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Executive summary

Mobile commerce (MCommerce) represents one of the important online trading platforms to
meet the daily needs and requirements of many people in the trading perspective through a
wide range of the smartphone applications. In the present day, smartphoiseslerather

than being a luxury device, have become a basic essential requirement. So, many business
enterprises seek to take advantage of this technology to communicate with their customers
since a large proportion of smartphone customers use it in miffieyent aspects of their life.

For example, mobile internet access represents more than 65% of Internet users in Saudi
Arabia. As MCommerce sales increase gradually during the current decade due to the major
revolution in smartphone technology, practipdgans to help develop dommerce and the
commercial applications of smartphones should be reconsidered in accordance with the
aspirations of communities and their wishes.

The importance of this study is in determining the fundamental requirements anhgoites

in the Arabic region that are significant in online trading via smartphones, which may be
affected according to the background and traditions of communities. Because studies show a
particular result in one society it does not necessarily mearati@her society will have the

same experience, because of differences in traditions and characteristics of the society.

The study explores thedommerce approach in some Arabic countries, especially in the GCC
region, which represents one of the largesbnomic regions in the world. In this region there

is a move towards switching to an electronic environment to be integrated in many essential
sectors, such as-government, dearning and EEommerce. The research represents an
investigation into consunmmeviews about the main requirements that should be offered for
them to accept and use commercial smartphone applications, which may be helpful in the
design of commercial mobile applications to keep up the growing demand@mmimerce

into the future.

Ths study uses the DeLone and McLean model, which is called ISS, with some necessary
modifications to be compatible with the study requirements. These modifications are divided
in two major parts. First, the consumer requirements, which consist of sixgnoaips, are
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with smartphone commercial applications. These groups are Appearance, Organisation,
Content, Interactivity, Assurance and customer focus. These requirearenslated to the
three ISS construct models, namely System Quality, Information Quality and Service Quality.
These relationships are clearly significant between the six groups of consumer requirements
and ISS quality constructs that were apparent imouarsamples of this study. Second, the
demographic moderators are shown to be statistically diverse and disparate in different study
samples. These moderators are gender, age, frequency of online purchasing and level of
education. The main purpose for aadlgl the moderator is to help identify the sample
characteristics that prefer to purchase online, then use these characteristics to determine the
target audience, which would help to increase the online purchasing approach through
commercial applications.



The Positivist Paradigm is used in this research. The data used a quantitative questionnaire
with both Likertscale items and opeended questions to collect research data. The data was
collected from three different communities, namely Qatar, Saudi Aaaibidhe United Arab
Emirates. The sample numbers after the filtrating and data screening are 246 in the UAE, 171
in Qatar and 386 in Saudi Arabia. The statistical tests are carried out on three levels. They focus
firstly on the scope of the data to ensuhat the data is suitable for analysis in the following
tests. Secondly, there is a test on the level of the indicators, which focuses on and eliminates
results from the weak indicators and thus dramatically improves the outcomes. Thirdly, there
are testson the groups, constructs and moderators to study the statistical relationships and
eliminate relationships that do not represent significant results.

Through the statistical results the outcome of the modified theoretical framework contains
five main sages. First, the customer's requirements from the study samples are determined
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identified. Second, the target population characteristics, which differ somewhat from one
community to another in the study samples, are identified. Third, the characteristics of
consumer behaviour, which can be measured from the level of User Satisfaction, Intention to
Use and Net Benefits, are determined. Fourth, the functions that difterele@ the study
samples, which could be activated or disabled according to the country under consideration or
selected location service in the commercial applications, are determined. Finally, the functions
are divided into three sections, namely Techni@ajanisational and Social, which are affected
by the main stakeholders in each group depending on the requirements of each function.
These are the five theoretical framework stages, which represent the proposed approach for
the successful commercial ajgaitions for smartphones in GCC countries.

The implications of this study represent the importance of beliefs, behaviour, attitudes and
habits and their relationship to this study. The beliefs aspect represents and determines the
fundamental requirementsral related added values that the target audience expects in
relation to System Quality, Information Quality and Service Quality. The behaviour part focuses

on identifying customer behaviour in dealing with commercial applications associated with

User Satimaction. The attitudes focus on identifying customer reaction toward the behaviour

and beliefs, and in so doing, make a decision to purchase online and consider their Intention
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target segment characteristics that wish to purchase commercial applications through
demographic moderators that have been mentioned previously.

Last, but not least, this study represents an empirical study, and needs many complementary
future studies to ensure validation of the study features. Therefore, solving many of the M
Commerce research shortage gaps will significantly help to validate i{Genivherce
applications approaches, and this will help to widely disseminate the applicatitimes first
instance in the communities covered in this study, but additionally in other Arab societies in
the Middle East.
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1.0. Introduction
Mobile commerce NI-Commerce is a critical Internet application enabling people to meet

many of their buying and selling needs by merely using their smartphones and other handheld
devicesM-Commerceas defined for this research involves online trading via smartphone
applications ortablet devices for a wide range of products, goods and services, with the
ability to pay and checkout through mobile payments meand#/oridwide studies have
recorded a gradual increase M-Commercesales globaltythe demand forM-Commerce

sales demand ig015wasrecordedat US$ 686 billiopand this is predicted tmcrease to US$

1089 billion by 2018 (eMarketer, 2013, Staista, 2016). A growing pillar of support for the
global economy at the present time provides the electronic commercial channelsrfousa
participants Thus, mobile commerce electronic sales have increased significatttly last

two decadesilanochehri & AlHinai, 200&Marketer, 2013; Staista, 2016). As a result, many
countries and companies have improved thBlrCommerceframeworks and are building
infrastructures to prepare themselves to face the challenges in this fidifafitaniet al.,

