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ABSTRACT

This research is grounded on technology acceptance model and
purposed to explore consumers’ attitude toward mobile shopping by examining
its antecedents and consequences. For this purpose, a multidimensional model
is developed which perceived usefulness, perceived ease of use, perceived
enjoyment and social influence are considered as antecedents of attitude toward
mobile shopping. Hedonic motivation is expected to play a moderator role that
would have an effect on abovementioned relationships. Mobile shopping
behavior is anticipated to be positively influenced by attitude toward mobile
shopping. Furthermore, perceived risk and satisfaction are. predicted to
influence the connection between attitude toward mobile shopping and mobile
shopping behavior.

The research is contributed by a total number of 461 respondents. An
online survey is completed by each of them. The results indicate that attitude
toward mobile shopping is positively affected by perceived usefulness,
perceived ease of use, perceived enjoyment and social influence. However,
hedonic motivation only effects the connection between perceived ease of use
and attitude toward mobile shopping. Furthermore, mobile shopping behavior
' is found to be affected positively by attitude toward mobile shopping. Besides,
perceived risk. and satisfaction are concluded to impact the relationship
between consumers’ attitude toward mobile shopping and mobile shopping
behavior. '
Keywotds: Mobile shopping, Technology acceptancé model, Consumet

behavior, M-Commerce, E-Commerce
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OZET

Bu galigma, teknoloji kabul modeli gergevesinde tiketicilerin mobil
aligverise yénelik tutumlarini, bu tutumlann énciilleri ve sofuclarmi analiz
ederek agiklamayi amaglamaktadir. Bu sebeple ¢ok boyutlu bir kavramsal
model gelistirilmigtir. Bu modelde algilanan kullamglilik, algilanan kullanm
kolayli31, algilanan eglence ve sosyal etki maddeleri, mobil aligverisin nciil
etkenleti olarak tammlanmaktadnr, Hedonik motivasyonun, bahsedilen bu
etkenlerle mobile aligverise yonelik tutum arasinda moderatdr gorevi
tistlenecegi diistiniilmektedir. Ek olarak, algilanan risk ve memnuniyet
kavramlarimin mobil aligverise yonelim tutum ve mobil aligveris davramsi
arasindaki iligkiye etkide bulundugu tahmin edilmektedir.

Meveut aragtirma icin data toplamak adma online bir anket
diizenlenmis ve bu ankete toplamda 461 kisi katilmigtir. Anket sonuglari, mobil
ahgverige karst tutumun algilanan kul'lén1§l1hk, algilanan kullamm kolaylig,
algilanan eglence ve sosyal etki kavramlarindan. olumlu olarak etkilendigi
sonucunu gostermektedir, Hedonik motivasyonun sadece algilanan kullanim
kolayligz ve mobil aligverige yonelik tutum arasindaki iligkiye etki ettigi, diger.

kavramlarla mobil aligverise yonelik tutum arasindaki iliskilere anlaml: bir

sekilde etki atmedifi sonucy gorlilmiistiir, Mobil aligveris davranigimin, mobile

aligverise karsi tutumdan olumlu olarak etkilendigi ortaya ¢ikmmstir. Son olarak
algilanan risk kavraminin mobil aligveris davramsgm: olumsuz olarak etkiledigi,
memnuniyet kavrammin ise mobil aligveris davramgmi olumlu olarak

etkiledigi sonucuna varilmigtir,

Anahtar kelimeler: Mobil aligveris, Teknoloji kabul modeli, Tiiketici davramsg,
M-Ticaret, E-Ticaret '




INTRODUCTION

While progressive mobile devices are embraced and being used in a
widespread manner by consumers, consumers’ preferences of communication
and shopping are reforming perpetually. As one of its ‘speciﬁc‘: characteristics,
mobile shopping environment enables consumers to shop anywhere, anytime,

‘Under these. circumstances, it could be predicted that consumers™ behavior of
consumption is evolving rapidly. B ' Y

While the number of smartphone users grow continuously, eonsumers’
enthusiasm to use mobile shopping services is increasing excessively beyond
expectations (Chaffey, 2017). Therefore, academic studies on mobile shopping
adoption has become critical to explore fundamental elements which motivates
consuthers to use mobile shopping. Furthermore, it is vital to examine
consumers’ atitudinal and behavioral intentions for marketers to consider
advertising plans, boost revenue, augment benefits and build a convenient
market place for their current and new clients (Natarajan et al., 2017).

Technology acceptance model (TAM) is to be a commonly
implemented method to express users” accommodation to modetn technologies
(Davis et al., 1989). There are two cormerstone variables stated as perceived

o o usefulness (PU).and. perceived ease_of use (PEQU).in TAM which influence. ... ... ...
consumers’ attitude (Davis, 1989). Moreover, perceived enjoyment (PE) is
considered as a vital principle which users need to experience during their
online shopping process, and it motivates consumers to complete their
shopping activity by making a purchase (Faiola et al., 2013; Lee et al., 2012).

" Besides, social influence (S1) is declared to has an essential impact on
consumers’ decision-making process for shopping online using smartphones
(GroB, 2018). In addition, Hedonic motivation (HED) is another key driver for
mobile shopping and it is assumed to be a critical determinant in the scope of
electronic commerce (Kiﬁ et al., 2012). Not surprisingly, it is -foﬁnd that
perceived risk (PR) related to online sheopping negatively influences
consumers’ motivation to shop online: (Drennan et al., 2006). Furthermore,
satisfaction (SAT) is considered as a critical driver of consiuners® mobile

shopping behavior (Grof, 2018).




Combining these perspectives, this research purposes a new
multidimensional framework in mobile shopping subject by aiming to explore
the factors influenicing consumers’ attitude and behavior, These factors
investigated in the research are PU, PEOU, PE, SI, HED, PR and SAT.

In the following chapter, Chapter One, literature on mobile shopping,
its antecedents and factors affecting mobile shopping are reviewed. In Chapter
Two, the proposed model for aititude toward mobile shopping (ATT) is
presented and all the hypotheses related to the research are explained. In
Chapter Three, research questions are introduced; data collection and
gvaluation of the measurement stages are demonstrated. Data analyses and
results of hypotheses tests are displayed in Chapter Four. At last, in Chapter
Five, Central conclusions derived fromrthe research are discussed; implications

based on theory and practice are declared; basic liinitations belonging to the

research are defined and suggestions for future research are mentioned.




" CHAPTER ONE: CONCEPTUAL BACKGROUND

i.1. MOBILE SHOPPING

Mobile shopping has absolutely become a pervasive phenomenon,
especially in the smartphone era (Grof}, 2016). It is stated that more than 50%
of mobile device owners have smartphones in many countries (comScore,
2015). By 2022, the amount of people who have smartphones is forecasted to
appear 5.5 billion (WARC, 2017). In 2016, mobile shopping market share was
approximately 33.9% in the USA, averagely 23.4% in Europe, 29.6% in
Sweden, 34.0% in Germany and 35.6% in Britain (Centre for Retail Research,
2016). However, . South Korea and Chjna spend two tﬁnes miore on
smartphones than electronic commerce; South Korea has the proportion of
46.0% and China has (49.7%) (eMarketer, 2016). Furthermore, expected global
growth of mobile retail commerce would reach $626 billion by the end of 2018
and it would be almost equal to 21% of the total digital commerce market place
(GSMA, 2016).

Mobile shopping is described as “the activities of consumers who use

wireless Internet service when shopping and purchasing via a mobile phone”

(Ko et al, 2609, p. 671). These activities could.be_listed. as searching, .. . . .

comparing, evaluating or buying products. On the contrary, a simplified
' description refers to “any momentary transactions related to purchases of
goods or services through infernet enabled mobile phones” (Wong et al,, 2012,
p. 25). Besides, mobile shopping is defined as a part of electronic commerce
transactions made by smartphones (Barutgu, 2007) as well as an element of
- marketing activities for mobile devices. (Stréﬁm et al., 2014). Along with the
two-research categorization structure by GroB (2015b) and the theoretical
understanding of technological ap'_pro-ach of Funk (2007), mobile shopping
‘su'bjects could be widely separated irito three units. Firstly, mobile shopping
fépresen"ts a medium for shopping and buying online via smartphones (Kim et
al., 2015). Secondly, mobile shopping defines an assistance which provides
c’onsurnersito enhance their shop_piﬁg practites in offline: sﬁépping context

(Cliquet et al., 2014). Thirdly, mobile Shb‘pping shapés cross-media inteiplay




systems such as television, radio and press soasto develop advanced shopping
and purchasing services (Funk, 2007). Mobile shopping is also described as an
activity of purchasing products or services by utilizing a smartphone connected
to wireless networks (Yang, 2010). In addition, mobile shopping could be
divided into three steps: before purchase {motivation and targets), during
purchase (search, assessment and decision) and after purchase (experience and
feedback) (Shankar et al., 2016).

Mobile shopping enables consumers to browse or purchase anytime and
anywhere; thus, it is more advantageous than electronic shopping (Yang and
Kim, 2012). Tt is continuously stated that easiness of usage, location and time
independency, also effective atmosphere for purchasing are considered as
utilitarian factors of mobile shopping and these elements significantly
influence consumers’ attitude toward mobile shopping (Yang, 2012).
However, it is also proved that hedonic value has an impact on consumers”
attitude toward mobile shopping (_GroB, 2015b). Some -of the major
characteristics of mobile shopping are listeéd in Table 1.1, grounded on previous

studies.

