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Abstract—Given the prevalence of online technology nowadays, mobile 
commerce continues to attract considerable attention for marketing research. 
However, studies on the factors that impact mobile commerce adoption via mo-
bile applications are still limited. Moreover, there is minimal study that investi-
gates the importance of attitudes towards mobile commerce as antecedents of 
mobile commerce adoption using Technology Acceptance Model (TAM), espe-
cially in the Malaysian market. These factors are crucial since the population of 
online users are massive and their influence is forming the untapped potential 
for marketers. By knowing the factors that drive the use of mobile commerce, 
this study seeks to facilitate marketers on how to use the findings and intensify 
the growth of online business in Malaysia. This quantitative study is cross-
sectional in nature with 160 samples. Results showed that out of six hypotheses, 
five hypotheses were supported. The findings shed lights on the relevance of 
TAM in reasoning the adoption of mobile commerce via mobile applications. 
Also, this study provides insightful implications for marketers to understand 
consumer behaviour and strengthen the mobile commerce market.  

Keywords—Mobile Commerce, Mobile Applications, Technology Acceptance 
Model (TAM), Consumer Behaviour, Trust, Self-Efficacy. 

1 Introduction 

Understanding user’s attitudes that drive online business is paramount to encourage 
present and future economic expansion, especially in emerging markets as it yields 
limitless growth opportunities. Goi [22] reported that mobile commerce market in 
Malaysia has earned MYR101 million in 2010 and MYR467 million in 2011 respec-
tively. The explosive growth of 370% surpassed the growth of e-commerce which 
recorded only by 9% year-on-year increase. Sales transactions offer convenience as 
purchases can be made through mobile devices such as smartphones and handheld 
computers (also known as tablets) from anywhere in the world without time re-
strictions [7][44]. With the rapid proliferation of mobile devices, mobile commerce is 

112 http://www.i-jim.org



Paper—New Wave in Mobile Commerce Adoption via Mobile Applications in Malaysian Market: Inv… 

widely recognised as the influential driving force for business practice. Kumar and 
Kumar [47] asserted that the increasing number of such connectivity hardware 
continue to transform various facets of global society. As the number of mobile de-
vice owners is predicted to reach ten billion globally by the year 2020, the progressive 
features of mobile applications (apps) are contributing towards the democratisation in 
entrepreneurship. Mobile apps provide users with entertainment, social interactions, 
information, and further multi-functions via the internet [19][25]. Specifically, Zinnov 
[53] reported that 91% of mobile users are utilising apps to learn about particular
product or service that they intend to purchase. Such finding opens up an opportunity
for mobile apps developers to fully optimise the traffic to attract more users adopting
mobile commerce [24][36]. Due to its convenience and availability, a higher number
of Internet users would be capable in generating more businesses that witness the shift
of consumerism through mobile commerce adoption [5][7][10][39].

Despite the growing interest from previous research, attitude towards mobile 
commerce in the context of mobile apps is also less explored. In addressing this, the 
present study aims to provide an empirical blueprint that investigates consumers’ 
attitude as the antecedents of mobile commerce and mobile commerce adoption 
through a fundamental framework by adapting the Technology Acceptance Model 
(TAM). In addition, the study aims to investigate the role of perceived trust and per-
ceived self-efficacy in influencing mobile commerce adoption. To the best of our 
knowledge, this study is among the earliest in studying the adoption of mobile com-
merce via mobile apps using the reasoning of TAM for the Malaysian market. Hence, 
its empirical finding would be beneficial to generalise the developing markets, espe-
cially with regards to the online user’s attitude. 

2 Attitude towards Mobile Commerce 

In brief, the inception of mobile commerce was derived from the booming market 
of electronic commerce (e-commerce) that witnesses business activities performed 
through online services such as the world wide web and e-mail [15][39][50]. E-
commerce gives rise to the emergence of mobile commerce as the new wave of tech-
nology as these platforms are using the similar operating procedure [36]. These busi-
ness activities are usually done through portable and non-wired connectivity devices 
using apps aimed at specific store activities such as product browsing and purchasing 
[41]. Previous literature asserted that mobile apps serve as a preliminary basis of mo-
bile commerce in many ways. For instance, Carter and Yeo [9] regarded mobile apps 
users are the mobile commerce consumers as these users are prone to engage in online 
business while using their apps.  