2015; GS1, 2008). However, some difficulties should be taken into account when activating
M-Commerceapplications related tspecificneeds of societies AlFahl, 20160Q'Donnellet

al., 2007). These issues are often associated with traditional influences of merchants and their
cliente[ v §} Jv E « 3Z o A o }( }vopFahl} Ral6Ei & P 2609-
Shuhaiber, 2016

In addition to the above, traditions community sales alseave areffecton the acceptance
level of electronic systemsyhich M-Commercepartly models (Abunadi, 2013FGahtani,
2007; Ali & Weerakkody, 2009 Consumers and vendorgn communitiesbuy and sell
depending on their own traditionabackgrounds, which are also reflected in electronic
processesAs an example of these influences, some people opt to use an auction system to
bargain and reduce the prices for most of their daily purchased,smme people prefer to
discusddetailed features othe goodswith the selleis before proceeding with the purchase
process Thus providing an appropriateM-Commerceenvironment with the }vepu E-«[
needsisa key factor for success M-Commercepplicaions As a consequenca successful
M-Commerceamodel in onesocietywill not necessarily thrive in anothepciety, especiallyn
communities that have different characteristics frdahre original developd model Chong,

2013; ICFAL, 2008; Wirtz, 2005). Therefore, this research is interested in examining the
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possibility of applyingsuccessful online purchasing througf-Commerceframeworks in
different societies, and exploring thequirementsthat lead toan increase in the lel of
success ofhte proliferation ofthe online purchasing process Gulf Cooperation Council
(GCC) countriesurthermore, this research includes thestsuggestions that maye applied

to optimisethe success of online purchasimigM-Commercan GCGocieties.The research

field comprises the GCC countries, which constitute one of the largest economies and regions

in the Middle East.

The dissertation is divided into eleven main chapters Introduction, M-Commerce
Fundamentad and Definitionss M-Commerce Research BackgroundM-Commerce
Acceptance and Adoption TheorjeResearch ModeMethodology, Data Analysis, Model

TestingMain FindingsDiscussion anbmplications

1.1. Research Problem
The problem being addressed by this reseawzncernsthe relatively low levels of

engagement with and adoption of electronic commerce in the Gal@tries(Manochehri&

AlHinai, 2008 X p 8} $Z Z]PZ }%S]}v E S }( u} ]Jo Zeu ES[ %Z}V
the GCCthis research will focus oM-Commerce(ATC, 201h The United States (US) and

Europe earn the major portion of globgiCommerceevenue (about 79%), while the Middle

East region and African countries handy a 3% shareeMarketer, 2015a

Several studies have been conducted to explore the reasons for the relatively slow spread of
E-Commercen the Arab region. The reasons mainly involve Information and Communication
Technology (ICT) infrastructu@&lraw & Sabry, 20Q9trust and privacy sies(Alghaithet al,,

2010, cultural issues and the absence of clear regulat{@hgahtaniet al., 2015, legislation
(Abedet al,, 2019, rulesand procedures on how to protect the rights of all involved parties
(AlFahl, 2016Manochehri & AlHina008). Arab traditional issues differ slighfiypm those

of companies in other countries that currently design and implement commercial online sites
and mobile applications around the world (Aladwani, 200&hAmdiet al.,2011). Moreover,

a study conduied on a sample of 108 Small and Medium Enterprises (SMEs) in Saudi Arabia
in 2015showed that only ongenth of these companies have electronic salld-purchase
websites, and only four out of ten have websites to display their products and communicate
with their customerdoy electronic meangBahaddacet al, 2015. The main reason for the

limited online presence was the lack cfeadiness of these companies, as well as the small
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percentage of the market segment interestedbuying their products onlingBahaddadet

al., 2015) Anotherstudy conductedn 2006by the Internet Service Unit in King Abd\diz
City for Science antlechnology (KACST) determined that 56% of the respondents aefer
purchasing through foreign websites. In contrast, a mere &ured buying from Arabic
sites (Internet Service Unit, 2006). The main issue could be related to the dediyn\f
Commerceapplication and website being used in the online purchasing ifieledrms of their
product and services displayalFahl, 2016AIGhamdi et al., 2011, Manochehri & AlHinali,
2008. Therefore, the gap between Arabic andn-Arabicwebsites in meeting th@eeeds of
their target audience should be determinedl{ed et al., 2015;Aladwani, 2003; Alraw &
Sabry, 2009)As reported byprevious studiesthis issue is related to user confidence and
acceptance of the website@lgahtaniet al, 2015 Alghaithet al, 2010, which cannot be
achieved unless the sites are redesigned to address the target audience requirements
(Alotaibi, 2013 AIGhamdiet al,, 2015. The same issue was identifiedtire M-Commerce
applications since M-Commerceis a part of ECommerceand some limitations in&
Commerceadoptions can be solved when adopting lMrCommerceapproach(Harriset al,,
2005; Marti &Charles, 2013Falib & Faisal, 2015

