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Abstract: The revolution of mobile technologies has brought various 
innovations to humankind. Mobile social media marketing (m-SMM) is an 
emerging innovation in marketing communication channel with benefits for 
sellers. Therefore, the study determines to recognise the elements contributing 
to the adoption of m-SMM. The study adapted combined models such as 
unified theory of acceptance and use of technology (UTAUT), uses and 
gratification (U&G), diffusion of innovation (DOI) and extended the 
framework with training and support (TS). The data were derived from 213 
Malaysian sellers through self-administered questionnaire and analysed using 
partial least squares structural equation modelling (PLS-SEM) approach. 
Results proved to be significant on all constructs tested on behavioural 
intention (BI) except performance expectancy (PE), effort expectancy (EE) and 
entertainment (ET). The findings could be useful for scholars, researchers and 
mobile marketers in the area of m-SMM. 
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Later on, the upward trend of mobile devices usage had also transformed the 
advertising industry. 
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1 Introduction 

Technological devices develop so rapidly that by the year 2020, humankind will 
eventually live in technology (Bryant, 2014). As such, many organisations have started to 
create useful mobile applications and websites that are user friendly for mobile devices  
(m-devices) (Nilashi et al., 2015). Dahnil et al. (2014) defined social media marketing 
(SMM) as the adoption of social networking sites (SNS) to accomplish marketing 
objectives. According to Hudson et al. (2016), consumers can learn, share information 
and interact with brands and sellers through SMM. Among popular SNS used in SMM 
includes Facebook, Google+, LinkedIn, Twitter, Instagram and Foursquare (Lin and Lu, 
2015; Hudson et al., 2016). Michaelidou, Siamagka and Christodoulides (2011) 
elaborated that the usage of SMM would not require huge financial commitment for 
organisations. Furthermore, SMM proved usefulness towards brand loyalty and positive 
word-of-mouth marketing for many organisations (Erdoğmuş and Çiçek, 2012). In view 
of this potential, many organisations have also started to utilise mobile social media 
marketing (m-SMM) for purposes such as sales promotions, communications, 
relationship expansion and loyalty programs (Kaplan, 2012). According to Smith (2016), 
38% of global organisations plan to spend more than 20% of their total advertising 
budgets on social media channels in 2015. In Malaysia, the population is about 28 million 
(Tan, Tan and Ooi, 2011). About 66% of the populations are internet users (Mobile 
Malaysia: Ahead of the Pack, 2014). Furthermore, it was revealed that the m-devices 
penetration rate in Malaysia stands at 140% (Public Data of Mobile Cellular 
Subscription, 2014). The high mobile penetration rate provides opportunities for 
organisations to enter the market through various mobile-based services. The 
entertainment industry, for example, utilises mobile technology to deliver mobile-based 
services such as movie subscriptions (Bakar and Bidin, 2014; Wong et al., 2014, 2016) 
and movie ticketing (Mobile Malaysia: Ahead of the Pack, 2014). In the retailing 
industry, mobile technology was also used to deliver distinctive mobile-based shopping 
experiences among shoppers (Wong et al., 2015a). Despite the growing use of mobile 
technologies in various industries, there is a lack of study on how m-SMM can be 
adopted by sellers as a new form of marketing communication channel. M-SMM is often 
time still perceived as a new business practice (Dahnil et al., 2014) especially in 
Malaysia. In view of the limitations, the study aims to investigate the motivation of 
sellers to adopt m-SMM. The next section will provide an overview of m-SMM. 
Subsequently, the study is followed with the description on the research hypothesis and 
methodological approach. As a final point, the research will discuss on the results, 
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implications and limitations. In addition, future studies would be deliberated before 
concluding the paper. 

2 Literature review 

2.1 Overview of m-SMM 

The development of network technologies such as Bluetooth, Wi-Fi (wireless fidelity) 
and 4G mobile broadband has led to the growth of mobile marketing (Kim and Lee, 
2015). Worldwide brands are estimated to spend $99.3 billion on mobile marketing by 
2017 slowly reducing desktop advertisements (O'Malley, 2016). According to Goh, Chu 
and Wu (2015), marketing can now be customised, and personalised using m-SMM 
(Goh, Chu and Wu, 2015). As such, many organisations are encouraged to promote their 
products and services using mobile SNS. According to Chen et al. (2014), many 
individual small businesses adopt SNS as their optimal platform for interaction and 
marketing tool. M-SMM is a way where marketing could be exercised through SNS on 
m-devices. Some common practices include surprising customers with catchy image or 
punch line, sharing visual media such as pictures and videos and engaging SNS users 
through mobile applications (Ha et al., 2015). Facebook has taken the initiative to 
introduce Facebook for business in 2004. The platform provides the latest news, tips and 
best practices to help organisation meets business goals. Facebook offers businesses an 
opportunity to optimise their Facebook presence to meet the organisation's marketing 
goals (Facebook Business Page Info, 2016). Brick-and-mortar businesses can now drive 
and measure store visits and sales from their Facebook advertisements (Facebook for 
Business Home Page, 2016). Additionally, Facebook for Business also allows integration 
with the use of Instagram. 

2.2 Theoretical model 

The research model shown in Figure 1 was developed through the integration and 
adaption from unified theory of acceptance and use of technology (UTAUT), uses and 
gratification (U&G) and diffusion of innovation (DOI). UTAUT was developed by 
Venkatesh and Davis (2000). This model is often used to investigate the various 
acceptance of technology among individuals. Teo et al. (2015b) acknowledged that 
UTAUT provides a better explanation on Information System adoption system. The 
UTAUT is made up of four direct factors that include performance expectancy (PE), 
effort expectancy (EE), Facilitating Conditions and Social Influence. However, in our 
research framework, only PE and EE are adopted in view of their importance. Social 
Influence has been removed and replaced with social interactive (SI) from U&G. The 
rational goes that the SI is more appropriate since the constructs is a combination of 
Social Influence and Social Interaction. Similarly, Facilitating Conditions was replaced 
with training and support (TS), whereby the terminology of the construct is more suited 
in this context of study. Many scholars found that U&G was applicable in many studies 
related to mobile social media (Xu et al., 2012; Ku, Chu and Tseng, 2013; Ha et al., 
2015). The model is an audience-focused approach used to understand mass 
communication and suggests that users are motivated by needs and goals to use certain 
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media in relation to the gratification obtained. The study only selected Entertainment 
(ET), SI and cognitive needs (CN) as part of the research framework. According to Batra 
and Ahtola (1990), ET and CN are the most fundamental gratifications to determine 
attitude. Xu et al. (2012) further stated that SI is an emerging core construct related to 
relationship (Xu et al., 2012). Therefore, only ET, SI and CN were adopted. DOI was 
developed by Rogers (1995). The model is widely applied in studies related to the 
adoption intention of new innovation or technology (Balachandran and Tan, 2015). DOI 
consists of Relative Advantage (RA), Compatibility (CP), Complexity (CX), Triability 
(TR) and Visibility (VS) (Agag and El-Masry, 2016). Of those few factors, RA and CP 
have been providing consistent explanations towards intention to adopt new technologies 
(Rogers, 1995; Liu and Li, 2010; Lu et al., 2011; Agag and El-Masry, 2016). According 
to Wong et al. (2012), RA is similar with PE; complexity is similar to EE; TR requires 
experimentation of adoption for a fixed period; VS refers to the awareness of innovation 
to others and lastly CP is related with adopter’s needs and experiences. Moore and 
Benbasat (1991) stressed that RA, CP and CX would tentatively explain adoption 
behaviour. Since PE and EE are adopted from UTAUT which symbolises the 
characteristics of RA and CX; therefore, this study only focused only on examining the 
influence of CP in m-SMM. In order to have a more concrete explanation, the proposed 
conceptual framework was extended with TS as an additional direct factor of behavioural 
intention (BI). TS was introduced following suggestion from Tornatzky and Fleischer 
(1990) where the construct is important to influence the adoption and implementation of 
new innovations. Ajzen (1991) defines BI as a behaviour that would be influenced by 
motivational factors. The construct would indicate the willingness to try, the amount of 
effort they would utilise to perform such behaviour. Intentions are made up of attitudes 
towards the outcomes of behaviours. Consumers’ attitude is a crucial determinant 
towards the adoption of mobile-related technologies (Izquierdo-Yusta, Olarte-Pascual 
and Reinares-Lara, 2015). Agag and El-Masry (2016) further supported that attitude is a 
vital element of BI. As such, potential and intuitive feeling could be used to describe BI. 
A high commitment and aim for users are to engage in behaviour that would encourage 
high level of performance. Therefore, BI would be appropriate to be applied in this study. 

