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Abstract 

 

Mobile commerce through smart phones as an extension of the traditional electronic 

commerce is becoming widely implemented together with the IT development and increased 

usage of smart phones. The thesis is limited to the design factors to consider when adapting to 

m-commerce for the apparel industry, since this industry has a long experience in online and 

mail order business. Sales of clothing and footwear have its roots in the mail order business, 

which means that many users are already accustomed to purchase at a distance, which had 

facilitated the development.  

 

Adapting to the m-commerce trend has resulted in both profitable and user related benefits, 

but there are also some difficulties during the adaption to the several m-commerce solutions 

as well as to offer the user an accessible design and user experience. It is common that the 

smartphone is the only mobile device one has at the moment when a need occurs for product 

search or media consumption. Even though the screen size and the connection speed of a 

smart phone, people might at least make an attempt to use their smartphones for these 

purposes. For example, users keep having experiences of struggling with an unwieldy website 

on the smartphone to get something done. In conjunction with faster mobile networks and 

more powerful mobile devices, this behavior will become only more prevalent. The purpose is 

therefore to investigate the important design factors that exist when adapting to m-commerce 

and to find out what of these factors are important for the apparel industry to consider when 

adapting to m-commerce in order to develop an m-commerce design most suitable for the user 

experience. To obtain the purpose the main research question ”What are the design factors to 

consider for the apparel industry today when adapting to m-commerce?” is being answered in 

this thesis.  

 

To achieve the purpose of the study, qualitative process and data as well as quantitative 

process and data were used. From scientific articles, related work and independent surveys a 

theoretical review was carried out. The literature review has been conducted through search 

engines such as Summon from Högskolan i Borås and Google Scholar. The empirical study 

consist of an online self-completion questionnaire done by 40 respondents that has been 

distributed through social media, and two person-to-person interviews with the two Swedish 

companies in the apparel industry, Eton AB and a Swedish web shop. In the information 

collection we have always been concerned to get relevant, unbiased and reliable information. 

We have evaluated all the materials by the alternative criteria, trustworthiness as mentioned in 

Bryman & Bell (2011). This is done in order to uphold credibility, transferability, 

dependability and conformability in the material and conclusions founded in the study. 

 

The results from this study involve several factors focusing on the design that may be 

important when adapting to an m-commerce solution in the apparel industry. These factors are 

drawn from analysis and discussion of the collected theory and the empirical data, from 
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different perspectives including; user habits, user expectations, perceived security contra 

actual security, the transaction chain, and payment methods. Factors that are found are: 

 The importance to adapt to m-commerce, even if the smart phone traffic and orders are 

low at the moment; 

 To achieve a good and trustworthy user interface; 

 To have different options for the user, including payment and access options; 

 The ease of use and navigation on the web shop; 

 The visibility of products and to have clear information on the web shop; 

 Learnability: to make it simple for the users to use the web shop; 

 Efficiency: to secure so that the users don’t has to spend too much time and energy to 

complete their task; 

 Effectiveness: concerning the speed and to which degree the user successfully 

complete their task; 

 Satisfaction is critical since if the m-commerce system does not appeals to the user 

they may feel less inclined to use it; 

 Payment systems concerning the adaption to payment solutions for m-commerce web 

shops; 

 Liability consider who is responsible of what parts as well as making it easy for the 

users to understand who to turn to if they have questions or complaints; 

 Privacy and security, considering how to defend the m-commerce solution towards 

increased security threats users may face as well as making the users trusting the web 

shop enough to use the solution.  
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1 Introduction 

______________________________________________________________________________ 

As an introduction, this first chapter of the thesis presents a brief overview of the background 

relating to electronic commerce (e-commerce) as well as m-commerce (m-commerce) 

globally but focusing on the Swedish market. The chapter continues with a discussion of 

problems identified where previous research in the field is discussed. Finally this chapter 

ends with formulated research questions and the purpose of the research. 

______________________________________________________________________________ 

 

1.1 Background 

1.1.1 The development of E-commerce and M-commerce 

In connection with the rapid development of electronic commerce (e-commerce), the 

purchasing trend for users has encouraged, especially young people to choose online 

purchasing via the Internet instead of choosing a physical store. Since the exponential growth 

in wireless and mobile communications technologies in recent years, together with the 

overwhelming increase of users of smartphones and other mobile devices, computers are not 

the only tools for online purchasing any longer (Benou & Bitos 2008). Mobile commerce, 

also known as m-commerce is a term that has exploded in recent years (Chang, Williams & 

Hurlburt 2014), and is defined as a business transaction or a potential one - change of goods 

or services for money - which is completed via wireless or mobile communications and with 

wireless or mobile devices as user interface (Turban, King Lee & Viehland 2004). Bank of 

America forecasts that European and US buyers will make US$67.1 billion in purchases from 

mobile devices in 2015.  

One of the major growth factor of m-commerce has been the growing popularity of 

smartphone usage (Chang, Williams & Hurlburt 2014). In Sweden, it was until year 2011 

when improved technology and affordable fees led to a new revival of Internet usage on 

mobile devices. Not only the number of users grew strongly, but also the intensity of the use 

has grown rapidly. More and more people started using their mobile phone daily. Among 

youths the use of smart phones doubled between 2010 and 2011. In 2013, 65 percent of the 

Swedish population (12+ years) was using a smartphone, and two out of three Swedes use at 

least sometimes a mobile to connect to the Internet (Findahl 2013). It is common that the 

smartphone is the only mobile device one has at the moment when a need occurs for product 

search or media consumption. Even though the screen size and the connection speed of a 

smart phone, people might at least make an attempt to use their smartphones for these 

purposes. For example, users keep having experiences of struggling with an unwieldy website 

on the smartphone to get something done. In conjunction with faster mobile networks and 

more powerful mobile devices, this behavior will become only more prevalent (Kim 2013). 

From this conditions, the second driving factor of the increasing m-commerce can be 

indicated, namely the user demand for applications for buying and selling goods and services, 

as well as for other media consumptions (Chang, Williams & Hurlburt 2014). Kim (2013) 

describes the importance for companies of having a mobile adapted web page or application 

in his article. According to studies, it appears that native apps (applications for particular 
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platform or device) are much more popular among users than in-browser web apps (any 

software on browser). The majority of media consumption on a mobile device is driven by 

native apps rather than by in-browser web apps. One of the main reasons that users prefer a 

native app to an in-browser web app may be that native apps offer better usability and refined 

look (Kim 2013). M-commerce offers unique opportunities to engage with users. Many 

companies that deal directly with users are extending their mobile capabilities to interact in 

ways that strengthen the brand in terms of user interaction and the user relationship because of 

improved communication (Early 2014). 

 

1.1.2 Association to the field and previous research 

M-commerce and multi-channel marketing present opportunities for all industries, so 

organizations will want to adapt to new technologies for serving users on their smartphones 

and tablets. Multi-channel retailing approaches present new challenges and require new 

solutions to data integration, predictive analytics, content modeling, and user attribute 

development. IT professionals will be well served by tracking these technology developments 

and understanding the changing face of commerce and customer interaction strategies. These 

fields are rapidly evolving and will require IT professionals to continually update their 

knowledge and skillsets to serve their business stakeholders as they attempt to leverage m-

commerce to gain a competitive advantage (Earley 2014). More and more companies use e-

commerce and have their information systems accessible through new platforms such as 

tablets and mobile phones. Organizations are looking to be able to reach out to their 

customers through new ways, and smart phones are one of the most growing ways to do that.  

1.2 Problem Statement 

This thesis is limited to the design factors to consider when adapting to m-commerce through 

smartphones in the apparel industry. To focus on the apparel industry in the study is because 

of the long experience the apparel industry has in online and mail order business. Sales of 

clothing and footwear have its roots in the mail order business, which means that many users 

are already accustomed to purchase at a distance, which facilitates the development.  

 

Most of the researches about m-commerce are usually aimed towards the security or 

technological aspects or towards users’ habits. There are also a few research studies focusing 

on the benefits for industries using m-commerce, which is closer to our relevant field. 

Although what we want to focus is the important factors to consider when adapting to m-

commerce by the industry today, and to narrow the paper down, we want to specifically focus 

on the adoption by the apparel industry. As most of the research today is either focusing on 

the technological aspects of m-commerce or of the future development or on the current 

benefits of using it, few are actually focusing on how the better use of m-commerce by 

companies are today. It is also interesting to investigate why the factors are important to 

consider concerning the users expectations and habits. 

 

M-commerce through smart phones is the successor to the computer based electronic 

commerce (e-commerce). Information Technology (IT) influences people’s daily lives, from 

work life to private life. The average person is spending large amount of time on smartphones, 

as they can be carried everywhere. Nowadays, people depend on the smart phones to keep 

contact with friends, plan meetings, and handle money. Normal everyday transactions are 

moving from cash to credit card to mobile phones. This results in that there are new ways to 
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reach current customer and attract new customers. M-commerce is a fast evolving market, and 

it is of high importance to know what to do to join the train, and not to fall behind. 
 

According to E-barometern’s (2013) statistics, Sweden has in recent years had a major 

impression in the mobile browsing. Despite this, the m-commerce has not made a real impact 

yet. In 2013 more than every other Swede surfed on the mobile phone but still the proportion 

that use their smartphone to purchase goods or services low (E-barometern 2013). The 

problem here is that many companies lose visitors because they are not able to deliver a 

mobile customized website or application that users perceive as positive. This will ultimately 

result in the company losing significant revenue and losing competitive forces (Westerberg 

2013). It turns out that the payment process is something that is usually considered to take too 

long and being too difficult on a mobile device and according to Carlson (2013), 47 percent 

interrupts the purchase because of this reason. Other reasons why the purchase interrupts or 

fails is that many users are not ready to make a purchase on the mobile phone, but are only 

looking to seek information and then make the purchase elsewhere (Carlson 2013). 

 

A major drawback to trade in clothing and footwear on the Internet is that you cannot try out 

the goods. Operators selling online are working to facilitate the users using images, 

information and reviews. Simple replacement routines and free returns are also very important 

for the customers in this industry. It has been showed that one out of two Swedish female e-

commerce users bought clothing online 2013, which means that women are the most avid 

buyers of clothes and shoes. Of all female e-commerce users traded last year, more than half 

(51 percent) purchased clothes. Three percent of all e-commerce users purchased clothing via 

their mobile phone, which is a relatively low percentage compared with the overall e-

commerce and with other sectors (E-barometern 2013). 

With m-commerce it is now possible to locate a company’s services closer to the users. With 

the growing number of smartphone users and the increasing expectations on usability and 

reduced costs it represents a big potential for companies to take advantage of m-commerce to 

improve relations with their customers. To get the best benefit from adapting to m-commerce 

it is necessary to get a better knowledge of the factors that may affect a successful adaption. 

This includes mobile support such as mobile payment and transaction solutions, which has 

different stakeholders, such as the users, the telephone company, credit card companies and 

the banks. It also includes important design factors to consider, such as usability and graphic 

design (Ghinea and Angelides, 2004). 

IT adaption has been a widely researched subject for a long time and IT professionals has 

been well served by tracking these fascinating technology developments and understanding 

the changing face of commerce and customer interaction strategies. These fields are rapidly 

evolving and will require continually updates to the knowledge and skillsets of the 

professionals to serve their business stakeholders as they attempt to leverage m-commerce to 

gain a competitive advantage (Earley 2014). Although that IT has been researched for a long 

time, there are still a number of components of IT that has yet not been thoroughly explored. 

Only a small part is focused towards the adaption of m-commerce for specific industries.  

 

M-commerce via smartphones is a relatively new trend in the term of m-commece, which has 

a well-defined relation to the informatics field. Through this research we provide an 

understanding of m-commerce via smartphone and what design factors are important to 

consider when adapting to m-commerce. To understand what design factors to consider when 

adapting to m-commerce it is important to understand what factors or habits that drive the 



 

 4 

users to use m-commerce. By understanding the demands and expectations of the users you 

can draw a conclusion of what aspects is more advantageous to adapt to. Secondly there is a 

need to validate current theories of m-commerce but in new contexts. The goal of this thesis is 

therefor to provide useful guidelines for future researches, developers of m-commerce and 

companies to get a better understanding of the important factors of m-commerce that could 

help with the adaption.  

 

1.3 Research objective 

This thesis purpose is to investigate the design factors that exist when adapting to m-

commerce and to find out what of these factors are important for the apparel industry to 

consider when adapting to m-commerce. 

 

1.4 Research problem 

The main problem we tried to answer in this thesis is the following question:  

 

Research problem: What are the design factors to consider for the apparel industry today 

when adapting to m-commerce? 

 

To get a better understanding of this problem we have divided the main problem into two sub 

questions: 

 

RQ1: What is the different solutions that exist today for companies when adapting to m-

commerce? 

RQ2: How does the users expectations and habits look like concerning m-commerce today? 

