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Abstract 

The penetration rates for mobile phone subscriptions in many countries in 

recent years show that there are significant opportunities to invest in and introduce 

mobile commerce (mCommerce) services in many of these markets. mCommerce 

provides innovative services to mobile workers and mobile consumers as it allows 

them to perform transactions anytime from anywhere. Such services may also 

contribute to improve the performance of the organisations. However, mCommerce 

services have not been widely adopted by organisations, especially in many 

developing countries such as the Kingdom of Saudi Arabia (KSA). 

The aim of this research is to explore and identify the various factors that 

influence the intention to adopt mCommerce in Saudi banks and telecoms. At the 

beginning of the study, factors that may affect the adoption of new technologies in 

organisations were adopted from the literature. A number of these factors were 

included in this research as they are chosen from well-known theories such as 

Diffusion of Innovation Theory, the Technology Acceptance Model, the Theory of 

Planned Behaviour, the Theory of Reasoned Action, and the Unified Theory of 

Acceptance and Use of Technology. These factors were investigated in the current 

study within the mCommerce context using the sequential exploratory mixed methods 

design. This exploratory research was conducted through two sequential stages. The 

first stage of the research follows a generic qualitative approach and the second stage 

follows a quantitative approach. The results of the two sequential studies have 

successfully provided adequate answers to the research questions at hand. 

Additionally, based on the findings of the research, the mCommerce organisational 

adoption model is proposed to support Saudi organisations in order to launch 

mCommerce services into the Saudi market.  

The findings of the research show that seven components can affect the 

intention to adopt mCommerce in Saudi banks and telecoms. These components are: 

(1) performance expectancy, (2) organisational readiness, (3) mCommerce features 

and opportunities, (4) compatibility of mCommerce services, (5) policy and legal 

environment, (6) social influence and (7) top management supports. Based on the 

results, these components may affect the intention to adopt mCommerce in Saudi 

telecoms and banks and they explain almost 72.13 per cent of the total variance. The 

findings of the research have also successfully identified the most important factors 
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that can affect the intention to adopt mCommerce services in Saudi banks and 

telecoms. The three most significant components are performance expectancy, 

organisational readiness, and mCommerce features and opportunities. The results of 

this research propose seven hypotheses to be tested in the future by researchers from 

different countries. The proposed instrument to test these hypotheses is presented in 

this research.  

Identifying the possible factors that affect the intention to adopt mCommerce 

services in Saudi banks and telecoms can be considered as a contribution to the 

literature. Furthermore, developing the instrument to measure the effect of these 

factors can be a good step toward confirming the effect of these factors. The major 

contribution of the research to the literature is producing the mCommerce 

organisational adoption model that includes factors deemed useful in determining the 

adoption trends of mCommerce in organisations. It is suggested that the resulting 

mCommerce organisational adoption model can be used by Saudi organisations 

during the process of adopting mCommerce, as it will provide them with the 

necessary framework to evaluate and facilitate the introduction of such services to be 

used by Saudis. Researchers in the field have an opportunity to confirm or reject these 

relationships and in turn modify the mCommerce organisational adoption model 

based on the results of future research. 
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CHAPTER ONE: INTRODUCTION 

1.1. Introduction  

Since the introduction of smart phones, there has been a noticeable shift in the 

use of wireless technologies. We have now reached the stage where almost every new 

application has an equivalent mobile version. For example, many banks, universities, 

government departments, and newspapers provide their customers with mobile 

applications that allow them to access different types of information at any time 

ubiquitously. At the same time, telecommunication networks, including wireless, have 

become sufficiently reliable, fast, and widespread to provide the required connectivity 

for users around the world. Innovative wireless devices, such as smart phones, allow 

users to, amongst other things, conduct electronic transactions and access vital 

information anywhere and anytime (Benou & Vassilakis, 2010). Smart phones and other 

wireless devices have become ubiquitous tools that enable mobile electronic commerce, 

known as Mobile Commerce (mCommerce). The ability to access the Internet via 

telecommunication networks using wireless devices allows mCommerce to put valuable 

services into users’ hands, often free of charge. According to Siau, Lim, and Shen 

(2001), the interaction between technologies such as the Internet, mobile computing 

devices, and wireless networks such as mobile networks facilitates the existence of 

mCommerce. 

mCommerce can be considered as the latest version, or next generation, of 

electronic commerce (eCommerce). eCommerce has been defined as “the sharing of 

business information, maintaining business relationships, and conducting business 

transactions using computers interconnected by a telecommunication system” 

(Rajaraman, 2005, p. 90). According to Rajaraman (2005), these telecommunication 

systems can be either a secure private network (e.g., intranet) or a public network (e.g., 

the Internet). mCommerce can be defined as any transaction (e.g., purchasing) or 

content delivery (e.g., notification) with monetary value conducted through mobile 

platforms (Clarke III, 2008; Leung & Antypas, 2001; Zhang, Yuan, & Archer, 2002). 

This thesis adopts a definition of mCommerce as “the use of mobile, wireless 

(handheld) devices to communicate and conduct transactions through public and private 

networks” (Balasubramanian, Peterson, & Jarvenpaa, 2002, p. 349). mCommerce has 

many applications. For example, mobile users can download ringtones or music, buy 

tickets to performances, perform banking transactions, shop for goods, send or receive 
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e-mails, play interactive online games, and trade stocks (AlHinai, Kurnia, & Johnston, 

2007). Other examples of current mCommerce applications include using location 

services to deliver location-based information and for tracking and logistics (Stoica, 

Miller, & Stotlar, 2005), as well as purchasing from vending machines or paying for 

fuel using a cell phone’s credit.  

According to Tiwari, Buse, and Herstatt (2006), mCommerce is directly linked 

to eCommerce because all services in both are carried out by electronic means through 

computer-based networks and can be accessed using telecommunication networks. The 

only difference between the two is that eCommerce provides “anytime” access to online 

services whereas mCommerce potentially allows users to perform online transactions 

“anytime and anywhere” (Saidi, 2009). This capacity for “anytime and anywhere” 

access is one of the most significant advantages of mCommerce from a business 

perspective (Varshney, Mallow, Ahluwalia, & Jain, 2004). According to Siau et al. 

(2001), mCommerce “is about delivering the right information to the right place at the 

right time” (p. 5). Accordingly, these services are reshaping the landscape of commerce.   

mCommerce is not merely an extension of eCommerce. It also represents a 

different business philosophy that requires the introduction of new business models 

(Alvarez et al., 2009; OECD, 2007; Stoica et al., 2005; Tsalgatidou & Pitoura, 2001). 

According to Nohria and Leestma (2001), mCommerce is a modern channel of 

consumerism and a very powerful way to reach customers. A recent study by Allied 

Business Intelligence (ABI) Research (2010) estimated that in 2015, the mCommerce 

market would reach about US $119 billion, representing about 8 per cent of the total 

eCommerce market. Currently, however, it seems that many mCommerce services have 

been widely introduced to consumers and organisations in relatively few countries, such 

as South Korea, Japan and parts of Europe. This raises an interesting question: why are 

these mCommerce services still unavailable in the majority of countries, including some 

developed nations? In order to answer this question it is important to identify the real 

obstacles that have held back the adoption of mCommerce and the factors that may 

affect such adoption.  

This thesis presents a model of the factors that influence the intention to adopt 

mCommerce by Saudi organisations. It also examines how policies and the legal 

environment may affect the adoption of mCommerce within organisations. This chapter 

introduces the research topic and explains its significance. The research problems and 
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questions are presented. The research approach is also described in this chapter. The 

chapter concludes with an overview of the structure of the thesis and a short summary. 

 

1.2. The scope of this research 

Based on the lack of studies about organisational adoption of mCommerce in the 

Kingdom of Saudi Arabia (KSA) and the significant investment opportunity that the 

Saudi market is offering for businesses, this research is focused mainly on mCommerce 

organisational adoption practices in the KSA. The KSA can be considered as the main 

energy producer in the whole world since it produced almost 9.5 million barrels of oil as 

an average every day during 2012 (Saudi Aramco, 2013). The Economist Intelligence 

Unit (EIU) website stated that “based on official data for oil reserves, Saudi Arabia has 

enough recoverable oil to maintain current levels of production for 90 years” (EIU, 

2013). Furthermore, the KSA ranked as 18th in the global competitiveness index 2012 – 

2013 (Schwab, 2012). In addition, the Saudi market is now the second largest 

eCommerce market in the Gulf Cooperation Council (GCC) as eCommerce sales in 

2011 reached US $520 million, and the Saudi market is forecast to be the largest 

eCommerce hub within the Arab world in the future (Wamda, 2013). Moreover, 

according to the Gulfnews (2013), the smartphone penetration rate in the KSA is 

forecast to reach 50 per cent within the next four years and by 2015, the volume of 

mCommerce in the Middle East and Africa could reach $4.9 billion. 

The introduction of mCommerce in Saudi, as in any new market, initially 

requires investment and commitment from appropriate Saudi organisations since 

consumers cannot use the service unless organisations are providing it. According to 

Rogers (1995), “in many cases, an individual cannot adopt a new idea until an 

organisation has previously adopted” it (p. 371). Within the Saudi market, two sectors 

were chosen to be the concentration of this thesis. These two sectors are the 

telecommunication and banking. These two sectors were chosen since they are likely to 

be the first sectors to adopt mCommerce services in the Saudi market. Saudi Telecom 

Company (STC – web page www.stc.com.sa), Mobily (web page www.mobily.com.sa), 

and Zain (web page www.zain.com) are the only three mobile operators in the KSA. On 

the other hand, there are 12 licensed banks in the KSA; these are listed in Table 1.  

 

 

http://www.wamda.com/2012/10/25-essential-stats-on-e-commerce-in-the-middle-east-stats
http://www.wamda.com/2012/10/25-essential-stats-on-e-commerce-in-the-middle-east-stats
http://www.stc.com.sa/
http://www.mobily.com.sa/
http://www.zain.com/
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Table 1: Saudi Banks (Source:(SAMA, 2013)) 

Bank Web Page 

Alinma bank www.alinma.com 

Al Rajhi Bank www.alrajhibank.com.sa 

Arab National Bank www.anb.com.sa 

Bank AlBilad www.bankalbilad.com 

Banque Saudi Fransi (BSF) www.alfransi.com.sa 

Bank AlJazira www.baj.com.sa 

Riyad Bank www.riyadbank.com 

Samba Financial Group (SAMBA) www.samba.com 

Saudi Hollandi Bank (SHB) www.shb.com.sa 

Saudi Investment Bank www.saib.com.sa 

The National Commercial Bank (NCB) www.alahli.com.sa 

The Saudi British Bank (SABB) www.sabb.com 

  

1.3. The need for this research 

Information systems (IS) can improve the performance of an organisation if the 

employees actually use them (Davis, Bagozzi, & Warshaw, 1989; Mathieson, 1991). In 

addition, organisations can gain the benefits of improved productivity, improved 

decision-making processes, increased consumer satisfaction, and lower operational cost 

if they are able to employ the power of mobile technologies to automate their business 

processes (Varshney et al., 2004). The mobile telecommunication market in the KSA is 

regulated and growing very rapidly. According to the annual report of the 

Communications and Information Technology Commission (CITC) (2009), Saudis are 

shifting to mobile services, and there is an increase in the number of vendors, which in 

turn has given rise to increased competition. In view of these events, major 

improvements have occurred in the mobile telecommunications market, especially in 

the quality of services offered, customer care services, and prices (CITC, 2009). By the 

end of 2013, there were approximately 51 million mobile phone subscriptions in the 

KSA representing an overall penetration of around 169.7 per cent of the Saudi 

population (CITC, 2014). Prepaid mobile subscriptions represent over 86 per cent of the 

http://www.alinma.com/
http://www.alrajhibank.com.sa/
http://www.anb.com.sa/
http://www.bankalbilad.com/
http://www.alfransi.com.sa/
http://www.baj.com.sa/
http://www.riyadbank.com/
http://www.samba.com/
http://www.shb.com.sa/
http://www.saib.com.sa/
http://www.alahli.com.sa/
http://www.sabb.com/
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total number of subscribers (CITC, 2014). Figure 1 shows the number of mobile phone 

subscribers from 2001 through the end of 2013. 

 

 

Figure 1: The growth of mobile telecommunication market in the KSA (Reproduced from 
(CITC, 2014)) 

 

According to CITC (2014), by the end of 2013 the number of mobile broadband 

subscriptions increased to 14.27 million, which represents a penetration rate of 47.6 per 

cent of the total population. The key reasons for this rapid growth, when compared to 

the 2010 figure of 2.7 million, “are the strong competition, the healthy expansion of 

smart phones, and the offering of various data packages by mobile operators” (CITC, 

2013b, p. 4). In other parts of the world the figure of mobile Internet use are higher. One 

study showed that, in 2012, 58 per cent of Australians used their mobile phone to access 

the Internet (Sensis, 2012). Another study conducted by Google showed that in 2011, 69 

per cent of Americans who owned smart phones accessed the Internet from their smart 

phones on a daily base (Google, 2012). 

Gupta and Sahu (2005) stated that the rapid growth in mobile penetration rate 

and the advancement of wireless technologies provide a great opportunity to make 

businesses more effective. In addition, according to Nohria and Leestma (2001), 

mCommerce offers ideal opportunities for companies that understand how consumers 

can benefit from a collaborative market such as a mobile services market. Varshney et 

al. (2004) stated that “in today’s marketplace, where more and more organisations are 

decentralised and workers are increasingly more mobile, the ability of an organisation to 

equip its workforce with access to vital information, anytime and anyplace, is becoming 
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a strategic asset” (p. 356). Therefore, based on the large number of mobile subscriptions 

in the KSA and the rapid development in the Saudi mobile telecommunication market, it 

can be seen that there is a huge opportunity for organisations to adopt mCommerce 

services in the KSA. 

In many developing countries such as the KSA, the Information and 

Communication Technologies (ICT) infrastructure is still under development. On the 

other hand, the mobile telecommunication networks in the KSA are already covering 

most of the Saudi cities. According to Lee and Benbasat (2003), the quick growth of 

mobile phones use has provided a solid base for mCommerce adoption but the research 

conducted so far has not matched this growth. Varshney and Vetter (2002) suggested 

that countries which have inadequate regular telecommunication infrastructure are 

expected to adopt mobile or wireless communications in order to serve both cities and 

rural areas. Therefore, for Saudi organisations mCommerce can be regarded as an 

excellent means for implementing electronic services. Siau et al. (2001) was one of the 

first to foresee the current movement towards mobile business and stated that 

“mCommerce will likely emerge as a major focus of the business world and 

telecommunication industry in the immediate future” (p. 4). However, embracing 

mCommerce has its difficulties. Because of the evolving nature of mCommerce, 

organisations face certain technological, financial, and human resources challenges 

when implementing mCommerce applications (Zeeshan, Cheung, & Scheepers, 2007).  

To overcome these challenges, it is essential to study mCommerce adoption at 

the organisational level in order to facilitate an orderly and successful approach to its 

introduction. In addition, the Saudi market and economy offer a significant opportunity 

for business investment. Therefore, it seems that studying organisational adoption of 

mCommerce in the Saudi market is essential. Furthermore, in order to implement, 

adopt, and introduce mCommerce successfully in any new market, it is essential to 

study the factors that affect the adoption of such services. Moreover, organisational 

mCommerce adoption, as a field of research, needs a lot of commitment from 

management information systems (MIS) researchers to overcome the lack of studies in 

the area. Hence, this research investigates and presents a model that addresses the 

factors affecting the intention to adopt mCommerce in Saudi organisations. The 

outcomes of this study will help to formulate an understating of the different 

relationship among these factors.  
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1.4. Significance of the research 

Significant opportunities and potentials exist in the Saudi market for 

organisations to adopt and implement mCommerce services. mCommerce offers 

organisations increased scope to supply their stakeholders with superior services in 

order to gain the desired stakeholders’ satisfaction. To be clear, organisations’ 

stakeholders can include financial institutions, suppliers, customers, employees, 

government regulators, and the public at large (Chong & Bauer, 2000; Lehner & 

Watson, 2001). This research revealed significant findings that may increase the 

adoption of mCommerce as a modern method of conducting transactions by 

investigating the current situation of the Saudi market and introducing a model that can 

be employed by Saudi organisations when implementing mCommerce initiatives. 

Producing a conceptual model that addresses the significant factors affecting the 

intention to adopt mCommerce in organisations can be considered a major contribution 

to the literature. Identifying the different factors that affect organisational mCommerce 

adoption can be very useful in facilitating such adoption. Thus, this research can be 

considered as a significant contribution to fill the existing gap in the literature. This 

research can be quite significant since the knowledge and research about mCommerce 

adoption in organisations is sparse, and so far none are significantly focused on the 

Saudi market. By studying and understanding the different adoption factors, this 

research produces results that can describe the current state of the art of mCommerce 

services in the Saudi market. Moreover, this research also can be significant as it 

provides insights to Saudi officials about the potentials of mCommerce in the KSA and 

the major barriers that may prevent the adoption of such service.  

     

1.5. Overview of the literature  

In order to place this research into context in terms of the gaps in the existing 

literature, a general overview of the existing literature is provided in this section. This 

section presents just a brief review of the existing literature; a detailed review can be 

found in the next chapter (Chapter Two). 

 

1.5.1. Gaps in the existing literature  

Many gaps can be identified in the current mCommerce literature, and some of 

these gaps are presented in this section. For example, Okazaki (2005) suggested some 
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insights for future research in the field of mCommerce; these include research 

comparing eCommerce and mCommerce, research about mobile-based social networks, 

and the development of research methodologies to study mCommerce. 

 The literature presents a large number of studies in the field of technology 

adoption. Although mCommerce is still a relatively new technology in carrying out 

business processes, there are a significant number of articles about its adoption at the 

individual level. In addition, the number of these articles has noticeably grown in the 

past few years. On the other hand, there are a limited number of research-based studies 

about the adoption of mCommerce at the organisational level, with none conducted in 

the KSA. Amongst these, only a handful have investigated how policies influence the 

adoption of mCommerce in organisations. For example, Stoica et al. (2005) believed 

that “the patterns of mCommerce adoption and its impact on the business strategy in an 

environment which is highly influenced by government participation has yet to be 

explored in business research” (p. 215). Furthermore, Okazaki (2005) revealed that 

research in the field of managerial issues in mobile Internet adoption is sparse. 

Additionally, there is a very limited amount of research in the area of wireless enterprise 

(Varshney et al., 2004; Varshney & Vetter, 2000; Vrechopoulos, Constantiou, Sideris, 

Doukidis, & Mylonopoulos, 2003; Yuan & Zhang, 2003).  

Hence, the main goal for conducting this research is to develop a conceptual 

model that can support organisations during the adoption and implementation of 

mCommerce services. Such model may help in understanding the different factors that 

may affect the intention to adopt mCommerce services in organisations. In addition, this 

research contributes to the existing literature by filling existing gaps and providing 

insights about the factors that affect the adoption of mCommerce in organisations. 

Furthermore, producing a conceptual model to support organisations when adopting and 

implementing mCommerce services can be considered a significant contribution to the 

literature. Also, mCommerce has significant social and economic value. Therefore, this 

research will produce a model that leads to a better understanding of the adoption of 

mobile applications in organisations. This is considered a significant contribution 

(Narduzzi, 2001; Stoica & Roach, 2006). Table 2 presents some of the identified gaps in 

mCommerce literature. 
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Table 2: Summary of the gaps in the current mCommerce literature 

Gaps in the literature 

 Research comparing eCommerce and mCommerce 

 Research about mobile-based social networks 

 The development of research methodologies to study mCommerce 

 Managerial issues in mobile Internet adoption  

 Research in the area of wireless enterprise 

 mCommerce organisational adoption 

 The impact of mCommerce organisational adoption on the business strategy 

 

1.5.2. Statement of the problem  

mCommerce is still a relatively new field of research that offers many research 

opportunities. Varshney and Vetter (2002), introduced some interesting research 

problems in the mCommerce field. These include the study of the factors that influence 

the adoption of mobile devices and applications (Varshney & Vetter, 2002). They also 

raised the following research questions to be investigated by other researchers in the 

field: “What are the major factors that can affect the adoption of mCommerce research? 

Can we derive these from adoption factors of eCommerce or from wireless networks?” 

(Varshney & Vetter, 2002, p. 197). Such research problems in the field of mCommerce 

are very interesting and important, especially the study of its adoption in countries 

where mCommerce has not been introduced yet. This research addresses and covers the 

following two specific problems: 

 The absence of a well-established model that addresses the adoption of mCommerce 

services within Saudi organisations, including all the significant adoption factors 

that affect such adoption 

 The need to find out the current obstacles that hold back the introduction of 

mCommerce services within the Saudi market.  

 

1.6. Research questions 

This research primarily concentrates on the following research questions: 

 What are the main factors that influence the adoption of mCommerce in Saudi 

organisations?  
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 Are policy and legal environment significant factors that influence 

mCommerce adoption in Saudi organisations? 

The above research questions are designed to address and resolve the specific 

research problems stated earlier. That is, they are designed to identify the various 

factors that affect the adoption and successful implementation of mCommerce services 

in Saudi organisations. These factors are identified in order to develop an appropriate 

model for the successful implementation of mCommerce services in organisations. 

Policy and legal environment have not been explicitly used as a main factor in 

mCommerce adoption models before, even though the literature argues on their behalf 

(O'Donnell, Jackson, Shelly, & Ligertwood, 2007; Stoica & Roach, 2006). The 

inclusion of these as a factor in the conceptual model is one of the most important 

characteristics of this research. 

 

1.7. Research approach  

Because the literature about the organisational mCommerce adoption is sparse, 

this research is exploratory in nature, and a mixed methods approach was applied. This 

research is divided into two stages. What follows is a brief overview of the research 

methodology, which is covered in detail in chapter three.    

Since the volume of research and studies in the area of mCommerce 

organisational adoption is low, the first stage is exploratory and fact-finding in nature. A 

qualitative research approach was used in the first stage to analyse and study the data 

that are collected from multiple organisations. An analytical review and synthesis of 

data collected from primary sources was carried out to establish a preliminary list of 

factors that are likely to influence the implementation and adoption of mCommerce in 

Saudi organisations. Further, the conceptual model for the establishment and adoption 

of mCommerce practices in organisations was firmed up. Data was obtained mainly 

from the established adoption’s literature with particular reference to eCommerce 

adoption.  

During the first stage, primary data were gathered from semi-structured 

interviews conducted with the concerned executives and staff within the targeted 

organisations. QSR NVivo, a software package, was used to manage, organise, and 

group the collected qualitative data. QSR NVivo can be used to help researchers by 

providing the support needed to categorise the different data that were gathered; it can 
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also aid in finding relationships and evidences to confirm the research findings. After 

analysing the empirical data, the mCommerce organisational adoption model was 

modified. The model was then tested for validity in the second stage of the research. 

This model includes the most significant factors that influence mCommerce adoption in 

organisations. 

The second stage is based on a quantitative research method using survey 

questionnaires as the data collection method. During this stage, the model produced 

from the first study was refined. Additionally, the second stage determined the items for 

measuring the factors that may influence mCommerce adoption in organisations. The 

target sample for this stage was employees who work within the telecoms and banks in 

the KSA.  

 

1.8. Organisation of this thesis 

The following chapters are divided and organised as follows. The second chapter 

includes an in-depth review of the current literature. This review covers, aside from the 

topic of mCommerce adoption, related topics such as eCommerce adoption in 

organisations. The third chapter covers the research methodology in detail. In addition, 

it addresses how this study was conducted as well as the strategies about how data were 

collected and analysed. The fourth chapter presents the conceptual and theoretical 

model for mCommerce organisational adoption. The fifth chapter reports the first stage 

of this research project and its findings. The sixth chapter includes details about the 

second stage of this research as well as its results. The last chapter, chapter seven, 

contains a general conclusion for this thesis and provides suggestions for future research 

in the area. 

 

1.9. Chapter summary 

mCommerce is evolving rapidly and can be considered as a new business model 

as well as an effective way for businesses to reach a larger number of consumers. In 

addition, organisations can implement mCommerce in order to provide value-added 

services and to improve the organisation’s productivity. This thesis investigates the 

factors that influence the adoption of mCommerce in Saudi organisations, especially 

organisations in the telecommunication and banking sectors. This chapter provided an 

introduction to the general topic of the research and introduced the research questions. 
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CHAPTER TWO: LITERATURE REVIEW 

2.1. Introduction 

mCommerce can be considered as a relatively new field of research with a rapid 

growth in the number of published journal articles in the area. According to Ngai & 

Gunasekaran (2007), mCommerce is an emerging area of research, and it offers a 

number of promising opportunities at both the research and applications level. The trend 

is evident on many levels. For instance, mCommerce is increasingly growing as the new 

Internet business model, in which wireless devices and technologies are used to expand 

eCommerce services (Al-Mashari, 2002; Hsieh, 2014; Zhang & Li, 2013). In addition, 

there is a high expectation for the adoption of mCommerce (Khalifa & Sammi, 2002) 

based on the high penetration rate of mobile phones in many countries, as well as the 

resulting experiences of users related to mobile technology. Furthermore, because 

mCommerce can improve productivity, organisations and businesses have opted to 

innovate and adopt mCommerce widely to offer greater and more widespread services 

to their different stakeholders.  

Research projects usually begin with a thorough review of relevant literature to 

identify the current gaps within the literature, find out how other researchers approached 

the problem and how they collected data (their research method), and identify previous 

conceptual models and related theories. The reason behind this is that knowledge is a 

collective effort; in order to contribute to such knowledge, it is essential to start from 

where the previous researchers have stopped. Creswell (2009b) stated the following 

about the literature review (p. 25):  

“The literature review accomplishes several purposes. It shares with the 

reader the results of other studies that are closely related to the one being 

undertaken. It relates a study to the larger, ongoing dialogue in the 

literature, filling in gaps and extending prior studies (Cooper, 1984; 

Marshall & Rossman, 2006). It provides a framework for establishing the 

importance of the study as well as a benchmark for comparing the results 

with other findings”.  

To position this research into context in the literature and present the 

contribution of this research, this chapter provides a detailed review of the literature 

related to mCommerce adoption in organisations.  
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As it is often the case, researchers in mCommerce also suggest from time to time 

ideas to be followed up for future research. For example, Varshney and Vetter (2002), 

stated that “mCommerce is an interesting and challenging area of research and 

development” (p. 197) and suggested many research questions to be investigated. Two 

of the questions they proposed are the following: “What are the major factors that can 

affect the adoption of mCommerce research? Can we derive these from adoption factors 

of eCommerce or from wireless networks?” (Varshney & Vetter, 2002, p. 197). These 

suggestions dovetail neatly into the thesis’s research scope, the main objective of which 

is to address the following two specific research problems:  

 The absence of a well-established model that addresses the adoption of 

mCommerce services within Saudi organisations, including all the significant 

adoption factors that affect such adoption  

 The need to find out the current obstacles that hold back the introduction of 

mCommerce services within the Saudi market.  

In order to address these research gaps, the following research questions were 

developed: 

• What are the main factors that influence the adoption of mCommerce in Saudi 

organisations?  

• Are policy and legal environment significant factors that influence mCommerce 

adoption in Saudi organisations? 

All of the concepts and ideas presented in this chapter are focused to answer 

these research questions, which are designed to resolve the specific research problems 

stated earlier, specifically, to identify the different factors that may influence the 

adoption and successful implementation of organisational mCommerce in the KSA. A 

number of candidate factors are identified from the literature and subsequently 

organised into a conceptual model for the adoption of mCommerce in organisations. 

Policy and legal environment have not been clearly introduced before as a main factor 

in mCommerce adoption models, even though the literature argues on their behalf 

(O'Donnell et al., 2007; Stoica & Roach, 2006). The inclusion of such factor in the 

conceptual model can be considered as one of the most important characteristics of this 

research. 

As stated earlier this chapter presents a detailed review of the existing literature 

that is related to mCommerce adoption in organisations. The review also covers areas 

such as eCommerce, the Internet, and mobile technologies adoption in organisations. 
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This chapter begins with background information about information and communication 

technology (ICT) infrastructure and Information Technology (IT) adoption in the KSA, 

followed by what are considered to be the most significant and relevant theoretical 

frameworks, models, and studies to the general topic of research. The chapter presents 

many studies from the literature in order to provide a comprehensive understanding of 

the research topic. This is followed by a short summary.    

 

2.2. Information and communication technologies in the Kingdom of Saudi Arabia 

ICT can be considered as the main technology-based facilitator for economic 

globalization (Al-Solbi & Mayhew, 2005). In addition, the major developments in ICT, 

the fast speed of digital connectivity, and the global competition are changing the way 

in which business is conducted as well as how organisations compete (Ndou, 2004). 

Therefore, Saudi organisations have invested heavily in ICT in order to be competitive 

in local and global markets. In 2013, the total expenditure on ICT services in the KSA 

reached approximately US $27.2 billion, and it is likely to rise by 12 per cent in 2014 

(CITC, 2014). According to CITC (2013a), this growth in ICT spending is driven 

mostly by the predictable rapid growth in demand for smart phones, interactive 

applications, and high speed infrastructure. According to CITC (2011), the high growth 

rates in ICT expenditure are expected to be maintained over the coming years, and it is 

projected to increase at a compound annual rate of 11.4 per cent until 2015. To compare 

the Saudi ICT markets with those of Saudi’s neighbours, CITC (2013a) stated that (p. 

6):   

“The ICT market in the Kingdom is the biggest in the Middle East, in 

terms of capital value and volume of spending, and accounts for greater 

than 70 per cent of the GCC ICT market with capital investment of more 

than SR 135 billion in the past ten years. This is due to the industrial 

diversification in the Kingdom, which has led to increased demand for 

software, equipment and services that make up the fastest growing sector 

in the IT field”. 

In 2005, things were different. One paper assessed the electronic readiness (e-

readiness) of Saudi organisations and found that the country was not ready for ICT 

infrastructures (Al-Solbi & Mayhew, 2005). They related this lack of readiness to the 

fact that there was no ICT Code of Practice in the country and that the Saudi society 
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was not fully ready for the adoption of ICT infrastructures. Al-Solbi & Mayhew (2005) 

also found that culture was one of the factors that influence the adoption of ICT 

systems, and they stated that the “Saudi society is a conservative society and that the 

misuse of Internet technology could change their inherited cultural and religious values” 

(p. 471). In 2010, the KSA was ranked 52nd and scored 4.75 out of 10 in the “Digital 

Economy Rankings” that was conducted by the EIU (EIU, 2010). According to EIU 

(2010), “the digital economy rankings assess the quality of a country’s ICT 

infrastructure and the ability of its consumers, businesses, and governments to use ICT 

to their benefit” (p. 1).  

The Internet, which is becoming an integral part of Saudi society and economy, 

became accessible to the public in 1997 (CITC, 2007). In comparison to other countries 

the growth of Internet services in the KSA was slowed down by low adoption of 

personal computers (PCs) (SAGIA, 2009). In addition, according to the Saudi Arabian 

General Investment Authority (SAGIA) (2009), there was a clear shortage in users’ 

willingness to use the Internet because of the common perception that there was a lack 

of appropriate Arabic content. Furthermore, the potential growth for eCommerce in the 

KSA had been slowed down by the lack of a regulatory environment (Alfuraih, 2008). 

Moreover, one study reported that 94 per cent of the respondents considered the lack of 

a well-developed postal system, which can be utilised in the delivery of goods, as a 

significant barrier to eCommerce adoption in the KSA (Al-Solbi & Mayhew, 2005). As 

a result, many businesses saw no benefit from being online (SAGIA, 2009). 

In recent times the number of Internet users increased from around 1 million in 

2001 to approximately 15.8 million (54.1 per cent penetration) by the end of 2012 

(CITC, 2013a). One study, which focused on the KSA, showed that approximately 90 

per cent of the respondents “consider the Internet to be an integral part of their personal 

life” (CITC, 2011, p. 16). According to CITC (2013a), the recent increase in the number 

of Internet users in the KSA is due to many factors, namely: 

 The availability in large cities of fiber-optic networks with very high speeds 

 Growing Internet content especially in Arabic Language and the introduction of 

many online services such as online banking, eCommerce, and electronic 

government (eGovernment) services  

 The spread of handheld smart devices and applications. 

In 2009 and with the introduction of WiMax in the KSA, there was an 

exceptional increase in wireless broadband connections, which grew by approximately 
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488 per cent during the year to reach over 1.41 million wireless broadband 

subscriptions, representing over 51 per cent of all broadband subscriptions in that year 

(CITC, 2009). The KSA can be recognised as one of the first countries to launch 

commercial WiMax wireless broadband services (SAGIA, 2009). According to the 

Organisation for Economic Co-operation and Development (OECD) (2007), WiMax 

can be described as the following (p. 20):  

“WiMax is a standards-based technology which allows for the delivery of 

last-mile wireless broadband access without the need for direct line-of-

sight to a base station. WiMax provides fixed, nomadic, portable and, 

ultimately, mobile wireless broadband connectivity. This means that 

consumers will be able to transfer the connection seamlessly between 

mobile and fixed devices”. 

The Saudi Government has been taking steps to increase the use of the Internet 

and online services. Since the telecommunication sector is the most significant 

infrastructure for the implementation of online services, the Saudi government 

liberalised this sector in 2001, opening up the market for foreign investment (Alfuraih, 

2008). This move helped to improve the telecommunication market and its services. 

To overcome goods delivery issues and to enhance the infrastructure of the 

Saudi postal service, in 2005 Saudi Post approved a project to begin delivering mail to 

houses (Alfuraih, 2008). The project aims to support the eGovernment project in the 

Kingdom by providing residents with valid home addresses and postage services (Saudi 

Post, 2010). That project is counted as a big contribution to the introduction of new 

eCommerce and eGovernment applications. This contribution may result in increasing 

the reliability of the postal service; thus, businesses in the KSA are moving to adopt 

eCommerce as a new business model in order to sell their products and services online 

(Microsoft, 2008). In addition, by implementing such a project, eCommerce merchants 

will be able to deliver products directly to the customers’ houses (Alfuraih, 2008). 

According to the same author, this project also increases the level of trust in 

eCommerce transaction systems by providing address verification systems. 

The Saudi government also established CITC in 2001 in order to regulate the 

ICT market and improve its legal environment. CITC can be considered the 

telecommunications regulator since 2001 and the IT promoter since 2003 (CITC, 2009). 

As a result, several regulatory frameworks and Acts were issued and enforced in the 
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KSA in order to control the ICT market. According to CITC (2009, 2011), the following 

are some of the Laws and Acts that regulate the Saudi telecommunication market:      

 The Telecom Act (enacted in June 2001) and its Bylaws (issued in July 2002) 

 National Numbering Plan Structure for free-phone numbers (800) 

 The Anti e-Crime Act that can be considered as the main legal reference regarding 

Internet fraud 

 The Anti-Spam Policy Regulation, which aims to cover the issues of spam in the 

electronic cyberspace 

 The Electronic Transactions Law, issued in March 2007, which “aims at 

controlling, regulating and providing a legal framework for electronic transactions 

and signatures” (KSA Government, 2007, p. 4). This Law and its Bylaws (issued in 

July 2008) are critical for building a strong electronic marketplace within the 

country 

 The Anti-Commercial Fraud Law that outlines the criteria for determining illegal 

Internet advertisements 

 The Copyright Law and the Dispute Resolution Policy.     

In addition, the Saudi government has introduced the national eGovernment 

program called YESSER, which refers to “implementing many government procedures 

over the Internet, in an effort to boost their efficiency and responsiveness” (SAGIA, 

2009, p. 68). By implementing such a program, the Saudi government is sending a clear 

message that the government supports the introduction of the electronic marketplace 

within the kingdom and encourages businesses to introduce online services.   

In summary, ICT infrastructure in the KSA is developing very rapidly and such 

development is strongly supported by the Saudi government. Moreover, Saudi 

organisations are investing in ICT infrastructure, and there is an expectation for the 

introduction of new online services, such as mCommerce, to the Saudi market. In the 

above section, background information about technology in the KSA was addressed. 

The next part of this chapter presents and discusses some of the literature on IT 

adoption. 
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2.3 Theoretical background about information technology adoption  

One of the most mature areas of research in the information systems (IS) 

literature is the study of user acceptance of new technologies (Venkatesh, Morris, 

Davis, & Davis, 2003). mCommerce literature is also rich in studies that address the 

adoption of mCommerce at the individual level but not in terms of its adoption at the 

institutional level. This field of research is quite new, and understanding the adoption of 

mCommerce within organisations can be guided by understanding how the adoption of 

new IT and electronic services (e.g., eCommerce) in organisations can be done. Because 

of this, the review includes a number of studies that address the adoption of other 

electronic services.   

Many studies have presented theoretical frameworks designed to conduct 

research into the nature of the adoption of IS and IT (Moore & Benbasat, 1991). Early 

studies and theories that address the adoption of IT present a clear explanation of the 

reasons regarding whether or not decision makers adopt new technologies (Akkeren & 

Harker, 2003). In addition, these studies and theories introduced and identified many 

factors believed to influence the adoption of new technologies at both the individual and 

organisational levels. Moreover, these theories and their associated models were applied 

and tested widely in the literature, and many new models based on these theories were 

introduced. Venkatesh et al. (2003) stated that “IT acceptance research has yielded 

many competing models, each with different sets of acceptance determinants” (p. 425). 

The next section presents some of the early studies and theories which are adopted and 

used in this research.  

 

Diffusion of Innovation Theory 

In 1962, E. M. Rogers introduced the Diffusion of Innovation Theory (DIT), 

which concentrates on the conditions and characteristics that affect the adoption of a 

new idea, product, or practice (Rogers, 2003). Diffusion can be defined as "the process 

by which an innovation is communicated through certain channels over time among the 

members of a social system" (Rogers, 2003, p. 5). According to DIT, the four main 

elements of the diffusion process are: innovation, communication channels, time, and 

social system (see Figure 2). 
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Figure 2: Diffusion of Innovation Theory Model (Source: (Rogers, 1995)) 

 

The first element in the diffusion process is the innovation which can be defined 

as an “idea, practice, or object that is perceived as new by an individual or other unit of 

adoption” (Rogers, 2003, p. 11). Rogers (2003) also defined the most important 

innovation’s characteristics that determine its rate of adoption. These characteristics are 

relative advantage, compatibility, complexity, trialability, and observability; Table 3 

provides more details. Innovations that are perceived with high relative advantage, 

compatibility, trialability, observability—and less complexity—will be adopted more 

quickly than others (Rogers, 2003). Based on the DIT, these five characteristics are 

considered as direct determinants for the rate of adoption of innovations (see Figure 3). 

The second element of the diffusion process is the communication channel, such as 

mass media, which refers to the means that can be used for messages to spread between 

individuals (Rogers, 2003). 

The time that will be taken by individuals to go through the innovation-decision 

process is the third element in the diffusion process (Rogers, 2003). The innovation-

decision process has five steps or stages; these stages are knowledge, persuasion, 

decision, implementation, and confirmation (Rogers, 2003). In the decision stage, the 

individual may accept or reject the innovation. The fourth element of the diffusion 

process in the DIT is the social system in which the innovation will be adopted. 
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Table 3: Innovation Characteristics Description (Source: (Rogers, 2003, pp. 15-16)) 

Innovation 

Characteristic 

Definitions 

Relative advantage “The degree to which an innovation is perceived as better than the idea 

it supersedes”  

Compatibility “The degree to which an innovation is perceived as being consistent 

with the existing value, past experiences, and needs of potential 

adopters”  

Complexity “The degree to which an innovation is perceived as difficult to 

understand and use”  

Trialability “The degree to which an innovation may be experimented with on a 

limited basis”  

Observability “The degree to which the results of an innovation are visible to others”  

 

 

Figure 3: Variables Determining the Rate of Adoption of Innovation (Source: (Rogers, 2003)) 

 

The DIT provides a framework for studying the adoption of innovation, 

especially IT innovation. For example, Al-Qirim (2006) stated that the DIT can be 

considered as the “most widely accepted model by researchers in identifying 

‘perceived’ critical characteristics for innovations in IS research” (p. 1). On the other 

hand, according to Al-Qirim (2006), the same researchers who supported the DIT model 

argued that the model should be combined with other models in order to provide a more 

holistic adoption model.  
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Theory of Reasoned Action 

The Theory of Reasoned Action (TRA) is considered one of the most significant 

and basic theories that explain human behaviour (Venkatesh et al., 2003). TRA is 

“designed to explain virtually any human behaviour" (Ajzen & Fishbein, 1980, p. 4). 

Moreover, TRA is an intention model that has been widely verified and proved to be 

successful in predicting and describing individual’ behaviours in many domains (Davis 

et al., 1989). According to TRA, an individual’s action of a particular behaviour is 

determined by the individual’s behavioural intention; also, the individual’s behavioural 

intention is jointly determined by the individual’s attitude towards the behaviour and the 

subjective norms (see Figure 4) (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975). The 

attitude toward behaviour can be defined as the personal feelings (either positive or 

negative) about carrying out the intended behaviour (Fishbein & Ajzen, 1975), while 

subjective norms refers to “the person’s perception that most people who are important 

to him think he should or should not perform the behaviour in question” (Fishbein & 

Ajzen, 1975, p. 302). 

  

 

Figure 4: The Theory of Reasoned Action (Source: (Fishbein & Ajzen, 1975)) 

 

TRA has been studied and tested extensively in sociological and psychological 

research and has been found to be missing some certain aspects (Thompson, Higgins, & 

Howell, 1991). According to Thompson, et al. (1991), although TRA “considers all 

beliefs that a person has about an act or behaviour”, other researchers make “a 

distinction between beliefs that link emotions to the act (occurring at the moment of 

action) and beliefs that link the act to future” (p. 125). In addition, IS researchers have 

applied TRA to study the acceptance and use of IT (Thompson et al., 1991). For 

example, Davis et al. (1989) proposed that TRA should be suitable for identifying the 

determinants of computer use behaviour. When applying the TRA to the adoption of 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                  Griffith Business School 24 

new technology, TRA suggests that the use of new technologies can be expected by the 

individual’s behavioural intention, which can be predicted by the individual’s attitude 

towards using the new technology (Standing, McManus, Standing, & Karjaluoto, 2007) 

and the individual’s subjective norms.  

 

Technology Acceptance Model 

Davis’s (1989) Technology Acceptance Model (TAM) explains the diffusion, 

implementation, and adoption of IT in terms of perceived usefulness and perceived ease 

of use (see Figure 5). According to Davis et al. (1989), TAM, which is an adaptation of 

TRA, was particularly introduced in order to establish a model that describes the user 

acceptance of IS. Furthermore, TAM, as a major contribution to establish a well-

developed acceptance model, was created to predict the user acceptance and use of 

technology in daily work activities (Davis, 1986; Venkatesh et al., 2003).  

 

 

Figure 5: The Technology Acceptance Model (Source: (Davis et al., 1989)) 

  

According to Davis (1989), perceived usefulness is “the degree to which a 

person believes that using a particular system would enhance his or her job 

performance” (p. 320). Perceived ease of use can be defined as “the degree to which a 

person believes that using a particular system would be free of effort” (Davis, 1989, p. 

320). TAM suggests that both perceived usefulness and perceived ease of use are 

considered as direct determinants for the adoption of new IT. Compared to TRA, TAM 

“was found to be a much simpler, easier to use, and more powerful model of the 

determinants of user acceptance of computer technology” (Igbaria, Guimaraes, & Davis, 

1995, p. 89). TAM2 (see Figure 6) was then introduced as an extension for TAM by 

adding subjective norms as an extra predictor of the users’ intention to use and adopt 

new technologies in mandatory systems (Venkatesh & Davis, 2000). 
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Figure 6: The Technology Acceptance Model 2 (TAM2) (Source:(Venkatesh & Davis, 2000)) 

 

The Theory of Planned Behaviour  

The Theory of Planned Behaviour (TPB), introduced by Ajzen (1991), extended 

the TRA by including perceived behavioural control as a new determinant of both the 

intention and behaviour. According to Ajzen (1991), TPB (see Figure 7) can be 

summarised as follows: “intentions to perform behaviours of different kinds can be 

predicted with high accuracy from attitudes toward the behaviour, subjective norms, and 

perceived behavioural control; and these intentions, together with perceptions of 

behavioural control, account for considerable variance in actual behaviour” (p. 179). 

Ajzen (1991) defined the perceived behavioural control as “the perceived ease or 

difficulty of performing the behaviour” (p. 183).  

 

 

Figure 7: The Theory of Planned Behaviour (Source: (Ajzen, 1991)) 
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The TPB suggested that the adoption of new IT could be determined by the 

attitude toward the behaviour, subjective norms, and perceived behavioural control. 

According to Riemenschneider, Harrison, and Mykytyn (2003) in TPB the decision or 

behavioural intention of an executive in small business to take an action, such as 

adopting mCommerce, is a function of attitude, subjective norm, and perceived 

behavioural control. In the IS literature and context, the TPB has been used widely to 

explain the individual’s adoption of many new IT and there are many examples of such 

application and use (e.g. Taylor and Todd (1995)).  

Based on the above four theories, the factors that influence the adoption of IT 

are summarised in Table 4. These theories are very helpful and cover many aspects of 

mCommerce adoption in organisations including adoption behaviour at the individual 

employee level. In order to study the organisational adoption of new technologies, it is 

important to include the human factor, and organisations should involve all workers in 

IT adoption decisions (Shaukat & Zafar, 2010). In addition, according to Szewczak and 

Snodgrass (2002), individuals are playing a significant role in the adoption process of 

new technologies in any organisation. Indeed, individuals such as decision makers can 

play such roles since they are the ones who will decide which IS should be implemented 

to achieve organisational goals. 

 

Table 4: Summary of the Four Theories (DIT, TRA, TAM, TPB) 

Theory Author Factors 

Diffusion of 

Innovation Theory 

(DIT) 

(Rogers, 2003)  Relative advantage  

 Compatibility 

 Complexity 

 Trialability 

 Observability  

Theory of 

Reasoned Action 

(TRA) 

(Fishbein & 

Ajzen, 1975) 
 Attitude toward behaviour 

 Subjective norms  

 Behavioural intention 

Technology 

Acceptance Model 

(TAM) 

(Davis, 1986)  Perceived Usefulness 

 Perceived ease of use 

 Attitude toward usage 

Theory of Planned 

Behaviour (TPB) 

(Ajzen, 1991)  Attitude toward behaviour 

 Subjective norms 

 Perceived behaviour control   

 Behaviour intention 
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Since the introduction of the above theories, researchers have modified and 

applied them to the adoption and use of a range of IT within different settings. These 

modifications brought about the introduction and presentation of many models that deal 

with the adoption and use of new IT technologies and services at both the individual and 

organisational level. Furthermore, researchers have identified many factors that 

influence the diffusion, adoption, and use of new technologies and services from these 

theories as shown in the following section.  