Consumers’ mobile activity has motivated researchers to understand in detail their 
attitude towards apps usage so that they may offer marketing information and target 
personalised promotions to the potential customers [10][32]. However, such attempt 
would be a challenge when it comes to acquiring information about their behaviour 
regarding preferences, needs, and expectations for products and services in the market 
without fundamental understanding in mobile commerce [10]. Ketelaar et al. [29] 
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argued that it is insufficient for marketers to rely on the existing knowledge of general 
marketing as consumers are more technology savvy and receptive to information 
across numerous online platforms. Hence, Wei et al. [49] found that the factors influ-
encing consumers’ decision to engage in mobile commerce are perceived usefulness, 
social influence, perceived cost, and trust are positively related to mobile commerce 
adoption. The finding has been echoed by Yadav et al. [51] who derived similar con-
clusion associated with the use of mobile commerce as well. 

3 Perceived Usefulness (PU) 

Roy and Moorthi [45] defined perceived usefulness as the extent to which an indi-
vidual’s expectations in using new technology will enhance his or her capability. It is 
a prominent component which is widely used in explaining consumer behaviour 
[46][51]. Kalinic and Marinkovic [28] reported that conversion rate of mobile com-
merce is at 50% for Japan, followed by the UK and South Korea with 40%, while 
32% in the United States. The sales are contributed by consumers’ use of mobile 
devices and apps. As found by Kumar [30], mobile apps have generated about 20-
30% of a retailer’s mobile sales in the western markets due to its usefulness. The 
multi-functional mobile apps influenced a high number of consumers to visit the mer-
chant’s website, which contributes to higher sales, such as in the case of Amazon and 
Walmart [30]. The heightened growth of mobile commerce will continue to increase 
due to the growing demand from the consumers as the functionality of instant pur-
chase with minimal procedures from browsing to payments that are appealing to the 
current millennial lifestyle. However, the intended optimisation of app may be 
hindered by complicated and complex usage. Hence, the following hypotheses are 
developed: 

H1: Perceived Usefulness (PU) is positively related to the attitude towards mobile 
commerce. 

4 Perceived Ease-of-Use (PEoU) 

Davis [14] affirmed that even though consumers considered new technologies to be 
useful, they might also believe that the system could be a challenge to use due to its 
complexity. Wei et al. [49] argued that the complexity of the usage of the app will 
discourage the adoption of mobile commerce. Perceived ease-of-use may refer to the 
physical and mental effort. For instance, small and hard to read fonts, low-quality 
pictures, and difficulty to key in data are among reasons to hinder the mobile com-
merce adoption. Information overload, tedious steps in filling in personal details, and 
complicated configuration may force the consumers to be exhausted that result in 
losing interests to make online purchases. As such, developers and marketers are 
progressively strategising ways to offer seamless service experience to encourage 
long-term use of mobile commerce. Perceived ease-of-use in mobile commerce adop-
tion reflects the degree to which an individual believes that using the same technology 
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would require less effort [49]. It is found to be an essential factor to influence the 
consumer intention to use mobile commerce [5][46]. Hence, it is hypothesised that 
higher level of perceived ease of use may lead to higher probability of mobile com-
merce adoption. 

H2: Perceived Ease of Use (PEoU) is positively related to the attitude towards mobile 
commerce 

5 Perceived Trust (PT) 

According to Ashraf et al. [5], the authors highlighted that a person’s trust would 
influence his or her decision to adopt mobile commerce. The importance of users’ 
trust is emphasised in the mobile commerce context as consumers are unable to touch, 
taste, or feel the product. Naqvi and Al-Shihi [40] asserted that trust plays a critical 
role in influencing users to engage in online business while encouraging them to re-
veal personal information. Previous literature have shown that trust leads to 
satisfactory transactions [27][28], reduces the process uncertainty [18][46], and 
enhances mobile commerce adoption [3][4]; provided that they possess the 
confidence towards its usage, which is denoted by the factor of self-efficacy. There-
fore, it is hypothesised that: 

H3: Perceived Trust (PT) is positively related to the attitude towards mobile com-
merce 

6 Perceived Self-Efficacy (PSE) 

Self-efficacy refers to an individual’s belief or expectation on his or her ability, 
which is argued to influence behavioural change [6]. According to Ashraf et al. [5], 
perceived self-efficacy represents a person’s belief or perceptions concerning own 
capacity to carry out a specific task using technology or mobile devices. It was argued 
that self-efficacy is able to predict of intentions and adoption [1][43], thus, validating 
one of the hypotheses of this study which is to link perceived self-efficacy and mobile 
commerce adoption.   