 

To answer these questions we have to take a closer look into the different design factors that 

exists as well as what aspects influences the importance of these factors. Therefor we will 

examine the different technological solutions concerning adaption to m-commerce while at 

the same time investigating the pressure on the industry as well as the expectation and habits 

of the users.   
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2 Method 

______________________________________________________________________________ 

This chapter is intended to present the design, methodology and the overall content to fulfill 

the purpose of the report. The chapter covers parts as method for collecting, short about the 

selected companies, interview and questionnaire method, analysis, and method of reflection. 

______________________________________________________________________________ 

 

2.1 Methodological framework 

In this thesis we have taken an epistemological position, with a philosophical framework of 

interpretivism. This is because we do not believe that there will only be one objective answer 

to the study. We believe that the reality is based on the interpretation of the viewer. Therefore, 

the conclusions in this study may not be the absolute best result from all perspectives nor the 

only result. The conclusion may be subjective depending on the situation and interpretation of 

the reader, spectator and from the perspective of the organization. There is no all fits one 

answer to our study and there may be a subjective construction on the social reality of our 

findings. With our purpose of the research to find factors to consider from a design 

perspective when adapting to m-commerce for Swedish apparel companies, these factors may 

not fit all companies. It is depending on the situation and reality for the company.  

In our study, our main question does not assume that there should be only one solution; other 

scientists may have different conclusions (Bryman & Bell 2011). 

 

We have used induction reasoning in this thesis. This as apart from deduction which has a 

theory on which it tries to confirm, this study instead uses observation that will end up in a 

theory. The research of this thesis is to find a number of factors to consider for the interested 

parts when adapting to m-commerce. This means that there is no theory to prove for example 

we do not say “these are important factors to consider when adapting to m-commerce” and 

then try to prove it. Instead we are trying to find these factors by exploring, gather 

information in surveys and interviews and literature to end up in some factors we think is 

important to consider. This means we go “buttom-up” approach in this study, Observation  

Pattern Hypothesis  Theory. 

 

We have conducted a combination of a qualitative and quantitative study, because quantitative 

research was not enough to provide the deeper insights needed to answer our research 

question. And on the other hand quantitative data could provide easily coded data in form of 

numbers to increase the trustworthiness and quality in our qualitative data. By undertaking the 

combination of these two approaches we had the possibility to both describe and explain the 

users’ habits on m-commerce but at the same time being able to understand and interpret these 

statistics. This provides a deeper insight in our study, to both answering how things work and 

why it works that way (Quinlan, 2011). With our research purpose being to explain factors to 

consider when adapting to m-commerce, it is important to know not only what adaption 

solutions to consider and why through numerical data, it is also important to know what 

influences the importance of these solution. For example one factor to consider can be 

defended by the benefits in revenue or increase market segments the organization will receive. 

On the other hand it is important to know what lies behind these benefits and why they exists, 

how the behavior of the users look like. Through this we have achieved deeper understanding 
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of our data and the possibility to build and test our theories. Qualitative research in 

combination with quantitative research compensates the weaknesses in each other and 

complements each other rather than conflict (Cooper & Schindler, 2011). 

 

2.1.1 Methodical Framework Process 

In this study the use of both the qualitative process and data and the quantitative process and 

data were used. We have had both an input of qualitative data from our two interviews with 

the companies. In these interviews the feelings, ideas, thoughts and understandings were 

shared. This in combination with our online self-completion questionnaire which were made 

to get data in form of numbers, that can be easily coded numerically and provide more 

trustworthiness and quality to the data gathered through the interviews. For example, the 

companies said that their users’ demands on m-commerce have affected their decisions to 

adapt. With our self-completion questionnaire we could test these theories and see what the 

expectations and demands actually were from the users and to what extent. In reverse we 

could see that the answers from the survey concerning the expectations actually were changed 

the way the companies were willing to adapt. This gave us a deeper understanding and 

insight.  

 

The online self-completion questionnaire was spread through social media and by email. By 

doing this we were able to reach different respondents from different segments. Unfortunately 

because we did not have the possibility to do any larger surveys, which could ensure better 

reliability of the results. Our participants were not enough to analyze differences in 

demographics. We are aware of the disadvantage that for example not so many elder people 

usually use social media and therefore did not have the same option to participate, but 

considering the time and scope of this paper it can be defensible. 

 

The data gathered from the survey and interviews was then used to measure the current 

interest and adaption of m-commerce in the apparel industry. By doing this we could see what 

factors the companies though important when adapting to m-commerce. This was done by 

asking the industry how they adapted and will adapt to m-commerce as well as asking the 

users what is important for them. The results could answer the question how the use and 

adaption of m-commerce may look in the future. With more interest and demands of the users, 

the textile industry will have to adapt. 

 

In our literature process we interpreted the texts through an interpretivism approach. Because 

of this it was highly important to use different perspectives and sources in our literature study 

to ensure that we could be unbiased and not interpret the literature as how it fitted us. When 

analyzing and coding our data and reaching our conclusions we saw our results not as a 

definite answer, but instead as a subjective conclusion on our findings. 

 

All through the research process we have used an inductive reasoning. We have used 

observations through surveys and interviews and gathered literature to find a pattern in factors 

concerning m-commerce. This patter we have used to find the factors to consider when 

adapting to m-commerce and from this we have concluded our hypothesis and theory. 

2.2 Evaluation Method 

In this thesis we followed E.G Guba (1981) suggestions for qualitative research to use 

alternative criteria for their method of evaluation. We have chosen to adopt Trustworthiness 
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in our research, because the normal criteria of reliability and validity may have a too 

positivistic approach to our study. As a big part of the study is made accordingly to a 

qualitative method we think that many criteria in reliability and validity are hard to ensure and 

are more directed towards mainly fully quantitative studies. As we have adopted an 

interpretivistic paradigm, we saw that there is a benefit to distance our study from a 

positivistic model. Instead following a more naturalistic approach and the benefit is that our 

framework and philosophical position works together with the evaluation method to ensure a 

good study.   

 

2.2.1 Trustworthiness 

Credibility (relative to internal validity) refers to that the study measures what is actually 

intended and that the informants have comprehended the reality correctly and not been 

confused about the research nor the questions. 

 

Credibility was ensured in the study by: 

 Adoption of well-established methods. This as the methods, methodological 

framework and philosophical position are all grounded in reliable and peer-scrutinized 

literature. This ensures that the procedures in the thesis hold up to the high standards 

of research projects and ensure the quality of the study. 

 Random sampling as we did not choose a segment in our survey and used us of 

convenience sampling we could defend ourselves to being bias in the selection of the 

respondents. For example targeting a specific demographic to ensure we receive the 

results we want to reach. 

 Make sure every interviewee understood the interview and questions. This was done in 

our survey by explaining each question and how to answer them for the respondents 

and in our face-to-face interview with the companies we beforehand send out our 

questions so the interviewee could ponder on them and their answers. After we coded 

the data gathered and found the keywords we wanted we send back the results to the 

interviewee for him to acknowledge and approve. This according to Bryman & Bell 

(2011) strengthens the credibility in a research. 

 Triangulation. This implicates the use of different methods in a study. By using us of 

both semi-structured interviews and self-completion questionnaire we could decrease 

the individual shortcomings of each specific interview and utilize the strengths of 

both. The use of different methods compensates for the individual limitation while 

taking advantage of their respective benefits (E.G Guba, 1981). 

 Peer-reviews of the thesis. Evaluation and critical feedback from our colleagues, 

supervisor and teachers allowed us to get new perspectives on our thesis and challenge 

our assumptions and choice of methods. This let us refine our thesis and methods to 

create better justification and clarification of our choice of methods and strengthen our 

research design and thesis. 

 

Transferability (relative to external validity) refers to if the study is transferable. This means 

if the study and conclusions may be used in a different setting or situation. Positivistic works 

are more concerned if the results can be applied to a wider population. This is hard to validate 

this in qualitative work. For example our survey only includes 40 respondents chosen 

randomly which mean that if larger populations are used the results may differ and our semi-

structured interview included only two companies. Transferability are more concerned that if 

a situation are similar as explained in this study, the findings may be able to be related to that 
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situation (Lincoln & Guba, 1985). For example if someone do a study about how to adapt to 

m-commerce for new companies in the textile industry, or important factors to consider when 

adapting to m-commerce in the electronics business our finding and conclusions may be 

transferred to that new environment.  

 

By offering suitable contextual information about our methods, interviews and studies as well 

as providing enough explanations about our findings and conclusions to help the reader to 

possible do a transfer. Lincoln & Guba advocates that it is hard for the researcher to make 

transferability suggestions, as the researcher can only know what context he provides. 

Because of this it may be up to the reader to determine to which extend that they can transfer 

the study to other settings (Lincoln & Guba, 1985). 

 

Dependability (relative to reliability). According to Lincoln and Guba credibility and 

dependability are tied close together. By maintaining one you can to some extend ensure the 

other. While a positivistic approach are more stressed about that there should be little 

variations in the results if the same measurements are used again a naturalistic approach focus 

if the research project can uphold dependability. This means that the process in the research 

should be done justly and appropriately, as well as records should be kept on all the stages of 

the process to enable future researcher to repeat the study, even if not reaching the same 

results. (Bryman and Bell 2011). 

 

Dependability was ensured in this study by: 

 The methods in this thesis are grounded on established and upheld literature  

 The thesis has been reviewed by colleagues and teachers 

 The research design has been describing 

 Details of data gathering has been given 

 We have had a reflective assessment of the thesis 

 

By doing this steps we facilitated to enable future researcher to repeat the study to various 

extend.  

 

Confirmability (relative to objectivity) according to Bryman & Bell (2011) refers to that the 

highest possible degree of objectivity should be ensured in the research, while at the same 

time recognizing that complete objectivity is impossible. Patton explain this objectivity as use 

of instruments should be used that are not dependent on human expertise or perception, 

however he also maintain that real objectivity is impossible as experiments and surveys are 

designed by humans, so while you can try to maintain a high degree of objectivity, the 

intrusion of the researcher´s predispositions and biases are unavoidable (M.Q. Patton, 1990). 

 

Confirmability was ensured in this study by: 

 Triangulation as before but in this case to decrease the effect of the researcher and 

interviewer bias. 

 Gathered literature and data from different sources. This to gain different perspective 

and opinions to ensure unbiased results 

 Anonymity in the questionnaire. The respondent was not influenced by anything, 

which would mean that their answers possible would not have been influenced by 

exterior pressure. 

 Acknowledgement of the shortcomings in the study and the effect this has as well as 

the acknowledgment of the effect of the researcher convictions and assumptions that 

have an unavoidable influence. Such as our semi-structured interviews with the 
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companies was done face-to-face which mean it was unavoidable that some of the 

interviewer’s presumptions influenced the interview to some degree. 

 Descriptions of the methodological process to uphold the integrity of the study and to 

let the conclusion be scrutinized. 

 Allow the reader to determine how the data used emerge in our conclusion. This can 

be reached by assembling the data in diagrams and leave an “audit trail” so the reader 

understand how the findings eventually leads to our conclusion and recommendations. 

2.3 Collection Method 

2.3.1 Collection of data 

We have used scientific articles, independent surveys and our own interviews and surveys, 

books and previous research in relating areas to answer our research questions and develop 

our research problem. We have been very concerned to use literature; especially surveys from 

different authors and perspective to avoid biased opinions and ensure good confirmability in 

the research. Our survey has been designed to avoid leading and loaded questions, such as 

asking “Is it really not better to shop from the mobile phone than from a computer?” It has 

also been made easy to understand to minimize confusion and assumptions. The aim of our 

collection method has been to get relevant and reliable information, from different 

perspectives concerning m-commerce and related areas.  

 

The theory is collected through scholar search engines such as Högskolan i Borås search 

engine summon as well as Google Scholar. The keywords we mainly used in our searches 

were: m-commerce, mobile commerce, mobile technology, e-commerce, design, adaption, 

apparel industry, disadvantages, advantages, implementation etc. 

2.4 Coding of collected data 

The analyses of the material were done according to Bryman & Bell (2011) examples of 

coding. This to ensure that our analysis of the data collected is being done according to 

established methods to further increase the credibility and dependability of the study. 

Credibility and dependability is increased as by following established examples of coding we 

can make sure that the results of the study actually measured what was intended and that we 

followed a guideline that make sure that further studies may replicate our research. 

  

During the semi-structured interviews we transcribed everything directly to paper and the 

online questionnaires it was directly summarized in an excel-file which we then made tables 

and diagrams from. As the transcription were already done during the interviews, our work 

started with coding the material, which means separating the data to find the material relevant 

for the research and to find the relevant keyword and connections to be used to answer our 

own research questions (Bryman & Bell 2011).  

 

2.5 Interview and Questionnaire method 

The interview methods we chose to use in this paper were face-to-face semi-structured 

interviews in conjunction with anonymous self-completion questionnaires online. This was 

used to get an understanding of the perspectives from different participants. By using both 

semi-structured interviews and self-completion questionnaire we were able to use the 
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methodological strengths of both while at the same time compensate for their individual 

limitations. This is a way of triangulation to ensure good credibility and dependability in the 

research (E.G Guba, 1981). 

