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Abstract 

 

Purpose: The purpose of this study is explaining the effect of trust on consumers mobile commerce 

adoption under the influence of cross-cultural effects in the tourism industry. 

 

Design/methodology/approach: This research applied a quantitative method, with a total sample 

size of 200. The collected samples are coming from China and France in the tourism industry. The 

methods used in collecting data for the current study was a survey and it was using an online 

questionnaire. This study conducted three multiple regression analyses in order to meet the research 

purpose. The first regression analysis was conducted with the whole samples(200), then the 

regression analysis was running for Chinese and French sample respectively. 

 

Result: The result of this study is in line with previous studies that trust plays a crucial role in 

mobile commerce(MC) adoption of consumers. Design, privacy and reputation are very important 

determinants of trust on MC adoption. This study shows that uncertainty avoidance(UA) has a 

negative impact on the relationship between trust and MC adoption, and the moderating effect of 

UA is weaker for the consumer who are accustomed to low UA culture, compared to those who are 

accustomed to high-level UA culture. 

 

Research implications:  

This study gained the knowledge about how companies can use MC as an effective commercial tool 

to reach out more customers and to satisfy customers needs and wants. This paper shows that trust 

is very important for consumer MC adoption, companies should pay adequate attention to build 

consumer trust in order to attract more customers. This paper may suggest that the companies 

should according to the targeted market culture to design specific approaches and tailor particular 

marketing strategies. The findings from the current study can not only apply in the tourism industry 

or China/France, but also can use in other industries or another countries with similar cultural 

background. 

 

Keywords: Mobile Commerce, Trust, Design, Privacy, Reputation, Uncertainty Avoidance, 

Tourism Industry, New Technology Adoption.  



 
 
 
 
 
 

   

3 
 

Acknowledgement: We would like to thank Professor Anders Pehrsson, Tutor Urban Ljungquist, 

Senior Lecturer Setayesh Settari and all the participants in the survey. We truly appreciate their 

support, help, advice and time. 

 

Table of content 

 

1.0 Introduction ................................................................................................................................. 5 

1.1 Background .......................................................................................................................... 5 

1.2 Problem discussion................................................................................................................ 6 

1.3 Purpose ................................................................................................................................ 8 

1.4 Formulation question ............................................................................................................. 8 

1.5 Delimitation ......................................................................................................................... 8 

1.6 Report structure .................................................................................................................... 9 

2.0 Literature Review......................................................................................................................... 9 

2.1 Mobile tourism industry ....................................................................................................... 10 

2.2  The relationship between trust and MC ................................................................................. 11 

2.2.1 Trust ........................................................................................................................ 11 

2.2.2 MC and MC adoption ................................................................................................ 11 

2.2.3 Reviewing the relationship between trust and MC in tourism industry in prior studies ....... 13 

2.3 The main dimensions of  trust on MC in tourism industry ........................................................ 15 

2.3.1 Design ..................................................................................................................... 15 

2.3.2 Privacy ..................................................................................................................... 17 

2.3.3 Reputation ................................................................................................................ 18 

2.4 Uncertainty avoidance ......................................................................................................... 20 

3. Theoretical Framework ................................................................................................................. 21 

3.1 Conceptual Model ............................................................................................................... 22 

3.2 Research Hypotheses development ........................................................................................ 23 

4.0 Methodology ............................................................................................................................. 25 

4.1 Research approach .............................................................................................................. 25 

4.2 Research strategy ................................................................................................................ 25 

4.3 Research design .................................................................................................................. 26 

4.4 Data source ........................................................................................................................ 26 

4.5 Data collection method ........................................................................................................ 27 

4.6 Data collection instrument .................................................................................................... 27 

4.6.1 Operationalization and measurement of variables .......................................................... 27 

4.6.2 Self-completion questionnaire ..................................................................................... 30 

4.6.3 Pilot testing .............................................................................................................. 31 

4.7 Sampling............................................................................................................................ 31 

4.7.1 Target population ...................................................................................................... 31 

4.7.2 Sampling frame ......................................................................................................... 32 

4.7.3 Sample selection and data collection procedure ............................................................. 33 

4.8 Data analysis method ........................................................................................................... 33 



 
 
 
 
 
 

   

4 
 

4.8.1 Data coding .............................................................................................................. 34 

4.8.2 Descriptive statistics .................................................................................................. 34 

4.8.3 Linear regression analysis .......................................................................................... 35 

4.9 Quality Criteria ................................................................................................................... 36 

4.9.1 Validity .................................................................................................................... 36 

4.9.2  Reliability ................................................................................................................ 37 

5.0 Data Analysis ............................................................................................................................ 37 

6.0 Result ....................................................................................................................................... 37 

6.1 Descriptive statistics ............................................................................................................ 38 

6.1.1 Socio-demographic profile of respondents .................................................................... 38 

6.1.2 Constructs mean, standard deviation and Internal consistency reliability .......................... 41 

6.2 Validity ............................................................................................................................. 42 

6.3 Multiple regression.............................................................................................................. 43 

6.3.1 Multiple regression- the whole 200 samples.................................................................. 43 

6.3.2 Multiple regression- 100 Chinese samples .................................................................... 46 

6.3.3 Multiple regression- 100 French samples ...................................................................... 48 

7.0 Discussion ................................................................................................................................. 50 

7.1 Discussion of control variable ............................................................................................... 50 

7.2 Discussion of hypotheses ..................................................................................................... 50 

7.3  Discussion of additional findings ......................................................................................... 54 

8.0 Conclusion ................................................................................................................................ 54 

9.0 Theoretical and Managerial Implications ....................................................................................... 55 

9.1 Theoretical Implications ...................................................................................................... 55 

9.2 Managerial Implications ...................................................................................................... 56 

10.0 Limitations and future suggestions ............................................................................................. 57 

11.0 Reference list ........................................................................................................................... 58 

12.0 Appendices .............................................................................................................................. 74 

Appendix 1 Socio-demographic profile of respondents ................................................................. 74 

Appendix 2 Questionnarie ......................................................................................................... 74 

 

 

 

 

 

 

 

 

 



 
 
 
 
 
 

   

5 
 

 

1.0 Introduction   

This following chapter will introduce the background of this chosen topic and discuss the related 

problem. It starts with an introduction with current research topic, in order to give the reader a 

general picture of this area. Followed by discovering and developing the research gap, which 

leading to the research purpose and research question. At the end, the delimitation is clarified, and 

the structure of the whole current research paper is reported.  

 

1.1 Background 

Over the past twenty years, the diffusion and adoption of mobile devices have grown rapidly and they 

are constantly raising across the world(Chang et al., 2009; Lu et al., 2014; Statista, 2017). The 

widespread usage of innovative wireless devices such as smartphone has tremendously changed the 

traditional way of consumption(Coursaris & Hassanein, 2002; Persaud & Azhar, 2012; Kim & Law, 

2015; Alvi et al., 2016). Smartphones have entered our daily lives and it has changed the way to 

communicate and interact between peoples(Kim & Law, 2015; Alvi et al., 2016). The increased usage 

of mobile devices, coupled with the fast development of wireless technologies and telecommunication 

networks, makes mobile devices become more and more important in people’s daily life(Coursaris & 

Hassanein, 2002; Kim & Law2015; Alvi et al., 2016). Businesses firms have realized that the mobile 

platforms could be used as effective communication tools to reach out potential customers, by 

enabling consumers to purchase products and services through their mobile devices(Buellingen & 

Woerter, 2004; Jayasingh & Eze, 2012; Alvi et al., 2016). This phenomenon stimulated a new type 

of technology-aided commerce - mobile commerce(Coursaris & Hassanein, 2002; Kim & Law, 2015). 

Skiba et al., (2000) describe mobile commerce(MC) as a business channel by using the mobile hand-

held devices to communicate, inform, transact, using text and data via the connection to public or 

private networks. Indeed, many researchers state that the uniqueness of MC, is enabling the users to 

access, communicate, share and purchase anywhere and anytime(Coursaris & Hassanein 2002; Alvi 

et al., 2016). MC has been characterized as reachability, accessibility, localization, identification and 

portability(Facchetti et al., 2005; Alvi et al., 2016). MC become a critical business tool since it has 

its own distinct characteristics and functions(Alvi et al., 2016). Several studies highlight that MC is 

the new trend for future commerce(Buckler & Buxel 2000; Lehner & Watson 2001; Saidi, 2009; Alvi 

et al., 2016). The MC industry has grown dramatically in the past two decades, which resulted in a 
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multi-billion dollar worldwide industry(Statista, 2017). The total global mobile retail commerce 

revenue was estimated increase from 98 to 669 billion US dollars from 2013 to 2018(Statista, 2017).  

 

An abundance of studies illustrate that the mobile or wireless devices are ubiquitous, it assists MC 

to provide diverse service to mobile user in a more faster and convenient way(Coursaris & 

Hassanein, 2002; Buellingen & Woerter, 2004; Facchetti et al., 2005). Thus MC can profoundly 

affect the company’s performance, it resulted in MC gained extensive discussion from marketers 

and scholar researchers(Yang, K. 2005; Sultan et al., 2009; Kim & Law, 2015; Sanakulov & 

Karjaluoto, 2017). Khalifa & Cheng(2002) predict that the adoption of MC will be high and 

continue growing in the future as a result of high penetration and quick growth of mobile phones in 

the world. But how to use MC as a successful commercial tool to attract more consumer, to develop 

new business and to improve customer relationship management remains a timely question 

demanding which requires further investigation. Lee and Benbasat(2003) argue that the research 

conducted in related to MC has no still far from enough to match this fast growth. Facchetti et al., 

(2005) and Malik et al., (2013) state that the success of products and services being marketed 

through MC are largely depending on the adoption of MC by consumers. But how to effectively 

increase the  MC adoption is a key question for all marketers and researchers. Therefore it is 

necessary to study MC so as to gain deeper insights of MC for the sake of providing better and a 

wider variety of service to the consumer. 

 

1.2 Problem discussion  

Many industries are attracted to adopt this new business opportunity since MC can provide unique 

values to them, such as convenience and efficiency. Those uniqueness of MC can help to increase 

transactions and increase profits and revenues(Skiba et al., 2000; Garces et al. 2004; Chandra et al., 

2010; Shareef et al., 2016; Liébana & Lara, 2017). One major industry is the tourism industry when 

it comes to the high usage of MC(or known as mobile tourism industry). Tourism is one of the 

biggest economy sectors in the world, which present 30% of total global service exports, and it will 

continue to grow(WTTC, 2017). Tourism industry is an information-based service industry which 

require high quality and timely information. MC helps the consumer to access electronic 

transactions and critical information easier and faster, which is extremely important during the 

travel. A mobile device is much more convenient for traveler to carry as well(Brown & Chalmers, 

2003; Wang et al., 2014; Kim & Law, 2015). The emergence of MC, along with the digital 
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revolution, has altered mobile tourism industry in a significant way, it has changed the dynamic 

between vendors and consumers(Brown & Chalmers, 2003; Hannam, K. 2004; Li, 2013; Wang et 

al., 2014). But what actually affect consumer MC adoption in tourism industry? The area in related 

to MC adoption in tourism industry are very few studied. 

 

There are two main research stream among scholars refers to MC adoption. First of all, there is an 

extensive body of literature relating to investigate the relationship between consumer trust on MC 

adoption(Siau et al., 2003; Suki, N. M. 2011; Li, W. 2013; Wang et al., 2014). Suki, N. M. (2011) 

and Xin et al., (2015) illustrate that customers’ trust on MC is high related to the growth and 

success of MC, it is extremely important for building initiating customer relationship. Additionally, 

many researchers argue that trust plays a crucial role in customer interface and market strategy 

implementation(Siau et al., 2003; Li & Yeh, 2010; Xin et al., 2015). As the level of trust rises so 

does the relationship between the buyer and seller improve(Li & Yeh, 2010; Xin et al, 2015). 

Consumer trust on MC becomes a major concern for MC adoption(Li & Yeh, 2010; Li,  2013; Xin 

et al., 2015). The relationship between consumers’ trust and e-commerce adoption has been widely 

discussed(Gefen, 2000, Kim et al., 2008; Fang et al., 2014; Wang & Lin, 2017), but there are 

limited researches probing the relationship between consumer trust and MC adoption(Xin and Tan, 

2015). The market still lacks the knowledge on how the consumer’s trust affects consumers MC 

adoption. Especially when it comes to exam how the main dimensions of trust affect the consumer 

to adopt MC. So far, hardly any empirical studies have been investigated the impact of key 

dimensions of trust on the MC adoption in the tourism industry context. Basically, most of those 

studies investigated and identified the importance of MC in banking sector, hospitality industry and 

other industries(Garces et al. 2004; Chandra et al., 2010; Gan & Balakrishnan, 2014; Slade et al., 

2015). Even it exists several articles examining the relationship between trust and MC 

adoption(Siau et al., 2003; Li & Yeh, 2010; Xin et al., 2015). Still, there is a lack of research to 

identify the key determinants of trust and how it affect MC adoption.  

