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Background: Online shopping through mobile has become very popular around us today 

because of the unique value proposition of providing easily personalized, local goods and 

services at anytime and anywhere. However, still there are some challenges for users to adopt 

m-commerce as whole. This thesis has done to find the factors of the acceptance of m-

commerce in India. 

 

Purpose: The purpose of this study is to identify the determinants of the acceptance of m-

commerce applications in India.  

  

Method: For this study, quantitative research was used to gather data. The author decided to 

reach the target groups for the survey through different social media platforms and the survey 

questions were based on the user acceptance model.  

 

Conclusion: The results show that M-commerce has  developed in India  but still people are 

not aware about to use this because of the lack of literacy, this may not be barrier for mobile 

adoption but it’s a huge challenge for the m-commerce where consumers may need to enter 

their username and password and these should not be compromised to the third party.  
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1. Introduction 

_____________________________________________________________________________________ 

 

This chapter explains the background about the study and explains the motivation behind the 

research. It is covered with eight sections: background, problem discussion, research 

purpose, research questions, definitions and delimitations. 

______________________________________________________________________ 

 

Background  

Mobile is becoming the leading means for accessing communications because using a mobile network 

is not only more cost-efficient but also it provides greater flexibility and convenience services to its 

subscribers than landline telephone (Sanjay, 2007). Mobile phone users have already started to accept 

mobile phones as multipurpose devices, which can be used to send text messages, take pictures, surf the 

web, download ringtones, and play games (Smith, 2005). Well established Indian e-commerce marketers 

such as flipkart, Myntra, Snapdeal, Jabong etc are gradually shifting their services to m-commerce, 

which helps them to find an advantage in the value propositions of m-commerce upon the specific 

dimensions of ubiquity, convenience, localization and personalization. 

 

Mobile commerce is the subset of e-commerce which provides all the e-commerce transactions carried 

out by using mobile devices (Sharma, 2009). In other words, m-commerce can perform all the treads 

such as business to consumer, business -business and consumer-consumer. Despite of many positive 

aspects there is also some challenges in M-commerce when it comes to daily commercial activities for 

example, users need to scroll the screen to read a lot and it distracts the users for the unlimited usage in 

M-commerce (Dužević et.al, 2016). M-commerce can able to increase the overall market of e-commerce, 

because of the unique value proposition of providing easily personalized, local goods and services at 

anytime and anywhere (Durlacher, 2000).  

 

M-commerce is the term defined for mobile banking, ticketing, mobile coupons, purchasing of goods 

using mobile phones (Thakur and Srivastava, 2013). Moreover, m-commerce will bring a massive 

change in the way of users consuming products and services. For instance, m-commerce offers the 

customers a pervasive accessibility (Wei, Marthandan, Yee‐Loong Chong, Ooi & Arumugam, 2009) and 

it enhances the online transactions from wired to wireless and to can use more convenient devices (Lee 
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and Wong, 2016). Dhawan (2013) stated that, Even though Mobile commerce has developed but still 

people are not aware about to use this because of the lack of literacy, this may not be barrier for mobile 

adoption but it’s a huge challenge for the m-commerce where consumers may need to enter their 

username and password and these should not be compromised to third party. Introduction to the new 

opportunities helps to enhancing the shopping experiences influenced the customers buying habits and 

their expectations (Dužević et.al, 2016). 

 

Tiwari and Buse (2007) defined m-commerce as “any transaction, involving the transfer of ownership 

or rights to use goods and services, which is initiated and or completed by using mobiles access to 

computer-mediated networks with the help of mobile devices”. But there is another main challenge users 

are aware about that is the lack of trust and security, users doesn’t want to provide their account or bank 

card details (Satinder and Niharika,2015). To fulfil customer expectations and relieve their anxieties and 

mobile commerce dealers must provide a full and clear explanation to their customers about the product 

delivery, returns or exchanges, order tracking and payment. Her wua & Ching Wang (2004). 

M-commerce in India  

In the last few years, there is an enormous growth of wireless technology in India. This massive growth 

in the wireless technology has changed people to start their business in mobile commerce (M-

commerce). Day by day people are choosing M-commerce services to attain good and fast online 

transactions. Due to the increasing growth in mobile penetration, usage of mobile applications in India 

is increasing day by day Tiwari and Buse (2007). Mobile devices like cell phones and tablets are much 

affordable to an Indian average consumer than laptops and desktops. (Dhawan, 2013). 

 

Reporter (Poddar, 2016) reported in daze info that M-commerce in India is expected to reach 80% of 

the Indian commerce market by 2020, predict to reach sales by $37.96 billion. Increased adoption of 

mobile devices and internet usage is showing the growth of M-commerce in India. 

 

Availability of mobile phones at reasonable price in India is the main reason for getting m-commerce 

become popular and mobile network operators provide better internet connection at feasible rate 

(Satinder and Niharika,2015). Kit Tang & Tan Hui Ann (2015) stated that India is the second largest 

mobile market in the world, after china and fourth largest internet market in the world. By increasing 

the availability of cheap mobile data plans, analysts believe that this will boost the mobile phones usage 

and online shopping (Kit Tang & Tan Hui Ann, 2015). In a country with 1.3 billion population, there 
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are 530 million smartphone users as of now (Satinder and Niharika,2015). Most of the e-commerce 

websites in India already launched their m-commerce apps because of the increased rate of smart phone 

users (Satinder and Niharika,2015). 

 

Problem 

The e commerce Industry in India has an enormous potential for growth, but the market rate is showing 

the signs of a slowdown. According to India times report, earlier of 2016 E-commerce marketers 

predicted that the e commerce sales would grow by more than 75.8% to reach $23.39 billion. But at the 

end of the year, the e-commerce growth rate has    been cutdown by a roughly 20% from the previous 

estimate. 

 

According to India times report,2016, the challenges of e-commerce in India are the absence of e-

commerce laws, low entry barriers leading to reduced competitive advantages, rapidly changing business 

models, urban phenomenon, shortage of manpower and customer loyalty. According to the Indian 

Express,2017 Literacy rate in India is 74.04% and its shows that most of Indians are not aware about M-

commerce. Most of them are afraid to purchase things online. They feel insecure while doing transaction 

through smart phone, so Lack of Awareness is one of the main challenges of M-commerce in India.  

 The Internet speed is one of the other challenges for M-commerce, because the speed of the internet 

doesn’t allow the users to make the payment successfully and fear of hacking and virus attack to the 

device also draw them back from using online transactions and shopping (Satinder and Niharika,2015).

 

        Fig 1: Reduction in the growth of e-commerce in India 
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With the continued smartphone adoption and better infrastructure, the usage of m-commerce in India is 

growing at no doubt. As of 2017, smartphone users in India was at 220 million, increasing by 23% and 

India will overhaul the US as the second largest market for smartphones after china. Reduction on cash 

transactions along with an improvement of net banking facilities and demonetisation would be the 

opportunities for the M-commerce sector. The adoption of smartphones, access to unlimited mobile 

internet and different types of apps have given extensions to M-commerce Industry in India. Fear of 

hacking and the security concern of using banking transactions are getting less users for M-commerce 

(TechCrunch,2019).  

 

Abu Bakar and Osman (2005) stated that online shopping requires banking details to go further shopping 

and transaction, so users need to disclose their banking details while transactions and it feels insecure to 

the users. Paul (2019) stated that by 2020, M-commerce industry in India is expected to capture by 80% 

and reaching a sales figure of $37.96 billion. The number of mobile Internet users in India stood at 371 

million as of June 2017 and is expected to reach 500 million by 2018. 

 

With the availability of cheap mobile data plans in India, this helps to increase the internet usage via 

mobile handsets and online shopping. India has a large opportunity for mobile commerce. According to 

Free Charge's co-founder Sandeep Tandon told CNBC, that it is the first-time many Indians are getting 

connected to the internet. Customers can find products with lower costs and attractive offers than 

physical shop and they are getting products that were not available in the market before. 

# 

  Fig 2: Growth of M-commerce sales in India. 
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Research Purpose 

The purpose of this study is to identify the determinants of the acceptance of m-commerce applications 

in India.  

 

Research Question(s) 

What are the factors that influence the behavioural intention to use m-retailer apps in India? 

 

Delimitations 

I delimit this study to the following aspects. Firstly, this thesis will focus only the factors of user’s 

acceptance in line with the UTAUT2 model and focused more on the consumers context than the 

business centric. Secondly, there are plenty of m-commerce applications are available in India, for 

instance (Banking, mobile ticketing, Hotel Reservations, Health care and Medicine and Retail services). 