Table 1.1. Charactetistics of Mobile Shopping

Researcher Characteristics

' Time saving, convenience, .
Aldas-Manzano et al. (2009) variety, the assortment range and

low prices
Chen et al. (2007) Efficiency
. A popular approach for modern
Hung et al. (2012) " consumers to ordering or paying
for goods - .

‘ - Connection of consumers to
Yang and Kim (2012) retailers and ultimately
- _generating sales .
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Table 1.1. Characteristics of mobile shopping (Continued)

Researcher Characteristics

Transforming of the traditional
consumer shopping experience at
brick-and-mortar stores info an
optimized shopping experience

Yang (2010) .

_ Use of wireless Internet services
Ko (2009) in shopping and purchasing
ppinga
' through mobile phones

Consumers' ability to shop online

Lu and Su (2009) anytime, anywhere

Consumers' ability to order and
Wu and Wang (2006) pay for goods by using mobile
phones anytime, anywhere

(Kim et al,, 2015)

Consumers’ preference of mobile shopping channel is an importait

issue to be discussed as well, Mobile shopping applications differ from mobile

- shepping web-sites tremendously in the perspective of consumers” expetience .o ... ...

of shopping products- (Natarajan et al., 2017). It is declared that mobile
shopping applications provides practical and user-friendly shopping
environment (Tarasewich, 2003). Consumérs mostly prefer to download
applications and save them in their smartphones. This situation gives marketers
an opportunity to connect with their customers. Therefore, marketing activities
such as promotions and launching new products could be shared with
consusmers and these activities may affect consumers’ attitude toward mobile
shoppmg positively, Furthermore, mobile shopping apphcanons presents
consumers a more personalized shopping practice compared to retailers’
mobile shopping web sites (Natarajan. et al., 2017). In conclusion,; it could be

said that it would be better for retailers to develop mobile stiopping applications

{o increase their sales and maximize their profit.




Beyond these, mobile shopping lias an essential role to fill the gap
between offline and online shopping environment and improve multi-channel .
uriderstanding of shopping experience (Huang et al., 2016). As mobile users
commpniy jump from one mebile destination to anather one, the definition of
the path to purchase is getting difficult to determine; hence, it is questionable |
whether consumers prefer to use. thei-r mobile phones, for shopping (Grof,
2016). Although consumers use their smartphones for shopping, pre- and post-
purchase activities are stated more than mobile purchases (Holmes et al., 2013).
Thus, it could be commended that consumers still hesita_té. to adbpt mobile

shopping.
1.2. TECHNOLOGY ACCEPTANCE MODEL

Davis et al. (1989) introduced Technology Acceptance Model (TAM)
to clarify the elements which impact the adoption or denial of emerging
technologies. TAM was especial.ly- generated to express the adoption of
'informatioﬁ technologies by users while the earlier theories of innovation
acceptance concentiates on all novelties and new technologies (Yang, 2005).

Therefote, while the previous. studies exarnined consumer behavior

__ (Gatlgnon and Robeﬂson 1985), meormatlon technologws (Knol and , _

T TAT e At R s IR

Stroeken, 2001) and soczology (Wejnert, 2002), TAM was the only themy
which introduces information technologies and enhances its application to the
concept on the acceptancé or denial of electronié commerce and mobile -
commerce, also mobile commerce is a subset of electronic commerce, the
theory could be used for m-commerce as well (Mohammadi et al., 201 1)

The construction of TAM upgrades the Innovation Adoption Model by
adding the z_ibsolufe use of technology in consumers’ purpose to accept the
innovation (Davis et al., 1989). As it is seen in Figure 1.1., the theory involves
five constructs: PU, PEOU, attitude toward utilization, behavioral motivation
for usage and exact usage.

In TAM, PU defines consumers’ belief of added value as:a consequence .
of utilizing the new technology. PEOU indicates the techﬁolbgy that née'ds

minirnum effort in learning and practicing These ‘two approach. impacts




consumers” attitude and behavior of accepting the innovation (Turki, 2017).
Behavioral intentions effect the tendency to accept the technology usage, TAM
“has been introduced to help describing the adoption and usage of innovative
technologies (Malhotra and Galletta, 1999). Besides, TAM undérli’nes the
signiﬁ'cation of perception in the attitude and behavior of consumers towards
the technology expresses the varied acceptance aspects of new technologies
(Suebsin and Gerdsri, 2009). On the contrary, 1t is also explained that PU has
an influence especially on behavioral intention and it-also has an impact on
PEOU of consumets towards the innovative technology (Hu et al., 1999; Chau
and Hu, 2002).

Figure 1.1. The Technology Acceptance Model

Percaived

Usefolness, [~ ' e
AT
Ex@ﬂ | - \,. Artitude Belavioural Actual
Variable | Toward P Tntention to. » SystemUse |
\ ] Using Usze

Perceived
Ease of Use
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(Davis et al., 1989)

TAM has proved its effectiveness as a remarkable approach-in
information technology research (Straub et al., 1997). Since TAM was
introduced, the significance of technology adoption has escalated and obtained
the interest of various researches (Venkatesh et al., 2003). TAM is accepted as
a powerful theory for examining technology acceptance behavior in different
kind of IT categories; for instance, electronic commerce is a member of it
(Gefen and Straub, 2000). TAM has been updated with different elements in
recent times (Venkatesh and Davis, 2000).

PE is concluded to be a proper and powerful antecederit of attitude

toward shopping through online systems (Chiu et al., 2009; Gefen et al., 2003).

PU and PE are considered as equal prediétors of online shoppirig -attitude;




however, PE is a stronger predictor than PEOU as part of hedonic ambience of
online shopping environment (Al-Maghrabi, 2010). .

HED s related o experiential feelings and emotions such as amﬁs‘ement
and pleasure. Consumers genetally do shopping with the motivation of having
an experience instead of completing simple tasks (Babin, Darden, and Griffen,
1994). Researches which are carried out for in-store shopping literature, also
points out that hedonic value is a key factor in online stiopping (Hoffman and

Novak, 1996). Online or offline shopping activities for amusement and

pleasure enable consumers to escape from reality for a short time period (Kim,

2002; Mathwick et al., 2002). As a result, this study examines HED factor in’
the acceptance of mobile shopping technology.
TAM is generally expressed incomplete (Brown and Venkatesh, 2005);

sinice it doesn’t involve SI in the acceptance and use of innovative technology

systems (Shin, 2009). ST element takes place in the extended version of TAM,

which is described as TAM2 (Lu, 2014). Social influence is found to be a great
factor of aceepting mobile shopping technologies (Wei et al., 2009).

It is-addressed that PR and the motivation to shop via mobile devices

are related; besides, a modified TAM is proposed to explain the relationship

between these variables (Wu and Wang, 2005). It is found to be statistically

significant that PR has an impact on mobiie shopping téhavior (Kir et al.,

2008; Park and Jun 2003). It could be commended that PR mnegatively

influences the intention to shop via smartphones.
SAT is applied as an essential driver of mobile shopping behavior in
the TAM based study (GroB, 2018). Besides, Agrebi and Jallais (2015)

concluded that SAT is an influential factor to define consumers’ behavior

process.

1.3. ANTECEDENTS OF MOBILE SHOPPING:

1.3.1. Perceived Usefulness

PU is a central texture in TAM with PEOU and it is a vital topic

extensively examined for new technology adoption (Kalinic and Marinkovic,




2016). PU could be described as “rhe degree to which a person believes that
using a particular system would enhance his or her job performance” (Davis,
1989, p. 320). It is declared that attitude toward mobile shopping is highly
influenced by the degree to consumers’ perception about mobile shopping as.
useful. Shopping via mobile devices offers some advantages for costumers
(e.g. shopping éxperience-' without place and time restrictions, immense
information about pr.dducts and services, various options to compare,
possibility for real-time communication with retailers and peers) (Grof3, 2018).
It is stated that mobile shopping enables users to 'reach useful information and
quicker shopping experience (Vijayasarathy, 2004). In addition, PU is
considered as a vital driver for onlifie shopping behavior (Fagih, 2016). It could
be said that there are coimmon services offered by mobile services and
electronic services (e.g. personal computers). In this base, costumers’ choice
for using mobile services up to its advantages over other electronic services’
(Chong, 2013).

