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Abstract – This study investigated the consumer’s attitude factors that influence 

continuous usage of mobile shopping applications in Malaysia. The study used self-

administrated questionnaire to collect data from 384 respondents using online form who 

had previous experience on using mobile shopping applications to purchase products. The 

findings show that privacy, security, perceived usefulness, perceived ease of use and  

electronic words of mouth are positively related with the consumer’s attitudes to 

continuously use the mobile shopping application.  This study enhances the researcher’s 

understanding on how the perceived usefulness, privacy and security, electronic words of 

mouth and perceived ease of use in influencing the consumer’s attitudes to continuously 

use the mobile shopping applications. This study extends the application of expectation-

confirmation model (ECM) and technology acceptance model (TAM) which can provides 

the theoretical understanding on the various factors that influencing consumer’s attitudes 

to continuously use the mobile shopping applications. The managers should focus on those 

factors in order to encourage more people for using the mobile shopping application to 

purchase the products.  

Keywords: perceived usefulness, privacy and security, electronic words of mouth, design 

aesthetics and perceived ease of use, consumer’s attitudes toward continuous use of mobile 

shopping applications 

 

1. INTRODUCTION 

 

The mobile shopping applications have become increasingly popular in the recent year due to 

the wide acceptance of the mobile devices in the life of the     people (Gandhi, 2016; 

Kanaanm, 2017). The users are likely to shop online through the mobile shopping apps such 

as Lazada, Zalora, Shopee, 11 Street, Hermo, and Taobao.  However, according to Wong 

(2014), the Malaysians is still reluctant to shop online because they lack of trust especially in 

term of reliability and process security as they cannot touch and feel the products when 

purchasing through online. According to Mamonov & Benbunan-Fich (2015), the consumers 

who shopping online will more concern about the privacy and security of the online stores as 

they perceived more uncertainties and risks if compare to the traditional physical stores. This 

is because they need to provide their personal information and the detail of their debit or 

credit card when purchase through the online shop. Although the shopping through the 

mobile devices was popular but the phenomenon of shopping cart abandonment is much 

higher than the desktop-based online shopping. The consumers often leave before complete 



 

 

 

the purchase because there are many hidden cost such as shipping fees, taxes and other 

additional fees. According to Al-Qeisi, Dennis, Alamanos and Jayawardhena (2014), the 

companies apply the Internet technology to improve the design of the websites to ensure the 

quality in consumer’s interaction experience. The consumers are more likely to visit and 

repurchase from the well-designed online stores and they are unlikely to purchase from the 

website where the process of buying is complex. This research is to study the factors 

(perceived usefulness, privacy and security, electronic words of mouth, design aesthetics and 

perceived ease of use) that influencing consumer’s attitudes to continuously use the mobile 

shopping applications.  

 

2. LITERATURE REVIEW 

 

This research is using Expectation-Confirmation Model (ECM) which is proposed by 

Anol Bhattacherjee in 2001. According to Chong (2013), the ECM can be used to make the 

comparison between the pre-adoption and post-adoption behavior of the users and their level 

of satisfaction on using the information system. The expectation-confirmation model posits 

that the continuance intention of consumers on using the information system is influenced by 

the three variables which are the level of satisfaction, the confirmation of expectation and the 

post-adoption of the expectations in form of perceived usefulness. This research also using 

Technology acceptance model (TAM) proposed by Davis (1989) to explain how the users 

accept and apply the technology. According to Davis et al. (1989), before the consumers 

decided how and when to use the new technology that introduced to them, they will be 

influence by numerous of factors such as perceived usefulness and perceive ease of use. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 shows that the proposed conceptual framework based on the literature review in this 

research 

 

 

2.1 Perceived Usefulness 

The study from the Detlor, Hupfer, Ruhi and Zhao (2013) show that the perceived 

usefulness is the significant factors that will influence the acceptance and continuous usage of 

the new technology.  The consumers will continuously use the same technology if the 
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applications are able to enhance their purchasing performance.  The study from Holmes, 

Byrne and Rowley (2014) has reveal that the simplicity, convenience and accessibility of the 

mobile shopping can encourage more consumers to continue shopping by using the mobile 

shopping applications as they consider that using the mobile shopping apps can be useful to 

them. With the access of internet, the consumers are able to buy the products from mobile 

shopping applications in any location and anytime with no time constraint and geographical 

restrictions. When purchasing through the mobile shopping applications, the consumers can 

make the online payment more easily by using the mobile wallet such as Paypal and they are 

also able to receive the confirmation email from the sellers and to track the products which 

make the payment process become simple. To further study about the relationship between 

the perceived usefulness and the consumer’s attitudes to continuously using the mobile 

shopping applications, this study proposed that:  

H11: The perceived usefulness will affect the consumer’s attitudes to continuously use the 

mobile shopping applications. 