 

The semi-structured interview aims to give the same questions to all the interviewees and 

conduct the interview in a similar matter. Although the difference from a structured interview 

is that the questions often allow for an open answer. This means that the interviewer has a 

number of questions he or she wants to have answered while the interviewee has a degree of 

freedom to answer and expand on the questions. The interview has been done face to face. 

The disadvantages would be the difficulty to analyze the answers as we used open-ended 

questions. Another disadvantage may be the influence the interviewer has on the interviewees, 

as the interviews were face-to-face and not anonymous (Bryman & Bell 2011). 

 

In the online questionnaires, all the respondents complete the survey by themselves, by their 

place and time of choosing. In contrast to the semi-structured interview the questionnaire has 

fewer questions and all questions are closed ones. According to Bryman & Bell’s (2011) 

suggestions for self-completions questionnaires we used designed the questions so it was easy 

for the respondents to understand how to answer to eliminate the risk of wrong answers. An 

example of this is a questions where the interviewees should grade different products from 1-

5, it is important to describe what is best, 1 or 5. We limited the questions to a few ones to 

minimize the respondent fatigue, as it is more of a risk then in a face-to-face interview. As the 

survey had the goal to reach out to as many as possible, it was designed short, easy and 

convenient for the respondents. There are some disadvantages with this form of interview 

method. The main one is that you cannot prompt nor probe the respondents to elaborate the 

answer. Though combining it with a semi-structured interview with some parts of textile 

industry the disadvantages were minimized (Bryman & Bell 2011).  

 

The sampling used for the online questionnaire was a convenience sampling. Bryman & Bell 

(2011) explains it as a sampling method available by the researcher simply by accessibility. 

By having a random sampling method we could decrease the possibility of researcher bias. 

For example choosing a demographic segment that would possibly give the answer we 

wanted. To reach out to respondents we used our own social network as well as the class at 

our school (Bryman & Bell 2011). This was mainly done because we did not have the 

resources to reach out to different segments of the population nor the time to do any extensive 

surveys. Sampling provides a technique to reduce the amount of data gathered, our choice of 

sampling was to get an overview what users around us thought about m-commerce with no 

special demographic concern. The purpose was to collect the data from users that are 

knowledgeable about m-commerce and have used m-commerce before. 

 

2.5.1 Design of Interview Guide and Questionnaire items 

The detailed interview guides can be read in the appendix. The online questionnaire and the 

semi-structured interviews were created according to Bryman & Bell (2011). This was to 

ensure good credibility in our studies by adopting well-established methods and to make sure 

that we were able to create a well-made guide to make sure every interviewee understood the 

interview and questions. 

 

Firstly for the design of the questions, we first had to ask ourselves “what information do we 

need to be able to answer your own research questions”, “can the answers be used in our 

analysis and conclusion, or are they irrelevant?”. After choosing the questions to be used in 
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the interview we had to design the questions so they would be easily understood and rightly 

answered. This was done through several reviews as well as testing out the questions to 

random people. When the questions were ready we had an interview guide that would benefit 

us in answering our research questions and was relevant to the problem (Bryman & Bell 

2011).  

 

The survey was separated into different stages. Firstly, the description and presentation of the 

survey, thereafter the respondents were asked a couple of closed-questions where they were 

able to choose alternatives. Lastly the survey ended with a larger question concerning the 

participant’s opinion about different qualities of m-commerce web shops.  

 

The interviews started with a presentation of the study as with the survey, but more extensive. 

Secondly the interviewees were asked about the position in the company and their relevance 

to m-commerce. Lastly the interviewees were asked a number open-ended questions, where 

they may answer more freely and extend on the questions. If some questions was answered 

wrong or we would like to have more information, follow-up questions may be asked. But in 

the foundation of the interview guide the questions was the same to all interviewees. 
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3 Related Theory 

______________________________________________________________________________ 

 

This chapter describes the theory and the most important concepts regarding the study area. 

The chapter begins by describing e- and m-commerce for the reader to gain a better 

understanding of the differences between them. The chapter also deals with different technical 

solutions for m-commerce as well as the design concepts regarding m-commerce 

development. 
______________________________________________________________________________ 

 

3.1 E-commerce relation to M-commerce 

The rapid development of Internet and technology and the increase of Internet usage have 

opened up new and even changed the way of doing business. Internet allows the customer to 

be informed about trends before taking the various decisions, take note of other customers' 

experiences and many of today's websites also allow the customer to place orders online. This 

way of business is commonly named electronic commerce or e-commerce. Web shopping is 

only a small part of e-commerce and the concept has been defined in many different ways 

(Maamar 2013). In general, e-commerce is about the process of purchasing, sale, transfer or 

exchange products, services or information through the Internet (Vossen & Hagemann 2007). 

Drucker (2002) defines e-commerce as "a major, world-wide distribution-channel for goods, 

services, and managerial- and professional vacancies’ Drucker (2002) further explains that 

"E-commerce is changing economics, market, and industry structures, products, and services, 

and their flow; user segmentation, user values and user behavior; jobs and labor markets'. 

 

In recent years, the exponential growth in wireless and mobile communications technologies, 

together with the overwhelming increase of users of smartphones and other mobile devices, 

has become the way of an extension and development of e-commerce to mobile-based e-

commerce (Benou & Bitos 2008). M-commerce is defined as a business transaction or a 

potential one - change of goods or services for money - which is completed via wireless or 

mobile communications and with wireless or mobile devices as user interface (Turban, King 

Lee & Viehland 2004). The concept of mobile-commerce is an addition to traditional e-

commerce that benefits customers and vendors, and it still continues to grow fast by creating 

applications and features with advantages that throw businesses and customers into a new 

epoch of doing business (Joseph & Mahatanankoon 2004). In this thesis, m-commerce 

through smart phones is in focus, and when talking about m-commerce as a concept, it is 

referred to the business interactions with a smart phone and not other mobile devices such as 

laptops and tablets. 

 

3.1.1 Benefits of E-commerce 

E-commerce involves different classifications of transactions and interactions. This may 

include different kinds of trade from e.g. a retailer's site to the customer, or a company's 

website directed to the retailer (Turban 2006). The most well-known type of e-commerce is 

customer-based retail sites, namely business to user (B2C) e-commerce. In B2C e-commerce, 

transactions are made between the company and the customer directly, without any physical 

retailer (Laudon & Traver 2008). According to Turban et al. (2006) the most common type of 
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B2C e-commerce is electronic retailing or e-tailing. By e-tailing it means that the company 

sells to customers directly through their own website without any intermediaries at all. This 

brings various advantages for the customer, such as the order is placed and visible directly 

with the company and the customer can also see the stock levels directly on the site. The 

direct communication with customers via e-tailing is also a very important aspect since it 

creates a better understanding between the parties and the market (Turban et al. 2006). 

  

Shopping online has not always been as obvious as it is today. When e-commerce first 

arrived, customers were unwilling to carry out transactions through the Internet since it was 

uncommon and was not living up to the same experience as physical purchases could meet 

(Vossen & Hagemann 2007). For businesses, there was a lack of confidence regarding the 

adoption of e-commerce because many processes will become digital and reorganizations are 

necessary for the company. It was also found that customers showed uncertainty due to the 

paying process and whether the purchased product would be delivered or not (Laudon & 

Traver 2011). These factors led to that e-commerce initially were developed relatively slowly, 

but when better software and hardware was established and even the most critical payment 

risks were tackled, the growth of e-commerce truly speeded up. At that time, CDNow.com 

and Amazon.com were two companies that quickly had turnovers of several billion dollars 

(Vossen & Hagemann 2007). 

  

As previously described, there are a large number of advantages of e-commerce, both for the 

customer and the enterprise. Abu Ein et al. emphasizes that the main advantage of this new 

trading method is its rapidity and that the two parties of the transaction can contract easily and 

in a short fixed period of time (Abu Ein, Hatamleh, Sharadqeh, Alnaser & AlHeyasat 2012). 

Trade through Internet also contributes to resource and personnel savings. The sectors that 

were fastest to understand the benefits and what e-commerce has to offer were banks and 

financial institutions, electronic banking and fund and portfolio management (Vossen & 

Hagemann 2007). In today's global trading environments, it is found that most companies 

regardless of size or industry sees great benefit in utilizing internet as a distribution channel. 

When it comes to small- and medium-sized enterprises (SMEs) it becomes more and more 

common to use e-commerce, because it supplements explicit competitive advantages and lead 

to access to global markets (Al-Qirim 2003). 

  

Vossen & Hagemann (2007) further discusses whether different types of goods are easier to 

distribute and sell through e-commerce. They argue that there is an obvious difference in sales 

between goods that can be stored on a computer, such as software or music files and physical 

goods as technology products and clothing. Physical goods appear to be more difficult to sell 

via the Internet since they usually carry more procedures in the purchasing process. For 

example, customer needs to try on the clothes or wants to see or touch the product to 

determine if it meets the customer's expectations. What is different now for physical goods 

are that it is now very common that customers take advice and share experiences with each 

other on the Internet. In many clothing sales sites, such as Nelly.com, this has become one of 

the most important features for users to review before purchase. At Nelly.com, the customer 

can receive answers about what other buyers are speaking about the product, such as 

questions about the size, quality as well as how others have rated and experienced buying 

process. In situations like this, other people's opinions appear to be a security factor for users 

when shopping online. 
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3.2 E-commerce in Sweden 

Sweden has an open economy with an indigenous population of about 9 million inhabitants. 

The country is an early adopter of e-commerce and has historically been out with many 

techniques. Many companies in Sweden choose to make use of e-business to develop models 

approaching international practices. In late 1990, the country had 900 Internet companies and 

with this large number of Internet companies as a big rivalry in Sweden has driven the 

industry forward in development (Fey, Koning & Delios 2006). 

Sweden has favorable conditions for the development of e-business. It has a highly 

technologically skilled workforce with special competence in information technology, good 

availability of venture capital, and an excellent telecommunications infrastructure. Sweden’s 

universities and institutes of higher learning are also an important advantage. Although highly 

educated, Sweden’s potential employees carry a high labor cost. Due to high labor costs, the 

potential for saving labor costs has been particularly attractive in Sweden and a driver of e-

business adoption (Fey, Koning & Delios 2006). 

 
Figure 3.1 E-commerce revenue for 2013 in Sweden (E-barometern 2013) 

E-commerce is a emerging market in Sweden with billions of revenue as seen in figure 3.1. 

According to the yearly report of 2013 from the independent .SE (Stiftelsen för 

internetinfrastruktur) 2013, approximately 96% of the Swedish people have a mobile device, 

and 65% have a smartphone). In the ages from 12-45 years old that number is instead 99% 

with an average of over 90% who has a smartphone (Findahl 2013).  With that in mind 

companies can see almost every person as a potential e-commerce customer. This means that 

an adoption to m-commerce will enable the company to connect to all their current customers 

as well as connecting to all new customers, in all population segments. 

 

3.3 Mobile-commerce through smart phones 

With the spread of smart phones worldwide they have become an increasingly critical issue 

for the digital economy (Branki, Cross & Díaz 2008). When the wireless society is becoming 

larger and larger, m-commerce is now one of the fastest growing technologies and business. 

Smart phones of lower costs and higher excellence of wireless Internet connections drives the 
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m-commerce forward. For this reason, m-commerce focusing on smart phones is seen as a 

part of companies’ business model that transforms communities to industries (Chong, Chan & 

Ooi 2011). In order to pursue the development further requires that the user experience 

becomes even better than on a computer; however, this is more difficult to achieve on a smart 

phone. The difficulty is that smart phones have different screen sizes and different operating 

systems. The two main arguments for users regarding the m-commerce through smart phones 

are that it should be easy to check out and that product and price information will be easily 

available (Mobile Commerce Daily, 2014).  

Adapting to m-commerce is considered as a business strategy that is used by many of today's 

companies, because it offers a unique tool for companies to distribute goods and services. It is 

both convenient for the customer and the companies in which all communications and 

transactions can be done wirelessly. M-commerce in comparison with e-commerce is that m-

commerce can also offer personal and location-based deals depending on where the customer 

is located. The goal of m-commerce is then to be able to allow purchases without any barriers 

of location and time (Hongjiang & Jiayun 2012). Mobile Commerce Daily (2014) further 

describes on the development prospects behind m-commerce as mobile phones evolved into 

smartphones, faster data traffic has been enabled and the users are more willing to use their 

smart phone as a channel for information retrieval.  

M-commerce web shops can be configured in three ways on smart phones namely by native 

mobile application, the browser application and responsive web design. All three ways to 

adapt m-commerce has its advantages and disadvantages, which vary from different 

companies and these, are further discussed in more detail later in section 3.5 (Smart E-

commerce 2014).  