Figure 1 Research model 
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3 Hypotheses development 

3.1 Performance expectancy 

When an individual practices a system or technology, they believe that it will improve 
their task performance (Tan et al., 2014a; Tan et al., 2016). As such, PE is explained 
through the similarity in perceived usefulness from technology acceptance model (TAM) 
(Venkatesh, Thong and Xu, 2012). PE can also be categorised into three dimensions: job 
effectiveness, importance of system towards the job and productivity. Mobile-related 
researches conducted from Sim et al. (2011) on broadband adoption and Park and Ohm 
(2014) on mobile map services proved PE to be a significant factor on BI. Another study 
conducted by Wong et al. (2015a) on 271 university students on the adoption of mobile 
marketing in Malaysia indicated that marketing activities performed using m-devices are 
useful to enhance users’ productivity. The pervasive of m-devices serves as a tool for 
sellers to access information on-the-spot (Tan et al., 2012a). Teo et al. (2015a) stressed 
that m-devices allow faster response time. In this case, sellers would be able to manage 
their transactions instantly (Ding, Iijima and Ho, 2004). Similarly, SNS such as Facebook 
motivate sellers by allowing specific genres of contents to be created within a single 
media environment (Smock et al., 2011). When sellers have confidence towards the 
usefulness of m-SMM, this will lead to higher BI. Therefore, the hypothesis is formulated 
as follows: 

H1: PE is positively related to seller’s BI to use m-SMM. 

3.2 Effort expectancy 

Effort expectancy refers to the effort required to operate a system that is vital towards 
acceptance (Tan et al., 2012). Similarly, EE could be explained similarity as perceived 
ease of use from TAM (Venkatesh, Thong and Xu, 2012). Wong et al. (2015c) 
considered user friendliness of mobile technologies to be an important factor tied towards 
users’ BI. Tan et al. (2014b) stressed that when the system has easy navigation structure 
with simple design, this lead to the easiness of learning and encourages adoption. With 
the emergence of SNS, mobile developers have started to focus on customer-centric. 
Thus, this helps to reduce system complications and reinforce users’ relationship 
(Moreno-Munoz et al., 2016). Sellers are believed to select only features that best meet 
their needs. In the context of study, if sellers find easiness in performing SNS tasks such 
as status updates, comments, wall posts, private messages and group division (Smock et 
al., 2011), they are more likely to adopt the system. Therefore, it is hypothesised as 
follows: 

H2: EE is positively related to seller’s BI to use m-SMM. 

3.3 Entertainment (ET) 

According to Nambisan and Baron (2007), ET refers to the aesthetics associated with 
enjoyment, pleasure, resting and spending time. The construct is similar with hedonic 
gratification and can be classified into categories such as intrinsic enjoyment, 
entertainment, escapism and time-passing (Nambisan and Baron, 2007; Smock et al., 
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2011; Wu and Holsapple, 2014). Hausman and Siekpe (2009) and Smock et al. (2011) 
have validated ET and found that the construct has a significant effect on BI in mobile 
studies. Chen et al. (2014) identified entertainment value on social networks. SNS 
encourages entertainment among sellers through interactions with their networks and 
games linked with the media such as social games on Facebook (Ha et al., 2015). As 
consumers enjoy discovering diverse fictional identities, encountering and solving virtual 
challenges, sellers offer enjoyable and humorous contents on social media platforms 
(Erdoğmuş and Çiçek, 2012). Mobile applications are no longer only targeted towards 
providing positive consumer experience but also positive retailer experience. Mobile 
commerce serves as a leisure activity embark on personal technology (Lee and Lee, 
2007). As ET has a high tendency to develop positive intention to use m-SMM, the 
following hypothesis is established: 

H3: ET is positively related to seller’s BI to use m-SMM. 

3.4 Social interactive 

Social interactive is defined as the level where an individual would feel comfortable and 
ease to participate in an interpersonal communication through technology-enabled space 
(Phang, Kankanhalli and Sabherwal, 2009). Sim et al. (2014) mentioned that asocial 
circle consists of relatives, friends, students, instructors, peers and superiors whereby 
their opinion is important to influence an individual’s BI. According to Kietzmann et al. 
(2011), SNS encourages social interactions carried out on their internet network and 
exchanging information with one another which affects their assertiveness towards 
technology adoption. SI can be categorised into few interpersonal interaction categories 
including resource exchange and the social and economic outcome that affects 
satisfaction. Brown, Broderick and Lee (2007) commented that information circulation 
and social recommendation are perceived as higher reliability especially in the social 
media environment. Facebook, for example, allows fast, engaging and personalised 
communications through private messages and social recommendation through the 
‘share’ button (Smock et al., 2011). Phang, Kankanhalli and Sabherwal (2009) proved SI 
as an important determinant in a study among 404 participants to commit in an online 
community. Besides, Tan et al. (2015) mentioned that adoption of technology would 
reflect professionalism and specialty among social influences. Based on the literature, 
gratification of interaction is expected to have positive attitude towards m-SMM because 
of the characteristics of the internet. Therefore, the following hypothesis is suggested: 

H4: SI is positively related to seller’s BI to use m-SMM. 

3.5 Cognitive needs 

Cognitive need refers to obtaining information related to occurrence, discussion, 
products, gratification of curiosity, learning and acquiring knowledge (Nambisan and 
Baron, 2007). CN is adopted to explain the gratification of information acquisition and 
understanding the surrounding environment (Ha et al., 2015). Social networks bring 
purposive commercial value from a marketing perspective that involves giving or 
receiving information (Chen et al., 2014). Organisation employees find it intrinsically 
rewarding as the level of knowledge towards industries increases (Hansen and Levin, 
2016). M-SMM allow sellers to obtain various information everyday through their SNS 
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on latest trends on the products and services (Humphreys, 2008). Ha et al. (2015) 
conducted an empirical study on 641 Facebook and Kakao Talk users and results showed 
that CN has a significant impact on the attitude towards m-SMM. This happened due to 
psychosocial well-being towards social communication quality and sense of online 
community. Users from different places meet without boundaries, enjoy companionship, 
gather information and exchange their knowledge through group communications (Wong 
et al., 2015b) or comments in Facebook (Smock et al., 2011). As such, it is believed that 
CN has a significant influence towards BI of m-SMM. Therefore, the following 
hypothesis is proposed: 

H5: CN is positively related to seller’s BI to use m-SMM. 

3.6 Compatibility 

Compatibility is defined as “the degree to which the innovation is perceived to be 
consistent with the potential users’ existing values, previous experiences and needs” 
(Sonnenwald, Maglaughlin and Whitton, 2011, p.115). In a situation when the system is 
compatible, the rate of adoption would increase and the uncertainty level would reduce 
(Rogers, 1995). Sonnenwald, Maglaughlin and Whitton (2011) considered the following 
factors in measuring compatibility to successful computer-mediated group work: 

1 experiences with communications technology 

2 user needs related to system qualities 

3 reliability of system 

4 response time 

5 respect participation in a group. 

