
 

 

 

 

Communication – Bachelor Thesis 

”It’s the future!”  
- A qualitative study exploring Generation Y’s 
attitude towards m-commerce 
 

Authors: Helena Bergström 
               Lisa Roback 
               Kajsa Steinbernreiter 
 
Tutor: Dan Halvarsson 
Examinator: Åsa Devine 
Semester: Spring -15 
Topic: Communication 
Level: Bachelor Degree 
Course code: 2FE16E 



  
 

i 
 

Abstract 
 
Course/level: 2FE16E, Bachelor thesis 
 
Authors:  Helena Bergström, Lisa Roback & Kajsa Steinbernreiter  
 
Tutor:   Dan Halvarsson 
 
Examinator: Åsa Devine 
 
Title:  ”It’s the future!”  
 
Keywords:  Mobile commerce, m-commerce, mobile shopping, attitude, 

Generation Y.  
 
Background: Mobile commerce (m-commerce) is a result of the 

phenomenal growth in Internet usage combined with the 
increasing number of mobile phone users. Entering mobile 
websites or apps in purchase-, sale- or trade purposes by 
using a tablet or smart phone, is the definition of m-
commerce. To comprehend an individual’s attitude (affect, 
beliefs and cognition) is of importance in order to find out 
how the attitude towards an object will affect the consumer. 
Up until today, no consensus is drawn regarding the 
consumers attitude towards mobile shopping. Generation Y 
is seen as the most frequent users of mobile devices, even 
though previous research has not focused on exploring their 
attitude towards m-commerce. 

 
Research questions:  1. How are the components of attitude associated with the m-

commerce factors? 
2. What kind of function does each m-commerce factor 
fulfil? 

 
Purpose:  The purpose is to explore Generation Y’s attitude towards 

m-commerce. 
 
Methodology: A qualitative exploratory study with elements of a case study 

conducted through seven semi-structured interviews. 
 
Conclusion:  The study concludes that the Generation Y holds a positive 

attitude towards ubiquity, convenience and security, a 
negative attitude towards technology and localisation and a 
mixed attitude towards personalisation within m-commerce. 
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1 Introduction 
In the introduction chapter, the chosen area of research will be explained, where m-

commerce, attitudes and Generation Y will be defined. Factors that affect m-commerce 

will be selected and presented by the authors of this paper. Thereafter, a 

problematisation of attitudes towards m-commerce will be illustrated and finally, the 

purpose and the research questions of the study will be announced. 
 

1.1 Background 

Mobile commerce (m-commerce) is a result of the phenomenal growth in Internet usage 

combined with the increasing number of mobile phone users (Hsi-Peng & Su, 2009; 

Khalifa et al, 2012). Researchers (Chung & Holdsworth, 2012; Zhang et al, 2013; Chung, 

2014; Lim et al, 2015) have defined m-commerce as entering mobile websites or apps in 

purchase-, sale- or trade purposes by using a tablet or a smart phone. According to 

Hyman (2012), mobile websites adopt regular computer websites in a way, which suits 

small screens better. An app, or an application is, according to Zamfiroiu (2014), a tool 

consisting of coded knowledge, which is solely used by mobile devices. M-commerce is 

described as an extension of electronic commerce (e-commerce), which are transactions 

made through a computer (Barutçu, 2007; Bigné et al, 2007; Maity, 2010; Zhang et al, 

2013). When engaging in m-commerce, one does not have to use a computer and can 

instead shop anytime, anyplace and anywhere on a mobile device (Hsi-Peng & Su, 2009). 

Hence, m-commerce is wireless e-commerce (Swilley & Hofacker, 2006), and therefore, 

it is said that when engaging in m-commerce, consumers tend to reference to their past 

experiences in e-commerce (Hsi-Peng & Su, 2009; Maity, 2010). The ones growing up 

with e-commerce are Generation Y (Smith, 2012), which includes everyone born in the 

1980s and 1990s (Chung & Holdsworth, 2012; Chung, 2014; dictionary.reference, 2015). 

Smith (2012) and Chung (2014) have explained that both mobile devices and computers 

are seen as common, even essential, tools for Generation Y. Thus, Bigné et al (2007) 

discovered that if a person has got a positive attitude from using e-commerce, it is also 

likely that this attitude will reflect on m-commerce. San-Martín et al (2013) agreed and 

claimed that the attitudes of m-shopping depend on previous experiences in e-commerce. 
 

Attitude is defined as a continuous, general appraisal of people, marketing, objects or 

matters (Solomon et al, 2010). Hassanein and Head (2007) have described attitude as 

responding in a specific way to one or several objects, which, in turn, influences 
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behaviour. For example, an individual’s attitude towards an object impacts the intention 

to use that object. To comprehend an individual’s attitude is of importance, according to 

Solomon et al (2010), in order to discover how the attitude towards an object will affect 

the consumer. Sahney (2008) stated that to be able to figure out the consumers’ attitude 

towards m-commerce, one has to understand which components affect the attitude. 

According to researchers (Homer, 2006; Solomon et al, 2010), attitude consists of three 

components, which are affect, behaviour and cognition, also referred to as feelings, 

intentions and beliefs. Attitudes are also formed by what type of function they fulfil for 

the individual; a utilitarian function, a value expressive function, an ego-defensive 

function or a knowledge function (Solomon et al, 2010). The same researchers further 

underlined that consumers tend to create attitudes even towards products or services 

never used as well as they have various subconscious attitudes towards different objects, 

but are often unaware of what or where these attitudes derive from.  
 

1.2 Problem discussion 

A major challenge within the field of m-commerce has been discovered by several 

researchers (Hsi-Peng & Su, 2009; Khalifa et al, 2012; Cao et al, 2015), who have come 

to the conclusion that even though the mobile commerce is widely spread, few mobile 

users tend to shop via the mobile phone. Böhmer et al (2011) stated an example; from the 

point of opening an shopping app to closing it, the consumer spent around one minute, 

whereas other non-shopping apps were on average used for 4,5 minutes. In fact, research 

(Hsi-Peng & Su, 2009; Cao et al, 2015) have indicated that some users consciously avoid 

shopping services via mobile phones altogether. It is therefore underlined by Cao et al 

(2015), that there is a gap between the development of m-commerce and consumers’ 

usage of m-commerce.  
 

Bigné et al (2007) have stressed that there is a lack of literature, which analyses the 

factors most influential of m-commerce behaviour. Up until today, no consensus about 

which factors are the most influential of m-commerce seems to be found in the literature 

and following examples show the inconsistency. Barutçu (2007) talks about instant 

connectivity and personalisation. Hsi-Peng and Su (2009) mention the importance of 

technological aspects, such as the input button and limited bandwidth, where Chung and 

Holdsworth (2012) mention factors, such as ubiquity and personalisation, to play a role 

in m-commerce. Mobile convenience and trust are underlined by Min et al (2012) to be 
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determinant factors and Liang et al (2013) highlight time pressure and reachability. 

Zhang et al (2013) mention instant connectivity and mobile payments, where Chung 

(2014) discovers perceived risk and trustworthiness to be major factors when 

investigating m-commerce. Mishra (2014), on the other hand, means that reachability and 

security are the main factors and Ying and Rastrick (2014) mention mobile payments and 

localisation. Cao et al (2015) underline the technological aspect and perceived risk, 

while Groß (2015) states that everywhereness and convenience are the factors to consider 

when discussing mobile shopping. As one can see, different researchers (Barutçu, 2007; 

Hsi-Peng & Su, 2009; Chung & Holdsworth, 2012; Min et al, 2012; Liang et al, 2013; 

Zhang et al, 2013; Chung, 2014; Mishra, 2014; Ying & Rastrick, 2014; Cao et al, 2015; 

Groß, 2015) mention different keywords to be influential in the field of m-commerce, 

which makes the authors of this paper in need of categorizing all appearing keywords. 

Firstly, 11 articles were read through and keywords mentioned within m-commerce were 

highlighted. After writing all the concepts down, the authors decided to categorize them 

into different factors, which will be the base for this study. The two categorisation-tables 

are found in Appendix 1.  
 

Barutçu (2007) studied consumers’ attitude towards m-commerce and the conclusion 

drawn was that the consumers held a negative attitude and were seen to be rather ignorant 

of mobile shopping. Factors within m-commerce, such as technological ones, are 

believed to lead to dissatisfaction and negative attitudes among consumers, according to 

Min et al (2012). However, Barutçu (2007) argued that there are factors, which could 

improve the attitude towards m-commerce. For example, if the mobile phone users 

become aware of how useful the mobile phone is when shopping, m-commerce would 

presumably be increased. Bigné et al (2007) studied individual’s own reflections and 

attitude towards using m-commerce, and further on underlined that a positive attitude to 

use new technologies is also of importance when engaging in m-commerce. It is also 

argued by Bigné et al (2007) as well as Khalifa et al (2012), that a positive attitude 

towards m-commerce will lead to the usage of m-commerce. Mishra (2014) 

acknowledged that consumers’ positive attitude towards m-commerce will lead to higher 

intention to purchase and eventually engagement in m-commerce. Researchers (Persaud 

& Azhar, 2012; Zhang et al, 2013; Ström et al, 2014) have further concluded that age is 

an important driving force when engaging in m-commerce, and Smith (2012) has 

acknowledged that Generation Y is going online for shopping, among other things. To 
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the authors of this study’s knowledge, no research has specifically explored Generation 

Y’s attitude towards mobile shopping, even though previous research (Persaud & Azhar, 

2012) showed that the mobile phone is a seen as a fundamental tool in Generation Y’s 

daily life.  

 
1.3 Purpose 

The purpose is to explore Generation Y’s attitude towards m-commerce. 
 
1.4 Research questions 

1: How are the components of attitude associated with the m-commerce factors? 

2: What kind of function does each m-commerce factor fulfil? 
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2 Theoretical framework 
In the first section of the theoretical chapter, m-commerce will be explained and 

thereafter, the six factors within m-commerce will be defined. Further on, attitude and its 

components and functions will be determined and then, attitude in relation to m-

commerce will be tied together. Lastly, the theory of perceived risk will be described, 

since it is important when exploring attitudes in relation to m-commerce. In the end of the 

chapter, a summary is found.  

 
2.1 M-commerce 

Discussions about mobile commerce (m-commerce) have been found in literature since 

1999 (Swilley & Hofacker, 2006) and already in 2000, a study made by Varshney and 

Vetter suggested that the extension of e-commerce would be referred to as m-commerce 

when predicting the future of e-businesses. M-commerce has been predicted to emerge 

since it was identified in 1999 (Swilley & Hofacker, 2006), but the absence of a 

technological base and the initial non-negligible cost for the user when adopting m-

commerce were found to be obstacles, which was discovered by Wu and Wang (2005). 

The same researchers also discovered advantages within m-commerce, such as efficiency, 

convenience and price comparison. 
 

The discussion regarding m-commerce being an extension of e-commerce was opposed 

by Manochehri and AlHinai (2006), who meant that the two concepts were similar to 

each other, but differed in many ways; different bases, equipment and functions. The 

same authors also studied consumers’ attitude towards m-commerce and the conclusion 

drawn was that cost, technology and security were factors affecting the customers’ 

attitude. Barutçu (2007) continued to investigate the consumers’ attitude towards m-

commerce and found that non-users of e-commerce had a positive attitude towards m-

commerce and those who had previous experiences in e-commerce, had an overall mixed 

attitude. Customer-related barriers to cross when adopting m-commerce were studied by 

Weiwei and McQueen (2008), and the most commonly mentioned barriers were the 

absence of trust and security, but the research also underlined that mistrust can be 

eliminated through better knowledge of the field. 
 

It was argued by Khalifa et al (2012) that the growth of m-commerce was believed to be a 

result of the increasing number of consumers using smart phones or other mobile devices 
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capable of connecting to the Internet. In a recent study made by Groß (2015), it is argued 

that even though research indicates a steady growth in m-commerce in the near future, the 

development of this commerce up until today has been slow. Cao et al (2015) further 

explained that the predicted m-commerce sales only account for 7% of the total e-

commerce sales, which indicates that consumers mainly purchase through computers. 

Due to the consequences of slow adoption rate, studies (Mishra 2014; Ying & Rastrick 

2014; Cao et al, 2015) have mainly focused on research regarding m-commerce and 

consumers adoption patterns. Thus, Groß (2015) stressed that research in the field of m-

commerce has only commenced. 
 

2.2 Factors within m-commerce 

As mentioned earlier, six factors within m-commerce have been chosen to be further 

explored by the authors of this paper. All of the chosen articles and the keywords 

discovered in these articles are listed in a table, which can be found in Appendix 1. Each 

of the six factors are explained in-depth below; ubiquity, convenience, localisation, 

technology, personalisation and security. 
 

2.2.1 Ubiquity 

In relation to m-commerce, ubiquity can be described as using a mobile device 

everywhere and anytime, with minimum time and location barriers (Barutcu, 2007; Liang 

et al, 2013; Zhang et al, 2013). Groß (2015) underlined ubiquity in m-commerce as one 

of the major benefits in the mobile Internet technology. Ubiquity is an essential 

advantage, according to researchers (Chung & Holdsworth, 2012; Ying & Rastrick, 2014) 

because of the fact that m-commerce offers everywhereness. On the other hand, Zhang et 

al (2013) stressed that with ubiquity, personal information, such as the serial number of 

the mobile device and a person’s location, can be revealed. Liang et al (2013) meant that 

the core characteristic of m-commerce is time and space transformation, which is closely 

related to ubiquity. 
 

2.2.2 Convenience 

Convenience in m-commerce is explained by Min et al (2012) as providing the 

consumer with flexibility, accessibility and direct connectivity from a mobile device. 

The concept is therefore, concluded by researchers (Ying & Rastrick, 2014; Groß, 2015) 

to be a unique advantage in m-commerce. Convenience is one characteristic in m-
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commerce, which has been researched and understood to be a reason for adopting m-

commerce (Chung & Holdsworth, 2012; Min et al, 2012; Chung, 2014). Convenience is 

further defined by Min et al (2012) as the consumer’s own perception of time spent and 

effort made, which involves the mobile device usage. Liang et al (2013) meant that it is 

more efficient to use mobile services via a mobile device, where Min et al (2012) agreed 

and stated that the mobility of the mobile device yields convenience, which would 

increase if the consumer does not have to spend a lot of time and effort to receive more 

utility when using the mobile device. Groß (2015) underlined that convenience can be 

connected to facilitating condition and referred to ease of use, which means that the user 

must find the benefits of using m-commerce, otherwise he/she will not use m-

commerce. The user would choose the easiest way to conduct a specific service, Min et 

al (2012) argued, where the mobile device is seen as the most convenient tool. Chung 

and Holdsworth (2012) described that in order to adopt m-commerce, the user is 

affected by convenience, attitude and perceived risk towards m-commerce. 

 
2.2.3 Localisation 

Cao et al (2015) explained localisation as the ability to track the geographic position of 

the user, which opens up for opportunities for the user to receive offers and information 

focused to a specific location, where the user is situated at the moment. Zhang et al 

(2013) described localisation as positioning built into the mobile device technology, 

which offers location-based services or products to mobile device users. Groß (2015) 

underlined that the localisation factor is constantly involved in peoples’ everyday life. 

Researchers (Liang et al, 2012; Ying & Rastrick, 2014) have backed up the importance of 

localisation and refer to it as one of the major factors within m-commerce. 

 
2.2.4 Technology 

Technological factors within m-commerce are discussed by Hsi-Peng and Su (2009), but 

referred to as challenges, such as limited screen displays, input buttons, battery power 

and memory size in comparison to computers. Cao et al (2015) agreed and argued that 

technological features may be a potential cause for the low usage of m-commerce. Hsi-

Peng and Su (2009) stressed that when making a transaction, the technological factors 

negatively affected the consumer because he/she got afraid of pushing the wrong button, 

due to the small screen of the mobile device. Researchers (Mishra, 2014; Ying & 

Rastrick, 2014) explained technological factors for not adopting m-commerce as the slow 

speed of services and the mobile device’s limited screen size. Hsi-Peng and Su (2009) 
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stated that the mobile device quickly transferred into sleep mode, (the screen shut down), 

which made the time to look for information shorter compared to using a computer. 