PU and PEOU are generally examined together to predict the
acceptance of new technology systems. Zarmpou et al. (2012) indicates that

PU massively impacts consumers’ mobile shopping acceptance.

e s e La3s e R ONCEIVEA JEASE OF Use . v e S SO

PEOU is another main texture in TAM and generally described as “the degree
to which a person believes that using a particular system would be free of
effort” (Davis, 1989, p. 320). Besides, a technological system’s ease of use
depends on” how this system ena‘éles users o complete tasks, boost
productivity, capability and capacity (Chau & Lai, 2013). Also, the Aegree of
- effort in coming to know mobile shopping services accurately is related té ease.
of use (GroB, 2015a). Nowadays, people are considered intimate with
smartphones and mobile shopping services (Kalinic and Marinkevic, 2016).
However, mobile shopping applications are still a mystery for users when iew

applications and aspects are being announced continuousty (Chong, 2013).
The more mobile shopping séx‘vi‘ces are easier to learn'and use, the less

they are underused (Kim et al., 2010). The limited screen size and entering data




on it could be considered as technological -inadequacies in smartphones. For
new users, these could result in negative attitude and behavior for mobile
shopping services. Moreover, advanced specialties and functions of the mobile
services could lead to decrease of usage ability. Thus, PEOU is a crucial
component for mobile shopping cé)ncept (Kalinic and Marinkovic, 2016).
PEOU is pointed out as a prominent determinant for consuiners to adopt
new technologies in different kind of services. Featherman et al. (201 0)
indicated the effect of PEOU on electronic services. Kim et al. (2010) studied
the impact of PEOU on mobile payment systems. Cheng et al. (2006)
investigated the Internet banking area in the point of PEOU. Mobile services
are explored by Mallat et al. (2009). Mobile Internet is examined by Kim et al.
(2007) and Bhatti (2007) obsetved mobile commerce. Furthermore, it is found
that PEOU and PU explicitly affect users’ attitude and behavior to accept the
technological innovation (Yen et al, 2010). Besides, it is declared as an
evidence that PEOU heavily influences consumers’ consideration to shop via

smartphones (Zhang et al., 2012).
1.3.3. Perceived Enjoyment

It has been seen that the level of enj oyment which auser plactlces takes

PENRVIFRPFIIE VA A o e

” 7p1ace in newer versions of TAM (Venkatesh et al. 2012) PE is exi:léinéd -a;s o

“the degree fo which the use of the computer is percewed as pleasant,
regardless of all cdnsequences of execution which mqy be envisaged” .(Davis
et al., 1992). PE evaluates the momentary condition of human-computer
interactions at a distinct time, simulating the condition of playfulness (Moon
and 'Kim, 2001): PE indicates the specifics of hedonic values derived from
mobile shopping experience (GroB, 2018). In addiﬁon, PE defines emotional
conditions which generate positive feelings such as excitement and fun during
mobile shopping eﬁperien‘ce‘s (Grof, 2018). Therefore, it could be said that PE
fulfils pleasure and enjoyment requirements instead of functional shopping
results such as time and money saving. Thereby, it could be explained that
corisumers’ attitude toward mobile shopping is both encouraged by utilitarian

and hedonic bunch of emotions (Pantano and Priporas, 2016). It is stated that

) o 10




users who do not feel enjoyment while online shopping would switch to
anr.ﬁher provider to finish shopping tasks (Faiola et al., 2013). That’s why, the
more consumers feel the state of enjoyment while they are shopping, the more
likely they make a purchase at the end of their online session (Hoffman.and
Novak, 2009). Smooth use, customization and convenience are defined to be
key factors for PE (Magrath and McCormic, 2013). It is studied that attitude |
toward fnobi]e shopping is inﬂﬁcnce_d by consumers’ perception of enjoyment
in utilizing smartphones (Agrebi and Jallais, 2015). In the future, it is assumed
that PE would be the most decisive element for expressing the divergence of
the motivation to utilize mobile devices for shopping (Natarajan et al., 2017).
In addition, it is found that there is a corporation between PE and behavioral

- usage in mobile shopping aspects-(Shih and Jin, 2011).
1.3.4. Social Influence

It is generally assumed that TAM is inadequate (Kalinic and
Marinkovic, 2016) since SI doesn’t exist in original TAM (Shin, 2009). SI is
described as “the degree to which an individual perceives that important others
believe he or she sh'ould use the new systen?” (Vankatesh et al., 2003, p. 451).
ST is identical to the subjectwe norm, whlch is an exphc1t principal of
behavioral intention (Lu 2014). It is explamed that SI has more m1pact on
consumers’ adoptlon of mobile shopping, compared with PEOU and PU (Fan
et al., 2005). Besides, it is also declared that ST is both a principal and
antecedent of mobile shopping acceptance (Chan and Chong, 2013).

Shopping is considered as a quiet sociable activity; thus, peer-group
effects are observed (San—Mart’in, et al., 2013). Moreover, it is stated that
consumers® social environment’s posture for using mobile shopping services
inevitably manipulates consumers’ preference of using them (Yang and
Forney, 2013). Hence, consumers who consider mobile shopping is socially
important would constitute a positive attitude toward mobile shopping than
others; besides, they would also express and share their positive emotions (San-
Martin et al., 20153). A]so,_'thefe might be a social pressure which relies on the

consumers’ ambition to follow his or her gioup’s opinions and this leads to
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rigid group member action (Yang, 2012). Thus, it could be assumed that SI
extremely changes consumers’ attitude and behavior toward shopping via
smartphones (Gro8, 2018).

Shopping is described as a social work and the internet isa wing of it;
that’s why, SI impacts the acceptance process of ﬁobile shopping significantly
(Hansen et al., 2004). Subjective norm determinant must be considered to
investigate the elements which lead to be a factor of mobile shopping for
buying (Faqih, 2016). It is confirmed that SI positively impacts the behavioral
motivation to buy through Internet medium (Clemes et al.\, 2014).

To sum.up, it could be stated that SI is another key factor to determine
attitudinal and behavioral intention for mobile shopping with PEOU, PU and
PE.

1.4. HEDONIC MOTIVATION

Shopping motivation is-one the most important issues in consurner
behavior research and it has a major effect on consumers’ decision making
(Kim and Eastin, 2011). The cognitive motivation is described as utilitarian

and the affective motivation is defined as hedonic (Kim and Eastin, 2011). A

utihtarlan consuimer 1s goal focused task onented analytlcal and problern

solvmg (Wo]ﬁnbargm and Gllly, 2001) . Their Ob_]CCthG is makmg a purchase
and buy a product; their goal is acquiring a thing conveniently in a decent time
period (Monsuwe et-'al., 2004). A hedonic consumer is generally searchiﬁg for
amusement, joy, excitement, innovation, diversity and amazement (Hausman,
2600). Consumers who have hedonic tendency concentiates on different
practices which is not connected to the behavior of acquiring a product (Kim
et al., 2012). The concept of hedonic tendency refers to intrinsic motivation
(Zanna and Rempel, 1988). Intrinsic motivation is related to pleasure and
satisfaction apart from achieving a certain task (Deci and Ryan, 1987). It is
stated that HED is an essential driver for mobile shopping acceptance (Ahuja

and Khazanchi, 2016). Nowadays,speopl'e log into applications via their mobile

“phone while they are using public transportation, watching television, walking

ete. In these scenarios, people browse information, experience the state of flow
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and enjoy. This conditioﬁ i¢ not related to the need; but refers to the consumers’
hedonic motivations (Ahuja and Khazanchi, 2016). The hedonic perception of
mobile shopping services is highly crucial for consumers® atiitude toward
mobile shopping (Yang, 2010). It could be commended that HED which
derived from by smartphones is greater than regular electronic devices such as
laptops; because mobile devices enable customers to have a smooth shopping
atmosphere without any interruption (Hubert et al., 2007). Therefore, HED is
proposed as a factor which influences consumers® attitude toward mobile

shopping.
1.5. PERCEIVED RISK

The approach of PR generally implies several situations in consumer
behavior (Bauer, 1960). It has been described that shopping is an activity which
includesrisk, depending on consumers’ uncertainty about buying decisions and
the results of poor choices (Bauer, 1960). PR is explained as “the nature and
amount of risk perceived by a consumer in contemplating a particular
purchasing decision” (Cox and Rich, 1964, p. 33). In addition, it is described
as a contemplation of failure which involves subjectivity (Mitchell, 1999). The

degree of PR is mcreased in onhne shoppmg platfcnm as, online consumers are -

limited to reach merchandlse and sales assistants (Palk and Stoe} 2005) MEI._]OI
consideration of PR disablés consumers to accept the Internet as a channel
which they could do shopping (Garbarino and Strahilevitz, 2004).
Psychological, physical, financial, social, convenience and product risks are
described to be six fundamentals of PR related to shopping (Jacoby and Kaplan,
1975), '

Tt is concluded that product and financial risks severely and unfavorably.
affect consumers’ online shopping perceptions (Lu, Hsu and Hsu, 2005), Since
online consﬁmers have great apprebensions due to the protection of their
personal information while shopping online; privacy risk, which is defined as
psychological risk as well, isan. essennal topic to explore (Drennan etal, 2006).
Nonetheless, consequences belongm g to the recent studies have shown that any

character of risk perception has an influence on consumers’ shopping intention.
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Consumers’ buying tendency is significantly influenced by product risk since
insufficient information about products is a widely discussed topic on the
Internet (Bhatnagar and Ghose, 2004). On the other hand, it is conclﬁdﬁd that
the concept of privacy risk excessively impacts consumets’ willingness to use
online shopping services than the p‘rodﬁct risk (Eggert, 2006). This study
examines the connection between PR and consumers® behavior by including
product risk, financial risk and privacy risk. _ |

Peter and Tarpey (1975) defines product risk as the failure of a product
to acquire consumers’ €Xpectations. Product risk ‘perception in mobile
shopping may occur by reason of online consumers’ lack of observing and.
experiencing the product and its substitutes physically (Alreck and Seitle,
2002). Characteristics of smartphones may vary in different kind of aspects
such as software and screen size. These differences may not display products’
specialties accurately as their appearance was previously determined by
software developers in default framework. Thus, users® anxiety could escalate
for makingf a choice to buy in mobile shopping platform. For instance, it is
declared that the degree of PR increases when it comes to shop online which is
opposite to a brick and mortar store for apparel products (Goldsmith and
Goldsmith, 2002). Besides, it is also revealed that risks belonging to
" merchandise concern could have an unfavorable impact on mobilé shopping
behavior (Bhatnagar et al., 2000). |