Users also use their phones and tablets in different ways when they shop (see Figure 3.4). 

Such as through applications or web browsers, which can show that it is good to have 

different technical solutions for a company, such as in native mobile applications or 

responsive web designs, which will be further explained in section 3.2.  

 
Figure 3.2 How users has purchased from a smartphone or mobile device latest six month (DIBS 2014) 
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3.4 Similarities and Differences Between E-commerce VS M-

commerce 

M-commerce is a part of e-commerce, which explains that the both concepts are mostly the 

same other than the difference of connection. But when talking about m-commerce done 

through smart phones may be different. Two out of three of the Swedish population uses a 

smart phone to connect to the Internet (Findahl 2013), it gives each and every user a choice to 

easily purchase from anywhere. For companies to find smart phone users as potential 

customers by providing m-commerce solutions suitable for the smartphone, creates a way by 

which companies and sellers come closer to the end user. Though there are many similarities 

between e-commerce through computers and m-commerce through smart phones, there are 

also many differences. These differences are presented in Figure 3.3 (Niranjanamurthy, 

Kavyashree, Jagannath, & Chahar 2013). 

 
Figure 3.3 Similarities and differences between E-commerce and M-commerce (Niranjanamurthy et al. 2013, 
Javid 2010) 
 

3.5 User requirements 

Usability is a broad concept. You can define usability as a system that is made for users to use 

should be designed to make it easy for the users to learn it and it should be easy and enjoyable 

to use. You can divide the usability into several components to understand the cause and 

effect between the users and the system (Seffah and Metzker, 2009). These factors are: 

 Learnability – The time and energy it takes to learn to use the system 

 Efficiency – The relation to the energy and resources the users spend and the results 

achieved 
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 Effectiveness – To which level it helps the users to achieve and complete its goals 

 Satisfaction – The users approval rating when using the system 

The usability requirements from looking at the components relates to which level it deals with 

user satisfaction, learnability and overall efficiency and effectiveness of the system to help the 

user reach whatever purpose they use the system for (Seffah and Metzker, 2009). 

 

High learnability is important as it allows the users to get starting to use the system faster, 

decreasing the users fatigue and the chance the users might quit before learning. Learnability 

may be one of the most fundamental components in usability and almost a requirement for all 

systems. There are several ways to teach a user to use a system, such as manuals and training 

but in general it needs to be easy to understand. The good thing though is that learnability is 

very easy to test as you can put a new user to the task of completing a certain, or several tasks 

in the system and then measure the time or to what degree they successfully accomplish them. 

(Seffah and Metzker, 2009).  

 

Efficiency is also an important aspect as when the user learned the system it should continue 

being easy to use. If the user has to put more energy into a task they what is given back they 

may choose not to use it. While different systems may take the users different time to reach a 

high degree of efficiency to use it should be a priority to improve and hold a stable 

performance and high efficiency. Here you can measure efficiency from experienced users 

rather than novice ones. By measuring the speed and easiness the users can maneuver and 

complete tasks in the system, although what measures as an experience user is unique to the 

system itself (Seffah and Metzker, 2009). 

 

Effectiveness refers to how fast and easy the users can complete their tasks. This means that it 

is important to make the system not unnecessary hard, for example by making it easy for the 

users to buy something from your website by minimizing the number of steps or input needed. 

This you can measure by dividing the steps needed to reach completeness in a task from start 

to finish and measure the time. (Seffah and Metzker, 2009). 
 

Satisfaction is critical as if it is not achieving satisfaction from the users they will not use it. 

Therefor it is important that the system is pleasant, entertaining and gives the users a good 

experience when using it. This is a critical success factor in usability especially in the 

entertainment business. This can be measure simply by asking the users their subjective 

opinion about their satisfaction from using the system (Seffah and Metzker, 2009). 

 

3.5.1 M-commerce usability 

M-commerce has some new challenges concerning the design factors when adapting in 

contrast to e-commerce. These challenges include limitations such as small screen size, 

limited procession capabilities, small battery power and difficult input method, 

(Niranjanamurthy et al. 2013, Javid 2010). These limitations of m-commerce are a result of 

the limitations of the smartphones themselves. The size of the smartphone makes it harder to 

use the key input in relation to for example a computer. This results in harder interaction 

between the user and the system. Also the screen size of the smartphone is smaller in relation 

to computers, which make browsing, and using the smartphone harder (Niranjanamurthy et al. 

2013, Javid 2010). 

 

To adapt to m-commerce there are certain factors to consider. According to Venkatesh et al. 

(2003) you cannot simply convert a e-commerce solution into an m-commerce solution. These 
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because of the limitations of the smartphone as well as that the goals are different. There are 

some factors to consider and these are. 

 Difficult input method and limited display. Because of this the companies wishing to 

adapt to m-commerce should offer smaller and more limited websites with less 

features in contrast to an e-commerce website 

 The goals are different. What is important in m-commerce success is that it allows 

providing more customized experience. Therefor the users expectations and different 

than from an e-commerce website, and an m-commerce solution should provide easier 

and faster services. 

 Security and privacy in m-commerce are a big issue and concern for the users, as for 

the user’s smartphone contains their whole lives. 

 Last factor that is important to consider is the user’s trust of m-commerce services. 

The actual risks are not equal the perceived risks for the users.  

 

3.6 Interface and Interaction design  
 

There are two primary schools and two different ways to interpret the notion of interaction 

design. One is focused on utility and usability, which is about the digital products fitting into 

its context, be easy to use and support people in their tasks. The approach is based on 

academic areas as human-computer interaction and informatics, and it is often about digital 

tools for efficient work. The other main approach is to ensure interaction design as a design 

discipline, closely related to industrial design or architecture. It often means a stronger focus 

on product aesthetic qualities and user experience, and industries such as user products, 

entertainment and media production.  

 

The user interface is the environment in which online users conduct communication, 

information search, and transactions (Chau, Cole, Massey, Montoya-Weiss & O’Keefe 2002). 

Thus, an important prerequisite for the success of e-commerce and m-commerce sites is 

ensuring that customers’ experience, via the interface, satisfies both their sensory and 

functional needs. Studies have shown, for example, that user interface features, such as page 

and content design, are key determinants of sales in online stores (Bellman, Lohse & Johnson 

1999). Yet, m-commerce poses new challenges and questions. While smart phones can 

provide access to an array of new applications, they impose limitations such as small screen 

size, limited screen resolution, and cumbersome input mechanisms. Surveys of mobile 

Internet users indicate usability is the biggest source of frustration (Ramsay & Nielsen 1994). 

Before wireless site designers can address the usability challenge, and before organizations 

can lever- age the commercial benefits of m-commerce, a deeper understanding of what 

aspects of usability are important to users and how they may differ in a wireless con- text is 

required.  

User interface features including page and content design are some of the key determinants of 

sales in online retail stores (Bellman, Lohse & Johnson 1999). The ability to display limited 

content at one time requires m-commerce vendors to come up with coping mechanisms for 

this limitation (Chan, Fang, Brzezinski, Zhou, Xu & Lam 2002), some of which may include 

providing content that is simplified and more limited, or requiring extensive scrolling. 

Usability challenges include small screen size, limited screen resolution and cumbersome 

input mechanisms, and these issues are the biggest source of frustration (Ramsay & Nielsen 

2000). Chan et al. (2002) indicated the need of side scrolling as a usability setback in m-

commerce. Understanding what is important to users is essential in creating a more 
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compelling m-commerce experience, thereby potentially boosting profits (Venkatesh, Ramesh 

& Massey 2003). The main motivators behind using m-commerce include time pressure, 

location, convenience, and wired access limitations (Venkatesh, Ramesh & Massey 2003). 

However, Venkatesh et al. (2003) indicated that a one-to-one content translation from e-

commerce to m-commerce is not an optimal solution, and that the key in wireless commerce 

success is the ability to present content to users in a customized fashion. M-commerce could 

provide services to support time-critical activities such as selling stocks or obtaining driving 

directions, and designers need to leverage the desire and need for specific usability aspects of 

m-commerce.  

 

3.7 Adaption of M-commerce - Technical Solutions 

3.7.1 Native mobile application 

Mobile applications are programs you download from a company and install on your phone, 

so called “apps”. The application can use the functions of the phone such as microphone and 

camera and as well has access to the phone file systems and can therefore download things to 

the phone. This allows for the applications to offer a better and more customized experience 

to the customers as they are more integrated with the phone. Unfortunately applications 

usually have high development costs (Kim 2013). 

3.7.2 Responsive web design 

Responsive Web design is when the website is automatically redesigned to fit the screen of 

the device used. Depending on how big the screen is the website reshapes and resizes to fit 

that screen size. This means that the website is specifically designed in different ways for 

every screen size. Examples of how this kind of design appears on different screen sizes can 

be seen in Figure 3.4. Responsive web design offers the benefits such as the users do not need 

to access a separate website for phones and it makes the experience consistent across all 

devices such as computer, tablets or phones (Coremedia 2013). 

 

 
Figure 3.4 Differences between responsive web design on a tablet, mobile, TV and computer (Artifilabs 2014, 
http://artifilabs.com/responsive-web-design/) 
 

3.7.3 In-browser web application/Mobile web 

In-browser web application in contrary to responsive web-design is a separate webpage suited 

for the mobile phone or tablet. Often when the customers try to access the normal webpage 

with a phone they are redirected to a separate website, often a copy of the main site but with a 

different design that is more suited for the device. Figure 3.5 shows the difference of a mobile 
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web and standard web design on a mobile phone. In browser web applications benefits are 

that the company do not need any more knowledge than what it takes to make the main site as 

well as it is a fast and cheap way to get a working mobile site up quick (Kim 2013). 

 

 
Figure 3.5 Diffrences between a mobile web and a standard website shown on a mobile phone (rpiprinting 
(2014), http://www.rpiprinting.net/products/integrated_solutions/mobilewebsite.html) 
 

3.8 Mobile Payment through smart phones 

Mobile payments or mobile transactions are the numbers of different ways a user can initiate 

transactions through their phone. The purpose of these transactions can be different. 

Economical purchases, which mean the purchase is an exchange for services or goods and 

transfer that refer to transactions, that is not done for the exchange of services or goods, and 

leaves no obligation to the other party. These can be broken down even further categories 

point-of-sale purchases, remote purchases and further (Flood, West & Wheadon 2010). 

 

In investigating e-commerce as well as m-commerce, it is important to acknowledge the 

significant role of electronic payment. The e-payment performed in wireless environments 

leads to the term mobile payment (or m-payment) (Téllez & Zeadally 2014). M-payment has 

been a key driver of socioeconomic development in emerging markets. A factor that drives 

the m-payment is for example: advancements in technology, socioeconomic conditions, and 

the high penetration rate of mobile devices (Kshetri & Asharva 2012). Mobile-payments is an 

interesting part of m-commerce. Herzberg (2003) explains that they are commonly 

categorized into small (less than 10 euros) and large payments. He further explains that m-

payments can be divided into proximity and remote payments, depending on whether the 

purchase takes place at the point of sale (POS) or at a distance via mobile network. Téllez & 

Zeadally (2014) defines m-payment in short, as any payment transaction involving the 

purchase of goods or services that is completed with a wireless device. 

  

Compared to regular online payment (e-payment), a main advantage of m-commerce is 

ubiquity. That is, with advantage from mobile devices and networks, users can conduct 

mobile payment and purchases at anytime and anywhere. M-payments facilitate not only the 

adoption of m-commerce but also the user since it provides great convenience and value for 

http://www.rpiprinting.net/products/integrated_solutions/mobilewebsite.html
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them (Zhou 2014). M-payment also enables merchants to access customer information and 

target specific customer groups through various incentive programs, such as discount coupons 

and reward programs (Wang et al. 2012). However, mobile payment also involves great 

uncertainty and risk. For example, mobile networks are vulnerable to hacker attack and 

information interception. Mobile devices may be also infected by viruses and trojan horses, 

these problems may increase users’ concern on payment security and decrease their usage 

intention. They need to build trust in order to mitigate their perceived risk and facilitate their 

usage of mobile payment (Zhou 2014). 

The number of m-payment users continues to increase exponentially. The growth of m-

payment transactions over the last decade has been largely enabled by increasing speeds of 

mobile-network connections, the rapid proliferation of portable devices (such as mobile- 

connected tablets), and the worldwide penetration of mobile-cellular subscriptions, which 

reached 96 percent in 2013 and 40 percent of the world’s population using the Internet. In 

fact, the global worldwide m-payment market will reach over 450 million users and a 

transaction value of over US$721 billion by 2017, according to a Gartner group forecast 

(Wang et al. 2012). 

There are currently three different solutions to adapt mobile payments (Flood, West & 

Wheadon, 2010): 

 Bank account based. This is a solution in collaboration with the bank. The bank 

account of the customer is linked to the mobile so when they make a purchase their 

bank account is billed and the money is then transferred to the company they bought 

from. 