 

2.2.5 Personalisation 

Chung and Holdsworth (2012) argued that personalisation is one of the main factors 

within m-commerce and is a reason for the fast growth. The definition of personalisation 

is, according to Groß (2015), to match the users’ choice or desire for a product or service. 

Researchers (Ying & Rastrick, 2014; Groß, 2015) mentioned personalisation as one of 

the advantages in m-commerce, which is backed up by Chung and Holdsworth (2012), 

who also underlined the importance of informing the user of the existence of personalised 

products and services. Barutçu (2007) stated that personalisation could not always be 

reached through the actual device, but through the use of the software. The software can 

enable a level of organizing and categorizing, which will help the consumer to fulfil the 

desired needs. It is further argued by Cao et al (2015), that marketers can receive 

information regarding the consumer’s preferences from the mobile usage, and hence, 

provide them with personalised and tailored products or services, which can make the 

consumer, feel unique and special. 
 
2.2.6 Security 

Characteristics in m-commerce, such as trust, privacy and security, have been researched 

and concluded to be a reason for adopting m-commerce and influencing users’ attitudes 

towards new technology (Chung & Holdsworth, 2012; Min et al, 2012; Chung, 2014). 

Trust is based on the expectation of a reliable word or promise from a second party, 

Chung (2014) argued, which is important for consumers due to the trust’s ability to 

overcome uncertain perceptions of an object or subject and helps building appropriate 

expectations and desired benefits for future reference. The same study further concluded 

that trust is the main reason for influencing peoples’ choices when it comes to sharing 

personal information. Therefore, it is seen that trust does influence the intention to use 

mobile commerce (Chung, 2014). Information privacy is described by Zhang et al (2013) 

as the individual’s identifiable personal information, and the individual’s right to control 

this information in terms of collection and use. In a study made by Kao (2009), it was 

concluded that m-commerce services providing well-designed security mechanisms 

reduce the risks of privacy violations or potential financial losses for the consumers. 

Zhang et al (2013) meant that information privacy has become an issue in m-commerce, 
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due to the commerce’s unique features, which are identity tracking (consumers are always 

identifiable, which reveal more personal related information), immature and fragile 

regulatory environment (where marketers take advantage of weak laws and regulations) 

and weaker security in smartphones (anyone with the right technology can receive data 

out in the open air). In 2009, Hsi-Peng and Su concluded that payments were one of the 

issues in m-commerce and mobile websites; the consumers wanted the payments to be 

secure and trustworthy. In 2014, Ruiz-Del-Olmo and Belmonte-Jiménez researched what 

university students wanted to see in a mobile application, and safe payments were one of 

their concerns, since the students did not want to feel insecure when paying with their 

mobile device. 
 

2.3 Attitude 

An attitude is described by Solomon et al (2010) as a continuous, general appraisal of 

people, objects, marketing or issues. Attitude is also defined by Mishra (2014), as the 

level of favourableness or unfavourableness of an individual’s appraisal of behaviour. 

Attitude concerns the beliefs about the possible consequences of behaving in a specific 

way, and also the evaluation of these consequences. Attitudes consist of three 

components, according to Solomon et al (2010); affect, behaviour and cognition, which 

will be described below. 
 

2.4 Attitude components 

Chih et al (2013) explained the attitude components as a process starting when 

consumers’ cognitive position of various information leads to influencing their feelings 

(affect) and in turn may correspond with behaviour. Homer (2006) defined cognition as 

the beliefs, thoughts and judgements of an individual regarding an attitude object. The 

affect component refers to the emotional responses and feelings towards an attitude 

object (Homer, 2006; Solomon et al, 2010). An individual’s intention to act in regards 

to an attitude object is explained by Solomon et al (2010) as behaviour, however the 

intention does not have to lead to an actual behaviour. Several studies (Homer, 2006; 

Sahney et al, 2008; Solomon et al, 2010; Khalifa et al, 2012; Noh et al, 2014) of attitude 

in relation to behaviour have been conducted over the years, and yet no consensus has 

been drawn, because the result of the studies shows different correlations. Solomon et al 

(2010) also described that behaviour cannot be predicted by attitudes, but attitudes can 
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affect the intention to act, which can lead to an actual behaviour. Mishra (2014) meant 

that attitude is the most important determinant when it comes to purchase intention. 

 

2.5 Attitude functions 

Katz (1960) described attitudes to exist as a reason to help reach an individuals’ certain 

goals and further explained the functions as being fundamental in order to understand 

the underlying reasons why an individual has the attitude he or she has. Solomon et al 

(2010) argued that attitudes can be formed out of four different functions called 

utilitarian function (based on the principle of punishment and reward), value expressive 

function (the consumer’s core values or self-concept), ego-defensive function (protects 

the individual from external threats and internal feelings) and knowledge function (when 

a person is confronted with a new product or finding in a difficult situation, a new kind 

of attitude arises). It is further acknowledged that attitudes develop due to the fact that 

they serve a function for an individual. Shavitt (1989) argued that in order to fully 

understand consumers’ behaviour patterns, it is of importance to gather knowledge 

regarding the attitude functions. Barutçu (2007) stressed that the attitude towards m-

commerce could be improved and hence increased if the mobile phone users become 

aware of the usefulness of engaging in m-commerce. 

 

2.5.1 Utilitarian function 

The utilitarian function is based on the principle of punishment and reward, Solomon et 

al (2010) explained. Voss et al (2003) argued that the utilitarian value of a product 

depends on the functions it derives to the consumer. This is in line with Solomon et al 

(2010), who explained that the attitudes individuals develop for a product or service are 

partly whether it provides pleasure or pain. If generalizing, consumers buy products and 

services for utilitarian value, Noh et al (2014) argued. However, the research further 

concluded that when young consumers, such as the Generation Y, conduct utilitary 

purchases through the web, their main focus is on fulfilling tasks and solving issues rather 

than enjoyment. Examples of utilitarian aspects when purchasing online are 

comfortability, affordability and practicality. 

 
2.5.2 Value expressive function 

According to Solomon et al (2010), the value expressive function represents the 

consumer’s core values or self-concept and takes form when a person places the main 
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focus on what the product or service express about themselves as an individual and not 

because of its perceived benefits. Wilcox et al (2009) further stated that attitudes that 

serve a self-expressive function contribute to helping people communicate their core 

beliefs and values to others. If consumers have a value-expressive attitude for a service or 

product, they feel motivation to consume the service or product as a way of expressing 

themselves. 

 
2.5.3 Ego-defensive function 

Katz (1960) explained the concept of ego-defensive function as when an individual 

protects her/himself from accepting the truths about her/himself or to the reality he/she is 

in. Solomon et al (2010) referred to attitudes that protect the individual from external 

threats and internal feelings as ego-defensive functions. The external and internal aspects 

are also mentioned by Belch and Belch (1987), who further stated that the ego-defensive 

function is seen as subconscious and keeps the individual’s ego protected. The function 

of ego-defensiveness prevents individuals to discover truths about themselves, according 

to Matulich (2015), which might to some extent be unacceptable or threatening. Lapinski 

and Boster (2001) underlined that the ego-defensive function has gained little attention 

during the past years, probably because it is such a complex and difficult concept to 

understand. 

 

2.5.4 Knowledge function 

Creating beliefs in order to satisfy needs are not enough, therefore knowledge have an 

important role when an individual seeks meaning to what would be recognized as an 

unstructured and chaotic universe, Katz (1960) explained. When a person is confronted 

with a new product or found in a difficult situation, a new kind of attitude arises. Thus, 

some attitudes are shaped as the result of an individual needing order, structure or 

meaning of something new and unknown (Solomon et al, 2010). A knowledge function 

help to organize an individual’s environment Belch and Belch (1987) argued, since 

individuals look for consistency, stability and predictability in their lives, in order to feel 

meaningful. Katz (1960) stated that the attitudes an individual already have obtained are 

sufficient information to make a clear opinion of what is considered important for that 

individual. Existing attitudes will not be affected unless there are reasons for the 

individual to question that attitude in relation to the perception of new environments and 

situations (Katz, 1960). 
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2.6 Attitudes towards m-commerce 

Investigating different types, drivers and impediments of mobile shoppers, San-Martín et 

al (2013) claimed that the attitudes of mobile shopping depend on previous experiences 

in e-commerce. Holmes et al (2013) explained that consumers have high value and 

positive emotions towards some of the factors within m-commerce, such as convenience 

and ubiquity. However, the exact utility of those factors does not come across clearly in 

the study. San-Martín et al (2015) claimed that young adults had a positive attitude 

towards m-commerce in general, due to the fact that many of them are highly educated 

and many universities are open to the usage of new technologies. 

 

According to Min et al (2012), previous studies have indicated that utilitarian factors are 

of importance for m-commerce, since it can influence consumers’ acceptance of m-

commerce. However, the study also concluded that consumers had a negative emotion 

towards the utilitarian factors of m-commerce, which was believed to be caused because 

of the issues the m-commerce environment faces, such as limitations in buttons, screen 

size and memory. These lacking utilitarian factors could lead to unhappiness and 

dissatisfaction. Holmes et al (2013) further argued that consumers also have negative 

emotions and beliefs towards privacy, such as finding m-commerce trustworthy, as well 

as the technology content, such as a clear understanding of the use of the device. Wu and 

Wang (2005) explored factors driving m-commerce and found barriers rather than 

drivers. Barriers within m-commerce were security, a risk free marketplace and privacy 

protection. The conclusion drawn from this was that m-commerce is more risky than e-

commerce and that shoppers therefore consciously avoid shopping via the mobile device 

(Wu & Wang, 2005; Hsi-Peng & Su, 2009; Cao et al, 2015). 

 
2.7 Percieved risk 

Consumers experience a certain risk when purchasing a product or service via a mobile 

device, according to Chung and Holdsworth (2012), since the consumers are not able to 

physically examine the product or service. Chiu et al (2014) simultaneously meant that all 

shopping involves some kind of risk, since the buyer cannot predict the consequences that 

can occur. However, risk is more obvious in online shopping than in traditional shopping 

(Lopez-Nicolas & Molina-Castillo, 2009), because of the distance between the buyer and 

the seller (Chiu et al, 2014). Rajamma et al (2009) stressed that perceived risk is one of 

the most discouraging factors when it comes to online shopping. The perceived risk 
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influences and determines the level of comfort when it comes to transactions and the 

intention to adopt and use m-commerce, while trust has the ability to decrease perceived 

risk of transactions or relationships (Chung & Holdsworth, 2012). Lopez-Nicolas and 

Molina-Castillo (2008) explained perceived risk as the amount that would be lost when 

experiencing unfavourable consequences of a specific act, together with the individual’s 

personal feeling of these consequences actually being unfavourable. Chiu et al (2014) 

stated that it is vital to understand how risk can influence the intention to purchase, since 

it is seen that perceived risk is a key determinant in both initial intention to purchase as 

well as repeatedly intention to purchase. Lopez-Nicolas and Molina Castillo (2008) 

further mentioned that perceived risk has seen to negatively influence consumers’ attitude 

or intention to purchase online, and therefore, an increase in the perceived risk among the 

consumers could reduce their intention to engage in m-commerce. 

 
2.8 Summary of the theoretical chapter  
 

Table 1. Summary of the theoretical framework 

Theoretical concept Summary 

M-commerce M-commerce is defined as entering mobile websites or apps in purchase-, 
sale- or trade purposes by using a tablet or smart phone (Chung, 2012). 
Using m-commerce, one does not have to use a computer (e-commerce) and 
can instead shop anytime, anyplace and anywhere on a mobile device (Hsi-
Peng & Su, 2009). 

Ubiquity Ubiquity is described as using a mobile device almost everywhere and 
anytime, with minimum time and location barriers (Barutcu, 2007). With 
ubiquity, personal information, such as the serial number of the mobile 
device and a person’s location, can be revealed (Zhang et al, 2013). 

Convenience Convenience is providing the consumer with flexibility, accessibility and 
direct connectivity from a mobile device (Min et al, 2012). The consumer’s 
own perception of time spent and effort made, which involves the mobile 
device usage (Min et al, 2012). 

Localisation Localisation is the ability to track the geographic position of the user, which 
opens up opportunities for the consumer to receive offers and information 
focused to a specific location, where the user is situated (Cao et al, 2015). 

Technology Technology within m-commerce is referred to as limited screen displays, 
input buttons, battery power and memory size in comparison to computers 
(Hsi-Peng & Su, 2009). 

Personalisation The definition of personalisation is to match the users’ choice or desire for 
a product or service (Groß, 2015). Regarding the consumer’s preferences 
from mobile usage, the consumers can be provided wtih personalised and 
tailored products or services, which can make the consumer feel unique and 
special (Cao et al, 2015). 

Security Trust, risk and privacy are a reasons for adopting m-commerce and 
influencing users’ attitudes towards new technology (Chung & Holdsworth, 
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2012). Trust is based on the expectation of a reliable word or promise from 
a second party (Chung, 2014). Consumers experience a certain risk when 
purchasing a product or service via a mobile device (Chung & Holdsworth, 
2012) Regarding security, the consumers want their payments to be secure 
and trustworthy (Hsi-Peng & Su, 2009). 

Attitudes Attittudes are defined as the level of favourableness or unfavourableness of 
an individual’s appraisal of behaviour (Mishra, 2014). An attitude is a 
continuous, general appraisal of people, objects, marketing or issue 
(Solomon et al, 2010). 

Attitude components Attitudes consist of three components; affect, behaviour and cognition 
(Solomon et al, 2010). The affect component refers to the emotional 
responses and feelings towards an attitude object (Homer, 2006). An 
individual’s intention to act in regards to an attitude object is as called 
behaviour (Homer, 2006). Cognition is defined as the beliefs, thoughts and 
judgements of an individual regarding an attitude object (Homer, 2006) 

Attitude functions Within attitude, there are four different functions. The utilitarian function, 
which is based on the principle of punishments and rewards. Value 
expressive function is the consumer’s core values or self-concept. Ego-
defensive function protects the individual from external threats and internal 
feelings.  Knowledge function is when a person is confronted with a new 
product or finding in a difficult situation, and a new kind of attitude arises 
(Solomon, 2010). 

Attitudes towards   
m-commerce 

The attitude towards m-commerce can be affected by previous exeperiences 
in e-commerce (San Martín et al, 2013). Barriers within m-commerce were 
found in previous research to be security, a risk free marketplace and 
privacy protection (Wu and Wang, 2005). Previous studies have indicated 
that utilitarian factors (attitude) are of importance for m-commerce, since it 
can influence consumers’ acceptance of m-commerce (Min et al, 2012) 

Perceived risk Consumers experience a certain risk when purchasing a product or service 
via a mobile device (Chung & Holdsworth, 2012) All shopping involves 
some kind of risk, since the buyer cannot predict the consequences that can 
occur (Chiu et al, 2014). However, risk is more obvious in online shopping 
than in traditional shopping (Lopez-Nicolas & Molina-Castillo, 2009), 
because of the distance between the buyer and the seller (Chiu et al, 2014). 
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3 Methodology chapter 
Below, the methodology of this study will be described. A qualitative method in form of 

semi-structured interviews are chosen, since the authors of this paper want as much 

detailed information and understanding of the respondents’ attitude towards m-

commerce as possible. In the end of the chapter, a summary of the chapter will be found. 