 

Unified Theory of Acceptance and Use of Technology 

Some researchers combined two or more of the previously mentioned theories 

and introduced new models that are used to identify and explain the adoption of new 

technologies. One example of such a combination is the introduction of the Unified 

Theory of Acceptance and Use of Technology (UTAUT), which has four determinants 

of intention and use of IT and four main moderators (Venkatesh et al., 2003). UTAUT 

combines and integrates eight models and theories, which are DIT, TRA, TAM, TPB, 

combined TAM and TPB, The Social Cognitive Theory, The Motivational Model, and 

The Model of PC Utilisation. UTAUT (see Figure 8) was developed due to the 

empirical and conceptual similarities of these eight models (Venkatesh et al., 2003).  

 

 

Figure 8: UTAUT (Source: (Venkatesh et al., 2003)) 
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When Venkatesh et al. (2003) analysed and studied these eight theories and 

models, they proposed that only four major factors should be considered as important 

factors that influence, and are direct determinants of, user acceptance and use behaviour 

regarding IT. The four most significant determinants according to UTAUT are the 

following (Venkatesh et al., 2003): 

 Performance expectancy: there are five constructs of performance expectancy: 

perceived usefulness, extrinsic motivation, job-fit, relative advantage, and outcome 

expectations 

 Effort expectancy has three constructs: perceived ease of use, complexity, and ease 

of use  

 Social influence: there are three constructs for social influence: subjective norms, 

social factors, and image 

 Facilitating conditions include three constructs: perceived behavioural control, 

facilitating conditions, and compatibility.  

As illustrated in Figure 8, the four moderators that were used in UTAUT are 

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

introduction of UTAUT, researchers have applied and tested UTAUT for the adoption 

of IT in different settings. For instance, Almutairi (2008) tests the validity of UTAUT in 

Kuwaiti ministries. He used structural equation modelling methods to examine the 

different relationships presented in the UTAUT model. The findings of his study did not 

support the use of the UTAUT as proposed by Venkatesh et al. (2003), as it revealed 

that facilitating conditions as well as effort expectancy have an influence on IS usage 

(Almutairi, 2008). 

Oshlyansky, Cairns, and Thimbleby (2007) validated UTAUT over nine 

culturally diverse countries regarding the general use of websites. In addition, the article 

investigated the culture variations that appear on UTAUT measures. The findings 

showed that UTAUT as a model is very strong and overcomes problems that may occur 

during the translation of the questionnaire. Moreover, the findings revealed that 

UTAUT can be used cross culturally in languages other than English as well as in an 

international contexts without the concern for its cross-cultural validity (Oshlyansky et 

al., 2007). 

To sum up, the UTAUT recommended that performance expectancy, effort 

expectancy, social influence, and facilitating conditions are the most significant 

determinants to the adoption of new technologies, with gender, age, experience, and 
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voluntariness of use as moderators (Venkatesh et al., 2003). As reported in the previous 

two studies, the UTAUT as a model can be applied in some settings. Therefore, 

validating some of the UTAUT determinants in the mCommerce context is required to 

determine if UTAUT is applicable to mCommerce adoption.  

In 2012, Venkatesh, Thong, & Xu (2012) extended the UTAUT by including 

three more constructs: hedonic motivation, price value, and habit. The UTAUT2 (see 

Figure 9) was based on individual acceptance of mobile internet, while UTAUT was 

focused on technology use and acceptance in organisations. According to Venkatesh, 

Thong, & Xu (2012), “UTAUT2 produced a substantial improvement in the variance 

explained in behavioural intention and technology use” (p. 157).  

 

 

Figure 9: UTAUT2 (Source: (Venkatesh et al., 2012)) 

 

TAM for wireless Internet 

According to Pedersen (2005), research into the adoption and use of mobile 

services revealed that the traditional adoption models have to be modified and extended 

in order to be applied to mobile services adoption. As an example of the extension of 

the previous theories and models, Lu, Yu, Liu, and Yau (2003) proposed and developed 

a conceptual framework which predicts and describes the factors that influence the user 

acceptance of wireless Internet via mobile devices (WIMD) based on TAM. The study 
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extended the TAM model and applied it to the study of mobile technologies adoption. 

The extended model is illustrated in Figure 10. 

Since wireless systems have some unique characteristics and features that do not 

exist in other systems, TAM for wireless Internet was introduced. The model includes 

five factors: technology complexity, individual differences, facilitating conditions, 

social influences, and wireless trust environment (Lu et al., 2003). These factors 

determine the short- and long-term usefulness as the user perceives them. Ease of use in 

turn determines the user intention and readiness to adopt and use the WIMD (Lu et al., 

2003). The article concluded by promoting twelve theoretical propositions, which were 

developed from the model in order to facilitate future empirical research related to the 

same area.  

 

 

Figure 10: TAM for wireless Internet (Source: (Lu et al., 2003)) 

  

The next section presents studies that are related to the adoption of mCommerce 

in organisations; it also presents other studies that are related to the adoption of Internet, 

eCommerce, and mobile devices in organisations 

 

2.3.1 Research into mCommerce organisational adoption 

The previous section presented a number of very useful theories that provide a 

baseline from which to launch this research project. This section reviews research in the 
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area of organisational mCommerce adoption. This is quite a significant and necessary 

step since this research project lies within this very area.  

AlHaj Ali (2005) studied the adoption of mCommerce across the supply chain of 

three businesses in New Zealand. These businesses were surveyed as case studies 

because they have already implemented mCommerce. AlHaj Ali (2005) utilised the 

technological innovation and supply chain literature to construct a framework in order 

to provide an understanding about mCommerce adoption. The study findings revealed 

that most of the mCommerce applications in the case studies are focused on making 

internal mobile operations more efficient in the business-to-business aspect of the 

supply chain (AlHaj Ali, 2005). The study findings showed that the adoption of 

mCommerce within businesses in New Zealand was stimulated by the advantages of the 

services, the availability of internal IT experts and expertise, top management support, 

competition, the suitability of the mCommerce to fill the mobile gap, and the support 

from technology vendors (AlHaj Ali, 2005). Moreover, according to AlHaj Ali (2005), 

the adoption of mCommerce is inhibited by its incompatibility with the business 

environment in New Zealand and the complexity associated with mobile technologies. 

According to Stoica et al. (2005), mCommerce adoption in firms can be a 

complex process as it can be influenced by internal and external variables such as 

government involvement. This complex process involves the “organisational structure 

of the firm, its business strategy, organisational culture, and the environment in which 

the business operates” (Stoica et al., 2005, p. 220). In addition, Stoica et al. proposed a 

comprehensive framework that presents all the variables addressed in the study, and 

they suggested ten propositions to be tested in future research (see Figure 11) (Stoica et 

al., 2005). Although Stoica et al. (2005) proposed a model that relates to adoption 

leading to performance, the model is based mostly on structural factors and an 

underlying assumption that adoption leads to performance. 

San Martín, López-Catalán, and Ramón-Jerónimo (2012) analysed the factors 

that affect the firms’ perceived performance when implementing mCommerce services. 

They modified the Technology-Organisation-Environment (TOE) framework by 

proposing the addition of three factors: customer value for the firm, the relationship 

marketing, and fit-viability approaches (San Martín et al., 2012). The TOE framework is 

originally proposed by Tornatzky and Fleischer (1990), please refer to the next section 

for more details. The results of the study showed that the performance of firms that are 

implementing mCommerce services is based on the degree to which the firms’ actions 
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fit into mobile business, customer value for the firm, and technological competence 

(San Martín et al., 2012). Despite the fact that San Martín et al. (2012) proposed a 

performance-based model, they ignored factors leading to adoption and whether 

adoption leads to evidence of increased performance. Further, the sample size used in 

the study is small, so it is difficult to determine if any significance can be drawn from it. 

 

 

Figure 11: The Framework for Technology Adoption (Source:(Stoica et al., 2005)) 

 

Léger, Cassivi, and Fosso Wamba (2004) studied the adoption of customer-

oriented mCommerce initiatives in organisations. The study investigated the nature of 

businesses that offer mCommerce services to their customers (Léger et al., 2004), and a 

predictive model was proposed and tested. Three determinants were found to influence 

the adoption of mCommerce in businesses according to business size: business to 

consumer orientation, digital nature of the product offered, and level of eCommerce 

adoption (Léger et al., 2004). According to Léger et al. (2004), the results showed that 

prior adoption of eCommerce is considered a strong determinant for mCommerce 

adoption. In addition, other issues were addressed during eCommerce implementation, 

such as suitable technological infrastructure, organisational culture, and learning-

facilitated mCommerce adoption. Other findings include (Léger et al., 2004):  

 The size of the organisation does not affect the adoption of mCommerce 

 Software companies are more likely to adopt mCommerce 
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 Business to consumer (B2C) orientation does not affect the adoption of 

mCommerce.  

Snowden et al. (2006) presented a case study about the adoption and 

implementation of mobile technologies in an operations management environment. 

They used action research to assess TAM for wireless Internet, introduced by Lu et al. 

(2003), for  the adoption of mCommerce within an operation management environment 

inside a manufacturing organisation. The findings showed that technology acceptance is 

not just a simple set of single dimensional factors and their inter-relationships (Snowden 

et al., 2006). Instead these factors sometimes have two-dimensional relationships, and 

have impact among different levels within an organisation (Snowden et al., 2006). For 

instance, the facilitating conditions factor seems to influence both perceived usefulness 

and ease of use. In addition, the increased resources from management (as one of the 

facilitating conditions) were based on the managers’ perception of technology 

usefulness (Snowden et al., 2006). Therefore, the one-way relationship that was 

proposed in TAM for the wireless Internet model seems to be a two-way relationship 

(Snowden et al., 2006). Furthermore, according to Snowden et al. (2006), this case 

study showed that the individual differences factor seems to be less significant. 

Siau, Sheng, and Nah (2003) developed a framework that addressed factors 

affecting trust within the mCommerce context and discussed the improvement of such 

trust via a means-ends objective network. In this study, the Value-Focused Thinking 

method was utilized to interview the target sample (Siau et al., 2003). The proposed 

trust framework which contains different factors that may affect mCommerce trust was 

then developed. These factors were categorised under the following areas: vendor 

characteristics, website characteristics, technology of wireless services, technology of 

mobile devices, and some other factors (Siau et al., 2003). The proposed framework 

validates the adopted views of trust, which is related to eCommerce, within the 

mCommerce context. Trust can also be considered as an important aspect that can affect 

the collaboration between businesses within the mCommerce context. The study in the 

next paragraph is about the collaboration and its effect on mCommerce success. 

Collaboration between businesses along the supply chain can be critical to the 

success of mCommerce applications. According to Zeeshan et al. (2007), in order to 

apply mCommerce applications successfully, organisations tend to work in partnership 

with other members of the mCommerce supply chain. They proposed a model for 

investigating the factors that influence organisations to engage in a collaborative way 
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for successful implementation of mCommerce (Zeeshan et al., 2007). The proposed 

model includes factors such as technological resources, financial resources, human 

resources, customer orientation, innovation orientation, perceived organisational 

collaboration advantages, top management support, institutional pressure, competitive 

pressure, and organisational size. Based on these factors, the study concludes with some 

propositions and hypotheses that were generated to be empirically tested in future 

research (Zeeshan et al., 2007). 

Chang, Peng, Hung, Chang, and Hung (2009) discussed the adoption, 

application, and development of mCommerce in Taiwan. The study aimed to find the 

critical success factors for mCommerce adoption in every stage of the system 

development life cycle and to construct a model that can be used for a successful 

adoption of mCommerce (Chang et al., 2009). Initially, 21 critical factors were 

identified and arranged into a model. The findings of this study revealed that the three 

most significant factors for the adoption of mCommerce were senior management 

support, the support capabilities of the technology vendors, and capabilities of the 

project team.  

Buellingen and Woerter (2004), used structured expert interviews to explore and 

identify the factors that play a significant role in the success of mCommerce initiatives. 

According to Buellingen and Woerter (2004), some of the recent social, technological, 

and economic trends have formed an environment which facilitates the demand and 

distribution of mobile communication services. They classified the driving factors under 

three general categories: social development drivers, transmission and technology 

drivers, and economic drivers.   

The growth in the use of mCommerce services depends heavily on trustable 

mobile payment (mPayment) systems (Mallat & Tuunainen, 2008). Mallat and 

Tuunainen (2008) explored factors that drive the adoption of mPayment systems by 

merchants. They proposed a framework (see Figure 12) that shows the prerequisites, 

drivers, and barriers as the three groups of mPayment adoption determinants. The 

study’s results revealed that the adoption drivers are associated with increasing sales or 

reducing the costs of payment processing. In contrast, the barriers to adoption are the 

lack of critical mass, unfavourable revenue sharing models, complexity of the systems, 

and lack of standardization (Mallat & Tuunainen, 2008). 
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Figure 12: Framework for mobile payments adoption (Source: (Mallat & Tuunainen, 2008)) 

 

In order to identify the environmental factors, some of the research and studies 

presented in the literature compare mCommerce infrastructure across countries. For 

instance, Henten, Olesen, Saugstrup, and Tan (2004) presented an empirical overview 

and comparison of the developments of new mobile systems and services in Europe, 

Japan, and South Korea. This comparison was based on explanatory factors such as 

technology, economy, market development and structure, marketing, socio-cultural 

factors, and policy intervention and regulation (Henten et al., 2004). The study findings 

showed that the success of mobile data and Internet development in Japan is likely due 

to the implementation of a business model that supports the collaboration between 

content providers and aggregators, handset and network manufacturers, and network 

operators (Henten et al., 2004). This business model is called “i-mode” and can be 

considered the most common and successful mobile business model. In 1999, i-mode 

was introduced as a service using packet switched technology to offer continuous 

Internet access “always on”, e-mail, and other services through mobile phones (Henten 

et al., 2004). According to Henten et al. (2004), the i-mode as a business model has had 

quite massive success and is starting to be implemented in other parts of the world, 

particularly the USA, Europe, and other East Asian countries.  

Harris, Rettie, and Kwan (2005) compared the use of mCommerce in the United 

Kingdom (UK) and in Hong Kong, since they have similar mobile telecommunications 

infrastructures but visible cultural differences. The study’s findings revealed significant 

differences between the two countries in the use of mCommerce services (Harris et al., 

2005). They attributed these differences to the levels of collectivism and power distance 

in the cultures as well as to the structural and price differences between the two markets. 
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The study’s findings also revealed that culture plays a significant role in user attitudes 

toward mCommerce services (Harris et al., 2005). In addition, Harris et al. (2005) 

concluded their study by suggesting that further research is necessary in order to 

investigate the association between pricing strategy, mCommerce use, and culture. 

Many factors can affect the successful adoption and implementation of 

mCommerce at the national level. Yang (2005) employed TAM to examine factors that 

affect Singaporeans’ attitudes toward mCommerce and its applications. The study’s 

findings revealed that the significant factors influencing the adoption of mCommerce in 

Singapore include government policies and regulation, the abilities to protect customer 

privacy, strategies of service providers, telecommunications infrastructure, 

compatibility of technical standards, and transactions security (Yang, 2005). 

The following are some examples from the literature that studied the adoption of 

mCommerce at the individual level. Yaseen and Zayed (2010) studied the critical 

determinants that affect consumer adoption of mCommerce in Jordan. Yaseen and 

Zayed (2010) applied the TAM model in their study, and the following variables were 

tested: perceived usefulness, perceived trust, perceived ease of use, social and cultural 

values, and economic issues. The results revealed that perceived trust, perceived 

usefulness, perceived ease of use, and social and cultural values have significant 

association with the intention to adopt mCommerce technology, while economic issues 

are not significant.  

Bhatti (2007) extended and integrated TAM, TPB and DIT to investigate the 

determinants of mCommerce adoption among users. The proposed model includes 

factors such as perceived usefulness, perceived ease of use, personal innovativeness, 

subjective norms, and perceived behavioural control (Bhatti, 2007). The study’s results 

imply that subjective norms, perceived usefulness, perceived ease of use, and perceived 

behavioural control are important determinants of the user’s intention to adopt 

mCommerce (Bhatti, 2007). Furthermore, the study’s findings revealed that subjective 

norms and perceived behavioural control affect perceived ease of use as well as user’s 

intention to adopt mCommerce (Bhatti, 2007).  

The above studies and research are in the area of mCommerce adoption at the 

organisational level as well as the individual level. After reviewing these studies, a list 

of prominent adoption factors was compiled, as shown in, Table 5. To summarise, in 

spite of continuous entrepreneurial development and governmental support, 

mCommerce, as an area of development, still lacks serious academic attention. 
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Specifically, it is still not known what key factors influence the adoption of 

mCommerce in organisations. There is no single model that has addressed these 

concerns in a very comprehensive way, including the identification of all the possible 

adoption factors. 

 

Table 5: Summary of the adoption factors from mCommerce literature  

Study Adoption Level Significant Adoption Factors 

AlHaj Ali 

(2005) 
Organisational 

 Advantages of the services  

 The availability of internal IT 

experts and expertise  

 The suitability of the mCommerce 

to fill the mobile gap  

 Top management support  

 Competition  

 The support from 

technology vendors 

San Martín et 

al. (2012) 
Organisational 

 Customer value for the firm 

 Technological competence 

 The firms’ actions fits into 

mobile business 

Léger et al. 

(2004) 
Organisational 

 Business to consumer orientation 

 Level of eCommerce adoption 

 Digital nature of the product 

offered 

Snowden et 

al. (2006) 
Organisational 

 Technology complexity 

 Facilitating conditions 

 Social influences 

 Wireless trust environment 

Chang et al. 

(2009) 
Organisational 

 Senior management support 

 Capabilities of the project team 

 The support capabilities of 

the technology vendors 

Mallat and 

Tuunainen 

(2008) 
Organisational 

 Increasing sales or reducing the 

costs of payment processing 

 Complexity of the systems 

 Critical mass  

 Revenue sharing models 

 Technology standardization 

Yang (2005) Individual  

 Government policies and 

regulation 

 The abilities to protect customer 

privacy 

 Compatibility of technical 

standards 

 Strategies of services 

providers 

 Telecommunications 

infrastructure 

 Transactions security 

Yaseen and 

Zayed (2010) 
Individual 

 Perceived trust 

 Perceived usefulness,  

 Perceived ease of use 

 Social and cultural values 

Bhatti (2007) Individual 
 Subjective norms 

 Perceived behavioural control 

 Perceived usefulness 

 Perceived ease of use 

 

2.3.2 Policy and legal environment effects on technology adoption 

The current literature has some useful studies that show the importance of policy 

and legal environment as a factor and its effects on the adoption of new technologies 

within organisation. This section presents a review some of these studies and shows 

their findings.  

O'Donnell, Jackson, Shelly, & Ligertwood (2007) used a multiple case study 

approach to explore the challenges, especially the legal and regulatory aspects, faced by 
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a number of organisations during the implementation of mCommerce projects. In their 

study, sixteen case studies from different industries in Australia were investigated using 

the Fit-Viability framework. For instance, one of these case studies was a 

telecommunication company offering services that allow customers to use mobile 

phones to pay for soft drinks from vending machines and for parking. The findings of 

the study revealed that the Australian Goods and Services Tax (GST) law increases the 

complexity of the transactions as well as back-end systems for many mCommerce 

projects. According to O'Donnell et al. (2007), in order to apply the GST law, some 

systems have to distinguish between certain goods such as water and soft drinks because 

GST has to be applied to all goods except water (and other particular exceptions). 

In addition, the finding of the study introduced another challenging issue 

regarding governmental regulations and payment models. There needs to be a change in 

the way credit is handled when, for example, a software company is selling software to 

customers via mobile phones (O'Donnell et al., 2007). The reason why such a case 

becomes an issue is that in Australia only registered credit suppliers are able to accept 

money from customers in order to purchase products from third parties (O'Donnell et 

al., 2007). In such cases, both telecommunication companies and banks become 

concerned in that their business areas are being taken over by credit suppliers 

(O'Donnell et al., 2007). Consequently, according to O'Donnell et al. (2007), this 

becomes not only a legislative matter but also a political issue between the two sectors. 

Although the Australian government’s regulations have been changed recently, the 

above-mentioned issues have not yet been resolved, thereby interfering with the 

adoption of mCommerce (O'Donnell et al., 2007). As a recent response to solve one of 

the above-stated problems, Visa, a well-known credit card company, introduced a new 

mobile wallet for its customers (MOMA, 2011). According to MOMA (2011), the new 

mobile wallet supports near-field communication (NFC) payments using the Visa 

payWave application, which uses Visa and non-Visa payment accounts. In addition, 

banks start to introduce mobile applications (e.g., Kaching from Commonwealth Bank 

of Australia) that can be used to pay for purchases from your bank accounts using your 

smart phone.   

Establishing new laws to regulate and control mCommerce is considered a big 

challenge for governments as well as business organisations. This challenge can be 

predicted from the special characteristics of mCommerce such as mobility. Moreover, 

according to OECD (2007), the introduction of mCommerce regulation to protect 
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customers’ needs is a combination of government initiatives and companies’ self-

regulation. Tiwari et al. (2006) introduced a general regulatory framework for 

mCommerce and mentioned the following (p. 43):     

“mCommerce, like eCommerce, requires transparent and clear regulations 

as the contracting parties do not necessarily know each other and there is 

hardly, if any, face-to-face contact while negotiating an agreement … A 

clearly defined regulatory framework is hence indispensable to boost 

consumer confidence and to increase acceptance amongst broad sections 

of the society as well as to ensure smooth functioning of mCommerce. 

Being a relatively new phenomenon, however, it has not yet attracted the 

attention of lawmakers in most countries as an independent business field. 

Its transactions are usually governed by eCommerce regulations, 

supplemented by telecommunication laws”. 

Some countries from the OECD consider the current eCommerce regulations as 

sufficient to cover most aspects of mCommerce (OECD, 2007). The results of surveys 

conducted by OECD countries revealed some gaps between reality and expectation 

regardless of current legal protection and serious efforts from businesses (OECD, 2007). 

Consumer policy is becoming a global concern in the mCommerce market (OECD, 

2007). For instance, the results of one study showed that, 50 per cent of lodged 

complaints about problems related to mCommerce were unable to be solved 

successfully (TACD, 2006).  

Bohlin, Bjorkdahl, Lindmark, and Burgelman (2003) make some suggestions 

regarding the introduction of future European mCommerce policies, based on the 

Japanese mobile Internet initiative’s success factors. Further, in order to adopt and use 

mCommerce widely, many challenges and concerns have to be acknowledged; these are 

related to public policies, consumers, and technologies (Balasubramanian et al., 2002). 

Pitkänen, Mäntylä, Välimäki, and Kemppinen (2003) addressed some legal 

challenges that are related to information products and services associated with the 

mobile Internet and the World Wide Web using a scenario-based methodology. The 

study was focused in identifying and exploring the most important legal challenges that 

are related to information products and services offered by mobile Internet and the Web. 

The results of the study showed that the legal aspects such as intellectual property 

rights, privacy, and contracts are the most challenging areas when using mobile Internet 

services. The paper also suggested that laws such as international law, labour law, 
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taxation laws, and criminal law may be challenging in this regards following the above 

three important aspects. 

Since this section is concentrated on policy and legal environment, one of the 

famous models that support the inclusion of such factor is the TOE framework. 

Tornatzky and Fleischer (1990) developed the TOE framework that identifies three 

aspects of the organisations which affect the adoption of innovations. According to 

Tornatzky and Fleischer (1990), the process of adopting and implementing 

technological innovations in organisations is affected by technological context, 

organizational context, and environmental context. Technological context includes the 

availability and characteristics of internal and external technologies relevant to the firm 

(Oliveira & Martins, 2011). Organizational context includes aspects related to the 

organisation itself which are the informal and formal structures of the organisation and 

its size and slack as well as the organisation’s communication processes (Tornatzky & 

Fleischer, 1990). Environmental context refers to the industry characteristics and the 

market structure that the organisation is operating on, the technology support 

infrastructure, and the government regulations (Tornatzky & Fleischer, 1990). Such 

framework shows that factors that are related to the organisation itself as well as its 

environment should be considered during the adoption of innovations such as 

mCommerce within organisations. Additionally, based on Tornatzky and Fleischer 

(1990) framework, government regulations can be considered as one of the factors that 

should be included when studying such adoption. 

The TOE framework was tested by many researchers in different context. Some 

of the researchers confirm the significance of regulatory environment and its effects on 

the adoption and implementation of eBusiness within firms (Zhu & Kraemer, 2005; 

Zhu, Kraemer, XU, & Dedrick, 2004). According to Zhu et al. (2004), government 

regulation has more effects within developing countries than developed countries in the 

adoption of eBusiness in firms. In addition, Zhu and Kraemer (2005) suggested to add 

an international dimension, which includes economic and regulatory factors that 

possibly will affect technology diffusion, to the diffusion of innovation literature. 

Moreover, Yen and Sheu (2004) confirm that government and corporate policies are 

critical to enterprise resource planning implementation within companies in multi-

national settings. On the other hand, Pan and Jang (2008) found that regulatory 

environment is not significant when they applied TOE framework to test the adoption  

of enterprise resource planning within Taiwan's communications industry. Thus, such 
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disparity on the effect of the policy and legal environment as a factor on the adoption of 

new technology within organisation raises an interesting chance to test the effect of such 

factor on the adoption of mCommerce within Saudi organisation. 

   

2.3.3 Technology adoption in organisations 

The previous section looked closely at the adoption of mCommerce. This section 

presents some studies that address the adoption of new technologies, specifically, the 

adoption of eCommerce and mobile technologies within organisations. The reason 

behind the inclusion of such studies is that due to the lack of studies focused on 

mCommerce adoption in organisations, it can be useful to find out how the adoption of 

other technologies in organisations has come about.  

Liang, Huang, Yeh, and Lin (2007) investigated the determinants of mobile 

technology adoption in businesses. The purpose of the study was to extend and evaluate 

the Fit-Viability framework proposed by Liang and Wei (2004) to study the factors that 

may lead to a successful adoption of mobile technologies (Liang et al., 2007). In this 

study, seven mobile technologies applications in four companies from different sectors 

were investigated using the fit-viability framework.  

According to Liang et al. (2007), the fit dimension can be measured by the 

extent to which the requirement of the task is met by the capabilities of the mobile 

technology, whereas the viability dimension can be measured by different factors such 

as the maturity of the IT infrastructure, economic feasibility, and organisational support. 

The findings of the study showed that managers should take into account both the task-

technology fit and organisational viability factors when considering the adoption of 

mobile technology (Liang et al., 2007). In addition, Liang et al. (2007) suggest some 

propositions for future studies. 

Sgriccia et al. (2007) studied the factors that drive the mobile industry in four 

Asian countries that hold some similarities and differences with respect to market 

factors. The factors studied include value chain dynamics, technological opportunities 

and barriers, government regulation, and user culture. These factors are considered the 

main drivers that determine the characteristics of mobile environments in any country 

(Sgriccia et al., 2007). In this study, the researchers studied and analysed Japan, 

Thailand, China, and Singapore. The result of the analysis is presented in Table 6 

(Sgriccia et al., 2007). The study’s findings indicated that mobile business models have 
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to recognize all of the factors that are included in the study to be implemented 

successfully (Sgriccia et al., 2007).  

 

Table 6: Country-specific Analysis (Sgriccia et al., 2007)  

Category Japan Thailand China Singapore 

Business 

Models 

On-Deck Post-

paid 

Off-Deck Prepaid On-Deck 

Prepaid 

On-Deck 

Post-paid 

subscription 

Ecosystem Carrier Driven Content Provider 

Driven 

Carrier 

Driven 

Content 

Provider 

Driven 

Driving 

Applications 

Short message 

service (SMS), 

Ringtones, 

Transaction 

Management  

Wallpapers, 

Themes, 

Ringtones, Icons 

SMS Ad-Wrapped 

Mobile 

Gaming 

Challenges Mature Market, 

mPayment in a 

credit-Averse 

Society 

Advertising on 

wireless 

application 

protocol (WAP), 

Piracy 

Advertising on 

WAP, Piracy 

Expanding 

Network to 

Rural Areas, 

Piracy 

Increasing 

Local demand 

for 3G 

Mobile 

Functionality  

Comments mCommerce as 

“Lifestyle 

infrastructure” 

Mobile network 

operator’s 

Holding off on 

3G Until 

Technology 

become cheaper 

Social 

Networking 

WAP Sites 

are increasing 

in Traffic 

Active 

Mobile-

Friendly 

Government  

 

According to Sgriccia et al. (2007), the market differences within each country 

suggest that there is no business model or killer application that can be duplicated across 

borders. In addition, the authors suggested that “there is no magic formula; rather, 

potential entrants must craft unique market strategies that effectively respond to the 

dynamic interplay of all four market factors” (Sgriccia et al., 2007, p. 66). 

Wang and Cheung (2004) investigated some factors that may affect the adoption 

of electronic business (eBusiness) by travel agencies in Taiwan. They proposed a multi-

level model to clarify the adoption of eBusiness by service firms. Seven factors were 

investigated at the environmental, organisational, and managerial levels. The study 

findings revealed that the adoption of eBusiness within organisations is influenced by 

both internal and external factors. Factors including external competitive pressure, 

innovation orientation, financial slack, and IT resources can affect the adoption of 
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eBusiness significantly (Wang & Cheung, 2004). In addition, the chief executive 

officer’s tendency of risk-taking and the size of the firm had an interactive effect on the 

intention to adopt eBusiness (Wang & Cheung, 2004). 

According to Dutta and Roy (2003), the diffusion of new technologies and 

services is influenced by many social factors such as individual literacy, economic 

development, regulatory climate, and social norms. In addition, the adoption of new 

technologies in organisations sometimes differs not just between countries but between 

regions within one country. For instance, Akkeren and Harker (2003) reported that, 

within Australia, differences can be found in the adoption of the Internet or eCommerce 

by businesses not only across the states but also between regional areas.  

The following section considers a number of researchers who investigated the 

adoption of new technologies (e.g., eCommerce) in the KSA. For example, Sait, Al-

Tawil, and Hussain (2004) studied the factors that are likely to influence eCommerce 

adoption in the KSA. These factors are related to existing infrastructure, Internet 

awareness, and social and Islamic traditions (Sait et al., 2004). This research surveyed 

Internet users regarding their Internet use and the users’ tendency towards existing 

eBusiness systems. The survey’s questions were based on concepts drawn from the TPB 

and DIT. The study’s finding revealed that relative advantage, compatibility, security, 

privacy, ease of use, and confidence on Internet skills have significant influence on the 

consumers’ tendency to adopt eCommerce (Sait et al., 2004). Furthermore, the study 

findings revealed that individuals who live in major cities are more technology savvy 

and will be more likely to adopt eCommerce (Sait et al., 2004). 

Al-Otaibi and Al-Zahrani (2003) evaluated some Saudi organisations’ web 

practices to extrapolate the trend of Saudi organisations towards eCommerce. They 

considered marketing, human interaction, knowledge, and eCommerce dimensions for 

the 134 websites that were chosen (Al-Otaibi & Al-Zahrani, 2003). They found that 

eCommerce practices generally did not reach maturity, and most of the evaluation 

dimensions either do not exist or are very weak. The study findings revealed that Saudi 

websites are not eCommerce-oriented. In addition, marketing facilities, knowledge 

support tools, and human interaction methods are very weak in these websites (Al-

Otaibi & Al-Zahrani, 2003). Moreover, according to Al-Otaibi and Al-Zahrani (2003), 

most of the websites are static and do not offer features such as transaction processing, 

electronic payment methods, and rewards programs. On the other hand, they found that 
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63 per cent of the evaluated websites are highly available and most of them are 

attractive and scalable (Al-Otaibi & Al-Zahrani, 2003). 

Al-Somali, Gholami, and Clegg (2009) identified the factors that motivate 

customers to adopt online banking in the KSA. They proposed a model based on TAM 

and other important control variables, as illustrated in Figure 13 (Al-Somali et al., 

2009). The model was empirically tested using survey questionnaires. 

  

 

Figure 13: TAM with additional factors (Source: (Al-Somali et al., 2009)) 

 

The study’s findings proposed that the awareness of online banking and its 

benefits, the quality of the Internet connection, the social influence, and computer self-

efficacy significantly affect the perceived ease of use and perceived usefulness of online 

banking (Al-Somali et al., 2009). Furthermore, Al-Somali et al. (2009) found that 

education, trust, and resistance to change have significant impact on the attitudes 

towards using and adopting online banking. 

 

2.4 Chapter summary  

mCommerce has drawn the attention of businesses as well as consumers since it 

introduces a convenient way to transact through extending the electronic marketplace. 

In addition, it provides access to online services anytime and anywhere. For 

mCommerce to exist in any new market such as the Saudi market, its adoption by Saudi 

organisations can be considered as the first stage for introducing mCommerce services 

in the country. According to Rogers (1995), “in many cases, an individual cannot adopt 
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a new idea until an organisation has previously adopted” (p. 371) it. Therefore, it is 

essential to understand the adoption of mCommerce within organisations in order to 

plan and implement successful mCommerce initiatives. 

Although mCommerce is still a quite new technology in carrying out the process 

of business, there are a significant number of articles about its adoption at the individual 

level. In addition, these articles have noticeably grown in number over the past few 

years. On the other hand, there are a limited number of research-based studies about the 

adoption of mCommerce at the organisational level, with none conducted in the KSA. 

In general and as mentioned earlier, there is a lack of research in the area of wireless 

enterprise (Varshney et al., 2004; Varshney & Vetter, 2000; Vrechopoulos et al., 2003; 

Yuan & Zhang, 2003). Furthermore, many gaps were identified from the current 

mCommerce literature. These gaps include the following: 

• Research comparing eCommerce and mCommerce 

• Research about mobile-based social networks 

• The development of research methodologies to study mCommerce 

• Managerial issues in mobile Internet adoption 

• Research in the area of wireless enterprise 

• mCommerce organisational adoption 

• mCommerce organisational adoption and its impact on the business strategy. 

In the literature, there is an evident lack of a model that facilitates the 

understanding of the adoption process of mCommerce in organisations. The few 

existing models did not cover all the aspects of mCommerce adoption and were missing 

factors that are likely to have significant influence on such organisational adoption. This 

means that in spite of continuous entrepreneurial development and government support, 

mCommerce, as an area of development, still lacks serious academic attention. 

Specifically, we still don’t know what key factors influence the adoption of 

mCommerce in organisations. There is no single model that has developed these 

concerns in a very comprehensive way including all the possible adoption factors. 

Hence, this research contributes to the literature by introducing a model to address 

mCommerce organisational adoption and provide a comprehensive understanding of 

such adoption in order to fill one of the identified gaps. Furthermore, developing a 

conceptual model to support organisations when adopting and implementing 

mCommerce services can be a significant contribution to the literature. According to 
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Narduzzi (2001) and Stoica and Roach (2006), producing a model that leads to a better 

understanding of the adoption of mobile applications in organisations is considered a 

significant contribution.  

The review of the literature has revealed a number of factors that may influence 

the adoption of new technologies in various settings and the adoption of mCommerce in 

organisations. The most significant factors in the reviewed studies and models are 

presented within a conceptual model in chapter four to be further investigated in this 

research within the mCommerce context. These factors are summarised and categorised 

into three broad groups: environmental / organisational, technological, and 

miscellaneous (see table 7). The next chapter presents the methodology that was applied 

in this research. 

 

Table 7: Factors to be studied in this research project 

Group Factors 

Environmental / 

Organisational 
 Policy and legal environment  ICT infrastructure 

 Organisational policy  Organisational culture 

Technological  Relative advantage  Complexity 

 Perceived usefulness  Compatibility 

 Perceived ease of use  Job-fit 

Miscellaneous  Top management support  Security 

 Subjective norms  Trust 

 Social factors  
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CHAPTER THREE: RESEARCH METHODOLOGY 

3.1.  Introduction  

  This research project explores factors that affect the adoption of mCommerce in 

Saudi organisations. Organisations are the unit of analysis in the research and are 

defined as “a stable system of individuals who work together to achieve common goals 

through a hierarchy of ranks and a division of labour” (Rogers, 1995, p. 375). The 

previous chapter presented a detailed review of the literature and identified many factors 

that may affect such adoption. It is proposed that the appropriateness and range of 

factors, including those identified in the previous chapter, be further explored using a 

mixed methods approach through two sequential stages. The first stage adopts a 

qualitative method using semi-structured interviews as the data collection method. As a 

result of the first stage of analysis, modifications in terms of appropriateness and how 

the factors are likely to interact (the conceptual model) may occur. The ensuing model 

is then tested further using a quantitative research method with data obtained through a 

survey questionnaire.  

This research is classified as exploratory research because knowledge about the 

factors that influence the adoption and use of mCommerce within Saudi organisations is 

limited, even though there is an abundance of literature concerning mCommerce 

adoption at the individual level in other countries. Factors that are related to the 

organisation as well as its environment must be included. Organisational innovation 

literature proposes that organisational adoption of new technologies is affected by three 

sets of factors: (1) the characteristics of individuals within the organisation (such as 

organisational leaders), (2) the characteristics of the organisation itself, and (3) the 

characteristics of its environment (Kimberly & Evanisko, 1981). Such classification is 

used in this thesis in order to organise the candidate factors into groups. 

This research can also be considered as an exercise in theory building. 

According to De Vaus (2001), “theory building is a process in which research begins 

with observation and uses inductive reasoning to derive a theory from these 

observations” (p. 5). With the inductive approach, the researcher can start with a general 

topic and some vague ideas that can be then refined and elaborated into more precise 

theoretical concepts (Neuman, 2006). During the first stage of this research, inductive 

reasoning is used in order to justify the conceptual model and to generate a number of 

propositions that are tested during the second stage, which is deductive and quantitative, 

to confirm the significance of the adoption factors.  
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During the first stage of the research, interviews are conducted with executives, 

managers, and staff from a number of Saudi organisations within the telecommunication 

and banking sectors. In the second stage, survey questionnaires are developed to test the 

propositions that are produced from the first stage. The target population for the 

questionnaires includes employees within Saudi banks and telecoms. The required 

ethics approval for conducting this research was obtained (see Appendix 1). 

This chapter discusses the research design and methodology used in order to 

accomplish the objectives of this research and to answer the research questions. It 

begins with an overview of mixed methods research approaches, including justifications 

for the choice of methodologies. Qualitative and quantitative research methods are then 

presented separately, including discussions about data collection and analysis strategies 

as well as validity and reliability issues.  

 

3.2.  Mixed methods research approach  

Since the 1950s, research methods have often use mixed approaches in 

circumstances where there is only scant background information available (Giddings, 

2006). Mixed methods research can be considered as the third research movement 

(Johnson & Onwuegbuzie, 2004; Teddlie & Tashakkori, 2003b). Creswell, Plano Clark, 

Gutmann, and Hanson (2003) define mixed methods as “the collection or analysis of 

both quantitative and/or qualitative data in a single study in which the data are collected 

concurrently or sequentially, are given a priority and involve the integration of data at 

one or more stages in the process of research” (p. 212).   

According to Teddlie and Tashakkori (2003b), “mixed methods designs evolved 

from the notion of ‘triangulating’ the information from different data sources” (p. x). 

Understanding the strengths and weaknesses of both qualitative and quantitative 

research permits researchers to mix or combine research strategies and to apply the 

fundamental principle of mixed methods research (Johnson & Onwuegbuzie, 2004). 

According to this fundamental principle, different strategies, approaches, and methods 

of collecting and analysing the data can be combined in such a way that the ensuing 

approach has complementary strengths and non-overlapping weaknesses (Brewer & 

Hunter, 1989; Johnson & Turner, 2003; Johnson & Onwuegbuzie, 2004). 

Complementary strengths enable the researchers to mix research methods separately so 

that the strengths of each paradigmatic position can be realised (Brewer & Hunter, 

1989; Greene, 2007; Morse, 1991, 2003; Teddlie & Tashakkori, 2003a).  
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The debate between quantitative and qualitative research is vital to demonstrate 

that it is impossible to combine these two methods within one research question without 

violating their philosophical principles (Bergman, 2010; Creswell, 2009a; Teddlie & 

Tashakkori, 2003a). “Because qualitative and quantitative positions had their own 

epistemologies, scholar using mixed methods began looking for a paradigm to support 

their methodology” (Teddlie & Tashakkori, 2003a, p. 20). Thus, pragmatism can be 

considered as the best underlying paradigm for mixed methods research approach 

(Creswell, 2009a, 2009b; Feilzer, 2010; Johnson & Onwuegbuzie, 2004; Maxcy, 2003; 

Morgan, 2007; Tashakkori & Teddlie, 1998; Teddlie & Tashakkori, 2003a) and this 

thesis is adopting it. Pragmatism “as a philosophical underpinning for mixed methods 

studies, Tashakkori and Teddlie (1998), Morgan (2007), and Patton (1990) convey its 

importance for focusing attention on the research problem in social science research and 

then using a pluralistic approaches to drive knowledge about the problem” (Creswell, 

2009b, p. 10). In addition, pragmatism can provide a very practical and applied research 

philosophy (Tashakkori & Teddlie, 1998, p. 22). Table 8 presents some characteristics 

of the pragmatism as an epistemological stance.  

 

Table 8: Characteristics of Pragmatism (Source: (Creswell, 2009b, pp. 10-11)) 

Characteristics of Pragmatism 

• Pragmatism is not committed to any one system of philosophy and reality. This applies to 

mixed methods research in that inquirers draw liberally from both qualitative assumptions 

when they engage in their research  

• Individual researchers have a freedom of choice. In this way, researchers are free to 

choose the methods, techniques, and procedures of research that best meet their needs and 

purposes  

• Pragmatists do not see the world as an absolute unity. In a similar way, mixed methods 

researchers look to many approaches for collecting and analysing data rather than 

subscribing to only one way (e.g., quantitative or qualitative)  

• Truth is what works at the time. It is not based in a duality between reality independent of 

the mind or within the mind. Thus, in mixed methods research, investigators use both 

quantitative and qualitative data because they work to provide the best understanding of 

research problem  

• The pragmatist researchers look to the what and how to research, based on the intended 

consequences–where they want to go with it. Mixed methods researchers need to establish a 

purpose for their mixing, a rationale for the reasons why quantitative and qualitative data 

need to be mixed in the first place  

• Pragmatists agree that research always occurs in social, historical, political, and other 

contexts. In this way, mixed methods studies may include a postmodern turn, a theoretical 

lens that is reflective of social justice and political aims  

• Thus, for the mixed methods researcher, pragmatism opens the door to multiple methods, 

different worldviews, and different assumptions, as well as different forms of data 

collection and analysis. 
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The mixed methods approach was found to be suitable for this research for the 

following reasons. Firstly, this research is exploratory research, and many of the 

adoption factors have not been previously tested in the mCommerce context; therefore, 

these factors need to be investigated within the mCommerce context using more than 

one research method to add more depth to the research. According to Creswell and 

Plano Clark (2007), “the complexity of our research problems calls for answers beyond 

simple numbers in a quantitative sense or words in a qualitative sense” (p. 13). 

Secondly, Teddlie and Tashakkori (2003a) stated that one of the major advantages of 

mixed methods research is that it allows the researcher to answer exploratory as well as 

confirmatory questions simultaneously, and thus generate and verify theory within the 

same research effort. Thirdly, one of the significant advantages of mixed methods 

research, which often produces superior research, “is its methodological pluralism or 

eclecticism” (Johnson & Onwuegbuzie, 2004, p. 14). This can be achieved through 

combing different research approaches and using all the established research methods in 

order to answer the research questions. Such combination can provide researchers the 

ability to look at the problem being investigated from different angles by combining 

different studies and findings. Fourthly, combining quantitative and qualitative data in 

one study can result in getting a “more complete picture by noting trend and 

generalisation as well as in-depth knowledge of participants’ perspectives” (Creswell & 

Plano Clark, 2007, p. 33). Fifthly, one of the advantages of mixed methods research is 

that the results of combining qualitative and quantitative research methods would give 

“more evidence, more certainty and therefore more confidence in the ‘truth value’ of the 

outcomes” (Giddings, 2006, p. 196). Sixthly, mixed methods research gives the chance 

to present a better diversity of different perspectives (Teddlie & Tashakkori, 2003a). 

Seventhly, mixed methods research provides the researcher with the ability to build on 

the strength of both qualitative and quantitative data (Creswell, 2008). Finally, mixed 

methods research provides better or stronger and more accurate findings. According to 

Teddlie and Tashakkori (2003a), “one method gives greater depth, while the other gives 

greater breadth; hopefully, together they give results from which one can make better 

(i.e., more accurate) inferences” (p.16). Table 9 presents some of the strengths and 

weaknesses of mixed research methods. 

There are six types of mixed methods designs: sequential explanatory, sequential 

exploratory, sequential transformative, concurrent triangulation, concurrent nested, and 

concurrent transformative (Creswell, 2009b; Creswell et al., 2003).  

 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                 Griffith Business School 52 

Table 9: Strengths and weaknesses of mixed methods research (Johnson & Onwuegbuzie, 2004) 

Strength Weakness 

 Words, pictures, and narrative can be 

used to add meaning to numbers. 

• Numbers can be used to add precision to 

words, pictures, and narrative. 

• Can provide both quantitative and 

qualitative research strengths. 

• Researcher can generate and test a 

grounded theory. 

• Can answer a broader and more complete 

range of research questions because the 

researcher is not confined to a single 

method or approach. 

• A researcher can use the strengths of an 

additional method to overcome the 

weaknesses in another method by using 

both in a research study. 

• Can provide stronger evidence for a 

conclusion through convergence and 

corroboration of findings. 

• Can add insights and understanding that 

might be missed when only a single 

method is used. 

• Can be used to increase the 

generalisability of the results. 

• Qualitative and quantitative research 

used together produce more complete 

knowledge necessary to inform theory and 

practice. 

• Can be difficult for a single researcher to 

carry out both qualitative and quantitative 

research, especially if two or more 

approaches are expected to be used 

concurrently; it may require a research 

team. 

• Researcher has to learn about multiple 

methods and approaches and understand 

how to mix them appropriately. 

• Methodological purists contend that one 

should always work within either a 

qualitative or a quantitative paradigm. 

• More expensive. 

• More time consuming. 

• Some of the details of mixed research 

remain to be worked out fully by research 

methodologists (e.g., problems of 

paradigm mixing, how to qualitatively 

analyse quantitative data, how to interpret 

conflicting results). 

 

This research followed and applied the sequential exploratory mixed methods 

design and procedures (see Figure 14) as suggested by Creswell et al. (2003) and 

Creswell (2009b). The sequential exploratory mixed methods design “involves a first 

phase of qualitative data collection and analysis, followed by a second phase of 

quantitative data collection and analysis that builds on the results of the first qualitative 

phase” (Creswell, 2009b, p. 211). Creswell (2012) stated that, in the sequential 

exploratory design, “the researcher presents the study in two phases, with the first phase 

involving qualitative data collection (e.g., interviews, observations) with a small number 

of individuals, followed by quantitative data collection (e.g., a survey) with a large, 

randomly selected number of participants” (p. 543). According to Creswell (2009b), the 

main focus of this design is to explore a phenomenon, and the rationale of this design is 

to use quantitative data and findings to assist in the understanding of qualitative results. 
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In addition, this design can be considered as “the procedure of choice when a researcher 

needs to develop an instrument because existing instruments are inadequate or not 

available” (Creswell, 2009b, p. 212). 

