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Abstract 
 
 
 
E-commerce and m-commerce are, currently, both becoming a strong and 

important way of making business. This thesis aims to find out and analyze 

the reaction of people in front of the new phenomenon m-commerce in, not 

only, accessing to information, but also, conducting transactions through 

mobile devices. 

 

 The reaction of people has been studied by observing and analyzing 

existing theories stating in m-commerce. The empirical studies were 

conducted through the administration of a questionnaire to a sample of 250 

young European inhabitants. This survey aimed to collect primary data.  

The findings show that m-commerce in general is well perceived by 

customers. It can be a good way to make business depending on the sector 

companies are involving. Even if m-advertising can be considered as a 

good communication tool by companies, it appears that most of customers 

are not enthusiastic to receive any m-advertisement on their smart phone.  

However, companies can see in m-commerce a way to differentiate 

themselves such as offering m-payment possibility. 
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1. INTRODUCTION 

1.1 Background 
 

 Since the dawn of time, people have been selling products or services. The way 

to pay has changed from the swop to the use of money in the deal.  

Kotler & Keller (2006) defined commerce as the exchange of goods, services, 

information, money or anything else with some worth between two or more parties. 

Currently, many laws defined commerce in order to avoid unfair deals, by the way to 

avoid problems which might be dealt in the court. In today’s world, every business-to-

customer company tries to sell something, whether they are products or services.  

Traditionally, the place to sell products in business-to-customer companies is a store. 

Customers just go to the shop and buy what they desire. This traditional way of selling 

goods or services in a store environment is referred to as a bricks-and-mortar business 

(Gay et al., 2007).  

 

 Nowadays, there are many different ways to sell products. Whereas earlier 

customers should go for the goods they wanted, now they can just stay in their sofa and 

products come to them. This became possible with the advent of internet and growth of 

new technologies. Business has become conducted by networks, the most common 

network being the ‘World Wide Web’ allowing consumers to shop and browse for 

products without leaving home (Gay et al., 2007). Rayport and Jaworski (2001) have 

defined E-commerce as technology mediated exchanges between individuals or 

organizations as well as the electronically based intra or inter organizational activities 

that facilitate such exchanges. E-commerce allows companies more flexibility in the 

way to manage orders.  Thanks to E-commerce, customers can order from their house 

every time they want.  

 

 Let’s place the situation in the context. The internet has needed a long process 

before appearing as it is now. The term internet appeared officially in 1995, according 

to the Federal Network Council (FNC) internet is the universal information system that 

uses and provides, either publicly or privately, high level services and able to support 

communications using the Transmission Control Protocol/Internet Protocol (TCP/IP). 
1
 

A DotCom is defined as “any Web site intended for business use and, in some usages, 

it's a term for any kind of Web site”. 
2
 

 

 Business-to-consumers trade has known a significant raise, particularly in terms 

of goods (Madsen, 1999). At the end of the nineties, new technologies were a very 

thriving sector. Nevertheless, this sector has not been longer such prosperous. Many 

new DotCom company at that time were founded by new technologies experts with a 

big lack of financial and strategic skills which brought them to failure (Strategic 

Direction, 2005). Indeed, most of e-commerce entrepreneurs were not able to 

understand and anticipate the reaction of people in front of this internet and online 

shopping and not able to manage strategically a company. As the article says, “For 

                                                           
1
 http://www.nitrd.gov/fnc/Internet_res.aspx 

2
 http://searchnetworking.techtarget.com/search/query?start=0&filter=1&q=dotcom 
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example, in 1999 Furniture.com made revenue of only US$10.9 but spent US$33.9 on 

sales and marketing” (Strategic Direction, 2005, DotCom boom and bust, Vol. 21 Iss: 2, 

Pp 30-31). This shows perfectly which kind of problem were facing DotCom start ups. 

The article also talks about a strong deterrent which is the anxiety that people use to feel 

about buying online. Unfortunately, this restraint to purchasing was neither taken into 

account by new DotCom companies (Strategic Direction, 2005). 

 

 However the bankrupt of some companies made the success of others. The 

specialized market niche allows start ups to make benefit more than other market 

(Lumpkin et al. 2002). It is also important for an online company to take into account 

the logistic aspect: to deliver the right product to the right place respecting the deadline 

already fixed (Razy et al. 2004). All this shows that internet and the new technologies 

can be a sustainable competitive advantage for a business (Razy et al. 2004).  

 

 According to e-commerce Europe, in 2012 the turnover of E-commerce has been 

close to €300 billion in Europe only. 15% of European companies practice on-line 

selling. In Europe, the Scandinavian countries, the Netherlands and the United Kingdom 

have been forerunner in terms of e-commerce and m-commerce. In these countries, 

around 75 per cent of internet users are online buyers. E-commerce Europe also states 

that Europe is the biggest e-commerce market. 
3
 The average growth of online sales in 

Europe was expected to be in 2012 of 16.1 per cent.
4
  

 

 E-commerce practices have expanded its uses into the quickly evolving mobile 

phone industry in the form of M-commerce. This means that people can purchase, 

browse, and sell products over the mobile phone (Gay et al., 2007). M-commerce is 

currently growing at a rate much faster than E-commerce has been. By the end of 2017, 

m-commerce market is expected to be 24.4 per cent of overall e-commerce revenues. 

According to ABI Research’s mobile online commerce report, this incredible growth is 

due to the rapid adoption of smartphones. 
5
 

 

 

 
 
 
 
 
 
 
 
 
 
 
 

                                                           
3
 http://www.ecommerce-europe.eu/press/2012/12/european-e-commerce-to-reach-over-300-billion-

in-2012 
4
 http://www.retailresearch.org/onlineretailing.php 

5
 http://www.abiresearch.com/press/m-commerce-growing-to-24-of-total-e-commerce-marke 

http://www.ecommerce-europe.eu/press/2012/12/european-e-commerce-to-reach-over-300-billion-in-2012
http://www.ecommerce-europe.eu/press/2012/12/european-e-commerce-to-reach-over-300-billion-in-2012
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1.2 Problem formulation 
 

During thousands of years, the bricks-and-mortar (B&M) model has been the only way 

of doing business, but nowadays ignoring the opportunities that new technologies can 

offer means digging their own grave for business.   

Internet has become a powerful tool that can allow to every company to get a 

competitive advantage in much more huge market than the B&M model: the 

international market. (Turban 2006). Nowadays internet has more than 2.405 million 

users and through e-commerce it is possible to reach this huge market (Internet world 

stats).  

 

E-commerce has become a quite popular way of doing business last years. Several 

online sellers companies have appeared in the market, most of companies own a 

webpage and many of them also sell through it. Today we can find millions of 

companies using a Clicks-and-Mortar business model, it means combining the 

traditional system that requires the presence of the customer with the e-commerce, i.e. 

the purchase is done through a website. (Chaffey, 2007) 

 

But the constant technology development could offer a new possibility: the m-

commerce. Day to day, cell phones are more sophisticated and allow a large variety of 

uses that can be successfully used in business. Due to smart phones are relatively new, 

there aren’t lots of theories and practical applications of m-commerce. 

 

However, smart phones and tablets are becoming more and more popular and gaining a 

place to the traditional PCs and laptops. For that reason, the application of the e-

commerce basis to the mobile phones could be a great combination that would offer to 

the retailers a chance of reaching easily to the customers and increase their profits. (Pew 

Research Center, 2012) 

 

M-commerce is becoming a specific kind of e-commerce that is becoming available and 

attractive with the technological change and that leads to a constant contact between the 

retailer and the customer. The possibility of creating mobile apps is also an excellent 

chance for seller to follow creative marketing strategies. At the same time, new 

technologies are being developed to allow payments through mobile phone in fast and 

simple way. (Mylonakis, 2004) 
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1.3 Research question 
 

The objectives of this paper are to discover the current use that smart phones are given 

by users in terms of purchasing habits. The authors are also intended to lay out the 

feelings and expectations that consumers have upon the m-commerce.  

 

The research question of the thesis is: how do consumers react to the use of mobile 

wireless devices to access information and conduct transactions that lead to the value 

transfer in exchange of goods, services or information? 
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1.4 Definitions 
 

1.4.1 Brick-and-mortar model. 
 

Brick-and-mortar model (name that comes from the traditional material of the 

buildings) is the oldest and most common way of making and exchange. It is this kind 

of commercial transaction where the seller owns a physical space where products are 

offered giving to the consumer a face to face treat (traditional commerce). (Enders & 

Jelassi, 2000) 

 

1.4.2 Electronic commerce. 
 

Electronic Commerce, commonly known as E-commerce, is the use of the internet and 

the web to transact business. Another common definition (Turban, 2006) states that E-

commerce is the process of buying, selling, transferring, or exchanging products, 

services, and/or information via computer networks, including the internet. Drucker 

(2002) defines E-commerce as ‘a major, world-wide distribution-channel for goods, 

services, and managerial- and professional jobs’. 

 

 

1.4.3 Click-and-mortar model. 
 

A common e-business way is the click-and-mortar model. It is a type of business model 

that includes both online and offline operations, which typically include a website and a 

physical store. A click-and-mortar company can offer customers the benefits of fast 

online transactions or traditional face-to-face service in a physical store. 

Transactions can be initiated and finalized either at the website ('clicks') or at the 

physical site ('mortar'). (Chaffey, 2007) 

 

1.4.4 Dotcom companies. 
 

A dotcom is a firm that uses the internet as the key element in its business, without the 

existence of any physical store. Dotcoms are so named because of the URL customers 

visit to do business with the company, e.g. www.Amazon.com. The “com” stands for 

“commercial.” (Chaffey, 2007) 

 

 

1.4.5 Mobile commerce. 
 

Mobile commerce officially began in 1997 in Helsinki, Finland. Coca-Cola vending 

machines were installed that accepted monetary payments from cell phones through the 

use of SMS text messaging technology. (Salz, 2013) 

Even if m-commerce is becoming more popular everyday, there is no exact definition 

for m-commerce. The interpretation of the term changes slightly for different author, 

http://www.businessdictionary.com/definition/transaction.html
http://www.businessdictionary.com/definition/site.html
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magazine or trader. Following it, few examples of definitions according to different 

sources are attached: 

 

"M-Commerce is the use of mobile devices to communicate, inform transact and 

entertain using text and data via a connection to public and private networks." (Lehman 

Brothers) 

"The core of mobile e-commerce is the use of a terminal (telephone, PDA, PC device, 

or custom terminal) and public mobile network (necessary but not sufficient) to access 

information and conduct transactions that result in the transfer of value in exchange for 

information, services or goods." (Ovum) 

"Business-to-consumer transactions conducted from a mobile device." (J.P. Morgan) 

 

"E-Commerce over mobile devices." (Robinson-Humphreys) 

"Mobile Commerce refers to any transaction with monetary value that is conducted via 

a mobile telecommunications network." (Durlacher) 

"The use of mobile handheld devices to communicate, interact via an always-on high-

speed connection to the Internet." (Forrester) 

"The use of wireless technologies to provide convenient personalized and location-

based services to your customers, employees and partners." (Mobilocity) 

1.4.6  WAP 
Short for the Wireless Application Protocol, a secure specification that allows users to 

access information instantly via handheld wireless devices such as mobile phones, 

pagers, two-way radios, smart phones and communicators.
6
  

 

1.4.7  3G 
 

3G is the third generation of wireless technology for the mobile phone and other PDA’s. 

