
Psychepedia psychepedia.arabpsychology.com

Mobile Commerce: Consumer
Attitudes & Trends

Authored by

mohammed looti

November 16, 2025

RECOMMENDED CITATION

mohammed looti (2025). Mobile Commerce: Consumer Attitudes & Trends. Psychepedia.

Retrieved from https://psychepedia.arabpsychology.com/?p=23448

ARABPSYCHOLOGY.C
OM

https://psychepedia.arabpsychology.com/?p=23448
https://psychepedia.arabpsychology.com/?p=23448
https://psychepedia.arabpsychology.com/?p=23448
https://psychepedia.arabpsychology.com
https://psychepedia.arabpsychology.com


Mobile Commerce: Consumer Attitudes & Trends 2

Psychepedia psychepedia.arabpsychology.com

Conceptualizing Attitude toward Mobile Commerce

Attitude toward Mobile Commerce, often abbreviated as ATM-C, represents a fundamental

psychological construct within the domain of technology acceptance and consumer behavior.

Defined formally, it is the individual's enduring positive or negative feeling (or evaluative judgment)

concerning the act of using mobile devices--such as smartphones or tablets--to conduct

commercial transactions, including purchasing goods, paying bills, or accessing banking services.

This attitude is not merely a transient opinion but a relatively stable predisposition that reflects a

synthesis of beliefs about the expected outcomes of engaging in mobile commerce activities.

Because attitudes serve as powerful precursors to intention and subsequent behavior,

understanding and influencing ATM-C is critical for practitioners seeking to accelerate the adoption

rate of mobile applications and platforms globally. The nature of mobile interaction introduces

unique variables, such as screen size limitations, intermittent connectivity, and high perceived risk,

which fundamentally differentiate ATM-C from attitudes toward traditional e-commerce conducted

via desktop computers.

The core function of attitude in this context is to mediate the relationship between various cognitive

beliefs and the ultimate behavioral decision to transact. According to established theories of social

psychology, an individual processes information about a specific technology, forming beliefs about

its utility and usability. These beliefs aggregate into an overall affective response--the attitude. If

the user believes the mobile commerce application is highly useful and easy to operate, a positive

attitude is likely to form. Conversely, if the system is perceived as cumbersome, slow, or insecure,

a negative attitude will inhibit adoption, regardless of the potential benefits offered by the service.

Therefore, attitude acts as a crucial filtering mechanism, translating objective technological

characteristics into subjective psychological evaluations that drive or impede market growth in the

mobile sector.

Furthermore, the conceptualization of ATM-C acknowledges its multidimensional nature. While

often measured as a single, holistic construct, research suggests that attitude can be broken down

into affective (emotional reaction), cognitive (beliefs about features), and conative (behavioral

readiness) components. In the fast-paced, context-dependent environment of mobile usage, the

affective component often holds significant sway; users frequently make rapid, intuitive judgments

about the convenience and enjoyment derived from the service, which may override purely rational

assessments of utility. The immediacy and personalization inherent in mobile devices mean that

the user experience directly feeds into the formation of this attitude, making interface design,

system responsiveness, and personalized communication paramount factors in establishing a

favorable disposition toward mobile purchasing.
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Theoretical Foundations of M-Commerce Attitude

The study of Attitude toward Mobile Commerce is heavily anchored in established models of

information systems acceptance, primarily drawing upon the Technology Acceptance Model

(TAM), the Theory of Planned Behavior (TPB), and the Unified Theory of Acceptance and Use of

Technology (UTAUT). TAM, perhaps the most influential framework, posits that attitude is directly

determined by two primary beliefs: Perceived Usefulness (PU), which is the degree to which a

person believes that using a particular system will enhance their job performance or life efficiency,

and Perceived Ease of Use (PEOU), which is the degree to which a person believes that using a

system will be free of effort. In the mobile context, PU translates into the ability to conduct

transactions anytime and anywhere, while PEOU relates specifically to the ease of navigation on

small screens and the simplicity of the checkout process.