 

The second research stream among scholars refers to MC adoption is culture influnce(Chong et al., 

2012; Arpaci, 2015; Lee et al., 2015). According to Arpaci(2015) that there is a significant difference 

between countries with new technology adoption since the culture is dissimilar. Previous studies 

stressed that national culture is related to MC adoption(Dai & Palvia, 2008; Chong et al., 2012; Arpaci, 

2015; Lee et al., 2015). Based on Hofstede’s culture dimension theory, uncertainty avoidance(UA) is 
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high related to MC adoption among different cultures(Money & Crotts, 2003; Laukkanen, 2015; 

Sanakulov and Karjaluoto, 2017). Hofstede(1980) and Laukkanen(2015) define UA as the extent of 

a culture members deals with the different level of uncertainty and ambiguity. Under high uncertainty 

avoiding culture, the consumer will try to minimize the unstructured situation, which means they have 

a low degree of willingness to adopt new technology innovation. While in low uncertainty avoidance 

culture, the consumer will have a higher willingness to adopt new technology innovation(Belkhamza 

& Wafa 2014; Lee & Jung, 2015; Laukkanen, 2015). Belkhamza & Wafa(2014) argue that the key 

relationship can be affected and moderated under cultural influnce in e-commerce, also they point out 

that it is very important to investigate the cultural influnce in multinational e-commerce research. MC 

is an extension of e-commerce, MC is originally developed from e-commerce(Lehner and Watson, 

2001; Alvi et al.,2016), this means the role of culture is important in MC area as well. Therefore, the 

authors assumed, the consumer’s cultural background would impact his or her trust toward MC 

adoption.  

 

Based on all the information aforementioned, the authors discover that it is urgently needed to study 

the effect of consumer trust on MC adoption under cultural influences, in order to know how the 

marketers can use MC as a commercial tool in a most effectively way to reach put more customers 

and to satisfy the needs and wants of customer. Consequently, we have identified a research gap 

regarding how does trust affect MC adoption, and what is the culture’s moderating effect on MC 

adoption. The territory of MC adoption is still relatively unexplored.  

 

1.3 Purpose 

The purpose of this study is going to explain the effect of trust on consumers MC adoption under 

the influence of cross-cultural effects in the tourism industry. 

 

1.4 Formulation question 

Q1: How does trust affect consumer MC adoption? 

 

1.5 Delimitation  

Electronic commerce(e-commerce) has been well known by people, but MC still is a new concept. 

Moreover, both E-commerce and MC are information-based technology, and MC is seen as the next 

generation of e-commerce. It seems they are quite similar, but there is some distinction(Alvi et al., 
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2016). Therefore it is needed to be aware of the difference definition of them, and explain why the 

author chose MC instead e-commerce in this research study. 

 

E-commerce is defined in a very broad sense, as a common term for any type of commercial 

transaction via internet while using electronic mode. MC is an extension of e-commerce, according 

to Varshney and Vetter (2002), MC is a kind of e-commerce over the wireless devices(Varshney 

and Vetter, 2002). But it represents the new business model, MC is conducted by a wireless device 

such as smartphone or tablet(Alvi et al., 2016). Comparing to e-commerce, MC is more ubiquity 

and accessibility to the users, and MC can allow the consumer to conduct online transactions at 

“anytime” and “anywhere”, but e-commerce is limited with “anytime” (Lehner & Watson, 2001; 

Alvi et al., 2016). 

 

1.6 Report structure 

The paper is structured as follows: the paper is continue followed by section 2, which provides a 

literature review on the mobile tourism industry, trust, MC, MC adoption and main dimensions of 

trust in MC, along with the national culture aspect: uncertainty avoidance. In order to give a clear 

review for this study, the authors collect and integrate the related theories that based on previous 

studies; In section 3, in the tourism context, the theoretical framework of the research model and 

hypotheses are developed. The proposed research model and the hypotheses for the current study 

are developed and based on literature review; In section 4, the author addresses the research 

methods which are used in this study. Followed up by the analysis and results in section 5 and 6，

discussion and conclussion in section 7 and 8; In section 9 and 10, the theoretical and managerial 

implications, limitation and the future research recommendation are provided for academics and 

marketers.  

 

 

2.0 Literature Review 

 

This chapter provides a broad review of the previous literature and the related item of the topic in 

the current research. Beginning with an introduction to the mobile tourism industry. Then presents 

trust, MC and MC adoption which are related to the research topic. And a review of prior studies 

about the developed processing of the relationship between trust and MC in the tourism industry is 
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showed. Then the authors summarize the weaknesses of previous literature and develop a new 

research direction for this area by identifying three main dimensions of trust(design, privacy, 

reputation) on MC in the tourism industry. Following by describing in detail these three main 

dimensions. At the end,  the culture dimension - UA is presented. 

 

2.1 Mobile tourism industry    

 

According to a recent report released by WTTC (World Travel & Tourism Council), which called 

travel & tourism economic impact 2017, it shows that worldwide travel & tourism generated 

US$7.6 trillion totally in 2016, which mean it contributed around 10.2% of global GDP. Except for 

the direct contribution to GDP and jobs of tourism, it made many indirect contribution. For 

instance, purchase of food by hotels, fuels by airlines(WTTC, 2017). 

 

Statista(2017) reveal that China is ranked first in the world with 292.2 billion U.S. dollars when it 

comes to the largest international tourism expenditure in 2015. WTO(World Tourism Organization) 

illustrated that France is ranked first when it comes to the top 10 international tourism destinations 

in 2015. Thus, this authors consider to conduct this study in China and France. 

 

The dramatic growth of the tourism section resulted in it gained extensive attention from marketers 

and researchers, how to develop it and to keep it growing and create more profit become more 

concerned. One effective way which the tourism industry have adopted is MC(Brown & Chalmers, 

2003; Wang et al., 2014).   

  

Tourism is an information-intensive industry which means that decisions are made with the 

information given or found without prior trial since tourism industry offer an intangible experience 

unable to be try (Brown & Chalmers, 2003; Wang et al., 2014). Mobile commerce effectively 

assisted to reach the customer anywhere at any time to meet the travelers’ sophisticated needs, for 

instances, Web information search, SMS (short message services), MMS (multimedia message 

service), banking, payment, gaming, emailing, chat, weather forecast, GPS (global positioning 

service), map, personal navigation system, location- based mobile guide and so forth(Brown & 

Chalmers, 2003; Li, 2013; Wang et al., 2014). Tourism is one of the industries which has adopted 

MC early and fast,  MC can largely help the organizations or companies to meet the customer’s 
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needs with high quality and timely information(Brown & Chalmers, 2003; Li, 2013; Wang et al., 

2014). Therefore, the role of MC in the tourism industry has become more significant. 

 

2.2  The relationship between trust and MC  

 

2.2.1 Trust   

Corritore et al. (2003) proposed a definition of trust in an online context, thus they posit that trust is 

“an attitude of confident expectation in an online situation or risk that one’s vulnerabilities will not 

be exploited” ( p.740). Hence, trust included cognitive and emotional elements. Building trust 

represents a challenge for vendors evolving in an online environment, indeed trust is vital to ensure 

a confident and viable relationship between the vendor and the buyer consumer(Kim, D. J. 2008; Li 

& Yeh, 2010; Li, W. 2013). Several studies have therefore investigated the concept of online trust 

(Doney and Cannon, 1997; Jarvenppa et al., 1999; Kim, D. J. 2008; Li & Yeh, 2010). Li and Yeh 

(2010) pinpointed the fact that for m-vendors, building trust is a complex and transitional process. 

Siau and Shen(2003) proposed to divide the mobile trust into two categories: trust in mobile 

technology and trust in the mobile vendor. Trust is then a multidimensional concept encompassing 

several dimensions and has been acknowledged to overcome uncertainty and perceived risk 

(McKnight et al. 2002).  

 

Simultaneously, abundant studies emphasize the significant effects of trust on various consumer 

outcomes, while the extent of trust will influence mobile users’ adoption in the context of products 

or services(Siau et al., 2003; Li & Yeh, 2010; Xin et al., 2015). The trust between the consumer and 

the company not only just influence the development of MC, but also involves the validity and 

completeness of consumer databases(Siau et al., 2003; Xin et al., 2015). Several researchers 

consider trust as one of the main barriers to the growth of MC, and they state that the marketers and 

companies should improve the relationship between consumers and business by building trust in 

order to avoid  the slowing down the expansion speed of MC(Siau et al., 2003; Li & Yeh, 2010; Xin 

et al., 2015). 

 

2.2.2 MC and MC adoption   

MC described by Durlacher(1999) in a narrow sense, as any types of transaction that have a 

monetary value which is being made through a mobile telecommunications network. Furthermore, 
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Sadeh (2002) depict MC in a more broad way, as the mobile device owner utilize Internet-enabled 

mobile to access an emerging set of applications and services. The fast development of mobile 

device facilitate the rapid growth of MC over the world(Chang et al., 2009). Many researchers 

stress the significance of MC in nowadays business world, they state even the MC field is rather 

new if we compare to e-commerce, but it changes dramatically(Lehner and Watson 2001; Alvi et 

al., 2016). In 2001, Lehner, F., and Watson, R. mentioned that the main attention will shift from e-

commerce to MC in the future(Lehner and Watson, 2001). The statement further supported by a 

recent research conducted by Alvi et al. in 2016, that the future research direction will change from 

e-commerce to MC, especially when it comes to adoption, consumer will adopt MC more over e-

commerce since MC cater to users’ individual need by providing customized services to the 

consumer. Though MC is the sequence which generated by e-commerce(Lehner & Watson, 2001; 

Alvi et al., 2016).  

 

The rapid growth of MC results from the fast expansion of mobile internet users(Chae & Kim, 2003; 

Chang et al., 2009; Statista.com, 2017). According to the MC statistics revealed from 

Statista.com(2017), in 2005, the number of global Internet users was 1 billion. While, by the year 

2016, the number jumped to 3.5 billion. Based on a recent report from  Statista.com in September 

2016, on the average, 75% of mobile internet user have used their smartphone or tablet to purchase 

product or service in the past six months(Statista, 2017). According to Statista.com(2017), in the 

France, 27% of the purchases have been made through the mobile devices. While in China the 

percentage reach 42%, China is the leading markets currently regarding share of mobile 

purchases(Statista, 2017). The percentage of Chinese using mobile for commercial reason is much higher 

than French(Statista, 2017). 

 

MC is considered as a new innovative technology since mobile device was perceived as innovative 

developing products, as it regularly release a new type of smartphones with new or improved 

features and it has brought significant change for the consumers(Coursaris & Hassanein, 2002). 

Adoption of information and communication technologies represent a subject undergoing intense 

study in the literature (Mayer et al., 1995;  Fang et al., 2014; Hew, J. J. 2017). Prior study has 

highlighted the importance of those determinants and factors which influencing MC adoption, for 

the sake of obtaining a comprehensive understanding of  MC area. Facchetti et al (2005) 

demonstrate that MC has become a very powerful commercial channel for companies to meet the 

consumer’s various need. It presents an excellent opportunity for companies to provide service to 
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their customers at anytime and anyplace(Facchetti et al, 2005). Siau et al. (2001) argue that “m-

commerce will likely emerge as a major focus of the business world and telecommunication 

industry in the immediate future” (p. 4).  

 

2.2.3 Reviewing the relationship between trust and MC in tourism industry in prior studies 

Consumer trust plays an important role in the growth and success of MC(Siau, K et al., 2003;  Tsu 

Wei et al., 2009; Li & Yeh, 2010). Numerous marketers and researchers examined the effect of trust 

on MC adoption(Tsu Wei et al., 2009; Wang et al., 2014; Wang et al., 2017).  

 

2.2.3.1 Framework for MC trust by Siau and Shen in 2003 

Siau and Shen developed a framework for MC trust in 2003, which has laid the foundation for other 

researchers to investigate the relationship between trust and MC in the future(See Fig 1). In the 

study, Siau and Shen state the determinants which affect customer trust on MC can be classified 

into two categories:  technology trust and vendor trust. Both of them are important and equal(Siau 

and Shen, 2003). 

 

                   Figure 1: Framework for m-commerce trust ( Siau and Shen, 2003) 

                                

2.2.3.2   Conceptual model of  trust in mobile tourism industry by Li, W. in 2013 

 

Li, W.  (2013) argued that Siau and Shen did not specify the dimensions of trust on MC yet, 

therefore it still lacks knowledge of how to form consumer trust in MC. Additionally, Li, W. 

clarified that there are multiple aspects which affect consumer’s trust on MC, the aspects differ 

from one industry to another industry. (Li, W. 2013) Consequently, based on the model from Siau 

and Shen(2003), Li, W(2013) proposed a conceptual model of trust on MC in the tourism context. 
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The framework is presented below (see Fig 2). In this model, Li, W. specified eight dimensions of 

trust in mobile tourism service industry. Regarding the dimensions of technology trust, which 

contains perceived easy of use, information quality, privacy assurance and perceived risk; Related 

to the vendor trust, which consist of reputation, customization capacity, social presence cues and 

offline presence(Li, W.  2013).  

 

Figure 2:  Conceptual model of  trust in mobile tourism industry （Li, W. 2013） 

 

2.2.3.3 Identifying the main dimensions of trust in mobile tourism industry for current study 

Even though Li, W (2013) designated the dimension of consumer trust in MC in a context of the 

tourism industry, the research still is a theoretical discussion. Therefore it remains the need for an 

empirical study to examine the key dimensions of trust in MC, for the sake of enhancing the 

knowledge of  MC and offering more valuable information to the providers and researchers in 

tourism mobile service industry. 