This upgraded technology brings high speed transmissions, advanced multimedia 

access, and can be used all over the world where available. These improvements allows 

for better video and sound streaming quality (Nadeem Unith)
7
. According to the U.S 

company ‘Sprint,’ the average download speed is 600Kbps - 1.4 Mbps and its maximum 

rate at 3.1Mbps (sprint.com) 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
6
 http://www.webopedia.com/TERM/W/WAP.html 

7
 http://voip.about.com/od/mobilevoip/p/3G.htm 

http://www.webopedia.com/TERM/P/protocol.htm
http://www.webopedia.com/TERM/H/hand_held_computer.htm
http://www.webopedia.com/TERM/W/WAP.html
http://voip.about.com/od/mobilevoip/p/3G.htm
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2. FRAME OF REFERENCE. 

2.1 Commerce. 
 

Commerce is usually defined as the exchange of goods, services, information, money or 

anything else that has some value between two or more parties (Kotler & Keller, 2006). 

Another definition is, according to James Stephenson, an organized system for the 

exchange of goods (services, money, etc) between the members of the industrial world. 

 

An exchange is the process in which one part provides a desired good or service for 

another part, receiving something of value in return. There are five required conditions 

in order that an exchange may occur: 

 

-There must be, at least, two parties. 

-Each party must have something valuable for the other party. 

-Each part must be capable of communicating and delivering 

-Each party must be free to accept or reject the exchange offer  

-Each party must wish to deal with the other. 

 

The parties involved in an exchange are called buyer and seller. The seller is a part that 

has a surplus of a valuable good (or service) and whose goal is selling it in exchange of 

something that the buyer has (usually it is money). While the buyer is that one that has 

some needs that may be satisfied with what the buyer offers, giving money or some 

other valuable good for this last one in return.  

(Kotler 2006) 

 

2.2 Traditional commerce.  
 

As we defined before, traditional commerce or also called Brick and mortar business is 

this kind of commerce taking place in physical stores. We find two special conditions 

for the development of the exchange in the traditional commerce: 

 

There is a specific location for the retail store where the customer has to move to make 

a purchase. For that reason, being located in a good place is fundamental for the success 

of a brick & mortar business. The goal of the location is getting as much traffic of 

consumers as possible. Depending on the kind of retailer, the optimal location can be 

different. Normally being in a CBD (Central Business District) or in shopping mall 

offers a good advantage, as being close to other business attracts more consumers. 

(Barry and Burns, 1999) 

 

Secondly, the store staff is another important element. In the traditional commerce the 

retailer offer a face to face contact destined to advice and help the customers. For that 

reason this human interaction between the workforce and the consumer is also crucial to 

satisfy properly the customer’s needs and, as in consequence, being a successful 

business. (Barry and Burns, 1999) 

 

Both location and workforce are oriented to the key element of the commerce: the 

customer. The customer is the reason of any business survival, for that reason, a retail 
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store consisting in a specific physical place where a product is sold by the store 

personnel must try to maximize the customer satisfaction in each point.  

 

2.3 Retail business.  
 

Retail is the sale of goods and services from individuals or businesses to the end-user. 

Retailers are part of an integrated system called the supply chain. A retailer purchases 

goods or products in large quantities from manufacturers directly or through a 

wholesale, and then sells smaller quantities to the consumer for a profit. Retailing can 

be done in either fixed locations like stores or markets, door-to-door or by delivery. 

(Barry and Burns, 1999) 

 

B2C or business to consumer means business or transactions conducted directly 

between a company and consumers who are the end-users of its products or services. 

Business to consumer as a business model differs significantly from the business to 

business model, which refers to commerce between two or more businesses.  

 

2.4 Electronic commerce.  
 

According to Drucker (2002), E-commerce is for the informatics revolution the same 

that the railway was for the industrial revolution: a totally new, unprecedented 

phenomenon. 

With railway, men dominated the distance. With e-commerce, men have eliminated it. 

A consequence of that, it is that every business must be globally competitive, even if it 

just produce and sell in a local market. Nowadays, the competence is not local, actually, 

it doesn’t have any limits.  

 

We could say that E-commerce is structured in “virtual shops” that offer products 

online. Even “virtual shopping malls” have been created with hundreds of shops 

offering every accessory for the sale. The most familiar and well-known way of E-

commerce, and also the one we want to focus in, is the B2C E-commerce which consists 

in that online retailers manage for reaching to individual consumer through the website. 

 

 

http://en.wikipedia.org/wiki/Product_(business)
http://en.wikipedia.org/wiki/Manufacturing
http://en.wikipedia.org/wiki/Consumer
http://en.wikipedia.org/wiki/Door-to-door
http://en.wikipedia.org/wiki/Delivery_(commerce)
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Figure 2.1 

 

In the figure above are shown all the components that participate in the online 

purchasing and how they are structured. 

 

 

2.4.1 Dimensions of e-commerce. 
 

There are different forms that e-commerce can take depending on the degree of 

digitalization of the product, the process and the delivery intermediary. 

 

 
 

Figure 2.2 

 

In the figure 2.2 (Source: Whinston, Choi, and Stahl. 1997), the different possible 

scenarios of e-commerce are shown. A product, process and a delivery agent can be 

physical or digital. When all three components are physical we are in front of traditional 

commerce. When every component is digital, then we get pure e-commerce. While any 
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other scenario includes a mix of digital and physical dimensions. (Amir Manzoor, 

2010). 

 

2.4.2 B2C E-commerce. 
 

One of the main e-commerce forms and the one that has been more developed is the 

Business to Consumer e-commerce. B2C e-commerce consists in applications that 

provide an interface from business directly to their consumers. The most common 

example of a B2C application is a retail website featuring the company’s products or 

services that can be directly purchased by the customer such as www.amazon.com. (Sun 

& Gavin R, 2004).  Sun & Gavin state that e-commerce can involve electronic 

transactions in marketing, ordering and paying, after sales service and, in case of 

intangible or virtual goods and services, even delivery. B2C e-commerce is used by 

consumers for the convenience of purchasing over the Web. Companies use B2C e-

commerce to attract new customers, reach new markets and promote products and 

services.  

Manzoor (2010) explains B2C e-commerce as business selling to the general public 

typically through catalogs using shopping cart software. The growth of B2C e-

commerce has occurred both in developed and developing world resulting in a global 

community of online shoppers. According to the U.S. Census Bureau, U.S. retail e-

commerce sales reached $169 billion in 2010. From 2002 to 2010, retail e-sales 

increased at an average annual growth rate of 17.9 percent, compared with 2.6 percent 

for total retail sales. As Manzoor (2010) says, B2C reduces transaction costs and market 

barriers to entry. Transaction costs are reduced because customers can access 

information and find the most competitive price for the product or service. Market entry 

barriers are reduced because the cost of putting up and maintaining a website is much 

cheaper than establishing a traditional business structure.  

 

2.4.3 Advantages and disadvantages of e-commerce. 
 

In this section the advantages and disadvantages that electronic commerce presents are 

being analyzed. According to V. Rajaraman (2009) the main advantages which accrue 

to business that participate in e-commerce are as follows: 

 

 Business can reach out to customers worldwide at a low cost. A well-

designed web page will be an asset to any business to promote their goods 

and to sell their merchandise. 

 Order processing time and cost are reduced. When an e-vendor receives a 

purchase order, it is automatically processed in its system.  

 Some businesses require being supplied by several external vendors in 

order to manufacture their products. It is called Supply Chain 

Management (SCM). SCM becomes simple and fast with the use of e-

commerce. When the suppliers are connected to the e-business intranet, 

they can observe the needs and the inventories and the sales of the 

manufacturer and adjust their supplies, inventories, etc. This also reduces 

the inventory size and consequently the costs. 

 Funds are transferred fast and safe. 

http://www.amazon.com/
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 Customization of goods and services according to individual’s 

requirements is another possibility that e-commerce offers. With the 

improvement of the SCM and the inventories’ reduction, the retailers can 

process orders based on customer preferences. 

 The cost of setting up an e-commerce is smaller than the cost of a 

traditional business infrastructure 

 The transaction costs are lower.  

 There are some items such as airline tickets where competing airlines 

provide several special packages and prices. Through internet it is possible 

to compare them quickly. 

 The maintaining costs of online catalogues are much less than printing and 

delivering catalogues and price lists. Moreover, changing the design or 

adding/deleting products is fast and easy. 

 Customers can be services online. Without having to go to physical stores. 
 

On the other hand, Rajaman (2010) also presents some disadvantages that electronic 

commerce entails: 

 

 In some countries, internet access is not widely available. However, this 

situation is changing day to day. 

 Paying by credit card requires faith in the security system. Consumers 

may be scared of giving their credit card number to vendors who only 

have online presence. 

 Many people go shopping for social contact and to touch, feel, see and 

bargain before purchasing items. E-commerce de-personalizes 

transactions. 

 Spies or hackers can steal credit card numbers, purchase orders, invoices, 

etc, if appropriate care is not taken. 

 If there is a sudden increase in orders, there may be logistic problems. 

Long delays will turn against the business affecting its future sales. 

 When a successful e-business is launched, there will immediately appear 

competitors trying to copy it. Duplication is much simpler in e-business 

compared to traditional commerce. For that reason, to keep the advantage 

of being the first requires continuous innovations. 

 Online business exposes its catalogues and prices to competitors. 

 Not every item is suitable for sale online.  
 

Even though these disadvantages, the e-commerce is growing very fast. The advantages 

it offers are more important and, moreover, most of the disadvantages can be solved 

with a good business plan, taking care about the security systems and being innovative. 
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2.5 Mobile commerce. 
 