The Theory of Planned Behavior (TPB) expands upon simple belief-attitude linkages by introducing

the concept of Subjective Norm (SN) and Perceived Behavioral Control (PBC). SN reflects the

social pressure derived from important referents (family, friends, colleagues) regarding whether

they believe the individual should engage in M-Commerce. If an individual's social circle highly

values and uses mobile payment systems, this positive subjective norm reinforces a positive

attitude. PBC refers to the perceived ease or difficulty of performing the behavior, encompassing

necessary resources and skills. In M-Commerce, PBC often involves possessing the requisite

smartphone technology, sufficient data plans, and the digital literacy required to manage security

settings. Attitude, along with SN and PBC, collectively influences the behavioral intention to adopt

mobile commerce services.

UTAUT, a comprehensive model synthesizing elements from eight existing acceptance theories,

further refines the theoretical landscape by emphasizing four key constructs: Performance

Expectancy (similar to PU), Effort Expectancy (similar to PEOU), Social Influence (similar to SN),

and Facilitating Conditions (similar to PBC). When applying UTAUT to M-Commerce, researchers

often introduce context-specific variables, such as Hedonic Motivation (the enjoyment derived from

use), Price Value, and Habit, recognizing that mobile usage is often discretionary and

entertainment-driven. Furthermore, UTAUT highlights the crucial role of moderators, such as age,

gender, experience, and voluntariness of use, in determining how the core determinants influence

attitude and subsequent usage behavior, underscoring the complexity of predicting mobile

technology adoption across diverse user populations.

Key Antecedents: Perceived Utility and Ease

The twin pillars of Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) remain the most

potent cognitive antecedents shaping Attitude toward Mobile Commerce. PU in the mobile context

is uniquely enhanced by the concept of ubiquity and immediacy. Users perceive high usefulness
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when the mobile platform allows them to complete time-sensitive transactions, such as booking

last-minute travel or checking stock prices instantaneously, which would be inconvenient or

impossible using traditional desktop interfaces. This perception is tied directly to the value

proposition of M-Commerce: saving time, increasing efficiency, and enabling access regardless of

physical location. A strong perception of utility directly translates into a positive attitude because

the user evaluates the technology as instrumentally valuable for achieving personal goals.

Conversely, Perceived Ease of Use addresses the user's friction points and cognitive load. Due to

the inherent limitations of mobile interfaces--small screen real estate, reliance on touch input, and

the distraction of the surrounding environment--PEOU is often a greater challenge for M-

Commerce than for traditional e-commerce. A positive attitude requires that the mobile application

features intuitive navigation, minimal typing requirements (e.g., autofill features), quick loading

times, and a streamlined checkout process. If the user perceives the system as complex, requiring

excessive effort to learn or operate, this frustration quickly fosters a negative attitude, leading to

abandonment of the transaction. Research consistently shows that a low PEOU can completely

negate the benefits of high PU, as users prioritize frictionless interaction, particularly when

conducting discretionary purchases.

Furthermore, the interplay between PU and PEOU is critical. In many acceptance models, PEOU is

hypothesized to influence PU, meaning that if a system is easy to use, the user is more likely to

discover and appreciate its utility. However, in the realm of M-Commerce, where certain tasks (like

mobile banking transfers) are inherently complex but highly useful, the relationship can vary. For

highly complex but essential services, users may tolerate lower ease of use if the utility is

irreplaceable. For routine or hedonic purchases, however, PEOU often assumes dominance.

Developers must strike a careful balance, ensuring that efforts to maximize utility do not

inadvertently complicate the interface, thereby compromising the user's positive attitude formation.

The Role of Trust and Security Perception

In financial and transactional contexts, Attitude toward Mobile Commerce is profoundly influenced

by the user's perception of Trust and Security, which act as fundamental risk-reducing beliefs.

Trust in M-Commerce is multifaceted, encompassing trust in the technology itself (e.g., encryption

reliability), trust in the vendor or merchant (e.g., reputation and fulfillment reliability), and

institutional trust (e.g., regulatory oversight and consumer protection laws). A lack of trust is

arguably the single greatest barrier to widespread adoption, particularly in emerging markets or for

high-value transactions. A positive attitude is contingent upon the belief that the mobile platform is

a safe environment where personal and financial data will be protected from unauthorized access

or misuse.