 

Knowing that Li, W(2013) acknowledged that trust is a crucial factor explaining consumer MC 

adoption. Taking into account of those eight dimensions of trust in MC in the tourism industry from 

Li, W(2013), and considering the relevant review of previous literature pertinent to the topic under 

current study. The authors identified three main dimensions of trust in MC in the context of tourism. 
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First of all, previous studies show that many researchers stressed the importance of design in 

consumer trust on MC adoption(Ranganathan and Ganapathy, 2002; Koufaris & Hampton, 2004; 

Jayasingh and Ez, 2012 and Nilashi et al. 2015). Second, it existed excessive researches highlight 

the efficacy of privacy in consumer trust on MC adoption(Sheng et al., 2008; Kuka and Close, 

2010; Persaud and Azhar 2012). Third, massed researchers take consider of  reputation as a key 

determinant in consumer trust on MC adoption(Doney and Cannon, 1997; Golbeck and Hendler, 

2004; Jøsang et al., 2007; Rahimi and Bakkali, 2014). Numerous studies further supported that 

design, privacy and reputation are the most common dimensions which affect the consumers’ trust 

on MC adoption(Mayer et al., 1995; Agarwal & Venkatesh, 2002; Schoenbachler & Gordon, 2002; 

Gaur et al., 2012; Persaud & Azhar 2012; Huang et al., 2013). The details of these three main 

dimensions of trust on MC adoption will be thoroughly described in theory section 2.3. 

 

2.3 The main dimensions of  trust on MC in tourism industry 

 

2.3.1 Design 

Design is a multidimensional concept in MC, which depending on different authors perspectives 

include elements related to website quality which include information quality and also 

customization capacity(Cao et al., 2005; Mayer et al., 2005; Nilashi et al., 2015). Li, W. (2013) in 

his conceptual model includes both information quality as a technology trust aspect and 

customization capacity as a vendor trust aspect as determinants explaining trust in mobile tourism 

services. Therefore the authors utilized design as a main dimension of trust in MC of the tourism 

industry in this study.  

  

Koufaris & Hampton(2004) posit that in an online context, customer perceptions of the platform is a 

key determinant in gaining initial trust. When using a mobile application, the design represents the 

first impression made by the consumers, hence as posited by Wells & Hess(2011), a website visual 

appeal is identified as a sign of the quality of the website. Website quality has been acknowledged 

for its impact on visitors’ trust(Mayer et al., 2005) and quality have been determined by Cao et al., 

(2005) as a determinant impacting consumers’ beliefs, attitudes and intention towards the website. 

Cyr et al., (2008) considered design aesthetics to be an important tool allowing the enhancement of 

trust and resulting in customers’ attraction and attention. In addition, Li, W. and Li &Yeh (2010) 

pinpointed the influence of well-designed interfaces for customers on mobile trust. Design in a 
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context of MC is defined by Cyr et al., (2006) as the balance, emotional appeal, or aesthetic of a 

website represented by different factors such as colors, shapes, language, music or animation.   

  

Nilashi et al., (2015) included customizability in their measurement of design in mobile commerce, 

along with navigability, understandability and multimedia capability. Understandability could be 

related to what Li, W. (2013) called information quality as well as what Lu & Rastrick (2014) 

named information design, all the close terms are included in the definition of design in MC. Chae 

and Kim(2003) have already found that customers prefer customized and individualized content and 

services because in a mobile context the ability of personalization is more important than in the 

former electronic commerce. Lavie and Tractinsky(2004) also take in account customization as an 

element of a website design influencing the experience towards the website. Finally, Siau et al. 

(2003) proposed that personalization of a website can increase mobile trust 

 

Therefore a good and effective design reveal its importance in the success of MC, it also has a 

communication utility since it is an easy way of reaching out MC vendors for MC consumers 

(Ozdemir and Kilic, 2011).Elements, inherent to MC, impacting the design, such as small screen of 

mobiles devices, lower network capabilities or inconvenience in typing, can restrain the 

development of trust on MC(Lee and Benbasat, 2003; Chae and Kim, 2003) and as a result hinder 

the consumer's adoption of MC(Lu and Rastrick, 2014). Thus, companies providing mobiles 

applications have to apprehend the specificity of this channel by offering considerable effort in the 

design(Li & Yeh, 2010) to tackle the challenges of gaining trust(Lee and Benbasat, 2003; Siau & 

Shen, 2003) and enhance consumers’ adoption (Okazaki and Mendez, 2013; Lu and Rastrick, 

2014). One of the major challenges for businesses is to not cede to the ease of recreating an e-

commerce environment in an MC context, and by the same occasion, not taking in account the 

uniqueness MC services. Huang et al.,(2013) suggest to business companies to realize a process of 

redesign in the interface in order to achieve a soft transition between e-commerce and MC. Many 

companies to deal with the constraints of MC are trying to create user-friendly mobile programs and 

applications, in order to increase the adoption of MC (Chandra, et al., 2010; Jayasingh and Eze, 

2012; Nilahsi, 2015). Several authors examined the positive impact of trust on new technology 

adoption, especially in the electronic commerce and the MC(Benbasat and Wang, 2005; Singh & 

Srivastava, 2010), hence as we posit that design is a key characteristic of trust on MC adoption in 

the tourism industry, we argue that design has a positive impact on MC adoption.  
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2.3.2 Privacy  

Privacy is a wide concept and a current issue in the literature related to online transactions(Milne & 

Culnan, 2004; Son et al., 2008; Verkasalo et al. 2010; Persaud & Azhar, 2012), especially in the 

tourism industry(Lee & Cranage 2011; Ponte et al., 2011).  We posit in the current study that the 

term privacy includes privacy concern and privacy assurance. Whereas Li, W. (2013) only took in 

account privacy assurance in her conceptual model, we argue based on previous study investigating 

consumer perception of privacy in an online context that privacy concern also plays a significant 

role on consumer MC adoption(Malhotra et al, 2004; Eastlick et al, 2006; Van et al., 2007; Son et 

al., 2008). 

 

According to Son et al.,(2008), information privacy concern, applied in the online context refers to 

a concern experienced by individuals about a possible threat regarding their information privacy, in 

the process of submitting personal information on the internet. Westin(1967), was already defining 

privacy as the willingness of people to choose and control without any restriction, the terms and 

circumstances of personal information disclosure, his definition has been widely used in the 

literature related to privacy. The concept of privacy refers to “a set of legal requirements and good 

practices with regards to the handling of personal data, such as the need to inform the consumer at 

the time of accepting the contract what data are going to be collected and how they will be used” 

(Flavián & Guinalíu, 2006, p.604 ). 

  

Concern related to information privacy is a current issue (Smith et al., 2011; Xu et al., 2012). 

Online customers usually assess the risk of the online transaction depending on the wrong 

exploitation or divulgation of private information. (Milne & Culnan, 2004). When deciding whether 

or not revealing information about themselves, customers must develop a feeling of trust towards 

the websites (Schoenbachler & Gordon, 2002), or the mobile application in the case of MC 

 

Collecting information about the customers is required for online businesses companies, especially 

private information because they are used, in many cases, in order to offer personalized services. 

(Lee et al, 2011). Nowadays, online users tend to leave “electronic footprints” giving information 

about their preferences and attitude behaviour which can, in a certain manner, be easily reachable 

by other users (Zviran, 2008), privacy remain a major concern for customers since privacy concerns 
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is steadily driving them away from engaging with online businesses companies (Kukar & Close, 

2010).  Li, W. ( 2011) acknowledge data collection as a threat to customer's’ privacy. Also, Persaud 

& Azhar (2012) and Verkasalo et al. (2010 pinpointed the importance of privacy for consumers, 

especially when it comes to mobile advertising, consumers request to have the control of the time 

and the manner of proceeding in order to engage in mobile marketing. 

 

The impact of privacy concern on trust have been investigated in previous research(Malhotra et al, 

2004; Eastlick et al., 2006; Van et al., 2007; Kim, 2008), the same as its impact on adoption (Sheng 

et al., 2008; Angst & Agarwal, 2009; Shin, 2010). Hence, privacy is one of the elements assuring 

the successful relationship between buyer and seller; as developed by Liu et al., (2004) in their 

Privacy–Trust– Behavioural Intention model, privacy influences trust and trust influences consumer 

behavioral intention in online transactions. It is known that trust reduces perceived risk(Gefen et al., 

2003) and thus create a suitable context of disclosing information for the online user(Bansal & 

Zahedi, 2008).  To build trust, privacy policies need to answer to some requirements, first, they 

have to be informative, second, they should reassure the consumers that disclosing personal 

information result in a lower risk(Sultan et al. 2003; Dinev and Hart, 2006). 

  

Privacy assurance is an answer to the consumer privacy concern. Privacy assurance guarantees the 

respect of the consumer privacy and the good application of privacy policies. Wu et al., (2012) 

assess that privacy assurance is crucial to lower consumers’ privacy concerns and build trust. 

Similarly, Smith et al., (2011) precise that privacy assurance is valuable by its ability to protect 

privacy and they further assess that privacy is a customer's’ right. According to Bansal and Gefen 

(2015), individuals value differently their privacy, hence the perceived threat materialized by the 

privacy concern could be high or low. Consequently, people with high privacy concern, compared 

with people with low privacy concern, would be more careful about the promise of privacy 

assurance offered by the vendor and will look deeper into the guarantees(Bansal and Gefen, 2015). 

  

2.3.3 Reputation 

The concept of reputation is closely related to the construct of trust and trustworthiness(Mayer et 

al., 1995; Jøsang et al., 2007; Kim et al., 2008). As previously defined by Doney and Cannon 

(1997), reputation can be explained as the extent to which buyers believe a seller is professionally 

competent or honest and benevolent. Reputation is a perception, it embodies what customers 
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perceived in terms of public image, innovativeness, quality of product and service, and commitment 

to customer satisfaction towards the vendor (Koufaris & Hampton,2004).According to Li, W. 

(2013), organization reputation is one of the dimensions of trust on MC in the tourism industry, 

however, in the current study, the authors choose to utilize the concept of reputation since in 

tourism industry, there exist many other parties which affect consumer's trust on MC adoption. For 

instance, Zhang et al., (2011) used vendor reputation instead of organization reputation because an 

industry is not just managed by organizations, it consists of the different vendor. Special when it 

comes to the tourism industry, it also includes third party service provider, third party payment 

platform and so on. Additionally, numerous researchers adopt reputation in their studies(Jøsang et 

al., 2007; Gaur et al., 2012). Therefore the authors consider reputation is a much better and general 

concept for the current study. 

 

Reputation can be distinguished by its subjective nature, because it is not predominantly based on 

objective facts but rather about the beliefs assign to a person’s or thing’s character (Mayer et al., 

1995; Jøsang et al., 2007). Based on the model developed by Gaur et al.,(2012) reputation of a 

participant is divided into two elements: individual reputation and shared reputation. Individual 

reputation refers to the direct personal experience of the buyer with the seller, while shared 

reputation is based on the advice and opinion given by other buyers with prior experience with the 

seller. The reputation can therefore be a personal perception or be shaped by an external point of 

view. Rahimi and Bakkali(2014) highlighted the fact that e-commerce users, were influenced by 

other users’ opinions in order to build their own trust and reputation experience. In a general way, 

users tend to believe in their common interest, that is why any kind of online recommendations 

reveal its importance and affected the perceived reputation(Golbeck and Hendler, 2004; Liu et al., 

2011). McKnight et al., (1998), were already underlining that reputation implies that an individual 

assigns characteristic to a person, depending on the secondhand information collected on the 

person. Word of mouth reputation reduces perceived risk and feeling of insecurity towards the 

vendor(Grazioli and Jarvenpaa; 2000). Similarly, Subramani and Rajagopalan(2003) demonstrate 

that through online communication, electronic word of mouth impact positively consumers’ 

adoption and usage of products and service. Hence, we can argue that positive recommendations 

from relatives enhance the willingness to undertake a relationship with a vendor. 
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Reputation has been known, in several fields as a strong trust builder(Grazioli and Jarvenpaa, 2000; 

Song & Zahedi, 2007; Teo & Liu, 2007). Reputation is a social evaluation and judgment(Bansal and 

Gefen, 2015). In the online environment, reputation is crucial since it is a strong source of 

credibility, and credibility has been known to influence consumer’s trust(Metzger & Flanagin, 

2013) and adoption(Christy et al., 2008).  Reputation has to be taking into account in the business 

decision since as previously established by Yaniv and Kleinberger(2000), reputation is a vulnerable 

concept because of it easier to tarnish a reputation than forming a good one. Zhang et al.(2011) 

further assess that vendor reputation is difficult to build but easy to lose, that is why vendors need to 

steadily maintain their effort to preserve their good reputation.  

 

2.4 Uncertainty avoidance  

Hoehle et al., (2015) illustrate that cultural traits and practices of the buyer can affect the 

consumer’s purchase behavior, which results in national culture gained significant attention from 

marketer and scholars. Special it is very important for those people who want to do marketing 

segmentation and to develop a target marketing, and for those people who are interested in 

standardizing or segmenting the market function(Chong et al., 2012; Arpaci, I. 2015; Lee et al., 

2015). Several researchers further added that cultural aspects have an impact on the adoption of new 

technology(Money and Crotts, 2003; Laukkanen, 2015; Sanakulov and Karjaluoto, 2017). 

 

The current study wants to explore the knowledge of  MC in a cross-cultural context since 

academics and marketers still lack knowledge of how national culture impact consumer to adopt 

MC in the tourism industry(Money and Crotts, 2003; Li, W. 2013). Previous studies show the 

researches are not focused on consumer trust in MC adoption, especially under culture influence. 

Therefore this study wants to investigate how trust affects MC adoption under culture influences. In 

this study, the specific measured criterion of culture is Hofstede’s (1980) uncertainty avoidance 

(UA), a measuring standard of intolerance levels of ambiguity and uncertainty(Hofstede, 1980; 

Belkhamza & Wafa, 2014; Laukkanen, T, 2015). 

