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The study at hand is aimed at finding the factors that affect the intention of
customers to adopt m-commerce for their routine behavior. We measured
how trust, brand equity, and social influence affect the “intention to adopt
m-commerce”. The data was collected from consumers which were part of
the University of Punjab and have mobile for use in social and
commercial activities. The results reveal that we can use m-commerce for
different activities and trust and brand equity affect it. Social influence
mediates the relationship between trust, brand equity, and dependent
variables. Future directions are given.
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Introduction

In recent times Howe (2008) argued that, online working community collaborations are playing
their influential role in contemporary cyber-economy (Malone, et al., 2010). Online community
collaborations enhance interactions among community members which then improves team spirit
of communities like Thread less (Malone, et al., 2010) and Wikipedia (Qiu, et al., 2014). Such
collaborations amplify the impact of social influence among consumer communities (Bagozzi &
Lee, 2002; Bagozzi & Dholakia, 2002).

As a result, Algesheimer et al. (2005) said that these anticipate the loyalty of members towards
brand, service and products (Bagozzi & Dholakia, 2006). Thus the trend of increasing investment
from e-commerce practitioners in online community collaborations has been observed.

Prior studies have examined the role of brand communities, social networking sites (Oliveira &
Huertas, 2015), role of social influence in virtual communities (Tsai & Bagozzi, 2014), instant
messaging communities (Shen, et al., 2011), and open-source software user communities
(Bagozzi & Dholakia, 2006b). Bagozzi and Lee (2002) further explained that researches show
the pattern in which behavioral intentions are affected by social influence (identification,
internalization, and compliance) (Kelman, 1961, 1974; Aaker, & Joachimsthaler, 2020).

Kelman (1961, 1974) describes social influence process in three categories namely identification,
internalization and the compliance. Process of identification includes attachment of a person with
other person or group and then adopting the characteristics of that particular person or group. In
internalization process value system of a person becomes similar to value system of other person
or group. In the process of compliance a person wants to be accepted and liked by others i.e. it
leads towards conformity. According to Kelman (1961), these three processes of social influence
can determine behavioral intentions of adopting or performing particular task. Moreover,
Bagozzi and Lee (2002) include Kelman’s (1961, 1974) three processes of social influence
among group oriented models where they play an important role as antecedents of behavioral
intention. As already mentioned above, model was used to predict behavioral intentions among
various online collaborations (De, Oliveira & Huertas, 2015).

Hence this study can be very beneficial and significant for marketers to use mobile commerce.
Objectives of the Study

Following are the main objectives for the study.

1. To find the impact of Brand equity on “intention to adopt m commerce”.

2. To find the impact of Trust on “intention to adopt m commerce”.

3. To find the impact of social influence on “intention to adopt m commerce”..
Literature Review and model Development
Brand Equity

The term of brand equity was first coined in marketing literature in 1980,s and after its
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emergence practitioners and academician are continuously working on it. Its perceptions are
formed based on various elements that include association, loyalty and equity. There are
different sources through which this loyalty dwells. When a brand becomes popular among
customers, they intend to purchase it and refers other to buy the service as well as product
(Horng, et al., 2011, Aaker, 1996). Retention is important before stating the brand becomes
powerful and to other brands (Mason & Nassivera, 2012). Customer knowledge and experience
is ver important while selecting a brand. Popularity is necessary but trust is also important to be
loyal with brand (Macdonald & Sharp, 2000). For this behavior advertising and promotion is
very vital to shape their opinion (Brackett & Carr, 2001). He develops image building of
consumers depend upon advertising mostly (Buil & Cheratory, 2013) and all these activities are
related to the adoption of m commerce.

Trust

Blaise (2016) had exposed the five variables that are associated with m-commerce predicted
consumer behavioral intention i.e., this study is explaining how m-commerce technology
predicted the intention of consumer behavior by exploring the associated factors. Further, this
research explained how m-commerce gives competitive advantages. These variables are
accessibility (Lu & Yu-Jen, 2009; Sivunen & Valo, 2006), intrinsic motivation compatibility
(Morris, et al., 2003), risk (Mirabi, et al., 2015), usefulness (Cyr et al., 2006) and trust (Joubert
& Van Belle, 2013).

