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Examining the Relationship between Intention to Adopt Mobile Commerce and
Behavior of Mobile Commerce Adoption in Consumer Electronic Products
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Abstract

The objective of this research is to investigate the adoption of mobile commerce (m-
commerce) in consumer electronic products by using the theory of planned behavior (TPB).
The data were obtained by questionnaire surveys from 386 respondents in Bangkok, Thailand.
the results from the partial least squares (PLS-SEM) regression analysis demonstrated that
attitude toward behavior and the subjective norm was positively related to intention to
adopt m-commerce and intention was found to be a mediator between those two

antecedents in predicting the behavior of m-commerce adoption.

Keywords: M-commerce, Mobile Commerce, Theory of Planned Behavior, Tpb,

Consumer Electronic Product, Electronic Product
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Introduction

Thailand was the country that had the most active mobile internet users in Southeast
Asia. In 2020, there were approximately 50.01 million active users who mainly access the
internet through smartphones and spent approximately 10 hours per day (Statista, 2021).
Krairit (2018) illustrated that online shopping was a common behavior that could be found
in most internet users. The reasons for this success were the benefits that consumers
receive in both monetary and non-monetary aspects (Changchit et al., 2019). For example,
they can buy products at a lower price compared with a traditional store, it saves
consumers’ time than visiting a physical store, and it allows them to compared products
easier. This study focused on the area of mobile commerce (m-commerce) which
concentrates only on the transactions which have been made through a mobile channel.
To date, m-commerce has been penetrated many business sectors such as mobile financial
services (m-banking), mobile gaming (m-entertainment), and even mobile medical diagnosis
(m-health) (AlSondos & Salameh, 2020). This made this channel not only attractive but may
dominate a traditional store.

Despite the growth of online mobile shopping, consumer electronic products were a
product category that faced many obstacles since they were introduced online. Generally,
consumer electronic products refer to devices that use for communication, entertainment,
or information purposes (Liu, 2020). For example, television, smartphone, laptop, and
refrigerator. The major problem in purchasing these products is consumers feel uncertain
due to the product might be damaged from the delivery, and they are afraid of losing their
money from the failure of online payment (Singh & Srivastava, 2020). From these evidence,
the author decided to investigate the adoption of m-commerce in consumer electronic
products in Thailand which has never been examined before. The theory of planned
behavior (TPB) was used in the investigation due to this theory is widely accepted in testing
the adoption of m-commerce in various sectors (Cui et al., 2020; Pandey & Chawla, 2020;
Singh & Srivastava, 2020).

Moreover, Ali, Thongpapanl, and Ashraf (2020) recently mentioned that the

investigation of factors that influences the acceptance of m-commerce in a developing
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country is currently scarce. Thus, the results from this research will provide additional
empirical evidence to m-commerce and TPB literature, as well as assist managers and
executives in better understanding consumer behavior and developing realistic ways to

boost their trust in purchasing consumer electronic products online.

Objective
The objective of this study is to investigate the adoption of mobile commerce (m-commerce)

in consumer electronic products by using the theory of planned behavior (TPB).

Conceptual Framework

Attitude toward
behavior
H1
o H2 Intention to adopt H4 | Behavior of M-commerce
Subjective norm > M-commerce adoption

Perceived behavioral
control

Definition of Research Terms

®  Mobile commerce (m-commerce) refers to any transaction, involving the transfer
of ownership or rights to use goods and services, which is initiated and/or completed
by using mobiles access to wireless networks with the help of mobile devices.

®  Consumer electronic products refer to devices that use for communication,
entertainment, or information purposes.

B Attitude toward behavior refers to the degree to which a person has a favorable
or unfavorable evaluation or appraisal of the behavior in question.

B Subjective norm refers to the perceived social pressure to perform or not to

perform the behavior.
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" Perceived behavioral control refers to the perceived ease or difficulty of performing
the behavior, and it is assumed to reflect experience as well as anticipated
impediments and obstacles.

®  Intention to adopt m-commerce refers to individuals’ motivation to use mobile
commerce.

®  Behavior of m-commerce adoption refers to the actual action of persons in using

mobile commerce.

Scope of research

1. Scope of population The population of this study was internet users in Bangkok.
A total of 386 respondents were surveyed using a convenient sampling method.

2. Scope of content This study focused on the theory of planned behavior (TPB) to
examine the adoption of mobile commerce (m-commerce) in consumer electronic products.