 

 

Figure 14: Sequential Exploratory Design (Creswell, 2009b; Creswell et al., 2003) 

 

 The sequential exploratory design can be the best choice for researchers for the 

following three reasons: “measures or instrument are not available, the variables are 

unknown, or there is no guiding framework or theory” (Creswell & Plano Clark, 2007, 

p. 75). As stated earlier, this research project is looking to identify the factors that 

influence the adoption of mCommerce in organisations with the items that measure 

them as well as establish a conceptual model for mCommerce organisational adoption. 

All of the three reasons exist in this research; therefore, the sequential exploratory 

mixed methods design is suitable for this research. Furthermore, according to Creswell 

(2008), the preliminary qualitative exploration leads to detailed as well as generalisable 

results through the second quantitative stage. Moreover, the sequential exploratory 

design can be useful to researchers who want to explore a phenomenon but also need to 

expand on the qualitative findings (Creswell, 2009b). Hence, in this research project, the 

first stage is going to explore mCommerce adoption in Saudi banks and telecoms, and 

the second stage is going to expand on the findings of the first stage. In addition, in 

sequential exploratory design, gathering quantitative data in the second stage of the 

research is essential to test the qualitative explorations of the first stage (Creswell, 

2008). When applying such design, the researcher first gathers qualitative data and 

analyses it, and then develops an instrument which can be administered to a sample 

population (Creswell, 2009b). Figure 15 illustrates the detailed steps of the sequential 

exploratory design. Figure 16 also illustrates the process followed in this research and 

its steps in a sequential order. The research stages are detailed in the following section. 
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Figure 15: Sequential Exploratory Detailed Designs for Instrument Development (Creswell & 

Plano Clark, 2007) 

 

Details of each step The research process 

- Identifying the theoretical foundation 

- Considering previous adoption models 

- Identifying the possible adoption factors 

from the literature 

 

- Designing the conceptual model based on 

previous adoption models 

- Conducting a focus group with business 

entrepreneurs to confirm the possible 

adoption factor (pilot study) 

 

- Designing the semi-structured interview 

questions 

- Conducting the interviews  

- Analysing the qualitative data (coding and 

thematic analysis) 

 

- Developing and reviewing the research 

propositions based on the qualitative 

findings   

- Refining the conceptual model 

 

- Designing the research instrument   

- Conducting the survey using 

questionnaire  

- Analysing quantitative data (Principal 

Components Analysis) 

 

 

- Confirming the significant adoption 

factors  

- Combining qualitative and quantitative 

findings   

- Interpretation of the entire findings  

 

 

 

- Writing the discussion chapter of the 

thesis  

- Drawing the final conclusion   

 

 

 

- Refining the conceptual model 

- Writing the thesis  

 

 

Figure 16: The Applied Sequential Exploratory Design  

 

Literature Review   

First Stage: Qualitative Study  

Developing the Conceptual Model 

Developing the Research Propositions   

The Resulted Conceptual Model 

Second Stage: Quantitative Study  

Combining the Results of the two 

studies  

Producing and Representing the 

Overall Research Findings  
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3.3.  First stage: Qualitative research method 

Qualitative research methods are becoming more acknowledged by researchers 

in many fields, especially in the social sciences (Glazier & Powell, 1992). Qualitative 

research can be defined as a research approach that can be used to understand and 

describe, or make sense of, or provide an interpretation of, social phenomena through a 

number of methods including the analysis of qualitative data (Gibbs, 2007; Hunter, 

2004). Researchers use qualitative research methods within a social science context in 

order to study social and cultural phenomena (Myers, 1997). According to Neuman 

(2006), qualitative researchers talk about “cases and contexts”, and they “emphasize 

conducting detailed examinations of cases that arise in the natural flow of social life” (p. 

151). Qualitative data can include observation (fieldwork), interviews and 

questionnaires, documents and texts, and the researcher's observation (Myers, 1997, 

2009). A qualitative research approach was followed in the first stage of this research 

project to study mCommerce in Saudi organisations.  

As the focus in IS research shifts from technological to managerial and 

organisational issues, qualitative research methods are becoming more common in this 

field of research (Myers, 1997). Furthermore, qualitative research can provide insights 

into the “complexities of the unstructured nature” of the implementations of IS (Hellens, 

Beekhuyzen, & Kerr, 2006). The lack of structure in the IS implementations is caused 

mainly by the complex relationships among technological and social factors within the 

business environment (Hellens et al., 2006). Qualitative research methods provide the 

opportunity for researchers to understand people behaviours as well as the social and 

cultural contexts in which they live (Myers, 1997). In addition, the most important 

features of qualitative research are induction, exploration, discovery, and theory and 

hypothesis generation (Johnson & Onwuegbuzie, 2004). Furthermore, qualitative 

researchers often use a combination of methods to overcome the difficulty of the natural 

setting to be studied or to understand phenomena that have not been clearly understood 

(Parker, 2004).  

This study does not follow any specific qualitative design (e.g., grounded theory 

or case study). This qualitative study follows a generic qualitative design (Creswell, 

2009b, p. 184) since the main objective of this stage is to explore and refine a proposed 

conceptual model as well as develop the research propositions to be tested in the 

quantitative stage. The adopted generic qualitative design is explained in detail in the 
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data analysis section. The following section of this chapter presents qualitative 

procedures that were used to collect and analyse the qualitative data. 

 

3.3.1.  Qualitative data types 

In order to identify sites for studying specific human behaviour within its natural 

context, researchers can select familiar, accessible sites (Owen, 2008). To this end, in 

line with the research goals, multiple Saudi organisations from the banking and 

telecommunication sectors were selected. Executives in each organisation were 

contacted by e-mail, phone or in person in order to get the needed approval and support 

to conduct the interviews. By approaching decision makers in the organisations that 

were studied, access to the targeted employees was easily obtained. Employees were 

chosen from different levels within the selected organisations based on the researcher’s 

personal connections by following the snowball sampling technique. The selected 

employees were interviewed using a semi-structured approach. From these interviews 

and based on the qualitative analysis, factors that influence the adoption of mCommerce 

in Saudi banks and telecoms were identified.  

 

3.3.2.  Qualitative data collection 

Interviews are used in scholarly research as a data collection method to generate 

empirical material for the study in question (Eriksson & Kovalainen, 2008). Interviews 

were used in this stage as a data collection method for the following reasons. Firstly, 

interviews can be considered as the most common method of collecting data in 

qualitative research (Darlington & Scott, 2002; King, 2004; Liamputtong, 2009). 

Furthermore, the major advantage of interviews is to explore the opinions of 

participants about issues that cannot be fully covered in questionnaires (Al-Solbi & 

Mayhew, 2005). Secondly, according to Brenner, Brown, and Canter (1985), the main 

benefit derived from interviews as a data collection method is that they provide both 

parties with a chance to explore the meaning of the questions posed and the answers 

given. Thirdly, the interactive quality and immediacy of face-to-face interviewing 

provide substantial flexibility to the data collection process, mainly in terms of the 

direction of the discussion but also the areas explored (Darlington & Scott, 2002). In 

addition, according to Gorman and Clayton (1997), interviews allow the researcher to 

receive immediate responses to questions. Fourthly, interviews are able to yield rich and 

extensive data as well as insights related to issues that the researcher never considered 
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(Hoffmann, 2007). Moreover, interviews are useful for exploring an issue intensively 

and broadly and from the participant’s perspective (Eriksson & Kovalainen, 2008). 

Finally, interviews allow the researcher to pursue any topic that may arise (during the 

interviews) as well as empower the interviewee to share information not directly 

requested (Hoffmann, 2007).  

The semi-structured type of interviews was used in this stage. Semi-structured 

interviews can be defined as “a qualitative data collection strategy in which the 

researcher asks informants a series of predetermined but open-ended questions” (Ayres, 

2008, p. 811). Questions used in the semi-structured interviews were designed to be 

focused on the various mCommerce candidate factors identified from the literature 

while still allowing room for interviewees to discuss related matters. The aim was to 

keep the questions as close to the candidate factors as possible. These questions were 

also grouped around themes based on the candidate factors (please see Appendix 2 for 

the full interview information pack with the questions). At the beginning of each 

interview, the research information sheet, which provides information about the 

interview in detail and the research in general, was given to the participant. The 

participant was also given a consent form to sign confirming that he/she read and 

understood the information sheet and agreed to participate. With the participant’s 

permission, the interviews were then carried out and recorded for later analysis.  

As this research is focused on the Saudi market, a translation was provided for 

the information sheet, the consent form, and the interview questions, in case one or 

more participants could not speak English. The translation into Arabic was done using 

the back translation technique to ensure accuracy and conformity. Moreover, this 

technique was followed to ensure that the translation was as close to the original as 

possible. Please see Appendix 3 for the Arabic version of the interview information 

pack with the list of the questions. Chapman and Carter (1979) stated the following (p. 

72):  

“Perhaps the most common and highly recommended procedure for 

verifying the translation of a questionnaire or test is the procedure of back 

translation. In this procedure, the instrument is rendered into the second 

language by one translator; the resulting version is then translated back 

into the original language. Items with apparent discrepancies between the 

two translations are then modified and a second back translation 

conducted”. 
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As previously mentioned the snowball sampling technique (Bouma & Ling, 

2004; Neuman, 2006) was applied to select the interview participants in the data 

collection process. According to Neuman (2006), snowball sampling refers to a 

sampling method in which the researcher selects the cases in a network; it begins with a 

few people, and then “spreads out on the basis of links to the initial cases” (p. 223). 

Bouma and Ling (2004) stated that the “snowball sampling technique is used when you 

need to gain access to certain type of people or a particular group, but you know only a 

few people who fit the category and there is no publicly available listing” (p. 117). The 

sample obtained is suited for exploratory studies leading to further in-depth studies. 

Participants were interviewed separately for up to one hour, and these interviews were 

recorded using a recording device. Moreover, all the interviews were conducted in 

English except three, who preferred to use the Arabic language. Most of the interviews 

were conducted in Riyadh and Jeddah in the participants’ offices or in coffee shops. 

According to Owen (2008), “conducting research in participants' natural environments 

is essential . . . because the complexity of human interaction is available only in the 

settings of everyday life” (p. 548).  

 

3.3.3.  Qualitative data analysis  

Qualitative data analysis procedures in general involve making sense out of 

image and text data as well as arranging data for analysis, carrying out different types of 

analysis, understanding the data deeply, representing the data, and finding the best 

interpretation of the meaning of these data (Creswell, 2009b). During this study, 

inductive reasoning was applied. Inductive reasoning can be defined as the “process for 

‘making sense’ of field data” (Lincoln & Guba, 1985, p. 202). According to Creswell 

(2009), inductive data analysis is carried out when qualitative researchers use the 

bottom-up approach to build the data patterns and to categorise and identify themes 

through organising “the data into increasingly more abstract units of information” (p. 

175). Induction can be defined as a method of reasoning which can be applied to search 

for understanding and knowledge as well as to form a connection between observations 

and theory (Fox, 2008). In social science, inductive reasoning can be used in qualitative 

research “to extend existing theory into a new setting or to develop understanding and 

theory where none currently exists” (Fox, 2008, p. 430). Creswell (2009b) also revealed 

that the inductive process involves “working back and forth between the themes and the 

database until the researchers have established a comprehensive set of themes” (p. 175).  



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                 Griffith Business School 59 

During this stage, the interviews’ transcripts were divided into categories based 

on the themes or codes, the data were abstracted, and the contents were analysed in 

order to draw the findings and develop the ensuing hypotheses. The purpose of this 

process is to compare, contrast, and learn about the veracity of the themes against a 

perceived conceptual model derived from a research question and/or literature review 

(Miles & Huberman, 1994). From this process codes can be identified that allow 

organising the thematic content of the qualitative data into meaningful units of analysis 

against that theoretical model or the proposed conceptual model of this research project 

presented in the next chapter. The process of coding for the qualitative data is detailed 

in the following section. In this study the applicability of candidate factors to the Saudi 

context was evaluated through the recurrent themes that resulted from the interview 

analysis.   

The qualitative data analysis procedures suggested by Creswell (2009b) were 

followed and the process detailed in the steps below (See Figure 17) (Creswell, 2009b, 

pp. 185-190): 

 

 

Figure 17: Data Analysis in Qualitative Research (Source: (Creswell, 2009b)) 

 

Step 1. Organising and preparing the qualitative data to be analysed. This 

step includes transcribing the conducted interviews and typing the researcher’s memos, 

as well as sorting the data into types based on the sources of information (Creswell, 
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2009b). During this stage of the qualitative data analysis, the interview recordings were 

prepared and organised to be transcribed. There were 29 separate recordings to be 

transcribed. Out of these, 26 were in English and were sent to a professional 

transcription company called Pacific Transcription 

(http://www.pacifictranscription.com.au/). The remaining three were in Arabic. These were 

transcribed in Arabic by the researcher, and the Arabic transcriptions were then 

translated into English. This back translation into Arabic was done to ensure accuracy 

and conformity to the original.  

Step 2. Reading and re-reading through all the transcribed data. The initial 

readings of the transcripts can be done just “to obtain a general sense” of the interviews’ 

data and “to reflect on its overall meaning” (Creswell, 2009b). In addition, at this stage 

qualitative researchers tend to write notes in the margins about “general thoughts” 

regarding the data (Creswell, 2009b).   

Step 3. Beginning the detailed analysis starting with the coding process. 

Coding can be defined as a well-structured approach to group, organise, and categorise 

the data into themes (Eriksson & Kovalainen, 2008; Gibbs, 2007; Neuman, 2006). 

According to Creswell (2009b), coding “involves taking text data or pictures gathered 

during data collection, segmenting sentences (or paragraphs) or images into categories, 

and labelling these categories with a term, often a term based in the actual language of 

the participant” (p. 186). The coding process marks the beginning of the analysis proper 

(Eriksson & Kovalainen, 2008; Gibbs, 2007; Neuman, 2006). As Miles and Huberman 

(1994) notes, “coding is analysis. To review a set of field notes, transcribed or 

synthesized, and to dissect them meaningfully, while keeping the relations between the 

parts intact, is the stuff of analysis.” (p. 56). The data was coded according to categories 

derived from the three stages of coding outlined in Creswell (2009b). Codes can be 

defined as tags or labels for assigning units of meaning to the descriptive or inferential 

information compiled during a study (Miles & Huberman, 1994). According to Creswell 

(2009b, p. 187), the researcher can develop codes based on (a) the basis of the emerging 

information collected from participants, (b) use predetermined codes and then fit the 

data to them, or (c) use some combination of predetermined and emerging codes. 

Further Creswell (2009b, pp. 187-188) stated that “for researchers who have a distinct 

theory they want to test in their projects, I would recommend that a preliminary 

codebook be developed for coding the data . . . The use of a codebook is especially 

helpful for fields in which quantitative research dominates and a more systematic 

approach to qualitative research is needed”. 

http://www.pacifictranscription.com.au/
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The first stage of coding is called open coding, which begins with the gathering 

of raw data (e.g., interviews) with the intention to break it down into categories in order 

to interpret them (Benaquisto, 2008b). Open coding was used to generate categories 

based on the findings of the literature review. According to Benaquisto (2008b), in open 

coding “the researcher discovers, names, defines, and develops as many ideas and 

concepts as possible without concern for how they will ultimately be used . . . The 

development of such concepts provides the opportunity for researchers to classify 

similar phenomena together, ordering and reducing the data” (p. 582). The second stage 

of coding is axial coding in which the concepts and categories are refined and 

relationships between them are identified systematically (Benaquisto, 2008a). In axial 

coding, the data are restructured in order for the researcher to identify relationships 

easily. This can be done by specifying the properties of categories as well as 

determining how they differ in terms of their dimensions (Benaquisto, 2008a). In 

addition, axial coding involves selecting categories and linking them to the candidate 

factors. During this stage, categories are explored in more depth to identify core 

categories as well as to explain the phenomena during the next stage of coding 

(Benaquisto, 2008a). The final stage of coding is called selective coding. The purpose of 

selective coding is to map the interrelationships between the categories to learn the main 

differences between the findings and the current theoretical perspectives. In addition, 

linking codes or categories is essential in order to develop an understanding about and 

to explain “what is happening” in the data as well as to identify major themes which 

should be highly frequent (Benaquisto, 2008c). 

The coding of qualitative data can be carried out using one of the available 

software tools designed to support researchers during the analysis of qualitative data. 

The fundamental idea behind these software tools is to employ state-of-the art 

technology to efficiently store and locate qualitative data (Creswell, 2009b, p. 188). 

According to Welsh (2002), qualitative data analysis software can be used to achieve 

many administrative tasks such as organising the data more efficiently. Furthermore, 

coding the text using a computer can be easier and quicker than doing it manually 

(Creswell, 2009b; Welsh, 2002).  

QSR NVivo was found to be suitable as a qualitative data analysis tool. QSR 

NVivo helps to manage data and ideas, query data, graphically model the data, and 

generate reports from the data (Bazeley, 2007). With such a software tool, the 

researcher can use the computer’s capability for sorting, organising, recording, 

matching, and linking in answering the research questions from the empirical data 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                 Griffith Business School 62 

(Bazeley, 2007). Richards (1999) stated that “NVivo provides a range of tools for 

handling rich data records and information about them for browsing and enriching text, 

coding it visually or at categories, annotating and gaining accessed data records 

accurately and swiftly” (p. 4). Moreover, QSR NVivo contains many tools that are very 

useful to record and link ideas in different ways, as well as to search and explore the 

patterns of both ideas and data (Richards, 1999). Welsh (2002) describes some of QSR 

NVivo’s functions.  

During this stage of the analysis, the process begins with the loading of the 

interview transcriptions as well as any other collected documents related to the research 

into QSR NVivo. Then, nodes are created according to the categories or themes that 

were identified based on the candidate factors. According to Bazeley and Richards 

(2000), nodes are the “containers” for coding in NVivo for each topic or concept to be 

stored. Nodes are similar to the folders where the researcher can store data about 

categories or themes of the research project (QSR international, 2008). The labels (i.e. 

themes) for these nodes may change many times during the coding; also some nodes 

may be combined into one node. Any amount of data can be coded at a node, and the 

same text can be stored in more than one node. According to Richards (1999), when 

researchers code data using QSR NVivo, they make links between nodes, the data they 

code, and the context.  

Step 4. Using “the coding process to generate a description of the setting or 

people as well as categories or themes for the analysis” (Creswell, 2009b, p. 189). 

Description may include detailed information about participants or places in the study 

setting, and codes for these descriptions can be produced (Creswell, 2009b). The 

researcher then uses the coding to generate a small number of themes or categories, and 

the final themes “are the ones that appear as major findings in qualitative studies”. 

These themes “should display multiple perspectives from individuals and be supported 

by diverse quotations and specific evidence” (Creswell, 2009b, p. 189).  

Step 5. Advancing “how the description and themes will be represented in 

the qualitative narrative” (Creswell, 2009b, p. 189). Creswell further notes that “the 

most popular approach is to use a narrative passage to convey the finding of the 

analysis”. In addition, many qualitative researchers also use visuals, figures, or tables as 

adjuncts to the discussions (Creswell, 2009b). 

Step 6. Interpreting qualitative data. After coding, data are extracted from 

NVivo, compressed and abstracted to account for a plurality of insights. The results are 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                 Griffith Business School 63 

then drawn and interpreted from the abstracted data. These interpretations can result in 

the identification of themes that have significant impact on established a priori concepts. 

Based on the findings a number of propositions can be developed. These propositions 

are then often explored, as in this case, using a quantitative research method. 

 

3.3.4.  Qualitative validity and reliability applied in the first study 

Validity and reliability are very important in order to ensure that the research has 

the required integrity and quality. In this section issues related to validity and reliability 

during the first stage of this research are defined and discussed.  

Within a qualitative research context, validity can be understood as the 

authenticity, plausibility, and adequacy of the research findings and results (Miles & 

Huberman, 1994). According to Eriksson and Kovalainen (2008), validity in qualitative 

research refers to the degree to which the findings and conclusions drawn from the 

research analysis give a precise description or rationalisation of the situation in the 

sense that if another researcher repeats the study, the findings would be similar. 

Furthermore, Creswell (2014) stated that “validity is one of the strengths of qualitative 

research and is based on determining whether the findings are accurate from the 

standpoint of the researcher, the participant, or the reader of an account” (p. 201). 

Qualitative reliability refers to ensuring that the research approach is consistent across 

various researcher projects (Creswell, 2009b; Gibbs, 2007). Lincoln and Guba (1985) 

replaced reliability and validity with the equivalent concept of “trustworthiness”, which 

contains four aspects: credibility, transferability, dependability, and conformability 

(Eriksson & Kovalainen, 2008). To differentiate between the two concepts, Neuman 

(2006) stated that “reliability is necessary for validity and is easier to achieve than 

validity” (p. 196). 

According to Eriksson and Kovalainen (2008), validity in qualitative research 

can be maintained through analytic induction and reflexivity. Analytic induction 

“involves scanning the data for categories, developing working typologies and 

hypotheses upon an examination of initial cases . . . In its most extreme application, 

analytic induction is intended to provide universal rather than probabilistic explanation; 

that is , all cases are to be explained, not merely some distribution of cases” (Goetz and 

LeCompte  (1981), cited in Lincoln and Guba (1985)). When using analytic induction, 

researchers can revise hypotheses and conceptual structures through the analysis and 

elimination of negative cases to maintain faithfulness to the empirical data (Johnson, 
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2004). In order to achieve analytic induction, the researcher has to follow a certain 

process through sequential steps, as suggested by Cressey (1950) cited in Flick (2007). 

On the other hand, reflexivity refers to the interpretations made during the research 

process; it is a means for critically inspecting the whole research process (Eriksson & 

Kovalainen, 2008). Moreover, reflexivity can be achieved through a conscious process 

of reflective self-consciousness (Glazier & Powell, 1992). Furthermore, according to 

Neuman (2006), in order to achieve validity, qualitative researchers attempt to establish 

a tight match between their understanding, ideas, and statements regarding the social 

world and what is really going on.  

One way to ensure the high quality of research is to apply the concept of 

triangulation, which refers to considering different opinions and allowing for the 

assessment of evidence from alternative angles (Eriksson & Kovalainen, 2008). 

Neumen (2006) stated that triangulation refers to “the idea that looking at something 

from multiple points of view improves accuracy” (p. 149). In addition, according to 

Creswell (2009b), triangulating different data sources can be achieved “by examining 

evidence from the sources and using it to build a coherent justification for themes. If the 

themes are established based on conveying several sources of data or perspectives from 

participants, then this process can be claimed as adding validity to the study” (p. 191). 

Triangulation is accomplished in this study by applying the concept of “triangulation of 

theory”. Neuman further stated that “triangulation of theory occurs when a researcher 

uses multiple theoretical perspectives in the planning stage of research, or when 

interpreting the data” (Neuman, 2006, p. 150). This suits the research project, as the 

model adopted from the literature combines different technology adoption theories such 

as diffusion of innovation (Rogers, 2003), unified theory of acceptance and use of 

technology (Venkatesh et al., 2003), and technology acceptance model (Davis, 1989; 

Davis et al., 1989). Furthermore, in this study multiple organisations from both 

telecommunication and banking sectors participated, as did candidates from different 

levels and departments within the same organisation, in order to collect different points 

of view within the same organisation. Collecting data from different data sources can be 

considered as triangulation. In the present study data is triangulated to improve the 

accuracy of findings (Neuman, 2006) so that a coherent justification and evidence base 

could be used (Creswell, 2009b).    

Validity and reliability in this research are maintained through several cross 

checks. In addition, a number of auditing techniques, developed through an extensive 

review of the literature, are used. Furthermore, previous research and well-known 
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theories related to the adoption of new technologies as well as mCommerce have been 

thoroughly reviewed.  

Additionally, to maintain validity and reliability in the interviews, the following 

steps are applied. Firstly, the technique of member checks is applied in every stage of 

the qualitative study. Lincoln and Guba (1985) consider this technique as the most 

fundamental to establish the required credibility. For example, during the qualitative 

analysis stage of this study, several checks for accuracy by participants are applied to 

the transcripts of the interviews and the results that were abstracted from the interviews. 

Secondly, a focus group is conducted to test the importance of the chosen candidate 

factors and make sure that they contribute towards mCommerce organisational 

adoption. Thirdly, during the interview process, the researcher applies the technique of 

reflective listening as suggested by Gorman and Clayton (1997). When using reflective 

listening, the researcher reproduces or repeats back to the participant his/her own 

understanding of what has been said to ensure that the researcher has understood and to 

address any ambiguities (Gorman & Clayton, 1997). In addition, this reflection should 

not express the researcher’s personal view (Gorman & Clayton, 1997), but rather is used 

to clarify what the participant means. Fourthly, cross checking and moderating is 

applied in all stages of the qualitative analysis especially to check the three coding 

stages as well as the findings of the study. Finally, an established and accepted coding 

process, as suggested by Creswell (2009b), is followed as detailed in the previous 

section. The rest of this chapter presents the quantitative research method planned for 

the second stage of this research. 

 

3.4.  Second stage: Quantitative research method 

A quantitative research method is applied during the second stage of the research 

in order to consolidate the findings from the qualitative study. A quantitative research 

method “is a type of educational research in which researchers decide what to study; ask 

specific, narrow questions; collect quantifiable data from participants; analyse these 

numbers using statistics; and conduct the inquiry in an unbiased, objective manner” 

(Creswell, 2008, p. 46). Table 10 presents the major difference between quantitative and 

qualitative research methods. In addition, Johnson and Onwuegbuzie (2004) provide 

some clear points about the strengths and weaknesses of the quantitative research 

method; these points are presented in table 11. 
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Table 10: Quantitative versus qualitative research methods (Neuman, 2006, p. 13) 

Quantitative Research Method Qualitative Research Method 

 Measure objective fact • Construct social reality, cultural 

meaning 

 Focus on variables • Focus on interactive processes, events 

 Reliability is key • Authenticity is key 

 Value free • Values are present and explicit 

 Theory and data are separate • Theory and data are fused 

 Independent of context • Situationally constrained  

 Many cases, subjects • Few cases, subjects 

 Statistical analysis • Thematic analysis 

 Researcher is detached • Researcher is involved  

 

Table 11: Quantitative research strengths and weaknesses (Johnson & Onwuegbuzie, 2004) 

Strength Weakness 

 Testing and validating already 

constructed theories about how (and to a 

lesser degree, why) phenomena occur. 

 Testing hypotheses that are constructed 

before the data are collected. Can 

generalise research findings when the data 

are based on random samples of sufficient 

size. 

 Can generalise a research finding when it 

has been replicated on many different 

populations and subpopulations. 

 Useful for obtaining data that allow 

quantitative predictions to be made. 

 The researcher may construct a situation 

that eliminates the confounding influence 

of many variables, allowing one to more 

credibly assess cause-and-effect 

relationships. 

 Data collection using some quantitative 

methods is relatively quick (e.g., telephone 

interviews). 

 Provides precise, quantitative, numerical 

data. 

 Data analysis is relatively less time 

consuming (using statistical software). 

 The research results are relatively 

independent of the researcher (e.g., effect 

size, statistical significance).  

 It may have higher credibility with many 

people in power (e.g., administrators, 

politicians, people who fund programs). 

 It is useful for studying large numbers of 

people. 

• The researcher’s categories that are used 

may not reflect local constituencies’ 

understandings. 

• The researcher’s theories that are used 

may not reflect local constituencies’ 

understandings. 

• The researcher may miss out on 

phenomena occurring because of the focus 

on theory or hypothesis testing rather than 

on theory or hypothesis generation (called 

the confirmation bias). 

• Knowledge produced may be too abstract 

and general for direct application to 

specific local situations, contexts, and 

individuals. 
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During the second stage of this research, and as illustrated in Figures 15 and 16 

in section 3.2, above, a survey questionnaire is designed based on the results from the 

first stage of the research to validate and confirm the qualitative results. The purpose of 

designing the questionnaire is also to modify and refine the conceptual model and the 

hypotheses produced from the first stage of the research. During this stage, candidate 

factors and themes are treated as variables. Neuman (2006) stated that quantitative 

researchers use “language of variables and relationships among variables” (p. 160). 

Variables can be defined as “a concept that varies”, and they can be classified based on 

their location in the causal relationship (Neuman, 2006).  

There are a number of types of variables in quantitative research; the most 

common are independent and dependent variables. An independent variable can be 

defined as “a cause variable that produces an effect or result on a dependent variable in 

a causal hypothesis”, whereas a dependent variable refers to “the effect or result 

variable that is caused by an independent variable in a causal hypothesis” (Neuman, 

2006, p. 161). According to Neuman (2006), a causal hypothesis can be defined as “a 

statement of a causal explanation or proposition that has at least one independent 

variable and one dependent variable, and has yet to be empirically tested” (p. 162). The 

association between variables can be measured by statistical techniques through 

hypothesises testing (Neuman, 2006). 

Based on the qualitative results and hypotheses that were developed in the first 

study, fifteen independent variables are the candidate factors identified from the 

literature and verified in the first stage. These independent variables are presented and 

discussed in detail in the next chapter. There is one dependent variable, which is the 

intention to adopt mCommerce in organisations. At this stage of the research, some 

descriptive analysis as well as a well-known quantitative technique called Principal 

Components Analysis (PCA) can be applied to refine these variables. The purposes of 

conducting this analysis are to reduce the number of independent variables by keeping 

the ones deemed to be significant and eliminating the less- important ones, to 

understand the structure and the relationship of the variables included in the study, and 

to construct a questionnaire that can be used in future research to measure the variables. 

Field (2013) stated that these three reasons are the main use for PCA. This technique 

was applied in this study in order to achieve the mentioned aims. 

The following sections present an overview of quantitative research procedures 

that were applied in the second stage. Strategies regarding quantitative data collection 
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and analysis are also deliberated. The section concludes by discussing the validity and 

reliability issues of the quantitative study. The chapter then conclude with a brief 

summary of the applied methodologies.   

 

3.4.1.  Quantitative survey 

This stage of the research applied a quantitative survey design, which Neuman 

(2006) has stated “is the most widely used data gathering technique in the social 

sciences” (p. 272). Fink (2003) mentioned that “surveys are a prominent part of life in 

many major industrialized nations” (p. 2). Quantitative survey design produces a 

numeric description of trends, attitudes, and opinions of the target population when the 

researcher studies a sample of that population and draws inferences or generalises about 

the whole population based on the sample’s results (Creswell, 2009b; Fink, 2003). 

According to Neuman (2006), “survey researchers sample many respondents who 

answer the same questions, measure many variables, test multiple hypotheses and infer 

temporal order from questions about past behaviour, experiences, or characteristics” (p. 

276). In addition, the survey asks many participants (often called respondents) about 

their thoughts, characteristics, beliefs and past or present behaviour (Neuman, 2006). 

One of the major advantages of using surveys is the low cost to set up and design 

surveys compared to the quick turnaround in the data collection (Creswell, 2014). This 

stage used survey research in order to gather quantitative data to test the assertions made 

during the first stage as well as to refine and confirm the qualitative analysis results and 

the formulated hypotheses. In addition, other objectives include reducing the number of 

variables and understanding the relationships among these variables that affect the 

organisational adoption of mCommerce. 

Online survey questionnaires were found to be suitable for collecting the 

empirical data for the following reasons. According to Neuman (2006), an online survey 

questionnaire is very fast and inexpensive, and it allows flexible design and the use of 

visual aids. In addition, an online survey questionnaire can be considered the best option 

to be applied since the target population is in another country, the KSA, and the 

researchers are based in Australia, thereby cutting the cost of travelling or sending the 

questionnaires. Online survey questionnaires also have the advantage that the data 

collected are in an electronic form and ready to be uploaded to the quantitative analysis 

software. This saves time when entering the collected data into the computer. Paper-
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based questionnaires were used later in the data collection stage in order to gain more 

responses, as there were some difficulties in getting more online responses.  

The survey questionnaire was designed by identifying the items that can 

measure the various mCommerce adoption variables identified from the literature and 

confirmed by the qualitative findings. Most of these items or questions were adapted 

from the existing literature and theories (such as TAM, DIT, UTAUT, TRA, and TPB) 

as well as other studies in the field of new technology adoption. The list of items and 

questions that were adapted from previous studies is presented in Appendix 4. The 

questionnaire’s items that measure adoption variables were designed and developed 

after the first stage of the research based on the findings. The items adopted from 

different theories are believed to have an established validity and reliability since they 

have been tested many times before.  

Furthermore, a scale to measure different items was designed after identifying 

the items. According to Neuman (2006), a scale can be defined as “a measure in which a 

researcher captures the intensity, direction, level, or potency of a variable construct” and 

“it arranges responses or observations on a continuum” (p. 207). The Likert scale type 

was used in this questionnaire. According to Neuman (2006), Likert scales refer to “a 

scale often used in survey research in which people express attitudes or other responses 

in terms of ordinal-level categories (e.g., agree, disagree) that are ranked along a 

continuum” (p. 207).  

The survey’s questions were grouped into four sections, each covering one of 

the following: demographics, environmental and organisational adoption variables, 

technology adoption variables, and managerial and other adoption variables. (Please see 

Appendix 5 for the questionnaire.) At the beginning of the questionnaire is an 

information sheet provides details about the questionnaire and the research in general. 

The survey questionnaire includes an informed consent form, which is part of the 

information sheet. The participant needs to confirm that he/she read and understood the 

information sheet and is willing to participate in the survey.  

As this research is focused on the Saudi market, the information sheet and the 

questionnaire were translated to Arabic in case any of the participants did not 

understand English or preferred to use Arabic. The information sheet and the 

questionnaire were translated into Arabic using the back translation technique 

(Chapman & Carter, 1979), as mentioned earlier in the qualitative section. (Please see 

Appendix 6 for the Arabic version of the questionnaire.)  
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Besides the paper-based version, the questionnaires also had online versions that 

were designed using Google docs. The English version can be seen in the following link 

(https://t.co/8jLZXqtwMA), and the Arabic version on this link: 

(https://t.co/BqIovnQJJW).  

 

3.4.2.  Quantitative data collection 

As mentioned in chapter one, this research is focused on the adoption of 

mCommerce in Saudi organisations within both the telecommunication and banking 

sectors. The target population of the survey were employees from both 

telecommunication and banking sectors within the KSA. Neuman (2006) defines the 

target population as “the concretely specified larger group of many cases from which a 

researcher draws a sample and to which results from a sample are generalised” (p. 224). 

As revealed before, STC, Mobily, and Zain are the only three mobile operators in the 

KSA. In addition, there are 12 licenced banks in the KSA; these were listed in Table 1 

in chapter one. These fifteen organisations were the focus of this research.  

In order to conduct a survey, a sample can be chosen from the target population. 

The sample can be defined as “a smaller set of cases a researcher selects from a larger 

pool and generalizes to the population” (Neuman, 2006). In this stage of the research, 

random sampling procedures were applied in order to collect data from the sample 

within the target population. As compared to non-random sampling procedures, random 

sampling procedures provide a stronger base for generalization (Bouma & Ling, 2004). 

Random sampling can be applied in quantitative research in order to give each 

individual in the population an equal probability to be chosen (Creswell, 2009b). 

Creswell (2009b) stated that “with randomisation, a representative sample from a 

population provides the ability to generalise to a population” (p. 148). There are four 

major types of random sampling procedures: simple random sampling, systematic 

sampling, stratified random sampling, and cluster sampling (Bouma & Ling, 2004; 

Neuman, 2006).  

Cluster sampling procedures were applied in order collect the data from the 

sample within the target population. Daniel (2012) stated that “cluster sampling is a 

probability sampling procedure in which elements of the population are randomly 

selected in naturally occurring groupings (clusters)” (p. 151). In this study, the target 

population is classified into two groups: employees who work in banks and employees 

who work in telecommunication companies.   

http://www.linkedin.com/redirect?url=https%3A%2F%2Ft%2Eco%2F8jLZXqtwMA&urlhash=c0-a&_t=tracking_anet
https://t.co/BqIovnQJJW
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During the quantitative data collection, the online survey was distributed 

electronically within social media websites such as Twitter, LinkedIn, and Facebook. In 

addition, the online survey was distributed electronically via e-mail and using the 

popular social application for messaging called Whatsapp. In all of these posts and 

messages, it was mentioned that this survey can be taken only by employees in banking 

and telecommunication companies within Saudi. These posts were posted in Twitter in 

hashtags that are related to Saudi, such as #Saudi, #Saudi_Arabia, #KSA or other 

hashtags such as #Saudi_banks, #telecom. Figure 18 shows an example of these tweets.  

 

 

Figure 18: An Example of My Tweets on Twittier to Distribute the Survey 

 

Moreover, many messages were posted in LinkedIn in the researcher page as 

well as within groups that are related to banks or telecommunication companies within 

Saudi or other groups that include many Saudi professionals. Examples of these groups 

are Saudi Arabia Telecoms, Saudi Bankers, Saudi Arabia NetWork, and Saudi Young 

Professionals. Such groups in LinkedIn have thousands of members, and many of them 

are from the target population. Furthermore, some messages were posted to the 

researcher page in Facebook. All of these posts were in both English and Arabic and 

were repeated many times for the period from 25 March 2013 to 29 May 2013. 

Moreover, the survey was sent by e-mail to a number of the targeted organisations to be 

circulated to their employees. 

From the online survey questionnaire, only 64 responses were received. The 

response rate was difficult to count since the number of people who came across the 

online survey is unknown due to the fact that the survey was posted many times to each 

of the sites stated above for a two month period. The paper-based survey was distributed 

physically to banks and telecommunication companies. In this stage, 80 questionnaires 

were distributed to both banks and telecommunication companies in a random way, and 

only 38 valid responses were received. The response rate for the paper-based survey 
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questionnaire was 47.5 per cent. Overall, 102 responses were received, 64 online and 38 

paper-based. 

 

3.4.3. Quantitative data analysis  

Before the quantitative analysis process can begin, the collected raw data have to 

be organised and processed to be ready for analysis. According to Neuman (2006), this 

organisation includes coding, entering, and cleaning the data. The coding refers to 

systematically organising raw data to a format that can be read by machine and be ready 

to be analysed using computer software (Neuman, 2006). This process was applied to 

code all the variables’ names in order to identify the items that measure these variables. 

In addition, codes were applied to the responses to each item, for example, 1 = No, 

Strongly Disagree and 6 = Yes, Strongly Agree. Coding of the responses was done 

electronically for the online survey and manually for the paper-based survey.      

IBM SPSS Statistics (version 21), a well-known statistical software package 

used for quantitative data analysis, was used in this stage to analyse the collected data. 

The paper-based survey data was entered into SPSS manually, whereas the online 

survey data were loaded into SPSS by exporting them from Google docs in Excel 

format and uploading them to SPSS. Moreover, the responses for two of the questions 

about complexity (questions no. 12 and 13 within section 2 of the questionnaire) were 

reversed since the questions were worded in the opposite way to other questions in the 

questionnaire. In order to make sure the data are clean and ready to be analysed, 

possible code cleaning was applied in this stage. Possible code cleaning refers to 

“cleaning data using a computer in which the researcher looks for responses or answer 

categories that cannot have cases” (Neuman, 2006, p. 346). After applying all of the 

above techniques, the data were ready for the quantitative analysis.  

No data were missing from the online survey since it was mandatory to answer 

all questions. For the paper-based survey, many questionnaires were not included 

because they had some missing responses. On the other hand, some paper-based 

questionnaires were accepted although some demographic information was missing. 

During the quantitative data analysis, descriptive statistics were applied to the 

demographic questions in order to give the reader an idea about the sample from which 

the data were collected. Descriptive statistics can be defined as “a general type of 

simple statistics used by researchers to describe basic patterns in the data” (Neuman, 

2006, p. 347). This type of data analysis should include identifying the basic statistical 
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measures such as the means, and standard deviations (Creswell, 2009b, 2014), and 

frequency distributions. The definition of each of these measures is provided in Table 

12. These basic statistics were also applied to all items that measure the variables. The 

results of the statistical analysis are presented in chapter 6. 

 

 Table 12: Statistical Measures Description (Source: (Neuman, 2006, pp. 347-351)) 

Statistical Measure Definitions 

Mean “A measure of central tendency for one variable that indicates the 

arithmetic average, that is the sum of all scores divided by the total 

number of scores”.  

 

Standard deviations “A measure of dispersion for one variable that indicates an average 

distance between the scores and the mean”.  

Frequency 

distribution 

“A table that shows the distribution of cases into categories of one 

variable, that is, the number or percent of cases in each categories”.  

 

There are three types of quantitative data analysis: univariate analysis for 

analysing single variables, bivariate analysis for analysing two variables, and 

multivariate analysis for analysing several variables (Neuman, 2006). In this study, 

PCA, a well-known quantitative technique, was applied to the analysis of the data. 

Jollife (2002) mentioned that “PCA is probably the oldest and best known of the 

techniques of multivariate analysis” (p. ix). According to Timm (2002), “multivariate 

analysis techniques are useful when observations are obtained for each of a number of 

subjects on a set of variables of interest, the dependent variables, and when one wants to 

relate these variables to another set of variables, the independent variables” (p. 1). 

Multivariate analysis techniques include path analysis, factor analysis, PCA, multiple 

regression analysis, multivariate analysis of variance (MANOVA), multivariate analysis 

of covariance (MANCOVA), structural equation modelling, canonical correlations, and 

discriminant analysis (Vogt, 2005). “Nowadays, PCA is widely used in all forms of 

analysis due to its simplicity and its capacity of extracting relevant information from 

confusing data sets” (Burca & Armeanu, 2012). 

This research has a large number of variables that may affect the intention to 

adopt mCommerce in organisations. Therefore, PCA can be considered as the most 

reliable process to diminish the number of these variables and group them around a 

common component. “PCA is an exploratory statistical method for graphical description 
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of the information present in large datasets”. Because  it “transforms a large number of 

correlated variables into a few uncorrelated principal components, PCA is a dimension 

reduction method” (Saporta & Niang, 2009, p. 1). In addition, Armeanu and Lache 

(2008) stated that “PCA is a multivariate data analysis technique whose main purpose is 

to reduce the dimension of the observations and thus simplify the analysis and 

interpretation of data, as well as facilitate the construction of predictive models” (p. 11). 

Hence, in this research, PCA was applied in order to reduce the number of variables that 

influence the adoption of mCommerce in organisations as well as to refine the 

qualitative findings and modify the proposed conceptual model.  

By using PCA, the researcher will be able to develop a reasonably small number 

of “components that can account for the variability found in a relatively large number of 

measures” (DeCoster, 1998, p. 3). This process is also called “data reduction”; PCA can 

be applied “when a researcher does not want to include all of the original measures in 

analysis but still wants to work with the information that they contain” (DeCoster, 1998, 

p. 3). According to Jollife (2002), PCA uses a mathematical algorithm which condenses 

the dimensionality of the data set while retaining most of the variation in the data set. 

Jollife (2002) stated that “this reduction is achieved by transforming to a new set of 

variables, the principal components, which are uncorrelated, and which are ordered so 

that the first few retain most of the variation present in all of the original variables” (p. 

ix).  

According to Saporta and Niang (2009) “PCA is often considered as the basic 

method of factor analysis” (p. 1). DeCoster (1998) defines factor analysis as “a 

collection of methods used to examine how underlying constructs influence the 

responses on the number of measured variables” (p. 1). There are two types of factor 

analysis: exploratory factor analysis, which “attempts to discover the nature of the 

constructs influencing a set of responses”, and confirmatory factor analysis, which 

“tests whether a specified set of constructs is influencing responses in a predicted way” 

(DeCoster, 1998, p. 1). Factor analysis can be applied “by examining the pattern of 

correlation (or covariances) between the observed measures” (DeCoster, 1998). 

Covariation means that the two variables or measures have a statistical relationship and 

are associated (Neuman, 2006). In other words, the two correlated variables vary 

together; if one variable has been given a certain value, the value of the other variable 

can be predicted based on their relationship (Neuman, 2006). In factor analysis 

procedure “measures that are highly correlated (either positively or negatively) are 
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likely influenced by the same factor, while those that are relatively uncorrelated are 

likely influenced by different factors” (DeCoster, 1998).  

Both factor analysis and PCA can be used in order to reduce a set of variables 

into a few underlying dimensions (DeCoster & Claypool, 2004; Dunteman, 1989; Field, 

2013). According to Field (2013), factor analysis and PCA can be hardly differentiated 

since both of them are linear models and the differences between them are hidden away 

in the mathematical operations behind the techniques. Moreover, DeCoster and 

Claypool (2004) stated that “PCA is based on a different statistical model, and produces 

slightly different results when compared to exploratory factor analysis” (p. 50). 

Dunteman (1989) mentioned the following about the difference between PCA and 

factor analysis: “PCA has no underlying statistical model of the observed variables and 

focuses in explaining the total variance properties of principal components. Factor 

analysis, on the other hand, as an underlying statistical model that partitions the total 

variance into common and unique variance and focuses on explaining the common 

variance, rather than total variance” (p. 9).  

This research is exploratory. PCA, as an exploratory technique, was used in 

order to reduce the number of variables that account for variability in the intention to 

adopt mCommerce applications within Saudi organisations. After applying PCA 

technique in the current research project, the conceptual model for mCommerce 

organisational adoption was updated. In addition, PCA was very useful in order to 

establish and develop a questionnaire that measures these sets of variables. Such 

questionnaire will be used in future research to test the hypotheses that were established 

in the current research project in different settings.      

When conducting PCA, three main steps should be considered: assessment of 

the suitability of the data, components extraction, and components rotation and 

interpretation (Pallant, 2011). These are the most important steps to analyse the data in 

an appropriate way. Therefore, it is essential to understand and discuss these three steps 

within PCA before analysing the data and presenting the results. The next section 

addresses these steps in detail.   

 

Assessment of the suitability of the data  

In order to assess suitability of the collected data set for PCA, two main issues 

can be considered: the sample size, and the strength of the relationship among the 

variables (Pallant, 2011). Many researchers in this field suggested that the sample size 
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can be determined as a function of the number of variables being analysed, and they 

suggested that any ratio ranging from 2–20 subjects per variable is acceptable (Stevens, 

2002). Based on that, Stevens (2002) recommends that a ratio of five subjects per 

variable as a minimum is needed. However, Field (2013) suggested three methods to be 

applied in order to assess the adequacy of the sample size. Firstly, follow Guadagnoli 

and Velicer (1988) and their recommendation of the following rules: 

 Components that have 4 or more loadings above .60 are reliable, regardless of the 

sample size. According to Field (2013) factor loading or components loading refers 

to “the coordinate of a variable along a classification axis”; he also stated that “. . . if 

we square the factor loading we obtain a measure of the substantive importance of a 

particular variable to a factor” or component (p. 668) 

 Components that have 10 or more loadings below .40 are reliable if the sample size 

is more than 150 cases  

 Components with only a few low loadings should not be interpreted unless the 

sample size is at least 300. 