 

Hofstede(1980, 2001) define UA as the degree to how people in a specific culture feel and deal with 

uncomfortable with uncertainty and ambiguity. Hofstede state that UA can illustrate how does 

culture affect consumer’s behavior. Based on Karahanna et al., (2013), previous studies divided UA 

into four main categories: (1) considering inherent risks is involved with online shopping, in which 
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high UA impacts risk perceptions in general; (2) examine the effect of UA on the need for adoption; 

(3)How does UA affect website perceptions; (4) the linkage between trust formation and UA. In 

line with the purpose of current research, this study combined category 2 and 4. 

 

The knowledge of UA  has been further supported and developed by Money & Crotts (2003), 

Chung, (2014) as well as Lee et al., (2015) that people  ́reaction regarding various unknown risk 

will be different since the UA level of a culture is distinct. Hofstede (1980) and Belkhamza & 

Wafa(2014). added that in low-level UA cultures, while people feel more comfortable with new 

technology, the consumer will increase the willingness to adopt a new technology; in high-level UA 

culture, while people feel insecure and hesitant about the new technology, therefore, the consumer 

will discount the new technology and place a lower degree of acceptance.  

 

Several studies stressed that UA plays a vital role in the adoption of new technologies(Money & 

Crotts, 2003; Chung, 2014; Lee et al., 2015). Additionally, Belkhamza & Wafa(2014) and 

Laukkanen(2015) state that UA has a negative impact on consumers’ trust of new technology 

adoption, such as MC. The purpose of this study is examining the impact of trust on consumer MC 

adoption, and the trust will be specifically represented by design, privacy and reputation. Therefore, 

the authors assume that UA has a negative moderating effect on the relationship between those 

three dimensions(design, privacy, reputation) and MC adoption as well. Moreover, Hoehle et al., 

(2015) and Shareef et al., (2016) further added that it is extremely important to reduce the perceived 

risk if the marketer wants to increase consumer adoption rate of MC. Simultaneously, several 

studies has highlighted the importance of UA on MC adoption(Belkhamza & Wafa, 2014; 

Laukkanen, 2015). In the current study, in order to examine the effect of culture different, UA will 

be the moderator between consumer trust and MC adoption. The authors will employ two culture 

backgrounds, one with low-level UA culture, one with high-level UA culture. China and France 

were chosen for current study because they can represent dissimilarity on the dimensions of UA, the 

studies regarding these two cultures of MC still lacking. According to  Hofstede Cultural Index 

score,  China is considered having low UA with 40, while in France there is a reasonable high UA 

with 86(Hofstede 1980, 2001).  

 

 

3. Theoretical Framework 
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The following chapter illustrate the conceptual model and hypotheses which are utilizing in this 

study. The developed conceptual model as well as hypotheses are based on the collected literature 

review as aforementioned. It helps the researchers and readers to understand the research purpose 

and subject.  

 

3.1 Conceptual Model 

The conceptual model brings together all the variables in this study and display the different 

relationship between each variable. As we can see as Fig.3, the dependent variables is MC adoption, 

measured through three dimensions of trust, which are design, privacy and reputation. The 

moderating variable is UA. This study will conduct with respondents from different cultural 

background in order to compare the moderating effect of UA. 6 control variables are added on the 

model as well in order to show the reader a clear structure of this research, in methodology chapter 

these control variables will be further well explained and reasoned.  

  Proposed model 

                                  

 Figure 3:  Hypotheses model  
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3.2 Research Hypotheses development 

In view of collected literature review and looking into the research model above, 6 hypothesis will 

be developed for current study. 3 hypotheses are structured regarding to each independent variable, 

and 3 hypotheses in related to the moderator. The hypotheses enable the researcher to test the 

relationship between independent variables and dependent variable, the moderating effect will be 

test as well. At the end, the hypotheses will be accepted or rejected by analyzing the result from 

collected data. 

  

Several authors examined the positive impact of trust on adoption, especially in the electronic 

commerce and the MC(Benbasat and Wang, 2005; Singh & Srivastava, 2010), hence as we 

previously posit that design, privacy and reputation are the main characteristics of trust on MC 

adoption in the tourism industry, we will develop 3 hypotheses regarding to design, privacy and 

reputation respectively. 

 

First of all, an appealing visual design is associated with feeling of overall quality and several 

authors have concluded that when conducting online transactions, visitors’ perceptions of quality 

impact customer’s trust(Cao et al., 2005; Mayer et al., 2005). Previous studies established the 

positive impact of attractive design on consumer’s m-trust(Cyr et al., 2008; Li and Yeh, 2010). 

Besides, Bansal and Gefen(2015) formulated that the design appeal of the website is positively 

associated with trust. The hypothesis regarding to this will be state below: 

 

     H1   Design has a  positive effect on consumer MC adoption. 

 

Second, the further hypothesis has been based on Flavián and Guinalíu(2006) who measure the 

impact of privacy on consumers’ trust. They postulate that the greater is the consumer's’ perception 

of privacy, the greater is the trust on the website. Similarly, Shin(2010) hypothesized the positive 

impact of perceived privacy on users’ trust in the aim of understanding the adoption of new 

technology. Lately, Okazaki and Mendez(2013) assert that in the MC, the adequacy of a privacy 

policy statement is positively associated with trust. This lead to the hypothesis as below: 

 

     H2   Privacy  has a  positive effect on consumer MC adoption. 
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Third, the authors have developed the further hypothesis depending on Bansal and Gefen (2015) 

study where they state that website reputation is positively associated with trust. McKnight et al., 

(2002) previously posit that perceived vendor reputation will be positively related to trusting beliefs 

in a web vendor. This provide hypothesis as below: 

 

  H3   Reputation has a  positive effect on consumer MC adoption 

 

At last, numerals researches state that culture aspect impact consumer’s adoption of new 

technology, for instance, MC adoption(Arpaci, 2015; Shareef et al., 2016; Sanakulov & Karjaluoto, 

2017). The authors decided to select samples from different culture background in order to to fulfill 

the purpose of this study, which is going to explaining the effect of trust on MC adoption under 

culture influences. The specific measured criterion of culture in present study is UA which is 

developed by Hofstede’s(1980). The importance of UA on MC adoption is supported by several 

studies(Money & Crotts, 2003; Belkhamza & Wafa, 2014; Laukkanen, 2015). Laukkanen(2015) 

further added that UA has a negative impact on MC adoption. In current study, design, privacy and 

reputation are chosen as the main dimensions of trust, therefore design, privacy and reputation will 

specifically represent trust. Hence, the authors assume UA negatively moderate the relationship 

between those three dimensions(design, privacy, reputation) and MC adoption. 

 

Belkhamza & Wafa(2014) argues that consumers’ intolerant level of ambiguity and uncertainty is 

different since the UA level of a culture is distinct. In line with Belkhamza & Wafa (2014) that the 

consumer who are accustomed with the low level of UA culture, they will increase the willingness 

to adopt a new technology since they feel more comfortable with new technology. In contrast, the 

consumer with high level of UA culture, they will discount the new technology and place a lower 

degree of acceptance. Therefore, it can be seen that comparing to low level UA culture, high level 

UA culture impact more on MC adoption of consumer.  

Based on all these relative information, the authors developed following hypotheses:  

.  

H4 High-level uncertainty avoidance culture negatively moderates the relationship between design 

and MC adoption more  than low-level uncertainty avoidance culture.  

H5 High-level uncertainty avoidance culture negatively moderates the relationship between privacy 

and MC adoption  more than low-level uncertainty avoidance culture. 
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H6 High-level uncertainty avoidance culture negatively moderates the relationship between 

reputation and MC adoption more than low-level uncertainty avoidance culture.  

 

 

4.0 Methodology 

This chapter explains clearly how the study is planned and conducted. It aims to illustrate and 

justify of which type of method was adopted in this research. It displasy which research approach, 

design, strategy has been conducted in the current study, and it presents how data are collected, 

analyzed and coded and how quality criteria is approached. 

 

4.1 Research approach 

The study reported here utilized a deductive approach. Such an approach is suitable when the aim is 

to represent the most generalizable view of the nature based on previous study and existing theory. 

According to Bryman and Bell(2015), there are two main research approach known as inductive 

and deductive. How to handle the theory is the distinction. The inductive approach will generate a 

new theory, while deductive will employ existing theory.   

 

In the current study, the authors developed the theoretical framework and hypothesis from previous 

studies and existing theories, which illustrated in the literature review section. And then the authors 

designed a research strategy to test the hypothesis for the sake of examining whether the hypothesis 

will be accepted or rejected by collecting data and analyzing data. Therefore this study applies a 

deductive approach. 

 

4.2 Research strategy 

A quantitative research derives the research from existing data, which means that it usually follows 

a deductive approach(Bryman & Bell, 2015). Since this study utilizes deductive approach, 

quantitative research will be the most suitable strategy in the sake of collecting a large amount of 

numbers and statistics to reach a generalizable answer. 

 

Regarding the research strategy, Bryman & Bell (2015) state that for a specific research program, 

there are two main alternatives: qualitative research or quantitative research. Qualitative research is 



 
 
 
 
 
 

   

26 
 

more underline the words rather than numbers during gathering and analysis of data, in order to 

obtain a more in-depth understanding of customers’ insights on a designated subject or 

topic(Bryman & Bell 2015). In comparison to qualitative, a quantitative research focuses on 

developing a generalizable finding by compiling numerical data. Due to this study aim to explain 

the effect of trust on consumers MC adoption under culture influence, so as to contribute theory 

view and empirical knowledge of MC. The quantitative will be the best option for this study. 

 

4.3 Research design 

Based on the current research purpose is to investigate how trust affects consumer MC adoption 

under the influence of cross-cultural effects. This study chose to go a descriptive research approach 

in conducting a quantitative study. A research design is the framework of a study, which to indicate 

how the researcher structure the study, how to collect, integrate and analyze the data in a coherent 

and logical way of a research(Bryman & Bell 2015). A descriptive research is a design ordinarily 

describe a population with respect to important variables(Bryman & Bell 2015). The descriptive 

form of research method will add knowledge of the shape and nature of our society about the 

particular subject of this study. 

 

4.4 Data source 

According to Zikmund et al., (2010), there are two special ways to gather data for a research, either 

through primary data or secondary data. Primary data is referred to as being new data collected. 

Gathering primary data need to consume more time and require more knowledge-intensive. While, 

Secondary data is on the other hand data that has already been collected by other researchers 

(Saunders et al., 2009). Secondary data can come from other academic papers, scientific articles or 

books. Secondary data was characterized as commonly used and easily accessed(Bryman and Bell, 

2015).  

  

As a result of taking an insightful consideration of the above-mentioned qualities, in the current 

study, the authors used both primary data and secondary data. The authors utilized secondary data 

to develop the theoretical framework in order to provide the reader with overall knowledge of the 

topic of this study, for instance, trust and  MC. Secondary data helps authors to get more 

unconventional, opposite, updated data for their designated study(Bryman & Bell, 2015). 

Simultaneously, it in line with Bryman and Bell(2015) statement that the study uses secondary data 
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will add reliability and validity of the research. Afterward, in the empirical investigation part, the 

authors make use of primary data which gathered from the survey, in order to conclude a special 

study in mind for their particular purpose through surveys and analyze the empirical data(Bryman 

and Bell, 2015).  

 

4.5 Data collection method 

Owing to this study apply a quantitative strategy, the authors selected the methods used in gathering 

data for the current study were a survey and it was applied using a questionnaire. In accordance 

with Bryman and Bell(2015), surveys, structured interviews, experiments or structured observations 

are the universal methods to collect quantitative data, each method mentioned requires abnormal 

ways of gathering and analyzing the empirical data(Bryman and Bell 2015).  

 

Questionnaire was described by DeVaus(2002) as gathering data by asking each respondent to 

answer to the definite same questions in the same order. Simultaneously, Saunders et al., (2009) 

explained that normally questionnaires are most conducted online through the Internet. In order to 

gather a large number of answers from respondent in a much fast and effective way, the authors 

decide to adopt self-completion questionnaires in this study and sent out online. It is a very effective 

method to gather data if comparing to other data collecting method(Bryman and Bell 2015;  and 

Saunders et al., 2009). 

 

4.6 Data collection instrument 

The authors chose to collect data by online questionnaire in this study, in order to accelerate the 

distribute pace of the questionnaire and to gain a great amount of responding as much as it can. For 

the purpose of making the participants easy to understand the objective of this study, a cover letter 

was carried out at the beginning of the questionnaire, which composed the definition of trust and 

MC adoption. It briefly explained the subject of the study.  

 

4.6.1 Operationalization and measurement of variables  

The following operationalization presents the theories and a set of predictors for the variables which 

adopted in the current study. The operationalization explained how this empirical study is 

conducted, how the questions are developed, and which theory are used to support the questions. It 
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helps the authors to test the hypotheses by moving from the fuzzy concept to variables which can be 

observed and measured(Ghauri and Grønhaug, 2005; Bryman and Bell, 2015). 

 

The operationalization below present a clear structure and is divided into four sections: theoretical 

concept, conceptual definition, operational definition and questions. The theoretical concept relating 

to the selected theories for this research. A detailed and corresponding definition is attached. The 

third column, operational definition, illustrated the relationship between dependent variable and 

three independent variables, Simultaneously, the moderator is interpreted. Questions is in the last 

column, questions present the measurement items for the respective concept. It assists the authors to 

obtain something measurable from the respondents. All questions are developed from selected 

theories or applied/validated by prior studies, which improved the reliability of present studies.  

 

Eight additional questions were added as control questions and consequently not mentioned in the 

operationalization below. These questions were regarding nationality, whether one has made a 

transaction with their wireless handheld equipment during their travel, gender, age, education level, 

the number of mobile commerce experience, wireless handheld equipment type, the number of 

countries have been visited exclude their home country. These control questions will help to 

minimize the bias of respondents and to enhance the reliability and validity of this study. 