 
3.1 Research strategy: Quantitative vs. Qualitative research 

Quantitative and qualitative research methods are two different methodological 

paradigms (Flick et al, 2004), where quantitative research focuses on scientific method 

and qualitative research focuses on behavioural and social sciences, as it tries to 

understand human beings and their nature (Ingham-Broomsfield, 2015). A quantitative 

research wants to explain the social structures, whereas a qualitative research wants to 

describe the happenings in different social processes (Van Maanen, 1983). The word 

quantitative refers to amount, numbers or volume, while the word qualitative refers to 

properties or attributes (Watt Boolsen & Kärnekull, 2007). The most common view is that 

quantitative research is considered as deductive reasoning and qualitative research is seen 

as inductive reasoning (Hyde, 2000; Jacobsen, 2002; Bryman & Bell, 2011). This means 

that quantitative research is based on existing theory and tested through empirical 

framework (Bryman & Bell, 2011; Shepherd & Sutcliff, 2011), while qualitative research 

generates theories, which emerge out of gathered data (Watt Boolsen & Kärnekull, 2007; 

Bryman & Bell, 2011). Deductive and inductive reasoning are two general approaches, 

which form the relationship between theory and research (Bryman & Bell, 2011). These 

two approaches are used when searching for new knowledge (Hyde, 2000), where the 

deductive method tests previous research and the inductive method is researching 

something that has not been researched before (Hyde, 2000; Shepherd & Sutcliff, 2011). 

 

Despite from the discussion about deductive and inductive reasoning, there are some 

other contrasts between quantitative and qualitative research. For example, in quantitative 

research, the investigator is in charge, but has, in general, no physical contact with the 

respondents (Bryman & Bell, 2011). In qualitative research, the respondents decide how 

the research will take form, and the investigator is close, so that he/she can really 

understand the world through the respondent’s eyes (Taylor, 2005; Bryman & Bell, 

2011). In quantitative research, the focus is on numbers, measurements and reliable data, 

and in qualitative research, the focus is solely on words and to get rich, deep data (Hyde, 
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2000; Jacobsen, 2002; Taylor, 2005; Watt Boolsen & Kärnekull, 2007; Bryman & Bell, 

2011; Punch, 2013). Bryman and Bell (2011) further pointed out that quantitative 

research is considered structured, whereas qualitative research is seen as unstructured. 

Hyde (2000) together with Bryman and Bell (2011) argued that when the quantitative 

research wants to generalize the findings and overlook the details, the qualitative research 

seeks to explain the details and get a deep understanding of the respondents’ behaviour, 

values and beliefs, which later can be generalized. This is disagreed upon by Watt 

Boolsen and Kärnekull (2007), who mean that qualitative research is generalizing, while 

quantitative research is not. 

 

However, even though Bryman and Bell (2011) distinguished between quantitative and 

qualitative research, and meant that the research methods are each other’s contradictory, 

there are still some similarities. For example, both of the methods want to answer 

research questions and both of the methods collect a large body of data, that later need to 

be reduced. Flick et al (2004) and Bryman and Bell (2011) also argued that deductive 

reasoning does not have to be used solely when conducting quantitative research and 

inductive reasoning does not have to be used solely when conducting qualitative research. 

 
3.1.1 Choice of research strategy: Qualitative research 

When choosing an appropriate research method for a study, the researchers have to look 

at the purpose of the paper (Jacobsen, 2002; Taylor, 2005) and since the researchers of 

this paper are conducting an exploratory study, the recommended method is a qualitative 

method (Jacobsen, 2002). This type of method generates rich, deep, nuanced data, 

sensitive for unexpected conditions and focuses on just a few respondents. The data 

gathered is called qualitative data (Hyde, 2000; Jacobsen, 2002; Watt Boolsen & 

Kärnekull, 2007; Bryman & Bell, 2011). A qualitative research method is used when 

examining subjective human experience in order to explore and understand human beings 

and their complexity (Ingham-Broomsfield, 2015); the researchers want to understand 

how human beings interpret and comprehend a specific situation (Jacobsen, 2002). Hyde 

(2000) explained that a qualitative study wants to discover underlying concepts and the 

relationship or relationships between them. Jacobsen (2002) and Pekrun et al (2002) 

argued that researchers chose qualitative method when they do not know much about a 

specific situation, subject or question. Therefore, Jacobsen (2002) further meant that the 

qualitative method is seen as an “open” method, where the researcher has beforehand 

decided on just some factors to look at. Flick et al (2004) were in line with this, and 
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continued by saying that the qualitative research method is more open and therefore also 

more involved than different quantitative research methods. 

 

The purpose of qualitative methods is to get close to the respondents, to get as much 

personal information as possible (Jacobsen, 2002). Qualitative research entails a 

reconstruction of happenings by asking the respondents to try to think back at specific 

events and connect them to a current situation and the questions asked by the researcher. 

The emphasis has to be on how the respondent understands specific issues and events 

(Bryman & Bell, 2011). Using a qualitative method allows the researcher to study 

specific subjects of issues in depth. Therefore, this research method generates in a lot of 

detailed data gathered from just a few respondents (Hyde, 2000). Qualitative research 

methods are also seen as very flexible, since the problem and purpose of the paper tend to 

change along with the progression of the research (Jacobsen, 2002). 

 

A negative aspect of qualitative method is the fact that the method requires a lot of 

resources. Interviews, for example, are time consuming, and therefore, the researchers 

have to settle with just a few respondents (Jacobsen, 2002). The results gotten from 

qualitative methods are often difficult to generalize and since few respondents tend to be 

asked, the findings might not be applicable to the “bigger picture” (Hyde, 2000; Jacobsen, 

2002; Watt Boolsen & Kärnekull, 2007). Another aspect is pointed out by both Bryman 

and Bell (2011) and Watt Boolsen and Kärnekull (2007) and that is that qualitative 

research is seen to be far too subjective; the researcher interprets the data in a way that 

suits his/her research. This type of research method has also been criticized to be 

challenging to replicate, since it is difficult to understand what the researcher did during 

the research process. 

 

Researchers meant that inductive reasoning is seen to be connected to the qualitative 

research strategy (Hyde, 2000; Jacobsen, 2002; Bryman & Bell, 2011), which thus would 

indicate that this study is an inductive study. Since the authors of this paper are 

researching something that has not been researched before (hence the exploratory purpose 

(Jacobsen, 2002)), the study is seen as inductive (Hyde, 2000; Shepherd & Sutcliff, 

2011). On the other hand, the authors of this paper are also reviewing previous theory and 

then gathering data, which would indicate a deductive reasoning (Bryman & Bell, 2011). 
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Therefore, one could say that this particular study possesses both inductive and deductive 

characteristics. 
 

3.2 Research design 

Bryman and Bell (2011) explained research design as the framework for collecting and 

analysing data, and five different types are mentioned:  

1. Experimental design - an experiment is conducted in order for the researchers to 

see if the outcome of the data is changed. 

2. Cross-sectional design - the researchers collect data from more than one case at 

a single point in time, often used in quantitative research. 

3. Longitudinal design - where researchers map changes in business and 

management research. 

4. Case study - gives the researcher a detailed analysis and in-depth knowledge of 

one, current case. 

5. Comparative design - compares two or more contrasting cases, in order to 

understand social phenomena better. 

Though, Flick et al (2004) mentioned five other research designs: case study, 

comparative study, retrospective study, cross-sectional and longitudinal study. This can 

be compared to Watt Boolsen and Kärnekull (2007), who mention only four different 

research designs: questionnaires, case study, experiment and examining documents. 

Choosing a proper research design will obtain the authors with a structure to comply on 

(Bryman & Bell, 2011). 
 

3.2.1 Choice of research design 

A case study is described by Hyde (2000) as an in-depth study of a current, particular 

issue or subject and this type of research design is used under certain circumstances and 

for specific research problems. Flick et al (2004), Watt Boolsen and Kärnekull (2007) and 

Bryman and Bell (2011) underlined that a case study gives the researcher a detailed 

analysis of one, single case and that the purpose of a case study is to exactly describe this 

particular case. These criteria together with Thurimella (2014), who state that a case study 

provides the researchers with information about humans and a closer look at factors, such 

as enthusiasm, motivation and decision-making, made the researchers of this paper to 

choose to conduct a study with characteristics of a case study. Hyde (2000) and Bryman 

and Bell (2011) also meant that a case study is associated with qualitative research, where 
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Hyde (2000) together with Watt Boolsen and Kärnekull (2007) argued that qualitative 

questions, such as how and why, are trying to be answered with the help of a case study. 
 

Even though some of the criteria for a case study are in line with what type of study the 

researchers of this paper are conducting, some of the criteria are not. For example, 

Bryman and Bell (2011) explained a case study to investigate a location, a person, a 

single organization or a single event, which is not what this study is about. However, the 

researchers of this study cannot really identify this study with any of the other types of 

researches either, and therefore, one might say that this study is neither an actual case 

study nor any of the four other types of research. 

 
3.3 Data collection method: Interviews vs. Focus groups 

To gather data for a study, a research method must be implemented; a research method is 

a technique for collecting data (Bryman & Bell, 2011). Within the qualitative strategy, 

there are two research methods: interviews and focus groups (Flick et al, 2004; Bryman & 

Bell, 2011). Brennen (2013) have described that the two methods are focusing on 

gathering a large amount of relevant information, where the respondent/respondents 

express themselves in their own words, while a interviewer/moderator asks questions. 

Flick et al (2004) explained qualitative interviews as the main empirical base for 

qualitative studies, and also mention that they are widely used among researchers. The 

same authors further meant that qualitative interviews posses the possibility to enquire 

data openly about individuals’ meanings or motives for action. An interview is described 

by Jacobsen (2002) to be conducted with a respondent and an interviewer, who talk face 

to face or through the phone for about one or one and a half hour. This type of data 

gathering generates in words, sentences and stories the researcher later on will have to 

transcribe and analyse. During the interview, the interviewer writes everything down as 

well as records it (Whiting, 2008; Clifford et al, 2010). A focus group is, according to 

Brennen (2013), a group interview where a moderator asks questions to a recommended 

number of 8-12 participants. Due to the large number of participants, focus groups as a 

research method is used when discussions about a certain topic are wanted in order to 

understand how the individuals act and behave, both in a group but also on an individual 

level. 
 

For this particular study, the authors have chosen interviews as the research method, and 

thereby excluded focus groups. Interviews are believed by the authors of this paper to be 
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more appropriate, due to the fact that interviews are used to get deeper knowledge and a 

better understanding of the respondents’ attitudes, behaviour, beliefs and values (Bryman 

& Bell, 2011). Conducting interviews is also preferable when the researchers want to get 

an insight and understanding in key issues of the respondents’ everyday life (Brennen, 

2013). Collecting information by doing interviews is also a good way to receive 

knowledge about sensitive subjects such as society, politics, religion, culture and 

economy (Flick et al, 2004; Brennen, 2013). One negative aspect of interviews can be the 

fact that the respondent might get scared to answer really intimate questions, if the 

interviewer is known as a stranger (Jacobsen, 2002). However, Bryman and Bell (2011) 

meant that even though a strict face-to-face interview might scare the respondents, the 

answers tend to be a lot more honest and sincere. Though, the interviewer also has to be 

careful, so he/she does not impact the respondent or the respondent’s answers (Jacobsen, 

2002; Bryman & Bell, 2011). Therefore, it is also of importance not to create an 

environment where the respondent feels uncomfortable, since that may affect the outcome 

of the responses (Galletta, 2012). In focus groups, it is not uncommon that a respondent 

might feel intimidated to talk about sensitive subjects, as the ones mentioned above, 

Brennen (2013) argued. Bryman and Bell (2011) further meant that focus groups most 

often have a few leader respondents, who always want to express their feelings, and 

therefore, a certain point of view will always be uttered. This automatically results in 

some respondents being side-lined, and the sequence is that these respondents might not 

express their own, actual feelings. This goes in line with the chosen topic for this study, 

where ones attitude might differ compared to others’ and according to Brennen (2013), 

focus groups are not preferable because the researchers of this paper want to hear all of 

the respondents’ attitudes towards m-commerce.  
 

There are three types of qualitative interviews; structured, unstructured and semi-

structured (Flick et al, 2004; Bryman & Bell, 2011), where the authors of this paper have 

chosen to conduct semi-structured interviews. Structured and unstructured interviews are 

not used, since structured interviews are “closed” and entail answers only from pre-

decided questions, where the exact same questions are asked to all of the respondents 

during all of the interviews. In an unstructured interview, the researcher has a list of 

topics to be covered, but the questioning and the order of the questions will be different 

from interview to interview (Bryman & Bell, 2011). 
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3.3.1 Choice of data collection method 

A semi-structured interview is defined as having a rather structured and general base of 

questions, where the researcher has a clear focus on what he/she wants to research 

(Jacobsen, 2002; Bryman & Bell, 2011), even though the researcher still has the 

possibility to change the order of the questions to gather the right information (Flick et al, 

2004; Solomon et al 2010). Semi-structured interviews are also explained to follow a pre-

determined order, however, the interview still lets the interviewer approach the questions 

in a flexible manner. This method is appropriate when investigating complex behaviours, 

feelings or beliefs (Clifford et al, 2010), just as the authors of this paper are doing. When 

researching with the help of semi-structured interviews, the researcher has a clear idea of 

what topics should be covered and what questions should be asked, which are put 

together in an interview guide, Solomon et al (2010) explained. Semi-structured 

interviews can also be open-ended, where the respondent is able to freely talk about the 

questions, and not just answer them (Bryman & Bell, 2011). One might actually say that 

the respondents decide where the interview leads or what the answers will be (Jacobsen, 

2002). Even though open-ended interviews yield a lot of information about the specific 

individual, what he/she thinks about a certain topic, this type of interview is time 

consuming before, during as well as after the interview (Jacobsen, 2002; Marshall, 2013). 

Therefore, this type of research method is best suitable when few respondents are 

considered (Jacobsen, 2002), which is the case in this study. However, Whiting (2008) 

stressed that open-ended interviews give the interviewer descriptive stories and detailed 

answers about the respondent’s social and personal matters, which is perfect for this 

particular study. 

 
3.4 Operationalization 

Table 2. The operationalization of the theoretical framework 

Question: Theory: What information we receive: 

1. What are your general experiences with 
shopping online? 
* Do you shop via your smart phone or tablet? 
 

M-commerce If the respondent has previous 
experiences in e-commerce, 
they will likely be the same in 
m-commerce 

2. What are your thoughts of mobile shopping 
everywhere and anytime? 

Ubiquity What beliefs a person has 
regarding ubiquity 
 

3. Why do you like/dislike to shop through a 
smart phone or tablet everywhere and anytime? 
 

Ubiquity What emotions and feelings a 
person has towards ubiquity. 
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4. When and where (at which places and what 
time of the day) do you prefer to shop through a 
smart phone or tablet? 

Ubiquity Where and when the person 
intents to use m-commerce 

5. When and where is it not preferable to use 
mobile shopping? 
 

Ubiquity Where and when the person 
doesn’t intend to use m-
commerce 

6. Do you think mobile shopping provides you 
with convenience? Why/why not? 
* When/in which situations? 
 

Convenience Beliefs and intentions/behaviour 
of convenience in m-commerce 
 

7. Do you feel it is easy to use mobile shopping? 
Why/why not? 

Convenience Ease to use, feelings of 
convenience 
 

8. Do you feel that mobile shopping saves time 
and effort? How? 

Convenience Feelings of convenience 

9. Do you think mobile shopping is efficient? 
Why/why not? 
 

Convenience Beliefs of convenience  
 

10. What are your thoughts of 
offers/services/products based on your 
geographical position? 
* Do you like/dislike it? Why/why not? 
 

Localisation Feelings and beliefs of 
positioning offers, services and 
products 
 

11. Is it important for you that companies offer 
you products and services based on where you 
are? Why/why not? 

Localisation Beliefs of localisation 

 

12. How do offers/products/services you receive 
based on where you are, affect your intention to 
shop via a smart phone or tablet? 