H10: The perceived usefulness will not affect the consumer’s attitudes to continuously use the 

mobile shopping applications. 

2.2 Privacy and Security 

According to Tode (2013), the online shopping is always linked with the privacy and 

security issue. The consumers feel that using the mobile shopping is unsecure as the purchase 

through the mobile apps will involve the financial transaction. The consumers will be 

continuous to use the mobile shopping applications if the apps have the better privacy policy 

as it can help the sellers to convinced the consumers to purchase through the apps and thus 

can help the seller to generate sales. Besides that, the marketers also need to more focus on 

the online security system to better serve the consumers and can increase profit by selling to 

the potential consumers (Alwarimi, 2015). Using an official mobile shopping application 

such as Lazada, Taobao, 11Street, Shopee is more secure and safety as all the personal 

information of the consumers is protect well. The official mobile shopping apps have the 

greater security management which can ensure that the private information of the consumers 

not disclosure to the third-party during payment. Thus, the following hypothesis is proposed: 

H21:  The privacy and security will affect the consumer’s attitudes to continuously use the 

mobile shopping applications. 

H20:  The privacy and security will not affect the consumer’s attitudes to continuously use 

the mobile shopping applications. 

2.3 Electronic Words of Mouth 

According to Jalilvand and Samiei (2012), the electronic words of mouth have rising 

with the widespread use of internet. The internet enable the consumers to collects the 

information from the website such as experience and opinions that are shared by the other 

consumers. The products in the mobile shopping applications have the reviews from the 

previous users and if the recommendation and rating are high about the products, the 

consumers are willing to purchase the products and the existing consumers will continue 

using the mobile shopping applications to purchase the products. Before deciding on using 

the mobile shopping applications to purchase the products, the consumers will refer the 

products related experiences and the review that are made by the other online users through 

the mobile shopping apps, blog, user groups or internet forum (Cheng and Huang, 2013). The 

consumers seek to continuous use the mobile shopping applications to purchase because the 

products available in the apps have the feedback and the review from the previous users. 

Hence, the following hypothesis is proposed: 

H31: The electronic words of mouth will affect the consumer’s attitudes to continuously use 

the mobile shopping applications. 



 

 

 

H30: The electronic words of mouth will not affect the consumer’s attitudes to continuously 

use the mobile shopping applications. 

2.4 Design Aesthetics 

According to Luo, Ba and Zhang (2012), the features of the information system plays 

an important role in shaping the customer’s shopping experience as the customers will 

interact with the seller through the information system. According to Kim and Lennon 

(2011), the consumers will exit from the website due to ineffective design aesthetics and lack 

of relevant information of the products. So, the design of mobile shopping applications must 

be simple, ease of site navigation and the users are easy to control it. It is important to design 

the storefront properly to attract more potential consumers to visit the stores. Good aesthetics 

and graphic can draw more attention from the consumers for using the mobile shopping 

applications. According to Douban (2014), the online user’s buying decision will be affected 

by the overall functionality of the system, the decoration of the mobile sites and the 

comprehensive information of the products which at the end will influence the sales of the 

sellers. In order to investigate the relationship between the design aesthetics and the 

consumer’s attitudes toward continuous use of mobile shopping applications, the following 

hypothesis is proposed:  

H41: The design aesthetics will affect the consumer’s attitudes to continuously use the mobile 

shopping applications. 

H40: The design aesthetics will not affect the consumer’s attitudes to continuously use the 

mobile shopping applications. 

2.5 Perceived Ease of Use 

The consumer’s purchase intention toward mobile shopping was affected by the 

perceived ease of use and perceived usefulness (Honarbakhsh, Hooi, Kavianpour and 

Shadkam, 2013). If the users find that using the mobile shopping application to purchase the 

products can be easily done without the additional effort, they will consider using the mobile 

shopping applications for purchasing the products. According to Rezaei and Amin (2013), the 

repurchase intention of the consumers will influence by the perceived ease of use. The mobile 

shopping applications should be ease to ordering, ease to search the information of the 

products and the payment should be easy to proceed in order to attract the consumers from 

the different gender and age group. The following hypothesis is proposed to analyze the 

relationship between perceived ease of use and the continuous intention of consumers toward 

mobile shopping applications: 

H51: The perceived ease of use will affect the consumer’s attitudes to continuously    use the 

mobile shopping applications. 

