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ABSTRACT

his study aims to examine the factors motivating Malaysian smartphone users
ngage in internet mobile shopping services as well as to present the
utc&rﬁiﬁes in terms of proposition for the benefit of retailers to ensure the
livery and the quality of internet mobile shopping services complies with the
__x_p_e_c{ tion of the consumers. Samples of 320 smartphone users were drawn
n: survey conducted online. The Unified Theory of Acceptance and Use of
chnology (UTAUT) model was improved and integrated with the aspect of
f_d___.and hedonic performance expectancy. Furthermore, a two-step of

) | equation modelling (SEM) was utilized in order to certify the

ation of the model as well as to examine the theorized relationships. The
nd hedonic performance expectancy as well as the social influence
-discovered as the essential contributing factors on Malaysian smartphone
ntention to use the intemet mobile shopping services. The results of this
rch rhade available recommendations to retailers in order to identify
m rs’ expectation in terms of quality and shopping capabilities that needs
addfé_ssed the mobile shopping landscape.
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CHAPTER 1

INTRODUCTION

Chapter Summary

hapter provides an introduction for the dissertation entitled “Factors
consumers o engage in internet mobile shopping via their
hone .in Malaysia” and the research study reported herein. The first
5 chapter provides the background of mobile shopping; this will be
-.d'iscuss-ion of some of the problems of mobile shopping that will
y ‘justify this research’s aims and objectives. The impact and
s of this research will be reviewed. The scope of this study is described

gh mobile commerce or usually referred as m-commerce.

ile commerce or m-commerce is a term that is described as the use of
€ handheld wireless electronic devices with internet connectivity such as
dheld computers; smartphones, tablets or laptops to perform electronic
: rce or online commercial transactions such as online banking, paying

tional University (2013)



ickets and the sales and purchase of various products and
s as well as data transactions and information services (investopedia,
"b"o\')e all, m-commerce provides real-time information on consumer
| services for on-the-go consumers which enables them to effortlessly
ah‘d efficiently follow up with up-to-date product information, product

nd comparison as well as the special deals and offers available by

indscape and consumers shopping experience is rather significant. It
ns as a tool to research, compare and purchase goods and services.

seption of m-commerce and the ground breaking advancement of
on technology, there has been an unprecedented growth of internet
g:!.With the expansion of mobile phone users. This has caused a
12 aﬁgmentation of mobile shopping or often referred as m-shopping
ns in fulfilling the consumers’ demand in all aspects of their daily
\ u, 2009). As highlighted in a study on global online consumer
m-commerce plays a vital role in the shopping trends across the
region. Specifically, it was reported that China and South Korea
'i'!'e’:fCOmmerce adoption globally (eMarketer, 2013). Furthermore,
ke _n_dia, Japan, Vietnam, and Indonesia as well as in Malaysia are
rely on mobile commerce due to the large percentage of internet

_gions (eMarketer, 2013).

:w_h' to the Malaysian context, the m-shopping sector in Malaysia is at
fa y--st_ége but it is now being recognized as one of the fastest growing
_ Thment in the world. In fact, Malaysia is predicting the mobile sector

ate MYR 3.4billion by 2015 (Bernama, 2012). This growth will be fuelled
ected increment in Malaysian population who embraces mobile
e Commerce News, 2012).

“with this, initiatives are taken by the Malaysian government to increase

artphone usage among youngsters in 2013; one of the governmental

onal University (2013)



through its Youth Communication Package (YCP) which young
request MYR200 rebate on selected 3G Smartphone that cost no

ially in rural areas to advance and get connected through mobile.
__ to such initiatives, the mobile usage in the nation has doubled

erna:tional University {2013)



Malaysian shoppers still opt for in-store purchases compared to
tihé:tsfes with up to 36% of the respondents stated that their shopping
depends on the situation (Digital News Asia, 2013).

er hand, a study by Pay Pal revealed that many Malaysian retailers
line presence have yet to exploit their best business opportunities from
:-Qeohing m-commerce transactions within the country or else risk losing
ice (Digital News Asia, 2012). In order to capture consumers and

-f€ase. sales prospects in this new channel of commerce, retailers need to

tional University (2013)



minent presence online by offering a consistent product experience
s Asia, 2013).

ing opportunities, there is a need of extensive research which
a;l_érs to better understand factors motivating mobile shopping.

ere is limited study done in the area of mobile shopping in Malaysia

__Q_bjectives

ai'tﬁs to concentrate on the research problem, i.e., “Factors
'onsuﬁ*:ers to engage in internet mobile shopping via their
laysia®, by using the extensive framework of UTAUT model
EateS:"-'key constructs from the main models like Technology
odel (TAM), Theory of Planned Behaviour (TPB). The outcomes
search are aimed to enhance literature on mobile shopping in
)y addressing the research problem as mentioned above, this
ends to fulfil the dual objectives as follows.

nvestigate factors attracting consumers towards m-shopping in

Provide recommendations for retailers to encourage m-shopping in
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