Up until the last century, the computing world basically entailed personal computers 

(laptops and desktop machines) and the back-end services that interact between them. 

At that time, mobile phones were just a wireless phone. 

However, wireless phones have changed a lot since then. Nowadays, making a simple 

phone call is not the main purpose of cell phones. On the contrary, what users look for 

in a modern mobile device are other features such as the screen resolution, the 

convenience of its web browsing expertise, its memory capacity and so on. During the 

last years, smart phones users have been enjoying the benefits of internet and mobile 

devices combination; consequently, those activities that you could only perform from 

your PC at home or office, can now be done from your mobile phone wherever you go. 

(Nahari & krutz, 2011) 

 

With the rapid advance of wireless communication technology and the increasing 

popularity of powerful portable devices, mobile users not only can access worldwide 

information from anywhere at any time but also use their mobile devices to make 

business transactions easily, e.g., via digital wallet (Hsueh-Chan & Lee, 2012) 

 

In their article “Consumer-based m-commerce: exploring consumer perception of 

mobile applications” Joseph & Mahatanankoon (2005) state that M-commerce essence 

is developing E-commerce that benefits consumers and business. Banking, financial 

services, shopping, ticketing and travelling applications are been developed to be used 

easily and effectively and lead companies and customers into a new business way. 

 

 

2.5.1  M-commerce: the future commerce. 
 

Laundon (2011) explains that m-commerce is still in its infancy. From a practically 

inexistent mobile commerce before 2007, in 2010 e-commerce revenues reached around 

$13 billion. By 2013, revenues are expected to reach a 10% of the total e-commerce 

revenues (around $37 billion).  

As authors will expose in next sections, the implications for e-commerce of the “always 

on” mobile platform are very positive: for first time consumers will be able to purchase 

at anytime and from anywhere. The transaction costs and infrastructure costs will 

decrease significantly, making m-commerce more convenient and affordable than fixed 

e-commerce and physical shopping.  

 

 

2.5.2 Mobility and wireless. 
 

Wireless and mobility are two fundamental elements to refer in the m-commerce world. 

These terms are quite often confused in the mobility world, even though they have 

unique meanings. In this section we will develop this two concepts according to some 

authors. 
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Mobility. 
 

There is no doubt that mobility can mean many things, depending on the situation. 

However, in our case we are going to take the Adam Kornak’s definition from his book 

Enterprise Guide to Gaining Business Value from Mobile Technologies where Kornak 

(2004) defines mobility as “the application of mobile devices and wireless technology 

to enable communication, information access and business transactions from any 

device, from anyone, from anywhere, at any time”. (Pp. 4-5) 

 

 
Figure 2.3 

 

In their article, Joseph and Mahatanankoon (2005) state that there exist five aspects of 

mobility. These features that are not found in traditional e-commerce are the followings: 

 

“Always on”: Because its design, a mobile phone can be always on and portable. It 

allows users to engage in any activity while shopping or transacting through their 

internet-enabled mobile devices. 

Location-centric: Besides the ability of going anywhere, GPS technology allows to 

recognize where the device is and personalize the available services accordingly. Using 

this technology, m-commerce retailers are able to better receive and send information 

related to a specific location.  
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Convenience: Smart phones users are not anymore constrained to a specific place or 

time. With internet mobile devices, time and space barriers have been eliminated. 

Consumers can make their transactions and purchases at any place and in any time. By 

making services more satisfying and convenient, the customers become more loyal. 

Customization: through mobile phones, the segmentation and targeting process become 

more effective and precise. M-commerce producers can customize their advertisements 

and based on information provided by the history of users’ purchasing habits. 

Identifiable: While PC is virtually anonymous, cell phones have an ID. Mobile devices 

are used normally by one sole individual easily identified, what make them ideal for 

target marketing. The possibility of identify the user offers the chance of personalize the 

marketing strategy according to the different segments. 

 

Wireless. 
 

Kornak (Pp. 8-10) states that there are two categories of wireless solutions that must be 

defined. As Figure 5.1 shows, one kind of application is a public wireless, i.e. the use of 

a terminal and public network to make the transactions and get information. A web 

browser such as Internet Explorer is an example of public application. Other examples 

of wireless public applications are slightly explained here:  

Real time quoting engines: these applications provide real time information to the end 

user. This kind of applications are usually used for essential information or emergency 

alerts, such as a stock price drop. 

Location-Based services: these applications involve a two-way communication (seller-

buyer) based on location information. For example the retailer could sell a message with 

special promotion when the customer is driving to the store. However these applications 

have been pushback by customers for privacy reasons. 

Wireless portal: These web applications provide an entry door to several online 

services. Examples of those applications are Yahoo.com or MSN.com. 

Global Positioning Systems (GPS): A simple explanation of GPS is an application that 

allows pinpointing the exact location of an object carrying a GPS locator device, using 

spatial satellites. 

Telematics: these applications combine location-based services, wireless portals and 

GPS. Telematics is the use of wireless application in vehicles. Telematics applications 

provide a wireless connection with exchange of data between a service provider and the 

vehicle. General Motors uses telematics system by sending data about your vehicle to 

your vehicle dealership, such as when it is time for an oil change. 

 

The other kind of wireless applications is private applications. These ones involves the 

use of radio or private mobile networks to access information and conduct transactions 

that result in the transfer of value in exchange for information services internally. 

Private applications have been used in the enterprise during many years. An example of 

private wireless application happens in car renting. Many vehicle renting services have 

used it to check cars back into their lots when a customer returns a rental car. Another 

example of private wireless application includes supply chain optimization for 

manufacturing processes, commercial Telematics and wireless home networks. 

Adam Kornak, Enterprise Guide to Gaining Business Value from Mobile Technologies 

(Pp. 10) 
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2.5.3 Mobile commerce services for consumers. 
 

In this section, the authors will are exposed the leading m-commerce services available 

for consumers based on the book “Mobile commerce: opportunities, applications and 

technologies of wireless business”, Paul May 2011. 

According to May 2011 (Pp. 90), the main m-commerce services are: travelling, 

ticketing, banking, news and events, game playing and shopping. 

 

2.5.4 M-Payments 
 

Overview 
 

The number of goods and services that will be available to be purchased using mobile 

phones is supposed to expand dramatically during the next years. Actually, it is 

predicted that in the following four years the M-commerce will achieve what the E-

commerce reached the last fifteen years. Nevertheless, even Smart phones offer 

important opportunities for companies, M-commerce is totally depending on customers’ 

willingness to, in fact, making an M-Payment through the device.  

Schierz (2010) (Understanding consumer acceptance of mobile payment services: an 

empirical analysis. Electronic Commerce Research and Applications, Pp. 209–216) 

states that while growth forecasts for M-commerce services have been really positive, 

the reality is different. A Google research shows that consumers are wary of using 

Smart Phones to make M-Payment (Rao 2011, Google Survey). This result leads to the 

question why consumers are not fully adopting M-Payments. 

 O’Reilly, P. (2011), in the article Conceptualising consumer perceptions of contactless 

M-Payments through smart phone, explains that the trust is the key element for both m-

transactions and m-payments. Consumer’s trust in an online vendor affects significantly 

their decision to purchase online. (Pavlou & Fygenson (2006). Understanding and 

predicting electronic commerce adoption: an extension of the theory of planned 

behavior. Pp. 115). O’Reilly (2012), in the article To M-Pay or not to M-Pay—

Realising the potential of smart phones: conceptual modeling and empirical validation, 

explains three vendor trust dimension, explains that there are three traditional vendor 

trust dimensions: Credibility, means that the vendor is competent, honest, able to save 

customers’ information and reliable; Benevolence, means that the seller is interested in 

consumer welfare, managing customers’ private data in a ethical way and that has 

altruistic motivation besides making money; Integrity that means that the seller ensures 

the contract fulfillment.  

 

Other important aspect is the consumers’ trust in mechanisms, the infrastructures that 

allows transactions between users and providers of M-Commerce. In E-commerce and, 

also, in M-Commerce, an objective third part and the government play an fundamental 

role in establishing legislation and standards of service to establish legal rights of M-

Commerce consumers.   (Cheung & Lee (2003): An integrative model of consumer trust 

in internet shopping)  
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Main M-Payments methods. 
  

Premium SMS. 

 

SMS messages that are charged more than normal is the most traditional way of M-

Payment. The mobile phone user sends a short message to a special number. The 

network operator sends pass on the message to the provider (seller). Then, the seller 

deliver the content to the user. Network operator keeps most of the money, the rest goes 

to the content seller. (Mehta (2008), Mobil Web Development. Pp 146). 

 

WAP-Based Credit Card Payment. 

 

Customers with Wireless Application Protocol capable mobile devices can pay through 

the mobile web. The merchant uses an online payment gateway. Customers enter their 

credit card information and that gets charged. Many specialized gateways offer mobile 

phone and PIN number based authentication to simplify the process. (Mehta (2008), 

Mobil Web Development. Pp 147). 

 

Direct Billing 

 

With this method, customer’s purchases are charged on the mobile phone bills. 

Financial institutions and network operators cooperate to make it possible. The 

customer enters his/her authentication on the website and the cost of the transaction is 

charged in the mobile phone bill. This system allows customers to get itemized bills like 

those for credit cards. (Mehta (2008), Mobil Web Development. Pp 148). 

 

Proximity Payment/ One-transaction 

 

This method is not very popular in the mobile web. The mobile device requires a special 

chip or software/hardware extension that allows it communicating with the point of sale 

(POS) system. In the cashier, the mobile device and the POS system communicates each 

other. The customer gets a notification, confirms the transaction and the charge is done. 

The fact that this method requires a  specific software/hardware limits its current 

feasibility. (Mehta (2008), Mobil Web Development. Pp 148). 

 

The NFC (Near Field Communication) technology is already under testing and could 

lead to the payment by mobile phone in the physical stores. This technology requires a 

very short range of radio frequency of about 4 cm, that unable outside interferences, 

offering like that secure transactions. At the same time, transactions costs are reduced, 

as companies such as Visa or MasterCard are skipped and the charge is directly done to 

the bank account. (Benyo et al.,2007) 

 

These last payments methods through mobile devices are an innovative way of transact 

money. Hence, their success is conditioned by the consumers acceptance upon 

innovations. 

Bauer state the theory that the users innovativeness refers to the consumers personality 

and if consumers are willing to try new innovations on the market (Bauer, H. H., et al 

2005).  
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The consumers differ a lot in the level on innovativeness for a new upcoming good or 

service. Consumers with high level of innovativeness or innovators are expressed to be 

very open for new upcoming objects and ideas on the market as well as they tend to 

make constructive usage of them. Innovator consumers are usually male young adults, 

better educated, and have a higher income than later adapt consumers. Innovators are 

also explained as risk takers, and those who take use of special offers like discounts, 

coupons, and samples. ( Kotler, P., et al. 2005). 