H50: The perceived ease of use will not affect the consumer’s attitudes to continuously    use 

the mobile shopping applications. 

 

3. RESEARCH METHODOLOGY 

 

In order to measure the variables, the quantitative approach is used in this study to 

determine the factors influencing consumer’s attitudes to continuously use the mobile 

shopping applications. The data collected is numeric which can allow the researcher to collect 

data from the large sample size and the numerical results can be better interpreted by using 

graph, table, charts and other format. Harwell (2011) indicates that the quantitative research 

often use the deductive logic in which the researcher will come out with the hypotheses and 

then collect the data. According to Zikmund, Babin, Carr and Griffin (2013), the quantitative 

approach is the approach that can be used by researcher to gain the precise results that can be 

used for the future research as the relationship between the variables are tested by using the 

measureable constructs. The quantitative research can use to test and validate theories about 
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why the phenomena and it can enable the researcher to generalize the research findings 

(Johnson and Christensen, 2014). The researcher can test the proposed conceptual framework 

and define the relationship between perceived usefulness, privacy and security, electronic 

word of mouth, design aesthetics, perceived ease of use and the consumer’s attitudes to 

continuously use the mobile shopping applications. Questionnaires were distributed to people 

who are above 18 years old and had the experience shopping using the mobile shopping 

applications. The quantitative data that were collected was analyzed through Statistical 

Package for the Social Science (SPSS) software version 23.0. The result that derived from the 

SPSS will determine the acceptance or rejection of the proposed hypotheses. 

3.1 Sampling Design 

The  target population in this research is the consumers who are 18 years old and 

above which have experienced in mobile shopping and had using the mobile shopping 

applications to purchase the products in Melaka. The people that fulfill these criteria are 

known as the eligible respondents. Melaka is chosen as the sampling location as the Melaka 

is the state with a rich historical and cultural background. There are many private and 

government universities that are available in Melaka such as Universiti Teknikal Malaysia 

Melaka (UTeM), Universiti Teknologi Mara (UiTM), Multimedia Universiti (MMU), 

Melaka-Manipal Medical College and so on. Besides that, Melaka is the multiracial states 

where the researcher can get the feedback from the respondents from different races. The 

researcher target students, workers and online shoppers as the respondents because they have 

some understanding about the online shopping and have the experience on purchasing the 

products through the mobile shopping applications. The respondents are required to have the 

basic understanding in English as the questions stated in the questionnaire are written in 

English. This can ensure the respondents to answer the questionnaire with less effort and less 

time consuming.  

According to Department of Statistics Malaysia, the estimated population for Melaka state is 

0.92 million. The safe decision for the standard deviation for the sample size is 0.5 because 

the research is not actually administered. According to Medina and Portilla (2015), the 

margin of error that between +/- 4% and +/- 8% are acceptable. The margin of error in this 

research is +/- 5%. The researcher used 95% confidence level where the Z-score at the 95% is 

1.96. Thus, the approximate sample size in this research was suggested to be 384 

respondents. 

3.2 Research Instrument 

The questionnaires are distributed through online and emails to identify the factors 

influencing consumer’s attitudes to continuously use the mobile shopping applications. The 

questionnaire in this research consists of the cover letter and three parts: (A) demographic 

information, (B) factors influencing consumer’s attitudes to continuously use the mobile 

shopping applications and (C) consumer’s attitudes to continuously use the mobile shopping 

applications. The 5 points Likert-type scale (1=strongly disagree, 5= strongly agree) is use in 

this research to access the information. Every section in the questionnaire was using the 

Likert-type scale except the Section A.  

The researcher will distribute the questionnaire in the Google form which can allow 

the respondents to do the questionnaire online. The hyperlink of the Google form is post at 

social medial such as Face book, Instagram, Wechat and Whatsapp to allow the collection of 

data from the respondents. The data can be obtained from the unlimited response from the 

respondents by using the Google form and the data can be easily to transfer to SPSS. Through 

the online questionnaire, the data are immediately saved in the electronic form and this can 

reduce the error when transfer the data from the hardcopy questionnaire to the electronic 

form.  



