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Abstract
The affinity between mobile devices and electronic commerce is strong, and mobile commerce is
a large potential market, as an offshoot of electronic commerce. The margin between electronic
commerce and mobile commerce is becoming gradually thinner. The mobile device is more than
a transaction tool; it plays a central role in the whole of online shopping as a connector between
retailers, online platforms and online shoppers, with a rich experience of noticeable heterogeneity
in online retailing.

The study concentrates on the use of the tablet for online shopping, how it correlates to general
online shopping and how it differs from other mobile devices regarding online shopping. The
study utilised an integration of different research domains (marketing, psychology and a
technological approach). This integration gives a broader perspective and deepens the
understanding of the research topic.

The study adopts a quantitative methodology and utilises survey research, because of the
online specific behaviour of tablet users, with structural equation modelling techniques.

The study contributes theoretically in four parts. First, the study is interdisciplinary and
combines insights from marketing, psychology and information systems literature with an
integrated model of tablet commerce to identify the antecedents of customer loyalty and contribute
to marketing literature. Second, the study is a comparative study and discovers the impact of
security, technology, utilitarian and eminent factors related to customer loyalty to the online
retailer, which is a growing trend in two cultures. Third, the study reveals the mediating role of
trust in explaining the interaction between reputation and loyalty across borders and the mediation
between online shopping experience and reputation, trust, self-efficacy and privacy to predict
customer loyalty to an online retailer in a developed nation. Fourth, the study discovered variation
by gender in tablet commerce, based on the integrated model. The gender divergence is more
significant on one antecedent of loyalty than the others.

Managers should also target online customers with promotional offers based on gender
differences. The study’s managerial implication has been recommended and future research
opportunities have been expanded.

Keywords: behaviour, ease of use, Finland, loyalty, mobile commerce, Nigeria, online
retailer, privacy, reputation, self-efficacy, tablet commerce, trust
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Tiivistelmä
Yhteys mobiililaitteiden ja verkkokaupan välillä on voimakas, ja mobiilikaupankäynti on suuri
potentiaalinen markkina verkkokaupan sivujuonteena. Marginaali verkkokaupan ja mobiilikau-
pankäynnin välillä pienenee koko ajan. Mobiililaite on enemmän kuin vain kaupanteossa käytet-
ty väline; se näyttelee keskeistä roolia verkkokaupankäynnissä ja toimii myyjien, verkkoalusto-
jen ja verkkoasiakkaiden yhdistäjänä, ja verkkokauppojen heterogeenisyydestä on kertynyt run-
saasti kokemusta.

Tutkimuksessa käytetään kvantitatiivista metodologiaa ja hyödynnetään survey-tutkimuksia
sekä rakenneyhtälömalleja tablettitietokoneiden käyttäjien käyttäessä nimenomaan verkkopalve-
luja.

Tutkimus lisää teoreettista tietämystä aihepiiristä. Ensinnäkin väitöstutkimus laajentaa ole-
massa olevaa tietämystä mobiilikaupankäynnistä ja tablettikaupankäynti-ilmiöstä ja selittää uutta
suhdetta, joka vallitsee helppokäyttöisyyden, yksityisyyden, maineen ja omiin kykyihin luotta-
misen sekä väliin tulevien korrelaattien luottamus ja kokemus välillä yhdistelemällä niitä suku-
puoli-moderaattorimuuttujan kanssa ja keskittymällä tablettitietokoneiden verkkokauppaseg-
menttiin, jossa tavaroita ja palveluja ostetaan, joten tutkimus tarjoaa yleisen kehikon verkko-
kauppakuluttajien päätöksenteolle ollen merkittävä panos alan markkinointikirjallisuuteen. Toi-
seksi, tutkimus on tärkeä lisä myös siksi, että se vahvistaa kuvatun kaltaisen integroidun mallin
toimivuuden ja sen sovellukset eri maissa. Kolmanneksi, tutkimus paljastaa luottamuksen välit-
täjän roolin maineen ja lojaliteetin rajat ylittävän vuorovaikutuksen selittäjänä sekä yhdyssiteen
verkkokauppakokemuksen ja maineen, luottamuksen, omiin kykyihin luottamisen ja yksityisyy-
den välillä, kun on tarve ennustaa verkkokauppoja koskevaa asiakasuskollisuutta kehittyneillä
markkinoilla. Neljänneksi, tutkimus edistää ostouskollisuutta käsittelevää kirjallisuutta verrates-
saan tablettikaupankäyntiä koskevia kuluttajahavaintoja niin Suomen kuin Nigerian kansallisilla
markkinoilla. Kahden maan konteksti tarjoaa ainutlaatuisen mahdollisuuden ymmärtää sitä,
kuinka asiakkaat eroavat toisistaan kansalliset rajat ylittävillä markkinoilla käytetyn datan käsit-
täessä kuluttajia epäsuhtaisilla kansalliset rajat ylittävillä markkinoilla, jotka edustavat kehitty-
neitä ja kehittyviä markkinoita sekä väestömäärältään pieniä ja suuria markkinoita ja jotka ovat
lisäksi kulttuurillisesti heterogeenisia.

Tutkimus esittää paranneltua ja räätälöityä päätöksentekoa tukevaa järjestelmää johdon avuk-
si ja asiakkaiden päätöksenteko-ongelmien ratkaisemiseksi. Tutkimuksen liikkeenjohdolliset
johtopäätökset ovat selviä, ja niihin liittyviä tulevaisuuden tutkimusmahdollisuuksia on korostet-
tu.

Asiasanat: helppokäyttöisyys, luottamus, luottamus omiin kykyihin, maine,
mobiilikaupankäynti, Nigeria, ostoskäyttäytyminen, Suomi,
tablettitietokonekaupankäynti, uskollisuus, verkkokaupat, yksityisyys
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1 Introduction  
This chapter introduces the topic and the justification of the research. The 

background to the study is provided with a focus on the role of mobile devices in 

online retailing and the research gap in extant literature identified and presented. 

The next section states the research questions for the study and concludes the first 

chapter with the structure of the study. 

1.1 Justification 

Consumers’ indecision has been a serious problem continuously facing the retailing 

sector (Charan, 2001; Brooks, 2011; Tavana, Di Caprio and Santos-Arteaga, 2017).  
This indecision may result in a customer switching from one online retailer to 

another or shunning a retailer and looking for an alternative market with value-

added products or services. The genesis of this irresolution can be traced to the 

information gap between the retailer and the consumer. The emergence of tablet 

devices is paving the way for two-way communication between retailers and 

consumers. Also, consumers’ decisions depend on prompt marketing persuasion 

through an emerging technology, such as tablet device.  

The emergence of tablet device poses a challenge to the existing electronic 

commerce. Various methods have been proposed to combat the problem of online 

shopper indecision. Perhaps the most popular ones are electronic mail, SMS, MMS, 

QR code and location-sensitive marketing to persuade consumers to buy goods and 

services. There are still gaps, however, in the use of mobile devices, that comes 

with the quadrant features of image, content, voice and video to influence buyers’ 

purchasing decisions. To prevent customer indecision that may affect the sales and 

profit of a retailing business, the adoption, use and continuous use intention of 

tablet devices in the retailing sectors is inevitable. Despite the availability of 

different kinds of mobile services that are tailored towards customer’s patronage 

and re-patronage, it does appear that retailing customers lack appropriate 

persuasion especially in communication, integration and engagement.  