Stevens (2002) concluded the previous three rules with a general rule: any 

component that has three loadings above .80 is reliable. 

Secondly, check the communalities table as it can provide some indication about 

the sample size (Field, 2013). According to Field (2013) “the proportion of common 

variance present in a variable is known as the communality. As such, a variable that has 

no unique variance (or random variance) would have a communality of 1; a variable that 

shares none of its variance with any other variable would have a communality of 0” (p. 

675). The communality level has a strong interaction with the sample size in the way 

that when communalities become lower, a larger sample size is needed (MacCallum, 

Widaman, Preacher, & Hong, 2001; MacCallum, Widaman, Zhang, & Hong, 1999). 

MacCallum et al. (1999) mentioned the following statements about communalities and 

sample size: 

 If all communalities are above .60, relatively small samples with less than 100 cases 

can be perfectly adequate 

 If all communalities are in the .50 range, samples between 100 and 200 cases can be 

good enough provided there are few components with only a small number of items 

 With communalities below .5 with a larger number of underlying variables a sample 

size of cases above 500 is needed. 
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Thirdly, in order to assess the suitability of the collected data and know if the 

sample is adequate to run PCA, the Kaiser-Meyer-Olkin measure of sampling adequacy 

(KMO) should be applied (Field, 2013; Kaiser, 1970). Many researchers suggest that 

KMO can be acceptable if its value is above .5 (Field, 2013; Kaiser, 1974). However, 

Kaiser (1970) stated that “it appears that we don't have good factor-analytic data until 

measure of sampling adequacy gets to be at least in the .80s, and really excellent data 

does not occur until we reach the .90s” (p 405). Table 13, suggested by (Kaiser, 1974), 

describes the sample size of PCA based on the KMO value. 

To assess the collected data based on the strength of the relationship among the 

items, Field (2013) suggested checking the resultant correlation matrix in SPSS output 

for two potential problems: (1) correlations that are not high enough or below .30, and 

(2) correlations that are too high or more than .80. In both cases the researcher should 

consider removing from the analysis those items or variables that have many values that 

are too high or very low (Field, 2013).     

 

Table 13: Sample size description based on KMO value (Kaiser, 1974) 

KMO Value  Description  

In the .90s Marvellous 

 In the .80s Meritorious 

In the .70s Middling 

In the .60s Mediocre 

In the .50s Miserable 

Below .50 Unacceptable 

 

Factor extraction   

According to Pallant (2011), factor extraction can be done by determining the 

number of components to be used in order to represent the interrelationships among the 

set of variables. When preforming factor analysis and PCA in SPSS, a number of 

methods can be used to extract the underlying components or factors. The most 

common extraction techniques are principal components, principal axis factors, image 

factoring, maximum likelihood factoring, alpha factoring, unweighted least squares, and 

generalised least squares (Field, 2013; Pallant, 2011). Choosing which method to apply 

depends on whether the researcher wants to generalise the findings to a population from 

the collected sample and whether the researcher is exploring the data or testing 

hypotheses (Field, 2013). In this study, PCA technique was used to extract the 
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components that account for most of the variation in the data. This technique is the right 

choice since the aim of this study is to explore the data in order to generate future 

hypotheses (Field, 2013).  

After applying the previous methods to extract the underlying components, the 

researcher has three techniques that can be used to decide about the number of 

components to retain. These techniques are Kaiser's criterion, scree test, and parallel 

analysis (Pallant, 2011). Kaiser's criterion, or the eigenvalue rule, is one of the most 

commonly used techniques (Field, 2013; Hutcheson & Sofroniou, 1999; Pallant, 2011). 

When applying this rule, components with an eigenvalue of 1.0 or more are retained for 

further investigation. Catell's scree test is the second common technique that can be 

used in this case; this test involves plotting the eigenvalues of the components using 

SPSS and then inspecting the plot to find a point at which the shape of the curve 

changes direction and becomes horizontal (Field, 2013; Hutcheson & Sofroniou, 1999; 

Pallant, 2011). When applying the scree test, the researcher can retain all components 

above the horizontal line, as these components contribute the most to the explanation of 

the variance in the data. Parallel analysis is the third common technique; it involves 

comparing the size of the eigenvalues with those obtained from a randomly generated 

data set of the certain sample size (Pallant, 2011). When parallel analysis is applied, 

components with eigenvalues that exceed the corresponding values from the random 

data set are retained. 

 

Factor rotation and interpretation  

Whenever the researcher determines the number of components to extract, the 

next step is to interpret these components. In order to simplify the interpretation of 

components to be retained, factor rotation can be applied (Hutcheson & Sofroniou, 

1999; Pallant, 2011). Researchers can make a simple interpretation for components if a 

group of points have fallen on or close to the axes; this can be achieved graphically by 

rotating the axes of the graph, which presents the data points in a way that the variables 

are loaded maximally to a particular component (Field, 2013; Hutcheson & Sofroniou, 

1999). Figure 19 presents the rotation process in a simple way with two factors or 

components; as is shown in the figure, the two types of rotation are orthogonal and 

oblique (Field, 2013).  

Orthogonal rotation, which is presented in the left side of Figure 19, means that 

the researcher rotates the variables while keeping them unrelated or independent. SPSS 
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has three methods of orthogonal rotation: Varimax, Quartimax, and Equamax (Field, 

2013). Oblique rotation, which is illustrated in the right side of Figure 19, means that 

the researcher rotates the variables in a way that they are allowed to correlate; SPSS has 

two methods of oblique rotation, Direct Oblimin and Promax (Field, 2013). The most 

common orthogonal rotation method is the Varimax, as it attempts to minimise the 

number of variables which have high loadings on each component. On the other hand, 

the most common oblique rotation technique is Direct Oblimin (Pallant, 2011). 

According to Pallant (2011), the two types of rotation result in very similar solutions, 

and researchers often apply both approaches and then report the clearest and easiest to 

interpret. 

 

 

Figure 19: Graphical representation of factor rotation (Source: (Field, 2009))  

 

3.4.4. Quantitative validity and reliability applied in the second study 

Validity and reliability are critical issues in every study. All researchers in social 

science desire “their measures to be reliable and valid” (Neuman, 2006, p. 188). 

However, perfect validity and reliability “are virtually impossible to achieve” (Neuman, 

2006, p. 188). According to Neuman (2006), “reliability means dependability and 

consistency. It suggests that the same thing is repeated or recurs under the identical or 

very similar conditions”, however, “validity suggests truthfulness. It refers to how well 

an idea ‘fits’ with the actual reality” (p. 188).    

In quantitative research, measurement reliability means “the dependability or 

consistency of the measures of a variable” (Neuman, 2006, p. 189). It “means that the 
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numerical results produced by an indicator do not vary because of characteristics of the 

measurement process or measurement instrument itself” (Neuman, 2006, p. 189). Most 

of the items that were used to measure the variables in the present study were adopted 

form previous adoption models (see Appendix 4), and these items can be considered as 

reliable measures. The following procedures suggested by Neuman (2006) were applied 

in the study in order to increase the reliability of measures: 

 Clearly conceptualise all items. This procedure can be applied by making each 

measure to indicate one and only one concept 

 Use a precise level of measurement by trying to measure at the most precise level 

possible 

 Use multiple indicators of a variable by having more than one item to measure each 

variable 

 Use a pilot study, and replication. 

According to Field (2013), Cronbach’s alpha can be considered the most 

common measure of scale reliability, and a value of .7–.8 for Cronbach’s alpha is 

acceptable. Cronbach's alpha or coefficient alpha is “a measure of internal reliability or 

consistency of the items in an instrument”, and it is “a measure of the intercorrelation of 

the items and estimates the proportion of the variance in all the items that are accounted 

for by a common factor” (Vogt, 2005, p. 72). Cronbach’s alpha ranges from 0 to 1.0. 

Measurement and internal validity issues are addressed and maintained in this 

study. Measurement validity refers to “how will an empirical indicator and the 

conceptual definition of the construct that the indicator is supposed to measure ‘fit’ 

together” (Neuman, 2006, p. 192). According to Neuman (2006), “internal validity 

means there are no errors internal to the design of the research project” (p. 198). The 

mentioned validity issues were applied during the quantitative study of this research 

project as most of the used items were adapted from previous adoption models, and 

these items can be considered valid measures (see appendix 4).  

Another type of validity that can be mentioned here is the external validity; 

however, it will not be applied in this study since the results of the study will not be 

generalised. External validity or generalisability refers to “the extent to which the 

findings of a study are relevant to subjects and settings beyond those in the study” 

(Vogt, 2005, p. 115). The next section provides a brief summary of this chapter.   
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3.5.  Chapter summary  

This chapter detailed the research approach that was followed in order to 

facilitate the research and answer the research questions. At the beginning of the chapter 

the choice of a mixed methods research approach was presented and justified. In this 

research project, the sequential exploratory research design was chosen as the best 

suitable mixed methods design. The chapter then was divided into two parts since this 

research has two stages. The first stage of the research is a qualitative study, while the 

second study is a quantitative study. A detailed description of the qualitative research 

method was given with a description of data collection and analysis strategies. In 

addition, an overview of the quantitative research method was presented with discussion 

about data collection and analysis strategies. Finally, validity and reliability issues were 

discussed for each stage of the research since they are essential to ensure the integrity 

and quality of this research. The next chapter presents the conceptual and theoretical 

framework for this research project.   
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CHAPTER FOUR: CONCEPTUAL AND THEORETICAL FRAMEWORK 

4.1.  Introduction 

Chapter two reviewed existing theories and models in the literature and 

identified the possible candidate factors that may influence the adoption of mCommerce 

in organisations. Fifteen candidate factors were identified and chosen to confirm their 

effect on the adoption of mCommerce in organisations. While chapter three presented 

the operationalisation of this research project, this chapter presents the conceptual 

framework including the candidate factors that are likely to affect the adoption of 

mCommerce in organisations and their relationships. Miles and Huberman (1994) stated 

that “conceptual framework explains, either graphically or in narrative form, the main 

things to be studied–the key factors, constructs or variables–and the presumed 

relationship among them” (p. 18). As illustrated in Figure 20, in order to measure 

variables, researchers apply two processes, conceptualisation and operationalisation 

(Neuman, 2006). According to Neuman (2006), conceptualisation “is the process of 

taking a construct and refining it by giving it a conceptual or theoretical definition” (p. 

182). On the other hand, operationalisation means “the process of moving from a 

construct’s conceptual definition to specific activities or measures that allow the 

researcher to observe it empirically” (Neuman, 2006, p. 184).   

 

 

Figure 20: Conceptualisation and Operationalisation (Source: (Neuman, 2006))   

 

As mentioned before, candidate factors are the factors that were derived from 

the literature review and were confirmed through a focus group, whose inclusion in the 

study also has been justified in chapter two. The focus group was conducted with 

business entrepreneurs and IT professionals to confirm the inclusion of candidate 
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factors. The focus group was held in Brisbane, Australia, for an hour during 2010. This 

chapter begins with conceptualisation and description of each candidate factor and 

provides some justifications for including them in the study. Then, a conceptual 

framework for this study, which includes all the candidate factors that are investigated 

in this research project, will be presented. 

  

4.2. Candidate factors investigated in this research project 

According to Kimberly and Evanisko (1981), the literature indicates that 

organisational adoption is influenced by the characteristics of individuals (such as 

organisational leaders), the organisation itself, and the environment in which it works 

and emerges. Moreover, the literature highlights the significance of both the 

environmental and organisational factors as well as the technological characteristics in 

regards to IS adoption (Al-Qirim, 2006; Rai & Bajwa, 1997). The fifteen candidate 

factors were divided into three broad categories or groups: environmental / 

organisational, technological, and miscellaneous. The candidate factors are investigated 

deeply in this research project using a mixed methods research approach, as described in 

chapter 3, to see their effect on the intention to adopt mCommerce in Saudi banks and 

telecoms. The following section presents the candidate factors that are within the 

environmental and organisational group.   

 

4.2.1. Environmental / organisational factors 

This group contains candidate factors that are related to the environment and the 

context surrounding the organisation. Since this research concentrates on organisational 

adoption, the group also contains factors that are related to the organisation itself. 

Environmental and organisational factors include policy and legal environment, 

organisational policy, ICT infrastructure, and organisational culture. These candidate 

factors are defined and discussed in the next section. 

 

Policy and legal environment  

Policy and Legal Environment (PLE) includes all the relevant governmental 

regulations that have impacts on mCommerce adoption and use in organisations. PLE is 

a significant factor based on the previous mCommerce studies (O'Donnell et al., 2007; 

OECD, 2007; Tiwari et al., 2006; Yang, 2005). Moreover, according to Sharma, Murthy 
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and Sundar (2006), one of the issues that affect mCommerce adoption is the revenue 

distribution agreements between mobile operators and other service providers such as 

content providers and banks. Thus, different stakeholders and their inter-relationships in 

the mCommerce supply chain can facilitate mCommerce adoption and diffusion. 

Government policies and regulations also attempt to positively influence such 

interactions between different players in the mCommerce marketplace (Sharma et al., 

2006). According to Zhu (2009), creating a suitable environment for the adoption of 

eCommerce has been one of the main concerns in debates on policy making since the 

end of the 1990s. Zhu (2009) found that PLEs were important facilitators for 

eCommerce adoption, especially at its early stage. Alfuraih (2008) revealed that in the 

KSA, the potential growth of eCommerce has been held back by the lack of a regulatory 

environment. Investigating the role of PLE on the adoption of mCommerce 

organisational adoption will verify its effect as well as the importance of such effect.     

 

Organisational policy 

Organisational Policy (OP) includes all internal policies and regulations that are 

enforced by organisations to govern the use of mCommerce. Introducing policies related 

to mCommerce within organisation is part of the organisation’s self-regulation process. 

According to OECD (2007), businesses self-regulation and government initiatives are 

required in order to produce mCommerce regulations in any country and protect 

customers. In addition, organisational policies are very important, especially in 

protecting customers’ privacy. Organizational policy should protect customers’ privacy 

(Liu, Marchewka, Lu, & Yu, 2005) and providing a flexible policy that enable 

customers to choose how their personal information is distributed will give the company 

more respect from their customers (Hawkins, Yen, & Chou, 2000). In any mCommerce 

transaction, privacy can be a concern for many users due to the fact that the users’ 

mobile devices can recognise the exact location of the user. Thus, producing a well-

developed OP that covers all aspects of mCommerce will provide a safe ground for 

users’ privacy, which in turn will facilitate mCommerce adoption between Saudi 

organisations. 

     

Information and Communication Technologies infrastructure  

An Information and Communication Technologies Infrastructure (ICTI) to be 

used to operate mCommerce, includes eCommerce infrastructure as well as 
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telecommunication networks and Internet connections. ICTI also covers the availability 

of the internal IT professionals within organisations and the needed support from 

vendors (AlHaj Ali, 2005; Chang et al., 2009). ICTI can be a significant determinant of 

new technology adoption in organisations (Elahi & Hassanzadeh, 2009; Premkumar & 

Ramamurthy, 1995). Moreover, Yang (2005) suggested that telecommunication 

infrastructure can be considered a significant factor that affects the adoption of 

mCommerce. In addition, Léger et al. (2004) confirmed that IT infrastructure is a 

significant factor for the adoption of mCommerce in organisations. 

  

Organisational culture 

Organisational Culture (OC) refers to “the basic pattern of shared assumptions, 

values, and beliefs considered to be the correct way of thinking about and acting on 

problems and opportunities facing the organisation” (McShane & Travaglione, 2007, p. 

476). OC is a significant adoption factor that affects the adoption of eCommerce in 

organisations (Elahi & Hassanzadeh, 2009). Furthermore, Stoica et al. (2005) stated that 

companies’ OC has a critical impact on the adoption of the new technology. Moreover, 

according to Helms, Ahmadi, Jih, and Ettkin (2008), an OC that encourages and inspires 

individual and organisational innovation is required to successfully implement IS such 

as eCommerce. In addition, Léger et al. (2004) suggested that factors related to OC and 

learning facilitate the adoption of mCommerce in organisations.         

 

4.2.2. Technological factors 

Mobile technologies’ features and applications provide mCommerce with 

special characteristics that may affect its adoption as well as making such adoption 

different from eCommerce adoption. Technological factors that are investigated in this 

study include relative advantage, perceived usefulness, perceived ease of use, 

complexity, compatibility, and job-fit. These candidate factors are described in the 

following section. 

 

Relative advantage 

Relative Advantage (RA) can be defined as “the degree to which an innovation 

is perceived as better than the idea it supersedes” (Rogers, 2003, p. 15). According to 

the DIT, RA is one of the innovation’s characteristics that determines its rate of 

adoption (Rogers, 2003). If an innovation provides organisations with significant 
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benefits, it probably would be readily adopted (Premkumar & Ramamurthy, 1995; 

Rogers, 2003). Based on the reviewed literature, RA can be a significant factor that 

affects the adoption of new technologies (Moore & Benbasat, 1991; Rogers, 2003; Sait 

et al., 2004; Venkatesh et al., 2003). Mallat (2007) studied mPayment systems adoption 

by merchants and revealed that the RA of mPayment is different than that specified in 

other technology adoption theories. RA of mPayment includes independence of time 

and place, availability, possibilities for remote payments, and queue avoidance (Mallat, 

2007). 

 

Perceived usefulness 

According to TAM, Perceived Usefulness (PU) can be defined as “the degree to 

which a person believes that using a particular system would enhance his or her job 

performance” (Davis, 1989, p. 320). As it was indicated in the reviewed literature, PU is 

a significant determinant for the adoption of new technologies (Davis, 1986, 1989; 

Davis et al., 1989; Grandon & Pearson, 2004; Subramanian, 1998; Venkatesh et al., 

2003). PU also has been found to be a determinant for the adoption of mCommerce 

(Bhatti, 2007; Snowden et al., 2006; Yaseen & Zayed, 2010).  

 

Perceived ease of use 

Perceived Ease of Use (PEU) refers to “the degree to which a person believes 

that using a particular system would be free of effort” (Davis, 1989, p. 320). PEU can be 

considered an important adoption factor, affecting the adoption of new technologies 

(Davis, 1986, 1989; Davis et al., 1989; Grandon & Pearson, 2004; Subramanian, 1998; 

Venkatesh et al., 2003). Moreover, PEU also can be considered a determinant for the 

adoption of mCommerce (Bhatti, 2007; Snowden et al., 2006; Yaseen & Zayed, 2010). 

 

Complexity 

Complexity is one of the innovation characteristics that affect the adoption of 

new technologies (Rogers, 2003; Sait et al., 2004; Thompson et al., 1991; Venkatesh et 

al., 2003). Complexity can be defined as “the degree to which an innovation is 

perceived as difficult to understand and use” (Rogers, 2003, p. 16). The complexity 

associated with mCommerce technologies can be seen as a barrier facing the adoption 

of mCommerce in businesses (AlHaj Ali, 2005; Mallat & Tuunainen, 2008). Therefore, 
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without management of this factor, the adoption of mCommerce would be more 

difficult. 

 

Compatibility 

Compatibility refers to “the degree to which an innovation is perceived as being 

consistent with the existing value, past experiences, and needs of potential adopters” 

(Rogers, 2003, p. 15). Compatibility is a characteristic of an innovation which may 

determine its rate of adoption (Rogers, 2003). Compatibility can be considered a 

significant factor that influences new technologies adoption in organisations (Elahi & 

Hassanzadeh, 2009; Moore & Benbasat, 1991; Rogers, 2003; Sait et al., 2004; 

Venkatesh et al., 2003). Furthermore, Yang (2005) found that compatibility of technical 

standards is a significant factor that influences the adoption of mCommerce in 

Singapore. Moreover, according to AlHaj Ali (2005), mCommerce incompatibility with 

the business environment is one of the barriers to its adoption.  

  

Job-fit 

Job-fit can be defined as the capabilities of an innovation to enhance an 

individual’s job performance (Thompson et al., 1991, p. 129). Job-fit can be considered 

a significant adoption factor as well as a direct determinant of user acceptance and use 

behaviour of new technologies (Thompson et al., 1991; Venkatesh et al., 2003). Liang et 

al. (2007) suggest future research to investigate how significantly the match between the 

task characteristic of the job and the nature of mobile technology affects the adoption of 

mobile technology in organisations. 

 

4.2.3 Miscellaneous factors 

Some other candidate factors are also expected to affect the adoption 

mCommerce in organisations. Candidate factors that have been investigated in this 

group include top management support, subjective norms, social factors, security, and 

trust. These candidate factors are defined and discussed below. 

 

Top management support 

Support from top management is needed in the implementation of any IS, 

especially the ones that require a lot of changes in business processes and daily 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                 Griffith Business School 89 

activities (Sabherwal, Jeyaraj, & Chowa, 2006). Top Management Support (TMS) “for 

IS refers to the senior executives’ favourable attitude toward, and explicit support for 

IS” (Sabherwal et al., 2006, p. 1853). As proposed by Liang et al. (2007), future studies 

can investigate TMS as an important influence on the performance of mobile systems. 

Moreover, TMS can affect the adoption of new technologies in organisations (Elahi & 

Hassanzadeh, 2009; Premkumar & Ramamurthy, 1995). In addition, researchers have 

found that TMS affects the adoption and implementation of mCommerce in 

organisations (AlHaj Ali, 2005; Chang et al., 2009). 

 

Subjective norms 

Subjective Norms (SN) refer to “the person’s perception that most people who 

are important to him think he should or should not perform the behaviour in question” 

(Fishbein & Ajzen, 1975, p. 302). SN also refers to the degree of perceived social 

pressure that the employee feels to adopt mCommerce (Riemenschneider et al., 2003). 

SN are determinants of the person’s behavioural intention which in turn determines the 

person’s action of a particular behaviour (Ajzen, 1991; Ajzen & Fishbein, 1980; 

Fishbein & Ajzen, 1975). Moreover, SN are predictors of the users’ intention to use and 

adopt new technologies (Davis et al., 1989; Mathieson, 1991; Taylor & Todd, 1995; 

Venkatesh & Davis, 2000). Furthermore, SN as a construct of social influence can affect 

the adoption and use of information technology (Venkatesh, et al., 2003). Additionally, 

SN are considered as a major determinant of the adoption of mCommerce (Bhatti, 

2007).   

 

Social factors  

Social Factors (SF) refer to “the individual’s internalization of the reference 

group’s subjective culture, and specific interpersonal agreements that the individual has 

made with others, in specific social situations” (Thompson, et al., 1991, p. 126). 

According to Venkatesh et al. (2003), SF as a construct of social influence are 

considered as a determinant for the adoption of information technology. Furthermore, 

the diffusion of new technologies in organisations can be influenced by SF (Dutta & 

Roy, 2003; Thompson et al., 1991). Al-Somali et al. (2009) showed that social influence 

can be considered as a significant factor for the adoption of online banking in Saudi. In 

addition, it has been found that social and cultural values have a significant influence on 

the user’s intention to adopt mCommerce (Yaseen & Zayed, 2010).  
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Security  

Security “refers to the protection of data and intellectual property” (Stoica et al., 

2005, p. 224). Security is a very important feature that must be embedded within any 

electronic system if it is to be implemented and used effectively. Moreover, security can 

be considered an important factor when web services are adopted and implemented in 

businesses (Rosado, et al., 2006). Rosado et al. (2006), identified and described security 

requirements for any web-based services, which include authentication, authorization, 

confidentiality, integrity, privacy, availability, security auditing, and trust management. 

Moreover, security can be considered an important factor that influences the adoption of 

mPayment systems by merchants (Mallat & Tuunainen, 2008). Furthermore, the 

reliability and security required for developing online trust are very important for 

mCommerce, especially in its early stages (Siau & Shen, 2003). Therefore, providing 

well-developed security features should result in enhancing the user’s trust and 

confidence when using mobile and online IS. In addition, security has been identified as 

a factor that may have a possible effect in the adoption of mCommerce in Middle East 

countries (Al Hosni, Ali, & Ashrafi, 2010). 

 

Trust 

Trust can be defined as follow: “trust indicates a positive belief about the 

perceived reliability of, dependability of, and confidence in a person, object, or process” 

(Fogg & Tseng, 1999, p. 81). According to Siau and Shen (2003), customer perception 

of security and privacy control, integrity, competence, and legal framework are 

fundamental aspects for building trust in eCommerce. mCommerce has a unique privacy 

aspect, which is the user location privacy. Many researchers have found that security 

and trust are important factors in the adoption and implementation of mCommerce 

services (O'Donnell et al., 2007; Yang, 2005). In addition, Mallat and Tuunainen (2008) 

revealed that trust can be considered a significant factor that influences the adoption of 

mPayment systems by merchants.  

 

4.3. Chapter summary 

Table 14 summarises the candidate factors that may affect mCommerce adoption 

in organisations and presents the research propositions. Studying the effect of these 

candidate factors on the adoption of mCommerce is the focus of this study. During the 

course of this research project, these candidate factors are validated within the 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                 Griffith Business School 91 

mCommerce context in two different stages using a mixed methods approach as 

described in the previous chapter. Figure 21 presents the conceptual framework for this 

research project, which includes the fifteen previous candidate factors. The following 

two chapters present the results of the two phases of this research project. Chapter five 

presents the findings of the qualitative study and chapter six illustrates the quantitative 

results for the second study. The two results are combined and presented in chapter 

seven with some dissuasion. 

 

Table 14: Research propositions and definitions of the candidate factors likely to affect the 

adoption of mCommerce in organisations (Alfahl, Sanzogni, & Houghton, 2012) 

Candidate 

Factors 

Research Propositions Supporting 

Literature 

Policy & legal 

environment 

Policy & legal environment, including all the relevant government 

regulations that have impacts on mCommerce adoption and use in 

organisations, impacts on the intention to adopt mCommerce in 

organisations. 

(O'Donnell et al., 2007; 

OECD, 2007; Tiwari et al., 

2006; Yang, 2005; Zhu, 

2009) 

Organisational 

policy 

Organisational policy, including all internal policies and regulations that 

are enforced by organisations to govern the use of mCommerce and 

wireless technologies, impacts on the intention to adopt mCommerce in 

organisations. 

 (OECD, 2007) 

ICT 

infrastructure 

Information and communication technologies infrastructure (ICTI), 

which will be used to operate mCommerce, includes eCommerce 

infrastructure as well as telecommunication networks and Internet 

connections, impacts on the intention to adopt mCommerce in 

organisations. 

(AlHaj Ali, 2005; Chang et 

al., 2009) 

Organisational 

culture 

Organisational culture (OC) refers to “the basic pattern of shared 

assumptions, values, and beliefs considered to be the correct way of 

thinking about and acting on problems and opportunities facing the 

organisation” (McShane & Travaglione, 2007, p. 476), impacts on the 

intention to adopt mCommerce in organisations. 

(Elahi & Hassanzadeh, 

2009; Helms et al., 2008; 

Stoica et al., 2005) 

Relative 

advantage 

Relative advantage, which can be defined as “the degree to which an 

innovation is perceived as better than the idea it supersedes” (Rogers, 

2003, p. 15), impacts on the intention to adopt mCommerce in 

organisations. 

(Mallat, 2007; Moore & 

Benbasat, 1991; Rogers, 

2003) 

Perceived 

usefulness 

Perceived usefulness, defined as “the degree to which a person believes 

that using a particular system would enhance his or her job performance” 

(Davis, 1989, p. 320), impacts on the intention to adopt mCommerce in 

organisations 

(Davis, 1986, 1989; Davis 

et al., 1989; Venkatesh et 

al., 2003) 

Perceived ease of 

use 

Perceived ease of use (PEU), refers to “the degree to which a person 

believes that using a particular system would be free of effort” (Davis, 

1989, p. 320), impacts on the intention to adopt mCommerce in 

organisations. 

(Davis, 1986, 1989; Davis 

et al., 1989; Venkatesh et 

al., 2003) 

Complexity Complexity, which can be defined as “the degree to which an innovation 

is perceived as difficult to understand and use” (Rogers, 2003, p. 16), 

impacts on the intention to adopt mCommerce in organisations. 

(Rogers, 2003; Sait et al., 

2004; Thompson et al., 

1991; Venkatesh et al., 
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2003) 

Compatibility Compatibility, refers to “the degree to which an innovation is perceived 

as being consistent with the existing value, past experiences, and needs 

of potential adopters” (Rogers, 2003, p. 15), impacts on the intention to 

adopt mCommerce in organisations. 

(Elahi & Hassanzadeh, 

2009; Moore & Benbasat, 

1991; Rogers, 2003; Sait et 

al., 2004; Venkatesh et al., 

2003) 

Job-fit Job-fit, which can be defined as the capabilities of an innovation to 

enhance an individual’s job performance (Thompson et al., 1991), 

impacts on the intention to adopt mCommerce in organisations. 

(Thompson et al., 1991; 

Venkatesh et al., 2003) 

Top 

management 

support 

Top management support (TMS) “for IS refers to the senior executives’ 

favourable attitude toward, and explicit support for IS” (Sabherwal et al., 

2006, p. 1853), impacts on the intention to adopt mCommerce in 

organisations. 

(Elahi & Hassanzadeh, 

2009; Premkumar & 

Ramamurthy, 1995) 

Security Security (SEC), which “refers to the protection of data and intellectual 

property” (Stoica et al., 2005, p. 224), impacts on the intention to adopt 

mCommerce in organisations. 

(Mallat & Tuunainen, 

2008; Siau & Shen, 2003) 

Trust Trust (TRU), which can be defined as follows: “trust indicates a positive 

belief about the perceived reliability of, dependability of, and confidence 

in a person, object, or process” (Fogg & Tseng, 1999, p. 81), impacts on 

the intention to adopt mCommerce in organisations. 

 (Mallat & Tuunainen, 

2008; O'Donnell et al., 

2007; Yang, 2005) 

Social factors Social factors (SF), which refer to “the individual’s internalization of the 

reference group’s subjective culture, and specific interpersonal 

agreements that the individual has made with others, in specific social 

situations” (Thompson et al., 1991, p. 126), impacts on the intention to 

adopt mCommerce in organisations. 

(Al-Somali et al., 2009; 

Yaseen & Zayed, 2010) 

Subjective norms Subjective norms (SN), refers to “the person’s perception that most 

people who are important to him think he should or should not perform 

the behaviour in question” (Fishbein & Ajzen, 1975, p. 302), impacts on 

the intention to adopt mCommerce in organisations. 

(Davis et al., 1989; 

Mathieson, 1991; Taylor & 

Todd, 1995; Venkatesh & 

Davis, 2000) 
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Figure 21: The Proposed Conceptual Model for Organisational mCommerce Adoption  
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CHAPTER FIVE: FIRST STUDY - QUALITATIVE FINDINGS 

5.1  Introduction 

The previous chapter outlined the candidate factors that may affect the intention 

to adopt mCommerce in Saudi organisations and presented the research propositions 

that were investigated in the first stage of this research project. This chapter reports on 

the findings of that first stage—the qualitative study—whose purpose was to explore 

and validate the mCommerce Organisational Adoption Model presented in Figure 21 in 

the previous chapter.  

During the qualitative analysis fifteen themes were found to affect the intention 

to adopt mCommerce in organisations. As mentioned in chapter three, themes were 

linked to the conceptual model (presented in chapter four) and the candidate factors that 

were adopted from the literature. At this stage the applicability to the Saudi context of 

candidate factors obtained from the literature was evaluated through the recurrent 

themes that resulted from the analysis of the interviews. The conceptual model was 

modified based on the qualitative findings. The resulting model is divided into three 

groups, consisting of environmental / organisational, technological, and miscellaneous 

factors. Each of these groups has a number of themes that directly affect the intention to 

adopt mCommerce in Saudi organisations. The rest of this chapter presents some 

description of the sample of the study as well as the result of each theme separately with 

a detailed discussion. At the end of the chapter a number of hypotheses, identified 

through the qualitative analysis, are suggested as candidates for testing in the next stage 

of this research. 

 

5.2  Sample 

From the fifteen selected organisations as listed in Table 15, twenty-nine 

employees were interviewed; most of these held managerial positions. These 

organisations included small, medium, and large businesses from the banking and 

telecommunication sectors. As shown in Table 16, project managers, ICT managers, 

chief executives, and business owners were interviewed. According to Stoica et al., 

(2005) managers can play significant roles in the adoption of new technology in 

established companies. As decision makers concerning mCommerce adoption, they are 

deemed to have the most useful information for the study. Table 16 shows that most of 

the participants are males as many managerial positions in the KSA are held by male 

employees. Out of the twenty-nine interviews, only three were conducted in Arabic. The 
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organisations that were surveyed include the two regulators: the Saudi Arabian 

Monetary Agency (SAMA) and CITC; and SADAD, which is the national payment 

system that is run by SAMA–which is similar to BillPay in Australia. The other 

organisations surveyed included banks, telecoms, and associated service organisations 

in both sectors. The following section presents the qualitative results and findings.  

 

Table 15: List of organisations that were surveyed  

No Organisation Name Website 

1 Alahli Capital http://www.ncbc.com 

2 American Express (Saudi 

Arabia) 

http://www.americanexpress.com.sa/ 

3 Banque Saudi Fransi   http://www.alfransi.com.sa 

4 CITC http://www.citc.gov.sa 

5 Ericsson (Saudi Arabia) http://www.ericsson.com/sa 

6 Mobily  http://www.mobily.com.sa 

7 National Commercial Bank http://www.alahli.com 

8 National Net Ventures http://n2v.com 

9 NOVIAsat Company http://www.almisehal.com/NOVIAsat.html 

10 SADAD Payment System http://www.sadad.com 

11 SAMA http://www.sama.gov.sa 

12 Samba Financial Group 

(SAMBA)    

http://www.samba.com 

13 Saudi Hollandi Bank    http://www.shb.com.sa 

14 Saudi Telecom Company  http://www.stc.com.sa/ 

15 Zain https://www.sa.zain.com  

 

5.3 Qualitative themes 

The qualitative results demonstrate fifteen derived themes, which resulted from 

the interviews analysis as discussed in the methodology chapter. These themes are 

based on the nodes that were created using NVivo during the analysis based on the 

factor that revealed from the literature review as suggested by Creswell (2009b, pp. 

187-188). Appendix 7 presents the list of nodes that were created during the analysis 

using NVivo. These are now discussed separately, supported by evidence from the 

interviews’ transcripts. The following results about the emerging themes are based on 

rigorous qualitative analysis. 

 

5.3.1 Policy & legal environment  

More than 50 per cent of the participants mentioned that the policy and legal 

environment (PLE) plays a major role in the adoption of mCommerce within Saudi 

banks and telecoms. One of the candidates mentioned that PLE’s role in the 

http://www.ncbc.com/
http://www.americanexpress.com.sa/
http://www.alfransi.com.sa/
http://www.citc.gov.sa/
http://www.ericsson.com/sa
http://www.mobily.com.sa/
http://www.alahli.com/
http://n2v.com/
http://www.almisehal.com/NOVIAsat.html
http://www.sadad.com/
http://www.sama.gov.sa/
http://www.samba.com/
http://www.shb.com.sa/
http://www.stc.com.sa/
https://www.sa.zain.com/
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organisational adoption of mCommerce is “a very major role”1. The main reason for 

such significance is that there is a major security challenge, and every party wants to be 

protected. Such adoption can’t succeed, or even exist, without the proper PLE. One 

participant stated the following about the PLE and SAMA: “the key to the success of 

mCommerce in any country is related directly to the regulator . . . SAMA is actually the 

key to make the mCommerce succeed in Saudi Arabia . . . because SAMA is controlling 

very much and making it difficult for any mobile operator to offer the full suite of 

mCommerce services”. As mentioned previously, SAMA is the central bank and the 

financial regulator in the KSA.  

 

Table 16: Participants details 

No Age Degree Industry Occupation Area Gender 
1 30-39 Bachelor Banking Head of Online Department Western M 

2 30-39 Bachelor Banking Branch Manager Western M 

3 30-39 Bachelor Banking CRM Analytics Head Western F 

4 30-39 Master Banking eMarketing and Prod. Manager Western M 

5 30-39 Bachelor Banking Head of Cash Management Central M 

6 40-49 Master Banking Chief Information Officer Central M 

7 40-49 Bachelor Banking Area Sales Manager Central M 

8 30-39 Bachelor Banking Executive Manager Central M 

9 30-39 Master Banking Relationship Officer Western M 

10 40-49 Master Banking Phone Banking Head  Central M 

11 40-49 Master Banking Division Head Western M 

12 30-39 Master Financial ser. Business Development Director Central M 

13 20-29 Master Financial ser. HRM Manager Central F 

14 40-49 Bachelor GOV + Fin. Director of Banking Central M 

15 30-39 Bachelor Financial ser. Account Development Manager Eastern M 

16 30-39 Master Investment Compliance Officer Western M 

17 30-39 Master GOV Acting General Manager Central M 

18 40-49 PhD GOV Deputy Governor Central M 

19 30-39 Bachelor Internet ser. Chief Executive Officer Central M 

20 50-59 Master Telecom ser. General Manager Central M 

21 30-39 Master Telecom Virtual Sales Director Central M 

22 30-39 Master Telecom Service Development Director Central M 

23 30-39 Master Telecom eSales Director Central M 

24 40-49 Master Telecom IT Mobile Buss. Unit Director Central M 

25 30-39 PhD Telecom Senior Solution Manager Central M 

26 30-39 Master Telecom Head of Technology Support Central M 

27 20-29 Bachelor Telecom Project Manager Central M 

28 30-39 Master Telecom Business Sales Manager Western M 

29 20-29 Bachelor Telecom Senior Eng. Central M 

 

Although the PLE does not appear to prevent the establishment of mCommerce, 

based on the participants’ responses it seems that SAMA is not allowing mCommerce to 

happen now. The participants relate that to the fact that some proposals from telecoms 

                                                           
1 To improve readability some English has been corrected. Please note that the words of the participants have not been changed.  
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to introduce mCommerce services in the Kingdom were blocked by SAMA for security 

reasons, and SAMA needs to regulate the market first. In regard to such proposals, one 

participant mentioned that “a telecom company tried to enter the market and went to 

CITC with their proposal to introduce mPayment to the industry. CITC realized that this 

is considering payments so they should send it to SAMA for their approval and SAMA 

stopped it”. Currently, two large mobile operators are waiting for SAMA approval to 

introduce mCommerce services in the KSA. On the other hand, a participant stated, “it 

is about the innovation more than the legal side. So, the legal environment here in Saudi 

Arabia is not an obstacle at all”. 

The current legal environment for banks and telecoms in the KSA is structured 

and organised as the Saudi government is benchmarking and applying high standards 

policies; the government also is enforcing many laws in both sectors, helping to stabilise 

the two markets. One of the participants stated that “SAMA is adopting the highest 

standards of security and safety for the customers and also they have a very high level 

of privacy laws. They want the privacy of the customers and the customer information 

to be kept secret, not be easily accessed by people who are not allowed to see it. At the 

same time they want all these transactions to be conducted in a highest security 

possible”. Second factor authentication (it is called second since it is used as a second 

way to authenticate the users after they enter their login password correctly) or multi-

factor authentication for financial online services is a good example of such policies. 

Client can use second factor authentication to log in to their electronic banking 

(eBanking) website by using their special token device or their mobile to receive an 

authentication code that allows them to log in to the service. One participant stated, “the 

government is taking everything that is electronic, the eBusiness in general, very 

seriously”. Many participants also mentioned that regulation in the banking industry in 

the KSA is well established and enforced by SAMA as well as by other parties. Even in 

the telecommunication industry, CITC is trying to organise the industry by enforcing 

new policies and regulations to ensure that the market is developing based on their plans 

and that consumers are protected. A participant in a high managerial position in CITC 

mentioned that “if we find for example some international regulator does something in a 

certain way that applies to us, we always do try to benchmark. So, we utilise what 

others do”.          

According to participants, the current PLE in the KSA should be modified to 

cover all aspects of mCommerce such as privacy and security. Some participants also 

recommend that a new law dedicated to mCommerce should be introduced. One 
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participant stated, “If we have to create a legal umbrella, the government is sponsoring 

that; all banks are part of it”. In fact, the payment mechanism can be one of the main 

obstacles to mCommerce adoption in the KSA. SAMA is trying to keep up with the 

market; it introduced prepaid debit cards in 2012 as the first step toward mPayment. 

According to one participant, in the KSA payment is a banking activity and all 

payments should be routed through SAMA. Hence, the payment issue should be solved 

by, for example, producing a national platform such as a payment hub or providing 

some options for mPayment through SADAD payment services, which is run by 

SAMA.  

In short, PLE can be one of the most important themes and it can have a 

significant positive effect on the intention to adopt mCommerce in Saudi banks and 

telecoms. Proper PLE and full protection to each party may lead to a successful 

implementation for mCommerce services in Saudi banks and telecoms. For 

mCommerce to be adopted on a wide scale, a national SAMA-managed mPayment 

mechanism is essential.   

   

5.3.2 Organisational policy    

Based on the qualitative analysis, organisational policy (OP) appears to 

positively affect the intention to adopt mCommerce in Saudi banks and telecoms. Some 

participants mentioned that OP will play a role in the adoption of mCommerce in 

organisations. OP is mainly based on the PLE, which is enforced by CITC for the 

telecommunication industry and by SAMA for the banking industry. The banking 

sector, which is closely regulated by SAMA, applies and enforces SAMA rules and 

regulations as well as international financial standards. One participant stated the 

following about the introduction of mCommerce services: “before we start we have to 

make sure that we have a policy in place on how we’ll deal with these financial 

transactions, then audit, fraud. Also we have to comply with the SAMA Rules”. 

Another participant mentioned that “there are SAMA rules and eBanking security rules 

we have to adopt . . . we have to follow all these banking and international standards 

like AMN, OFAC, KYC and so on”. These rules and standards are mandating and 

affecting the internal OP and procedures. OP can be very important to the development 

of procedures that will guide mCommerce work-related activities.  

According to participants, OP should always be developed before the 

implementation of mCommerce as they will set exactly what can and can’t be done as 
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well as a describe how it can be done. In addition, most of the current OP is not 

preventing mCommerce; rather, it is encouraging the adoption of mCommerce. 

According to participants, current OP can be modified, or new policies dedicated to 

mCommerce can be developed, in each organisation. In some of the surveyed 

organisations, employees are not allowed to use their personal mobile devices to 

perform tasks that are related to their work. Such policy has to be modified; otherwise, 

mobile devices need to be provided by these organisations so they will be able to adopt 

mCommerce. Hence, these finding indicate that new OP dedicated to mCommerce 

should be pursued. 

As revealed in the literature, customers’ privacy is very important and should be 

protected by banks, telecoms, and other parties. OP can be significant in protecting 

customers’ privacy, and it can be used in order to solve any future complaints related to 

the executed mCommerce transactions. In the banking industry there is a very high 

protection of clients’ information as all organisations try to implement strict OP. For 

instance, one participant from the banking industry stated, “we have to maintain 

confidentiality of clients. It is actually our main asset, the confidentiality of the client. If 

we even suspected that anyone had released any kind of information related to the 

clients, he's fired; he's fired”. Hence, such a policy can enforce privacy protection. 

Based on that, developing new OP that is dedicated to mCommerce use, or updating 

current OP in a way that it protects customers’ information and privacy, can result in 

facilitating the adoption and use of the service. Another participant mentioned that “OP 

should regulate the use of mCommerce to a certain stage to encourage better use of 

mCommerce so it does not then contradict with the company policies, business policies 

or business trends and so on”. In the business world, lots of disputes can arise from 

business transactions such as mCommerce transactions, and resolving all of these 

disputes can be done by applying OP and procedures. Such things will increase the 

demand to develop new OP that is dedicated to mCommerce use or update existing OP.  

To conclude, OP can have a positive effect on the intention to adopt 

mCommerce in Saudi banks and telecoms. A new OP dedicated to mCommerce should 

be created, or the current OP should be updated. OP for mCommerce can be important 

to control work-related activities that are executed through mobile devices, solve any 

disputes related to mCommerce transactions, and protect the privacy of users.  
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5.3.3 Information and communication technologies infrastructure 

Many participants stated that the existence of proper information and 

communication technologies infrastructure (ICTI) will affect significantly the intention 

to adopt mCommerce in Saudi banks and telecoms. For example, a participant stated 

that “ICTI is very important, and if you don’t have the proper ICTI, you will not be able 

to offer services to your customers”. Another participant also stated this about ICTI: “if 

you want to adopt mobile banking or mCommerce or any mobile application without 

having the infrastructure in the country to support it, it will be useless, because the 

entire technology is built on the infrastructure and the availability of the technology to 

support it”. ICTI can be considered as the main factor that influences such adoption; 

hence, the success of any mCommerce initiative will be based on the level of the ICTI 

readiness. According to our findings the most relevant parts of the ICTI are 

connectivity, speed, and security. Future research should focus on the relationship 

among these items to further ascertain exactly what kind of influence they are likely to 

have.   

The current mobile network in the KSA is well established in major cities 

(Riyadh, Dammam, and Jeddah), where long term evaluation (LTE) is now 

implemented. Current devices can be considered as reliable; therefore, having a 

smartphone in major cities will be sufficient to access mCommerce services. One 

participant mentioned that “there is no barrier in infrastructure”, and another participant 

said that the “KSA has a very, very excellent mobile network coverage with high 

speed”. However, there is an evident lack in proper mailing systems to deliver 

purchased physical goods in order to support the introduction of mCommerce in the 

KSA (Alfuraih, 2008). SAMA also should support the introduction of a new payment 

mechanism; otherwise, SAMA can improve SADAD services in order to solve the 

mPayment issue. One of the options is that SAMA can work with all Saudi banks and 

telecoms to produce a national platform for mPayment, a payment hub, in order to 

provide the needed support from the financial regulator. Payment hubs can be 

established through SAMA in order to process payments of any transactions, including 

the ones that are related to mCommerce. A participant from SAMA mentioned the 

following about the introduction of mCommerce in the KSA: “we have our approach, 

which is working with the banks and then developing one common standard, one 

common approach, and then enforce it on the market”. Another option is to provide a 

new infrastructure for mCommerce transactions by providing mPayment infrastructure 
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that is somehow similar to point-of-sales services that are provided by Saudi banks (like 

EFTPOS services in Australia).  

Almost all of the organisations surveyed in this study have their advance internal 

ICTI, which includes many sophisticated systems with a high level of security. In 

general, Saudi Banks and telecoms are advanced in technology, and they are continuing 

to invest in the latest technologies. One participant comments about the current 

organisational infrastructure by saying, “I would say it is more than enough to do 

mCommerce . . . we have a good network of big capacity with high speed . . .  actually, 

the whole buildings or the whole campus is fully covered with fibre optic cable, with the 

wireless high speed network”. In fact the Saudi government has strategic plans to 

implement different technologies, and it supports the adoption of the technologies in 

many industries. One participant mentioned CITC’s new project, which is a Public Key 

Infrastructure (PKI) that is very helpful to enhance the public infrastructure and support 

many electronic services, including eCommerce, eGovernment, and mCommerce. This 

participant stated the following about the use of PKI:  

“It is a security kind of token. It is just basically a digital signature token 

where the regulator will act as the main repository for those public keys. 