 

2.5.5  Consumers’ attitudes toward mobile advertising 
 

The main reason to explain why mobile advertising appeared and became so used by 

lots of different businesses is that the mobile phones growth has been so fast that 

companies saw in it a good way to reach a many people as possible. Mobile advertising 

refers to two different kind of advertisement. First it refers to advertisement that moves 

from place to place. The other meaning of mobile advertising is advertisement sent to 

and presented on mobile devices (Amen Ume, Consumer Attitude towards Mobile 

Advertising).  

 

 Some studies elaborated the theory that mobile advertising is not well perceived by 

cell-phone users. According to a research done by Su-Fang Lee, Yuan-Cheng Tsai et al, 

mobile advertising is considered by most of mobile-users as annoying, excessive, and 

offensive. This result is agreeing with other studies done before by Alwitt & Prabhaker 

in 1994, Mittal in 1994 and Tsang et al. in 2004. This research also stated that just a bit 

more than 50% of the observation is keen in receiving mobile advertisement in a 

purchase purpose and less than the half interested in receiving advertisement for 

information.  It also says that most of the people when they receive advertisement 

through their cell-phone just keep it to read it later.  

Amen Ume elaborated a theory stating that the attitude of people toward advertising in 

general is influence the attitude they will adopt toward the mobile advertising.  

A central aspect influencing consumer behavior has been expressed as level of the 

individual knowledge about a good or service (Kotler, P., et al. 2005).This means that 

consumers need good knowledge about the features and the usage of mobile advertising 

to really be sensitive to it. The knowledge about these new technologies will affect the 

final decision of the user. Therefore is it stated that consumers with higher knowledge 

about telecommunication industry are likely to know more about mobile advertising, 

and that these are also the consumers with a more positive attitude towards mobile 

advertising( Bauer, H. H., et al 2005).To provide consumers with right knowledge of 

any technology can thus be considered significant. 

Another aspect which can be interested is the user information seeking behaviors. This 

refers to the consumer’s motivation and desire level to collect and receive information 

from different external sources. The theory states that external sources are used in 

general in two different cases: it can be to solve an immediate problem or for a problem 

that may appear later. Since advertisement information are including the external 

sources, the more the consumer has a higher motivation and desire to get information, 

the more he would be positive towards advertisement in general and consequently to 

mobile advertising also (Ibid. 184). 
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2.5.6 Online commerce: security environment 
 

For most of honest citizens, Internet holds the promise of a huge, convenient and global 

marketplace that provides access to people, goods, services and businesses worldwide. 

But for thieves, the Internet has created new and lucrative ways of stealing. Products 

and services, cash, information all is on Internet. (Laudon 2011, Pp 240-296) 

 

Laudon 2011 also states that there are six key dimensions to online commerce: 

 

- Integrity: refers to the ability to ensure that information being displayed 

on a Web, or transmitted or received, has not been altered by an 

unauthorized party. 

- Nonrepudiation: refers to the ability to ensure that online commerce 

participants do not deny their online actions. For instance, the availability 

of free e-mail accounts with alias names makes it easy for a person to post 

comments or send a message and later deny doing so. 

- Authenticity: refers to the ability to identify the identity of a person or 

entity with whom users deal on Internet.  

- Confidentiality: refers to the ability to ensure that messages and data are 

only available to those authorized to view them. 

- Privacy: refers to the ability to control the use of information a customer 

provides about himself or herself to a online merchant. 

- Availability: refers to the ability to ensure that an online commerce site 

continues to function as intended. 
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3. METHOD 

 

3.1 Research strategy  
 

There are two different ways to collect data: qualitative and quantitative research.  

Qualitative research 
 

The qualitative research consists in collecting and analyzing data in order to explain 

deeply motivations, attitudes and behaviors (Ghauri, P., et al, 2005). Qualitative 

methods are well appropriated for studying organizations groups and individual. 

(Strauss and Corbin, 1990). The reason which conducts to the use of qualitative method 

is the research problem and the purpose of the study (Ghauri, P., et al, 2005). Usually, 

qualitative researches involve from 10 to 50 people and are based on interviews and 

observations. To get relevant data, interviewed people have to be voluntary. It is 

important to consider if the people we are interviewing represent or not the target 

endorsed (Saunders, M. et al, 2007). Most of the time qualitative researches precede 

quantitative researches (Ghauri, P., et al, 2005). Indeed we need to identify and 

understand the problem before making assumptions regarding our population.  

 

Quantitative research 
 

Quantitative researches are involving either the whole population analyzed or just a part 

of it with a survey. Analyzing the whole population is about to make a census. Surveys 

consist in collecting data from just a sample of a population. As qualitative researches, 

in order to make a relevant survey it is fundamental to select a pertinent sample of the 

population analyzed. The sample has to represent as well as possible the population we 

are analyzing (Saunders, M. et al, 2007).  

It may be important to emphasize the main differences between qualitative and 

quantitative research to know which one is more relevant in our case. The table below 

shows these differences (Ghauri, P., et al, 2005, p110).  
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Qualitative methods Quantitative methods 

Emphasis on understanding Emphasis on testing and verification 

Focus on understanding from 

respondent’s/informant’s point of view 

Focus on facts and/or reasons for social 

events 

Interpretation and rational approach Logical and critical approach 

Observations and measurements in natural 

settings 

Controlled measurement 

Subjective “insider view” and closeness to 

data  

Objective “outsider view” distant from 

data  

Explorative orientation Hypothetical-deductive; focus on 

hypothesis testing  

Process oriented Result oriented 

Holistic perspective Particularistic and analytical 

Generalization by comparison of properties 

and contexts of individual organism 

Generalization by population membership 

Table 3.1 

 

As a result, since we plan to have recourse to a survey by administrating questionnaires, 

we are using the quantitative method or research.  

 

 

3.2 Type of research 
 

3.2.1 Exploratory, descriptive and explanatory researches 
 

Exploratory researches 
 

 Robson, in 2002, defined exploratory studies as a valuable means of findings out 

“what is happening; to seek new insights; to ask questions and to assess phenomena in a 

new light” (Robson, 2002, Real world research). Exploratory studies are use to clarify 

the understanding of a problem. Adams and Schvaneveldt (1991) compared exploratory 

research with the activities of the traveller or explorer. This type of research has the 

advantage of being flexible and adaptable. Depending on the result of new data and new 

insights, the direction of the research may have to be changed.  

 

Descriptive researches 
 

 The aim of descriptive research is to portray an accurate profile of persons, event 

or situations (Robson, 2002, Real world research). Descriptive research can be 

considered as a piece of exploratory research. Indeed, it is important before collecting 

data, to have a clear picture of the phenomena you are studying.  An important point of 

descriptive research is to not content yourself with just a simple description but to go 

further and draw conclusions from your data. Descriptive studies should be thought of 

as a means to an end rather than an end itself (Robson, 2002).  
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Explanatory researches 
 

 An explanatory research is a research that establishes causal relationships 

between variables. The emphasis is on studying a problem or a situation in order to 

explain the relationships between variables. In an explanatory research, using 

correlation can be interesting in order to get a clearer view of the relationship linking 

two variables (Saunders, M. et al, 2007).   

 

 

This thesis, the authors have combined two types of research. First, an exploratory 

research has been carried out. For this purpose, the authors have collected secondary 

data from books, articles and researches in order to achieve a deep understanding of the 

subject studied. Secondly, a descriptive research have been applied: a questionnaire has 

been administered to describe the current situation and have a clear idea about what is 

happening with m-commerce.  

  

3.2.2 Type of data: primary and secondary   
 

 In marketing research, two different kinds of data can be collected: primary and 

secondary data. The word data is the plural of datum which literally means something 

given. Data can be defined as the qualitative and quantitative values of a variable 

(Saunders, M. et al, 2007). In any research study, data is one of the most essential and 

vital aspect. Although it is possible to collect two different kinds of data, every research 

study is based on the collecting analyzing and interpreting data in order to get 

information. 

 

Primary data 
 

 Primary data are the data collected especially for the research involved. Primary 

data has never been published before since nobody has collected them previously. 

Ibrahim Naveen, in “primary and secondary data”, defines primary data as “original 

data that has been collected specially for the purpose in mind. It means someone 

collected the data from the original source first hand. Data collected this way is called 

primary data.” Primary data are more reliable, authentic and objective since they have 

not been manipulated and altered by human beings. They are more trustful than 

secondary data. One essential condition to get valuable primary data is to collect them 

from either the whole population or a coherent sample of the population analyzed.  

 In the collect of primary data, the method used is essential. The method has to be 

coherent with the purpose involved. As a result, we plan to elaborate a self-

administrated questionnaire through the social media Facebook. 

 Questionnaire can be define “ as a general term to include all techniques of data 

collection in which each person is asked to respond to the same set of questions in a 

predetermined order (deVaus, 2002). Questionnaire is the most common method in 

survey. Questionnaires are composed of a list of question either open-ended or close-

ended for which the respondents give answers.  

  Self-administrated questionnaires are composed of a predetermined and 

standardised set of questions. They are usually completed by the respondents. An 
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important point of self-administrated questionnaires is to explain to respondents the 

sense of the study. Such questionnaires are administered electronically using the 

internet. Consequently, they do not influence the respondents in the way to answer. 

Usually when you read out the question to the people, the tone of the voice absent-

mindedly indicate bias of answer. For that reason Facebook is a good way to administer 

our questionnaires. As questionnaires are used to collect quantifiable data they are also 

referred to as quantitative research interviews. (Mark Saunders, Philip Lewis, Adrian 

Thornhill, Research Methods for Business Students Pp356, 2007) 

 In that purpose, we plan to administer 250 questionnaires to a specific target. 

The interviewed people have to represent as well as possible the users of E-commerce 

and particularly M-commerce. Since the main target of M-commerce is youngsters, it 

appears relevant to use the social media facebook to get information we need. Among 

student it is very common to ask help and participation through Facebook, consequently 

we can be convinced that people interviewed, if we chose them well, are going to be 

voluntary and to answer on the best way they can to our questionnaires. The purpose of 

this research is, on the one hand, to understand motivations, attitudes and behaviours of 

users of M-commerce, on the other hand, to get some figures about users and non-users 

of M-commerce. For that reason, we want to combine both open-ended questions for the 

qualitative aspect and closed-ended question to get quantitative data. The use of open-

ended questions let respondents express themselves as they wish. It is possible on this 

way to identify the curbs which prevent people from using M-commerce. Closed-ended 

questions are easy to analyze we can get quantitative data from them.  