Horton (1976) déstribed financial risk as the state of having budgetary
loss depending on a purchase. In addition, financial risk involves imposture,
suspicious payment procedures or situations in which prepaid merchandise are
not handed over or ate picked up in an unsatisfactory condition (Ferri et al.,
2013). It could be said that the probability of financial losses in online shopping
makes consumers develop a negative perception about shopping onhne,

Ma'ignah and Lukas (1997) defines privacy risk as the probability of
consumers’ personal information leaked by the reason of shopping online.
Privacy risk is assumed as a barrier which blocks consumers from developing
| a positive tendency to mobile shopping (Chen et al., 2013). It is declated that

“privacy concerns inm-shopping refer to.the extent fo which consumers believe
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that they have control over the use of their personal information when storing,
fracking, or sharing these information with others, regardless of time and
circumstances” (GroB, 2016, p. 113). Furthermore, Khalifa and Shen (2008) |
indicates that consumers’ concerns for security of their transferred data leads
privacy apprehensions in mobile shopp_ing environment. This involves the
safety of data against incidental or caleulated disclosure to unapproved people,
“unapproved modifications or detnolishment (Udo, 2001). Privacy risk is
assumed as an obstacle which disables consumers’® mobile shopping adoption
worldwide. A lack of trust in the privacy of shopping made by utilizing mobile
devices would hinder consumers from mobile shopping scope (Gao et al,

2015).
1.6. SATISFACTION

TAM introduces an extensive divergence for adopting advanced
technical improvements; especially for shopping via smartphones (Natarajan
et al,, 2017). SAT is another vital variable which includes consumers’
emotional and cognitive responseé belonging to mobile shopping web sites or
applications after a purchase completed (Agrebi and Jallais, 2015). This the
most crucial element that makes consumers shop-again in the future time period
by using the same web site or apphcanon by smaﬁphones (Nata1 jan et al.,
2017). Oliver (1981) states that consumers feel satisfied when their
presumptions and actual result ofa practice maiches. Agrebiand Jallais (2015)
defines SAT as a psychological feedback from consumers who use mobile
shopping web sites or applications and it is prompted by various elements such
as information quality and perfection of service. SAT is linked to the post-
émchase stage where each of consumers’ expectations from mobile shopping
experience are evaluated (Sohn et al., 2017). It could be stated that the more
expectations are confirted or exceed, the more consumers’ tendency to use the
same mobile shopping service again increase (Bhattacherjee, 2001). Moreover,
Shang and Wu (2017) indicates that considering the pre-purchase process in
the mobile shopping web sites or applications, SAT is impacted by PU, PEOU
and PE,
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This study considers SAT as not a primary anterior for attitude toward
mobile shopping. Instead, it is implemented as a decisive driver of mobile

shopping behavior and it is related to mobile shopping experience.
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CHAPTER TWO: CONCEPTUAL MODEL AND HYPOTHESES

‘This section purposes to highlight the significance of the research and
- express the presented theoretical framéwork and hypotheses founded on the

literature review in Chapter 1.

2.1. SIGNIFICANCE OF THE STUDY

Wang ét al. (2015) declares that smartphones have been accepted and
widely used by. consumers and consumers’ shopping practices have been
evolving continuously. Due to consumers’ modifying behavior, shopping via
smartphones is as a phenorenon among consumers since they could search,
compate, assess and buy various products without any location and tinie
restriction (Fritz et al., 2017). Therefore, academic studies on mobile shopping
have become vital for examiring the major elements for consumers’ adoption
. (GroB, 2015b). |

It is theorized by TAM that PU and PEOU are major elements which
affect consumers’ motivation to utilize advanced technologies (Davis et al,,

1989). Moreover, IT services and their'appiications are considered easy to be

_ introduced with these two topics (Hung and Chang, 2005). It is proved by many

re_s'earchers examining the acceptance of Internet shopping that PU and PEOU
principles are leadiﬁg factors for consumers to endorse online shopping
technologies (Abu-Shamma and Abu-Shanab, 2015; Gefen and Straub, 2000;
Faqih, 2013; Devargj et al,, 5002; Wen et al., 2011; Park and Jun, 2003; Baier
and Stiiber, 2010; O’Cass and Fenech, 2003; Kim et al., 2007; Mohd Suki et
al., 2008). These researches mentioned above concentrate on influences of PU
and PEOU on consumers’ motivation to make a purchase regarding to TAM.
One of this research’s objectives is to investigate the effects of PU and PEOU
on consumer’s attitude toward mobile shopping,

PE defines the condition of entertainment while conisumers experience
during their inferaction with technology (Moon andK-im,éOOl).PE is generally
linked to SAT. It is found that PE drives the state of SAT in utilizing the

innovative technologies tHsiao et al., 2016). Furthermore, it is also declared
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that PE effects consumers’ behavioral purpose to shop via mobile devices
(Dickinger et al., 2008). This research aims to explore the connection between
PE and attitude toward mobile shopping.

It is explained that social environment of consumers has an influence
on consumers’ decision to make shopping via smartphones (Yang and Forney,
2013). It is observed that the more mobile shopping has a positive perception
by consumers’ social peers, the more consumers’ motivation to shop viamobile
devices improves (San-Martin et al., 2015). In 'addiﬁon-, it is stated that SI
impl'eéses a user’s adoption of mobile commerce more than perceived
usefulness and perceived ease of use (Fan et al, 2005). Complementary
consequences of SI effects on mobile shopping acceptance are concluded in the
research (Wei et al., 2009; Bhatti, 2007; Min et al., 2008; Chan and Chong,
2013; Lu, 2014; Chong et al., 2012; Khalifa and Cheng, 2002). However, this
research focuses on to explore the connection between SI and attitude toward
mobile shopping.

HED in the scope of shopping via smartphones is described as the level
of consumers’ feeling of gratification originated from using mobile web sites
or applications {Hsu and Lin, 2016), It is explained that hedonic value has a

strong impression on SAT in mobilé shopping environment (Lin and Wang,

" 2006). In addition, it is demonstrated that HED Tavorably enharices users’ SAT

- for mobile services (Kuo et al., 2009). Besides, it is found in previous studies
that HED and consumer behavior are related (Zh'bu et al., 2007; Wolfinbarger
.an'd Gilly; 2001; Chang et al., 2005; Monsuwe et al,, 2004). This study objects
to clarify the connection betweent HED and attitude toward mobile shopping.
PR definition is originated from the viewpoint of .defcision making
analysts, and it is expressed as consumers’ considerations of the ambiguity and
the potential unwelcome results with regarding to purchases (Littler and
Melanthiou, 2006). It is explored that PR adversely effects users’ behavioral
motivation to accept online channels for shopping (Pavlou, 2003; Faqih, 2013).
Furthermore, itis proved that PR negatively impacts consumers’ SAT (Johnson
et al., 2008). This research as‘pirés’ to examine the effect of PR on mobile

shopping behavior.
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SAT is the most crucial factor which Jeads forthcoming purchases
(Natarajan et al., 2017). Earlier researches proved that the connection between
SAT and shopping via mobile devices are significant (Heliier et al., 2003;
Abdul-Muhmin, 2010). This research intents to define the effect of SAT on
mobile shoppihg behavior.

To sum up, this study purposes to improve the SCOpe of knowledge on .
attitude toward mobile shopping. Despite its expansion in usage, mobile
shopping context is still insufficient as a territory of research regarding its
antecedents and consegquences. Filling the gap in the literature, this study
purposes an enhanced form of the TAM to establish a multidimensional

structure of consumers’ adoption of shopping via smattphones.
2.2. PROPOSED FRAMEWORK AND HYPOTHESES

The elemental theoretical framework of this research is originated from
TAM by Davis et al. (1989) and it is a remarkably accepted theory to assess
mobile shopping context (Zhang et al., 2012). A cause-and-effect connection
could be observed in TAM. Primarily, PU and PEOU shape a consumer’s
attitude. Then, the consumers’ attitude regulates behavioral intention. Lastly,
behavioral intention mﬂuences behavior, =

" By reason of the concerns about TAM’S conservativeness and lack of

falsifiability, adjustment of the model ¢ould be apphed. (GroB, 2018). Thus, the -
comméction between attitude and behavior is detailed with PU, PEOU, PE, SI,
HED, PR and SAT. The conceptual model of the study is seen in Figure 2.1.
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Figure 2.1. Conceptual Model of the Study
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Accordingly, the consequent hypotheses are introduced:
H1: PU has a positive effect on ATT.
H2: PEOU has a positive effect on ATT.
H3: PE has a positive effect on ATT.
H4: SI has a positive effect on ATT.
. H5: HED increases the effect of PU on ATT.
H6: HED increases the effect of PEOU on ATT.
H7: HED increases the effect of PE on ATT.
HS: ﬁED increases the effect of SI.on ATT.
H9: ATT has a positive effect on BEH.
H10: PR decreases the effect of ATT on BEH.
* H11: SAT increases the effect of ATT on BEH.
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CHAPTER THREE: RESEARCH DESIGN AND METHODOLOGY
3.1. RESEARCH OBJECTIVES

This research aims to investigate consurmers’ attitude toward mobile

shopping by analyzing its antecedents and consequences.

The fundamental research questions of thé tesearch are presented below:
' 1) Is there any relatiorniship between PU and ATT? '

2) Is there any relationship between PEOU and ATT?

3) Is there any relationship between PE and ATT?

4) Is there any relationship between SI and ATT?