 

 

 

After the questionnaire is done, the pre-testing will be conducted where 4-5 peoples in 

the target group are asked to pre-test the questionnaire to ensure that the respondents 

understood all the instructions and questions in the questionnaire. The pre-testing of the 

questionnaire can enable the researcher to identify all the problems in the questionnaire and 

thus can improve the quality of the questionnaire. According to Stangor (2014), it is 

necessary for the researcher to conduct the pilot testing before the distribution the actual 

questionnaire. In this research, the researcher conduct the pilot testing with 30 respondents to 

ensure the reliability and to reduce the error before distribute the actual questionnaire to the 

respondents. The pilot test can enable the researcher correct the mistake in the early stage and 

the researcher can save the time and effort as there are the lesser chance of unreliable results 

and the researcher don’t have to start over again after conducting the research.  The data that 

collected from the pilot test will be analyzed by using the SPSS software to enable the 

researcher to test the reliability of each variable.  

3.3 Data Analysis 

The researcher will use the SPSS software in this research to analyze the data. SPSS 

can generate the useful table and graph and can be used to test t-test, one-way ANOVA, cross 

tabulations, chi-square, and correlation analysis. The software program such as SPSS can 

allow the researcher to obtain the results for descriptive analysis, reliability and validity test, 

Pearson’s correlation analysis and multiple regression analysis. The descriptive analysis is 

use to summarize the data collected from the respondents and transformed the raw data into 

the form that are more easily to understand and interpret. By using of descriptive statistic, the 

researcher can present the quantitative analysis of data in more simple and manageable form. 

The study from Jackson (2012) shows that the research must be reliable and not valid but the 

research will be reliable if it is valid. The reliability is usually estimated in two ways which 

are test-retest reliability and internal consistency.  

The test-retest reliability can be done by distribute the same questionnaire to the same 

respondents in the different times and the responses of the respondents in two different times 

are compared. Cronbach’s Alpha is used to measure the internal consistency of the research 

in order to determine the correlation among the items. The coefficient of the Cronbach’s 

alpha is range from 0 to 1 and 0.7 is consider as good acceptable reliability. The closer 

Cronbach’s alpha coefficient values to one, the greater the internal consistency of research. 

The statistical relationship and the strength of the association between two continuous 

variables in this research are measured by Pearson’s correlation analysis. The correlation 

coefficient of the Pearson’s correlation analysis is range from -1 to +1 where -1 indicates the 

perfect negative correlation between the variables, a zero shows that there are no correlation 

between the variables and +1 represent the perfect positive correlation between the variables. 

Multiple regression analysis is the statistical tool that enables the researcher to finding the 

relationship between one dependent variable and a few independent variables by using the 

SPSS software. The multiple regression analysis can allow the researcher to identify the 

independent variables that have the highest impact to the dependent variable. 

 

4. DATA ANALYSIS  

 

4.1 Reliability Test  

The reliability test can be done through the internal consistency which was measure 

through the Cronbach’s Alpha to determine the correlation among the items.   

Table 1: Reliability Test for the Survey 

 

Variables Cronbach’s Alpha Number of Items 

Perceived Usefulness 

 

0.874 6 
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Privacy and Security 

 

0.906 6 

Electronic Word of Mouth 

 

0.906 7 

Design Aesthetics 0.855 5 

Perceived Ease of Use 

 

0.851 5 

Consumer’s Attitudes to 

Continuously Use the Mobile 

Shopping Applications 

0.857 5 

 

Based on the Table 1, privacy and security and electronic words of mouth have the 

highest score of the reliability where the Cronbach’s Alpha value of the both variables are 

0.906, follow by perceived usefulness (value of Cronbach’s Alpha is 0.874), consumer’s 

attitudes to continuously use the mobile shopping applications (value of Cronbach’s Alpha is 

0.857), design aesthetics with the value of Cronbach’s Alpha which is 0.855 and lastly is the 

perceived ease of use which have value of Cronbach’s Alpha is 0.851. All the variables have 

the value of Cronbach’s Alpha which more than 0.8 and it is exceed the acceptable value of 

0.7, so all the variables are reliable.  

4.2 Descriptive Analysis 

In this research, there are 403 respondents that took part in the questionnaire survey 

but only 384 respondents who had experienced in using the mobile shopping application to 

purchase the products. 

Table 2: Demographic of the Respondents 

Characteristic Number (N=384) Percentage 

Gender   

Female 195 50.8% 

Male 189 49.2% 

 

Age 

  

18-23 years old 96 25.0 

24-29 years old 114 29.7 

30-35 years old 69 18.0 

36-41 years old 66 17.2 

42 years old and above 39 10.2 

 

Education Qualification 

  

Bachelor Degree 95 24.7 

Diploma 90 23.4 

Master 25 6.5 

Others 8 2.1 

SPM 72 18.8 

STPM 94 24.5 

 

Races 

  

Chinese 142 37.0 



 

 

 

Indian  82 21.4 

Malay 150 39.1 

Others 10 2.6 

 

