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ABSTRACT 
The intersection of traditional and e-commerce practices is being driven by the need for 

organization to keep up with the increasing competition of online retailing. The 

communication technologies have significantly influence in organization’s operations, 

structure and strategies. The emergence of mobile technologies has driven a new 

innovation which increasing the availability, frequency and speed of communicat ion 

between the organization and their customers. Mobile commerce (m-commerce) is the 

ability to conduct wireless commerce transaction using mobile applications in mob ile 

devices. Currently, m-commerce is expanding rapid and fast due to the increasing 

number of people using mobile applications as an important tool in their daily lives. 

This proposal aims to examine the factors affecting acceptance of M-commerce. The 

research will focus on the characteristics and features of mobile commerce as well as 

the factors influencing the customer’s behavioral intention to adopt and utilize mobile 

applications services. Research objectives include identify whether consumer’s 

perceived of relationship quality will affect their acceptance towards m-commerce, 

examine whether the value of incentives offered by the organization will have any 

influence to the consumer’s acceptance toward m-commerce, justify the usefulness of 

mobile application to our daily lives will affects the consumer’s acceptance toward m-

commerce, identify the characteristic of ease of use of mobile application having any 

influence on the acceptance of consumer towards m-commerce. This research employs 

Technology Acceptance Model (TAM) and RELQUAL scale to examine the factors 

affecting the customer’s attitude towards m-commerce applications. Both method 

provides the theoretical basis for explaining how consumers perceive mobile services 

which they use and operate by their mobile handset. To achieve that, this research 

employed quantitative method by examining mobile application user in China with 

specific designed questionnaire. 200 respondents are randomly selected in Shanghai city, 

China. The questionnaires were received and analyzed by using SPSS, correlation, 

regression and factor analysis tests to conduct. The finding of the research presents an 

extended technology acceptance model that participates innovation diffusion theory to 

investigate what determine user mobile commerce acceptance. The study will enriches 

our understanding of technology adoption by consumer individuals. Finally, the model 

analysis and survey evaluation will enable organization to make provision decisions 

facing the engagement of m-commerce technology era.  
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CHAPTER ONE 

A STUDY OF MOBILE COMMERCE 

 

1.1   BACKGROUND OF THE STUDY 

Heading to 2020 year, the emergence of mobile companies and manufacture rs 

around the world has enormous where the developments in mobile telephony devices 

with the increasingly internet capabilities has created a foundation for a new concept of 

innovation in electronic transaction, mobile commerce which is known as m-commerce. 

As mobile device is becoming an important necessary device in our daily life, the 

percentage of using it has increased dramatically around the world.  

Nowadays, mobile device is not just being used for communication but it’s 

features have been extend to consist listening radios and music, social connecting at 

anywhere, maps, making any bookings at any time such as booking a cab, restaura nt, 

movie ticket and variety of many others abilities as long as internet is accessible and  

mobile phone users can carry out tasks anywhere and anytime. Alhinai (2009) agreed 

that the improvements in mobile technologies, increased affordability and availab ility 

of that technology and the rapid widespread growth of mobile phone use worldwide 

have facilitated the emergence of, and strong growth in, several successful mobile 

commerce markets, notably Korea and Japan. Consumers today lead an increasingly 

fast-paced life and demand smaller, better, faster, and more reliable wireless technology 

to keep up with their lifestyles, therefore M-Commerce is the solution to this demand 

because it makes traditional E-Commerce tasks available to be performed wireless 

through a cell phone or PDA (Chew, 2006). 

According to Alhinai (2009), Mobile commerce services vary from basic 

services (such as Short Messaging Services (SMS) and Multimedia Messaging Services 

(MMS) to more advanced services such as mobile banking, mobile stock trading and 

mobile selling and buying. McCabe (2010) stated that M-commerce consists of two 
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primary abilities, the first ability is to conduct financial transactions and exchange 

payments over the Internet by using a wireless phone or other mobile device. The 

second is the ability to deliver information that can facilitate a transaction, where from 

making it easy for one’s business to be "found" via a mobile Web browser or a mobile 

app to creating mobile marketing campaigns such as text promotions, coupons and 

loyalty programs (McCabe, 2010).  

Facing these new challenges from a business-to-consumer (B2C) perspective, 

small business owners whom involving into m-commerce has the opportunity to achieve 

greater efficiency because their business can expand wider to reach potential target 

audience with the ability of being found via a mobile app. Previously with E-commerce, 

consumer can purchase goods or services from the internet but with M-commerce, these 

task are becoming more readily available through using their mobile devices with 

internet access. Most of them even take part of some mobile coupon app that consumers 

buy the discount coupon through their phone then used the coupon at the selected 

particular shop or restaurant.  

Meanwhile, medium and large organizations also meet challenges from the 

competitive market which affect their marketing strategies and also keeping their 

customer loyalty in order to follow the new technology development. For example, 

Taobao in China. Taobao has been implement new marketing strategies to keep their 

customer loyal by creating their own app and encourage consumer to buy goods or 

services using mobile device with Taobao’s app to get an extra discount. Financia l 

institution such as banking industry also implements marketing strategies that related to 

M-commerce to the public. For example, nowadays most banks have create their own 

banking apps for consumer to manage their accounts and also buying any banking 

products more easily and fast access. Therefore consumers no longer need to spend time 

to walk in to the bank or use their spare time at home to manage their bank accounts, 

yet consumer can just use their mobile device to manage their accounts anywhere at any 

http://www.ecommerce-guide.com/news/trends/article.php/3903526/Mobile-Commerce-Coming-to-Ecommerce-Sites-Near-You.htm
http://www.ecommerce-guide.com/news/trends/article.php/3903526/Mobile-Commerce-Coming-to-Ecommerce-Sites-Near-You.htm
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time. 

Beal (2011), found that Mobile Commerce Shopping Research & Statistics for 

2010 to 2011 research report offers an in-depth look at mobile devices includ ing 

smartphones, iPads and tablets. With these facts and figures, this study can learn how 

consumers are using these mobile devices for online shopping-related activities as 

below: 

 The most common bile shopping activity is researching products and comparing 

price, which 15 percent of mobile phone owners now do every month. (Experian, 

2011) 

 48 percent of mobile owners surveyed had made a purchase via their mobile 

phone. Although mobile shopping was most popular with 18-34 year olds, more 

than one third of respondents aged 55+ also made a purchase via mobile. 

(Lightspeed, 2010) 

 Males 30-49 years-old tend to be the most active content consumers and mobile 

purchasers; men outspend women, with 31 percent having spent $499 or more 

through their mobile device in the last 12 months, versus 23 percent of women 

who did so. (Adobe, 2012) 

 In the United States, purchases attributed to mobile online shopping -- excluding 

travel -- grew from $396.3 million in 2008 to an impressive $1.4 billion in 2009. 

In 2010, mobile online shopping excluding travel in the U.S. had more than 

doubled again, to total more than $3.4 billion by year’s end. (ABI, 2010) 

 Apps and music are the most common purchases, followed by clothes and 

electronic books. (Lightspeed, 2010) 

 Consumer usage of mobile coupons will see users exceed 300 million globally 

by 2014. (Juniper, 2014) 

By 2014, the Asia-Pacific (APAC) region is expected to become the largest e-

commerce market in the world, led by China, India, and Indonesia. Meanwhile in 2013, 
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Pizza Hut sold $2 billion worth of pizza online in Asia, and 72 percent of this was done 

through mobile transactions. In the same year, Mainland China overtook the U.S. to 

become the largest smart phone market in the world. Moreover, Asia-Pacific has 

become the number one region globally of Facebook user growth, at 900 percent in 

2013, with 92 percent of Japanese accessing Facebook via mobile accordingly to the 

Facebook data in 2013. In eMarketer (2014), forty-five percent of Asia-Pacific (APAC) 

consumers use mobile phones to compare prices. This is the highest globally, with the 

U.S. coming in at 28 percent. In South Korea, at 51 percent, is the top market for mobile 

banking use, following by China (41 percent), Australia (40 percent), and the U.S. (38 

percent) round out the top four (Radovic, 2014). Furthermore Radovic (2014) also 

stated that in Asia, apps are still the number one purchase. However, there is a shift from 

people purchasing digital-only goods via mobile to the purchase of higher-end retail 

goods such as fashion, grocery, and even auto in certain cases. Figure below also shows 

that in 2013, clothes and footwear has become the most goods being purchased in Asia 

Pacific. 

 

Figure 1.1: Most popular mobile purchases of consumers in Asia Pacific countries as 

of April 2013. Source: (Statista, 2015) 

Radovic (2014) believed that here are four movements that have helped fuel the 



5 

 

mobile commerce explosion in Asia. First movement is the lowering of smart phone 

costs.  

Smart phone costs have been declining at an annual rate of 5 percent since 2008, 

according to KPCB, which has increased the availability of smart phones to the masses. 

Secondly is the evolution of apps, the massive popularity of mobile messaging 

communications apps like WhatsApp, LINE, WeChat, and others has helped spur an 

increased interest and necessity in smart phone sales. Thirdly tightening Security will 

be discussed as an eConsultancy report found 57 percent of APAC respondents pointed 

to improved personal data security as a key driver for increasing adoption of 

transactions and communications over mobile. Lastly, strong credit card issuance is one 

of the movements where credit card growth in Southeast Asia has seen strong growth 

rates since 2008 and average purchase orders on credit cards are seeing record highs, 

according to Euromonitor International. 

Below are some phenomena that mobile commerce has affecting the world sales 

in different industry. For example, in Korea, Tesco took mobile commerce to the people 

via a subway installation that allowed users to order goods on-the-go with direct home 

delivery. Mercedes-Benz looked to sell cars aimed at their WeChat mobile users at a 

2013 auto show being held in Beijing. They sold 388 cars in less than three minutes. 

ELong, part of Expedia, saw mobile bookings increase 60 percent year-on-year in 2013, 

with one in every five hotel room stays being booked from mobile. And for mobile in 

Asia, the top five biggest needs they want their mobile experience to deliver, according 

to trendwatching.com 2014 report, are: speed, convenience, security, able access to new 

kinds of personalized information, and access to new services (Radovic, 2014). 

As a result, the discussion above has shown that m-commerce, resulting from 

the convergence of IT, provides many value-added services to a customer on the move 

and therefore possesses significant business opportunities for the providers of such 

services. Conceptualizing and developing “anytime, anywhere” mobile services present, 
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simultaneously, a challenge and an opportunity for vendors from diverse industr ies 

(Tiwari, 2008). For instance, services such as those of mobile entertainment are branch-

independent and may also be offered by small and medium-sized enterprises (SMEs). 

Other services such as mobile banking are more interesting for specialized firms such 

as banks and other financial enterprises (Tiwari, 2008). 

More specifically, a vast field of business opportunities is about to be created 

for technology providers who could offer mobile solutions to service providers. SMEs 

from related technology fields may be ideally positioned as they possess competit ive 

advantage by virtue of flexibility and specialization (Tiwari, 2008). 
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Figure 1.2: The aspect of mobility and driving forces behind the modes and 

applications of M-Commerce. Source: (Ash, Corbitso, & Pisone, 2011) 

The idea behind this figure is how m-commerce works in terms of creating 

modes and applications but realize no one has found a revolutionary application or mode 

that will take off M-commerce. For example, Amazon.com was that take off application 

to E-commerce thus giving birth to a whole set of market places online (Ash, Corbitso, 

& Pisone, 2011). 

Ash, Corbitso, & Pisone (2011) describe 4 aspects of mobility in M-commerce 

operations and applications as ‘Always on’, ‘Location centric’, ‘Customization’, and 

‘Identifiable’. First, a phone is ‘always on’ means that there is little time users turn off 

their cell phone. This is comparing to how mobile phones are better to the PC because 

they take a longer time to power up and power down (Ash, Corbitso, & Pisone, 2011). 

Second, mobile phones are also ‘location centric’ due to GPS technology 

knowing where the phone is to personalize the services out there accordingly (Ash, 
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Corbitso, & Pisone, 2011). Third, ‘customization’ in mobile phones has a better market 

in targeting the segments that wish to purchase the diverse range of phones. These 

phones come with their own tools and applications that can best fit the lifestyle of the 

consumer (Ash, Corbitso, & Pisone, 2011).Fourth, mobile phone is also ‘identifiab le’ 

which allows built in ID support such as phone number and personal data information 

that connects the user to the mobile phone to ensure security and trust with transactions 

made. A PC however, is virtually anonymous and lack security (Ash, Corbitso, & Pisone, 

2011). 

Another US Mobile App reports prepared by ComScore (2014), presented total 

U.S. digital media time spent has jumped 24 percent in the past year, driven by a surge 

in mobile app usage, which increased 52 percent. While mobile usage has been growing 

fast, it has not come at the expense of desktop computer usage, which still managed to 

grow by 1 percent. The strong growth in mobile app usage has propelled it to take over 

the majority of digital media time spent at 52 percent. Total mobile activity includ ing 

mobile browser usage recently eclipsed 60 percent, as desktop now accounts for the 

remaining 40 percent. Moreover, mobile Apps drive the vast majority of media 

consumption activity on mobile devices, accounting for approximately 7 out of every 8 

minutes. Smartphones have a slightly higher percentage of app activity as compared to 

browser at 88 percent comparing to 82 percent on tablets. 
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Figure 1.3: US Mobile App report. Source: (ComScore, 2014) 

 

Figure 1.4: US Mobile App report. Source: (ComScore, 2014) 
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Figure 1.5: US Mobile App report. Source: (ComScore, 2014) 

The median iPhone app user earns $85,000 per year, which is 40 percent more 

than the median Android phone user with an annual income of $61,000. On average, 

iPhone users engage with their smartphone apps for nine more hours in a given month 

than Android users (ComScore, 2014). Android ranks as the top smartphone operating 

system with 83.8 million U.S. smartphone subscribers, approximately 16.4 million 

more than Apple’s iOS platform. Due to Android’s fragmented ecosystem of origina l 

equipment manufacturers (OEMs) running its software, Apple remains the largest 

smartphone OEM with 67.4 million owners and 100 percent of the iOS market 

(ComScore, 2014). 
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Figure 1.6: US Mobile App report. Source: (ComScore, 2014) 

A majority of mobile app engagement comes from only a select few categories, 

with Social Networking, Games and Radio contributing nearly half of the total time 

spent on mobile apps. The strength of these categories highlights that mobile devices 

are more heavily used for entertainment and communication than their desktop 

counterparts (ComScore, 2014). According to ComScore (2014) report, iPhone users 

spend a greater share of their app time consuming media, with general news, radio, 

photos, social networking and weather ranking as the highest indexing categories on 

Apple’s iOS smartphone platform. In contrast, Android phone users spend a greater 

share of their time in the Search and Email categories due to the strong native presence 

of Google Search and Gmail on the platform. 
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Figure 1.7: US Mobile App report. Source: (ComScore, 2014) 

 

Figure 1.8: US Mobile App report. Source: (ComScore, 2014) 

ComScore (2014) also suggested that the ranking of top apps is dominated by 

app constellations of some of the largest digital media brands; specifically, Facebook, 

Google, Apple, Yahoo, Amazon and eBay. These six brands account for 9 of the top 10 
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most used apps, 16 of the top 25, and 24 of the top 50. Facebook is the top app in both 

audience size and share of time spent among each of the different demographic 

segments broken out, highlighting the breadth and depth of its popularity and 

importance to the mobile media landscape. Across all age segments, the most time is 

spent on leisure-oriented apps in the Social Networking, Entertainment and Messaging 

categories. The younger the age segment the higher the concentration of this activity, 

while older age segments also allocate their time to more functional apps, such as Mail 

and Maps, in addition to Games (ComScore 2014).

 

Figure 1.9: US Mobile App report. Source: (ComScore, 2014) 
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Figure 1.10: US Mobile App report. Source: (ComScore, 2014) 

As a result, the purpose of the study is to identify how mobile commerce has 

been impacting our daily lifestyle and also lead organization to reconsider their 

marketing strategies such as how they prepare themselves in order to face the issue of 

the adoption and acceptance of this new technology which affecting the changing 

consumer pattern and keeping their customer loyalty by adapting to M-commerce 

technology.  
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1.2  PROBLEM STATEMENT 

 Research problem can be referring to some difficulty which a researcher 

experiences in the context of either a theoretical or practical situation and wants to 

obtain a solution for the research (Kothari, 2004). Recently mobile commerce has 

becoming a new area of interest for today’s firms that continuously looking for new 

innovations to bring more profits and attract more customers (Kim, 2006). Research on 

the acceptance of M-commerce has gained importance and popularity because of the 

success of this innovation is ensured through the continuous use by consumers. Due to 

the strong potential and opportunity of mobile commerce, the competitive advantage 

and disadvantage that it might bring to providers and developers will need to be 

concerned.  

There are many interesting research problems in mobile commerce, some of 

these are unique due to the limitations of mobile devices and wireless networks and 

some are similar to research problems that are currently being addressed by E-

commerce researchers and developers (Janssen, 2009). One of the problems that is 

unique to M-commerce is making use of the context where it has conducted in many 

industries, particularly in telecommunications, information technology, media and 

finance services.  

Addressing the impact of mobile commerce that had caused the change of 

customer consuming pattern is significant, as organizations will need to equip well to 

face the challenges and issues which is happening now. For example, recent statistics 

shows small private business enjoyed the benefits where they are easier to be "found" 

and opportunity of reaching end- user has increased. This phenomenon indicates that 

m-commerce has impact on sales driven. For example with the increasing use of 

delivery service mobile application, it is just too easy to order a meal or a drink, even 

grocery shopping using the mobile applications and paid online without walking out 

from the office or their home.  

Besides, m-commerce not only impact organizations sales strategies, yet it also 
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impact on the production. For example, consumer’s purchase using mobile applications 

has bring affects to the traditional brick and mortar stores. As the production line is 

getting shorter due to consumer’s order has directly sent to the shop or factory without 

visiting shop per shop to bargain anymore. The supply chain line has been ease and time 

consumption for the product sending from factory to the consumer’s hand is shorten as 

well. 

M-commerce also leads impact to the banking and finance industry, whereas 

bank institution has continuing developing their own banking application for their users 

and potential users in order to manage their account more easier and save time compared 

to the tradition way as user have to walk in to the bank and wait have to line up wait ing 

his or her number is being called in order to get a service. Now user can just log into 

the particular bank application and can check their bank details, apply transactions, or 

even paying bills with just a touch by using the mobile applications. 

Furthermore, there are not many researchers studying about this problem in 

China to find out the effective way to analyze customer’s attitude towards m-commerce. 

By explaining the factors that affecting consumer’s perspectives, hope that the find ings 

of this research will not only help organizations to understand the consumer’s attitude 

towards this new technology in order to improve their strategies and structure but also 

provide insights into how competitors promote this new IT to potential customers and 

keep their customer’s royalty. 

Also there are not many researchers studying about the impact of E-commerce 

on organization such as how the mobile commerce had influence the organization’s 

sales and marketing strategies. By explaining the impact on organization, the find ings 

of this research will not only help organization to develop better user accepted M-

commerce strategies and systems, but also provide insights into how this new 

technology spread so fast around the society. To fill these gaps, this research is to find 

out what factors affecting the acceptance of m-commerce in this current trend. 
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Consequently, it is interesting to discover more about the current e-commerce 

trend in this globalization area. In this research, it will be expected to discover the 

changing of consuming pattern in our society and the acceptance or adoption of e-

commerce into our daily routine. Therefore the details will be discussed more in the 

following chapters. 

1.3  RESEARCH QUESTION 

 A research question poses a relationship between two or more variables as a 

question. With these question, it assist researcher to identified the relationship between 

the variables and making sure which types of data will be collected for the study. The 

main purpose of this thesis is to explore the impact of M-commerce and how its 

characteristic meets the acceptance of consumer which influence greatly to 

organization’s marketing decisions.  

Therefore in order to reach the research purpose the following research 

questions is formulated and supportive research questions are stated as below:  

I. Does the consumer perceived of relationship quality affect consumer’s 

acceptance towards m-commerce? 

II. Does the value of incentives affecting the consumer’s acceptance toward m-

commerce?  

III. Does the perception of usefulness affects the consumer’s acceptance toward m-

commerce? 

IV. Can the consumer’s acceptance towards m-commerce influence by the 

perception on the characteristic of the ease of use of the mobile application? 

Studying the factors of M-commerce and its characteristics aim to improves our 

understanding of the influence of the adoption of consumer’s acceptance for this new 

innovation technology. Second, it also enriches our understanding of the important of 

this technology that have effects organization’s marketing decisions from different 

industrial. 
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1.4  RESEARCH OBJECTIVES 

 Kothari (2004) believed that the purpose of research is to discover answers to 

questions through the application of scientific procedures, where it can be define into 

exploratory or formulated research, to gain familiarity with a phenomenon or to achieve 

new insights, and descriptive research, where to portray the characteristics of a 

particular individual, situation or a group in this study. 

According to Statista 2014, the spread of mobile devices like smart phones and 

tablets has led to the strong growth of mobile commerce. Every day, companies such as 

entrepreneur and established brick-and-mortar retail trying to enter this electronic 

marketplace as they justify a strong need of this technology which influence their 

business growth and branding in the future.  

In this study, the proposed conceptual research model explained the variance of 

consumer’s acceptance towards m-commerce was emphasized. Therefore the objectives 

will be discussed as below: 

I. To identify whether consumer’s perceived of relationship quality will affect 

their acceptance towards m-commerce. 

II. To examine whether the value of incentives offered by the organization will 

affect the consumer’s acceptance toward m-commerce. 

III. To justify the usefulness of mobile application to our daily lives will affects the 

consumer’s acceptance toward m-commerce. 

IV. To identify the characteristic of ease of use of mobile application will affected 

on the consumer’s acceptance towards m-commerce. 
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1.5  SCOPE OF THE STUDY 

 The scope of study refers to the parameters under which the study will be 

operating, where the research problem seeking to resolve will fit within certain 

parameters (Simon & Goes, 2013). Therefore scope of this project will cover the 

features of mobile commerce where it has famously attracting so many consumers to 

use it. The benefits and limitations of mobile commerce will be discussed in the project 

where how organizations change their marketing and management strategies in order to 

face these challenges. 

The mobile devices under this study will in general cover all mobile smart’s 

phones and will focus on mobile phone users in China. A sample of 200 respondent will 

be randomly chosen to participate in this study. The variables that being selected are 

perceived of relationship quality, perceived of incentives value, perceived usefulness 

and perceived ease of use toward the attitude of using m-commerce application. 

In the study the variables will be examine whether they have a relationship 

which affecting each other or none relationship at all. Pilot test will be used to minimize 

the error and as a check tool to test whether the direction of the study is either correct 

or off track. SPSS tool will be used for analyzing the test result and also for the final 

questionnaire to identify the variables. The result of the analysis will shows the 

relationship of the variables whether the hypothesis is acceptable or reject. This 

summary will let us understand for which of the variable do have an impact to the 

organization or even individual preferences. 

1.6  SIGNIFICANT OF THE STUDY 

 As M-commerce is getting popular and impacting the globalization, to 

understand the benefits and risks of implement it is getting important. In Literature 

review, this report will discuss the features and functions of M-commerce offer 

nowadays and how large organization is adapting to this new technology in order to 

answer their consumer’s needs and wants. It is important to know how multinationa ls 
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organization overcome the challenges and reduce the risks factor as well as keeping 

their customer loyalty in the same time strengthens their brand awareness. 

With this report, the consumer consuming pattern can be analysis where small 

organization and new business starters will have the opportunity to identify the current 

opportunities and threat in order to improve and expand their business. Also learning 

how to start creating brand awareness and customer loyalty. For medium and big 

organizations, facing new competitions and the competitive advantages or 

disadvantages will be challenging. These organizations will need to re-concern their 

strategies positioning in the market for their future goals and their brand positioning as 

well as how they maintain their customer loyalty issues. 

Therefore this study is particularly important to provide an idea of the current 

real business world phenomena especially to the new entrepreneurs. As they can be 

aware and find opportunities by using this new technology.  

1.7  LIMITATION OF THE STUDY-POSSIBLE WEAKNESSESS 

The study will focus on the impact of M-commerce by users today, rather than 

the mobile device maker due to a lot of information found from secondary sources are 

mainly focused on M-commerce services which are created for the users. Therefore this 

study will concentrate more on the prospective opportunities of M-commerce service 

from consumer perspective and less attention will be paid on M-commerce service 

provider. 

The scope of the study was limited by its population frame. As the 

questionnaires were randomly delivered to respondents, who were geographica lly 

limited to China area, which might carry lacking diversity that can be expected from a 

comparable sample chosen from across the world. 

Due to the limitation of time and sample size, the collected sample size will be 

limited, therefore the representative of the general population of M-commerce users 

might be low. Lastly as M-commerce is still a new technology widely spread around the 
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world so the literature review might be considered limited. 

1.8  RESEARCH STRUCTURE 

 This thesis is divided into five chapters. In the first chapter, the reader has 

received an introduction to the field of study, continued by a problem discussion, a 

presentation of the overall purpose of the study and defined the research question to be 

investigated and the structure of the study. In the second chapter, the reader provided 

with a literature review of previous research conducted related to the investigat ion, 

which serve as theories and supports for the study. The research methodology following 

the literature review, which presented in chapter three, describes to research design with 

selected population and choices of methodology made for this thesis. Next chapter will 

be analysis of the research and following with the findings. This chapter, the study will 

discussed the questionnaire analysis based on the research and summarized the findings.  

Finally will be the conclusion for the whole study. 

 

Table 1.1:  

Shows the research structure of this thesis. 

Problem discussion, Purpose of study, Research question 

Establish conceptual context research leading to the gap of study 

Theoretically justifies the research and hypotheses  

Conclusion 

Analysis and findings 

Chapter 1: 

Introduction 

Chapter 2: 

Literature Review 

Chapter 3: 

Research Methodology 

Chapter 4: 

Findings 

Chapter 5: 

Discussion 
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CHAPTER TWO 

LITERATURE REVIEW 

 

Electronic commerce (E-commerce) is the process of trading across the internet. 

It has the ability to eliminate the time span between ordering, delivery invoicing and 

payment by using the World Wide Web. It offers benefits to both vendor and buyer. The 

vendor can create a global presence, thus generating more potential business, reducing 

costs, increasing competition, and allowing the ability to customize products. The buyer 

benefits through increased choice that encourages better standards of service, price 

reductions and a more tailored service.  

E-commerce has impacts on our economic and social life as it has the potential 

to fundamentally change the way commercial transactions, the business of government, 

the delivery of services and a host of other interactions are conducted, raising issues at 

the heart of policies directed at the regulation of traditional practices and procedures 

(Jobodwana, 2009). M-commerce is evolutions of E-commerce, where user can use 

their mobile devices connect to the internet and proceed E-commerce functions and 

features through their mobile devices. 

 

Figure 2.1: The rapid rise of Mcommerce. Source: (Brandt, 2013) 
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It has become known as the next generation of e-commerce enables users to 

access the internet without needing to find a place to plug in. Mobile technology has 

revolutionized the way people communicate and conduct business transactions 

According to a recent eMarketer estimate in Figure above, consumers will spend 38.3 

billion U.S. dollars shopping on their mobile devices in 2013 (Brandt, 2013). M-

commerce purchases will account for 15 percent of all retail ecommerce sales this year. 

And this most likely represents the dawn of the rapid rise of mobile commerce (Brandt , 

2013). Nonetheless, wireless applications in the area of banking, financial services, 

shopping, ticketing, and travel will and have been developed to be used easy and 

effectively. Moreover, M-commerce is continuing to create beneficial applications and 

modes that can catapult companies and customers into a new way business is applied  

(Ash, Corbitso, & Pisone, 2011). 

Therefore telecommunications has become one of the fastest growing sectors of 

the world's economy. According to Jobodwana (2009), reflecting the rapid growth of 

mobile telephony in South Africa's country, South Africa is becoming the world’s fourth 

fastest growing cellular communications market, where by October 2003, there were 15 

million cellular users, a number expected to grow to 21 million by 2006. Figure 2 also 

shows that researches predict the growth for mobile payment users will increase 

dramatically from 2012 to 2016. 
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Figure 2. 2: Africa and Asia Are Embracing Mobile Payments. Source: (Richter, 

2012) 

Based on Hamilton (2013), in United Kingdom, year 2013 has been named 'the 

year of the mobile Christmas' and not without good reason. Sales in all fields would 

obviously be expected to rise around Christmas time but a trend is definitely emerging 

when it comes to sales from customers' smart phones. IMRG, the leading UK body for 

e-retailing, has predicted that compared with 2012, 64% more of smart phone owners 

will use their device to shop online during Christmas 2013. Moreover, visits to mobile 

retail sites grew by 135% between 2012 and 2013, while John Lewis reports that 50% 

of its site traffic comes from mobile devices. The rise in mobile shopping has also lead 

to the rise of apps by major retailers, designed to take advantage of this increase in 

popularity and make the experience easier for consumers. Yet the growth of mobile 

shopping that retail analysts have predicted consumer spending done via smart phone 

will rise to an estimated £23bn (around $37bn, or AU$41bn) by 2018. Statista (2015), 

also forecast that the worldwide mobile commerce spending per buyer from 2012 to 

2018 has increased from 290 US dollar to 575 US dollar in Figure 3, which illustra te 
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that the spending pattern is actually growing every year. 

 

Figure 2.3: Worldwide mobile commerce spending per buyer from 2012 to 2018 (in 

U.S. dollars). Source: (Statista 2015). 

One of the most powerful aspects of mobile commerce is the immediacy that 

can be instilled in a potential customer. As these consumers see goods or services the y 

want to buy, they no longer have to wait – and potentially forget to make the purchase 

– when they get back to their desktop PC. They can make the purchase immediate ly 

using their phone or tablet. As PayPal advise: "Rapid mobile adoption by consumers 

means that they no longer look at m-commerce as a novelty—they now expect leading 

merchants to provide them with a convenient, available-everywhere mobile shopping 

experience. And because mobile has the ability to influence in-store retail sales, with so 

many price comparison and location-based marketing mobile apps now available, m-

commerce is as much an imperative as an opportunity for merchants." So businesses 

that want to move into selling digital goods via mobile platforms should plan carefully 
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to ensure the services they offer don't disappoint their customers (Howell, 2013).  

Furthermore, the massive popularity of apps is also a key driver behind m-

commerce. Consumers love their apps, and if they are presented with an attractive 

proposition to buy, they want few barriers to do so. As PayPal explain: "App stores like 

Apple's App Store and Google's Android Market are continually innovating by 

providing a new value chain with additional monetization models like buy and try, in-

app offerings, subscriptions, and more to invite ever more consumers and merchants 

into m-commerce." (Howell, 2013). 

As a result, table below shows the variety types of M-commerce applicat ions 

and services that can offered. 