Localisation Intention to act, behaviour of 
localisation 
 

13. What are your thoughts regarding the external 
physical features of the smart phone or tablet? 

Technology Beliefs of technology 
 

14. When you shop through a smart phone or 
tablet, what external physical technological 
features within the smart phone or tablet, are of 
importance to you? Why? 
* Do these affect your intention to shop? 

Technology Beliefs of technology, 
behaviour/intention to act 
towards technology 
 

15. Which technological features do you consider 
good and bad? Why? 

Technology Feelings of technology 
 

16. Do you feel unique and special when shopping 
through a smart phone or tablet? 
* Is it important for you to feel unique and special 
when shopping via a smart phone or tablet? 
Why/why not? 

Personalisation Feelings and beliefs of 
personalisation 
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17. Are personal designed products and services 
when mobile shopping of importance to you? 
Why/why not? 

Personalisation What opinions and beliefs they 
have regarding the 
personalisation aspect of m-
commerce 
 

18. How do you feel when receiving suggestions 
of products and services that you prefer from 
mobile shopping sites? 

Personalisation Feelings of personalisation, 
preferences, match of needs 
 

19. Do you believe that you receive relevant 
information related to you as a customer, when 
shopping through your smart phone or tablet? 
Why/why not? 

Personalisation Beliefs of personalisation 
 

20. Do personal designed products or services 
affect your intention to purchase via the smart 
phone or tablet? Why/why not? 

Personalisation Behaviour of personalisation 
 

21. Do you believe mobile shopping offers secure 
payments? Why/why not? 

Security Beliefs of security 

22. Do you believe there is a risk with mobile 
shopping? Why/why not? 

Security, 
perceived risk 

Beliefs of security and impact of 
perceived risk 

23. Do you feel that the risk affects the way you 
shop via a smart phone or tablet? Why/why not? 

Security, 
perceived risk 

Feelings of security and how 
perceived risk affects the 
intention to act 

24. Do you feel secure when purchasing through a 
smart phone and tablet? Why/why not? 

Security 
 

Feelings of security 

 

25. Do you believe that shopping through a smart 
phone or tablet is trustworthy? Why/why not? 

Security 
 

Beliefs of security 
 

26. Do you feel that you trust shopping through 
the smart phone or tablet? Why/why not? 

Security Feelings of security 
 

27. Do trust and safe payments affect your 
purchase intentions? Why/why not? 

Security Intention to act based on 
security 

 
3.5 Interview guide 

An interview guide refers to a list of questions intended to ask the respondent and 

depending on the structure of the interview, the questions will be adjusted to receive 

appropriate answers. A semi-structured interview will contain both specific questions and 

open-ended questions in order to receive more specific answers, as well as the 

opportunity to give further questions as the interview goes on. The guide allows a semi-

structured interview to give suggestions of topics and areas, which the interviewer would 

like more information about (Merriam, 2009; Bryman & Bell, 2011). There is no 

suggested outline of what questions should come in what order, Merriam (2009) argued, 
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it depends on the objective of the study, the time frame of the interview, the respondent 

and the sensitivity of the questions asked. One recommended way is to have few but 

broad open–ended questions, which will generate in more rich and deep data, since it 

gives the interviewer the opportunity to listen more closely to the respondent and rely on 

the interview guide. As an interviewer, Brennen (2013) underlined, one has to be open, 

flexible and creative. It is preferable to start the interview with broad and neutral 

questions Merriam (2009) continued, and end the interview with sensitive questions, such 

as age, income or sexual orientation. Brennen (2013) meant that the respondents have to 

trust the interviewer before asking questions considered sensitive matters, such as age, 

income, gender and sexuality. It is further underlined by the same author that every 

interview should end with asking if the respondent has anything to add to the interview, 

and in some cases, rich and deep data will be a result. In order to know whether the 

interview questions work or not and if they are put in a suitable order, it is suggested by 

Merriam (2009) to conduct a pilot interview. When conducting the pilot interviews for 

this study, the researchers tested all the questions on two respondents, one at the time, and 

thereafter adjusted some of the questions. A couple of questions were removed from the 

interview guide, and some were rewritten to better suit the semi-structured interview 

approach. The complete step-by-step interview guide can be found in Appedix 2.  

 
3.6 Ethical issues 

Before conducting the interviews, questions of research ethics need to be taken into 

consideration, Brennen (2013) underlined, such as the right to privacy (Flick et al, 2004; 

Brennen, 2013). The right to privacy is explained by Brennen (2013), who argues for 

being careful with the personal information the respondent reveals during the interview. 

An approval received from the respondent, where he or she agrees to be interviewed, is 

needed. The researcher must also receive the respondent’s acceptance to use his/her name 

in the study; otherwise, deciding a synonym together is recommended. Voluntarily 

participation is explained by Flick et al (2004), as the action where the respondent agrees 

on participation. Bryman and Bell (2011) stressed that the researcher must take 

responsibility in order to protect the respondent from being harmed or affected in a 

negative way after the interview, which is called the code of conduct. To inform the 

respondent about the purpose of the study in advance is suggested by Flick et al (2004) 

and Brennen (2013), so the interviewee knows what he or she is expected to talk about. If 

the interviewer will record the interview, the interviewee must approve to this, Brennen 
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(2013) explained. However, it is more difficult to provide the respondent with anonymity 

in qualitative research than in quantitative research, Flick et a (2004) argue, because when 

transcribing the interview, no details that could reveal the identity of the respondents 

should be found. But, on the other hand, no important details can be disclosed in the study 

either, because, in that case, the analysis becomes purposeless. Bryman and Bell (2011) 

suggested that in order to not harm the respondents’ anonymity, the researcher must 

delete the name, age and gender and instead name the interviewees Respondent 1, 2, 3 

etc.  

 
3.7 Sampling 

A sample is described by Bryman and Bell (2011) as a segment selected from an entire 

population, which will be investigated. The sample is normally decided before the data 

collection begins; otherwise it is completed during the data collection process (Flick et al, 

2004). Marshall et al (2013) meant that finding an adequate sample is fundamental to be 

able to create a trustworthy research. Bryman and Bell (2011) further explained that a 

qualitative sample is based on either a probability or non-probability approach, where a 

probability sample is a sample that has been randomly selected, so that everyone in the 

population has an equal chance of being chosen. A non-probability sample, on the other 

hand, is a sample that has not been randomly selected, which means that some people in 

the population have a bigger chance of being chosen. The authors of this paper have 

chosen a non-probability sample, since respondents with previous experience in m-

commerce is needed in order to answer the research questions and the purpose of this 

study. 

  

There are three different types of non-probability sampling, Bryman and Bell (2011) 

explained; convenience sample, the snowball sample and the quota sample. A 

convenience sample is a sample, which is easily available and accessible for the 

researcher. A sample like this saves times and resources for the researchers, according to 

Merriam (2009), but is difficult to generalize the findings and data gathered, because the 

researcher does not know what population it is coming from. A snowball sample is 

described by Bryman and Bell (2011) and Merriam (2009) as researchers contacting an 

initial group of people relevant for the study, and then uses this group in order to establish 

contact with a second group of people. Bryman and Bell (2011) stated that a problem 

with this type of sampling, though, is the fact that the chosen sample will not be 
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representative of the population, as well as there is no available sampling frame for the 

population. The last type of sample is the quota sample or as Merriam (2009) refered to as 

a typical sample, where the purpose of the sampling is to create a sample that reflects a 

certain population in terms of gender, age and ethnicity, for example. The authors of this 

paper have chosen a convenience sample combined with a quota sample, where friends, 

family and fellow students in the age span of 18-35, called the Generation Y (Chung, 

2014), will be selected. The only criteria the sampled respondents have to meet, is the fact 

that they must have previous experience in m-commerce. Below, the Generation Y will 

be further explained.  

 
3.7.1 Sampling frame 

A sampling frame is described by Bryman and Bell (2011) as a list of all units in a 

specific population, from where the sample to the study will be selected. However, this 

study can only be conducted on a sample representative of the population, due to the 

difficulty of listing and studying the entire population within Generation Y, because of 

too large quantities of people. However, the authors of this paper recognize that it is 

necessary to interview respondents with some kind of knowledge about m-commerce, 

since the purpose of the study is to gather information about what attitude Generation Y 

has towards m-commerce. Therefore, Generation Y is the non-probability sample, but one 

could say that the respondents, which make up the non-probability sample, are selected 

with a convenience sample combined with a quota sample.  

 
3.8 Method of data analysis 

The data gathered from the interviews will be a great amount of unstructured material, 

which is going to be analysed and according to Bryman and Bell (2011), there are no 

exact rules of how the analysing process should proceed. After the interview material is 

collected and transcribed, a method of data analysis needs to be completed, according to 

Fejes and Thornberg (2011), because the researchers have to arrange and systematically 

examine the content received. Merriam (2009) meant that data analysis is a process, 

where the researchers succeed of turning the data into content, which Fejes and Thonberg 

(2011) agreed on and further underlined that the challenge is to discover the meaning of 

the data. Schreier (2012) highlighted that in order to find out which data should be 

retained and which should be removed, the researchers have to bear the research 

question/s in mind, and thereby, all irrelevant data will be excluded. One benefit with data 
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analysis is, according to Fejes and Thornberg (2011), to find human insights, which might 

generate in seeing the world with new understanding. 

 

Meaning condensation is one type of data analysis and described by Kvale (2007) as 

meanings and long information obtained from an interview, which are expressed by the 

respondents, and then turned into shorter and concise statements, where the main content 

is highlighted and expressed differently in a few words. Kvale and Brinkmann (2014) 

encouraged the researchers to read through the interview to get an overall feeling, which 

then leads to an establishment of the so called “meaning units” within the statements of 

the respondents. This further leads the researchers to extract the most important parts of 

the interview. In order to obtain deep, rich and nuanced data, Kvale (2007) further stated 

that meaning condensation is a suitable method and explained that it is recommended to 

ask critical and interpretative questions in order to gain answers with a deep meaning. 

Fejes and Thornberg (2011) mentioned that in qualitative research, it is common that the 

researchers make categorisations or coding of the data, where the data is coded into 

categories. On the other hand, Kvale and Brinkman (2014) emphasized that not all 

researchers conduct coding, due to the fact that coding reduces the polyphonic content 

and thereby a risk of loosing the context of the data is created. The researchers further 

stated that with coding, everything seems to be interpreted in a similar way, which might 

betray the reality and its’ inexpressible nature. 

 

The authors of this paper will take inspiration from meaning condensation when 

analysing the empirical data, because it is a preferable way of narrowing down the 

collected data into shorter sentences. Due to the fact that factors within m-commerce are 

decided already in a pre-study, no further categorisation or coding will be made in the 

data analysis. Firstly, the authors will read through the collected data a few times to get a 

deeper understanding of the text. Secondly, the researchers will highlight important 

sentences and remove irrelevant data, bearing the research question/s in mind. Lastly, the 

researchers will use the data and analyse it with the theoretical framework in mind. In 

other words, the factors within m-commerce will first be analysed one by one and then all 

together, every time in relation to the components of attitude. 
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3.9 Quality criteria 

Bryman and Bell (2011) mentioned reliability and validity, where reliability refers to the 

issue of whether the results of a specific study are repeatable; if the collected data is 

stable or not, and validity refers to if the researchers are identifying or measuring what 

they say they are. However, these concepts are more connected to quantitative research 

than qualitative research, which made Bryman and Bell (2011) come up with two new 

criteria for qualitative research: trustworthiness (reliability) and authenticity (validity). 

Taylor (2005) meant that reliability and validity is decided by whether or not the research 

yields the intended and desired information. The same researcher pointed out that it is 

important that the respondents answer to the questions as they are understood by the 

interviewer, otherwise, the response it not valid. Flick et al (2004) agreed and explained 

that validity is based upon whether the respondents are talking truthfully or sincerely. 

Jacobsen (2002) also mentioned that reliability and validity actually belong to the 

quantitative research method, but that the concepts should be applied to qualitative 

research as well. Applying reliability and validity to the research basically means that the 

researcher looks critically at the gathered data.  
 

3.10 Source criticism 

One has to be critical to all kinds of printed information, whether it is books, articles or 

electronic media on the Internet, Thurén and Strachal (2012) stated. Online, a search 

engine is called a reference database where books, articles other printed media are 

gathered (Backman, 2008). Searching for information through the Internet is easy and 

accessible, Thurén and Strachal (2012) underlined, but one has to be careful of what type 

of references there are to be found. The fact that no authorities are available online leads 

to a lack of quality, where it becomes difficult to judge all the information, because all 

information on the Internet is equal and therefore, the sender of the information will be 

the judge. Jacobsen (2002) underlined that a researcher never can determine if the 

reference is correct or not, but comparing one reference to another reference is a 

recommendation to judge its validity. 
 

According to Thurén and Strachal (2012), there are four principles, which will help the 

researcher when looking for accurate information, whether it is online or in printed 

media. These four principles are:   
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(1) Authenticity: about the authenticity of the material and how to find possible false 

information, 

(2) Time: a source gets trustworthier the more up-to-date it is because one tends to forget 

over time, 

(3) Dependency: use independent sources stating the same, in order to decide if the 

information found is valid or not (Jacobsen, 2002; Thurén & Strachal, 2012) and 

(4) Tendency: if one is interested in a specific area of research, it is possible that one 

angles the information to this person’s advantage (Thurén & Strachal, 2012). 

 

The Linnaeus University (2014) has contributed with a guide, which can help the 

researcher to get indications if the article is scientific or not: 

• One indication is if the article has been peer reviewed; if the article has been 

reviewed by researchers (Bryman & Bell, 2011). 

• Look and see if the journal of the article is found in the web system Ulrichsweb, in 

order to find out if the journal contains other reviewed articles (Linnaeus 

University, 2015). 

• An indication can be if the article contains an abstract, keywords, an introduction, a 

study (literature review), a method chapter, a discussion, conclusion and references 

(Lecture by Anna Hillström 2014-12-03; Linnaeus University, 2015). 
 

The authors of this study have chosen to conduct source criticism on some of the chosen 

articles, which can be found in Appendix 3. 

 

3.11 Summary of the metodology chapter  
 

Table 3. Summary of the methodology chapter  
Choice of research 
method 

Summary 

Research strategy 
• Exploratory 

study 
• Qualitative 

research 
• Inductive 

approach with 
deductive 
characteristics 

Quantitative and qualitative research methods are two different 
methodological paradigms (Flick et al, 2004), where quantitative research 
focuses on scientific method and qualitative research focuses on behavioural 
and social sciences, as it tries to understand human beings and their nature 
(Ingham-Broomsfield, 2015). The most common view is that quantitative 
research is considered a deductive reasoning and qualitative research is seen 
as inductive reasoning (Hyde, 2000; Jacobsen, 2002; Bryman & Bell, 2011). 
Deductive and inductive reasoning are two general approaches, which form 
the relationship between theory and research (Bryman & Bell, 2011). 
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Research design 
• Characteristics 

of a case study 

Bryman and Bell (2011) explain research design as the framework for 
collecting and analyzing data, and five different types are mentioned: 
experimental design, cross-sectional design, longitudinal design, case study 
and comparative design. Even though some of the criteria for a case study 
goes in line with what type of study the researchers of this paper are 
conducting, some of the criteria are not. For example, Bryman and Bell 
(2011) explain a case study to investigate a location, a person, a single 
organization or a single event, which is not what this study is about. 
However, the researchers of this study cannot really identify this study with 
any of the other types of researches either, and therefore, one might say that 
this study is neither an actual case study nor any of the four other types of 
research. 