Wu and Wang (2005) and Sonnenwald, Maglaughlin and Whitton (2011) both have 
confirmed a positive association between CP and BI. However, the environment must 
allow the necessary operational skills and m-devices to access wireless internet (Teo et 
al., 2015a). A simple example is the SNN must be accessible regardless of type of  
m-devices. When the system is compatible with the seller’s values, experiences and 
needs, this will increase the sellers’ PE to use m-SMM. Ding, Iijima and Ho (2004), for 
example, explained that the chances of sellers to adopt a new innovative system would be 
reliant on the usefulness of the technology and the usefulness is related to the CP of the 
sellers’ daily activities, practise and preferences. CP is related to complexity that will 
influence the difficulty and effort required in innovation (Wu and Wang, 2005). This 
means that when sellers perceived the system to be suited with their experiences and 
needs, they will find the system to be effortless, user friendly and convenient for usage. 
SNNs are designed to be compatible and accessible in almost every m-devices from 
smartphones, tablet to laptop (Kaplan, 2012). As sellers familiarise with the SNS layout 
and features across devices, they will perceive the system to be easy to use (Sonnenwald, 
Maglaughlin and Whitton, 2011). Therefore, the hypothesis is developed as follows: 

H6: CP is positively related to PE.  

H7: CP is positively related to EE.  

H11: CP is positively related to seller’s BI to use m-SMM.  
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3.7 Training and support 

The mobile connectivity and instantaneous services provide opportunities to offer new 
ways of teaching and learning that can eventually help to enhance an individual’s 
performance (So, 2016). So (2016) experimented with 31 university students to study on 
the impact of mobile instant messaging on higher education. In the study, training and 
learning experience of an individual is significant towards their attitude to adopt the 
system. As users familiarise with the system such as m-SMM, they will realise on the 
usefulness and eventually will perform better (Wong et al., 2016). TS is also believed to 
have a direct effect towards EE when Van Gog, Kester and Paas (2010) mentioned 
complicated learning tasks will increase cognitive load leading to an outcome of reduced 
task performance. Reychav and Wu (2016) experimented with 364 participants to test the 
influence of various complexities of cognitive tasks on user performance and perception 
differentiating through interaction with mobile training app in both individual and group 
settings. The findings revealed that at lowest cognitive complexity, user performance and 
attitude towards mobile training attained a desirable result with mobile app usage. When 
users are equipped with TS, social network gives utilitarian value resultant of economic 
concept which is regarded as useful, economically efficient and productive experiences 
(Chen et al., 2014). This implies that sellers will have a positive attitude in an 
environment that is friendly and given mobile training. Facilitating environment will 
possibly trigger the acceptance towards a system (Bedard et al., 2003). Businesses in the 
SME sector were found to be lacking in experts to operate and manage systems which 
leads to negative consequence. Therefore, Maduku, Mpinganjira and Duh (2016) 
expected the availability of skilled staff would encourage BI to use m-SMM. Therefore, 
following hypotheses are developed: 

H8: TS is positively related to PE.  

H9: TS is positively related to EE.  

H10: TS is positively related to seller’s BI to use m-SMM. 

4 Research methodology 

4.1 Sampling and data collection 

This study focuses on sellers who have the knowledge and experiences conducting 
business transactions through SNS via m-devices. According to the Consumer Protection 
Electronic Trade Transactions in Consumer Protection Regulations (2012), a seller in an 
online context refers to online business supplier or online marketplace operator. Online 
business supplier refers to a person who operates a business through a website, blogs or 
an online marketplace such as ‘Lelong’, ‘Lazada’, ‘Shopee’, ‘Carousell’ or SNN to 
supply goods or services. An online marketplace operator on the other hand is a person 
who sells in an online marketplace. Therefore, this means that sellers could consist of 
large corporations or businesses to consumers who sell either brand new or preloved 
items through SNS or online marketplace. According to Malhotra, Birks and Wills 
(2012), the sample size of the research is dependent on the nature of the analysis. 
Marcoulides and Saunders (2006) and Wong (2013) suggested that sample size for PLS-
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SEM analysis should be based on the number of arrows directing towards a latent 
variable. In addition, Hoyle (1995) suggested a sample size of 100 to 200 will be feasible 
for conducting path modelling. As this study consists of 11 arrows pointing at a latent 
variable in the model, therefore, the sample size of 220 would be ideally sufficient for the 
research. The questionnaire link was distributed throughout the period of 2 weeks 
targeting 220 sellers through self-administered method around Klang Valley that uses 
SNS such as Facebook, Twitter and Instagram. The data collection process is completed 
once 220 responses were collected. Klang Valley was chosen as it is ranked top 20 most 
liveable cities and one of the top in the world for economic growth (The Star, 2013). 
Seven responses were discarded from further analysis because the responses were 
conflicting with the response rate yielding at 96.82%.  

4.2 Variable measurement  

The predictors and response variables of the study were adopted from several mobile-
related studies by Venkatesh, Thong and Xu (2012), Nysveen, Pedersen and 
Thorbjørnsen (2005), Nambisan and Baron (2007), Pai and Arnott (2013), Tan et al. 
(2012a), Calder, Malthouse and Schaedel (2009), Wu and Wang (2005), Sonnenwald, 
Maglaughlin and Whitton (2011), Maduku, Mpinganjira and Duh (2016), Mishra, Akman 
and Mishra (2014). A 7-point Likert scale ranging from ‘strongly disagree’ to ‘strongly 
agree’ was used to measure the survey items. The sources of each of the questionnaires 
items are shown in Table 1. 

Table 1 Constructs and sources of questionnaire items 

Constructs 
Number 
of items Sources 

Performance Expectancy (PE)  4 Venkatesh, Thong and Xu (2012)  
Effort Expectancy (EE)  4 Venkatesh, Thong and Xu (2012)  
Entertainment (ET)  4 Nysveen, Pedersen and Thorbjørnsen (2005), 

Nambisan and Baron (2007)  
Social Interaction (SI)  4 Pai and Arnott (2013), Tan et al. (2012a), 

Venkatesh, Thong and Xu (2012)  
Cognitive Needs (CN)  4 Nambisan and Baron (2007), Calder, Malthouse 

and Schaedel (2009)  
Compatibility (CP)  4 Wu and Wang (2005), Sonnenwald, Maglaughlin 

and Whitton (2011)  
Training and Support (TS)  5 Maduku, Mpinganjira and Duh (2016)  
Behavioural Intention (BI) 4 Mishra, Akman and Mishra (2014), Venkatesh, 

Thong and Xu (2012) 
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5 Data analysis 

5.1 Profile of respondents 

Table 2 summarised the profile of respondents. Majority of the respondents are males that 
comprise of 51.6% of the total respondent group. In addition, 50.7% of respondents 
belonging to age group of 21 to 30 years old. Every respondent owned at least one type of 
m-devices. Among 213 respondents, only one reported not to own a smartphone. 
However, the respondent still access m-SMM through other mobile gadgets such as 
tablets or laptops. The majority of the respondents would at least own two types of  
m-devices. 

Table 2 Demographic profile of respondents 

 Frequency Percent 
Gender Male 110 51.6 

Female 103 48.4 
Age 20 years old and below 13 6.1 

21–30 years old 108 50.7 
31–40 years old 79 37.1 
41–50 years old 10 4.7 
51–60 years old 3 1.4 

Devices Smart Phone 212 99.53 
Laptop/Notebook 179 84.03 
Desktop 3 1.4 

 Personal Digital Assistant (PDA) 1 0.47 
 Smart Watch 1 0.47 

GPS Navigation Device 14 6.57 

5.2 Data analysis 

Partial Least Squares Structural Equation Modelling (PLS-SEM) approach was adopted 
using SmartPLS version 3.2.4 software (Ringle, Wende and Will, 2005) to analyse the 
research hypotheses. PLS-SEM is used for several reasons such as to fulfil the objective 
of this study about theory development, to explain variance in dependent variable based 
on the measurement model characteristics, enable freedom on data and the capability to 
work with wider range of sample size and model complication (Hensele, Ringle and 
Sinkovics, 2009; Pan et al., 2015). Wong (2013) suggested PLS-SEM is a good 
alternative compared to Covariance Based-SEM (CB-SEM) especially when predictive 
accuracy is paramount. The two-step analytical procedures suggested by Anderson and 
Gerbing (1988) were applied on the measurement and structural model evaluation. The 
PLS algorithm was latter use to appraise the SEM results with 5,000 bootstrap re-sample 
size. 
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5.3 Measurement model evaluation 

First of all, the construct reliability needs to be evaluated through both Composite 
Reliability (CR) and Cronbach’s alpha to estimate the construct’s internal consistency. 
Table 3 shows that the values of CR for all eight constructs were above the satisfactory 
range of 0.70. The Cronbach’s alpha for every variable has also a value of 0.81 and 
above. According to Bland and Altman (1997) and Tavakol and Dennick (2011), the 
acceptable values of alpha should range from 0.70 to 0.95. 