 

Table 2.2:  

M-commerce services and applications. Source: (Tiwari, Buse, & Herstatt, 2008) 

M-commerce applications 

Application Examples of services offered 

Mobile Banking  Mobile accounting 

 Mobile brokerage 

 Mobile financial information 

Mobile entertainment  Mobile gaming 

 Download of music and ring tones 

 Download of videos and digital images 

 Location-based entertainment services 

Mobile information services  Current affairs (financial, sport and other news) 

 Travel information 

 Tracking services (persons and objects) 
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 Mobile search engines and directories Mobile office 

Mobile marketing  Mobile couponing 

 Direct (context-sensitive) marketing 

 Organization of mobile events 

 Mobile newsletters 

Mobile shopping  Mobile purchasing of goods and services 

Mobile ticketing  Public transport 

 Sports and cultural events 

 Air and rail traffic 

 Mobile parking 

Telematics services  Remote diagnosis and maintenance of vehicles 

 Navigation services 

 Vehicle tracking and theft protection 

 Emergency services 
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2.1  MOBILE BANKING 

2.3  MOBILE ENTERTAINMENT 

Mobile entertainment (m-entertainment) is concerned with providing amusing 

and enjoyable services for users via wireless technology to mobile devices (Sheikh, 

2006). It includes mobile music, mobile gaming and mobile video. It can be a Business -

to- Consumer service which is done during leisure time, and it will become one of the 

driver of the wireless internet due to the group connectivity (Sheikh, 2006). Below will 

discussed more specifically for different characteristic of mobile entertainment. 

2.3.1  Mobile Gaming 

Nowadays people can play games nearly everywhere by using their mobile 

devices. As networked games also allow individual players to interact with other people  

and to participate in a larger gaming world, which also provides for new business  

opportunities (Le, 2010). Due to the advances in mobile computing and wireless 

communication technology enable the creation of games with appealing graphics and 

game play on a variety of mobile devices ranging from smart-phones to PDA therefore, 

the popularity of mobile games played on portable handsets is increasing and the huge 

possibilities for growth in this area are already being taken seriously by traditiona l  

“mobile telecommunications” handset vendors (Sheikh, 2006). For example, Nokia 

with their N-Gage device which offer players the ability to play head to head with their 

friends or any other players at any time and in any place (Le, 2010).  

CCID Consulting (2010) stated that China's mobile games market keeps rapid 

development from 2005 to 2008. In 2008, the growth rate of the market still keeps 

40.3%, the market size has reached 1.21 billion Yuan. In 2008, China's mobile games' 

users scale keeps rapid growth, which has reached 136 million, up 52.1% over 2007. 

The growth rate has exceeded China's mobile phone users' growth rate. 
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Figure 2. 4: Size of China’s Mobile Games Market. Source: (CCID Consulting, 2009) 

 

 

Figure 2.5: Size of China’s Mobile Games Users 2005-2008. Source: (CCID 

Consulting, 2009) 

As Figure below shows the mobile gaming interface has a clear and simple to 

control outlook and buttons for users to have the ultimate experiences of the game. Most 

games even is create with 3D effects to provide the realness of it. 
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Figure 2.6: Mobile Gaming Interface Sample 

CCID Consulting (2009) analyzed that there are three major profit modes seek 

breakthrough where mobile games’ profit modes use PC games for reference, multip le 

modes coexist. Three mature modes will be discussed as below: 

First, at present, download charge is the major business mode of single games, 

such as China Mobile's Monternet adopts pay-per-click or monthly fee, and then mobile 

operators and mobile games service providers share the income. Mobile game service 

providers also launch game demos, and charge users' fee after certain stage.  

Second, similar with online games, game cards' sale is also the major profit 

mode of mobile games. Monthly fee mode is popular in Japan and South Korea. Or 

users purchase virtual game cards to recharge. China Mobile opens mobile games 

charging port, which will have more adoptions. 

Lastly, free mode refers that game operators open up the games to users for free, 

this mode's major income source is virtual items sale, but not the game cards' sale. If 

users need better services, they should buy virtual items such as commodity, value -

added services, costumes and props. 

CCID Consulting (2009) also found that while the expansion rapid of mobile 

games among the market there are also some issues and challenges faces by the games 
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industry organization. Here this study will discussed six issues that raised by CCID 

Consulting in the current market: 

 Copyright issues restrict healthy development. Mobile games with vitality and 

unlimited development space become the object of pirate. Internet development 

and mobile phones' particularity make piracy mobile games with powerful 

lethality. Rampant piracy mobile games sites capture the profits of mobile game 

developers and service providers, which serious restrict the normative 

development mobile games market. 

 The games have serious homogenization, and the games lack creativity. Mobile 

games' R&D needs high-end talents' design and development, but the present 

situation is a large number of small workshop-style R & D teams copy other 

people's creativity and design, which is unfavorable to the market's healthy 

development. 

 Games' contents lack mobile phone features. Mobile games are still in init ia l 

stage. Mobile games' development mainly uses PC games and mobile phone 

characteristics for reference. But many mobile games get into PC games' mode; 

they are directly replanted into mobile phone, which results in that insuffic ient 

games' interactive and experience. Some products have serious homogenizat ion 

and single contents. 

 Games' quality needs to be improved. Mobile games providers' development 

ability is important. Because China's mobile games lack software talents, 

China's vendors have a few mobile games with independent R&D, most of their 

games are introduced from South Korea. In order to reduce cost, some vendors 

simply imitate foreign products, which greatly reduce the user's overall 

evaluation on mobile games. 

 Games platforms need to be unified. Because present mobile phone couldn't 

support two operation platforms, so mobile phone vendors have great pressure 
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to develop mobile phone terminals with different platforms. China Mobile 

supports JAVA-based games, China Unicom supports BREW-based games. 

Different platforms affect mobile games' interoperability and applicability, 

which is not convenient for users. 

 Networks' service level needs to be improved. Interactive mobile games have 

high requirements for network. Mobile operator's blind spots need to be solved. 

Present mobile network has limited capacity to bear online games, which is the 

soft rib of mobile games. Net speed couldn't satisfy mobile game users' 

requirement, interactive games' highlight couldn't have full reflection. 

2.3.2  Mobile Music 

A key advantage of mobile music is having user’s phone and music player in the 

same small device where user no need to carry a MP3 player anymore as their mobile 

device can be a substitute. Leading mobile devices vendor such as Samsung and Apple  

has developed many mobile phones with integrated technologies to play music, either 

from a digital music player or an FM stereo radio. A user can hear Stereo FM radio, 

tune in to visual radio to see the screen of mobile device, listen music as well as to 

download digital music tracks in AAC format (Sheikh, 2006). According to the Nokia 

Vice President Ilkka Raiskinen, mobile music will be an important area of digita l 

services for customer convenience and their convenience is considered as a key (Le, 

2010). 
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Figure 2.7: Mobile Music Interface Sample 

2.3.3  Mobile Video 

Sheikh (2006) suggested that the advanced smartphones entering the mass 

market are capable of playing video files where as providing a successful video offering 

to mobile devices requires coordination with and cooperation of the mobile operator  

due to the high data rate requirements on the wireless link. For example, nowadays 

Youtube user able to watch videos through Youtube app where user download to their 

phone and user are able to share the video out to friends or even to their own Facebook 

profile. This marketing can bring in hundreds of thousands of potential users, quickly 

raising the need to have an appropriately scaled serving infrastructure (Le, 2010). 
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Figure 2.8: Mobile Video Interface 

2.4  MOBILE SHOPPING 

 According to Sheikh (2006), mobile extends users ability to make transactions 

across time and location and creates new transaction opportunities. It is important that 

only a part of the purchasing process is conducted with the mobile terminal where the 

basic point is that user needs to know what he/she wants in advance of making a mobile 

purchase. Then, it seems most likely that a shopping list might be created with a web 

interface, which may then be executed from a mobile (Le, 2010). At the current stage 

of technological development the customer must ideally be faced with a one-button 

purchase experience for mobile shopping (Le, 2010).  

Consumers can compare the deals before making a buying decisions where more 

buying options is provided through mobile shopping apps. For example, consumer can 

compare the price for the products which they want to buy by using the mobile apps 

rather than only the traditional way of visiting one shop per shop to compare the deals 

and choose the one that suits him or her the most. Consequently this phenomena, has 

widen the consuming area in a geographical way such as in traditional, consumer will 
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not be able to compare the products which he or her does not discovered but using 

mobile commerce, they can discover easily and more selection can be selected. 

 

 

Figure 2. 9: Mobile Shopping Interface Sample 

2.5  MOBILE TICKETING 

 Mobile electronic purchase or reservation of tickets is one of the most  

compelling proposed services, because ticket reservation or purchasing is hardly a 

pleasant expertise today (Le, 2010). It is clearly more convenient to select and book 

tickets for movies, theaters, opera and concerts directly from the mobile device, because 

often the decision to purchase is made while outside or on the move among friends 

(Sheikh, 2006). For example, in Malaysia, consumer can download Golden Screen 

Cinema (GSC) app, then search the current screening movies and purchase by 

confirming the booking with their mobile device.  

During the booking, consumer can choose which area of the GSC cinema he/she 

want to go, then pick the time that suits personal preferences, choose the seats and 

finally confirm and made the payment through mobile device. Consumer will received 

a confirmation code and also an SMS with the booking code. This has increase the 

efficiency of making a booking, also help to reduce the time compare to the tradition 
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way of lining long lines to buy the tickets.  

For travel market and especially the frequent business traveler market is likely 

to be an early Wireless Application Protocol (WAP) growth market. Using a WAP 

handset, train, plane, bus and boat tickets could be booked in a similar manner to movie 

tickets (Sheikh, 2006). Travelers can check their booking easily with their mobile device 

and create so much continence such as travelers can search details information of their 

flights, attractions bookings, maps, attractions information and etc. 

 

Figure 2.10: Mobile Ticketing Interface Sample 

2.6  M-COMMERCE MODES AND APPLICATION 

 In this section, the mobile modes and applications that are being used on the 

mobile device will be discussed. The way that mobile device provides content to the 

user will be examined and the transaction process of using mobile devices with 

purchases done by user will be explained. 

2.6.1  Content Delivery 

 Content delivery is the presentation of information through different channels 

such as the mobile web, applications, notifications, etc. The content should be delivered 

with high quality, simple, clear and usability. Content deliveries on mobile phones are 

to be personalized to the consumer depending on where they stand and previous 

information preferences (Ash, Corbitso, & Pisone, 2011). The mobile phone user also 
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chooses to release information to better serve the consumers information preferences 

(Ash, Corbitso, & Pisone, 2011). 

2.6.2  Real Time Information Accessing 

‘Real time information services are able to provide customers with ‘just-in-case’ 

mobile applications to stay in touch with world markets at all times.’ This information 

can also be accessed to retail industries and can check for customer reviews, ratings, 

and alternatives: ‘always on’, ‘location-centric’, and ‘customization’ (Ash, Corbitso, & 

Pisone, 2011).Users can also discover special offerings such as customization and are 

suited to their individual information which identifiable (Ash, Corbitso, & Pisone, 2011). 

2.6.3  Location -centric Information 

 The location-centric applications enable consumers to find a specific merchant 

within a predetermined radius of their geographic location using the signal emitted by 

the transmitter within their wireless device which is identifiable These three aspects can 

be sent to the mobile device at any time because the phone is ‘always on’ (Ash, Corbitso, 

& Pisone, 2011). 

2.6.4  Transactions 

In the transactions of M-commerce, companies depend upon their business 

transactions being done over the internet. Consumers shop on the mobile apps’ and 

make a purchase of the product online. Whilst security, speed, and ease of use are part 

of the hidden obstacles, there still shows to be cases of successful M-commerce 

transactions such as taxi, train, and bus fares shown on the screen as ticket receipts. In 

addition, purchases can be made wirelessly on vending and coke machines. These 

operations are successful based on time sensitivity and simple yes or no questions (Ash, 

Corbitso, & Pisone, 2011). 

2.6.5  M-wallets 

Mobile wallets are software ideas that can open the information from the mobile 
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phone which the information holder has agree to leave to the offering banks secure 

server. With the push of a button banks can send the appropriate information to the 

company giving the product offering. This type of transaction system could replace the 

wallet (Ash, Corbitso, & Pisone, 2011).Steps have already been taken with applications 

for smart phones such as by Alipay or Paypal, in which information is stored on a 

secured company server that is password locked to the application holders chosen user 

name. The idea is not for transactions yet but holds the users information in case of a 

lost or stolen wallet or items in the wallet. User can also use this apps’ to make a 

payment by keying the password that tied to their account while making a purchase.  

Moreover, consumer who used M-wallets will also get better deals or discount 

during promotion period where it has also encourages consumers to use the M-wallet to 

purchase so that they can get a discount. This marketing promotion has led to guide 

consumers try using M-wallet and enhances their experience further by providing the 

convenience of purchasing and good discount on saving their consumer’s money. 

Appendix 1 is mobile wallet context which include a summary of number of 

mobile payment users in 2012 by region and the advantages to merchant as well as 

consumer.  

2.6.6  One - Touch Transaction 

One touch transaction is payment by mobile phone by the consumer at the 

location- centric point of sale as opposed to pulling out a credit card. After approval of 

the payment a digital copy of the store receipt would then be transferred for the mobile 

telephone for the user to do as pleased such as personal finance software to a bank or 

personal computer (Ash, Corbitso, & Pisone, 2011). This has improve the ease of 

purchase for the purchasing process such as user can purchase particular services or 

goods at anywhere and anytime. For example, user can book a taxi or cab service 

through their mobile device by installing a taxi app then made the payment through the 

particular app after arriving the destination. 
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2.7 CONSUMER BUYING DECISION PROCESS 

Kotler and Keller (2006) describe a five-stage-model for the buying decision 

process, which can be used by sellers to better understand the buyers' behavior. This 

section is to explain the graph of the buying decision process below. 

 

The buying decision process in Traditional- (T), Electronic- (E) and Mobile- (M) 

commerce 

 

Figure 2.11: The buying decision process in Traditional-, Electronic- and Mobile 

commerce. Source: (Kotler and Keller, 2006) 

2.7.1  Problem Recognition 

Kotler and Keller (2006) say this is where the buying process starts, when a 

buyer recognizes a problem or need. The need is created by either internal or external 

stimuli. Gathering information on what triggers certain needs is an important tool for 

marketers. 

2.7.2  Information Search 

Once a potential customer is aroused by a need or problem they are inclined to 

search for more information on the particular satisfaction. Kotler and Keller (2006)  

distinguish between two levels of arousal. The first being 'heightened attention' where 

the individual is more receptive to information about the product. At the next level the 

individual might enter an 'active information search'. They also identify four main 

groups of information sources that the individual in this state might turn to. And they 

are: personal, which would be by asking family, friends or acquaintances; commercia l, 

by studying advertising, web sites, sales persons and packaging; public, mass media and 

consumer-rating organizations; experiential, by examining or using the product (Ash, 

Corbitso, & Pisone, 2011). 
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The different information sources do also carry differing amounts of influence 

according to Kotler and Keller (2006), the most information about the product is 

received from commercial sources, and however the personal and public sources are the 

most effective as they legitimize the product by being independent authorities and likely 

trusted sources. 

2.7.3  Evaluation of Alternatives 

At this stage the consumer is processing the information about the product and 

the competing products for comparison. Kotler and Keller (2006) explain that no one 

consumer process is alike, with regards to other consumers or products. There are 

several models for these processes, the most current of which see the process as a 

conscious and rational judgment of the different problem solving attributes that the 

product offers the consumer. The customer's beliefs and attitudes also often effect the 

evaluation, these are personal feelings or emotions that can affect the evaluation process 

and their decision to purchase (Kotler & Keller, 2006). 

2.7.4  Purchase Decisions 

During this stage the consumer already have preferences among the different 

products or brands to choose from and might form a purpose to purchase the most 

preferred. Kotler and Keller (2006) outline five sub-decisions that a consumer might 

make whilst executing a purchase objective: brand, dealer, quantity, timing, and 

payment method. The more common the purchase the fewer decisions will need to be 

made as they become less important with regards to place, time and payment method. 

There are also two intervening factors that can influence the process between the 

purchase objective and the purchase decision (Kotler & Keller, 2006). 

2.7.5  Post-Purchase Behavior 

The consumer's perception of whether their purchase was a successful on or not 

is determined after the purchase and thus it is important for marketers to ensure the 

consumer that it was and reinforce their choice (Kotler & Keller, 2006). The consumer's 



42 

 

satisfaction is determined by the difference between their perceived performance and 

their expectations. If the performance meets or exceeds expectations the consumer will 

be satisfied, if it does not, the consumer will be dissatisfied (Kotler & Keller, 2006). 

The consumer's satisfaction or dissatisfaction will likely influence the probability of 

their return business as well as their perceptions of the brand or product and what they 

communicate to people that they may know. Thus, they might either promote the 

product or brand or warn friends not to make the same decision (Kotler & Keller, 2006). 

There is also an argument to be made for monitoring the consumer's use and disposal 

of the products as it could provide valuable information on consumption rates and sales 

frequency. This may provide opportunities for marketers to increase the frequency of 

product use, as consumers might fail to replace products with short lifespan in time. 

This can be done by finding ways to inform the consumer when the product needs 

replacing, due to either a period of time or product wear (Kotler & Keller, 2006). 

2.8   THE ORGANISATION’ PERSPECTIVE 

In this section, three objectives will be examined in terms of the seller’s point 

of view. 

2.8.1  Customer Attraction 

According to Kotler & Keller (2006), customer attraction is the role of external 

marketing process, in which the retailer alerts the customer to a specific need or wants 

which the retailer can provide for. It can be relate to the Problem recognition stage of 

the buyer decision process. 

2.8.2  Facilitating The Exchange And Transaction 

Facilitating the exchange is done through assisting customers and providing 

information in order for them to make the decision to purchase (Kotler & Keller, 2006). 

This process includes the transaction and delivery. This is the process of direct dealings 

between the customer and the employees, interactive marketing, through traditional or 

electronic mediums (Ash, Corbitso, & Pisone, 2011). The facilitation of the transaction 
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can be at the, information search, evaluation of alternatives and purchase decision stage 

of the buying decision process (Ash, Corbitso, & Pisone, 2011). 

2.8.3  Customer Retention 

Customer retention is done by the interactive marketing and the physical product 

and after sales service (Ash, Corbitso, & Pisone, 2011). Providing the customer with a 

complete service offering, satisfying their needs and expectations will build customer 

loyalty and retention (Ash, Corbitso, & Pisone, 2011). The after sales service is also a 

critical factor in retaining customers (Kotler & Keller, 2006). All these elements affect 

the post purchase behavior stage of the buying decision process. 

2.9  MOBIE MARKETS RESEARCH AND TRENDS 

For developed more details researches often will consider that how many people 

use mobile websites nowadays? And what are the common devices used to access retail 

sites? Below are Beal’s (2011) mobile market research statistics that will provide us, 

what trends is needed to consider when organization optimizing m-commerce website 

for mobile consumers. 

 There are 5.3 billion mobile subscribers (that's 77 percent of the world 

population). Growth is led by China and India. Mobile device sales rose in 2010, 

with smartphones showing strongest growth, Nokia remains number one in both 

smartphones and mobile phones, but Android is expected to become the top OS 

for new smartphones in 2011. (mobiThinking, 2011) 

 82.2 million People in the U.S. owned smartphones during the three months 

ending in July 2011, up 10 percent from the preceding three month period. 

Google Android ranked as the top smartphone platform with 41.8 percent 

market share, up 5.4 percentage points. (comScore, 2011) 

 Sales of smartphones were up 74 percent year-on-year and accounted for 25 

percent of overall sales in the second quarter of 2011, up from 17 percent in the 

second quarter of 2010. (Gartner, 2011) 
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 The average Android consumer in the U.S. spends 56 minutes per day actively 

interacting with the Web and apps on their phone. (Nielsen, 2012) 

 The worldwide smartphone market is forecast to grow 55 percent year-over-

year in 2011 as a growing number of users turn in their feature phones for more 

advanced devices. (IDC, 2011) 

 Due to the success of Apple’s iPad, iOS will account for 69 percent of media 

tablet operating systems in 2011, and represent 47 percent of the media tablet 

market in 2015. (Gartner, 2015) 

 Accumulated downloads from both Android Market and third-party platforms 

surpassed 1.9 billion by the end of 2010. (ABI, 2010) 

Consequently mobile commerce is one of the biggest trends to affect small 

business owners and the expansion is growing faster than anyone can expect. So it had 

becoming more and more important for organization to notice this phenomena and start 

to change their marketing strategies in order to adopt to the fast pace technology growth.  

2.10  REVIEW OF THE LITERATURE 

Below are the findings of variety literature listed in table structure. The 

information from different literature is elaborate from title, research method, finding 

and etc. The list of literature are from published thesis, articles, journals, and also 

reports. It contents different aspects of m-commerce such us perceived usefulness, 

ease of use, trust, adoption of m-commerce which affect how the variables are being 

chosen. 
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Table 2.1 Consumer Behavior Intention towards M-Commerce in Vietnam. Source: (Le, 2010)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

1. Le T.H, 2010 Factors affect the 

Vietnam consumers’ 

intention to M-

commerce 

Objectives: Identify 

factors impacting the 

adoption of M-

commerce in Vietnam 

Questions: 

Factors lessen or 

increase Vietnamese’ 

intention towards M-

commerce using? 

How does the proposed 

conceptual research 

model explain the 

variances of consumer’s 

acceptance intention? 

 

Hypothesis1: Perceived 

usefulness /ease of 

use/trust have a 

positive effect on 

attitude towards mobile 

commerce 

Hypothesis2: Perceive 

usefulness/ 

Attitude/Self-efficacy 

on intention towards 

mobile commerce 

-Questionnaire 

 

-statistical 

methods to 

analyse 

 

 

Primary: 

questionnaire, 

email 

questionnaire 

Secondary: 

researcher’s 

thesis, journals 

-perceived usefulness 

and ease of use 

significant antecedents 

of the attitude to use m-

commerce 

-relationship between 

perceived  

-should replicated in 

different contexts and 

exploration of possible 

moderating effects 

-collect different factors 

from B2B m-commerce 

-can apply focus group and 

interviews 

-involve perceived cost in 

the study Research 

Title 

Sampling 

Consumer 

Behavior 

Intention 

towards M-

Commerce in 

Vietnam 

-250 students 

who studying in 

university in Ho 

Chi Minh city 
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Table 2.2 Combining the Benefits of Traditional Commerce and E-Commerce with M-Commerce benefits in the Retail Industry. Source: (Ash, 2011)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

2.. Ash T. 

Corbitso K. 

Pisone N. 

2011 

Possible effect of M-

commerce on clicks-

and-mortar retail 

businesses could perhaps 

then be determined by 

the abilities of mobile 

devices to potentially 

deliver the benefits of 

both traditional 

commerce (bricks-and-

mortar) and E-commerce 

(clicks-only). 

Objectives: Describe and 

analyze to what extent 

the benefits of M-

commerce can combine 

the benefits of E-

commerce and 

traditional commerce in 

the retail industry 

 

Independent: perceived 

convenience, perceived 

interest in paying with 

mobile, perceived 

interest in receiving 

advertisement on 

mobile phone 

Dependent: attitude 

towards m-commerce, 

behavior intention to 

use 

-Questionnaire 

-Focus group 

-Interview 

Primary: 

questionnaire, 

Interview 

 

Secondary: 

researcher’s 

thesis, journals 

 

-results of the surveys 

and interviews backs 

up the assumption that 

combining and 

utilizing the advantages 

of mobile commerce 

would be received 

optimistically in 

regards to the one-

touch payment of M-

commerce.  

-analysis indicates that 

convenience of mobile 

commerce is perceived 

as a benefit. 

-concentrating on the 

impact of M-commerce on 

the internal business 

processes of a retailer 

would prove helpful in 

determining whether M-

commerce has the 

capability of increasing the 

overall effectiveness of an 

organization. 

-concentrated on how M-

commerce will function 

with specific categories of 

products or services will 

also provide insight into 

new applications and areas 

for technology 

development. 

-focusing on the negative 

impacts will greatly 

contribute to fully 

understanding the overall 

effectiveness of using M-

commerce 

Research 

Title 

Sampling 

Combining 

the Benefits 

of Traditional 

Commerce 

and E-

Commerce 

with M-

Commerce 

benefits in 

the Retail 

Industry  

-350 students  

age from 18-30, 

primarily from 

Europe 

-2 focus group: 

each group 

5people 

-2 retail stores 

manager 
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Table 2.3 M-commerce Adoption in Kajaani. Source: (Gregory, 2004) 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

3. Gregory B. 

2004 

Objectives: -consumer 

adoption of m-

commerce will emerge 

as a result of consumers’ 

behaviors, diverse macro 

environmental factors 

and growth in the 

consumers’ usage of 

mobile phones and 

Internet. 

Questions: 

-which age group has 

highest Internet and 

mobile phone usage in 

purchasing 

-what consumers’ 

expectations and 

concerns in relation to 

m-commerce? 

 

Independent: 

consumer’s willingness 

to adopt it 

Dependent: consumer 

attitude, awareness of 

m-commerce 

-Questionnaire 

 

Primary: 

Questionnaire, 

Pilot survey 

Secondary:  

Kajaani town 

hall data 

analysis, local 

community data 

analysis 

- People who belong to 

the 30-34 segment 

seem to have a higher 

drive of adopting m-

commerce than the 

other groups of age. 

-over 85% of 

respondents are 

considering using m-

commerce within the 

next 6 to 12months. 

-majority of 

respondents attached 

a high degree of risks 

and uncertainties 

related to the issues of 

security, privacy and 

functionality 

-features increase the 

phones or subscriptions’ 

prices, greater are the 

chances that the given 

younger audience will not 

be able to afford them 

-business to business 

sector shall not be 

neglected since it plays a 

major role in the fixed 

Internet dimension 

Research 

Title 

Sampling 

M-commerce 

Adoption in 

Kajaani 

 

-People who 

owned a mobile 

phone in 

Kajaani, who 

also use 

internet, age 

from 20-49 

years old 

-pilot survey 

with 20 people  
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Table 2.4 Mobile Advertising: A Comparative Regulatory Overview. Source: (Cleff, 2005)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

4. Cleff E. 2005 The existig legal 

framework was not 

optimized for m-

commerce and seemed 

to be over-regulated in 

some aspects (such as 

service provider liability 

for content) or in other 

aspects did not go far 

enough (such as the 

issue of spamming). 

 

Objectives: issues on 

privacy and 

requirements on the 

marketing and sale of 

value added services 

regarding to m-

commerce 

 

 

 -case study 

 

Secondary: case 

study, 

government 

reports 

-the mobile user must 

be aware that with the 

disclosure of personal 

data he may agree to 

receive commercial 

communication 

-The desirability and 

acceptance of the 

consumer to disclose 

personal information 

will depend on several 

factors: The consumer 

must in any 

circumstances be aware 

of how their personal 

data is used and who 

has access to it. 

 

 

 

 

-should be considered to 

put more responsibility on 

network operators. 

 

 

Research 

Title 

Sampling 

Mobile 

Advertising: 

A 

Comparative 

Regulatory 

Overview 

 

 

-EU area 
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Table 2.5 Mobile Banking and Mobile Payments: Changing Banking Services in Finland. Source: (Joutsen, 2013)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

5. Joutsen M. 

2013 

 

 

understanding of the 

ongoing changes 

happening in the Finnish 

banking sector, the 

impact of mobile 

banking and payments 

services amongst this 

change as well as the 

role of IT and 

telecommunications 

players in it. 

Objectives: How will the 

Finnish banking sector 

change due to mobile 

banking and mobile 

payments? 

Questions: How will the 

Finnish banking sector 

change due to mobile 

banking and mobile 

payments? 

What is the role of IT? 

Independent: banking 

sector 

Dependent: banking 

and payment service 

-Group 

interviews with 

seven key 

players in 

Banking & 

Finance as well 

as IT & Telecom 

-relevant books, 

articles  

Primary: 

Interview 

Secondary: 

books, article 

and research 

-Increasing the mobile 

financial service 

offering with more 

functionality to as 

many customers as 

possible, will be a key 

challenge for banks in 

strengthening their 

position in the MFS 

arena 

-regardless of 

environmental factors, 

the MFS market is 

already in a state of 

consolidation 

-one formidable 

challenge is keeping up 

with the rapidly 

changing mobile 

landscape, in order to 

be present there where 

their customers are 

 

-Studying the use of NFC 

technology in financial 

services and how this 

effects the way consumers 

and service providers 

behave 

-examine exclusively the 

security aspect of MFS 

-examining the effect of 

non-bank OTT players on 

the MFS market Research 

Title 

Sampling 

Mobile 

Banking and 

Mobile 

Payments: 

Changing 

Banking 

Services in 

Finland 

 

 

Representatives 

from the 

banking and 

IT/telecom 

industries in 

Finland. 
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Table 2.6 Mobile Commerce Adoption. Source: (Evensen, 2004)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

6. Evensen R. 

2004 

Focusing on end-users 

of mobile commerce 

pre-paid service. 

Objectives: identify end-

user’s adoption 

determinants and 

increase the validity of 

an adoption model  

 

 

Independent: attitudes 

forwards use, intention 

to use 

Dependent: perceived 

ease of use, usefulness  

-Literature 

studies 

-service test 

-interviews with 

experts in the 

field 

-marketing 

meetings at 

Telenor Mobil’s 

mobile 

commerce 

department 

Primary data: 

interview and 

observations 

with end-users 

-interviews with 

employee at 

Telenor Mobil’s 

mobile 

commerce 

department 

Secondary data: 

literature studies 

-The subjects’ 

responses indicate that 

adoption of the pre-

paid service was based 

on both instrumental 

and experimental 

motives, indicating 

strong and direct 

relationships from 

respectively usefulness 

and attitude towards 

intention to use. 

-importance of utilizing 

existing payment 

infrastructures became 

evident upon 

introducing the concept 

of electronic purses to 

participants at the 

coffee bar or at the 

Norwegian Wood 

festival. 

 

-early adopters and early 

majority adopters is more 

likely to be linked to their 

personal satisfaction in 

experimenting with new 

technology 

-the mobile commerce pre-

paid service may have 

captured the market of 

early adopters and is 

currently moving towards 

the early majority 

consumer market. 

Research 

Title 

Sampling 

Mobile 

Commerce 

Adoption 

-employee at 

Telenor Mobil’s 

mobile                                                 

commerce 

department 

-open minded 

people 
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Table 2.7 Mobile Commerce Beyond Electronic Commerce: Issue and Challenges. Source: (Jahanshahi & Asadollahi, 2011)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

7. Jahanshahi 

A.A, Mirzie 

A. & 

Asadollahi A 

2011 

Objectives: understand 

the relationship between 

m-commerce and e-

commerce 

 

 

  Primary data: 

interview 

Secondary data: 

internet, 

websites, books 

and magazines 

-company case 

study and sector 

reports 

-in 24 hrs. and without 

any locational 

limitations, has caused 

an everyday popularity 

increase in mobile 

trading. 