3. Scope of time This research had been conducted from August 2020 to May 2021.

Literature review
Mobile commerce (m-commerce)

The term mobile commerce (m-commerce) emerged a moment after smartphones
had been invented. In the early stage of m-commerce, it commonly referred to the
transactions which had been made by wireless devices or it was just an extension of e-
commerce, only the transactions were made online (Ngai & Gunasekaran, 2007). However,
Tiwari and Buse (2007) argued that the focus on the monetary transaction through mobile
devices is not sufficient to define this term. M-commerce has much more capability
compared to e-commerce such as the ability to instantly access products and their
information which made customers have an effortless experience in shopping, it has more
personalization which is a capability to filter information that suits one’s preferences, and
the ability to broadcast information to a large population at once (Siau et al, 2001).
Therefore, many business industries have discovered this channel to be a beneficial place
to conduct business. (Frolick & Chen, 2004).

Tiwari and Buse (2007) defined m-commerce as “any transaction, involving the
transfer of ownership or rights to use goods and services, which is initiated and/or

completed by using mobile access to wireless networks with the help of mobile devices”.
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At present, m-commerce does not restrict only to smartphones due to the development
of technology that allows persons to access the internet through various types of mobile
(Liang & Wei, 2004). This indicates that m-commerce has penetrated our lives through a
variety of channels, and it offers numerous advantages to both individuals and enterprises.
For individuals, they can purchase the product at a lower price compared to the traditional
store, they can easily compare products from the various stores at the same time, and they
can save time in shopping (Changchit et al.,, 2019). For companies, Firms can decrease
operational costs, improve customers’ satisfaction, and increase overall productivity (Chau

et al.,, 2021).

Theory of Planned Behavior (TPB) in mobile commerce (m-commerce) context
The theory of planned behavior (TPB) was developed by Ajzen (1991). It explains how
individuals perform a particular action (Ajzen, 1991). The main idea of the model is the
intention of individuals that influence them to take actual actions was predicted by three
variables which are attitude toward behavior, subjective norm, and perceived behavioral
control. First, attitude toward behavior referred to “the degree to which a person has a
favorable or unfavorable evaluation or appraisal of the behavior in question” (Ajzen, 1991,
p. 188). This means when persons feel favorable in particular actions. They will have an
intention to perform. Otherwise, if they feel unfavorable to those particular actions, they will
neglect those behaviors. Second, the subjective norm was defined as “the perceived social
pressure to perform or not to perform the behavior” Ajzen (1991, p. 188). This means social
interactions have the power to influence individuals to enact a particular action. A positive
social influence may induce persons to have an intention to perform. In contrast, a negative
social interaction may reduce an individual’s intention on that behavior. Third, perceived
behavioral control refers to “the perceived ease or difficulty of performing the behavior, and
it is assumed to reflect experience as well as anticipated impediments and obstacles” (Ajzen,
1991, p. 188). The difficulty appears to be the main factor that involves individuals’ intentions.
If they appraise that there are obstacles in performing the behaviors, they may have less
intention to do. However, if they assess that it is simple to exhibit the actions, they are
inclined to perform those actions.
In the m-commerce literature, a previous meta-analysis study of Chhonker et al.

(2018) indicated that that TPB was one of the significant theories that scholars used to
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investigate m-commerce in the past decade. For instance, the recent study of Troise et al.
(2021) used TPB to investigate the adoption of using food delivery applications during the
COVID-19 pandemic. The findings demonstrated that attitude toward behavior, subjective
norm, and perceived behavioral control affected behavioral intention. Moreover, the
research of Suthatorn (2019) examined people’s adoption in purchasing retail products
through mobile devices. The results showed that attitude toward behavior and subjective
norm influenced people's intention in adopting m-commerce for purchasing retail products.
From these evidence, the author purposed that attitude toward behavior, subjective norm,
and perceived behavioral control will positively relate to intention to adopt m-commerce,
and intention will positively relate to behavior of m-commerce adoption. Thus, hypotheses 1

to 4 are proposed as followed.