It is imperative for the major players in a retailing sector to ponder the question 

of what happens if customers decide to switch brands. The concept of tablet 

commerce with a focus on emerging market and the developed market is a novel 

research topic in the context of retailing business. Due to the dearth of literature on 

mobile commerce customer loyalty, Lee and Wong (2016), after examining the 

determinants of mobile commerce customer loyalty in Malaysia, discovered gaps 
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in this research stream and proposed that future researchers should focus on 

multiple countries, in contrast to the single country approach of their study, and 

they argued the necessity of the study for assessing differences in global mobile 

technology usage and generalisations. There have been many studies of electronic 

commerce, mobile commerce and social commerce adoption, use and continuous 

use intention focused on a single country, dual countries or multiple countries, as 

well as many comparative studies regarding nation to nation, but studies comparing 

developed and developing countries on tablet commerce are not common 

(Bandyopadhyay, Robicheaux and Hill, 1994; Calantone and Zhao, 2001; Kim and 

Oh, 2002; Cleveland, Laroche and Papadopoulos, 2009; Morgeson, Sharma and 

Hult, 2015) hence the need for this study which compares the tablet commerce 

customer’s behaviour in Finland and in Nigeria. Examining the differences between 

the two countries’ uptake of retailing in extended mobile channels will provide 

better insight into the driving motivations of choosing online shopping devices in 

a developed country where there are rich and diverse innovations versus a 

developing country where there are problems with the soundness of technology 

infrastructures. 

Lee and Wong (2016) discovered the missing role of culture in mobile 

commerce customer loyalty and they suggest that future studies should examine 

more factors that could be responsible for mobile commerce customer loyalty apart 

from efficiency, system availability, fulfilment, satisfaction and commitment. This 

research takes a cue from the study of Lee and Wong (2016) to examine the role of 

mobile devices in a retailing setting. The focus is on the relationship of consumer 

behaviour and consumers’ perception of privacy, trust, reputation, ease of use, 

experience, self-efficacy (exogenous variables) and loyalty (endogenous variable), 

with technology, culture and gender perspectives. 

 The persistent hot issues regarding retailing technology centre on mobile 

devices (Rafaeli et al. 2017; Kumar, Anand and Song, 2017; Fritz, Sohn and 

Seegebarth, 2017; Parviainen, Tihinen, Kääriäinen and Teppola, 2017; Willems, 

Smolders, Brengman, Luyten and Schöning, 2017). Realistically, all wireless 

phones, tablets and phablets are mobile devices. The attachment that binds them 

together is being “wireless” (Mupfiga and Tafadzwa, 2017). There is no doubt that 

these wireless mobile devices have become a companion to customers’ everyday 

lives. Changes in technology (Cowan, 2018) overtimes offer new opportunities for 

retailers to reach customers with innovative products and services (Blázquez, 2014). 

This development is an indication that both micro and macro environments such as 

smart organisation, smart technology and smart customers (Komninos, 2016) are 



19 

redefining the landscape of retailing strategy and operation. Burford and Park (2014) 

described a tablet as a silky, lightweight, portable device with touchscreen 

capability that is Internet compliant.  

This study is significant because it investigates the impact of a mobile device 

in retailing sectors alongside the integration of consumer behaviour, extended retail 

mobile channel and technology acceptance. There is interpenetration of channels 

in the relating sectors (Blázquez, 2014). Starting with mono-channel, multichannel 

and advancing to cross-channel and omnichannel (Verhoef, Kannan and Inman, 

2015; Kim, Park and Lee, 2017). The channel switch by consumers leads to mixed 

feelings for the retailers because switching from one channel to another channel 

can affect brand positioning and lead to customer churning. It is a challenge for 

retailers to determine the right channel operating model to target channel changers. 

Mobile channel intervention is not a rocket science but stands a chance to increase 

customer profitability, lower costs of service, facilitate customer retention and pave 

the way for customers to enjoy engaging online retailers even in non-sales 

experiences. To deal with the challenge, this dissertation synthesises the literature 

on online retailing, electronic commerce, mobile commerce and tablet commerce 

with an emphasis on developed and developing countries. Besides, the study 

presents an overview of mobile commerce across the borders before the 

presentation of the findings on mobile device adoption, uses and challenges, and 

how they affect the consumers’ decisions (Liu, Yongmei, Fan and Chen, 2017). 

1.2 Background 

The tablet device is a booster of spontaneous online shopping and a challenger of 

the desktop, laptop and smartphone, based on location, time and the attitude of 

tablet users (Burford and Park, 2014). The tablet is a vital tool for commerce, 

competition and collaboration. Through tablet commerce, it is possible for one 

customer to recommend products or services to their friends, thus making 

socialisation possible in a business transaction. The retail business sector is 

growing on a global scale and stands as the cornerstone of all economies (Kalia, 

Kaur and Singh, 2018). It is advancing from being a midfielder to gradually 

approaching the leadership level. As related by Amadeo’s (2018) observation and 

projection, Internet retailing is the fastest-growing segment and by 2020 it is 

expected to reach $523 billion, at a steady growth rate of 9.32 percent yearly. In 

line with Internet retailing, mobile devices are becoming the most significant 

source of Internet traffic and it is estimated that by 2020, 270 million shoppers will 
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use their mobile devices to research and buy products from online retailers. 

Comparatively, examining only customers that used mobile devices in 2015, there 

has been an increase of 26 million users to date. 

Mobile devices are a disruption to business operations (Rothman, Gupta and 

McEvoy, 2017). The margin between electronic commerce and mobile commerce 

is gradually growing thinner. The mobile device is more than a transaction tool, it 

plays a central role in the whole of online shopping as a connector between retailers, 

online platforms and online shoppers with a rich experience of noticeable 

heterogeneity of online retailing. The western world embraced mobile devices with 

alacrity, but the intensity of the growth in the number of people using mobile 

devices for commerce lies in the populous regions of the developing world such as 

China, India, Asia and Africa. Mobile devices are a complex market as 

manufacturers have not necessarily produced the same operating systems, screens 

and processors. The affinity between mobile devices and electronic commerce is 

strong because of their impact on the economy. Mobile commerce as an offshoot 

of electronic commerce is a large global market where several comparisons is 

possible. This advancement is made possible by consumer location tracking and 

price comparison.  

The study is keen on mobile devices because they are private assistants with 

their functionalities and use as the primary motivations for this study because 

people freely choose devices (Liu and Fan, 2017). There is limited research on 

mobile devices in the retailing sectors, most especially on the use of a tablet device. 

Mobile devices are impacting business sectors and they represent one of the key 

growth areas for several business sectors, including retailing. Mobile devices 

impact every facet of daily life and they are billable devices which help people pay 

with ease and convenience. The increasing sophistication of mobile devices is 

attracting retailing business for customer engagement and profit maximisation. It 

is pertinent to know what retailers should do to serve the needs of their mobile 

customers. Mobile devices are getting bigger to accommodate larger screens as 

they have become media players and content creators themselves, which is a 

veritable tool for retailers to use in reaching their customers. The tablet is more 

suitable for watching lengthy video content and for online shopping because of the 

difference in screen sizes. Online retailers can use tablets in different situations, 

most especially it can be used for branded apps, display advertising, email 

marketing, in-app advertising, search advertising, TV advertising and video 

advertising through a tablet commerce website. Tablets have the advantage of 

prominent portrait and landscape viewing, and they can be used to create image 
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carousels that can be easily swiped. Bigger buttons and adjustable font size are 

added advantages of a tablet device for online retailing customers. The bottleneck 

of desktop and laptop storage and processing capacity has limited the use of desktop 

computers and paved the way for tablet technology which makes a streamlined tool 

a reality for users. Operating systems, screen sizes, network connection speeds, 

processor capacities, processing power, memories, menus, networks, camera, video 

enhancement and apps differentiate one mobile device from another. 

