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ABSTRAK

Objektif kajian ini 1alah menentukan kriteria penting dalam mengukur kegunaan persepsi
perkhidmatan m-dagang. Kajian kes ini dijalankan di UUM. Analisis deskriptif, alpha,
korelasi pearson dan regresi mudah telah digunakan untuk menganalisis data. Keputusan
menunjukkan privasi, keefisienan, kos, kemudahan and kepercayaan menunjukkan
hubungan korelasi yang signifikan dengan kegunaan persepsi perkhidmatan m-dagang.
Manakala, sekuriti tidak menunjukkan hubungan korelasi signifikan dengan kegunaan

persepsi.



ABSTRACT

The objective of this study is to identify the important criteria for measuring perceived
usefulness of m-commerce services. This study was conducted in UUM as a case study.
Descriptive analysis, crobanch’s alpha, pearson correlation and linear regression were
used for data analysis. The results showed that privacy, efficiency, cost, convenience and
trust are significantly correlated to the perceived usefulness of m-commerce services.

However, security did not show significant correlation to perceived usefulness.

vi



ACKNOWLEGEMENT

Praise the LORD upon the completion of this project. HIS love, care and power

accompanied me along the journey of completing this project.

A million thanks to Assoc. Prof. Dr. Shahizan Hassan, my ever helping and guiding
supervisor. Thanks for the most insightful and invaluable guidance. Not forget also Dr.
Ilham Sentosa, who is always ready giving a helping hand. Thanks to Assoc. Prof. Dr.

Zulkifli Mohd Udin for his most valuable advice and review.

A special thank and gratitude to my dear sister, Ng Mei Lin for her continuous love, care

and support.

Thanks also to UUM COB lecturers and staff that helped me so much in completing my

project. Thanks to all my dear friends in UUM, who always and ever support me in

conducting this study.

I would like to extend my gratitude to my beloved family, especially my parent, brothers

and sisters for their moral support.

Last but not least, thanks to everybody that contributed to this project.

vii



TABLE OF CONTENT

ABSTRACT ... vi
ACKNOWLEDGEMENT ... ..o vii
LIST OF TABLES ... X1
LISTOF FIGURES. ... X1

CHAPTER 1: INTRODUCTION

1.0 Background of the Study...........ooueiiiiiii i 1
1.1 Problem Statement ............coueiutiiniint i 3
1.2 ReSEArCh QUESTION. .....eeeiiiieiiie ettt ettt et et ettt e e s e 5
1.3 Research ODJECTIVE .....onuiiii e, 5
1.4 Significance of the StUAY .........o.oiiiii e 5
1.5 Scope and limitations of the study ... 6
1.6 Organization of the study ... 6
1.7 Definitions Of tEIMS ......oouuitiiti i 6

CHAPTER 2: LITERATURE REVIEW

2 0 531540 Yo L8 ot 5 (0} s R 9
2.1 Definition of Mobile COMIMEICE ......nuneeeee e e et 9

2.2 Definition of Mobile Commerce SErviCes ........oveeeeneeeeieeeeeneeeeneninannnn 10

2.3 Previous StUAIES  ....o.ueneiintit i 12
2.4 Theories and MOAEIS. .........oiuiiiiii i 13
2.4.1 Perceived usefulness.........cooiiiiiiiiiiiii i 17
242 PrIVACY .. ettt e 19
2.4.3 EffICIENCY . .. utit et 20
BN T U 1 22

viil



2.5

245 COSt. it 22

2.4.0 CONVENMIENCE. ..ottt ettt ettt e ettt e 23
g B B 4 1 1) 25
(070} 1163 11130 ) s VR 26

CHAPTER 3: METHODOLOGY

3.0 INtrOUCHION. ...ttt e e e 27
3.1 Research framework. ..........o.oiiiiii e 27
3.2 HyPOThESES. ...ttt 28
3.3 Research DeSi@N.....couuiiiiii i e 28
3.4 Operational definition. ...........ooviuiiiiii e, 31
3.5 Measurement of variables. ..o 33
3.6 Data COIBCTION. .. .ueeetee et e 35
37 SamPIING. ..o e 35
3.8 Data collection ProCedUres. .........ovuuiitiii i 37
3.9 Techniques of data analysis..........ooueiiiuiiiiiiiii e 38
3.10 ConCIUSION. .. .enee e 39