Employment Status 

  

Employed 181 47.1 

Students 159 41.4 

Unemployed 44 11.5 

 

Current Household Income 

  

Less than or equal to RM1500 157 40.9 

RM1501-RM2500 46 12.0 

RM2501-RM3500 104 27.1 

RM3501 and above 77 20.1 

 

4.3 Descriptive Statistic 

Table 3: Descriptive Statistics 

Variables N Mean Standard 

Deviation 

Perceived Usefulness 384 4.0078 1.01773 

Privacy and Security 384 3.9214 1.11266 

Electronic Word of Mouth 384 3.9803 1.06204 

Design Aesthetics 384 3.8849 1.05136 

Perceived Ease of Use 384 4.0292 1.00629 

Consumer’s Attitudes to 

Continuously Use the Mobile 

Shopping Applications 

384 4.0802 .99388 

  

 

Table 3 indicates the descriptive analysis for the independent variable and dependent 

variables. The minimum, maximum value, mean and standard deviation of the perceived 

usefulness are 1.00, 5.00, 4.0078 and 1.01773 respectively. The minimum and maximum 

value of the privacy and security is 1.00 and 5.00 respectively and the mean and standard 

deviation is 3.9214 and 1.11266 respectively. The electronic words of mouth has a minimum 

and maximum value which is 1.00 and 5.00 respectively and with the mean which are 3.9803 

and standard deviation is 1.06204. For the design aesthetics, the minimum and maximum 

value, mean and standard deviation is 1.20, 5.00, 3.8849 and 1.05136 respectively. The 

minimum and maximum value for the perceived ease of use is 1.20 and 5.00 respectively 

while the mean and standard deviation is 4.0292 and 1.00629. Lastly, for the consumer’s 

attitudes to continuously use the mobile shopping applications the minimum and maximum 

value is 1.20 and 5.00 respectively and the mean and standard deviation is 4.0802 and 

0.99388 respectively.  

4.4 Pearson Correlation Analysis 

Table 4: Pearson Correlation Analysis 

Variables Pearson 

Correlation 

Sig (2-tailed) 

Perceived Usefulness 0.787 .000 

Privacy and Security 0.605 .000 
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Electronic Word of Mouth 0.783 .000 

Design Aesthetics 0.728 .000 

Perceived Ease of Use 0.859 .000 

 

The correlation analysis for the variables is significant at two tailed with 0.01level. 

From the result that are collected from the respondents, it showed that there are positive 

relationship between the independent variables (perceived usefulness, privacy and security, 

electronic word of mouth, design aesthetics, perceived ease of use) and dependent variable 

(consumer’s attitudes to continuously use the mobile shopping applications).  

According to Table 4, perceived ease of use has the strongest positive relationship 

with the consumer’s attitudes to continuously use the mobile shopping applications where the 

value of correlation coefficient is 0.859, follow by perceived usefulness (value of correlation 

coefficient is 0.787), electronic word of mouth (value of correlation coefficient is 0.783), 

design aesthetics (value of correlation coefficient is 0.728) and lastly is privacy and security 

where the value of correlation coefficient is 0.605). 

4.5 Multiple Regression Analysis 

Table 5: Coefficients of the Multiple Regression 

Analysis 

Variables Beta Value t-value Sig 

Perceived Usefulness .185 4.266 .000 

Privacy and Security .080 2.563 .011 

Electronic Word of Mouth .184 4.320 .000 

Design Aesthetics .038 .949 .343 

Perceived Ease of Use .491 10.053 .000 

 

According to the Table 5, the value of standard coefficients of the perceived 

usefulness is 0.185, privacy and security 0.080, the electronic word of mouth 0.184, design 

aesthetics 0.038 and lastly, the standardized coefficients for the perceived ease of use is 

0.491. Based on the result, perceived usefulness, privacy and security, electronic words of 

mouth and perceived ease of use have the significant value of 0.000, 0.011, 0.000, 0.000 

respectively. The p-value of the perceived usefulness, privacy and security, electronic word 

of mouth and perceived ease of use is smaller than 0.05 thus the alternative of each 

independent variables is accepted. The p-value of the design aesthetics is greater than 0.05 

(P=0.343). Thus the alternative hypothesis (H41) of the design aesthetics is rejected and null 

hypothesis (H40) is accepted. In this research, only the design aesthetics will not affect the 

consumer’s attitudes to continuously use the mobile shopping applications.  