 

Table 1: Operationalization 

Theoretical 

concept 

Conceptual  

definition 

Operational definition Questions 

(7-point Likert scale, 1 strongly 

disagree,  4 neutral and 7 strongly 

agree.) 

MC 

adoption 

MC adoption refers to mobile device owner 

utilize Internet-enabled mobile to access an 

emerging set of applications and services in 

order to make a transaction(Durlacher, 1999; 

Sadeh, 2002). 

  

The adoption of MC will be high and 

continue of growing in the world(Khalifa & 

Cheng, 2002). 

MC adoption is the 

dependent variable for 

this study.  

1. I am eager to use MC for my 

purchases in the future(own 

developed). 

 

2. MC is more convenient and 

accessible for me  compared to e-

commerce(Saidi, 2009). 

 

3. MC is a convenient way of 

purchasing (Gretzel et al., 2000; Alvi 

et al., 2016). 
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Comparing to e-commerce, MC is more 

ubiquity and accessibility to the users (Saidi, 

2009). 

MC is convenient and efficient (Gretzel et al., 

2000; Alvi et al., 2016). 

Design In MC it refers to ‘‘the balance, emotional 

appeal, or aesthetic of a website and it may be 

expressed through the elements of colors, 

shapes, language, music or animation’’(Cyr et 

al., 2006). 

  

A well designed interface has an influence on 

customers mobile trust 

(Li and Yeh, 2010). 

 

Customers prefer customized and 

individualized content and services because in 

the mobile Internet the ability of 

personalization is important(Chae & Kim, 

2003). 

Design is the first 

independent variable 

and is one of the 

determinants which will 

explain consumer’s trust 

on MC adoption 

4. I usually find the overall look of the 

mobile site or application(app) 

visually appealing (Lu & Rastrick,  

2014). 

  

5.Clear arrangement of mobile site or 

app is important for me (Okazaki & 

Mendez, 2013). 

  

6. I feel that my personal needs have 

been met when using the mobile site 

or app(Li & Yeh,  2010). 

Privacy It refers to the individual’s ability to control 

the terms by which his personal information 

is acquired( Flavián and Guinalíu, 2006) 

 

 

Privacy is the second 

independent variable 

and is one of the 

determinants which will 

explain consumer’s trust 

on MC adoption. 

7. It is important for me that the 

mobile site or app shows concern for 

the privacy of its users( Flavián and 

Guinalíu, 2006). 

  

8. My extent of concern regarding the 

misuse of my personal information 

submitted on the mobile site or app is 

very high when I purchase product or 

service ( Okazaki & Mendez,2013). 

  

9.The adequacy of a privacy 

assurance statement on mobile site or 

app is important for me( Flavián and 

Guinalíu, 2006). 

Reputation Reputation is defined as the extent to which 

buyers believe a seller is professionally 

competent or honest and benevolent(Doney 

and Canon, 1997). 

  

Reputation is the third 

independent variable 

and is one of the 

determinants which will 

10. I prefer to use a well-known 

mobile site or app (Bansal & Gefen, 

2015). 
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Shared reputation is based on the advice and 

opinion given by other buyers with prior 

experience with the seller(Gaur et al., 2012) 

explain consumer’s trust 

on MC adoption. 

  

11 .I prefer to choose the mobile site 

or app which is well respected by its 

users(McKnight & Kacmar, 2002). 

  

12.  My entourage opinion’s (friend, 

family, online community) would 

affect my choice of  a mobile site or 

app(Grazioli & Jarvenpaa, 2000 and 

Gaur et al., 2012) 

Uncertainty 

Avoidance 

Uncertainty avoidance is described as the 

extent of a culture members deal with the 

different level of uncertainty and ambiguity 

(Hofstede, 1980). 

  

Consumer who are accustomed with low level 

of UA culture. they will increase the 

willingness to adopt a new technology. While, 

consumer who are accustomed with high level 

of UA culture. they will decrease the 

willingness to adopt a new 

technology(Hofstede, 1983; Belkhamza & 

Wafa, 2014). 

Uncertainty avoidance 

is the moderator 

variable since studies 

reveal that culture has a 

moderating effect on  

consumer trust of MC 

adoption. It should 

moderate the 

relationship between the 

independent and 

dependent variable. 

13.  I will not adopt the mobile site or 

app if I am not sure about the safety 

(Laukkanen, 2015) . 

  

14. I will never try a new mobile site 

or app if  I do not know them before 

(Laukkanen, 2015). 

  

15.  I will not use an mobile site or 

app if there is any risks 

involved((Laukkanen,  2015). 

 

4.6.2 Self-completion questionnaire 

As aforementioned, this study will adopt self-completion questionnaire, for the purpose of 

collecting as much answers as possible and in an efficient way. A self-completion questionnaire is 

performed by the participants who choose the statement that fit their own opinion the best. In 

current study, the survey is posted online with 15 questions, 3 questions for each measurable 

variable respectively, where regarding to the independent variable: MC adoption, three dependent 

variables: design, privacy, and the moderator: culture dimension - UA. The Questionnaire used in 

the study is based on 7 points Likert Scale, where one (1) is strongly disagree, four (4) is neutral  

and seven (7) is strongly agree. Since culture different has a  moderating effect on MC adoption, in 

order to be in line with present research purpose to examine the moderating effect, this study is 

conducted in China and France.  

 

Additionally, the questionnaire was separately sent to Chinese people and French people by two 

authors. One author comes from China, therefore she is responsible to send out the questionnaire to 
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Chinese. Another author is original coming from France, hence she sent out the questions to French. 

The questionnaire is designed with the help of Google Forms which is written in English, but in 

order to enhance the reliability and validity, the questionnaire is translated to Chinese and French 

respectively. Since English is not their mother tongue regarding Chinese and French, it maybe leads 

to misunderstanding of the conception and questions. Later the authors will put in the exact answer 

to the Google Form, for the purpose of employing SPSS from Google Form when the authors 

analyze data afterward, in order to ensure the validity and reliability.  

 

4.6.3 Pilot testing 

Conducting a pilot testing before sending out the questionnaires is very important since it will help 

to avoid misunderstanding and increase the construct validity and result generalizability(Bryman & 

Bell, 2015). The current study executed the pre-test by presenting the questionnaires to two 

lecturers of the marketing department of the Linnaeus University who have good knowledge within 

this field, simultaneously, it was sent out to two persons who are working for a travel agency, as 

well as four French and four Chinese separately. For the purpose of checking if the respondent 

understands the question easily and identifying the potential errors. 

 

The questionnaire was modified after the feedback from two lecturers and 10 respondents, 

regarding the formulation of the questions. The pilot test can help to test the reliability and validity 

of the data collection as well, since the possible error was minimizes(Malhotra, 2010). 

 

4.7 Sampling 

 

4.7.1 Target population 

In conformity with research subject,  this study employed Hofstede’s culture dimension - UA,  as a 

moderator in order to probe the moderating effect of cultural difference. The data will be collected 

sample from China and France in tourism industry, which mean the respondent should have made 

transaction with their wireless handheld equipment under their travel. Depending on their country of 

residence, the respondent will be classified into two cultural groupings, one is representing with 

high UA culture, other one is meaning with low UA culture. This study compare China and France  

in the context of tourism sector. Chinese will represent the consumer with low-level uncertainty 

avoidance culture, Whereas, French will represent the consumer with high-level UA culture.  
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4.7.2 Sampling frame 

Eight control questions were adopted in this study for the respondent in order to gain  in-depth 

insight about the samples. Because the current study is focusing on the tourism industry, 

the first control will check whether one has made transaction with their wireless handheld 

equipment during their travel, if the participant has not made any transactions with their wireless 

handheld equipment during their travel, their answers will not be considered. The first question is 

the prerequisite of participating this survey. After the respondents answered the first control 

question, the respondents will be asked to state their nationality, either Chinese or French, since this 

current study will collect samples both in China and France. The nationality need to be stated in 

order to separate and compare Chinese and French samples. These two control question are 

presented at the beginning of the questionnarie. Besides, other six control questions are regarding 

nationality, gender, age, education level, number of mobile commerce experience, wireless 

handheld equipment type and the number of countries have been visited exclude their home 

country.Prior research papers have discussed that gender, education level, number of mobile 

commerce experience and wireless handheld equipment type are highly related to consumer MC 

adoption, and several studies has applied gender, age, education level, number of mobile commerce 

experience wireless handheld equipment type as control variables(Li, S et al., 2008; Tsu et al., 

2009; Li & Yeh 2010; Suki, 2011; Kalini & Marinkovic, 2016). Therefore this study adopted them 

as well. This syudy used three types of wireless handheld equipment, the author inserted the picture 

for each type of equipment in order to help the respondents to distinguish them easily. The authors 

employ question as number of countries have been visited exclude their home country for the sake 

of  reducing bias and being in line with the current research topic. The reason of utilizing the last 

control question(number of countries have been visited exclude their home country) is because the 

authors want to check if the travel experience affect consumers MC adoption. 

 

In current study, the age was categorized into 5 group, which is in lined with a recent report from 

Statista, which named Internet use by age group worldwide as of November 2014. The 5 age group 

respectively are: 15-24, 25-34, 35-44, 45-54, 55 + . In addition, this report state that Millennials(in 

term of the generation who were born between the 1980s and early 2000s) are expected to be more 

comfortable with digital technologies since Millennial are the first generation to have had the 
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internet when internet technology developing rapidly. The statement will be verified at the end of 

this paper when comes to analysis the data. 

 

4.7.3 Sample selection and data collection procedure 

In order to access the favorable samples, simple random sampling technique has been used, since 

this study will only take respondents from the tourism industry. The authors posted the 

questionnaire to the French/Chinese travel websites, in which the content are user-generated, for the 

purpose of finding the most suitable respondent for this research topic. The snowball method is 

adopted as well in this study. The authors send out the questionnaire to the people with whom they 

are familiar, while those people who often travel to other places and have been used their wireless 

handheld devices to do a transaction during they travel. And further asked them to send out the 

questionnaire to their friends who qualified for the survey standard. The demographic 

characteristics include experience of having made transaction with their wireless handheld 

equipment during their travel. 

 

A large number of sample size will be desired in order to achieve a more generalizable result for 

current topic. Bryman and Bell, (2015) and Zikmund et al., (2010) stress the importance of large 

sample size, especially in quantitative research, since it can help to decrease the sampling process 

error. Besides, Carmen et al., (2007) revealed the formula to design a sample size for a research 

study. Where the formula is: 50 respondents + 8*M (with M refer to the number of independent 

variables). The demand sample size will be 74 for adopting this formula. However, the authors 

decided to reach 100 respondents for the sake of minimizing the sampling error. Since this study is 

conducted under the cross-cultural influence, the authors settled for a sample size of 100 

respondents for each country. This is mean that there will be 200 respondents totally, with 100 

French and 100 Chinese. 

 

 

4.8 Data analysis method  

Bryman and Bell(2015) emphasize that the researcher should determine what kind of methods that 

they are going to use for data analysis in advance, special for a quantitative research, since it will 

assist the researchers to formulate reasonable questions and appropriate technique. In the present 

study, the authors will enter and analyze the gathered data from the questionnaires in the SPSS 
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software program. Additionally, data coding, descriptive statistics, regression analysis and lastly a 

validity as well as reliability test will be employed in current study in order to analysis the data.  

 

4.8.1 Data coding 

The data should be coded before the researchers start to analysis the collected data(Saunders et al., 

2009). There are eight questions were used as control questions in this study. They are regarding 

whether one has made a transaction with their wireless handheld equipment during their travel, 

nationality, gender, age, education level, number of mobile commerce experience, wireless 

handheld equipment type and the number of countries have been visited exclude their home 

country.  

 

In the analysis process of current study, first, the question about whether one have made transaction 

with their wireless handheld equipment during their travel, was categorized into two options, 0=Yes 

and  1=No. Second, for the nationality, French was coded as 0, Chinese as 1. Third, for gender, 

male were coded as 1 and female as 2 in SPSS. Fourth, for the age,  it was divided into five age 

group, the age range from 15-24 was coded as 1, the range from 25-34 as 2, 35-44 as 3, 55-54 as 4, 

and 55+ was coded as 5. Fifth, regarding the education level, undergraduate was coded as 1,, 

masters as 2, others as 3. Sixth, for the question related to the  number of mobile commerce 

experience, the year range as 1-3=1 , 3-6 =2, 7+ =3.  Seventh, regarding the wireless handheld 

equipment type, Cell phone was coded as 1, PADfone was coded as 2, smartphone was coded as 3. 

Eighth, for the question regarding the number of countries have been visited exclude their home 

country, the number range as 0=1, 1-3=2, 3-6 =3, 7+ =4. A seven-point Likert scale was used in the 

statement in the questionnaire, where 1 represented strongly disagree, 4 as neutral  and 7 

represented strongly agree. Taking usage of a 1-7 numbered like scale will enable the researchers to 

calculate the mean, median and mode(Bryman and Bell, 2015).  

 

The number which answered by the respondents will apply the same number in SPSS in all cases. 

And a reliability test needs to be conducted in order to examine the internal reliability(Bryman and 

Bell, 2015; Hair et al., 2010).   

 

4.8.2 Descriptive statistics 
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Black(2010) and Saunders et al., (2009) state that descriptive statistics help the researchers to 

compare and conclude the data from the selected group. The statistical selection should be in line 

with the central tendency(mode, mean & median) and the dispersion. The mode refers to the value 

that occurs more frequently, the mean is related to the average of a set of numbers, and the Median 

means the middle value in the list of numbers(Black 2010; Saunders et al., 2009). In order to 

identify the median, the researchers need to list the numbers from smallest to largest in a numerical 

order(Black, 2010). Regarding the dispersion, there are two main alternatives: inter-quartile range 

and the standard deviation. In this study, the authors employed standard deviation and checked it in 

SPSS in order to disperse the gathered data around the mean(Saunders et al., 2009).   