First four factors are beyond the scope of this study and last one is trust and in the current study
this variable is playing a moderating role in the proposed model. Trust is the strength of an
individuals’ belief about m-commerce that it is a secure way and have no privacy threats
(Zhang, et al., 2012). Trust is psychological state that explains the one’s behavior to admit
vulnerability depending on other’s intention or behavior that based upon positive expectation.
Other researchers defined trust in different way but same angle like Yang et al. (2015) have
described the trust definition as: a combination of particular beliefs primarily based on
predictability, competence, benevolence and integrity of a particular vendor. Later the trust
definition is extended to m-commerce by Joubert and Van Belle (2013) that in the purchasing
process trust is relatively most important predictor because there are infrequent interactions
between consumers and sellers and it has left the positive impact on the consumer behavior.
Further, they explained that trust is an emerging fundamental predictor for consumers that has
accepted as m-commerce transactions. The benefit of such acceptance is associated with
success. Alkhunaizan and Love (2012) have exposed that trust is such essential variable that
has enhanced the satisfaction and loyalty of consumers in m-commerce.

Intention to use Mobile Commerce

Many researchers have played their role in emphasizing on various factors to adopt m
commerce in different contexts (Leong, et al., 2013; Venkatesh, et al., 2012; Mallat, et al.,
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2006; Khalifa & Shen, 2008; Chong, et al., 2012). The term m-commerce explains how
business activities conducted through wireless environment. Clarke (2008) has defined m-
commerce that it covers all types of transactions conducted via mobile devices over a wireless
system in a wireless environment. For the current study, m-commerce has defined any type of
transaction that involved the transfer of ownership or right of goods or services, which is
conducted by using a mobile equipment to access a computer network (Chong, 2013). More
precisely m-commerce can be defined as ‘‘any transaction, involving the transfer of ownership
or rights to use goods and services, which is initiated and/or completed by using mobiles access
to computer-mediated networks with the help of mobile devices’’ as was suggested by (Tiwari
& Buse, 2007).

Al-Debei and Al-Lozi (2014) discussed about the difference between the m-commerce and e-
commerce such as personalization flexibility and ubiquitous (Amoroso & Magnier-Watanabe,
2012). Location based service is the best example of m-commerce, that provide the specific
information of location which is necessary for the representation of consumer pattern. The
technology and the marketplace environment is changing rapidly. They are facing the different
problems. So, it is necessary in Pakistan to adopt such changes that are suitable for all.
Theoretical model

On the basis of social influence theory, a model for the mobile commerce can be developed
which will later be tested. According to theorists of social influence, media selection is
influenced by both objective characteristics of media as well as subjective perceptions of
clients and information from internal and external sources of organization (Fulk, et al., 1990;
Schmitz & Fulk, 1991). The increasing scholarly attention in examining social influence
amongst internet users originate from surplus information and various growing sources of
information (Cao & Sun, 2018). Social influence can be taken as a psychological observable
fact thru which individuals seek to create favorable response in others (Kelman, 1958) with the
intentions of affecting their opinions (Yildiz, 2014). The literature emphasizes on the
significance of social influence on behavioral intention of consumers (e.g. Narayan, et al.,
2011). In the earlier period, social influence was observed mainly in a person’s close-knit circle
of family and friends. But at present, because of the internet, social influence is exerted in
individuals who are actively performing their activities online (Yildiz, 2014). Social influence
theory states that internalization process results from high frequency of communicated
information among members of community (Bagozzi & Lee, 2002). Also these online
communities are the representatives of groups of people having common values, goals, or
interests (Armstrong & Hagel, 1996). When a person’s value system is similar with values of
other groups, he or she tries to adopt a particular behavior as target behavior is intrinsically
satisfying (Kelman, 1961)
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Figure 1: Theoretical model testing different factors to adopt m commerce.
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Research Methodology