 Credit card based. In this solution the credit card is linked to the customer phone 

instead. 

 Telecommunications company based. In this model the customer charge their phone 

bill and after settling the debt (usually in the end of the month) the value is transferred 

to the company they bought from. 

 

There are also several different technologies for companies to use to adopt mobile payment 

and mobile-commerce; below a few of the more common ones are listed. 

 

 Short Message Service (SMS). This is a technology that offers the user to send short 

messages for payment. An example of this is sending HELP to a number to give 

100SEK to cancer research (Mahil Carr, 2008). 

 

 Near Field Communication (NFC). This enables a mobile phone with NFC to be near 

an NFC terminal to make transactions by radio frequencies (Mahil Carr, 2008). 

 

 Phone-based Application. This is a mobile application that the customer pays from. 

An example of this is buying directly from a company’s app to make a so called in-

app purchase (Mahil Carr, 2008). 

 

 SIM-based Application. The subscriber identity module or SIM (card) is a small chip 

used in phones to identify the owner. It is often more secure than other ways as it can 

be protected be being encrypted and reside inside the phone (Mahil Carr, 2008). 
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 Mobile Wallet This is an application software that has the information of the bank 

account details or credit card detail of the customer. This allows the person to make 

transactions with their phone (Mahil Carr, 2008). 

 

A thing to consider when evaluating payment methods is that complex transactions chains can 

results in a lot of confusion for the users. For example when purchasing a ring tone for your 

phone the user will have to go through a service provider, the supplier of the ring tone and the 

vendor that process the payment (Kisieloweska-Lipman 2009). An example of this is when 

you buy an application for your phone from android market. Google provides the app but a 

third party is behind and responsible for the applications. If your child, unknowingly buys 

purchases within in the application (in-app purchases) you may not be entitled to a refund. 

This resulted in a number of lawsuits for unfair billing by the U.S Federal Trade Commission 

since 2011 (Grant Gross 2014)  

 

Below are listed from the hongkiat.com website some of the “Mobile Wallet” currently 

provided for the user to pay directly through an application on the smart phone.  

 

Google Wallet 

The author Brian Voo writes that instead of tapping the credit card on the NFC machine at the 

checkout counter, with Google Wallet all needed to do is to wave the smartphone or tap it on 

the machine to make the payments. It’ll be able to identify the credit card information linked 

on the Google account. For this to work, Google Wallet requires Near Field Communication 

(NFC) technology available, which unfortunately is only available on certain smartphones and 

tablets (Voo 2013). 

 

Apple’s Passbook 

Further Voo (2013) writes about Apple’s Passbook, which was introduced in iOS 6 and relies 

on scanning 2D barcodes to help manage movie, concert and airline tickets as well as loyalty 

cards and coupons for selected merchants. The app provides location and time-based 

notifications when the user is near a cafe where the user can use the loyalty card or when the 

airline, movie or concert ticket is nearing its due date (Voo 2013). 

 

Lemon wallet 

Lemon Wallet is an application available for iOS, Android and Windows Phone. According to 

Voo (2013), Lemon Wallet is a very powerful app that allows you to store and use your debit, 

credit, ID, insurance member and loyalty cards (Voo 2013). 
 

Paypal 

Paypal is another famous service that can send money between other PayPal users and friends. 

The application is available for both iOS and Android, money can be easily sent to other users 

just like on the PayPal website (Voo 2013). 

 

3.9 Security risks and difficulties with E-commerce  

One of the shortcomings of e-commerce is the security; hackers and non-trusted persons may 

make this type of commerce insecure and non-trusted, which makes a good and efficient 

security method highly required. One of the effective tools for ensuring the safety of e-

commerce transactions, Public Key Infrastructures (PKI) combines a digital signature and 

Certificate Authority (CA), which can be public or private – a business acting as its own CA 

http://support.google.com/wallet/bin/answer.py?hl=en&answer=1347934
http://support.google.com/wallet/bin/answer.py?hl=en&answer=1347934
http://www.hongkiat.com/blog/apple-ios6-features/
https://itunes.apple.com/app/lemon/id458730692?mt=8
https://play.google.com/store/apps/details?id=com.lemonhq
http://www.windowsphone.com/en-us/store/app/lemon-wallet/48b7e590-7960-4f7d-9f8a-47c349a561b3
https://itunes.apple.com/en/app/paypal/id283646709?mt=8
https://play.google.com/store/apps/details?id=com.paypal.android.p2pmobile&hl=en


 

 23 

is private while a public one offers its services to businesses and provides secure key 

management (Abu-Ein, Hatamleh, Sharadqeh, Alnaser & AlHeyasat 2012). 

E-commerce itself is communication between two parties, the customer and the transaction. 

This communication contains all the information about the purchase and it is therefore 

important that the messages are encrypted and protected (Hansson, Jareteg & Tveter 2010). 

Other security issues surrounding e-commerce includes data exposure to unauthorized entity, 

modification of data on the way to the destination, unauthorized user having access to a 

service or data, data originating in the name of someone else (impersonation) etc. (Desta 

2012). Nowadays, there are several different techniques to keep e-commerce as safe as 

possible, especially in larger companies.  

 

The security also involves an important aspect from the user’s perspective. A breach in the 

security could harm the user both financially as well as personally, in the form of spread of 

personal information and harm of their integrity. This would, for the company, be a 

devastating thing, as it would damage the trustworthiness and loyalty towards the company, 

which could amount to bigger losses than the financial ones. In a survey that was done to 

show the subjective security views among 4.998 mobile transactions, users confidentiality 

was the most important aspect by the respondents, shown in figure 3.6 (Linck, 2006). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

Also if a company cannot guarantee and show that their web shop is secure, users may not 

want to use their services because of the risk it includes. It is important to both have a good 

security as well as bring proof of this, because the perceived risk of using for example an 

application may be enough for a user to not use it, even if the perceived risks are not equal to 

the actual risks (Jøsang & Presti 2004). 

 

When considering risk and the cognitive behavior there are a lot of controversies when 

defining risk which itself is a must for measuring it (Fischhoff, Watson & Hope 1984). We 

have to differentiate between the actual risk and the perceived risk. Actual risk being the real 

statistically grounded risk, while perceived risk is a subjective risk which comes from the 

perspective of the user. So there are difficulties in measuring risk in m-commerce, as well 

from expert opinions as they also can be considered subjective (Fischhoff, Watson & Hope 

Figure 3.6 The subjective security views among 4.998 mobile transaction users (Linck, 
2006) 
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1984). Another important aspect when considering security risk is the human error, and how 

well guarded a system is against it. Human error could include things such as writing down 

your password by your desk and using public Wi-Fi on public computers. Because of this it is 

important for companies to have clear policies regarding security (Afzal 2010). Even the most 

advanced security system can be compromised if someone leaves the backdoor open. 

 

3.10  The apparel industry and m-commerce transactions in Sweden 

The revenue for clothes and shoe shopping on Internet was 7.2 billion SEK year 2013 (an 

increase with 9% from 2012) (E-barometern 2013) and a staggering 733.000 new people 

started to shop online on their smart phone during 2013 (DIBS 2013). This is a very big 

number for a relative small country as Sweden with only approximately 9.7 million people 

(SCB 2013) and it shows that Sweden has a big market for online shopping and m-commerce. 

Sweden has both the technology accessible for almost everyone as well as the demand for 

shopping online. 53% of the Swedish population sometime during 2013 shopped for clothes 

or shoes on internet (DIBS, 2013). The survey by E-barometern (2013) shows also that 12% 

in Sweden sometime shopped on their mobile phone during 2013. In the same survey the most 

common thing the respondents bought when shopping with their phone was clothes (27%) and 

books (19%). 

 

An interesting fact to notice is that even though there may be a relative few people today that 

shop clothes through their mobile, 13% responded in the yearly report done by DIBS that they 

use to look for clothes online before going to the physical store to buy those (DIBS, 2013). 

This also in relation to that 24% said that they looked for stuff in a physical store to later go 

online to buy it (E-barometern, 2013). This may show the importance for companies to be 

available for customers even before they reach the shop as well as afterwards and have clear 

working solutions for the users.  

 

In the future according to the report by .SE (Stiftelsen för internetinfratksturktur) by Olle 

Findahl (2013), the mobile phone may soon replace the computer in daily lives. By people 

owning both a computer and mobile phone and using their phone several times per day, 27% 

use mostly or only their smartphone when checking email compared to 52% use both and 

16% mostly or only their computer (Findahl 2013).  

 

M-commerce makes it easier for the customers to get into contact with their companies and do 

shopping while on the move. In the report by DIBS when asked why they chose to shop from 

their mobile or tablet 20% said they shopped from an app, 33% because they were on the train 

or bus, see Figure 3.7 (DIBS 2013).  
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Figure 3.7 Results of the answers on the question why the respondents shopped with a mobile or tablet (DIBS 2013) 

 

M-commerce makes it easier for the customer to make contact with the company wherever 

they might want to make contact. In the report by E-barometern 49% responded that they 

chose to shop online in opposite to shop in a store, because it was either more convenient, 

timesaving or more flexible, meaning that they can shop when it suits them (E-barometern, 

2014). 

 

A negative aspect with clothes is that they seldom are one size fits all, so the customer would 

like to test the clothes before buying. Although 30% of the respondents in the survey done by 

E-barometern said that they tried clothes in the store to later go and shop them online. This 

result in an increasing demand of good return policies for companies compared to other 

industries. Regarding to E-barometern’s (2013) results shown in Figure 3.8, return 

management comes up at the top when asked for what is the most important when choosing 

what web shop to shop from. Every fourth respondent thought that free returns and easy 

return solutions was top three when choosing a web shop (E-barometern 2013).  

 

 
Figure 3.8 Results of the answers when the respondents been asked what is most important when buying clothes (E-

barometern 2013)  
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4 Empirical Study 

______________________________________________________________________________ 

 

This chapter presents the empirical study, which is based on conducted interviews, and 

questionnaire study. By presenting one company at a time, we create a clear structure for the 

reader. Furthermore each result from the questionnaire study questions are presented 

separately, and are shown in tables and graphs for the reader to be able to read the results in 

the easiest way. 
______________________________________________________________________________ 

 

4.1 Interview with Eton 

The interview was conducted with Cina, who is the store manager for Eton store in Lund. She 

is responsible for everything involving shirts, accessories and other clothes in the store but is 

also responsible for managing orders that are placed through the web shop. 

How has Eton adapted to m-commerce? 

They have adapted responsive web design that adapts to the screen size of different devices. 

The reason why Eton has chosen this solution is because with a responsive web design there 

is one solution for three kinds of devices (computer, tablets and mobile phones) instead of 

individual designs for each device. 

Why did you choose to adapt to m-commerce? 

The major reason for Eton to adapt to m-commerce is because they through measuring tools 

and the amount of online orders have found a large increase in traffic from the mobile 

devices, especially tablets.  

What difficulties are there when developing and adapt to m-commerce? 

Cina, the store manager of Eton Store in Lund, explains that adapting to m-commerce is 

costly, but it also depends on what kind of solution one chooses to use. However, to meet 

customer expectations always will require improvement, which will also be costly in long 

term conditions, and can be seen as one of the difficulties in developing an online web shop. 

Also to get all products visible on a mobile screen can be difficult, moreover, it is difficult to 

compare products and overall navigate easily on a small screen. Further Cina explains that the 

payment process is also something that is usually considered as difficult, for example the 

input process on a small screen size, but from the business perspective Eton has good and 

professional cooperation with the bank and third part company Klarna that has been working 

perfectly. 

 

Have the requirements of users affected your mobile solution? 

In such case how much and in what way? 

 

Eton is using programs to measure the statistics from their web shop, and it has been seen an 

increase from mobiles and especially tablets. Cina, the store manager of Eton Store in Lund, 

explains that they have not received any specific "requirements" from users, nor had any 

problems or complaints occurred. Payment has always worked without complications. 
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However, they had a problem they have recently solved, where orders from iPads / tablets 

were not added into the system correctly. Cina said that they had to fix that problem right 

away because the increase of orders coming from tablets. 

What difficulties do you see in m-commerce in the future? 

Besides already mentioned difficulties with m-commerce Cina mentions that there will be 

new devices and browsers that are new settings which their current web shop must be tested 

and conform. Testing and launch will thus also be much more expensive.  

What opportunities do you see in the mobile e-commerce in the future? 

Cina said that Eton will constantly improve and upgrade their web shop (both on computers 

and mobile devices) since they believe that e-commerce and m-commerce will lead to more 

and more opportunities, such as to reach out to customers. Currently Eton AB has not 

developed different web shops for different countries. There is only one web shop in Swedish, 

although they also cover the United States, United Kingdom, Finland, Belgium, Netherlands, 

Norway, Denmark, Germany and the European Union (EU) and they are working constantly 

to be transported to other countries and expand their markets.  

 

4.2 Interview with The Swedish Web Shop 

The interview was conducted with one of the person who started up the company. His main 

responsibility lies in contact and marketing. 