And then when you try to buy online, whether through a mobile or through 

a PC or a laptop, you can either have this installed in your device as a 

certificate, or you can have a USB dongle installed in the device. It can be 

built in within the chip of the phone so that the other party can identify you 

and there is no way that they can say that it wasn’t me who did this 

transaction”. 

The PKI project is very much needed in order to increase the security level for 

any online services including mCommerce. Such projects can be very helpful in 

authenticating customers as well as replacing the handwritten signature with an 

electronic one. Such tools also can be very useful in providing the needed support for 

Saudis to trust electronic services and probably increase the adoption rate for 

mCommerce services. This is the case in the KSA as one of the participants stated that 

about Saudis “so for those who don’t think [mCommerce] is secure, private and reliable 

et cetera, they will not adopt it . . . You have people who tend to not be trustworthy”.  

To sum up, ICTI can be one of the most vital themes as it may have a significant 

positive effect on the intention to adopt mCommerce in Saudi banks and telecoms. In 
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the KSA, there is a need for a national mPayment infrastructure or a payment hub that 

can provide a secure electronic payment mechanism. 

 

5.3.4 Organisational culture 

Organisational culture (OC) is believed to be one of the themes that affect the 

intention to adopt mCommerce in Saudi banks and telecoms. Many participants reported 

that OC will play a major role in the adoption of mCommerce. Very few respondents 

reported otherwise. Overall, participants discussed how OC can be very supportive to 

the adoption of mCommerce. For instance, a respondent stated the following about OC 

roles on the adoption of mCommerce in organisations: “OC plays a big role in this, 

because to implement such initiatives . . . they have to start from the top management, 

and then they can go down and it can be implemented.” A different participant 

mentioned that “OC does play a role in everything, in general. But if you talk about 

banking, no. I would say it is to a very minimal effect. Because banking is about 

channels, and today banking is very advanced worldwide.” Many participants described 

their organisations’ culture as supportive of innovation and creativity because they 

believe that their organisations are benchmarking the best practices in the world. In such 

a culture, employees may adopt and use mCommerce services more than in any other 

OC.  

According to participants, Saudi banks and telecoms are very advanced in using 

the technology, and they tend to recruit people who are tech-savvy, young, and well-

educated, so it seems that the adoption of mCommerce in such organisations can be 

easier than in others. In addition, Saudis tend to adopt technology widely and speedily, 

one reason being high purchasing power at both the organisational and individual levels. 

Another cultural issue in the KSA is the separation between genders in public 

organisations and the fact that women in the KSA cannot drive cars. It seems that 

mCommerce can be very useful for females as they can use their mobile to do their 

work remotely or order goods and services from their homes. A human resource 

manager in one of the organisations stated the following about the use of mCommerce 

by females for work purposes: “we have a lot of females who have gone for maternity 

leave, or certain things, and it is a long period of time. mCommerce could let them work 

remotely, more efficient than to be here.” 

According to one of the participants, in the KSA, among the elderly–“defined as 

adults aged 65 and older” (Gilly & Zeithaml, 1985, p. 353)–the level of trust for 
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technology tends to be low, especially with intangible concepts such as virtual online 

sites or mCommerce. They prefer paper-based transactions with a signature and stamp 

on it; nevertheless, this is changing a lot as the banking awareness of people is 

becoming higher. For example, a participant also mentioned that Saudis would rather 

not use cloud services, or Saudi companies won’t outsource their data storage. 

Moreover, many participants mentioned that such adoption might be a bit difficult as 

people may resist the change to adopt the new services. So changing any organisation to 

a mobile workplace may result in changing the employees’ daily activities, which might 

be hard in many cases. One participant mentioned the following about such issues: “To 

change the culture of an organisation you need to take the approach top to bottom, not 

bottom to top, because it is very hard to change the culture from the bottom going up. 

You need to tackle it from the top of the hierarchy, and then they will implement it. 

They need to buy in, and they will easily implement it on the bottom people.” 

Therefore, the organisations’ leaders can be responsible to act as role models for their 

employees in order to implement any new services such as mCommerce.  

In short, OC can positively affect the intention to adopt mCommerce in Saudi 

banks and telecoms. In many cases, OC can be very helpful to support any changes in 

the organisation’s work procedures and to adopt any new technologies such as 

mCommerce services. Moreover, organisational leaders can have an important role in 

order to promote such adoption.    

 

5.3.5 Relative advantage 

The relative advantage (RA) of having mCommerce affects positively the 

intention to adopt mCommerce in Saudi banks and telecoms. According to participants, 

mCommerce can be beneficial for both Saudi banks and telecoms if implemented 

properly. A respondent in a high managerial position in one of the telecoms who 

actually used mCommerce services overseas stated that “mCommerce is a stream that 

can generate lots of revenues . . . We estimate that mCommerce is a value added service 

of the future that will be revenue and profit generating. For sure it will be very, very 

beneficial to us”. In addition, a participant stated this about mPayment, which is part of 

mCommerce: “mPayment will add lots of value to the market; mPayment, if 

implemented widely . . . will create efficiency, it will reduce the headache and time for 

people. So, very clearly, if it is adopted, it will be really beneficial to the micro-

economy . . .  It is very beneficial for the economy in general”.  
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Overall, many participants mentioned that mCommerce services have high RA, 

which in turn may influence the intention to adopt mCommerce in organisations. 

mCommerce also can reduce the cost of transaction in Saudi banks since the cost of 

operating branches is very high compared to online services. For instance, a respondent 

who works in a bank mentioned this about mCommerce organisational adoption: “if 

you’re moving customers from branches to other channels, it will be cheaper for the 

bank in terms of cost”. mCommerce can be beneficial for customers as well. 

mCommerce services enable customers to avoid queues as well as the waiting time in 

branches, which will save lots of time for them; it will also provide a more convenient 

way of transacting anytime regardless of the users’ location, and mCommerce services 

are often complementary services without any extra charges to the end-users. Many 

participants mentioned that providing mCommerce services cannot produce a 

sustainable competitive advantage as it can be copied easily by other organisations. 

Nowadays, the user experience with mobile applications has improved greatly; in the 

KSA, the adoption of smartphones is very high and concurrent with the high penetration 

rate for the number of mobile phone subscriptions to the whole population. Potentially, 

mCommerce can be very beneficial to Saudi organisations as it may affect positively an 

organisation’s reputation and image in the market. In this regard, one participant 

mentioned the following about mCommerce services: 

If it provides “easy access with good customer experience interface for the 

customer, he will increase his transactions through the mobile. Maybe 

you’ll have also some added value so the customer will be linked with you, 

not only for financial transactions but may be for many other services. 

Your reputation, your image in the market, your brand, all of these will be 

part of the mobile adaptations.”             

To conclude, the RA of having mCommerce can have a positive effect on the 

intention to adopt mCommerce in Saudi banks and telecoms. Based on the analysis of 

the interviews, the RA of having mCommerce services seems to be very high. The 

following is a summary of these benefits to the organisations based on the participants’ 

opinion. mCommerce may improve the quality of employees’ work, increase the market 

share, introduce a new channel that can be used to reach more customers, provide new 

added-value services as well as products for customers, create new business 

opportunities, and reduce the transactions cost for banks especially with the high cost of 

operating branches.   
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5.3.6 Perceived usefulness 

The perceived usefulness (PU) of mCommerce services can affect positively the 

intention to adopt mCommerce in Saudi banks and telecoms. mCommerce can be useful 

to both banks and telecommunication companies as many participants believed that 

having mobile access through mobile applications to the organisations’ systems can 

save much of the employees’ time and in turn might improve their effectiveness and 

productivity. One participant mentioned the following about the usefulness of 

mCommerce: “It will improve the efficiency for my organisation. Here the main 

limiting factor is time. Time is very important for us, for the employees, for the 

customers, and for the corporations to which we sell our solutions. For these customers 

or the employees having the mobile wallet services, mCommerce and so on will help all 

stakeholders save on their time.” On the other hand, mCommerce will not add much in 

some other jobs or roles such as network engineers as revealed by some participants. 

 Some participants remarked that mCommerce may improve the quality of 

employees’ work as it might provide them with an easy access to the work facilities; 

they could have access on 24/7 basis if needed. On the other hand, one participant 

thinks that working through mobile devices can be useful for some tasks only and that it 

may affect the quality of the employee’s output. He stated the following about using 

mCommerce services in the job: 

“The quality will be highly affected by this model. Yes, you can give 

quick responses. For certain issues, you can solve problems quickly on the 

spot, and just text small message that will solve everything. But you still 

can't write good documents—high quality documents, descriptive 

documents. You can't do formal communications using your mobile 

device. It will give a very poor message—only quick responses.” 

Some participants think that the PU of eCommerce and mCommerce services 

can be the same and there is not much difference between the two, but if the 

organisation is transforming from manual interaction to implementing mCommerce 

services, this can be a different story. In mCommerce there is a great flexibility for 

employees and customers in terms of the ability to use the services regardless of their 

location. mCommerce can also help in completing work-related actions faster if it is not 

requiring the physical presence of the employee. For instance, according to participants, 

for salesmen, mCommerce can be used as a new tool to reach and target new customers 

or existing ones with a new stream of services. Mobile applications can also provide the 
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ability for organisations to use their available resources effectively. It will be very 

useful in sharing ideas and information between employees. Furthermore, it seems that 

introducing a new payment method in the KSA through mobile devices can be very 

useful to many businesses, not only telecoms and banks. In addition, mPayment can 

reduce the operating cost and risk of fraud within the organisation compared to cash 

payments.  

To sum up, the PU of mCommerce services may affect positively the efficiency, 

effectiveness, and productivity of the Saudi banks and telecoms. Future research will 

more effectively determine these relationships. Having mobile access to an 

organisation’s online services may save the employee time. In addition, developing 

mPayment as a new payment method can be very useful.  

 

5.3.7 Perceived ease of use   

Perceived ease of use (PEU) of mCommerce affects positively the intention to 

adopt mCommerce in Saudi banks and telecoms. Many participants believed that 

mCommerce applications can be easy to use. For example, one participant stated that “I 

have seen the applications for mCommerce; they are very easy to use. Yes, you can 

have a tutorial to teach people how to use these services via these applications, but it 

will be easy.” The PEU for mCommerce can be very high as it depends on the interface 

of the application and the experience of the user. Some participants relate the PEU to 

the age of the user and the application itself, while a few others think that currently 

mCommerce, at times, can be difficult to use since there are some problems with 

payment and the missing infrastructure. However, this is not the case for mobile 

banking applications because there is no payment required in such applications and such 

application may be used for checking the account balance and the transactions history. 

Some participants think that using mobile platforms is easier than other alternatives 

such as desktops. One participant mentioned the following about the use of mobile 

application: “maybe it is much easier than using your PC. We have a case with our 

customer. They don’t know how to use PCs but they know how to use iPad or iPhone, 

for example . . . It is easier in terms of customer experience, it is easier to learn”. 

According to participants, mCommerce may also provide employees with easier and 

more flexible jobs. A participant comments on this by saying:  

“But there's one missing point here, that even though we're providing 

mCommerce within the organisation, we're not offering flexible working 
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hours, so you still can't be away from your office unless you have 

permission to do so, or you're on vacation. So it doesn’t mean that I can 

freely go away and be more effective in my life, or do other things while 

I'm not in the office.”  

Based on the interviews analysis, mobile applications can be easy to use if they 

are designed based on the user’s needs and feedback. Training is needed for employees 

in order to avoid possible mistakes while using the application. In addition, according to 

participants, many customers are moving to adopt smartphones as they perceived them 

as easy to use. In future, mCommerce can be also easier since new payment methods 

and new authentication mechanisms may be introduced.  

       

5.3.8 Complexity 

Complexity of mCommerce applications could negatively affect the intention to 

adopt mCommerce in Saudi banks and telecoms. But according to the participants 

mCommerce applications can be seen as not complex, and learning how to use and 

operate them will not be hard. One participant stated that the complexity associated with 

mobile applications in general is very minimal because many of these applications are 

self-explanatory, and usually there is a tutorial that can guide the user learning the 

application. Another participant mentioned the following about the use of mCommerce 

applications: “I don't think it is going to be difficult. Now everybody's learning how to 

make use of the new smartphones. People are already making use of complex 

applications so it will be actually up to the designer of the mCommerce solution”. 

Complexity of the application can be also linked to the age of the user since many 

participants mentioned that learning to use mCommerce can sometimes not be easy for 

the elderly and for people who are not using the technology.  

In the KSA, most of the population is young and many of them own 

smartphones (ETC, 2014; Radcliffe, 2013; Richter, 2013). This means they can learn 

how to use mCommerce very quickly based on the fact that many children nowadays 

are using smartphones and tablets in a way that make them capable of operating the 

device. One of the participants stated that “the advantage in Saudi Arabia that you have 

to consider is that . . . [the] majority of the population are young, so 50 per cent of the 

population are below 21 years old. So this means that 50 per cent of the population 

already know how to use technology very well.” It seems that the degree of complexity 

will be measured by the design of the interface and how user-friendly it is, as well as the 
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smartness of the developer and designer to produce the best and easiest possible design 

for the interface. One participant stated the following about mCommerce usage: “It is 

not easy; it is easier than other alternatives. So if you talk about it in relative terms, it is 

fair to judge in relative terms. It is easier than keyboard and mouse . . .  so to you and 

me, it seems easy but to others it may not be so”. Banks and telecoms should implement 

the right application and take care of all the complexity issues of the configuration and 

technical compatibly; in this way, they can reach the highest level of simplification so 

the end users do not face any difficulty when using such services.  

  

5.3.9 Compatibility   

Compatibility of mCommerce applications can positively affect the intention to 

adopt mCommerce in Saudi banks and telecoms. mCommerce was discussed by 

participants as very compatible with the Saudi culture, values, and lifestyle. One 

participant mentioned the following about mCommerce services: “I think it would be 

very easy to have this compatible once the regulator defines the type of service or the 

look of the service”. In this study it was found that mCommerce does not create 

compatibility problems with any aspect of the organisation or the end-user, which can 

be also related to the high purchasing power of Saudis. Participants revealed that 

mCommerce is not yet compatible with the existing systems and infrastructure; 

however, it can be made compatible, although some work that has to be done as part of 

the infrastructure is missing. For instance, a Chief Information Officer of one Saudi 

bank defined mCommerce compatibly with the organisation’s system and culture by 

saying, “there will be no problems as it is integratable, very nice”. Another participant 

stated the following about mCommerce service compatibility: “Some other 

organisations still, their infrastructure is not ready for mobile, even for other services 

before the mobile. So they have to upgrade their systems, infrastructure, connections, 

network connections, Internet speed, and all of these are playing a role . . .  It can be 

compatible but it needs work and money.” It is up to the development team to integrate 

mCommerce services with the current systems, but it seems that banks and telecoms are 

prepared to do such upgrade in their current infrastructure whenever the government 

allows them to implement and provide mCommerce services.  

According to participants, the Saudi culture is becoming more accepting, and the 

adoption rate of technologies among Saudis is high. One participant stated the following 

about the Saudi culture: “Our culture is very flexible and people adapt quickly. I think 
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mCommerce could happen”. It seems that social media websites also have a big effect 

on the society. According to participants, it is important that the implemented 

mCommerce systems be compatible with all operating systems as well as different 

mobile devices. Therefore, there must be also a regular update as technology is 

changing on a daily basis. Telecoms and banks in the KSA are advanced in technology 

as they adopt the latest technologies, and they are investing a lot in a huge infrastructure 

in the whole country.  

In conclusion, compatibility of mCommerce applications may have a positive 

effect on the intention to adopt mCommerce in Saudi banks and telecoms. The 

mCommerce application can be compatible with the current organisations’ 

infrastructure and systems although it needs some funding and effort to be fully 

integrated. It is very important for the implementation team of mCommerce services to 

make sure that such service is compatible with different operating systems for different 

mobile devices.     

        

5.3.10 Job-fit 

The fit of mCommerce applications to employees’ jobs affects positively the 

intention to adopt mCommerce in Saudi banks and telecoms. In both telecoms and 

banks, mCommerce services could fit in many employees’ jobs. According to 

participants, in many cases mCommerce can add some value to the employees’ work by 

providing anytime and anywhere access to online services. Many participants believed 

that mCommerce can be very useful in many cases to do tasks that are related to their 

job, especially in emergency cases and when the employee is not in the office during 

weekends. For example, a candidate stated the following about mCommerce fitness in 

his job and department; “this will be very useful for all of us. I don't see any issues for 

using it or making benefit out of it”. In addition, it seems to participants that 

mCommerce can be very useful to save their time and speed up the work process by 

allowing managers and people on the move to give approvals from their mobile devices. 

A participant mentioned, “I give lots of approvals through mobile”. Many participants 

also realised the convenience of having mobile access to fulfil their duties, and 

sometimes they considered it as providing an easier and more flexible job. One 

participant stated: “usually when you are having the roaming access for emails, data, 

and information, you can easily do your job from anywhere anytime. I believe it will 

make it easier, but also it is depending on the task or the activity which is required”. 
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Future research could determine how mCommerce services can affect the level of 

employee commitment that may in turn affect the whole performance of the 

organisation. 

Even though mCommerce services seem to fit many participants’ jobs, 

sometimes face-to-face interaction with customers is needed, and some of the positions 

in particular departments do not require having mobile access to the organisation’s 

systems. One participant stated the following about such issues: “for some tasks, it is 

better to do it face-to-face”. Another participant mentioned: “at my scope of work, we 

should have a lot of face-to-face discussions”. Based on that, we can conclude that some 

jobs such as account managers and relations managers prefer to have some face-to-face 

interactions with their clients. In addition, mobile devices provide the ability to do many 

tasks, but they are still limited in terms of small screen size when compared to the 

laptop, and there is also some limitation of what can be done through mobile application 

as opposed to the full website. One participant revealed the following about mobile 

device limitations: “using the tablet, it is not a perfect model for browsing generally. It 

is still limited. You don’t have the flexibility of using a laptop or using a PC. But it 

serves the purpose.” Many employees need to go back to their work stations to do or 

complete some of the tasks that can’t be done via mobile devices.  

To sum up, the fitness of mCommerce applications to employees’ jobs can have 

a positive effect in the intention to adopt mCommerce in Saudi banks and telecoms. 

mCommerce can save employees’ time by providing mobile access, which can be used 

by managers for giving approvals.  In addition, mCommerce will not eliminate face-to-

face interaction between the employees and the clients, but it may minimise it. 

Moreover, the employees always have to go back to their offices in order to do some of 

their tasks from their work stations. 

 

5.3.11 Top management support 

In the KSA, top management support (TMS) could arguably play a positive role 

in adopting mCommerce in Saudi banks and telecoms. Some participants think that such 

roles will be important and will have a major effect on the adoption of mCommerce 

services by, for example, forcing employees to use the new systems when needed in 

order to get the desired success. A respondent made this statement about TMS: “In 

order for mCommerce to succeed, top management has to believe that mCommerce is a 

very important stream for revenues for the company.” Another participant stated that “if 
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the management don’t have a belief in applying mCommerce, we can't have it”. Hence, 

TMS can be essential in adopting new services in many organisations, and if the top 

management did not support such adoption, the services implementation may not 

succeed. Moreover, according to participants, top managers have the following roles in 

the adoption of mCommerce: evaluating the service, getting the needed approvals from 

government bodies, planning for the service, approving the funds for the project, 

supporting as well as facilitating the implementation of the service, sponsoring the 

project by being the first one to use it, and encouraging other employees to use 

mCommerce.  

Top management also has to set various policies and procedures to run such a 

new service inside the organisation. In this regard, a participant stated the following 

about top management roles in mCommerce adoption: “they also play a big role in 

setting the policies and procedures to get the access to this technology, or to the systems 

and govern the access. They also need to encourage the employees to use it and to 

provide the devices for some of the employees who are required to use mCommerce”. 

One participant mentioned that adopting mCommerce is about change, which can be 

similar to adopting any other technology, and such change needs to be implemented 

from the top to the bottom of the organisations. These connections and suggestions need 

to be studied in future research. It is very important for top management to understand 

and believe in the benefits of mCommerce in order to get their employees’ support. For 

instance, a participant mentioned that “the top management usually has a big say on it. 

If one of the top management . . . does not believe in it, and you want funds for it, he 

will not give you the funds because he does not believe in it.” In the KSA, top 

management in both banks and telecoms are updated regularly about the new services in 

the market, and it seems that they have a good understanding about mCommerce as 

many organisations already have their mCommerce strategic plan and are just waiting 

for SAMA’s approval to start the implementation.      

 

5.3.12 Security 

Many participants mentioned that the security level of mCommerce applications 

is likely to have a significant positive effect on the intention to adopt mCommerce in 

Saudi banks and telecoms. For example, one participant mentioned that “security is very 

important, extremely important”, and another participant stated that “the concern of 

security is always there.” Participants also agreed that lack of security in such services 
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can be a barrier to adopt and implement mCommerce in any organisation. One 

participant mentioned the following about how security affects mCommerce adoption: 

“All of the organisation’s stakeholders have this fear of lack of trust. And I believe this 

trust has to be increased and this fear of lack of trust or fear of insecurity has to be 

mitigated or has to be cured. It has to be tackled by the organisation, by the top 

management, by the service provider, by the supplier, and by the whole ecosystem. 

They have to offer better security levels or better security solutions for everyone, to 

make them more secure.” Information security can be considered the most important 

thing and the first priority for any financial institution. One participant stated:  

“SAMA is adopting the highest standards of security and safety for the 

customers and also they have a very high level of privacy laws. They want 

the privacy of the customers and the customer information to be kept 

secret, not be easily accessed by people who are not allowed to see it . . .  

Our bank uses the highest level of encryption in the communication 

between the hand-held device and our back-end infrastructure. We use the 

second factor authentication so people, even though they lose their 

username and password, will have a second factor of authentication, 

whether it is a token or a one-time message to their mobile.” 

All aspects of security such as hardware and software security are important and 

must be up to standards in order to gain customers’ trust and protect customers’ privacy. 

Some participants stated that currently security is a major concern for many 

organisations including SAMA, and this is one of the reasons that held back or delayed 

the introduction of mCommerce in the KSA. A few of the participants mentioned that 

there are some security holes in some mobile devices, and a few others are concerned 

about what will happen if they lose their mobile device. Therefore, in order for 

mCommerce to be implemented and introduced in the Saudi market by telecoms or 

banks, all security aspects should be at a high level of standards, and these systems 

should be updated regularly to make sure the services are secure. According to our 

findings, it seems that providing very secure mCommerce services can increase the 

customers’ trust of the services, which in turn may affect the reputation of the 

organisation positively. Based on SAMA’s vision to adopt mCommerce services in the 

KSA, if all banks and SAMA came up with the right common solution for mCommerce, 

such a system would be trustable and Saudis would use it. 
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5.3.13 Trust 

Trust of mCommerce services is likely to have a positive effect on the intention 

to adopt mCommerce in Saudi telecoms and banks. One participant mentioned the 

following about the current situation in the Saudi market: “one of the barriers for wide 

adoption for mCommerce is the trust that normal consumers have in such services”. 

Security, trust, and reputation of mCommerce services should be addressed before any 

implementation. When we asked participants to rank security, trust, and reputation of 

mCommerce services based on their priority to affect the decision when considering 

implementing mCommerce services in their organisations, many of them agreed that 

security always has the first priority, followed by trust. For example, one participant 

stated, “I would rank them first security, then trust and then reputation”. Many 

participants also think that the current smartphones and mobile network (with the 

introduction of 4G in the KSA) are reliable and can be trusted for the adoption of 

mCommerce services.  

Trustable information systems should be implemented by organisations in order 

to be adopted by a large number of their current and future customers. In addition, the 

level of security should be up to the same level as the current mature eCommerce sites 

such as eBay or Amazon in order to gain the needed customer trust. In this case, at least 

eCommerce customers can migrate or use mCommerce as it is a more-convenient 

substitute, especially when they are on the move. Gaining the needed trust from Saudi 

customers is not easy because they feel reluctant to share their information, and many of 

them care about their privacy. One participant mentioned the following about Saudis 

and that issue by saying: 

“People [are] always hesitant to do transactions over electronic channels. 

Still many people in this culture prefer to go for physical transactions. We 

have already seen some reluctance on the eBusiness and using 

eCommerce. We will also foresee this to happen on the mobile. But the 

good thing [is] that the new generation is easier, more risk takers, and 

more trusting the technology. In Saudi Arabia, we all know this is a very 

young generation.” 

On the other hand, Saudis tend to trust based on the recommendation of others 

who are close to them. For example, if someone is technology-savvy and adopted 

mCommerce in its early stages, many people who trust him/her will take his/her 

recommendation about the service or device. Moreover, mCommerce services and 
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applications should be very trustable since transactions usually involve payments and 

customers are not willing to take the risk. Issues of trust have been previously explored 

in this research. In future research the acceptance and use of mobile devices in this 

changing society should also be explored.  

In short, the trust in mCommerce services can positively affect the intention to 

adopt mCommerce in Saudi telecoms and banks. Current mobile devices and networks 

can be reliable and trusted to be used to access mCommerce services. In the KSA, 

gaining the needed trust of mCommerce services could be difficult at the beginning, but 

such service would be more trustable if people start to recommend it to others.   

  

5.3.14 Social factors 

Social factors (SF) positively affect the intention to adopt mCommerce in Saudi 

banks and telecoms. Participants were asked about SF indirectly and were asked to think 

about what kind of role it can play in mCommerce adoption in Saudi organisations. One 

participant described the Saudi culture as less trusting and more suspicious, and many 

organisations tend to not outsource their data centres, or individuals tend to not use 

cloud computing or share their personal information in social networking sites. This 

participant further stated that “maybe we have something in our nature that prevents us 

from being very trustworthy. Other people live in easier, simpler environs”. On the 

other hand, many participants believe that Saudi society is ready to accept mCommerce 

services as Saudis are aware of the benefits of online services in general by using 

eBanking, which always requires them to use their mobiles as a second-factor 

authentication in order to use the services.  

There is a big drawback of having mobile access to the employees’ work since 

many participants mentioned that such access will keep the employees connected to 

their work all the time (24/7), which may affect the employees’ social life. One 

participant mentioned that “if we have this access for all employees all the time, this 

means that we're on call 24/7 and this is ruining our social life and my time. This will 

affect the employees physically and mentally; they wouldn’t be able to separate 

themselves from work and, for sure, this will affect their social life and their work life. 

They will lose the balance.” The way to avoid such a drawback is to educate these 

employees about such effects and provide some recommendations in order to achieve 

the desired work-life balance. Future research can also explore this possibility. 
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Saudi society is very different from western or many other societies because it is 

considered a conservative one (Al Nimr & Palmer, 1986; Luqmani, Yavas, & Quraeshi, 

1987). In addition, Islam is the religion in the KSA. Many of its guidelines affect the 

society, and these values are part of the Saudi culture. One of the issues that can be 

mentioned here is the rule of separation between men and women in many aspects of 

life, including education as well as public and government services. Another issue that 

can be mentioned here is the fact that women are not allowed to drive a car on the 

streets in the KSA. These two things may become drivers for mCommerce to be 

adopted quickly by Saudi females. Since many managerial levels in the KSA are held 

by men, only two females were interviewed in this study; they revealed that 

mCommerce is very useful for Saudi women as they could use the services and benefit 

from them without any interaction between genders; also there would be no need to 

drive. One of them stated the following about this issue: 

“mCommerce will make life easier and regardless of being female, in 

general, for the work in general, it will make it easier. I would rather, if I 

provide it to my employees, I will not want to give them some hours that 

they do not like because I believe that people also should get their hours off; 

otherwise, they will be constantly working. But in general I think it will 

make a lot of things easier. Especially, there are a lot of barriers between 

males and females and there are no barriers with mCommerce. You can 

interact with anyone regardless of their gender or anything. Yes, for me I 

think it will be a great service to use.” 

In conclusion, SF can have a positive effect on the intention to adopt 

mCommerce in Saudi banks and telecoms. Saudis are now aware of the benefits of 

online services; however, mCommerce may keep the employees connected 24 hours to 

their work, which may affect their social life. As a conservative society, the Saudi 

society may need customised mCommerce services that can be adopted easily by 

Saudis.        

 

5.3.15 Subjective norms 

Subjective norms (SN) can positively affect the intention to adopt mCommerce 

in Saudi telecoms and banks. Only a few participants think that other organisations 

(such as competitors and business partners) may have no effect on their organisation’s 

decision to adopt mCommerce. They claim that their organisations have their own plans 
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and will not copy others. For example one participant, who works in an investment 

house, replied to this question by saying, “if we saw that they have advanced 

themselves, they put themselves in a new position, they have suddenly become the 

leading investment house in the market, then we think, yeah, this is a main reason for 

this. But otherwise we wouldn’t be affected if we didn’t see any improvement.” In 

addition, a few others think that only competitors or business partners can affect the 

organisation’s decision towards such adoption. One participant stated the following: 

“No, my vendor, no.  My competitors, yes”.  

Despite the fact that organisations have their strategic plans, many participants 

think that the decision to adopt mCommerce will be affected by other organisations in 

the same industry or environment. This effect may determine the right time to introduce 

the services, the different types of products that can be introduced, and the prices of the 

services. Also, companies try to do some research before they make any decision. For 

instance, one participant mentioned the following regarding  the effect of other 

organisations on his own organisation’s decision to adopt mCommerce “Yes, I think so, 

especially for the financial systems that we have and it might not be the case for non-

financial systems ... Our bank is very advanced, but before making any decision, we 

have to study the market”. It is a common practice that many organisations try to know 

the other organisations’ success and failure stories so they can learn from them to avoid 

possible mistakes. This is a by-product of a competitive marketplace. However, our 

findings indicated that this was not considered significant in this context. 

 Learning and knowing what others are doing is healthy to make sure that the 

organisation is not isolated form it is environment. That’s why many participants 

mentioned that doing such a thing is not to copy others’ work; it is all about learning the 

best available options to be successful. Government organisations such as SAMA and 

CITC tend to benchmark international standards and views about implementing new 

technologies such as mCommerce in the Kingdom. In addition, these two entities may 

be affected more by the customers’ demand as they are acting as the market regulators.  

To sum up, SN can have a positive effect in the intention to adopt mCommerce 

in Saudi telecoms and banks. The organisational decision to adopt mCommerce services 

may be affected by other organisations such as competitors and business partners. Such 

effect can help in determining when to launch the services, types of services to be 

introduced, and their prices. The following section discusses the above findings.   
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5.4 Discussion   

The main objective for conducting this study is to identify the factors affecting 

the intention to adopt mCommerce in Saudi organisations. Achieving such an objective 

and constructing a conceptual model for mCommerce organisational adoption is the 

main contribution to the body of knowledge. Whereas the previous sections of the 

chapter provide the findings of the first stage of this research project, this section 

critically discusses the findings and links them to the literature review (Chapter Two). 

This research project primarily concentrates on the following research questions: 

 What are the main factors that influence the adoption of mCommerce in Saudi 

organisations?  

 Are policy and legal environment significant factors that influence 

mCommerce adoption in Saudi organisations? 

Based on the above findings there are fifteen themes that are believed to affect 

the intention to adopt mCommerce in Saudi banks and telecoms. These themes are PLE, 

OP, OC, ICTI, RA, PU, PEU, complexity, compatibility, job-fit, TMS, security, trust, 

SF, and SN. The study also revealed that three themes in particular, namely PLE, ICTI, 

and security, can have a positive and significant effect on the intention to adopt 

mCommerce in Saudi banks and telecoms. 

Based on the result of the qualitative analysis of the interviews, the conceptual 

model was modified by adding another three potential relationships and confirming the 

previous propositions (see Figure 22). A closer look at the changes made within the 

environmental / organisational group shows that the PLE can affect both the OP and the 

ICTI, besides affecting the intention to adopt mCommerce in Saudi banks and telecoms. 

According to the findings, the reason behind such effect is that OP and ICTI will always 

be affected by the PLE of the country in which the organisation is based. In addition, 

based on the interview analysis, it seems that OP can also affect the OC. These 

relationships have to be confirmed in future research as they will not be investigated in 

the second stage of the current research project. In this study, fifteen hypotheses were 

raised to be further investigated in the second stage of the research project as presented 

in the next chapter. These hypotheses are presented in the next section. The remainder 

of this section discusses the major findings in detail.  
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Figure 22: The resulting mCommerce Organisational Adoption Model – first stage  

 

As revealed in the previous section, more than half of the participants mentioned 

that the PLE plays a major role in the adoption of mCommerce within Saudi banks and 

telecoms, meaning that PLE has a significant positive effect on the intention to adopt 

mCommerce in Saudi banks and telecoms. This major finding supports previous 

mCommerce studies (O'Donnell et al., 2007; OECD, 2007; Tiwari et al., 2006; Yang, 

2005). Sharma et al. (2006) also revealed that government policies and regulations 

positively influence service adaptability, which also influences the service offerings 

from the mobile operators in terms of cost, variety, quality, and coverage; the number of 

users may also increase. According to the findings, the main reason for such 

significance is the security challenge associated with mCommerce services and the fact 

that every party who plays a role within the mCommerce business model needs to be 

protected. The current situation in the KSA market for mCommerce services shows 

there is a lack in the regulatory environment that may slow down the introduction of the 

full service in the country. This can be the case since mCommerce adoption is in its 
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early stage, and such finding has been revealed from the literature regarding 

eCommerce adoption (Alfuraih, 2008; Zhu, 2009). Another obstacle that may also slow 

down the adoption of mCommerce service in the KSA is the lack of an electronic 

payment mechanism. In fact, the payment can be one of the main obstacles to 

mCommerce adoption in the KSA. Hence, the payment issue and developing regulation 

that support it are the main concerns that SAMA (the financial regulator in the KSA) 

should address in the near future. 

OP may have a positive effect on the intention to adopt mCommerce in Saudi 

banks and telecoms. OP can be very important to the development of procedures that 

will guide work-related activities. Moreover, OP always should be developed before 

implementing mCommerce as they will establish exactly what can and can’t be done. 

Developing new OP or updating current OP in a way that protects customers’ 

information and privacy can facilitate the adoption and use of mCommerce services. OP 

can also be vital to protect customers’ privacy and to be applied to solve any possible 

future complaints related to the executed mCommerce transactions. Many disputes can 

arise from mCommerce transactions, and these disputes can be resolved by applying OP 

and procedures. OECD (2007) revealed that business self-regulation is one of the 

requirements in order to produce mCommerce regulations in any country and to protect 

customers. Such concerns increase the demand to develop OP to manage mCommerce 

use.  

Many participants stated that the existence of proper ICTI can have a positive 

significant effect on the intention to adopt mCommerce in Saudi banks and telecoms. 

ICTI can be considered as the main factor that influences such adoption; hence, the 

success of any mCommerce initiative will be based on the level of the ICTI readiness. 

This finding supports the work of Léger et al. (2004), who stated that IT infrastructure is 

a significant factor for the adoption of mCommerce in organisations. Also, it supports 

the finding of Yang (2005), who revealed that telecommunication infrastructure can be 

considered a significant factor that affects the adoption of mCommerce between 

Singaporeans. It is also consistent with Elahi and Hassanzadeh (2009) as well as 

Premkumar and Ramamurthy (1995). According to our findings the most relevant parts 

of the ICTI are connectivity, speed, and security. As a recommendation, SAMA should 

support the introduction of a new payment mechanism; otherwise, SAMA can improve 

SADAD services in order to solve the mPayment issue. One of the options is that 

SAMA can work with all Saudi banks and telecoms to produce a national platform for 

mPayment, a payment hub, in order to provide the needed support from the financial 
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regulator. Another option is to provide a new infrastructure for mCommerce 

transactions by providing mPayment infrastructure that is somehow similar to point-of-

sales services provided by Saudi banks (like EFTPOS services in Australia). The new 

PKI project is very much needed in order to increase the security level and to 

authenticate users to any online services, including mCommerce.  

OC is believed to be one of the themes that have a positive effect on the 

intention to adopt mCommerce in Saudi banks and telecoms. Overall, participants 

mentioned that their organisations’ culture is supportive of innovation and creativity 

because they believe that their organisations are benchmarking the best practices in the 

world. In such culture, employees may adopt and use mCommerce services more than 

the other culture. Such a finding is supported by Léger et al. (2004) and Stoica et al. 

(2005) as they suggested that aspects related to OC facilitate the adoption of 

mCommerce in organisations. In addition, this finding is consistent with Elahi and 

Hassanzadeh (2009) as well as Helms et al., (2008) who suggested that OC encourages 

individual and organisational innovations required for successfully implementing 

eCommerce. As a result, it is recommended that organisations’ leaders are responsible 

to act like role models in their organisations in order to implement mCommerce 

services. Saudi Banks and telecoms are very advanced in using technology, and they 

tend to employ people who are young, technology-savvy, and well-educated; hence, it 

seems that the adoption of mCommerce in these organisations can be easier than in 

others. Another cultural issue in the KSA is the separation between genders in public 

organisations and the fact that females cannot drive cars in the KSA. In such case, 

mCommerce can be very useful for females as they can use their mobiles to do their 

work remotely or to buy goods and services from their homes.  

The RA of having mCommerce services affects positively the intention to adopt 

mCommerce in Saudi banks and telecoms. RA can be a significant factor that affects the 

adoption of new technologies (Moore & Benbasat, 1991; Rogers, 2003; Sait et al., 2004; 

Venkatesh et al., 2003). If an innovation provides organisations with significant benefits 

over existing ones, it probably would be highly adopted (Premkumar & Ramamurthy, 

1995; Rogers, 2003). mCommerce also can be beneficial for customers. mCommerce 

services enable customers to avoid queues as well as the waiting time in branches, thus 

saving them time. mCommerce will also provide a more convenient way of transacting 

business at any time regardless of the users’ location, and mCommerce services are 

often complementary without any extra charges to the end-users. According to Mallat 

(2007), the RA of mPayment includes independence of time and place, availability, 
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possibilities for remote payments, and queue avoidance. The following are some of 

benefits of mCommerce services: mCommerce may improve the quality of employees’ 

work, increase the market share, introduce a new channel that can be used to reach more 

customers, provide new added-value services and products for customers, create new 

business opportunities, and reduce the transactions cost for banks especially with the 

high cost of operating branches. However, many participants mentioned that providing 

mCommerce services cannot produce a sustainable competitive advantage as it can be 

copied easily by other organisations. 

The PU of mCommerce services can have a positive effect on the intention to 

adopt mCommerce in Saudi banks and telecoms. This finding supports the results of 

Bhatti (2007), Snowden et al. (2006), and Yaseen & Zayed (2010) as they believe that 

PU affects the adoption of mCommerce. Furthermore, it is consistent with what has 

been revealed from the literature that PU significantly affects the adoption of new 

technologies (Davis, 1986, 1989; Davis et al., 1989; Grandon & Pearson, 2004; 

Subramanian, 1998; Venkatesh et al., 2003). Participants in the current study believed 

that accessing organisations’ systems through mobile applications might improve their 

effectiveness and enable employees to save some of their time and improve their 

productivity. However, mCommerce may not add much in some other jobs such as 

network engineers. mCommerce services may also offer a great flexibility for users in 

terms of the ability to use the services anytime regardless of their location. Moreover, 

mobile applications can provide the ability for organisations to utilise their available 

resources effectively; it can also be useful in sharing ideas and information between 

employees. Additionally, it seems that introducing a new payment method in the KSA 

through mobile devices can be very useful to telecoms and banks, as well as many other 

businesses. In addition, mPayment can decrease the operating cost and risk of fraud 

within the organisation compared to cash payments.  

PEU of mCommerce affects positively the intention to adopt mCommerce in 

Saudi banks and telecoms. This aligns with the findings of Bhatti (2007); Snowden et al. 

(2006); (Yaseen & Zayed, 2010). It is suggested in the literature that PEU can be 

considered as an important adoption factor affecting the adoption of new technologies 

(Davis, 1986, 1989; Davis et al., 1989; Grandon & Pearson, 2004; Subramanian, 1998; 

Venkatesh et al., 2003). In the present study, many participants believed that 

mCommerce applications can be easy to use if they are designed based on the user’s 

needs and feedback. The PEU for mCommerce services can be determined from the 

interface of the application and the experience of the user. In addition, some participants 
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think that using mobile platforms is easier than other alternatives such as desktops and 

eCommerce services, potentially providing employees with easier and more flexible 

jobs.  

Complexity of mCommerce applications negatively affects the intention to 

adopt mCommerce in Saudi banks and telecoms. The literature revealed that the 

complexity associated with mCommerce technologies can be considered as a barrier to 

the adoption of mCommerce in businesses (AlHaj Ali, 2005; Mallat & Tuunainen, 

2008). Complexity is one of the innovation characteristics that affect the adoption of 

new technologies (Rogers, 2003; Sait et al., 2004; Thompson et al., 1991; Venkatesh et 

al., 2003). In the present study, it was revealed that the complexity associated with 

mobile applications is very minimal because such applications are self-explanatory 

combined with tutorials that can guide users. It seems that the degree of complexity will 

be measured from the design of the interface and how user-friendly it is, as well as the 

smartness of the developer to produce the best and easiest design for the interface. 

Banks and telecoms should take care of all the complexity issues of the configuration to 

reach the highest level of simplification so the end user does not face any difficulty 

when using mCommerce services. 

Compatibility of mCommerce applications can positively affect the intention to 

adopt mCommerce in Saudi banks and telecoms. According to AlHaj Ali (2005), the 

incompatibility with the business environment can be one of the barriers to mCommerce 

adoption. In the literature, compatibility can be a significant factor that affects the 

adoption of new technologies in organisations (Elahi & Hassanzadeh, 2009; Moore & 

Benbasat, 1991; Rogers, 2003; Sait et al., 2004; Venkatesh et al., 2003). The present 

study demonstrated that it is up to the development team to work out how to integrate 

mCommerce services with the current systems, and it seems that banks and telecoms are 

prepared to upgrade their current infrastructure whenever the Saudi government allows 

them to implement and provide mCommerce services. According to the interviews 

analysis, it is important that the implemented mCommerce systems be compatible with 

different operating systems and mobile devices; hence, there must be also a regular 

update as technology is changing rapidly. Saudi telecoms and banks are advanced in 

technology, and they are investing considerably in significant infrastructures covering 

the whole country. On the cultural side, it seems that the Saudi culture is becoming 

more accepting of new things, and the adoption rate of new technologies is high among 

Saudis.   
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The fit of mCommerce applications to employees’ job can positively affect the 

intention to adopt mCommerce in Saudi banks and telecoms. Based on the literature, 

job-fit can be considered a direct determinant of user acceptance of new technologies 

(Thompson et al., 1991; Venkatesh et al., 2003). In the current study, participants 

revealed that mCommerce applications will add some value to employees’ work by 

providing anytime and anywhere access to online services. Moreover, participants 

believed that mCommerce can be very useful to do tasks related to their jobs, especially 

in emergencies and when the employees are not in their offices. Participants believe that 

mCommerce can save time and speed up work processes by allowing managers to give 

approvals from their mobile devices. Many participants also realised the convenience of 

having mobile access to fulfil their duties, and they considered it as providing an easier 

and more-flexible job. The present study also revealed some drawbacks of mCommerce 

application, as employees in some jobs (e.g. relations managers) prefer to have some 

face-to-face interactions with their clients. In addition, mobile devices are still limited in 

terms of small screen size when compared to laptops, and there are also limitations of 

what can be done through mobile applications as opposed to a fully-fledged website. 

Thus, many employees need to go back to their work stations and do or complete some 

of the tasks that can’t be done through mobile devices.  

TMS could arguably play a positive role in adopting mCommerce in Saudi 

banks and telecoms. Researchers also found that TMS affects the adoption and 

implementation of mCommerce in organisations (AlHaj Ali, 2005; Chang et al., 2009). 

Moreover, based on the literature, TMS can affect the adoption of new technologies in 

organisations (Elahi & Hassanzadeh, 2009; Premkumar & Ramamurthy, 1995). The 

present study revealed that TMS can be essential in adopting new services in many 

organisations and that if the top management did not support such adoption, the services 

implementation may not succeed. Support from top management is needed in the 

implementation of any IS, especially the ones that require a lot of changes in business 

processes and daily activities (Sabherwal et al., 2006). According to the data extracted 

from the interviews, top management has the following roles in the adoption of 

mCommerce: evaluating the service, getting the needed approvals from government 

bodies, planning for the service, approving the funds for the project, supporting as well 

as facilitating the implementation of the service, sponsoring the project by being the 

first to use it, encouraging other employees to use mCommerce, and setting various 

policies and procedures. It is very important for top management to understand 

mCommerce and believe in its benefits in order for them to give their full support. 
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Security of mCommerce applications is likely to have a significant positive 

effect on the intention to adopt mCommerce in Saudi banks and telecoms. Two studies 

considered security a significant factor that affects the adoption of mCommerce services 

(O'Donnell et al., 2007; Yang, 2005). Also, in the literature, security is considered an 

important factor that affects the adoption of web services by businesses (Rosado, et al., 

2006), mPayment by merchants (Mallat & Tuunainen, 2008), and mCommerce by 

individuals in Middle East countries (Al Hosni et al., 2010). Furthermore, the reliability 

and security required for developing online trust are very important for mCommerce, 

especially in its early stages (Siau & Shen, 2003). Based on the interviews analysis, 

participants agreed that lack of security in mCommerce services can be a barrier to its 

adoption as information security can be considered the most important thing and the 

first priority for many organisations. All aspects of security such as hardware and 

software security are important and must be up to the best standards in order to gain 

customers’ trust and protect customers’ privacy. The results stated that currently 

security is one of the reasons that have held back the introduction of mCommerce in the 

KSA. Therefore, in order for mCommerce to be implemented and introduced in the 

Saudi market by telecoms or banks, all security aspects should be at a high level of 

standards; also, these systems should be updated on a regular basis to make sure the 

services are secured. According to our findings, it seems that providing very secure 

mCommerce services can increase the customers’ trust of the services; that, in turn, may 

positively affect the reputation of the organisation. 

Trust of mCommerce services is likely to have a positive effect on the intention 

to adopt mCommerce in Saudi telecoms and banks. A number of researchers revealed 

that trust is an important factor that affects adoption of mCommerce services 

(O'Donnell et al., 2007; Yang, 2005) and of mPayment systems by merchants (Mallat & 

Tuunainen, 2008). As revealed in the present study, security and trust in mCommerce 

services should be addressed before any implementation. Many participants also think 

that the current smartphones and mobile networks are reliable and can be trusted for the 

adoption mCommerce services. Gaining the needed trust from Saudi customers is not 

easy because they sometimes feel reluctant to share their information, and many of them 

care about their privacy. On the other hand, Saudis tend to trust new technologies based 

on the recommendation of others who are close to them. For example, if someone is 

technology-savvy and has adopted mCommerce services in its early stages, many 

people who trust him/her will take his/her recommendation about the service. However, 

as reported by participants, customers are reluctant to take the risk because transactions 
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usually involve payments; thus, mCommerce services and applications should be very 

trustable to be adopted. 

