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ABSTRACT
The objective of this study is to explore the factors that influence the adoption of mobile
commerce by female users in Karachi. Systematic sampling is used and data collected
through the questionnaire using seven Likert scaled. Three twenty-seven females took part in
filling the survey questionnaire. Chronbach's alpha is used to measure the reliability of the
instrument. The result shows that Perceived Risk has a negative impact on females’ intentions
to adopt mobile commerce. Whereas, perceived cost, perceived usefulness, and perceived
ease have positive influence to adopt mobile commerce by female users and they have no
issue in understanding it. Findings suggest that researchers can do cross-cultural studies with
the same variables and they could also use the sustainability mix model after incorporating it
with the same variables to identify the behavior.
INTRODUCTION
Mobile commerce (M-Commerce), this concept was initiated in 1997 by
(Keving Duffey, M-Commerce is defined as direct and indirect transactions
taken place with having a monetary value and people can perform that
transaction connecting through wireless devices. M-commerce is an extension
of traditional business, used only because of its convenience, usability and that
further leads towards economic benefits. Recently, consumers spend too much
time on their smartphones. The affirm usage of M-Commerce started
recently (Crowe, Rysman, & Stavins, 2012; Shirazi & Iqbal, 2017). Mobile
commerce usage would involve different categories, like, M-Commerce
Retail, M-Commerce applications and for searching (Du & Li, 2019). Many
customers use M-payment as a means of payment because its excitement
varies from the methods of conventional payments. For e.g. Personalization,
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the flexibility of usage, and distribution (Wasiq, 2016). M-Commerce has
widely been used for different applications in which, Mobile ticketing, Mobile
ATM, Mobile content, Mobile information, Money transfer, and specifically
in banking (Wasiq, 2016). M-Commerce is redefining Entrepreneurship,
Marketing, and Innovation. Consider the example of Chinese brand "Ali
Baba", that after the evolution in China through that brand now 80 percent of
villagers are connected to the international markets and 600 million people's
life's get changed. Furthermore, perceptive mobile customers tend to increase
by 125 million mobile subscribers in 2015 (Rind, M. M., et al., 2017).
In Pakistan M-Commerce is an evolving phenomena and users has started
transactions through mobile phones (E-Payments) through different
applications provided and installed in Mobiles or Smart phones. In those
applications, the widely used are banking applications and you should have a
bank account to get open to M-Commerce. Thus, the role of M-Commerce is
evolving and increasing, which shows that people, devices and software's are
not properly working to maximize the usage of M-Commerce. Particularly,
awareness of product usage, easiness, the connection between the services and
network providers, and security of the account, these are the basis for not
getting maximum output from M-Commerce (Kale & Mente, 2018).
According to Past researches it is easier for a male to tap the technology rather
than a female (Agren & Barbutiu, 2018). When it comes to developing
countries like Pakistan, it is a big challenge to enhance literacy, there are only
43 percent of people in Pakistan effectively using the internet, of which, 21
percent are male and 12 percent are female. Generally, female in Pakistan is
contributing a lot in terms of running home but a significant image because of
cultural barriers cannot be seen. The women from developed cities of Pakistan
are more dynamic and pertaining to working experiences, but are those
females aware of M-Commerce? Do they have an easy understanding of using
M-Commerce, and to start trading? Hence, the primary goal of this research is
to know which factor has more impact among female users when adopting MCommerce.
Therefore, this study includes four independent variables to identify that how
behavioral intention leads to the adoption process of consumers and how
collateral those independent variables are with the dependent variable
(Behavioral Intention of Female M-Commerce usage). The independent
variables include in his study are, ―Perceived, Risk, Perceived, cost,
perceived usefulness and perceived, ease of use‖.
Furthermore, no previous study has been conducted to cover the factor
affecting m-commerce using particular gender data such as females. So, this
becomes the motivation for this study to explore these factors using the data
from the women.
LITERATURE REVIEW
To understand the behavior of the people towards acceptance of technology,
many researchers did establish models and Theoretical frameworks through
which they did explain the role of different factors in building understanding.
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This section is about establishing those concepts with the help of a literature
review for explaining the role of independent & dependent variable.
Perceived Risk & Behavioral Intention
Risk means that you are uncertain about the investment you are going to
do. The term Perceived risk was coined by Bauer in 1960, in which he
claimed that consumer purchases are sometimes insignificant to assume and
predict (Maziriri & Chuchu, 2017).
Many previous studies found an inverse relationship between Perceived risk &
behavioral intention. This inverse relationship is a barrier to M-Commerce.
Furthermore, it is also claimed that it negatively affects the shopping
behavioral Intention on the Internet to adopt E-commerce, Perceived risk
negatively influences customer attitude and intention to purchase (Park, Lee,
and Ahn, 2004). In comparison, mobile purchases are rising but are viewed as
risky and have a negative effect on the purpose of using m-commerce. The
results showed that a lack of knowledge of m-commerce reduces the
behavioral intent to use (Chang, Sun, Pan, & Wang, 2015).
Perceived risk determines buying intent by taking into account the privacy and
trust factors. As noted earlier, the perceived risk's adverse consequence on
individuals with behavioral intent is due to several factors. One of these
explanations is protection and the other is privacy.
Most individuals become neutral to test the system if knowledge of the system
is Inadequate (Ramaraj & Subramaniam, 2016; Snoj, Pisnik Korda, & Mumel,
2004). Consequently, the higher the perceived risk the less successful a
transaction would be. Therefore, from the above discussion, we can infer that
perceived risk has a negative impact on the decision to buy online.
Amirtha, R., Sivakumar, V. J., & Hwang, Y. (2021) the link between
behavioral intention and perceived risk in the context of the family life cycle
in e-shopping. Likewise, Jain, S. (2021) conducted a similar study related to
luxury goods but in the context of emerging markets. Parry, M. E., Sarma, S.,
& Yang, X. (2021) did the same but the link was explored between perceived
risk and switching intention.
Perceived Ease Of Use & Behavioral Intention
Perceived ease of use promotes positive the expected application of behavior (Davis,
Fred D., Ricard Bagozzi, 1989). Ease of use is also reported to stimulate the
behavioral intention to use mobile banking. This implies that online transaction
processes need to be fast, quick, and simpler for customers (Jeong & Yoon, 2013).