The technology of Near-Field Communication (NFC), as an auxiliary of 

mobile commerce, is bridging the gaps of time wastage and the cumbersomeness 

of online shopping (Ailisto, et al. 2007; de Luna, Montoro-Ríos and Liébana-

Cabanillas, 2018). NFC connects electronic devices at the speed of light (Ailisto et 

al. 2007). The integration of barcode scanners with mobile devices is a remarkable 

evolution for mobile device use in the retailing sector. As information is an integral 

part of online retailing, mobile devices have revolutionised information creation, 

sharing, security and management in online retailing (de Luna et al. 2018).  

To improve online retailing customers’ cognition, a retailer can create 

knowledge about a product brand and circularise it to create awareness and to 

convince consumers for purchases and retention. Customers always appreciate a 

retailer that recognises them and carries them along. A retailer can use a mobile 

device to encrypt a message for a customer and manage the administrative right to 

the information for security and privacy.  Mobile devices are playing a significant 

role in the marketing mix of product, price, place and promotion (Wu and Li, 2018). 

Mobile devices are aiding the product mix of online retailing regarding how to offer 

it to target customers (Figure 1). Mobile devices contribute to the effective 

distribution of products to the target market and links the retailing stores, websites 

and social media together. Mobile devices are an important channel to promote 

retailers’ products and brands. For the online retailing promotional mix, advertising, 

sales promotion, public relations and personal selling all can be anchored in the 

effective use of mobile devices (Fulgoni and Lipsman, 2017).  

 Through a mobile website, it is possible to use mobile devices to target 

customers with a dynamic pricing strategy (Hinz, Hann and Spann, 2011). Dynamic 

pricing is also known as revenue management or yield management, and it has been 

described as “the price adjustment based on the option value of future sales, which 

varies with time and units available” for increasing profits and avoidance of waste 

(McAfee and Te Velde, 2006; Hinz et al. 2011), Kannan and Kopalle (2001, p. 63) 

defined dynamic pricing “as a pricing strategy in which prices change either over 

time, across consumers, or across product/service bundles”. Airlines use dynamic 
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pricing to control seat allocation between classes while hotels use it for room 

booking (McAfee and Te Velde, 2006; Lei, Jasin and Sinha, 2018). The use of 

dynamic pricing is also becoming a reality in retailing sectors (Kannan and Kopalle, 

2001; Meng, Zeng, Zhang, Dent and Gong, 2018; Lei et al. 2018). One of the 

reasons some retailers avoid adopting dynamic pricing is fear of consumer backlash 

but Amazon, the pioneer of dynamic pricing, avoids customer backlash by adopting 

negotiations or auction dynamic pricing mechanisms in their e-commerce platform 

(Hinz et al. 2011; Lei et al. 2018). Online retailers such as Best Buy, Walmart and 

Sears have adopted dynamic, automatic pricing solutions and they have improved 

their gross margin by 10 percent (Lei et al. 2018).  

Technology has made it possible for online retailers to adjust prices in real-

time and to optimise their fulfilment decisions (Lei et al.2018). The goods and 

services sold in the online retailing channel are more dynamic and the price changes 

hourly or daily, it depends on demand and competition but in Kannan and Kopalle’s 

(2001) opinion, dynamic coupons can be generated to vary the dynamic pricing of 

posted prices. Unlike Kannan and Kopalle (2001) who proposed dynamic pricing 

for electronics and apparel products, Chen, Dong, Rong and Yang (2018) listed 

electronics and apparel goods as part of deteriorating products in addition to fruits, 

meat and vegetables and recommend dynamic pricing for deteriorating products. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1. Interplay of marketing 4Ps and tablet device.  
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Tablet devices complement the 4Ps of marketing as consumers use tablets from the 

comfort of their home and at their convenience time, searching for mobile 

commerce platform through a uniform resource locator to find online points of sale, 

to research promotional products and to compare prices (Ford, 2017). Online 

consumers want to know new brands, products and their design features before 

deciding to purchase. Consumers use their tablets to check on the proximity of in-

store stock in case they want to order online and pick up in-store. Many consumers 

anticipate a low and fair pricing strategy from retailers and want to use their tablet 

devices to search a product’s price to ascertain when it is penetrating, skimming 

and neutral. Online consumers also use their tablets to follow-up retailers’ sales 

promotions.  

This research differentiates between transactions that were conducted on 

mobile devices or stand-alone devices such as desktops and laptops. The tablet 

combines the computing powers of a laptop with the keyboardless touchscreen 

technology and portability of a smartphone and becomes a device that is genius and 

avant-garde (Gibbs, 2016). The tablet is an essential component of m-commerce as 

it creates the possibility of different ways to consume things while on the move 

(Fender, 2014; Chan-Olmsted and Shay, 2016; Bredican, 2016). The disruption of 

the tablet opens the opportunity of a new outlet for general, specialty and agency 

retailers to sell everything from videos, books, newspapers and games to video 

phone calls, apps and clothing, which shows the signs of more tablet commerce 

revenues (Bezerra et al. 2015). Comparing the role of mobile devices in developed 

versus developing countries, mobile device use is increasingly becoming the 

central pillar of communication and the Internet revolution in the developing world 

while developed countries are spending more on research, development and 

innovation to retain the leadership role of a technocrat (Kim, Park and Lee 2017). 

The developing countries have huge populations and they are becoming mobile 

device-savvy. The dividing wall of mobile use and connection between the West 

and third world countries is not as strong as it was one decade ago. 

1.3 Research questions 

The penetration of mobile devices offers retailers additional marketing channels 

and these new technologies also change the shopping style and peer-influence 

behaviours of online retailers’ customers. Despite the benefits of a single channel, 

its problem in online retailing is much more prosaic than multichannel challenges. 

For instance, the single channel strategy tends to miss opportunities for reaching 
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the right customer through the right mobile channel. The battle for diverse users’ 

interfaces, screen size and the keypad on mobile devices, is increasing. An example 

of this development is using tiny keys on a tiny screen to enter a 16-digit card 

number. Consistent with mobile disruption, the choice of mobile device as either 

smartphone, tablet or phablet for online retailing depends strongly on personal 

preference.  

Customer retention is the priority of a retailer, along with building enduring 

consumer loyalty.  The overall goal of the study is to examine the relevance of 

mobile commerce in digital transformation of retailing. Harnessing mobile 

technology creates opportunities for retailers to easily access customers anywhere 

globally with uninterrupted customer service round the clock for the customers thus 

diminishing all the geographical boundaries. From a broader perspective, mobile 

technology plays a dominating role in digital transformation as the retailing 

business are becoming a focal point enterprise through effective communication 

with the interconnectivity of different retailing stakeholders. The mobile 

technology enhances customer experience that is effective on mobile devices and 

the retailing transformation that create a value-added enterprise. The mobile 

technology is a veritable tool in a retailing business to remove silo and other 

obstructive online shopping behaviours through a digital transformation. The study 

will answer the following critical questions: 

RQ1: How do tablet devices affect mobile commerce customers and online 

retailers? 

RQ2: What is the role of reputation in trust and loyalty in tablet online retailing? 