-problem areas like 

slow transmission 

speeds and high costs 

are being addressed by 

operators and 

equipment 

manufacturers. 

-the implementation of 

earmarks for consumer 

safety and confidence. 

A consumer who uses a 

device for mobile e-

commerce needs to feel 

secure. 

-Organizational and 

system changes in a 

business to allow for m-

commerce can be huge, 

and that means a lot of 

extra cost. 

 

Research 

Title 

Sampling 

Mobile 

Commerce 

Beyond 

Electronic 

Commerce: 

Issue and 

Challenges 
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Table 2.8 Online Based Authentication and Secure Payment. Source: (Ajakaiye & Krause, 2011)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

8. Ajakaiye 

T.D. & 

Krause 

K.S.K. 2011 

Objectives: propose a 

secure platform 

independent 

authentication and 

payment method for m-

commerce applications 

Questions: What are the 

security threats that are 

currently faced by m-

commerce systems? 

-What are the necessary 

security requirements 

that must be met by a 

platform-independent 

authentication and 

payment system? 

-What are the current 

authentication methods 

available? 

 -

Antivirus/Securi

ty sites carry out 

one primary 

function 

computer threats 

 

- related studies 

have been 

conducted in the 

area of 

authentication 

and payment via 

mobile devices 

Primary data: 

questionnaire 

Secondary data: 

websites, 

research 

libraries, 

antivirus sites 

- proposed the use of 

OSP as a way of 

achieving a secure 

platform independent 

authentication method 

for m-commerce 

applications. 

- OSP aims to protect 

the process of verifying 

that a user is who he 

claims to be, while the 

three unmitigated 

attacks are directed at 

other areas outside the 

authentication process. 

- focus on extending the 

OSP to include these 

mechanisms in order to 

protect against the three 

unmitigated attacks. 

- investigate how well the 

OSP authentication method 

mitigates attacks that were 

not covered in this study. 

Research 

Title 

Sampling 

Online Based 

Authenticatio

n and Secure 

Payment 
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Table 2.9 The Adoption of M-Commerce in the United States. Source: (Chew, 2006)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

9. Chew A.A. 

2006 

identify some factors 

impacting the adoption 

or acceptance of M-

Commerce technology 

in the United States 

 

: 

Hypothesis:  The 

attitude (A) towards 

using M-Commerce 

has a positive 

relationship with the 

behavioral intention 

(BI) to adopt M-

Commerce technology. 

 

Independent: attitude 

towards using m-

commerce 

Dependent: behavioral 

intention to adopt m-

commerce 

 

 

-internet 

questionnaires 

Primary data:  

 

Secondary data: 

internet 

-perceived of 

usefulness has both 

direct and indirect 

impact on behavioral 

intention, completely 

mediated by both 

attitudes and subjective 

norm. 

-perceived ease of use 

has a direct effect on 

behavioral intention. 

- focus on how consumers 

exchange useful and 

beneficial product/service 

information 

Research 

Title 

Sampling 

The Adoption 

of M-

Commerce in 

the United 

States 

 

-Americans 
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Table 2.10 The role of trust and risk in Mobile Commerce adoption within South Africa. Source: (Joubert & Belle, 2013)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

10. Joubert J. & 

Belle J.V. 

2013 

-investigates a model 

that incorporates trust 

and risk factors to 

explore adoption of M-

commerce 

Objectives: Personal 

characteristics and 

influence the perceived 

trustworthiness of the 

vendor, technology and 

institutional framework 

 

 

 

 

 

 

Hypothesis: perceived 

trust influences the 

intention to use mobile 

commerce services 

Independent: perceived 

of trust 

Dependent: intention of 

use  

 

-Questionnaire 

-Interview 

Primary: 

questionnaire 

Secondary: 

research studies  

-Systems Trust was 

found to be a strong 

influence on intention 

to adopt 

-compatibility and 

image were also 

important indicator of 

intentions to adopt M-

commerce 

-future research can 

considered late adopters  

-focus on specific m-

commerce service that are 

regarded as more risky. For 

example mobile banking 

 

Research 

Title 

Sampling 

The role of 

trust and risk 

in Mobile 

Commerce 

adoption 

within South 

Africa 

-approximately 

500 call center 

agents of two 

largest mobile 

telecommunicati

ons company 

-early adopters 
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Table 2.11 A conceptual framework on mobile commerce acceptance and usage among Malaysian consumers: the influence of location, privacy, 
trust and purchasing power. Source: (Sreenivasan & Noor, 2010)  

NO Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

11. Sreenivasan 

J. ＆ Noor 

M. N. 2010 

-to understand the 

behavior of Malaysia 

consumers related to 

location, privacy, trust 

and purchasing power. 

 

Objectives: To identify 

Malaysian consumers’ 

beliefs concerning the 

effects of discovery, use 

and redistribution of 

location information on 

personal privacy and 

trust 

 

-to determine the effects 

of information privacy 

sensitivity towards 

consumers’ willingness 

to indulge in m-

commerce 

 

-to determine the effect 

of consumers’ 

purchasing power 

towards creating the 

intention to accept m-

commerce 

Hypothesis: 

performance 

expectancy will have a 

significant positive 

effect on consumer 

intention to use m-

commerce for the 

purchase of products 

and service 

Independent: 

performance 

expectancy  

Dependent: intention to 

use 

-Questionnaire 

-Interview 

Primary: 

questionnaire 

Secondary: 

research studies  

-limited of marketers 

using this new 

marketing method. 

-potential of m-

commerce is very well 

untapped and able to 

receive greater 

attention if it is well 

tailored and 

communicated as 

indicated by developed 

countries. 

-extend to understand 

better Malaysian 

consumer’s behavior craft 

the mobile commerce 

marketing. 

Research 

Title 

Sampling 

A conceptual 

framework 

on mobile 

commerce 

acceptance 

and usage 

among 

Malaysian 

consumers: 

the influence 

of location, 

privacy, trust 

and 

purchasing 

power  

-postgraduate 

and 

undergraduate 

students from 

various major 

universities in 

Malaysia to 

respond to the 

questionnaires. 
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Table 2.12 Benefits and drawbacks of M-commerce in India: A review. Source: (Gupta & Vyss, 2014)  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

12. Gupta S. & 

Vyss A. 2014 

-Identify factors 

affecting the adoption of 

M-commerce. 

Objectives: To find out 

what are the benefits are 

of M-commerce in India. 

-To find out what 

hurdles are going to face 

by M-commerce 

industry in India. 

-To find out the 

spectrum of M-

commerce in India and 

‘How’ it can be enlarged 

or grown. 

-To find out how M-

commerce makes life 

easy in today’s world? 

 

 

Hypothesis: benefits 

and drawbacks factors 

affecting the adoption 

of M-commerce 

Independent: benefits 

and drawbacks 

Dependent: attitude 

towards M-commerce 

 

-Questionnaire 

-Interview 

Primary: 

questionnaire 

 

Secondary: 

research studies  

-M-commerce is new 

industry in India. 

-mobile networking is 

not accessible to entire 

population. 

-Industries see an 

astounding rate of 

growth such as 

changing youth’s 

perception, growth of 

financial area 

-smart phone buyers 

are increasing 

-Indian Government 

should take necessary steps 

to enhance growth factors 

like building of 

infrastructure to internet 

connectivity, provide 

awareness and literate 

more people for English 

language and M-commerce 

usage. 

-rules and regulations 

should also liberalized for 

enhancing m-commerce 

industry 

 

Research 

Title 

Sampling 

Benefits and 

drawbacks of 

M-commerce 

in India: A 

review  

-question 

remains to 

growth ability 

of medium and 

small scale E-

commerce 

companies 
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Table 2.13 Practice Mobile marketing: pivotal factors in converting smartphone conveyed mobile marketing communication into m-commerce 
product sale on the Danish market. Source: (Laustsen, 2012) 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

13. Laustsen H. 

2012 

Mobile marketing 

practitioner (sender) and 

digital consumer 

(receiver) perspectives, 

what are then pivotal 

factors for converting a 

smart phone conveyed 

mobile marketing 

communication effort 

into a product sale via 

the smart phone on the 

Danish market and from 

this, what are the 

strategic 

recommendations when 

implementing mobile 

marketing. 

Objectives: identifying 

the pivotal factors, 

combining existing 

theory, knowledge and 

consumer 

attitude/behavior. 

Hypothesis: pivotal 

factors converting 

smart phone conveyed 

mobile marketing 

communication effort 

Independent: mobile 

marketing 

Dependent: pivotal 

factors  

 

-Questionnaire 

-Semi-

structured 

Interview  

Primary: 

questionnaire, 

interview 

 

Secondary: 

research studies  

-trustworthiness 

established as primary 

pivotal factor for 

attracting new mobile 

consumers 

-innovation stresses the 

necessity of iterative 

exploitation of the 

present smart phone 

technologies to 

facilitate convenient 

user experiences to 

mobile marketing and 

m-commerce 

-personalized mobile 

marketing 

communication the 

primary consumer 

factors of time cost, 

accessibility and 

perceived urgency are 

also considered. 

-extend the present 

research to the conduction 

of focus group interviews. 

-Investigating tactical 

examples of best practice 

factors pivotal to obtaining 

positive consumer attitudes 

and behavior towards 

mobile marketing and m-

commerce 

-narrow the investigation 

scope further and focus on 

each line of business 

individually   

 

Research 

Title 

Sampling 

Practice 

Mobile 

marketing: 

pivotal 

factors in 

converting 

smartphone 

conveyed 

mobile 

marketing 

communicati

on into m-

commerce 

product sale 

on the Danish 

market 

-collected from 

practitioners and 

consumers on 

the Danish 

mobile 

marketing and 

m-commerce 

market 

-representatives 

from small, 

medium, large 

enterprises set 

as primary 

selection 
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Table 2.14 Challenges and success factors in mobile commerce customer relationships management: A systematic literature review protocol. 

Source: (Ullah & khan, 2012) 

 

 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

14. Ullah M. & khan 

S.U. 2012 

Factors faced by m-

commerce vendor in 

building and 

strengthen of 

relationship with 

customer 

Objectives: 

identification of the 

challenges and 

success factors faced 

by m-commerce 

vendors in building 

and strengthening of 

relationships with 

customers 

 

Hypothesis: factors of 

the challenges for m-

commerce in building 

relationship with 

customer 

Independent: factor 

of challenges 

Dependent: 

relationship with 

customer 

 

-Questionnaire 

  

Primary: 

questionnaire 

Secondary: 

publications  

  

Research Title Sampling 

Challenges and 

success factors in 

mobile commerce 

customer 

relationships 

management: A 

systematic literature 

review protocol 

 

-vendors 
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Table 2.15 Mobile Comminication n Retail: A look at the opportunities provided by mobile commerce in the retail industry. Source: (GSMA, 
2013) 

 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

15. GSMA 2013 -how mobile operators 

can deliver value added 

services, content and 

resources to support 

retailers and town 

canters 

Objectives: explores the 

development of m-

commerce 

-the challenges faced by 

the policy makers 

-barriers to broader 

adoption of m-

commerce by retailers  

 

 

Hypothesis: factors 

influence consumer 

make decisions 

Independent: consumer 

make decision 

Dependent: ease of use 

and convenient to use 

 

-Questionnaire 

-Interview 

Primary: 

questionnaire 

 

Secondary: 

research studies  

-build relationship with 

forward thinking 

retailers to hone a 

broad m-commerce 

proposition that can 

ultimately support the 

entire consumer 

journey 

-work with loyalty 

providers to support 

redemption of loyalty 

points 

-leverage government 

led initiatives to 

support digital services  

-develop nest practice 

business references for 

adoption 

-work with regional teams 

to understand the needs 

and requirements from the 

mobile operators and to 

support them in the best 

practice implementation 

Research 

Title 

Sampling 

Mobile 

Commerce in 

Retail: a look 

at the 

opportunities 

provided by 

mobile 

commerce in 

the retail 

industry 

consumers 
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Table 2.16 The adoption of mobile commerce service among employed mobile phone users in Bangladesh: self-efficacy as a moderator. Source: 
(Islam et. Al, 2011) 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

16. Islam Md.A, 

Khan Md. A, 

Ramayah T. 

& Hossain 

Md. M. 2011 

Objectives: Examine 

awareness and 

knowledge, convenience 

of mobile devices and 

WAP/GPRS enabled 

handsets, pricing and 

cost, security and 

privacy, rich and fast 

information and 

perceived usefulness 

have any influence on 

the adoption of m-

commerce among 

Bangladesh-Dhaka and 

Chittagong 

 

 

Hypothesis: factors 

influence adoption of 

m-commerce 

Independent: pricing 

and cost, security and 

privacy, rich and fast 

information and 

perceived usefulness 

Dependent: influence 

on the adoption of m-

commerce 

 

-Questionnaire 

-Interview 

Primary: 

questionnaire 

 

Secondary: 

research studies  

-Awareness and 

Knowledge of M-

commerce services is 

not an important factor 

in the context of 

adoption of 

M-commerce services 

among employed 

mobile phone users in 

Bangladesh. 

-the convenience of 

mobile and 

WAP/GPRS enabled 

devices does not have a 

significant impact 

towards the adoption of 

M-commerce services 

-the pricing and cost is 

a significant factor of 

the adoption of M-

commerce 

-look at more related 

constructs to 

form a more 

comprehensive picture of 

the adoption of M-

commerce services in 

Bangladesh 

-researchers can also 

attempt to investigate 

the moderating effects of 

different age groups of the 

user on the M-commerce 

adoption in Bangladesh 

Research 

Title 

Sampling 

The adoption 

of mobile 

commerce 

service 

among 

employed 

mobile phone 

users in 

Bangladesh: 

self-efficacy 

as a 

moderator 

Consumer 

among 

Bangladesh-

Dhaka and 

Chittagong 
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Table 2.17 Mobile commerce adoption: end user/ customer view. Source: (Petrova, 2004) 
 

  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

17. Petrova K. 

2004 

Objectives: Examine 

awareness and 

knowledge, convenience 

of mobile devices and 

WAP/GPRS enabled 

handsets, pricing and 

cost, security and 

privacy, rich and fast 

information and 

perceived usefulness 

have any influence on 

the adoption of m-

commerce among 

Bangladesh-Dhaka and 

Chittagong 

 

 

 

 

Hypothesis: factors 

influence adoption of 

m-commerce 

Independent: pricing 

and costs, social 

factors, mobility 

factors 

Dependent: influence 

on the adoption of m-

commerce 

 

-Questionnaire 

-Interview 

Primary: 

questionnaire 

 

Secondary: 

research studies  

  

Research 

Title 

Sampling 

Mobile 

commerce 

adoption: end 

user/ 

customer 

view 

Consumer using 

m-commerce 
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Table 2.18 The adoption of advanced mobile commerce services by individuals: investigating the impact of the interaction between the consumer 

and the mobile service provided. Source: (Salim, 2009) 

  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

18. Salim A. Y. 

2009 

Objectives: impact 

between consumer and 

mobile service provider 

on the adoption of 

advanced mobile 

commerce service by 

existing consumers of 

mobile technology 

Questions: what is the 

importance of the 

interaction between the 

consumer and the 

mobile service provider 

in the adoption of m-

commerce where the 

consumer is an existing 

user of mobile 

technology? 

 

 

Hypothesis: 

consumer’s perception 

of the social influence 

consumer’s attitude 

towards the adoption of 

mobile service 

Independent: 

perception of the social 

influence  

Dependent: influence 

consumer attitude on 

the adoption of m-

commerce 

 

-Questionnaire 

-Interview 

Primary: 

questionnaire, 

interview 

 

Secondary: 

research studies  

-useful insights to 

practice about how to 

enhance a consumer’s  

perceptions of the 

value of adoption 

incentives offered by a 

mobile service provider 

 

-re-examining the research 

model and hypotheses in 

various business-to-

consumer (B2C) and 

business-to-business 

(B2B) 

Contexts would help to 

assess the validity of the 

findings of this study and 

also provide new Insights 

to other research areas of 

interest insights. 

Research 

Title 

Sampling 

The adoption 

of advanced 

mobile 

commerce 

services by 

individuals: 

investigating 

the impact of 

the 

interaction 

between the 

consumer and 

the mobile 

service 

provided 

-face-to-face 

interview with 

mobile phone 

users were 

conducted 

-population of 

mobile phone 

users in 

Australia 
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Table 2.19 Impact of mobile commerce: benefits, technological and strategic issues and implementation. Source: (Kim, 2006) 

 

 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

19 Kim S.H. 

2006 

Objectives: four main 

issues that affect the 

industry and 

implementation of this 

technology and it’s 

benefits 

 

 

 

 

 

 

 

 

 

Hypothesis: factors 

influence consumer 

make decisions 

Independent: 

measurement, security, 

competition and 

standardization issues 

Dependent: strategic 

implementation that 

affects mobile 

commerce 

 

-Questionnaire 

-Interview 

Primary: 

questionnaire 

 

Secondary: 

research studies  

-ensure interoperability 

for many business 

because it save time in 

communication and 

reduce cost of the 

workforce and 

operational 

management. 

-high competition, 

therefore firms should 

consider managerial 

and technological plans 

that will play a crucial 

role in order to be more 

competitive. 

 

--e-commerce business 

have high security control 

counter plans in form of 

processes, technology and 

organizations that can be 

implemented to eliminate 

and reduce security risks. Research 

Title 

Sampling 

Impact of 

mobile 

commerce: 

benefits, 

technological 

and strategic 

issues and 

implementati

on 

 

 

 

consumers 
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Table 2.20 Mobile Commerce Innovation in the Airline Sector: An Investigation of Mobile Services Acceptance in Saudi Arabia. Source: 
(Mohammed, 2014) 
 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

20. Mohammed 

A. A. 2014 

Objectives: 
To investigate, and if 

possible to develop, a 

conceptual framework 

for mobile commerce 

adoption and the 

associated Saudi 

consumer characteristics 

in the airline sector. 

  

ii. To investigate the 

differences of the 

demographics on 

behavioral intention to 

adopt mobile service 

technology.  

 

iii. To empirically 

identify the factors 

affecting behavioral 

intention of customer 

acceptance of mobile 

services during their 

travel process.  
 

 

Hypothesis: 

consumer’s perception 

of the social influence 

consumer’s attitude 

towards the adoption of 

mobile service 

 

Independent: 

perception of the social 

influence  

Dependent: influence 

consumer attitude on 

the adoption of m-

commerce 

-Questionnaire 

-Interview 

Primary: 

questionnaire, 

interview 

 

Secondary: 

research studies  

-useful insights to 

practice about how to 

enhance a consumer’s  

perceptions of the 

value of adoption 

incentives offered by a 

mobile service provider 

 

-re-examining the research 

model 

and hypotheses in various 

business-to-consumer 

(B2C) and business-to-

business (B2B) 

contexts would help to 

assess the validity of the 

findings of this study and 

also provide new 

Insights to other research 

areas of interest insights. 

Research 

Title 

Sampling 

Mobile 

Commerce 

Innovation in 

the Airline 

Sector:  

An 

Investigation 

of Mobile 

Services 

Acceptance 

in Saudi 

Arabia  

-face-to-face 

interview with 

mobile phone 

users were 

conducted 

-population of 

mobile phone 

users in 

Australia 
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Table 2.21 Exploring Factors Affecting Mobile Commerce B2C Adoption in Iran. Source: (Saneifard, 2009) 
  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

21.. Saneifard R. 

2009 

- to identify distinctive 

driving forces of 

emergence of mobile 

commerce. 

-to provide the better 

understanding of the 

readiness level of 

Iranians toward use of 

the mobile commerce 

and factors affecting the 

adoption of mobile  

commerce in Iran 

 

 

 

 

 

H1. Perceived ease of use 

has a direct effect on 

perceived usefulness.  

H2. Perceived usefulness 

has a direct effect on 

attitude toward use.  

H3. Innovativeness has a 

direct effect on behavioral 

intention.  

H4. Perceived risk has a 

negative direct effect on 

attitude toward use.  

H5.Cost has a negative 

direct effect on attitude 

toward use.  

H6. Compatibility has a 

direct effect on perceived 

usefulness.  

H7. Compatibility has a 

direct effect on attitude 

toward use.  

-qualitative 

-primary 

research 

 

 -Questionnaire 

Design 

-Relationships between 

TAM elements have 

been evaluated 

-Attitude toward use 

and compatibility 

appeared to be the most 

predictors and derivers 

of intention to adopt 

mobile commerce and 

individual innovation 

needs to be considered 

as the driving forces of 

Intention to adopt. 

 

- identify the change in 

user reaction  over time to 

understand the adoption 

factors affecting the 

intention to adopt and 

actual  use after adoption 

in different time period 
Research 

Title 

Sampling 

Exploring 

Factors 

Affecting 

Mobile 

Commerce 

B2C 

Adoption in 

Iran 

-Iranian mobile 

subscribes of 

three service 

providers which 

currently exist 

in Iran, namely, 

MCI, Irancell 

and Taliya 
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Table 2.22 Mobile telecommunication networks and mobile commerce towards its applications in Chinese market. Source: (Li, 2008) 

  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

22. Li Q. 2008 -Probing and analyzing 

the China mobile market 

to find the situation of 

mobile commerce 

development: This 

includes the mobile 

network infrastructure, 

mobile network 

operators, offered 

services and 

applications, mobile 

commerce revenue 

structure, and mobile 

user behavior. 

-Proposing the new data 

services and applications 

driven by 3G 

technologies. More 

emphasis is on the 

services based on 

location for both 

individual and enterprise 

 -qualitative 

-primary 

research 

 

 -Questionnaire 

Design 

-mobile commerce 

acting as a ubiquitous 

service beyond low-

end voice and data 

services is its ability to 

host rich contents and 

services. 

-China's TD-SCDMA 

will be as a prerequisite 

for 3G licenses even 

though mobile network 

operators prefer widely 

used W-CDMA or 

cdma-2000 

technologies. 

-Mobile commerce has 

been launched for years in 

the world. Except Japan's 

NTT DoCoMo, though 

mobile commerce does 

achieve progresses as 

general, it is not so excited 

as many expected. Success 

of mobile commerce 

depends on many factors 

and is still a long road 

ahead. In China, there are 

many things need to be 

done to boost mobile 

commerce. Increasing the 

number of valuable users 

for 30 services is still a 

tough mission that mobile 

service providers have to 

reach. 

Research 

Title 

Sampling 

Mobile 

telecommuni

cation 

networks and 

mobile 

commerce 

towards its 

applications 

in Chinese 

market 

-Chinese market 

In china 
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Table 2.23 Purchasing Processes in Mobile and Tablet Commerce. Source: (Siesenop, 2012) 

 
  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

23.. Siesenop C. 

2012 

- to examine consumer  

behavior  within  

mobile commerce with 

the goal of establishing a 

detailed micro model of 

a purchasing process. 

- taking into account the 

researcher’s origin, the 

German market was 

chosen.  results  will  

be  most  helpful  in  

building  theories  and  

practical  plans in this 

geographical region. 

 

 

 

 

 -qualitative 

-primary 

research 

 

 -Questionnaire 

Design 

- M-commerce   

customers were   

influenced by   their 

urban surroundings and 

the culture that comes 

with it. 

-basically all 

respondents seemed 

highly involved in the 

topic of mobile 

applications, the 

influence on the 

purchasing process 

could not be researched 

 

 

 

-deserves focus is the 

detailed impact of 

marketing activities on the 

purchasing process 

-researchers  should  

widen their focus to  non-

users to more  holistically 

understand  m-commerce 

consumer  behavior and 

to give more accurate 

advice  to marketers  

Research 

Title 

Sampling 

Purchasing 

Processes in 

Mobile and 

Tablet 

Commerce 

-interview  

participants  

were recruited 

from pools of  

lead users 

smartphone and 

iPad online 

forum users 
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Table 2.24 Analysis of J2ME™ for developing Mobile Payment System. Source: (Cervera, 2002) 

 
  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

24.. Cervera A. 

2002 

-describe the market, 

technologies and 

fundamental aspects of 

mobile payment systems 

-escribe a set of critical 

success factors (CSFs) 

and example of 

requirements. 

-Comparisons to existing 

systems and 

technologies are made 

during the analysis and 

the strengths and 

weaknesses of J2ME™ 

are described. 

 

 

 -interview 

-qualitative data 

 

-collecting the 

interviewed data 

from managers 

from mobile 

phone industry 

-There are no 

acceptable deployment 

facilities for a payment 

MIDlet (with MIDP 1.0 

and WAP 1.0) at the 

present, because this 

action requires the user 

to enter a URL to fetch 

the MIDlet. 

-Second easy initiation 

of m-payments is not 

generally available 

either. The JSR120 

(Wireless API), which 

supports SMS, is 

available but not 

generally implemented 

in all phones. 

 

 

 

Research 

Title 

Sampling 

Analysis of 

J2ME™ for 

developing  

Mobile 

Payment 

Systems 

-mobile operator 

-consultancy 

agency 

-mobile phone 

manufacturer 

-internet 

payment 

gateway 

provider 
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Table 2.25 Authorizing M-commerce with location. Source: (Hayhurst, 2014) 

 

  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

25. Hayhurst J. 

2014 

 

-Provide a thorough 

review of how location 

is determined on a 

Smartphone and the 

enabling technologies. 

Identify the challenges 

in determining location.  

-Investigate the state of 

the arousing smartphone 

location as a means to 

authorize mobile 

services 

-Locking down 

groupings of mobile 

commerce transactions 

is not presently 

considered 

H1: Restricting mobile 

e-services using device 

location negatively 

affects the task 

technology fit. 

-H2: Embedding 

location-aware 

Authorization within 

existing mobile 

banking services makes 

it a better technology 

fit. 

H3: Previous exposure 

to fraud makes 

location- aware 

authorization better 

performance 

expectancy. 

 

H4 Later Majority user 

types find location-

aware services increase 

the Effort Expectancy. 

-interview 

-qualitative data 

-using the open 

source survey 

tool called Lime 

Survey 

-case study will 

be created from 

a subset of the 

people surveyed 

-Questionnaires 

and 

observations 

will be carried 

out and the 

results will be  

concluded in the 

report 

-The results showed 

significant interest in 

using location-based 

authorization but only 

if it was within their 

banking applications.  

-The security offered 

by this approach 

outweighed the privacy 

concerns the users may 

have. 

-This demonstrates and 

justifies the need to 

develop an application 

framework to support 

location-based 

authorization 

-An understanding of how 

banks use metadata to 

verify identity will be 

required   

In order to understand 

issues like query load time 

to ensure that the location-

based metadata from the 

location-based application 

works at the time of 

transactions checking. 

Research 

Title 

Sampling 

Authorizing 

M-commerce 

with location 

-UK adults with 

smartphone 
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Table 2.26 Diffusion of the Adoption of Online Retailing in Saudi Arabia. Source: (Alghamdi, 2012) 

 
  

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

26. Alghamdi 

R.A. 2012 

- Critically review  the 

literature in the  area of 

e-commerce  in general 

and e-commerce and 

online retailing in  

Saudi Arabia in more 

detail 

-Interviewing retailers  

from companies at  

different levels of  

maturity, investigate  

the factors that influence 

Saudi  retailers’ 

decision on  whether to 

adopt or  not to adopt 

e-commerce and  in  

particular allow the 

interviews to be  broad 

enough to  allow 

factors of all  kinds, not 

just environmental, to 

surface. 

- relative advantage 

-compatibility 

-complexity 

-trial ability 

-observability 

-interview 

-qualitative data 

 

-face to face 

interview 

- The outcomes 

brought out differences 

between the four stages 

in relation to consumer 

and organization 

factors while showing 

that there was 

agreement in relation to 

environment factors. 

- The study of retailers 

at different stages of e-

commerce maturity is 

invaluable in 

suggesting what could 

be done to increase the 

likelihood of other 

company’s increasing 

their stage of e-

commerce maturity 

- a more detailed study 

focusing on the retailers  

in the higher stages could 

be very useful 

- may be useful to consider 

another study covering a 

sample of online shoppers 

in  Saudi Arabia to  

provide retailers with 

detailed, objective, 

information about online 

consumers’ behaviors  

Research 

Title 

Sampling 

Diffusion of 

the Adoption 

of Online 

Retailing in 

Saudi Arabia 

-interview 16 

manager and 

owners from 

various industry 
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Table 2.27 Adoption of Mobile Commerce: A Confidence Model. Source: (Khalifa et. Al, 2012) 

 

 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

27. Khalifa M, 

Cheng 

S.K.N, & 

Shen K.N. 

2012 

Most  prior  research 

considers  m-commerce 

as a  subset  of IT  

applications  and  

applied  behavioral  

models  to  investigate  

its adoption,  such  as  

the  technology  

acceptance  model  

(TAM)  of Davis , 

Triandis’ model  and 

the theory of planned 

behavior  (TPB) of 

Ajzen 

 

- particular  interest  

to  this  study  is 

attitude confidence 

which refers to the level 

of certainty of an  

individual in his/her 

attitude, reflecting the 

degree of conviction or 

certainty with which a 

belief or attitude is held 

H1-Attitude   

confidence  with   

m-commerce 

moderates positively 

the relationship 

between attitude 

towards m-commerce 

and intention to adopt 

m-commerce 

-H2- The individual’s   

exposure of   m-

commerce  has   a 

positive  effect  on  

his/her  level  of  

attitude  confidence 

with m-commerce 

H3- The individual’s 

trial of m-commerce 

has a positive effect on 

his/her level of 

exposure to m-

commerce. 

-interview  

-questionnaire 

 - demonstrate that 

depending on the level 

of confidence of an 

individual’s attitude 

towards m-commerce, 

the strength of the 

relationship between 

attitude and intention 

can vary considerably. 

- extending the prior 

research on exposure 

effect, the study 

confirm the positive 

role of exposure in 

intention formation and 

reveal the theoretical 

underpinning of its 

impact. 

 

- focusing the direction 

around the attributes of the 

information received by an 

individual, such as what 

type of information is the 

individual being exposed 

to, how frequent is the 

information exposed to the 

individual, the  
presentation format and 

quality of the information 

at the time it is being 

exposed to the individual, 

and etc. 

- more  research  is  

necessary  to  examine  

different demographic,  

economic  and  cultural  

groups. 

Research 

Title 

Sampling 

Adoption of 

Mobile 

Commerce: A 

Confidence 

Model 

 

 

 

 

- conducted   

with   part-

time   MBA 

students  who  

had  full-time  

job 

- screened the 

students to 

identify those 

who had mobile 

phones but had 

not adopted m-

commerce yet, 

and distributed 

the survey to the 

non-adopters. 
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Table 2.28 Adoption and Evaluation of Mobile Commerce in Chile. Source: (Kini, 2009) 

 

 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

28. Kini 

R.B.2009 

-in planning for Chile 

recognizes as digital 

literacy and self-efficacy 

in the use of technology 

are critical yet the 

biggest challenge. 