1.2. Research Aimand Objectives
The aim of this research is to discover what GCC citizens reqtémns ofapplication design

for a speciallyalignedM-Commerceapplicationsexperience that will facilitate its adoptio
Secondlyjt aims to investigate the best ways to design tdleCommerceapplications that
address the needs of consumers in GCC countrigslasto variousstudiesthat have been
conducted inother countries, such as China, America and Aust(@i@even,2014;ICFAL,
2008). These studies have aimed to determine the requiremehgarticular populations to
implement M-Commerceapplications on smartphonesSuch studiealso offer benefits for

the corporate sector, especially SMEs, by expanding kmeiwledge about vital components
that might behelpful topresentin M-Commerceapplications (Bahaddaet al., 2013) Finally,

this researclsupports GCC societies particularly, with an Arabic framework that is compatible

with the specific needs dirabic societies

The mainadvantagesor GCCsocietiesare in increasinghe strength of their economies
through developing the mobile purchasing channels, which would n@&Rk€countriesan

attractive environment forthe Arab population in the Middle East (&lp Capetal, 2011).
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Additionally, increaisg thelevel ofonline purchasing througemartphoneapplications might
lead to providng commercial applicationthat includethe targetaudience needgasily and
efficiently (Aitnews, 2013)}-urthermore, t could behelpful for companies t@xpandtheir
customer base through access to a larger market segmentswiartphone commerce
applications Therefore, the study sample includes consumers in Saudi Arabia, Qatar and the
United Arab Emirateswhich are the top three countriesutilising online and mobile
purchasing through smartphones in the GBRAB NEWS, 201 A similar experiment can
be performed in the future in other countries from the same regisauch as North Africap
validatethe approachof thisstudyin various societies

A knowledge of thefundamentalneeds ofthe GCQarget segmentsvould be beneficiato
understandthe aspirations of the target audience dfl-Commerceapplication in these
countries.Additionally, it is hoped to take advantagd commercial applicationequirements

to build a variety oBmartphoneapplicationsof global companies, because thiegvecontact
with different communitiesand have different aspirations and nee{&otaibi, 2013).An
example ofwebsites designed to acmb with different societies is that ahe McDonald's
Corporation whosewebsitecontent differs widelybetween the official site in America awod
those inother countries such a€hina, India, South America or Europe (Wurtz, 2005).

The resultof this researctcan be appliedo most countries of the Middle East to reach a
optimal solution to accordvith the overall requirements of the region. However, many
aspectsof the requirements of Arabic societieged to be studied deeply because of the
specific communitynterestsand their mainlanguage For instance couniesin the Middle
Eastthat do not speak Arabjcsuch as Irarand Turkey have different requirementgrom
thoat of Arabic speaking countriedMoreover, the needs ofthe populace oflarge and
developed cities and those of villages and remote am@different in terms ofusng M-
Commerceapplicatiors (Wirtz, 2005 Bahaddacet al., 2015. For this reason, applyirtgis
research outcomemight be useful for countries throughout the Middle East, taking into
account theparticularaspirations of communities to ensure thesults of this research and

requirements of the GCC communities ammpatilde.

1.3. The Research Gap
In previous studies ithe ECommerceand M-Commercdields (especially studies in the Gulf

region) there has been ashortage ofapplied practical research talentify the main
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requirements that increase the level of successMCommerceapplications, andhow
commercial appliations for smartphonesayenhance or accelerate succasshe targeted
segments of the populatiamhus, some of the markets in ti&C@annot keep up with global
trends to apply the type dfl-Commercehat would be valuable for increasing online trading
revenue(Marti & Charles, 2013; Niranjanamurthy & Kavyashree, 20aBb & Faisal, 2015)
Furthermore, it is important to provide minimum requirements for smartphone applications
that are commensurate with the aspirations of the segment of the population interested in
using smartphones. In most Gulf countries, the segment interested in sh@rgusage for
M-Commerceor other reasons represents the majority of the population (Aitnews, 2013;
eMarketer, 20155 So, there are three maihmitationsin previousresearchesfirstly, the
lack of practical application of findings in theCommercdield; secondly, the need to apply
the IS Success modscause this model has thregdesof Qualities (Systent Information t
Service) which are beneficial for acceptanceMsCommercesystems operated through
smartphone applications in the target segmaaitthe population thirdly, given thatthere is

widespread use of smartphones in the GCC population, who enjoy a good level of income

Figure 11: The Research Gap
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GCC

Smarphoneson
M-Commerce
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enabling them to make regular purchases, therefdleCommerceapplicationsmight be
good channel to fulfil this desir@dlGhamdiet al,, 2015; Kharet al,, 2015;Niranjanamurthy
& Kavyashree, 20)3Moreover, this studywill be able togeneralise ovether limited
economy countriesthat do not have a high per capita income develop theM-Commerce
field there.Lastly, this study will beirectly transferableind applicable t@ther GC@ountries
not included in this study, or in other Arabic countries in the Middle East (for example, those
in North Africa or in the northern Arabian Peninsuldgwever these countriesvill likely have

their own unique charactestics when dealing with variodd-Commercdields.

1.4. ResearchQuestion
This research concentrates on the requirements for the succdgs@bmmerceapplications

in GCC countries. The research questions to be explored are as follows:

f What are the requirenents that must be addressed to adopt the successful framework
and activateM-Commerce@® <p]E u vse 8Z § Aluo o S} vi]v E -
success levels in online purchasing? Why?

f How can the requirements for successiMl-Commerceas described in extant

literature be adapted for success in Arabic cont@xts

f How may the experience of other countries be followed?
This focus of this question is to determine the fundamental requirements, identified in the
literature review, that are tdoe tested and examined favl-Commerceapplications in GCC
societies. These requirements are collected through many commercial electronic channels
such as commercial websites, mobile commercial websitesMw@ommerceapplications.
They are studied and testl on samples from three countries of the GCC to ascertain their
views on the importance of these requirements in the GCC region in helping to design

successfuM-Commerceapplications for Arabic societies.

f How can an applicableM-Commerce application framework be designed to be
compatible with Arabic societies?
f How can the M-Commerce applications be appropriately implemented to be
compatible with the social characteristics of Arabic countries?
f How can the technical aspects M-Commerceapplications be adopted to increase

their acceptance level in Arabic societies?
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f How can the basic organisational aspectMe€ommerceapplications be designed to
promote the success of online purchasing in GCC countries?