Hypothesis 1: Attitude toward behavior will positively relate to intention to adopt
m-commerce

Hypothesis 2:  Subjective norm will positively relate to intention to adopt m-commerce

Hypothesis 3: Perceived behavioral control will positively relate to intention to adopt
m-commerce

Hypothesis 4: The intention to adopt M-commerce will positively relate to behavior of

m-commerce adoption

Research Methodology
Population and samples

The research focused on consumers who possessed a mobile device with internet
access in Bangkok. This study used convenience sampling which is a non-probability sampling
method for the data collection. Due to the city was facing a COVID-19 pandemic at the time
of the collection period, the author decided to used internet surveys instead of a traditional
face-to-face method to collect the data for avoiding a virus infection. The sampling frame of
this study was the internet users on the author’s social media platforms. A total of 523
internet users were selected as samples of this study. The self-administered questionnaires
were used to acquire data for the analysis. The online questionnaire surveys were sent to
the participants through three social media platforms: Facebook Messenger, Line, and

Instagram. More importantly, the author conducted the data collection according to the rules
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and ethics of the college’s committee. The data collection was performed by concerning
respondents’ voluntary, and confidentiality basis. On top of the online questionnaires, the
participants were indicated about these issues and the data can be accessed only by the

author for the research purpose.

Measures

The measurement of acceptance in purchasing consumer electronic products
through m-commerce, the author adopted the scales from the theory of planned behavior
(TPB) of Ajzen (1991). The scales include five variables which are attitude toward behavior (5
items), subjective norm (5 items), perceived behavioral control (5 items), intention (5 items),
and behavior (3 items). All items were measured using 5-pointed Likert scales (1=strongly
disagree to 5=strongly agree).

The original scales were developed in English. However, the respondents of this study
are Thai. The author has to translate all questions in the questionnaire into English. To
confirm its validity and reliability, the questionnaire was translated into Thai and back-
translated to English by a native English speaker who is also an expert in Thai (Brislin, 1970).
Moreover, the control variables were included in this study which included gender, age,

educational level, and online shopping frequency.

Data Analysis

This research used the partial least squares (PLS) regression to examine the data.
There were several benefits of PLS that make this technique matched our study. For instance,
PLS allows non-normal distribution data to be analyzed, PLS can examine a small sample
size of data better than other SEM techniques, PLS encompasses various statistical tools such
as path analysis, structural equation modeling, simple and multiple regression. In addition,
the author also performed a validity and reliability test before a PLS-SEM examination. For
the validity test, the author used convergent validity and discriminant validity to confirm that
the data measure what they intended to measure. This study used factor loadings and cross-
loadings for assessing convergent validity. For discriminant validity, the author used average
variance extraction (AVE) together with the Heterotrait-Monotriait (HTMT) ratio to confirm
that variables are distinguished from the others. In particular, HTMT was defined as “the

mean value of the indicator correlations across constructs relative to the mean of the average
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correlations of the indicators measuring the same construct” (Ringle et al, 2020). This criterion
was recently recommended due to its robustness in examining discriminant validity between
constructs (Henseler et al., 2015; Ringle et al., 2020). Then, the reliability test was performed
by using Cronbach’s alpha and composite reliability to ensure the scales’ always yield the

same results. The data were analyzed through the WarpPLS program.

Results

After the data collection period, the respondents returned 386 completed surveys which
accounted for a 73.8 percent response rate. Before conducting the analysis, the validity test
and reliability test were performed to ensure the quality of data. For validity tests, two types
of validity tests were conducted which were convergent and discriminant validity tests.

For convergent validity, the author examined factor loadings and cross-loadings to
measure indicators of this study. The acceptable value for each indicator is above 0.5. The
results indicated that all item has a value above 0.5 except the items from subjective norm
and perceived behavioral control that the value was below the requirement. Thus, these
two items were removed from the analysis. Therefore, the convergent validity of this research
is acceptable.

For discriminant validity, this research used two types of discriminant validity tests which
were average variance extraction (AVE) and the heterotrait-Monotrait (HTMT) ratio. First, the
average variance extraction (AVE) was measured by comparing the square root of the average
variance extracted with its correlation to other constructs. Fornell and Larker (1981) indicated
that if the value is higher than the correlation to other variables, the discriminant validity is
acceptable. The results showed that the average variance extraction (AVE) of every variable
is higher than its correlation they were involved. This means the discriminant validity of this
model is acceptable. Next, the heterotrait-monotrait (HTMT) ratio was tested. If the construct
has a value above 0.85, this means it is distinguished from the others. The results indicated
that all the variable has a value below 0.85 which means that all variable in the conceptual
model is distinct. Therefore, the heterotrait-monotrait (HTMT) ratio is acceptable. Therefore,
the discriminant validity is not a serious concern for this research. Thus, the validity of this
study is acceptable. The results of that the average variance extraction (AVE) and the

heterotrait-monotrait (HTMT) ratio were shown in table 1 and 2.
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Table 1: Correlations and the average of variance extracted (AVEs)