 

Secondary data  
 

Secondary data include both quantitative and qualitative data. The term secondary data 

refers to the data that have already been collected for some other purpose (Fisher, 2007). 

Most of the time, secondary data are supposed to be available for everybody. These data 

include raw data and compiled data. Raw data have not been changed at from the 

primary research they come from. Besides, compiled data have received some form of 

selection or summarizing (Saunders, M. et al, 2007). The process of collecting 

secondary data is common for most organisations. We can distinguish three main 

subgrounds of secondary data: documentary data, survey-based data, and those 

compiled from multiple sources.  
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Figure 3.1 

 

(Mark Saunders, Philip Lewis and Adrian Thornhill 2003) 

 

 Documentary secondary data are often combined with the use of primary data in 

research project. They include written documents and non written documents. Written 

documents can be for example notices, correspondence, books, journal, magazine 

articles and newspapers. Written document can generate statistical measures such as 

profitability derived from company records (Bryman, 1989). Non-written documents 

may be tape, video recording, pictures, films, television programs, etc. These data can 

be analyzed both quantitatively and qualitatively.  

  Surveys-based secondary data refers to data that have already been 

collected and analyzed for their original purpose (Saunders, M. et al, 2007). These data 

can refer to organisations, people or households. As there are three kinds to collect 

information through surveys, survey-based secondary data comes either from censuses, 

or from continuous and regular surveys, or from ad hoc surveys. Censuses are usually 

the responsibility of governments which make the participation obligatory (Hakim, 

2000).   Since they are carried out by governments, censuses are usually clearly defined, 

well documented and high quality. They are also easily accessible and widely used by 

others organisations and individual researchers (Saunders, M. et al, 2007). Continuous 

and regular surveys are those surveys repeated over time (Hakim, 1982). They can be 

repeated every year or at regular intervals. The sensitiveness of the information reported 

in such surveys makes them difficult to get, especially in a raw form. Ad hoc surveys 

are more unique surveys since they are more specific in their subject matter. They 

include data from questionnaires undertaken either by independent researchers, or by 

organisations, or by governments.  

 Multiple-source secondary data can be based completely on documentary or 

completely on surveys. They also can be an amalgam of the two. In multiple-source 

secondary data, it is obligatory that different data sets have been combined to form 
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another data set. The most common type of multiple-source secondary data is various 

compilations of company information.  

 An important point in the collect of secondary data is to ensure the validity of 

the sources and by the way measure the validity of the data (Saunders, M. et al, 2007). 

Secondary data have, of course, to meet the objectives of the research question. The 

accessibility of the secondary data has also to be taken in consideration. It may be 

difficult to measure the validity of secondary data. Confronting different secondary data 

discussing the same subject is a good way to measure the validity of each one. The way 

secondary data has been collected and the source are two relevant clues to judge the 

validity and the reliability of secondary data. In the case of documentary sources, the 

reliability will be difficult to assess, as a result these data should be considered as a 

source of the writer’s perceptions and views. For the surveys, the analysis of the 

methodology used to collect the data is the way to ensure the validity and reliability. 

Where data have been compiled, as in a report, it is important to pay attention to how 

these data were analyzed and how the results have been reported. (Saunders, M. et al, 

2007)  

 To answer our research question, we planned to collect secondary data.  

The authors have collected an extensive framework, presented in the previous chapter 

(frame of references) about the topic of this research. Mainly, the sources for the 

secondary data have been books, previous researches and academic and scientific 

articles. 

 

3.3 Population sample 
 

 In the collect of primary data, the need of selecting a sample of study appears. 

M-commerce is an international phenomenon which can touch almost everybody in 

developed countries. Consequently, it is impossible to collect data from the whole 

population. Sampling techniques provide a range of methods that enable you to reduce 

the amount of data you need to collect by considering only data from a subgroup. We 

can identify two different sampling techniques: 

 

 Probability sampling; 

 Non-probability sampling. 

 
Probability sampling refers to the case where you need to make inferences from your 

sample about a population to answer your research question. It is a random way to 

select samples. There are four steps in the probabilistic sampling process: 

 

1. Identify a suitable sampling frame: it means that the first thing required to carry 

out a probabilistic sample is to have an accurate sampling frame. The sample 

frame is a complete list of all cases in the population from which you will get 

your sample. For example if your research is concerned about the students of 

one university, the sampling frame is the complete list of the students of that 

university. 

2. Decide a suitable sample size: for probabilistic samples, the size is a very 

important factor. Generalizations about population are based on probability. It 

means that the larger sample’s size the lower likely error. Hence, in probabilistic 

sampling, there is a compromise between the accuracy of the results and the 

resources spent on the research. 
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3. Select the most appropriate sampling method: When you have the sampling 

frame and the size is decided, there are five main techniques that can be used to 

select a probability sample: simple random, systematic, stratified random, 

cluster and multi-stage. The choice will depend on your research question and 

your objectives. In this paper we won’t go deeper in each kind of technique as 

we won’t carry out a probabilistic sampling method. 

4. Check in your sample is representative through different techniques and tests. 

 

As we have explained, in probability sampling, the sample is chosen randomly, it entails 

that the researcher can specify the probability that any case will be included in the 

sample. Nevertheless, sometimes it is not possible. For these cases the use of non-

probabilistic sampling techniques must be done.  

Also when there is a lack of resources or when it is not possible to determine the 

sampling frame non-probabilistic sampling is needed. 

Different non-probabilistic techniques are available and the choice will depend on the 

research question and purpose as well as the characteristics of your population and 

sample.  
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Figure 3.2 

 

 

In the figure above, there is represented a scheme with different indications for selecting 

the most appropriated kind of non-probability sampling. It illustrates a range of 

available techniques.  
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In our case study, the target population is young people between 15 and 30 years old in 

Europe. We have chosen this target population because they are mainly the current and 

future consumers familiarized with the use of M-commerce.  

 

Obviously, we don’t have the resources for creating a sampling frame as the population 

that we are studying is very extensive, for that reason we cannot choose a probabilistic 

sampling technique. 

The sampling technique that we think is the most convenient for our research is a 

convenience snowball sampling method. With this method, we will select a relatively 

short number of cases, basing this choice on the age, gender and nationality of each 

case, obtaining a balanced number of individuals with the same characteristics and we 

will ask them to send our questionnaire to other individuals with similar characteristics. 

With this method, we won’t control the number of individuals answering our survey so 

it will finish when we obtain 250 answers. 
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4. DATA COLLECTION AND ANALYSIS 

4.1 Instrument to collect the data: Administering a 

questionnaire 
 

 Once, the population sample has been established it is necessary to select a 

primary data collection instrument. Due to the extensiveness of our population, the 

authors have decided to draw on a questionnaire to collect the data. In this section the 

authors of this thesis analyse the process of administering a questionnaire.  

 

According to Saunders 2007 “Research methods for business students” (Pp 356) 

questionnaires can be used for descriptive and explanatory researches.  

Descriptive research, such as that undertaken using attitude and opinion questionnaires 

of organizational practices, enable to indentify and describe the variability in different 

phenomena. Although questionnaires can be used as the only data collection method, it 

is usually better to complement and link them with other research methods, in this thesis 

case, the authors will also collect secondary data from other researches to compare the 

results. 

 

4.1.1 Types of questionnaire 
 

The design of a questionnaire differs according how it is administered and, in particular, 

the amount of contact the researcher has with the respondents. Below each type of 

questionnaire is mentioned and following we can find the figure 3.4 that illustrates it.  

 

Self-administered questionnaires: are usually completed by the respondents. Such 

questionnaires are administered electronically using internet or intranet, posted to the 

respondents who return them posted after completion or delivered by hand to each 

respondent and collect later. 

Interview-administered questionnaires: are recorded by an interviewer on the basis of 

the respondents’ answers. In this group we can find questionnaires where the 

interviewer contacts the respondents via telephone, known as telephone questionnaires, 

and those ones where the interviewer meets respondents physically and asks them the 

questions face to face. These ones are called structured interviews.  

(Saunders 2007) 
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Figure 4.1 

 

 

Saunders 2007 (Pp. 357-359) states that the choice of a determined type of question will 

be influenced by a variety of factors related to the research question and the objectives 

and, in particular, to the: 

 

Characteristics of the respondents from who the researcher wish to collect data. 

Importance of reaching a particular person as respondent. 

Importance of respondents’ answers not being contaminated or distorted. 

Size of sample required for the analysis, taking into account the likely response rate. 

Types of questions that will be asked to collect the data. 

Number of questions required for the data collection. 

 

These factors will not apply equally to the choice of questionnaire, and for some 

research questions and objectives may not apply at all. The type of questionnaire chosen 

will dictate how sure the researcher can be that the respondent is the person desired to 

answer and thus the reliability of response.  

The choice will be also affected by the resources available as: 

The time available to complete the data collection. 

Financial implications. 

Availability of interviewers to assist. 

Ease of automating data entry. 

 

 

The authors of this study have decided to conduct the research through a self-

administered internet mediated questionnaire. The motivations for choosing this type of 

questionnaires are explained for the features that this questionnaire offers and, also, due 

to the characteristics of the research question, population and objectives. So, the target 

population is individuals with access to internet, through internet the confidence that the 

survey will be answered by the desired people is high, there is a low likelihood of 

answers distortion, the size of the sample can be large, the questions will be easy to be 

answered as they will be closed and simple. The time taken to complete the collection is 

supposed to last between two and three weeks. Finally, as the financial resources are not 

available, online solutions are a good choice; automated systems offered online and 

software providers decrease the collection costs dramatically.  
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4.1.2 Collection of the appropriate data 
 

In contradistinction to in-depth or semi-structured interviews, the questions asked in a 

questions asked in a questionnaire must be defined precisely before the data collection. 

Questionnaires offer only one chance to collect data. This means that the time spent 

deciding which data is relevant, designing the questionnaire and formulating the 

questions is fundamental for answering the research question and meeting the 

objectives. (Saunders 2007). 

 

Dillman, 2000 (“Mail and Internet Surveys: the tailored design method”) distinguishes 

between three different types of variables that can be collected through questionnaires: 

 

Opinion variables record how respondents feel about something or what they believe 

about an issue. 

Behaviour variables contain data on what people did in the past, what they do now, or 

will do in the future. 