5) How does HED affect the relationship between PU and ATT?

6) How does HED affect the refationship between PEOU and ATT?

7) How does HED affect the relationship betwveen PE and ATT?

8) How does HED affect the relationship between SI and ATT?

9) Is there any relationship between ATT and BEH?

10) How does PR affect the relationship between ATT and BEH?

11) How does SAT affect the relationship between ATT and BEH?

3.2. DEVELOPMENT OF THE MEASUREMENT INSTRUMENT

s e -

The measures operated are multi-item scales, all chosen from earlier
researches and adjusted to the framework of the current study.

PU is measured by 7-point” Likert scale (l1=strongly disagree;
2=disagree, 3=more or less disagree; 4=neither agree nor disagree; 5=more or
less agree; G=agree; 7=strongly agree). The four items of this subject are
chosen from Manzano et al. (2009), Yang (2012) and Ko et al. (2009).

PEOU is medsured by 7-point Likert scale (1=strongly disagree;
2=disagree, 3=more or less disagree; 4=neither agree nor disagree; 5=mote or
less agree; 6=agree; 7=strongly agree). The four items of this subject are
chosen from Wu and Wang (2005), Wei et al. (2009) arid Chonig et al. (2012).

PE is measured by 7-point Likert scale '(lﬁstl‘ongly_ disa‘gfée;_' '

2=disagree, 3=more or less disagree; 4=neithetr agree nor disagree; 5=more or
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less agree; 6=agree; 7=strongly agree). The three items of this subject are
chosen from Yang (2012). |

S is measured by 7-point Likert scale (1=strongly disagree;
2=disagree, 3=more or less disagree; 4=neither agree nor disagree; 5=more or
less agree; 6=agree; 7=strongly agree). The four items of this subject are
chosen from Chong et al. (2012) and Chan and Chong (2013). |
| HED is measured by 5-point Likert scale (1=strongly disagree;
2=disagree; 3;—~neither agree nor disagree; 4=agree; 5=strongly agree). The four
items of this subject ai‘e chosen from Cai and Xu (2011), Carpenter (2008),
Kim et al. (2012) and Yang (2010). .

ATT is measured by 7-point Likert scale (l=strongly disagree;
2=disagree, 3=more or less disagree; 4=neither agree nor disagree; 5=more or
less agree; G=agree; 7=strongly agree). The four items of this subject are
chosen fiom Bigné et al. (2005) and Manzano et al. (2009),

PR is measuied by 7-point Likert scale (1=strongly disagree;
2=disé1g1‘ee,_ 3=more or less disagree; 4=neither agree nor disagrés; S=more or
less agree; G=agree; 7=strongly agree). The nine items of this subject are
chosen from Garbarino and Strahilevitz (2004), Alreck and Settle (2002) and
Sweeney et al. (1999).

SAT is measured by 7-point Likert scaleé (1=strongly disagree;
2=disagree, 3=more or less disagree; 4=neither agree nor disagree; 5=more or
less agree; 6=agree, 7=strongly agree). The three items of this subject are
chosen from San-Martin and Catalén (2013).

BEH is measured by 5-point Likert scale (l=strongly disagree;
2=disagree; 3=neither agree nor disagree; 4=agree; 5=strongly agree). The
three items of t};is subject are chosen from Haque et al. (2009). ..

All constructs and sources in the research are listed in Table 3.1.
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Table 3.1. Constructs and Sources

Construct Source

PU (Manzano et al., 2009; Ko et al,,

2009; Yang, 2012) -
- {Chong et al., 2012; Wei et al,,
PEOU 2009; Wu and Wang, 2005)
PE o (Yang, 2012)
SI (Chan and Chong, 2013; Chong et
al, 2012) -~
(Cai and Xu, 2011; Carpenter,
HED _ 2008; Kim et'al., 2012; Yang,
2010) |
(Manzano et al., 2009; Bigné et al.,
ATT 2005)
' (Alreck and Settle, 2002; Sweeney
PR et al., 1999; Garbarino and
Strahilevitz, 2004)
SAT : (San-Martin and Catalan, 2013)
BEH (Haque et al., 2009)

The questionnaire is given in Appendix A and Appendix B.

3.3. SAMPLING AND SAMPLE CHARACTERISTICS
3.3.1. Sampling and Data Collection

The data which is implemented to the application part of this research
is collected with an online survey. The online survey is arranged with a web;
site called “Survey Monkey”. Once the questionnaire is approved by Istanbul
Bilgi University Ethic Committee, the online link of the survey is shared
through e-mail and social media channels such as Twitter and Facebook. There
are 461 usable questionnaires which constitute the sample size of this study.

Due to the time and capital restrictions, current amount of the samplé size is.
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considered sufficient. The survey has been accessible online for approximately

_ two weeks.

3.3.2. Sample Characteristics

A demographic diffraction of the sample displays tﬁat 55.5% of the
samjal‘e is women and %44.5 of the sample is men. '

As a result of age distribution, 0.7% of the sample is “Under 18 years”;
27.3% is between “18-25 years™; 50.5% is between “26-35 years”; 19.1% is
between “36-50 years”; 2.4% is “Above 50 years”. 'fhefeforé, it could be said
that the superiority of the respondents belongs to the age group of 26-35 years
(50.5%). This indicates that the graduated respondents are more than the
undergraduates. '

In education distribution, it is examined that no one is educated from
primary school. 0.7% of the sample is graduated from middle school; 14,3% of
the sample is graduated from high school; 62.5% of the sample is graduated
from university and 22.6% of the sample has a master’s degree or PhD.

In terms of income, it is seen that 16.9% of the sample earns 2,000 TL
orlessina month; 21.0% of the sample earns between 2,001-3,000TL; 17.4%

... of-the -sample earns..3,001-4,000TL;..14.5%..of .the _sample_garns.4,0001- .. ... |

5,000TL; 30.2% of the sample earns more than 5,000TL in a month.

) In addition, it is concluded that 95.4% of the sample did mobile
shopping at least one time in their lifetime. 4.6% of the sample never did
mobile shopping in theit lifetime. Moreover, %7.8 of the sample has been using
mobile shopping for 3 months or less; 4.1% of the sample has been using
mobile shopping for 4-6 months, 7.6% of the sample has been using mobile
shopping for 7 months-1 year; 15.8% of the sample has been using mobile
shopping for between 1-2 years; 17.6% of the sample has been using mobile
shopping fbr between 2-3 years, 47.1% of the sample has been using inobile
shopping for 3 yéats or more. B-esidesl, 24.1% of the sample does mobile
-sh;)ppi'n_g once in 6 months or never; 28.6% of the sample does once in 2-3
months; 16.9% of the sam}ﬁle does once in a month; 21.9% of the sample does

2-3 times in a month; 4.6% of the sample does once in a week; 3.9% of the
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sample does 2-3 times in a week. All the demographic atfributions of the

participants of the questionnaire takes place in Table 3.2.

Table 3.2. Sample Characteristics

~

Characteristics Frequency 'Percenfage

Gender (n=461)-

Female 256 55.50%
Male 205 44.50%

Age (n=461)

<18 3 0.70%
18-25 126 27.30%
26-35 233 50.50%
36-50 38 19.10%.
>50 11 2.40%

Income (n=461)

<=2000TL _ 78 ‘ 16.90%
2,001-3,000TL v o 97 L 2000% s
3,001-4,00011 80 17.40%
4,001-5,000TL 67 14.50%
>5,000TL 139 30.20%

Education (n.=46 1y .

Primary School ' 0 _ : 0%
Middle School 3 0.70%
High School 66 14.30%
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Table 3.2. Sample Characteristics (Continued)

Characteristics Frequency Percentage
University 288 62.50%
Master's or PhD 104  22.60%

Mobile Shopping Experience

(=461)
Yes 440 95.40%
No 21 4.60%

Mobile Shopping Experience

(n=461)
<=3 months 39 7.80%
4-6 months 16 4.10%
7 months-1 year 35 7.60%
1-2 years f3, 15.80%
2-3 fy'eai; | 81 T e
>=3 years _ 217 47.10%

Mobile Shopping Freguency

(n=461) | |
Once in 6 months or nevet 111 24.10%
Once in 2-3 months 132 28.60%
Once in a month 78 16.90%.'
2-3 times in a month 101 21.90%
Once in a week 21 4.60%
2-3 times in a week 18 3.90%
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CHAPTER FOUR: DATA ANALYSES_ AND FINDINGS

This chapter purposes to explain the inspection of data considering its
missing values, outliers and statistical specialties. Thereupon, reliability tests
and exploratory factor analyses are observed which are critical for measure
purification. The prograin which is computed for statistical analyses is SPSS
22.0. T '

4,1, MISSING DATA

It is necessary to examine the missing data; so as not to receive
tendentious results (Hair et al,, 2010). Replacing missing values considering
the current data before research hypotheses are tested is an alternative way to
prevent getting biased results (Little and Rubin, 2002). However, since all the

questions in the survey are obligated to be filled, there are no missing values in

thie collected data,
4.2. OUTLIERS

Qutliers implies an observation which is completely divergent from

_ other ones: Besuies these dlvergent obsewatlons could quleﬂy modlfy the N

statlstzcal 1esu1ts On the othel hand 1t i concluded that the consequences of
outliers should be accepted; furthermore, as long as the population involves
small number of outliers, these outliers should not be excluded from the

research (Hair et al.,, 2010). However, there are no outliers in the current data.