ATT NORM CTRL INTEN BEHAV GEN AGE EDU SAL SHOP
ATT (0.744)
NORM 0.146 (0.803)
CTRL 0.352%* 0.005 (0.756)
INTEN 0.727**  0.445**  0.185 (0.825)
BEHAV 0.600***  0.326 -0.048 0.725***  (0.859)
GEN -0.085 0.189 0.132 0.094 0.146 (1.000)
AGE -0.026 -0.039 -0.150 0.098 0.054 0.300* (1.000)
EDU -0.216 -0.121 -0.166 -0.117 0.008 0.243 0.513**  (1.000)
SAL 0.046 0.072 0.029 0.154 0.280* 0.421*  0.370** 0.459%** (1.000)
SHOP 0.244 0.039 -0.300*  0.144 0.407* 0.005 0.132 0.077 0.154 (1.000)

Note: ATT = Attitude toward the behavior, NORM = Subjective norm, BCTRL = Perceived behavioral control, INTEN = Intention,
BHAV = Behavioral, GEN = Gender, EDU = Educational level, SAL = Salary, SHOP = Online shopping frequency (per month), * p-
value < 0.05, ** p-value < 0.01, *** p-value < 0.001, The square root of AVE displays in the parentheses.

Table 2: Heterotrait-monotrait (HTMT) ratio of correlations

ATT NORM CTRL INTEN BEHAV
ATT
NORM 0.285
CTRL 0.516 0.305
INTEN 0.877 0.533 0.333
BEHAV 0.735 0.416 0.299 0.845

Note: ATT = Attitude toward the behavior, NORM = Subjective norm, BCTRL = Perceived behavioral control, INTEN =
Intention, BHAV = Behavioral

The reliability test was performed by using Cronbach’s alpha and a composite reliability
test. The minimum requirement for each criterion is 0.8 (Nunnally, 1978). The results
indicated that all variables have values above the threshold. Thus, the data of this study is

reliable. The findings of reliability were presented in table 3.

Table 3: Reliability tests’ results

ATT NORM CTRL INTEN BEHAV
Cronbach’s alpha 0.859 0.878 0.839 0.913 0.892
Composite 0.803 0.814 0.802 0.880 0.811

Note: ATT = Attitude toward the behavior, NORM = Subjective norm, BCTRL = Perceived behavioral control, INTEN =
Intention, BHAV = Behavioral
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Moreover, multicollinearity was analyzed to check whether the two or more constructs
in the model are highly correlated (Farrar & Glauber, 1967). To examine multicollinearity in
the model, the variance inflation factor (VIF) is the criterion that uses to investigate this issue.
The author used a full VIF because it encompasses both lateral and vertical multicollinearity
assessment. Kock and Lynn (2012a) suggested that to alleviate multicollinearity, the value of
the full VIF should not exceed 3.3. the results showed that the full VIFs of this study were
less than 3.3. This means there is no multicollinearity in this research.

Lastly, the normality of the data was examined. This test allowed the author to
investigate a normal distribution of the data by using Jarque-Bera and Robust Jarque-Bera
test of normality. The result showed that half of the variable’s data were not followed the
normal distribution. However, this makes PLS-SEM was an appropriate research tool for this
study because the previous research indicated that PLS-SEM provided a robust analysis when

using data that do not follow the normal distribution (Hair et al., 2012).

Hypotheses Testing
This research purposed four hypotheses according to the theory of planned behavior
(TPB). The findings from PLS-SEM indicated that three of four hypotheses are statistically

significant. The results were indicated in figure 1.