-many reports show less 

than 15% of businesses 

and consumers indicated 

using e-commerce 

-the need for 

understanding the 

reasons for this slow 

adoption is important, 

yet there have been a 

few localized and 

comparative studies 

regarding mobile and 

electronic commerce 

adoption and use among 

Chileans. 

- early adopters of m-

commerce 

-high levels of income 

and upper economy 

class 

-differences in the 

usage between 

desktops and mobile 

internet capable 

devices 

-reasons for using 

mobile devices, the 

problem faced by users 

in using mobile devices 

and improvements 

necessary in the mobile 

devices and services 

for increased usage 

-questionnaires 

was translated 

in to Spanish  

 

 -Chileans are highly 

network ready and are 

adapt at downloading 

many ringtones per 

year into their cell 

phones 

-respondents in this 

study are familiar with 

the technology and 

applications, yet have 

not transformed 

themselves to be 

appreciative and 

innovative users of 

mobile technology to 

leverage the 

everywhere and always 

available feature of the 

mobile technology 

 

Research 

Title 

Sampling 

Adoption and 

Evaluation of 

Mobile 

Commerce in 

Chile 

 

 

 

 

-Distributed to 

MBA students 

in Santiago, 

Chile 

-full time 

students 
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Table 2.29 The Adoption of Mobile Commerce Service among Employed Mobile Phone Users in Bangladesh: Self-efficacy as A Moderator. 
Source: (Aminul et. Al, 2011) 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

29. Aminul M, 

Khan M.A, 

Ramayah T, 

& Hossain 

M. M. 2011 

- The M-commerce 

service providers in 

Bangladesh lack a clear 

direction toward 

understanding the 

factors affecting the 

adoption of M-

commerce. 

- to explore the factors 

that influence the 

adoption of M-

commerce services 

among mobile users in  

Bangladesh. 

 

 

H1: Consumers with a 

high awareness and 

knowledge of M-

commerce services will 

be more likely to adopt 

M-commerce services. 

H2: Convenience of 

mobile and 

WAP/GPRS enabled 

devices will increase 

the likelihood of 

consumer adoption of 

M-commerce services. 

H3: The lower the cost 

and pricing of using M-

commerce service the 

more likely the services 

will be adopted. 

H4: The lower the 

perceived risk from 

security issues of using 

mobile commerce 

services the more likely 

the service will be 

adopted. 

-pilot test 

 

-questionnaire 

- 40 responses 

were received 

for the pilot test. 

 

- Awareness and 

Knowledge of M-

commerce services is 

not an important factor 

in the context of 

adoption of M-

commerce services 

among employed 

mobile phone users in 

Bangladesh 

- A significant finding 

of this study is that the 

convenience of mobile 

and WAP/GPRS 

enabled devices does 

not have a significant 

impact. 

 

- future studies may also 

include more moderating 

and/or mediating 

constructs to the model 

presented in this paper. 

- can examine whether the 

gender difference has any 

significant influence on the 

M-commerce adoption 

level 

- investigate the 

moderating effects of 

different age groups of the 

user on the M-commerce 

adoption in Bangladesh. 

- A significant finding of 

this study is that the 

convenience of mobile and 

WAP/GPRS enabled 

devices does not have a 

significant impact. 

Research 

Title 

Sampling 

The Adoption 

of Mobile 

Commerce 

Service 

among 

Employed 

Mobile 

Phone Users 

in 

Bangladesh: 

Self-efficacy 

as A 

Moderator 

- The survey 

was 

administered to 

various working 

segments in 

Dhaka and 

Chittagong 

- Participants 

were chosen at 

random 
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Table 2.30 Analysis of Determinants of M-Commerce Adoption by Online Consumers. Source: (Gitau & Nzuki, 2014) 

 

NO  Author, Year Research Problem Variables Research 

Methods 

Data Collection Findings Areas of further studies 

30. Gitau L, 

Nzuki D. 

2014 

- the level of m-

commerce adoption is 

low compared to the  

mobile  devices 

penetration. 

- to determine the 

factors influencing  the 

adoption of  M-

commerce by online 

users 

- significant effect of 

Perceived Usefulness 

on adoption intention 

 

- Perceived Ease of Use 

 

-perceived cost has  

been identified as an  

important determinant 

for consumers to 

decide whether to 

adopt M-commerce or 

not 

 

- Personal 

Innovativeness is the  

willingness of an  

individual to try  out  

any new information  

system 

- Demographic 

Variables 

- Perceived Trust 

- Social Influence as a 

predictor of the 

adoption  of  m-

commerce 

  - trust is much  more 

significant  than the 

other  constructs; this  

implies that trust  

building between the 

customers and vendors 

should be a major 

concern for the mobile 

service providers while 

improving the 

usefulness of the 

system which  in turn 

will impact positively 

on the adoption of m-

commerce 

- Perceived cost is also 

an important factor the 

creative promotional 

and pricing strategies, 

including cost 

reduction should be 

implemented to attract 

more price-conscious  

-  Adoption of m-

commerce might be 

influenced by the services 

provided by the mobile 

service subscribers 

- focus on a comparative 

study to investigate if there 

are any differences in the 

adoption of m-commerce 

between the different 

mobile service providers. 

- do a comparison of  the 

prices offered by  these 

different  mobile service  

providers and see if the 

providers with lower m-

commerce service fees will 

actually have a higher 

adoption of the technology. 

 

Research 

Title 

Sampling 

Analysis of 

Determinants 

of M-

Commerce 

Adoption by 

Online 

Consumers 
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2.11  IDENTIFICATION OF RESEARCH GAP 

 Based on the above, this research endeavors to fill the important gap in the 

literature by focusing on the reaction of the organizations towards the impact of 

consumer acceptance of M-commerce in China. In particular, this study investigates the 

factors that consumer’s acceptance toward M-commerce services and how consumers’ 

perception of the value of adoption incentives offered by the organizations affects their 

acceptance towards M-commerce services in China. 

Firstly, this study considers the influence of the quality of the organizations on 

their attitudes towards accepting M-commerce services in China, which proposition that 

the acceptance of what is offered by the organizations or business is highly dependent 

on the nature of the organization or business in the offering and how the receiver thinks 

of both the business and the nature of their relationship. 

This suggestion is fundamental to this study which examines how consumers’ 

perception of the nature of their relationship with the organization or the particular 

business affects their decision to adopt or refuse the offered from M-commerce in China. 

Specifically, this study examines the influence of the organization’s or business 

relationship quality, as perceived by consumer, on both their attitudes towards the 

adoption of M-commerce in China.  

Secondly, most M-commerce usually offered along with some kind of incentive, 

for example in cash voucher form, to motivate the adoption and acceptance of the 

service by consumers. As a result, continuing the same proposition that the value of 

what is offered affects consumer’s attitudes towards accepting the adoption of M-

commerce in China. The value that the consumer perceives is hypothesized where a 

consumer’s willingness to accept the incentive and adopt the service depends to the 

objective of the consumer when he or she feels that they had received the most value of 

the offer that the organization offered. In this investigation, the factor was named as the 

Perceived value of the Adoption Incentive (PVI).  

These two factors in this research will fill the important gap in the M-commerce 

adoption literature in China. The visions of this investigation will assist organization or 

businesses in China to design effective marketing strategies to raise the adoption rate of 

M-commerce service and lead to sales growth as well as customer royalty expansion in 

China. Moreover, studying these interactive factors with a combination of theoretica l 

bases from various research fields such as social science, marketing and information 



76 

 

systems, offers new ideas to fully explain the acceptance of M-commerce services by 

individuals in China. 

For instance, traditional adoption models were developed and applied primarily 

in workplace and organizational settings, yet now, the M-commerce services can occur 

in many contexts including work (received or replied work-related email anytime, even 

outside the office, ) social (connecting people from different area, expanding personal 

network connections) and personal (manage personal banking accounts, bills payment 

and tracking). Therefore these usage contexts require significant expansion of 

traditional technology theories. 

M-commerce also includes a wide range of applications and services that differ 

in terms of technical complexity (Salim, 2009). For example, traditional adoption 

involved SMS and MMS which can be quite simplistic compared to services like mobile 

stock trading, mobile buying and selling (taobao in China and Groupon in Malaysia) 

and also mobile banking (CIMB apps in Malaysia, etc.). In order to increase the M-

commerce market’s potential as well as generate projected revenues, existing mobile  

phone consumers must progress from being users of basic mobile commerce services 

to adopters and users of more advanced mobile services (Salim, 2009).  

Consequently, this investigation will enhances our understanding of the 

technology adoption process as it observes the effects of rational factors on the 

progressive adoption of M-commerce services by existing users in China. 

2.12  VARIABLES IN THE FRAMEWORK 

 A variable is anything that can take on differing or varying values where its 

value can differ at various times for the same object or person, or different objects or 

persons (Sekaran and Bougie, 2010). The three main types of variables are discussed as 

below. 

 

 

Figure 2.12: Variables in research framework 

According to table of previous research above, the existing literature on M-

commerce adoption has investigated the importance of many factors in various contexts. 

Some of these factors were adapted from traditional adoption theories and studies, such 

Independent Variable Dependent Variable 
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as perceived usefulness and perceived ease of use (Salim, 2009), while others are more 

specific on M-commerce mobility, perceived on social influence and security. These 

factors have been investigated more recently. 

2.12.1  Independent variable 

 Sekaran and Bougie (2010) believed that the variance in the dependent variable 

is accounted for by the independent variable. For example, with each unit of increase in 

the independent variable there will be an increase or decrease in the dependent variable. 

To determine this statement there are four following conditions need to meet. 

First, the independent and dependent variable should be convey where a change 

in dependent variable should be associated with a change in the independent variable. 

Second, there must be a time sequence in which the two occur where the cause must 

occur before the effect. Third, researcher should control the effects of the variables 

where no other factor should be possible to cause a change in the dependent variable. 

Lastly, a theory is conducted for explaining why the independent variable affects the 

dependent variable. 

Perceived usefulness, Perceived ease of use, Perceived relationship quality and 

Perceived value of the adoption incentive will be the independent variables of this study.   

Since M-commerce service are popularly used around our social environment, 

consumers’ perceptions, attitudes and behaviors are easily influenced by people around 

us. According to Salim (2009), social influence is the effect that others have on 

perceptions of the consumer toward the service. In Literature review above shows many 

studies have examined the impact of social influence on consumer acceptance of M-

commerce. For instance, in a study to examine the factors such as usefulness, trust, ease 

of use, cost, connectivity, security and perceived value that affect the consumer behavior 

intention towards M-Commerce in Vietnam (Le, 2010). Le (2010) found that perceived 

usefulness and ease of use are significant antecedents of the attitude to use M-commerce. 

Meanwhile Salim (2009) agrees that social influence for example usefulness, the ease 

of use and trust issues are significant determinants that affecting the intention to adopt. 

Many other studies have similarly investigated the impact of consumer-social factors 

on the impact of the M-commerce services. 

Therefore the existing literatures on consumer adoption and impact of M-

commerce have mainly focused on the interactions of consumer and the characterist ics 

of the services. Social influence has been frequently examined in the existing literatures 
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which influence the purpose or behavior to accept to the M-commerce. Yet, the service 

provider factor has been receiving more attention from researchers in order to 

investigate the importance of interaction between the two entities, while the 

organization also receives massive impact during the introduction of M-commerce. This 

has become the major motive for this study where will be focus more on the effects that 

M-commerce had led to the organizations. 

Siau et al. (2001) discussed the promises and challenges of mobile commerce 

and its impact on business environment, identifying four unique characteristics of 

mobile communication which differentiates it from traditional e-commerce. First, 

ubiquity, through mobile devices, business firms are able to contact customers at 

anyplace at any time. Second, personalization, as customers appreciate the ability to 

receive information that is relevant to their needs via mobile. Third, flexibility, where 

customers can still receive information while they are carrying out transactions. Fourth, 

dissemination, providing information to a large consumer population.  

Similarly, Clarke (2001) demonstrated that mobile commerce has four value 

proposition attributes over traditional e-commerce, as shown in figure below. These are 

convenience, personalization, ubiquity and localization.  

 

 

Figure 2.13: Mobile commerce value attributes. Source: (Clarke 2001)  

 

Moreover, Wang et al (2006) believe that delivering value-added, interactive and 

location-based features through mobile technology to customers is important for 

gaining a competitive place in the mobile market by strengthening relationships with 

customers. In addition, Lumpkin and Dess (2004) considered that value has been 
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enhanced by mobile technology as it becomes more convenient and efficient. Leung 

and Antypas (2001) suggested that business efficiency can be improved through mobile 

commerce by distributing information to the staff remotely and by presenting new 

channels on which to interact with customers.  

Anckar and d'Incau (2002), in their research into the value creation in mobile 

commerce, listed five different factors for wireless services which provide mobile value, 

as illustrated in figure below.  

 

 

Figure 2.14: Framework of the value creation in mobile commerce. Source: (Anckar 

and d'Incau, 2002).  

 

Anckar and d'Incau (2002) framework illustrated that time-critical needs and 

arrangements where immediate action is necessary or at least preferable. Spontaneous 

needs and decisions where plans are not important. Entertainment needs such as digita l 

music and games. Efficiency needs and ambitions, as customers nowadays are looking 

for more well-organized ways to do simple everyday activities, and as a timesaver for 

practical activities such as mobile banking and making travel reservations. Mobility-

related needs such as routing and tracking/pinpointing, roadside services, and location-

based services. 

A study conducted by Wei (2009) and colleagues aimed to practically test the 

factors that influence consumer intent ion to use mobile commerce in Malaysia. Five 
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factors were examined in this study: perceived usefulness, perceived ease-of-use, social 

influence, perceived cost, and trust. The sample size was 222 and multiple regression 

analysis and correlation were used to analyze the data. The results of this study indicated 

that perceived usefulness, social influence, perceived financial cost and trust are 

positively linked with consumer willingness to use m-commerce in Malaysia. Moreover, 

perceived ease of use and trust were found to have an irrelevant effect on consumer 

willingness to use m-commerce in Malaysia.  

Yang (2005), in his research, tried to study how Singaporeans are influenced to 

adopt the m-commerce. The study implements the technology acceptance model (TAM) 

to examine factors affecting Singaporeans attitudes toward emerging mobile technology 

and applications. 866 Singaporeans students were surveyed. The study reflects 

consumer perceived usefulness influence attitude toward using m-commerce. It is also 

found that consumer innovativeness, past adoption behavior, technology cluster 

adoption, age, and gender affect their adoption behavior. The majority of positive 

relationships between perceived usefulness, perceived ease of use, innovativeness, 

adoption behavior, and demographics are supported by the empirical data.  

Another study was conducted by Wu and Wang (2005) to investigate factors 

determined user mobile commerce acceptance in Taiwan. The proposed model was built 

on the extended Technology Acceptance Model (TAM) that integrates Innovation 

Diffusion Theory (IDT), perceived risk and cost into the TAM. The survey is completed 

by 310 respondents and the findings indicated that all variable except perceived ease of 

use significantly affected user’s behavioral intention. 

Davis (1989) proposed Technology Acceptance Model (TAM) to address why 

users accept or reject information technology. Up to now, TAM has received a great 

amount of attention. According to the statistic, more than 150 relevant articles using 

TAM have been published in the last two decades. 

The Technology Acceptance Model (TAM) was first proposed by Davis in 1989 

based on the theory of reasonable action (TRA) (Ajzen & Fishbein, 1980). TAM is 

intended to provide a conceptual model featuring a theoretic foundation and parsimony, 

to explain and predict the behavioral intention and practical behaviors of information 

technology users, based on the acceptance and use of information technology. Ajzen & 

Fishbein, (1980) stated that the theory of reasoned action (TRA) defines relationship 

between beliefs, attitude, intentions and behavior.  
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Figure 2.15: Theory of reasoned action (TRA). Source: (Ajzen & Fishbein, 1980) 

Table above shows the two constructs of the theory of reasoned action, attitude 

towards behavior refers to the degree to which a person has favorable or unfavorab le 

views of the behavior in question. Subjective norm refers to the perceived social 

pressure to perform, or not to perform the behavior.  

Based on the suggestions of previous studies, Davis (1989) presented two 

factors that determine user’s acceptance or rejection of information technology, namely 

perceived usefulness and perceived ease of use. Perceived usefulness is the degree to 

which a user believes that using the system will enhance his or her performance. 

Perceived ease of use is the degree to which the user believes that using the system will 

be free of effort. Users who perceive higher ease of use of a certain system think the 

system is easier to use, generating a positive attitude towards the adoption of the system. 

Moreover, perceived ease of use can strengthen perceived usefulness, while attitude and 

perceived usefulness have significantly positive effects on behavioral intention. 

Similar to the TRA, TAM suggests that antecedents that directly affect perceived 

usefulness and perceived ease of use, such as user’s personal attribute, system feature, 

and environmental variable, can be covered by an external variable. According to Davis 

(1989), a key purpose of the technology acceptance model is to offer an explanation for 

user behavior of computer acceptance, in general. Additionally, it provides a model that 

can predict user acceptance, so that the researchers and practitioners can recognize why 

a particular system may be unacceptable and follow appropriate corrective steps. 
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Therefore TAM has been used to predict users’ attitude to accept or adopt a variety of 

technologies and information systems, and has also recently been used to predict 

internet and mobile commerce adoption. 

It is argued that computer usage in the technology acceptance model (TAM), as 

presented in figure below, is determined by behavioral intention (BI), and behaviora l 

intention (BI) in turn is jointly determined by the person's attitude toward using the 

system (A) and perceived usefulness (U) (Davis, 1989).  

 

 

Figure 2.16: Technology acceptance model (TAM). Source: (Davis, 1989) 

 

Furthermore, Davis (1989) stated that the technology acceptance model (TAM) 

was developed to predict and explain the acceptance of computer technology by 

individuals. They also claimed that the adoption of an application by individuals is due 

to two reasons: the performance and the function of the new technology, and how easy 

or difficult the system is.  

Lin and Lu (2000) adopted TAM to study website usage, and found that TAM 

fully mediated usage behavior, even in the internet environment. Their findings indicate 

that TAM-related hypotheses were all supported: perceived ease of use has a stronger 

effect on attitude than perceived usefulness. Heijden (2003) explored factors that  

influence consumer’s attitude toward mobile commerce. Yang (2005) adopted TAM to 

study factors affecting Singaporeans’ attitudes toward mobile commerce. Luarn and Lin 

(2005) extended the applicability of the TAM to the context of mobile banking; their 

findings strongly supported the extended TAM in predicting users’ attitude to adopt 

mobile banking.  

Wu and Wang (2005) findings indicated that all variables except perceived ease 
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of use significantly affect users’ behavioral aattitude. Their research indicated that 

perceived usefulness, perceived ease of use are positively related to attitude. They also 

found that attitude is the most important factor on behavior intention for 3G services, 

followed by perceived ease of use and perceived usefulness. The direct effect of 

perceived usefulness on intention is not significant, but its indirect effect through 

attitude is significant. The basic TAM explains and predicts user attitude and usage by 

only two main constructs, perceived usefulness and perceived ease of use. 

Adoption of end-user services in mobile commerce may be treated as technology 

adoption. Several perspectives have been applied to understanding technology adoption 

from the individual end-user perspective. Among these is the TAM model of Davis 

(1989). In the TAM model, usefulness and ease of use affect users' attitudes towards 

mobile commerce. Expectations are communicated both through other users and 

through mass media. Two important lessons can be learned from prior studies using the 

TAM model when applying it to the adoption of mobile commerce. First, merely 

instrumental usefulness is insufficient to obtain widespread adoption of end- user 

services. Second, the divergence between communicated expectations and user 

perceptions may seriously affect end-users' long term attitudes towards these services 

and delay individual end-user adoption. 

2.12.1.1  Perceived Relationship Quality (PRQ)  

 Relationships between customer and organization is significant, building and 

maintaining good relationship is essential for the long term success and profitability of 

the organization (Salim, 2009). While attracting new customers, keeping existing 

customer royalty is equally important, where many organizations has been design 

special initiatives such as royalty cards and discounts in order to keep repeating 

customer return. 

Due to the competition in the industries, sustaining positive relationships with 

existing and potential customers is increasingly getting attention, as business depends 

on day-to-day transactions continuous and long-term to get profitability. Hence 

organization needs to adopt M-commerce as it has becoming popular to the society and 

it’s great marketing potential ability. 

Salim (2009) states that perceived relationship quality is the consumer 

perception of “the intangible aspects of relationships, over and above the core elements 

of the service, and thus adds value to the service when the interaction between the 
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consumer and service provider is ongoing (relational) rather than one-off 

(transactional).” 

From the definition above, it mentions that in perceived relationship quality, 

consumer perception adds value to the service as long as this relationship is ongoing, 

which shows that maintain long-term relationship and royalty with consumers is being 

stressed. In this research, the consumer via particular organization’s relationship quality  

will be measured as perceived by the customer point of view. 

 

Figure 2.17: the formation of the consumer’s Perceived Relationship Quality. Source: 

(Salim, 2009) 

The figure above shows the consumer’s individual experiences from his/her 

perception of the relationship quality with the organization. When the consumer passes 

from one experience to the next, it indicates that the consumer is repeating to the 

business or organization for the particular service. It also shows customer starting to 

build royalty with the organization or business from every experience passes to the next 

for a long period of time. These consumers will also provide feedback to the 

organization, whether is positive or negative but it will be the consumer’s overall 

perception to the particular service or goods provided by the organization or the 

particular business. 

Ongoing positive feedback are essential to the organization and business owners 

as it will bring many advantages to the organization with positive relationships between 

the consumer and business owner or the organization. Positive relationship is a kind of 

consumer royalty where it differentiates the organization’s products in the market, 

which creates barriers to customers switching behaviors. Having positive relationships 
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also trigger a strong marketing strategy- word-of-mouth. Satisfied customers will share 

their positive experience to their social networking especially families and friends, 

which will bring more transactions to the business. 

In the M-commerce market, it is highly technological and the success of the 

organization in delivering these technologies which are measure by the consumer 

acceptance and adoption of the service (Salim, 2009). Organization or business owners 

should interact more frequent with the customer through activities like deliver ing 

special promotions through the customer who subscribes to the M-commerce service, 

giving discounts vouchers in electronic form to encourage customers to try and use the 

M-commerce application to redeem it. After a period of time customer will start to be 

familiar with the application and builds consumer loyalty subsequently. 

Existing studies used various dimensions to measure the relationship quality 

based on the specific context and objectives of each study. For instance, Kumar, et al. 

(1995) examined trust, commitment, expectation of continuity, level of conflict and 

willingness to invest. Robert, et al. (2003) used trust, satisfaction, and commitment and 

affection conflict as the main dimension for evaluating relationship quality. Wray et al. 

(1994) also included customers’ trust in a salesperson and satisfaction in the overall 

relationship as its basic indicators. 

Therefore based on the wide review of existing scales for measuring relationship 

quality, RELQUAL scale (Robert, et al. 2003) will be chosen to suits for the objectives 

and context of this study. The RELQUAL table below is a likert-scale that designed to 

assist for evaluates the customers’ perceptions of the quality of their relationships with 

their service providers. Giving to the propositions of this study, these perceptions play 

a major role in influencing customers’ attitudes to accept or adopt mobile commerce 

services offered by the organizations. 

 

Table 2.31: The original RELQUAL scale items. Source: (Robert, et al. 2003) 

Relationship 

Quality 

Dimension 

RELQUAL Measures 

Trust in Firm 

Honesty 

 My service provider is trustworthy 

 My service provider is honest about problems 

Affection  Feel emotionally attached to my service provider 
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Commitment  Continue to deal with them because being associated 

with them 

Satisfaction  Delighted with the performance of service provider 

 Happy with service provider’s performance 

Affective Conflict  Annoyed with the service provided by service 

provider 

 Angry with the service provided by service provider 

 

Robert, et al. (2003) believed that there are many reason for RELQUAL scale 

to be suitable for measuring customer service provider relationship quality in previous 

study. First the scale is intended to measure the intangible aspects such as attitudes as 

opposed to the more tangible aspects such as service delivery and payments. This scale 

focus to the study which aims to measure the effects on perceived of relationship quality 

between customer and organization towards the attitude for accepting mobile commerce.  

2.12.1.2  Perceived Value of the Adoption Incentive (PVI) 

 When referring to the demand aspect of a business’s product or offer, customer 

value becomes the driver of the success of such a product or offer (Salim, 2009). The 

more value customer perceived in an offer, in product or service form, the more willing 

they are to accept or use it. In business point of view, customer value is the fundamenta l 

to securing a profitable position in a competitive market, as it creates day-to-day 

transactions for the business. So without customer value, marketing strategies might run 

a great risk of failure. 

Consumer perception of the adoption value of M-commerce can be influenced. 

First, the organization or business owners have to highlight and compare the advantages 

of using the particular M-commerce application with other alternatives. Second, 

attractive offer provide by organization or business owner will affect the customer’s 

value perception.  

For example, myteksi app. Every passenger who registered this app for the first 

time and actually try to use it, is eligible to experience to use the services with keying 

the promotion code “FIRST” to receive a RM15 discount for the first three service 

request. Besides the normal taxi service is provided, the organization application also 

provides ‘grab car’ services. With this offer, sometimes when passenger is unable to 

book a taxi then they might try to use ‘grab car’ service, if the first experience goes 
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satisfactory the chances of the passenger will continue to try the ‘grab car’ service will 

be higher. For new passenger who eligible to use three times with a RM15 promotion 

code has attracted consumer’s attention and while consumer try to use it and result with 

satisfaction then the value of the service is not just because the RM15 off from the bill 

for the first three times but is also the satisfaction that the customer perceived. Currently 

using ‘grab car’ services has become so ordinary in Kuala Lumpur and Selangor area, 

Malaysia, is a result of the successfulness of perceived of value from the customer point 

of view. 

According to Salim (2009), perceived value of the adoption incentive (PVI) is 

the consumer’s overall assessment of the utility derived from an adoption incentive 

offered by a company to promote a service, based on perceptions of what is received 

and what is given. Therefore it is believed that high perceived value becomes a 

condition for consumer acceptance of an adoption incentive. 

In addition, the theory of consumption values identifies five types of value that 

establish the overall consumer perceived value. Each of the values was classified based 

on the evidence from the earlier literature which conducted by the authors or other 

researchers of the theory. Table below illustrated the Perceptions of the Value of the 

Incentives (PVI) domain specification from the previous studies. 

 

Purpose of the construct 

 

 

To measure consumers’ overall perception of the value of the 

adoption incentive offered by mobile service providers 

alongside the actual service. This measurement helps to 

establish the impact of the construct on consumer’s attitude 

towards adoption mobile commerce services. 

 

Definition 

 

 

The consumer’s overall assessment of the utility derived 

from an adoption incentive offered by a company to promote 

a service, based on perceptions of what is received and what 

is given. 

 

List of Dimensions 

 

 

1. Functional Value 

2. Social Value 
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3. Emotional Value 

4. Epistemic Value 

Table 2.32: Perceptions of the value of the incentives (PVI) domain specification. 

Source: (Salim, 2009) 

 

Based on Salim’s (2009) quantitative and qualitative analysis, most items have 

filtered after the screening and validation stage from the interviewed process and Table 

7 shows the integration of findings which is retain or statement that can make 

improvements. 

 

Dimension 

 

No. 

 

Item 

Functional value 1 The incentive save me money 

2 The incentive is worth the price I am paying for 

3 The incentives gives me value-for-money 

Social value 4 Accepting this incentives enhances my social life 

5 Accepting this incentives makes me more accepted by 

others 

Emotional value 6 Accepting this incentives makes me feel satisfied 

7 Accepting this incentives makes me feel smart 

Epistemic value 8 This incentives allows me to try something new 

9 Accepting this incentive teaches me a lot 

Table 2.33: The integration of findings for PVI. Source: (Salim, 2009) 

2.12.1.3  Perceived Usefulness (PU) 

 Perceived usefulness (PU) is defined as the extent to which a person believes 

that using a particular system will enhance his or her job performance. There is 

extensive research in the IS that provides evidence of the significant effect of perceived 

usefulness on usage intention (Venkatesh & Morris, 2000). An individual evaluates the 

consequences of their behavior in terms of perceived usefulness and base their choice 

of behavior on the desirability of the perceived usefulness. Therefore, perceived 

usefulness will influence their attitude to accept and adopt mobile commerce, either 
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directly or indirectly. TAM posited that PU not only affects intention to use indirect ly 

through affecting attitude, but also affects intention to use directly. Davis (1989) defined 

PU as “the prospective user’s subjective probability that using a specific application 

system will increase his or her job performance within an organizational context”. 

Therefore, perceived usefulness in TAM model originally refers to job related 

productivity, performance, and effectiveness (Davis, 1989). PU was found as a major 

determinant of usage behavior and intention (Adams, 1992). Many empirical studies 

have consistently identified PU as a primary factor that influences IS use (David 1989). 

Besides, many researches reaffirmed that perceived usefulness is an important indicator 

for the technology acceptance (Davis, 1993) argue that TAM is appropriate for research 

areas in electronic commerce applications since electronic commerce is based on 

computer technology as scholars indicate that M-commerce is an extension of e-

commerce. 

2.12.1.4  Perceived Ease of Use (PEU) 

 Perceived ease of use is an individual’s assessment of the extent to which 

interaction with a specific information system or technology is free of mental effort. 

Perceived ease of use refers to the degree to which a user perceives that is easy to 

understand and use (Davis, 1989).The perceived ease of use for a system is defined as 

the degree to which an individual believes that using a particular technology will be free 

of effort. The results of many of the prior empirical studies have demonstrated that 

perceived ease of use has a positive correlation with behavioral intention, both directly 

(Davis, 1989). 

This construct is posited to influence behavioral intentions to use through two 

casual pathways: a direct effect as well as an indirect effect through perceived 

usefulness. A few empirical studies tested ease of use as a predominant determinant 

tested ease of use as predominant determinant of attitude to adopt (Agarwal and 

Karahanna, 2000). Some found that this construct exerting a mediation effect. It is one 

of the major behavioral beliefs influencing user attitude to technology acceptance in 

both original and the revised TAM models and it has been included in this study to 

determine this influence the mobile commerce intent as well. According Hong (2006), 

perceived ease of use has effect on behavioral intention in using mobile commerce. 
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2.12.2  Dependent variable 

 Dependent variable is very important in a research study. Based on Sekaran 

and Bougie (2010), the researcher’s goal is to understand and describe the dependent 

variable by explaining its variability or prediction because the analysis of the dependent 

variable is possible to find answers or solutions to a problem. With this purpose, 

researchers use variety methods to quantifying and measuring the dependent variable. 

In this research, attitude towards M-commerce services is the dependent variable. 

In order to successfully market products and services via mobile phone, markets 

and retailers have to understand m-commerce user’s attitude, perceptions, 

characteristics and shopping patterns. Tsang (2004) investigated consumer attitudes 

toward mobile advertising and the relationship between attitude and behavior. The 

results of their survey indicate that consumers generally have negative attitudes toward 

mobile advertising unless they have specifically consented to receive the advertising 

messages. 