4.3, MEASURE PURIFICATION

Reliability tests and exploratory factor analyses (EFA) are executed to

determine the purification the measurement scales.
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4.3.1. Reliability of the Measures

' Reliability indicates measurement scales which prove stable
outcomes on repeated tests. The Cronbach’s alpha.is a broadly accepted test to
illﬁstrate the constitutional consistency of the scale if each item of the scale is
correlated with the rest of the items, and with the summated scale score which
is called item-total correlations (Hair et al., 2010). It is stated that a reliability
coefficient of .60 or more is _i‘deal in exploratory researches (Peter, 1979). The
Cronbach’s alpha and item-total correlation values belonging to this study are

shown in Table 4.1. It is seen that all items in the scales are reliable.
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4.3.2 Validity of Measurements

In.this resarch, EFA is used to determine the validity of the measures.

EFA investigates the dimensionality of elemental structure between variables

which are used in an analysis (Hair et al., 2010). Common factor analysis and

component analysis are two major approaches of EFA. Common factor

analysis is generally used for summarizing data, while component analysis

detects the fundamental factors which express variables shared in common

(Hair et al,, 2010). Besides, Kaiser-Meyer-Olkin measwe of sampling

adequacy (KMO) and the significance level of Bartlett’s test of sphericity

methods are implemented to distinguish whether the data is suitable for EFA.

Tt could be stated that there is a high degree of inter-correlations among the

variables if KMO value is high and Bartlett’s test is significant (Hair et al.,

2010). EFA of this research are presented in Table 4.2.

Table 4.2. Exploratory Factor Analysis Results

3

L Factor
Item (Perceived Usefulness) Loadings

Mobile shopping services reduce the time I.spend shopping. .869
Mobile shopping services make it easier for me to sl?(_)p: i _-868
Mobile shopping services enable me to accomplish shopping

tasks faster. : .860
Mobile shopping services can help me to make better

purchasing decisions. 634

Total variance explained = 66%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.787
Significance of Bartlett’s Test of Sphericity =.000
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Table 4.2. Exploratory Factor Analysis Results (Continued)

. . Factor
ftem (Perceived Ease of Use) Loadings
[ think it's easy to use m-commerce. .846
I think m-commerce is understandable and clear. .80s
I think learning to use m-commerce is easy. : 782
I think using m-commerce requires minimum effort. .765
Total variance explained = 64%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.795
Significance of Bartlett’s Test of Sphericity =.000
Item (Perceived Enjoyment) Factor
Loadings
~ Ifind mobile shopping entertaining. 956
It is fun to use mobile shopping. - 927
I find mobile shopping exciting. 877
Total variance explained = §5%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .698
Significance of Bartlett’s Test of Sphericity = .000
Item (Social Influence) Factor
Loadings
" T would use mi-commeIce fiors often if the serv1ce Wiy T T e e
widely used by people in my community., 785
- Relatives and friends have an influence on.my decision to
use m-commerce. ' 767
Mass media (e.g. TV, radio, newspapers) have an influence
on my decision to use m-commerce. 753
1t is the current trend to use m-commerce. 536

Total varidnce explained=51%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.723
Significance of Bartlett’s Test of Sphericity = .000
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Table 4.2. Exploratory Factor Analysis Results (Continued)

Item (Hedonic Motivation) nggﬁﬁgs
I feel pleasure during mobile shopping. 913
I enjoy mobile shopping. 871
[ can feel the exciting shopping atmosphere through mobile shopping. 841
I use mobile shopping more for having fum than for purchasing
products. ' 659
Total variance explained = 68%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.772
Significance of Bartlett’s Test of Sphericity =.000 -
Ttem (Attitude Toward Mobile Shopping) nggﬁ"gs
Mobile shopping is positive. 918
Mobile shopping is useful. 504
Mobile shopping is valuable.- 903
Mobile shopping is interesting. 821
Total variance explained = 79%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .830
Significance of Bartlett’s Test of Sphericity = .000
et oo Jtemn (Satisfaction) . e v Lzzalgsgrgs -
Shopping on my smartplione is very satisfactory. 907
1 am satisfied with the way in which shopping transactions are
processed on smartphones, 856
Mobile shopping fulfils all of my expectations, 834

Total varjance explained = 75%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .693
Significance of Bartlett’s Test of Sphericity =.000
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Table 4.2. Exploratory Factor Analysis Resuits (Continued)

. . . Factor
Item (Mobile Shopping Behavior) Loadings
My future expectations with shopping online is good .897
My past experiences with shopping oniine is great .850
1 will continue shop online in the future 837
Total variance explained = 74%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.700
Significance of Bartlett’s Test of Sphericity =.000
Factor
Item (Perceived Risk) Loadings
i 2
1t is DIFFICULT for me to judge products’ quality adequately on the
Internet. 831
It is DIEFICULT for me to compare the quality of similar products on
the Internet. 819
The products purchased online may NOT perform as expected. 652
I am concerned that I may NOT receive the item purchased. 615
I may buy the same product at a lower price from somewhere clse (e.g.
store, catalog). 431
Online retailers may disclose my personal information (e.g. email
address, mailing address) to other companies. .866
I may be contacted by online retailers (e.g. via email, phone calls,
letters) without pr oviding consent after the completion of transaction. 809
Online retailers may track my shopping habits and history purchases. - IeT T T
My credit card number may NOT be secure 486 520

Total variance explained = 56%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .764
Significance of Bartlett’s Test of Sphericity = .000

EFA is performed to test the validity of the measures and as it is seen in Table

42., all items in the scales are loaded to the factors which they belong as

expected. PR context is multidimensional hence it involves product risk,

financial risk and privacy risk subjects in the research. However, in the scope

of this study, it is purposed to examine overall risk perception. Since PR’s alpha

value is also high; PR is considered as a unique concept in the analyses.
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4.4, HYPOTHESES TESTING

Linear regression analyses are performed to test:all hypotheses in the
study. . '

According to the results seen in Table 4.3.; PU, PEOU, PE.and SI affect
ATT statistically significantly and positively as expected. Thus; H1, H2, H3
and H4 are supported. |

Table 4.3. Regression Analysis for Hi, H2, H3 and H4

Model R Square Acéjuste‘d R F Significance
quare
1 618 615 184.338 000
Standardized
Coefficients
Beta t Significance

(Constant) 1.805 072

PU 310 7.164 000

PEOU 202 4.806 .000

PE 382 10.492 .000

ST : 079 2.535 012
Dependent variable: ATT -

R © As.a consequence af the outcome. taken place in Table 4.4., HED.
doesn’t influence relationship between PU and ATT. Besides, it is concluded
that HED doesn’t affecf the relationship between PE and ATT; é]so, doesn’t
impact the relationship between SI and?A.’f"Il‘. Moreover, HED is a full
moderator. It completely moderates the relationship between PEOU and ATT.
Independently the degree of PEQU, ATT is positively affected if there is HED.
Asa 1'ésuit; H5, H7 and H8 are rejected. However, H6 is supported.
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Table 4.4. Regression Analysis for H5, H6, H7 and H8

Adjusted R

Model R Square Square F Significance
] 618 615 184338 000
2 636 629 98.534 000
Standardized
Coefficients
Model Beta t Significance
1 (Constant) 1.805 072
PU 310 7.164 .000
PEOU 202 4.806 000
PE 382 10.492 000
S 079 2.535 012
2 (Constant) 2.552 011
PU 488 3.588 .000
PEOLU} -.178 -1.572 d17
PE 478 3.954 .000
Si 211 2.055 .040
PU*HED -378 -1.457 146
PEOU¥HED .920 3.738 .000
PE*HED =343 -1.539 A25
SI*HED -237 -1.462 144

‘Dependent variable: ATT

ATT positively and statistically significantly influence BEH. The result

s displayed in Table 43, Therofors, B sifperted.

Table 4.5. Regression Analysis for H9

Model R Square A(g“Ste_d R F Significance
quare
1 570 569 609.220 000
Standardizéd,
Coefficients
Beta t Significance
(Constant) 14.435 .000
ATT 755 24.682 000

Dependent variable: BEH
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According to the results in Table 4.6., PR negatively affects the relationship
between ATT and BEH. Besides, SAT significantly impacts the relationship
between ATT and BEH. a

Table 4.6. Regression Analysis for H10 and H11

Model R Square A‘g;ﬁ;ﬁi R F Significance
1 570 569 609.220 000
2 591 588 219.727 ~ .000
Standardized
Coefficients
Model Beta t Significance
1 (Constant) 14.435 .000
ATT 755 24.682 .000
2 (Constant) 13.808 000
ATT 379 4311 000
ATT*PR 097 2230 026
ATT*SAT 327 3.713 .000

Dependent variable: BEH

The suminary of hypothesis tests is listed in Table 4.7,
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Table 4.7. The Summary of H}_{potheses Tests

Hypothesis Result
Hi PU has a positive effect on ATT. () Supported
H2 PEOU has a positive effect on ATT. (+) Supported
H3 PE has a positive effect on ATT. (+) Supported
H4 ST has a positive effect on ATT. (+) Supported
HS HED increases the effect of PU on ATT. (-) Rejected
Hé HED increases the effect of PEOU on ATT.  (+) Supported
H7 HED increases the effect of PE on ATT. (-) Rejected
H3 HED increases the effect of S1on ATT. (-) Rejected
H9 ATT has a positive effect on BEH. (+) Supported
H10 PR decreases the effect of ATT on BEH. () Supported
HIl SAT increases the effect of ATT on BEH. (+) Supported
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CHAPTER FIVE: DISCUSSION AND CONCLUSION

With the increasing utilization of mobile internet and mobile -

technologies, mobile shopping services which are a bunch of online shopping,
are becoming widespread day by day. Therefore, it is essential to examine the
determinants. and factors which motivate consumers to shop via their
smartphones. This research enriches the earlier literature by implementing a
multidimensional comprehension of mobile shopping acceptance which
explains the causal relationship between attitude and behavior considering the
elements. which affect them. PU, PEOU, PE, SI, HED, PR and. SAT are
investigated as perceptions which influence consumers’ mobile shopping
attitude and behavior. Firstly, it is aimed to obtain directive findings to sustain
future researches. Secondly, it is purposed to attain maﬁégerial outcomes for
the improvement of the mobile shopping practices. *
Grounded on an extensive review of the literature, PU, PEOU, PE and
SI are hypothesized to be anterior of consumers’ ATT. HED is cerebrated to
impact the connection between each four of those concept and ATT. In
addition, it is tendered that ATT is positively related to BEH. Finally, PR and
SAT are presented to affect the relationship between ATT and BEH. Data

collected through an onlirie siirvey indicates that the résuits are’ miainly in = "~ ~

agreement with the assumptions with three eﬁceptions.