Data collection 
method 

• Interviews: 
semi-
structured 

To gather data for a study, a research method must be implemented; a 
research method is a technique for collecting data (Bryman & Bell, 2011). 
Within the qualitative strategy, there is two research methods: interviews 
and focus groups (Flick et al, 2004; Bryman & Bell, 2011). There are three 
types of qualitative interviews: structured, unstructured and semi-structured 
(Flick et al, 2004; Bryman & Bell, 2011), where the authors of this paper 
have chosen to conduct semi-structured interviews. A semi-structured 
interview is defined as having a rather structured and general base of 
questions, where the researcher has a clear focus on what he/she wants to 
research (Jacobsen, 2002; Bryman & Bell, 2011). 

Interview guide An interview guide refers to a list of questions intended to ask the 
respondent and depending on the structure of the interview, the questions 
will be adjusted to receive appropriate answers. The guide allows a semi-
structured interview to give suggestions of topics and areas, which the 
interviewer would like more information about (Merriam, 2009; Bryman & 
Bell, 2011). 

Ethical issues Before conducting the interviews, questions of research ethics need to be 
taken into consideration, Brennen (2013) underlined, such as the right to 
privacy (Flick et al, 2004; Brennen, 2013). 

Sampling 
• Non-

probability 
sample 

• Convenience 
sample 
combined with 
a quota sample 

A sample is described by Bryman and Bell (2011) as a segment selected 
from an entire population, which will be investigated. A qualitative sample 
is based on either a probability or non-probability approach, where a 
probability sample is a sample that has been randomly selected, so that 
everyone in the population has an equal chance of being chosen. A non-
probability sample, on the other hand, is a sample that has not been 
randomly selected, which means that some people in the population have a 
bigger chance of being chosen (Bryman & Bell, 2011). There are three 
different types of non-probability sampling, Bryman and Bell (2011) 
explain; convenience sample, the snowball sample and the quota sample. 

Sampling frame 
• Generation Y 

A sampling frame is described by Bryman and Bell (2011) as a list of all 
units in a specific population, from where the sample to the study will be 
selected. 

Method for data 
analysis 

• Inspiration 
from meaning 
condensation 

The data gathered from the interviews will be a great amount of 
unstructured material, which is going to be analysed and according to 
Bryman and Bell (2011), there are no exact rules of how the analyzing 
process should proceed. Merriam (2009) and Fejes and Thonberg (2011) 
mean that data analysis is a process, where the researchers succeed of 
turning the data into content. Meaning condensation is one type of data 
analysis and described by Kvale (2007) as meanings and long information 
obtained from an interview, which are expressed by the respondents and 
turned into shorter and concise statements, where the main content is 
highlighted and expressed differently in a few words. 
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Quality criteria Bryman and Bell (2011) mention reliability and validity in qualitative 
research, where reliability refers to the issue of whether the results of a 
specific study are repeatable; if the collected data is stable or not, and 
validity refers to if the researchers are identifying or measuring what they 
say they are. 

Source criticism One has to be crititcal to all kinds of printed information, whether it is 
books, articles or electronic media on the Internet, Thurén and Strachal 
(2012) state. There are four principles, which will help the researcher when 
looking for accurate information, whether it is online or in printed media: 
authencity, time, dependency and tendecy (Thurén and Strachal, 2012) 
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4 Empirical investigation  
In this chapter, the data received from the seven interviews will be summarized. The 

respondents 1-7 will hereafter be named by colours: Red, Blue, Pink, Black, Green, White 

and Yellow. In the end of the chapter, a summary of the empirical investigation is found. 

 
4.1 M-commerce: general experiences 

The first question that the respondents was asked, was about their general experiences 

with online shopping and Blue, White, Yellow directly stated that they had good 

experiences with online shopping, while Red and Green explained what items they liked 

to purchase, such as travel tickets. Green and Yellow thought that online shopping is 

convenient and Pink and Black described online shopping as providing them with 

flexibility and simplicity. Blue, Green and Yellow said that when shopping through a 

mobile device, they mainly shopped via their smartphone, while Pink only used the tablet 

for the same purposes. Red, Black and White said that they purchased through both the 

smart phone and the tablet. 

 
4.2 Ubiquity: you can shop through your mobile device anywhere and 

anytime 

The respondents were asked about their thoughts of mobile shopping everywhere and 

anytime, and Green and Blackbery described it as very convenient, where White stressed 

that one can always bring the phone and further explained that mobile shopping provided 

the respondent with easiness in stressed situations. Red said that mobile shopping is 

suitable, due to its flexibility and the fact that one can make an entire purchase while 

commuting by bus, for example. Blue thought ubiquity was good, since you can make a 

purchase at any moment and do not have to wait until getting to a physical store. Pink had 

good thoughts about the ewerywhereness and said that there are no consequences, but 

also stressed the fact that you can become a bit distracted from what you were intended to 

do. 

“I think it is great that the opportunity exists, at the same time it might 

lead to you shopping a lot of unnecessary products or services, which you 

might have avoided if you were in a physical store.” (Yellow) 

 
Black liked the idea of everywhereness, but stressed at the same time the possible risk of 

getting addicted to mobile shopping. 
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When the respondents got to answer when and where they preferred to shop online, Red 

said that it was most preferable to use the Ipad for shopping purposes at home, in the 

morning or in the evening. Blue preferred to shop in the evening, after work, which Pink 

also did and said that the place could be anywhere, but preferably at home. 
 

“I prefer to shop when I would have time to kill… Let’s say sitting in the 

couch, watching TV and the commercials are on.” (White) 

 
Black said that the preferable time and place for mobile shopping is in the bed, at night. 

Green, on the other hand, meant that the place of purchase could be everywhere, where it 

is convenient to use it, such as at work or on the road, as long as there is Internet 

connection. Yellow explained that the most suitable place to shop depended on what type 

of product or service that had to be bought, and explained that non-expensive items, such 

as bus tickets, were bought through the mobile phone during the day, but clothes and 

cosmetics were mainly bought during the evenings and preferably via the computer. 
 

Considered when it would be bad to use mobile shopping, Red said that it is not good to 

mobile shop while working or being at school, but other than that, no bad situations came 

up. Pink underlined that it is not good to use mobile shopping when it distracts from 

something else, like being in school or at work. 
 

“Bad? Never! Well there are situations where it’s not appropriate to use 

the tablet or smart phone, for example in a very big crowd. Since I would 

feel like it is not the right time to shop. Like at a concert, you wouldn’t 

want people to see you have a tablet, since you wouldn’t want them to 

steal it and maybe it’s not the most convenient time either.” (White) 

 
Black meant that a bad situation to mobile shop would be after drinking alcohol, because 

then you tend to shop more than you initially intended to do. Green could not come up 

with any bad situations, since m-commerce could be used everywhere and anytime. 
 

“The situations where I believe it is not a good idea to use the mobile 

phone or tablet for purchases is when it is about bigger and more 

expensive purchases that you have to be very accurate in.” (Yellow) 
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When the respondents were asked if everywhere and anytime affected the intention to 

purchase, Black said that it was likely that it would happen because the mobile is just 

there. White meant that if the purchase was planned, the everywhereness was not of 

affect, but when ”killing time” on the couch, it was more likely that impulsive purchases 

were made. 

 

“I’ve been at school and shopped through my phone a couple of times, 

and I wouldn’t have been able to do that if it wasn’t accessible 

everywhere.” (Pink) 

 

A need or desire is created because one brings the mobile phone everywhere, Green 

said, and further explained that you tend to look through the phone wherever you go. 

The respondent also mentioned that one does not have to have an initial need to buy 

something, but due to the fact that you can use the mobile phone all the time, you can 

find products that were not intended to be bought, and you end up buying them anyway. 
 

“I shop a little bit more than I usually do, because I don’t have to go to the 

store and I find what I am looking for. Shopping via my mobile phone 

make me discover many more products as well.” (Blue) 

 
Pink meant that everywhereness affected the intention to shop, due to its accessibility, 

where one buys spontaneous products, which would not have been purchased in a 

physical store. The same respondent also refers to a behaviour called ”window-

shopping”, where you just look at products via the mobile phone without purchasing. 
 

”I usually investigate instead and make the actual purchase in the store or 

through my computer. But it is seldom I make the purchase via my mobile 

phone, I use my mobile phone for ‘window shopping’.” (Red) 

 
4.3 Convenience: flexible, efficient and easy to use 

The respondents were asked about the convenience with mobile shopping, and Red said 

that it was inconvenient because many things could go wrong, for example pressing the 

wrong button, and further compared a mobile device to a computer, because of the good 

overview when using the computer. 
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”The thing is that a mobile phone is today not just a mobile phone, I keep 

and get everything I need from the phone. It is convenient since the phone 

is always with me. Therefore, I can shop all the time.” (Yellow) 

 

Blue stated the fact that shopping via the mobile phone is convenient, because you do not 

have to have a computer on your lap; you can shop in the car or on the couch, it is easy 

and the purchases are made really quickly. Black meant that the convenience aspect of 

mobile shopping is dangerous, because one can get addicted. However, the respondent 

also added that it saves time as well as you do not have to go to the actual store with your 

partner. Therefore, m-commerce was mentioned as efficient as well as the supply being 

larger online than in physical stores, so that you can find exactly what you want. 
 

“The comfortability, it is flexible since you always bring your phone. And 

compared to using a computer, it is much faster entering websites and 

applications, the speed is better on the mobile phone to navigate.” (Green) 

 
White also meant that there were only advantages with the convenience of mobile 

shopping, due to the fact that the format of the web pages were adapted to the size of the 

mobile screen. The respondent further mentioned that since one always brings the phone, 

it is easy to access and further relates to a personal computer as being annoying to carry 

around. M-commerce is very flexible, Yellow said, and explained that one does not have 

to enter a computer and turn it on, but it is not good if you have a problem with impulses. 

Yellow also highlighted a problem with convenience; that the websites are seldom 

suitable for the mobile devices, as well as they crash often, which makes m-commerce 

inflexible. 
 

Green meant that typical situations, when it is convenient to use mobile shopping, are 

anytime, because starting up the computer is time consuming and entering the mobile 

apps is quicker. Green said that if there is no mobile application made by the company, it 

is not convenient to shop via the mobile phone and starting the computer for the same 

reason is tediously. Red, on the other hand, explained that it is not convenient to use 

mobile shopping in stressed situations, for example when being in a rush and buying a 

ticket and accidentally typing in the wrong credit card number, which would not have 

happened when shopping online via a computer. 
 

”I can shop everywhere!” (Blue) 
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When asking if mobile shopping is easy to use, Green said that it is indeed easy to use, 

because the mobile applications are often user friendly, the navigation is easy and the 

speed is also good. Blue as well thought that mobile shopping is easy to use, and also 

underlined that it made the respondent feel good and safe. Red had mixed feelings 

regarding the ease of use, because if the mobile website fits the display, it is easy to use, 

but otherwise not. 
 

“I have a slight need for control, therefore I want to easily have a good 

overview of what I am doing, which I don’t get through my smart phone.” 

(Yellow) 

 

Yellow believed that mobile shopping is efficient, because when using it everywhere and 

anytime, one does not need to physically move to make the same purchase. Green said 

that mobile shopping saves time and effort, because the mobile phone is so quick and one 

can easily get access to notifications and emails. 
 

“Before, I always made my purchases trough my computer, but when I had 

bought this mobile phone, I always use it for shopping purposes, I never use 

my computer anymore.” (Blue) 

 

Red thought it was easy to shop via the mobile phone, and that it overall saved time and 

was seen as efficient, but underlined that it also depends on how well the app is 

developed. 
 

“It’s accessible right away, which is very good when you want to shop 

tickets or stuff like that, which might sell out really fast, then you save time.” 

(Pink) 

 
4.4 Localisation: important, but not for everyone 

When asking questions about localization, the respondents had different thoughts and 

gave different answers. Pink and White mentioned local offers based on their geographic 

position as intrusive and that it restricts on their personal space. 
 

“It restricts a little bit on your personal space; it’s about integrity. It’s a bit 

intrusive, I believe and it’s not anything I feel is relevant.” (Pink) 
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Contrariwise, Green and Yellow believed that these kinds of offers are “very important” 

and “great”, since you can get the offers independent on where you are or where you 

have your computer. However, Yellow meant that location based offers are nothing of 

value, since the respondent believes it would increase the shopping of unnecessary 

products or services. Red was neutral to these kinds of offers, and meant that these offers 

are no worse than getting other offers. Red also meant that they would probably be as 

irritating independent of where you are situated. 
 

“Local offers don’t necessarily create a purchase desire, but if you are, let’s 

say, in other places than home and can easily connect to the Internet, then 

you would most likely purchase more, I believe.” (Green) 

 

Black did not like location based offers at all, and meant that they were not of any impact 

when it comes to intention to shop, since the respondent rejects the offers right away. 

Blue further explained that offers that are not bound to a specific place and could be used 

everywhere would be better. Overall, the same respondent liked location based offers, but 

the idea of offers that work only in one place was not of appreciation and would therefore 

not affect the intention to purchase. White had mixed thoughts regarding the intention to 

shop based on the location; if the offer was “just irresistible”, the respondent would make 

a purchase, but otherwise not. Pink mentioned location based offers as irrelevant, and 

considered it as spam. The same respondent further stated that it is nicer to decide and 

choose for yourself what offers you want to get, which White also mentioned.  
 

“I don’t like the fact that companies chart where I am, that kind of freaks me 

out.” (Red) 
 

4.5 Technology 

When asking the respondents questions about the external technological characteristics 

they thought were important when shopping through a mobile phone or a tablet, the 

answers were quite similar. Red, Blue, Pink, Black, White and Yellow emphasized the 

size of the screen and mentioned that they prefer a large screen. Blue explained trying to 

shop with a smaller screen as difficult, since you cannot see all of the content of the 

mobile website. 
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“I rather make the purchase via my iPad because I get a better overview” 

(Red) 

 

Blue said that the display and its colours were important, so you easier can see what to 

do. White stated that the iPad was better when purchasing online; even though the tablet 

might be small, the screen can still be maximized. However, the respondent did not like 

the board inside of the edges, which only made the surface of the screen even smaller. 
 

“The screen size! This affects me one way or another, either it makes me 

shop or it doesn’t make me shop.” (Pink) 

 

Another characteristic mentioned by Red, Blue, White and Yellow was the battery time 

and battery power. Blue stressed that good battery power is vital, so that the battery will 

not get discharged after making a purchase, and further said that the computer was better 

to use when purchasing. White thought that the battery power is better on a tablet and a 

mobile phone, compared to a computer. 
 

“Yes the battery power affects me. I don’t visit H&M’s app if I only have 

10% battery time left.” (Red) 

 

Yellow meant that if the mobile phone has bad battery power, only 5% or so, the 

respondent would not feel prompted to start to place an order, especially not when it 

comes to more important products or services. Yellow further stated that the mobile 

device is difficult to charge, which was not appreciated. Pink, however, said that the 

battery time is not that important and stressed that either you have it or not. The 

respondent further thought that no shopping site would take up all of your battery. 
 

Another technological factor that affected the respondents was the Internet connection, 

which Red, Blue and Black mentioned. Red said that the purchase had to wait if the 

Internet connection is bad. Black, Green and White talked about the processors and the 

software, such as the mobile applications and programs, as being important, where White 

also said that the software of the phone is seen to be more important than the external 

technological features. 
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“If the Internet I slow, I won’t shop at all or I’ll do it later instead. Or at 

least I don’t shop as much as I could have done if the Internet was faster.” 

(Black) 

 

Pink was the only one who mentioned speakers and said that they are not important and 

Yellow was the only one who mentioned the input button of the phone as stupid and said 

that it is horrible, since it stops working. White mentioned the touch function to be 

appreciated, but that the touch on the mobile phone could be a bit difficult sometimes, 

since the buttons are small and you often press the wrong button. Yellow also mentioned 

new technology, such as a new mobile phone, to be a driving force to engage in m-

commerce, and the respondent was the only one to mention this. 

