaited cheap smartphone actually comes to market [24], the 

mobile environment becomes an ever-rich research site. Future 

research should continue to track the development outcomes 

associated with MVAS such as Usaha Wanita. We believe that 

the insights gained will add to our systematic knowledge of how 

individuals use communication technologies and how that use 

influences their lives. Additionally, scientific explorations of 

MVAS can be translated into lessons-learned − knowledge to 

guide the design of improved or new services and to assist, 

NGOs, governments, and international organizations with their 

continuing efforts to foster development. 
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6. Appendix 
 

Uptake (α  = .77) 

 

M 

 

SD 

How many times in the past seven days have you read any 

articles from Usaha Wanita? 

2.1

9 

1.36

5 

How often did you choose to read articles on how to manage 

and motivate your workers? 

3.4

7 

1.31

7 

How often did you choose to read articles on how to get and 

keep customers? 

3.7

8 

1.24

1 

How often you choose to read articles on how to manage bank 

accounts or business loans? 

3.0

4 

1.47

5 

How often you choose to read articles on how to track and 

analyse your costs and profits?                                                                                               

2.9

4 

1.51

5 

   

Perceived usefulness (α  = .68)   

Usaha Wanita provides me with practical guidance on how to 

make my business grow.  
4.47 .635 

Usaha Wanita is an inexpensive way to become a better-

informed businesswoman. 
4.19 .958 

Usaha Wanita shows me how to find new customers for my 

goods or services. 
3.91 1.179 

Usaha Wanita gives me pointers on how to find affordable and 

easily accessible credit options for my business   
3.36 1.388 

   

Business use of mobile (α  = .84)   

How many day in the past week did you use your mobile to 3.75 2.970 

call your customers? 

How many days in the past week did you receive calls on your 

mobile from your customers 
3.80 2.961 

How many days in the past week did you use your mobile to 

call your business suppliers? 
2.31 2.806 

How many days in the past week did you receive calls on your 

mobile from your business suppliers? 
2.01 2.678 

How many days in the past week did you use your mobile to 

call women with businesses like yours from other parts of 

Indonesia? 

.86 1.642 

   

Entrepreneurial optimism  (α  = .73)   

During the next six months, my profits will grow.                                                         4.75 .559 

During the next six months, I will hire new workers. 4.05 1.137 

During the next six months, there will be substantial demand 

for my products or services. 
4.48 .821 

During the next six months, I will devote more time to my 

business.  
4.64 .578 

During the next six months, I will offer new products or 

services. 
4.53 .706 
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i Deceased  
ii Mainstream development strategies increasingly favor public-

private partnerships.  Embedded in neoliberal economics and 

built (implicitly) on strong models of technological determinism, 

PPPs generally see ICTs as powerful, neutral tools of 

development, especially well-suited for driving economic 

development at the bottom of the pyramid [43]. By contrast, 

researchers working in the critical and political economy 

paradigm contend that privatized development initiatives are 

fundamentally attempts to fulfill corporate profit-maximizing 

aims and often reinforce existing and unequal economic, social, 

and political realities [11, 40].  

iii Based on t-tests, there is no significant difference between self-

started businesswomen and businesswomen who took over 

others’ business in business age, education number of children, 

business use of mobile phone, entrepreneurial optimism, uptake, 

and estimated good month profit. 

iv The survey data may somewhat overstate the educational 

achievement of the subscribers. In Bahasa Indonesia, the 

questionnaire item read “Apakah tingkat pendidikan terakhir 

yang pernah Anda peroleh?” which translates, “What is the 

highest education that you have reached?" It is possible therefore 

that women who attended high school but did not graduate are 

counted as having completed a secondary education. 

v A multiple regression with estimated good month profit as the 

outcome variable was also conducted based on the subset of the 

businesswomen who took over other’s business. However, the 

regression models did not significantly predict estimated good 

month profit (F = 1.82, n.s.).  

 