Gitau and Nzuki [21] noted that high perceived self-efficacy enables an individual 
to perform the intended task in a mobile app more effectively, besides being more 
confident in exploring new technology. Consumers would feel more comfortable with 
the use of mobile commerce when perceived self-efficacy is embedded in their mind 
[37]. Alalwan et al. [4] confirmed that this factor has positively influenced consum-
ers’ intention to adopt telebanking through the studies on Jordanian consumers. In 
addition, Faqih and Jaradat [18] found that perceived self-efficacy is significantly 
related to the adoption of mobile commerce. 

As noted by Islam et al. [26], perceived self-efficacy is as equally crucial as trust 
factor for mobile commerce since both traits represent psychological factors of online 
users. They asserted that individuals with high perceived self-efficacy are prone to 
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adopt mobile commerce more effectively as they expect the system to be user-
friendly, easy to use, and more likely to use mobile commerce continuously. Even 
though some there were studies that revealed the effects of trust on user behaviour 
[5][27][33], there is still a lack of research on the role of perceived self-efficacy to-
wards mobile commerce via mobile apps, specifically. Along with perceived ease-of-
use, perceived usefulness, and trust, perceived self-efficacy factor is proposed to be 
included in the existing Technology Acceptance Model (TAM), which forms the 
theoretical basis for the present study. Therefore, it is hypothesised that: 

H5: Perceived Self-Efficacy (PSE) is positively related to the mobile commerce adop-
tion 

7 Technology Acceptance Model 

Based on Technology Acceptance Model (TAM), the intention to use a type of 
technology is determined by an individual’s attitude, which are perceived usefulness, 
perceived ease-of-use, perceived trust and perceived self-efficacy in the present con-
text. Extant studies have empirically validated the applicability of TAM in various 
research fields, such as for education [2][38], online shopping [5][20], social media 
[17], and tourism [13][35], amongst others. Nevertheless, prior studies were primarily 
focused on the main constructs of TAM namely; perceived usefulness and perceived 
ease-of-use with less attention paid to the dimensions of trust and self-efficacy. 

Under the fundamentals of TAM, a person’s behavioural intention is a direct func-
tion of attitude towards technology usage [5]. The researchers have also argued that 
perceived usefulness and perceived ease-of-use employed mutually to establish an 
individual’s attitude towards the use of a technology [5], namely mobile commerce. 
Consumers’ expectations in adopting mobile commerce are based on the ease transac-
tion process and how the transactions satisfy their needs, which relates to their per-
ceived usefulness. Goi [22] highlighted that TAM components offer a balanced and 
appropriate view to evaluate the consumers’ drive in using mobile commerce since 
perceived ease-of-use is regarded as intrinsic motivation whereas perceived useful-
ness provides extrinsic motivation.  

By fulfilling these two needs, consumers are ready to conduct online purchases and 
accept the idea of mobile commerce. However, some researchers have failed to link 
perceived ease-of-use with mobile commerce adoption by comparing perceived use-
fulness and perceived ease of use [51], which influenced other researchers to ignore 
this variable [4][31]. Motivated by this, the present study tests both components in 
influencing mobile commerce adoption rather than focusing on a single component 
based on the original TAM model, regardless of the insignificant findings from previ-
ous studies. Hence, the extended TAM with the additional construct of trust devel-
oped by Dahlberg et al. [12] appears more suitable to be used as an underlying theory 
in explaining consumer’s behavioural intention to adopt mobile commerce compared 
the original attributes of TAM. Such approach is supported and widely discussed in 
the past literature [5][20][46][49].  
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In relation to user’s attitude concerning TAM components, perceived usefulness, 
perceived ease-of-use and perceived trust were consistently found to be significant in 
improving mobile commerce adoption. Based on the theoretical background, the re-
search framework presented six hypotheses with six constructs namely; perceived 
usefulness, perceived ease of use, perceived trust, perceived self-efficacy, attitude 
towards mobile commerce, and mobile commerce adoption. Hence, the following 
hypotheses are developed: 

H4: Perceived Usefulness (PU) is positively related to the mobile commerce adop-
tion 

H6: Attitude towards mobile commerce is positively related to the mobile com-
merce adoption 

Figure 1 shows the research framework for the present study. It has in total 6 hy-
potheses as explained earlier. 