I will focus only on the different M-commerce Retailer applications like Amazon, Snapdeal, Flipkart etc 

that is available in India. Thirdly, this study will only investigate the usage intentions to m-commerce 

applications in the geographical area of India, as India is the world’s second largest mobile market and 

fourth largest internet market and still the m-commerce is developing in India. Thirdly, to finish the 

thesis within the deadline, I delimit the data collection time to about one month.it might be take more 

time to find the valid and accurate data, because of India’s large population. 

 

 

Definitions 

M-Commerce: Mobile commerce refers to any transactions with monetary value that connected via 

mobile network. It is the way of exchanging ideas, products and services between mobile users and the 

service providers (Abu Bakar, F. and Osman, S,2005). 

 

UTAUT: The Unified theory of acceptance and use of technology is a technology acceptance model 

formulated by Venkatesh et al. (2012) to explain the user intentions to use an information system and 

subsequent usage behaviour. It contains four key constructs, they are performance expectancy, effort 

expectancy, social influence and facilitating conditions.  
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UTAUT2: It’s a technology acceptance model formulated by Venkatesh et al. (2003) based on Unified 

Theory of Acceptance and Use of technology (UTAUT). The Utaut2 explained  for a consumer context 

by adding factors like Hedonic Motivation, price value, and habit into it.  

TAM: The Technology Acceptance Model, first proposed by Davis (1985), comprises core variables of 

user motivation (i.e., perceived ease of use, perceived usefulness, and attitudes toward technology) and 

outcome variables (i.e, behavioural intentions, technology use). Of these variables, perceived usefulness 

(PU) and perceived ease of use (PEU) are considered key variables that directly or indirectly explain the 

outcomes (Marangunić& Granić, 2015).                 

Information Systems: Information System is an academic research pertain to the information technology 

and associated infrastructure which individuals and organizations use to produce data or information through 

certain processes (Jessup & Valacich, 2008). 
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2 Literature Review  

_____________________________________________________________________________________ 

The purpose of this chapter is to provide the theoretical background to the topic M-commerce and 

present a literature review about the user acceptance models and their applications. 

 

2.1 M-commerce  

M-commerce is a quite new concept, there have been various definitions. Abu Bakar and Osman (2005) 

stated that the most common definition of m-commerce is an exchange or buying and selling products 

and services supported by wireless handheld devices such as personal digital assistant (PDAs) and 

cellular telephones. (Moshin et al.,2003) defined that the term m-commerce is characterize the extension 

of electronic commerce. In other words, m-commerce is seen as a subset of e-commerce over the wireless 

devices (Varshney and Vetter, 2002).  

 

Nevertheless, Feng et al. (2006) recommended m-commerce over e-commerce because of the differences 

in the interaction style, usage patterns and value chain. Feng et al. (2006) described that m-commerce is 

an innovative and new business opportunity having its own unique features and functions like mobility 

and wide reachability. Tiwari and Buse (2007) explained that the services provided by m-commerce 

covered both commercial and non-commercial areas and its clearer by the services of m-commerce that 

it is an integral subset of m-business. Je Ho and Myeong-Cheol (2005) stated that the use of wired 

internet usage changed the way of delivering and it becomes very easy and effective to use. However, 

the use of wireless device is likely to make sure that they provide the services and deliver the information 

to the individual customers at anytime and anywhere. 

 

According to Friedman (1999) M-commerce is an application can able to communicate privately or for 

the business purpose at anywhere and anytime. Further it shows a value which explains the high 

willingness of users to pay through mobile (Meissner and Poppen, 2000). The factors that are 

contributing the growth of m-commerce to the substantial growth of the market are the Positive network 

externalities, attractive content, low costs and reasonable prices of the mobile services (Buellingen and 

Woerter, 2004). 
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In today’s world, the m-commerce has already paved the way to connect all the smart phone users to the 

global market. Smartphone market is growing globally with the continuous advancement in technology 

and introducing digital trends. (Latha, 2017). 

 

According to Liao et al. (1999) using wireless technologies the mobile commerce involves providing the 

products and services to facilitate the electronic business activities without any restrictions of place and 

time. Clarke (2001) stated that the mobile commerce can shop products anywhere at any time through a 

device which has wireless internet use. 

 

Terziyan (2002) stated that mobile commerce is a business transaction representing an economic value 

by using mobile terminal which allows communication through telecommunication or personal network 

area with the help of an electronic commerce infrastructure. As a result, according to Tarase wich (2002, 

p. 42) m-commerce “is defined as all the activities related to a potential commercial transaction 

conducted through communications networks that interface with wireless or mobile devices”.  

 

Quick development of wireless technology with the high penetration rate of the internet which is 

promoting the mobile commerce as a significant application for both consumers and enterprises. (Pascoe 

et.al, 2002). Advantages of using mobile commerce such as competitive price, diverse products, 

convenience and time saving are the reasons for customers to encourage to use, m-commerce to make 

online transactions even they have some challenges.  

2.2 Factors Influencing for M-commerce 

2.2.1 Using TAM  

According to (Her Wua and Ching Wang, 2004) majority of the mobile users doesn’t know about how 

to use the mobile commerce applications or online transactions. Results show that the perceived 

usefulness and perceived ease of use are indirectly influence the actual usage through the behavioural 

intention of customers towards the mobile commerce usage.  Based on TAM and innovation resistance 

theory Thakur and Srivastava (2013), investigated the factors that are influencing the adoption intention 

towards m-commerce in India. Results found that the Perceived usefulness, perceived ease of use and 

social influence are the most important dimensions of technology adoption readiness to use mobile 

commerce though facilitating conditions were not found to be significant. The security and privacy 

concerns of customers are pull back them from using mobile commerce. 
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Zheng et al. (2012) collected data from 230 respondents in the age of 21-25 from China to analyse the 

young consumers attitude towards the m-commerce and the factors which are influencing them to use 

m-commerce based on user acceptance theory (TRA, TPB, TAM, IDT). M-commerce is significantly 

influenced by factors like perceived usefulness, perceived cost, perceived entertainment and its own 

development of m-commerce.  

 

Tsu Wei et al. (2009) collected data from 222 respondents in Malaysia to examine the factors at affect 

the consumer intention towards mobile commerce. Studies shows that the PU, SI, perceived cost and 

trust are directly associated with customer intention, where PEOU and trust were found to have an 

insignificant role on costumer usage intention towards mobile commerce. To analyse the factors which 

influence the user acceptance of the new system like mobile payment by employing the TAM model, 

(Zmijewska et.al, 2004) did questionnaire for their study. Results shows that Perceived ease of use, 

usefulness, mobility, cost, trust, and expressiveness have influenced as main user acceptance factors.  

 

Based on TAM, TPB and diffusion of innovation theory Bhatti (2007) surveyed students in Dubai to 

examined what determine user mobile commerce acceptance. Results shows that to adopt mobile 

commerce behavioural intention has highly influenced by the users ease of use. Studies reveal that the 

perceived ease of use has highly influenced by the behavioural control and subjective norms to adopt 

mobile commerce. At last, findings suggested that the perceived ease of use, perceived usefulness, 

behavioural intention and subjective norms has the strong determinants to adopt mobile commerce 

among the Dubai students. 

 

2.2.2 UTAUT & UTAUT2  

According to Tak and Panwar (2017), to understand the antecedents of mobile commerce shopping in 

India, they conducted online survey among the ex and current college students in New Delhi, with in the 

age group of 20-40. From the results, the researchers analysed that the respondents also give priority to 

the price value, as they felt that the applications perceived benefits are much higher. it’s also one of the 

reasons which influence the consumers to use the mobile shopping applications. Chian-son, Yu(2012) 

collected 441 respondents and found that the perceived financial cost perceived credibility are the most 

vital factors which influencing people intention to adopt mobile banking based on Unified Theory of 

Acceptance and Use of Technology (UTAUT).  

 



 

 

 

 

10 

Jaradat and Rababaa (2013) collected data from 447 undergraduate students in Jordan to study the key 

factors that affect the intention to accept and the subsequent use of mobile commerce. Studies shows 

that Social Influence is the most significant factor that directly influenced behavioural intention to use 

m-commerce followed by the Effort Expectancy than Performance Expectancy. Finally, they concluded 

that there is direct effect between behavioural intention and the evaluated use of m-commerce services 

in Jordan. To study the predictors of m-commerce adoption by extending the UTAUT model, Chong 

(2013) surveyed from 140 Chinese mobile commerce users. Results shows that the variables like 

perceived value and trust has significant role than the original UTAUT variables and it reveals that the 

demographic variables also have high significant value to adopt m-commerce. 