Consumer behavior is an important aspect from several points of view. In a 

marketing perspective knowing the consumer behavior is important in order to facilita te 

the promotional activities so that the consumer can be aware of their product choices as 

well as brand preferences. Consumers also need to gain insight into their own behavior 

if they are to spend their income optimally. The study of consumer behavior is 

considered as one of the rich domain from science perspective, in which to test 

economic, cognitive, economic–psychological and social–psychological theories 

(Antonides & Van Raaij, 1998). Moreover, consumer behavior on the Internet is said to 

be increasingly important since shopping has begun to penetrate the mass market 

(Rowley, 2000), in which the consumers buying behavior is a predominant approach for 

marketing area, it explains the fundamentals of consumer behavior, describes the 

consumer buying process as learning, information-processing and decision-mak ing 

activity (Constantinides, 2004). As a result, there are numerous theories, models, and 

concepts in consumer behavior field, but the consumer decision making process is one 

of the most important theories to understand (Peter & Donnelly, 2000). 

2.12.2.1  Acceptance of M-Commerce (ATT) 

 According to TAM theory, the actual usage of a specified system will be 

determined by an individual’s intention to use, which is jointly determined by an 

individual’s attitude towards using a system (Davis, 1989). The attitude is a 
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psychological tendency expressed by evaluating a particular entity in terms of the 

degree of positive feelings about the technology. The Theory of Cognitive Dissonance 

developed by Festinger is one of the most important theoretical concepts in explaining 

the integration of a single attitude into an individual’s attitudinal system (1978). The 

theory is based on the assumption that an individual is always aiming to keep his 

cognitive system in balance. If inconsistencies between several cognitions, for example, 

opinions, attitudes, or expectations arise, consumers experience a feeling of discomfort.  

One usable strategy is to reshape the attitude featuring the lowest resistance to 

become more consistent with the other attitudes of the system (Güttler, 2003). These 

considerations hold important implications for this study, as they allow us to determine 

the relationship between the attitudes toward mobile commerce. Mobile commerce on 

the other hand is to be classified as an innovation. 

Research on TRA and TAM has consistently found strong empirical support or 

these relationships, where attitudes and intentions can accurately explain and predict 

actual behavior (Heijden, 2000). Several researches have proved the powerful 

correlation between intention to engage in a behavior and actual behavior (Lucas and 

Spitler, 1999). However, to maintain instrument brevity, the research adopted behaviora l 

intention as a surrogate for the emergence of behavioral intention and actual usage in 

the research model, and define it as an individual’s intention to use mobile commerce. 

Taking account of the instruments for designing the questionnaires, previous 

studies will be take into the considerations to compares which items can retain in the 

questionnaires and which items can be removed. After analysis the previous research 

from the literature above Table below will list the summaries of the items previous ly, 

developed, tested and validated. 

Construct Measures used Original sources 

Acceptance 

of M-

commerce 

(ATT) 

 

-I think that accepting and using the service would be 

wise/foolish 

-I think that accepting and using the service would be 

good/bad 

-I think that accepting and using the service would be 

positive/negative 

-I think that accepting and using the service would be 

(Davis et al. 

1989; 

Pedersen 2005; 

Taylor et al. 

1995; Salim A.Y. 

2009) 
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beneficial/unbeneficial 

Table 2.34: Measures for Attitudes toward the service. Source: (Davis, 1989). 

 

Figure 2.18: The IV. DV. Relationships between the variables 

 

2.13  HYPOTHESIS/PROPOSITIONS 

 Hypothesis are developed particular important because they provide the focal 

point for the research which affect the manner where the test must be conducted in the 

analysis of data and indirectly the quality of data that required for the analysis (Kothari, 

2004). Hypothesis is a guide to keep researcher on the right track and sharpens 

researcher’s thinking and attention on the important facts of the problem. 

There are two kinds of hypotheses, null hypothesis is recognized when a theory 

or a study does not suggest any hypothesized relationship between the variables under 

an investigation, yet, and the alternative hypothesis is usually recognized for situations 

where a theory or a study suggests a relationship between the variables. In this research, 

alternative hypothesis will be suggested to examine the relationship between the factors 

of mobile commerce will affect the changing consumer consumption pattern from 

buying through a store or from the internet by using mobile devices to consumes, where 

it leads to organization needs to change their traditional marketing strategies in order to 

implement this new technology into their future marketing strategies. 

The impact of M-commerce and how organization reacts to it is the central focus 

of this study. It was previously specified to four factors that are relevant to examine the 

impact of consumer’s relationship with the service provider factors. The factors are 

Perceived Relationship Quality (PRQ), which is consumer’s evaluation of self-

relationship with the organization, and Perceived Value of the adoption Incentive (PVI), 

which is consumer’s evaluation of value adoption incentives offered by the organizat ion 

or business owner to attract consumer to accept and use the application service. 

Perceived Relationship Quality (PRQ) 

Perceived Value of Adoption Incentive (PVI) 

Perceived Usefulness (PU) 

Perceived Ease of Use (PEOU) 

 Acceptance of M-commerce services 

IV 

DV 
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Perceived usefulness and Perceived ease of use will be take into account as it affect the 

behavior of the user. 

Based on above theoretical background, this study come up a research model as 

following, 4 hypotheses with 5 constructs include Perceived usefulness; Perceived ease 

of use, Perceived relationship quality, Perceived ease of use and the last construct in our 

research is Acceptance to Mobile commerce. In analyzing part of this research the study 

will show how to used SPSS to test the significant of whole model. 

 

 

Figure 2.19: The research model 

A consumer’s perception of quality of his/her relationship with the organiza t ion 

or business owner (PRQ) is observed in this research as intangible goods involved in 

the exchange between consumer and organization in M-commerce. Promoting M-

commerce applications is like introducing new technology applications to the users, 

consequently accepting this new service from an organization means building a new 

phrase of relationship between the two parties. In this study, the effects of PRQ on 

consumer acceptance (ATT) to adopting the service will be tested. 

According to Salim (2009), consumer attitude is an evaluation where consumer 

usually weights and compares various characteristics of the upcoming exchange in order 

Perceived Relationship Quality 

(PRQ)  

Perceived Value of Adoption 

Incentive (PVI) 
Acceptance to M-commerce 

services 

H1 

H2 

H4 

H3 

 Perceived Usefulness (PU) 

Perceived Ease of Use (PEOU)  

IV 

IV 

IV 

IV 

DV 
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to formulate an informed attitude or decision to either adopt or reject the offered service. 

The organization is believed to be one of the most important aspects in the adoption 

because the consumer’s willingness to experience M-commerce is largely determined 

by the positive relationship between the consumer and the organization or the business 

owner. For example, if the consumer perceives the relationship with the organization is 

positive and satisfaction, then it would be encouraging for the consumer to accept the 

service with a positive attitude. As a result, hypothesis links PRO with ATT is proposed: 

Hypothesis 1: The relationship between consumer’s perceptions of quality (PRQ) 

with an organization or business owner influences the consumer’s acceptance (ATT) to 

adoption of M-commerce. 

During the adoption process, the consumer’s acceptance building usually turns 

to intention formation then decision making. For example, Agoda, hotel booking service 

provider. There is a special relationship between the consumer and Agoda which might 

lead its consumers willing to adopt the Agoda mobile application service based on the 

consumer had established trust in the provider.  

Generally a consumer’s acceptance action can be dependent on one’s 

perceptions about the incentives or rewards provided by the organization or business 

owner as reinforcing for the relationship, such as offering attractive package and e-

vouchers incentives. These incentives’ objective is to increase the worth of the offer in 

one’s perception by using the M-commerce service. Due to consumer normally will 

consider various aspects of the offer including incentives that provided by the 

organization to encourage the adoption, in order to receive the most value and worthy 

in one’s perception. This leads to the hypothesis of: 

Hypothesis 2: Consumer’s perception of the value of the adoption incentive 

(PVI) will influences the consumer’s acceptance (ATT) to the adoption of using mobile 

services. 

Sometimes if incentives are offered at a specific time which captures the 

consumer’s need where it can be fulfilled by accepting the incentive, then the consumer 

will potentially accept directly for the forming positive intention. Moreover, incentives 

such as e-vouchers or membership with discounts wile purchase are vital to mainta in 

consumers in the relationship and away from the temptation of other competing 

alternatives. The consumer perception of the value of an adoption incentive would 

depend on who offers that incentive and the nature of the consumer-provider 
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relationship (Salim, 2009).  

In this study, Perceived usefulness and Perceived ease of use will be observed 

as factors influencing the acceptance of consumer towards M-commerce. Liao (2007) 

tested the hypothesized model, a revised version of the TAM, in order to elucidate 

customers’ perceptions towards usage of 3G wireless network services in Taiwan. The 

purpose of their study is to investigate whether perceived usefulness, perceived ease of 

use have a positive influence on attitude, which, in turn, affects behavior intention, and 

the results suggested that perceived usefulness and perceived ease of use still play a 

major and important role in users’ perceptions of systems and their outcomes. This 

research attempts to examine the user acceptance of mobile commerce based on an 

extended TAM. This linkage leads to the following hypothesis: 

Hypothesis 3: Consumer’s perception usefulness (PU) of the mobile commerce 

application influences that consumer’s acceptance to the adoption of using mobile 

service (ATT) offered by the organization. 

Hypothesis 4: Consumer’s perception ease of use (PEU) of the mobile 

commerce application influences that consumer’s acceptance to the adoption of using 

mobile service (ATT) offered by the organization. 

 

PATH 
 

HYPOTHESIS 

PRQ>ATT H1 

 

The relationship between consumer’s perceptions of quality (PRQ) 

with an organization or business owner influences the consumer’s 

acceptance (ATT) toward adoption of M-commerce. 

 

PVI>ATT H2 

 

Consumer’s perception of the value of the adoption incentive (PVI) 

will influences the consumer’s acceptance (ATT) towards the 

adoption of using mobile services. 

 

PU>ATT H3 
 

Hypothesis 3: Consumer’s perception usefulness (PU) of the 
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mobile commerce application influences that consumer’s 

acceptance towards the adoption of using mobile service (ATT). 

 

 

PEU>ATT 
H4 

 

Consumer’s perception ease of use (PEU) of the mobile commerce 

application influences that consumer’s acceptance towards the 

adoption of using mobile service (ATT). 

 

Table 2.35: The research hypotheses 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

 

Research can be defined as a scientific and systematic search for pertinent 

information on a specific topic (Kothari, 2004). It comprises defining problems, 

hypothesis formulation or suggesting solutions, collecting and organizing as well as 

evaluating data, making deductions and reaching findings or conclusions then carefully 

testing the conclusions to determine whether the research fits the hypothesis formulat ing 

(Kothari, 2004). For this part, the research methodology will be discussed more in this 

proposal. 

3.1  RESEARCH DESIGN  

 Research design is to provide for the collection of relevant evidence with 

minimal expenditure of effort, time and money but it depends mainly on the research 

purpose (Kothari, 2004). Once a research design that is best for study is specified, 

various quantitative and qualitative data collection methods such as questionnaires, 

interviews, observations, analysis of documents can be employed to collect evidence 

(Salim, 2009).  

Studies can be either exploratory, descriptive, hypothesis testing (analytical and 

predictive), or they may use case study analysis. Each one is also a method of solving 

problems. The purpose of this study was hypothesis testing in nature because usually, 

studies relating to hypothesis testing explain the nature of certain relationships; establish 

the differences among groups or the independence of two or more factors in a situation. 

In other words, hypothesis testing is undertaken to explain the variance in the dependent 

variable. Hypothesis testing offers an enhanced understanding of the relationships that 

exist among variables, and could also establish cause and effect relationships. 

Data collection is the process of collecting data associated with variables in the 

hypotheses in order to test the hypotheses that would be generated in this study. In this 

study, the questionnaire was delivered directly to smartphone’s users in China and 

forwarding the questionnaire in social mobile applications to the users who attending 

M-commerce. 

Methods used in this research were categorized into two groups (1) 

questionnaire method is the most important method used to collect primary data in the 

survey, and (2) many statistical methods were used to analyze data such as descriptive 
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statistics, T-tests, correlation, and regression. 

In this research, a mix research design will be selected for explaining the 

relationships between the multiple aspects of adoption of the M-commerce services in 

order to collect the primary data and secondary date to commence a better understand ing 

and analysis for the study. The analysis of the gathered data will depend on the present 

differences between individuals or groups for example of the demographic differences. 

Below is the research design that is used. 

3.1.1  Publications/ Internet Research 

 Secondary data, data that are already available or have already been collected 

and analyzed by someone else (Kothari, 2004), such as books, journals and periodicals 

will be collected as supporting information to this research due to the difficulties of 

collecting census and figures. In this research published electronic like Economis t, 

Journal of ecommerce, Statista, Clickz news, government records and others will be 

used because journals and news provide up-to-date information on a very specific topic 

that relates to this research. Publications from the past three years will be mainly 

concerned because the information that being carried out will be more accurate to 

current situation. Moreover, thesis or dissertation from previous scholars which mention 

in Literature review chapter will be examined and as references to this study. 

3.1.2  Questionnaire/ Survey 

  A questionnaire will be designed to collect primary data, where first hand data 

collected through experiment or survey that used in order to examine the daily life of 

consumer’s spending pattern through using mobile commerce. The mobile devices 

under this study will in general cover all mobile smart’s phones and will focus on mobile 

phone users in China. 

This survey will assist to identify the long-term impact of mobile commerce to 

our life-style and it also help to address the reason of consumer are using it. Moreover 

this study were also able to collect data and analyze which industry has been effect the 

most by this primary data survey. Besides it might help to collect some data that is not 

considered before in this research. The theories and models (in Chapter 2), especially 

the theoretical framework and the research hypotheses (in Chapter 3) guided the 

questionnaire design process significantly. This study integrated questions into the 

questionnaire only when they related to the research objectives. Some parts of 
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questionnaires from previous studies which were considered relevant to the study and 

possibly for further data analysis were selected to become part of the input into the 

questionnaire design process. For example, questions used in measurement of the 

research model were based on the prominent models/theories (Davis, 1989). 

Based on the hypothesized model developed through a detailed review of the 

related literature on user acceptance of Mobile commerce, the questionnaire will be 

developed in English and then translated into Chinese to make sure the translated 

questionnaire will be examined for semantic accuracy and wording. The questionna ire 

include 18-item questionnaire was devised as a measurement scale for the research. All 

questions in our questionnaire is followed the 5-point Likert scale (1= strongly disagree; 

2= Disagree; 3= Neutral; 5= agree; 6= strongly agree.). Of course, the questionna ire 

was discussed with the thesis advisor and experts. 

The research model includes variables such as independent variables for 

example, Perceived usefulness (PU), Perceived ease of use (PEU), Perceived 

Relationship Quality (PRQ) and Perceived Value of the Adoption Incentive (PVI) which 

will be theorized as consumer-organization factors. Whereas, the consumer adoption of 

the M-commerce application service is measured by the consumer’s Acceptance (ATT) 

towards the adoption of using the application services, which are the dependent variable. 

The literature reviews if the existing measurement scales will be used to measure the 

theorized variable of this study. 

The variables in this research were developed from the relevant literature and 

edited to the needed context. The variables from the source adapted were demonstrated 

as below. 

Variables Question Source adapted 

Perceived 

Relationship 

Quality (PRQ) 

Do you ever use your smart phone device 
application to purchase any goods or services? 
 
What type of goods or services have you bought 
through your smart phone device application in 
your experience? 
 
Do you satisfied with the current device’s 
application service? 
Do you satisfied with your current device 
application’s regarding the privacy security 
issue? 
   
What make you not use the mobile device 
application for transactions? 

Salim A.Y. 2009, 
Robert, et al. 
2003, Wray et al. 
1994 
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Do you agree that using mobile device 
application to purchase online provides 
difference kind of convenience? 
 
In the future, will you consider to use a mobile 
device application service? 
 
Do you agree that using mobile applications 

make you feel young and involving in new 

technology advance? 

Perceived Value 

of the Adoption 

Incentive (PVI) 

Do you agrees that using the mobile device 
application helps you to save money while 
receiving the incentives?   
 
Do you agree that receiving mobile device 
application’s incentives is a way to encourage 
people to use it?   
 
Will you feel attracted to the incentives by using 
the mobile device application, and consider to 
try the application service? 
 
Do you pay attention to the mobile application’s 

promotion or events? 

Salim, A.Y. 2009, 
Robert, et al. 2003 

Perceived 

usefulness (PU) 

Do you agree that using this mobile applications 

are usefulness and bring convenience to our 

daily life? 

Do you agree that the convenience provided by 

using these mobile applications, will encourage 

you to try to use other new applications? 

Will you feel attracted to the convenience of 
using mobile device application, and consider to 
try the application service? 
 

Davis, 1989, 
Venkatesh & 
Morris 2000, 
Adams 1992 

Perceived ease of 

use (PEU) 

Do you agree that using mobile applications 

interface is easy to understand and the functions 

are ease to use? 

Do you agree that the mobile applications 

interface is simple and clear? 

Davis, 1989, 
Venkatesh & 
Morris 2000, 
Hong 2006 

Acceptance to M-

commerce (ATT) 

If you own new smart phone device, will you 
consider continuing used the applications that is 
used currently?   
 
Do you pay attention to the mobile application’s 

coverage if you intend to move to another place?  

Davis et al. 1989; 
Pedersen 2005; 
Taylor et al. 1995; 
Salim A.Y. 2009 
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Do you agree that using mobile applications 

provides variety of benefits? 

Table 3.1: Variables from adapted source 

In order to improve the accuracy of the data which are examined in this 

research, a pilot test will be conducted. In the pilot test, simple question based on the 

variable will be designed to test whether the variable is accepted or rejected. For 

example, age of the respondent can be an influence for perception whereas teenage and 

young adults might be easier to adapt to new technologies than elder adults. Another 

example, data collected can be differ such as respondents who own a smartphone might 

be already an early user of M-commerce whereas respondent who does not own a 

smartphone, researcher will have to reconsider the questionnaire might have to split into 

two different area due to the different condition of the experiences will caused the 

collected data having potential issues such as reliability and response bias. 

After analyzing the pilot test, researcher will be able to select the most suitable 

respondent group which fits this study and collected the final questionnaire in this 

selected group. Less reliability or validity rejected question in the pilot test will be 

remove or adjusted so that while designing the final questionnaire, the designed 

question applied in the research will be more appropriate. Using this method, the 

response bias can be minimize as well as the reliability of the research is higher.  

   

3.2  STUDY POPULATION 

Gregory (2004) believed that different consumers have different needs and 

wants therefore these needs and wants may differ according to a given segment which 

consists of diverse consumer’s preferences, background and economical support. In this 

study there are some criteria is meant to be meeting by the targeted population. 

First, the respondent must owned a mobile device such as a mobile phone or a 

tablet like Ipad. Follow, the respondent should also be an internet user where his or her 

mobile device package includes internet data service. Due to M-commerce relates to the 

usage of the both criteria above, the success or failure of one will automatically affect 

the other while collecting the information from the selected population. 

In accordance with the geographic situation of the study, the research survey 

was conducted towards mobile device users in China. The estimate respondents’ 

number which require is at least 200 to 400. Respondent will be selected randomly to 
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take part for the questionnaires. During the coding process, the subdivision of the 

population divided into few categories of age, ranging from the age of below 18’s to 40 

years old and above.  

To minimize the coverage error, respondent’s gender and age will be include in 

the questionnaires in order to differentiated consumer’s consuming preferences and 

measures the influence of various factors on their attitude towards adopting the new 

technology services. The survey will also involve face-to-face interaction with 

respondents to control the accurateness and reduce non response error. 

 

3.3  DATA COLLECTION SAMPLING AND PROCEDURE 

 The pilot test will went live in the internet from the 20th July 2015 until the 31th 

August 2015. An email invitation to participate will sent out to social network groups 

in China in order to collect a high diversity in terms of characteristics such as age, 

gender and geographic location within the both countries, which gives the results more 

generalizability. Final Questionnaire will be conducted during Oct to Nov period after 

analyzing the result from pilot test and readjusted the questionnaire for the study. 

By using the research design above, information from variety sources and 

observation will be collected and gathered. These information will be coded into excel 

file or SPSS  software to make sure the quantitative information is ready for analys is 

by using mathematical method to create a chart, table or some spreadsheet. For example, 

a target of at least 200 participants will be selected randomly in China to answer the 

questionnaire survey, which related to their long-term consumption patterns and the 

features that they used the most in their daily life. The questionnaire is a primary data 

which will be collected to analyze and study. It is first-hand information which need 

researcher to code and manage the data collected and analyze the findings. 

Moreover, internet research and publications as well as case study will be used 

often in this research to gather statistics from the worldwide statistics organizations and 

some particular large multinationals organizations news press due to the difficulties to 

collect some information data from different geographic area to being compared and 

studied. These secondary data studies performing as a guide to lead researcher to reduce 

errors and maximize the successfulness as their previous studies had shared their 

experience and finding from their experience to researchers. 
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3.4  OPERATIONAL DEFINITION AND INSTRUMENTATION  

 In order to recognize the reliability and the accuracy of the secondary data from 

the internet research and publications, data from journals, government news press and 

commerce magazines, news will be collected. For example, by using Statista Inc., the 

leading statistics company on the internet, helps to provide direct access to quantitat ive 

data on media, business, finance, politics, and a wide variety of other areas of interest 

or markets, therefore data such as M-Retail Sales Index January 2014, Most popular 

mobile commerce product categories among smartphone buyers in Europe as of March 

2014 can be collected and studied. 

A questionnaire is a written list of questions, the answers to which are recorded 

by respondents, where respondents read the questions, interpret what is expected and 

write down the answers (Kumar, 2011). The design of questionnaire is to design to 

collect information such as gender, age, consumer spending preferences, and questions 

that related to the daily life consumes pattern by using mobile commerce. The formation 

of the questionnaire is influenced by the result of the pilot test where a combination 

from previous literature as theoretical guideline for relevant studies and information 

that possibly for further data analysis. After the data has been collected, it will be 

analysis by using excel file or Statistical Package for the Social Sciences (SPSS) 

software. SPSS software is IBM statistics software that addresses the entire analyt ic 

process from planning to data collection to analysis, reporting and deployment. Then 

the relationship between the variables can be studied after decoding the questionna ire 

into figures and graphs in order to analysis. 

Furthermore, a case concerns a specific instance or manifestation of the 

phenomenon to be studied that involving only one or several organizations such as in 

studying conflict between organizations or conversations between people where a case 

study based on one case or on several cases (Swanborn, 2010). Therefore case study 

can be define as the study of a social phenomenon in which other researcher starts with 

a broad research question on an ongoing social process and uses available theories, but 

always keeps an eye open to the newly gathered data in order to flexibly adjust 

subsequent research steps (Swanborn, 2010). In this thesis technology companies and 

some private sector case study related to the mobile commerce industry will be 

considered as a reference because this case study is a phenomenon studies from related 

company in this industry. It can provide an idea of the current situation and also as a 
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reference from others analysis that can be used to support the hypothesis for this thesis.  

3.5  PRE-TEST/ PILOT TEST REPORT 

 A pre-test or pilot test will be conducted in order to access the suitability of the 

implement using a highly controlled sample. The selected participants in the implement 

pre-test or pilot test should have minimal knowledge of the idea under the investigat ion 

as they will asked to complete the instrument and remarking the matters. 

Due to the study population will be based on China, therefore the pilot test 

respondents will be selected equally. 31 volunteers is selected for the questionna ire 

completion and provided feedback in regard to its clarity and understand ing. 

Respondents’ feedback is carefully taken under concern for the modifications and 

adjustment of the final questionnaire design preparation which the data will be collected 

then analyze for the data collection stage.    

Perceived Usefulness and Perceived Ease of Use will not take into this pilot test 

and they will be examined with Perceived Relationship Quality and Perceived Value of 

Incentives during the final questionnaire. Due to wanting to confirm whether the 

independent variable of PRQ and PVI are suitable for the study.  

While conducting the pilot test questionnaire, it was found that the pilot test 

needs to separate into two sets, because majority of the respondents is new adopters of 

M-commerce. Therefore the pilot test has been categorized as new adopters and non-

experience M-commerce respondents. All the questions will emphasize on the 

Perceived of Relationship Quality and Perceived of Value of the Incentives. The 

analysis will conducted in the instrument of validation and the study will focus mainly 

on the new adopters of M-commerce, as the non-experience respondents which 

collected is only 5 compare to the new adopters with 26 respondents. 

3.5.1  Demographic Population 

 The demographics of sample are shown in the below Table. From the results, 

it can be seen the gender distribution of the respondents was quite uneven, with 83.87% 

female respondents and 16.13% male respondents. The dominant age group of the 

respondents was from 18 to 24 years old (54.84%), followed by 25 to 30 years old 

(35.48%), and age 31 to 35 years old representing 9.68% of the respondents. Less than 

18 year old and respondents who 36 years old and above does not involved, whereas 

there are 0 numbers of respondents for these particular age group in this pilot test. 

Regards to respondents’ employment status, half of the respondents with 51.61% 
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are full time employed. Follow by 32.26% unemployed respondents, which might be 

house wife, fresh graduates or jobless. The part time respondents and student 

respondents are similarly as 9.68% and 6.45%. Therefore in this pilot test, majority of 

the respondents are financial independent. Moreover the time of using M-commerce of 

the respondents shown that 83.87% of respondents are actually using their mobile 

device application connecting to the internet service more than 4 hours and above a day. 

Follow by the two category equally shown 6.45% of respondents use the mobile 

services in 2 to 3 hours and 3 to 4 hours in a day. There is only 3.23% respondent uses 

the mobile application service through internet in the test. 

 

Item  Categories  Frequency  Percent (%) 

Gender Male 

Female 

5 

26 

16.13 

83.87 

Age 18-24 years 

25-30 years 

31-35 years 

17 

11 

3 

54.84 

35.48 

9.68 

Employment status Full time 

Part time 

Unemployed 

Student 

16 

3 

10 

2 

51.61 

9.68 

32.26 

6.45 

Time for using 

mobile device’s 

internet service in a 

day 

Less than 1 hour 

2-3 hours 

3-4 hours 

4 hours and above 

1 

2 

2 

26 

3.23 

6.45 

6.45 

83.87 

Table 3.2: Demographic statistic 

3.5.2  Validity Of Measurement 

Validity of a measure is the degree to which any measurement approach or 

instrument succeeds in describing or quantifying what it is designed to measure. Validity 

indicates the degree to which an instrument measures what it is supposed to measure 
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(Le, 2010). Therefore the concept of validity to how accurately the questions measure 

the consistent components is significant. As without knowing the validity of 

measurement tool, the accuracy of the collected data will be unreliable and unable to 

trust. 

According to Le (2010), there are two ways to determine the validity of the 

questionnaires, which are the content validity and the construct validity. First, content 

validity of a measuring instrument is the extent to which it provides adequate coverage 

of the investigative questions guiding the study (Cooper and Schindler, 2003). This 

method usually is determined by researches for what is to be researched represented in 

the measuring instrument. Consequently a pilot test was conducted in order to assess 

the content validity and overlook the potential problems. This pilot test was distributed 

to 31 students in China equally. Respondents are randomly chosen to fill the 

questionnaire and during the process if there is any ambiguous issue, respondents is 

welcome require for clarification and minimize the unpredictable error. Then based on 

the feedback from the pilot respondents all the constructs of this study are reviewed 

completely. 

 

3.5.3  Reliability Of Measurement 

Reliability demonstrates the consistency of the measurement, where the 

repeated measurements and equivalent results must be found. According to Cooper and 

Schindler (2003), the equivalence reliability means whether the instrument will provide 

the same result when multiple indicators are used to measure a construct. Therefore with 

this pilot test, the response to each item versus the response to all the items in the pilot 

test will be measured by using item analysis. 

Cronbach alpha is used to assess the reliability of the questionnaire for this 

research. Cronbach alpha is defined as the average of all possible split-half coefficients, 

which result from different ways of splitting the scale items (Le, 2010). The coefficient 

of the reliability (α) must be at least 0.7 or higher to be reliable.  

As can be seen from Table 16, all scales have Cronbach’s alpha values which 

are higher than 0.7, so the results are totally acceptable. For example, the mean value if 

perceived value of incentives is 7.54 which means that most respondents strongly agree 

with the incentives. The standard deviation of perceived relationship quality is the 

highest in all the value if the constructs. It indicates there are many different opinions 
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of respondents of it. 

 

Table 3.3: Constructs Reliability for new adopters of M-commerce application 

Constructs No of items Mean SD Cronbach’s Alpha 

Perceived Relationship Quality (PRQ) 14 5.73 4.513 0.898 

Perceived Value of Incentives (PVI) 2 7.54 2.302 0.894 

Acceptance to M-commerce 2 7.69 1.892 0.861 

 

3.5.4  Technique Of Data Analysis 

The data, after collection, has to be processed and analyzed in accordance with 

the laid down for the purpose at the time of developing the research plan (Kothari, 2004). 

It is important to ensure that the collected data is relevant for making comparisons and 

analysis. According to Kothari (2004), the term analysis refers to the computation of 

certain measures along with searching for patterns of relationship that exist among data-

groups. During the analyzing, the process will include editing, coding and classifying, 

which is shown in the Appendix 2 and Appendix 3. 

Relationships, patterns and trends will be examining while analyzing the 

information. There are two kinds of data will be selected, first is quantitative data is 

data that collected from numbers and can be analyzed mathematically such as 

questionnaire survey. Another data is qualitative data where information is collected by 

descriptions, opinions or other valuable informative information. Due to the data 

collection will involve secondary data such as publications, some case study and 

primary data such as questionnaire survey, so a mix data analysis will be used for this 

research. With these information and data, the impact of mobile commerce can be 

identified reliably and the shifting of the consumer’s buying behavior can be analyzed 

where organizations can equip well to prepare themselves to face this new marketing 

challenge that has already affecting our daily lives. 

In this stage, factor analysis is used to identify whether there is any relationship 

in this study. Le (2010) believed that factor analysis can identify the structure of a set 

of variables and provide a process for data reduction. As factor analysis is used to test 
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a construct validity of the data and to identify underlying constructs in the data. In this 

research perceived relationship quality, perceived value of incentives and acceptance to 

M-commerce will be examined to confirm the unit-dimension of the research scale.  

Reliability and factor analysis means of purifying data further so as to develop 

constructs out of before finally using tools like regression so as to find relationship 

between various constructs. Table below shows the Cronback alpha for perceived 

relationship of quality variables is 0.898, as normally it should be at least near to 0.7. 