Fig. 1. Research Framework 

8 Methods 

Based on the objective, targeted samples were aimed to represent diverse age 
groups, ethnicity, and level of income that yields the highest likelihood to adopt mo-
bile commerce in Malaysia. Due to its highest number of users, Facebook is selected 
as the platform to disseminate the link of the online survey [16]. This study used con-
venience sampling to select respondents among Facebook users in Malaysia. The 
online survey was conducted in April 2016 while 160 usable questionnaires were 
collected. All data were coded in Statistical Package for Social Science (SPSS) ver-
sion 22.0. With regards to the preliminary analysis, data cleaning and data transfor-
mation were performed to identify any missing value, outliers. The reverse items used 
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in the questionnaire were also re-coded. The questionnaires consist of 30 items using 
7-point Likert scale (ranging from 1= strongly disagree to 7= strongly agree.).

9 Samples 

The sample was primarily comprised of females (53.1%) and aged ranging from 25 
to 34 years old (50%). Almost half of the sample uses mobile commerce at least once 
a month (48.8%). Table 1 provides the demographic profile of the sample. Before the 
actual data collection, a pilot test was conducted among 50 Master’s Degree students 
in Universiti Sains Malaysia Kuala Lumpur (USMKL). Some items were revised 
according to the feedback from the pilot test. The items were proofread for spelling, 
grammar, and flow of the questionnaire as well. Overall, the questionnaire is deemed 
as objective, direct, and easy to understand.  

Table 1.  Demographic profile 

Gender (%) Education (%) Level of income (%) Usage reason (%) 

Female 53.1 Secondary 
school 10.1 Below RM500 23.1 For personal 88.1 

Male 46.9 Degree 58.8 RM501-RM2000 13.1 For work 6.3 
Masters 21.9 RM2001-RM4000 23.2 For school 5.6 
PhD 9.2 RM4001 and more 40.6 

Note: *Usage = Mobile Commerce Usage 

9.1 Measures 

This study consists of five independent variables and one dependent variable. In 
particular, five questions were asked for each variable that made-up a total of 30 items 
in the overall questionnaire. To measure the dependent variable, the respondents rated 
their intention to use mobile commerce based on statements such as: (1) I have the 
necessary resources to use mobile commerce, and (2) I am interested to use mobile 
commerce from my mobile apps. Selected statements on other variables were 
provided as follows: (1) Mobile commerce services are useful to me as a consumer 
(Perceived Usefulness), (2) I find it easy to use mobile commerce services (Perceived  

Ease-of-Use), (3) I am confident to use mobile commerce (Perceived Self-
Efficacy), (4) I believe that mobile commerce is reliable (Perceived Trust), and (5) 
The use of mobile commerce provides pleasure to me (Attitude towards using mobile 
commerce).  

Items on perceived usefulness, perceived ease-of-use, and attitude towards the use 
of mobile commerce were adapted from Davis [14]. Items on perceived trust were 
adapted from Gefen et al. [20], whereas perceived self-efficacy was measured using 
items developed by Compeau and Higgins [11]. 
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9.2 Results 

To test the hypotheses on the relationships among all constructs, the present study 
analysed correlation and regression analysis. Correlation analysis explains the rela-
tionship between the independent and dependent variables whereas regression analy-
sis justifies the impact of independent variables on dependent variable [23]. Prior to 
conducting the main analysis, construct reliability for all variables were examined 
(Table 2). The measurement items were included under each variable in the table 
below. The results of Cronbach’s Alpha were exceeding 0.90 (α > 0.90), representing 
high internal consistency among the items [42].  