 

2.2.3 Customer Loyalty Model 

Lin and Wang (2006) employed the customer loyalty model to survey 225 m-commerce users in Taiwan 

to investigate the direct and indirect effects of perceived value, trust, habit and customer satisfaction on 

customer loyalty. Customer satisfaction shows the strongest direct effect on customer loyalty, while 

perceived value exhibited a stronger total effect than customer satisfaction in customer loyalty.  

 

To investigate the factors which affect the customers loyalty towards mobile commerce and studied their 

relationships in the proposed model. Dužević et al. (2016) data collected from the 303 young mobile 

phone users in Croatia. The study used five significant factors for customer loyalty are usefulness, 

reliability and satisfaction, convenience, price, and innovativeness. Research shows that all constructs 

has significantly affected young customers loyalty in Croatia, except for the usefulness and 

innovativeness. 

 

2.2.4 SOR Framework  

Li et al. (2012) employed the stimulus-organism-response (SOR) framework to survey 293 mobile users 

from china to clarify the consumers emotion in their consumption experience towards mobile commerce. 

The factor hedonic motivation had a positive effect on the consumption experience, though utilitarian 

factors had a negative effect towards the consumption experience. Studies also indicate that media 

richnes also highly influenced than convienence and self-efficcay of the consummption experience of 

the mobile commerce. 
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Authors theories Sampling and countries Main findings 

Her wua&Ching 

wang  

(2004) 

TAM  Taiwan  Perceived usefulness 

,Perceived ease of use 

indirectly influence the 

usage through behavioural 

intention  

Tak and Panwar, 

2017 

UTAUT2 350 respondents from India Hedonic Motivation and 

habit are strong 

influencers to users 

behavioral 

intention.Social 

influence and price value 

has also significant value  

Chian-son,yu(2012) UTAUT 441 respondents from china Perceived Financial cost 

and perceived credibility 

-factors which influence 

people intention to adopt 

mobile banking. 

Jaradat 

&Rababaa(2013) 

UTAUT  Collected data from 447 

undergraduate students in 

Jordan 

Social Influence is 

directly influenced 

behavioural intention to 

use m-commerce 

followed by effort 

expectancy than 

performance 

expectancy.Facilitating 

conditions and 

moderating variables has 

no significant effect on 

behavioural intention. 

Thakur and 

Srivastava (2013) 

TAM & 

Innovation 

resistance 

theory  

Data collected from 292 

working professionals in 

India 

Perceived 

usefulness,Perceived 

ease of use and Social 

Influence are the most 

important dimensions of 

technology adoption 

.Facilitating conditions 

not found to be 

significant. 

Lin &Wang (2006) Customer 

loyalty model 

Online survey from 225 m-

commerce users in Taiwan  

Customer satisfaction 

shows the strongest 

direct effect. But 

perceived value 

exhibited a stronger total 

effect than customer 

satisfaction in customer 

loyalty 
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Yang (2005) TAM  Data collected from 866 

students in Singapore 

Perceived usefulness has 

highly influenced on 

age, gender,past 

adoption behaviouralso 

effect their adoption 

behaviour. 

Li et.al (2012) Stimulus 

Organism 

Response 

Framework 

(SOR) 

Data collected through 293 

mobile users from china 

Emotion played a 

important role to 

experience mobile usage 

experience .Hedonic 

motivation shows a 

positive effect on the 

consumption experience. 

Zheng et.al (2012) TRA,TPB,TAM 

& IDT 

Collected data from 230 

respondents in the age of 

21-25 from China 

Perceived 

usefulness,perceived 

cost,perceived 

entertainment has higly 

influenced  

Tsu Wei et.al (2009) Extended TAM 222 respondents from 

Malaysia 

Perceived 

usefulness.Social 

influence,Perceived cost 

& trust are directly 

associated with customer 

intention.Perceived ease 

of use and Trust has an 

insignificant role 

Dužević et al. (2016) Customer 

Loyalty model 

303 young mobile phone 

users in Croatia 

usefulness, reliability 

and satisfaction, 

convenience, price, and 

innovativeness. has 

significantly affect, 

except for the usefulness 

and innovativeness. 

 

Bhatti (2007)  TAM, TPB and 

diffusion of 

innovation 

theory 

surveyed students in Dubai behavioural intention has 

highly influenced by the 

users ease of 

use.Relationships between 

the perceived ease of use, 

subjective norms, 

behavioural control and 
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             Table 1: User acceptance literature which used different models 

 

 

 

 

 

 

 

intention are well 

supported to adopt mobile 

commerce. 

Chong (2013) Extended 

UTAUT 

surveyed from 140 Chinese 

mobile commerce users 

Perceived value and trust 

has significant role than 

the original UTAUT 

variables and it reveals 

that the demographic 

variables also have high 

significant value to adopt 

m-commerce. 

 

Zmijewska et.al(2004) 
 

 

TAM  Surveyed in Australia Perceived ease of use, 

usefulness, mobility, 

cost, trust, and 

expressiveness have 

influenced as main user 

acceptance factors to 

adopt mobile payment. 
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3.Theory of framework  

This chapter will explain the main research phenomenon of user acceptance and present a literature review of 

UTAUT2 model in order to develop the hypotheses to fulfil the research purpose. 

 

3.1 UTAUT (Unified Theory of Acceptance and Usage of Technology Model) 

Venkatesh et al. (2003) stated that the principle of formulating UTAUT was to integrate the fragmented 
theory and research on individual acceptance of information technology into a unified theoretical model. 

The UTAUT model consists of four core determinants of usage and intention such as performance 

expectancy, effort expectancy, social influence and facilitating conditions with four moderators like age, 

gender, experience and voluntariness of use (Venkatesh et al. 2003).  

 

Performance Expectancy 

According to, (Venkatesh, et al. 2003) Performance Expectancy (PE) is defined as “the degree to which 

the user expects the system or technology will help him or her to attain gains in job performance”. 

Venkatesh et al.. (2003) integrated five constructs from various models into the formation of 

performance expectancy consisting of perceived usefulness (technology acceptance model), extrinsic 

motivation (motivational model), job-fit (PC utilization model), relative advantage (innovation diffusion 

theory) and outcome expectations (social cognition theory). Actual explanation of performance 

expectancy is saying that People are more adapting new technologies when they believe it could make 

their job easier. 

 

Effort Expectancy 

Effort Expectancy is defined as the “degree of ease related with the use of the system” (Venkatesh, et 

al. 2003).To contribute the construct effort expectancy in UTAUT ,prior research models provided three 

constructs namely perceived ease of use (Technology acceptance model),complexity (PC utilization 

model),ease of use (Innovation diffusion theory).In other words, effort expectancy reflecting on the real 

situation could be the easiness that the person less trouble and it would take less time when using a new 

system. 

 

Social Influence 

Social Influence is defined as the “degree to which a person perceives that significant others believe he 

or she should use the new system” (Venkatesh, et al. 2003).Previous researchers found that there is a 
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significant relationship between social influence and behavioural intention. subjective norm constructs 

(rational action theory, planned behaviour theory, decomposed planned behaviour theory and technology 

acceptance model 2),social factors(PC utilization model) and image (innovation and diffusion theory) 

were contributed to the formation of this variable. 

 

Fig 3: The Unified Theory of Acceptance and Use of Technology from Venkatesh, et al. (2003) 

 

Facilitating Conditions 

 

Facilitating Conditions is defined as “the degree to which a person believes that an organizational and 

technical infrastructure exists to support use of the system” (Venkatesh, et al. 2003). Facilitating 

conditions means that, external resources like instruction knowledge or a group of stands by assistants 

will perceived available for a person when using the system or technology. The factor facilitating 

conditions also used for the findings from previous researches- in TPB and C-TAM-TPB as “perceived 

1behavioural control” (Fishbein & Ajzen, 1985; Taylor and Todd 1995), in MPCU as “facilitating 

conditions” (Thompson et al, 1991) and “compatibility” in IDT (Moore & Benbasat 1991). 

 

3.2 UTAUT2 (Extended Unified Theory of Acceptance and Usage of Technology Model) 

For considering with the development of technology acceptance of consumers, it is unavoidable to 

analyse UTAUT in consumer context. (Venkatesh et al., 2012). Hedonic motivation, habit and price 

value are the new constructs which added to UTAUT2 which makes the model UTAUT more consumer 

centric. The original UTAUT model contains four direct independent variables of behavioural intention 

and use behaviour. 
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In this research, apart from the existing UTAUT2 model, one new construct Trust have been added.  