This question focusesn determining the main requirements that are presented in the
previous question to design an appropriadM-Commerceapplication approach to be
successful inthe GCC region. The mastakeholder groupdgor designand adopt theM-
Commerceapplications are sellerxonsumersand M-Commerceapplications developers.
The main requirementsf M-Commerceapplicatiors have been divided into three groups of
functions based on the main decisiomakers thataffect the design of theunctions namely,
social, technical and ganisational functions. Sociapv S]}ve & (( s C }vepu G
views, technical functiongre dfected by designers and developers, and organisational
functions are affected by the companies that operate and sell throdMpCommerce

applications. Furtlr detaik regardingthesedivisionsare givenin Chapter 10 section10.3.

Exploring these research questions tslip build the appropriate frameworkhat meets the
specific needs of arArabic audience.There are shortagesin many M-Commerce
requirementsthat need to be retestedin thisstudy. Thes¢éestsare conducted because there
are no validated similaestsin previous studies in the same fielthis will acto increase the
level of awarenessvhen using theM-Commerceapplication, and determine # main
requirements of theargetaudience who are interested in purchasing online via smartphones
or handheld devices, which leads to amcrease& success level of usingl-Commerce

applications on smartphone devices

1.5. The MainValues of the Research oM-Commercein GCC
The importance of this study is that it supports the efforts of the GCC governments to

transform thephysicalwork environment into an electronic environment integrated across
vital sectors, such asgovernment, elearning ande=Commerce because of the significant
increa® ininternet access in the GCC in the last decaegehnological advancesich as cloud
computing, big data architecture and wireless communication prowojgeortunities for the
commercial sector inthe GCC to create netypes of business, innovative ways of working
and new products and servicds.2015 the per capita incoms of GCC presidents wettee
highest of alMiddle East countriesand their inancial situatiorenables them to use online
purchase facilities wre broadly Therefore, onducting adequate and idepth studies in the

M-Commerce (] o « AJoo Z 0% (po Jv 8 o0]*Z]vP 8Z & P]}v[e -
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appropriate plans that are compatible with the requirements and aspirations of the target
audience based on their traditions (Alotaibi, 2013; Alraw & Sabry, 2009).

Over the last two decades, there has been a major shift in the economic and service aspects

of the GCC, which is reflected positively in the expansion of online infrastru&uamples

of integrated government systems in the GCC afez ¢« E[ Jv " p] & ] ~z ¢ EU
Z'}YA GEu v38X [ ]Jv hv]s E UJE 8 « ~'}A Eu v3X U TiiieU v
(Hukoomi, 2013). These aregevernment portals intended to connechore than 800

different government services into one main infrastructure as a data centre for all
government sectors in order to provide fundamental services easily and conveniently in
electronic form (Alshehri & Drew, 2010)hus,the online commerce sectois influenced
significantly by online government transformations through extension of the online payment
system (SADAD) that is one of the main online governmental services reld&&tiimmerce

and M-Commercein the GCC. All of these services are influenced byGressDomestic

Product (GDP) dhe GCCwhich helps to finé suitableenvironment and positive impact on

the economic commercial sectors in the GCC regidpefn Capital, 2031Shuhaiber, 2016

This improvemengreatly helped motivate the companies and relevant government agencies

to work together to provide the general framework for &Commerceand M-Commerce
environment (AlGhamdit al.,2011).Thisapproachis not limited toa specific countrybut it

mightbe extended to neighbaring countries, such as the remaini@gC region.

Table 11: GCQnternet users t November, 2015

Country Population Users, in Internet Usage % Population Facebook
(2015 Est.) Dec/2000 31-Mar-2017 (Penetration) 31-Mar-2017

Bahrain 1,418,895 40,000 1,278,752 90.1 % 800,000
Kuwait 4,099,932 150,000 3,202,110 78.1 % 2,300,000
Oman 4,741,305 90,000 3,310,260 69.8 % 1,500,000
Qatar 2,338,085 30,000 2,200,000 94.1 % 2,200,000
Saudi Arabia 32,742,664 200,000 20,813,695 63.6 % 14,000,000
UAE 9,397,599 735,000 8,515,420 90.6 % 7,700,000
TOTAL GCC 54,738,480 1,245,000 39,320,237 81.0%% 23,800,000

Adaptedfrom (IWS,2017)

One of the most important motivations for entering therade field arises from the statistics
that have been presented concerning the exchange volume and rate of Internet use in the
GCC. For example, a study published inglodal consultancy AT Kearney2016 reported
that the etrade exchange volume the GCC was equivalent to USD 5.3 billioniaedpected
to reach 20 billion by 202@nline paymens using Visa cards in the GCC amourtte@.5
billion in 2015. In 201%-Commercencreased in UAE drKSA t@8% and 37% respectively,

c % E s]e [+ E %}ES ~Moevér, dcebrding toeax2013 PayPal reporthdn

Commercein the UAE, Saudi Arabia and Qatar, the popularity of mobile marketing is
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witnessing an increase in the GCC region, andilm@oirchasing transactions represent 10%

of ECommerce The study indicated that the volume of mobile marketing increased to 20%
in the GCC in 2015 (Wamda, 2013).