Attitude toward Gender
behavior 0.05 .
-0.152 .. Age
Intentionto | ggrg+ | Behaviorof | .- ..o
Subjective norm adopt M-commerceg-..
_0.063 ... T|M-commerce adoption
“*-.... | Educational
level
R2=0.649 R2=0.652
Perceived behavioral | .-+~ Salary
control
Online
shopping
frequency
Figure 1: Model results
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Hypothesis 1: Attitude toward behavior will positively relate to intention to adopt
m-commerce
The findings indicated that attitude toward behavior was positively related to an
intention. This means individuals who have a high level of attitude toward behavior will have
a high level of intention. This relationship was statistically significant ([3 = 0.699, p < 0.001).
Thus, hypothesis 1 was supported.
Hypothesis 2: Subjective norm will positively relate to intention to adopt m-
commerce
The results showed that subjective norm was positively related to an intention. This
means individuals who have a high level of the subjective norm will have a high level of
intention. This relationship was statistically significant (B =0.343, p < 0.001). Thus, hypothesis
2 was supported.
Hypothesis 3: Perceived behavioral control will positively relate to intention to
adopt m-commerce
The results indicated that the perceived behavioral control was negatively related to
the intention. This means individuals who have a high level of perceived behavioral control
will have a low level of intention. This relationship was not statistically significant (B =-0.063,
p = 0.275). Thus, hypothesis 3 was not supported.
Moreover, the r-squared of the above relationships was 0.649. This means this
variable block was explained by 64.9 percent.
Hypothesis 4: The intention to adopt m-commerce will positively relate to behavior
of m-commerce adoption
The findings showed that intention was positively related to the behavior. This means
individuals who have a high level of intention will have a high level of behavior. This
relationship was statistically significant (B = 0.679, p < 0.001). Thus, hypothesis 4 was
supported.
Moreover, the r-squared of this relationship was 0.652. This means this variable block
was explained by 65.2 percent.
Gender was positively related to behavior (B = 0.054, p = 0.248), age was negatively
related to behavior ([3 = -0.152, p = 0.248), educational level was positively related to
behavior (B = 0.070, p = 0.240), salary was positively related to behavior (B = 0.130, p =
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0.086). However, all of these control variables’ findings were not statistically significant
excepted one control variable, online shopping frequency was positively related to behavior
(B = 0.304, p < 0.001) and the result were statistically significant.
Mediating roles of intention

In addition, this study also investigated the mediating effect of intention by using the
Sobel test (Preacher & Leonardelli, 2001). The findings showed that both attitude toward
behavior (Sobel t =4.872, p < 0.001), and subjective norm (Sobel t = 3.202, p = 0.001) were
statistically related to behavior through intention to adopt m-commerce. Thus, the Sobel

test confirmed the mediating role of intention in this model.

Discussion

There are three of four hypotheses that are statistically supported. The findings illustrated
that attitude toward behavior and subjective norms positively related to the intention to
adopt m-commerce and the intention positively related to the behavior of m-commerce
adoption. This means the favorable attitude in using mobile devices to purchase consumer
electronic products lead people to have an intention which in turn influences them to make
an actual transaction. Moreover, social supports is also important. The support from social
leads individuals to develop better intentions on purchasing consumer electronic products
through mobile devices. This finding coincides with the study of Wan et al. (2017) who
demonstrate that attitude towards behavior and subjective norms play an important role in
predicting the recycling intention of people in Hong Kong. Additionally, Piazza et al. (2019)
also found that attitude towards behavior and subjective norm were the main predictor in
predicting an intention to use a mobile application while crossing the street. Furthermore,
this study also found that online shopping frequency was positively related to behavior. This
is congruent with the previous research of Yang et al. (2018) who found that the group of
respondents that have a high online shopping frequency will have a higher purchase
intention. Conclusively, the results from this study contributed empirical evidence to
m-commerce literature by investigating consumer’s purchasing behavior in electronic

products which never been discovered before.
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Conclusion

The objective of this study was to investigate the adoption of mobile commerce
(m-commerce) in consumer electronic products by using the theory of planned behavior
(TPB). The results from PLS-SEM revealed that attitude towards behavior and subjective
norms were positively related to intention to adopt m-commerce. Particularly, the
intention played an important role as a mediator between those variables and behavior.
These findings also contribute to the theory of planned behavior as empirical evidence in
the adoption of mobile commerce in purchasing consumer electronic products. There are
some limitations to this research. First, the self-administrated questionnaire may cause a
subjective bias. Second, the data were collected in a single period which accounted as
cross-sectional data. Thus, the results cannot be explained as causality, but have to be
interpreted as the relationship. Third, the nonprobability sampling may not represent an

entire population.