RQ3: How does tablet gender divergence affect online retailing customers’ 

experience and loyalty? 

RQ4: What are the factors that are responsible for achieving tablet commerce 

loyalty? 

Many research domains stem from specialisation. A researcher can carve out a 

niche as a research domain for consistency and visibility. The study focuses on the 

mobile commerce research domain. Having established the research domain that a 

researcher belongs to, it is very pertinent to explore sources of research ideas. 

Cozby and Bates (2015) proposed five sources of ideas for researchers: (1) common 

sense that emanates from the body of knowledge (2) observation of the world 

around us, which is the product of curiosity and observation (3) theories that 
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culminate as a body of ideas regarding a specific topic (4) past research as a body 

of research on a specific topic (5) practical problems close to the researchers 

(applied and evaluation research belong to this group). Based on thorough 

knowledge of the previous research findings in mobile commerce, the dissertation 

explores tablet commerce as an extension of mobile commerce. 

Researchers are full of curiosity and out of their curiosity they come up with 

probing questions to describe the topic they are investigating (Cozby and Bates, 

2015). A good research question will influence a study positively and gives 

direction to the phenomenon being studied. A good research question can start with 

‘why’ and ‘how’ and serve as a forerunner for the study hypotheses and prediction. 

Unlike a research question, a hypothesis, on the other hand, is testable. A 

formulated statement that may be accepted or rejected while a prediction is a guess 

of the output of hypotheses (Cozby and Bates 2015). A study starts with a research 

question, continues with a hypothesis and ends with a prediction. The research 

infers the procedure of crafting research questions and hypotheses from the 

postulation of Cozby and Bates (2015). 

The first article answers research question one and explains the impact of tablet 

devices on both online retailers and customers. Further, the second article answers 

research question two and connects the relationship among reputation, trust and 

loyalty while the third article answers research question three and articulates the 

way in which gender differences affect the experience of online retailing customers 

in a developed setting. Finally, the fourth article answers research question four and 

showcases the driving factors responsible for achieving online retailing customer 

loyalty. Figure 2, below, shows the graphical relationship of the parts of the 

dissertation. 
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Fig. 2. General structure of the dissertation.   
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2 Literature review 
This chapter starts by presenting the evolution of tablet commerce from electronic 

commerce and mobile commerce and their confluence in the online retailing 

context, with supporting literature. The concept of tablet commerce is presented 

with definitions and an overview of online shopping via tablets in developed and 

developing countries and the chapter ends with integrated theory and gender 

differences in tablet commerce.  

2.1 Electronic and mobile commerce 

The retailing business domain is not static and technology such as the Internet is 

one of the forces that makes it dynamic. The Internet revolution has extended brick 

and mortar to electronic commerce, and since then, buying and selling online has 

changed consumer behaviour drastically (Olaleye and Sanusi, 2017d). Lin, Hsu and 

Chiang (2016) expressed the impact of e-commerce and mentioned that its 

revolution has changed traditional business trading behaviour.  E-commerce refers 

specifically to “using the Internet and intranets to purchase, sell, transport, or trade 

data, goods, or services” (Turban, King, Lee, Liang and Turban, 2015, p.7). 

Statistics shows that e-commerce is spreading and growing, and its sites have 

generated a global business of $2.5 billion through an accumulation of 100 million 

users across Europe and North America (Lin et al. 2016; Kabir and Musibau, 2018).  

 Beyond the elite and social environment, e-commerce can empower a marginalised 

community, thus bridging the gap between rich and poor (Leong, Pan, Newell and 

Cui, 2016). E-commerce has been studied widely and previous researchers have 

concentrated on adoption, trust, online transactions, security issues, the customer’s 

relationship, small and medium enterprises (SMEs), supply chain, privacy, 

business-to-business, cross-border, taxation, negotiation, managerial perspective, 

and interface quality (Lomuscio, Wooldridge and Jennings,  2001; Lucking-Reiley 

and Spulber, 2001; Turban, King, Lee and Viehland, 2002; Rao, Metts and Monge,  

2003; Lomuscio, Wooldridge and Jennings,  2003; Bruce, Fox and Murray,  2003; 

Nagurney, Cruz, Dong and Zhang, 2005; Chang and Chen,  2009; Sila, 2013; 

Gomez-Herrera, Martens and Turlea, 2014; Agwu and Murray,  2015; Rahayu and 

Day, 2015; Kim and Peterson,  2017; Barkatullah,  2018). 

The literature shows that the existing studies used qualitative, quantitative and 

mixed methodologies but the qualitative and quantitative were predominant and the 

United States of America as a case country is more visible than others (see Table 
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1). To corroborate the extensiveness of e-commerce, Kim, Dekker and Heij (2017) 

posit that e-commerce has bridged the gap of international commerce with 

increasing income. Kabir and Musibau’s (2018) study in developing countries 

context identified the benefits of e-commerce and itemised them as: profits 

maximisation, sales increase, competitive advantage, internationalisation, growth 

and expansion while the barriers to e-commerce advancement were culture, lack of 

infrastructure facilities, risk perception, policy and unfavourable government 

regulation and security concerns.  

Villa, Ruiz, Valencia and Picón (2018) identified the fast-growth and expansion of 

e-commerce in developed and developing countries and emphasised ease of use as 

one of the reasons for adopting e-commerce, but they mentioned that mobile 

devices with flexibility and ease of use can positively affect the consumer online 

behaviour. E-commerce is positively influencing the dynamics of online business 

transactions, but its mechanism differs from m-commerce around the device used, 

the use of the Internet, connectivity, mobility, reachability, payment methods, usage, 

navigation of sites, long forms, cost of maintenance and the platform used. 

Table 1. Literature on electronic commerce research domain. 

Author Publication Method Direction Country 

Schmid (1993).  Article Qualitative The Development of 

Electronic Commerce 

Global 

Neches et al. 

(1994).  

Article Qualitative Electronic Commerce on 

the Internet  

Global 

Wigand et al. 

(1995).  

Article Qualitative Electronic commerce: 

Effects on electronic 

markets 

Global 

Vladimir (1996). Article Qualitative Electronic commerce: 

structures and issues 

Global 

Donna & Novak 

(1997).  

Article Qualitative A new marketing paradigm 

for electronic commerce 

Global 

Ratnasingham  

(1998).  

Article Qualitative The importance of trust in 

electronic commerce 

Global 

Steinfield & Klein 

(1999).  

Article Qualitative Special section: local vs. 

global issues in electronic 

commerce 

Local and 

Global 

Farhoomand et al. 

(2000).  

Article Qualitative Barriers to global 

electronic commerce: a 

cross-country study of 

Hong Kong and Finland 

Hong Kong and 

Finland 
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Author Publication Method Direction Country 

Globerman et al. 

(2001).  

Article Qualitative Globalization and 

electronic commerce: 

Inferences from retail 

brokering 

Global 

Belanger et al. 

(2002).  

Article Qualitative Trustworthiness in 

electronic commerce: the 

role of privacy, security 

and site attributes 

USA 

Chiang & Dholakia 

(2003).  

 

Article Quantitative Factors driving consumer 

intention to shop online: 

an empirical investigation. 

USA 

Lim et al. (2004).  Article Quantitative Is eCommerce boundary-

less? Effects of 

individualism–collectivism 

and uncertainty avoidance 

on Internet shopping 

Global 

Liu et al. (2005).  Article Quantitative Beyond concern—a 

privacy-trust-behavioural 

intention model of 

electronic commerce.  