Interestingly, most consumers in the sample study prefet to spend moneywith Arab
companies due to the lack of applications operating in the mobile environment. The majority
of consumers shop at online stores based in foreign countries, broken down into 35% from
the US, 30% from Asia, 25% from Europe, and the rest from the Andth. Wbese statistics
clearly indicate the trend of the GCC consumer market towards international sales and not
local sales due to its ease of use, with an increasing volume of spandthg Internet in the
nearfuture (Wamda, 2013). Therefore, increagiM-marketing globally, increasirtge use

of smartphone devices ithe GCC and increasing tper-capitaincome inthe GCGrefactors

that wouldincrease the Mmarketing application in GCC. Thus, ikéCommerceapplications
would be more valuable in G@&Caccelerate the process and improve the penetrationMoaf
Commerceapplications. Asa consequence, designing user interface informed by users
might be beneficial to increase the level of trust for both sellers and buyers ase the
acceptable trangirmation to an M-Commerce % % &} Z SZ S ] &E M- C
Commerceconsumers.

One of the main reason® increase the rate of using smartphone devices in GCC is the
limitation in accessing thiardwired internetoutside the main cities in GCC becaoéheir
limited Internetinfrastructure Therefore, the main alternative choiceusing smartphone
devicesto access the Internethrough 3G & 4G. According to the CITC report, Internet
browsing through smartphone devices represen® ofthe total number of Internet users
(CITC, 2015These aspects, together with those presented previously in this section, will help
to increase the rate of acceptance M-Commerceapplications and identify the main
requirements that may increase the success level ohroercial applications in the GCC

region

1.6. Researcidgnificance
Zakour(2004) noted that the moseCommercewas not successful in the GCC because of

infrastructure and legislation issues that differ between developeddawkloping countries
(zakour, 2004; Faqgih & Jaradat, 2015; Kétzad., 2015). Therefore, this studgcuses on GCC

communities which are different from countries in theest and the east, and they have their
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own unique characteristics. These charactersshave a marked effect on the acceptance,
implementation and success oM-Commerce systems that have been successfully
implemented in other parts of the worldBy undertaking this research we wdiscoverthe
main requirements oM-Commerceapplicatiors that havenot previouslybeenresearched in

the M-Commercecontext The significance in this research can be summarised in the

following points:

f There are hugeocial, traditional and politicalifferences between the GCC regions and
other partsof the world. Allaspects ofife inthe GCC regioare influenced significantly
by Islamic law and Arabic cultu(elofstede Centre, n)dTherefore,by undertaking this
study it will be possible to create &m-Commercemodel that is custonsed to the Arabic
communities of the GCC.

f The GCC represents one of the important areas for managing and influencing Middle East

%}0] ] * He }( 18+ Iviu] A JPZE v & &ue e« 3Z E P]h

Qreatinga successful-Commercemodel and application desigframework that can be
widely adopted will play a significant part in increggonline commerce with implications
for improving regional GDP (Khalil, 2014; Taylor & Albasri, 26i4thermore, thee-
readinessin GCCwill be helpfulto identify further requirements for M-Commerce
applications of participants countries otheithan in theMiddle Eastregion (AlIMamari,
2007; AlSuwaidan & Mirza, 2014herefore,M-Commerceapplications can be broadly
successful in GCC societies

f Internet filters exist forcontent involving national risk and security issues in the GCC, so
creatinga successfuM-Commercemodel and applications will enable significant growth
in GCC and create a competitive environment for regigraderated companies to reach
their target audience, more thanfor global companies working outside the GCC
geographical areaand providing increased market penetration for online sellers
(AlSuwaidan & Mirza, 2014). Thus, providing online trading channels will be helpful in
facilitating this aspedbr the target population. Moreover, increasing the number of local
online business will be beneficiad redudng the time between placing the online
purchase order and deliveryascompared with global companie®elivering products
faster is an advantge to companies involved in online business in the Gulf region and has

a significant impacton the successof online purchasing throughM-Commerce
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applications(Bahaddadet al, 2015; AlGhamdiet al, 2015. Moreover, increasing the
numbers of onlinesellas with successfubnline business models will provide a significant
decrease in transaction timean increase irthe level of onlineconsumer trustand an
increasein consumer trustin delivery companieswhich will be reflected significantly in
online purchasing generally amd-Commerceapplications particularly.

f With a high proportion of @eady young people whoare adopters of smartphone
technology the creation of asuccessfuM-Commercemodel and appcation design
framework will enable a rapid increase in online sald® population othe GC@vho are
25 years or under comprises more than 49%, accordintpeoCentral Department of
Statistics and Information(CDSI) (CDSI, 2017).Thus readiness andawareness
characteristics helpin utilizing the advantages and dealing with technology more

professionally tharn other segments in the GCC communities.

Making this research public and accessibik provide encouragement for traders to invest

in M-Commece sales channeldn addition, creating a successfd-Commercemodel and
application design framework will provide the impetus for government and otker
Commercestakeholders to further develop the technology, designs and models to enhance
future econamic developmentMoreover, research would assist the government sector to
find new technical opportunities for promoting trade and the economy, in order to enhance
future economic developmentThe research itM-Commercewill be helpful for increasing
opportunities for labour forces to use this technology toarket and develop the online

purchasing channelsvhich will aid in boosting the national economy

1.7. The Research Contribution
The maincontributionsfrom this research can be summarised as follows:

1- The study provides a neMi-Commercanodel to measure the level of importance df
Commerceapplication requirements of consumers, which will be beneficial in designing
an appropriate model for private sectors in GCC.

2- This research will provide empiricali@ence to support the decision making of consumers
and traders to deal wittM-Commerceapplications.

3- The result of the research helps the main stakeholders (sellers and developers) to

understand the main requirements that must be addressed to design eessfulM-
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Commerceapplication framework to increase consumer confidence levels in online
purchasing in GCC.

4- The studyprovides a novel guide to the different societal requirementsMeCommerce
application desigmand what is important for some communigiend not for others.