SF positively affects the intention to adopt mCommerce in Saudi banks and 

telecoms. Yaseen and Zayed (2010) revealed that social and cultural values significantly 

affect the adoption of mCommerce by individuals. Additionally, the literature suggested 

that the diffusion of new technologies in organisations can be influenced by SF (Al-

Somali et al., 2009; Dutta & Roy, 2003; Thompson et al., 1991; Venkatesh et al., 2003). 

It has been found in the current study that Saudis can sometimes be suspicious and less 

trusting, and in the KSA, many organisations tend to avoid outsourcing their data 

centres. On the other hand, many participants believe that Saudi society is ready to 

accept mCommerce services as Saudis are aware of the benefits of online services in 

general by using eBanking. There is a big social drawback of having mobile access to 

the employees’ work since many participants mentioned that such access will keep the 

employees connected all the time (24/7) to the work, which may affect the employees’ 

social life. The best way to avoid this is to educate these employees about such an effect 

and give some recommendations in order to achieve the desired work-life balance.  

SN can have a positive effect on the intention to adopt mCommerce in Saudi 

telecoms and banks. Bhatti (2007) also stated that SN can be a major determinant of the 

adoption of mCommerce. Moreover, the literature revealed that SN can predict the 

users’ intention to use and adopt new technologies (Davis et al., 1989; Mathieson, 1991; 

Taylor & Todd, 1995; Venkatesh & Davis, 2000; Venkatesh et al., 2003). In the present 

study, only a few participants think that other organisations may not affect their 

organisations’ decisions to adopt mCommerce. They claim that organisations have their 

own plans and will not copy others. In addition, a few others think that only competitors 

or business partners can affect the organisation’s decision towards mCommerce 

adoption. Many participants think that an organisation’s decision to adopt mCommerce 

can be affected by other organisations in the same industry or environment. This effect 

may determine the following: the right time to introduce the services, the different types 

of products that can be introduced, and the prices of the services. 

To sum up, the study revealed that only three themes —PLE, ICTI, and security 

—can have a positive and significant effect on the intention to adopt mCommerce in 

Saudi banks and telecoms.  
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5.5 Extracted hypotheses  

The above results relating to the identification of candidate factors were 

formulated in order to identify hypotheses to be tested quantitatively in the second stage 

of this research project. Such tests will help in further refining the mCommerce 

organisational adoption model in order to get more insights about the relationships 

within the model. Table 17 presents the extracted hypotheses to be tested in future 

research. 

 

Table 17: Extracted hypotheses  

Themes Hypotheses 

PLE The PLE is likely to have a positive effect on the intention to adopt mCommerce in Saudi banks and 

telecoms. 

OP OP affects the intention to adopt mCommerce in Saudi banks and telecoms. 

ICTI ICTI is likely to have a positive effect on the intention to adopt mCommerce in Saudi banks and 

telecoms. 

OC OC affects positively the intention to adopt mCommerce in Saudi banks and telecoms. 

RA RA of having mCommerce affects positively the intention to adopt mCommerce in Saudi banks and 

telecoms.  

PU PU of mCommerce affects positively the intention to adopt mCommerce in Saudi banks and telecoms. 

PEU PEU of mCommerce affects positively the intention to adopt mCommerce in Saudi banks and 

telecoms. 

Complexity Complexity of mCommerce applications negatively affects the intention to adopt mCommerce in 

Saudi banks and telecoms. 

Compatibility Compatibility of mCommerce applications will positively affect the intention to adopt mCommerce in 

Saudi banks and telecoms. 

Job-fit The fit of mCommerce applications to employees’ job affects positively the intention to adopt 

mCommerce in Saudi banks and telecoms. 

TMS TMS affects positively the intention to adopt mCommerce in Saudi banks and telecoms. 

Security Security is likely to have a positive effect on the intention to adopt mCommerce in Saudi banks and 

telecoms. 

Trust Trust will have a positive effect on the intention to adopt mCommerce in Saudi banks and telecoms. 

SF SF affects positively the intention to adopt mCommerce in Saudi banks and telecoms. 

SN SN will affect positively the intention to adopt mCommerce in Saudi banks and telecoms. 

   

5.6  Chapter summary 

This chapter extends previous chapters and presents a qualitative study into 

candidate factors related to the adoption of mCommerce within Saudi organisations. 
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The study is concentrated mainly on the Saudi banking and telecommunications sectors. 

The results show fifteen themes that are believed to affect the intention to adopt 

mCommerce in Saudi banks and telecoms. These themes are PLE, OP, OC, ICTI, RA, 

PU, PEU, complexity, compatibility, job-fit, TMS, security, trust, SF, and SN. It was 

found that PLE, ICTI, and security are the only three themes that can have a positive 

and significant effect on the intention to adopt mCommerce in Saudi banks and 

telecoms. The present study extended the research across a number of Saudi 

organisation including government bodies. Further, it refined a previously proposed 

mCommerce organisational adoption model by outlining internal relationships between 

the themes as well as confirming the effect of the observed fifteen themes. In this study, 

fifteen hypotheses were extracted to be investigated more in the second stage of this 

research project. 
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CHAPTER SIX: SECOND STUDY - QUANTITATIVE FINDINGS 

6.1  Introduction 

The purpose of this research is to identify factors that influence the adoption of 

mCommerce in organisations. At the onset the project was divided into two stages. The 

first stage of the research examined the candidate factors obtained from a 

comprehensive review of the literature and further contextualised and consolidated by 

expert opinion. The second stage was designed to reach a broader section of the 

community to confirm and expand on the qualitative findings using a quantitative 

research approach.  

As mentioned in the methodology chapter (Chapter Three), the purpose of 

conducting this quantitative study is to reduce the number of independent variables by 

eliminating the less important ones, understand the structure and the relationship of the 

variables included in the study, and refine the questionnaire that can be used in future 

research to measure these variables. Principal Components Analysis (PCA) was applied 

in order to achieve these goals. The description of this quantitative technique and why it 

has been applied are presented in detail in chapter three. This chapter presents only the 

quantitative results. It begins with demographic information about the sample of this 

study.  

 

6.2  Sample profile 

As mentioned in Chapter Three, the number of the valid responses obtained 

from the quantitative survey consists of 102 cases of randomly selected participants 

from the target population of employees who work in the Saudi banking and 

telecommunication sectors. The 102 collected cases can be divided based on the method 

of collection: 64 responses were obtained from the online questionnaires, and 38 from 

paper-based questionnaires. Table A8.1 in Appendix 8 presents the independent samples 

test that is comparing paper-based and online surveys. Table A8.1 in Appendix 8 shows 

there is no difference detected between on-line and paper-based survey questionnaire. 

There are a number of demographic questions were posed to participants, as shown in 

Appendix 5. The answers to these questions were duly prepared, loaded into SPSS, and 

descriptive analyses carried out.  

The following are the results of the SPSS analysis that provide a description of 

the study’s sample. Of the participants, 91.2 per cent are between 21 and 40 years of 
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age, and almost 63 per cent are between 31 and 40 years of age. Table 18 shows the 

number of participants in each age group with the parentages of each group; these 

numbers are also illustrated in Figure 23. 

        

Table 18: Age of participants 

 
Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

21 – 30 29 28.4 28.4 28.4 

31 – 40 64 62.7 62.7 91.2 

41 – 50 7 6.9 6.9 98.0 

51 – 60 2 2.0 2.0 100.0 

Total 102 100.0 100.0 
 

 

 
Figure 23: Age of participants 

 

The number of female participants in this study was almost 10 per cent of the 

total number of participants. Table 19 displays the number female and male participants 

with their percentage; this is also illustrated in Figure 24. The reason behind such a low 

rate is that the number of female employees in these two sectors is low. For example, in 

2011 the percentage of female workers in the banking sector was almost 10.88 per cent 

of the total workers: 4,294 female employees out of 39,467 total employees in Saudi 

banks (SAMA, 2012). This can also be expected to be the case in the 

telecommunication sector and many other private sectors in the KSA.         
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Table 19: Participants’ gender 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Female 10 9.8 9.8 9.8 

Male 92 90.2 90.2 100.0 

Total 102 100.0 100.0  

 

 
Figure 24: Participants’ gender 

 

Approximately 54 per cent of participants have a high monthly income of more 

than 11,000 Saudi Riyals. Overall, almost 81 per cent of respondents earn more than 

7,000 Saudi Riyals per month. Table 20 shows the monthly income of participants in 

Saudi Riyals; the division of participants based on their monthly income in Saudi Riyals 

is illustrated in Figure 25.   

 

   Table 20: Participants’ monthly income in Saudi Riyals 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

3000 or less 4 3.9 3.9 3.9 

3001 – 5000 3 2.9 2.9 6.9 

5001 – 7000 12 11.8 11.8 18.6 

7001 – 9000 14 13.7 13.7 32.4 

9001 – 11000 14 13.7 13.7 46.1 

More than 11000 55 53.9 53.9 100.0 

Total 102 100.0 100.0  
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Figure 25: Participants’ monthly income in Saudi Riyals 

 

Almost 87 per cent of participants are well educated and have a degree from a 

university or college. Bachelor degrees are the highest qualification for the majority of 

participants (45 per cent). Table 21 presents these numbers in more detail; they are also 

illustrated in Figure 26. More than 90 per cent of participants live in large cities in the 

KSA (such as Riyadh, Jeddah, Dammam, Makkah, and AlMadinah). Table 22 presents 

the number of participants who live in large and small cities.    

 

Table 21: Participants’ highest educational qualification 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

High School 13 12.7 12.7 12.7 

Diploma 19 18.6 18.6 31.4 

Bachelor 46 45.1 45.1 76.5 

Master 23 22.5 22.5 99.0 

PhD 1 1.0 1.0 100.0 

Total 102 100.0 100.0  

 

 
Figure 26: Participants’ highest educational qualification 
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Table 22: Participants’ city 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Large city 92 90.2 90.2 90.2 

Small city 10 9.8 9.8 100.0 

Total 102 100.0 100.0  

 

Almost all participants (99 per cent) use smartphones. Table 23 presents these 

numbers. In addition, 93.1 per cent of participants are Saudis (see Table 24). Around 58 

per cent of the participants are employees in the Saudi banking sector. Table 25 presents 

these numbers, which are also illustrated in Figure 27. 

  

Table 23: Participants’ use of smartphone 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

No 1 1.0 1.0 1.0 

Yes 101 99.0 99.0 100.0 

Total 102 100.0 100.0  

 

Table 24: Participants’ nationality 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Resident 7 6.9 6.9 6.9 

Saudi 95 93.1 93.1 100.0 

Total 102 100.0 100.0  

 

Table 25: Participants’ sector 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Banking 59 57.8 57.8 57.8 

Telecommunication 43 42.2 42.2 100.0 

Total 102 100.0 100.0  
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Figure 27: Participants’ sector 

 

So far a description of the study’s sample has been presented to give the reader 

an idea of the study’s context. The next sections present the quantitative analysis and 

findings. 

 

6.3  Quantitative analysis 

The aim of PCA as used in this study is mainly to reduce the number of 

variables that affect the intention to adopt mCommerce in Saudi banks and telecoms and 

group them under a small number of components. Hence, correlated items are grouped 

together under one component. This in turn identifies the underlying dimensions in the 

data based on the inter-item correlations, and removes those items that did not load to 

any of each component.  

The initial approach to the analysis consisted of loading the original 47 items 

(questionnaire presented in the Appendix 5) used to measure the fifteen candidate 

factors proposed as a result of the first stage of the research project. SPSS version 21, a 

common statistical software package provided by IBM, was used to run the quantitative 

analysis and perform PCA. During the preliminary analysis, and to determine if the 

resulting components are related, a simple correlation was run on the saved components 

scores. Table A8.2 in Appendix 8 shows there is no relationship between the twelve 

components that resulted from the preliminary analysis. As a result, an orthogonal 

rotation strategy should be used as suggested by Starkweather and Herrington (2014). 

Using an orthogonal rotation is more applicable as this type of rotation allows for 

component independency.    
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First set of the analysis: 

PCA was conducted using SPSS on the 47 items included in the questionnaire, 

by applying varimax rotation, which is one type of orthogonal rotation. The results 

showed that twelve components can be extracted, and these components in total explain 

74.94 per cent of the total variance; see Table A8.3 in Appendix 8. The scree plot was 

unclear (see Figure 28) and the determination of the twelve components was based on 

the Kaiser’s criterion (eigenvalue > 1) as suggested by Field (2013), Hutcheson and 

Sofroniou (1999), and Pallant (2011); see Chapter Three for more details. Based on the 

sample size of 102 cases, items that have loading of less than .512 have been ignored 

(Field, 2013).  

 

 

Figure 28: Scree plot (SPSS output) 

 

The Kaiser-Meyer-Olkin (KMO), which measures the sampling adequacy for the 

analysis, is .817, as shown in Table 26. The resulted KMO is acceptable since it is 

above .5 (Field, 2013; Kaiser, 1974). All KMO values for individual items were above 

.5 except the two items that measure complexity with values of .404 and .348 as shown 

in the anti-image matrix from the SPSS output (Table A8.4 in Appendix 8).  
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Table 26: KMO and Bartlett's Test for the first set of analysis (SPSS output) 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .817 

Bartlett's Test of Sphericity Approx. Chi-Square 3464.323 

Df 1081 

Sig. .000 

 

Table 27 presents the mean and standard deviation for the 47 items included in 

the analysis. Table 28 presents communalities, which represent the proportion of 

common variance within a variable. All items have a communality value of more than 

.605, and the average communality value is almost .75 (sum of all communalities 

divided by 47). The results of the first analysis represented by the Component Matrix, 

which contains the loading of each item on each component, are shown in Table 29. The 

results also contain the Rotated Component Matrix, a matrix of the factor loading for 

each item onto each component, as shown in Table 30. Based on the results of the first 

set of the analysis, the analysis will be repeated without the eight items that did not load 

in the first set of the analysis at .512 namely:  OC3, TMS3, SF3, ICTI1, SEC2, SN1, 

SN2, and Compatibility1 (as shown in Table 30). In addition, the two items 

Complexity1 and Complexity2, which have KMO values lower than .5, will be dropped 

as well, as suggested by (Field, 2013) (see Table A8.4 in Appendix 8). Therefore, the 

analysis will be repeated without the inclusion of these ten items. 

 

Table 27: Descriptive statistics (SPSS output) 

 
Mean Std. Deviation Analysis N 

PU1 4.67 1.308 102 

PU2 4.67 1.285 102 

PU3 4.66 1.316 102 

PU4 4.71 1.223 102 

Job-Fit3 4.59 1.345 102 

Job-Fit2 4.47 1.232 102 

RA4 4.94 1.281 102 

RA5 4.92 1.272 102 

OC1 3.90 1.499 102 

ICTI2 4.43 1.390 102 

ICTI4 4.10 1.459 102 

OP2 3.92 1.615 102 

OP1 3.90 1.589 102 

ICTI3 4.39 1.497 102 

PEU1 4.70 1.303 102 

PEU2 4.66 1.165 102 

RA2 4.75 1.287 102 

RA3 5.18 1.164 102 
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SEC3 4.47 1.355 102 

RA1 4.85 1.214 102 

Compatibility3 3.90 1.361 102 

Compatibility4 4.18 1.230 102 

Job-Fit1 4.14 1.379 102 

TMS1 3.87 1.513 102 

TMS2 3.99 1.479 102 

SF1 4.16 1.433 102 

SN3 4.33 1.323 102 

SF2 4.42 1.417 102 

PLE1 3.05 1.588 102 

PLE2 2.77 1.356 102 

PLE3 2.68 1.394 102 

OC2 4.11 1.547 102 

OC3 4.01 1.479 102 

ICTI1 4.57 1.744 102 

ICTI5 3.41 1.607 102 

Complexity1 3.45 1.886 102 

Complexity2 4.11 1.628 102 

Compatibility1 4.22 1.405 102 

Compatibility2 4.43 1.294 102 

TMS3 3.85 1.492 102 

SEC1 3.84 1.340 102 

SEC2 4.48 1.433 102 

TRU1 3.73 1.244 102 

TRU2 3.68 1.365 102 

SN1 4.18 1.375 102 

SN2 4.26 1.218 102 

SF3 4.16 1.340 102 

 

Table 28: Communalities (SPSS output) 

 Initial Extraction 

PU1 1.000 .786 

PU2 1.000 .848 

PU3 1.000 .885 

PU4 1.000 .857 

Job-Fit3 1.000 .808 

Job-Fit2 1.000 .727 

RA4 1.000 .759 

RA5 1.000 .784 

OC1 1.000 .762 

ICTI2 1.000 .809 

ICTI4 1.000 .781 

OP2 1.000 .614 

OP1 1.000 .782 

ICTI3 1.000 .788 

PEU1 1.000 .745 

PEU2 1.000 .769 

RA2 1.000 .821 
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RA3 1.000 .721 

SEC3 1.000 .611 

RA1 1.000 .731 

Compatibility3 1.000 .786 

Compatibility4 1.000 .758 

Job-Fit1 1.000 .795 

TMS1 1.000 .757 

TMS2 1.000 .864 

SF1 1.000 .694 

SN3 1.000 .752 

SF2 1.000 .786 

PLE1 1.000 .659 

PLE2 1.000 .751 

PLE3 1.000 .727 

OC2 1.000 .692 

OC3 1.000 .727 

ICTI1 1.000 .607 

ICTI5 1.000 .605 

Complexity1 1.000 .828 

Complexity2 1.000 .827 

Compatibility1 1.000 .676 

Compatibility2 1.000 .769 

TMS3 1.000 .696 

SEC1 1.000 .812 

SEC2 1.000 .689 

TRU1 1.000 .639 

TRU2 1.000 .728 

SN1 1.000 .756 

SN2 1.000 .742 

SF3 1.000 .713 

 

Table 29: Component Matrix for the first set of analysis (SPSS output) 

 
Component 

1 2 3 4 5 6 7 8 9 10 11 12 

Compatibility2 .723            

Job-Fit3 .713            

PU4 .710 -.514           

RA2 .675            

PEU2 .673            

PEU1 .661            

RA4 .659            

ICTI2 .654            

SN2 .653            

RA5 .647 -.534           

PU2 .645 -.526           

RA3 .644            

PU3 .640            

TMS1 .634            

SF3 .630            

RA1 .629            

ICTI3 .626            

SN1 .625            

Job-Fit2 .620            

SEC2 .610            
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PU1 .608 -.580           

TMS3 .597            

ICTI4 .586            

ICTI1 .575            

SF2 .574            

TRU2 .571            

Compatibility4 .571            

SN3 .566            

OC3 .539            

TMS2 .533            

Compatibility3 .531            

Compatibility1 .525            

Job-Fit1 .523            

TRU1             

OC1             

SF1             

SEC1             

OC2             

OP1             

ICTI5             

PLE1   .541          

PLE3   .524          

OP2             

Complexity1             

PLE2             

Complexity2             

SEC3         -.514    

 

Table 30: Rotated Component Matrix for the first set of analysis (SPSS output) 

 Component 

1 2 3 4 5 6 7 8 9 10 11 12 

PU3 .897            

PU2 .889            

PU4 .869            

PU1 .849            

Job-Fit3 .817            

RA5 .814            

RA4 .789            

Job-Fit2 .731            

RA1 .524            

RA2 .524            

OC1  .795           

ICTI2  .771           

ICTI4  .744           

ICTI3  .732           

OP2  .647           

OP1  .606           

OC3             

TMS2   .831          

TMS1   .652          

ICTI5   .515          

TMS3             

SF3             

SF1    .756         

SF2    .754         

SN3    .582         

Compatibility4     .732        

Compatibility3     .696        
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Job-Fit1     .572        

Compatibility2     .569        

SEC3      .733       

PEU1      .602       

PEU2      .542       

RA3 .528     .540       

PLE1       .753      

PLE3       .733      

PLE2       .715      

OC2        .773     

ICTI1             

TRU1         .647    

TRU2         .618    

SEC2             

SN1             

Complexity1          .811   

Complexity2          .772   

SEC1           .807  

SN2             

Compatibility1             

 

Second set of the analysis: 

PCA was again run using SPSS by loading 37 items and applying varimax 

rotation as well. The results showed that nine components can be extracted, and the sum 

of these components explained 72.55 per cent of the total variance. The scree plot was 

unclear, and the determination of the nine components to be extracted from the PCA 

was also based on the Kaiser’s criterion (eigenvalue > 1). According to Field (2013) 

each item must have a loading of at least.512 to determine if it contributes to the 

definition of components. The cut off value is based on the sample size of 102 cases as 

recommended by Field (2013). The KMO for this set of analysis is equal to .840, which 

is acceptable since it is above .5 (Field, 2013; Kaiser, 1974). All KMO values for 

individual items were above .5. The output from SPSS for the second set of analysis is 

presented by Rotated Component Matrix, as shown in Table 31. Two items, namely 

TRU1 and TRU2, did not load at .512 or more onto any of the nine components. 

Therefore, the analysis will be repeated without the items that did not load as suggested 

by Field (2013). 

 

Third set of the analysis: 

PCA was again conducted using SPSS on the 35 items by applying varimax 

rotation as well. The results revealed that only eight components can be pulled out 

explaining 71.47 per cent of the total variance. The scree plot was unclear, and eight 

components based on Kaiser’s criterion (eigenvalue > 1). An item loading of at least 
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.512 was also used to determine the items that cluster in the same components. This was 

based on the sample size of 102 cases (Field, 2013). The KMO for this analysis is equal 

to .837, which is acceptable since it is above .5 (Field, 2013; Kaiser, 1974). All KMO 

values for individual items were above .5. The output for the third set of the analysis is 

also presented; see the Rotated Component Matrix in Table 32. Two items, namely 

SEC1 and Compatibility2, did not load to any of the eight components at .512 or more. 

Hence, the analysis will be repeated without the items that did not load as suggested by 

Field (2013). 

Table 31: Rotated Component Matrix for the second set of analysis (SPSS output)  

 
Component 

1 2 3 4 5 6 7 8 9 

PU3 .899         

PU2 .890         

PU4 .856         

PU1 .849         

RA5 .815         

Job-Fit3 .805         

RA4 .794         

Job-Fit2 .707         

RA2 .524         

RA1 .523         

OC1  .792        

ICTI2  .773        

ICTI4  .753        

ICTI3  .727        

OP2  .683        

OP1  .604        

Compatibility3   .775       

Compatibility4   .752       

Job-Fit1   .673       

Compatibility2   .522       

SEC3    .721      

PEU1    .647      

RA3 .537   .583      

PEU2    .563      

PLE3     .770     

PLE2     .724     

PLE1     .713     

SF1      .779    

SF2      .755    

SN3      .606    

OC2       .757   

ICTI5       .591   

TRU1          

TRU2          

TMS2        .843  

TMS1        .659  

SEC1         .555 
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Table 32: Rotated Component Matrix for the third set of analysis (SPSS output) 

 
Component 

1 2 3 4 5 6 7 8 

PU2 .879        

PU3 .870        

PU1 .846        

PU4 .845        

RA5 .823        

RA4 .819        

Job-Fit3 .812        

Job-Fit2 .717        

RA1 .561        

RA2 .552        

OC1  .799       

ICTI2  .777       

ICTI4  .769       

ICTI3  .705       

OP2  .657       

OP1  .618       

Compatibility3   .782      

Compatibility4   .727      

Job-Fit1   .691      

Compatibility2         

SEC3    .727     

PEU1    .651     

PEU2    .587     

RA3 .560   .577     

PLE2     .768    

PLE3     .748    

PLE1     .683    

SEC1         

SF1      .755   

SF2      .704   

SN3      .664   

OC2       .692  

ICTI5       .603  

TMS2        .824 

TMS1        .674 

 

The final results of the PCA are reported in detail in the next section with the 

tables that are presented by SPSS output. After PCA was preformed, the conceptual 

model for mCommerce organisational adoption was refined; it is presented at the end of 

this chapter. 

 

6.4 Quantitative results  

In the fourth set of analysis, the items were reduced to 33 with a total number of 

14 items removed based on the previous three sets of the analysis. The results of the 

final analysis are explained in detail in the following section. 
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6.4.1 Principal components analysis using SPSS  

PCA was conducted on 33 items with varimax rotation (orthogonal). The KMO 

for this analysis is equal to .838 as presented in Table 33. The KMO is acceptable since 

it is above .5 (Field, 2013; Kaiser, 1974). In this study the sample size of 102 cases can 

be described as “meritorious” (Field, 2013; Hutcheson & Sofroniou, 1999; Kaiser, 

1974). All KMO values for individual items were above .5. After PCA was run, eight 

components had eigenvalues over Kaiser’s criterion of 1, and in combination they 

explained 72.90 per cent of the total variance (see Table 34).  

 

Table 33: KMO and Bartlett's Test (SPSS output) 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .838 

Bartlett's Test of Sphericity Approx. Chi-Square 2355.291 

Df 528 

Sig. .000 

 

As illustrated in Figure 29, the scree plot was unclear and showed that one of 

three or six or eight components can be extracted. The determination of the eight 

components was based on the Kaiser’s criterion (eigenvalue > 1). An item loading of at 

least .512 was also used to determine the items that cluster in the same components, and 

this was based on the fact that the sample size was 102 cases as revealed by Field 

(2013) and at this set of analysis all the 33 items were loading at more than .512 onto 

one of the components. The extracted eight components may affect the intention to 

adopt mCommerce in Saudi telecoms and banks. Table 35 shows the Rotated 

Component Matrix which presents the item loading after the rotation. Table 36, derived 

from Tables 34 and 35, presents the questions from the questionnaire and their loading 

to the components. The next section presents the results of the reliability tests of this 

study.  
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Table 34: Total variance explained (SPSS output) 

Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

1 10.780 32.667 32.667 10.780 32.667 32.667 7.355 22.289 22.289 

2 4.335 13.137 45.805 4.335 13.137 45.805 3.851 11.670 33.960 

3 2.031 6.156 51.960 2.031 6.156 51.960 2.503 7.586 41.546 

4 1.814 5.498 57.458 1.814 5.498 57.458 2.242 6.795 48.341 

5 1.441 4.367 61.825 1.441 4.367 61.825 2.145 6.501 54.841 

6 1.338 4.054 65.879 1.338 4.054 65.879 2.111 6.398 61.239 

7 1.180 3.576 69.456 1.180 3.576 69.456 1.979 5.998 67.237 

8 1.137 3.444 72.900 1.137 3.444 72.900 1.869 5.662 72.900 

9 .906 2.746 75.646       

10 .865 2.620 78.266       

11 .739 2.240 80.506       

12 .692 2.096 82.603       

13 .600 1.819 84.421       

14 .585 1.771 86.193       

15 .521 1.578 87.771       

16 .479 1.450 89.221       

17 .451 1.367 90.588       

18 .352 1.066 91.654       

19 .349 1.057 92.711       

20 .317 .960 93.672       

21 .275 .835 94.506       

22 .265 .803 95.310       

23 .229 .695 96.004       

24 .203 .614 96.618       

25 .198 .600 97.219       

26 .186 .563 97.782       

27 .150 .453 98.235       

28 .137 .416 98.651       

29 .125 .379 99.030       

30 .097 .294 99.324       

31 .087 .265 99.589       

32 .076 .230 99.819       

33 .060 .181 100.000       

 

 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                 Griffith Business School 146 

 
Figure 29: Scree plot (SPSS output) 

 

Table 35: Rotated Component Matrix for the fourth set of analysis (SPSS output) 

 
Component 

1 2 3 4 5 6 7 8 

PU2 .881        

PU3 .875        

PU4 .854        

PU1 .849        

RA5 .823        

Job-Fit3 .823        

RA4 .815        

Job-Fit2 .718        

RA1 .558        

RA2 .554        

OC1  .804       

ICTI2  .772       

ICTI4  .766       

ICTI3  .728       

OP2  .678       

OP1  .622       

SEC3   .721      

PEU1   .617      

RA3 .548  .607      

PEU2   .556      

Compatibility3    .815     

Compatibility4    .704     

Job-Fit1    .688     

PLE2     .779    

PLE3     .753    

PLE1     .712    

SF1      .796   

SF2      .734   

SN3      .623   

TMS2       .826  

TMS1       .685  

OC2        .755 

ICTI5        .652 
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Table 36: Summary for principal components analysis results for the fourth set of analysis 

Items Components 

1 2 3 4 5 6 7 8 

Do you think that using mCommerce in your job would increase your productivity? .881        

Do you think that using mCommerce would enhance your effectiveness on the job? .875        

Do you think that you would find mCommerce applications useful for your job? .854        

Do you think that using mCommerce would improve your job performance? .849        

Do you think that mCommerce will help improve your organisation's financial 

performance? 
.823        

Do you think that the use of mCommerce will fit in with your work? .823        

Do you think that using mCommerce will improve the quality of work you do? .815        

Considering all tasks, what will be the general extent to which the use of mCommerce 

applications could assist on the job? 
.718        

Do you think that mCommerce will increase the market share of your organisation? .558        

Do you think that mCommerce will provide new business opportunities for your 

organisation? 
.545        

What is the level of innovation in your organisation?  .804       
Do you think that your organisation has enough established online services via its 

website? 
 .772       

Do you think that your organisation has adequate, well integrated, scalable Information 

systems applications? 
 .766       

Do you think that your organisation has a high quality, reliable internal network 

infrastructure? 
 .728       

Do you think that there are established policies and procedures in your organisation that 

can guide, organise and control the usage of mobile devices in your job? 
 .678       

Do you think that there are established policies and procedures in your organisation to 

protect users’ privacy when using mCommerce? 
 .622       

How concerned are your customers about the security of their data when using 

mCommerce? 
  .721      

Do you think that learning to use mCommerce applications would be easy?   .617      
Do you think that using mCommerce will enable you to accomplish tasks more quickly? .548  .607      
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Do you think that mCommerce applications would be flexible to interact with?   .556      
Do you think that it will be easy to integrate current information systems (IS) with 

mCommerce applications and systems? 
   .815     

Do you think that using mCommerce applications is/would be compatible with all aspect 

of your work? 
   .704     

Do you think that the use of mCommerce applications will increase the quantity of 

output for the same amount of effort? 
   .688     

Do you think that the current policy and legal environments in KSA support the 

introduction of mobile Commerce? 
    .779    

Do you think that existing laws protect users' privacy when using mCommerce in KSA?     .753    
Do you think that there is adequate legal protection for purchases through mobile 

devices in KSA? 
    .713    

Do you think you will use mCommerce applications because most of your co-workers 

do? 
     .796   

Do you think that your supervisor will be very supportive of the use mobile devices in 

your job? 
     .734   

Do you think that decisions regarding mCommerce adoption at your organisation would 

be influenced or affected by the adoption behaviour of other organisations? 
     .623   

Do you think that there will be lots of efforts from top and middle managers to create a 

suitable climate to mCommerce adoption and initiatives? 
      .826  

Do you think that executives in general, have a positive understanding about 

mCommerce? 
      .685  

How aware are you of the benefits, applications, processes, and effects of mCommerce 

applications? 
       .755 

Do you think that the telecommunication infrastructure in the KSA is adequate to 

support mCommerce applications? 
       .652 

Eigenvalues  10.78 4.34 2.03 1.81 1.44 1.34 1.18 1.14 

Per cent of Variance Explained %32.67 %13.14 %6.16 %5.50 %4.37 %4.05 %3.58 %3.44 
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6.5 Reliability of the study 

Reliability tests were done for the whole questionnaire as well as for each 

component. These tests were conducted through SPSS, and the results are presented in 

this section with the presentation of SPSS outputs. According to Field (2013), 

“reliability means that a measure (or in this case a questionnaire) should consistently 

reflect the construct that it is measuring” (p. 706). The result of the reliability test for the 

whole components based on the 33 items is shown in Table 37. The questionnaire has 

high reliability, with a Cronbach’s alpha of .923 based on suggestion of Field (2013) 

that Cronbach’s alpha values of more than .7 can be accepted.   

 

Table 37: Reliability Statistics (SPSS output) 

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardized Items 

N of 

Items 

.923 .927 33 

 

In Table 38, the column titled Correlated Item-Total Correlation presents the 

correlation between each item and the total score from the questionnaire (Field, 2013). 

Five values are .3 or below. Any value less than .3 “means that a particular item does 

not correlate very well with the scale overall. Items with low correlation may have to be 

dropped” (Field, 2013, p. 713). The last column in Table 38 contains “values of the 

overall α if that item isn’t included in the calculations” (Field, 2013, p. 713). Four 

values in the last column are more than the overall Cronbach’s alpha = .923, and 

deleting these four items (PLE1, PLE3, OC2, ICTI5) will probably increase the 

Cronbach’s α and improve reliability. Table 39 shows results for the reliability tests for 

each component. The Cronbach’s alpha results are accepted for all components except 

the eighth component with Cronbach’s alpha value equal to .503, which is lower than .7. 

This low value of Cronbach’s alpha for the eighth component means that these two 

items (OC2, and ICTI5) should be reconsidered. Deleting these items will increase the 

overall Cronbach’s alpha as shown in Table 38. The analysis will be repeated by 

dropping these two items, which have a low correlation of .3 or below, in order to 

improve the reliability of the whole model, as presented in Table 38.  
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Table 38: Item-Total Statistics (SPSS output) 

 
Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

PLE1 136.82 576.741 .259 .489 .924 

PLE2 137.10 577.634 .300 .544 .923 

PLE3 137.20 588.179 .132 .583 .925 

OP1 135.97 564.009 .431 .687 .921 

OP2 135.95 567.097 .381 .557 .922 

OC1 135.97 563.672 .465 .609 .921 

OC2 135.76 576.103 .277 .385 .924 

ICTI2 135.44 555.952 .628 .753 .919 

ICTI3 135.48 555.797 .581 .802 .919 

ICTI4 135.77 558.256 .561 .763 .920 

ICTI5 136.46 577.696 .243 .576 .924 

RA1 135.02 564.297 .577 .740 .920 

RA2 135.13 560.251 .609 .838 .919 

RA3 134.70 565.402 .583 .741 .920 

RA4 134.93 559.629 .623 .772 .919 

RA5 134.95 560.582 .612 .755 .919 

PEU1 135.18 559.612 .612 .828 .919 

PEU2 135.22 563.003 .628 .786 .919 

PU1 135.21 562.680 .559 .847 .920 

PU2 135.21 559.729 .620 .856 .919 

PU3 135.22 558.805 .619 .896 .919 

PU4 135.17 557.942 .685 .861 .918 

Compatibility3 135.97 565.474 .490 .671 .921 

Compatibility4 135.70 565.699 .544 .718 .920 

Job-Fit1 135.74 563.979 .506 .697 .920 

Job-Fit2 135.40 562.797 .594 .753 .919 

Job-Fit3 135.28 553.057 .698 .796 .918 

TMS1 136.00 553.802 .603 .663 .919 

TMS2 135.88 562.699 .487 .697 .921 

SEC3 135.40 575.985 .326 .386 .923 

SN3 135.54 567.716 .469 .567 .921 

SF1 135.72 568.344 .419 .529 .921 

SF2 135.45 560.785 .540 .622 .920 

 

Table 39: Reliability Statistics for each component based on SPSS output 

Components Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardized Items 

N of 

Items 

1 .947 .947 10 

2 .874 .877 6 

3 .793 .800 4 

4 .822 .824 3 

5 .709 .711 3 

6 .734 .733 3 

7 .807 .807 2 

8 .503 .503 2 
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The two other items (PLE1, PLE3), which have a correlation below .3 as shown 

in Table 38, will not be deleted since they measure one of the candidate factors, namely 

policy and legal environment (PLE). This candidate factor can have a significant 

positive influence on the intention to adopt mCommerce in Saudi banks and telecoms, 

as revealed from the first stage of this research. Such significance may be due to the fact 

that the interviews of the first stage of this research were conducted mainly with 

managers, and PLE can be quite important to managers, more than to others, because 

they are the ones who are responsible for applying them. This can be true since, if we 

repeat the reliability test of the last set of PCA using only the data that is collected from 

managers, which are 45 cases in this study, one of these items has a correlation of more 

than .3, which is acceptable (as shown in table 40). Additionally, an increase was also 

noted in PLE3 although it did not attain significance. Furthermore, the total correlation 

value for PLE2 also increased when data from managers only are analysed.  

 

Table 40: Item-Total Statistics (SPSS output) – managers only 

 
Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

PLE1 130.46 493.454 .351 .753 .932 

PLE2 130.89 493.166 .399 .770 .931 

PLE3 130.96 506.620 .182 .713 .933 

OP1 129.83 488.280 .430 .855 .931 

OP2 129.96 489.598 .384 .625 .931 

OC1 129.78 485.818 .480 .848 .930 

ICTI2 129.41 477.048 .732 .920 .927 

ICTI3 129.26 476.686 .665 .924 .928 

ICTI4 129.59 483.581 .525 .902 .929 

RA1 128.80 486.294 .585 .943 .929 

RA2 128.85 479.554 .649 .953 .928 

RA3 128.43 479.407 .712 .884 .927 

RA4 128.52 482.122 .698 .921 .928 

RA5 128.59 488.026 .547 .883 .929 

PEU1 128.96 482.531 .686 .897 .928 

PEU2 128.93 485.573 .710 .924 .928 

PU1 128.72 486.207 .615 .898 .928 

PU2 128.72 483.141 .693 .958 .928 

PU3 128.63 488.416 .548 .948 .929 

PU4 128.70 487.105 .627 .923 .928 

Compatibility3 129.72 491.141 .434 .806 .930 

Compatibility4 129.46 489.231 .504 .888 .930 

Job-Fit1 129.35 488.765 .460 .727 .930 

Job-Fit2 129.24 487.075 .619 .921 .928 

Job-Fit3 128.78 486.618 .605 .829 .929 

TMS1 129.59 476.292 .664 .876 .928 

TMS2 129.65 485.476 .516 .826 .929 

SEC3 129.39 495.088 .359 .634 .931 

SN3 129.35 483.521 .550 .842 .929 

SF1 129.78 486.307 .421 .705 .931 

SF2 129.28 479.941 .523 .801 .930 
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PCA was again carried out with items reduced to 31; 16 items were removed 

based on the analysis above as suggested by Field (2013). PCA was conducted on 31 

items with varimax rotation (orthogonal). The KMO for this analysis is equal to .858 as 

presented in Table 41. The resultant KMO is acceptable since it is above .5 (Field, 2013; 

Kaiser, 1974) and in this study the sample size can be described as “meritorious” (Field, 

2013; Hutcheson & Sofroniou, 1999; Kaiser, 1974). All KMO values for individual 

items were above .608, which is acceptable since they are above .5 (Field, 2013). After 

PCA was carried out, seven components had eigenvalue over Kaiser’s criterion of 1, 

and in combination they explained almost 72.13 per cent of the total variance (see Table 

42).  

Table 41: KMO and Bartlett's Test (SPSS output) 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .858 

Bartlett's Test of Sphericity Approx. Chi-Square 2254.407 

Df 465 

Sig. .000 

 

Table 42: Total variance explained (SPSS output) 

Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

1 10.687 34.476 34.476 10.687 34.476 34.476 6.981 22.520 22.520 

2 4.134 13.337 47.813 4.134 13.337 47.813 3.855 12.435 34.955 

3 1.976 6.375 54.187 1.976 6.375 54.187 3.240 10.452 45.407 

4 1.740 5.612 59.799 1.740 5.612 59.799 2.232 7.199 52.606 

5 1.383 4.460 64.259 1.383 4.460 64.259 2.144 6.917 59.523 

6 1.295 4.179 68.438 1.295 4.179 68.438 2.001 6.455 65.978 

7 1.143 3.688 72.126 1.143 3.688 72.126 1.906 6.148 72.126 

8 .934 3.013 75.139       

9 .880 2.837 77.977       

10 .748 2.414 80.390       

11 .653 2.106 82.496       

12 .594 1.916 84.413       

13 .580 1.872 86.284       

14 .499 1.610 87.894       

15 .478 1.542 89.436       

16 .368 1.187 90.623       

17 .352 1.135 91.758       

18 .333 1.075 92.833       

19 .319 1.030 93.863       

20 .272 .876 94.740       

21 .233 .752 95.492       

22 .215 .694 96.186       



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                  Griffith Business School 153 

23 .202 .652 96.839       

24 .191 .615 97.454       

25 .154 .497 97.951       

26 .150 .485 98.436       

27 .136 .438 98.875       

28 .103 .334 99.208       

29 .100 .323 99.531       

30 .081 .263 99.794       

31 .064 .206 100.000       

 

As illustrated in Figure 30, the scree plot was unclear and the determination of 

the seven components was based on the Kaiser’s criterion (eigenvalue > 1). An item 

loading of at least .512 was also used to determine the clustering strength based on the 

sample size of 102 cases (Field, 2013). All of the 31 items loaded at more than .512 

onto one of the components.  

 

 
Figure 30: Scree plot (SPSS output) 

The extracted seven components may affect the intention to adopt mCommerce 

in Saudi telecoms and banks. Table 43 combines Table 42 with the Rotated Component 

Matrix. It presents the questions from the questionnaire and their loading to the 

components. The next section presents reliability tests for this study, followed by more 

findings based on the quantitative results.  
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Table 43: Summary for principal components analysis results for mCommerce adoption in Saudi telecoms and banks 

Items Components 

1 2 3 4 5 6 7 
Do you think that using mCommerce would enhance your effectiveness on the job? .875       

Do you think that using mCommerce in your job would increase your productivity? .875       

Do you think that using mCommerce would improve your job performance? .843       

Do you think that you would find mCommerce applications useful for your job? .835       

Do you think that the use of mCommerce will fit in with your work? .814       

Do you think that mCommerce will help improve your organisation's financial performance? .804       

Do you think that using mCommerce will improve the quality of work you do? .801       

Considering all tasks, what will be the general extent to which the use of mCommerce 

applications could assist on the job? 

.715       

Do you think that mCommerce will increase the market share of your organisation? .517       

What is the level of innovation in your organisation?  .792      

Do you think that your organisation has enough established online services via its website?  .785      

Do you think that your organisation has adequate, well integrated, scalable Information 

systems applications? 

 .773      

Do you think that your organisation has a high quality, reliable internal network infrastructure?  .752      

Do you think that there are established policies and procedures in your organisation that can 

guide, organise and control the usage of mobile devices in your job? 

 .688      

Do you think that there are established policies and procedures in your organisation to protect 

users’ privacy when using mCommerce? 

 .637      

Do you think that learning to use mCommerce applications would be easy?   .729     

Do you think that mCommerce applications would be flexible to interact with?   .672     

Do you think that mCommerce will provide new business opportunities for your organisation?   .625     

Do you think that using mCommerce will enable you to accomplish tasks more quickly? .527  .597     

How concerned are your customers about the security of their data when using mCommerce?   .567     

Do you think that it will be easy to integrate current information systems with mCommerce 

applications and systems? 

   .804    

Do you think that using mCommerce applications is/would be compatible with all aspect of 

your work? 

   .704    

Do you think that the use of mCommerce applications will increase the quantity of output for 

the same amount of effort? 

   .701    

Do you think that the current policy and legal environments in KSA support the introduction 

of mobile Commerce? 

     .794   

Do you think that existing laws protect users' privacy when using mCommerce in KSA?       .753   

Do you think that there is adequate legal protection for purchases through mobile devices in 

KSA? 

     .697   
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Do you think you will use mCommerce applications because most of your co-workers do?      .812  

Do you think that your supervisor will be very supportive of the use mobile devices in your 

job? 

     .738  

Do you think that decisions regarding mCommerce adoption at your organisation would be 

influenced or affected by the adoption behaviour of other organisations? 

     .570  

Do you think that there will be lots of efforts from top and middle managers to create a 

suitable climate to mCommerce adoption and initiatives? 

      .820 

Do you think that executives in general, have a positive understanding about mCommerce?       .694 

Eigenvalues  10.69 4.13 1.98 1.74 1.38 1.30 1.14 

Per cent of Variance Explained  34.48 13.34 6.38 5.61 4.46 4.18 3.69 
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The result of the reliability test for the whole components is based on the 31 items is 

shown in Table 44. The whole questionnaire has a high reliability, and the Cronbach’s alpha = 

.925 which is acceptable based on the suggestion of Field (2013) that a Cronbach’s alpha 

value of more than .7 can be accepted.   

 

Table 44: Reliability Statistics (SPSS output) 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

.925 .929 31 

 

Table 45 shows the reliability tests’ results for each component. The Cronbach’s alpha 

results are accepted for all components since they are more than .7 (Field, 2013). All values in 

the Correlated Item-Total Correlation column in Table 46 are above .3, which is acceptable 

(Field, 2013), except the three items (PLE1, PLE2, and PLE3) for PLE. The other important 

column in Table 46 is the last one, which contains “values of the overall α if that item isn’t 

included in the calculations” (Field, 2013, p. 713). Only four values in the last column are 

more than the overall Cronbach’s alpha = .925. The next section presents more findings 

followed by the chapter summary. 

 

Table 45: Reliability Statistics for each component based on SPSS output 

Components Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardized Items 

N of 

Items 

1 .946 .946 9 

2 .874 .877 6 

3 .826 .831 5 

4 .822 .824 3 

5 .709 .711 3 

6 .734 .733 3 

7 .807 .807 2 
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Table 46: Item-Total Statistics (SPSS output) 

 Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

TMS1 128.48 513.737 .589 .661 .922 

TMS2 128.36 522.174 .474 .681 .924 

PLE1 129.30 534.491 .264 .478 .927 

PLE2 129.58 536.999 .280 .513 .926 

PLE3 129.68 545.825 .133 .553 .928 

OP1 128.45 523.339 .420 .647 .925 

OP2 128.43 527.020 .361 .471 .926 

PEU1 127.66 519.238 .598 .820 .922 

PEU2 127.70 522.332 .615 .785 .922 

PU1 127.69 519.366 .593 .804 .922 

PU2 127.69 517.544 .637 .851 .922 

PU3 127.70 516.709 .635 .888 .922 

PU4 127.65 516.112 .698 .861 .921 

Job-Fit2 127.88 520.303 .616 .749 .922 

Job-Fit3 127.76 511.073 .716 .792 .921 

RA1 127.50 523.025 .575 .717 .922 

RA2 127.61 518.934 .611 .837 .922 

RA3 127.18 523.097 .601 .733 .922 

RA4 127.41 517.076 .648 .765 .922 

RA5 127.43 518.327 .630 .755 .922 

OC1 128.45 522.963 .455 .604 .924 

ICTI2 127.92 515.558 .617 .751 .922 

ICTI3 127.96 516.394 .556 .788 .923 

ICTI4 128.25 518.172 .544 .756 .923 

SEC3 127.88 533.630 .335 .372 .925 

SN3 128.02 526.752 .460 .561 .924 

SF1 128.20 525.803 .435 .489 .924 

SF2 127.93 519.193 .545 .612 .923 

Compatibility3 128.45 523.557 .498 .663 .923 

Compatibility4 128.18 523.909 .551 .708 .923 

Job-Fit1 128.22 521.874 .518 .672 .923 

 

6.6 Findings of the second stage 

The aims of this quantitative study, which represents the second stage of this research 

project, is to reduce the number of candidate factors, group them into components, refine the 
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hypotheses that were proposed in the first stage of this research project, and develop a reliable 

questionnaire which can be used to test the proposed mCommerce organisational adoption 

model. This model was developed based on the review of the literature and then modified 

based on the results of the first stage of the research. In this section, the list of hypotheses for 

future research, the questionnaire, and mCommerce organisational adoption model will be 

refined based on the quantitative results above. The seven components which emerged from 

the PCA are further contextualised and classified based on the items that cluster around each 

one. In table 43, the lists of items that measure each component are presented. The resulted 

seven components are labelled as follows: 

1. Performance expectancy (PE) 

2. Organisational readiness (OR) 

3. mCommerce features and opportunities (MFO) 

4. Compatibility of mCommerce services (CMS) 

5. Policy and legal environment (PLE) 

6. Social influence (SI) 

7. Top management support (TMS). 

These seven components were grouped into two groups—organisational / 

environmental and technological—as illustrated in the following section. The following 

section also presents a discussion about the above findings.  