Recommendations

The results suggested consumer electronic product companies focus on three aspects
which are attitude toward behavior, subjective norm, and the online shopping frequency.
First, to build a positive attitude with users, the companies should make the user interface
(Ul) of the application or website interact friendly with customers. This will enhance
customers’ satisfaction by giving a better user experience (UX). Second, the consumer
electronic products company should focus on establishing the relationship with existing
customers who already purchase the products through a mobile commerce channel due to
there is a possibility that they can affect the potential customers and turn them into new
customers. Furthermore, the company may initiate a referral program for existing customers
to motivate them to lead potential prospects to the mobile commerce channel. Moreover,
the online community of the products might be a significant tool to spread confidence in
purchasing products online to a larger scale of the population. Third, the frequent buyers of
other product categories are potential customers for the consumer electronic products
companies. Due to frequent buyers already possessed experiences in online shopping, they
may be less concerned if they encounter any difficulties during the purchasing procedure.

The companies may consider the frequent buyers from related-product categories such as
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retail products. This will make the consumer electronic product companies penetrated a

new group of customers.

Future research

This research contributes a theoretical contribution and empirical evidence to the
literature. However, there are some areas that the author did not investigate in this study.
First, most respondents lived in Bangkok. the results may represent people in the
metropolitan area. The suburban area is an interesting sample that needs to be explored
due to the growth of the internet in a major city. Second, the other products which have a
high sale volume in the traditional store but have not yet become popular in the mobile
channel are the interesting categories that need to be investigated (e.g. automobile and real
estate) Lastly, various factors such as salary, age, or stress could moderate or mediate the
relationship within the model. This will provide a more understanding of the mobile

purchasing adoption of customers.

References

Ajzen, |. (1991). The theory of planned behavior. Organizational behavior and human
decision processes, 50(2), 179-211.

AlSondos, 1., & Salameh, A. (2020). The effect of system quality and service quality toward
using m-commerce service, based on consumer perspective. Management Science
Letters, 10(11), 2589-2596. doi: 10.5267/j.msl.2020.3.035

Brislin, R. W. (1970). Back-translation for cross-cultural research. Journal of cross-cultural
psychology, 1(3), 185-216.

Changchit, C., Cutshall, R., Lonkani, R., Pholwan, K., & Pongwiritthon, R. (2019).
Determinants of online shopping influencing thai consumer’s buying choices.
Journal of internet Commerce, 18(1), 1-23. doi: 10.1080/15332861.2018.1496391

Chhonker, M. S., Verma, D., Kar, A. K., & Grover, P. (2018). m-commerce technology
adoption. The Bottom Line. doi: 10.1108/BL-04-2018-0020

Cui, Y., Mou, J., Cohen, J, Liu, Y., & Kurcz, K. (2020). Understanding consumer intentions
toward cross-border m-commerce usage: A psychological distance and
commitment-trust perspective. Electronic Commerce Research and Applications,

39, 100920.

s v oa

msvageumuduiusszrinanuttlalunmsseniumsmdyduugunsalindeuiivasnginssunissensunsmdvduugunsalindouiluduididnnsetind 293



Dusit Thani College Journal Vol.15 No.2 May-August 2021

Farrar, D. E., & Glauber, R. R. (1967). Multicollinearity in regression analysis: the problem
revisited. The Review of Economic and Statistics, 92-107.

Fornell, C., & Larker, D. (1981). Structural equation modeling and regression: guidelines for
research practice. Journal of Marketing Research, 18(1), 39-50.

Frolick, M. N., & Chen, L.-D. (2004). Assessing M-Commerce Opportunities. Information
Systems Management, 21(2), 53-61. doi:
10.1201/1078/44118.21.2.20040301/80422.8

Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the use of
partial least squares structural equation modeling in marketing research. Journal
of the academy of marketing science, 40(3), 414-433. doi:
https://doi.ore/10.1007/s11747-011-0261-6

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modeling. Journal of the academy of
marketing science, 43(1), 115-135. doi: https://doi.org/10.1108/APJBA-05-2019-0109

Kock, N., & Lynn, G. (2012a). Lateral collinearity and misleading results in variance-based
SEM: An illustration and recommendations. Journal of the Association for
Information Systems, 13(7).