USA 

Pavlou & Fygenson 

(2006).  

Article Quantitative 

Mixed methods 

for pilot test. 

Understanding and 

predicting electronic 

commerce adoption: An 

extension of the theory of 

planned behaviour 

USA 

Wang & Benbasat 

(2007).  

Article Quantitative Recommendation agents 

for electronic commerce: 

Effects of explanation 

facilities on trusting beliefs 

Online 

Kim et al. (2008).  Article Quantitative A trust-based consumer 

decision-making model in 

electronic commerce: The 

role of trust, perceived risk 

and their antecedents.  

USA 

Chang & Chen 

(2009a).  

Article Quantitative Consumer perception of 

interface quality, security 

and loyalty in electronic 

commerce.  

Taiwan 
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Author Publication Method Direction Country 

Van Slyke et al. 

(2010).  

Article Quantitative The influence of culture on 

consumer-oriented 

electronic commerce 

adoption. 

Brazil, China, 

Hong Kong,  

India, Malaysia, 

Netherlands, 

United States 

Ayo et al. (2011).  Article Quantitative Business-to-consumer e-

commerce in Nigeria: 

Prospects and challenges. 

Nigeria 

Oestreicher-Singer 

& Sundararajan  

(2012). 

Article Quantitative Recommendation 

networks and the long tail 

of electronic commerce 

Worldwide 

Campbell et al. 

(2013). 

Article Mixed Methods 

(experiment and 

field survey) 

Breaking the ice in B2C 

relationships: 

Understanding pre-

adoption e-commerce 

attraction 

USA 

Bapna et al. (2014).  Article Qualitative Special issue: Economics 

of electronic commerce 

Global 

Lin & Heng  (2015).  Article Quantitative The paradoxes of word of 

mouth in electronic 

commerce 

China 

Leong et al. (2016) Article Qualitative 

(Case Study) 

The Emergence of Self-

Organizing E-Commerce 

Ecosystems in Remote 

Villages of China: A Tale 

of Digital Empowerment 

for Rural Development 

China 

Kim et al. (2017).  Article Quantitative Cross-border electronic 

commerce: Distance 

effects and express 

delivery in European 

Union markets 

Germany, Italy, 

Spain, Sweden, 

United Kingdom 

Kabir & Musibau 

(2018).  

Article Qualitative Adoption of Electronic 

Commerce Technology in 

Emerging Nations: A 

Conceptual Review of the 

Literature 

Nigeria, 

Slovakia, 

Malaysia, South 

Africa, Kenya, 

Ghana, Oman 

Mobile commerce presence, on the other hand, as a subset of e-commerce, is 

diminishing the impact of using desktops, laptops and notebooks for online 

transactions. Nowadays, a higher percentage of online customers access the 
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Internet through a mobile platform such as a phablet, smartphone or tablet. Though 

the conventional laptop is not out of use totally, the online mobile retail community 

is growing larger and still anticipating more individuals to enlist as mobile 

consumers.  

The literature reviewed in Table 1 shows that e-commerce is a global 

phenomenon and Schmid (1993) pioneered a qualitative study on e-commerce 

development. Afterward, other researchers have studied e-commerce and used the 

theory of planned behaviour and the Technology Acceptance Model as the 

foundational theories for their studies. Considering the importance of mobile 

devices in online retailing, Ono, Nakamura, Okuno and Sumikawa (2012) posit that 

it is crucial for retailers to give priority to mobile consumers and they considered 

the factors motivating consumers to use mobile devices to browse the online stores 

compared with physical stores. The comparative study found that adventure and 

value motivation is responsible for online stores and gratification motivation for 

the physical stores while idea motivation applies to both online and offline stores. 

The results reveal the differences between online and physical stores browsing with 

mobile devices (Nicholas, Clark, Rowlands and Jamali, 2013). 

M-commerce has features attractive to generating high traffic and making 

business domains more efficient and effective. Based on the fact of mobile ubiquity 

(Pantano and Priporas, 2016; Ashraf, Thongpapanl, Menguc and Northey, 2017), 

when a retailer is considering the adoption of m-commerce, perceived usefulness 

and perceived ease of use emerged as essential factors that explain the intention to 

adopt mobile commerce at the individual level (Faqih and Jaradat, 2015).  

Unlike the earlier study, Yadav et al. (2016) combined structural equation 

modelling and neural network to predict m-commerce adoption, and their findings 

show social influence, variety of services, perceived usefulness, cost and perceived 

trust as essential factors of consumers’ intention to adopt m-commerce. Pantano 

and Priporas (2016) connected mobile device use to consumer experience and 

established its value creativity, time and money savings, security assurances during 

online transactions and compatibility with consumers’ lifestyle and concludes that 

the listed factors constitute a new consumer behaviour. Consistently, Kuoppamäki, 

Taipale and Wilska (2017) align the use of mobile devices for online shopping and 

entertainment with age moderation and found that the age bracket 55 to 74 uses 

mobile devices to buy products or services online frequently like younger 

consumers but as to entertainment younger male consumers prevail over other age 

groups. Grewal, Roggeveen and Nordfält (2017) iterated the importance of mobile 

technology and stated that it aids the decision of the consumer to enjoy a beneficial 



34 

offer, faster service and gain control. Following earlier thought in mobile commerce 

literature, Ashraf et al. (2017) tried to fill the gap of international commerce by 

comparing customers’ behavioural intentions and actual behaviours across four 

countries originating from disparate emerging and developed markets, based on the 

driving force of mobile device ubiquity and consumer habit. Also, Blaise, Halloran 

and Muchnick (2018) examined the mobile commerce competitive advantage and 

found performance expectancy, effort expectancy, social influence and facilitating 

conditions of trust as predictors of m-commerce purchase intentions.  

Mobile devices are an attractive tool for engaging online retailing customers 

with adaptable content. M-commerce has created an opportunity for online 

customers to choose among different alternative channels, with purchasing control 

and marketing influence. Easy, quick, convenient and the privilege of 

personalisation characterise m-commerce operations with fascinating digital 

shopping experiences that linger in the memory of the consumers. The below table 

captures selected academic literature from the ongoing discussion on mobile 

commerce. The table depicts the contributor’s name(s), the year of publication, 

publication type, methodology employed, the research theme and the country of 

focus. 

Table 2. Literature on mobile commerce research.  

Contributor Publication 

type 

Method Theme Country 

Barnett et al. 

(2000). 

Article Qualitative M-Commerce Revolution Global 

Siau et al. (2001). Article Qualitative Mobile Commerce, promises, 

challenges and research agenda 

Global 

Anckar & D'incau 

(2002).  

Article Quantitative Value Creation in Mobile 

Commerce 

Finland 

Balasubraman et 

al. (2002). 

Article Qualitative Implication of Mobile Commerce for 

Market and Marketing 

Global 

Siau & Shen 

(2003). 

Article Qualitative Trust in Mobile Commerce Global 

Buellingen & 

Woerter (2004). 

Article Qualitative Development Perspectives in 

Mobile Commerce 

Europe 

Pedersen (2005). Article Quantitative Mobile Internet Services North America, 

Europe and Asia 

Lin et al. (2006). Article Quantitative Users of M-commerce Taiwan 

Ngai et al. (2007). Article Qualitative M-Commerce Review Global 

Ayo et al. (2007).  Article Qualitative M-Commerce Implementation Nigeria 
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Contributor Publication 

type 

Method Theme Country 

Khalifa & Ning 

Shen (2008). 