Furthermore, Perceived ease of use on mobile internet services has a strong
positive influence. Mobile users commonly believe that acquiring the skills to
use mobile data services is a user-friendly and learning experience. Perceived
ease of use enhances the mobile user’s interest and consequently, it promotes
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behavioral intention to use the technology (Faziharudean & Li-ly,
2011). Referring to past studies, it is also mentioned that Perceived Usability
is a prominent element in adopting new technologies. Perceived ease of use
will have easy navigation, accessible anywhere and anytime qualities to
capture customers (Susanto & Aljoza, 2015).
Perceived Cost & Behavioral Intention
Perceived cost for M-Commerce is defined as "overall cost impacted from the
product (Smartphone) purchase till expense for the usage of internet package".
Due to this many researchers concluded that it indirectly influences the
behavioral intention to use mobile banking (Abu-Salim, Onyia, Harrison, &
Lindsay, 2017). In contrast to past studies, these unusual findings signal that
the drivers of m-banking broadly vary across the borders. It is, therefore, the
determinants including infrastructure, culture, and economic/political
prevailing in various regions that need careful examination (Jeong & Yoon,
2013). As per the author, Perceived price sometimes is more than a monetary
term, because it’s based on consumer perception toward product feasibility
and its value (wan and chen 2016). In the literature, it was also discussed that
the Perceived cost is not only related to monetary value, perhaps, but it also
has a relationship with services provided. The more the services will be good,
the more customers you can get (Abu-Salim, Onyia, Harrison, & Lindsay,
2017).
Perceived Usefulness & Behavioral Intention
The researcher considered Perceived Usefulness as a component through
which consumers could use the product because of their perceived usage
(Davis, Fred D., Ricard Bagozzi, 1989). Moreover, to capture the intention of
consumer towards new technological advanced product some sub-factors
needs consideration. In which, complete information, reduce cost, energy
saver, time saver and useful information requirements should be a part of
attention (Susanto & Aljoza, 2015). Similarly, Perceived Usefulness is the
major variable to identify the behavioral intention of consumers when it comes
to advance technology adaption (Shin, 2009).