So the table has illustrated the variable is reliability. 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.898 14 

Table 3.4: PRQ variables’ Cronbach’s alpha 

Item-Total Statistics  

 Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Q7_foods 5.31 16.942 .764 .883 

Q7_banking 5.31 18.222 .439 .897 

Q7_game 5.31 18.622 .342 .901 

Q7_fashion 5.15 18.295 .421 .898 

Q7_daily 5.23 17.785 .539 .893 

Q7_taxi 5.31 17.182 .701 .886 

Q7_electroni

c 

5.42 18.094 .512 .894 

Q7_discount 5.50 17.940 .615 .890 

Q7_travel 5.35 17.435 .648 .888 

Q7_payment 5.15 17.575 .600 .890 
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Q7_map 5.31 17.662 .578 .891 

Q7_booking 5.35 17.035 .753 .884 

Q7_cosmeti

c 

5.46 17.698 .647 .889 

Q7_movie 5.35 17.275 .689 .886 

Table 3.5: PQR variables item-total statistics 

 

When the cronbach’s alpha is less than 0.7 and if the corrected item-total 

correlation is lower than 0.35 means the variable need to reject. The rejects variable will 

not take into analysis in the future. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardized Items 

N of Items 

.894 .895 2 

Table 3.6: PVI variables’ Cronbach’s alpha 

Item-Total Statistics  

 Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

save_money 3.77 1.385 .810 .656 . 

encourage_us

e 

3.77 1.545 .810 .656 . 

Table 3.7: PVI variables item-total statistics 

 

Table above shows the Cronback alpha for perceived value of incentives 

variables is 0.894, as normally it should be at least near to 0.7. So the table has illustra ted 

the variable is reliability. In Table above, the corrected item-total correlation shows 

higher than 0.35 for both variables therefore variable is adequate. 
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Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha Based 

on Standardized Items 

N of Items 

.861 .864 2 

Table 3.8: ATT variables’ Cronbach’s alpha 

Item-Total Statistics  

 Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

satisfied_servic

e 

3.58 1.134 .760 .578 . 

satisfied_privac

y 

4.12 .906 .760 .578 . 

Table 3.9 :ATT variables item-total statistics 

 

Table above demonstrates the Cronbach’s alpha for attitude towards M-

commerce is 0.861 and in following Table, the corrected item-total correlation is both 

0.76, so the variables is satisfied and reliable. 

After checking the reliability of variables, the study will be continued to the 

factor analysis. A statistically significant Bartlett’s test of sphericity (p<0.05) indicates 

sufficient correlations exist among the variables to proceed, measured by Kaiser Meyer-

Olkin (KMO). Bartlett’s test of sphericity is used to test the null hypothesis that the 

correlation matrix is an identity matrix is matrix in which all of the diagonal elements 

are 1 and all of diagonal elements are 0, you will want to reject this null hypothesis.  

An identity KMO varies from 0 to 1.0 and it must exceed 0.6. Therefore, in 

overall test value of KMO is 0.732 illustrated in Table below and the Significant 

Bartlett’s test is 0.000, which sample is adequate for the PRQ variables.  

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .732 
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Bartlett's Test of 

Sphericity 

Approx. Chi-Square 217.788 

Df 91 

Sig. .000 

Table 3.10 : KMO and Bartlett’s Test for PRQ 

 

In Table below, the value of KMO is 0.5, which does not exceeds 0.6 but the 

Significant Bartlett’s test is 0.000, which is satisfied. However, even though the 

component matrix for ATT is adequate, but the KMO value is not satisfied, so the 

sample is be identify as not significant and hence unable to get any result out of it. 

Consequently, researcher will either need to have a separate questionnaire or use same 

questionnaire on a larger set of samples. 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .500 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 20.287 

Df 1 

Sig. .000 

Table 3.11: KMO and Bartlett’s Test for ATT  

 

Table 3.12: ATT Component Matrix 

Component Matrixa 

 Component 

1 

satisfied_service .938 

satisfied_privacy .938 

Extraction Method: Principal Component Analysis. 

a. 1 components extracted. 
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In Table below, the value of KMO is 0.5, which does not exceeds 0.6 but the 

Significant Bartlett’s test is 0.000, which is satisfied. However, even though the 

component matrix for PVI is adequate, but the KMO value is not satisfied, so the sample 

is be identify as not significant and hence unable to get any result out of it. Consequently, 

researcher will either need to have a separate questionnaire or use same questionna ire 

on a larger set of samples. 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .500 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 25.088 

Df 1 

Sig. .000 

Table 3.13: PVI KMO and Bartlett’s Test 

 

Component Matrixa 

 Component 

1 

save_money .951 

encourage_us

e 

.951 

Extraction Method: Principal Component Analysis. 

a. 1 components extracted. 

Table 3.14: PVI Component Matrix 

 

Total Variance Explained 

Compon

ent 

Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 
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Table 3.15: The total Variance Explained for PRQ. 

 

Table above shows the total variance explained for PRQ variables. There are as 

many components extracted during a principal components analysis as there are 

variables that are put into it. In this table, 14 variables is used so 14 components is 

shown. 

Eigenvalues are the variances of the principal components. In the initia l 

eigenvalues, total column gives the eigenvalue or the amount of variance in the origina l 

variables accounted for by each component. The % of Variance column gives the ratio, 

Total % of 

Variance 

Cumulative 

% 

Tota

l 

% of 

Variance 

Cumulative 

% 

Tot

al 

% of 

Variance 

Cumula

tive % 

1 6.21

6 

44.402 44.402 6.21

6 

44.402 44.402 3.4

45 

24.605 24.605 

2 1.72

9 

12.353 56.755 1.72

9 

12.353 56.755 2.6

65 

19.037 43.641 

3 1.48

3 

10.594 67.350 1.48

3 

10.594 67.350 2.3

18 

16.556 60.198 

4 1.20

1 

8.582 75.932 1.20

1 

8.582 75.932 2.2

03 

15.734 75.932 

5 .860 6.146 82.077       

6 .612 4.369 86.446       

7 .492 3.513 89.959       

8 .432 3.083 93.041       

9 .338 2.412 95.454       

10 .231 1.649 97.102       

11 .141 1.006 98.108       

12 .125 .895 99.003       

13 .078 .561 99.564       

14 .061 .436 100.000       

Extraction Method: Principal Component Analysis. 
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expressed as a percentage of the variance accounted for by each component to the total 

variance in all of the variables. 

Cumulative % contains the cumulative percentage of variance accounted for by 

the current and all preceding principal components. For example, in Table above, the 

third row shows a value of 67.350. This means that the first three components together 

account for 67.35% of the total variance. Due to this is a principle components analys is, 

all variance is considered to be true and common variance, which means the variables 

are assumed to be measured without error. 

In Table above, eigenvalues greater than 1 will be extracted, so the first four 

components has greater value than 1 then it will be extracted. 75.932% of the variability 

in the original 14 variables can considerably reduce the complexity of the data set by 

using these components, with only a 20% loss of information. As the KMO value and 

sample significance is satisfied, so the sample is significant. 

 

Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings  

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative % 

1 1.760 88.020 88.020 1.760 88.020 88.020 

2 .240 11.980 100.000    

Extraction Method: Principal Compon6nt Analysis. 

Table 3.16: ATT for the total variance explained. 

 

Table above shows that attitude towards M-commerce contained two 

components and explained 88.020% of the variance in the data, with the eigenvalue of 

1.76. The components include the satisfied of service and satisfied of privacy. 

3.5.5  Response Bias 

It is important for researchers to identify the bias while conducting the data 

collection as it will leads to huge effects to the study. In this study the bias will be 

categorized into a few categories as below. 
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3.5.5.1 Research Bias 

It is critical that sometimes researchers might subtle biases in the way they word 

the questions or interpret the results. The design of the question framing will have huge 

impact for the report results which will affected by researcher’s experiences and point 

of view. 

3.5.5.2 Poor match of the sample to the population 

Most common error to most studies, because the sampling frame researcher used 

is a sampling which researchers try to understand and match the sampling to the 

population. It is more risk than research bias as to recover from asking the wrong 

question is easier than recover by asking the wrong people for conducting the study. 

Therefore sampling is consequential to the success of the project. If the population is 

wrongly targeted then the whole study will require to re-conduct or to redesign. 

3.5.5.3 “Good participant” 

Sometimes when researcher is conducting a questionnaire survey or an 

interview, the respondents might not answer truly. For example, some respondents 

know what basically the research try to find out from the research then he/she will 

answered the questionnaire answer where more preferably to what the researcher wish 

to get but might not their truth perception and feelings towards the question from the 

questionnaires, therefore the result will leads to false findings. 

Sometimes during a group interview, some participants will follow other 

participant’s answer and just agrees to each other, this will creates problems for 

researches to try to gather different opinion from the interview. Researchers will also 

having hard to control the intention of the participants of how they want to answer. 

Therefore it will be preferable to have a personal face-to-face interview rather than a 

small group. 

3.5.6  Pilot Test Conclusion 

During conducting this study, there are some response bias which becomes this 

study risk, which is the risk of designing the questionnaires and identifying the 

hypothesis. As if the hypothesis is wrongly identifies then the whole research will be 

rejected. Also collecting the response from the questionnaires is hard to control as the 

some of the questionnaires will sent out through the internet to collect a wider response. 

As a result, researchers can conduct a pilot test and analysis the variables to see whether 
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the variables is adequate in order to go straightly to the final questionnaire to reduce the 

risk and minimize the errors. 

The Final questionnaire will be analyze in Chapter 4 and all the final 

questionnaire will be review in the following chapters.  
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CHAPTER FOUR 

RESEARCH RESULT 

 

In this chapter, the statistical package for social science (SPSS) for windows 

was used to analyze the data collected from the final questionnaire. The analysis was 

conducted in two stages, which are instrumental validation and hypothesis testing. To 

valid the measurement model, three types of validity were assessed, content validity, 

convergent validity and discriminant validity. Content validity was established by 

ensuring consistency between the measurement items and the extant literature. 

Therefore it was done by conducting the pilot-testing using the instrument. 

 

4.1  RESPONDENT’S PROFILE 

 In this study, the questionnaire was randomly delivered to respondents, who 

were living in China. Totally 100 questionnaires were manually collected and some are 

collected using wechat applications where respondent can fill the questionnaire through 

their wechat app’s and the result will automatically sent to my database. 

The demographic of sample are shown in the below table. 

4.1.1 Gender 

 

Statistics  

gender   

Gender

Female Male
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N Valid 200 

Missing 0 

 

Gender 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Vali

d 

Male 56 28.0 28.0 28.0 

Female 144 72.0 72.0 100.0 

Total 200 100.0 100.0  

Table 4.1: Final Questionnaire - Question 1 Gender analyze 

From the graph, the gender of the respondents are mostly female which stands 

72% of the sample data. Less male contribute to the questionnaire leads to the uneven 

of the respondents being contribute. 

4.1.2  Age 

 
STATISTICS 

AGE   

N Valid 200 

Missing 0 

 
 

Age 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Less than 18 years 4 2.0 2.0 2.0 

Less than 18 years
2%

18-24 years
29%

25-30 years
53%

31-35 years
11%

36-45 years
3%

46 years and 
above

2%

AGE
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Vali

d 

18-24 years 58 29.0 29.0 31.0 

25-30 years 106 53.0 53.0 84.0 

31-35 years 22 11.0 11.0 95.0 

36-45 years 6 3.0 3.0 98.0 

46 years and above 4 2.0 2.0 100.0 

Total 200 100.0 100.0  

Table 4.2: Final Questionnaire - Question 2 Age analyze 

 

From the result, the gender distribution of the respondents was quite uneven, 

with 72% female respondents and 28% male respondents. The dominant age group of 

the respondents was from 25-30 years old contributing of 53%, followed by 18-24 years 

old with 29% of respondents and the other dominant age group were quite even, with 

less than 18 years old and 45 years old and above both have 2% respondents and 35-45 

years old contribute 3% in this study. 

 

4.1.3  Occupation 

 

Statistics  

Occupation   

N Valid 200 

Missing 0 

 
 

 

0 10 20 30 40 50 60 70 80

Full time

Part time

Unemployed

Student

Pensioner

Occupation

Percentage



120 

 

Occupation 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Vali

d 

Full time 146 73.0 73.0 73.0 

Part time 12 6.0 6.0 79.0 

Unemployed 22 11.0 11.0 90.0 

Student 16 8.0 8.0 98.0 

Pensioner 4 2.0 2.0 100.0 

Total 200 100.0 100.0  

Table 4.3: Final Questionnaire - Question 3 Occupation analyze 

 

In regards of the respondents’ occupation, majority of the respondents are full 

time workers, holding 73% of the total respondents. Continued with unemployed 

respondent with 11%, assuming this group of respondents includes housewives and new 

graduates which are still looking for jobs. Student respondents’ holds 8% and part time 

workers were 6%. The smallest group of respondents are pensioners with 2%. 

 

4.1.4  Own Smartphone 

 

 

 

Statistics  

Own smartphone   

N Valid 200 

0% 20% 40% 60% 80% 100% 120%

Yes

No

Own Smartphone

Percentage
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Missing 0 

 

Own smartphone 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Vali

d 

Yes 194 97.0 97.0 97.0 

No 6 3.0 3.0 100.0 

Total 200 100.0 100.0  

Table 4.4: Final Questionnaire - Question 4 Own Smartphone analyze 

As can be seen in the graph, the percentage of owning a smartphone are 

dramatically high which leads to using a smartphone is very common nowadays. The 

smartphone’s system that had covered the market are Android and IOS (iphone) and 

these smartphones somehow encourage people to try the mobile applications. Even 

though not all users will use the applications but somehow it allows users a chance to 

use it as it has become one of the features in the smartphone system. 

 

 
 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Age * Own 

smartphone 

200 100.0% 0 0.0% 200 100.0% 

 

 

0

20

40
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80

100

120

Less than 18
years

18-24 years 25-30 years 31-35 years 36-45years 46years and
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Age and Owning Smartphone Crosstabulation
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Age * Own smartphone Crosstabulation 

Count   

 Own smartphone Total 

Yes No 

Age Less than 18 years 2 2 4 

18-24 years 58 0 58 

25-30 years 106 0 106 

31-35 years 20 2 22 

36-45 years 6 0 6 

46 years and above 2 2 4 

Total 194 6 200 

Table 4.5: Final Questionnaire - Crosstabulation of age and own smartphone 

 

Table above illustrates that 97% respondents own a smartphone and only 3% 

respondents do not own a smartphone. Comparing with the age dominant and 

respondents who own a smartphone, it is believed that respondents from the age group 

18-35 years old has already owned a smartphone and this group of respondents can be 

early adopters of m-commerce.  

4.2  VALIDITY OF MEASUREMENT 

Validity indicated the degree to which an instrument measures the hypothes is 

under investigation. Content validity refers to the subjective agreement among 

professionals that a scale logically appears to reflect accurately what it purports to 

measure (Le, 2010). Therefore in this study, content validity was supported through a 

general review of the literature. Concept of validity and internal validity response to 

how precisely the questions measure corresponding components. Consequently, without 

the validity of the measurement tool, the accuracy of the collected data might cannot be 

trusted. 

The content validity of a measuring instrument is the degree to which it provides 

acceptable attention of the investigative questions guiding the study (Cooper and 

Schindler, 2003). This method usually used to determine by experts in the projected 

study subject. Content validity in the questionnaire of the current research was permitted 

with the help of research literature and supervisors, also designing the final 

questionnaire, after a pilot test was conducted in order to assess the content validity, 

identify and omit potential problems. Therefore based on the feedback from the pilot 

test respondents from previous chapter, all the constructs of this study are reviewed 
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completely, and final questionnaire formulation is adjusted referring back to the result 

of the pilot test. 

4.3 RELIBILITY OF MEASUREMENT 

 Reliability is the consistency in measurement. More comprehensive, reliability 

or external validity means that if the test is repeated under similar condition, to what 

cover the findings are parallel and reliable a measure is steady to the degree that is 

supply consistent results (Cooper and Schindler, 2003). From the literature review, 

Cronbach alpha which is defined as the average of all possible split-half coefficients 

and result from different ways of splitting the scale items (Le, 2010) is commonly used 

to test on internal consistency. 

During the test, an alpha of 0.7 or higher as a suitable range to measure the 

reliability, in contrast alpha lower than 0.7 will be not satisfied and unsuitable. Nunnally 

(1994) argued that there is an exception for newly develop scales which is 0.6 

considered acceptable and 0.7 is for established scales. 

Reliability Statistics PRQ 

Cronbach's 

Alpha 

N of Items 

.927 4 

Table 4.6: PRQ variable’s Cronbach’s Alpha 

 

Item-Total Statistics PRQ 

 Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Satisfied Teksi 

app 

12.05 10.178 .815 .911 

Satisfied Mwallet 11.62 11.071 .789 .919 

Satisfied security 12.13 10.003 .849 .899 

Tied bank card 11.90 9.859 .873 .890 

Table 4.7: PRQ variable’s Item-Total Statistics 

Table above shows Perceived Relationship of Quality (PRQ) variable’s 

Cronbach’s Alpha is 0.927 which exceeds the minimum of 0.7 to meet the reliability 

measurement. The Corrected Item-Total Correlation also exceeds 0.35 therefore the 

result is satisfied and variables are acceptable. 
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Reliability Statistics 

PVI 

Cronbach's 

Alpha 

N of Items 

.945 5 

Table 4.8: PVI variable’s Cronbach’s Alpha 

 

Item-Total Statistics PVI 

 Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Save money 16.05 17.937 .863 .931 

Incentive encourage 

usage 

15.98 18.572 .925 .920 

Introduce Mwallet 15.75 19.706 .814 .939 

Inroduce Teksi app 16.20 19.276 .756 .950 

Incentive lead usage 15.98 18.693 .910 .922 

Table 4.9: PVI variable’s Item- Total Statistics 

 

Cronbach’s Alpha for Perceived Value of Incentives (PVI) is 0.945 and the 

Corrected Item-Total Correlation exceeds 0.35. Consequently the variables are reliable 

and acceptable for the research. 

 

Reliability Statistics PU 

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardized Items 

N of Items 

.938 .938 2 

Table 4.10: PU variable’s Cronbach’s Alpha 

Item-Total Statistics  

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

Provide 

usefulness 

4.02 1.266 .884 .781 . 

Usefulness lead 4.15 1.274 .884 .781 . 
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trying 

Table 4.11: PU variable’s Item-Total Statistics 

 

For Perceived of Usefulness Cronbach’s Alpha level is 0.938 and its Corrected 

Item-total Correlation is 0.884 which exceeds 0.35 and the variables are suitable and 

reliable. 

 

Reliability Statistics PEOU 

Cronbach's 

Alpha 

Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.918 .918 2 

Table 4.12: PEOU variable’s Cronbach’s Alpha 

 

Item-Total Statistics PEOU 

 Scale 

Mean if 

Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

simple 

and 

easy to 

use 

4.04 1.225 .848 .719 . 

easy to 

use 

4.15 1.274 .848 .719 . 

Table 4.13: PEOU variable’s Item-Total Statistics 

 

For Perceived Ease of Use (PEOU) the Cronbach’s Alpha of variables are 0.918 

therefore the variables are satisfied and reliable. The variables are accepted and suitable 

for the study. 

 

Reliability Statistics ATT 

Cronbach's Alpha N of Items 

.918 2 

Table 4.14: ATT variable’s Cronbach’s Alpha 
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Item-Total Statistics ATT 

 Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

service 

benefits 

4.15 1.274 .848 . 

feel young 4.04 1.225 .848 . 

Table 4.15: ATT variable’s Item-Total Statistics 

From the table above, the Cronbach’s alpha for variables of Accepting towards 

using M-commerce are reliable and being accepted in this study. 

4.4  FACTOR ANALYSIS 

 Hair (2010) defined that factor analysis is conducted to examine the data and 

give information to the researcher about the number of possible factors in the model. In 

this section, the study will need to identify whether there is any relationship in this study. 

Previous research used factor analysis to test the construct validity of the data by 

identifying the underlying constructs in the data and reduce the large set of variables 

into a smaller number of components. 

With the aim of getting suitable factor analysis results, Kaiser-Meyer-Olkim 

(KMO) test as measurement for sampling adequacy and Barlett’s test of Sphericity will 

be used. Value of KMO must be greater than 0.6 as it suggests that the relationship 

between items are statistically significant and suitable for factor analysis to present as a 

reasonable set of factors (Tabachnick and Fidell, 2007). A statistically Barlett’s test of 

sphericity preferable to be p<0.05 as it indicates the sufficient correlations exist among 

the variables to proceed. 

KMO and Bartlett's Test PRQ 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .832 

ffBartlett's Test of 

Sphericity 

Approx. Chi-Square 645.066 

Df 6 

Sig. .000 

Table 4.16 PRQ KMO and Barlett’s Test 

 

The KMO for Perceived of relationship quality is 0.832 which exceeds 0.7 and 

the Barlett’s test of sphericity is 0.00 which match with p<0.05. Therefore the sampling 

is adequate and the suitability of factor analysis for the data is confirmed. 
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Total Variance Explained PRQ 

Component Initial Eigenvalues Extraction Sums of Squared Loadings  

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative % 

1 3.286 82.162 82.162 3.286 82.162 82.162 

2 .310 7.758 89.920    

3 .262 6.550 96.470    

4 .141 3.530 100.000    

Extraction Method: Principal Component Analysis. 

Table 4.17: PRQ Eigenvalues and variance extracted by each component 

 

Table above shows the total variance clarified by each element. According to 

Tabachnick and Fidell (2007), the number of factors that only contributed 

Eigenvalues>1 are significant and factors which Eigenvalue<1 will be ignored. 

Consequently, table above illustrated 1 components have Eigenvalue>1, where it gives 

total variance of 82.162% in consumers’ responses. This means that means 82% of the 

values are explained by the variables. 

 

Component Matrixa  PRQ 

 Component 

1 

Satisfied Teksi 

app 

.896 

Satisfied Mwallet .879 

Tied bank card .933 

Satisfied security .917 

Extraction Method: Principal Component Analysis. 

 

Component matrix should be ideally greater than 0.3. In this PRQ table above 

shows all variable’s component matrix exceeds 0.3 therefore is adequate. As conclude, 

the sample is significant. 

KMO and Bartlett's Test PVI 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .899 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 1047.757 

Df 10 

Sig. .000 

Table 4.18: PVI KMO and Barlett’s test 
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The KMO Barlett;s test for Perceived value of incentives (PVI) gives sample 

adequacy where KMO is 0.899 and Barlett’s test remains 0.00 which is preferable as 

the significance should be <0.05. 

 

Total Variance Explained PVI 

Component Initial Eigenvalues Extraction Sums of Squared Loadings  

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative % 

1 4.128 82.559 82.559 4.128 82.559 82.559 

2 .365 7.295 89.854    

3 .279 5.572 95.426    

4 .154 3.075 98.501    

5 .075 1.499 100.000    

Extraction Method: Principal Component Analysis. 

Table 4.19: PVI Total Variance Explained  

PVI Component Matrixa 

 Component 

1 

Inroduce Teksi app .837 

Introduce Mwallet .881 

Save money .917 

Incentive encourage usage .956 

Incentive lead usage .947 

Extraction Method: Principal Component Analysis. 

a. 1 components extracted. 

Table 4.20: PVI Component Matrix 

 

Since the value of components matrix is adequate. Accordingly conclude that 

the sample is significant. Perceived value of incentives contained four attributes and 

explained 82.599% of the variance in the data, with an eigenvalue of 4.128. 

 

KMO and Bartlett's Test PU 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .500 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 300.386 

Df 1 

Sig. .000 

Table 4.21: PU KMO and Barlett’s test 
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Total Variance Explained PU 

Component Initial Eigenvalues Extraction Sums of Squared Loadings  

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative % 

1 1.884 94.201 94.201 1.884 94.201 94.201 

2 .116 5.799 100.000    

Extraction Method: Principal Component Analysis. 

Table 4.22: PU Total Variance Explained 

 

PU Component Matrixa  

 Component 

1 

Provide usefulness .971 

Usefulness lead trying .971 

Extraction Method: Principal Component Analysis. 

a. 1 components extracted. 

Table 4.23: PU Component Matrix 

 

The value of components matrix is adequate, exceed 0.3, KMO value less than 

0.6 although sample significant is 0.00 (highly significant as it is far less than 0.05). 

Perceived usefulness contained two attributes and explained 94.201% of the variance 

in the data, with an eigenvalue of 1.884. 

So conclude that the sample is not significant hence cannot get any result. It 

might either need to have separate questionnaire or use in a larger sample. 

 

KMO and Bartlett's Test PEOU 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .500 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 250.956 

df 1 

Sig. .000 

Table 4 24: PEOU KMO and Barlett’s Test 

 

Total Variance Explained PEOU 

Component Initial Eigenvalues Extraction Sums of Squared Loadings  

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative % 

1 1.848 92.407 92.407 1.848 92.407 92.407 
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2 .152 7.593 100.000    

Extraction Method: Principal Component Analysis. 

Table 4.25: PEOU Total Variance Explained. 

 

PEOU Component Matrixa 

 Component 

1 

simple and easy to 

use 

.961 

easy to use .961 

Extraction Method: Principal Component Analysis. 

a. 1 components extracted. 

Table 4.26: PEOU Component Matrix 

 
The value of components matrix is adequate, exceed 0.3, KMO value less than 

0.6 although sample significant is 0.00. Perceived ease of use contained two attributes 

and explained 92.407% of the variance in the data, with an eigenvalue of 1.848. The 

sample is not significant hence cannot get any result. It might either need to have 

separate questionnaire or use in a larger sample. 

 
 

KMO and Bartlett's Test ATT 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .500 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 250.956 

Df 1 

Sig. .000 

Table 4.27: ATT LMO and Barlett’s Test 

Total Variance Explained ATT 

Component Initial Eigenvalues Extraction Sums of Squared Loadings  

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative % 

1 1.848 92.407 92.407 1.848 92.407 92.407 

2 .152 7.593 100.000    

Extraction Method: Principal Component Analysis. 

Table 4.28: ATT Total Variance Explained. 

 

ATT Component Matrixa 

 Component 

1 
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service 

benefits 

.961 

feel young .961 

Extraction Method: Principal Component 

Analysis. 

a. 1 components extracted. 

Table 4.29: ATT Component Matrix 

 

The value of components matrix is adequate, exceed 0.3 which is 0.961, KMO 

value is 0.5 although sample significant is 0.00 (highly significant as it is far less than 

0.05). Acceptance to using M-commerce contained two attributes and explained 92.407% 

of the variance in the data, with an eigenvalue of 1.848. Therefore conclude that the 

sample is not significant hence cannot get any result. It might either need to have 

separate questionnaire or use in a larger sample. 

 

4.5  CORRELATION ANALYSIS 

 Pearson’s r correlation embraced the idea of how to determine the degree to 

which two things went together, the concept is to take measurements on two variables 

determining whether if one set of measurements increased along with the second set of 

measurements (Schumacker, 2014). 

Each column corresponds to one of the variables. The top number is the 

correlation coefficient. Followed is the significance of this correlation. The bottom 

number N, is the number of observations that were used to calculate the correlation 

coefficient, in this study it is 200.  

Correlations PRQ 

 Satisfied 

Teksi app 

Satisfied 

Mwallet 

Satisfied 

security 

Tied 

bank 

card 

Satisfied 

Teksi app 

Pearson Correlation 1 .722** .770** .759** 

Sig. (2-tailed)  .000 .000 .000 

Sum of Squares and 

Cross-products 

285.500 184.400 219.100 216.000 

Covariance 1.435 .927 1.101 1.085 

N 200 200 200 200 
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As from the table above, all correlations are positive and relative strong. The 

table show the correlation coefficient of the constructs for PRQ is all positive and 

significant at 0.001levels (2-tailed). 

The variables have a statistically significant linear relationship (p < .001) and 

positively correlated. They are also tend to increase together which is these variables 

are associated with each other. 

Satisfied 

Mwallet 

Pearson Correlation .722** 1 .703** .770** 

Sig. (2-tailed) .000  .000 .000 

Sum of Squares and 

Cross-products 

184.400 228.320 178.880 196.000 

Covariance .927 1.147 .899 .985 

N 200 200 200 200 

Satisfied 

security 

Pearson Correlation .770** .703** 1 .846** 

Sig. (2-tailed) .000 .000  .000 

Sum of Squares and 

Cross-products 

219.100 178.880 283.420 240.000 

Covariance 1.101 .899 1.424 1.206 

N 200 200 200 200 

Tied bank 

card 

Pearson Correlation .759** .770** .846** 1 

Sig. (2-tailed) .000 .000 .000  

Sum of Squares and 

Cross-products 

216.000 196.000 240.000 284.000 

Covariance 1.085 .985 1.206 1.427 

N 200 200 200 200 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 4.30: Correlation PRQ 

Correlations PVI 

 Inroduce 

Teksi 

app 

Introduce 

Mwallet 

Incentive 

encourage 

usage 

Incentive 

lead 

usage 

Save 

money 

Inroduce 

Teksi app 

Pearson 

Correlation 

1 .683** .737** .723** .684** 

Sig. (2-tailed)  .000 .000 .000 .000 

Sum of 

Squares and 

Cross-

products 

305.180 188.080 208.420 204.420 217.480 

Covariance 1.534 .945 1.047 1.027 1.093 
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Table 4.31: Correlation PVI 

Table above illustrates the direction of the relationship is positive for all the PVI 

variables, where all these variables tend to associated with each other. The correlation 

N 200 200 200 200 200 

Introduce 

Mwallet 

Pearson 

Correlation 

.683** 1 .798** .782** .742** 

Sig. (2-tailed) .000  .000 .000 .000 

Sum of 

Squares and 

Cross-

products 

188.080 248.480 203.520 199.520 212.880 

Covariance .945 1.249 1.023 1.003 1.070 

N 200 200 200 200 200 

Incentive 

encourage 

usage 

Pearson 

Correlation 

.737** .798** 1 .924** .869** 

Sig. (2-tailed) .000 .000  .000 .000 

Sum of 

Squares and 

Cross-

products 

208.420 203.520 261.980 241.980 256.120 

Covariance 1.047 1.023 1.316 1.216 1.287 

N 200 200 200 200 200 

Incentive 

lead usage 

Pearson 

Correlation 

.723** .782** .924** 1 .856** 

Sig. (2-tailed) .000 .000 .000  .000 

Sum of 

Squares and 

Cross-

products 

204.420 199.520 241.980 261.980 252.120 

Covariance 1.027 1.003 1.216 1.316 1.267 

N 200 200 200 200 200 

Save money Pearson 

Correlation 

.684** .742** .869** .856** 1 

Sig. (2-tailed) .000 .000 .000 .000  

Sum of 

Squares and 

Cross-

products 

217.480 212.880 256.120 252.120 331.280 

Covariance 1.093 1.070 1.287 1.267 1.665 

N 200 200 200 200 200 

**. Correlation is significant at the 0.01 level (2-tailed). 
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coefficient of the constructs for PVI is positive and significant at 0.001levels (2-tailed). 