Attribute variables are related to the characteristics of the respondents. Attribute 

variables include features such as gender, age, income, education, occupation, etc. 

 

 

To ensure that the essential data to be collected will be included in the questionnaire it 

is necessary to build a data requirements table. 

The process of creating this table is summarized in the following steps (Sanders 2007, 

Pp. 363-365): 

 

Decide if the research is mainly descriptive or explanatory. 

Subdivide each research question or objective into more specific investigative 

questions. 

Identify the variables needed to answer the investigative questions. 

Establish the level of detail required for the data of each variable. 

Develop measurement questions to capture the data at the level of detail required for 

each variable. 

 

Investigative questions are those that researchers need to answer to address properly 

each research question (Blumberg et al., 2005) 

 

 

Following the previous steps, the authors have built the data requirements table as 

follows: 
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Investigative question Variable required Data detail required 

How representative are the 

respondents? 

(attributes) 

Age 

Gender 

 

Nationality 

 

Income 

Occupation 

 

Smart phone user 

Age interval 

Male, female 

Choice of on European 

country on the list or 

specify yours 

Annual income intervals 

Student, employed, 

unemployed 

Yes, no 

Which are smart phones 

users’ habits? (behaviour) 

Purchase or not 

 

Kind of products 

 

 

How often 

 

Yes, no 

Transport and trips, 

clothes, leisure, grocery, 

mobile apps, others 

Never, less than once per 

year, around twice per 

year, monthly, weekly. 

Are respondents interested 

in a deeper use of the smart 

phones? (opinion) 

Use SP as customer card 

Use SP as a payment 

method 

Receive ads 

Rate from 0 to 5 

Rate from 0 to 5 

 

Yes, no, neutral 

Which are the perceived 

disadvantages of the m-

commerce? 

Reasons for not purchasing Lack of knowledge, lack of 

trust, preference for buying 

physically, others. 

Table 4.1 

 

4.2  Chi-square test 
 

The authors used the chi-square test in order to find out possible associations between 

variables. 

The chi square has been calculated by creating contingency tables of the variables and 

then using Microsoft Excel to carry out the calculations and obtain the results. 

The interpretation of these results is done in the following way: if the x² obtained is 

lower that the x² statistic for a determined interval of confidence and degrees on 

freedom, then no association is considered. 

The interval of confidence chosen by the authors is 95%. 

The degree of freedom (d.f) is given by the number of rows(r) and columns(c) of the 

contingency table by the next formula: d.f. = (r-1)*(c-1) 
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5. EMPIRICAL DATA 

 

The sample of this thesis consists in 250 respondents, primarily from Europe. In the 

figures below it is shown the demographic characteristics of our respondents. 

 

 
Figure 5.1 

 

 
Figure 5.2 

 

 
Figure 5.3 

 

2% 

75% 

23% 

Age 

15 - 17 

18 - 24 

25 - 30 

51% 

49% 

Gender 

Male  

Female 

86% 

11% 

3% 

Situation 

Student 

Employed 

Unemployed 
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Figure 5.4 

 

 
Figure 5.5 

 

 

In the figure 5.1, the age of ours respondents is shown. As it is possible to see, the 

respondents’ ages range is from 15 to 30 years old. We have divided it into three 

intervals: from 15 to 17, these people is supposed to be in the high school and living 

with the parents, what determines some specific consumption habits; from 18 to 24, 

people have been grouped in these interval as they are supposed to be studying a degree 

or in a professional formation, being still dependent on parents or government aids or, 

in some cases, in the first stage of the professional career; last interval, from 25 to 30, 

involve those people who have already finished their studies and are already working or 

looking for a job. 

As mentioned before, the motivation to limit the sample between 15 and 30 years old, it 

is because youths are more used to new technologies such as smart phones and, also, 

because they are the future consumers. 

This study is mostly concerned about students, especially university students, and, 

moreover, the features of the sample technique chosen, leads to a clear predominance of 

the interval between 18 and 24, what represents a 75%. 

In the next graph, figure 5.2, we can see the balance between men and women. As 

shown, men represent a 51% of the sample while female respondents integrate the other 

49%. 

25% 

28% 
9% 5% 

4% 

5% 

13% 

11% 

Nationality 

Spanish 

French 

German 

English 

Dutch 

Belgian 

Swedish 

Others 

47% 

21% 

15% 

11% 

6% 

Income 

Less than 20.000€ 

20.000€-30.000€ 

30.000€-40.000€ 

40.000€-50.000€ 

More than 50.000€ 
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In the figure 5.3, the occupation of the individuals is displayed. As mentioned before, 

our thesis is mostly focused in students, for that reason they represent an 86% of our 

sample. 

 

In the next figure, it is observable the different nationalities of our sample. It is 

noticeable that only French and Spanish represent more than the 50% of the sample 

observations. It comes explained because the authors of this thesis are from France and 

Spain and, since the sampling technique is a convenience snowball, most of the 

respondents are from the same country that the researchers. However, the other half of 

respondents come from different countries, mostly in Europe. 

 

The last figure presented, figure 5.5, displays the household income of each respondent. 

We can see that most of answers involve household incomes lower than 20.000€, while 

the higher incomes the less common they are.  

 

 

In this section of the thesis the authors will expose the data obtained through the 

questionnaire. The findings will be presented in figures that will show the results 

obtained in the questionnaire. 

 

 

Do you have a smart phone? 

 
Figure 5.6 

 

As we can see on the figure above, 234 people out of 250 owns a smart phone. It means 

a 94% and indicates that smart phones are a resource available for almost everybody. 
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Do you use smart phone to get information about products? 

 
Figure 5.7 

 

In this chart, it is displayed the results of people who use their smart phones for 

obtaining information about products. We can see that 83% of respondents have used 

smart phone to get products information.  

 

If yes, which kind of product? 

 
Figure 5.8 

 

In the figure 5.8 we see that our respondents have looked for products related mainly to 

trips and transport. Leisure activities are also quite common in the consumers’ 

information searches. On the opposite extreme we find that grocery products are the 

most uncommon, while clothes are situated in the middle. The logical explanation for 

that situation is the easiness of obtaining a precise product description and ensuring the 

customer satisfaction virtually. In this way, for example, a train ticket features can be 

easily and precisely shown on a website, while doing the same with groceries it is a 

most complex matter and a physical contact with the product is more convenient. 
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How often do you look for information about products on your smart phone? 

 
Figure 5.9 

 

As shown in the figure above, smart phones users are constantly looking for information 

on their smart phone. A 66% of the respondents affirm that they search information 

about products every day. It involves that those consumers are always in touch with a 

virtual market. According to this observation and the others advantages that the virtual 

commerce offers to retailers, we can state that m-businesses have a greater chance of 

being in contact with their potential or current that traditional business. 

 

 

Have you ever purchased any product or service through your smart phone? 

 
Figure 5.10 

 

As the chart shows, around the half of the individuals have bought something through 

smart phone some time. It can be considered a small percentage, what actually shows 

that m-commerce is a new phenomenon that still can be highly developed, but 

according to the literature reviewed and the current and future availability of virtual 

infrastructures and wireless mobile devices, m-commerce has a big future potential for 

retailers. 

 

 

If not, why? 

 
Figure 5.11 
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On the bar chart above, people answer which are the motivations that lead them to avoid 

m-purchases. The most significant answer is that they prefer to see/touch the products 

before the purchase. Another common answer is that consumers don’t want to give 

personal information online. Finally we also want to mention that from the respondents 

that have chosen “others”, most of them have specified that it is more convenient to buy 

through PCs, it is another evidence of that m-commerce is still in the first step of 

development as, for most of retail companies, don’t exist applications that facilitates the 

purchasing process. 

 

 

How often do you purchase… 

 

…trips and transport? 

 
Figure 5.12 

… clothes? 

 
Figure 5.13 

 

… leisure activities? 

 
Figure 5.14 
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… groceries? 

 
Figure 5.15 

 

… mobile applications? 

 
Figure 5.16 

 

 

 

 

… others? 

 
Figure 5.17 

 

From figures 5.12 to 5.17 it is presented the frequency with which the respondents buy 

each category of product. It is remarkable that mobile applications are the most 

consumed product, it happens because the mobile apps market is the most developed in 

sense of m-commerce, the easiness and variety of offers that this market presents show 

this development. We also point out that trips and transport hold the second place, it can 

be explained because of two main motives, first because of the features of this type of 

product that as it is exposed before, they can be easily and precisely given online, 

secondly because of that some business related to this sector have already adopted 

mobile applications to enable it. An example of that would be some trains and buses 
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companies that offer the possibility of buying and receiving the ticket to the smart-

phone, instead of using traditional payment methods and physical tickets. 

On the other end, grocery products are found, as this type of products present 

difficulties to be traded through mobiles. 

 

 

Would you like to get advertisement on your smart phone according to your shopping 

habits? 

 
Figure 5.18 

 

In this question, respondents express their desire of receiving advertising or not 

according their m-purchases habits. As it is easily observable, in general consumers are 

not interested in getting ads. The measure shows a low attitude of 12% towards agreeing 

with receiving advertisement, which shows that the trend is generally leaning towards a 

negative attitude of receiving discounts send to their mobile telephone based on their 

previous purchases. 

 

 

Would you be interested in using your mobile phone instead of credit card as a payment 

method? 

 

 

 

 

 

 

 

                   0: Not interested  

                  4: Very interested 

 

 

 

 

 

Figure 5.19 

 

A 40% of individuals consider as interesting that idea (groups 3 and 4 together), even if 

it is not even the half of the sample observations, it is important to remind that 

respondents don’t have a lot of information about these innovative systems of payment, 

as well as people, in general, tend to be conventional in the first steps of new 

introduction. 
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Would you be interested in using your smart phone as a “membership card”? 

 

 

 

 

 

 

             

                 0: Not interested 

              4: Very interested 

Figure 5.20 

 

Figure 5.20 shows that 71% (groups 3 and 4 together) of respondents would be 

interested in using their mobile phone as a membership card to stores, which allows the 

consumer to choose if they want to be ‘identified’ by the store, and receive discounts 

based on their purchases.  
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6. DATA ANALYSIS 

6.1 Customers’ behavior 
 

Basing on the answers observed on the survey, it can be state that mobile phone is a 

powerful tool for retailers to reach customers. As we see on the figure 5.7, an 83% of 

the respondents have used smart phones to get information about products and services, 

and a 66% of them do it daily. As Joseph and Mahatanankoon (2005) state features of 

mobility, such as “always on” aspect or the convenience of not being restricted to any 

time or place, make smart phones being an attractive source of information about 

products and retailer and they exploit it. However, it also presents an advantage for m-

retailers, who will be always exposed to the consumers’ searches.  