The contribution of each of the independent variable to the dependent variable can be 

identified by the unstandardized coefficients. Table 4.12 shows that the perceived usefulness, 

privacy and security, electronic word of mouth and perceived ease of use have the positive 

relationship with the dependent variables and the design aesthetics has the insignificant value. 

 

5. RESULTS AND DISCUSSION 

 

5.1 Discussion on Major Findings 

Table 6: Summary of Results for Hypothesis Testing 

Variables Hypothesis Sig Results 



 

 

 

Perceived  

Usefulness 

H10: The perceived 

usefulness will not 

affect the consumer’s  

attitudes to  

continuously use the  

mobile shopping   

applications. 

 

 

0.000 

Rejected 

H11: The perceived  

usefulness will affect  

the consumer’s  

attitudes to  

continuously use the  

mobile shopping  

applications. 

Accepted 

Privacy  

and  

Security 

H20:  The privacy  

and security will not  

affect the consumer’s  

attitudes to  

continuously use the  

mobile shopping  

applications. 

 

 

0.011 

Rejected 

H21:  The privacy  

and security will  

affect the consumer’s  

attitudes to  

continuously use the  

mobile shopping  

applications. 

Accepted 

Electronic  

Word of  

Mouth 

H30: The electronic  

word of mouth will  

not affect the  

consumer’s attitudes  

to continuously use  

the mobile shopping  

applications. 

 

 

 

0.000 

Rejected  

H31: The electronic  

word of mouth will  

affect the consumer’s  

attitudes to  

continuously use the  

mobile shopping  

applications. 

Accepted 

Design  

Aesthetics 

H40: The design  

aesthetics will not  

affect the consumer’s  

attitudes to  

continuously use the  

mobile shopping  

applications. 

 

 

0.343 

Accepted 

H41: The design  

aesthetics will affect  

Rejected 
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the consumer’s  

attitudes to  

continuously use the  

mobile shopping  

applications. 

Perceived  

Ease of  

Use 

H50: The perceived  

ease of use will not  

affect the consumer’s  

attitudes to  

continuously    use  

the mobile shopping  

applications. 

 

 

0.000 

Rejected 

H51: The perceived  

ease of use will affect  

the consumer’s  

attitudes to  

continuously    use  

the mobile shopping  

applications. 

Accepted 

 

5.1.1 Perceived Usefulness and Consumer’s Attitudes to Continuously Use the Mobile 

Shopping Applications 

Based on the result, perceived usefulness has the positive relationship with the 

consumer’s attitudes to continuously use the mobile shopping application because the value 

of correlation coefficient for the perceived usefulness is 0.787 and p<0.01 (p=0.000). 

According to the result of the multiple regression analysis, perceived usefulness have the 

Beta value of 0.185 which it is the second important factor influencing consumer’s attitudes 

to continuously use the mobile shopping application and it is significant at the significant 

level of 0.05.  

The result is consistent with the study of Zhang, Zhu and Liu (2012), Nassuora (2013) 

and Detlor, Hupfer, Ruhi & Zhao (2013) which revealed that perceived usefulness is the 

significant factor that affectted the consumer’s attitudes to adopt the new technology such as 

mobile commerce. In addition, according to Holmes, Byrne and Rowley (2014), the 

simplicity, convenience and accessibility of the mobile shopping can encourage more 

consumers to use the mobile shopping applications as they consider that using the mobile 

shopping apps can be useful to them. The consumers will continuous use the same mobile 

shopping application to purchase the products if the apps are able to enhance their purchasing 

performance by allowing them to search the desired products and allow them to make the 

payment by using the different payment system. The result from the previous study indicates 

that perceived usefulness will affect the consumer’s attitudes to continuously use the mobile 

shopping applications, Hence, the hypothesis (H11) is accepted and H10 is rejected. The 

proposed research question is answered and the research objective is achieved.  

5.1.2 Privacy and Security and Consumer’s Attitudes to Continuously Use the Mobile 

Shopping Application 

The findings shows that privacy and security affects the consumer’s attitudes to 

continuously use the mobile shopping applications where Beta value for the privacy and 

security is 0.080 and p=0.011 where the p-value is less than 0.05. The findings are similar 

with the previous study from Gao & Bai (2014), Hong & Thong (2013) and Tode (2013) 

which show that the privacy and security of the mobile shopping applications was the main 



 

 

 

inhibitor to encourage more people to use the mobile shopping apps to purchase the products. 