 

Hedonic Motivation  

 

Hedonic term originates from the word hedonism which is used to represent that “pleasure or happiness 

is the chief good in life” (Merriam & Webster, 2003). Hedonic motivation is defined as the fun or 

pleasure derived from using a technology and it plays a key role in influencing technology acceptance 

and use (Brown and Venkatesh ,2005). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 4: The Consumer Acceptance and Use of Technology from Venkatesh et al. (2012) 

Price value 

Venkatesh et al. (2012) stated that the price value has highly influenced on behavioural intention when 

“the benefits of using a technology are perceived to be greater than the monetary cost”. In a consumer 

context, price is also an important factor associated with the purchase of devices and services. To agree 

with this statement, (Dodds et al. 1991). Stated that the consumer behaviour researches have included 

constructs related to the cost to explain customers actions, which is playing a significant role to 

technology acceptance and use. The pricing and cost structure could be a significant role on customer’s 

technology use, 
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Habit 

Prior research on technology use suggested two types of constructs, namely experience and habit. 

Limayem et al. (2007) defined the term habit as the “degree to which people tend to perform behaviours 

automatically”. On the other hand, Kim, Malhotra and Narasimhan (2005) referred habit to automaticity 

and is in reliable to the term “habitual goal directed consumer behaviour” and “goal-dependent 

automaticity” from the previous IS researches (Jasperson et al., 2005; Bagozzi & Dholakia, 1999; Bargh 

& Barndollar, 1996). The construct habit has directly influenced on technology use above the effect of 

usage intention. To moderate the effect of usage intention of technology have less important with the 

increasing effect of habit (Limayem et al. 2007).  

3.3 The significance of Trust in the research model 

Trust has been found as the base of human interactions. According to (Reichheld and Schefter,2000) 

stated that trust is critical in many social and economic interactions especially in the online world where 

the clarity of tangible and visual aspect is both absent. Studies found that the trust and performance 

expectancy shared a new link which established to analyse an individual’s intention to use the system. 

The factor Trust has been considered as a strong catalyst in consumer -business relationship to provides 

a successful interaction. 
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\ 

                                          Fig 5: Add construct Trust to the existing model  

The main objective was to test the original UTAUT2 model, and adding a construct named Trust to the 

existing model to find, which factors are most influencing the users to adopt M-commerce. Adding Trust 

to the existing model, showing a better relationship with other factors in the existing model. In this 

research, the Trust factor can be analysed on the acceptance of technology used in the m-commerce 

applications and online transaction. 
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4.Methods  

_____________________________________________________________________________________ 

 This chapter discusses the research setting and the method chosen in this study. The quantitative 

research method, the data collection method and the questionnaire design method are presented. 

 

4.1 Research Approach 

According to Saunders et.al (2009) there are three types of research purposes- exploratory research, 

descriptive research and explanatory research. A descriptive research is used to define the features of 

chosen population or social phenomenon to being studied (Saunders et al., 2009).  

The aim of descriptive research is to “portray an accurate profile of persons, events or situations” 

(Robson,2002). Deductive approach represents “what we would think of as scientific research” (Saunders 

et al.,2009), describes  that deductive approach is rigorous for developing and testing a theory, unbiased 

for presenting and anticipating the phenomena and maintain a control for predicting the occurrence 

(Collis &Hussey,2003). Main feature of deductive approach is the ability to find conclusion from the 

deductive reasoning which is developing the set of hypotheses from the theoretical framework and then 

testing the hypotheses to reach a specific theory. Saunders et al. (2009) explained the steps of deductive 

approach in a research will be following as: 

“1. Deducing a hypothesis (a testable proposition about the relationship between two or more 

concepts or variables) from the theory;  

2. Expressing the hypothesis in operational terms (that is, indicating exactly how the concepts or 

variables are to be measured), which propose a relationship between two specific concepts or 

variables;  

3. Testing this operational hypothesis (this will involve one or more of the strategies);  

4. Examining the specific outcome of the inquiry (it will either tend to confirm the theory or indicate 

the need for its modification);  

5. If necessary, modifying the theory in the light of the findings……” 

The research purpose of this study is to identify the factors which influence the behavioural intention of 

users to accept m-commerce applications in the Indian context. It shows the characteristic of descriptive 

and explanatory study. Since the purpose of the research is clear, and the hypotheses were developed 
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according to the chosen theory and deductive approach is acceptable to use in this research (Saunders et 

al.,2009). 

UTAUT2 model used in this research, have been applied in research and researches were proposed and 

tested based on the variety of hypotheses. I choose UTAUT2 model as theory because both theoretical 

and practical implications that UTAUT2 provided is appropriate for M-commerce case. Expectantly, by 

using a deductive approach, my aim is to understand the relationship between UTAUT2 factors and 

behavioural intention to use M-commerce applications in India. 

On top of that, the factors coming under this deductive reasoning strategy is made into simple 

questionnaire form to reflect the observed data in a quantitative manner and the collected samples is set 

for achieving generalization. 

Within the deductive approach, the survey strategy is applied (Saunders et al.2009) and hence becomes 

what I use in this research. It is the common strategy for the informatics and information systems 

research, and it is used to answer for the questions like what, why, where, how much and how many. It 

enables to collect a large amount of data from a sizeable population.  

 

According to Saunders et.al (2009), I find the survey strategy is more suitable for this research because 

of the following reasons. Firstly, the survey strategy is very cost-effective in collecting a large amount 

of data through distributing online questionnaire via social media sites from a highly populated country 

like India. As long as my research is based on user perspective, I choose survey method for data 

collection. Comparing the results after the data collection would be easy. In addition, the survey strategy 

allows us to run the quantitative data on statistics software like SPSS so that we can analyse the 

relationship between UTAUT2 factors and behavioural intention as dependent and independent 

variables. Furthermore, survey strategy is applied in this research, which helps to generate findings that 

can be reflected on population and area of whole country.  

4.2 Data Collection Method 

4.2.1 Primary Data  

For this research, the primary data collection was conducted based on the questionnaire. According to 

(deVaus,2002), Questionnaires are the data collection technique in which the respondents are the asked 

to participate the same questions in an order. Questionnaires are tending to be used for descriptive or 

explanatory research to collect samples for executing a quantitative analysis (Saunders et.al,2009). 
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A survey tool among academics is Qualtrics, which is highly capable and free to use. Other commonly 

tools like SurveyMonkey require a paid subscription for full accessibility of the data and data export 

options. I came along Qualtrics which offers full functionality and compatibility through free .xls exports 

and it supports modern mobile responsive form pages, which is important as most web users currently 

use mobile devices.  

 It was slightly hard to collect data from a huge population country like India. By the end of the survey 

distribution 150 responses were recorded. 

 

  

 

 

 

 

 

        

Figure 6: Questionnaire types from Saunders et al. (2009) 

 

In this research, Self-administered Internet mediated questionnaires was used, and this type of 

questionnaires is administered electronically and filled out by the respondents. According to (Saunders 

et al.,2009), Online questionnaires are good at scalability, cost efficiency and will get immediate results. 

A traditional survey from Sweden to India and back would have meant a significant time delay and a 

difficulty to let potential respondents to use self-selection. 
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4.2.2 Ethical Consideration  

 

According to Hammer (2017), when the survey is delivered, participants should understand that they 

have the right to participate without compromise of care. For my research I collected datas from Indian 

users which I distributed my survey through different social media channels like Facebook, WhatsApp 

and E-mail. First, I have posted my survey in different Facebook groups, but the result was zero. Data 

collection carried out under the assumption that information provided is confidential and the findings 

was anonymous, and the participation were voluntary. Also, the participants have the rights to withdraw 

from the survey at any stage if the need. Most of my respondents doesn’t knew me personally, so they 

participated the survey based on informed consent. It gives the information regarding the research and 

allow participants to understand the implications of participation and make sure to well informed. It was 

freely given decision to take part of the survey without any pressure. To make the participation 

anonymous and clear, I haven’t asked about their demographic details. Even though the structure of the 

questionnaire contains their personal information, e.g. Which online shopping apps they are using the 

most?  in the form to understand more about their experience and attitude towards the online shopping 

applications.  However, the confidentiality is maintained in the overall survey. 