5 VvV AAE v3}( >}v v D> v[e /[ ™ u} 0] %E « v$§ v E
of M-Commerceapplication criteria that describe a successftHCommercesystem for
consumers and traders in the GCC. The demographic moder@ges Gender, Online
Purchasing Frequency and Level of Education) are added in the theoretical model. The
moderators extend and integrate the existing model to measure the level of acceptance
in different societies in the GCC region.

6- The research resultsrpvide main groups of functions that are appropriate to plan and
design theM-Commerceapplication practical functions. The functions are separated

% Vv JVP }v 8Z (( S3]A v ee }(u]v 8} 1Z}o E-] J*l}veX dZz
social, technical ahorganisational groups, which collaborate and integrate to design the
M-Commerceapplication to promote the success of online purchasing in the GCC region.

This study is novel research that enhances knowledge of the system requirements for

successfuM-Canmercein the GCC. Previous studies have shown the shortage dd¢keof

research in thaequirements of successful framewofield in GCC region (e.g. Khanal,

2015; Talibet al, 2015; Tsu West al., 2009). The successful experiencedve€ommerce

applicatiors in some countries may not necessatignsfer toother countrieswhen taking

into accountthe differencesand requirements of other societies. Moreover, much of the

previous research ithe M-Commercedfield hasfocused on evaluating commeatiwebsite

quality, but there isa lack of focus obuilding a successful framework the M-Commerce

(] o e }v % ES] po E <} ]coéisidprimgthes differ@nces between th&

CommerceandM-Commerceapproaches of online purchasing, theegious studies show the

importance of focusing on commugitequirements to help and support thireneedsin order

to increasethe level ofcommunityacceptance (Alotaibi, 2013; Wirtz, 2005). Furthermore,

the research looks forward to supparg governmentprojects to develop the infrastructure

of M-Commercein order to keep pace with global developmentstie online purchasing

field. This research provides some solutions to the current obstacles in implementing these

goals inM-Commerceby providing a suiétble framework that can be used b§-Commerce

application designers to builan appropriate framework in GCC regions
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1.8. Research Design and Process
This research adoptspsitivid paradignto identify the influencing requirements, constructs

and hypothesedrom previousstudies to understand theelationshipsbetween constructs
with acareful consideration of contexCgeswell, 2008 This ontological position enablése
researcher tostudy and examire in the M-Commercecontextthrough the perspectiveof a
comprehensive analysisof ¢} ] S] [ Z & .S E]*S] -

The qiantitative method is employed in gathering the research data. gihestionnaireis a
usefulinstrumentfor determining the attitudes, values and beliefa/hich dfect the adoption

of technology in this study This study focuses on the consumer intention to use, user
satisfaction and net benefits that consumers will receive when they usévii@ommerce
application, so thequestionnairemay helpto provide a broader picture of the research
problem (Leidner & Kayworth, 2006l addition, he quantitative surveycan also obtain a
variety ofopinionsto answer the research questioeffectively Furthermore, $ing an online
surveytool will help to nominate the participants who halr@ernetaccessbecause thegan
respond to thequestionnaire in dimely manner. Internet userare also moreexperienced
and conversant with using smartphone applications, whiohkes them morecapableof
compleing thequestionnaireresponsesaccurately Moreo\er, the online survey can access
a largegeographicahbrea, including citiesjillagesand rural communities in GG&IGhamdi

et al.,2011L Van Selm & Jankowski, 2006). Therefore, the mathod of gatheringsurvey
responses ivia the Internet, with theoption of a manuabkurveyfor participants who are
unwilling or unable to use the online survey version. Additionattgdemicsuniversities and
companies that employ large numbers of staff€ invited to participate in the studyviathe
online or manualsurvey. This study focuses on GCC citinemssidentswhether buyers or
guest, to examinetheir views on the basic requirements f@uccessof M-Commerce
applicationshased on the5CC societies needadrequirements.

The studys conducted o sixmain levels. First, it develops the hypotheses fromlitezature
review to indicate the main requirements to develop ttesearch modelsecond, designing
and conducting the studguestionnaire third, selection of the target audience and ways for
the research team to access it; fourth, conducting and recording the research questionnaire;
fifth, entering the survey responses into the survey database; firaflglysinghe research

data and main findings talevelop the research hypotheses and deteme the main

Adel Bahaddad S2182631 Page31 of 484



relationship to validate the research modéllore details of each of these six steps are

outlined in the methodology chapter (Chapter 6, point 6.5).

1.9. Research Structure
This research is divided into ten chapters as presented in the Tablénlti2e first three

chapters the research problem is presented including the research questions, literature
review and theoretical framework. The following chapters concentrate on the methodology
and conduct of the research data, data analysis and researotel assessment and
validation. The last three chapters focus on the main findings, discussion, implications and
conclusion. More details for each chapter in the following parts:

f Chapter Oneidentifies the fundamental definitions and concepts that det@mmthe
basic information of the research. It includes the research problean value of
research orM-Commercen GCC, research aims and objectives, research questions,
research significance and outcomes, and research methodology.

f Chapter Twofocuses on the fundamental definitions bf-Commerce as reviewed
from previous studies in thikl-Commercdield. It includes the types df-Commerce
and benefits and disadvantagesMtCommerce

f Chapter Threerelates to the research backgroundMfComnerce, consisting of two
main types of studies: consumer website requirements and consiMik@ommerce
online purchasing requirements via smartphones. The requirements are designed as
indicators to measure the level &fl-Commerceapplication requirements wit the
aim of increasing the level of consumer acceptance.