PU is one of the key instruments which influence consumers’ attitude
toward mobile shopping. Usefulness enables consumers to benefit of the
services which they use. Mobile shopping provides consumers to complete
their shopping tasks in a short time period and reduces the time which they

spent for shopping comparing in-store shopping activities. In addition, mobile
| shopping services make consumers have better shopping decisions. It takes
minimum effort to view so many options and compare them. Besides,

commends about products or services help consumers to evaluate them and

make a decision. In conclusion, PU proved to be significantly influencing ATT.

PEOU is a critical element taking part in fundamental TAM with PU,

‘The more a mobile shopping environment is easy to be practiced by consumers,
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the more positive attitude toward mobilé shopping is generated. According to
the data derived from the survey, PEOU is positively related to ATT. Mobile
devices have smaller screen sizes comparing to personal computers. This
situation could cause difﬁculty for consumers to make transactions. Therefore,
it is important for mobile shopping sites or applibations' to be designed
considering the user interface and user exi:erience practices. - '

PE positively affects ATT. Consumers prefer to use their smartphones
not only to complete their duties, but also to enjoy and spend time when they
are availabie. Emotions of pleasure and entertainment motivate consumers to
spend more time in mobile shopping services and this situation generally ends
up by making a pin‘chase. In this study, it is found that PE is positively related
0 ATT, |

S1 is shown to be a statistically significant driver of ATT. Hence mobile
shopping is still a growing activity, SI has a great emphasis on conditions
where consumers have tendency to use this type of online shopping channel.
Consumers who share a common social environment may inspire others to
develop a positive attitude toward mobile shopping. Therefore, when it comes
to create mobile shopping marketing campaigns, SI concept is must be

considered. Social networks and word-of-mouth have a serious impact on

" edoptance of mobile shopping by developinig & Supportive Slitate 6 étich T

consumer’s perception of using mobile shopping services.

Another objective of this study is to clarify whether HED moderates the
abovementioned relationships or not. Contrary to the predictions in hypotheses,
it is discovered that HED doesn’t regulate the comnection between PU and
ATT; PE and ATT; SI and ATT. On the other hand, HED is proved to be
significantly dominates the connection between PEOU and ATT. Furthermore,
it is concluded that HED is a full moderator and there is a full moderation
&éﬁm‘ng ‘this relationship. In conclusion, HED is directly proportional with
ATT without regard to consumers’ perception of easé of use.

' BEH is driven by consumiers’ ATT. Not surprisingly, attitude and

behavior have a specific causal relationship between each other in general. The'



more positive attitude a consumer develops, the more likely this attitude turns
into a behavior. Therefore, ATT is positively related to BEH.

Risk perception is one of the major threads which makes consumers
hesitate to shop via mobile devices, The results obtained from the data analyses
suggest that PR has a negative effect on the relationship between ATT and
BEH. These outcomes are in line with the hypothesis. Firstly, perception of
product risk is one of the obstacles which make éonsumefs feel anxious to use
mobile shopping. This concern is related to the situation which product is
unsuccessful to answer consumers® expectations. Secondly, perceived financial
risk is another concern which prevents consumers to shop via smartphones.
Probability of monetary losing by using smartphones for shopping disables
Consumers ilto adopt mobile shopping. Lastly, perceived privacy risk restrains
users to adopt online shopping services.The possibility of disclosure of
personal information during online shopping process prevents consumers to
use mobile shopping. As a result, it is found that the relationship between ATT
and BEH is negatively affected by PR.

SAT is found fo be statistically significant to regulate the relationship
between ATT and BEH. This result fulfils the expectation while a consumer is
satisfied with -a mobile shopping experience, the consumer bui.l'd:s positive

- manners to mobile shopping.
5.1. IMPLICATIONS FOR THEORY

Despite the fact that the 1'eséa1°CI1 on mobile shopping has been recently
trendy, the elements affecting this concept are not sufficiently discussed.
Although PU and PEOU have been previously investigated, the effects of PE
and SI on ATT have not been investigated adequately. In addition, HED is
mostljfr studied in the shopping behavior concept. However, its influence on
antecedents of mobile shopping and attitude is generally missing, Furthermore,
PR and SAT are two major topics to be analyzed to express the connection
between attitude and behavior. Hence, this research aims t6 contribute to the.
literature and enhance it by introducing a multidimensional framework which

consolidates the abovementioned subjects.
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5.2. IMPLICATIONS FOR PRACTICE

8

It is critical for business organizations to figure out consumers’ needs
and expectations and which elements motive customers to use mobile shopping
services. This study provides a basis for businesses how to encourage

consumers who haven’t used mobile shopping services it before and retain

- consumers who have already been shopping via smartphones.

It is proved here that PU, PEOU, PE and SI impacts users’ ATT. In
addition, HED factor is confirmed to influence the connection between PEOU
and ATT. What’s more, it is concluded that ATT is directly related to BEH.
Moreover, PR and SAT are proved to be two élements which regulate the
connection between ATT and BEH. These findings are important for business
organizations: to improve consumers’ mobile shopping experience and enrich
it for differentiating from their competitors.

It is essential for mobile shopping web sites and applications to be
understandable and clear. Day by day, as the competition mcreases, consumers
abandon from a mobile shopping service and skip to another one quickly when
they experience a struggling and impractical shopping atmosphere. Therefore,
these services should be handy and mformatlve In addltlon, 1t is necessary for.
consumers to browse a service plaCtlcall}' and making operatmns such as
searching, filtering and comparing products, and completing transactions
easily. Purthermore, contemporaty user interface and user experience practices
should be prospected and implemen_te_dlt_o services. The more time a consumer
spends in a web site, the more likely a transaction is made. Thus, inovative
actions should be taken by developers to make consumers feel enjoyment and
amusement emotions during shopping process. Marketing campaigns may be
organized to attract attention to benefits of mobile shopping. Thus, consumers.
could be influenced to develop a positive attitude by their -enviroﬁment with
social networks and Word_-of—mouth effect. Risk factor is a major consideration

for consumers. Enhanced return and exchange policies could prevent .

customers to hesitate shopping online. Moreover, ‘mobile shopping services

should have strong security precautions and a clear privacy policy to avoid
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fraud and illegal attempts. Besides, fast shipping options, promotions and

decerit customer care services may increase consumers’ satiéf’actio_n.
5.3. LIMITATIONS AND FUTURE RESEARCH SUGGESTIONS

This research has some limitations due fo its application. First, data is
coliected through an online survey and approximately all respondents have
online shopping experience. Therefore, future researchers could combine
online and ofﬂine surveys not only to enlarge sample, but also to be more
confident in the results.

Secondly, this research is conducted in a specific c‘ountrjn. However, it
is a fact that consumer attitude and behavio_r vary in different countries and
cultures. Thus, it should be noted that these results belong to respondents living
in Turkey.

Lastly, results of this study reflect only a short-time period condition.
With the quick changes in mobile shopping trends, a long-térm research is

suggested to be conducted to have better results.
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Appendix A, Questionnaire in English

Dear Participant,

This survey is-a part of an academic study that investigates consumers’

attitude toward mobile shopping via smartphones.

Your contribution is requested for obtaining proper results from this research -

by answering the questions in the survey.

Your shared information will only be used in this academic study and will not

be given to other people, institutions and organizations.
Thank you.

Mustafa Sarbak

Istanbul Bilgi University

Marketing Communication Department

e-mail: mustafasarbak@gmail.com
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Have you ever used mobile shopping via applications or web sites?
o Yes ‘

o No
How long have you been using mobile Shopping?
o 3 months or less '
o DBetween 4-6 months
o Between 7 months - 1 year
o Between 1-2 years'
o Between 2-3 years

o 3 years or more

How fiequently have you been using mobile shopping?
o 2-3 times in a week

o Once a week

o 2-3 times in a month
o Once in a month

o Once in 2-3 months

o Once in 6 months or never

Please response questions by using the following scale (1-Strongly disagree,
7-Strongly agree)
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Mobile shopping
services can help me to
make better purchasing
decisions.

Mobile shopping
services make it easier
for me to shop.

I think it’s easy to use
m-commerce.