 
4.6 Personalisation: everyone does not appreciate it 

The respondents got the question of how personal designed products and services that 

they were offered or have purchased through a mobile phone had made them feel. 
 

“I like to find what I need and want for myself.” (Yellow) 

 

Blue answered that personal designed products felt good and safe, which lead to wanting 

to buy more via the mobile phone, instead of driving to the physical store. 
 

“I don’t like them to think that they know who I am. They don’t know my 

face and they don’t know who I am. It feels strange that they know what I 

shop. I want them to leave me alone.” (White) 

 

Red was not into personal designed products and underlined that it was not appreciated in 

commercial purposes, but on the other hand, the respondent said that in some situations, 

when a pair of shoes are sold out, it is really great to get suggestions from the company 

for similar shoes. Green had another opinion and meant that receiving personal designed 

products were appreciated.  
 

“I hate these kind of things! I want to decide for my self when and from 

where I get the advertising. I don’t buy personalised products.” (Black) 
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”I have bought clothes, which have fitted me perfectly, by just looking at the 

pictures on the screen. I don’t know if it’s just me being lucky, but it has 

been very good” (Blue) 

 

The respondents were asked about feeling unique and special, and Yellow did not like the 

fact that companies sent out personal suggestions. On the other hand, as a customer, 

Yellow thought that it is important to feel unique and special, but it does not matter if it is 

mobile shopping, online shopping or in a physical store; everyone wants to be seen, 

because it affects the self-esteem. 
 

”No. I have realized that I’m not that special. Everything is just fake. It feels 

artificial. And that’s why I don’t care, the company is just mapping me out.” 

(Red) 

 

Blue liked to feel unique and said that it is important with personalised products. The 

respondent had a positive opinion towards the fact that companies see previous purchases 

and recommend new products, which could give suggestions for future purchases. 
 

”If there was a fine balance where the company did not come too close to 

me but still could make me feel special and personal, I would appreciate it.” 

(White) 

 

Green liked to feel unique and underlined that it is pure psychology. Feeling appreciated 

is always positive, and will lead to more purchases and receiving better offers, which will 

make the consumer shop more often from the same company. 
 

When the respondents were asked if they believed they received personal designed offers, 

the opinions were different. White considered it as less intrusive with personal designed 

products via the website, which felt more like a service, compared to emails that were 

personally sent to the respondent. Yellow felt more exposed when getting offers via email 

than getting an offer in a physical store and underlined that the information is seldom 

personal. Red thought that offers regarding personal products were indeed received, but 

thought overall that receiving personal designed offers were negative. 
 

”I like the concept that they give me suggestions.” (Blue) 
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Pink, on the other hand, did not like those kind of emails and considered them as spam, 

which was deleted immediately. Black had the same opinion and felt angry when 

receiving suggestions of personal designed products or services and underlined the fact 

that finding desired products for yourself, without suggestions, is more preferable. 
 

”No! I think the companies could do better on that point.” (Green) 

 

The respondents were asked how personal designed products or services affected their 

intention to purchase via the smart phone or tablet, where Blue was positive and 

explained that in some situations, when the companies had given suggestions of extra 

products, these products had been bought, even though it was not the initial intention. 
 

”It affects me a lot! The more personal information and offers you receive 

on your phone or tablet, the more you will purchase through that device.” 

(Green) 

 

Pink believed that it did not affect the intention to purchase, and Black had the same 

opinion. 
 

”If the company could find a perfect balance to be personal and to me to 

feel special without invading my personal space, then it might be okey. But 

no, overall I think it affects me negatively” (White) 

 
4.7 Security: trust and safe payments 

The last questions asked were about security; if the respondents felt any kind of security 

when shopping through a mobile device. All of the respondents replied that they felt safe 

when shopping through the mobile phone or tablet, since they shopped at familiar 

websites and avoided any kind of unknown websites. All of the respondents said that 

unknown websites made them feel insecure. 
 

“Yes, mobile shopping doesn’t feel any different from shopping via the 

computer. I think it’s the same safety.” (Blue) 
 

All of the respondents mentioned ways of paying they believed were safe, such as paying 

by invoice, PayPal, Mobile Banking ID or by verified payments. Red meant that it is not 
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more risky to purchase via the mobile phone than making a purchase via the computer 

and further stressed that this is thanks to the Mobile Banking ID. Overall, the respondents 

did not like payments, where they had to enter their card number and ccv (card code 

verification) number.  
 

“I feel secure, because I buy everything with invoice or cash on delivery. I 

never pay by card, and if I do, I use my Mobile Banking ID.” (Black) 

 

When asking if there is any risk with mobile shopping, all of the respondents except one 

had the same beliefs; there is a risk. 
 

“Of course, there is always a risk with mobile shopping, but I’m aware of 

it.” (Red) 

 

Pink was the only one, who said that there is no risk, but further explained that it might be 

a risk if one is not knowledgeable about the technology and the Internet and emphasized 

own responsibility. Black mentioned the only risk of getting your civics number and ID 

stolen. White thought that shopping through the mobile felt safer than shopping through 

the computer, since the computer has been around for so long and is easier to hack into, 

and therefore also more unsafe. 
 

“The more I have used Mobile Banking ID, I have seen that even banks use 

it which makes me feel like there are more holes in the system of computers 

than mobile phones.” (White) 

 

Yellow mentioned the only risk of not trusting yourself, and not being in control over 

your finances, since mobile shopping easily can be used everywhere. Green mentioned 

the disadvantage of receiving spam after giving out your credit card number. Blue did not 

think there is any risk with mobile shopping, and Red meant that the risk is the same 

whether you use a computer or a mobile phone. However, this risk did not affect Red, 

Blue, Pink, White neither or Yellow, which made the respondents continue to shop 

through a mobile phone or tablet. 
 

“Since I feel like there’s no risk, I continue to shop. Even maybe more than I 

should!” (Pink) 
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The risks did however affect Black, who explained that no shopping occurred at websites 

where they required payment by card. Red said that one can always choose invoice as a 

payment method if the website feels insecure and unreliable. Blue said that mobile 

shopping is trustworthy, and actually thought that mobile shopping is better than 

shopping in a physical store. Black said that it depends on the company, where the 

shopping occurs. Yellow meant that there is no difference between the computer and the 

mobile device; they are equally as trustworthy. 
 

When asking if trust and safe payments affected the respondent’s purchase intention, 

Black said that trust and safe payments affect the purchase intentions in a way that no 

shopping will occur if payment by invoice or cash on delivery is not optional. Trust and 

safe payments affected Green as well, who said that nothing would get purchased if the 

payment system feels unsafe. 
 

“I don’t feel like it affects me; if I have paid safely before and it worked, I’ll 

do it again and think that it will work in the same way every time.” (Pink) 

 

White explained that only serious web pages felt trustworthy, and mentioned attributes, 

such as the overall feeling when looking at the website and safe payments through PayPal 

or Verified by Visa, to indicate if the web site was trustworthy or not. Green added 

attributes, such as the website design and if the web site gives a trustworthy first 

impression. Yellow meant that trust and safe payments are totally decisive when it comes 

to intention to purchase, and that many foreign websites, which look unreliable, are 

avoided. 
 

“I shop more when I trust the company and the payment methods.”(Blue) 
 
4.8 Summary of the empirical chapter 

Table 4. Summary of the empirical investigation 

The m-commerce 
factors 

The respondents attitude towards m-commerce 

M-commerce: 
General experiences 

• Good experiences of mobile shopping 
• Online shopping is convenient 
• Shopping both via the smart phone and the tablet 
• Shopping provides flexibility and simplicity 

Ubiquity: You can 
shop through your 

• Shopping everywhere and anytime is convenient 
• Can make a purchase at a specific moment 
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mobile device 
anywhere and 
anytime 
 

• No concequences with everywhereness, but a possible 
risk of getting addicted to mobile shopping 

• Prefers to shop in the mornings, evenings or when one 
has time to “kill” 

Convenience: 
flexible, efficient and 
easy to use  

• A mobile phone is today not just a mobile phone, one 
has everything inside it 

• It is convenient because one does not have access the 
personal computer 

• One can shop anytime; in the bed, in the car or at work 
• Not convenient to use mobile shopping in stressed 

situations 

Localisation: 
important but not 
for everyone 

• Offers based on geographic position were seen as 
intrusive; it restricts the personal space 

• Would be preferably if the offers could work all over 
the county 

• Location based offeres were seen as irrelevant 
• One can simply connect to the Internet, and find out 

about the offers, which might affect the intention to 
purchase 

Technology: a large 
screen, battery time 
and Internet 
connection 

• The size of the screen and the display are important 
• Battery time and battery power are important 
• Internet connection is important 
• The software is important, and the touch function 

appreciated 

Personalisation: 
Everyone does not 
appreciate it 

• Personal designed products were both appreciated and 
unappreciated 

• In some situations, it was seen as really great to get 
suggestions from the company 

• Important to feel unique and special 
• Both affected the intention to purchase as well as it did 

not 

Security: trust and 
safe payments 

• The respondents replied that they felt safe when 
shopping through the mobile phone or tablet 

• Unknown websites made them feel insecure 
• Ways of paying, which are believed to be safe, such as 

paying by invoice, PayPal, mobile banking ID or by 
card 

• There is a risk with mobile shopping 
• Trust and safe payments affect the respondents 

purchase intention 
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5 Analysis 
In this chapter, the research questions, “How are the components of attitude associated 

with the m-commerce factors?” and “What kind of function does each m-commerce 

factor fulfil?” will be answered. An analysis of each one of the m-commerce factors will 

be done with both the components of attitude and functions of attitude in mind. In the end 

of the chapter, attitude will be analysed towards m-commerce as a whole (where all of the 

factors are mentioned). The analysis will lead the researchers of this study to a 

conclusion. 

 

5.1 M-commerce 
Based on the respondents’ answers regarding their general experiences with online 

shopping, the overall opinions are positive and refer to online shopping as convenient, 

flexible and simple. This indicates that they have good experiences with e-commerce, 

which according to Hsi-Peng & Su (2009) and Maity (2010) may influence their m-

commerce usage.  

 
5.2 Ubiquity 

All of the respondents express positive feelings towards the mobility of m-commerce, 

because of the fact that it is not restricted to any location, which, according to Liang et al 

(2013), is the main characteristic of commerce through the mobile; it is not bound to time 

and space. 
 

A positive association between the ubiquity factor and the convenience factor in m-

commerce is acknowledged, due to the fact that m-commerce can be used everywhere 

and anytime, which gives the respondents comfort. This is in accordance with Min et al 

(2012), who explain that mobility yields convenience, hence contributes to a positive 

attitude, according to Holmes et al (2013). However, the respondents also believe there 

are risks with ubiquity in m-commerce, such as distraction from intended tasks, shopping 

unnecessary products or services and the risk of getting addicted to mobile shopping, 

which indicates that perceived risk has a negative influence on the attitude towards 

ubiquity of m-commerce. This goes in line with Chiu et al (2014), who state that all 

shopping involves some kind of risk, due to the fact that the buyer cannot predict the 

consequences that might come with the shopping. 
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The respondents answered to when and where they preferred to shop online and replied 

different situations and locations, even though all of the respondents believed shopping 

online is suitable everywhere as long as it is comfortable or provides them with utility. 

This indicates that ubiquity is associated with a utilitarian function, according to Solomon 

et al (2010) and Noh et al (2014), since shopping everywhere and anytime gives the 

respondents pleasure rather than pain, due to the fact that online shopping provides them 

with comfortability, affordability and practicality. 
 

Shopping for enjoyment purposes occurred during night time and for utilitarian purposes 

during day time, which indicates that the respondents are aware of the usefulness of what, 

when and where to mobile shop. Barutçu (2007) means that if you are aware of the utility 

of shopping through a mobile device, the m-commerce would increase. Bad times and 

bad places to shop via the mobile device were stated to be when it is inappropriate or 

distracting from other responsibilities, such as school, work or due to the risk of theft. 

However, the possible risks mentioned by the respondents are not in connection to the 

risks Zhang et al (2013) mention, which are that the personal information and location 

could be revealed when using m-commerce. 
 

The ubiquity factor of mobile commerce positively affected the respondents’ intentions to 

purchase; ubiquity and accessibility make it possible to purchase, even if a need or desire 

is not yet created. Therefore, the ubiquity factor cannot be associated with the 

personalisation factor, where Barutçu (2007) means that personalisation occurs when 

fulfilling a consumers’ need or desire. The respondents believe that impulsive shopping 

via the mobile device increases because of ubiquity. Even though, the intention to 

purchase because of ubiquity is considered positive, based on the fact that the 

respondents see it as an opportunity rather than a risk. This can be connected to the 

utilitarian function, where Solomon et al (2010) explain that consumers will engage if the 

service provides more pleasure than pain. 
 

Overall, the respondents have positive feelings towards ubiquity because of the 

association to convenience, as well as they have mixed beliefs towards ubiquity because 

of the perceived risk. They also have a positive intention to purchase even though they 

perceive a risk, which would in total indicate that the respondents hold a positive attitude 

towards ubiquity. This is backed up by Holmes et al (2013), who discovered that 
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consumers have positive emotions towards some factors within m-commerce, such as 

ubiquity.   

 
5.3 Convenience 

Wu and Wang (2005) stress that one of the advantages within m-commerce is 

convenience, which the majority of the respondents also think, because mobile commerce 

can be used everywhere. An association between the m-commerce factors ubiquity and 

convenience can therefore be made. One respondent did not agree that m-commerce is 

convenient, because of the fact that many things could go wrong when using the mobile 

device. This can be connected to perceived risk, since perceived risk, according to Chung 

and Holdsworth (2012), influences and determines the level of comfort. 
 

Finding past experiences with e-commerce better than the experiences of m-commerce 

was also a topic mentioned during the interviews. It is concluded by researchers (Hsi-

Peng & Su, 2009; Maity, 2010) that consumers tend to reference to their past experiences 

in e-commerce when engaging in m-commerce, which is in line with what the 

respondents say. Bigné et al (2007) and San Martín (2013) mean that if a person has got a 

positive attitude from the usage of e-commerce, it is likely that this attitude will reflect on 

the usage of m-commerce as well. However, the general opinion among the respondents 

indicates a more positive attitude towards e-commerce compared to m-commerce, based 

on their past experiences. Therefore, one might argue that the respondent may not have 

experienced the benefits of using m-commerce, which, according to Groß (2015), is a 

requirement for using m-commerce.   
 

M-commerce is believed by the respondents to be convenient, because m-commerce 

offers ubiquity, efficiency, speed, easy navigation, flexibility and since it is personal and 

easy to use. This is accurate in accordance with Min et al (2012), who state that 

convenience within m-commerce offers flexibility, efficiency, direct connectivity and 

ease of use. Since the majority of the respondents believe m-commerce is convenient, m-

commerce can also be concluded to fulfil enjoyment rather than pain. This gives the 

consumers utility, according to Solomon et al (2010), and hence, convenience fulfils a 

utitilitarian function. 

 

Perceived risks with the convenience aspect of m-commerce, such as technological flaws 

and getting a possible shopping addiction, is a topic that some of the respondents touch 
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upon. Therefore, m-commerce is also believed to be inflexible and, under some 

circumstances, inconvenient. It all depends on whether the technology worked as it 

should, which Cao et al (2015) state can be a potential cause for the low usage of m-

commerce. It also depends on whether the consumer can uphold a self-discipline of 

purchasing, since m-commerce is so easily accessible. This is in accordance with Chung 

and Holdsworth (2012), who explain that in order to use m-commerce, the consumer is 

affected by the perceived risk towards m-commerce as well as convenience. 