How has “The Swedish web shop” adapted to m-commerce? 

At the moment the company has a responsive web-design, as this was the easiest way for 

them at the start. At the moment they do not have such high traffic on their web site, therefore 

they did not see a need for adapting to a separate web site for mobiles. For the nearest future 

the Swedish web shop do not have any plans to develop a mobile application. Mainly because 

they think their website works very good, and to develop an application has high costs. 

 

The Swedish web shop is also using mobile and tablet platforms for marketing, as they are 

active on many social media sites, for example Facebook and Instagram. 

Why did “The Swedish web shop” choose to adapt to m-commerce? 

The Swedish web shop believes that adapting to m-commerce is very important for them, 

especially to have adapted it from the start. This is because they wanted to reach as many 

possible customers as possible, which is more important for start-up companies. They are also 

active on Instagram which is most often accessed through the phone, and it was therefore 

important to be able to offer an adapted website for people to access if they would like to 

know more about the company. 
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What difficulties are there when developing and adapt to m-commerce? 

The startup always presents some difficulties according to the company. But they have used a 

simple way to adapt to m-commerce, so they did not have to hire someone our outsource 

anything. They have so far been able to use their own expertise. 

Are you planning to develop a mobile application? 

At the moment it is mainly the costs of developing a mobile application. Also because they 

are a relatively new company the website will offer their customers all they need and they 

cannot see the advantages at this time to develop a mobile application. 

Have the users’ demands and expectations influenced your adaption to m-commerce? 

Very much since more and more people use the mobile phone or tablet to browse or shop 

online. They also wanted to be able to reach the customers in all platforms and to enable the 

customers to reach them, no matter where they are. 

What difficulties do you see in the future with m-commerce? 

The company sees that the competition will be much more intense in the future, and more and 

more companies will have to adapt to m-commerce to survive. There will be more demand 

from the customers to be able to always reach the company and they will demand more 

secure, easier and reliable solutions in the future. 

What possibilities do you see in the future with m-commerce? 

The mobile-commerce is on the rise the company says. By being able to reach their customers 

wherever they are, and show themselves through different platforms are huge benefits they 

say. In the future they see that more people will start to use mobiles to shop from, which will 

in its turn increase the profit and advantages from having adapted to m-commerce. 

Are you currently using any measure tools to measure if the traffic on your website 

comes from computers or mobile phones?  

The company has different measure tools to gather information about the traffic to their 

website, and they do measure if the customers access the website from the mobile phone or 

computer. There are some who at the moment use the phones to purchase from the web shop 

but mainly the customer uses the computer. 

Have m-commerce given you any competitive advantages? 

The company thinks it is hard to say, but they definitely got a big advantage from utilizing 

mobile phones to reach their customers. They use Instagram a lot, and they have seen a clear 

rise in followers. The result of this may be that more people browse their website from their 

phone, which makes it important to have a mobile adapted website. Although they do not 

think people at the moment shop on their website from the phones but they see that it may 

increase and be more important in the future 
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4.3 Questionnaire Data 

The questionnaire consists of 8 questions. The first question concerns the participants' basic 

information. Question 2-7 consists of questions which the participant may either rank or 

choose different methods they use when it comes to online purchases, mobile purchasing and 

specifically when it comes to buying clothes. On the last question, the participant ranks 

different attributes that are important for a mobile web shop. The ranking comprises the 

scores 1 to 5 where 5 represents the most important and 1 being least important. 

4.3.1 Respondents segmentation (Question 1) 

 

Figure 4.1 Respondents segmentation 

Most respondents we reached out to in this survey have been adolescents and young adults. In 

Figure 4.1 it shows that the number of men who participated in this survey reaches up to 

37.5%, of which women are a little more and takes up 62.5%. Since all participants were 

relatively young with an average age of 23.6 years, the majority with 72.5% of the 

participants are students. 
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4.3.2 Methods, frequency and trust regarding online purchasing (Question 2-7) 

Figure 4.2 shows what method the participants 

mainly use to visit a company's website. The 

computer is clearly the most used method that 

87.5% of participants selected. However, there 

is even a small amount of participants using 

their phone or their tablet as the primary tool to 

visit a company's website. Mobile devices may 

be practical to use when you are not home or 

when you are already in the stores and want to 

search a product, inventory status etc. 

In the survey, participants were responding to 

the ways in which they use to buy clothes by 

rank order of "Physical store", "Computer" and 

"Mobile". The results presented in Figure 4.3 

shows four different order combinations of the 

three methods. 31 respondents which represents 

the majority of participants responded to the 

order of the combination Physical store - Computers - Mobile, where physical store is the 

method mainly used to buy clothes, then computer and finally mobile. 6 respondents 

responded to the combination Computer - Physical store - Mobile, two respondents replied the 

order Computer - Mobile - Physical store, and only one respondent answered the order 

Physical store - Mobile - Computer. 

 
Figure 4.3 Method mostly used when buying clothes 

The survey continues with two questions where the participant where asked how often they 

buy something with their mobile, such as clothes, electronics, tickets, etc., and how often they 

buy only clothes through mobile. Both questions have 4 options: "Once or twice a week", 

"Once or twice every month", "Once or twice every six month" and "Less than once a year". 

Figure 4.4 presents the results of how often the participants in the study are using mobile to 

buy something. Nearly half of the respondents buy things with their mobile only once or twice 

in 6 months, and a total of 13 people almost never buy anything with their mobile. Purchasing 

using the mobile once or twice every month does not seem that unusual since the results 
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shows that 25% (9 respondents) answered that. Only one respondent purchased via the mobile 

as often as once or twice a week.  

 
Figure 4.4 How often do you use your mobile to buy something 

Figure 4.5 shows how often the participants in the study buy clothes using the mobile. On this 

questions it appears clear results when as many as 75% of the participants answered that they 

buy clothes from their mobile less than once a years. One can also conclude that these 

respondents do not buy clothes at all via the mobile phone, since it earlier in Figure 4.3 

already is shown that as many as 37 of the 40 participants selected the mobile as the last tool 

they would use to buy clothes with. In Figure 4.5 it is further shown that 7 people buying 

clothes from the mobile once or twice every six month and respectively 3 respondents 

answered once or twice every month. None of the participants answered that they buy clothes 

using their mobile as often as once or twice every week. 

 
Figure 4.5 How often do you use your mobile to buy clothes? 
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When the participants of the questionnaire where asked about 

if they had ever abstained or delayed their purchase on the 

mobile phone because the website wasn’t working as it 

should, the results shows in Figure 4.6 that the participants 

both has and has not been through that situation. 45% of the 

respondents answered “No” and 55% answered “Yes”. Same 

as in previous figure, we can here assume than of those who 

answered “No” it is possible that a large part of the 

respondents doesn’t buy at all using mobile phone and 

therefore answered no to this question. 

 

 
Figure 4.7 How much do you trust purchasing on your phone? 

In the survey the respondents were also asked how much they trust purchasing online on the 

mobile phone. Results in Figure 4.7 shows that the majority (90%) either answered that they 

trust it somewhat or that they trust is completely. 7.5% answered that they do not trust it and 

2,5% answered that it doesn’t matter. 

4.3.3 Important attributes regarding m-commerce web shop (Question 8) 

Questions 8 consist of 8 attributes of a mobile website, shown in Figure 4.8, that the 

respondents were asked to rank the importance of. The ranking comprises the number from 1 

to 5, 5 represents the most important and 1 being least important. 
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Figure 4.8 Participants ranking importance regarding attributes importance 

The results in Figure 4.8 shows that "The ease of use" is the attribute that has received the 

most 5es, which means it is most important. Adding the 5es and 4es together shows that both 

"Website adjust to the screen size" and "The ease of use" are the two most important attributes 

related to mobile web pages with 34 rankings each. Another strong result showing big 

difference from this table is that the attribute "Company's app" is considered the least 

important, with 9 respondents ranking it with while the respite 7 attributes received between 

0-2 rankings of 1. "Review the Product and read reviews' is another attribute that has become 

a low ranked (14 rankings of 2) of the participants, and is not considered that important. 

 
Figure 4.9 Mean and Standard Deviation (S.D) of ranked importance 
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Figure 4.9 illustrates the average ranking of each attribute and the grey area shows the 

standard deviation. In this diagram one can see that the attribute “Variety of payment 

methods” has the highest average ranking with 4.38 following by “Specific mobile website” 

with average ranking of 4.33. According to the standard deviation it shows that those two 

attributes also has the most united rankings with the two lowest standard deviations 0.79 and 

0.94.  
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5 Analysis 

______________________________________________________________________________ 

 

This chapter analyses the collected theoretical and empirical material. The following chapter 

will provide the basis for the discussion where the research sub questions are being 

answered. 
______________________________________________________________________________ 

 

From the theory collected and through the survey and interviews conducted in this thesis we 

have several things to contemplate. The interest to adapt to m-commerce seems to be high. 

The companies interviewed see that they have got big advantages by adapting to m-

commerce, as it enables them to reach out to their customers in a lot of different ways. The 

Swedish web shop and Eton sees a future in m-commerce and will continue to develop their 

m-commerce and adaption to it. They can see that the competition will be more intense and 

then it is requirement to have utilized m-commerce in their business. 

 

Although there is a willingness to adapt as seen through the interviews there still are some 

difficulties concerning adapting to m-commerce that are important to consider. M-commerce 

requires technical expertise that may not be present at the company, for example for 

developing mobile applications (Niranjanamurthy et al. 2013, Javid 2010). We can also 

conclude that a big difficulty for companies wanting to adapt to m-commerce, as well as a 

disadvantage, may be the limitations of the mobile phone. These limitations, to name a few, 

extend to (Niranjanamurthy et al. 2013, Javid 2010): 

 Small screen size 

 Limited bandwidth 

 Difficult input method 

 Medium internet speed depending on connection 

These limitations are something the company only very limited can affect. This may be a 

deferent to adapt to m-commerce. Another very important difficulty concerning the 

limitations with mobile phones is the payment options. This as the company has few options 

of having control of the payments and often has to outsource it. This may be done in 

cooperation with, for example, the telephone company or a bank. (Flood, West & Wheadon, 

2010). It is important to consider the limitation of the smartphone and how to adapt to them 

when considering implementing a m-commerce solution. 

 

Apart from the limitations with may prove difficulties another important thing to consider are 

the risks m-commerce brings, which may prove even more difficult. This may be concerning 

the security and privacy. Concerning the privacy this is how the company handles all the extra 

information that they may receive from customers and be sure to uphold the integrity and 

confidentiality of these customers. In the questionnaire done in this thesis most respondents 

trust m-commerce somewhat, but very few trust it completely. There is a small distrust in m-

commerce. It is an important task when adapting to m-commerce to make the customers feel 

safe (Yazdanifard & Elkhabir, 2011).  Security is an important concern in all areas but 

especially in m-commerce because of the technology. Mobile, as well as the computer, is 

targeted with theft, viruses and malware. Although, it is much easier to lose a mobile phone 

then for example your computer.  
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Another difficulty for both the customers and the company are the liability, as it may be hard 

to find who is responsible if something goes wrong. Often there are complex transaction 

chains when concerning m-commerce. The payment process may be extra confusing as there 

are more processes to go through when buying something. This because of the limitations 

with mobile phones as explained before. When buying something the customer may have to 

go through first the service provider, which may be for example apple, then the supplier 

which may be the company they want to buy from and lastly the vendor that process the 

payment, for example the telephone company or the bank. These not only add to the 

confusion but prove it hard to find who is responsible if something goes wrong 

(Kisieloweska-Lipman 2009). For example if a child buys products from the phone without 

the parents’ consent. Should they contact apple, the company selling the product or the 

telephone company for refunds? 

 

From above discussion it is apparent that there are many difficulties when adapting to m-

commerce, which the companies has to consider. Both with the limitations of m-commerce as 

well as the added risks it brings. 

 

Another issue to consider concerning adaption to m-commerce may be that it is difficult for 

web shops to overcome physical stores in the apparel industry. From the study, it appears 

generally that the purchasing habits via mobile phone are still quite low, although according 

to statistics it has increased in recent years. By comparing with previous researches and 

statistics an increasing in the use of mobile phones is clearly stated, since in our study 10% 

indicate that they mainly use mobile phones when they visit a company's website. However, 

when it comes to apparel industry, customers still choose the physical store in the first place 

to buy. Both the web shops generally and the mobile web shops are having a hard time 

competing against the physical stores in this industry. Many of those who visit the web shops 

via mobile phone or other mobile devices have been shown to do this to only to search for 

information about a product and then try and / or purchase it in a physical store. 