Theoretical Framework
Perceived Risk
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Perceived Cost
Behavior
Intention
Perceived
Usefulness

Perceived Ease
of Use

METHODOLOGY
The quantitative research approach used to analyze the data collected from the
people of Karachi, to analyze the factors affecting their behavior towards
using Mobile Commerce. Total of 350 questionnaires distributed among the
females who are using their mobile for doing mobile transactions. A total of
327 questionnaires found filled, correctly. Statistical software used in the
quantitative analysis of data obtained from Mobile Commerce female users
using a systematic random sampling technique.
Reliability test for testing items, Factor analysis for grouping the items and
Regression analysis for analyzing the impact was perform.
Likert scaled questionnaire was used, with seven choices. This scale was
adapted from (Likert, 1932) to classify factors that most affected Mobile
Commerce users' adaptive behavior.
Regression Model
The Regression model used for this study is:
BI = ∝ + β1 PR +β2 PC + β3 PU + β4 PEU + ε
Whereas, BI stands for Behavioral intention, PR as perceived risk, PC as
Perceived cost, PU as perceived use and PEU as perceived ease of use.
RESULTS
Reliability
The questionnaire consisted of 22 questions and its reliability was analyzed
using ―Cronbach's alpha‖, which should not be less than 50% (0.50). In this
research paper, the overall reliability value is 84% (0.84) which shows that the
instrument is reliable.
Table 1: Reliability Statistics
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S.No
1
2
3
4
5
All

Variables
Buying Intention
Perceived Risk
Perceived Cost
Perceived Usefulness
Perceived Ease of Use
Overall
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No of Items
3
6
4
4
5
22 Items

CronBachh’s Alpha
0.846
0.845
0.838
0.839
0.757
0.848

Factor Analysis
Factor analysis is an empirical tool used to organize data according to
functions to describe the likely important possible cause.
TABLE 2: “Kmo‖ & ―Bartlett’s‖ Test
Kaiser-―Meyer-Olkin‖Measure‖ofiSampling Adequacy

0.888

Bartlett's Test of Sphericit, approx. Chi-Square

2348.772

Df
Sig

325
0.000

Results in the above table, the value of KMO is 0.888, which shows 80%
adequacy for dependent and independent variables.
Regression Analysis
In this Research paper, we used Regression analysis for understanding that
which factor has more influence on behavioral intention of female mobile
users.
Table 3: Regression Coefficient

Model
(Constant)
Perceived Risk
Perceived Cost
Perceived Usefulness
Perceived Ease of Use
Adj. R2
Sig
F-statistics