Min et al (2012) state that the mobile device provides convenience for consumers, which 

increases if the consumer does not have to spend amounts of time and effort to receive 

more utility when using the mobile device than using the personal computer. The 

majority of the respondents believe that m-commerce saves them time and effort, where 

one respondent compares m-commerce to e-commerce and concludes that the computer 

takes longer time to start up and is less time-efficient compared to a mobile device. 

Therefore, the mobile device was believed to provide greater convenience when 

purchasing online compared to a computer. 
 

Groß (2015) connects convenience to ease of use and argues that the consumer has to find 

m-commerce beneficial in order to find it convenient. Min et al (2012) also explain that 

consumers will try to find the easiest way of conducting a specific task and the mobile 

device is often considered the most convenient tool. Inconsistency among the respondents 

is thereby found, where some of the respondents feel that m-commerce is providing them 

with ease of use, which is considered positive, and some respondents consider that m-

commerce does not provide them with ease of use, which is seen as negative. 
 

Overall, the respondents have a positive belief towards convenience, but they have mixed 

emotions, due to the opportunity that convenience provides through m-commerce, but 

also because of negative feelings towards the perceived risk. If the benefits outweigh the 

risks with convenience, the respondents’ intention to use m-commerce is positive. Hence 

a positive attitude can be seen, which is in line with Holmes et al (2013), who discovered 

that consumers hold positive emotions towards convenience. Another positive association 

can be made between the factors of convenience and ubiquity, since convenience is seen 

to provide ubiquity. A third association between technology features and convenience can 

be made, due to the fact that the technological features have the possibility to provide the 

respondents with convenience. Because of the fact that convenience offers pleasure rather 

than pain, one can see that convenience fulfils a utilitarian function. 
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5.4 Localisation 

The overall beliefs of localisation in m-commerce are mixed, where the respondents, who 

have negative beliefs, feel a lack of privacy protection. This is in accordance with 

Holmes et al (2013), who mean that a lack of privacy often generates in negative beliefs 

and feelings among consumers. According to Zhang et al (2013), information privacy is 

an issue in m-commerce, due to its unique features, such as identity tracking. This is also 

in accordance with Chung (2014), who states that trust is the main reason for influencing 

people’s choices when it comes to sharing personal information. This can indicate that 

localisation in m-commerce is not trustworthy. Negative feelings because of the risk 

being invaded of the personal space are related to some sort of perceived risk as well as 

fear, which are two beliefs, that according to Solomon et al (2010), help construct the 

overall attitude towards localisation within m-commerce. The localisation factor can 

therefore be associated with the security factor, due to the information privacy, which in 

localisation is considered to obtain a negative attitude. 
 

A second opinion regarding the topic is that localisation is of great importance and very 

positive, because the offers are not tied to any specific location; you can receive offers 

independent of where you are thanks to the mobility of the devices. This is in accordance 

with previous mentioned ubiquity aspects, which were concluded to provide convenience. 
 

There are also beliefs that localisation is not a privacy concern at all, which could be 

because of well-designed security mechanisms, which supposedly, according to Kao 

(2009), will reduce the risk of privacy violations. Due to the perceived risk of increasing 

the shopping of unnecessary products or services, another opinion that come up is having 

negative beliefs towards localisation, and the offers are therefore rejected instantly. All of 

the above mentioned views regarding localisation is in line with Groß (2015), who states 

that localisation is a factor constantly involved in people’s everyday life, hence may 

generate both positive and negative feelings, but in this case: mixed feelings. 
 

Overall, localisation contributes to negative beliefs and mixed feelings, and is not 

considered to affect the intention to shop due to lack of trust. Therefore, it indicates that 

the respondents hold a negative attitude towards the localisation factor of m-commerce. 

Localisation is not seen to fulfil any type of function, because of the overall negative 

attitude. Localisation is associated with the m-commerce factors ubiquity and security. 
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5.5 Technology 

Generally, it is seen that the technological features of the mobile device are of importance 

in order to engage in m-commerce. The most vital technological features are considered 

to be the size of the screen and the colours it displays when purchasing via the mobile 

device. However, there is expressed discontent, because of the small screen size of 

mobile devices, which is the main reason for preferring to use the computer (e-

commerce) instead. This is in accordance with Hsi-Peng and Su (2009), who state that 

limited screens are a challenge for m-commerce, which Cao et al (2015) further argues as 

a potential cause for low usage of m-commerce. Hsi-Peng and Su (2009) also conclude 

that the small screen of the mobile device affects the consumer negatively, due to the fear 

of pushing the wrong button, for example, as one respondent mentioned often occurs. 
 

The battery power and battery time are also seen as important features of the mobile 

device when engaging in m-commerce, but the are divergent opinions whether the mobile 

device or the computer is seen as the most preferable when discussing battery power and 

time. The battery power is referred to as a challenge by Hsi-Peng and Su (2009), in 

comparison to computers. 
 

Technological features that affect the respondents’ intention to purchase are the battery, 

the touch screen, the connectivity, the input button, the mobile websites and the apps. 

These technological features are believed not to work as well as the respondents 

expected. Li et al (2012) state in accordance that consumers have negative feelings 

towards some of the m-commerce factors, due to experienced issues the m-commerce 

environment faces, such as the limitations in buttons, screen size and memory. This 

indicates that the respondents have a negative feeling towards the technological features 

of the mobile device. 
 

Li et al (2012) explain that there are utilitarian factors within m-commerce, in other 

words, those factors believed to provide utility. However, the same researchers also 

conclude that there are negative emotions towards the utilitarian factors, because of the 

issues with the technological features of m-commerce. Hence, this indicates that the 

negative attitude for the technological aspects of m-commerce affects the ubiquity, 

convenience and security, which are believed to provide utility for the respondents. The 
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respondents stress that the technological issues among other aspects, also negatively 

affect the convenience of m-commerce. However, regarding ubiquity, the respondents do 

not indicate a negative affect from the technological features.   
 

Overall, the technological features that impact m-commerce are of a utilitarian function, 

since the respondents engagement depends on whether the pleasure outweighs the pain, in 

other words: if the benefits are larger than the perceived sacrifices. However, due to the 

feeling of existing technological issues that impact m-commerce and negatively affect to 

the intention to purchase via a mobile device, the positive beliefs of importance do not 

outweigh the lack of benefits with the technological factor of m-commerce, hence a 

negative attitude is obtained. Manocheri and AlHinai (2006) explain that the 

technological factors affect the consumers’ attitude and are being confirmed in this study, 

as negative. 

 
5.6 Personalisation 

Regarding personalisation, the feelings are mixed; both negative and positive feelings 

towards personalisation come across in the interviews, where the respondents have 

divergent opinions regarding the usefulness of personal designed offers, products or 

services. The positive feelings towards personalisation can be connected to Solomon et al 

(2010), who state that if personalisation serves a utilitarian function, it is seen as positive 

and useful for the consumer, and it depends on whether the personalisation provides more 

pleasure than pain. Barutçu (2007) argues that personalisation can help organizing and 

categorizing, which should benefit the consumer in the pursuit of fulfilling desired needs. 

However, all respondents do not find personalisation useful and positive, which therefore 

indicates that personalisation do not necessarily have a positive effect on the respondents. 
 

To feel unique and special is believed to be important for the majority of the respondents, 

which goes in line with Cao et al (2015), who state that with personalised products, the 

consumer can feel unique and special. On the other hand, opinions regarding not feeling 

unique and special are also stated, due to the fact that the personal space is seen to be 

invaded. This is also is in agreement with Cao et al (2015), who mean that that marketers 

can receive information regarding the consumer’s preferences from the mobile usage, and 

hence provide them with personalised and tailored products or services. 
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Regarding the importance of feeling unique and special, personalisation could serve a 

value expressive function, due to the fact that m-commerce customers may focus on what 

personalisation expresses about themselves as individuals rather than giving them 

perceived benefits (Solomon et al 2010). This was expressed in this study to lead to 

increased purchases, even though the mixed feeling towards feeling unique and special 

indicate that personalisation does not serve a value expressive function for everyone. 
 

Mixed beliefs regarding personal designed offers, product or services, which affect 

purchase intentions is also found; it affects some of the respondents positively and some 

of the respondents negatively. Hence, one can see mixed behaviours towards intention to 

purchase when receiving offers, products or services that are personal.  
 

Personalisation within m-commerce, such as offers, products and services, evoked 

different feelings among the respondents. Anger and irritation of being contacted via 

email and therefore also being more exposed, for example, as well as positive feelings 

and the statement that companies could improve the way they send out personal offers. 

This represents a mixed variety of emotions, which also indicates mixed attitudes towards 

personalisation. This is mainly caused by the respondents’ positive beliefs of finding 

personalisation important, together with acknowledging an issue with privacy, which is in 

accordance with Holmes et al (2013), who state that consumers have negative emotions 

towards privacy issues in m-commerce. This can indicate that the security factor of m-

commerce has a negative impact on the personalisation factor within m-commerce. The 

respondents also have a mixed belief regarding their intention to act, which, if 

summarizing, indicates a mixed attitude towards personalisation. 
 

Overall, positive beliefs are seen, because of the fact that finding personalisation 

important. However, mixed feelings towards personal designed offers, products and 

services are also discovered, because of privacy issuess. Mixed feelings towards 

personalisation lead to mixed intentions to purchase personal designed products or offers 

via the mobile device. Personalisation could have a utilitarian as well as a value 

expressive function for the respondents, based on the characteristics of personalisation. 

However, personalisation has no value expressive function, since the value expressive 

function takes form when a person places the main focus on what the product or service 

express about themselves as an individual, according to Solomon et al (2010) and not 
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because of its perceived benefits. This is seen to not be the case based on the responses 

from the interviews. 

 
 
5.7 Security 

Shopping through the mobile phone or tablet provides safety, since the respondents are 

aware of what sites to trust. Unfamiliar sites create an insecure feeling, which is in 

accordance with Chung (2014), who states that trust has the ability to overcome uncertain 

perceptions of an object and helps build appropriate expectations and desired benefits for 

future reference. 
 

PayPal, Mobile Banking ID or verified payments through the phone are considered to be 

safe payments, whereas card payments evoke minimum trustworthiness and is stated to 

negatively affect intention to purchase. This is in accordance with Chung and Holdsworth 

(2012), who explain that the perceived risk influences the intention to use m-commerce, 

which also is indicated by Solomon et al (2010) to help contribute to a bad attitude, due 

to negative intention to behave.  
 

M-commerce is believed to compose a risk, such as lack of knowledge in usage and 

technology, information privacy issues as well as a personal risk of not having any kind 

of self-discipline. Chiu et al (2014) further explain that all shopping involves some kind 

of risk, since the buyer cannot predict the consequences that can occur. Lopez-Nicolas 

and Molina-Castillo (2008) conclude that perceived risk is seen to have a negative 

influence on consumers’ attitude or intention to purchase online, and therefore, an 

increase in the perceived risk among the respondents could reduce their intention to 

engage in m-commerce. In contrary, the perceived risks with m-commerce do not affect 

the intention to purchase via the mobile device. This is in accordance with Chung and 

Holdsworth (2012), who state that the perceived risk influences and determines the level 

of comfort when it comes to transactions and the intention to adopt and use m-commerce. 

This indicates that the respondents feel a level of comfort when it comes to the security 

aspects of m-commerce. 
 

Trust and safe payments are of importance and affect the respondents purchase intentions 

based on whether the web sites are trustworthy or not, if verified payments are offered 

combined with past experiences. This is in accordance with Chung and Holdsworth’s 
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(2012) study, which conclude that trust has the ability to decrease perceived risk of 

transactions or relationships, as well as Ruiz-Del-Olmo and Belmonte-Jiménez (2014) 

discovered that students require safe payments in order to engage in m-commerce. Hence, 

security of m-commerce serves a utilitarian function for the consumers if the pleasure of 

security outweighs the pain, in other words: if the risks are less than benefits possible to 

gain (Solomon et al, 2010) when purchasing via a mobile device.  
 

Overall, one can see that there is a perceived risk with m-commerce, but the risk does not 

affect intentions to purchase via a mobile device. The risk is perceived to be avoided, 

hence creates a positive feeling of security. If safe payments and trust are provided for the 

respondent, the intention to purchase will be positively affected. The respondents believe 

there is a perceived risk with m-commerce as well as a risk with the security factor, even 

though the risks obviousely are not big enough for the disadvantages to influence the 

intention to purchase. Therefore, one can see an indication of the fact that a positive 

attitude for security exists. This contradicts Weiwei and McQueen (2008), who states that 

the most commonly mentioned barriers of m-commerce are lack of trust and security, 

which Chung (2014) explain influences the intention to use mobile commerce. This 

contradiction indicates that Generation Y does not see security within m-commerce as a 

barrier for using m-commerce, which could be because of the fact that Generation Y 

considers the mobile phone as a fundamental tool in their every day life, as stated by 

Persuad & Azhar (2012). 
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6 Conclusion 
In the conclusion chapter, the result of this study will be presented. The authors will 

answer the purpose of this study “to explore Generation Y’s attitude towards m-

commerce”. 

 

The study concludes that the Generation Y holds a positive attitude towards three of the 

factors within m-commerce, a negative attitude towards two of the factors within m-

commerce and a mixed attitude towards one of the factors within m-commerce. The 

three m-commerce factors that generate a positive attitude are convenience, ubiquity and 

security, based on the fact that these factors provide comfort, flexibility, accessibility 

and everywhereness, as well as a low perceived risk. They also provide a utilitarian 

function for Generation Y; due to the fact that the benefits outweigh the possible 

disadvantages of convenience, ubiquity and security, hence help constitute a positive 

attitude. Regarding security, Generation Y was in contrary to previous research, positive 

towards the security aspects and not influenced by the perceived risks. 
 

The two m-commerce factors that generate a negative attitude are localisation and 

technology. Localisation generates a negative attitude, due to lack of trust and not 

fulfilling any function, whereas technology generates a negative attitude, due to existing 

issues with technological features as well as not serving a utilitarian function.  
 

Personalisation generates a mixed attitude from Generation Y, since the beliefs that 

personalisation is of importance, as well as the Generation Y has mixed feelings 

towards personalisation, due to the lack of privacy. This further leads to mixed 

intentions to purchase personal designed products or offers via the mobile device. 

Personalisation provides utilitarian functions for those who find it beneficial.  
 

The authors could also see that the different factors of m-commerce impact each other, 

hence contribute to the formation of the attitudes of Generation Y. Ubiquity contributes 

to convenience and the other way around, ubiquity has a positive impact on localisation, 

due to the possibility of receiving offers not bound to where the computer is. Security 

has a mixed impact on localisation, based on the inconclusive responses from 

Generation Y regarding whether localisation invades privacy or not. Security has a 

negative impact on personalisation, also due to privacy issues. 
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7 Reflections 
When reflecting upon this study, the authors discovered that m-commerce is a quite new 

and broad subject, which makes it rather unexplored. Due to the fact that m-commerce 

is unexplored as well as still emerging, a categorization of the different factors within 

m-commerce was necessary, in order to further investigate the attitude towards m-

commerce.  It was also discovered that attitude is a relatively complex phenomena, 

which makes it difficult to study. This is because of the many different building blocks 

of attitude. When conducting the interviews, attitude was also seen to be difficult to 

mediate in words, sentences and actions, as well as the respondents often were unaware 

of their actual beliefs and feelings towards m-commerce, due to these components of 

attitude being similar to each other and difficult for the respondents to separate.  
 

The conclusion drawn from this study indicates to some extent what previous research 

already has concluded: the consumers’ general attitude towards m-commerce is seldom 

only positive or negative. The same discovery was made in this particular research with 

Generation Y. With that said, this study has still contributed with a better and deeper 

understanding of Generation Y’s attitude towards mobile shopping. 
 