 

In addition, m-commerce has not really been large in Sweden despite development. In terms 

of the frequency of the users choosing to purchase through the mobile phone, it mostly shows 

that the mobile purchasing is not a prevalent practice yet. Nearly half of the study participants 

tend to barely shop via the mobile phone. This indicates that despite the great development 

and interest in m-commerce, few of this age group (young students) actual shop with the 

mobile phone. The reason for this may be suggested that both the dealers but also payment 

companies and banks do not cooperate sufficient to get a boost in m-commerce in the Swedish 

market. It can be worth analyzing as more than half of the participants specify that they have 

cancelled a purchase via the mobile phone because of the website did not work as it should. 

Problems that may have occurred in such situation are plentiful, but since it is know that the 

payment process often gives to complications, it could be considered critical. 

 

When finding factors that is important to consider when adapting to m-commerce it is 

interesting to view how the companies interviewed have adapted to m-commerce. This as by 

looking at the adaption and reason of adaption a analysis can be made of what the companies 

view as an important factor to consider when adapting to m-commerce themselves. Eton has 

chosen to adapt to m-commerce by developing a responsive web design for their web shop. 

The web shop therefore adapts to the screen size of any devices, and there is no need to 

develop an individual design for each device, which also is the reason why this solution has 

been chosen. The major reason for Eton to adapt m-commerce is because they through 

measuring tools and the amount of online orders have found a large increase in traffic from 
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the mobile devices, especially tablets. The Swedish web shop, as a relatively new company 

saw the importance of adapting early to m-commerce to be able to reach as many possible 

customers as possible through different platforms. They have utilized m-commerce mainly 

through marketing and to be able to keep contact with their customers and inform them about 

new things and new products. They are very active in social media as they see it as a great 

way to keep the relationship to their customers strong and this includes being able to reach 

people on their mobile phones. The company has a responsive web design allowing people to 

shop their products from mobile phones. Though as a new company they have not developed 

a separate mobile web site as this often are not necessary if you do not have high traffic to 

your web site and their website are working great both from the computer as from a mobile 

phone. Their resources at this time do not allow them to develop a mobile application, as the 

benefits at this time do not measure up to the cost.  

 

Furthermore it can be important to look at the user’s expectations and habits to understand 

why some factors may be important to consider when adapting to m-commerce. According to 

our study, 75% of the participants purchased clothes through the mobile phone less than once 

every year. However, E-barometern (2013) insist that as many as one of two women has 

bought clothes on the Internet (E-Barometern 2013). When it comes to general online 

purchasing, we see both through statistics and also from our own study that the computer is 

still the dominant tool, where 87.5% of participants responded that they mainly use the 

computer when they visit a company's website. However, comparatively from buying clothes 

in physical stores, this is still the most common way to shop clothes. 31 out of 40 participants 

in our study usually purchase clothing through physical store, then from computers and least 

with the mobile phone. Users intend to see, touch and to try on the clothes or other apparel 

before purchasing, and the buying process as well as buying experience is hard to be as good 

on the phone or computer as it is in the physical store. 

 

Web shop's layout and the ease of use is furthermore expected from users and rather 

considered as a difficulty for companies because of the much smaller screen size and extent of 

space compared to the web shop on the computer. Further, it is concluded that clear 

information and pictures of the product are considered as one of the most important factors 

concerning a web shop and also variety of payment methods are preferred since users 

probably has accustomed to, or the capability to use a certain type of payment method. It has 

also been shown that some users prefer to shop or pay via an application, which can be seen 

as a requirement for the companies. An application facilitates the entire purchase process, 

which includes the payment process as well. Many companies, however including Eton and 

the Swedish web shop has not chosen to affiliate themselves with a mobile application 

because of lack of resource and high costs. 

 

In the online questionnaire done in this thesis, it can be seen from the answers that the 

expectations are high on companies’ adaption to m-commerce. When respondents ranked 

attributes when using a website from the mobile phone, almost every attribute was ranked as 

highly important for the respondents. This shows that the expectations are very high, and 

mediocrity or unwillingness to listen to the expectations will not be accepted. The can be 

shown as more than half of the respondents has delayed or abstained a purchase because the 

companies solutions did not work well with their phone. This results in that the companies 

may actually lose customers in the future if they do not start to adapt to m-commerce. This 

shows that it is important to create a high usability for the users, and when creating an m-

commerce solution to put extra focus on the learnability, efficiency, effectiveness and 

satisfaction features of the system (Seffah and Metzker, 2009).  
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Through the surveys used in this thesis we have seen a clear increase the last five years in m-

commerce.  There are no indicators that there will be a decrease in the use of m-commerce by 

the users, therefor it should be safe to say that the m-commerce will continue to increase the 

coming years.  With that in mind we can see that the value of this research will remain. Both 

of the companies we interviewed has said that they possibilities in the future with m-

commerce, and will continue to adapt and develop their business to it. Both companies also 

see that they have gotten business related advantages by adapting to m-commerce. This shows 

the concern that the companies have to adapt and that they see it as a future business they 

want to invest in. With this in mind there is a future for m-commerce as long as the businesses 

are willing to adapt to it, which it seems they are.  

 

The businesses willingness to adapt may change depending on the habits and expectations 

from the customers. If the users stop using their phones to shop online, because of, for 

example, a technological breakthrough which enables new ways to shop, and the companies 

will as a result stop adapting to m-commerce. This may also happen as a result from new 

legislations or safety concerns. Legislations could be concerning the way businesses may 

accept or store transactions and payments from customers because of identification and 

integrity concerns, although we have not focused on that in this research. Security could be an 

issue if the mobile itself deem unsafe and especially liable concerning viruses and malware. In 

the near future we cannot see any leaning towards any bigger change in the m-commerce 

environment, and because of this we can see an increase in the near future for m-commerce.  
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6 Discussion 

______________________________________________________________________________ 

 

This chapter discusses and answers to the research sub questions. 
______________________________________________________________________________ 

 

6.1 What are the different solutions that exist today for companies 

when adapting to m-commerce? 

Responsive web design is what both Eton AB and the Swedish Web Shop have chosen to 

adapt to. Using this design, the website is automatically redesigned to fit the screen size of the 

device, and suits for mobile phones as well as different sizes of tablets. Depending on how big 

the screen is the website reshapes and resizes to fit that screen size. This means that the 

website is specifically designed in different ways for every screen size. This offers the 

benefits such as the users do not need to access a separate website for smart phones and it 

makes the experience consistent across all devices such as computer, tablets or smart phones 

(Coremedia 2013).  

 

Besides responsive web design as mentioned in chapter 3, there are several other options to 

adapt to m-commerce, including native mobile applications which is a program you download 

from a company and install on your smart phone, and in-browser web application which is 

contrary to responsive web design a separate webpage suited for the smart phone. Native 

mobile applications can use different functions of the smart phone such as microphone and 

camera as well as have access to the smart phone file systems and can therefore download 

things to the smart phone. This allows for the application to offer a better and more 

customized experience to the user as they are more integrated with the smart phone. 

Unfortunately, native mobile applications have high development costs (Kim 2013). With in-

browser web application the customers are redirected to a separate website when they try to 

access the normal webpage with a mobile, often a copy of the main site but it is a different 

design that is more suited the specified device. The benefits are that the company do not need 

any more knowledge that what it takes to make the main site as well as it is fast and cheap 

way to get a working mobile site up quick (Kim 2013). The two companies interviewed in the 

study Eton and the Swedish web shop has both not developed a native mobile application yet, 

even though in the literature it is seen as demanded from the users. The reason for this is 

agreed between the two businesses and is due to the high costs, and also because they hasn’t 

noticed the necessity or the customer's demand for an application. Both companies explain 

that with a responsive web design it gives advantage and meets the user expectations since it 

gives enough flexibility regarding the graphic design, interaction design and information 

design. The graphic design can be showed in the best way suited for the smart phone screen, 

the information can be designed in a better layout and navigation, and the input method can be 

more suitable for smart phone inputs. 

 

Payment Methods that Eton AB offers on their website both on mobile devices and computers 

(since it's the same design and code) are Online Payment with DIBS payment systems, Klarna 

invoice and Klarna part payment. This is a relatively low cost and easy solution, and it also 

appears to be accepted by their customers. The Swedish Web shop offers payment with 

Paypal (a third part payment company) and credit card payment. To offer payment through 



 

 40 

third part payment companies such as Paypal is decent since many customers may have built 

up trust to those payment methods and are more willing to use such channels to pay. 

However, it is seen in the literature that customers has demand on native mobile applications 

for better interaction design while purchasing online. A solution to this is developing an own 

native web application, which remembers the user information inputted as well as the credit 

card information on another occasion (for example on a computer). By this, the whole 

purchasing and payment process simplifies since the customer does not need to enter same 

information twice, and later purchases will presumable consist only of two steps; choosing 

products and then check out by clicking “buy”. If a company chooses not to develop an own 

application they can also choose to cooperate with a third-party payment provider application 

for smart phones and offer this as an option to the user when paying with a smart phone. 

Examples of such third-party payment providers for smartphones are mentioned in Session 

3.7, for example, Google Wallet and Apple's Passbook. According to the interview with Eton 

AB, they do not cooperate with any third-party payment provider that focuses on smart phone 

purchases, which could advantage them to meet the customer expectations concerning the 

payment process on a smart phone.  

 

6.2 RQ2 How does the users expectations and habits look like 

concerning m-commerce today? 

There is a huge evolving market for e-commerce today, a market m-commerce benefit from. 

12% of the Swedish population shopped with their smart phone during 2013 (E-barometern 

2013). As almost every person in Sweden owns a smart phone companies can see the entire 

population as a possible target segment to use to reach new customer and keep contact with 

their current customers (Findahl 2013). It is important today with the increasing competition 

to continue evolving and staying ahead. User demand is one of the most critical reasons for 

the development of m-commerce (Chang, Williams & Hulburt 2014). This aspect of issue is 

very interesting since both based on theory and our study, it reveals similarities as well as 

differences about considering customer’s demand and user expectation on m-commerce. 

In the beginning, customers were uncertain about m-commerce since it was a new 

phenomenon (Vossen & Hagemann). They showed uncertainty on the payment process or if 

the purchased product would be delivered or not (Laudon & Traver 2011). Nowadays, the 

delivery is not considered as an actual issue anymore because of the numerous professional 

shipping methods in the current market. However, it has been shown that the payment process 

is still uncertain for the users. It is perceived as complicated and time consuming when 

purchasing from the smart phone (Carlson 2013). In our study, in which participants had to 

rate the importance of various attributes considering a m-commerce website, it turned out that 

the variety of payment methods received an average ranking on the 3.58 out of 5, with 5 being 

the most important. It is expected that the user prefers different payment methods, as it gives 

them the opportunity to choose the method they feel more comfortable with, or is felt more 

efficient, and contributes flexibility for the user in the payment process. 

 

Sweden has both the technology accessible for almost everyone in the country, as well as the 

demand for shopping online (DIBS 2013). This shows the importance of always giving the 

customers the possibility to get into contact and reach you wherever they are. Today people 

want to be able to shop and reach their target companies even if they are on the bus or train 

and not home or in the shop. In the report by DIBS (2013) when asked why they chose to 

shop from their mobile or tablet, 20 % said they shopped from an app, and 33% because they 

were on the train or bus. This indicates that users have a demand on functional m-commerce 
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solutions since there is a demand in shopping while the user is on the train/bus. To meet the 

expectations on a functional m-commerce website requires adaptation to; graphic design to 

give a convenient and appropriate exposition of the products and website layout, interaction 

design to streamline the information input process and information design to show the most 

important information in a comprehensible way. Not enabling the customers to reach the 

company would limit and be a disadvantage for the company. By developing mobile 

applications and adapting to m-commerce solutions, so that the customer can shop on their 

mobile phone, is a great benefit, which allows the company to reach more customers on a 

daily basis. Not only will m-commerce benefit the company by allowing the customers to 

always reach them, but maybe more importantly it will benefit the companies by always being 

able to reach the companies. This can be done by direct and more personalized marketing, 

allowing them to send offers and deals and information directly to their customers. Also by 

developing applications, which will work like a digital store, allows the customers to enter the 

store and allows the company to directly communicate with the customers.  

 

Comparing E-barometern’s (2013) statistics with our own study, in concern of what is most 

important during an online purchase from a smart phone the both studies revealed different 

results. In E-barometern’s (2013) study the participants chose "Good and clear information 

and pictures of goods", "That it's free returner" and "That return management works 

smoothly" as the three most important. In our study "Variety of payment methods", "Website 

adjusts to screen size", and "Pictures and videos of the product" were rated as the top three 

most important. The common appearances in these two results are that the product 

information and pictures were ranked in top three most important, which remains on the 

information design and graphic design. However, as our study focused on more technical and 

design-related attributes, while E-barometern (2013) involved the most kind of experiences 

from the user perspective, the two studies can not be analyzed in with the same conditions. In 

our study we moreover asked the participant to rank the importance from 1-5, while E-

barometern (2013) allowed the participants to choose three of the different attributes, which 

also affects the analysis and comparisons between the studies on this question. Web shop's 

layout and the ease of use is furthermore demanded from users and rather considered as a 

difficulty for companies because of the much smaller screen size and extent of space 

compared to the web shop on the computer. Further, it is concluded that clear information and 

pictures of the product are considered as one of the most important factors concerning a web 

shop as well as variety of payment methods as discussed in previous session. 