According to Kim, Chung and Lee (2011) and Egelman, Cranor, & Acquisti (2011), the 

consumers were more concern about the privacy and security of the mobile shopping 

applications as they worry about their personal information and the payment security will be 

disclose to the third part since have the high probability involve in the problem such as fraud, 

financial loss, data collection and error. The consumers were more sensitive to the privacy 

and security of the apps before they decided to use the mobile shopping applications to 

purchase the products as they fear that their personal data will be access and misuse by the 

unauthorized person. Thus, H21 is accepted and rejected H20 which show that the privacy and 

security will affect the consumer’s attitudes to continuously use the mobile shopping 

applications. 

5.1.3 Electronic Words of Mouth and Consumer’s Attitudes to Continuously Use the 

Mobile Shopping Application 

Based on the result obtained from the research, there is positive relationship between 

the electronic words of mouth and consumer’s attitudes to continuously use the mobile 

shopping applications. Based on the result from the Person correlation analysis, the value of 

correlation coefficient of electronic words of mouth is 0.783 with the significant value of 

0.000 which is smaller than 0.01. According to the result from the multiple regression 

analysis, the electronic words of mouth has the Beta value of 0.184 and p-value is 0.000. The 

results are consistent with the study from Almana and Mirza (2013), Lin, Wu and Chen 

(2013) where the study indicates that the electronic words of mouth will influence the 

consumer’s behavior to use the mobile commerce to purchase the merchandise. The 

electronic words of mouth becomes the source of information which can allow the users to 

post their experiences, view and comments after using the products and services.  

The previous study from Mander (2014) shows that the online users are likely to rely 

on the online review and if the recommendation and rating are high about the products, the 

consumers are willing to purchase the products and the existing consumers will continue 

using the mobile shopping apps to purchase the products. The electronic words of mouth has 

the higher credibility, relevance and empathy if compared to the marketer-created sources of 

information that provides by the sellers. Hence, H31 is accepted and H30 is rejected. This 

implied that the electronic word of mouth is very important in influencing the consumer’s 

attitudes to continuously use the mobile shopping applications. 

5.1.4 Design Aesthetics and Consumer’s Attitudes to Continuously Use the Mobile 

Shopping Application 

The design aesthetics does not affect the consumer’s attitudes to continuously use the 

mobile shopping application since the result of multiple regression analysis show that the p-

value of design aesthetics is 0.343 which is greater than 0.05. The result is not similar with 

the previous research from Kim and Lennon (2013) and Douban (2014) which shows that the 

design aesthetics of the mobile shopping application attracted the customers to use the mobile 

apps to purchase the products. The consumers will exit from the website due to ineffective 

design aesthetics and lack of relevant information of the products. 

The results implied that the design aesthetics does not affected the consumer’s 

attitudes to continuously use the mobile shopping applications due to the consumers are more 

concern about the usability of the mobile shopping application rather than the design of the 

apps. Majority of the respondents are the employed people so that they prefer to use the 

mobile shopping applications that are useful and can bring the convenience to their lifestyle. 

It is the basic for the mobile shopping application to have the attractive design but it does not 

influence the consumer’s attitudes to continuously use the mobile shopping application. Some 

of the apps have the attractive design but the customers need to pay a lot of time and effort to 

engage with the complicated design of the apps. The customers are prefer the mobile 

shopping applications that are useful and easy to use where the customers can easily find the 
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desired products and the payment can be made through the apps without worry about the 

privacy problem. Thus, H40 is accepted and H41 is rejected.  

5.1.5 Perceived Ease of Use and Consumer’s Attitudes to Continuously Use the Mobile 

Shopping Application 

  According to the result of the multiple regression analysis, perceived ease of 

use is the strongest factor that influencing the consumer’s attitudes to continuously use the 

mobile shopping applications. This is because perceived ease of use has the highest Beta 

value which is 0.491 and the p-value is smaller than 0.05 (p=0.00). The result is consistent 

with the previous study from Gao & Bai (2014), Li (2013) and Jiang, Zhilin and Jun (2013) 

which state that buying behavior of the customers influenced by the perceived ease of use of 

the system. The consumers will adopt the online shopping if the apps is easy to use and can 

bring convenience to their lifestyle . In addition, according to Rahman, Khan and Islam 

(2013), the business needs to take into consideration of the simple checkout process, use the 

languages that can be easily understand by the customers in order to make the online 

shopping perceived ease of use. 

The study from Honarbakhsh, Hooi, Kavianpour and Shadkam (2013) also show that 

the consumers will continue use the mobile commerce if they find that using the mobile 

shopping application to purchase the products can be easily done without the additional 

effort. The mobile shopping applications should be perceived ease of use so that it can be use 

by the customers from the different gender and age group. Hence, the alternative hypothesis 

(H51) is accepted and rejected the null hypothesis (H50). The research question is answer and 

the research objective is achieved.  