Article Quantitative Transactional B2C Mobile 

Commerce 

Hong Kong 

Chang et al. 

(2009b). 

Article Qualitative Smart phone for Mobile Commerce Global 

Li & Yeh (2010). Article Quantitative Increasing trust in Mobile 

commerce 

Taiwan 

Islam et al. (2011). Article Quantitative Adoption of Mobile Commerce 

Service 

Bangladeshi 

Chong et al. 

(2012). 

Article Quantitative Decision to adopt mobile commerce China and Malaysia 

Chong (2013). Article Quantitative Mobile Commerce Usage Activities China 

Okolo & Obidigbo 

(2014). 

Article Quantitative Impact of Mobile Commerce on 

Small and Medium Enterprises 

Nigeria 

Faqih & Jaradat 

(2015). 

Article Quantitative Effect of gender and culture on 

mobile commerce adoption 

Jordan 

Yadav et al. (2016). Article Quantitative Prediction of Mobile Commerce 

Adoption 

India 

Kuoppamäki et al. 

(2017). 

Article Quantitative Use of mobile technology for online 

shopping 

Finland 

 

Ashraf et al. (2017). 

 

Olaleye et al. 

(2017b). 

 

Article 

 

Article 

 

Quantitative 

 

Mixed 

Methods 

 

Mobile Commerce in Emerging and 

Developed market 

 

Mobile Commerce in Social Media 

Reviews 

 

Australia, India, 

USA, Pakistan 

Nigeria 

Blaise et al. (2018). 

 

Olaleye et al. 

(2018a). 

Article 

 

Article 

Quantitative 

 

Quantitative 

Mobile Commerce Competitive 

Advantage 

Ubiquitous Mobile Commerce in 

Africa 

USA 

 

Africa 

2.2 Tablet commerce 

M-commerce is advancing with pain and gain, but tablet use growth is transforming 

the mobile environment with a new channel for customer reachability and 

retainability (Pelet and Papadopoulou, 2015.) To ensure the progress of m-

commerce regarding increasing market sales and share it is important to have a 

proper understanding of consumer perception and behaviour with tablets. Table 3 

showcases the argument in favour of tablet device use in an online retailing domain. 
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Table 3. The logic of tablet device use. 

Authors  Argument 

Atkinson 

(2008). 

As a product, the tablet computer brought together some discrete technological 

advances, each having its history of development: pen interfaces, handwriting 

recognition and touchscreen technology. Pen computing was seen as the next wave of 

the silicon revolution and the tablet computer was seen as a device everyone would 

want to use. 

 

Milne et al. 

(2009). 

Tablet aims at users of all abilities and combines simple installation on a desktop 

machine with ease of use and a visually rich interface. 

Milne et al. 

(2012). 

Tablet supports several start-up parameters, such as being able to specify not only the 

input files to load but also the contiguous and nucleotide position to be initially displayed. 

Wang et al. 

(2013). 

Tablet is an emergent product that needs timely reports from consumers to the 

manufacturer to improve and enhance on the next version of its flagship product. 

Hur et al. 

(2014). 

It is worthwhile examining the significant factors influencing the adoption and diffusion of 

tablets, especially those of new models that have been released since the launch of the 

iPad (e.g., Kindle, Galaxy Tab), from a marketing perspective because of the limited 

research, the benefits and qualities consumers seek in tablets are still unclear. 

Fender (2014). Portable devices are becoming essential work tools that provide users with a competitive 

edge. Many types of portable devices are available, but tablets show much promise for 

daily use in safety as new technology has allowed for more intuitive interfaces that allow 

users to streamline processes through time efficiencies, cost reduction and improved 

communication. 

Wang & Nelson 

(2014). 

Mere examinations of short-term impact are not sufficient for a better understanding of 

long-term relationships. 

Pelet & 

Papadopoulou 

(2015). 

In this emerging setting, understanding consumer perceptions and behaviour with tablets 

is necessary to leverage the potential of tablets for m-commerce and social media. 

Bredican 

(2016). 

Mobile tablet devices can work within firms existing ICT infrastructure to have a valuable 

impact on the firm to improve business productivity.  

Khuhro et al. 

(2016). 

Mobile computing represents a need of this decade. Mobile computing is possible with a 

tablet device, for which there is no clear-cut definition. It is partly because mobile 

computation field is still an emerging field. Tablet industry is still in its infancy stage and, 

therefore, standards are yet to be defined. 

Chan-Olmsted 

and Shay 

(2016). 

As tablets have the capabilities of delivering a variety of media content that was 

previously only available through other communication platforms, understanding the 

factors that lead to their adoption will likely reveal practical implications for media 

practitioners looking to integrate this converged device into their product portfolios. 

Kim et al. 

(2016). 

It is useful to obtain users’ needs and preferences for different tablet form factors (e.g., 

screen size, an input device and weight), since that information can be used for product 

development and a powerful marketing tool. Market segmentation and focus based on 

relevant evidence regarding tablet PCs will play a role in the success of the product. 
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Authors  Argument 

Weston et al. 

(2017). 

Tablet devices originally gained popularity for personal use but have increased in 

popularity within the workplace over recent years. 

Grewal et al. 

(2017). 

Will these new technologies affect all types of retailing and all types of shoppers in the 

same way? Retailers, in turn, need to embrace these new and emerging technologies to 

make their customers even more engaged, while also making their lives simpler. Finding 

ways to do so remains an important area of inquiry, worthy of continued exploration. 

Tablet commerce is an extension of m-commerce and it is a fact that tablet use is 

growing in the online retailing setting (Khuhro, Qureshi, Humayon, Tahir and Khan, 

2016). According to Khuhro et al. (2016) the user behaviour distinguishes 

smartphone and tablet based on conversion rate, location and time of use with 

emphasis on functionality and the functionality of the tablet is more unique 

(Bredican, 2016). Chorianopoulos, Fernández, Salcines and de-Castro-Lozano 

(2010) Terrenghi, Garcia-Barrio and Oshlyansky (2013) assert that mobile devices 

have become a hybrid that connects and communicate with other new technologies 

as the study explored the multi-device user interface (Ghose, Han and Xu, 2013a; 

Bredican, 2016). Apart from the ubiquity and multifunctionality of mobile devices, 

intense economic interest and rapid technological transformation in online retailing 

offer financial access for the online retailer and greater empowerment to millions 

of new consumers that represent the tablet commerce segment. To elucidate the 

necessity of tablet commerce across borders, Terrenghi et al. (2013) unravelled the 

similarities and differences of tablet users in developed and emerging markets and 

raised concern for the scarcity of literature on tablet users in emerging markets 

(Khuhro et al. 2016) while Ghose et al. (2013b) affirm the enhancement of m-

commerce through the rapid adoption of smartphones, tablets and mobile 

applications and, at the same time, posit that tablets drive more e-commerce traffic 

than smartphones. Probing the demographic impact on tablet users further, Hur, 

Kim and Kim (2014) investigated the moderating roles of gender and age in tablet 

adoption, concluded that men’s and women’s perceptions regarding information 

technology differ and discovered that perceived usefulness and enjoyment 

positively impact the attitude toward tablets while social influence and attitude have 

a positive influence on the intention to use tablets. Table 4 provides a review of 

different definitions of tablet commerce. The definitions portray tablet commerce 

as an offshoot of m-commerce, a mobile commerce strategy, business transaction 

through a tablet channel, using the tablet to browse, search and compare prices and 

products and as supplementary to m-commerce strategy. Tablet commerce is in the 

formative stage and its concepts still require further clarification. Tables 4 and 5 
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give the hierarchical of the concepts utilised in this dissertation and how they 

evolved for clarification. Some of the concepts are complementary while others are 

competitive. The tablet commerce still needs further conceptualisation, and this 

gives more research opportunity in the mobile commerce research stream. 