CHAPTER 4: RESULTS AND DISCUSSION

4.0
4.1
4.2
4.3
4.4
4.5
4.6
4.7
4.8

INtrodUCHION. . ...t e 40
PAlot teSt reSULES. ... tneee e 40
Total TESPONAENLS. ......ue et 41
Profile of 1eSpondents. ..........couiiiii i 41
Profile of mobile devices and SErvICeS.........cc.vvuiiiiiiiiiiiiiiiiiiiie e, 43
Crobanch’s alpha analysiS...........cooieiiiiiiiii e, 45
Pearson correlation analysSis..........oooueviuiiiiiiiiiii e 49
Linear regression analysSis........o.eouireiiiiitii i 51
CONCIUSION. ..ttt 52

iX



CHAPTER 5: CONCLUSION AND RECOMMENDATION

5.1 Conclusion........

5.2 Recommendation

Reference

Appendix



LIST OF TABLES

Table 2.1: Types of M-Commerce Services

Table 3.1: Sources of Items in Questionnaire
Table 4.1: Crobanch’s Alpha for Pilot Test

Table 4.2: Total of Respondents

Table 4.3: Profile of Respondents

Table 4.4: Profile of Mobile Devices and Services

Table 4.5: Reliability of Perceived Usefulness of M-Commerce Services

Table 4.5.1: Internal Consistency Reliability for Items in Perceived Usefulness

of M-Commerce Services
Table 4.6: Reliability of Privacy
Table 4.6.1: Internal Consistency Reliability for Privacy
Table 4.7: Reliability of Efficiency
Table 4.7.1: Internal Consistency Reliability for Efficiency
Table 4.8: Reliability of Security
Table 4.8.1: Internal Consistency Reliability for Security
Table 4.9: Reliability of Cost
Table 4.9.1: Internal Consistency Reliability for Cost
Table 4.10: Reliability of Convenience
Table 4.10.1: Internal Consistency Reliability for Convenience
Table 4.11: Reliability of Trust
Table 4.11.1: Internal Consistency Reliability for Trust
Table 4.12: Pearson Correlation Results
Table 4.13: Hypotheses Test Results
Table 4.14: Linear Regression Results

LIST OF FIGURES

Figure 3.1: Research Framework

Figure 3.2: Research Design

xi

11
34
40
41
41
43
45

45
46
46
46
46
47
47
47
47
48
48
48
48
49
50
51

27
29



CHAPTER ONE

INTRODUCTION

1.0 Background of the study

Currently, mobile commerce (m-commerce) has become the latest trend to conduct
business instead of electronic commerce (e-commerce) in the earlier time. M-commerce
is believed to have greater opportunities, faster access, more powerful, more effective and

absolutely accessible anytime, anywhere for its users.

Different from e-commerce, m-commerce is conducted and connected wirelessly
through the use of mobile devices. This is the greatest advantage of m-commerce. So,
m-commerce can offer better ubiquity and accessibility to its users as compared to e-
commerce. Definitely, m-commerce is argued to be truly able to provide higher levels of

customization any time and anywhere (Khalifa & Shen, 2008).

M-commerce can be defined as the extension of e-commerce from wired to
wireless computers and telecommunications and from fixed locations to anywhere
anytime, and anyone (Keen & Mackintosh, 2001). Meanwhile, Stafford and Gillenson
(2003) argued that m-commerce is not always the classical e-commerce. This is because
e-commerce refers to the buying, selling of information, products and services via
computer networks (Kalakota and Whinston, 1996). However, m-commerce refers to the

facilitation of enhanced information network access based on the wireless protocol, like
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