 

Correlations PU 

 Usefulness 

lead trying 

Provide 

usefulness 

Usefulness lead 

trying 

Pearson Correlation 1 .884** 

Sig. (2-tailed)  .000 

Sum of Squares and 

Cross-products 

251.920 223.400 

Covariance 1.266 1.123 

N 200 200 

Provide usefulness Pearson Correlation .884** 1 

Sig. (2-tailed) .000  

Sum of Squares and 

Cross-products 

223.400 253.500 

Covariance 1.123 1.274 

N 200 200 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 4.32: Correlation PU 

Table above illustrates the direction of the relationship is positive for PU 

variables, where all the variables tend to associated with each other. The correlation 

coefficient of the constructs for PU is positive 0.884 and significant at 0.000 (p < .001). 

 

Correlations PEOU 

 simple and 

easy to use 

easy to use 

simple and easy to 

use 

Pearson Correlation 1 .848** 

Sig. (2-tailed)  .000 

Sum of Squares and 

Cross-products 

253.500 210.800 

Covariance 1.274 1.059 

N 200 200 

easy to use Pearson Correlation .848** 1 

Sig. (2-tailed) .000  

Sum of Squares and 

Cross-products 

210.800 243.680 

Covariance 1.059 1.225 

N 200 200 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 4.33: Correlation PEOU 
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Table above illustrates the direction of the relationship is positive for PEOU 

variables, where all the variables be likely to associated with each other. The correlation 

coefficient of the constructs for PEOU is positive 0.848 and significant at 0.000 (p 

< .001). 

Correlations ATT 

 service 

benefits 

feel 

young 

service 

benefits 

Pearson Correlation 1 .848** 

Sig. (2-tailed)  .000 

Sum of Squares and 

Cross-products 

243.680 210.800 

Covariance 1.225 1.059 

N 200 200 

feel young Pearson Correlation .848** 1 

Sig. (2-tailed) .000  

Sum of Squares and 

Cross-products 

210.800 253.500 

Covariance 1.059 1.274 

N 200 200 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 4.34: Correlations ATT 

 

Table and above illustrates the direction of the relationship is positive for ATT 

variables, where all the variables tend to connected with each other. The correlation 

coefficient of the constructs for ATT is positive 0.848 significant at 0.000 (p < .001). 

 

4.6  MULTIPLE REGRESSION 

Multiple regression is a statistical method for studying the relationship between 

a single dependent variable and one or more independent variables (Allison, 1999). The 

purpose is to predict and causal analysis, where the aim of the study is to determine 

whether a particular independent variable really affects the dependent variable. 

The difference between correlation and regression, correlation focus on finding 

whether one is related to another or not, yet regression aim for the impact. For example, 

Y=X+A. Regression is to seek how much of Y is defined by X and A, representing a 

kind of impact.  
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Below this study will examined the impact of the variables.  

 

Testing the impact between PRQ towards ATT. 

 

Model Summary PRQ 

Mod

el 

R R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .868a .754 .749 .555 

a. Predictors: (Constant), Tied bank card, Satisfied Teksi app, 

Satisfied Mwallet, Satisfied security 

Table 4.35: Regression PRQ testing dependent variable ATT- Service benefits 

Independent variables for Perceived Relationship of Quality are Tied bank ccard, 

Satisfied Teksi app, Satisfied Mwallet, Satisfied security. Yet the dependent variable for 

Attitude towards M-commerce are Service benefits and Feel young. Dependent variable 

will be tested separately. 

Table above illustrated that the R Square value is 0.754 which is high and 

representing that 0.754% of the dependent variable of ATT- service benefits is explained 

by the independent variables. 

 

Coefficientsa 

Model 

Unstandardized Coefficients  

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .306 .163  1.873 .063 

Satisfied Teksi app .201 .057 .217 3.529 .001 

Satisfied Mwallet .380 .061 .367 6.222 .000 

Satisfied security .241 .067 .259 3.616 .000 

Tied bank card .108 .070 .116 1.526 .129 

a. Dependent Variable: service benefits  

Table 4.36: Coefficients for PRQ towards ATT-Service benefits 

 

Satisfied Teksi app is significant as its corresponding significant value is 0.001 

which is less than 0.05. Satisfied mwallet and Satisfied security are also significant due 
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to the significant value is 0.000 which re also less than 0.05. However Tied bank card 

is not significant because it shows 0.129 which is greater than 0.05. 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .882a .777 .773 .538 

a. Predictors: (Constant), Tied bank card, Satisfied Teksi app, Satisfied 

Mwallet, Satisfied security 

Table 4.37: Regression PRQ testing dependent variable ATT- Feel young. 

 

Independent variables for Perceived Relationship of Quality are same as above. 

Yet the dependent variable for Attitude towards M-commerce tested is Feel young. 

Table above illustrated that the R Square value is 0.773 which is high and 

representing that 0.773% of the dependent variable of ATT- feel young is explained by 

the independent variables. 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .410 .158  2.585 .010 

Satisfied Teksi app .261 .055 .277 4.734 .000 

Satisfied Mwallet .257 .059 .244 4.340 .000 

Satisfied security -.112 .065 -.118 -1.736 .084 

Tied bank card .515 .068 .545 7.532 .000 

a. Dependent Variable: feel young 

Table 4.38: Coefficients for PRQ towards ATT-Feel young 

 

Satisfied Teksi app, Satisfied mwallet and Tied bank card are significant due to 

the significant value is 0.000 which re also less than 0.05. However Satisfied security 

is not significant because it shows 0.084 which is greater than 0.05. 

Therefore the total output from the test was that the Perceived Relationship 

Quality has significant impact on the Attitude towards M-commerce. 
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Testing the impact between PVI towards ATT. 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .909a .826 .821 .468 

a. Predictors: (Constant), Save money, Inroduce Teksi app, Introduce 

Mwallet, Incentive lead usage, Incentive encourage usage 

Table 4.39: Regression PVI testing dependent variable ATT- Service benefits 

 

Independent variables for Perceived Value of Incentives are Save money, 

Introduce Teksi app, Introduce Mwallet, Incentive lead usage, Incentive encourage 

usage. Yet the dependent variable for Attitude towards M-commerce are Service 

benefits and Feel young. Dependent variable will be tested separately. 

Table above illustrated that the R Square value is 0.826 which is high and 

representing that 0.826% of the dependent variable of ATT- service benefits is explained 

by the independent variables. 

 

Coefficientsa 

Model 

Unstandardized Coefficients  

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .230 .134  1.714 .088 

Inroduce Teksi app .077 .041 .086 1.865 .064 

Introduce Mwallet .270 .052 .272 5.226 .000 

Incentive encourage usage .321 .086 .333 3.729 .000 

Incentive lead usage .204 .080 .212 2.550 .012 

Save money .069 .055 .080 1.254 .211 

a. Dependent Variable: service benefits  

Table 4.40: Coefficients for PVI towards ATT-Service benefits 

 

Incentive lead usage with significant value 0.012, Introduce Mwallet and 

Incentive encourage usage are significant as its corresponding significant value is 0.00 

which is less than 0.05. However Introduce Teksi app with significant value 0.064, and 

Save money with significant value of 0.211 are not significant because it is greater than 

0.05. 
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Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .930a .865 .862 .420 

a. Predictors: (Constant), Save money, Inroduce Teksi app, Introduce 

Mwallet, Incentive lead usage, Incentive encourage usage 

Table 4.41: Regression PVI testing dependent variable ATT- Feel young. 

 

Independent variables for Perceived Value of Incentive are same as above. Yet 

the dependent variable for Attitude towards M-commerce tested is Feel young. 

Table above illustrated that the R Square value is 0.865 which is high and 

representing that 0.865% of the dependent variable of ATT- feel young is explained by 

the independent variables. 

 

Coefficientsa 

Model 

Unstandardized Coefficients  

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .237 .120  1.972 .050 

Inroduce Teksi app .081 .037 .089 2.189 .030 

Introduce Mwallet .188 .046 .186 4.071 .000 

Incentive encourage usage .366 .077 .372 4.732 .000 

Incentive lead usage .239 .072 .243 3.328 .001 

Save money .097 .049 .111 1.987 .048 

a. Dependent Variable: feel young 

Table 4.42: Coefficients for PVI towards ATT- Feel young 

 

Incentive lead usage with significant value 0.001, Introduce Teksi app with 

significant value 0.030, and Save money with significant value of 0.048, Introduce 

Mwallet and Incentive encourage usage are significant as its corresponding significant 

value is 0.00 which is less than 0.05. Therefore all variables are significant. 

 

Testing the impact between PU towards ATT. 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 
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1 .968a .937 .937 .278 

a. Predictors: (Constant), Provide usefulness, Usefulness lead trying 

Table 4.43: Regression PU testing dependent variable ATT- Service benefits 

 

Independent variables for Perceived Usefulness are Provide usefulness and 

Usefulness lead trying. Yet the dependent variable for Attitude towards M-commerce 

are Service benefits and Feel young. Dependent variable will be tested separately. 

Table above illustrated that the R Square value is 0.937 which is high and 

representing that 0.937% of the dependent variable of ATT- service benefits is explained 

by the independent variables. 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .233 .076  3.045 .003 

Usefulness lead trying .982 .038 .999 26.171 .000 

Provide usefulness -.034 .037 -.035 -.911 .364 

a. Dependent Variable: service benefits  

Table 4.44: Coefficients for PU towards ATT-Service benefits 

 

Usefulness lead trying with significant value 0.00 is significant which less than 

0.05. However Provide usefulness with significant value 0.364 is not significant 

because it is greater than 0.05. 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 1.000a 1.000 1.000 .000 

a. Predictors: (Constant), Provide usefulness, Usefulness lead trying 

Table 4.45: Regression PU testing dependent variable ATT- Feel young. 

 

Independent variables for Perceived usefulness are same as above. Yet the 

dependent variable for Attitude towards M-commerce tested is Feel young. 
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Table above illustrated that the R Square value is 1.0 which is high and 

representing that 1.0% of the dependent variable of ATT- feel young is explained by the 

independent variables. 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .000 .000  . . 

Usefulness lead trying .000 .000 .000 . . 

Provide usefulness 1.000 .000 1.000 . . 

a. Dependent Variable: feel young 

Table 4.46: Coefficients for PU towards ATT-Feel young 

 

Due to the R square 1.0 indicates that the regression line perfectly fits the data.  

Therefore all variable are significant. 

 

Testing the impact between PEOU towards ATT. 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 1.000a 1.000 1.000 .000 

a. Predictors: (Constant), simple and easy to use, easy to use 

Table 4 47: Regression PEOU testing dependent variable ATT- Service benefits 

 

Independent variables for Perceived Ease of Use are ‘Simple and easy to use’ 

and ease to use. Yet the dependent variable for Attitude towards M-commerce are 

Service benefits and Feel young. Dependent variable will be tested separately. 

Table above illustrated that the R Square value is 1.0 which is high and 

representing that 1.0% of the dependent variable of ATT- service benefits is explained 

by the independent variables. This indicates that the regression line perfectly fits the 

data. 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 
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1 (Constant) .000 .000  . . 

easy to use 1.000 .000 1.000 . . 

simple and easy to use .000 .000 .000 . . 

a. Dependent Variable: service benefits  

Table 4.48: Coefficients for PEOU towards ATT-Service benefits 

Due to the R square 1.0 indicates that the regression line perfectly fits the data.  

Therefore all variable are significant. 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 1.000a 1.000 1.000 .000 

a. Predictors: (Constant), simple and easy to use, easy to use 

Table 4.49: Regression PEOU testing dependent variable ATT- Feel young. 

 

Independent variables for Perceived ease of use are same as above. Yet the 

dependent variable for Attitude towards M-commerce tested is Feel young. 

Table above illustrated that the R Square value is 1.0 which is high and 

representing that 1.0% of the dependent variable of ATT- feel young is explained by the 

independent variables. This indicates that the regression line perfectly fits the data. 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .000 .000  . . 

easy to use .000 .000 .000 . . 

simple and easy to use 1.000 .000 1.000 . . 

a. Dependent Variable: feel young 

Table 4.50: Coefficients for PEOU towards ATT-Feel young 

 

Due to the R square 1.0 indicates that the regression line perfectly fits the data.  

Therefore all variable are significant. 
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4.8 HYPOTHESIS TEST RESULT 

 

This chapter investigated the respondents’ profile in terms of their gender, age, 

occupation background and their experience of using smartphone. Also different 

hypothesis relationships within the model testing. The variables were examined using 

the descriptive SPSS analysis with cross tabulation for more insightful of smartphone 

users characteristics in China. Further, the effects of user’s motivation and experience 

of using smartphones between their attitudes towards M-commerce have been tested by 

Cronbach’s Alpha, KMO and Barlett’s test of Sphericity, correlation analysis to discover 

the significance of the relationship between the variables.  

 
 

 

 

 

 

 

 

 

 

 

Figure 4.1: The research model 

 

4.8.1  Results Of Reliability 

 

 Pallant (2010) stated reliability refers to the degree to which the items of the 

scale are correlated, measuring the same constructs. Cronbach’s alpha is known as the 

most commonly used for calculating the testing data reliability. The Cronbach’s alpha 

coefficients are shown in table below and all result are beyond the suggested value of 

0.70, which is satisfied and variables are reliable. 

Perceived Value of Adoption 

Incentive (PVI) 
Acceptance to M-commerce 

services  

H1 

H2 

H4 

H3 

 Perceived Usefulness (PU) 

Perceived Ease of Use (PEOU) 

Perceived Relationship Quality 

(PRQ) 
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Construct Name Cronbach’s alpha 

Perceived Relationship of Quality 

(PRQ) 

0.927 

Perceived Value of Incentive (PVI) 0.945 

Perceived Usefulness (PU) 0.928 

Perceived Ease of Use (PEOU) 0.918 
 

Table 4.51: Conclude Reliability analysis  

 

4.8.2 Result Of Factor Analysis 

 

Factor analysis is to examine the data and give information to the researcher 

about the possibility factors in the model. In order to get suitable factor analysis results, 

Kaiser-Mayer-Olkin (KMO) test as a measure of sampling adequacy and Barlett’s test 

of sphericity will be used. If a value of KMO is greater than 0.6 this suggest that the 

relationship between items is statistically significant and is suitable for factor analys is 

to show a reasonable set of factors. 

The significant of Barlett’s test of sphericity illustrated the correlation among 

the measurement items is higher than 0.3 which will be suitable for factor analysis.  

 

Construct Name KMO Bartlett's Test of Sphericity 

Approx. Chi-

Square 
df 

Sig. 

Perceived Relationship of 

Quality (PRQ) 

0.832 645.066 6 0.00 

Perceived Value of Incentive 

(PVI) 

0.899 1047.757 10 
0.00 

Perceived Usefulness (PU) 0.5 300.386 1 
0.00 

Perceived Ease of Use 

(PEOU) 

0.5 250.956 1 
0.00 
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Table 4.52: Conclude KMO and Barlett’s test of Sphericity 

 

The KMO Barlett;s test for Perceived Relationship Quality (PRQ) and Perceived 

value of incentives (PVI) gives sample adequacy where KMO are 0.832 and 0.899, 

Barlett’s test remains 0.00 which are preferable as the significance should be <0.05. 

However, for Perceived usefulness (PU) and Perceived Ease of Use (PEOU) are 

not significant due to the KMO value less than 0.6. Although sample significant are 

0.00 and the value of components matrix exceed 0.3 but the sample is not significant 

therefore the study cannot get the result. 

 

4.8.3 Result Of Correlation Analysis And Multiple Regression 

 

All variables have a statistically significant linear relationship (p>0.001) and 

positively correlated. So they are tend to rise together as they are associated with each 

other in this study. 

Multiple regression aiming for the impact determining whether the independent 

variable affects the dependent variable. To test the hypothesis, when p-value is less than 

0.05, it indicates that the independent variables affect the dependent variable in a 

significant level. In contrast, if the p-value is more than 0.05 then they don’t have 

relationship due to the relationship is not significant. 

From the model, it indicates that Perceived Usefulness and Perceived Ease of 

Use (β=0.993695 and β=0.995911) were a strong determinant of Attitude towards M-

commerce, followed by Perceived Value of adoption Incentive (β=0.890165) with a 

strong determinant of attitude towards M-commerce services. 

 

HYPOTHESES T-VALUE P-VALUE RESULT 

H1 20.510139 .000 SUPPORT 

H2 27.490500 .000 SUPPORT 

H3 124.712025 .000 SUPPORT 

H4 155.118593 .000 SUPPORT 

Table 4.53: Hypotheses Testing Results 
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Perceived Relationship Quality 

(PRQ) 

Perceived Value of Adoption 

Incentive (PVI) 
Acceptance to M-commerce 

services  

H1 

H2 

H4 

H3 

 Perceived Usefulness (PU) 

Perceived Ease of Use (PEOU) 

0.995911 

0.993695 

0.824595 

0.890165 

Figure 4.2: Results for Proposed of Model 
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CHAPTER FIVE 

CONCLUSION 

 

5.1    CONCLUSION AND DISCUSSION 

The purpose of this article has been to explore factors that influence the attitude 

and acceptance of users to adopt mobile commerce. In order to achieve this objective, 

a broad literature review has been conducted into a few areas. This research results 

significantly verified the hypothesis between Perceived Relationship Quality, Perceived 

Value of Incentives, Perceived Usefulness, Perceived Ease of Use towards the 

acceptance and adoption of M-commerce. 

First, for answering the research question and objective, this study needs to 

justify the usefulness of mobile application to our daily lives will affects the consumer’s 

attitude towards m-commerce and also to identify the characteristic of ease of use of 

mobile application having any influence on the attitude of consumer towards m-

commerce. A simple model based on technology acceptance model (TAM) was 

developed and measured. This study successfully applied the TAM. Consistent with 

previous studies, perceived usefulness and perceived ease of use were found to be 

significant antecedents of the attitude to use mobile commerce. Consumer’s preference 

can be influences by the usefulness and ease of use factor, for example, a clean interface 

and simple friendly user mobile application will easier attract consumer to try and 

continue their willingness to use the application. Especially most of the respondent from 

this research are young to middle age adults that easy get bored, less patient or frustrated 

if the application is too complexity and take like ages just to achieve something. In 

contrast, if the application is easy friendly use with just a few simple clicks and able to 

achieve what they want then they will be satisfied with the experience. So the perceived 

usefulness and ease of use is important to take note as it will effects how consumers 

perceived the value of it.  

Second, this research found an important direct relationship between Perceived 

Usefulness towards M-commerce. The results of the study require important practical 

inferences. For example, potential adopters of M-commerce are extremely sensitive to 

the issue that whether the mobile application is useful. Due to the available variety of 

mobile application in the market, the major concern of the data capacity effects the 
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space of usage available of the particular mobile. Consumers are shifting from memory 

8GB to 16GB and now even 64GB to have enough of memory being used. Such results 

imply that mobile phones designer and engineer need to strengthen their R&D for 

example HuaWei, invest huge in innovation and maintain their product in an affordable 

price and providing maximum experience.  

Third, Perceived Value of Incentives was also found to be an important 

antecedents of acceptance towards M-commerce. This has fulfilled the research 

objectives of need to examine whether the value of incentives offered by the 

organization will have any influence to the consumer’s acceptance toward m-commerce. 

The substantial impacts for value of incentives on acceptance to use M-commerce 

indicate that potential customer will considered to try the mobile applications due to the 

attracting promotion and incentives provided. However to consistently used will 

depends to the friendly used and simple understandable of the application interface  

designed. When people feel they are capable of using the particular mobile application, 

they will tend to prefer and even enjoy of using it with the feeling of they successfully 

master it. Moreover, training potential customer on how to use the mobile application 

would make them aware of the valuable advantages of accessing the information 

efficiently. For example, while promoting a new application, engineers can design a 

simple guideline for the user to provide simple instructions on how to use the 

application while consumer download and start to use for the first time. This can provide 

a positive start to new users and also allowing them to continue to use the services. 

Fourth, Perceived Relationship of Quality towards attitude of m-commerce is 

also examine to identify whether consumer’s perceived of relationship quality will 

affect their acceptance towards m-commerce. During the process of collecting data and 

analysis, it is notice that consumer do have a preference pattern that if they don’t have 

a relationship with the organization they will not have connection at all. For example, 

A is a member of China airline member program, so A willing to try to use the 

application introduce by China airline and somehow willing to keep the application and 

use it, because A able to check his/her booking through the application and even make 

a booking or received new promotions updates. As a result, China airline are able to 

reach its consumer wider and keep its customer’s loyalty. B is a member of another 

airline, so B will slightly prefer to be attracted to another airline that B has a membership 

with, so B will not use China airline application but the other airline’s one, unless B 



149 

 

also has a membership in China airline. Therefore the Perceived of relationship qualit y 

do have an effect towards the consumer’s attitude of using the m-commerce application. 

The questionnaire contains about the customer attitudes towards mobile services 

and their acceptance behaviour, as well as general personal background. From the 

questionnaire, 200 responses were received and SPSS were used for data analysed. The 

findings from the distributed questionnaires revealed that customer in China are quite 

satisfied with the benefits and convenience provided from the mobile commerce 

application. However the Perceived Usefulness and Perceived Ease of Use result of 

KMO is not satisfied. Even though it is significant but the relationship of the variable 

is not strong enough. It might need a bigger sample to test or even more variable to 

illustrate it.  

In China context, the M-commerce usage is expanding and transaction is 

increasing sharply. Nonetheless similar function applications has been created and 

competing huge between each other. For instance, an application allows consumers to 

buy fruits and vegetables. This application allows white collar to buy vegetables and 

fruits conveniently because the food will be delivered to their home and this helps white 

collar to save a lot of time because they no need to rush to the market after work and 

rush home to cook a meal. Instead due to the inconvenient a lot white collar prefer to 

have a meal outside because it is more easy and simple but not living a healthy life. 

However some people will still prefer to go to the supermarket to buy food themselves 

because they feel more comfortable of doing this way. Some consumer enjoy using the 

take-away application to order take-away so that they can back to their home after work 

and just wait the delivery comes. Therefore even though consumer knows the mobile 

application is useful but it does not mean that they intend to use it fully in their daily 

life.  

Finally this study has subsidized to the existing accessible literature of 

technology acceptance model in general and mobile commerce in particular. The 

existing findings were observed empirically through a quantitative analysis to highlight 

these results. The contributions can be found as followed per discussed. This study has 

further valuable perceptions to the existing literature of the Technology acceptance 

model (TAM) and Relationship quality (RELQUAL scale), in terms of its practical 

which detects a number of factors that influence the behaviour intention to adopt mobile 

services. 
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5.2  ACHIEVING OBJECTIVES AND ANSWERING RESEARCH 

QUESTIONS 

Regarding the objectives in this study, it were achieved by using two different 

research method. First, a broad literature review was directed to understand the 

background of mobile commerce. Second, a quantitative method was conducted by 

using SPSS statistic programme such as correlation test, regression analysis, factor 

analysis and description analysis to explain the various relationships existed. 

 
I. To identify whether consumer’s perceived of relationship quality will 

affect their acceptance towards m-commerce. 

II. To examine whether the value of incentives offered by the organizat ion 

will affect the consumer’s acceptance toward m-commerce. 

III. To justify the usefulness of mobile application to our daily lives will 

affects the consumer’s acceptance toward m-commerce. 

IV. To identify the characteristic of ease of use of mobile application will 

affected on the consumer’s acceptance towards m-commerce. 

 

These objectives were achieved by conducting an inclusive literature review 

which addressed in Chapter 2 and 3. Continued by accompanying the main field study 

and the related statistics test such as reliability, regression test, correlation and factor 

analysis which shown in details in Chapter 4. 

From the general literature review which had been conducted, Technology 

acceptance model (TAM) and Relationship quality (RELQUAL scale) where used to 

form the research questions in order to explore the factors affecting the acceptance of 

M-commerce. Moreover how these factors influence on the organization’s strategies. 

 

I. Does the consumer perceived of relationship quality affect consumer’s 

acceptance towards m-commerce? 

II. Does the value of incentives affecting the consumer’s acceptance toward 

m-commerce?  

III. Does the perception of usefulness affects the consumer’s acceptance 

toward m-commerce? 

IV. Can the consumer’s acceptance towards m-commerce influence by the 

perception on the characteristic of the ease of use of the mobile 
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application? 

 To answer these predictors questions of the behaviour intention, statistics 

quantitative analysis through SPSS were used such as regression test, factors analys is, 

descriptive analysis and correlation. The test results are examined in Chapter 4. 

5.3  LIMITATIONS 

 In this section, this study will also discussed the limitations of the study.  

 Firstly, the scope of this study was limited by its sample frame, as the 

questionnaires were randomly delivered to respondents who are living and working in 

Pudong, Shanghai area during 2015. The population is concentrate on univers ity 

students and white collar, therefore probably lacking the diversity that can be 

comparable in a medium population that across the entire shanghai population or larger 

population that across the entire country of China. 

Furthermore, due to the limitation of time, resources and sample size, 200 

samples is collected in the study so it may not be represented of the general population 

of M-commerce users in the population. None the less that not much studies related the 

research being conduct about the M-commerce of China therefore literature review was 

limited. 

5.4  SUGGESTIONS AND FURTHER STUDIES 

 Though the findings of the study strongly support the proposed model, yet there 

is still room for improvement and further investigation. This study should be simula ted 

in variety contexts for further validation and investigation of the possibility of 

restraining effects. 

Due to current research study is more focus on B2C model that researcher can 

further investigate factors to B2B model. The further investigation can allowed us to 

understand the difference challenges face by different party and it also allows us to 

recognize the difference of the adoption behaviour.  

As this study is conducted at Shanghai, China and some interviews with 

university’s student and white collar therefore an in-depth studies for further investiga te 

whether the technology advance of the city will affect the consumer’s perception for the 

adoption. This is due to Shanghai is an international port and as a first-tier city in China 

which multinational organisations invested and keep on expanding, consequently 

population here are more fashion, new technology follow, easier and willing to accept 

new concepts. These factors do influence the outcome of the study as it may not be 
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generalized to developed countries for society differences. It may deployed to othe r 

similar cultural with similar characteristics cities or countries to enhance the 

generalization. 

Furthermore various methodologies can be used to examine the applicability of 

the research model adopted in this study. Such as case studies, interviews with 

managerial level of multinational organizations to collect their opinion, case studies 

done by other researchers in the country to study others possibility for new hypothes is 

which affects and related to the study. 
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APPENDIX 1: MOBILE WALLETS 
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Source: Mobile Wallets (Richter F. 2012) 
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APPENDIX 2: PILOT TEST QUESTIONNAIRES RESULTS 

 

 

In this section, I am a Student of University of Al-Madinah, currently doing 

Master in Business Management. My research is related to M-commerce topic and I 

am interested in way how people perceived the relationship quality and perceived the 

value of incentives offered by the organizations to encourage people to use the 

particular mobile device applications in order to redeem the incentives that offered.  

There will be two parts divided in the questionnaire. Throughout this study, if 

you are a user of any mobile device applications, please shared your experience. If 

you are not using any mobile device application currently, please shared the reasons of 

not using it and how you think of M-commerce application.  

Due to the respondents are equally selected from China, therefore the pilot test 

will be conduct in English and Chinese for the language difference purpose. 

 

A. Information on Mobile Phone usage and Demographics 

 

第 1 题 Question1   请问您的性别  What is your gentder? 

选项 Item 小计 No. 比例 Percentage 

男 Male 5  

16.13% 

女 Female 26  

83.87% 

本题有效填写人次 Total Responder 31  

 

第 2 题 Question2   请问您的年龄是 What is your age? 

选项 Item 小计 No. 比例 Percentage 

18 岁以下 (Less than 18 years) 0  0% 

18-24 岁 (18-24 years) 17  

54.84% 
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25-30 岁 (25-30 years) 11  

35.48% 

31-35 岁 (31-35 years) 3  

9.68% 

36-45 岁 (36-45 years) 0  0% 

45 岁以上 (45 years and above) 0  0% 

本题有效填写人次 Total Responder 31  

 

第 3 题 Question3   请问您的职业 What is your job? 

选项 Item 小计 No. 比例 Percentage 

全职 Full time 16  

51.61% 

兼职 Part time 3  

9.68% 

无业人士 Unemployed 10  

32.26% 

学生 Student 2  

6.45% 

退休人士 Pensioner 0  0% 

本题有效填写人次 Total Responder 31  

 

第 4 题 Question4   您拥有智能手机吗 Do you have a smart phone device? 

选项 Item 小计 No. 比例 Percentage 

有 Yes 31  100% 

没有 No 0  0% 

本题有效填写人次 Total Responder 31  

 

第 5 题   您一般用智能手机一天上网几个小时  
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Question5: How often do you use your smart phone device’s internet service in a day? 

选项 Item 小计 No. 比例 Percentage 

1 个小时以下 Less than one hour 1  3.23% 

1-2 小时 One to two hours 0  0% 

2-3 小时 Two to three hours 2  

6.45% 

3-4 小时 Three to four hours 2  

6.45% 

4 小时以上 Four hours and above 26  

83.87% 

本题有效填写人次 Total Responder 31  

 

第 6 题   请问您有使用智能手机软件购买过任何商品或服务的经验吗 

Question6: Do you ever use your smart phone device application to purchase any 

goods or services? 

选项 Item 小计 No. 比例 Percentage 

有 Yes 26  

83.87% 

没有 No 5  

16.13% 

本题有效填写人次 Total Responder 31  

 

From this part, I have divided to two designed questionnaires in this pilot test. 

It will be necessary to have a separation of data collection due to the respondents 

experienced and minimize the risk of error. 

 The first part is for respondents who have experienced in using 

mobile device application. 

 The second part is for respondents who does not have experienced in 

using the application. 
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First part: Respondents who have experienced in using mobile device 

application. 