 

6.7 Discussion  

This section presents the discussion of the above findings and links them to the 

literature as well as to the first stage of the study. As mentioned before, the main objective for 

conducting this research project is to identify the factors that influence the intention to adopt 

mCommerce in Saudi organisations. Attaining such an objective and constructing a 

conceptual model for mCommerce organisational adoption is the main contribution for this 

research project. The aim of the current quantitative study is to do the following: 

 Reduce the number of independent variables  

 Understand the structure and the relationship of the variables included in the study  

 Refine the questionnaire to be used in future research to measure these variables. 

The goal for conducting this research project is to answer the following questions: 
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 What are the main factors that influence the adoption of mCommerce in Saudi 

organisations?  

 Are policy and legal environment significant factors that influence mCommerce 

adoption in Saudi organisations? 

In order to answer the first research question, we turn to the pervious results, which 

show that there are seven components that may affect the intention to adopt mCommerce in 

Saudi banks and telecoms. These components are performance expectancy, organisational 

readiness, mCommerce features and opportunities, compatibility of mCommerce services, 

policy and legal environment, social influence, and top management support. The following 

section will discuss these components in detail. Figure 31 illustrates the new mCommerce 

organisational adoption model derived from the previous analysis. The refinement and 

modifications were based on the new hypotheses.  

 

 

Figure 31: The resulted mCommerce organisational adoption model – Second stage 
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Based on the above findings, performance expectancy presents the expected gains 

that can raise both employees and organisational performance when adopting mCommerce 

services. The above analysis revealed that nine items—PU1, PU2, PU3, PU4, RA1, RA4, 

RA5, Job-Fit2, and Job-Fit3—from three candidate factors (perceived usefulness (PU), 

relative advantage (RA), and job-fit) load on the first component, which is PE. These items 

are listed below; a list of the items with the support from the literature is presented in 

Appendix 4. The above results revealed that PE has a positive effect on the intention to adopt 

mCommerce in Saudi banks and telecoms. To support such finding, Venkatesh et al. (2003) 

found that PE is one of the most significant determinants for the adoption of information 

technology in organisations. In the study done by Venkatesh et al. (2003), PU includes a 

number of factors: extrinsic motivation, job-fit, RA, and outcome expectations. 

This section discusses the importance of the three candidate factors (PU, RA, and job-

fit) that are included in the PE component. During the qualitative analysis it was found that 

PU, RA, and job-fit can affect positively the intention to adopt mCommerce services in Saudi 

banks and telecoms. Bhatti (2007), Snowden et al. (2006), and (Yaseen & Zayed, 2010) 

believed that PU affects the adoption of mCommerce. The literature also revealed that PU 

significantly affects the adoption of new technologies (Davis, 1986, 1989; Davis et al., 1989; 

Grandon & Pearson, 2004; Subramanian, 1998). Additionally, RA can be a significant factor 

that affects the adoption of new technologies (Moore & Benbasat, 1991; Rogers, 2003; Sait et 

al., 2004). Moreover, if an innovation provides organisations with significant benefits, it 

probably would be adopted (Premkumar & Ramamurthy, 1995; Rogers, 2003). Furthermore, 

job-fit can be considered a direct determinant of user acceptance of new technologies 

(Thompson et al., 1991). 

Based on the above discussion, the following hypothesis is proposed to be tested in 

future research: 

H1: Performance expectancy has a positive effect on the intention to adopt mCommerce 

in Saudi banks and telecoms. 

Based on the above results, the following nine items can be included in the 

questionnaire to test the first proposed relationship, PE, and how it can affect positively the 

intention to adopt mCommerce in organisations: 

1. PU1: Do you think that using mCommerce would improve your job performance? 

2. PU2: Do you think that using mCommerce in your job would increase your productivity? 

3. PU3: Do you think that using mCommerce would enhance your effectiveness on the job? 
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4. PU4: Do you think that you would find mCommerce applications useful for your job? 

5. RA1: Do you think that mCommerce will increase the market share of your organisation? 

6. RA4: Do you think that using mCommerce will improve the quality of work you do? 

7. RA5: Do you think that mCommerce will help improve your organisation's financial 

performance? 

8. Job-Fit2: Considering all tasks, what will be the general extent to which the use of 

mCommerce applications could assist on the job? 

9. Job-Fit3: Do you think that the use of mCommerce will fit in with your work? 

The above analysis suggested that organisational readiness is based on the 

organisation’s readiness to adopt mCommerce services in three areas: culture, polices, and 

infrastructure. The above findings showed that six items—OC1, OP1, OP2, ICTI2, ICTI3, and 

ICTI4—loaded on the OR component. These items are from three candidate factors: 

information and communication technologies infrastructure (ICTI), organisational culture 

(OC), and organisational policy (OP). The previous analysis revealed that OR can have a 

positive effect on the intention to adopt mCommerce in Saudi banks and telecoms. Also, as 

has been shown from the previous study, the success of any mCommerce in an organisation’s 

initiative will be based on the level of the organisation’s ICTI readiness. Molla and Licker 

(2005) found that eCommerce adoption by businesses in developing countries is significantly 

influenced by the human, business, and technology resource dimensions of organizational e-

readiness. On the other hand OR, including financial and technological resources, was not 

found to be a significant factor in the decision to adopt eCommerce by small and medium US 

businesses (Grandon & Pearson, 2004). The reason behind such insignificance for OR in the 

study done by Grandon and Pearson (2004) is that they investigated a different technology in 

different country than the current study.   

The importance of the three candidate factors (ICTI, OC, and OP) that are included in 

the OR component is discussed in this section. The first stage of this research showed that 

ICTI can have a significant positive effect on the intention to adopt mCommerce in Saudi 

banks and telecoms. This finding is supported by the work of Léger et al. (2004); Yang 

(2005); Elahi and Hassanzadeh (2009); Premkumar and Ramamurthy (1995). Moreover, 

during the qualitative analysis stage it was found that OC and OP are believed to be factors 

that have a positive effect on the intention to adopt of mCommerce in Saudi banks and 

telecoms. OECD (2007) revealed that business self-regulation is a requirement to produce 

mCommerce regulations in any country and protect customers. Such concerns increase the 
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demand to develop OP to manage mCommerce usage. Brown and Russell (2007) also noted 

that changes to business processes would need to take place during the adoption of 

sophisticated technology such as Radio Frequency Identification by retailers. Additionally, 

according to Léger et al. (2004) and Stoica et al. (2005), OC facilitates the adoption of 

mCommerce in organisations. 

Based on the above argument, the following hypothesis is proposed to be tested in 

future research: 

H2: Organisational readiness has a positive effect on the intention to adopt mCommerce 

in Saudi banks and telecoms. 

Based on the above analysis, the following items can be included in the questionnaire 

to measure the above-proposed relationship:  

1. OC1: What is the level of innovation in your organisation? 

2. OP1: Do you think that there are established policies and procedures in your organisation 

to protect users’ privacy when using mCommerce? 

3. OP2: Do you think that there are established policies and procedures in your organisation 

that can guide, organise and control the usage of mobile devices in your job? 

4. ICTI2: Do you think that your organisation has enough established online services via its 

website? 

5. ICTI3: Do you think that your organisation has a high quality, reliable internal network 

infrastructure? 

6. ICTI4: Do you think that your organisation has adequate, well integrated, scalable 

information systems applications? 

The above results showed that mCommerce features and opportunities as a 

component represent the expected features that are embedded in mCommerce services and the 

potential opportunities of providing such service. The five items—PEU1, PEU2, RA2, RA3, 

and SEC3—which are associated with the three candidate factors (perceived ease of use 

(PEU), RA, and security) loaded on this component. The analysis of the data revealed that 

mCommerce features and opportunities can have a positive effect on the intention to adopt 

mCommerce in Saudi banks and telecoms.  

The importance of the three candidate factors (PEU, RA, and security) included in the 

MFO component is discussed here. The findings from the qualitative stage suggest that PEU 

of mCommerce applications can affect positively the intention to adopt mCommerce in Saudi 

banks and telecoms. This is also supported by Bhatti (2007), Snowden et al. (2006), and 
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Yaseen and Zayed (2010). The literature also suggests that PEU can be considered an 

important adoption factor affecting the adoption of new technologies (Davis, 1986, 1989; 

Davis et al., 1989; Grandon & Pearson, 2004; Subramanian, 1998; Venkatesh et al., 2003). 

Furthermore, the qualitative stage of this research project revealed that security of 

mCommerce applications is likely to have a significant positive effect on the intention to 

adopt mCommerce in Saudi banks and telecoms. Another two studies considered security a 

significant factor that affects the adoption of mCommerce services (O'Donnell et al., 2007; 

Yang, 2005). The importance of RA was discussed in the first component. 

Based on the above results, the following hypothesis is proposed to be tested in future 

research:  

H3: mCommerce features and opportunities affect positively the intention to adopt 

mCommerce in Saudi banks and telecoms. 

Based on the analysis results, the above-mentioned relationship can be measured by 

the following proposed questions:  

1. PEU1: Do you think that learning to use mCommerce applications would be easy? 

2. PEU2: Do you think that mCommerce applications would be flexible to interact with? 

3. RA2: Do you think that mCommerce will provide new business opportunities for your 

organisation? 

4. RA3: Do you think that using mCommerce will enable you to accomplish tasks more 

quickly? 

5. SEC3: How concerned are your customers about the security of their data when using 

mCommerce? 

The above analysis revealed that compatibility of mCommerce services to the 

employee’s work as well as to the current organisational systems can be represented by this 

component. As shown in the analysis above, three items—Compatibility3, Compatibility4, 

and Job-Fit1—from two candidate factors (compatibility and job-fit) loaded to CMS. The 

above findings revealed that CMS can have a positive effect on the intention to adopt 

mCommerce in Saudi banks and telecoms. Compatibility of eCommerce to the firm’s culture, 

value, and preferred work practices were found to be influential factors in the decision to 

adopt eCommerce by small and medium US businesses (Grandon & Pearson, 2004). During 

the qualitative stage of this research it was shown that compatibility of mCommerce 

applications can positively affect the intention to adopt mCommerce in Saudi banks and 

telecoms. The literature also showed that compatibility can be a significant factor that affects 
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the organisational adoption of new technologies (Elahi & Hassanzadeh, 2009; Moore & 

Benbasat, 1991; Rogers, 2003; Sait et al., 2004; Venkatesh et al., 2003). Furthermore, as 

mentioned before, job-fit can be considered a direct determinant of user acceptance of new 

technologies (Thompson et al., 1991). 

Based on above results, the following hypothesis is proposed to be tested in future 

research:   

H4: Compatibility of mCommerce services affects positively the intention to adopt 

mCommerce in Saudi banks and telecoms. 

Based on the above findings, the following are the items that can be used to test the 

above-mentioned relationship:   

1. Compatibility3: Do you think that it will be easy to integrate current information systems 

with mCommerce applications and systems? 

2. Compatibility4: Do you think that using mCommerce applications is/would be compatible 

with all aspect of your work? 

3. Job-Fit1: Do you think that the use of mCommerce applications will increase the quantity 

of output for the same amount of effort? 

As mentioned in Chapter Four, policy and legal environment includes all the relevant 

governmental regulations that have impacts on mCommerce adoption and use in 

organisations. The above analysis suggested that three items (PLE1, PLE2, and PLE3) are 

related to the candidate factor PLE. These items are listed below. The above findings showed 

that PLE can have a positive effect on the intention to adopt mCommerce in Saudi banks and 

telecoms. Such finding can be used in order to confirm the answer of the second research 

question raised at the beginning of the discussion section. The qualitative stage of this 

research showed that PLE has a significant positive effect on the intention to adopt 

mCommerce in Saudi banks and telecoms. This finding supports previous mCommerce 

studies such as O'Donnell et al. (2007), OECD (2007), Sharma et al. (2006), Tiwari et al. 

(2006), and Yang (2005). This finding can be tested in future research, and the following 

hypothesis is proposed: 

H5: Policy and legal environment have a positive effect on the intention to adopt 

mCommerce in Saudi banks and telecoms. 

Based on the above results, the following are the items that could be used to measure 

the above-mentioned relationship:   
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1. PLE1: Do you think that there is adequate legal protection for purchases through mobile 

devices in KSA? 

2. PLE2: Do you think that the current policy and legal environments in KSA support the 

introduction of mobile Commerce? 

3. PLE3: Do you think that existing laws protect users' privacy when using mCommerce in 

KSA? 

The above three items, especially the third, score low in the reliability test as shown in 

Table 38. It is suggested that these items can be tested with a larger sample size to test their 

reliability. The other recommendation when using the above-mentioned items that are related 

to PLE is to use a stratified or cluster sampling technique in order to analyse the data for 

managers separately as it seems that PLE as a factor is particularly significant in their context. 

Future research in this area may validate such suggestion as well.      

Based on the above findings, social influence as a component describes how other 

organisations affect the organisational decision to adopt mCommerce services. The above 

analysis suggested that three items—SF1, SF2, and SN3—associated with two candidate 

factors (social factor (SF) and subjective norms (SN)) loaded to the SI component. The 

current study found that SI can have a positive effect on the intention to adopt mCommerce in 

Saudi banks and telecoms. Venkatesh et al. (2003) indicate that SI, which includes SN, SF, 

and image, is one of the significant determinants for the adoption of information technology 

in organisations. 

The qualitative stage of this research revealed that SF and SN can have a positive 

effect on the intention to adopt mCommerce in Saudi banks and telecoms. Yaseen and Zayed 

(2010) revealed that social and cultural values significantly affect the adoption of 

mCommerce by individuals. The literature also suggested that the diffusion of new 

technologies in organisations can be influenced by SF (Al-Somali et al., 2009; Dutta & Roy, 

2003; Thompson et al., 1991; Venkatesh et al., 2003). Additionally, Bhatti (2007) stated that 

SN can be a major determinant in the adoption of mCommerce. The literature also revealed 

that SN can predict the users’ intention to use and adopt new technologies (Davis et al., 1989; 

Mathieson, 1991; Taylor & Todd, 1995; Venkatesh & Davis, 2000; Venkatesh et al., 2003). 

Based on the above analysis, the following hypothesis is proposed to test this 

relationship:  

H6: Social influence affects positively the intention to adopt mCommerce in Saudi banks 

and telecoms. 
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Based on the above findings, three proposed items to be used may measure the above-

mentioned relationship:  

1. SF1: Do you think you will use mCommerce applications because most of your co-

workers do? 

2. SF2: Do you think that your supervisor will be very supportive of the use mobile devices 

in your job? 

3. SN3: Do you think that decisions regarding mCommerce adoption at your organisation 

would be influenced or affected by the adoption behaviour of other organisations? 

As mentioned in chapter four, top management support refers to “the senior 

executives’ favourable attitude toward, and explicit support for information systems” 

(Sabherwal et al., 2006, p. 1853). Based on the above findings, only two items, TMS1 and 

TMS2, loaded to the TMS component. The previous quantitative analysis suggested that TMS 

can affect the intention to adopt mCommerce in Saudi banks and telecoms positively. 

Researchers also found that TMS affects the adoption and implementation of mCommerce 

(AlHaj Ali, 2005; Chang et al., 2009) and of new technologies in organisations (Elahi & 

Hassanzadeh, 2009; Premkumar & Ramamurthy, 1995). In addition, top management attitude 

and support has been shown as important for the adoption and diffusion of new technologies 

into an organisation (Teo, Chan, & Parker, 2004). 

Based on the above argument, the following hypothesis is proposed for future research 

with the proposed items that can be used to measure this relationship: 

H7: Top management support affects positively the intention to adopt mCommerce in 

Saudi banks and telecoms. 

1. TMS1: Do you think that executives in general have a positive understanding about 

mCommerce? 

2. TMS2: Do you think that there will be lots of efforts from top and middle managers to 

create a suitable climate to mCommerce adoption and initiatives? 

To sum up, seven components have been shown to have a positive effect on the 

intention to adopt mCommerce in organisations. These components are (1) performance 

expectancy, (2) organisational readiness, (3) mCommerce features and opportunities, (4) 

compatibility of mCommerce services, (5) policy and legal environment, (6) social influence, 

and (7) top management support. Table 47 presents the list of hypotheses based on the seven 

components extracted during the quantitative analysis to be tested in future research. 
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Table 47: List of the refined proposed hypotheses to be tested in future research 

Components Hypotheses 

Performance 

expectancy 
Performance expectancy has a positive effect on the intention to adopt mCommerce in Saudi banks 

and telecoms. 

Organisational 

readiness 
Organisational readiness has a positive effect on the intention to adopt mCommerce in Saudi banks 

and telecoms. 

mCommerce 

features and 

opportunities 

mCommerce features and opportunities affect positively the intention to adopt mCommerce in Saudi 

banks and telecoms. 

Compatibility of 

mCommerce 

services  

Compatibility of mCommerce services affects positively the intention to adopt mCommerce in Saudi 

banks and telecoms. 

Policy and legal 

environment 
Policy and legal environment affect positively the intention to adopt mCommerce in Saudi banks and 

telecoms. 

Social influence Social influence affects positively the intention to adopt mCommerce in Saudi banks and telecoms. 

Top 

management 

support 

Top management support affects positively the intention to adopt mCommerce in Saudi banks and 

telecoms. 

 

In order to test the above hypotheses, a quantitative instrument was developed, and 

this is one of the goals of this research project. Each of the components revealed from the 

quantitative results, has a number of items, or at least two items, clustered around it. Table 48 

presents the list of the components and associated items. The list of items was based on the 

items’ loading value threshold. These items were originally adopted from the literature and 

modified to fit the context of this research.      

        

Table 48: List of components with the items that measure each one 

Components Items 
Performance 

expectancy 
1. PU1: Do you think that using mCommerce would improve your job performance? 

2. PU2: Do you think that using mCommerce in your job would increase your productivity? 

3. PU3: Do you think that using mCommerce would enhance your effectiveness on the job? 

4. PU4: Do you think that you would find mCommerce applications useful for your job? 

5. RA1: Do you think that mCommerce will increase the market share of your organisation? 

6. RA4: Do you think that using mCommerce will improve the quality of work you do? 

7. RA5: Do you think that mCommerce will help improve your organisation's financial performance? 

8. Job-Fit2: Considering all tasks, what will be the general extent to which the use of mCommerce applications could assist on the job? 

9. Job-Fit3: Do you think that the use of mCommerce will fit in with your work? 

Organisational 

readiness  
1. OC1: What is the level of innovation in your organisation? 

2. OP1: Do you think that there are established policies and procedures in your organisation to protect users’ privacy when using mCommerce? 

3. OP2: Do you think that there are established policies and procedures in your organisation that can guide, organise and control the usage of 

mobile devices in your job? 

4. ICTI2: Do you think that your organisation has enough established online services via its website? 

5. ICTI3: Do you think that your organisation has a high quality, reliable internal network infrastructure? 

6. ICTI4: Do you think that your organisation has adequate, well integrated, scalable information systems applications? 

mCommerce 

features and 

opportunities 

1. PEU1: Do you think that learning to use mCommerce applications would be easy? 

2. PEU2: Do you think that mCommerce applications would be flexible to interact with? 

3. RA2: Do you think that mCommerce will provide new business opportunities for your organisation? 
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4. RA3: Do you think that using mCommerce will enable you to accomplish tasks more quickly? 

5. SEC3: How concerned are your customers about the security of their data when using mCommerce? 

Compatibility 

of 

mCommerce 

applications  

1. Compatibility3: Do you think that it will be easy to integrate current information systems with mCommerce applications and systems? 

2. Compatibility4: Do you think that using mCommerce applications is/would be compatible with all aspect of your work? 

3. Job-Fit1: Do you think that the use of mCommerce applications will increase the quantity of output for the same amount of effort? 

Policy and 

legal 

environment 

1. PLE1: Do you think that there is adequate legal protection for purchases through mobile devices in KSA? 

2. PLE2: Do you think that the current policy and legal environments in KSA support the introduction of mobile Commerce? 

3. PLE3: Do you think that existing laws protect users' privacy when using mCommerce in KSA? 

Social 

influence 
1. SF1: Do you think you will use mCommerce applications because most of your co-workers do? 

2. SF2: Do you think that your supervisor will be very supportive of the use mobile devices in your job? 

3. SN3: Do you think that decisions regarding mCommerce adoption at your organisation would be influenced or affected by the adoption 

behaviour of other organisations? 

Top 

management 

support 

1. TMS1: Do you think that executives in general have a positive understanding about mCommerce? 

2. TMS2: Do you think that there will be lots of efforts from top and middle managers to create a suitable climate to mCommerce adoption and 

initiatives? 

 

6.8 Chapter summary 

This chapter presents the analysis and results of the second, or quantitative, stage of 

this research project. The results revealed that only seven components can affect the intention 

to adopt mCommerce in Saudi banks and telecoms. Such effects will be examined in future 

research.  

In this chapter the mCommerce organisational adoption model was refined based on 

the results of the analysis. In addition, seven hypotheses were proposed to be tested in future 

research to confirm if there are effect of the seven components on the intention to adopt 

mCommerce in Saudi banks and telecoms. Moreover, questionnaires were developed to be 

used to test the above mentioned relationships. The next chapter presents a conclusion to the 

whole thesis. The chapter will also indicate the limitations of this research project as well as 

the future research directions.   

 

 

 

 

 

 

 

 

 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                  Griffith Business School 169 

 

 

 

 

 

 

 

 

 

 

CHAPTER SEVEN: CONCLUSION, LIMITATION, 

AND FUTURE RESEARCH DIRECTIONS    

  

 

 

 

 

 

 

 

 

 

 

 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                  Griffith Business School 170 

CHAPTER SEVEN: CONCLUSION, LIMITATION, AND FUTURE RESEARCH 

DIRECTIONS     

7.1 Introduction 

Information systems can improve organisational performance if they are actually used 

by the employees (Davis et al., 1989; Mathieson, 1991). Moving closer to the topic at hand, 

previous research suggests that eCommerce adoption by organisations can improve 

organisational performance (Sobihah, Embat, Amin, & Muda, 2014; Tow, 2004). Extending 

eCommerce services to mobile devices through mCommerce will add more value to the 

services if one considers mCommerce as an evolutionary new service that allows people to 

preform electronic transactions anytime from anywhere (Gupta & Sahu, 2005; Nohria & 

Leestma, 2001; 2004). This service is becoming more sophisticated as there are many new 

suitable devices with many advanced features. The main limitations of such devices are the 

input and output interfaces, but these can be eliminated by the introduction of the new 

technologies.  

Since mCommerce has a significant social and economic value, Narduzzi (2001), and 

Stoica and Roach (2006) showed that producing a model that provides a better understanding 

of the adoption of mobile applications in organisations is considered a significant 

contribution. Additionally, in the literature it has been noticed that there is a limited amount of 

research in the area of wireless enterprise (Varshney et al., 2004; Varshney & Vetter, 2000; 

Vrechopoulos et al., 2003; Yuan & Zhang, 2003). mCommerce as a field of research has 

many research opportunities. This research covers the following two specific research 

problems: 

 The absence of a well-established model that addresses the adoption of mCommerce 

services within Saudi organisations, including all the significant adoption factors that 

affect such adoption. 

 The need to find out the current obstacles that hold back the introduction of mCommerce 

services within the Saudi market.  

This research project successfully identified a number of factors that affect the 

adoption of mCommerce in Saudi organisations. Furthermore, producing a conceptual 

framework for mCommerce organisational adoption can be considered as the main 

contribution for this research. Moreover, this research provides a major contribution by giving 

some insights into the factors that affect the adoption of mCommerce services in 

organisations.  
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The Saudi market and economy can provide a good opportunity for business 

investment. The mobile telecommunication market in the Kingdom of Saudi Arabia (KSA) is 

growing, and by the end of the third quarter of 2013, there were approximately 51 million 

mobile phone subscriptions in the KSA. This large number of mobile subscriptions in the 

KSA can be a huge opportunity for organisations to adopt mCommerce services. As Lee and 

Benbasat (2003) revealed, the quick growth of mobile phone usage can provide a base for 

mCommerce adoption. The current research can be quite significant as it provides 

recommendations to Saudi officials about the potentials of mCommerce in the KSA.  

 

7.2 Summary of the research findings  

mCommerce can offer great services to Saudi banks and telecoms in order to achieve 

higher productivity especially for mobile workers. The findings of this research have 

successfully identified a number of factors that can affect the adoption of mCommerce in 

organisations. This research revealed findings that may help in increasing the adoption of 

mCommerce in the Saudi market. The goal for this research was to answer these research 

questions: 

 What are the main factors that influence the adoption of mCommerce in Saudi 

organisations?  

 Are policy and legal environment significant factors that influence mCommerce 

adoption in Saudi organisations? 

In order to explore the research topic, the first stage of this research project applied a 

generic qualitative approach using semi-structured interviews as the data collection method. 

The results confirmed that fifteen factors can have an effect on the intention to adopt 

mCommerce in Saudi banks and telecoms:  

1. Policy and legal environment (PLE)  

2. Organisational policy (OP)  

3. Organisational culture (OC) 

4. Information and communication technology infrastructure (ICTI) 

5. Relative advantage (RA)  

6. Perceived useful (PU)  

7. Perceived ease of use (PEU)  

8. Complexity  
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9. Job-fit  

10. Compatibility 

11. Top management support (TMS)  

12. Security 

13. Trust  

14. Social factor (SF)  

15. Subjective norms (SN).  

The three candidate factors PLE, ICTI, and security were proposed to have a 

significant positive effect on the intention to adopt mCommerce in the Saudi banks and 

telecoms. Fifteen propositions or hypotheses were proposed at the end of the first study to be 

investigated more using a quantitative approach.        

Based on the analysis of the second (quantitative) stage, only 31 items from the 

proposed 47 loaded onto the seven components: (1) performance expectancy, (2) 

Organisational readiness (OR), (3) mCommerce features and opportunities (MFO), (4) 

compatibility of mCommerce services (CMS), (5) policy and legal environment (PLE), (6) 

social influence (SI), and (7) top management support (TMS). Additionally, two candidate 

factors (trust and complexity), which were proposed in the first stage to have an effect on 

mCommerce adoption in Saudi Banks and telecoms, were found to be insignificant in the 

second stage of the research, and they were dropped. These two factors may not have an 

effect on the intention to adopt mCommerce in Saudi Banks and telecoms, or they are not 

important in the research context. The reason for such insignificance may be related to the 

users’ feeling that these two factors had been taken care of during the design and 

implementation of mCommerce services. Based on past experience, users may assume that 

the services can be trusted if they are offered by their employer. Furthermore, the current 

mobile devices and applications can be considered as not complex, as they are developed in a 

straightforward way. The next section presents some implications for the research project. 

                           

7.3    Theoretical implications  

The literature has many studies that address the adoption of many new technologies; 

however, organisational adoption of mCommerce was the focus of only a small number of 

studies, and none researched the Saudi market. The present study contributes to the body of 

knowledge by reporting on factors that affect the adoption of mCommerce in organisations. 



mCommerce Adoption in Saudi Organisations    

Husam AlFahl                  Griffith Business School 173 

As an exercise in theory building, this research project is one of the first steps needed to 

develop a framework that can help explain the organisational intention to adopt mCommerce 

services. The study delivered an early stage mCommerce organisational adoption model 

applicable in the Kingdom of Saudi Arabia (Figure 32). The findings established that the 

components included in this model explain approximately 72.13 per cent of the total variance 

in adoption. The model has to be tested for validity in future research.  

 

 

Figure 32: The proposed mCommerce organisational adoption model  

 

Based on the findings, three components can have a significant effect on the adoption 

of mCommerce in Saudi banks and telecoms. These components are performance expectancy, 

organisational readiness, and mCommerce features and opportunities. Performance 

expectancy is the most important component as it explains almost 34.48 per cent of the total 

variance. The second significant component is the organisational readiness, which explains 

13.34 per cent of the total variance. The third important component is the features and 

opportunities associated with the introduction of mCommerce services in organisations; it 

explains approximately 6.38 per cent of the total variance. These three components in total 
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explain 54.2 per cent of the total variance. See Table 49 for the percentages of the other 

components.    

The derived model can provide organisations with an insight about factors that may 

affect mCommerce adoption in organisations. Therefore, it is suggested that organisations 

should address the proposed components in order to have a successful implementation of 

mCommerce services. Such suggestion need to be confirmed in future research. 

  

    Table 49: List of the resultant components with the percentage of the variance explained 

Components Total variance explained  

Performance expectancy 34.476 per cent 

Organisational readiness 13.337 per cent 

mCommerce features and opportunities 6.375 per cent 

Compatibility of mCommerce services  5.612 per cent 

Policy and legal environment 4.460 per cent 

Social influence 4.179 per cent 

Top management support 3.688 per cent 

    

The findings of the research also contribute to the body of knowledge by raising seven 

hypotheses (listed in Table 50) to be tested in future research using the proposed instrument 

presented in Table 48 on the previous chapter (Chapter Six). The results for testing the 

proposed relationships in different contexts will confirm or modify the mCommerce 

organisational adoption model. The model also can be modified by researchers in the field to 

add more includable factors in case they prove to have an effect on such adoption.  

 

    Table 50: List of the proposed hypotheses 

Components Hypotheses 

Performance 

expectancy 
Performance expectancy has a positive effect on the intention to adopt mCommerce in Saudi banks 

and telecoms. 

Organisational 

readiness 
Organisational readiness has a positive effect on the intention to adopt mCommerce in Saudi banks 

and telecoms. 

mCommerce 

features and 

opportunities 

mCommerce features and opportunities affect positively the intention to adopt mCommerce in Saudi 

banks and telecoms. 

Compatibility of 

mCommerce 

services  

Compatibility of mCommerce services affects positively the intention to adopt mCommerce in Saudi 

banks and telecoms. 

Policy and legal 

environment 
Policy and legal environment affect positively the intention to adopt mCommerce in Saudi banks and 

telecoms. 
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Social influence Social influence affects positively the intention to adopt mCommerce in Saudi banks and telecoms. 

Top 

management 

support 

Top management support affects positively the intention to adopt mCommerce in Saudi banks and 

telecoms. 

 

The above-mentioned contributions can be used as a base for a series of future 

research projects in the area. Such effort may also contribute to raise the adoption rate of 

mCommerce services between organisations in order to improve the performance of the 

organisations; the effort may also contribute to getting the required satisfaction from 

stakeholders about the offered services. The next sections present recommendations for Saudi 

organisations and officials, and also propose some directions for future research.  

 

7.4 Recommendations for the Saudi organisations and officials 

As revealed in the above section, performance expectancy is the most important 

component that may affect the intention to adopt mCommerce in Saudi telecoms and banks. 

This component is mainly based on the perceived usefulness and relative advantage of 

mCommerce services to the organisations and the users, as well as the fit between 

mCommerce services and the employees’ jobs.  It appears that raising people’s awareness of 

the current mobile services and the benefits that they provide can contribute to increase the 

perceived usefulness and relative advantage of mCommerce services. Additionally, any new 

project that is related to mCommerce services should be combined with a large campaign in 

order to increase the user awareness of the services and their benefits as well as how people 

can use them in their jobs and in their daily lives. These projects include all mobile 

applications that will be provided by any Saudi organisations, including government bodies. 

During the design of mCommerce applications, development teams should consider 

producing services that can improve the employees’ performance and in a way that these 

services can fit with their important tasks.         

The second significant component is organisational readiness, which is related to the 

existence of well-established information and communication technologies infrastructure as 

well as the availability of suitable organisational policies and culture to support such 

innovation. The level of readiness for the organisation in these areas can affect the intention to 

adopt mCommerce services in that organisation. The above results revealed that two main 

subjects must be clearly covered by organisational policies in order to support the adoption of 

mCommerce services. These two subjects are the privacy of the users’ information and the 
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work-related procedures. Moreover, adopting an organisational culture that supports 

innovation can contribute to the success of mCommerce adoption in organisations. 

Additionally, there should be an adequate information and communication technologies 

infrastructure in order to introduce and operate mCommerce services. Such infrastructure 

should include a set of established online services via the organisation’s website, reliable 

internal network infrastructure, and scalable Information systems applications to accomplish 

work-related tasks. When we mention the infrastructure, it is important to talk about a missing 

part of the infrastructure, which is providing a secure and trustable mobile payment solution 

in perform mCommerce transactions. In fact, the payment mechanism can be one of the main 

obstacles to mCommerce adoption in the KSA. In the previous chapters some suggestions 

were made to overcome such a problem. One of the best suggestions included implementing 

nation-wide payment hubs. These hubs can be established by the Saudi Arabian Monetary 

Agency (SAMA), by developing SADAD services, or providing a new solution by involving 

all banks. Such solutions will help SAMA to get the needed monitoring for the payment of the 

service, and SAMA will be more comfortable in allowing mCommerce service to be 

introduced by Saudi organisations. Providing a reliable payment mechanism is essential in 

order to adopt mCommerce services in the Saudi market.      

The third important component is the features and opportunities associated with 

mCommerce services that can be introduced by organisations. Developers in organisations 

have to remove any complexity from mCommerce applications and provide users with easy-

to-use applications that are combined with brief tutorials about how to use them. Moreover, 

mCommerce services have to be secure because, as revealed in this research, users have real 

concerns about security. mCommerce transactions normally contain a payment, which makes 

security a priority for many customers. Hence, providing secure applications is critical to the 

success of mCommerce. Additionally, there is a need to provide added value services through 

mCommerce rather than just extending the existing services to mobile devices in order to save 

on user time. The new mCommerce services also have to provide new business opportunities 

to the organisations. 

This section has provided a list of recommendations to Saudi organisations and 

officials about the introduction of mCommerce services in the Saudi markets. The next 

section presents the limitations of this research and suggests future research directions.   
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7.5 Research limitations  

The first limitation of the research is that it is concentrated on the Saudi market. This 

can be a limitation since it is focused on one country only and the results may not apply in 

another context unless confirmed by other research. Future work should duplicate the study in 

other sectors as well as other countries, including both developing and developed nations.  

The second limitation of this research is that the sample size in both stages of the 

research was relatively small: the first stage had 29 participants and the second stage had 102 

complete cases. Future research should consider a larger sample size in order to generalize the 

results. The third limitation is that the number of female participants can be considered as 

quite low in the two stages of the research. Future research may try to avoid such limitation.   

 

7.6 Recommendations for future research 

Some areas for future research were identified in this research. These include the 

impact of mCommerce on employees’ work and personal life balance, how trustable are 

mobile devices, how acceptable mobile devices might be in the future corporate world, the 

impact of a mobile workplace on organisational structures and what changes might come as a 

result, and finally how mobile devices would impact the design of current jobs as well as how 

employees interact with management. Such areas might bring new ideas about work processes 

into the mindsets of current managers in order to improve existing organisational practices. 

Additionally, the effect of mCommerce services on organisations’ efficiency, effectiveness, 

and productivity can be one of the important topics to be investigated in future research.  

In this research seven hypotheses are raised to be tested in future research using any of 

the available hypothesis-testing techniques in order to confirm the proposed relationships. The 

results obtained from testing these hypotheses can be a great contribution to the mCommerce 

literature, either confirming or rejecting the above-mentioned relationships. This process will 

also confirm the validity of the mCommerce organisational adoption model, so that 

modifications to the model may made if necessary.  
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Appendix 2: Interview Information Sheet, Interview Consent Form, and Interview 

Questions (English Version) 
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INTERVIEW INFORMATION SHEET 
 

 

Researcher: 

Husam Alfahl: husam.alfahl@griffithuni.edu.au 

Principal Supervisors: 

Dr. Louis Sanzogni: l.sanzogni@griffith.edu.au 

Dr. Kuldeep Sandhu: k.sandhu@griffith.edu.au 

Associate Supervisor: 

Dr. Luke Houghton: l.houghton@griffith.edu.au 

Griffith Business School – IBAS Department 

 

Research Title 

The Adoption of Mobile Commerce in 

Organisations  
 
Dear Participant, 

This research project is being conducted in order to identify the factors that may influence the 

adoption of mobile commerce in organisations. In addition, this research is part of an 

academic program namely a PhD research project. 

I would like to thank you for your participation in this research. Please read the following 

information regarding this research project. 

 

The purpose of this research: 

The purpose of this research is to address the factors that influence and affect the adoption of 

mobile commerce within Saudi organisations as well as how policies and regulations affect 

such adoption. The major goal of the research is to produce a conceptual model that will 

support organisations during the adoption and implementation of mobile commerce services.    

 

Your participation: 

 During the interview, you will be asked open-ended questions about mobile commerce at your 

organisation.  

 This interview is likely to take up to 60 minutes to complete. 
 An electronic device will be used to record the interview. The recorded interview will be 

transcribed into a written document and then the voice recording will be destroyed.  

 Your participation is voluntary. 

 

The expected benefits of the research: 

 Through your participation, you are contributing to the identification of factors that may influence 

the adoption of mobile commerce in Saudi organisations. Factors found to be significant will be 

included in a model, which can be used to predict adoption trends of mobile commerce in 

organisations.     

 In turn, the findings of this research may help your organisation to implement mobile commerce 

systems and services in the Kingdom of Saudi Arabia. 

mailto:husam.alfahl@griffithuni.edu.au
mailto:l.sanzogni@griffith.edu.au
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If you have any concerns about the ethical conduct of this research project contact: 

 

Manager, Research Ethics,  

Office for Research,  

Bray Centre, Nathan Campus,  

Griffith University, Australia  

Ph: +61 7 3735 5585 or 

E-mail: research-ethics@griffith.edu.au  

Coordinator of MIS Department, 

College of Business Administration,  

Taibah University, 

Medina, Saudi Arabia 

Mobile: +966 5 51806554 or 

E-mail: nagyrdo2@hotmail.com    
 

 

Privacy Statement:      
The conduct of this research involves the collection, access and/or use of your identified personal 

information. The information collected is confidential and will not be disclosed to third parties without 

your consent, except to meet government, legal or other regulatory authority requirements. A de-

identified copy of this data may be used for other research purposes.  However, your anonymity will at 

all times be safeguarded.  For further information consult Griffith University’s Privacy Plan at 

http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan or 

telephone (+617) 3735 5585. 
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INTERVIEW CONSENT FORM 
 

 

Researcher: 

Husam Alfahl: husam.alfahl@griffithuni.edu.au 

Principal Supervisors:   

Dr. Louis Sanzogni: l.sanzogni@griffith.edu.au 

Dr. Kuldeep Sandhu: k.sandhu@griffith.edu.au  

Associate Supervisor:   

Dr. Luke Houghton: l.houghton@griffith.edu.au 

International Business and Asian Studies Department, 

Griffith Business School   
 

 

 

Research Title 

The Adoption of Mobile Commerce in 

Organisations  

  
 

By signing below, I verify that I have read the information sheet provided and I declare that: 

 I understand that I will be involved in an interview discussion of approximately one-

hour length. 

 I understand that there will be no direct benefit to me when I participate in this 

research. 

 I understand that my participation in this research is voluntary.  

 I understand that if I have any additional questions, I can contact the research team. 

 I understand that I have my right to withdraw from this research at any time. 

 I understand that this interview forms a component of an academic program and is 

conducted as part of a PhD research project.  

 I agree to participate in this research.  

 

 

 

Participant, name and signature...................................................................................... 

  

Date..................................................................... 

 

  

Interviewer, name and signature........................................................................ 

  

Date..................................................................... 
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Industry: Position:  
Gender: Qualification: 
Age group: Province: 
 
Environmental and Organisational Factors:  
Policy and Legal Environment / Organisational Policy 
1. What roles can policy and legal environments play towards the adoption of m-

commerce at your organisation? Points to cover (no roles, privacy, cybercrime, 
organisational policy, existing policies and procedures) 

 
Information and Communication Technology (ICT) Infrastructure 
2. What role can ICT infrastructure play in the adoption of m-commerce? (no role, 

Internet access, interactive website, information systems and e-mail, internal 
network infrastructure, speed) 

 
Organisational Culture  
3. Does organisational culture play a role in the adoption of m-commerce? (no role, 

innovative and creative organisation, positive views of m-commerce, previous 
experiences, learning organisation) 
 

Technological Factors:  
Relative Advantage 
4. Do you think that m-commerce will be beneficial to your organisation? (no, quality of 

the work, competitive advantage, profit and the market share, new opportunities) 
 

Perceived Usefulness / Perceived Ease of Use / Complexity/ Compatibility/ Job-Fit  
5. Do you think that adopting m-commerce is useful? Would it be easy to use it through 

its applications? (efficiency, effectiveness, productivity, easier job, learning to 
operate, complexity, compatibility, job-Fit) 

 
Managerial and Other Factors:  
Top Management Support  
6. What role can top management play in the adoption of m-commerce at your 

organisation? (no role, understanding about m-commerce, level of support for m-
commerce initiatives, m-commerce strategic plan, organisational supports) 

 
Subjective Norms / Social Factors  
7. Do you expect that decisions regarding M-commerce adoption at your organisation 

would be influenced/affected by the opinion or adoption behaviour of other 
organisations? (competitors, other organisations) 

 
Security / Trust and Reputation  
8. Would security, trust and reputation associated with the use of m-commerce 

applications and their data affect the adoption of m-commerce services? (risk of 
misdemeanour, secure systems, privacy, trustworthy of partners, devices reliability, 
wireless networks reliability, visibility in the Saudi market) 

 
 



mCommerce Adoption in Organisations   

Husam AlFahl                  Griffith Business School 195 

Appendix 3: Interview Information Sheet, Interview Consent Form, and Interview 

Questions (Arabic Version) 
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 ورقة معلومات عن المقابلة
 

 الباحث
  h.alfahl@griffith.edu.auحسام الفحل: 

 المشرفين الرئيسين
  l.sanzogni@griffith.edu.au د. لويس سانزوجني:

   k.sandhu@griffith.edu.au د. كلديب ساندو:

 المشرف المساعد

  ul.houghton@griffith.edu.a د. لوك هوجتن: 

 كليه جريفث لالعمال ، جامعة جريفث

 

 :  عنوان البحث

 تبني التجارة اإللكترونية المتنقلة في المنظمات

 

 

 :عزيزي المشارك
 هدف القيام هذا البحث هو معرفة العوامل التي من الممكن أن تؤثر علي تبني

 التجارة اإللكترونية المتنقلة في المنظمات. كما أن هذا البحث هو جزء من

 تطلبات الحصول على درجة الدكتوراة. يطيب لي ان أشكركم على مشاركتكمم

 .وأطلب منكم قراءة المعلومات التالية المتعلقة بهذا البحث

 

 :هدف إجراء هذا البحث
 إن هدف القيام بهذه الدراسة هو معرفة العوامل التي تؤثر علي تبني

 ة باإلضافة الى معرفةالتجارة اإللكترونية المتنقلة داخل المنظمات السعودي

 مدى تأثير القوانين واألنظمة على هذا التبني. كما أن هذا البحث يهدف الى

 التوصل الي نموذج مفاهيمي يستطيع يدعم المنظمات عند تبني وتطبيق خدمات

 .التجارة االإكترونية المتنقلة

 

 :عند مشاركتك
 ة اإلكترونيةخالل المقابلة سوف تسأل بعض األسئلة المفتوحة عن التجار -

 المتنقلة في منظمتك

دقيقة، سوف يتم تسجيل هذه المقابلة إلكترونيا. بعد ذلك  ٠٦الزمن الالزم إلتمام هذه المقابلة هو  -

سوف يتم كتابة المحتوى الصوتي لهذه المقابلة ومن ثم سوف يتم التخلص من التسجيل 

 .الصوتي

 نود التنويه أن مشاركتك في هذه الدراسة إختيارية. -

 

mailto:h.alfahl@griffith.edu.au
mailto:l.sanzogni@griffith.edu.au
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 :الفوائد المتوقعة من هذا البحث
 من خالل مشاركتك سوف تساهم في تسمية وتعريف الهوامل التي من الممكن أن -

 تؤثر على تبني التجارة اإلكترونية المتنقلة في المنظمات السعودية. أن

 العوامل التي سوف يرى انها موثرة ستشمل في النموذج المذكور سابقا الذي

 بل تبني التجارة اإلكترونية المتنقلة في المنظمات.سيستخدم في توقع مستق

 كما أن نتائج هذه الدراسة من المتوقع ان تفيد المنظمات في تطبيق انظمة -

 .وخدمات التجارة اإلكترونية المتنقلة في المملكة العربية السعودية

 

 

 في حالة وجود أي مالحظة أو إستفسار عن أخالقيات هذا البحث الرجاء اإلتصال

  :ي األرقام التاليةعل

 مدير أخالقيات البحث

 مكتب األبحاث

 مركزبري، فرع نيثن

 جامعة جريفث ، أستراليا

 8855737300000هاتف رقم: 

 آو بريد إلكتروني:

  ethics@griffith.edu.au-research 

 منسق قسم نظم المعلومات اإلدارية

 لية إدارة األعمالك

 جامعة طيبة

 المدينة المنورة، المملكة العربية السعودية

 88555005085000جوال رقم: 

 : أو بريد إلكتروني

 nagyrdo2@hotmail.com 

 
شخصية محمية . المعلومات الالبحث يتطلب الحصول او استخدام معلوماتك الشخصية: حماية الخصوية

ولن يسمح بأعطائها ألي طرف اخر بدون موافقة منك شخصيا، ماعدا الطلبات الحكومية او مايتم بصوره 

نظامية حسب القانون. ربما تستخدم نسخة غير معرفه من هذه المعلومات في بحث اخر فقط الغراض 

روط خطة جامعة البحث بدون الكشف عن هويتك ولن تستخدم ألي غرض آخر. هذا البحث يوافق ش

قريفث لحماية الخصوصية والتي يمكن األطالع عليها من خالل الرابط 

fithpublications/grif-griffith/plans-http://www.griffith.edu.au/about-التالي

plan-privacy-university نتائج هذه الدراسة سوف تعطى لجامعة قريفث كجزء من خطة برنامج .