Table 3 Composite reliability (CR), Cronbach’s alpha and average variance extracted 

Variables 
No. of 
items 

Composite 
reliability 

Cronbach’s 
alpha 

Average variance 
extracted 

PE 4 0.94 0.916 0.80 
EE 4 0.89 0.842 0.68 
ET 4 0.93 0.899 0.77 
SI 4 0.94 0.917 0.80 
CN 4 0.90 0.849 0.69 
CP 4 0.93 0.906 0.78 
TS 5 0.93 0.904 0.72 
BI 4 0.95 0.927 0.82 

Note: BI = Behavioural intention; PE = Performance Expectancy; EE = Effort 
Expectancy; ET = Entertainment; SI = Social Interactive;  
CN = Cognitive Needs; CP = Compatibility; TS = Training & Support 

Results of convergent validity and discriminant validity are used to determine the validity 
of the models. Convergent validity is represented by AVE, whereas discriminant validity 
is performed using Fornell-Larcker test and factor loadings. As suggested by  
Hair, Ringle and Sarstedt (2011), AVE value should be at least 0.50. Table 3 shows that 
the AVE of all variables is above 0.60 which fulfilled the cut-off point. As for 
discriminant validity, the Fornell-Larcker test and factor loadings were evaluated. 
According to the Fornell-Larcker criterion, the AVE of each latent construct should be 
higher than the construct’s highest squared correlation with any other latent construct 
(Fornell and Larcker, 1981). Table 4 illustrates that all factor loadings had fulfilled the 
minimum criteria of acceptable factor loading to be at least 0.70. Table 5 illustrates the 
discriminant validity. Hence no action is further needed. Result shows that discriminant 
validity is met as all the correlation values were lower than the square root of the AVE. 

Table 4 Factor loadings 

 BI CN CP EE ET PE SI TS 
BI1 0.934        
BI2 0.948        
BI3 0.929        

BI4 0.812        
CN1  0.866       
CN2  0.816       
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Table 4 Factor loadings (continued) 

 BI CN CP EE ET PE SI TS 
CN3  0.817       
CN4  0.815       
CP1   0.893      
CP2   0.854      
CP3   0.894      
CP4   0.891      
EE1    0.844     
EE2    0.774     
EE3    0.803     
EE4    0.868     
ET1     0.875    
ET2     0.917    
ET3     0.851    
ET4     0.861    
PE1      0.887   
PE2      0.858   
PE3      0.931   
PE4      0.898   
SI1       0.906  
SI2       0.894  
SI3       0.915  
SI4       0.862  
TS1        0.742 
TS2        0.837 
TS3        0.885 
TS4        0.899 
TS5        0.881 

Note: The bold numbers are factor loadings; BI = Behavioural intention;  
PE = Performance Expectancy; EE = Effort Expectancy;  
ET = Entertainment; SI = Social Interactive; CN = Cognitive Needs; 
CP = Compatibility; TS = Training & Support 

Table 5 Discriminant validity 

BI CN CP EE ET PE SI TS 
BI 0.907        
CN 0.728 0.829       
CP 0.762 0.738 0.883      
EE 0.669 0.665 0.748 0.823     
ET 0.644 0.641 0.655 0.655 0.876    
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Table 5 Discriminant validity (continued) 

BI CN CP EE ET PE SI TS 
PE 0.775 0.742 0.795 0.683 0.714 0.894   
SI 0.810 0.710 0.748 0.680 0.766 0.815 0.895  
TS 0.830 0.741 0.847 0.778 0.718 0.817 0.827 0.851 

Note: Diagonal elements (bold) are the square root of the AVE for each 
construct. Off-diagonal factors demonstrate the inter-correlations 

BI = Behavioural intention; PE = Performance Expectancy; EE = Effort 
Expectancy; ET = Entertainment; SI = Social Interactive; CN = Cognitive 
Needs; CP = Compatibility; TS = Training & Support 

5.4 Structural model evaluation 

The structural model is responsible for 75.7% of variance in users’ BI to adopt m-SMM. 
Out of the 11 hypotheses, 7 were supported. The results are shown in Table 6 and  
Figure 2. SI (ß = 0.338, p < 0.01), CN (ß = 0.153, p < 0.05) and TS (ß = 0.366, p < 0.01) 
are positively related to sellers’ BI to adopt m-SMM. Conversely, PE (ß = 0.097, p > 
0.05), EE (ß = −0.014, p > 0.05), ET (ß = −0.085, p > 0.05) and CP (ß = 0.076, p > 0.05) 
have no significant relationship with the sellers’ BI to adopt m-SMM. Thus, H1, H2, H3 
and H11 were not supported. Additionally, the path coefficients of CP (ß = 0.364, p < 
0.001) and TS (ß = 0.509, p < 0.001) showed positive relation on PE with explained 
variance (R²) comprises of 70.6%. Besides, the path coefficients of CP (ß = 0.315,  
p < 0.001) and TS (ß = 0.512, p < 0.001) also shown positive relation on EE with 
explained variance (R²) comprises of 63.4%. Therefore, H4, H5, H6, H7, H8, H9 and 
H10 were positively supported. In addition, TS was reported to have the strongest 
influence on PE.  

Table 6 Results of hypotheses testing 

Hypotheses Path coefficient T Statistics Results 
H1: PE is positively related to seller’s BI to use 
m-SMM.  

0.097 1.072 Not 
Supported 

H2: EE is positively related to seller’s BI to use 
m-SMM.  

−0.014 0.193 Not 
Supported 

H3: ET is positively related to seller’s BI to use 
m-SMM. 

−0.085 1.467 Not 
Supported 

H4: SI is positively related to seller’s BI to use  
m-SMM. 

0.338 2.619** Supported 

H5: CN is positively related to seller’s BI to use 
m-SMM. 

0.153 2.398* Supported 

H6: CP is positively related to PE. 0.364 4.279*** Supported 
H7: CP is positively related to EE. 0.315 3.432*** Supported 
H8: TS is positively related to PE. 0.509 6.208*** Supported 
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Table 6 Results of hypotheses testing (continued) 

Hypotheses Path coefficient T Statistics Results 
H9: TS is positively related to EE. 0.512 5.925*** Supported 
H10: TS is positively related to seller’s BI to use 
m-SMM. 

0.366 3.022** Supported 

H11: CP is positively related to seller’s BI to use 
m-SMM. 