 

4.8.3 Linear regression analysis 

Regarding the purpose of this particular study is how does trust affect consumer MC adoption, as 

aforementioned, this study designed a research model with three independent variables and one 

dependent variable. According to Aaker et al., (2011) that a linear regression analysis will be the 

appropriate approach to describe and measure the relationship between a dependent variable and an 

independent variable. Additionally, Aaker et al., (2016)added it existed two type of regression 

analysis,  where they are simple linear regression and multiple linear regression respectively.  

Simple linear regression is used for analyzing the relationship between one dependent variable and 

one independent variable, while multiple linear regression is regarding the relationship between one 

dependent variable and several independent variables(Malhotra, 2010; Aaker et al., 2011). 

Consequently, this current study utilizes multiple linear regression.  

 

Since this study developed six hypotheses to test the linear association between the independent 

variables and dependent variables as aforementioned, in which it assumed there is positive or 

negative relationship existed as well. There are different methods to test the hypothesis(Black, 

2010). This research takes usage of the  P-value, Beta value and adjusted R square. P-value is used 

to test the hypothesis for the sake of obtaining statistic conclusion, it refers to the significance 

level(Saunders et al., 2009). Nolan and Heinzen(2008) state that a p-value should be lower than 

0.05 in order to consider a hypothesis can be accepted. The beta coefficient is frequently adopted in 

regression analysis for the sake of checking how much the dependent variable can be modified 

when the independent variable is changed by one unit (Nolan and Heinzen, 2008). The adjusted R 

square will show how much the dependent variable can be explained by the independent variable 
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(Nolan and Heinzen, 2008). This study has adopted 3 regression analysis in order to test the six 

hypotheses. The first regression is analyzed with 200 samples for the sake of testing hypotheses H1, 

H2 and H3. Since this study adopt UA as a moderator, the authors have runned the second and third 

regression regarding 100 Chinese samples and 100 French samples respectively in order to test H4, 

H5 and H6. Interaction terms are used in order to check the moderating effect. The analysis is 

carried out with the IBM SPSS Statistics software.The author first created separate nummerical 

variables, then mean-center variables are created, after interaction term is formed. . 

 

 

4.9 Quality Criteria 

Several researchers highlight the importance of having the quality criteria assessment when 

conducting a quantitative research, for the purpose of make a research more reliable and validity.  

(Ghuari and Grønhaug, 2005; Dancey and Riedy, 2007; Bryman & Bell 2015).  There are two 

considerable approaches when assessing the quality concerning the questions, they are known as 

validity and reliability assessment(Ghauri and Grønhaug, 2005; Bryman and Bell, 2015). Validity 

assesses if the questions really measure the items what they are intended to measure(Bryman and 

Bell, 2015). In the current study, the authors measure validity through face validity and construct 

validity. Reliability evaluates the stability of the measurement instrument(Bryman and Bell, 2015). 

 

4.9.1 Validity  

In the current study, the authors utilized face validity and construct validity in order to measure 

validity. Face validity refers to see if the measurement instrument (questions) actually is in line with 

the theoretical concept. For the face validity, the authors sent out the questions to two professional 

lecturers at the marketing department of Linnaeus University, who have a good knowledge of this 

field. Afterward, the authors made some adjustment with the questions after received the feedback 

from them. The adjusted questions got approved by them later. Construct validity checks if an 

operationalization measures the concept which should be measured, It can be established by a 

correlation analysis between the independent variable and dependent variables(Ghauri and 

Grønhaug, 2005). Dancey and Riedy(2007) state that the correlation values should be between 0.3 

and 0.9.  He further added that if the values are lower than 0.3, then the questions are not measuring 

the same thing. In contrast to this, if the values are higher than 0.9,  then it means they are 

measuring the same thing(Dancey and Riedy, 2007).  
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The authors developed all the hypotheses and questions from previous literature review as well as 

the theoretical framework in the present research. In this way, the validity of study will 

increase(Bryman and Bell, 2015).  

 

4.9.2  Reliability 

In accordance with Bryman and Bell(2015), reliability is regarding the consistency of the 

measurement instrument, the result should be close even under different condition. A reliability test 

needs to be conducted in order to examine the internal reliability(Bryman and Bell 2015; Hair et al., 

2010). Besides, Bryman and Bell(2015) state there are two main alternatives when comes to 

measure the reliability. The first one is stability, which  examine if the measure is stable under a 

different period of time. Other one is internal reliability, which will reflect if the respondents’ 

scores on one of the questions is same on other questions, and it presents the connection between 

questions and variables(Bryman and Bell, 2015). In this study, the authors adopted Cronbach’s 

alpha method. Hair et al., (2010) state that for the purpose of being acceptable, the value of the 

Cronbach’s alpha should higher than 0.6. But, Streiner, Norman and Cairney(2014) state that even 

though 0.5 is not strong, yet acceptable. 

 

 

5.0 Data Analysis  

First, the Cronbach’s α is checked in order to test the reliability. Then the authors checked the 

Socio-demographic profile of respondents and constructs mean . Following the Pearson correlation 

coefficientsis was analyzed for the sake of testing the vadility. This study conducted three multiple 

regression analyses in order to test the hypotheses. The first regression analysis was analyzed for 

H1/H2/H3 with 200 samples, it include both 100 Chinese samples and 100 French samples. The 

second and third regression table were conducted for H4/H5/H6 is regarding 100 Chinese samples 

and 100 French samples respectively. The authors put six control questions and independent 

variables first, then add interaction terms in order to test all hypothesis model. 

 

6.0 Result 
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This chapter presents the result from gathered data through the questionnaire. It starts with the 

descriptive statistics, in which include the socio-demographic profile of respondents in related to 6 

control variables and constructs mean, standard deviation and Internal consistency reliability. 

Followed by the results of validity and reliability test. And three multiple regression tables are 

presented at the last, the value such as Beta, adjusted R square and significance level are 

illustrated, which can measure the relationship between the independent variables towards the 

dependent variables. 

 

6.1 Descriptive statistics 

This questionnaire got total 240 respodent, anyhow the valid sample size is 200, it consists of 100 

Chinese and 100 French. 26 Chinese respondents and 14 French participants were excluded since 

they have not made transaction with their wireless handheld equipment during their travel, or some 

outliers.  

 

6.1.1 Socio-demographic profile of respondents 

 

 

Figure 4: Gender  

 

As Figure 4 presents, there is total 200 respondent participated in this survey.  where 65% of the 

participants are female(n=131),  other 35% are male(n=69). The respondent is coming from two 

countries, 100 respondents for each country, with 100 Chinese and 100 French. 
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Figure 5: Age 

 

 

In figure 5, the age distribution is illustrated. In this study, the age was classified to 5 age group 

respectively are 15-24, 25-34, 35-44, 45-54, 55 +. The statistics from this questionnaire show that  

Millennials(it divided to two group in this study:15-24, 25-34) are the main participant, in which 

totally gave a percentage of 76%. Following by age group between 35-44, which represent 17%. 

There are 14 participants are between 45-54, and only 1 person is older than 55. 

 

 

Figure 6: Education level  

 

Figure 6 reveals the education level of those participants. It shows 43% are the undergraduate 

student, 23% are graduated student, and 68 of the respondent belong to others, which represent 34% 

of the whole samples. 
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Figure 7: Mobile commerce experience( in years) 

 

Regarding the number of MC experience in years, as figure 7 shows,  86 participants are between 1-

3 years, which give a percentage of 43%. 60 of the respondent are between 4-6 years with a 

percentage of 30%. However, 54 participants are more than 7 years of experience, which give a 

percentage of 27%. 

 

 

 

 

Figure 8: Handheld wireless equipment type 

 

The different wireless handheld equipment type of those participants was present as  Figure 8, it 

shows that most of the respondents are using a smart phone with a percentage of 97%, only 6 

respondents are using a cell phone or PDA phone.  
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Figure 9: Numbers of visited countries 

 

The last figure is illustrating the number of visited countries by those participants. There are 21% of 

participants visited 0 countries, 31% of participants visited 1-3 countries, 22% visited 4-6 countries 

and 26% of the participants visited more than 7 countries. 

 

6.1.2 Constructs mean, standard deviation and Internal consistency reliability 

 

 

Constructs(Items) Mean Standard 

deviation 

Cronbach’s 

α 

No. of Items 

Design 5,63 0,863   

  

 0.552  

  

  

  

 3 

Design1 5,06 1,329 

Design2 6,46 1,873 

Design3 5,37 1,308 

Privacy 6,27 0,989   

  

 0.704 

  

  

 3 

  

  

Privacy1 6,72 1,681 

Privacy2 6,30 1,147 

Privacy3 5,78 1,703 

Reputation 6,11 0,756   

  

  

 0.509 

  

  

 3 

  

Reputation1 6,39 1,960 

Reputation2 6,10 1,134 
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Reputation3 5,85 1,092 

Uncertainty avoidance 6,11 1,033   

  

 0,637 

  

  

  

 3 

  

Uncertainty avoidance1 6,03 1,196 

Uncertainty avoidance 2 5,13 1,561 

Uncertainty avoidance 3 6,10 1,290 

Mobile commerce adoption  5,96  1,233   

  

 0,856 

  

  

  

 3 

  

MC adoption 1 6,20 1,283 

MC adoption 2 5,68 1,490 

MC adoption 3 6,01 1,421 

Table 2: Constructs mean, standard deviation and Internal consistency reliability 

 

In this study, the authors applied Cronbach’s alpha method to test the reliability of the survey 

questions. As the table 2 presented, design(0.552), privacy(0.704), reputation(0.509), UA(0.637) 

and MC adoption( 0.856). Even though the value for design and reputation are lower than 0,6, but 

Streiner, Norman and Cairney (2014) stated that the value of the Cronbach’s alpha should be higher 

than 0.6, but, even though 0.5 is not strong, yet acceptable. Therefore all those values are 

sufficiently valuable, it means those questions are measuring the same things. 

 

6.2 Validity 
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Table 3: Pearson correlation coefficients 

 

 Variables 1 2 3 4 5 

1. UA -       

2. Design 0,102 -    

3. Privacy  0,396** 0,394** 

 
-   

4. Reputation 0,445** 0,198* 

 

0,479** 

 
-  

5. MC 

adoption 

0,059 0,415** 

 

0,454** 

 

0,341* 

 

 

- 

Notes: n = 200; *p < 0.05; * *p < 0.01 (two-tailed) 

 

Dancey and Riedy (2007) state that the correlation values should be between 0.3 and 0.9 for the 

purpose of being acceptable. If the values are lower than 0.3, then the questions are not measuring 

the same thing. In contrast to this, if the values are higher than 0.9,  then it means they are 

measuring the same thing(Dancey and Riedy, 2007). As we can see from Table 3, some of those 

correlations value are not acceptable. The correlation between design and UA is 0,102, the 

correlation between reputation and design is 0.198 and the correlation between UA and MC is 

0,059. However, the p-value for the correlation between reputation and design is under 0.05, which 

mean it is still statistically significant.  

 

6.3 Multiple regression 

6.3.1 Multiple regression- the whole 200 samples 

 

200 samples Model 1 Model 2 Model 3 Model 4 

  

Model 5 

  

Model 6 

  

Model 7 Model  8 

All 

Intercept[nd1] 6,459 

(1,030) 

2,959** 

(1,130) 

4,950** 

(1,232) 

 

5,211** 

(1,220) 

 

6,174** 

(0,961) 

 

6,368** 

(1,023) 

 

6,567** 

(1,029) 

6,276** 

(0,953) 
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Control 

variables 

        

Age 0,175 

(0,094) 

0,207* 

(0,085) 

 

0,093 

(0,093) 

 

0,188* 

(0,093) 

 

0,195* 

(0,086) 

 

0,073 

(0,095) 

 

0,174 

(0,095) 

 

0,160 

(0,091) 

Gender 0,150 

(0,184) 

0,128 

(0,168) 

 

0,232 

(0,177) 

 

0,178 

(0,183) 

 

0,107 

(0,169) 

 

0,186 

(0,177) 

 

0,157 

(0,184) 

 

0,154 

(0,166) 

 

Education level -0,148 

(0,100) 

 

-0,162 

(0,091) 

 

-0,145 

(0,096) 

 

-0,148 

(0,099) 

 

-0,161 

(0,091) 

 

-0,132 

(0,096) 

 

-0,146 

(0,099) 

 

-0,140 

(0,089) 

 

MC experience 0,520** 

(0,112) 

 

0,433** 

(0,104) 

 

0,4141** 

(0,116) 

 

0,510** 

(0,111) 

 

0,430** 

(0,105) 

 

0,411** 

(0,116) 

 

0,504** 

(0,112) 

 

0,377** 

(0,110) 

 

Equipment 

type 

0,230 

(0,323) 

 

0,339 

(0,295) 

 

0,312 

(0,312) 

 

0,209 

(0,321) 

 

0,220 

(0,319) 

 

0,133 

(0,334) 

 

0,035 

(0,353) 

 

0,097 

(0,319) 

 

No. of visited 

countries 

-0,211** 

(0,079) 

 

-0,032 

(0,080) 

 

0.307** 

(0,088) 

 

-0,198* 

(0,079) 

 

-0,029 

(0,080) 

 

-0,120 

(0,080) 

 

-0,195* 

(0,079) 

 

0,023 

(0,080) 

 

Independent 

variables 

        