To measure construct validity, factor analysis was performed using a principal 
component for analysis associated with varimax rotation. Kaiser Meyer-Olkin (KMO) 
measure of sampling adequacy was 0.936 indicating sufficient inter-correlations while 
Bartlett’s Test of Sphericity was significant (p>0.05). Results of correlation analysis 
showed positive and significant at 0.001 levels (2-tailed), which concluded that dis-
criminant validity had been established.  

To test the hypotheses, multiple regressions were carried out to examine the impact 
of independent variables on the dependent variable. Since this study is interested in 
investigating the antecedents of attitude towards mobile commerce as well as mobile 
commerce adoption, thus, there are two coefficients of determination should be re-
ported. Table 4 shows the results of hypotheses-testing.  

Table 4 reports that all of the hypotheses were supported except for H4 (perceived 
usefulness → mobile commerce adoption). In particular, the positive effects of per-
ceived usefulness and perceived ease-of-use on attitude were both significant and 
strong (β=0.461, t =8.421, p<0.00; β=0.334, t =6.207, p<0.00), which supported H1 
and H2. Perceived trust showed a positive and significant effect on attitude towards 
mobile commerce, thus, supported H3. The significant change in R-square (R²=0.644) 
indicated that 64.4% of the variance in attitude towards mobile commerce could be 
explained by perceived usefulness, perceived ease-of-use, and perceived trust.  

Similarly, perceived self-efficacy and attitude towards mobile commerce have a 
significant impact on mobile commerce adoption; thus, confirmed H5, and H6. How-
ever, the relationship between perceived usefulness and mobile commerce adoption 
was found to be insignificant. Overall, the significant change in R-square (R²=0.612) 
indicated that attitude and perceived self-efficacy is able to explain 61.2% of the vari-
ance in mobile commerce adoption.  
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Table 2.  Constructs Reliability 

Note: SD=Standard Deviations; PU=Perceived Usefulness; PEoU=Perceived Ease of Use; PSE=Perceived 
Self-Efficacy; PT=Perceived Trust; ATT=Attitude towards the use of mobile commerce; Adoption=Mobile 
commerce adoption. 

Constructs Items Measurement Items Mean SD Cronbach’s 
Alpha 

Perceived Usefulness 3.6438 0.95105 0.942 
PU1 Using mobile commerce services  makes me save time. 
PU2 Mobile commerce services make me a better consumer. 
PU3 Using mobile commerce services improves my efficiency as a consumer. 
PU4 Mobile commerce services are useful to me as a consumer. 
PU5 Mobile commerce services increase my effectiveness as a consumer. 

Perceived Ease-of-Use 3.6012 1.00352 0.965 
PEoU1 Learning to use mobile commerce services is easy to me. 
PEoU2 It is easy to make mobile commerce services do what I want them to. 
PEoU3 My interaction with mobile commerce services is clear and understand-

able. 
PEoU4 I find it easy to interact with mobile commerce services. 
PEoU5 I find it easy to use mobile commerce services. 

Perceived Self Efficacy 3.7312 0.96948 0.945 
PSE1 I am able to use mobile commerce services without the help of others. 
PSE2 I have the necessary time to make mobile commerce services useful to 

me. 
PSE3 I have the knowledge and skills required to use mobile commerce ser-

vices. 
PSE4 I am able to use mobile commerce services reasonably well on my own. 
PSE5 I have started using mobile commerce after witnessing and hearing the 

feedback from people around me. 
Perceived Trust 3.3325 0.98719 0.912 

PT1 In my opinion, m-commerce is very reliable 
PT2 I believe in the information that m- commerce provides 
PT3 I can rely on Mobile Commerce to execute my transactions reliably 
PT4 Given the state of existing m-commerce, I believe that technology related 

error is rare. 
PT5 I trust my mobile service providers when using mobile application. 

Attitude 3.5313 0.99812 0.956 
ATT1 I like to use Mobile Commerce. 
ATT2 It is pleasure for me to use Mobile Commerce. 
ATT3 It is desirable for me to learn how to use Mobile Commerce. 
ATT4 I can shop and search for desired products easily. 
ATT5 I am satisfied with purchase flow transaction in a mobile application. 