0.076 0.856 Not 
Supported 

p < 0.05*; p < 0.01**; p < 0.001*** 

BI = Behavioural intention; PE = Performance Expectancy; EE = Effort 
Expectancy; ET = Entertainment; SI = Social Interactive; CN = Cognitive 
Needs; CP = Compatibility; TS = Training & Support 

Figure 2 Results for structural model (see online eversion for colours) 

 

6 Discussion 

Based on the results, PE is a non-significant factor towards adopting m-SMM. Hence, H1 
is not supported in this study. The result is supported by Wong et al. (2014). The findings 
of this study suggested that PE does not influence BI of sellers to adopt m-SMM since 
this is a study from the seller’s perspective. Sellers generally focused on financial 
performance. Hence, PE is regarded as less useful as some sellers would still be 
dependent on the integration of other online marketing platforms rather than SNS via  
m-devices alone. H2 is not supported indicating that EE has no significant correlation 
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with BI. The result is consistent with Sim et al. (2012). This might be because of the age 
of respondents as majority of the sellers are of the group of 21–30 years old. Tan et al. 
(2010) mentioned that young adults tend to be more attentive towards latest technologies 
and innovation making them more inquisitive and explorative to discovery. This also 
reduces any barriers for them to use or manage m-SMM. Meanwhile, ET is reported to be 
non-significant towards BI. Thus, H3 is not supported. The finding obtained is 
inconsistent with studies from Kim, Chan and Gupta (2007) and Wong et al. (2014) 
proving ET as an important precursor for mobile technology usage. ET would be 
considered to be a more appealing factor for consumers rather than sellers. Sellers would 
value functions and features over ET to help them achieve business goals (Ramayah  
et al., 2016). The result from H4 reported a positive association between SI and BI. 
Results received indicated that SI is an important factor in the acceptance of m-SMM. 
The study is consistent with results from Hudson et al. (2016) and Wong et al. (2015c) 
with validated samples from UK, USA, France and Malaysia. SI has a positive effect 
towards marketing outcomes regardless through the social media platforms or 
interpersonal communications. The finding revealed that H5 is supported in which CN is 
significantly related to BI. The study is again consistent with the findings from Killian 
and McManus (2015) and Battacherjee and Premkumar (2004). SNN does not only 
provide platform for communications and interactions to take place, but also a place 
where information is gathered. SNN accumulates information regarding brand 
engagement initiatives, product offers, consumer feedback, competitor’s activities and 
market trends. All these information are useful for helping sellers to make selling 
decisions. H6 is supported based on the positive path coefficient, designating that CP has 
positive correlation with PE. This is parallel with the prediction from Yadav, Joshi and 
Rahman (2015). Common mobile applications such as Facebook and Twitter are made to 
be compatible with all types of m-devices. Thus, this leads to the perception of usefulness 
among sellers. The impact of CP on EE has proven significant and thus H7 is supported. 
The result is consistent with past studies from Curtis et al. (2010) and El-Gohary (2012). 
When m-SMM is compatible with the seller’s way of conducting business through other 
online channels, sellers will find that that system is easy to use. Agreeing to the 
prediction of H8, TS exhibit a positive relation on PE. The outcome of this study is 
similar with finding from Wong et al. (2016) in mobile marketing and Eagleman (2013) 
on the importance of organisational and technical support. From the result, it can be 
anticipated that the competence of skill in using m-devices especially in SNN will 
advance the task performance among sellers. Similarly, H9 is supported where TS is 
positively related with EE. This is proven with literature supports from Michaelidou, 
Siamagka and Christodoulides (2011). When sellers are equipped with more sustenance 
on technical skills, it reduces their barriers to use the technology (Aguila-Obra and 
Padilla-Melendez, 2006). TS enhances their familiarity and skills to support their 
business and their perceived risk to try. Eventually, this leads to the reduction of 
complexity that influences their willingness to adopt. Based on what has been 
hypothesised, the influence of TS on BI is significant; therefore, H10 is supported. This is 
aligned with the studies from Wong et al. (2014) and Michaelidou, Siamagka and 
Christodoulides (2011). Findings review that when sellers are equipped with the 
necessary training skills, the barriers to adopt m-SMM will be reduced. Finally, the study 
indicated that H11 is not supported as findings reveal that CP is non-significant towards 
BI. The findings received from this study suggested that sellers actually adopt m-SMM if 
it is aligned with their values, experiences and needs (Dahnil et al., 2014). However, 
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there is a contradiction with past studies as the research study again focused from the 
sellers’ perspectives. For sellers, CP needs to be considered with their business practices 
as they need to emphasise on the return of investment and business cost. Therefore, they 
would adopt if they perceive the risks to be lower. 

7 Implications 

As the aim of this study is to understand the seller’s motivation to adopt m-SMM, it is 
important to provide useful functional implications for practitioners (Tan et al., 2012b) 
such as developers of m-devices software, manufacturers, sellers and other related 
parties. The result shows that SI is positively related towards the seller’s BI to adopt  
m-SMM. Mobile marketers should emphasise more on the power of social circles on 
social media sites. Marketing concepts such as word-of-mouth buzz marketing referral 
and thought leadership can be very powerful to enrich SI. Result also proved CN is 
positively associated with the sellers’ BI to adopt m-SMM. SNS developers could take 
this opportunity to provide more useful information that might be useful for sellers in 
their business transaction. For example, the SNS developers could provide useful selling 
tips, guide to boost sales performance, information on market trends and personalised 
information on the sellers' business to help them to further understand on their respective 
social media channels. Likewise, TS also proved to be positively associated with seller’s 
BI to m-SMM. As such, SNS provider could provide training or workshops that 
encourage hands-on experiences and deep understanding on every available feature. TS 
could include ways to help enhance their communication with customers, providing 
adequate support to customers or utilising the SNS platforms to brainstorm useful 
marketing ideas. In addition, TS and CP proved positively related towards PE and EE. 
SNS developers should carry out mobile social media campaigns to emphasise on the 
benefits and the ease of use that the sellers would be likely to receive upon training. 
Besides, they could demonstrate how adopting m-SMM is compatible with the seller’s 
business transactions and how this could lead to usefulness in their daily life with lesser 
effort needed. Based on the theoretical perspectives, this study has contributed to the 
prevailing marketing literatures and journals by providing studies regarding the adoption 
of m-SMM. The study has also successfully incorporated and adapted three models, such 
as UTAUT, DOI and U&G, together with TS to influence BI among sellers. The 
integrated research model helps to provide valuable comprehension for mobile marketers 
in forming m-SMM strategies. 

8 Limitations and future research directions 

Although this study has met the research objectives, there are a few limitations that can 
be improved for future studies. First, this research only gathered data using online survey. 
It is suggested that future researchers should consider both online and paper survey (Eze, 
Ten and Poong, 2011). This is because paper survey may help researchers to provide on-
the-spot feedback to respondents for ambiguous questions. Furthermore, the research 
studies only on the BI of users towards m-SMM at one period of time. Due to the rapid 
innovation in mobile technologies, an individual’s acceptance level towards m-SMM 
may change. Therefore, Sit et al. (2011) suggested longitudinal research to be more 



   

 

   

   
 

   

   

 

   

   188 W-C. Yap and G. Wei-Han Tan    
 

    
 
 

   

   
 

   

   

 

   

       
 

feasible in any mobile-related studies to analyse the data at different points of time. The 
last limitation would be regarding the research model. Although the study framework 
adapted various constructs from several models such as UTAUT, DOI and U&G, the 
integrated framework can only explain 75.7% of variance in BI. There are other 
constructs that might be essential from the Malaysian context. In future, it is suggested 
that researcher to consider variables such as perceived mobility, perceived trust, 
perceived value, etc. 

9 Conclusion 

The purpose of this study is on the factors that influence BI of sellers to adopt m-SMM. 
U&G, UTAUT and DOI models were adapted and extended with TS in the research 
framework to predict BI. Apart from CP, EE, ET and PE, CN, SI and TS are positively 
related to BI. Additionally, both CP and TS are positively related with PE and EE, 
respectively. The results would be appropriate to assist future studies relating to m-SMM 
among emerging and established markets. 

References 
Agag, G. and El-Masry, A.A. (2016) ‘Understanding consumer intention to participate in online 

travel community and effects on consumer intention to purchase travel online and WOM: an 
integration of innovation diffusion theory and TAM with trust’, Computers in Human 
Behavior, Vol. 60, pp.97–111. 

Aguila-Obra, A.R. and Padilla-Melendez, A. (2006) ‘Organisational factors affecting technology 
adoption’, Internet Research, Vol. 16, No. 1, pp.94–110. 

Ajzen, I. (1991) ‘The theory of planned behaviour’, Organisational Behaviour and Human 
Decision Processes, Vol. 50, pp.179–211. 

Anderson, J.C. and Gerbing, D.W. (1988) ‘Structural equation modeling in practice: a review and 
recommended two-step approach’, Psychological Bulletin, Vol. 103, No. 3, pp.411–423. 

Bakar, M.S. and Bidin, R. (2014) ‘Technology acceptance and purchase intention towards movie 
mobile advertising among youth in Malaysia’, Procedia - Social and Behavioral Sciences, 
Vol. 130, pp.558–567. 