During the research, the authors of this paper understood that attitude does not 

contribute to the entire picture of why or why not people choose to purchase via a 

mobile device. Therefore, it should reasonably exist other factors influencing the usage 

of m-commerce. Even though, the authors of this paper would like to highlight the fact 

that this study has contributed with the attitude aspect in the gap between the 

Generation Y’s usage of mobile devices and their engagement in m-commerce. 
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8 Future research 
As stated above, the concept of attitudes is very complex to study; hence it is favourably 

to conduct it in a quantitative manner, to assure the validity of the research. By 

conducting a quantitative research, a broader target group can be covered, as well as the 

connections and relationships between different variables could be explained. This is 

challenging to ensure when conducting a qualitative study, and a quantitative study 

would therefore contribute to a broader insight of the phenomena of attitudes. 
 

A suggestion for future research could be to conduct a mix of qualitative and 

quantitative research, to absolutely cover all aspects of the target groups’ attitude 

towards m-commerce. In other words, a deeper understanding of attitude can be reached 

if a mix of the research methods would be made, since it can be difficult to measure the 

entire spectrum of attitudes solely with one or the other method. 
 

Another suggestion for future research could be to further study how the attitude of 

Generation Y influences the adoption and actual usage of m-commerce, which would 

contribute to, for instance, behaviour patterns of Generation Y in connection to m-

commerce. 
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Appendix 
 
Appendix 1: Categorization of the factors within m-commerce 
 
Table 1.1 A presentation of each of the 11 chosen article 

Author/s: Article: Concepts mentioned in m-commerce: 

Chung (2014) “Gender, culture and determinants 
of behavioural intents to adopt 
mobile commerce among the Y 

Generation in transition economies: 
evidence from Kazakhstan” 

• Perceived risk 
• Trust 

Chung & 
Holdsworth, 

(2012) 

“Culture and behavioural intent to 
adopt mobile commerce among the Y 

Generation: comparative analyses 
between Kazakhstan, Morocco and 

Singapore” 

• Trustworthiness 
• DOI 
• Culture 
• Perceived risk:ubiquity 
• Personalization 
• Flexibility 
• Security 

Zhang et al, 
(2013) 

“MOBILE COMMERCE AND 
CONSUMER PRIVACY 

CONCERNS” 

• Mobile payments 
• Mobile banking 
• Ubiquity 
• Localization 
• Instant connectivity 
• Immediacy 

Min et al, 
(2012) 

“Factors influencing consumption 
experience of mobile commerce: A 

study from experiential view” 

• System quality 
• (Mobile) trust 
• (Mobile) convenience 

Groß, (2015) “Mobile shopping: a classification 
framework and literature review” 

• Ubiquity 
• Convenience 
• Localization 
• Personalization 

Hsi-Peng & 
Su, (2009) 

“Factors affecting purchase 
intention on mobile shopping Web 

sites” 

• The bandwidth of Internet 
• Technological aspects such as limited 

input button 

Cao et al, 
(2015) 

                        
            
                
                    
”The effects of differences between 

e-commerce and m-commerce on the 
consumers’ usage transfer from 

online to mobile channel” 
                
            
         

• Technological aspects: bandwidth, 
battery power, input button, display, 
instant connectivity 

• Value 
• Personalisation  
• Risk perception. 
• Spatial (convenience) 
• Temporal (convenience) 
• Ubiquity 
• Localisation 
• Instant connectivity 
• Convenience 

Mishra, (2014) ”Adoption of M-commerce in India: 
Applying Theory of Planned 
Behaviour Model” 

• Ubiquity 
• Reachability 



  
 

 65 

• Convenience 
• Security 
• Instant access. 

Barutçu, 
(2007) 

                        
            
                
                    
”Attitudes towards mobile marketing 
tools: A study of Turkish consumers” 
                
            
         

• Ubiquity 
• Personalisation 
• Flexibility 
• Dissemination 
• Convenience 
• Instant connectivity  

• Location 

Liang et al, 
(2013) 

”Contextual factors and continuance 
intention of mobile services” 

• Time pressure 
• Task characteristics 
• Particular occasions 
• Portability 
• Reachability 
• Accessibility 
• Localisation 
• Identification 
• Time pressure 
• Consumption situation 
• Task complexity 
• Time 
• Mobility 
• Task and location 
• Environment (at home, working or 

outside) 
• Image congruence 

Ying & 
Rastrick, 
(2014) 

”Impacts of Website Design on the 
Adoption Intention of Mobile 

Commerce: Gender as a Moderator” 

• Website design 
• Ubiquity 
• Localization 
• Personalisation 
• Convenience 
• Small screen size 
• Information design 
• Navigation design 
• Visual design 
• Perceived ease of use 
• Mobile payment 
• Screens 
• Inconveniece in typing 
• Gender 

 
Table 1.2 A summary of the factors within m-commerce, made by the authors of this study. 

Athor/s Factors within m-commerce 

Barutçu, (2007); Liang et al, (2013); Zhang et al 
(2013); Groß (2015), Chung & Holdsworth (2012) 
and Ying & Rastrick, (2014) 

Ubiquity 

Min et al (2012); Ying & Rastrick, (2014); Groß, 
(2015); Chung & Holdsworth, (2012); Chung, 
(2014) and Liang et al (2013) 

Convenience 
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Cao et al (2015); Zhang et al (2013); Groß (2015); 
Liang et al, (2012) and Ying & Rastrick, (2014) 

Localisation 

Hsi-Peng and Su (2009); Cao et al (2015); Mishra, 
(2014); Ying & Rastrick, (2014) 

Technology 

Chung & Holdsworth (2012); Groß (2015); Ying & 
Rastrick, (2014); Chung and Holdsworth (2012); 
Barutcu (2007) and Cao et al (2015) 

Personalisation 

Chung & Holdsworth, (2012); Min et al, (2012); 
Chung, (2014); Zhang et al (2013); Hsi-Peng & Su 
(2009) 

Security (mobile security and payments/perceived 
risk, trust) 
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Appendix 2: The interview guide, step by step 
 

1. Before the interview: 
• Ask the respondent if it is OK to record the interview and say that the 

information from the interveiw will be used anonymously. 
• Give the respondens an explanation of the thesis and its subject: “M-commerce 

is entering mobile websites or apps in purchase-, sale- or trade purposes by 
using a tablet or smart phone.” 

• Explain what a mobile device is. “A Mobile device is a smart phone or a tablet 
(Ipad or Samsung Tablet for example)” 

• Tell the respondent that m-commerce is rewritten to mobile shopping, in order to 
make it easier for the respondent to understand the questions asked. 

 
2.     During the interview: 
• What are your general experiences with shopping online? 

• Do you shop via your smart phone or tablet? 
The first qustions we will talk about is about ubiquity, which is a short explanation 

of everywhereness, in other words everywhere and all the time. 

• Whether they like ubiquity or not or have any other feeling towards the ability of 

using m-commerce anywhere and anytime. 

• Their beliefs regarding the ability to use m-commerce anywhere and anytime. 

• When do they prefer to use it and when do they not prefer to use it? 

• Where they prefer to use it and where do they not prefer to use it? 

• Does ubiquity affect their intention to purchase? 

Following questions will be about convenience, in other words, if the mobile shopping 

provides you with comfort, advantages and other prevligies. 

• Thoughts (Beliefs) regarding convenience 

• When is it convenient? 

• When not? 

• Is it easy to use? Why? Why not? 

• Flexible? 

• Accessible? 

• Offers connectivity? 
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• Saves time and effort? 

• Efficient? 

 
This section will be about localisation within mobile shopping, which is about how 

mobile shopping based on your geographic position is affecting you. 

• Feelings and beliefs of geographic position of offers/services/products 

• Is localisation important for the respondent? Why/ why not? 

• Do they like it/ dislike it? Why? 

• How does that affect their intention to buy? 

 
Following questions will be about the external technological aspects and features 

within the smart phone or the tablet.  

• What features are important, not important why? What are the thoughts and 

emotions towards these technological features? 

• Do they affect the intention to buy through a mobile device? 

Following questions will be about personalisation, which means personal designed 

products/services or offers that is to matched to the users’ choice or desire for a 

product/service/offer. 

• How do personal products/ services and offers make the customer feel? feelings 

and beliefs? 

• Unique/ special? 

• Personal products/ services affect intention to buy using a mobile device? 

• How suggestions from companies of personal products or services that you like, 

make you feel? 

• What thoughts exist regarding relevant information connected to the consumer?  

 
This last section will be about privacy within mobile shopping, such as secure payments 

and trust. 
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• Feelings/ thoughts/ intention to act towards security, trust and risk 

• Information regarding secure payments? 

• Does risk affect the intention to purchase? 

• Does trust affect the intention to purchase?  

Try to ask follow up questions if all items are not answered. Look through the check list 
to see that all areas are covered: answers regarding belief (thoughts, ideas, opinions, 
importance), feelings (emotions, like, dislike, good, bad) and behaviour (not actual 
behaviour, intention to act, buy, do, use). 
 

3. After the interview: 

Ask if the respondent has something to add to the interveiw, own thoughts or 
comments regarding the subject. 
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Appendix 3: Source criticism 
 
The following articles will be critized by the authors of this study. 

• Katz wrote an article in 1960 called The functional approach to the study of 

attitudes. This article is scientific and the journal, where the article is found, is 

peer-reviewed (found in Ulrichsweb.) However, this article is old, but mentioned 

as fundamental by Solomon et al (2010). Katz is seen as the founder of the 

functions of attitude. 

• In 1987, Belch and Belch wrote an article called The application of an expentacy 

value operationalization of function theory to examine attitudes of boycotters 

and nonboycotters of a consumer product. This article is scientific and peer-

reviewed (the journal is found in Ulrichsweb). Though, the article is old, but 

seen as fundamental. 

• In 1989, Shavitt wrote an article called Products, Personalities and Situations in 

Attitude Functions: Implications for Consumer Behaviour. This article is old, 

but might be seen as fundamental when it comes to the discussion of the 

functions composing attitude. 

• The article Mobile commerce: a new frontier is written by Varshney and Vetter 

in 2000. The journal, where the article is found, is not peer-reviewed (not found 

in Ulrichsweb), and the authors of this paper consider it to be non-scientific as 

well. However, the article is used solely when talking about the development of 

m-commerce, and therefore, the authors of this paper chose to keep it anyway. 

• In 2006, Manochehri and AlHinai conducted a study called Mobile phone users 

attitude towards Mobile Commerce (M-commerce) and Mobile Services in 

Oman. However, the authors of this paper had some trouble with figuring out if 

this was an actual article or a conference; different web pages implied different 

things. Even though this was difficult to figure out, as well as the study was 
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made in Oman, the article/conference contributed to a lot of important aspects of 

m-commerce, which made the authors of this paper to chose to use it anyway. 

• Swilley and Hofacker wrote an article in 2006, which is named Defining mobile 

commerce in a marketing context. The journal, where this article is published, is 

not peer-reviewed (not found in Ulrichweb) and the article is not scientific, but it 

holds a lot of important information for this study, and therefore, the authors of 

this study decided to use it anyway. 

• In 2007, Barutçu conducted a study in Turkey, called Attitudes towards mobile 

marketing tools: A study of Turkish consumers. The authors of this article are 

well aware of the fact that this study was conducted in Turkey, and that the 

findings might be difficult to apply to Sweden. Even though, this article is used 

because Barutçu mentions a lot of vital aspects when it comes to attitudes 

towards mobile commerce. 

• In 2007, Bigné and his collegues wrote an article called Key Drivers of Mobile 

Commerce Adoption: An Exploratory Study of Spanish Mobile Users. The article 

is scientific and the journal is peer-reviewed, but it is written in Spain and 

therefore, the findings might be inapplicable to Sweden and this particular study. 

However, the article brings up some important aspects of mobile commerce 

adoption, which the authors of this paper feel are relevant. 

• Sahney, Shrivastava and Bhimalingam wrote an aticle called Consumer Attitude 

Towards Online Retail Shopping in the Indian Context in 2008. First of all, the 

journal, where the article is published, is not found in Ulrichsweb. It is, 

however, scientific based on the criteria mentioned in the Methodology chapter. 

Second of all, the study is made in India. The authors of this paper feel it is 

relevant for this particular study anyway, since it brings up a lot of important 

aspects regarding attitude towards online shopping. 
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• In 2008, Whiting wrote an article called Semi-structured interviews: guidance 

for novice researchers. The journal, where the article is published, is peer-

reviewed and found in Ulrichsweb. However, the article itself is not scientific, it 

just explains semi-structured interviews a bit closer, which the authors of this 

paper felt was necessary. 

• Hsi-Peng and Su wrote an article in 2009 named Factors affecting purchase 

intention on mobile shopping Websites. The article is made in Taiwan, which 

could be difficult to generalize to Sweden, even though they made some good 

points in their study. 

• In 2009, Kao wrote an article called The Impact of Transaction Trust on 

Consumers’ Intentions to Adopt M-Commerce: A Cross-Cultural Investigation. 

The article is not peer-reviewed (the journal is not found in Ulrichweb), but it is 

scientific, which is seen based on the criteria mentioned in the Methodology 

chapter. 

• In 2010, Maity wrote an article called Critical Factors of Consumer Decision-

Making on M-Commerce: A Qualitative Study in the United States. The journal, 

where the article is published, is not peer-reviewed (not found in Ulrichsweb), 

but it possesses all the criterias mentioned in the Methodology chapter. 

• Chung and Holdsworth wrote an article in 2012 named Culture and behavioural 

intent to adopt mobile commerce among the Y Generation: comparative 

analyses between Kazakhstan, Morocco and Singapore. In this study, 

Kazakhstan, Morocco and Singapore were analysed. The finding from this 

article can therefore be difficult to apply to Sweden. However, the article brings 

up important aspects of intention to adopt mobile commerce among Generation 

Y, which is vital for this particular study. 
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• In 2012, Persuad and Azhar wrote an article called Innovative mobile marketing 

via smartphones: Are consumers ready?. This article was published in 

Marketing Intelligence & Planning, which is not a peer-reviewed source, 

according to Ulrichsweb. Though, the article is scientific based on the criterias 

mentioned in the Methodology chapter. 

• Chung wrote an article in 2014 called Gender, culture and determinants of 

behavioral intents to adopt mobile commerce among the Y Generation in 

transition economies: evidence from Kazakhstan. This study is made in 

Kazakhstan, which could be difficult to apply to Sweden. However, the study 

brings up some very important aspects of the intention to adopt mobile 

commerce among Generation Y, which is vital for this particular study. 

• In 2014, Mishra wrote an article called Adoption of M-commerce in India: 

Applying Theory of Planned Behaviour Model, where the adoption of m-

commerce was studied in India. The study could be difficult to apply to Sweden, 

but it could at least give a hinch about the adoption of m-commerce. 

• Ruiz-Del-Olmo and Belmonte-Jiménez wrote in 2014, an article called Young 

People as Users of Branded Applications on Mobile Devices. The article was 

originally called Los jóvenes como usuarios de aplicaciones de marca en 

dispositivos móviles in Spanish, and since the study is made with universiy 

students in Spain it could be somewhat difficult to apply this to Sweden. 

Though, university students in both Sweden and Spain are probably as much 

familiar with this kind of technology, and that is why the authors of this paper 

chose to use this article anyway. 

• Zamfiroiu wrote an article called Factors Influencing the Quality of Mobile 

Applications in 2014. This article is not scientific, but the journal, where the 

article is found, is peer-reviewed. The aricle gives the reader a more overall 
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view of mobile applications, which the authors of this paper feel are necessary 

for the theoretical framework. 

• In 2015, Ingham-Broomsfield wrote an article about qualitative research called 

A nurses’ guide to Qualitative Research. This journal, where the article is found, 

is not peer-reviewed (not in Ulrichsweb) and the article is not scientific. This is 

considered bad, but since the article is used only two times in the methodology 

chapter of this paper, the authors decided to keep it as a source anyway. It still 

holds some important information.
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