5.2 Implications of the Study 

5.2.1 Theoretical Implications 

This study enhances the researcher’s understanding on how the perceived usefulness, 

privacy and security, electronic words of mouth and perceived ease of use in influencing the 

consumer’s attitudes to continuously use the mobile shopping applications. This study extend 

the application of expectation-confirmation model (ECM) and technology acceptance model 

(TAM) which are used in this research to understand the continuous usage of the consumers. 

In Melaka area, there are lacking the similar study that are related to the mobile shopping 

applications. Thus, ECM and TAM are use in this research which can provides the theoretical 

understanding on the various factors that influencing consumer’s attitudes to continuously 

use the mobile shopping applications.  

5.2.2 Practical Implications 

From the results also, the managers should focus on those factors in order to 

encourage more people for using the mobile shopping application to purchase the products.  

For the perceived usefulness, the consumers are more willing to use the mobile shopping 

applications if they perceived that the mobile shopping applications are useful for them and 

can improve their lifestyle. Thus, the managers should design the mobile shopping 

applications to be more useful to their consumers such as enable the consumers to make the 

price comparison, provide infinite choices of products to be choose by the consumers, allow 

the consumers to navigate the nearest stores based on their location which can allow the 

consumers to shop anytime and everywhere. Besides that, the consumers are sensitive and 

alert about the privacy and security of the apps if they purchase the products from the mobile 

shopping application. The managers needs ensure the security of the mobile shopping 

applications to prevent the security threat thus the personal information of the consumers will 

not be disclosed to the unauthorized people. For the electronic words of mouth, the online 

users are more focus on the review that provides by the previous users rather than the 

advertising from the company. The managers should provide the online feedback form to the 



 

 

 

customers after they purchase the products so that they can provide the recommendation and 

review based on the products. This can help the managers to boost the sales as more and more 

people will share the products on the social media and they are willing to purchase that 

particular product from the mobile shopping applications.  Lastly, the perceived ease of use is 

the most important factors that will affect the consumer’s attitudes to continuously use the 

mobile shopping applications. Hence, the marketers need to pay more attention by designing 

the mobile shopping application easy to use by the people from different age group. The 

mobile shopping applications should allow the consumers to easily find their desired products 

and the simple checkout process. The consumers are likely to continuously use the mobile 

shopping applications if they perceived that the mobile shopping application is easy to use.  

 

6. CONCLUSION 

The research is conducted to identify the factors influencing consumer’s attitudes to 

continuously use the mobile shopping applications. The results from the research have 

achieved the research objectives. Through the results that have been analyzed, it indicated 

that all the independent variables have the positive relationship with dependent variable. 

Among the independent variables, perceived ease of use is the strongest factors that affecting 

the consumer’s attitudes to continuously use the mobile shopping applications. All the 

independent variables will affect the consumer’s attitudes to continuously use the mobile 

shopping applications except design aesthetics which will not affect the consumer’s attitudes 

to continuously use the mobile shopping applications. In addition, the managerial 

implications and recommendation for future research also include in this chapter. This can 

provide the reference for the managers to develop the best strategy to attract more potential 

customers to continuously use the mobile shopping applications and can enable the future 

researcher to make the improvement and to study the consumer’s behavior from the different 

races, education level and age group.   

 

7. RECOMMENDATIONS FOR FUTURE RESEARCH 

The mobile shopping applications are the mobile technology which can help to improve the 

lifestyle of the consumers. This study is focus on the factors influencing consumer’s attitudes 

to continuously use the mobile shopping applications. The researcher provides several 

recommendation and suggestion which are useful in the future research.  

First, due to the time and budget constraint, this study is conducted in Melaka where 

the population is unable to represent the entire Malaysia. For the future research, the future 

researcher can select the other state in Malaysia to collect the data. The state with the large 

population can choose to conduct the research where the population can represent customer’s 

perception from the entire Malaysian population. The data collected from the large 

population can produce more precise and accurate results. Second, this research is using the 

quantitative approach to collect the data from the respondents. In the future research, the 

future researcher can use the qualitative approach where the researcher can select the most 

influencing people in the mobile shopping applications so that the future researcher is able to 

identify more consumer’s behavior in using the mobile shopping applications and thus can 

encourage the people to continuously use the mobile shopping applications. Third, the result 

that obtains from this research show that most of the respondents are the people in the age 

between 24-29 years old. The researcher suggest that in the future research, the study can be 

focus on the behavior of the consumers from the different age groups, races, education and 

income level.  
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