 

4.3 Questionnaire Design 

4.3.1 Factors 

AS my research focused on India, I must collect data from Indian consumers to analyse how they find 

to use m-commerce and how they accept m-commerce as part of their lives. For deeper understanding 

and a more valuable discussion, the questions were classified under each construct of UTAUT2.Survey 

items according to Venkatesh et al. (2012) adapted to M-Commerce in India. 
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The questions are following: 

Performance Expectancy 

Shopping app is useful tool for online 
shopping 

Shopping app enables me to do shopping 
easily 

I can do shopping faster on shopping apps 
as compared to website 

Effort Expectancy  

  It would be easy for me to understand the 
operation of shopping apps in the mobile 
device 

I find the shopping through apps is 
convenient for me 

I find the shopping through app is easy to 
conduct 

Facilitating Conditions 

Mobile devices are generally well 
equipped (hardware, software, network 
etc) 

It is easy to gain the knowledge (such as 
from manuals, user guides, internet etc) 
necessary for app-based shopping 

Shopping apps are compatible with other 
technologies or app I use 

Social Influence  

People who influence my behaviour think 
that I should using shopping apps 

People who are important to me feel that I 
should use shopping apps 

I do shopping through apps because many 
people are doing so 

Using shopping apps is exciting  

Price Value  

Shopping apps are good value for many products 
on shopping apps are reasonably priced 

I have never given up purchasing on shopping 
apps 

Habit  

The use of shopping app has become a habit for 
me 

Using shopping apps is something I do without 
thinking 

I must use shopping apps 

I am addicted to using shopping apps 

Trust  

Mobile shopping is trustworthy 

I have confidence in the technology for the 
mobile shopping  

Mobile networks or apps can be trusted to carry 
out online transactions faithfully 

Behavioural Intention  

Given that I have a smart mobile phone capable 
of accessing the Internet, I would use the apps 
for shopping  

I like buying products from shopping apps, I 
would use in future also 

I intend to continue use shopping apps in 
future 

Use Behaviour 
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Table2: Questionnaire Items  

4.3.2 Scales 

In this questionnaire, nominal scales are used to collect participants information in terms of age, gender, 

occupation, location and their online shopping experiences. On the other hand, ordinal scales are used 

to measure the questionnaire items which derived from the UTAUT2 constructs. Likert Scale is used to 

rank the data from strongly agree to strongly disgaree. To ensure the participants, I decided to apply 

seven-point Likert scale on questionnaire to prevent participants from irresponsible answering with a 

middle unclear option. These ordinal scales are also classified by Saunders et al. (2009) as rating 

questions. 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

Disagree Strongly 

disgaree 

           Table 3: Seven-point Likert scale according to Saunders et al. (2009) 

 

 

 

Hedonic Motivation  

Using shopping apps is enjoyable 

Deal Proneness  

Redeeming Coupons and or taking 

advantage of promotional deals on 

shopping apps make me feel good 

I am more likely to buy brands or patronize 

service firms that have promotional deals 

on shopping apps 

I rarely use shopping apps to buy products 
online 

I use mobile shopping apps to buy products 
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5. Empirical Findings  

Empirical findings of this research consist of testing the reliability, eventually pursuing with descriptive 
statistics and the test of the hypothesis 

 

5.1 Descriptive Statistics 

To get an oversight over the quality and distribution of respondents and therefor the generalizability, a 

descriptive analysis was conducted. The descriptive analysis contains gender, age, geographical and 

experience for using the mobile applications to validate that the data is diverse and therefor generalizable. 

The number of respondents is 150 which all required to answer all the questions for completion of the survey 

(n=150). 

 

 

 

 

 

 

 

          Fig 7: M-Commerce Experience 

 

As the Fig  shows the respondents ‘experience (in years)in the usage  of M-commerce applications .By 

that 100 % of the respondents were familiar with the M-commerce applications .From the fig….,it shows 

that 37.3% (56 out of 150 ) have used M- commerce applications for more than 3 years, 24.6 % (37 out  

of 150) have used M-commerce applications for less than 1 year, 22.6 % (34 out of 150) have used M-

commerce applications for 1-2 year and 15.3 %(23 out of 150) have used M-commerce applications for 

2-3 years. Most of the respondents in the survey use applications more than 3 year, which shows that the 

Indian consumers are more likely to adopt the m-commerce applications. 
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                                             Fig 8: Gender Distribution     

The gender distribution in this research was quite equal, showing a slight majority of male respondents 

( 58% male vs 42% female). This study shows that males are using applications more than females. 

 

 

                            

 

 

 

 

 

 

 

                 

        Fig 9: Age distribution 

The figure shows that a strong majority of 18 to 25- year old respondents using the M-commerce applications. 

This shows that young generations started to use and buy online things and it shows their mobile usages. One 

of the reasons for the adoption of m- commerce applications are the high availability of mobile networks and 

data plan, so they can afford to buy. Then 25 to 30-year-old,30 to 35-year-old,35 to 40-year-old and over 45-

year-old. Less respondents are in the age group of under 18-year old, because most of them are not allowed 

to use mobile and they are not authorised to operate bank account themselves. Over 30 year olds might not 

prefer to shop online. 
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                  Fig 10:  Occupation Distribution  

Among occupation of respondents there is strong majority of students (36 %), then others (29.3%), IT 

professionals (17.3 %), Unemployed (20 %) and bank employee (2.6 %) respectively.  From the figure, it 

shows that half of the respondents was students, they have the tendency to accept new technologies which 

makes their life easier. 

 

 

 

 

 

 

 

Fig 11: Mobile Applications 

From this above figure, it shows the most using M-commerce applications in India.49.3% (74) using 

Amazon, 9.3% (14) using Snapdeal ,32% (48) using Flipkart,5.3%(8) using eBay  and 4%(6) using 

other applications. As shown in the figure, Amazon is the most used M-commerce applications among 

Indians and Flipkart, leading the second position. 
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5.2 Reliability Statistics  

As shown below, Habit, TR and DP ended up higher than 0.8 in Cronbach’s alpha test, which means the 

reliability of those factors are acceptable. As for the PE, SI, HM and BI, which even though ended up 

respectively in 0.753, 0.704, 0.718 and 0.705, because the values are very close to 0.8 and EE and FC 

ended up respectively in 0.687 and 0.649. We consider them are still acceptable in reliability. 

Factors Mean Std 

Deviation 

Cronbach’s 

alpha 

No. of Items 

PE 2.067 0.92663 .753 3 

EE 2.209 0.9664 .687 3 

FC 2.482 1.1085 .649 3 

SI 3.616 1.5736 .704 3 

HM 2.837 1.2705 .718 2 

PV 3.030 1.4154 .538 2 

HA 4.310 1.7481 .837 4 

TR 3.222 1.3694 .808 3 

DP 2.903 1.3108 .816 2 

BI 2.891 1.3240 .705 3 

Table 4: Cronbach's alpha of the factors 

5.3 Hypothesis Test Results 

5.3.1 Factors 

The factor Performance Expectancy ended up in average mean score of 2.067 and standard deviation of 0.926 

which was consisted of 3 individual items. By looking into subdivided items of PE, we can see the mean 

score and standard deviation distributed as following. “Shopping app is useful tool for online shopping”, 

“Shopping app enables me to do shopping easily”,“I can do shopping faster on shopping apps as 

compared to website” . 
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                    Table 5: Item Results of PE   

The factor Effort Expectancy ended up in average mean score of 2.209 and standard deviation of 0.967, 

which contains 3 individual items. Specifically, items are distributed as following, “It would be easy for 

me to understand the operation of shopping apps in the mobile device”, “I find the shopping through 

apps is convenient for me”, “I find the shopping through app is easy to conduct”. 

 

Questionnaire 
Items  

 

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree 

nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

Shopping app is 

useful tool for online 

shopping 

45 30.0 86 57.3 15 10.0 3 2 1 0.67     

Shopping app 

enables me to do 

shopping easily 

37 24.6 80 53.3 21 14.0 7 4.6 3 2.0 2 1.3   

I can do shopping 

faster on shopping 

apps as compared to 

website 

37 24.6 68 45.3 28 18.67 10 6.6 5 3.3 2 1.3   

Questionnaire 
Items  

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree 

nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

`It would be 
easy for me 
to understand 
the operation 
of shopping 
apps in the 
mobile 
device 

32 21.1 89 59.3 18 12.0 8 5.3 1 0.6 2 1.3   

I find the 
shopping 
through apps 
is convenient 
for me 

30 20.0 72 48.0 32 21.3 12 8.0 3 2.0 1 0.6   
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                         Table 6: Item Results of effort expectancy  

 

The factor Facilitating Condition ended up in average mean score of 2.482 and standard deviation of 

1.108, which contains 3 individual items. Specifically, items are distributed as following, “Mobile 

devices are generally well equipped (hardware, software, network etc)”, “It is easy to gain the knowledge 

(such as from manuals, user guides, internet etc) necessary for app-based shopping”, “Shopping apps 

are compatible with other technologies or app I use” . 