Design 

(H1) 

  0,558** 

(0,097) 

 

      0,568** 

(0,098) 

 

Privacy 

(H2) 

  0,204* 

(0,093) 

 

    0,174* 

(0,107) 

Reputation 

(H3) 

   0,205* 

(0,109) 

 

   0,260* 

(0,121) 

 

Moderator 

variable 

        

UA effect on 

design and MC 

(H4) 

    -0,018 

(0,092) 
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UA effect on 

privacy and 

MC 

(H5) 

     -0,134 

(0,085) 

 

  

UA effect on 

reputation and 

MC 

(H6) 

      -0,041 

(0,099) 

 

         

R2 0,142** 

 

0,268** 

 

0,163** 

 

0.157** 

 

0,273** 

 

0,180** 

 

0,163** 

 

0,305** 

 

Adjusted R2 0,115 0,242 0,132 0,127 0,238 0,141 0,124 0,256 

Change in R2  0,268** 0,163** 0,157** 0,273** 0,180** 0,163** 0,305** 

Std. Error of 

the Estimates 

1,16081 1,07454 1,14961 1,15325 1,07699 1,14353 1,15516 1,06440 

F-value 5,312 10,062 5,325 5,119 7,916 4,636 4,120 6,266 

Degrees of 

freedom (df) 

Regression 

6 7 7 7 8 8 8 10 

Note: n = 200; *p<0.05; **p<0.01 

S.E (standard error) is presented within parenthesis for each variable 

Table 4 - Multiple regression- the whole 200 samples 

 

Multiple regression and correlation analysis were adopted in order to test the hypotheses. And 

before conducting the analysis, the author also checked the reliability. As we can see from Table 4, 

all the change is significant for Model 2 to Model 8 if we look the adjusted R square. Model 2, 

Model 3 and Model 4 shows that design, privacy and reputation have a significant impact on MC 

adoption, where the Beta value for design is 0.558, for privacy is 0.204 and reputation has a beta 

value of 0.205. The proportion of the correlation between the independent variable (design/privacy 

/reputation) and the dependent variable (MC adoption) which is presented by R Square. As Table 4 

shows that design represents 24.2% of MC adoption when it comes to measuring the variations of 

MC through variation in design. Privacy had an adjusted R square of 0.132, which meaning that 

privacy only represent 13.2% of variations in MC adoption. And reputation can represents 12.7% of 
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MC adoption with an adjusted R square of 0.127. In current study, UA was used as a moderator 

which moderating the relationship between independent variables(design/privacy/reputation) and 

dependent variable(MC adoption). After we added UA, as we can see in model 5, 6 and 7 in Table 

4, the value for  design, privacy and reputation all are decreased, The beta value for design with 

UA’s moderating effect is -0,018, for privacy is -0.134 and for reputation is -0.041. Furthermore, if 

we look the adjusted R square value, for design, it is 0,238, for privacy, it is 0,141, and for 

reputation, it is 0.124. 

 

6.3.2 Multiple regression- 100 Chinese samples 

 

100 Chinese Model 1   Model 2  Model 3  Model 4  Model 5  Model 6 

 

Model 7  Model 8 

All 

Intercepts 5,402** 

(0,807) 

5,066** 

(0,821) 

 

4,545** 

(1,271) 

6,256** 

(0,915) 

 

6,488** 

(0,069) 

 

6,441** 

(0,091) 

 

6,586** 

(0,071) 

 

5,098** 

(0,796) 

Control 

variables 

                

Gender -0,007 

(0,137) 

 

-0,007 

(0,135) 

 

0,023* 

(0,142) 

0,018 

(0,142) 

 

0,022 

(0,136) 

 

0,017 

(0,136) 

 

0,020 

(0,142) 

 

0,063 

(0,139) 

Age 0,207* 

(0,097) 

 

0,232* 

(0,095) 

 

0,285* 

(0,139) 

 

0,044 

(0,094) 

 

0,233* 

(0,095) 

 

0,200* 

(0,096) 

 

0,202* 

(0,098) 

 

0,220* 

(0,095) 

Education 

level 

-0,089 

(0,069) 

 

-0,124 

(0,069) 

 

0,282 

(0,144) 

 

0,069 

(0,095) 

-0,133 

(0,070) 

 

-0,054 

(0,074) 

 

-0,081 

(0,073) 

 

-0,080 

(0,075) 

 

Mobile 

experience 

0,117 

(0,087) 

 

0,116 

(0,086) 

 

0,303 

(0,140) 

 

0,056 

(0,095) 

 

0,117 

(0,086) 

 

0,114 

(0,086) 

0,107 

(0,088) 

0,108 

(0,085) 

 

Equipment 

type 

0,451 

(0,650) 

 

0,435 

(0,639) 

 

0,359 

(0,640) 

 

0,405 

(0,656) 

 

0,448 

(0,638) 

 

0,365 

(0,642) 

 

0,428 

(0,657) 

 

0,372 

(0,635) 

No. of visited 

countries 

0,057 

(0,066) 

0,098 

(0,066) 

0,299* 

(0,141) 

0,056 

(0,066) 

 

0,114 

(0,067) 

 

0,034 

(0,066) 

 

0,059 

(0,066) 

0,093 

(0,068) 
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Independent 

variables 

                

Design 

(H1) 

  0,231* 

(0,088) 

          0,255* 

(0,088) 

Privacy 

(H2) 

    0,252* 

(0,146) 

 

        0,244* 

(0,145) 

Reputation 

(H3) 

      0,041 

(0,099) 

 

      0,044* 

(0,102) 

Moderator 

variable 

                

UA impact on 

design and 

MC 

(H4) 

       0,170 

(0,108) 

 

      

UA impact on 

privacy and 

MC 

(H5) 

         0,236 

(0,151) 

    

UA impact on 

reputation 

and MC 

(H6) 

           -0,111 

(0,103) 

 

  

R2 0,082* 0,143* 

 

0,107 

 

0,080 

 

0,174 

 

0,125 

 

0,092 

 

0,204 

Adjusted R2 0,023 0,078 0,039 0,010 0,091 0,038 0,001 0,084 

Change in R
2

 
 0,143 0,107 0,080 0,174 0,125 0,092 0,204 

Std. Error of 

Estimates 

0,6374 0,61928 0,63213 0,64169 0,61464 0,63253 0,64449 0,61705 

F-value 1,388 2, 189 1,572   1,137 2,255 1,431 1,010 1,700 

Degree of 

freedom(df) 

Regression 

6 7 7 7 8 8 8 10 

Note: n = 100; *p<0.05; **p<0.01 

S.E (standard error) is presented within parenthesis for each variable 

Table 5 - Multiple regression - 100 Chinese respondents 
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6.3.3 Multiple regression- 100 French samples 

 

100 French Model 1   Model 2  Model 3  Model 4  Model 5  Model 6  Model 7  Model 8 

All 

 

Intercepts 3,379** 

(0,905) 

 

2,277** 

(0,797) 

4,940** 

(0,709) 

3,2585** 

(1,040) 

 

5,538** 

(0,137) 

 

5,480** 

(0,152) 

 

5,393** 

(0,143) 

 

3,163** 

(1,019) 

Control 

variables 

                

Gender 0,330 

(0,291) 

0,571** 

(0,147) 

0,094 

(0,120) 

0,309 

(0,292) 

0,2540 

(0,276) 

0,261 

(0,296) 

0,262 

(0,299) 

 

0,191 

(0,285) 

Age -0,048 

(0,129) 

0,033 

(0,122) 

-0,062 

(0,131) 

-0,021 

(0,131) 

0,001 

(0,125) 

-0,108 

(0,135) 

0,042 

(0,218) 

0,059 

(0,138) 

Education 

level 

-0,027 

(0,176) 

0,016 

(0,165) 

 

-0,049 

(0,180) 

 

-0,027 

(0,176) 

-0,037 

(0,171) 

 

-0,123 

(0,185) 

 

-0,077 

(0,181) 

-0,29 

(0,179) 

Mobile 

experience 

0,345 

(0,236) 

0,364 

(0,219) 

0,329 

(0,245) 

0,370 

(0,236) 

0,377 

(0,223) 

0,350 

(0,246) 

0,363 

(0,238) 

0,539* 

(0,240) 

Equipment 0,529 

(0,379) 

0,563 

(0,353) 

0,076 

(0,119) 

 

0,513 

(0,379) 

0,463 

(0,416) 

0,306 

(0,456) 

 

0,372 

(0,485) 

0,361 

(0,448) 

No. of visited 

countries 

0,210 

(0,166) 

0,419* 

(0,158) 

 

0,230 

(0,168) 

0,232 

(0,167) 

 

0,441** 

(0,158) 

 

0,298 

(0,167) 

0,265 

(0,171) 

0,482** 

(0,161) 

Independent 

variables 

                

         

Design 

(H1) 

 

  0,677** 

(0,155) 

           0,679** 

(0,153) 

Privacy 

(H2) 

    0,091 

(0,129) 

        0,085 

(0,125) 

Reputation 

(H3) 

      0,181 

(0,181) 

       0,184 

(0,175) 
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Moderator 

variable 

                

UA impact on 

design and 

MC 

(H4) 

      -0,063 

(0,133) 

     

UA impact on 

privacy and 

MC 

(H5) 

        -0,070 

(0,153) 

    

UA impact on 

reputation 

and MC 

(H6) 

           -0,041 

(0,149) 

  

R2 0,072 

 

0,078** 

 

0,054 

 

0,060 

 

0,234* 

 

0,109 

 

0,077 

 

0,285* 

Adjusted R2 0,012 0,161 -0,007 -0,012 0,157 0,020 -0,016 0,177 

Change in R
2

 
 0,078 0,054* 0,060 0,234 0,109 0,077 0,285* 

Std. Error of 

Estimates 

1,38245 1,27384 1,39521 1,39886 1,27682 1,37666 1,40158 1,26127 

F-value 1,195 4,163 0,891 0,834 3,048 1,673 0,828 2,636 

Degree of 

freedom DF 

Regression 

6 7 7 7 8 8 8 10 

Note: n = 100; *p<0.05; **p<0.01 

S.E (standard error) is presented within parenthesis for each variable 

Table 6 - Multiple regression - 100 French respondents 

 

As in Table 5 and 6 present, Multiple-regression and correlation analysis were applied in order to 

test the hypotheses H4-H6. Table 5 represents a summarize the main information about Chinese 

respondents and table 6 for French respondents. 

  

For both Chinese and French sample, adjusted R square shows that the change is significant for 

Model 2 to Model 8.  Model 2, Model 3 and Model 4 indicate that design, privacy and reputation 

have a significant impact on MC adoption. For Chinese sample, the Beta value for design is 0.231, 

for privacy is 0.252 and reputation has a beta value of 0.041. For French samples,  the Beta value 
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for design is 0.677, for privacy is 0.091 and reputation has a beta value of 0.181. After we added 

UA, as we can see in model 5, 6 and 7, the value for design, privacy and reputation all are 

decreased. In Table 5,  the beta value for design with UA’s moderating effect is 0,170, for privacy is 

0.236 and for reputation is -0.111. In Table 6, the beta value for design with UA’s moderating effect 

is -0,063, for privacy is -0.070 and for reputation is -0.041. However, the significant value for 

model 4, 5, 6 is high than 0.05 for both countries. 

 

  

7.0 Discussion  

This chapter will provide a discussion regarding the results from analyzed data and its relation to 

the control variables and hypotheses. The extra finding regarding this paper is presented as well. 

  

7.1 Discussion of control variable 

This study adopted six control questions in the questionnaire, they are regarding gender, age, 

education level, number of MC experience, wireless handheld equipment type and the number of 

countries have been visited exclude their home country. For gender, even the size of female 

respondents are double than male, but the result indicates the different between female and male on 

MC adoption is insignificant, it is in line with previous studies(Li, et al., 2008). The result shows 

that there are not significant distinct on MC adoption between the different group for age, the 

number of MC experience, wireless handheld equipment type. Anyhow, this paper verified a 

statement which is revealed from a report that Millennials are expected to be more comfortable with 

digital technologies(Statista, 2017). In this study, Millennials are the main participant, in which 

totally gave a percentage of 76%. Additionally, this study displayed two interesting findings, the 

first one regarding the education level, the result shows education level has a negative impact on 

MC adoption, the finding is applied not only for analyzing 200 samples as a whole, but also for 

Chinese samples and French samples. The second one is related to the number of countries have 

been visited exclude their home country. When we only analyzed the impact of the number of 

visited countries on MC(model 1) in Table 4, the result shows a negative impact. But when we 

analyzed as a whole(model 8), the result becomes positive. The result is positive as well when we 

are analyzing Chinese samples and French samples respectively. 

 

7.2 Discussion of hypotheses 
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H1 Design has a  positive effect on consumer MC adoption. 

As we can see from  the descriptive statistics in table 2, the mean score regarding to all these 

questions of design are with the range of 5.06 to 6.46. It can be interpreted as consumer consider 

design as a determinant on MC adoption. The finding support the statement which made by many 

researchers that design plays a crucial role on consumer MC adoption (Benbasat and Wang, 2005; 

Lim et al., 2009; Li, 2013). 

 

If we look into the data from multiple regression analysis in Table 4 , H1 was accepted. As Table 4 

shows, the beta value for design is positive of 0.558 with a significance level under 0.01, and the 

adjusted R square value is 0.242. In addition, the mean for each question has a high score. 

Therefore the relationship between design and MC adoption can be considered as positive. Hence, 

H1 was accepted. 

 

H2 Privacy has a  positive effect on consumer MC adoption. 