Balachandran, D. and Tan, G-W-H. (2015) ‘Regression modelling of predicting NFC mobile 
payment adoption in Malaysia’, International Journal of Modelling in Operations 
Management, Vol. 5, No. 2, pp.100–116. 

Batra, R. and Ahtola, O. (1990) ‘Measuring the hedonic and utilitarian sources of consumer 
attitudes’, Marketing Letters, Vol. 2, No. 2, pp.159–170. 

Battacherjee, A. and Premkumar, G. (2004) ‘Understanding changes in belief and attitude towards 
information technology usage: a theoretical model and longitudinal test’, MIS Quarterly  
Vol. 28, No. 2, pp.229–254. 

Bedard, J.C., Jackson, C., Ettredge, M.L. and Johnstone, K.M. (2003) ‘The effect of training on 
auditors’ acceptance of an electronic work system’, International Journal of Accounting 
Information Systems, Vol. 4, pp.227–250. 

Bland, J.M. and Altman, D.G. (1997) ‘Statistics notes: Cronbach’s alpha’, BMJ, Vol. 314, p.572. 
Brown, J., Broderick, A.J. and Lee, N. (2007) ‘Word of mouth communication within online 

communities: conceptualizing the online social network’, Journal of Interactive Marketing, 
Vol. 21, No. 2, pp.2–20. 



   

 

   

   
 

   

   

 

   

   Partial least squares structural equation 189    
 

    
 
 

   

   
 

   

   

 

   

       
 

Bryant, M. (2014, January 27) 20 Visions of Life in the Year 2020. Retrieved November 5, 2015, 
from The Next Web: http://thenextweb.com/insider/2014/01/27/20-visions-life-year-2020/ 

Calder, B.J., Malthouse, E.C. and Schaedel, U. (2009) ‘An experimental study of the relationship 
between online engagement and advertising effectiveness’, Journal of Interactive Marketing, 
Vol. 23, No. 4, pp.321–331. 

Chen, H., Papazafeiropoulou, A., Chen, T-K., Duan, Y. and Liu, H-W. (2014) ‘Exploring the 
commercial value of social networks: enhancing consumers’ brand experience through 
Facebook pages’, Journal of Enterprise Information Management, Vol. 27, No. 5,  
pp.576–598. 

Curtis, L., Edwards, C., Fraser, K.L., Gudelsky, S., Holmquist, J., Thornton, K., Sweetser, K.D. 
(2010) ‘Adoption of social media for public relations by nonprofit organisations’, Public 
Relations Review, Vol. 36, pp.90–92. 

Dahnil, M.I., Marzuki, K.M., Langgat, J. and Fabeil, N.F. (2014) ‘Factors influencing SMEs 
adoption of social media marketing’, Procedia - Social and Behavioral Sciences, Vol. 148, 
pp.119–126. 

Ding, X., Iijima, J. and Ho, S. (2004) ‘Unique features of mobile commerce’, Journal of Electronic 
Science and Technology of China, Vol. 2, No. 3, pp.205–210. 

Ding, Y., Guo, F., Zhang, X., Qu, Q. and Liu, W. (2016) ‘Using event related potentials to identify 
a user’s behavioural intention aroused by product form design’, Applied Ergonomics, Vol. 55, 
pp.117–123. 

Eagleman, A.N. (2013) ‘Acceptance, motivations, and usage of social media as a marketing 
communications tool amongst employees of sport national governing bodies’, Sport 
Management Review, Vol. 16, pp.488–497. 

Electronic Trade Transactions (Consumer Protection Regulations). (2012) Consumer Protection 
(Electronic Trade Transactions) Regulations, Attorney General’s Chambers of Malaysia, 
Kuala Lumpur. 

El-Gohary, H. (2012) ‘Factors affecting e-marketing adoption and implementation in tourism firms: 
An empirical investigation of Egyptian small tourism organisations’, Tourism Management, 
Vol. 33, pp.1256–1269. 

Erdoğmuş, İ.E. and Çiçek, M. (2012) ‘The impact of social media marketing on brand loyalty’, 
Procedia - Social and Behavioral Sciences, Vol. 58, pp.1353–1360. 

Eze, U.C., Ten, M.A. and Poong, Y-S. (2011) ‘Mobile commerce usage in Malaysia: assessing key 
determinants’, International Conference on Social Science and Humanity, Vol. 5, pp.265–269. 

Facebook Business Page Info. (2016) Retrieved June 18, 2016, from Facebook for Business: 
https://www.facebook.com/marketingAPAC/info/?entry_point=page_nav_about_item&tab=pa
ge_info 

Facebook for Business Home Page. (2016) Retrieved June 15, 2016, from Facebook: https://www. 
facebook.com/marketingAPAC/ 

Fornell, C. and Larcker, D.F. (1981) ‘Evaluating structural equation models with unobservable 
variables and measurement error’, Journal of Marketing Research, pp.39–50. 

Goh, K-Y., Chu, J. and Wu, J. (2015) ‘Mobile advertising: an empirical study of temporal and 
spatial differences in search behavior and advertising response’, Journal of Interactive 
Marketing, Vol. 30, pp.34–45. 

Ha, Y.W., Kim, J., Libaque-Saenz, C.F., Chang, Y. and Park, M-C. (2015) ‘Use and gratifications 
of mobile SNSs: facebook and Kakao Talk in Korea’, Telematics and Informatics, Vol. 32, 
pp.425–438. 

Hair, J.F., Ringle, C.M. and Sarstedt, M. (2011) ‘PLS-SEM: indeed a silver bullet’, Journal of 
Marketing Theory and Practice, Vol. 19, No. 2, pp.139–152. 

Hansen, J.M. and Levin, M.A. (2016) ‘The effect of apathetic motivation on employees’ intentions 
to use social media for businesses’, Journal of Business Research, In Press, pp.1–9. 

Hausman, A.V. and Siekpe, J.S. (2009) ‘The effect of web interface features on consumer online 
purchase intentions’, Journal of Business Research, Vol. 62, pp.5–13. 



   

 

   

   
 

   

   

 

   

   190 W-C. Yap and G. Wei-Han Tan    
 

    
 
 

   

   
 

   

   

 

   

       
 

Hensele, J., Ringle, C.M. and Sinkovics, R.R. (2009) ‘The use of partial least squares path 
modelling in international marketing’, Advances in International Marketing, Vol. 20,  
pp.277–319. 

Hoyle, R.H. (1995) Structural Equation Modelling: Concepts, Issues, and Applications, SAGE 
Publications, Thousand Oaks. 

Hudson, S., Huang, L., Roth, M.S. and Madden, T.J. (2016) ‘The influence of social media 
interactions on consumer–brand relationships: a three-country study of brand perceptions and 
marketing behaviors’, International Journal of Research in Marketing, Vol. 33, pp.27–41. 

Humphreys, L. (2008) ‘Mobile social networks and social practice: a case study of dodgeball’, 
Journal of Computer-Mediated Communication, Vol. 13, pp.341–360. 

Izquierdo-Yusta, A., Olarte-Pascual, C. and Reinares-Lara, E. (2015) ‘Attitudes toward mobile 
advertising among users versus non-users of the mobile Internet’, Telematics and Informatics, 
Vol. 32, pp.355–366. 

Kaplan, A.M. (2012) ‘If you love something, let it go mobile: mobile marketing and mobile social 
media 4x4’, Business Horizons, Vol. 55, pp.129–139. 

Kietzmann, J.H., Hermkens, K., McCarthy, I.P. and Silvestre, B.S. (2011) ‘Social media? Get 
serious! understanding the functional building blocks of social media’, Business Horizons, 
Vol. 54, pp.241–251. 

Killian, G. and McManus, K. (2015) ‘A marketing communications approach for the digital era: 
managerial guidelines for social media integration’, Business Horizons, Vol. 58, pp.539–549. 

Kim, H-W., Chan, H.C. and Gupta, S. (2007) ‘Value-based adoption of mobile internet: an 
empirical investigation’, Decision Support Systems, Vol. 43, pp.111–126. 