 

According to analysis from our own study it is found that purchases via smart phones do not 

seem that common, especially when purchasing clothes it is less common. From figure 5.2.3 

in chapter 5, it is seen that many of the participants perhaps never purchase at all via the smart 

phone. E-barometern’s (2013) study insists that 12% of Sweden's population purchased 

through a smart phone in 2013. However, according to our study, it is seen that although the 

participants shop via the smart phone at some point, these purchases is not frequently made. 

The majority has purchased only 1-2 times every 6 months or less than once per year (which 

can also be interpreted as never purchasing at all) through the smart phone. When it comes to 

apparel purchases it is even rare. According to our study, 75% of the participants purchased 

clothes through the mobile phone less than once every year. However, E-barometern (2013) 

insist that as many as one of two women has bought clothes on the Internet (E-Barometern 

2013). When it comes to general online purchasing, we see both through statistics and also 

from our own study that the computer is still the dominant tool, where 87.5% of participants 

responded that they mainly use the computer when they visit a company's website. However, 

comparatively from buying clothes in physical stores, this is still the most common way to 
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shop clothes. 31 out of 40 participants in our study usually purchase clothing through physical 

store, then from computers and at least with the mobile phone. Users intend to see, touch and 

to try on the clothes or other apparel before purchasing, and the buying process as well as 

buying experience is hard to be as good online as it is in the physical store. 

 

There are also the importance of meeting the customers’ demands, and keeping the customers 

happy, which would result in a clear benefit of more loyal customers. Shown by the 

questionnaire done in this thesis 55% has abstained or delayed a purchase as a result from a 

website not working correctly on their phone. Some of these customers would probably turn 

to a competitor instead. Also shown by the questionnaire when asked about importance of 

attributes regarding m-commerce, it was shown that websites that was adjusted to the screen 

size, separate mobile web sites and ease of use was highly important for the respondents. A 

company not living up to the expectations of their customers may sooner or later lose them. In 

short, the biggest benefit from having m-commerce may be avoiding the disadvantages from 

not having one. 
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7 Conclusion 

______________________________________________________________________________ 

 

This last chapter of the thesis presents the conclusions drawn by the study, although the main 

research question is answered. 
______________________________________________________________________________ 

 

7.1 What are the design factors to consider for the apparel industry 

today when adapting to m-commerce? 

An effective user-friendly design plays central role in the success of m-commerce. The user 

interface should not be poorer because of the increased functionality, and vice versa. It is 

therefore important when designing m-commerce to keep the functions as well as keeping a 

user-friendly interface and usability. It is possible to design good interfaces in which different 

system features can be controlled effectively that can provide useful and quick response. 

However, while conducting our research, some factors that require improvement in order to 

enhance the usability of m-commerce design are concluded. 

 

 User habits influence on m-commerce design 

As a thumb rule for user-centered design, the user and user issues should be put in center in 

the design process. Total system functions should be designed to meet user requirements, user 

learning and efficient user access. Since, user is the ultimate “User” of the service, therefore 

easy to understand syntax and “user language” should be used in the system.  

 

 Adapt even if the smart phone traffic and orders are low 

In our own study it has been shown that people buy clothes most of the physical stores, and 

75% said they bought clothes via mobile once or less a year, which means it is a very unusual 

habit. Although it is unusual to buy clothes often via smart phone, clothing is still a major 

industry in this market. According DIBS (2013), 27% of mobile purchases was clothes, and 

books was 19% in 2013. Why it is important to have a web shop even though there is a low 

traffic or orders coming from smartphones is that it is learned that 13% of the users accesses 

the web shop from smartphones to search product information before shopping in a physical 

store (DIBS 2013). And according to the e-barometern (2013) is 24% does the opposite to try 

out and checking a product in a physical store before it is purchased online. 

 

 Good and trustworthy user interface 

The positive effects of having an accessible website may not always be clear. One of major 

principal of interface design is to enrich the “user experience”, so the ultimate user must see 

the system as useful and functional. If a system is useful and functional, it could result as 

“customer revisits”. Therefore all major hindrances need to address and system should be 

error free. According to our own online self-completion questionnaire 55% said that they had 

cancelled or delayed a purchase because the website was not working correctly on their 

phone. This indicates that companies without a good adaption to m-commerce and with 

working technical solutions could lose customers. It is important therefore to be able to reach 

customers on all devices and have good integrated systems, both in store, online and on the 

mobile phone. 
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 Different options for the user 
Users buy in different ways, according to the DIBS (2014) users uses different types of 

smartphones with different operating systems. Users also have different purchasing habits, 

some uses the website and some prefer applications and this may also depend on what product 

or service is purchased. This means for example for Android and IOS there is a need to 

developed mobile applications if the company chooses to develop applications. It would also 

be preferable to have both kind of solutions to meet all of the users, and so the user can 

choose what kind of access they like the best. 

 

 The ease of use 
The ease of use was top three most important in our study. It can be interpreted broadly and 

includes interaction, information and graphic design. To web shop adapted to the screen size 

was also something that the participants considered as one of the most important force a 

mobile web shop. Something that Eton mentioned in the interview is that when new devices 

and browsers come out with time, it is important to test and confirm the current web shop so 

that it works flawlessly with those. The best way to deal such problems are to test system 

frequently, ideally usability testing should be conducted to enhance user friendliness. 

Usability testing is an emerging concept that ensures the high standard of system usability, 

since traditional system testing approaches such as unit testing, integration testing, user 

acceptance testing and automated testing does not cover the scope of usability.  

 

 The visibility of products and the information 
The visibility of the product on a mobile web shop is very important and can be difficult. In 

the interview with Eton they indicates that it is often difficult to get all products visible on an 

smartphone screen and it is also difficult to let the user compare products on such a small 

screen size. Likely to our study where clear product description and pictures of the product 

were highly ranked as important for a mobile web shop, from the e-barometern report (2013) 

25% believe that good and clear information and pictures of the products is the top three most 

important when buying clothes online. However, this could be a challenge when designing the 

mobile web shop.  

 

 Usability  

We have concluded that it is highly important to consider usability when adapting to m-

commerce. This can be seen from expectation and habits from the users. We have divided 

usability into four components according to Seffah and Metzker (2009). These components 

could be used to measure e-commerce usability but what is important to notice is that the 

difference lies in that how you adapt to the usability is different if you create an e-commerce 

solution or an m-commerce solution. It is not a good idea to transfer a working e-commerce 

solution directly to an m-commerce solution. This as the goals and expectations of the users 

are different. 

 

 Learnability 

When creating a mobile website or solution for your company it is vital that the users will be 

able to use the system. While the learnability may change depending on the extensiveness of 

the system it should be made to make it simple for the users to start using it. With too high 

learning curve the incitement to use the solution may be lost. For example if a user access a 

company´s website and want to buy something but it is too hard to understand how to do so 

they will leave. Therefore one factor to consider when adapting to m-commerce should be to 

increase the learnability of your system. 
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 Efficiency 

Efficiency as the rest of the usability components are important as if the users has to spend too 

much time and energy to complete their task they may abort. This is concluded from our 

survey where the respondents were asked if they interrupted a purchase because the website 

was not working correctly on their phone. They could probably still finish the purchase but it 

was too much effort since the efficiency of the website was too low on their smartphone. The 

smartphone has limitations with a small screen size, which makes it vital to focus on the 

efficiency towards the use of smart phones.  

 

 Effectiveness 

While efficiency concerns the easiness to complete the task, effectiveness concerns the speed 

and to which degree the user successfully completes their task. This can include, but are not 

limited to minimizing the number of steps it takes for the user from browsing to checkout, 

making it easy to navigate the website and auto fill information the user already given. As 

seen in the study, the respondents rank ease of use very high. This is more vital for 

smartphones because of the limitations it has, such as difficult input method. Longer and 

harder tasks may feel as too much effort for the user on a small device as the phone. 

 

 Satisfaction 

Satisfaction is critical since if not an m-commerce system appeals to the users they feel less 

inclined to use it. Satisfaction is subjective as it will be different depending on who is being 

asked. Therefore it is important to know what the segment and key group of users are so that 

form a mobile solution can provide a pleasant and good experience. There is also an 

importance to focus on the satisfaction towards the use of smartphones. A good experience on 

a computer is not directly transferable to the phone. 

 

 Payment 

There are a number of payment options to consider when adapting to m-commerce, such as 

having a telephone company, credit card or bank based solution. This in addition to the 

different transaction solution SMS, NFC, application or mobile wallet based payment 

solutions may be adopt. The solutions all have different benefits not further investigated in the 

study, but still there is an important to consider when adapting to m-commerce. The payment 

solutions a company may have had in their e-commerce solution might not work with their m-

commerce solution. Therefore a part interested in adapting to m-commerce should see through 

what options there are and the benefits of them towards themselves and towards their users.  

 

 Liability 

Kisieloweska-Lipman (2009) mentioned that m-commerce may lead to complex transactions 

chains for the users which will result in a lot of confusion which in its turn may look bad upon 

the solution provider. This is related to the payment options chosen. Thereof when adapting to 

m-commerce it is important to consider what parts are your responsibility as well as making it 

easy for the users to understand whom to turn to if they have questions or complaints. 

 

 Privacy and Security 

M-commerce brings new challenges and threats concerning privacy and security. These are, 

but not limited to the increased threats with the increased usage of smart phones compared to 

for example computers. 99% of the Swedish population owns a phone, where most often 

brings it everywhere they go. This increased the risk for example identity theft by losing their 

phone or hackers access information through public WiFi:s. Because of this it is vital to 
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consider how to defend your m-commerce solution towards the increased security threats the 

users may face as well as making the users trusting the web shop enough to use it.  

 

7.2 Recommendation for future research 

Mobile commerce is a wide and fast growing field of study. While this research has focused 

on mobile commerce from smart phones there are other relative areas of mobile commerce 

that require attention. Mobile commerce, smartphones and the technology related to it are 

changing rapidly, and new areas for research are opening up frequently. Therefore there will 

be a constant need for improvement on the research concerning mobile commerce, both from 

a technical perspective, as well as from a user perspective. We would recommend further 

research to include a more in depth focus on the user habits concerning payment and 

transactions. The user habits in mobile commerce are widely different between different 

demographical segments in the population. A study could thereof be conducted through case 

studies or surveys on different population segments. We believe while usability in mobile 

commerce are often a “must have” today it has a lot of potential for further research, 

especially when considering some components in usability will have to be different depending 

on what population segments you want to reach. 
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10 Appendix 

_____________________________________________________________________________ 

 

The following appendices are interview guide and questionnaire items we have used out in the 

study. 
_____________________________________________________________________________ 

 

10.1  Interview guide  

 

 What is your role in the company? 

 

 How have you adapted to m-commerce? 

 

 Why did you choose to adapt to m-commerce? 

 

 What difficulties are there when developing and adapt to m-commerce? 

 

 Are you planning to develop a mobile application? 

 

 Have the users’ demands and expectations influenced your adaption to m-commerce? 

 

 What difficulties do you see in the future with m-commerce? 

 

 What possibilities do you see in the future with m-commerce? 

 

 Are you currently using any measure tools to measure if the traffic on your website comes 

from computers or mobile phones?  

 

 Have m-commerce given you any competitive advantages? 
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10.2  Questionnaire  
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University of Borås is a modern university in the city center. We give courses in business 

administration and informatics, library and information science, fashion and textiles, behavioral 

sciences and teacher education, engineering and health sciences. 

 

In the School of Business and IT (HIT), we have focused on the students' future needs. Therefore we 

have created programs in which employability is a key word. Subject integration and contextualization 

are other important concepts. The department has a closeness, both between students and teachers as 

well as between industry and education. 

 

Our courses in business administration give students the opportunity to learn more about different 

businesses and governments and how governance and organization of these activities take place. They 

may also learn about society development and organizations' adaptation to the outside world. They 

have the opportunity to improve their ability to analyze, develop and control activities, whether they 

want to engage in auditing, management or marketing.  

 

Among our IT courses, there's always something for those who want to design the future of IT-based 

communications, analyze the needs and demands on organizations' information to design their content 

structures, integrating IT and business development, developing their ability to analyze and design 

business processes or focus on programming and development of good use of IT in enterprises and 

organizations. 

 

The research in the school is well recognized and oriented towards professionalism as well as design 

and development. The overall research profile is Business-IT-Services which combine knowledge and 

skills in informatics as well as in business administration. The research is profession-oriented, which is 

reflected in the research, in many cases conducted on action research-based grounds, with businesses 

and government organizations at local, national and international arenas. The research design and 

professional orientation is manifested also in InnovationLab, which is the department's and university's 

unit for research-supporting system development. 
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