Adoption 3.5313 0.99812 0.951 
ADP1 I intend to use the mobile application through a device in the future. 
ADP2 I predict that I would use the mobile site through a device in future. 
ADP3 I have the necessary means and resources to use mobile commerce. 
ADP4 I would like to try new ways of doing things such as purchasing through 

mobile commerce. 
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Table 3.  Results of Correlation Analysis 

 1 2 3 4 5 6 
Perceived Ease of Use 1      
Perceive Usefulness .703** 1     
Attitude Towards Mobile Com-
merce .788** .830** 1    

Mobile Commerce Adoption .788** .830** 1.000** 1   
Perceived Self Efficacy .751** .808** .839** .839** 1  
Perceived Trust .626** .644** .715** .715** .629** 1 

 *p<0.05, ** p<0.01 

Table 4.  Results of hypotheses-testing 

Hypothesis β T-value (t) P-value (Sig) Results 
H1: PU → ATT 0.461 8.421 0.000** Supported 
H2: PEoU → ATT 0.334 6.207 0.000** Supported 
H3: PT → ATT 0.209 4.188 0.000** Supported 
H4: PU → Adoption -0.050 -0.718 0.474 Not Supported 
H5: PSE → Adoption 0.377 5.909 0.000** Supported 
H6: ATT → Adoption 0.538 9.861 0.000** Supported 

Note: * p<0.05, ** p < 0.01 

PU=Perceived Usefulness; PEoU=Perceived Ease of Use; PT=Perceived Trust; PSE=Perceived Self-
Efficacy; ATT=Attitude towards mobile commerce; Adoption=Mobile commerce adoption 

10 Discussion 

The primary intent of this study was to shed light on the factors that influence atti-
tude towards mobile commerce and predict which factors related to mobile commerce 
adoption. There are initial three objectives that were expected to achieve in the pre-
sent research. First, the applicability of TAM as the underlying theory in explaining 
mobile commerce adoption. Even though this theory has been consistently applied in 
the previous studies [4][17][18][35], the absence of attitude towards the intention to 
use new technology such as mobile commerce shows a gap of knowledge.  

Although the main idea was to identify the factors influencing mobile commerce 
adoption, the attitude towards mobile commerce is integral to be highlighted since it 
is an antecedent of the adoption factor. As noted by Ashraf et al. [5], attitude is a 
strong and direct mechanism to predict usage. Indeed, this study revealed that attitude 
has the strongest coefficient towards mobile commerce adoption, followed by per-
ceived usefulness, perceived self-efficacy, perceived ease-of-use, and perceived trust. 
Therefore, the present study strengthens the use of TAM to be applied in future mar-
keting research by taking into account the fundamental factors of the model with 
additional components of perceived self-efficacy and trust. 

The role of perceived trust in affecting attitude towards mobile commerce was 
examined as well. The results showed that perceived trust has significantly influenced 
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the attitude towards mobile commerce. This result supported the claims by Alalwan et 
al. [4] and Ashraf et al. [5] on the importance of trust in moulding consumer’s attitude 
towards mobile commerce. The authors also argued that perceived trust is crucial 
especially when there is no physical contact or face-to-face communication between 
consumers and mobile commerce retailers. Further, the consumers are most likely to 
rely on perceived trust to lessen their concerns and thereafter approved their decisions 
to adopt mobile commerce. 

The third objective is to explore the role of perceived self-efficacy as antecedent of 
mobile commerce adoption since it was discussed in past literature. Researchers af-
firmed that self-efficacy impactfully plays such an imperative role in predicting con-
sumers’ perception and their intentions to adopt new technology such as mobile 
commerce [4][54]. Even though the journey towards systematic implementation of 
mobile commerce in Malaysia seems to be far ahead, high self-efficacy among con-
sumers enables them to adopt mobile commerce continuously. Such understanding is 
supported by the original definition of self-efficacy by Bandura [6] that portrays indi-
viduals’ judgments on their capabilities to act accordingly in order to achieve their 
performance and goals. In this context, the consumers’ personal confidence is influ-
encing their actions to accept and enhance the possibility to successfully adopt mobile 
commerce. 