For the purpose of this Ostudy, we collected data from different consumers studying or working
in University of the Punjab. All the scales were valid through which we made a questionnaire
and conducted a survey. We used scale of Likert type in which there were five anchors whereas
1 means strongly agree and 5 stand for strongly disagree. Our study examines the intention of
adoption of m commerce of Lahore mostly in Punjab University Lahore. A self-administered
questionnaire survey was used to collect the data from customers regarding their perceptions
among 440 customers and416 people responded us thus making response rate 94.54%. Tanaka
(1987) explained that in the item response theory, 20 responses are sufficient for one item
(20:1). All the construct items will be adapted from the previous researches presented in table 1
(appendix) and total 22 Likert-scaled items will be there. The sample size will be 350
(22*%20=440). Questionnaire will be the study tool, so there will be primary source for data
collection. Data collection methods will be simple and collected by visiting the respondent.
SPSS 21, AMOS 22 will be used to analysis the data and different statistical test will run after
feeding data and codification. The sampling strategy that was used based on conveniences
design. Researcher used SPSS, Amos software for data analysis of 416 questionnaires.
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Hypotheses

Following hypotheses were developed for the study on the basis of objectives.
H1: There is an impact of Brand equity on “intention to adopt m commerce”.
H2:There is an impact of Trust on “intention to adopt m commerce”.
H3: There is an impact of social influence on “intention to adopt m commerce”..
Proposed Analysis Strategies. The numbers of tests that are expected to run are following:
Descriptive analysis (frequency distribution, Means, Standard Deviation), Reliability analysis,
Common method variance, Correlation, Regression/ SEM assumptions
Measurement model (Discriminant validity & Convergent validity-AVE), Structural Modeling,
Hypotheses testing (Boot Strapping), Interactional Effects (Preaches/Hag’s macros).

Measures

Table 1: Detail of Available Scales

. No. of
Variable Author and Year 0.0 Sample Item
Items

SI1: “Friend’s suggestion and recommendation

Luarn and Lin (2005); Lin . .
( ) will affect my decision to use m-commerce”

Social Influence and Wang (2005); Wong 5 SI2: “Family members/relatives have influence
(SN and Hiew (2005); Chong et on my decision to use m-commerce”
al. (2012)
TRUL: “Payments made through m-commerce
Chong et al. (2012); Wei et will be processed securely.”
Trust (TRU) al. (2009) ! TRU2: “Transactions via m-commerce are
secured.”
Leong et al. (2013); Bl4: “I believe my interest towards m-
Behavioral Venkatesh et al. (2012); commerce will increase in the future”
intentions to adopt Mallat et al.(2006); Khalifa 5 BI5: | will purchase m-commerce enabled
m-commerce (BI) and Shen (2008); Chong et phones in the near future
al. (2012)
BE1The image of mobile commerce is different
from other commerce
oo e Allaway, A. W., :3\52:?13 image of m commerce represent what
Huddleston, P., Whipple, J., 5

brand equity BE3I feel good when buying online
BE4I would rank m commerce as my first
choice for purchasing

BE5M commerce is most popular in these days

&Ellinger, A. E. (2011).

Results

The following sections are based on the data and results are presented to find whether our
hypotheses are proved or not and whether the objectives of the study are met or not. The first
section is about frequencies and then descriptive analysis is given. Structural equation modeling
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had been used for inferential statistics. Reliability analysis have also been provided along with
measurement model and structural model.

Table 2.1: Frequencies for Demographic variables

Statistics
Gender Age Experience
Valid 416 416 416
Missing 0 0 0

The above table depicts the total number of observations.

Table 2.2: Frequency Table

Gender
Frequency Percent Valid Percent Cumulative
Percent
Male 299 71.9 71.9 71.9
Valid  Female 117 28.1 28.1 100.0
Total 416 100.0 100.0
Males make up about 72 % of the population.
Table 2.3: Frequency Table
Age
Frequency Percent Valid Percent Cumulative
Percent
21-30 223 53.6 53.6 53.6
Valid 31-40 168 40.4 40.4 94.0
Above 40 25 6.0 6.0 100.0
Total 416 100.0 100.0

Most of the respondents fall in age group 21-30.
Table 2.4: Frequency Table

Experience
Frequency Percent  Valid Percent Cumulative
Percent
0-1 93 224 224 224
1-3 76 18.3 18.3 40.6
Valid 3-5 129 31.0 31.0 71.6
Above 5 118 28.4 28.4 100.0

Total 416 100.0 100.0

Mostly the respondents have more than five years’ experience.
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Graphical representation of Respondents
Figure 2 Gender
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Figure 4 Experience

Experience

W above 5

Descriptive Analysis for Social Influence

The following table tells us about the number of observations, minimum, maximum, mean,
standard deviation and skewness and kurtosis. We can see that all the mean values are above
midpoint and there is no deviation from normality as skewness and kurtosis are within the range.