Table 4. Mobile commerce concepts hierarchical. 

NO CONCEPTS DEFINITION/DESCRIPTION REFERENCE 

1. Mobile Devices Any handheld technology that allows 

the user to operate the device in 

transit. This includes such items as 

smartphones and tablets. 

Sonnenberg, & Becker, (2015): 

7633-7640.  

2. Smartphone A mobile phone that offers advanced 

capabilities, often with PC-like 

functionality, and that is no longer 

limited to making voice calls. iPhone, 

Android phones, Blackberry phones, 

Palm Pre phones are examples of 

smartphone. 

Lee, (2014): 312. 

3. Tablet Tablet computer is a personal 

computer with true mobility design in 

mind. Tablet computers are 

lightweight, low power consumption, 

simplified operation, always on 

connectivity and compact design 

device making them as the ultimate 

choices for people with on the go 

lifestyle. 

Hanis, & Yaacob, (2012): 576-

582. 

4. Phablets A phablet (also known as a phonelet 

or tabphone or fablet) is a 

combination of the words phone and 

tablet and is in fact a class of mobile 

device designed to combine or 

straddle the functions of a 

smartphone and tablet.  

Danet, (2014): 275-281. 

5. E-Tailer A retailer that sell goods and services 

online and have ability to attract 

customers (improve customer share) 

and to keep visitors staying longer on 

the site (increase the number of page 

view per user). 

Jiang & Talaga, (2006): 431. 
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NO CONCEPTS DEFINITION/DESCRIPTION REFERENCE 

6. Internet Retailing Internet retailing is the activities 

involved in selling goods or services 

via the Internet directly to final 

consumers for their personal, non-

business use. 

Francis & White, (2004): 5. 

7. Online Retailing A process that allows the customers 

to search, select and purchase the 

products, services and information 

remotely over the Internet. 

Celik, H. (2016): 791-803.  

8. Online Shopping The online shopping process involves 

an exchange of time, effort and 

money for the receipt of products or 

services in a virtual store. 

Rezaei, Emami, & Valaei, (2016): 

1674-1692.  

9. Electronic Commerce 

(E-Commerce) 

The electronic conduct of at least the 

initiation and agreement phase of an 

economic transaction via electronic 

networks that allow the automated 

processing of transaction data. 

Delfmann, Albers & Gehring, 

(2002): 208. 

10. Mobile Commerce (M-

Commerce) 

Any transaction, involving the transfer 

of ownership or rights to use goods 

and services, which is initiated and/or 

completed by using mobiles access to 

computer-mediated networks with the 

help of mobile devices. 

Lee & Wong, (2016): 61. 

11. Tablet Commerce (T-

Commerce) 

A multitasking device that emerged to 

substitute the obsolete technology, 

complement existing mobile device 

and supplement the m-commerce 

strategy of an online retailer. 

Olaleye, Salo & Ukpabi, (2018): 

62. 

12. Mobile Loyalty M-loyalty depends on user willingness 

to revisit a site. 

Cyr, Head, & Ivanov, (2006): 953. 

13. E-loyalty Customer’s favorable attitude toward 

an electronic business resulting in 

repeat buying behaviour.  

Anderson & Srinivasan, (2003): 

125.  
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NO CONCEPTS DEFINITION/DESCRIPTION REFERENCE 

14. Online Customer Loyalty Online customer loyalty is the 

customer's willingness to maintain a 

stable relationship in the future and to 

engage in a repeat behavior of visits 

and/or purchases of online 

products/service, using the 

company's website as the first choice 

among alternatives, supported by 

favorable beliefs and positive 

emotions toward the online company, 

despite situational influences and 

marketing efforts that lead to transfer 

behavior. 

Toufaily, Ricard & Perrien, (2013): 

1439. 

15. Consumer Loyalty The relationship between relative 

attitude and repeat patronage. 

Dick & Basu, (1994): 102.  

Table 5. Literature review on tablet commerce definitions. 

Author(s) Definition 

Forrester, (2011): 15. 

 

 

 

 

Beal, (2012) 

Tablet commerce is an offshoot of m-commerce, and it is any transaction 

completed on a tablet device in which a payment is rendered through the device 

either through a retailer’s website, through a proprietary ‘app’, or through some 

swipe device attached to a tablet. 

 

Tablet commerce is a mobile commerce strategy that focuses on designing and 

developing retail websites and related processes to improve the browsing and 

shopping experience on tablet devices. 

 

Techopedia, (2013) 

 

Tablet commerce is a term for commerce that takes place over a platform 

connected to a tablet device. 

 

eMarketer, (2013) 

 

Mobile shopper on tablet is a user who has used the tablet to browse, research 

or compare products via web browser or mobile app within the past year, but has 

not necessarily made a purchase via tablet”. Referring to this definition, a tablet 

shopper in this context belongs to the category of those who search for product 

information only using a tablet. 

 

Olaleye et al. (2018): 

62. 

 

Tablet device in the context of m-commerce is a multitasking device that 

emerged to substitute the obsolete technology, complement existing mobile 

device and supplement the m-commerce strategy of an online retailer.   
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Still in the line of reasoning of tablet commerce, Burford and Park (2014) 

mentioned that tablet device accessibility to young adults has a significant influence 

on their digital information behaviours as a tablet is a valuable device for exploring 

digital information. Tung, Jai and Burns (2014) probe the attributes of apparel tablet 

catalogues and their findings mention that when value proposition is compared 

between retailers’ and aggregators applications based on context, customisation and 

communication dimensions, they were significantly different.  

Personal preference will influence the use of the tablet as Kim, Lim, Proctor 

and Salvendy (2016) differentiate their study and focus on personal tablet usage. 

At the function level, male tablet users top the female while the female users take 

the lead on aesthetic. The role of gender and ethnicity is crucial in tablet user 

satisfaction. Regarding tablet device adoption behaviour, Khuhro et al. (2016) 

found perceived ease of use and perceived usefulness to affect the attitude towards 

tablet device adoption. The study of Chan-Olmsted and Shay (2016) aligns with 

the earlier study of Pelet and Papadopoulou (2015) on the understanding of tablet 

consumers and their findings shows the importance of perceived tablet usefulness, 

microblogging social media usage and computer commerce as the factors 

responsible for tablet and dual mobile device ownership and predicts the 

substitutability of computers and tablets for future tablet ownership. Table 6 below 

provides a review of literature on tablet commerce and shows the dearth of 

literature in mobile commerce in the context of tablet commerce. 

Table 6. Selected literature on tablet commerce. 

Authors  Outlet Method Focus Country 

Wang et al. (2014) Article Quantitative Market dynamics and user-generated 

content about tablet computers 

Global 

Hur et al. (2014).  Article Quantitative Moderating role of gender and age in 

Tablet computer adoption 

South 

Korea 

Pelet & Papadopoulou 

(2015). 

Article Qualitative Tablet and social media adoption in  

m-commerce: An exploratory study 

Global 

Xu et al. (2016). Article Quantitative Impact of tablets on digital commerce China 

 

Khuhro et al. (2016). 