 

In answer to the question if they have ever purchased through mobile devices, we 

obtained that a bit more than the half of the respondents have done it. As commented 

before, the percentage can be though as low, but as Laudon 2011 states, m-commerce is 

still in a very early stage of development and it is expected to growth significantly next 

years. 

 

Our findings about the products most commonly purchased through m-commerce have 

leaded to a big predominance of mobile application, only a 29% of the respondents 

stated that they had never purchased any mobile application. It is a logical result as it 

was the first sector being developed and it is an existing m-commerce market since a 

long time. In this section we find mobile phone games and other mobile utilities. It 

matches the statement that May (2011) presented when proposed games playing as one 

of the most dynamic m-market. We also found that trips and transport and, in a slightly 

lower proportion, leisure are also a quite dynamic sectors as more than the 50% of the 

respondents have purchased good and services from these categories. May 2011 also 

presents travelling, ticketing and events as three of the tech sectors in m-commerce 

world. On the other hand, we found out that groceries are the most uncommon 

purchases. As we see on figure 5.15, more than 75% of the respondents have never 

purchased any grocery good through m-commerce. We can link that with the theory 

exposed by Rajaraman (2009) where are explained the disadvantages of e-commerce 

and, thus, m-commerce. One of them is that not all goods or services are suitable to be 

traded online, as a physical contact is required. It is probably the case of groceries 

goods, whose consumers prefer to buy them through traditional commerce. 

 

 

 

6.2  Consumers’ attitudes 
 

In this section, the attitudes and feelings that our respondents have expressed will be 

analyzed and linked to the theories explained before. 

 

The figure 5.11 shows the results obtained to the question why not buying through m-

commerce. The most typical answer has been that consumers prefer to have physical 

contact with the product before purchasing it. Again, it is linked to the theory of 

Rajaraman (2009) about the disadvantages of e-commerce: the lack of physical contact 

hinder the suitability of some products to be traded online.  
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The second most common answer is related to privacy; consumers refuse to give private 

information. O’Reilly 2011 exposes that the consumer trust in the vendor is a key aspect 

when dealing online. Cheung & Lee (2003) state it is also important the trust in the 

mechanisms, i.e. the existence of an objective third part and the government caring 

about the legislation and standards of service. Finally, Laudon 2011 presents the basis 

for a secure online commerce environment.  

 

 

The next results to be analyzed in this paragraph concerns about the willingness of 

consumers to receive advertising to their mobile phones. As we see on the chart 

corresponding with the figure 5.18, a 71% of respondents have shown a negative feeling 

toward mobile advertising. Our findings match Lee & Tsai findings in their study about 

the perception of consumers upon m-advertising.  

It is also linked to the findings of an existing negative attitude towards mobile ‘spam’-

advertisement in Wong & Tang research (2008). 

 

The figure 5.19 shows that 40% of the respondents consider interesting the idea of using 

m-payments methods instead of credit and debit cards (groups 3 and 4 together) and 

only 36% disagree with the idea (groups 0 and 1 together). As mentioned before, it 

shows, in general) a positive attitude toward m-payments. 

We want reinforce that these percentages would probably increase favorably to m-

payments if consumers were supplied with more information. As we expose in the 

frame of references, m-payments, such as one-touch transactions, present advantages, 

for instance safe transactions or reduction transaction costs originated for companies as 

Visa or Mastercard, which would be received optimistically by customers. Also, as 

Bauer states, the adoption of new methods is closely related with the users’ personality. 

 

 

Figure 5.20 shows the interest of respondents of using their smart phones as “customer” 

cards. We see that in general the show a positive feeling towards this idea. Actually 

71% of them have expressed their desire of using their mobile devices as customer 

cards. With that system, consumers would benefit of the aspects of mobility described 

by Joseph and Mahatanankoon (2005): customization and identifiable. Through 

customization, retailers are able to satisfy better the customers’ needs by adapting to the 

profile given by the mobile phone data. This first concept is closely linked to the second 

one, the ability of identify each customer.  

 

6.3 Association of variables. 
 

In this section we will analyze a set of tables with the objective of determining if there 

is some association between variables such as gender or income and their purchasing 

habits and opinions. 

After a careful analysis of an extensive data base, the authors have decided that the two 

variables that could be related to the consumer habits are the gender and the household 

income. The reason that have lead the authors not to analyses the association of the 

nationality, occupation and age with the purchasing features has been that in each of 

those variables, there is one group that is too predominant over the others, thus, the 

analysis would be too much biased to be considered as acceptable. 
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The first variables to test are the gender and the fact of having or not purchased through 

mobile phone. 

 

In the following table we can see a contingency table relating the gender and if they 

have or not purchased via m-commerce 

 

Gender 

respondents who  

have purchased 

with SP 

respondents who  

haven't 

purchased with 

SP 

Total 

F 57 65 122 

M 65 63 128 

Total 122 128 250 

Table 6.1 

 

There are two possible cases: 

 

The variables are independent. 

The variables have some level of association.  

 

The tool we have used to test if these variables are related or not has been the chi square 

indicator (x²). 

 

After a set of calculations, required to obtain the x², the result has been the following: 

The x² obtained is 0.41.  

In our case the degree of freedom equals 1. 

Once we know the confidence interval and the d.f. we use a statistical table to know the 

x² statistic and we find that it equals to 3.8. 

 

In consequence, our x² is lower than the statistical x² so we are in the first case and we 

consider that the gender doesn’t affect to buy or not through mobile phone. 

 

 

Following the same criteria, the x² test, the authors have analyzed the possible 

associations between variables.  

The conclusions that the authors have reached after the x² tests are the followings. 

 

Association between gender and interest in using smart phones as a credit 

card. 
 

There is certain level of association between these two variables. The x² result has been 

11.31, while the x² statistic for 4 d.f and a 95% of confidence is 9.48. 

As the x² is higher than the x² statistics we reject the independence and consider some 

level of relation between variables.  
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Gender/interest in 

using 

Mobile as credit 

card 0 1 2 3 4 no answer total 

Female 33% 12% 21% 20% 11% 2% 100% 

Male 20% 7% 24% 20% 24% 5% 100% 

whole sample 26% 10% 23% 20% 18% 3% 100% 

Table 6.2 

 

On the table above, it is shown the percentage of men and women who answered their 

feelings towards the use of smart phones as credit cards. It is observable that men are 

more interested in this system, what leads to the authors to think that women are more 

unwilling to adopt innovative systems. This result links to Kotler’s statement. Kotler 

2005 affirms that usually the innovator consumer profile matches with a male young 

adult. 

 

Association between income and interest in using smart phones as a credit 

card. 
 

The authors have also found out that there exist association between income and 

perceive positively m-payments systems. The result of the chi square test is x²=29.08. 

The statistical x² established for a interval of confidence of 95% and 16 degrees of 

freedom equals to 26.29, what means that indepencence is rejected and some degree of 

association is considered. 

 

Income/ 

interest in using 

mobile 

as credit card 0 1 2 3 4 

no 

answer Total 

Less than 20.000€ 28,6% 7,6% 24,4% 19,3% 16,0% 4% 100% 

20.000€ - 30.000€ 26,9% 13,5% 25,0% 23,1% 11,5% 0% 100% 

30.000€ - 40.000€ 29,7% 13,5% 13,5% 24,3% 18,9% 0% 100% 

40.000€ - 50.000€ 22,2% 11,1% 25,9% 7,4% 25,9% 7% 100% 

More than 50.000€ 6,7% 0,0% 20,0% 26,7% 40,0% 7% 100% 

whole sample 26,4% 9,6% 22,8% 20,0% 18,0% 3% 100% 

Table 6.3 

 

On the table 5.3, we can see that the interest of using smart phone as a payment method 

is growing in parallel with the level of income, being wealthy respondents more 

attracted for the idea. Again our results are similar to Kotler’s theory where he exposes 

that people with higher income are more minded to be innovative than consumers with 

lower income.  

 

Not-associated variables 
 

The same process of association tests has been carried out for the others variables. 
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The results have leaded the authors to think that there is no association between the 

following couples of variables: 

 

- Gender and interest of receiving advertisement.  

- Gender and interest in using smart phones as a membership card. 

- Income and interest in receiving advertisement. 

- Income and using smart phones as membership cards 
 

 

In the appendices section, contingency tables and the results of the x² tests are 

displayed. 
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7. CONCLUSION 

 

M-commerce appeared due to the fast growth of the mobile phone market. Since the 

cell-phone market was incredibly increasing all around the world, marketers started to 

see in mobile devices a way to promote and to sell products and services. It became 

significant to understand and analyze the mobile market in order to launch a relevant M-

commerce strategy.  

 

In that purpose, we decided to find out the consumers reaction to the use of mobile 

wireless by analyzing their behavior and attitudes through this phenomenon. 

 

7.1 Perceived benefits of m-commerce 
 

After having observed the empirical findings and linked them to the theoretical frame of 

references, conclusions can be drawn to meet the thesis objectives.  

 

From the analysis of the empirical data and the theories studied it is possible to 

highlight several benefits and solutions that m-commerce offers over than the traditional 

commerce or the fixed e-commerce to consumers when they purchase.  

First aspect we want to point out is that most of population is a smart phone user. At the 

same time, it is remarkable that people use it as a source of shopping information. 

Moreover, we can see that they use it very often.  

 

Even if lots of people already use m-commerce solutions, we found out that there still 

remains an important part of the population that has not adapted these systems, because 

of that we conclude that m-commerce has a high potential of growth.  

 

The authors of the thesis have also figured out that the main barriers that users perceive 

for an extensive use of the smart phones as a shopping tool are the lack of confidence 

when giving personal information and also the nature of some products that are not 

suitable to be traded virtually. 

In this sense, we have seen that products such as trips and transport or mobile 

applications are a dynamic m-commerce sector due to their nature, while the groceries 

market presents obstacles. 

 

The authors can also draw that customers present a negative attitude towards m-

advertising, unlike their perception of innovations such as the adoption of m-payment or 

identification systems through mobile phones that are considered as good ideas. 

 

Last point to be mentioned is that young men with higher income tend to be more 

willing to accept innovative trade systems. 

 

 

Summarizing, m-commerce can combine the suitability of information pursuit and 

exchange of e-commerce and the experience and practically of traditional commerce. 