Table 3.1: Descriptive Statistics

Descriptive Statistics

N Minimum Maximum Mean Std. Skewness Kurtosis
Deviation
Statistic  Statistic ~ Statistic Statistic Statistic  Statistic Std. Statistic Std.
Error Error

Communicates a clear
and positive vision of the 416 1.00 5.00 3.8654 93456  -.672 .120 531 .239
future
Treats sta? as individuals,
supports and encourages 416 1.00 5.00 3.6250 1.20191 -635 .120 -420 .239
their development
Gives encouragementand ¢ 1.00 500 36635 106746 -575 120 -068 .239
recognition to sta?
Fosters trust, involvement
and cooperation among 416 1.00 5.00 3.6803 1.04648 -561 .120 -.073 .239

team members
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Encourages thinking
about problems in new

. 416 1.00 500 3.4928 1.15329 -304 .120 -.617 .239
ways and questions
assumptions
Valid N (listwise) 416

Descriptive Analysis for Brand Equity
The following table tells us about the number of observations, minimum, maximum, mean,
standard deviation and skewness and kurtosis. We can see that all the mean values are above
midpoint and there is no deviation from normality as skewness and kurtosis are within the range.
Table 3.2: Descriptive Statistics
Descriptive Statistics

N Minimum Maximum Mean Std. Skewness Kurtosis
Deviation

Statistic Statistic ~ Statistic Statistic  Statistic =~ Statistic Std. Statistic  Std.

Error Error

Is clear about his/her a
value and practices 416 1.00 5.00 3.6106 1.11821 -591 .120  -.187 239
what he/she preaches

Instills pride and

respect In others and 416 100 500 36106 111389 -553 120 -291  .239
inspires me by being
highly competent

I am always looking for

. 416 1.00 5.00 3.6875  1.11655 -.602 .120 -.269 .239
better ways to do thing
| excel at identifying 416 1.00 500 35529 112457 -495 120 -298 239
opportunities
I am constantly on the
lookout for new ways 416 1.00 5.00 3.5962  1.11307 -544 120 -.309 239
to improve my life
Valid N (listwise) 416

Descriptive Analysis for Trust

The following table tells us about the number of observations, minimum, maximum, mean,
standard deviation and skewness and kurtosis. We can see that all the mean values are above
midpoint and there is no deviation from normality as skewness and kurtosis are within the range.

Table 3.3: Descriptive Statistics
Descriptive Statistics

N Minimum Maximum Mean Std. Skewness Kurtosis
Deviation
Statistic  Statistic ~ Statistic  Statistic  Statistic  Statistic Std. Statistic  Std.
Error Error
Authority: the right to 416 1.00 500 3.6058 1.06799 -486 120 -134 .239

lead or command

10
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Social power: control

. 416 1.00 500 35577 115186 -579 .120 -329 .239

over others, dominance
Wealth: material

. 416 1.00 5.00 3.6587 1.14863 -580 .120 -409 239
possessions, money
In?uential: having an
impact on people and 416 1.00 5.00 3.5962 113875 -568 .120 -.160 .239
events
Social justice:
correcting injustice, 416 1.00 5.00 3.5601 1.10693 -.608 .120 -.039 .239
care for the weak
Helpful: working forthe ¢ 1.00 500 35240 112984 -569 120 -151 .239
welfare of others
Equality: equal 416 1.00 500 32380 120585 -251 120 -.615 .239
opportunity for all
Valid N (listwise) 416