Security perception specifically addresses the user's assessment of the platform's protective
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mechanisms. Users are highly sensitive to potential risks associated with mobile transactions,

including the vulnerability of Wi-Fi networks, the possibility of device loss or theft, and the threat of

malware or phishing attacks targeting mobile operating systems. If users perceive high

vulnerability, they develop a defensive, negative attitude toward using the service, often reverting

to safer, traditional payment methods. To foster a positive attitude, M-Commerce providers must

utilize and visibly communicate robust security features, such as two-factor authentication,

biometric logins, and clear privacy policies, thereby reducing the user's perceived risk and

increasing confidence in the system's integrity.

The relationship between security, trust, and attitude is cyclical. Initial positive security perceptions

lead to the formation of calculative trust (belief based on rational assessment of guarantees), which

over repeated successful interactions evolves into relational trust (belief based on established

reputation and goodwill). This established trust then feeds back into a stronger, more resilient

positive attitude toward the platform, making the user more willing to attempt new or higher-risk

transactions. Conversely, a single security breach or negative incident can severely erode trust,

causing a rapid and dramatic shift toward a negative attitude, which can be extremely difficult for

the provider to restore, emphasizing the long-term importance of maintaining perceived security

excellence.

Contextual Factors and Behavioral Intention

Attitude toward Mobile Commerce is highly susceptible to contextual factors, differentiating it

significantly from static e-commerce acceptance. Context includes the physical environment, time

pressure, and the specific situational needs of the user at the moment of interaction. For instance,

a user might hold a positive general attitude toward a mobile banking app, but if they are

attempting to use it in a low-connectivity zone or while multitasking, the contextual constraints

(e.g., slow loading, interruption) can temporarily override the positive attitude, leading to

transaction abandonment. The core value of M-Commerce--ubiquity--relies on the system

performing reliably across diverse and often challenging user contexts.

One critical contextual factor is Social Influence, particularly within specific geographical or social

groups. Social influence refers to the degree to which an individual perceives that important others

believe they should use the mobile service. This factor is particularly relevant for new or emergent

mobile payment technologies, where uncertainty is high. If a user observes their peers or trusted

community leaders successfully utilizing a mobile wallet for daily purchases, this social evidence

validates the technology, making its use seem more normative and acceptable, thereby

strengthening the individual's positive attitude and behavioral intention. This effect is often

amplified through viral marketing and peer recommendations within closed social networks.

The ultimate outcome of a positive ATM-C is the Behavioral Intention (BI) to use the service. BI is
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the conscious plan or decision to perform a specified future behavior, such as making a purchase

using a mobile app next week. Attitude is the strongest psychological predictor of BI. However, this

link is moderated by Perceived Behavioral Control and Subjective Norms, as discussed in the TPB

framework. A user may have a strong positive attitude toward mobile shopping (e.g., they find it fun

and useful), but if they lack the necessary technical infrastructure (low PBC) or if their culture

discourages digital spending (negative SN), the positive attitude may not translate into actual

usage intention. Therefore, effective M-Commerce strategy requires addressing not only the

individual's attitude but also the environmental and social barriers that prevent intention from

forming.

Measuring M-Commerce Attitude

Accurate measurement is essential for both academic research and commercial application

development, allowing stakeholders to diagnose adoption barriers and evaluate intervention

strategies. Attitude toward Mobile Commerce is typically measured using multi-item scales adapted

from established psychological and technology acceptance instruments. These scales are

designed to capture the affective (emotional) and cognitive (evaluative) dimensions of the user's

disposition toward the technology. Measurement usually employs a Likert-type scale, ranging from

"Strongly Disagree" to "Strongly Agree."

A typical measurement instrument focuses on capturing the overall psychological evaluation of the

technology. Key characteristics of robust measurement scales include high reliability (consistency

of measurement) and validity (measuring what it intends to measure). Researchers usually employ

confirmatory factor analysis (CFA) to ensure the scale items adequately load onto the latent

construct of attitude. Example items designed to measure a user's positive attitude might include

statements such as:

I find using mobile commerce systems to be an enjoyable experience.