 

 
Questionnaire 
Items  

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

Mobile 
devices are 
generally well 
equipped 
(hardware, 
software, 
network etc) 

30 20.0 75 50.0 27 18.0 16 10.6   2 1.3   

It is easy to 
gain the 
knowledge 
(such as from 
manuals, user 
guides, 
internet etc) 
necessary for 
app-based 
shopping 

20 13.3 61 40.6 40 26.6 19 12.6 7 4.6 2 1.3 1 0.6 

I find the 
shopping  

through app 
is easy to 
conduct 

 

23 15.3 76 50.6 34 22.6 11 7.3 4 2.6 2 1.3   
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Shopping 
apps are 
compatible 
with other 
technologies 
or app I use 

 

18 12.0 73 48.6 31 20.6 18 12,0 3 2.0 7 4.6   

       

              Table 7: Item Results of Facilitating conditions  

 

 

The factor Social Influence ended up in average mean score of 3.616 and standard deviation of 1.573, 

which contains 3 individual items. Specifically, items are distributed as following,  “People who 

influence my behaviour think that I should using shopping apps” ,“ People who are important to me 

feel that I should use shopping apps”, “I do shopping through apps because many people are doing so”. 

 

 

 
Questionnaire 
Items  

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

People who 
influence my 
behaviour 
think that I 
should using 
shopping apps 

13 8.6 35 23.3 39 26.0 33 22.0 12 8.0 16 10.6 2 1.3 

People who 
are important 
to me feel that 
I should use 
shopping apps 

8 5.3 39 26.0 30 20.0 42 28.0 10 6.6 19 12.6 2 1.3 

I do shopping 
through apps 
because many 
people are 
doing so 

7 4.6 32 21.3 25 16.6 24 16.0 15 10.0 40 26.6 7 4.6 

                                      Table 8: Items of Social Influence 
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The factor Hedonic Motivation ended up in average mean score of 2.83and standard deviation of 1.27, 

which contains 2 individual items. Specifically, items are distributed as following,  “Using shopping 

apps is enjoyable” ,“ Using shopping apps is exciting compared to website” . 

    

 

              Table 9: Item Values of Hedonic Motivation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Questionnaire 
Items  

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

Using 
shopping apps 
is enjoyable 

19 12.6 51 34.0 47 31.3 19 12.6 8 5.3 5 3.3 1 0.6 

Using 
shopping apps 
is exciting 
compared to 
website 

20 13.3 40 26.6 45 30.0 32 21.3 5 3.3 7 4.6 1 0.6 
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The factor Price Value ended up in average mean score of 3.03 and standard deviation of 1.415, which 

contains 2 individual items. Specifically, items are distributed as following,  “Shopping apps are good 

value for many products on shopping apps are reasonably priced”, “I have never given up purchasing 

on shopping apps” . 

                                                       

                                             Table 10: Item Values of Price Value  

The factor Habit ended up in average mean score of 4.310 and standard deviation of 1.78, which contains 

4 individual items. Specifically, items are distributed as following, “The use of shopping app has become 

a habit for me”,“ Using shopping apps is something I do without thinking”, “I must use shopping apps”, 

“I am addicted to using shopping apps”. 

 

 

 

 

Questionnaire 
Items  

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

Shopping 
apps are good 
value for 
many 
products on 
shopping apps 
are reasonably 
priced 

15 10.0 59 39.3 58 38.6 11 7.3 7 4.6 8 5.3 2 1.3 

I have never 
given up 
purchasing on 
shopping apps 

 

12 8.0 45 30.0 36 24.0 30 20.0 5 3.3 20 13.3 2 1.3 
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Questionnaire 
Items  

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

The use of 
shopping app 
has become a 
habit for me 

11 7.3 25 16.6 24 16.0 30 20.0 12 8.0 38 25.3 11 7.3 

Using 
shopping apps 
is something I 
do without 
thinking 

13 8.6 20 13.3 20 13.3 23 15.3 22 14.6 38 31.6 14 9.3 

I must use 
shopping apps 

5 3.3 18 12.0 12 10.0 25 16.6 9 6.0 46 30.6 35 23.3 

I am addicted 
to using 
shopping apps 

 

3 2.0 27 18.0 33 22.0 43 28.6 9 6.0 29 19.3 6 4.0 

                                          

                                      Table 11: Item Values of Habit  

The factor Trust ended up in average mean score of 3.22and standard deviation of 1.369, which contains 

3 individual items. Specifically, items are distributed as following, “Mobile shopping is trustworthy”,” 

I have confidence in the technology for the mobile shopping”, “Mobile networks or apps can be trusted 

to carry out online transactions faithfully”. 
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Table 12: Item Values of Trust  

 
 

The factor Deal Proneness ended up in average mean score of 2.90 and standard deviation of 1.324, 

which contains 2 individual items. Specifically, items are distributed as following, “Redeeming Coupons 

and or taking advantage of promotional deals on shopping apps make me feel good”, “I am more likely 

to buy brands or patronize service firms that have promotional deals on shopping apps”. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Questionnaire 
Items  

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongl

y 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

Mobile 
shopping is 
trustworthy 

7 4.6 39 26.0 38 25.6 33 22.0 17 11.3 14 9.3 2 1.3 

I have 
confidence in 
the technology 
for the mobile 
shopping  

13 8.6 40 26.6 42 28.0 33 22.0 14 9.3 7 4.6 1 0.6 

Mobile 
networks or 
apps can be 
trusted to carry 
out online 
transactions 
faithfully 

16 10.6 35 23.3 47 31.3 26 17.3 12 8.0 12 8.0   
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Questionnaire 
Items  

 

Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

Redeeming 

Coupons and 

or taking 

advantage of 

promotional 

deals on 

shopping 

apps make 

me feel good 

17 11.3 54 36.0 37 24.6 21 14 9 6.0 11 7.3 1 0.6 

I am more 

likely to buy 

brands or 

patronize 

service firms 

that have 

promotional 

deals on 

shopping 

apps 

13 8.6 82 54.6 10 6.6 31 20.6 6 4.0 8 5.3   

 

 

    Table13: Item Values of Deal proneness 

 

 

The factor Behavioural Intention ended up in average mean score of 2.89 and standard deviation of 

1.310, which contains 3 individual items. Specifically, items are distributed as following, “Given that I 

have a smart mobile phone capable of accessing the Internet, I would use the apps for shopping”, “I like 

buying products from shopping apps”, I would use in future also, “I intend to continue use shopping 

apps in future”. 
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                                        Table 14: Item Values of Behavioural Intention 

 

 

 

 

 

 

Questionnaire Items  

 
Strongly 

agree 

Agree Somewhat 

agree 

Neither 

agree nor 

disgaree 

Somewhat 

disagree 

 

Disagree Strongly 

disagree 

1 2` 3 4 5 6 7 

N % N % N % N % N % N % N % 

Given that I have a 
smart mobile phone 
capable of accessing 
the Internet, I would 
use the apps for 
shopping  

10 6.6 54 36.0 40 26.6 31 20.6 8 5.3 4 2.6 3 2.0 

I like buying products 
from shopping apps, 
I would use in future 
also 

12 8.0 56 37.3 42 28.0 21 14.0 8 5.3 9 6.0 2 1.3 

I intend to continue 
use shopping apps in 
future 

 

18 12.0 51 34.0 43 28.6 24 20.0 6 4.0  6 4.0 2 1.3 
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5.3.2 Correlation of factors  

5.3.3 Relationship between Factors and Behavioural Intention  

The simple linear regression between each factor to behavioural intention has been conducted. I  use 

standardized coefficient beta to examine the strength of the relationship and the R square to check how much 

of the independent variables i.e. UTAUT2 factors can determine the dependent variable i.e. behavioural 

intention. The regression equation can have variance that in need of testing in order to confirm that the beta 

value is not within the variance and thus can be confirmed as significant. To test for the significance and 

whether the null hypotheses could be rejected, T - tests were used in this research.  

Models R R2 Adjust 

R2 

Df Unstandardized 

Coefficient 

Standard 

Coefficient 

t Sig 

     B Std, 

Error 

Beta   

(constant)     1.496 .234  6.385 .000 

PE .463 .214 .209 1 .675 .106 .463 6.354 .000 

                                    Table 15: Regression result of PE 

Hypothesis 1 has Beta-value of .463 at significance level of 0.001, which attests that PE is moderately 

positive interpreter of the dependent variable BI. Therefore, H1 is accepted. Using t-test to 

authenticate, a null hypothesis is created as below.  