او استخدام االيميل التالي    5585 3735(7)61+الدكتوراة. لمزيد من المعلومات يمكن االتصال على 

ith.edu.auethics@griff-research 

 

 

 

 

 

 

 

 

 

 

mailto:research-ethics@griffith.edu.au
mailto:nagyrdo2@hotmail.com
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
mailto:research-ethics@griffith.edu.au
mailto:research-ethics@griffith.edu.au
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 نموذج الموافقة على إجراء المقابله
 

 الباحث
  h.alfahl@griffith.edu.auحسام الفحل: 

 المشرفين الرئيسين
  u.aul.sanzogni@griffith.ed د. لويس سانزوجني:

   k.sandhu@griffith.edu.au د. كلديب ساندو:

 المشرف المساعد

  l.houghton@griffith.edu.au د. لوك هوجتن: 

 كليه جريفث لالعمال ، جامعة جريفث

 

 :  عنوان البحث

 التجارة اإللكترونية المتنقلة في المنظماتتبني 

 

 :بالتوقيع أدناه انني أوكد على قراءة ورقة المعلومات المرفقة وأوافق على التالي

 إنني اتفهم أن مشاركتي في المقابلة سوف تستغرق مدة ساعة. -

 إنني اتفهم أني لن أحصل على مقابل من جراء مشاركتي في هذا البحث. -

 . تي في هذا البحث هي إختيارية وتطوعيةإنني اتفهم أن مشارك -

 إنني اتفهم أنه في حالة وجود اي مالحظة أو إستفسار فبإستطاعتي التواصل -

 مع فريق البحث.

 إنني اتفهم أن لدي الحق في اإلنسحاب من هذا البحث في أي وقت. -

 إنني اتفهم أن هذه المقابلة هي جزء من متطلبات برنامج أكاديمي وهي جزء -

 اص بالحصول على درجة الدكتوراة.من بحث خ

 إنني أوافق على المشاركة في هذا البحث. -

 

 

 

 ...............................................................................إسم المشارك وتوقيع

 

  .....................................................................وتوقيعه إسم مجري المقابلة

 ....................................................................  التاريخ

 

 

 

 

 

 

mailto:h.alfahl@griffith.edu.au
mailto:l.sanzogni@griffith.edu.au
mailto:k.sandhu@griffith.edu.au
mailto:l.houghton@griffith.edu.au
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 الوظيفة: القطاع:

 المؤهل: الجنس:

 المنطقة: الفئه العمرية:

 
 

ماهي األدوار الذي من الممكن ان تلعبها القوانين و المناخ التنظيمي في تبني خدمات التجاره  -5

لمتنقله في مننظمتك )مكان عملك(؟ نقاط يجب تغطيتها )ال يوجد دور، الخصوصيه، اإللكترونية ا

 الجرائم المعلوماتيه، قوانين وسياسات المنظمه(

 

ماهو الدور الذي من الممكن ان تلعبه البنيه التحتيه لالتصاالت وتقنية المعلومات في تبني خدمات  -2

د اتصال باإلنترنت، موقع إلكتروني تفاعلي، نظم التجاره االلكترونيه المتنقله؟ )اليوجد دور، وجو

 المعلومات وااليميل، الشبكة الداخليه والبنيه التحتيه، سرعه االنظمه واالتصال(

   

هل ثقافه المنظمه تعلب دورفي تبني خدمات التجاره االلكترونيه المتنقله؟ )اليوجد دور، منظمة  -3

 تجربة السابقة، منظمة تتعلم(مبتكرة و مبدعة، نظره ايجابيه تجاه الخدمة، ال

   

هل تظن ان خدمات التجاره االلكترونيه المتنقله سوف تكون مفيده ونافعة لمنظمتك؟ )ال، جودة  -0

 العمل، ميزه تنافسيه، الربحيه واحصة السوقية، فرص جديدة(

 

لخدمات هل تتوقع ان تبني خدمات التجاره االلكترونيه المتنقله عملي؟ هل من السهل استخدام هذه ا -0

من خالل التطبيقات الخاصه بها؟ )كفاءة، فعالية، انتاجية، عمل أسهل، تعليم تشغيل الخدمة، التعقيد 

 او صعوبة التطبيق واإلستخدام، التوافق مع االنظمة، التوافق مع طبيعه العمل(

 

كترونيه ماهو الدور الذي من الممكن ان تلعبه االداره العليا في عمليه تبني خدمات التجاره االل -5

المتنقله في منظمتك؟ )اليوجد دور، الفهم السائد حول الخدمة، درجة دعم لمشاريع التجاره 

 االلكترونيه المتنقله، الخطط اإلستراتجية للخدمة، دعم المنظمة(

 

هل تتوقع أن قرار تبني خدمات التجاره االلكترونيه المتنقله في منظمتك ممكن ان يتاثر برأي   -7

 عن الخدمة أو تبنيهم؟ )المنافسين، المنظمات األخرى(المنظمات األخرى 

 

هل الحمايه والثقه والسمعه المرتبطه باستخدام تطبيقات التجاره االلكترونيه المتنقله ومعلوماتها  -0

تؤثر علي تبني خدمات التجاره االلكترونيه المتنقله؟ )خطر الجريمة، األنظمة األمنه، حماية 

يك التجاري، فعاليه وجودة األدوات المستخدمة، فعاليه وجودة الخصوصيه، اإلعتماد علي الشر

 الشبكة الالسلكية، نظرة مستقبليه للخدمة في السوق السعودي(
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Appendix 4: The List of Items and Questions Adopted from Previous Theories and 

Studies 
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Variables  Items Sources 

PLE - Is there an adequate legal protection for purchases through 
mobile devices? 

- Dose the current PLE support the introduction of 
mCommerce? 

- Would existing laws protect user privacy when using 
mCommerce?  

- Would existing laws combat cybercrime when using 
mCommerce?  

- Is there PLE that is conducive to conduct business through 
mCommerce?  

(Hsu, Kraemer, 

& Dunkle, 

2006) 

 

(Mollaa & 

Licker, 2005) 

OP - Are there established policies and procedures to protect user’s 
privacy when using mCommerce?  

- Are there established policies and procedures that can guide, 
organise and control the usage of mobile devices in your job? 

 

OC  - What is the level of innovation in your organisation? 
- What is the level of creativeness in your organisation? 
- What is your level of understanding of the benefits, 

applications, process, and effect of mCommerce? 
- What is your level of satisfaction your previous experiences of 

using mCommerce (e.g. using mBanking)? 
- How can you describe the speed of access to your work 

information when using mCommerce services? 

(Elahi & 

Hassanzadeh, 

2009) 

ICTI - Does your organisation have an e-Mail system that has mobile 
access? 

- Does your organisation have established online services via its 
interactive website? 

- Does your organisation have an internal network 
infrastructure? 

- Is the speed of your organisation network and Information 
Systems (IS) adequate? 

- Is there an adequate telecommunication infrastructure in the 
KSA with an adequate speed? 

- Does your organisation have established and integrated IS 
applications encompassing different functional areas to be 
used in daily operations? 

(Elahi & 

Hassanzadeh, 

2009) 

 

 

 

(Premkumar & 

Ramamurthy, 

1995) 

RA - Do you think that mCommerce will increase market share of 
your organisation? 

- Do you think that mCommerce will provide new business 
opportunities for your organisation?  

- Do you think that using mCommerce will enable you to 
accomplish tasks more quickly? 

- Do you think that using mCommerce will improve the quality 
of work you do? 

- Do you think that using mCommerce makes it easier to do your 
job? 

- Do you think that your company is expecting mCommerce to 

(Moore & 

Benbasat, 

1991; 

Venkatesh et 

al., 2003)   

(Zhu, Dong, Xu, 

& Kraemer, 

2005) 
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help in increasing sales and reducing costs? 

PEU  

- Do you think that learning to operate mCommerce would be 
easy? 

- Do you think that you would find it easy to get mCommerce to 
do what you want it to do? 

- Do you think that your interaction with mCommerce would be 
clear and understandable? 

- Do you think that you would find mCommerce to be flexible to 
interact with you? 

- Do you think that you would find mCommerce easy to use? 

(Davis, 1986, 
1989; Davis et 
al., 1989; 
Grandon & 
Pearson, 2004; 
Subramanian, 
1998; 
Venkatesh et 
al., 2003) 

PU - Do you think that using mCommerce in your job would enable 
you to accomplish tasks more quickly?  

- Do you think that using mCommerce would improve your job 
performance? 

- Do you think that using mCommerce in your job would 
increase your productivity?  

- Do you think that using mCommerce would enhance your 
effectiveness on the job?  

- Do you think that you would find mCommerce is useful in your 
job? 

(Davis, 1986, 
1989; Davis et 
al., 1989; 
Grandon & 
Pearson, 2004; 
Subramanian, 
1998; 
Venkatesh et 
al., 2003) 

Complexity - Do you think that using mCommerce will take too much time 
from your normal duties? 

- Do you think that working with mCommerce will be so 
complicated and it will be difficult to understand what’s going 
on? 

- Do you think that using mCommerce will involve too much 
time doing technical operations? 

- Will it take too long to learn how to use mCommerce to make 
it worth the effort? 

(Thompson et 

al., 1991; 

Venkatesh et 

al., 2003) 

Compatibility - Do you think that conducting transactions over mobile devices 
is compatible with existing procedures? 

- Do you think that doing mCommerce is compatible with your 
company’s corporate culture and value system? 

- Do you think that it will be easy to integrate current IS with 
mCommerce? 

- Do you think that mCommerce is compatible with previous 
experiences of the employees with your organisation? 
 

- Do you think that using mCommerce is compatible with all 
aspect of your work? 

(Zhu et al., 

2005) 

(Elahi & 

Hassanzadeh, 

2009) 

(Moore & 

Benbasat, 

1991) 

Job-Fit  - Do you think that the use of mCommerce will increase the 
quantity of output for the same amount of effort? 

- Considering all tasks, what will be the general extent to which 
the use of mCommerce could assist on the job? 

- Do you think that the use of mCommerce will fit well with your 
work? 

(Thompson et 

al., 1991; 

Venkatesh et 

al., 2003) 

TMS - Do you think that executives are having positive understanding 
about mCommerce? 

- Do you think that executives will support any mCommerce 

(Elahi & 

Hassanzadeh, 
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initiatives? 
- Do you think that there will be lots of Efforts from top and 

middle managers to create suitable climate to mCommerce 
adoption?  

- Does your organisation have mCommerce strategic plan? 
- Do you think that top management at your organisation are 

able to take the risk involved in the adoption of mCommerce?  

2009) 

 

(Premkumar & 

Ramamurthy, 

1995) 

SEC 

- Do you think that mCommerce systems are secure? 
- Do you think that mCommerce systems have a reduced risk of 

misdemeanour? 
- What is the degree to which your company is concerned about 

the security of data and transactions over mCommerce? 
- What is the degree to which your customers are concerned 

about the security of data over mCommerce? 

(Mallat & 

Tuunainen, 

2008) 

 

(Zhu et al., 

2005) 

TRU - Do you think that your organisation’s partners, such as 
financial institutions and telecom operators are trustworthy? 

- Do you think that mobile devices are reliable enough for 
conducting transactions? 

- Do you think that mobile networks in the KSA are reliable 
enough for conducting mCommerce transactions? 

- Do you think that mCommerce services have gained a visibility 
in the market? 

 (Mallat & 

Tuunainen, 

2008) 

SN 

- Do you think that people who influence your behaviour think 
that you should use mCommerce?  

- Do you think that people who are important to you think that 
you should use mCommerce? 

 
 
 
 
 

- Do you think that if organisations who operate on the same 
industry offer mCommerce services, it will affect your 
organisation decision to adopt the service? 

(Ajzen, 1991; 

Davis et al., 

1989; Fishbein 

& Ajzen, 1975; 

Mathieson, 

1991; Taylor & 

Todd, 1995; 

Venkatesh et 

al., 2003) 

 

(Mallat & 

Tuunainen, 

2008) 

SF - Do you think that you will use the system because of the 
proportion of co-workers who use the system? 

- Do you think that the senior management of your organisation 
will be helpful in the use of mCommerce? 

- Do you think that your supervisor will be very supportive to 
the use of the mobile devices for my job? 

- In general, my organisation will be supportive toward the use 
of mCommerce? 

- In general, government and other organisations will be 

(Thompson et 

al., 1991; 

Venkatesh et 

al., 2003) 
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supportive toward the use of mCommerce? 
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Appendix 5: English Version of the Questionnaire which includes the Questionnaire 

Information Sheet and Questions  
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SURVEY QUESTIONNAIRE INFORMATION SHEET 
 

Researcher: 

Husam Alfahl: h.alfahl@griffith.edu.au 

Principal Supervisors: 

Dr. Louis Sanzogni: l.sanzogni@griffith.edu.au 

Dr. Kuldeep Sandhu: k.sandhu@griffith.edu.au 

Associate Supervisor: 

Dr. Luke Houghton: l.houghton@griffith.edu.au 

Griffith Business School – IBAS Department 

 

Research Title 

The Adoption of Mobile Commerce in Saudi Organisations  
 
Dear Participant*, 

This research project is being conducted in order to identify factors that may influence the 

adoption of mobile commerce in organisations in the Kingdom of Saudi Arabia. In addition, 

this research is part of an academic program, namely a PhD research project. I'm very grateful 

of your participation in this research. Please read the following information regarding the 

research project. 

 

The purpose of this research is to identify significant factors that influence and affect the 

adoption of mobile commerce within Saudi organisations as well as how policies and 

regulations affect such adoption. The major goal of the research is to establish a conceptual 

model that will support organisations during the adoption and implementation of mobile 

commerce services. 

 

Your participation: 

 This questionnaire is divided into four sections. 

 Each section contains approximately 15 questions. Please answer all questions. 

 It should only take about 15 minutes to complete the questionnaire. 

 This survey questionnaire is anonymous. 

 Your participation is voluntary. 

 By participating in this survey, you are implicitly consenting that the collected information can be 

used in research. 

The expected benefits of the research: 

 Through your participation, you are contributing to the identification of factors that may influence 

the adoption of mobile commerce in Saudi organisations. Factors found to be significant will be 

included in a model, which can be used to predict adoption trends of mobile commerce in 

organisations. 

 In turn, the findings of this research may help your organisation to implement mobile commerce 

systems and services in the Kingdom of Saudi Arabia. 

*Note: This research is focused on the banking, telecommunication, and public sectors. If you 

are not currently working in the Kingdom of Saudi Arabia, please don't take the survey. 

 

If you have any concerns about the ethical conduct of this research project contact: 

mailto:h.alfahl@griffith.edu.au
mailto:l.sanzogni@griffith.edu.au
mailto:k.sandhu@griffith.edu.au
mailto:l.houghton@griffith.edu.au
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Manager, Research Ethics,  

Office for Research,  

Bray Centre, Nathan Campus,  

Griffith University, Australia  

Ph: +61 7 3735 5585 or 

E-mail: research-ethics@griffith.edu.au  

MIS Department, 

College of Business Administration,  

Taibah University, 

Al Madiah, Kingdom Saudi Arabia 

Mobile: +966 5 51806554 or 

E-mail: nagyrdo2@hotmail.com    
 

 

Privacy Statement:      
The conduct of this research involves the collection, access to, and/or use of your identified personal 

information. The information collected is confidential and will not be disclosed to third parties without 

your consent, except to meet government, legal or other regulatory authority requirements. A de-

identified copy of this data may be used for other research purposes.  Your anonymity will at all times 

be safeguarded.  For further information consult Griffith University’s Privacy Plan at 

http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan or 

telephone (+617) 3735 5585. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

mailto:research-ethics@griffith.edu.au
mailto:nagyrdo2@hotmail.com
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
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Employment Details 
1- In which industry do you work? 
Banking 
Telecommunication 
Government 
Other 
 
Demographics 
1- How old are you? 
20 or Below 
21 - 30 
31 - 40 
41 - 50  
51 - 60 
Over 60 
 
2- Gender  
Male 
Female 
 
3- What is your current occupation? 
______________________ 
  
4- What is your income level (per month)? 
3000 or less  
3001 - 5000  
5001 - 7000 
7001 - 9000 
9001 - 11000 
More than 11000 
 
5- Please state your highest qualification  
Ph.D 
Master 
Bachelor  
Diploma 
High school 
Less than high school 
 
6- Do you live in a 
Large city 
Small city 
Rural area 
 
7- Do you use a smartphone or tablet?  
Yes 
No 
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8- What is your nationality? 
Saudi 
Resident 
 
Section 1: (All questions has to be answered) 
1- Do you think that there is adequate legal protection for purchases through mobile 
devices in KSA*? (Select a value from a range of 1 = No, Strongly Disagree, to 6 = Yes, 
Strongly Agree) 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

*KSA stands for the Kingdom of Saudi Arabia 
 
2- Do you think that the current policy and legal environments in KSA support the 
introduction of mobile Commerce (mCommerce*)?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

For the purpose of this research mCommerce can be defined as “the use of mobile, 
wireless (handheld) devices to communicate and conduct transactions through public 
and private networks” (Balasubramanian, Peterson, & Jarvenpaa, 2002, p. 349). 
 
3- Do you think that existing laws protect users' privacy when using mCommerce in 
KSA?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
4- Do you think that there are established policies and procedures in your organisation 
to protect users’ privacy when using mCommerce?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
5- Do you think that there are established policies and procedures in your organisation 
that can guide, organise and control the usage of mobile devices in your job?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
6- What is the level of innovation in your organisation*?  
Very Low 1 2 3 4 5 6 Very High 

*Innovation can be defined as an “idea, practice, or object that is perceived as new by an 
individual or other unit of adoption” (Rogers, 2003, p. 11) 
 
7- How aware are you of the benefits, applications, processes, and effects of mCommerce 
applications? 
I do not know anything 1 2 3 4 5 6 Highly aware  

  
8- What do you think your level of satisfaction is/might be when using mCommerce*? 
Very Low 1 2 3 4 5 6 Very High 

*For example, when you are using mobile banking application for smartphones 
 
9- Do you think that the current e-Mail system in your organisation can be accessed via a 
mobile platform?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 
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10- Do you think that your organisation has enough established online services via its 
website?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
11- Do you think that your organisation has a high quality, reliable internal network 
infrastructure? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
12- Do you think that your organisation has adequate, well integrated, scalable 
Information systems (IS) applications*? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

* Information systems include all the current hardware and software in the organisation 
(e.g. current enterprise resource planning (ERP) system, or any human resource 
systems) 
 
13- Do you think that the telecommunication infrastructure in the KSA is adequate to 
support mCommerce applications*? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

*Telecommunication infrastructure includes mobile network and Internet connections 
 
Section 2 
1- Do you think that mCommerce will increase the market share of your organisation*? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

*Again: mCommerce can be defined as “the use of mobile, wireless (handheld) devices to 
communicate and conduct transactions through public and private networks” 
(Balasubramanian, Peterson, & Jarvenpaa, 2002, p. 349). 
 
2- Do you think that mCommerce will provide new business opportunities for your 
organisation? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
3- Do you think that using mCommerce will enable you to accomplish tasks more 
quickly?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
4- Do you think that using mCommerce will improve the quality of work you do?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
5- Do you think that mCommerce will help improve your organisation's financial 
performance?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
6- Do you think that learning to use mCommerce applications would be easy? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
7- Do you think that mCommerce applications would be flexible to interact with?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 
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8- Do you think that using mCommerce would improve your job performance? * 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
9- Do you think that using mCommerce in your job would increase your productivity? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
10- Do you think that using mCommerce would enhance your effectiveness on the job*? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

* Enhancing employee’s effectiveness include improving the quality of their output by 
improving the process, which may in turn reduce the cost or the time spent to do the 
same function.   
 
11- Do you think that you would find mCommerce applications useful for your job? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
12- Do you think that using mCommerce applications will increase the time taken to 
perform your normal duties? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
13- Do you think that working with mCommerce applications would make achieving a 
goal complex and difficult? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
14- Do you think that conducting transactions over mobile devices is/would be 
compatible with existing procedures in your organisation?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
15- Do you think that using mCommerce is/would be compatible with your 
organisation’s culture and value system? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
16- Do you think that it will be easy to integrate current information systems (IS) with 
mCommerce applications and systems?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
17- Do you think that using mCommerce applications is/would be compatible with all 
aspect of your work? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
18- Do you think that the use of mCommerce applications will increase the quantity of 
output for the same amount of effort?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
19- Considering all tasks, what will be the general extent to which the use of 
mCommerce applications could assist on the job?  
It will not add anything 1 2 3 4 5 6 Very helpful  
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20- Do you think that the use of mCommerce will fit in with your work? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
Section 3 
1- Do you think that executives in general, have a positive understanding about 
mCommerce?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
2- Do you think that there will be lots of efforts from top and middle managers to create 
a suitable climate to mCommerce adoption and initiatives?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
3- Do you think that your organisation have a well-developed mCommerce strategic 
plan?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
4- Do you think that mCommerce systems are secure in terms of reducing the risk of 
misdemeanour?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
5- How concerned is your organisation about the security of data and transactions over 
mCommerce?  
They are not concerned at all 1 2 3 4 5 6 Highly concerned 

       
6- How concerned are your customers about the security of their data when using 
mCommerce?  
They don't have such 
concern at all 

1 2 3 4 5 6 Highly concerned 

 
7- Do you think that mobile platforms, which are available in the KSA, are reliable 
enough for conducting mCommerce transactions?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
8- Do you think that mCommerce applications have gained visibility in the Saudi 
market? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
9- How influenced are you by your peers in the use mCommerce?  
They have no influence at all 1 2 3 4 5 6 Their influence will be 

high 

 
10- Do you think that people who are important to you believe that you should use 
mCommerce now/or in the future?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
11- Do you think that decisions regarding mCommerce adoption at your organisation 
would be influenced or affected by the adoption behaviour of other organisations*?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

Other organisations include competitors and business partners 
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12- Do you think you will use mCommerce applications because most of your co-
workers do? 
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
13- Do you think that your supervisor will be very supportive of the use mobile devices 
in your job?  
No, Strongly Disagree 1 2 3 4 5 6 Yes, Strongly Agree 

 
14- In general, what is/would be the level of support from your organisation toward the 
use of mCommerce? 
Very Low 1 2 3 4 5 6 Very High 
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Appendix 6: Arabic Version of the Questionnaire which includes the Questionnaire 

Information Sheet and Questions 
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 اإلستبيان ورقة معلومات عن 
 

 الباحث
  h.alfahl@griffith.edu.auحسام الفحل: 

 المشرفين الرئيسين
  l.sanzogni@griffith.edu.au يس سانزوجني:د. لو

   k.sandhu@griffith.edu.au د. كلديب ساندو:

 المشرف المساعد

  houghton@griffith.edu.aul. د. لوك هوجتن: 

 كليه جريفث لالعمال ، جامعة جريفث
 

 :  عنوان البحث

 تبني التجارة اإللكترونية المتنقلة في المنظمات السعودية
 

 ك *:ترعزيزي المش
 يتم اجراء هذا البحث لمعرفة العوامل التي من الممكن أن تؤثر علي تبني

ت في المملكة العربية السعودية. كما أن هذا البحث هو جزء التجارة اإللكترونية المتنقلة في المنظما

 ،من متطلبات الحصول على درجة الدكتوراة. يطيب لي ان أشكركم على مشاركتكم في هذا البحث

 .الرجاء االطالع و قراءة المعلومات التالية المتعلقة بهذا البحث

 :هدف إجراء هذا البحث
 العوامل التي تؤثر علي تبني إن هدف القيام بهذه الدراسة هو معرفة

 التجارة اإللكترونية المتنقلة داخل المنظمات السعودية باإلضافة الى معرفة

 مدى تأثير القوانين واألنظمة على هذا التبني. كما أن هذا البحث يهدف الى

 التوصل الي نموذج مفاهيمي يمكن أن يدعم المنظمات عند تبني وتطبيق خدمات

  .ة المتنقلةالتجارة اإللكتروني

 :عند مشاركتك
 لى أربعة أقسام.إهذا االستبيان مقسم  -

 سؤال تقريبا، الرجاء االجابة على جميع األسئلة. 51يحتوي كل قسم على  -

 دقيقة تقريبا لإلجابة على جميع االسئلة. 51سوف تحتاج الى  -

 هذا االستبيان عشوائي واليتطلب تحديد هويتك. -

 البحث اختيارية. نود التنويه أن مشاركتك في هذا -

تعبئتك لإلستبيان تعني ضمنينا موافقتك على استخدام جميع المعلومات التي قمت بإعطائها   -

 بغرض البحث.
 

*مالحظة، هذا البحث ُمركز على قطاعات البنوك واإلتصاالت واألجهزة الحكومية في المملكة 

التكرم بعدم اإلجابة على هذا  العربية السعودية. إذا لم تكن تعمل حاليا في السعودية الرجاء

 اإلستبيان وشكراً.

mailto:h.alfahl@griffith.edu.au
mailto:l.sanzogni@griffith.edu.au
mailto:k.sandhu@griffith.edu.au
mailto:l.houghton@griffith.edu.au
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 :الفوائد المتوقعة من هذا البحث
سوف تساهم في تعريف العوامل التي سوف تؤثر على في هذا اإلستبيان من خالل مشاركتك  -

 تبني التجارة اإللكترونية المتنقلة في المنظمات السعودية. إن

 ي النموذج المفاهيمي الذيالعوامل التي سوف يُرى انها مؤثرة ستشمل ف

 سيستخدم في اإلسهام في تسهيل تبني التجارة اإللكترونية المتنقلة في المنظمات.

كما أن نتائج هذه الدراسة من المتوقع ان تفيد المنظمات في تطبيق أنظمة وخدمات التجارة  -

 .اإللكترونية المتنقلة في المملكة العربية السعودية

 

 

 ة أو إستفسار عن أخالقيات هذا البحث الرجاء اإلتصالفي حالة وجود أي مالحظ

  :علي األرقام التالية

 مدير أخالقيات البحث

 مكتب األبحاث

 مركزبري، فرع نيثن

 جامعة جريفث ، أستراليا

 8855737300000هاتف رقم: 

 آو بريد إلكتروني:

  s@griffith.edu.auethic-research 

 قسم نظم المعلومات اإلدارية

 كلية إدارة األعمال

 جامعة طيبة

 المدينة المنورة، المملكة العربية السعودية

 88555005085000جوال رقم: 

 : أو بريد إلكتروني

 nagyrdo2@hotmail.com 

 
لحصول أو استخدام معلوماتك الشخصية التي سيتم حمايتها ولن يسمح يتطلب البحث ا: بيان الخصوصية

بإعطائها ألي طرف آخر بدون موافقة منك شخصيا، بإستثناء الطلبات الحكومية أو مايتم بصورة نظامية 

حسب القانون. قد تستخدم نسخة غير ُمعرفة من هذه المعلومات في بحث آخر ألغراض البحث فقط دون 

. هذا البحث يوافق شروط خطة جامعة قريفث لحماية ولن تستخدم ألي غرض آخرالكشف عن هويتك 

الخصوصية والتي يمكن األطالع عليها من خالل الرابط التالي            

-publications/griffith-griffith/plans-riffith.edu.au/abouthttp://www.g

plan-privacy-university نتائج هذه الدراسة سوف تقدم لجامعة قريفث كجزء من خطة برنامج .

او استخدام االيميل التالي    5585 3735(7)61+الدكتوراة. لمزيد من المعلومات يمكن االتصال على 

ethics@griffith.edu.au-research 

 

 

 

 

 

 

 

 
 

 

 

 

mailto:research-ethics@griffith.edu.au
mailto:nagyrdo2@hotmail.com
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
mailto:research-ethics@griffith.edu.au
mailto:research-ethics@griffith.edu.au
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 وظيفتك الحالية:

 في أي قطاع تعمل: -5

 البنوك

 اإلتصاالت

 القطاع الحكومي

 أخرى

 

 

آختر قيمة من األرقام بوضع دائرة على الرقم حيث أن  -القسم األول ) يجب اإلجابة على جميع األسئلة 

 = نعم ، أوافق بشدة( 5افق بشدة و = ال، ال أو 5

 

هل تعتقد أن هناك حماية قانونية كافية لعمليات الشراء عن طريق األجهزة المتنقلة في المملكة  -5

 العربية السعودية *؟ 
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

ي( أو أجهزة الكمبيوتر اللوحية * األجهزة المتنقلة تشمل الهواتف الذكية )مثل جهاز آيفون أو جاالكس

 )مثل جهاز آيباد أو مايكروسوفت سيرفيس(.

 

هل تعتقد أن األنظمة والبيئة القانونية الحالية في المملكة العربية السعودية تدعم تقديم التجارة  -2

 اإللكترونية المتنقلة *؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

بحث. التجارة اإللكترونية المتنقلة تعني استخدام األجهزة المتنقلة أو الالسلكية *من أجل إجراء هذا ال

) بحجم الكف ( إلجراء المعامالت والتواصل إلنجازها عن طريق الشبكات اإللكترونية العامة 

 والخاصة.

 

هل تعتقد أن األنظمة الحالية سوف تحمي خصوصية المستخدم عند استخدام التجارة اإللكترونية  -3

 المتنقلة؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

هل تعتقد أن لدى المنظمة التي تعمل بها أنظمة وإجراءات معتمدة لحماية خصوصية المستخدم  -4

 عند استخدام التجارة اإللكترونية المتنقلة ؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

تك أنظمة وإجراءات معتمدة توجه وتنظم وتراقب استخدام األجهزة هل تعتقد أن لدى منظم -1

 المتنقلة في وظيفتك؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 

 ماهو مستوى اإلبتكار في المنظمة التي تعمل بها*؟  -6
 عالي جدا   6 5 4 3 2 1 متدني جدا  
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كل ما ينظر إليه على أنه شيء جديد للتبني بالنسبه  يمكن تعريف اإلبتكار بأنه فكرة أو ممارسة أو*

 للفرد أو المنظمة.

 

ما هو مدى إدراكك بالفوائد والتطبيقات والعمليات والتأثيرات المتعلقة بالتجارة اإللكترونية  -7

 المتنقلة؟
 مدرك بدرجة عالية 6 5 4 3 2 1 أنا ال أعلم شيئا عنها

 

 ما هو مستوى رضاك الحالي أو المستقبلي عند استخدام التجارة اإللكترونية المتنقلة*؟ -8
 عالي جدا   6 5 4 3 2 1 متندني جدا  

 مثال على ذلك ، عند استخدام تطبيقات البنوك الحالية لألجهزة الذكية.*

 

 جهزة المتنقلة؟هل تعتقد أن نظام البريد اإللكتروني الحالي في منظمتك يمكن تصفحه من خالل األ -9
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

هل تعتقد أن لدى منظمتك خدمات إلكترونية كافية معتمدة ومتوفره في موقعها على شبكة  -51

 اإلنترنت؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 

 عليها وذات جودة عالية ؟ هل تعتقد أن منظمتك لديها شبكة داخليه يمكن اإلعتماد -55
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

هل تعتقد أن منظمتك لديها تطبيقات ونظم معلومات كافية ومترابطة بعناية )تعمل مع بعضها  -52

 البعض( وعلى مستوى عالي*؟  
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

يع األجهزة والبرمجيات الموجودة حالياَ في منظمتك ) مثال نظام الموارد نظم المعلومات تشمل جم*

 البشرية( 

 

هل تعتقد أن البنية التحتيه لإلتصاالت في المملكة كافية لدعم تطبيقات التجارة اإللكترونية  -53

 المتنقلة*؟ 
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 ل شبكة الجوال واإلتصال باالنترنت البنية التحتيه لإلتصاالت تشم*

 

 القسم الثاني 

 هل تعتقد إن التجارة اإللكترونية المتنقلة سوف تزيد من الحصة السوقية الخاصة بمنظمتك*؟ -5
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

السلكية ) بحجم الكف ( *مرة آخرى التجارة اإللكترونية المتنقلة تعني استخدام األجهزة المتنقلة أو ال

 إلجراء المعامالت والتواصل إلنجازها عن طريق الشبكات اإللكترونية العامة والخاصة
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 هل تعتقد أن التجارة اإللكترونية المتنقلة سوف توفر فرص تجارية جديدة لمنظمتك؟ -2
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 ة المتنقلة سوف تساعدك على إنجاز مهامك بسرعة؟هل تعتقد أن التجارة اإللكتروني -3
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 هل تعتقد أن استخدام التجارة اإللكترونية المتنقلة سوف يرفع من جودة العمل الذي تقوم به؟ -4
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 ترونية المتنقلة سوف تساعد في رفع األداء المالي الخاص بمنظمتك؟هل تعتقد أن التجارة اإللك -1
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 هل تعتقد أن تََعلُم استخدام تطبيقات التجارة اإللكترونية المتنقلة سوف يكون سهالَ ؟ -6
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 التطبيقات التجارة اإللكترونية المتنقلة سوف تكون مرنة للتعامل معها ؟هل تعتقد أن  -7
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 هل تعتقد أن استخدام التجارة اإللكترونية المتنقلة سوف يرفع مستوى أداءك الوظيفي ؟ -8
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 أن استخدام التجارة اإللكترونية المتنقلة في عملك سوف يرفع مستوى إنتاجيتك؟ هل تعتقد -9
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 هل تعتقد أن التجارة اإللكترونية المتنقلة سوف تزيد من فعاليتك في أداء عملك؟ -51
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

عالية الموظفين تكون عن طريق رفع مستوى جودة منتجاتهم وذلك بتطويرآلية العمل والتي زيادة ف*

 سوف تقوم خفض للتكلفة والوقت المستغرق لعمل نفس المهمة

 

 

 هل تعتقد أنك سوف تجد تطبيقات التجارة اإللكترونية المتنقلة مفيدة في وظيفتك ؟ -55
دةنعم . أوافق بش 6 5 4 3 2 1 ال ، ال أوافق بشدة  

 

هل تعتقد أن استخدام تطبيقات التجارة اإللكترونية المتنقلة سوف يزيد من الوقت الذي تستغرقه  -52

 ألداء مهامك اإلعتيادية؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة
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هل تعتقد أن العمل باستخدام تطبيقات التجارة اإللكترونية المتنقلة سوف يجعل تحقيق أهدافك  -53

 ب وأكثر تعقيداَ؟أصع
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

أو سوف يكون متوافق مع اإلجراءات /هل تعتقد أن تنفيذ العمليات عن طريق جوالك متوافق -54

 الحالية في منظمتك؟ 
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

أو سوف يكون متوافق مع العادات /المتنقلة متوافق هل تعتقد أن استخدام التجارة اإللكترونية -51

 والقيم في منظمتك؟ 
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

هل تعتقد أن ربط أنظمة المعلومات الحالية بأنظمة وتطبيقات التجارة اإللكترونية المتنقلة سوف  -56

 يكون سهالَ؟
افق بشدةنعم . أو 6 5 4 3 2 1 ال ، ال أوافق بشدة  

 

أو سوف يكون متوافق مع /هل تعتقد أن استخدام تطبيقات التجارة اإللكترونية المتنقلة متوافق -57

 جميع الجوانب الخاصة بوظيفتك؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

بنفس هل تعتقد أن استخدام تطبيقات التجارة اإللكترونية المتنقلة سوف يزيد حجم إنتاجيتك   -58

 كمية الجهد المبذول؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

إلى أي مدى ستكون خدمات التجارة اإللكترونية المتنقلة مفيدة في وظيفتك عند األخذ باإلعتبار  -59

 جميع مهامك؟
 مفيده جدا   6 5 4 3 2 1 لن تضيف اي شئ

 

 لمتنقلة سوف يكون مناسب لعملك؟هل تعتقد أن استخدام التجارة اإللكترونية ا -21
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 القسم الثالث

 بصفه عامة ، هل تعتقد أن المدراء التنفيذيين لديهم فهم إيجابي للتجارة اإللكترونية المتنقلة؟ -5
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 



mCommerce Adoption in Organisations   

Husam AlFahl                  Griffith Business School 221 

ير مبذول أو سيبذل من قبل مدراء اإلدارات والمدراء التنفيذيين لتوفير هل تعتقد أن هناك جهد كب -2

 المناخ المالئم لتبني التجارة اإللكترونية المتنقلة ومشاريعها؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 ة المتنقلة؟هل تعتقد أن منظمتك لديها خطة إستراتيجية مطورة بعناية لتطبيق التجارة اإللكتروني -3
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 هل تعتقد أن أنظمة التجارة اإللكترونية المتنقلة آمنة لخفض مستوى الجريمة وخطرها؟ -4
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

ي تتم عن طريق التجارة ما هو مستوى اهتمام منظمتك بأمن المعلومات التي تُنقل والعمليات الت -1

 اإللكترونية المتنقلة؟ 
 مهتمين جدا   6 5 4 3 2 1 غير مهتمين إطالقا  

 

ما هو مستوى اهتمام العمالء بأمان معلوماتهم الخاصة عند استخدام خدمات التجارة اإللكترونية  -6

 المتنقلة؟
 مهتمين جدا   6 5 4 3 2 1 غير مهتمين إطالقا  

 

والبنية التحتية الخاصة باألجهزة المتنقلة المتوفرة في المملكة موثوقة إلى  هل تعتقد أن التكنولوجيا -7

 حد كاٍف لتشغيل وإجراء عمليات التجارة اإللكترونية المتنقلة؟ 
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 ودي؟ هل تعتقد أن تطبيقات التجارة اإللكترونية المتنقلة نالت الثقة في السوق السع -8
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 ماهو مدى تأثرك بزمالئك في العمل عند استخدام التجارة اإللكترونية المتنقلة؟ -9
 سوف يكون هناك تأثير كبير 6 5 4 3 2 1 ال يوجد تأثير إطالقا

 

التجارة اإللكترونية هل تعتقد أن األشخاص أو األفراد المهمين لك يعتقدون أن عليك استخدام  -51

 المتنقلة اآلن أو مستقبالَ ؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

هل تعتقد أن القرارت الخاصة بتبني التجارة اإللكترونية المتنقلة في منظمتك سوف تتأثر أو  -55

 تتغير بسبب سلوك المنظمات األخرى بشأن تبني التجارة اإللكترونية المتنقلة*؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 *المنظمات األخرى تشمل المنافسين والشركاء التجاريين.
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هل تعتقد أنك سوف تستخدم تطبيقات التجارة اإللكترونية المتنقلة ألن غالبية زمالئك في العمل  -52

 يقومون بذلك؟
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

 تعتقد أن مديرك المباشر سيكون داعم الستخدام األجهزة  المتنقلة في عملك؟ هل  -53
 نعم . أوافق بشدة 6 5 4 3 2 1 ال ، ال أوافق بشدة

 

أو المستقبلي المقدم من المنظمة التي تعمل بها /بصفة عامة ، ماهو مستوى الدعم الحالي  -54

 الستخدام تطبيقات التجارة اإللكترونية المتنقلة؟
جدا  متدني   عالي جدا   6 5 4 3 2 1 

 

 البيانات الشخصية:

 كم عمرك: -5

 أو آقل 21 ( أ

  31 – 25 ( ب

 41 – 35 ( ت

  11 – 45 ( ث

 61 – 15 ( ج

 61آكثر من  ( ح

 

 الجنس: -2

 ذكر ( أ

 أنثى ( ب

 

 ماهي وظيفتك الحالية؟ - 3

___________________ 

 

 ماهو دخلك الشهري؟ - 0

 أو أقل 3111 ( أ

 1111 – 3115 ( ب

 7111 – 1115 ( ت

 9111 – 7115 ( ث

 55111 – 9115 ( ج

 55111أكثر من  ( ح

 

 ماهي أعلى شهادة حصلت عليها؟ - 0

 دكتوراة ( أ

 ماجستير ( ب

 بكالوريس ( ت

 دبلوم ( ث

 مرحله الثانوية ( ج



mCommerce Adoption in Organisations   

Husam AlFahl                  Griffith Business School 223 

 أقل من الثانوية ( ح

 

 أنت تسكن في - 5

 مدينة كبيرة ( أ

 مدينة صغيرة ( ب

 هجرة ) منطقة نائية ( ( ت

 

 هل تستخدم هاتف ذكي أو جهاز كمبيوتر لوحي*؟ - 7

 نعم ( أ

 ال ( ب

أجهزة الكمبيوتر اللوحية )مثل جهاز آيباد أو  –ز آيفون أو جاالكسي( * الهواتف الذكية )مثل جها

 مايكروسوفت سيرفس(

 

 ماهي جنسيتك؟ - 0

 سعودي ( أ

 مقيم ( ب
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Appendix 7: List of Nodes as Presented in NVivo  



mCommerce Adoption in Organisations   

Husam AlFahl                  Griffith Business School 225 
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Appendix 8: Quantitative Results: SPSS output  
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Table A8.1: Independent samples test comparing paper-based and online surveys (SPSS output) 
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Table A8.2 : Correlation between components for the preliminary analysis (SPSS output) 

 REGR 

 factor score  
1 for 

analysis 1 

REGR 

 factor score  
2 for 

analysis 1 

REGR 

factor score  
3 for 

analysis 1 

REGR 

 factor score   
4 for 

analysis 1 

REGR 

factor score 
5 for 

analysis 1 

REGR 

 factor score   
6 for 

analysis 1 

REGR 

 factor score   
7 for 

analysis 1 

REGR 

 factor score   
8 for 

analysis 1 

REGR 

 factor score   
9 for 

analysis 1 

REGR 

 factor score  
10 for 

analysis 1 

REGR 

 factor score  
11 for 

analysis 1 

REGR 

 factor score  
12 for 

analysis 1 

REGR factor 
score   1 for 
analysis 1 

Pearson Correlation 1 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

Sig. (2-tailed)  1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score   2 for 
analysis 1 

Pearson Correlation .000 1 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 

Sig. (2-tailed) 1.000  1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score   3 for 
analysis 1 

Pearson Correlation .000 .000 1 .000 .000 .000 .000 .000 .000 .000 .000 .000 

Sig. (2-tailed) 1.000 1.000  1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score   4 for 
analysis 1 

Pearson Correlation .000 .000 .000 1 .000 .000 .000 .000 .000 .000 .000 .000 

Sig. (2-tailed) 1.000 1.000 1.000  1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score   5 for 
analysis 1 

Pearson Correlation .000 .000 .000 .000 1 .000 .000 .000 .000 .000 .000 .000 

Sig. (2-tailed) 1.000 1.000 1.000 1.000  1.000 1.000 1.000 1.000 1.000 1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score   6 for 
analysis 1 

Pearson Correlation .000 .000 .000 .000 .000 1 .000 .000 .000 .000 .000 .000 

Sig. (2-tailed) 1.000 1.000 1.000 1.000 1.000  1.000 1.000 1.000 1.000 1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score   7 for 

Pearson Correlation .000 .000 .000 .000 .000 .000 1 .000 .000 .000 .000 .000 

Sig. (2-tailed) 1.000 1.000 1.000 1.000 1.000 1.000  1.000 1.000 1.000 1.000 1.000 
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analysis 1 
N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score   8 for 
analysis 1 

Pearson Correlation .000 .000 .000 .000 .000 .000 .000 1 .000 .000 .000 .000 

Sig. (2-tailed) 1.000 1.000 1.000 1.000 1.000 1.000 1.000  1.000 1.000 1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score   9 for 
analysis 1 

Pearson Correlation .000 .000 .000 .000 .000 .000 .000 .000 1 .000 .000 .000 

Sig. (2-tailed) 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000  1.000 1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score  10 for 
analysis 1 

Pearson Correlation .000 .000 .000 .000 .000 .000 .000 .000 .000 1 .000 .000 

Sig. (2-tailed) 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000  1.000 1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score  11 for 
analysis 1 

Pearson Correlation .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 1 .000 

Sig. (2-tailed) 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000  1.000 

N 102 102 102 102 102 102 102 102 102 102 102 102 

REGR factor 
score  12 for 
analysis 1 

Pearson Correlation .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 1 

Sig. (2-tailed) 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.000  

N 102 102 102 102 102 102 102 102 102 102 102 102 
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Table A8.3 : Total Variance Explained for the first set of analysis (SPSS Output) 

Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

1 14.437 30.717 30.717 14.437 30.717 30.717 7.913 16.836 16.836 

2 5.380 11.447 42.165 5.380 11.447 42.165 4.877 10.376 27.212 

3 2.237 4.760 46.925 2.237 4.760 46.925 2.750 5.851 33.063 

4 2.147 4.568 51.493 2.147 4.568 51.493 2.738 5.826 38.889 

5 1.780 3.787 55.280 1.780 3.787 55.280 2.732 5.812 44.701 

6 1.617 3.439 58.719 1.617 3.439 58.719 2.594 5.519 50.220 

7 1.497 3.185 61.905 1.497 3.185 61.905 2.422 5.152 55.372 

8 1.453 3.091 64.996 1.453 3.091 64.996 2.259 4.806 60.178 

9 1.313 2.794 67.790 1.313 2.794 67.790 2.110 4.488 64.667 

10 1.201 2.555 70.345 1.201 2.555 70.345 1.744 3.710 68.376 

11 1.096 2.333 72.678 1.096 2.333 72.678 1.602 3.409 71.786 

12 1.064 2.265 74.942 1.064 2.265 74.942 1.483 3.156 74.942 

13 .995 2.118 77.060 
      

14 .856 1.821 78.881 
      

15 .771 1.641 80.522 
      

16 .706 1.503 82.025 
      

17 .661 1.406 83.431 
      

18 .601 1.278 84.709 
      

19 .579 1.231 85.940 
      

20 .549 1.168 87.108 
      

21 .506 1.076 88.184 
      

22 .477 1.015 89.199 
      

23 .455 .968 90.167 
      

24 .405 .862 91.030 
      

25 .403 .858 91.887 
      

26 .382 .812 92.699 
      

27 .339 .720 93.420 
      

28 .316 .672 94.092 
      

29 .283 .602 94.694 
      

30 .254 .541 95.235 
      

31 .243 .518 95.753 
      

32 .221 .470 96.223 
      

33 .196 .418 96.640 
      

34 .184 .391 97.031 
      

35 .182 .388 97.419 
      

36 .175 .372 97.791 
      

37 .159 .338 98.128 
      

38 .146 .311 98.439 
      

39 .138 .294 98.733 
      

40 .120 .256 98.989 
      

41 .096 .204 99.193 
      

42 .085 .180 99.373 
      

43 .081 .173 99.546 
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44 .068 .144 99.690 
      

45 .055 .117 99.808 
      

46 .050 .107 99.915 
      

47 .040 .085 100.000 
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Table A8.4: Anti-image matrix for the first set of analysis (SPSS output) 
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Table A8.4: Anti-image matrix for the first set of analysis (SPSS output cont.) 

 

a: Measures of sampling adequacy 
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