I think m~commerce is
understandable and clear.

[ think using m-
commerce requires
minimum effort.

I think learning to use
ni-commerce is easy.

It is fun to use mobile-
shopping.

10

I find mobile shopping
entertaining.

11

I find mobile shopping
exciting.

12

Relatives and friends
have an influence on my
decision to use m-
commerce,

13

Mass media (e.g. TV,

| radioy newspapers) have - |- -

an influence on my
decision to use m-
commerce.

14

I would use m-
commerce more often if
the service was widely
used by people in iny
community.

15

It is the current frend
to use m-commerce.

16

It is DIFFICULT for
me to judge products’
quality adequately on the
Internet.

17

It is DIFFICULT for
me to compare the
quality of similar -
products on the Internet.
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18

The products
purchased online may
NOT perform as
expected.

19

My credit card number
may NOT be secure

20

I am concerned that [
may NOT receive the
item purchased.

21

I may buy the same
product at a lower price
from somewhere else
(e.g. store, catalog).

Online retailers may
disclose my personal
information (e.g. email
address, mailing address)
to other companies.

23

* Online retailers may
track my shopping habits
and history purchases.

24

I may be contacted by
online retailers (e.g. via
email, phone calls,
letters) without
providing consent aftei
the completion of

Arapsaction, , . ...

25

Mobile shoppingmi"s- o

interesting.

26

Mobile shopping is
positive.

27

Mobile shopping is
valuable.

28

Mobile shopping is
useful.

29

1 am satisfied with the

way in which shopping

transactions' are
processed on
smartphones.

30

Mobile shopping
fulfils all of my
expectations.

31

Shopping on my
smartphone is very
satisfactory.
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Please response questions by using the following scale (1-Strongly disagree,

5-Strongly agree)

%]
6,
2 B 0
&b o o
g218l8|ald
Al B 98
= 8|82 %
% | A | &b =
g o B
= B w
» =
‘0
Z
I use miobile shopping
32 | more for having fun than 1213|453
for purchasing products.
33| Tenjoymobileshopping. | 1 | 2 |3 | 4| 5
34 I f'eel plcaspre during 11213|4als
mobile shopping.
I can feel the exciting
35 | shopping atmosphere 11213 4]5
through mobile shopping.
My past experiences
36 | with shopping online is 112341415
great
My future expectations
37 | with shopping onlineis - 1121314715
good
18 1 will continue shop ilal3lals

online in the future
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Gender
o Female

- o Male

Age ,
o Below 18 years

o Between 18-25 years
o Between 26-35 years
- o Between 36-50 years

o Above 50 years

Latest degree earned
o Primary school

o Secondary school
o High school

o University

o Master/PhD

Household Income
o =<2,000TL

o 2,001-3,000TL
o 3,001-4,0007T,
o 4,001-5,000TL
o >5,000TL



Appendix B. Questionnaire in Turkish

Degerli Katilimet,

Bu aragtirma akilli telefonlarla gergeklestirilen mobil aligverise iliskin

titketicinin tutumunu aragtiran akademik bir ¢aligmanin pargasidir.

Daha dogru sonuglar elde edebilmek adina sizden anketteki sorulara cevap

vererek calismaya katkida bulunmamz rica edilmektedir.

Paylastigimiz bilgiler sadece bu ¢aligma igin kullamlacak, herhangi kisi, kurum

ve organizasyonlarla paylasilmayacaktir.
Tesekkiir ederim.

Mustafa Sarbak
[stanbul Bilgi Universitesi
Pazarlama Iletisimi B6kimii

e-mail: mustafasarbak@gmail.com



Daha 8nce mobil telefonunuzla aligveris yaptimz nu?
o Evet

o Hayir

Ne kadar siiredir mobil telefonunuzla aligveris yapiyorsunuz?
o 3 ayyadadahaaz

o 4-6 ay arasi
o 7ay—1yilaras
o 1-2 yi arast
o 2-3ylarasi

o 3 vilyadadaha ¢ok

Ne sikhikta mobil aligveris yapryorsunuz?
o Haftada 2-3 kere

o Haftada 1 kere

o Ayda2-3 kere

o Aydal kere

o 2-3 aydal kere

o 6aydal yadahig

e Lﬂtfcn..a§agidaki. sorulara ilgili-lgege gore cevap veriniz (1:-Kesinlikle. . . .. .

katilmiyorum, 7-Kesinlikle katilryorurm)

g z
HBEHERE
=Bl %58 88|z
Elg| g 2El&| 2=
sVl =188 | 2|=®
« = 5,5 ~ M
AEIIEE IR
2l e 8| £ 8| ¥
AN IR N IR IR
E M g o] M 7] g
8 |5 | H v

Mobil aligveris,

aligveris iglerini daha '

1 | ¢abuk bitimemi vl i2 3 4 5167
saglar, - ' '
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Mobil aligveris,
aligveris i¢in ’
harcadifrm zamani
kisaltir, '

Mobil aligveris,
daha iyi satin alma
kararlari vermeme
yardunel olur:

Mobil aligveris,
aligveris yapmami
kolaylastitir.

Mobil aligveris
yapmanin kolay
oldugunu
diisiinliyorum.

Mobil aligveris
yapmanin kavranabilir
ve net oldugunu
diistinityorum.

Mobil aligveris
yapmanin minimum
efor gerektirdigini

diistintiyorum.

Mobil aligveris

yapmayl Ogrenmenin
kolay oldugunu
diigtintiyorum.

Mobil aligveris
yapmak zevklidir.

10

Mobil aligveris
yapmay!1 egléenceli
buluyorum.

11

Mobil aligveris
yapmay: heyecan
verici buluyorum,
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12

. Yakmlarim ve
arkadaglarimin mobil
ahigveris yapma
kararmm tizerine etkisi
vardir,

113

TV, radyo ve gazete
gibi kitle iletisim
araglarmin mobil
aligveris yapma.
kararum tizerine etkisi
vardir,

14

Cevremdeki
insanlarin ¢ogunlugu
tarafindan kullanilirsa,
mobil ahisverisi daha
sik kullanabilirim.

15

Simdilerdeki egilim
mobil ahgveris yapmak
tizerinedir.

16

Internet tizerinden
driinlerin kalitesi
hakkinda yargiya
varmak benim i¢in

zordur.

17

Internet tizerinden
benzer firiinlerin
kalitelerini
karsilagtirmak benim
icin zordur.

18

Online satin alinan
Uriinlerin beklenen
performansi
gisterememe ihtimali
olabilir.

19

Mobil aligverigte
kredi kartt bilgilerimin
giivende olmama
ihtimali glabilii‘.

120

Mobil aligveris ile

satin aldigim tirtinlerin
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bana
ulagmayabilecegine
dair endigelerim var.

21

Ay tirlinil
magazalardan daha
digtik bir fiyata satin
alabilirim.

22

Online satis yapan
firmalarin, email ve ev
adresi gibi kisisel
bilgilerimi bagka
firmalar ile paylasma
ihtimali olabilir.

23

Online sat1g yapan
firmalafm, ahgveris
aligkanliklarimi ve
gecmis ahigverislerimi
takip etme ihtimali
olabilir.

24

1zin vermedigim halde
firmalarin benimle -
iletisime gegme
ihtimali olabilir.

25

i S MObﬂ a11$VCI‘1$lllgI“ PPN

¢ekici buluyorum.

26

Mobil aligverts ile
ilgili olumlu
diigtincelerim var.

27

Mobil aligverisi
degerli gorliyorum.

28

Mobil aligverisi
faydalr buluyorum.

29

Aklli telefonlarla
ahigveris
yapilabilmesinden ~ .
memnunumn,
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Mobil aligveris,
kendine dair tim 11213 4 51617

30 beklentilerimi karsilar.
Akills telefonumla
aligveris yapmak
31 | olduk¢a memnun 11213 4 | 51617
edicidir.

Lutfen asafgidaki sorulara ilgili Slgege gére cevap veriniz (1-Kesinlikle
katilmiyorum, 5-Kesinlikle katiliyorunmy)

1E :
P 5 E s,
,g o 5 5] 5 =
H > S & 8 Q
AEIEEIEIE
ARSI RRE
% SRRV -
io7 |
Mobil aligverisi {irtinil
satin almaktan gok
32 | eflenmek igin 1|2 3 4 15
D _yaplygrung._‘ [V DUt S AUUSVRDTUN SRPRRPUIE IO I R
Mobil aligverigten
33 | keyif aliyorum. 172 3 415
Mobil aligveris
34 yaparken haz ‘ 1|2 3 4l s
duyuyorum.
Mobil aligveris
yaparken heyecan verici
35 | aligveris atmosferini 1] 2 3 4 |-5
hissedebiliyorum.
Mobil aligverise dair -
gecmis deneyimlerim
136 hatika, | 1] 2 3 415
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37

Sonraki robil
aligveriglerime dair {12
beklentilerim olumludur,

—

38

Gelecekte mobilden
aligverig yapmaya devam 1
edecefim.

Cinsiyet

o Kadm
o Erkek

Yas

o 18allr

o 18-25 aras1
o 26-35 arasi
o 36-50 aras

o 50 iisti

Son mezuniyet derecesi

Lo

o Ilk okul

o Orta okul

o Lise
o Universite

o Yiiksek lisans / Doktora

Aylik Gelir

o =<2,000TL

o 2,001-3,000TL
o 3,001-4,000TL
o 4,001-5,000TL
o >5,000TL
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