第 7 题   如有，请问您曾经使用手机软件购买过什么类型的商品或使用过什么

类型的服务  

Question7: If Yes, what type of goods or services have you bought through your smart 

phone device application in your experience? (PRQ) 

选项 Item 小计 No. 比例 Percentage 

食品（小食，面食，零食等）Foods 11  

42.31% 

金融服务（手机银行，理财等）

Banking/ Finance 

11  

42.31% 

游戏（充值卡等）Games 11  

42.31% 

衣服（男装，女装等）Fashions 15  

57.69% 

生活用品 Daily use products 13  50% 

接送服务（滴滴打车，快递打车等）

Transportation service (Taxi) 

11  

42.31% 

电子产品和家电 Electronic gadget 8  

30.77% 

手机优惠卷 Discount deals/coupons 6  

23.08% 

旅游产品（机票，门票，酒店等）

Travel  

10  

38.46% 

第三方交易平台（支付宝，微信等）

Payment service (Paypal) 

15  

57.69% 

地图 Map 11  

42.31% 

订餐服务（掏点点，饿了吗等）

Delivery/ Restaurant booking 

10  

38.46% 
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化妆品和美容产品 Cosmetics 7  

26.92% 

电影票 Movie ticket 10  

38.46% 

本题有效填写人次 Total Responder 26  

 

第 8 题   您是否满意现在所使用的手机软件服务  

Question8: Do you satisfied with the current device’s application service? (PRQ) 

选项 Item 小计 No. 比例 Percentage 

很不满意 Strongly disagree 1  

3.85% 

不满意 Disagree 0  0% 

一般 Neutral 4  

15.38% 

满意 Agree 11  

42.31% 

很满意 Strongly agree 10  

38.46% 

本题有效填写人次 Total Responder 26  

 

第 9 题 您是否会介绍您的亲人、朋友或者同事使用某些您觉得满意的手机软件

服务 

Question9: Will you recommend the device application to people you know (family, 

friends, colleagues, etc)? (PRQ/INT) 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 0  0% 

不同意 Disagree 1  

3.85% 

一般 Neutral 5  
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19.23% 

同意 Agree 6  

23.08% 

很同意 Strongly Agree 14  

53.85% 

本题有效填写人次 Total Responder 26  

 

第 10 题  您所使用的手机软件是否有绑定您的手机号码、微信、QQ 或者微博

帐号  

Question10: Do you tied your mobile number to any device application that you 

currently using (Wechat, Myteksi, etc)? (PRQ/INT) 

选项 Item 小计 No. 比例 Percentage 

有 Yes 25  

96.15% 

没有 No 1  

3.85% 

本题有效填写人次 Total Responder 26  

 

第 11 题   您觉得目前所使用的手机软件在维护客户的个人信息安全度，是否

满意（例如支付宝、微信、QQ 等） 

Question11: Do you satisfied with your current device application’s regarding the 

privacy security issue?  (PRQ)   

选项 Item 小计 No. 比例 Percentage 

很不满意 Strongly disagree 1  

3.85% 

不满意 Disagree 2  

7.69% 

一般 Neutral 10  

38.46% 
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满意 Agree 7  

26.92% 

很满意 Strongly Agree 6  

23.08% 

本题有效填写人次 Total Responder 26  

 

第 12 题   您是否同意在使用手机软件所得到的优惠，可以帮助您节省金钱 

Question12: Do you agrees that using the mobile device application helps you to save 

money while receiving the incentives?  (PVI)  

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 2  

7.69% 

不同意 Disagree 2  

7.69% 

一般 Neutral 5  

19.23% 

同意 Agree 8  

30.77% 

很同意 Strongly agree 9  

34.62% 

本题有效填写人次 Total Responder 26  

 

第 13 题 您是否同意手机软件所提供的优惠，可以成为一种鼓励客户尝试用的

方法  

Question13: Do you agree that receiving mobile device application’s incentives is a 

way to encourage people to use it?  (PVI)   

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 2  

7.69% 



175 

 

不同意 Disagree 1  

3.85% 

一般 Neutral 6  

23.08% 

同意 Agree 9  

34.62% 

很同意 Strongly agree 8  

30.77% 

本题有效填写人次 Total Responder 26  

 

Second part: Respondents who does not have experienced in using the 

application. 

第 14 题   如没有， 请问是什么原因导致您不尝试使用手机软件进行交易呢 

Question14: If No, what make you not use the mobile device application for 

transactions? (PRQ) 

选项 Item 小计 No. 比例 Percentage 

担心个人资料泄露 Concern privacy 

information get stolen 

2  40% 

购买的产品或服务不符合期望 

Concern the goods or services 

different from as expected 

3  60% 

比较喜欢在实店购买 Prefer shop in  

store 

2  40% 

不知道怎么操作交易 No idea of 

using it 

1  20% 

没有智能手机 Don’t own a smart 

phone 

0  0% 

本题有效填写人次 Total Responder 5  

 

第 15 题   您是否愿意尝试使用手机软件网购服务  
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Question15: Are you willing to try the application service? (PRQ/INT) 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 0  0% 

不同意 Disagree 2  40% 

一般 Neutral 1  20% 

同意 Agree 0  0% 

很同意 Strongly agree 2  40% 

本题有效填写人次 Total Responder 5  

 

第 16 题   您是否同意手机软件网购能够为顾客提供各种的便利 

Question16: Do you agree that using mobile device application to purchase online 

provides difference kind of conveniency? (PRQ) 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly diagree 0  0% 

不同意 Disagree 0  0% 

一般 Neutral 0  0% 

同意 Agree 3  60% 

很同意 Strongly agree 2  40% 

本题有效填写人次 Total Responder 5  

 

第 17 题   在未来的日子里，您是否将会计划使用手机软件服务 

Question17: In the future, will you consider to use a mobile device application 

service? (PRQ/INT)     

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 0  0% 

不同意 Disagree 0  0% 
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一般 Neutral 1  20% 

同意 Agree 2  40% 

很同意 Strongly agree 2  40% 

本题有效填写人次 Total Responder 5  

 

第 18 题   如果你换了新的智能手机，你是否还会继续使用目前所使用的手机

软件 

Question18: If you own new smart phone device, will you consider continuing used 

the applications that is used currently?  (PRQ/ATT)  

选项 小计 比例 

很不同意 Strongly disagree 0  0% 

不同意 Disagree 0  0% 

一般 Neutral 2  40% 

同意 Agree 0  0% 

很同意 Strongly agree 3  60% 

本题有效填写人次 Total Responder 5  

 

At this point, all respondents will require to fill this part of the questionnaire to 

collect the PRQ and PVI overall perception. 

第 19 题   您是否会被手机软件所提供的便利吸引，而考虑尝试使用此软件 

Question19: Will you feel attracted to the convenience of using mobile device 

application, and consider to try the application service? (PRQ) 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 2  

6.45% 

不同意 Disagree 1  3.23% 

一般 Neutral 7  
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22.58% 

同意 Agree 11  

35.48% 

很同意 Strongly agree 10  

32.26% 

本题有效填写人次 Total Responder 31  

 

第 20 题   您是否会被手机软件所提供的优惠，而考虑尝试使用此软件 

Question20: Will you feel attracted to the incentives by using the mobile device 

application, and consider to try the application service? (PVI) 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 1  3.23% 

不同意 Disagree 2  

6.45% 

一般 Neutral 9  

29.03% 

同意 Agree 10  

32.26% 

很同意 Strongly agree 9  

29.03% 

本题有效填写人次 Total Responder 31  
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APPENDIX 3: DATA ANALYSIS CODEBOOK FOR PILOT TEST 

 

 

Full variable/scale name SPSS variable name Coding procedure 

Gender Gender 1=Male, 2=Female 

Age Age 1=Less than 18 years old, 

2=18-24 years, 3=25-30 

years, 4=31-35 years, 5=36-

45 years, 6=45 years and 

above 

Employed status Employed_status 1=Full time, 2=Part time, 

3=Unemployed, 4=Student, 

5=Pensioner 

Own smartphone device Own_smartphone 1=yes, 2=no 

Use smartphone internet 

service 

time 1=Less than 1hour, 2=1-

2hour, 3=2-3hour, 4=3-

4hour, 5=4hours and above 

Use smartphone 

application to purchase 

goods and services 

Purchase_experience 1=yes, 2=no 

Purchase experience-foods Q7foods 0=no, 1=yes 

Purchase experience-

banking 

Q7banking 0=no, 1=yes 

Purchase experience-game Q7game 0=no, 1=yes 

Purchase experience-

fashion 

Q7fashion 0=no, 1=yes 

Purchase experience-daily Q7daily 0=no, 1=yes 

Purchase experience-taxi Q7taxi 0=no, 1=yes 

Purchase experience-

electronic 

Q7electronic 0=no, 1=yes 

Purchase experience-

discount 

Q7discount 0=no, 1=yes 
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Purchase experience-

travel 

Q7travel 0=no, 1=yes 

Purchase experience-

payment 

Q7payment 0=no, 1=yes 

Purchase experience-map Q7map 0=no, 1=yes 

Purchase experience-

booking 

Q7booking 0=no, 1=yes 

Purchase experience-

cosmetics 

Q7comestics 0=no, 1=yes 

Purchase experience-

movie 

Q7movie 0=no, 1=yes 

Satisfied with application 

service 

Satisfied_service 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Recommend friends Recommend_friends 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Tied mobile number to 

applications 

Tied_number 1=yes, 2=no 

Satisfied privacy issue Satisfied_privacy 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Incentives save money Save_money 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Incentives encourage to 

use 

Encourage_use 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Privacy information stolen Q14Privacy_stolen 0=no, 1=yes 

Goods and service 

different as expected 

Q14Goods_different 0=no, 1=yes 

Prefer shop in store Q14Shop_store 0=no, 1=yes 
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No idea to use Q14no_idea 0=no, 1=yes 

Don’t own smartphone Q14dont_own 0=no, 1=yes 

Willing to try Wiliing_try 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Purchase online is 

convenience 

Online_convenient 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Consider try to use Try_use 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Own new smartphone, 

consider continue use 

current applications 

New_used 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Attracted to the 

convenience and consider 

to use 

Attracted_use 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Attracted to incentive and 

consider to use 

Incentive_use 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 
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APPENDIX 4: SPSS RELIABILITY ANALYSIS FOR PILOT TEST 

 

 

Contructs: PRQ For New Adopters Of M-commerce Application 

Case Processing Summary 

 N % 

Cases Valid 26 100.0 

Excludeda 0 .0 

Total 26 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

.898 .899 14 

 

Item Statistics 

 Mean Std. Deviation N 

Q7_foods .42 .504 26 

Q7_banking .42 .504 26 

Q7_game .42 .504 26 

Q7_fashion .58 .504 26 

Q7_daily .50 .510 26 

Q7_taxi .42 .504 26 

Q7_electronic .31 .471 26 
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Q7_discount .23 .430 26 

Q7_travel .38 .496 26 

Q7_payment .58 .504 26 

Q7_map .42 .504 26 

Q7_booking .38 .496 26 

Q7_cosmetic .27 .452 26 

Q7_movie .38 .496 26 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

5.73 20.365 4.513 14 
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Inter-Item Correlation Matrix 

 

Q7_ 

foods 

Q7_ 

banking 

Q7_ 

game 

Q7_ 

fashion 

Q7_ 

daily 

Q7_ 

taxi 

Q7_ 

electronic 

Q7_ 

discount 

Q7_ 

travel 

Q7_ 

payment 

Q7_ 

map 

Q7_ 

booking 

Q7_ 

cosmetic 

Q7_ 

movie 

Q7_foods 1.000 .370 .370 .418 .701 .685 .272 .270 .443 .576 .527 .763 .533 .443 

Q7_banking .370 1.000 .055 .261 .234 .370 .272 .270 .443 .261 .370 .283 .358 .283 

Q7_game .370 .055 1.000 -.212 .234 .370 .104 .270 .283 .261 .212 .443 .358 .283 

Q7_fashion .418 .261 -.212 1.000 .545 .261 .402 .284 .197 .370 .576 .197 .169 .197 

Q7_daily .701 .234 .234 .545 1.000 .389 .500 .183 .316 .234 .389 .474 .260 .158 

Q7_taxi .685 .370 .370 .261 .389 1.000 .272 .455 .603 .576 .370 .603 .533 .443 

Q7_electronic .272 .272 .104 .402 .500 .272 1.000 .426 .672 .065 .104 .329 .535 .501 

Q7_discount .270 .270 .270 .284 .183 .455 .426 1.000 .505 .469 .455 .505 .491 .693 

Q7_travel .443 .443 .283 .197 .316 .603 .672 .505 1.000 .197 .123 .513 .590 .675 

Q7_payment .576 .261 .261 .370 .234 .576 .065 .469 .197 1.000 .733 .517 .344 .517 

Q7_map .527 .370 .212 .576 .389 .370 .104 .455 .123 .733 1.000 .443 .182 .443 

Q7_booking .763 .283 .443 .197 .474 .603 .329 .505 .513 .517 .443 1.000 .590 .675 

Q7_cosmetic .533 .358 .358 .169 .260 .533 .535 .491 .590 .344 .182 .590 1.000 .590 

Q7_movie .443 .283 .283 .197 .158 .443 .501 .693 .675 .517 .443 .675 .590 1.000 
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Item-Total Statistics 

 
Scale Mean if Item 

Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Squared Multiple 

Correlation 

Cronbach's Alpha 

if Item Deleted 

Q7_foods 5.31 16.942 .764 . .883 

Q7_banking 5.31 18.222 .439 . .897 

Q7_game 5.31 18.622 .342 . .901 

Q7_fashion 5.15 18.295 .421 . .898 

Q7_daily 5.23 17.785 .539 . .893 

Q7_taxi 5.31 17.182 .701 . .886 

Q7_electronic 5.42 18.094 .512 . .894 

Q7_discount 5.50 17.940 .615 . .890 

Q7_travel 5.35 17.435 .648 . .888 

Q7_payment 5.15 17.575 .600 . .890 

Q7_map 5.31 17.662 .578 . .891 

Q7_booking 5.35 17.035 .753 . .884 

Q7_cosmetic 5.46 17.698 .647 . .889 
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Q7_movie 5.35 17.275 .689 . .886 
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 Constructs: Attitude Towards M-commerce (ATT) For New Adopters Of M-

commerce Application 

Case Processing Summary 

 N % 

Cases Valid 26 100.0 

Excludeda 0 .0 

Total 26 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

.861 .864 2 

 

Item Statistics 

 Mean Std. Deviation N 

satisfied_service 4.12 .952 26 

satisfied_privacy 3.58 1.065 26 

 

Inter-Item Correlation Matrix 

 satisfied_service satisfied_privacy 

satisfied_service 1.000 .760 

satisfied_privacy .760 1.000 
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Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-Total 

Correlation 

Squared Multiple 

Correlation 

Cronbach's Alpha if 

Item Deleted 

satisfied_service 3.58 1.134 .760 .578 . 

satisfied_privacy 4.12 .906 .760 .578 . 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

7.69 3.582 1.892 2 

 

Constructs: Perceived Value Of Incentives (PVI) For New Adopters Of M-

commerce Application 

 

Case Processing Summary 

 N % 

Cases Valid 26 100.0 

Excludeda 0 .0 

Total 26 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

.894 .895 2 
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Item Statistics 

 Mean Std. Deviation N 

save_money 3.77 1.243 26 

encourage_use 3.77 1.177 26 

 

Inter-Item Correlation Matrix 

 save_money encourage_use 

save_money 1.000 .810 

encourage_use .810 1.000 

 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-Total 

Correlation 

Squared Multiple 

Correlation 

Cronbach's Alpha if 

Item Deleted 

save_money 3.77 1.385 .810 .656 . 

encourage_use 3.77 1.545 .810 .656 . 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

7.54 5.298 2.302 2 
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APPENDIX 5: FINAL QUESTIONNAIRES RESULTS 

 

 

In this section, I am a Student of University of Al-Madinah, currently doing 

Master in Business Management. My research is related to M-commerce topic and I 

am interested in way how people perceived the relationship quality, perceived 

usefulness, perceived ease of use and perceived the value of incentives offered by the 

organizations to encourage people to use the particular mobile device applications in 

order to redeem the incentives that offered.  

Due to the respondents are equally selected from China, therefore the pilot test 

will be conduct in English and Chinese for the language difference purpose. This 

questionnaire will be targeted to user whom own a smartphone. 

 

A. Information on Mobile Phone usage and Demographics 

 

第 1 题 Question 1  请问您的性别  What is your gender? 

选项 Item 小计 No. 比例 Percentage 

男 Male 56  28% 

女 Female 144  72% 

本题有效填写人次 200  

 

第 2 题 Question 2  请问您的年龄是  What is your age? 

选项 Item 小计 No. 比例 Percentage 

18 岁以下 (Less than 18 years) 4  2% 

18-24 岁 (18-24 years) 58  29% 

25-30 岁 (25-30 years) 106  53% 

31-35 岁 (31-35 years) 22  11% 

36-45 岁 (36-45 years) 6  3% 



191 

 

45 岁以上 (45 years and above) 4  2% 

本题有效填写人次 200  

 

第 3 题 Question 3  请问您的职业  What is your job? 

选项 Item 小计 No. 比例 Percentage 

全职 Full Time 146  73% 

兼职 Part Time 12  6% 

无业人士 Unemployed 22  11% 

学生 Student 16  8% 

退休人士 Pensioner 4  2% 

本题有效填写人次 200  

 

第 4 题 Question 4  您拥有智能手机吗  Do you own a smartphone? 

选项 Item 小计 No. 比例 Percentage 

有 Yes 194  97% 

没有 No 6  3% 

本题有效填写人次 200  

 

 

第 5 题 请问您是否有使用过滴滴打车或快的打车, 这接送服务类型的手机软件

的服务  

Question 5 Do you have any experienced using “Teksi/Cab” application services?   

选项 Item 小计 No. 比例 Percentage 

有 Yes 138  69% 

没有 No 62  31% 
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本题有效填写人次 200  

 

第 5 题 请问您是否有使用过滴滴打车或快的打车, 这接送服务类型的手机软件的服务  

Question 5 Do you have any experienced using “Teksi/Cab” application services?  

选项 Item 小计 No. 比例 Percentage 

有 Yes 138  69% 

没有 No 62  31% 

本题有效填写人次 200  

 

第 6 题   您是否满意滴滴打车或快的打车手机软件所提供的服务  

Question 6 Do you satisfied with the service provided by the “Teksi/Cab” application? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 14  7% 

不同意 Disagree 4  2% 

一般 Neutral 64  32% 

同意 Agree 34  17% 

很同意 Strongly agree 84  42% 

本题有效填写人次 200  

 

第 7 题 Question 7 

您是否会介绍您的亲人、朋友或者同事使用滴滴打车或快的打车的手机软件服

务 

Will you introduce the “Teksi/Cab” application services to your family, friends or 

colleagues? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 16  8% 



193 

 

不同意 Disagree 8  4% 

一般 Neutral 58  29% 

同意 Agree 38  19% 

很同意 Strongly agree 80  40% 

本题有效填写人次 200  

 

第 8 题 Question 8   

请问您有使用过支付宝或微信, 这第三方交易平台的手机软件处理付款或转帐

的服务 

Do you ever experience any M-wallet services such as “Paypal/Alipay/Wechat”? 

选项 Item 小计 No. 比例 Percentage 

有 Yes 184  92% 

没有 No 16  8% 

本题有效填写人次 200  
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第 9 题   您是否满意支付宝或微信手机软件所提供的付款或者转帐服务 

Question 9 Do you satisfied with “Paypal/Alipay/Wechat” m-wallet application 

services? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 10  5% 

不同意 Disagree 2  1% 

一般 Neutral 28  14% 

同意 Agree 42  21% 

很同意 Strongly agree 118  59% 

本题有效填写人次 200  

 

第 10 题 Question 10 

您是否会介绍您的亲人、朋友或者同事使用支付宝或微信的手机软件服务   

Will you introduce the “Paypal/Alipay/Wechat” application services to your family, 

friends or colleagues? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 0  0% 

一般 Neutral 35  17% 

同意 Agree 36  18% 

很同意 Strongly agree 118  59% 

本题有效填写人次 200  

 

 

第 11 题 Question 11   

您所使用的此手机软件（支付宝、微信、滴滴打车、快的打车）是否有绑定您
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的手机号码、微信帐号、QQ 帐号帐号   

Have you tied your mobile number/wechat account with the “Teksi/Cabs/Alipay/ 

Paypal” application? 

选项 Item 小计 No. 比例 Percentage 

有 Yes 178  89% 

没有 No 22  11% 

本题有效填写人次 200  

 

第 12 题 Question 12   

您觉得目前所使用的词手机软件（支付宝、微信、滴滴打车、快的打车）在维

护客户的个人信息安全度，是否满意  

Do you satisfied with the current protection of personal information security while 

using “Teksi/Cabs/Aplipay/Wechat/ Paypal” applications? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 10  5% 

不同意 Disagree 14  7% 

一般 Neutral 64  34% 

同意 Agree 28  14% 

很同意 Strongly agree 80  40% 

本题有效填写人次 200  
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第 13 题 Question 13   

您是否满意目前所使用的此手机软件（支付宝、微信、滴滴打车、快的打车）

添加或者绑定银行卡，以方便进行付款或者转帐吗  

Do you satisfied with the ability of tied bank card with “Teksi/Cabs/Aplipay/Wechat/ 

Paypal” applications leads easy for making transactions? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 6  3% 

一般 Neutral 52  26% 

同意 Agree 30  15% 

很同意 Strongly agree 100  50% 

本题有效填写人次 200  

 

第 14 题 Question 14   

您是否同意在使用此手机软件（支付宝、微信、滴滴打车、快的打车）所得到

的优惠，可以帮助您节省金钱   

Do you agree that using these mobile application’s incentives helps to save money? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 18  9% 

不同意 Disagree 6  3% 

一般 Neutral 46  23% 

同意 Agree 30  15% 

很同意 Strongly agree 100  50% 

本题有效填写人次 200  

 

第 15 题 Question 15   
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您是否同意此手机软件（支付宝、微信、滴滴打车、快的打车）所提供的优

惠，可以成为一种鼓励客户尝试使用的方法   

Do you agree that using these mobile application’s incentives can encourage the 

public to try to use the application? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 2  1% 

一般 Neutral 52  26% 

同意 Agree 40  20% 

很同意 Strongly agree 94  47% 

本题有效填写人次 200  

 

第 16 题 Question 16   

您是否会被此手机软件（支付宝、微信、滴滴打车、快的打车）所提供的优

惠，而考虑尝试使用此软件    

Do you willing to try to use these mobile applications due to attracted by the 

incentives which is given? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 2  1% 

一般 Neutral 52  26% 

同意 Agree 40  20% 

很同意 Strongly agree 94  47% 

本题有效填写人次 200  

 

第 17 题 Question 17   

您是否同意此手机软件（支付宝、微信、滴滴打车、快的打车）能够为顾客提
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供各种的便利和用处   

Do you agree that using this mobile applications are usefulness and bring convenience 

to our daily life? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 2  1% 

一般 Neutral 36  18% 

同意 Agree 44  22% 

很同意 Strongly agree 106  53% 

本题有效填写人次 200  

 

第 18 题 Question 18   

您是否同意此手机软件（支付宝、微信、滴滴打车、快的打车）所提供各种的

便利，会让您往后会去尝试使用其他的手机软件的服务   

Do you agree that the convenience provided by using these mobile applications, will 

encourage you to try to use other new applications? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 0  0% 

一般 Neutral 32  26% 

同意 Agree 44  22% 

很同意 Strongly agree 92  46% 

本题有效填写人次 200  

 

第 19 题 Question 19   

您是否会留意此手机软件（支付宝、微信、滴滴打车、快的打车）所提供的各

种优惠或活动 
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Do you pay attention to the mobile application’s promotion or events? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 2  1% 

一般 Neutral 52  26% 

同意 Agree 40  20% 

很同意 Strongly agree 94  47% 

本题有效填写人次 200  

 

第 20 题 Question 20  

当您迁移的时候，您是否会留意此手机软件（支付宝、微信、滴滴打车、快的

打车）是否在别的城市也能够使用 

Do you pay attention to the mobile application’s coverage if you intend to move to 

another place?  

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 0  0% 

一般 Neutral 32  26% 

同意 Agree 44  22% 

很同意 Strongly agree 92  46% 

本题有效填写人次 200  

 

第 21 题 Question 21  

您是否会同意此手机软件（支付宝、微信、滴滴打车、快的打车）让您觉得更

年轻化，或者跟得上社会的潮流 

Do you agree that using mobile applications make you feel young and involving in 

new technology advance? 
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选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 2  1% 

一般 Neutral 36  18% 

同意 Agree 44  22% 

很同意 Strongly agree 106  53% 

本题有效填写人次 200  

 

第 22 题 Question 22 

您是否会同意此手机软件（支付宝、微信、滴滴打车、快的打车）为生活提供

各种好处？ 

Do you agree that using mobile applications provides variety of benefits? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 10  5% 

不同意 Disagree 0  0% 

一般 Neutral 32  26% 

同意 Agree 44  22% 

很同意 Strongly agree 94  47% 

本题有效填写人次 200  

 

第 23 题 Question 23 

您是否会同意此手机软件（支付宝、微信、滴滴打车、快的打车）的界面容易

理解并能简单使用？ 

Do you agree that using mobile applications interface is easy to understand and the 

functions are ease to use? 

选项 Item 小计 No. 比例 Percentage 
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很不同意 Strongly disagree 10  5% 

不同意 Disagree 0  0% 

一般 Neutral 32  26% 

同意 Agree 44  22% 

很同意 Strongly agree 94  47% 

本题有效填写人次 200  

 

第 24 题 Question 24 

您是否会同意此手机软件（支付宝、微信、滴滴打车、快的打车）的界面设计

简单并清楚展示其功用？ 

Do you agree that the mobile applications interface is simple and clear? 

选项 Item 小计 No. 比例 Percentage 

很不同意 Strongly disagree 12  6% 

不同意 Disagree 2  1% 

一般 Neutral 36  18% 

同意 Agree 44  22% 

很同意 Strongly agree 106  53% 

本题有效填写人次 200  
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APPENDIX 6: DATA ANALYSIS CODEBOOK FOR FINAL 

QUESTIONNAIRE 

 

 

Full variable/scale name SPSS variable name Coding procedure 

Gender Gender 1=Male, 2=Female 

Age Age 1=Less than 18 years old, 

2=18-24 years, 3=25-30 

years, 4=31-35 years, 5=36-

45 years, 6=45 years and 

above 

Employed status Occupation 1=Full time, 2=Part time, 

3=Unemployed, 4=Student, 

5=Pensioner 

Own smartphone device Own_smartphone 1=yes, 2=no 

Experience teksi 

application 

Experience_teksi_app 1=Yes, 2=no 

Satisfied teksi application Satisfied_Teksi_app 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Introduce teksi 

application to 

surroundings 

Inroduce_Teksi_app 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Experience mwallet 

application 

Experience_Mwallet 1=Yes, 2=no 

Satisfied mwallet 

application 

Satisfied_Mwallet 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Introduce mwallet 

application to 

surroundings 

Introduce_Mwallet 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Tied mobile number/ 

social account with mobile 

Lock_mobile_or_wechat 1=Yes, 2=no 
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application 

Personal information 

protection 

Satisfied_security 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Tied bank card with 

applications 

Tied_bank_card 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Application’s incentives 

save money 

Save_money 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Application’s incentives 

encourage to use 

Incentive_encourage_usage 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Application’s incentives 

leads public use 

Incentive_lead_usage 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Application provides 

convenience 

Provide_usefulness 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Convenience of 

applications lead public to 

try 

Usefulness_lead_trying 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Pay attention to 

application promotion 

Concern_promotion 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Pay attention to coverage Coverage_area 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Using the applications 

make self-feel young and 

technology advance 

Feel_young 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Using the applications 

provides benefits 

Service_benefit 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 
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Application easy to 

understand how to use 

Ease_to_use 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 

Interface simple and easy 

understand 

Simple_and_easy_to_use 1=strongly disagree, 

2=disagree, 3=neutral, 

4=agree, 5=strongly agree 
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APPENDIX 7: SPSS RELIABILITY ANALYSIS FOR FINAL 

QESTIONNAIRE 

 

 

Constructs: PRQ For Adopters Of M-commerce Application 

 

Descriptive Statistics PRQ  

 Mean Std. Deviation Analysis N 

Satisfied Teksi app 3.85 1.198 200 

Satisfied Mwallet 4.28 1.071 200 

Tied bank card 4.00 1.195 200 

Satisfied security 3.77 1.193 200 

 

Correlation Matrix PRQ 

 

Satisfied Teksi 

app 

Satisfied 

Mwallet Tied bank card 

Satisfied 

security 

Correlation Satisfied Teksi app 1.000 .722 .759 .770 

Satisfied Mwallet .722 1.000 .770 .703 

Tied bank card .759 .770 1.000 .846 

Satisfied security .770 .703 .846 1.000 

Sig. (1-tailed) Satisfied Teksi app  .000 .000 .000 

Satisfied Mwallet .000  .000 .000 

Tied bank card .000 .000  .000 

Satisfied security .000 .000 .000  

 

Communalities PRQ 

 Initial Extraction 

Satisfied Teksi app 1.000 .803 

Satisfied Mwallet 1.000 .773 

Tied bank card 1.000 .870 

Satisfied security 1.000 .841 

Extraction Method: Principal Component 

Analysis. 
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Constructs: PVI For Adopters Of M-commerce Application 

 

 

Descriptive Statistics PVI 

 Mean Std. Deviation Analysis N 

Inroduce Teksi app 3.79 1.238 200 

Introduce Mwallet 4.24 1.117 200 

Save money 3.94 1.290 200 

Incentive encourage usage 4.01 1.147 200 

Incentive lead usage 4.01 1.147 200 

 

Communalities PVI 

 Initial Extraction 

Inroduce Teksi app 1.000 .701 

Introduce Mwallet 1.000 .776 

Save money 1.000 .841 

Incentive encourage usage 1.000 .914 

Incentive lead usage 1.000 .897 

Extraction Method: Principal Component Analysis. 

 

 

Correlation Matrix PVI 

 

Inroduce Teksi 

app 

Introduce 

Mwallet Save money 

Incentive 

encourage 

usage 

Incentive lead 

usage 

Correla

tion 

Inroduce Teksi app 1.000 .683 .684 .737 .723 

Introduce Mwallet .683 1.000 .742 .798 .782 

Save money .684 .742 1.000 .869 .856 

Incentive encourage usage .737 .798 .869 1.000 .924 

Incentive lead usage .723 .782 .856 .924 1.000 

Sig. (1-

tailed) 

Inroduce Teksi app  .000 .000 .000 .000 

Introduce Mwallet .000  .000 .000 .000 

Save money .000 .000  .000 .000 

Incentive encourage usage .000 .000 .000  .000 

Incentive lead usage .000 .000 .000 .000  
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Constructs: PU For Adopters Of M-commerce Application 

 

Correlation Matrix PU 

 

Provide 

usefulness 

Usefulness lead 

trying 

Sig. (1-tailed) Provide usefulness  .000 

Usefulness lead trying .000  

 

Communalities PU 

 Initial Extraction 

Provide usefulness 1.000 .942 

Usefulness lead trying 1.000 .942 

Extraction Method: Principal Component Analysis. 

 

Constructs: PEOU For adopters of M-commerce application 

 

Correlation Matrix PEOU 

 

simple and easy 

to use easy to use 

Sig. (1-tailed) simple and easy to use  .000 

easy to use .000  

 

Communalities PEOU  

 Initial Extraction 

simple and easy to use 1.000 .924 

easy to use 1.000 .924 

Extraction Method: Principal Component Analysis. 

 
 

Constructs: Attitude Towards M-commerce (ATT) For Adopters Of M-commerce 

Application 

 

Correlation Matrix ATT 

 service benefits  feel young 

Sig. (1-tailed) service benefits   .000 

feel young .000  
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Communalities ATT 

 Initial Extraction 

service benefits  1.000 .924 

feel young 1.000 .924 

Extraction Method: Principal Component 

Analysis. 

 

 

 