Kim, K.Y. and Lee, B.G. (2015) ‘Marketing insights for mobile advertising and consumer 
segmentation in the cloud era: a Q–R hybrid methodology and practices’, Technological 
Forecasting & Social Change, Vol. 91, pp.78–92. 

Ku, Y-C., Chu, T-H. and Tseng, C-H. (2013) ‘Gratifications for using CMC technologies: a 
comparison among SNS, IM, and e-mail’, Computers in Human Behavior, Vol. 29,  
pp.226–234. 

Lee, H-H. and Lee, S-E. (2007) ‘Mobile commerce: an analysis of key success factors’, Journal of 
Shopping Centre Research, Vol. 14, No. 2, pp.29–62. 

Lin, K-Y. and Lu, H-P. (2015) ‘Predicting mobile social network acceptance based on mobile value 
and social influence’, Internet Research, Vol. 25, No. 1, pp.107–130. 

Liu, Y. and Li, H. (2010) ‘Mobile internet diffusion in China: an empirical study’, Industrial 
Management & Data Systems, Vol. 110, No. 3, pp.309–324. 

Lu, J., Yu, C-S., Liu, C. and Yao, J.E. (2003) ‘Technology acceptance model for wireless internet’, 
Internet Research, Vol. 13, No. 3, pp.206–222. 

Lu, Y., Yang, S., Chau, P.Y. and Cao, Y. (2011) ‘Dynamics between the trust transfer process and 
intention to use mobile payment services: a cross-environment perspective’, Information and 
Management, Vol. 48, pp.393–403. 

Maduku, D.K., Mpinganjira, M. and Duh, H. (2016) ‘Understanding mobile marketing adoption 
intention by South African SMEs: a multi-perspective framework’, International Journal of 
Information Management, Vol. 36, pp.711–723. 

Malhotra, N.K., Birks, D.F. and Wills, P. (2012) Marketing Research: An Applied Approach, 4th 
ed., Pearson Education, Harlow. 

Marcoulides, G.A. and Saunders, C. (2006) ‘PLS: a silver bullet?’ MIS Quarterly, Vol. 30, No. 2, 
pp.3–8. 

Michaelidou, N., Siamagka, N.T. and Christodoulides, G. (2011) ‘Usage, barriers and measurement 
of social media marketing: an exploratory investigation of small and medium B2B brands’, 
Industrial Marketing Management, Vol. 40, pp.1153–1159. 

Mishra, D., Akman, I. and Mishra, A. (2014) ‘Theory of reasoned action application for green 
information technology acceptance’, Computers in human behavior, Vol. 36, pp.29–40. 



   

 

   

   
 

   

   

 

   

   Partial least squares structural equation 191    
 

    
 
 

   

   
 

   

   

 

   

       
 

Mobile Malaysia: Ahead of the Pack. (2014). Retrieved June 27, 2016, from On Device Research: 
https://ondeviceresearch.com/blog/mobile-malaysia-internet-mobile-ecommerce-trends. 

Moore, G.C. and Benbasat, I. (1991). ‘Development of an instrument to measure the perceptions of 
adopting an information technology innovation’, Information systems research, Vol. 2, No. 3, 
pp.192–222. 

Moreno-Munoz, A., Bellido-Outeirino, F., Siano, P. and Gomez-Nieto, M. (2016) ‘Mobile social 
media for smart grids customer engagement: emerging trends and challenges’, Renewable and 
Sustainable Energy Reviews, Vol. 53, pp.1611–1616. 

Nambisan, S. and Baron, R.A. (2007) ‘Interactions in virtual customer environments: implications 
for product support and customer relationship management’, Journal of Interactive Marketing, 
Vol. 21, No. 2, pp.42–62. 

Nilashi, M., Ibrahim, O., Mirabi, V.R., Ebrahimi, L. and Zare, M. (2015) ‘The role of security, 
design and content factors on customer trust’, Journal of Retailing and Consumer Services, 
Vol. 26, pp.57–69. 

Nysveen, H. Pedersen, P.E. and Thorbjørnsen, H. (2005) ‘Intentions to use mobile services: 
antecedents and cross-service comparisons’, Journal of the academy of marketing science, 
Vol. 33, No. 3, pp.330–346. 

O’Malley, G. (2016, June 28). Mobile Ad Spend Nears $100 Billion. Retrieved August 13, 2016, 
from Mobile Insider: http://www.mediapost.com/publications/article/278995/mobile-ad-
spend-nears-100-billion.html 

Pai, P. and Arnott, D.C. (2013) ‘User adoption of social networking sites: Eliciting uses and 
gratifications through a means–end approach’, Computers in Human Behavior, Vol. 29, No. 3, 
pp.1039–1053. 

Pan, V-Q., Chew, P-Q., Cheah, A.S-G., Wong, C-H. and Tan, G.W-H. (2015) ‘Mobile marketing in 
the 21st century: a partial least squares structural equation modelling approach’, International 
Journal of Modelling in Operations Management, Vol. 5, No. 2, pp.83–99. 

Park, E. and Ohm, J. (2014) ‘Factors influencing users’ employment of mobile map services’, 
Telematics and Informatics, Vol. 31, pp.253–265. 

Phang, C.W., Kankanhalli, A. and Sabherwal, R. (2009) ‘Usability and sociability in online 
communities: a comparative study of knowledge seeking and contribution’, Journal of the 
Association for Information Systems, Vol. 10, No. 10, pp.721–747. 

Public Data of Mobile cellular subscriptions. (2014) Retrieved June 27, 2016, from World 
Development Indicators-Google Public Data Explorer: https://www.google.com.my/ 
publicdata/explore?ds=d5bncppjof8f9_&met_y=it_net_user_p2&hl=en&dl=en&idim= 
country:MYS:SGP:IDN#!ctype=l&strail=false&bcs=d&nselm=h&met_y=it_cel_sets_p2&sca
le_y=lin&ind_y=false&rdim=region&idim=country:MYS:IDN:VNM:THA:PHL:SGP:USA& 

Ramayah, T., Ling, N.S., Taghizadeh, S.K. and Rahman, S.A. (2016) ‘Factors influencing SMEs 
website continuance intention in Malaysia’, Telematics and Informatics, Vol. 33, pp.150–164. 

Reychav, I. and Wu, D. (2016) ‘The interplay between cognitive task complexity and user 
interaction in mobile collaborative training’, Computers in Human Behavior, Vol. 62,  
pp.333–345. 

Ringle, C., Wende, S. and Will, A. (2005) SmartPLS 2.0, Hamburg, Germany, University of 
Hamburg. 

Rogers, E.M. (1995) Diffusion of Innovations, 4th ed., The Free Press, New York. 
Sim, J-J., Kong, F-M., Lee, V-H., Tan, G.W-H. and Teo, A-C. (2012) ‘Determining factors 

affecting broadband services adoption: an empirical analysis of Malaysian consumers’, 
International Journal of Services, Economics and Management, Vol. 4, No. 3, pp.236–251. 

Sim, J.J., Tan, G.W., Ooi, K.B. and Lee, V.H. (2011) ‘Exploring the individual characteristics on 
the adoption of broadband: an empirical analysis’, International Journal of Network and 
Mobile Technologies, Vol. 2, No. 1, pp.1–14. 



   

 

   

   
 

   

   

 

   

   192 W-C. Yap and G. Wei-Han Tan    
 

    
 
 

   

   
 

   

   

 

   

       
 

Sim, J-J., Tan, G.W-H., Wong, J.C., Ooi, K-B. and Hew, T-S. (2014) ‘Understanding and 
predicting the motivators of mobile music acceptance – a multi-stage MRA-artificial neural 
network approach’, Telematics and Informatics, Vol. 31, pp.569–584. 

Sit, W., Ooi, K., Loke, S. and Tan, G. (2011) ‘TQM and service quality: a survey of commercial 
banking industry in Malaysia’, International Journal of Services, Economics and 
Management, Vol. 3, No. 1, pp.78–91. 