f Chapter Fourexamines the literature review of other theoretical models that have
been applied inM-Commerce and determines the limitations of these models in
fulfilling the objectives of this remrch. The models covered in this chapter are Theory
of Reasoned Action (TRA), Theory of Planned Behaviour (TPB), Technology Acceptance
Model (TAM), The Extension of the Technology Acceptance Model (TAM2), Diffusion
of Innovation Theory (DIT), Unified Theof Acceptance and Use of Technology
(UTAUT & UTAUTZ2), Perceived Characteristics of Innovation (PCI), and Information
System Success (ISS).

f Chapter Fivefocuses on the theoretical framework that has been chosen for this

research; it exploresthBeLone v D > mpdelthe relation between identifying
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Figure 12: The ResearcRrocess Flowchart

DeLone and McLean Model
Select Testing Model

and Tools

the key aspects of successful electronic systems ii@ommercesystemtand the
level of satisfactory of using thd-Commerceapplication then justifies the research
model modification. Finally, it designs the main model, which will be tested and
comprehensively measured in the following chapters.

f Chapter Sixthe research is based on the positivist paradigm and uses the quantitative
tool. The questionnaire is mainly distributed to people in KSA, Qatar and UAE. The
guestionnaire is distributed via papand online channels and is translated into the
Arabic language to serve a wide segment of participants. The chapter includes
research approach, ethical considerations of context, sample size and selection, the
participant responses and rights, and relldl and validity.

f Chapter Seventhe data is analysed and validated using several steps to ensure the
appropriateness of questionnaire responses. These tools are: Cronbach's Alpha, data
screening tests, components scaling and relationships amongntigel constructs.
These statistical tests, which are used in the analysis stages, represent the main
constructs of the ISS model. The main software used in this stage is SPSS and AMOS.

f Chapter Eightdiscusses the research model assessment based on tltermet of the
measurement scale analysis. The chapter begins by focusing on the introduction of

the SEM technique that is used in the assessment procedure. This is followed by an
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assessment of the measurement model and structural model. After that, the
moderators are used to measure their influence on the relationship between the
constructs in the ISS model and the different samples in the study.

f Chapter Ninepresents the main findings of the characteristics of each indicator that
showed in high results ithe previous statistical tests. Then, it designs the functions
§Z 8§ Z & S E]s S8Z Jv] S}Ee[ ( SpE X dZ (Vv S]}ve
their level of impact on the proposed main eight steps of the online purchasing
process ilMM-Commerceapplications.

f Chapter Tenpresents answers to the research questions. The questions are organised
in five main categories: determine the functions that represent the minimum
requirements of the targeted audience, identify the functions that represent
differences from one community to another, determine the consumer behaviour
requirements that might increase the acceptance level of udigommerce
applications, determine the specific requirements of each community that could be
tested in any new society in thiature, and determine the technical, organisational
and social functions that are created M-Commerceapplication requirements in
GCC societies.

f Chapter Elevenpresents themain implications, future research and the research
conclusion. The implications are summarised to understand the Intention of Use and
its relationship with the success M-Commerceapplications. User Satisfaction and
Net Benefits are a major challenge ¢companies that wish to increase the loyalty of
M-Commerceapplication users. The chapter outlines the implications of the main
findings and identifies the contribution of this study k-Commerceliterature. In
conclusion, the chapter presents the lintitans of this study and recommends future

research to expand knowledge in teCommercdield.

Table 12: Structure of the thesis

Research Problem

ResearctAims and Objectives

Research Question

Research Significaeand Outcomes

FundamentaDefinitions &CommerceE-BusinessandM-Commerce
Types of M-Commerce

Benefits andisadvantages dfl-Commerce

Smartphone Characteristics and Overview

~h —h —h —h —h —h " —
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Chapter Three:
(Literature Review
M-Commerce
Research Backgrouni

Chapter Four:
(Literature Review
M-Commerce
Acceptance and
Adoption Theories

Chapter Five:
(Literature Review
Research Model

Chapter Six:
Methodology

ChapterSven: Data
Analysis

Data Collection and Analysis

Chaptergght: Model
Testing

Chapter Nine: Main
Finding

Chapter Ten:
Discussion

Result and Outcome

Chapter Eleven:
Implicatiors

Appendix A
Appendix B
Appendix C
Appendix D
Appendix E
Appendix F
Appendix G
Appendix H
Appendix |

Appendix J
Appendix K
Appendix L
AppendixM
Appendix N
Appendix O

Supplementary information

— kR R Yk R =R —h ——h R — =k —h — —h

Website Evaluation Methods
Evaluation of Mobile Applications
Evaluation oM-CommerceApplications
Factors affectinghe Designof M-Commerceapplications
PresentingVlodels andTheories ofM-CommerceQuality Context:
% Theory of Reasoned Action (TRA)
% Theory ofPlanned Behaviour (TPB)
% Technology Acceptance Model (TAM)
% The Extension of the Technology Acceptance Model (TAM2)
¥% Diffusion of Innovation Theory (DIT)
% Unified Theory of Acceptance and Use of Technology (UTAUT
UTAUT?2)
% Perceived Characteristics of Inntiea (PCI)
% Information System Success (ISS)
DelLone & McLean Models characteristics
Challengein Revisngthe 1SS model
Role ofbemographicCharacteristics in Acceptance bf-Commerce
The TheoreticaFramework Model and Hypotheses
Using Moderators in an ISS Model
Research Paradigms
Choosing andustifyingthe Research tools
Data Collection an8&rategies
Choosing th@argetParticipants andSampleSze for theResearchTool
Reliability andvalidity
Data Analysis
Ethical Considerations
Overview ofResearchQuestionnaire
DataAnalysist Data screening
DescriptiveStatistics
Reliability & Validity
EFA & CFA
SEM Overview
Measurement Model Assessment
The Model Hypothesis Test
Structural Model Assessment
Effect of Moderators
Present the Requirements for Successful ImplementatioMd@ommerce
Applications in GCC
FunctionalDesign for Commercial Applications
Main Findingand Recommendations
M-CommerceRequirements for GCC
Special and Unique Requirements for Arabic Environments
M-Commerce Application Framework can be Compatible with Aral
Societies
Research Contributions
Theoretical Implications dfl-CommercdSSVodel
Practice Implications dfl-CommercdSS Model
Limitations and Future Research
The Main Parameters of HCC and LCC
Online Survey and Information Sheevitation
Online Survey DesighEnglish Version
Online Survey DesighArabic Version
Translate the Online Survey Back to Engtish
Translate the Online Survey Back to Engtigh
Certificate of Ethical Clearance
Descriptive Statistics of Skewness & Kurtosis Scales for all Indicators
Descriptive Statistics of all Indicators
Item Correlations of all Indicators of all Sample Size Together
Summary of the Measurement Model Results
Family Font Type which are Available in the Smartphones OSs
Studies orM-CommerceCommercial Application Evaluation
Summary of the Measurement Model Results
> A 0 }(W ES] 1% VvSe[ Z *%o}ve » ]v Z/v] 8}E
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f Appendix P Apuu EC (/v ] S}Ee YU tKFAVe[ Z epoSe