                H10 : PE does not influence the Indian behavioural intention (BI) of M-commerce   

              H11 : PE positively influence the Indian behavioural intention (BI) of M-commerce   

The T-value is 6.354 which is larger than 6.314 - the critical value at 1 degree of freedom, and thus, 

the H70 can be rejected at the significance level of 0.05 for H1. 
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Models R R2 Adjust 

R2 

Df Unstandardized 

Coefficient 

Standard 

Coefficient 

t Sig 

     B  Std, 

Error 

Beta   

(constant)     1.236 .245  5.055 .000 

EE .507 .257 .252 1 .749 .105 .507 7.152 .000 

                                                        Table 16: Regression results of EE 

Hypothesis 2 has Beta-value of .507 at significance level of 0.001, which attests that EE is moderately 

positive interpreter of the dependent variable BI. Therefore, H2 is accepted. Using t-test to 

authenticate, a null hypothesis is created as below.  

                H20 : EE does not influence the Indian behavioural intention (BI) of M-commerce   

              H21 : EE positively influence the Indian behavioural intention (BI) of M-commerce   

The T-value is 7.152 which is larger than 6.314 - the critical value at 1 degree of freedom, and thus, 

the H20 can be rejected at the significance level of 0.05 for H2. 

Models R R2 Adjust 

R2 

Df Unstandardized 

Coefficient 

Standard 

Coefficient 

t Sig 

     B  Std, 

Error 

Beta   

(constant)     1.209 .243  .4976 .000 

FC .516 .266 .261 1 .678 .093 .516 7.321 .000 

                 Table 17: Regression results of FC 

 

Hypothesis 3 has Beta-value of 0.516 at significance level of 0.001, which attests that FC is a 

moderately positive interpreter of the dependent variable BI. Therefore, H3 is accepted. Using t-test 

to authenticate, a null hypothesis is created as below.  

                H30 : FC does not influence the Indian behavioural intention (BI) of M-commerce   

              H31 : FC positively influence the Indian behavioural intention (BI) of M-commerce   
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The T-value is 7.321 which is larger than 6.314 - the critical value at 1 degree of freedom, and thus the 

H30 can be rejected at the significance level of 0.05 for H3. 

 

Models R R2 Adjust 

R2 

Df Unstandardized 

Coefficient 

Standard 

Coefficient 

t Sig 

     B  Std, 

Error 

Beta   

(constant)     1.323 .246  5.374 .000 

SI .485 .235 .230 1 .434 .064 .485 6.741 .000 

                                 Table 18: Regression results of SI 

 

Hypothesis 4 has Beta-value of 0.485 at significance level of 0.001, which attests that SI is a  

moderately positive interpreter of the dependent variable BI. Therefore, H4 is accepted. Using t-test to 

authenticate, a null hypothesis is created as below.  

 

                H40 : SI does not influence the Indian behavioural intention (BI) of M-commerce   

              H41 : SI positively influence the Indian behavioural intention (BI) of M-commerce   

The T-value is 6.741 which is larger than 6.314 - the critical value at 1 degree of freedom, and thus the 

H40 can be rejected at the significance level of 0.05 for H4. 

                       Table 19: Regression results of HM 

Hypothesis 5 has Beta-value of 0.530 at significance level of 0.001, which attests that HM is a 

moderately positive interpreter of the dependent variable BI. Therefore, H5 is accepted. Using t-test to 

authenticate, a null hypothesis is created as below.  

Models R R2 Adjust 

R2 

Df Unstandardized 

Coefficient 

Standard 

Coefficient 

t Sig 

     B  Std, 

Error 

Beta   

(constant)     1.390 .212  6.549 .000 

HM .530 .281 .276 1 .529 .070 .530 7.600 .000 
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                H50 :HM does not influence the Indian behavioural intention (BI) of M-commerce   

              H51 : HM positively influence the Indian behavioural intention (BI) of M-commerce   

The T-value is 7.600 which is larger than 6.3138 - the critical value at 1 degree of freedom, and thus 

the H50 can be rejected at the significance level of 0.05 for H5. 

Models R R2 Adjust 

R2 

Df Unstandardized 

Coefficient 

Standard 

Coefficient 

t Sig 

     B  Std, 

Error 

Beta   

(constant)     1.692 .232  7.289 .000 

PV      .414 .172 .166 1 .396 .071 .414 5.535 .000 

                               Table 20: Regression results of PV 

Hypothesis 6 has Beta-value of .414 at significance level of 0.001, which attests that SI is a moderately 

positive interpreter of the dependent variable BI. Therefore, H6 is accepted. Using t-test to 

authenticate, a null hypothesis is created as below.  

                H60 : PV does not influence the Indian behavioural intention (BI) of M-commerce   

              H61 : PV positively influence the Indian behavioural intention (BI) of M-commerce   

The T-value is 5.535which is smaller than 6.3138 - the critical value at 1 degree of freedom, and thus 

the H60 can be accepted at the significance level of 0.05 for H6. 

 

Models R 

 

R2 

 

Adjust 

R2 

Df 

 

Unstandardized 

Coefficients 

Standard 

Coefficient 

t 

 

Sig  

     B Std.Error Beta    

(Constant)     1.214 .253  4.808 .000 

HA .498 .248 .243 1 .389 .056 .498 6.995 .000 

                                            Table 21: Regression result of HA 
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Hypothesis 7 has Beta-value of .498 at significance level of 0.001, which attests that HA is a 

moderately positive interpreter of the dependent variable BI. Therefore, H7 is accepted. Using t-test to 

authenticate, a null hypothesis is created as below.  

                H70 : HA does not influence the Indian behavioural intention (BI) of M-commerce   

              H71 : HA positively influence the Indian behavioural intention (BI) of M-commerce   

The T-value is 6.995 which is larger than 6.314 - the critical value at 1 degree of freedom, and thus, 

the H70 can be rejected at the significance level of 0.05 for H7. 

Models R 

 

R2 

 

Adjust R2 Df 

 

Unstandardized 

Coefficients 
Standard 

Coefficient 
t 

 

sig 

     B Std.  

Error 

Beta   

(Constant)     1.027 .217  4.742 .000 

TR .601 .361 .357 1 .579 .063 .601 9.153 .000 

                                    Table 22: Regression result of TR 

Hypothesis 8 has Beta-value of .601 at significance level of 0.001, which attests that TR is moderately 

positive interpreter of the dependent variable BI. Therefore, H8 is accepted. Using t-test to 

authenticate, a null hypothesis is created as bellow. 

H80: TR does not influence the Indian behavioural intention (BI) of M-commerce 

H81 : TR positively influence the Indian behavioural intention (BI) of M-commerce   

The T-value is 9.153 which is larger than 6.3138 - the critical value at 1 degree of freedom, and thus 

the H80 can be rejected at the significance level of 0.05 for H8. 
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Models R 

 

R2 

 

Adjust 

R2 

Df 

 

Unstandardized 

Coefficients 

Standard 

Coefficient 

t 

 

sig 

     B Std.  

Error 

Beta   

(Constant)     1.752 .226  7.760 .000 

DP .408 .167 .161 1 .392 .072 .408 5.437 .000 

        Table 23: Regression result of DP 

 

Hypothesis 9 has Beta-value of .408 at significance level of 0.001, which attests that DP is a 

moderately positive interpreter of the dependent variable BI. Therefore, H9 is accepted. Using t-test to 

authenticate, a null hypothesis is created as below.  

 

     H90 : DP does not influence the Indian behavioural intention (BI) of M-commerce   

              H91 : DP positively influence the Indian behavioural intention (BI) of M-commerce   

The T-value is 5.437 which is smaller than 6.3138 - the critical value at 1 degree of freedom, and thus 

the H90 can be accepted at the significance level of 0.05 for H9. 
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6. Discussion  

To explore the influential factors of Mobile commerce on User acceptance in India, following      

implications are based upon empirical findings and the existing literature on user acceptance are 

elaborated:  

Based on findings, it can be drawn that Performance Expectancy plays an intermediately positive role 

in Indian user acceptance of Mobile Commerce. Performance Expectancy indicates that “the degree to 

which the user expects the system or technology will help him or her to attain gains in job performance” 

(Venkatesh,2003). Among the factor, users are more adapting new technologies and mobile commerce 

make them easy to shop online. It is proven, that such results equal the conceptualization of prior 

researches (Davis, 1989; Davis et al, 1989; Davis et al, 1992; Thompson et al, 1991; Moore and 

Benbasat, 1991; Compeau and Higgins, 1995; Compeau et al, 1999). As an influential factor, Effort 

Expectancy has positively contributed to user acceptance of Mobile commerce in India. Venkatesh 

(2003) stated effort expectancy as the “degree of ease related with the use of the system”.  