Krairit, D. (2018). The new face of Internet user typology: the case of Thailand. Journal of
theoretical and applied electronic commerce research, 13(2), 58-79. doi:
10.4067/50718-18762018000200106

Liang, T.-P., & Wei, C.-P. (2004). Introduction to the special issue: Mobile commerce
applications. International journal of electronic commerce, 8(3), 7-17. doi:
10.1080/10864415.2004.11044303

Liu, S. (2020). Consumer electronics - Statistics & Facts. Retrieved 9 May 2021, from

https://www.statista.com/topics/4408/consumer-electronics/

NBTC. (2021). Internet Users in Thailand. Retrieved on 31 May 2021. From
http://webstats.nbtc.go.th/netnbtc/INTERNETUSERS.php

Ngai, E. W., & Gunasekaran, A. (2007). A review for mobile commerce research and
applications. Decision support systems, 43(1), 3-15. doi: 10.1016/j.dss.2005.05.003

Nunnally, J. (1978). Psychometric methods: New York: McGraw-Hill.

294 Examining the Relationship between Intention to Adopt Mobile Commerce and Behavior of Mobile Commerce Adoption in Consumer Electronic Products



NIITINeandns1il U 15 atun 2 Wweunguniau-danau 2564

Pandey, S., & Chawla, D. (2020). Exploring Factors That Drive Adoption of Various
Categories of M-commerce: An Emerging Market Study. Global Business Review,
21(2), 526-546.

Piazza, A. J., Knowlden, A. P., Hibberd, E., Leeper, J., Paschal, A. M., & Usdan, S. (2019).
Mobile device use while crossing the street: Utilizing the theory of planned
behavior. Accident Analysis & Prevention, 127, 9-18. doi:
https://doi.org/10.1016/j.aap.2019.02.006

Preacher, K. J., & Leonardelli, G. J. (2001). Calculation for the Sobel test: An interactive
calculation tool for mediation tests.

Ringle, C. M., Sarstedt, M., Mitchell, R., & Gudergan, S. P. (2020). Partial least squares
structural equation modeling in HRM research. The International Journal of Human
Resource Management, 31(12), 1617-1643. doi:
https://doi.org/10.1080/09585192.2017.1416655

Siau, K., Lim, E.-P., & Shen, Z. (2001). Mobile commerce: Promises, challenges and
research agenda. Journal of Database Management (JDM), 12(3), 4-13. doi:
10.4018/jdm.2001070101

Singh, S., & Srivastava, S. (2020). Exploring the moderating role of product type in Indian
m-commerce fashion and electronics market. International Journal of Logistics
Systems and Management, 36(1), 61-91. doi: 10.1504/1JLSM.2020.107227

Suthatorn, P. (2019). M-commerce: Examining the Adoption of Mobile Commerce in
Bangkok, Thailand: The Moderating Effect of Education Level. Dusit Thani College
Journal, 13(2), 307-329.

Tiwari, R., & Buse, S. (2007). The mobile commerce prospects: A strategic analysis of
opportunities in the banking sector: Hamburg University Press.

Troise, C., O'Driscoll, A., Tani, M., & Prisco, A. (2021). Online food delivery services and
behavioural intention — a test of an integrated TAM and TPB framework. British
Food Journal, 123(2), 664-683. doi: 10.1108/BFJ-05-2020-0418

Wan, C., Shen, G. Q., & Choi, S. (2017). Experiential and instrumental attitudes: Interaction
effect of attitude and subjective norm on recycling intention. Journal of
Environmental Psychology, 50, 69-79. doi:
https://doi.org/10.1016/].jenvp.2017.02.006

s v oa

msvageumuduiusszrinanuttlalunmsseniumsmdyduugunsalindeuiivasnginssunissensunsmdvduugunsalindouiluduididnnsetind 295



Dusit Thani College Journal Vol.15 No.2 May-August 2021

Yang, S., Li, L., & Zhang, J. (2018). Understanding consumers’ sustainable consumption
intention at china’s double-11 online shopping festival: An extended theory of
planned behavior model. Sustainability, 10(6), 1801. doi:
https://doi.org/10.3390/s5u10061801

Pornprom Suthatorn, Ph.D., Doctor of Philosophy in Management,
National Institute of Development Administration, Thailand

Lecturer, Graduate School, Dusit Thani College.

296 Examining the Relationship between Intention to Adopt Mobile Commerce and Behavior of Mobile Commerce Adoption in Consumer Electronic Products