Smith, K. (2016, March 7) Marketing: 96 Amazing Social Media Statistics and Facts for 2016. 
Retrieved June 27, 2016, from Brandwatch: https://www.brandwatch.com/2016/03/96-
amazing-social-media-statistics-and-facts-for-2016/ 

Smock, A.D., Ellison, N.B., Lampe, C. and Wohn, D.Y. (2011) ‘Facebook as a toolkit: a uses and 
gratification approach to unbundling feature use’, Computers in Human Behavior, Vol. 27, 
pp.2322–2329. 

So, S. (2016) ‘Mobile instant messaging support for teaching and learning in higher education’, 
Internet and Higher Education, Vol. 31, pp.32–42. 

Sonnenwald, D.H., Maglaughlin, K.L. and Whitton, M.C. (2001) ‘Using innovation diffusion 
theory to guide collaboration technology evaluation: work in progress’, In Enabling 
Technologies: Infrastructure for Collaborative Enterprises, 2001. WET ICE 2001. 
Proceedings. Tenth IEEE International Workshops, IEEE, pp.114–119. 

Tan, B.I., Tan. G.W.H. and Ooi, K.B. (2011) ‘King’s biscuits berhad: crafting the next move?’ 
Emerald Emerging Markets Case Studies, Vol. 1, No. 1, pp.1–4. 

Tan, G., Chong, C., Ooi, K. and Chong, A. (2010) ‘The adoption of online banking in Malaysia: an 
empirical analysis’, International Journal of Business and Management Science, Vol. 2, No. 3, 
pp.169–193. 

Tan, G.W.H., Chua, B.H., Tan, B.I. and Ooi, K.B. (2012b), ‘A case study on Japanese HRM 
practices in Malaysia: Japanization or localization?’ International Journal of Innovation and 
Learning, Vol. 12, No. 3, pp.332–351. 

Tan, G.W.H, Lee, V.H., Wong, C.H. and Ooi, K.B. (2016) ‘Mobile shopping: the new retailing 
industry in the 21st century’. In Lee, I. (Ed.): Encyclopedia of E-Commerce Development, 
Implementation and Management, Published by IGI Global, Hershey, PA, pp.1448–1460, 
ISBN: 9781466697874; doi:10.4018/978-1-4666-9787-4.ch102. 

Tan, G.W-H., Ooi, K-B., Chong, S-C. and Hew, T-S. (2014a) ‘NFC mobile credit card: the next 
frontier of mobile payment?’ Telematics and Informatics, Vol. 31, pp.292–307. 

Tan, G.W-H., Ooi, K-B., Leong, L-Y. and Lin, B. (2014b) ‘Predicting the drivers of behavioral 
intention to use mobile learning: a hybrid SEM-Neural networks approach’, Computers in 
Human Behavior, Vol. 36, pp.198–213. 

Tan, G.W.H., Siah, W.M., Ooi, K.B., Hew, T.S. and Chong, A.Y.L. (2015) ‘The adoption of PDAs 
for future health care system: an emerging market perspective’, International Journal of 
Mobile Communications, Vol. 13, No. 1, pp.1–28. 

Tan, G.W-H., Sim, J-J., Ooi, K-B. and Phusavat, K. (2012a) ‘Determinants of mobile learning 
adoption: an empirical analysis’, Journal of Computer Information Systems, Vol. 52, No. 3, 
pp.82–91. 

Tavakol, M. and Dennick, R. (2011) ‘Making sense of Cronbach’s alpha’, International Journal of 
Medical Education, Vol. 2, pp.53–55. 

Teo, A-C., Tan, G.W-H., Ooi, K-B., Hew, T-S. and Yew, K-T. (2015a) ‘The effects of convenience 
and speed in m-payment’, Industrial Management & Data Systems, Vol. 115, No. 2,  
pp.311–331. 

Teo, A-C., Tan, G.W-H., Ooi, K-B. and Lin, B. (2015b) ‘Why consumers adopt mobile payment? 
A partial least squares structural equation modelling (PLS-SEM) approach’, International 
Journal of Mobile Communications, Vol. 13, No. 5, pp.478–497. 

 
 



   

 

   

   
 

   

   

 

   

   Partial least squares structural equation 193    
 

    
 
 

   

   
 

   

   

 

   

       
 

The Star. (2013, January 2) The Klang Valley has Finally Arrived to be in a Top Spot in World 
Business. Retrieved August 8, 2016, from The Star Online: http://www.thestar.com.my/ 
news/nation/2013/01/02/the-klang-valley-has-finally-arrived-to-be-in-a-top-spot-in-world-
business/ 

Tornatzky, L.G. and Fleischer, M. (1990) The Process of Technological Innovation, Lexington 
Books, Massachusetts. 

Van Gog, T., Kester, L. and Paas, F. (2010) ‘Effects of concurrent monitoring on cognitive load 
and performance as a function of task complexity’, Applied Cognitive Psychology, Vol. 25, 
No. 4, pp.584–587. 

Venkatesh, V. and Davis, F.D. (2000) ‘A theoretical extension of the technology acceptance model: 
four longitudinal field studies’, Management Science, Vol. 46, No. 2, pp.186–204.  

Venkatesh, V., Thong, J.Y. and Xu, X. (March 2012) ‘Consumer acceptance and use of information 
technology: extending the unified theory of acceptance and use of technology’, MIS Quarterly, 
Vol. 36, No. 1, pp.157–178.  

Wong, C.H., Lee, H.S., Lim, Y.H., Chai, B.H. and Tan, G.W. (2012) ‘Predicting the consumers’ 
intention to adopt mobile shopping: an emerging market perspective’, International Journal of 
Network and Mobile Technologies, Vol. 3, No. 3, pp.24–39. 

Wong, C-H., Tan, G.W-H., Hew, T-S. and Ooi, K-B. (2016) ‘Can mobile TV be a new revolution 
in the television industry?’ Computers in Human Behavior, Vol. 55, pp.764–776. 

Wong, C-H., Tan, G.W-H., Loke, S-P. and Ooi, K-B. (2014) ‘Mobile TV: a new form of 
entertainment?’ Industrial Management & Data Systems, Vol. 114, No. 7, pp.1050–1067. 

Wong, C-H., Tan, G.W-H., Loke, S-P. and Ooi, K-B.(2015b) ‘Adoption of mobile social 
networking sites for learning?’ Online Information Review, Vol. 39, No. 6, pp.762–778.  

Wong, C-H., Tan, G.W-H., Ooi, K-B. and Lin, B. (2015a) ‘Mobile shopping: the next frontier of 
the shopping industry? An emerging market perspective’, International Journal of Mobile 
Communications, Vol. 13, No. 1, pp.92–112. 

Wong, C-H., Tan, G.W-H., Tan, B-I. and Ooi, K-B. (2015c) ‘Mobile advertising: the changing 
landscape of the advertising industry’, Telematics and Informatics, Vol. 32, pp.720–734. 

Wong, K.K-K. (2013) ‘Partial least squares structural equation modeling (PLS-SEM) techniques 
using SmartPLS’, Marketing Bulletin, Vol. 24, pp.1–32. 

Wu, J. and Holsapple, C. (2014) ‘Imaginal and emotional experiences in pleasure-oriented IT 
usage: a hedonic consumption perspective’, Information & Management, Vol. 51, pp.80–92. 

Wu, J-H. and Wang, S-C. (2005) ‘What drives mobile commerce? An empirical evaluation of the 
revised technology acceptance model’, Information & Management, Vol. 42, pp.719–729. 

Xu, C., Sherry, R., Prybutok, V. and Chao, W. (2012) ‘It is not for fun: an examination of social 
network site usage’, Information & Management, Vol. 49, pp.210–217. 

Yadav, M., Joshi, Y. and Rahman, Z. (2015) ‘Mobile social media: the new hybrid element of 
digital marketing communications’, Procedia-Social and Behavioral Sciences, Vol. 189, 
pp.335–343. 

View publication statsView publication stats

https://www.researchgate.net/publication/318075157