Consumers can contrast goods and services from diverse sellers, obtain judgments from 

personal contacts advices, users evaluations and expert opinions. It helps and benefits 

the consumers in doing the best choice and selecting the most appropriate products and 
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services. M-payment systems can result positive for both buyers and sellers, through 

supporting quick one-touch-transactions and providing safety and costless payments. 

 

7.2 Future possibilities and considerations. 
 

Our thesis shows that M-commerce and all its different applications can be a powerful 

tool to reach a huge target: mostly young people. Indeed, this population sector has, in 

general, a positive attitude towards M-commerce. As our sample shows, M-commerce 

can extend its applications to the use of mobile devices as a membership card or even as 

a credit card. An interesting relationship has been established between incomes and the 

willingness of using mobiles as a credit card. This can be important for a company 

when it comes to elaborate a new way to make business, to add value to the purchasing 

experience. Other studies highlight that in M-commerce, marketers have, more than in 

other sectors, to take into account the culture of people where they set their strategy.   

 

However, our study is concentrated on the perception of consumers towards m-

commerce. Having a perspective from the retailers point of view would complement our 

research. Also deeper studies about other fields could show mobile applications for 

B2B, C2C and, even, for government relation with citizens and companies.  

Also a deeper research and analysis of the products categories and how they function 

and are traded through m-commerce would also guide business strategies in m-

commerce. 

Finally, in order to elaborate a good marketing strategy, it could be relevant to 

understand deeply the negative attitude of users towards m-advertising in order to be 

able to develop innovative m-advertising strategies which are not perceived as 

annoying.  
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10. APPENDICES 

10.1 Appendix A - Survey questions 
 

1. Age 

 

15-17 

18-24 

25-30 

 

2. Gender 

 

Male 

Female 

 

3. Occupation 

 

Student 

Employed 

Unemployed 

 

4. Annual income of the household 

 

Less than 20.000€ 

20.000€ - 30.000€ 

30.000€ - 40.000€ 

40.000€ - 50.000€ 

More than 50.000€ 

 

5. Nationality 

 

Spanish 

French 

German 

English 

Dutch 

Belgian 

Swedish 

Others 

 

6. Do you have smart phone? 

 

Yes 

No 
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7. Do you use your smart phone to get information about products and services? 

 

Yes 

No 

 

8. If yes, which kind of information? 

 

Trips and transport 

Clothes, footwear and accessories 

Leisure  

Groceries 

Others  

 

9. How often do you use your smart phone to get information? 

 

Daily 

Weekly 

Monthly 

Almost never 

 

 

10. Have you ever purchased any product or service through smart phone? 

 

Yes 

No 

 

11. If not, why? 

 

I don’t know how 

I don’t trust the security systems 

I don’t want to give personal information 

I prefer to see/touch products personally before buying 

Others 

 

12. Which kind of product and how often do you purchase through smart phone? 

 

 Weekly Monthly Around 

twice per 

year 

Less than 

once per 

year 

Never 

Trips and 

transport 
     

Clothes, 

footwear 
     

Leisure 

activities 
     

Grocery 

products 
     

Mobile 

applications 
     

Others      
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13. Would you like to receive advertising to your cell phone according to your shopping 

habits? 

 

Yes 

Neutral 

No 

 

 

14. Would you be interested in using smart phone as a payment method instead of cash 

or credit card? (Rate from 0: not interested to 4: very interested) 

 

0 

1 

2 

3 

4 

 

 

15. Would you like to use your smart phone as a “membership card” and, in 

consequence, obtain discounts on purchases? (Rate from 0: not interested to 4: very 

interested) 

 

0 

1 

2 

3 

4 
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10.2 Appendix B - Survey answers 
 

Do you have smart phone? 

 

Yes                                                                                               234    94%           

No                                                                                                    16    6% 

Total                                                                                            250    100% 

 

Do you use your smart phone to get information about products and services? 

 

Yes                                                                                           207    82.8% 

No                                                                                              41    16.4% 

No answer                                                                                      2    0.8% 

Total                                                                                         250    100% 

 

 

If yes, which kind of information? 

 

Trips and transport                                                                      169    34% 

Clothes, footwear and accessories                                                  113    23% 

Leisure activities                                                                         162    32% 

Groceries                                                                                       36    7% 

Others                                                                                           19    4% 

Total                                                                                         499    100% 

 

 

How often do you use your smart phone to get information? 

 

Daily                                                                                       158    63.2% 

Weekly                                                                                      48    19.2% 

Monthly 14                                                                                          5.6% 

Almost never                                                                               18    7.2%  

No answer                                                                                    12    4.8% 

Total                                                                                         250    100% 

 

 

Have you ever purchased any product or service through smart phone? 

 

Yes                                                                                          122    48.8% 

No                                                                                            121    48.4% 

No answer                                                                                      7    2.8% 

Total                                                                                         250    100% 
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If not, why? 

 

I don’t know how                                                                           16    10% 

I don’t trust security systems                                                              9    6% 

I don’t want to give private information online                                  34    21% 

I prefer to see/ touch the products before purchasing                          53    33% 

Others                                                                                           51    31% 

Total                                                                                         163    100%  

 

 

Which kind of product and how often do you purchase through smart phone? [trips and 

transport] 

 

Weekly                                                                                      13    5.2% 

Monthly                                                                                    31    12.4% 

Around twice per year                                                                44    17.6% 

Less than once per year                                                               33    13.3% 

Never                                                                                          90    36% 

No answer                                                                                 39    15.6% 

Total                                                                                         250    100% 

 

 

Which kind of product and how often do you purchase through smart phone? [clothes, 

footwear and accessories] 

 

Weekly                                                                                        8    3.2% 

Monthly                                                                                     24    9.6% 

Around twice per year                                                                28    11.2% 

Less than once per year                                                                 23    9.2% 

Never                                                                                      122    48.8% 

No answer                                                                                    45    18% 

Total                                                                                         250    100% 

 

 

 

Which kind of product and how often do you purchase through smart phone? [leisure 

activities] 

 

Weekly                                                                                       16    6.4% 

Monthly                                                                                    32    12.8% 

Around twice per year                                                                 42    16.8% 

Less than once per year                                                                 17    6.8% 

Never                                                                                       101    40.4% 

No answer                                                                                  42    16.8% 

Total                                                                                         250    100% 
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Which kind of product and how often do you purchase through smart phone? [groceries] 

 

Weekly                                                                                          4    1.6% 

Monthly                                                                                          15    6%  

Around twice per year                                                                    12    4.8% 

Less than once per year                                                                     15    6% 

Never                                                                                        157    62.8% 

No answer                                                                                   47    16.8% 

Total                                                                                          250    100% 

 

 

Which kind of product and how often do you purchase through smart phone? [mobile 

application] 

 

Weekly                                                                                     26    10.4% 

Monthly                                                                                    74    29.6% 

Around twice per year                                                                38    15.2% 

Less than once per year                                                                 13    5.2% 

Never                                                                                        61    24.4%    

No answer                                                                                 38    15.2% 

Total                                                                                         250    100% 

 

 

Which kind of product and how often do you purchase through smart phone? [others] 

 

Weekly                                                                                      13    5.2% 

Monthly                                                                                     18    7.2% 

Around twice per year                                                                  18    7.2% 

Less than once per year                                                                 21    8.4% 

Never                                                                                         100    40% 

No answer                                                                                    80    32% 

Total                                                                                          250    100% 

 

 

 

 

 

Would you like to receive advertising to your cell phone according to your shopping 

habits?  

 

Yes                                                                                             30    12% 

Neutral                                                                                      41    16.4% 

No                                                                                           171    68.4% 

No answer                                                                                     8    3.2% 

Total                                                                                         250    100% 
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Would you be interested in using smart phone as a payment method instead of cash or 

credit card? (Rate from 0: not interested to 4: very interested) 

 

0                                                                                               66    26.4% 

1                                                                                                 24    9.6% 

2                                                                                                57    22.8% 

3                                                                                                   50    20% 

4                                                                                                   45    18% 

No answer                                                                                     8    3.2% 

Total                                                                                         250    100% 

 

 

 

15. Would you like to use your smart phone as a “membership card” and, in 

consequence, obtain discounts on purchases? (Rate from 0: not interested to 4: very 

interested) 

 

0                                                                                               27    10.8% 

1                                                                                                 14    5.6% 

2                                                                                               29    11.6% 

3                                                                                               69    27.6% 

4                                                                                             112    44.8% 

No answer                                                                                     8   3.2% 

Total                                                                                         250    100% 
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10.3 Appendix C - Contingency tables and chi square tests 
 

Gender/Interest in 

receiving 

advertisement no Yes Neutral Total 

F 82 15 23 120 

M 89 15 18 122 

whole sample 171 30 41 242 

x² 0,87983697 

   P 0,64408892 

    

 

Gender/interest of using 

Mobile as credit card 0 1 2 3 4 Total 

F 40 15 26 25 14 120 

M 26 9 31 25 31 122 

whole sample 66 24 57 50 45 242 

x² 11,3147596 

     P 0,02324527 

      

 

Gender/mobile  

as MC 0 1 2 3 4 total 

F 15 8 11 32 54 120 

M 12 6 18 28 58 122 

whole sample 27 14 29 60 112 242 

x² 2,70188222 

     P 0,60888529 

      

 

 

Income\ 

receiving 

advertisement  no yes Neutral Total 

Less than 20.000€ 89 12 13 114 

20.000€ - 30.000€ 32 9 11 52 

30.000€ - 40.000€ 25 6 6 37 

40.000€ - 50.000€ 17 1 7 25 

More than 50.000€ 8 2 4 14 

whole sample 171 30 41 242 

x² 10,7082034 

   P 0,21878716 
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Income/ 

inrest of using mobile 

as credit card 

0 1 2 3 4 Total 

Less than 20.000€ 34 9 29 23 19 114 

20.000€ - 30.000€ 14 7 13 12 6 52 

30.000€ - 40.000€ 11 5 5 9 7 37 

40.000€ - 50.000€ 6 3 7 2 7 25 

More than 50.000€ 1   3 4 6 14 

whole sample 66 24 57 50 45 242 

x² 29,0803 

     P 0,0234 

      

 

Income/interest of using 

mobile as Membership 

card 

0 1 2 3 4 Total 

Less than 20.000€ 11 5 11 25 62 114 

20.000€ - 30.000€ 7 3 9 13 20 52 

30.000€ - 40.000€ 4 4 6 9 14 37 

40.000€ - 50.000€ 5 2 1 9 8 25 

More than 50.000€     2 4 8 14 

whole sample 27 14 29 60 112 242 

x² 14,2041885 

     P 0,5835053 

      

 

 

 

 

 