Regarding hypothesis 2, as Table 4 presents, the mean score of questions related to privacy is the 

highest, with the range of 5.78 to 6.72. It indicated that consumer considers privacy as an important 

determinant on MC adoption. The finding is in line with several researches that privacy has an 

significant impact on consumer MC adoption(Malhotra et al, 2004; Eastlick et al, 2006; Van Dyke, 

Midha and Nemati, 2007; Son, Kim and Sung, 2008; Li, 2013).  

 

When running the multiple regression, H2 was accepted. As we can see from Table 4, the privacy 

has a positive beta value of 0.204 with a significance level under 0,05, and the adjusted R square 

value is 0.132. Simultaneously, the mean score for each question is very high. The result from this 

study shows that the effect of privacy on MC is positive.  Hence, H2 was accepted. 

 

H3 Reputation has a  positive effect on consumer MC adoption. 

As Table 4 shows, the mean score of questions related to reputation is comparatively high, with the 

range of 5.85 to 6.39. It can be seen as consumer consider reputation as a determinant on MC 

adoption. The finding is in conformity with Jøsang et al., (2007),  Kim et al., (2008) and Li,W. 2013 

that reputation is closely related to the construct of trust and it has an impact on consumer MC 

adoption.  
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After adopting the multiple regression analysis, H3 was accepted. Table 4 illustrate that reputation 

has a positive beta value of 0.205 with a significance level less than 0.05, and the adjusted R square 

value is 0.127. Additionally, the mean score for each question is higher than design, but lower than 

privacy. Therefore the relationship between reputation and MC adoption can be viewed as positive. 

Hence, H3 was accepted. 

 

H4 High-level uncertainty avoidance culture negatively moderates the relationship between design 

and MC adoption more than low-level uncertainty avoidance culture.  

 

H4 predicts there is a significant negative relationship between design and MC adoption across all 

two samples, and high-level uncertainty avoidance culture negatively moderates the relationship 

more than low-level uncertainty avoidance culture. Result do not support this relationship in both 

countries. For Chinese samples(B=0.231, P<0.5), for French(B=0.677, P<0.1). As we can see, the 

beta value decreased after the moderator is added. For Chinese samples, the Beta value for 

reputation with the moderating effect is 0.170, and -0.063 for French. Therefore it can be seen that 

UA has a negative moderating effect on the relationship between design and MC adoption. In the 

present study, China represents low-level UA culture, France represents high-level UA culture, the 

result indicates that the value decreased more for French than Chinese. It is in line with the 

hypothesis that high-level uncertainty avoidance culture negatively moderates the relationship 

between design and MC adoption more than low-level uncertainty avoidance culture. However 

when we look into the P-value, all the significant level are above 0.05, therefore H4 is rejected. 

  

H5 High-level uncertainty avoidance culture negatively moderates the relationship between privacy 

and MC adoption more than low-level uncertainty avoidance culture. 

 

H5 predicts there is a significant positive relationship between privacy and MC adoption across all 

two samples, and high-level uncertainty avoidance culture negatively moderates the relationship 

between privacy and MC adoption more than low-level uncertainty avoidance culture. Result do not 

support this relationship in both countries. For Chinese samples(B= 0.252, P<0.5), for French(B= 

0.091, P>0.5). As the result presents, after we added the moderator, the beta value is decreased. For 

Chinese samples, the Beta value for privacy with the moderating effect is 0,236, and -0.070 for 



 
 
 
 
 
 

   

53 
 

French. The result shows the value decreased more for French than Chinese. It is in line with the 

hypothesis that High-level uncertainty avoidance culture negatively moderates the relationship 

between privacy and MC adoption more than low-level uncertainty avoidance culture. However 

when we check the P-value, all the significant level are higher than 0.05, hence H5 is rejected.  

 

H6 High-level uncertainty avoidance culture negatively moderates the relationship between 

reputation and MC adoption more than low-level uncertainty avoidance culture.  

 

H6 predicts there is a significant positive relationship between reputation and MC adoption across 

all two samples, and high-level uncertainty avoidance culture negatively moderates the relationship 

between reputation and MC adoption more than low-level uncertainty avoidance culture. Result do 

not support this relationship in both countries. For Chinese samples(B= 0,041, P>0.5), for 

French(B= 181, P>0.5). As we can see, the beta value decreased in both country after moderator is 

added. For Chinese samples, the Beta value for reputation with the moderating effect is -0.111, and 

-0.041 for French. The result shows that the value decreased more for French than Chinese. It is in 

line with the hypothesis that High-level uncertainty avoidance culture negatively moderates the 

relationship between reputation and MC adoption more than low-level uncertainty avoidance 

culture. However, if we look the P-value, all the significant level are above 0.05, therefore H6 is 

rejected. 

 

The findings from H4/5/6 support the statement made by several researchers that UA has a negative 

impact on new technology adoption of consumers(Laukkanen, 2015; Sanakulov and Karjaluoto, 

2017). It is in line with the study conducted by Belkhamza & Wafa(2014) that high level UA 

culture impact consumer adopt new technology more than low level UA culture. 

 

Regarding hypotheses 4 to 6 concerning the moderating effect of UA on the three independent 

variables, when observing the P value for each country the level of significance is above 0,05. 

Saunders, Lewis and Thornhill (2009) affirm that the significance level which can be referred as p-

value should be less than 0,05 to accept a hypothesis. Hence Hypotheses 4-6 assessing that UA 

plays a moderator role between each independent variable (design, privacy and reputation) and the 

dependent variables MC adoption are not accepted.   

 



 
 
 
 
 
 

   

54 
 

7.3  Discussion of additional findings 

The finding from regression analysis is interesting if we analyze Chinese sample and French 

samples respectively, therefore we added it as the additional findings here. The discussion regarding 

the data from multiple regression analysis in Table 5(Chinese) and 6(French) will present as below. 

Table 5 is for Chinese samples and table 6 is for French samples. 

 

H1 predicts there is a significant positive relationship between design and MC adoption across all 

two samples. Result support this relationship in the Chinese samples (B= 0.177, P<0.5) and French 

(B=0.0578,  P<0.01). Therefore H1 is accepted in both countries. 

  

H2 predicts there is a significant positive relationship between privacy and MC adoption across all 

two samples. Result support this relationship in the Chinese samples (B=0.308, P<0.5), but not in 

the French((B=0.073,  P>0.5). Hence H2 is accepted in China, but not in France. 

  

H3 predicts there is a significant positive relationship between reputation and MC adoption across 

all two samples. Result do not support this relationship in both samples. For Chinese samples(B= 

0.065, P>0.5), for French((B=0.181, P>0.5). Therefore, H3 is rejected in both countries. 

 

Regarding the beta values, for H1 to H3, all the beta values are positive for China and France which 

means that the relationship between the independent variables (design, privacy and reputation) and 

the dependent variable MC adoption is positive.  

 

 

8.0 Conclusion 

MC is a new trend for future commerce development, the adoption of MC will be high and continue 

of growing in the world(Khalifa & Cheng, 2002). The current study conform to the urgent needed 

by conducting a study to investigate the effect of consumer trust on MC adoption, in order to 

provide information about how marketers can use MC as a commercial tool in a most effective way. 

Numerous previous studies have recognized trust as an important determinants of MC adoption, and 

UA affect the MC adoption of consumer. Based on the finding in this study, design, privacy and 

reputation has a positive impact on MC adoption. Design, privacy and reputation are selected as the 

main dimensions of trust in present study, which mean they are representing trust. As 
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aforementioned discussion for H1/H2/H3,  the result is in line with previous studies, that trust has a 

significant impact on MC adoption(Siau and Shen, 2003; Cyr et al., 2008; Jayasingh and Ez, 2012; 

Li,  2013; Shareef et al., 2016). Thus, those three hypothesis are fulfilled the purpose of current 

study.  

 

When we looking into the moderating effect of UA on the relationship between three independent 

variables(design, privacy and reputation), the result shows that all the beta values are decreased, this 

meaning UA has a negative moderating effect on those relationships. It can be seen that UA has a 

negative impact on the relationship between trust and MC adoption. Even though H4/5/6 is get 

rejected because all the significant level is higher than 0.05. While if we compare UA’s moderating 

effect on the relationship between design/ privacy/ reputation and MC adoption in related to 

high/low level UA culture, the results indicate high-level uncertainty avoidance culture negatively 

moderates the relationship between design/ privacy/ reputation and MC adoption more than low-

level uncertainty avoidance culture. The findings support previous studies in related to 

UA(Laukkanen, 2015; Sanakulov and Karjaluoto, 2017). 

 

 

9.0 Theoretical and Managerial Implications 

 

9.1 Theoretical Implications 

The purpose of this study was to explain the impact of trust on MC adoption. The authors 

apprehend trust as a multidimensional construct including, design, privacy and reputation. Prior 

studies have demonstrated the positive impact on design (Bansal and Gefen, 2015), privacy 

(Okazaki and Mendez, 2013) and reputation (McKnight et al., 2002) on MC adoption. The authors 

then proposed their own construct for MC trust. However, so far none had used design, privacy and 

reputation together as the dimension of trust to explain MC adoption. The current study focuses on 

the tourism industry because mobile devices are widely used in this industry (Gretzel, Yuan and 

Fesenmaier, 2000; Hannam, 2004; Li, 2013) hence knowing about the adoption of consumers is 

primordial. The authors decided to add an international context to the study by measuring the 

moderating impact of UA on design, privacy and reputation on MC adoption. Respondents from 

China, the country with low UA culture and France, the country with high UA culture were 

collected. The results however demonstrate for our sample than UA is not significant. This study 
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strengthens the literature about trust in MC context (Siau and Shen, 2003; Li, 2013; Shareef et al., 

2016), it more especially goes further Li, W. (2013) research by adapting her conceptual model and 

tested in quantitative research through a cross-cultural context.  

 

This research is one of the few examining the impact of trust on MC adoption, especially, this 

study utilized UA as a moderator to moderate the relationship between trust and MC adoption. 

And to the knowledge of the authors, it is the first time to use design, privacy and reputation as 

the main determinants of trust in MC adoption in the tourism context.  This paper advanced the 

understanding of MC, it provides a deeper insight of MC adoption to the researchers and marketers 

in related to this area. It contributes to support previous theory that trust plays a crucial role in MC 

adoption(Siau et al., 2003; Li & Yeh, 2010), it further added that design, privacy and reputation are 

important determinants of trust on MC adoption for consumer(Li and Yeh, 2010; Nilashi et al., 

2015; Kim and Sung, 2008; Gaur et al., 2012). This study in line with many studies that UA has an 

impact on MC adoption and the moderating effect of UA in a different cultural background is 

dissimilar. However, the moderating effect of UA on the relationship between 

design/privacy/reputation and MC adoption is not significant in the current study.  

 

9.2 Managerial Implications 

 

Contributions for managerial implications result from this research study. Companies evolving in 

the tourism industry may take in account the results of this study to either improve their services in 

the area of MC or when projecting to extend their services with offering the alternatives of MC. 

Moreover, other industries can consider the result regarding trust and MC adoption in current study 

as well, since trust has been stressed as an important determinant on MC adoption in many studies 

with different industries(Cyr et al., 2008; Jayasingh and Ez, 2012; Li, 2013; Shareef et al., 2016). 

The companies should pay attention to build consumer trust in order to increase the adoption rate of 

MC. Companies can build up consumer trust in many ways: first, companies can provide better 

design to customers, for instance, enhance the information quality and customization capacity; 

Second,  privacy is one of the main focus of consumers when they adopt a new technology, 

therefore, the companies should make effort into privacy concern and privacy assurance. Third, 

reputation is highlighted by the respondents in this study as well, hence it is very important for the 

company to create a good and positive brand image.  
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This paper conducted in two culturally different countries, China and France, for the sake of 

examining the moderating effect of UA on MC. This study indicates consumer from different 

cultural background have different focus in related to MC adoption. Understanding these 

differences will help the companies to better understand how a company can use MC as an effective 

commercial tool. This paper may suggest that the companies should base on the targeted market 

culture to design specific approaches and tailor particular marketing strategies. Those cultural 

aspects can use not only in these two countries, but also in other countries with similar cultural 

traits. The findings may help companies and international traders in both countries, or in other 

countries with a similar cultural background.  

  

 

10.0 Limitations and future suggestions 

 

This study depicts that m-commerce is a new and innovative business opportunity for companies,  it 

represents new business model for companies to reach and satisfy customers. MC can be seen as 

constantly taking over e-commerce and e-commerce activities(Varshney and Vetter, 2002; Stoica et 

al.,2005; Alvi et al., 2016). However, in last decade years, there only existed extensive research 

papers regarding e-commerce, but it seems still lack researches in related to MC adoption(Lee and 

Benbasat, 2003; Y et al., 2014; Wang & Lin, 2017). Therefore the authors suggest that future 

research may consider conducting more studies in related to MC, for the sake of contributing more 

theory view and empirical knowledge of MC, and further providing a deeper insight on MC area to 

marketers and researchers.  

 

Second, this research only analyzed in the tourism industry. Although the tourism industry takes 

high usage of MC, many other industries may take advantage from MC as well,  which the result in 

the tourism industry can not match. Therefore it is needed to conduct more researches regarding 

different industries in the future. Future research may consider studying other industries such as 

mobile shopping and mobile booking service, where consumers are often shopping and booking 

service with mobile. 
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At last, this paper only takes consider of UA when comes to investigate the culture impact. Future 

research may study other cultural dimensions, for the purpose of exploring more deeper 

understanding on how consumer adopt MC, since the impact of other dimensions on MC adoption 

may are not the same. Or future research can continue examiner the impact of UA on new 

technology adoption, but conducting it with more other countries.  
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