f Appendix Q Apuu EC (/v ] SIEe YU tBAEVe[ Z epo0Se

f Appendix R Apuu EC (/v ] S}Ee Y #Q@3thve[ Z epoS-e

f Appendix S Rotated Factor Loadings of the Indicators of ISS Model

f Appendix T The Result of Path Coefficientsydlues, andP-values for Model Moderators

1.10. Chapter Summary
The introduction chapter presents the basic information about thesis It includes the

research backgroundnd problem, main value of researchMtCommerce research aims
and objectives, the research gap, research questions, research significancerdanbution

to knowledge The thesis emphasigs the main requirements to build thé1-Commerce
application framework that will increase its success for a G@@ree. The target audience

of this study is people who are willing to undertake online purchasing through smartphone
applications. This research studies the special requiremen%-Gbmmerceapplications for

the target audience in GCC, so their charastars are identified by demographic moderators

to increase the success level through the design and diffusion of MR@ommerce
applications. This chapter also contains the research questions, presents a sumithegy of

researchmethodologyprocedure and outlines thestructure of the thesis.
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ChapterTwo:

(Literature Reviewy
M-Commerce
Fundamentas and
Definitions
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2.0. Introduction
It is importantto present the fundamentabackground and literatureeview, which directly

relate to the definition of themain benefits ofM-Commerce From this standpointit is
important to clearly definghe manyfundamentalbackground aspects to take advantage of
these definitionsover the entire study This chapter focusesn defining thebasic types of
online purchasing such d@BusinessECommerceand M-Commerceand the difference
between them.Furthermore, the chapter coverthe varioustypes of M-Commerceand
defines and gives examplesezdch typeln addition, the chapter emphasises thenefits and
disadvantages ofisingM-Commerce Finally,it is important to presentfeaturesof smart
devices generdt and theirimpacton the spread ofM-Commerceand theincreasng use of

electronic information outlets.

2.1. Fundamental Definitions
Some keywords relevant to the research topic should be understood, as folldgvs:

CommerceEBusinessM-CommerceBusinesgo-Consumer (B2C), and Information Systems
Success (ISB)odel. The following definitions provide specific meanings for the purposes of

this thesis.

2.1.1. ECommerceadefined
E-Commerceis a type ofbusinesswhereby any product or service transaction can be

undertaken via electronic means. The business/ be conductedvia electronic networks,

such as the Internet, telephone or other computer networks, which means it is not restricted
to the Internet (Schneider, 2010). Examples of electronic systems that can be included under
the ECommerceumbrella areM-Commerce online transaction processing, electronic funds
transfer, Internet marketing, supply chain management and Electronic Data Interchange
(EDI)ECommercas generallyused in the World Wide Web network at least once in the life
cycle of the transaction procesalthough it could encapsulate several techniques, devices
and platforms, such as-mail, mobile devices, social networks, computers, telephones and

other technologies (Qin, 2009).

Wigand define&eCommerceas a* U0 ** % %00] S]}v }( Jv(}E&u S]}v v }uu
technology from its point of origin to its endpoint along the entire value chain of business
processes conducted electronically and designed to enable the accomplishment of business

goals. These process may be partial or complete and may encompass busiodsssiness
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as well as busineds-consumer and consuméo-business transactions ~ ]S Jv  epU T116U

p. 15).

Two main definitions emerge from the preceding descriptions. FF€pmmercds defined
as a computeto-computer transaction and a commercial process implemented by electronic
means. The second definition involves an electronic agreement (Basu, 2@0@ating that
the product or service should be identified and online payment suladitin order to

purchase the item.

This research addressesCommerceas the buying and selling by individual customers and
companies through online activities that concentrate on the exchange of products and
services through digital channels. More speaific ECommerce entails the online

commercial activities of firms, shops, enterprises and individual consumers (Qin, 2009).

Many large companies and organisations have their own definition&@bmmerce For
example, the International Organization faaBdardization (ISO) definé&sCommerceas the
general term for the exchange of information among companies and between companies and
customers (Stefani & Xenos, 2007). The Global Information Infrastructure Committee (GIIC)
defines ECommerceas commercialactivities using online communications to enable
customers and vendors to buy, sell and offer their products electronically in a secure and

competitive environment (2002).

Other definitions are used by transnational corporatipfar example, IntelInternational
Business Machines CorporatiiM) and Dell:

f Intel Corporation defineB=Commerceas an electronic market that uses electronic trade
frequencies to provide digital services (n.d.).

f The I