Β
2.110
0.065
0.199
0.215
0.142
0.197
0.000
21.006

t-value
6.021
1.293
3.381
3.222
2.166

P-value
0.000
0.197
0.001
0.001
0.031

The statistical findings (beta, t-stats and probability) of independent and
dependant variables showed in above table. The beta values in the regression
model are as follows:
Behavioral Intention = 2.110 + 0.065 (Perceived Risk) + 0.199 (Perceived
cost) + 0.215(Perceived usefulness) + 0.142 (Perceived ease of use)+ ε
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The beta value of a constant is 2.110, whereas, independent variable,
Perceived Risk, beta value is 6.5% , Perceived cost beta value is 19.9%,
moreover, Perceived usefulness has a 21.5% contribution in developing the
sense of purchasing through mobile commerce and perceived ease of use has a
14.2% beta value.
Behavioral Intention = 2.110 + 0.065 (0.197) + 0.199 (0.001) + 0.215(0.001) +
0.142(0.031) + ε
In the above table, T-statistics demonstrates how powerful each independent
variable is in this analysis. Whereby, Perceived Risk has (1.293),
the Perceived cost has (3.381), perceived usefulness is (3.222) and Perceived
Ease of use has (2.166) t-values. According to the P-values stated in the above
table, the independent variable, Perceived Risk has an insignificant impact on
behavioral intention in the adoption of Mobile Commerce with the P-value of
(0.197) which is greater than the settled significant value (0.05), error margin.
The other independent variables are having positive significant results with the
P-Values, likewise. Perceived Cost is (0.001), Perceived Usefulness is also
(0.001) and Perceive ease of use is (0.031). Therefore, except Perceived Risk,
other independent variables have a significant positive relationship with the
dependent variable Behavioral Intention. The value of Adjusted R2 shows the
more modified results extracted from R-Squared. Here, the value of is (0.197)
which means all the independent variables contributes 19.7% in the model
preparation and there are other variables which in other studies can be taken or
included as further research. The value of significance in the ANOVA table is
(0.000), which is significant.
Table 4: Rotated Component Matrix Analysis
PU
I feel productive with the use of
M-Commerce services

M-Commerce services aid me in
achieving my set targets and goals

EU

PC

PR BI

.622
.584
.505
.747

It gives me more control over the
activities in my life.

It saves me time when I use it.
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I generally find m-commerce
services easy to use

.601
.690

It requires the fewest steps
possible to accomplish what I
want to do with it.

.628

I can use most services without
looking for instructions
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.739
.617
.513

I learned to use most m-commerce
services quickly
It is convenient to memorize the
usage method of these services

Usually premium-priced services
have greater value attached

I am satisfied with the general MCommerce services pricing

.705
.703
.698

M-Commerce provides cheaper
prices than the traditional business
outlets

.544
.628

Mobile Banking helps me save
costs
M-Banking supply precise ,
relevant and latest information

I depend on the power of MBanking to guard my privacy
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.677
.631
.663

MB has the chance of data loss
and fraud
MB needs expertise and training
MB has limited information on
the website and less operational
reliability
If I have access to mobile services,
I intend to use it.

.758

.840

.511
CONCLUSION
M-Commerce is increasing and business activities through this have taken
place. In Pakistan, mobile commerce is in a growth period and people started
doing business through this, from a business activity like retail to personal
grooming like hair cutting it's been using everywhere (Raja Irfan Sabir,
Muhammad Shahnawaz, Batool Zaidi, Husnain Kamil, & Naeem Akhtar,
2014). TAM model has been used and identified as a useful model, in past
studies. In this Research TAM has used two other variables, Perceived Risk
and Perceived cost to identify which factor has more influence on the
behavioral intention of females living in Karachi. As per the findings, the first
hypothesis gets rejected and results show that perceived risk is inversely
related to behavioral intention. With reference to the past studies through
literature, it has confirmed that perceived risk issues are not get resolved yet
and need to be considered from businesses to modify their products though
which consumers should feel comfortable. Perceived cost and perceived
usefulness have a significant positive impact on female M-commerce adoption
behavior with the 0.001< 0.05 probability value. Perceived ease of use is also
significant with a probability value of 0.031<0.05. i.e. Females living in
Karachi knows how to use mobile commerce and are satisfied with the cost
intact with its benefits and they are having a positive behavior towards using
M-Commerce.
In this study, only four variables were used. Hence, in further studies,
researchers can use the sustainability mix model and the UTAUT model to
identify the behavior of females. Also, this study been done in a specific city
Karachi, researchers can do cross-cultural study, and as well as they can select
other cities for their research.
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