The findings in this paper contribute to the literature in two important ways. First, 
this paper addresses the call for more research on individual-level variables as deter-
minants of mobile commerce adoption. There is a paucity of research on consumer 
behaviour based on TAM in emerging market, such as Malaysia. The understanding 
of mobile commerce adoption is crucial in this context especially that the penetration 
of technology advancement and internet connectivity is at its pinnacle. The multi-
functional features of mobile apps are capable of influencing the consumers’ percep-
tions to engage in mobile commerce [48]. For instance, location-based apps allow 
marketers to access the consumers’ specific region or area to distribute location-based 
coupons, promotions, discounts, or other relevant information [8]. This research pro-
vides valuable insights and fundamental blueprint for mobile commerce retailers as 
well as apps developers on what to expect and how to attract mobile users to engage 
in mobile commerce.  

Theoretically, this study shows that the components of TAM are relevant in to-
day’s marketing research, with certain exceptions. For instance, previous studies pro-
vide evidence that perceived usefulness is significantly related to behavioural inten-
tion [2][18] but this study presents contrary findings. The plausible reason is related 
to the point of view of the current sample, which is denoted by their age group, level 
of education and criticality in decision-making. Millennial consumers are no longer 
looking at the main functions of a product before conducting an online transaction, 
but they are more interested in looking at other features such as the current trend, 
promotional price, gifts, and reviews from other consumers [29][34][52]. Thus, it can 
be concluded that other intervening factors are also influencing the adoption of mo-
bile commerce other than perceived usefulness.  

Furthermore, this study also strengthens the ongoing debate with regards to per-
ceived trust and perceived self-efficacy in influencing mobile commerce adoption. 
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Notwithstanding the existing studies on this topic, their findings showed mixed re-
sults. Further, by taking into consideration the different cultures, economic growth, 
and technology penetration, the generalisation of previous studies were questioned. 
Hence, this study provides insights on how Asian consumers in emerging economy 
from diverse background regardless of gender, age groups, ethnicity, and level of 
income showed interest to adopt mobile commerce based on perceived self-efficacy 
and trust. Indirectly, since Malaysia is a multi-ethnicity country, samples in this study 
is capable of representing a portion of the Asian market.  

11 Limitations and Future Research  

This study has its limitations that suggest opportunities for future research. The 
first concern would be a limited number of respondents. The inclusion of filter 
questions such as whether the respondents understand mobile commerce or if they 
had experience dealing with it had limited the possible samples. In future, researchers 
are advised to include examples of mobile commerce, such as mobile ticketing, mo-
bile banking, information services, and mobile payment while providing the trade 
name of the highly-used apps that implement mobile commerce. 

In addition, the data collection platform could be improved by distributing the 
questionnaires’ link via various social media platforms such as Instagram, Twitter, 
and WeChat. Furthermore, a longer duration to collect the data is suggested to in-
crease the response rate. In this regard, future research could compare any data varia-
tion based on social media platforms as well as to examine any difference if data was 
collected at the beginning or at the end of the month.  

Another limitation relates to the research framework and data analysis. This study 
proposed that there are three factors that influence attitude towards mobile commerce 
in addition to three factors that would influence mobile commerce adoption. There-
fore, future research might employ Structural Equation Modelling (SEM) to test all 
the relationships at once and examine the possible role of attitude towards mobile 
commerce as a mediator using the Bootstrapping procedure. Hence, a more compre-
hensive framework with a different analysis structure would enrich the available 
knowledge while contributing to the current gap of marketing research.  

12 Conclusion 

Despite these limitations, all factors showed positive and significant relationships 
towards mobile commerce adoption except for perceived usefulness, which the plau-
sibility described earlier. This study confirmed that perceived usefulness is significant 
to attitude towards mobile commerce but unable to show the relationship between 
mobile commerce adoption. This finding revealed that consumers would consider 
other factors rather than perceived usefulness before engaging in mobile commerce. 
The present study also provides evidence on the association of attitude towards mo-
bile commerce as a necessary antecedent of mobile commerce adoption based on the 
data analysis of its strongest beta coefficient. As such, it is strongly suggested for 
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future digital marketing research to consider this approach since the direct relation-
ship between factors leading to mobile commerce adoption might produce statistically 
low significance.  

The present study has expanded the current understanding of mobile commerce 
adoption through the fundamental constructs of TAM, which are attitudes towards 
mobile commerce, perceived trust, and perceived self-efficacy. Through the proposed 
research framework, this study recognised the essential construct of perceived trust 
and perceived self-efficacy in predicting mobile commerce adoption in the existing 
TAM. 
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