I think that using mobile commerce is a good idea.

Overall, I have a favorable disposition toward mobile shopping.

I feel positive about transacting through my mobile phone.

The precise measurement approach must be tailored to the specific context being studied. For

instance, studies focusing on mobile payment systems might incorporate specific attitude items

related to the perceived innovativeness or novelty of the payment method, while studies focusing

on mobile shopping applications might emphasize items related to hedonic value and

entertainment. Regardless of the specific focus, maintaining semantic consistency and ensuring

that the items are clearly distinct from antecedent constructs (like Perceived Usefulness or Trust) is

crucial to avoid multicollinearity and ensure the theoretical integrity of the psychological model

being tested.
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Demographic and Cultural Influences

The formation of Attitude toward Mobile Commerce is not universal; it is significantly moderated by

demographic variables and cultural context. Age and Experience are among the strongest

moderators. Younger, more digitally native users typically exhibit a more positive initial attitude,

often driven by a higher tolerance for complexity and a greater affinity for novelty. Older

consumers, while recognizing the utility of M-Commerce, often require greater assurances

regarding security and ease of use before developing a positive attitude. Similarly, prior experience

with related technologies, such as e-commerce or complex smartphone apps, positively moderates

the relationship between antecedents like PEOU and the resulting attitude.

Gender differences often manifest in risk perception and hedonic motivation. Studies frequently

indicate that female users may be more risk-averse regarding financial transactions and security

concerns, potentially leading to a more cautious attitude formation process. Conversely, male

users sometimes show higher initial positive attitudes driven by performance expectations and

technological novelty. However, these gender differences often diminish as the technology matures

and becomes normalized within the population, suggesting that experience and familiarity

eventually outweigh initial dispositional differences.

Crucially, National Culture plays a pervasive role in shaping ATM-C. Cultural dimensions, such as

individualism versus collectivism, and high versus low uncertainty avoidance, influence how users

perceive and adopt mobile technologies. In high uncertainty avoidance cultures (e.g., Japan or

Germany), users are highly sensitive to risk and may require extensive institutional guarantees and

established regulatory frameworks before developing a positive attitude toward mobile financial

services. In contrast, in cultures characterized by high power distance, the influence of social

norms and authority figures (Subjective Norms) may be a stronger determinant of attitude than

individual assessments of utility or ease, necessitating culturally tailored marketing and

communication strategies for successful M-Commerce penetration.

Implications for Research and Practice

The comprehensive understanding of Attitude toward Mobile Commerce provides essential

guidance for both academic researchers and industry practitioners. For researchers, the continuing

evolution of mobile technology--including wearable devices, IoT integration, and advanced AI

features--necessitates the refinement and extension of existing acceptance models. Future

research must focus on the dynamic nature of attitude formation, exploring how continuous usage,

rather than initial acceptance, impacts long-term attitude persistence and loyalty. Furthermore,

there is a need to develop context-specific models that account for the unique psychological

factors involved in specific M-Commerce subtypes, such as mobile health (mHealth) or location-

based marketing.
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For practitioners, the implications are direct and actionable. To cultivate a strong positive attitude,

service providers must prioritize two key areas: Security Transparency and Usability

Engineering. Security must be communicated clearly and confidently to alleviate risk perception;

this involves visual cues, explicit privacy guarantees, and robust customer support for security

issues. Usability engineering requires continuous optimization of the user interface to minimize

cognitive load, particularly for complex tasks. This includes optimizing input methods, reducing the

number of steps required for checkout, and ensuring fast loading speeds, thereby maximizing

Perceived Ease of Use.

Ultimately, the goal of influencing ATM-C is to drive sustained usage and loyalty. Strategies must

move beyond initial adoption incentives and focus on creating a deeply satisfying user experience

that reinforces the positive attitude over time. This involves leveraging personalization capabilities

unique to mobile devices, offering timely and relevant notifications, and ensuring seamless

integration across various channels. By systematically addressing the psychological antecedents

of attitude--utility, ease, trust, and social influence--businesses can ensure their mobile commerce

platforms are not only technologically sound but also psychologically resonant with their target

consumers, leading to greater market success.
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