Descriptive Analysis for behavioral “intention to adopt m commerce”
The following table tells us about the number of observations, minimum, maximum, mean,
standard deviation and skewness and kurtosis. We can see that all the mean values are above

midpoint and there is no deviation from normality as skewness and kurtosis are within the range.
Table 3.4: Descriptive Statistics
Descriptive Statistics

N Minimum Maximum Mean Std. Skewness Kurtosis
Deviation
Statistic  Statistic ~ Statistic ~Statistic ~ Statistic ~ Statistic Std.  Statistic  Std.
Error Error

Aworldatpeace: free of 415 100 500 34014 110416 -412 120 -244 239
war and con?ict
Protecting the
environment: preserving 416 1.00 5.00 3.5745 1.10169 -456  .120 -.258 .239
nature
Preventing pollution 416 1.00 5.00 3.6202 1.18626  -536 .120 -.474 239
Respecting the earth:
live in harmony with 416 1.00 5.00 3.7332 1.06124  -569 120 -163 .239
other species
Unity with nature: 2tting -, ¢ 1.00 500 37212 105927 -586 120 -052 239
into nature
Valid N (listwise) 416

Reliability Analysis for Social Influence

The reliability for the variable is acceptable as suggested by Nunnaly (1977) as it should be
above 0.70 for the construct to be used in inferential statistics.

11
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Table No 4.1:Rel
Statistics

iability

Cronbach's
Alpha

N of
Items

.867

22

Reliability Analysis for Brand Equity

The reliability for the variable is acceptable as suggested by Nunnaly (1977) as it should be
above 0.70 for the construct to be used in inferential statistics.

Table No 4.2:Reliability

Statistics
Cronbach's N of
Alpha Items
731 5

Reliability Analysis for Trust

The reliability for the variable is acceptable as suggested by Nunnaly (1977) as it should be
above 0.70 for the construct to be used in inferential statistics.
Table No 4.4:Reliability

Statistics
Cronbach's N of
Alpha Items
734 5

Reliability Analysis for behavioral “intention to adopt m commerce”

The reliability for the variable is acceptable as suggested by Nunnaly (1977) as it should be
above 0.70 for the construct to be used in inferential statistics.

Table No 4.5:Reliability

Statistics
Cronbach's N of
Alpha Items
746 6

12
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Structural Equation Modeling

For inferential statistics we used structural equation modeling with two steps. First of all
measurement model was developed and at second step structural model was developed. For
goodness of fit indices we used CMIN/DF, GFI, CFl, RMSEA and all the values were within

ranges that were advised by Hair et al. (2010). The factor loadings were also with the threshold
values which sample specific and mostly above 0.30.

Figure 5: Measurement model

13
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Table No. 5: Regression Weights:

Estimate S.E. C.R. P Label

SI1 <--- SOC_INFLUENCE 1.000

SI2 <--- SOC_INFLUENCE 3.569 672 5310 ***
SI3 <--- SOC_INFLUENCE 2.798 536 5215 ***
Sl4 <--- SOC_INFLUENCE 2.665 513 5190 ***
SI5 <--- SOC_INFLUENCE 2.917 563 5.184 ***
BE1 <--- BRAND _EQTY 1.000

BE2 <--- BRAND_EQTY .983 074 13.224 ***
BE3 <--- BRAND_EQTY .995 075 13.348 ***
BE4 <--- BRAND _EQTY 1.018 .075 13.613 ***
BE5 <--- BRAND_EQTY 480 .074 6.466 ***
Bll <--- BEH_INT 1.000

BI2 <--- BEH_INT 1.140 .148 7.718 ***
BI3 <--- BEH_INT 930 .116 8.009 ***
Tl <--- TRST 1.000

T2 <--- TRST 909 .155 5.851 ***
T3 <--- TRST 866 .171 5.064 ***
T4 <--- TRST 1915 254 7.543 ***
T5 <--- TRST 1.901 250 7.591 ***
T6 <--- TRST 1882 250 7.522 ***

Table No. 6: Standardized Regression Weights:

Estimate
SI1 <--- SOC_INFLUENCE 272
SI2 <--- SOC_INFLUENCE 755
SI3 <--- SOC_INFLUENCE .666
Sl4 <--- SOC_INFLUENCE .647
SI5 <--- SOC_INFLUENCE .643
BE1 <--- BRAND_EQTY 704
BE2 <--- BRAND_EQTY .694
BE3 <--- BRAND _EQTY 701
BE4 <--- BRAND_EQTY 712
BE5 <--- BRAND _EQTY 339
BIl <--- BEH_INT .648
Bl2 <--- BEH_INT 741
BI3 <--- BEH_INT .561
Tl <--- TRST .394
T2 <-- TRST 341
T3 <-- TRST 317
T4 <--- TRST .708
T5 <--- TRST 723
T6 <--- TRST 701

15
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Table No:7.1 CMIN

Model NPAR CMIN  DF P CMIN/DF
Default model 48 389.812 142 .000 2.745
Saturated model 190 .000 0

Independence model 19 2956.518 171 .000 17.290

Table No:7.2 RMR, GFI

Model RMR GFI  AGFlI  PGFI
Default model .089 .910 .880  .680
Saturated model .000 1.000

Independence model 375 .358 .287 322

Table No:7.3 Baseline Comparisons

NFI  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 868  .841 912 .893 911
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .000
Table No:7.4 RMSEA
Model RMSEA LO90 HI9 PCLOSE
Default model .065 .057 073 .001
Independence model .198 192 204 .000

Figure 6: Structural model

BRAND_EQTY

BEH_INT_TO_ADOPT
TRST - M_COMMERCE

SOC_INFLUENCE
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Table No 8: Regression Weights:

Estimate S.E. C.R. P  Label
SOC_INFLUENCE <--- TRST 073 .015 4.839 ***
SOC_INFLUENCE <--- BRAND_EQTY 283 .008 35.519 ***
BEH_INT <--- BRAND _EQTY 4177 633 6.596 ***
BEH_INT <--- SOC_INFLUENCE -15.827 1.938 -8.167 ***
BEH_INT <--- TRST 1.790 .611 2.928 .003

Mediation Analysis for the model

In the following tables different effects (direct, indirect, total) are presented which show the
partial mediation present.

Table No 9.1: Standardized Total Effects
TRST BRAND_EQTY SOC_INFLUENCE
SOC_INFLUENCE | .120 879 .000
BEH_INT 420 -.386 -6.362

Table No 9.2: Standardized Total Effects - Two Tailed Significance (BC)
TRST BRAND_EQTY SOC_INFLUENCE
SOC_INFLUENCE .001 .001
BEH_INT .352 412 .001

Table No 9.3: Standardized Direct Effects

TRST BRAND_EQTY SOC_INFLUENCE
SOC_INFLUENCE 120 .879 .000
BEH_INT 1.182 5.208 -6.362

Table No 9.4: Standardized Direct Effects - Two Tailed Significance (BC)
TRST BRAND_EQTY SOC_INFLUENCE
SOC_INFLUENCE .001 .001
BEH_INT .009 .001 .001

Table No 9.5: Standardized Indirect Effects

TRST BRAND_EQTY SOC_INFLUENCE
SOC_INFLUENCE .000 .000 .000
BEH_INT -.762 -5.594 .000

17
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Table No 9.6: Standardized Indirect Effects - Two Tailed Significance (BC)
TRST BRAND_EQTY SOC_INFLUENCE

SOC_INFLUENCE
BEH_INT .001 .001

Conclusion

Brand equity, trust and social influence is very important if the firms or businesses want to make
their customers use mobile commerce and to adopt it for online sale purchase or putting their
reviews on social media or referring some products to their loved ones. In this era of competition
and rapid changes consumers’ awareness and word of mouth is very important. The purpose of
this study was to test the relationship brand equity, trust and social influence with “intention to
adopt m commerce”. The study showed the positive significant effect of brand equity on
“intention to adopt m commerce”. Brand equity has significant effect on social influence. Above
all dimensions it is evident that brand trust has greater effect on “intention to adopt m
commerce”. It is the strongest impact which tells that development of brand trust is essential to
build “intention to adopt m commerce”. Social influence is also important as mediator
mechanism. Future research can be done on relationship quality and post adoption behavior of
consumers.
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