Based on my findings, it is confirmed that Mobile commerce users have a general understanding of the 

way that Mobile commerce works and believe that the holistic process of Mobile commerce is 

convenient. By the same definition, the findings confirm several previous researches (Davis 1989; Davis 

et al, 1989, Thompson et al. 1991, Moore and Benbasat 1991). According to the findings, it is validated 

that connectivity (Benkler, 2007; Avital et al. 2015) through the mobile devices making the convenient 

usage services of Mobile commerce.  

As hypothesized, Social Influence imposes a positive impact on user acceptance of Mobile Commerce 

in India. People define the Social Influence as the “degree to which a person perceives that significant 

others believe he or she should use the new system” (Venkatesh et al. 2003). This indicated that 

suggestions and opinions from their reference group greatly influence the Indian M-commerce users. 

The result of SI is equivalent with the findings witnessed or defined in prior researches (e.g. Ajzen, 1991; 

Davis et al. 1989; Fishbein & Azjen, 1975; Taylor & Todd 1995; Thompson et al, 1991; Moore & 

Benbasat, 1991).   

It is empirically proved that the factor Hedonic Motivation has imposed a positive impact on Indian 

user’s acceptance. Venkatesh (2005) defined hedonic motivation as “the fun or pleasure derived from 
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using a technology”. Compared to findings of prior research (Merriam & Webster, 2003; Van der 

Heijden, 2004; Thong et al. 2006), it can be understood that Indian users increase their acceptance of 

Mobile commerce and can receive entertainment and pleasurable feelings from the acceptance of M-

commerce. 

User Acceptance is greatly influenced by the factor Habit with a positive connection. Most Indian users 

prioritize M-commerce and it became a Habit for them to do shopping through mobile. Limayem et al. 

(2007) defined habit as the “degree to which people tend to perform behaviours automatically”. The 

factor habit has positively influenced on technology and it effect the usage intention towards M-

commerce.  

As an Influential factor, Trust has positively played an intermediately positive role in Indian user 

acceptance of Mobile Commerce. It can analyse based of the human interactions. Reichheld and Schefter 

(2000) stated that “trust is critical in many social and economic interactions especially in the online 

world where the clarity of tangible and visual aspect is both absent”. From the studies it’s clear that 

regarding the online transactions, the factor trust is one of the unavoidable things and it is emphasized 

that the trust is influencing for user acceptance to use technology. 
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7. Conclusion 

Mobile commerce and it’s uses opens a wide market to more establish in online shopping. Day by day 

people are choosing M-commerce services to attain good and fast online transactions. Due to the 

increasing growth in mobile penetration, usage of mobile applications in India is increasing day by day. 

Mobile devices like cell phones and tablets are much affordable to an Indian average consumer than 

laptops and desktops.  

Purpose of this study was to identify the determinants of the acceptance of m-commerce applications in 

India. The user acceptance of M-commerce was analysed with the one of the user acceptance frameworks 

named UTAUT2, which is a combination of various user acceptance models. A self-selection sample of 

150 respondents from different Indian cities was collected through an online survey for a quantitative 

analysis through simple linear regression.  

As a result, it was found most of the factors of UTAUT2 such as performance expectancy, effort 

expectancy, social influence, hedonic motivation, habit is influencing user acceptance intermediately 

positive. The author added one more factor to the existing UTAUT2 model such as Trust. It shows the 

impacts on users to accept Mobile-Commerce as the part of their lives.  

Factors like privacy are recommended to be included in further studies on UTAUT2, it’s expected to 

make an impact on user acceptance for certain users. To get more trust to do the shopping through mobile 

commerce users are concerned about the privacy. To get more users involvement they need more privacy 

assurance from mobile operators and online shopping vendors so they could improve the performance 

and availability of Mobile commerce.  

After analysing the data, there is some factor still withdrawing them to use and getting into the online 

shopping market. Trust is  one of the main factor the users are worried about and to solve the trust issues 

they required a clarity and confirmation from the Internet providers and online shopping market.  

Even though mobile commerce has developed but still people are not aware about to use this because of 

the lack of literacy, this may not be barrier for mobile adoption but it’s a huge challenge for the m-

commerce where consumers may need to enter their username and password and these should not be 

compromised to third party.  
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Indian M-commerce users will be more aware on the factors which is attracting them to use the M-

commerce applications. With the growth in mobile devices and smartphones consumption, mobile 

commerce will be more adaptive, and the service providers and online shopping companies can convince 

the users to use the system is safe and cost-effective. 
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Appendix 1-The Survey 

Questionnaire: Behavioural Intention of M-commerce in India. 

 

Dear Participant, 

 

I am Jincy Jose, Pursuing Masters in IT, Management and Innovation at Jönköping University, Sweden. 

You are invited to participate in an online survey for my master thesis. 

 

This survey is designed to gather information about the factors which influence the use of mobile shopping 

applications among Indian Consumers. The following questionnaire is developed for a survey regarding 

the usage of mobile applications used especially for online shopping. The questionnaire is well structured 

and contains set of 38 questions which are designed to aid my research. This will take approximately 5 to 

7minutes. 

Demographic information is requested only for comparative study analysis and the participation is 

completely voluntary and you may refuse to participate without any consequence. 

 

Thank you for your consideration. Your help is greatly appreciated. 

1. Your gender 

• Male  

• Female 

2.Which category includes your age? 

• Under 18 

• 18-25 

• 25-30 

• 30-35 

• 35-40 

• 40-45 

• Above 45 

 

3.Your Occupation  

• Student 

• Bank Employee 
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• IT employee 

• Other Professional 

4. Shopping experience using mobile application  

• Less than a year 

• 1-2 years 

• 2-3 years 

• More than 3 years 

5. Please tell me which mobile apps you use mostly for shopping  

• Amazon 

• Snapdeal 

• Flipkart 

• Ebay 

• Others 

 

6.Please tell me which city you belongs to  

     

 

 

7. Shopping app is useful tool for online shopping 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

8. Shopping app enables me to do shopping easily 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

9. I can do shopping faster with shopping apps as compared to websites 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 
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• Strongly disagree 

 

 

10. It would be easy for me to understand the operations of shopping apps in the mobile device 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

11. I find the shopping through apps is convenient for me 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

12. I find the shopping through apps is easy to conduct 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

13.Mobile devices are generally well equipped (hardware, software, network etc) necessary for app based 

shopping  

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

14. It is easy to gain the knowledge (such as from leaflets, manuals, user manual, Internet etc) necessary for app-
based shopping  

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 
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• Disagree 

• Strongly disagree 

15. Shopping apps are compatible with other technologies/app I use 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

16. People who influence my behaviour think that I should use shopping apps  

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 
 
 
17. People who are important to me feel that I should use shopping apps 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

18. I do shopping through apps because many people are doing so 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

19. Using shopping apps is enjoyable 

• Strongly agree 

• Agree 



 

 

 

 

56 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

20. Shopping apps are good value for money 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

21. Products on shopping apps are reasonably priced 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

22. I have never given up purchasing on shopping apps 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

23. The use of shopping app has become a habit for me  

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

24. Using shopping apps is something I do without thinking 

• Strongly agree 

• Agree 

• Somewhat agree 
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• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 
25. I am addicted to using shopping apps  

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

26. I must use shopping apps 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

27. Mobile app shopping is trustworthy 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

28. I have confidence in the technology used for the mobile app shopping  

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

29. Mobile networks or apps can be trusted to carry out online transactions faithfully 

• Strongly agree 

• Agree 
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• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

30. Given that I have a smart mobile phone capable of accessing the Internet, I would use the apps for 

shopping  

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

31. I like buying products from shopping apps, I would definitely use in future also 

 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

32. I intend to continue use shopping apps in future 

 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

33. I rarely use shopping apps to buy products online 

 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 
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34. I use mobile shopping apps to buy products 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

35. Redeeming Coupons and or taking advantage of promotional deals on shopping apps make me feel good 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 

36. I am more likely to buy brands or patronize service firms that have promotional deals on shopping apps 

• Strongly agree 

• Agree 

• Somewhat agree 

• Neither agree nor disagree 

• Somewhat disagree 

• Disagree 

• Strongly disagree 

 
 

 