 

Article 

 

Quantitative 

 

Factors affecting adoption behaviour 

for Tablet device 

 

Pakistan 

 

Bredican (2016). 

 

Article 

 

Qualitative 

 

Tablet Computing and apps 

 

Global 

 

Chan-Olmsted & Shay 

(2016). 

 

Article 

 

Quantitative 

 

Understanding Tablet Consumers 

 

United 

States 
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Authors  Outlet Method Focus Country 

 

Kim et al. (2016). 

 

Article 

 

Quantitative 

 

User Satisfaction with Tablet PC 

Features 

 

Korea, 

USA,           

Asia, India,  

Europe 

2.3 Online shopping through a tablet in developed and developing 
countries. 

The role of the Internet, through mobile devices, for online retailing cannot be 

trivialised. The Internet is diffusing in the retailing domain through smart devices 

and this digital transformation is advancing Internet-based retailing (Grewal, 

Motyka and Levy, 2018). Loyal consumers are winning in the online retailing space 

as they co-create products, service ideas and solutions with online retailers through 

an effective feedback mechanism (Yadav, Sharma and Tarhini, 2016; Olaleye, 

Sanusi and Salo, 2018e). At the click of a mouse, an online retailing customer can 

conveniently compare prices, products and services across a wide variety of online 

retailing stores. There are no barriers of distance or queuing (Pantano and Priporas, 

2016).  

As the United States of America is positively influencing the growth of e-

commerce (Schneider, 2017), there is a surging trend of rapid growth in an enabling 

environment, with a sound infrastructure that enables Internet use in the world 

especially in Europe, Asia and Africa. There is remarkable advancement in retail 

sales globally and it has been projected to reach $27 trillion by the year 2020 

(eMarketer, 2016). Despite the remarkable forecast, the influx of new technologies 

and rapid social and cultural change can disrupt the retail sales forecast against 

2020. The growth of the global e-commerce sector in different countries could 

depend on emerging technology, online retailing strategy, political, economic and 

social factors and on online consumer behaviour. The desire to buy and sell online 

through mobile devices varies across borders.  

There are cultural differences, different online business models, different levels 

of user experience, user design and interface and convenience in using a mobile 

website (Lee, Choi, Kim and Hong, 2007; Olaleye, Sanusi, Ukpabi and Aina, 

2017c). Online retailing insecurity is a common phenomenon in the retailing setting, 

but it is less in the developed countries than the developing countries because of 

effective regulation and corporate governance (Elbeltagi and Agag, 2016). 
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Unencrypted methods of payment, online fraud, website breakdown, downtime, 

mistrust, fear, cynicism, unimaginative and poor sitemaps are predominant in third 

world countries (Salimon et al. 2018). For an online retailing business to thrive, it 

is crucial to fight online fraud and overcome real or perceived problems of security, 

privacy and trust (Dholakia et al. 2002).  

The variety of mobile devices produced in the West indicate that the unit price 

per mobile device of basic design, most especially the feature phone, is low enough 

for even the poor to afford. It is evident that mobile devices are becoming consumer 

business in developed and developing countries and since there is a booming 

consumer market, there is a booming mobile commerce opportunity. There is a 

burgeoning of mobile devices in retail online shopping for the low, middle and 

higher classes. Mobile devices have created an innovative user interface for 

advanced user experience, and it is impacting the ecosystem of banking, payouts, 

marketing, location-based offerings, augmented reality and the promotion of 

connected screens for active business transactions. It is a tool that can be utilised to 

enhance the online retail experience and the experience in a physical store through 

omnichannel retail strategy. Online gratification is an added advantage of mobile 

devices (Salimon et al. 2018).  

2.4 Integrated theory of tablet commerce in a retailing context 

The role of mobile devices globally in online retailing is multifarious and it is 

gaining traction with consumers as more retailers have come onboard with different 

mobile offerings, most especially as the retailers’ brands and markets have 

discovered a new and innovative way to use mobile devices as a disruptive 

shopping channel, for in-store augmentation and as a payment tool. The retailers 

are extending the use of mobile devices as a loyalty scheme and for providing a 

medium for the projection of money-off vouchers and coupons and creating an 

opportunity for their customers to virally spread the news about their new offerings 

within their reachable environment. The mobile device is now a fundamental way 

in which retailers sell things online and in brick-and-mortar stores through a mobile 

website and mobile apps. Buy online and pick up in a store (BOPIS) is now 

becoming popular, most especially among millennials (Kim, Park and Lee 2017; 

Liu, et al. 2017). The mobile device is the facilitator and antecedent of omnichannel 

online retailing strategy. The mobile device improves retailing customers’ 

interactions with a retailer through the medium of a mobile website and it helps the 

retailing customer access what the retailer has to offer (Skeldon, 2011). 



44 

Online retailing is impacting online shopping with five digital promises 

(Chaffey, Ellis-Chadwick, Mayer and Johnston, 2009). First, there is a promise of 

convenience (Chaffey et al. 2009). The online brand is positioning to provide best 

products, low prices and faster delivery. For example, Amazon is treading this path 

of convenience (Chaffey, 2018). Second, there is a promise of achievement for the 

online retailing customer (Chaffey et al. 2009). It positions the online retailing 

customer as a winner while shopping online (Doherty and Ellis-Chadwick, 2010). 

Third, there is a promise of fun and adventure (Chaffey et al. 2009; Salimon et al. 

2018). The diffusion and immersive technology of gamification and augmented 

reality are promoting the gratification experience of the online retailing customers 

during online shopping (Rauschnabel, Rossmann and Dieck, 2017). Fourth, there 

is the promise of self-expression (Chaffey et al. 2009). Online retailing customers 

are privileged to express their preference, write reviews and cast votes 

electronically based on the online shopping experience. Fifth, there is the promise 

of belonging (Chaffey et al. 2009). There is an online retailing community with 

vibrant user-to-user (U2U) and user-to-retailer (U2R) interactions, a forum where 

the online retailing customers share ideas. 

Despite the numerous advantages of using mobile devices for online shopping, 

many retailers are yet to be convinced of the inevitability of mobile device online 

shopping and they are reluctant to optimise their website for mobile devices and 

have failed to meet the demand of customers that are already seeking out their 

websites through their mobile devices (Grewal et al. 2017; Bandyopadhyay, Singh 

and Fry, 2018). Such retailers could be missing out on additional revenue from the 

ready and willing mobile consumer traffic (Franco, 2018). 

The purpose of theory in marketing discipline is to explain phenomena. 

Interdisciplinary integration is advancing, and it is a means of incorporating 

theories across different disciplines. The integrated theory allows to add variables 

and levels of analysis (Krohn and Eassey, 2014). Based on literature synthesis, the 

study integrates loyalty, ease of use, trust, experience, privacy, reputation and self-

efficacy to give a comprehensive explanation of the tablet commerce phenomenon. 

A comprehensive definition which clarifies the importance and relevance of unified 

theories was operational as “the act of combining two or more sets of logically 

interrelated propositions into one larger set of propositions to provide a more 

comprehensive explanation of a particular phenomenon” (Thornberry, 1989, p.52). 

Since tablet commerce is an ongoing development, the integrated theory will 

provide a robust explanation of how tablet commerce can facilitate customer 

loyalty towards the e-tailer. Krohn and Eassey (2014) support the use of unified 
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theories and posit that it is cross-disciplinary compliant and have classified it into 

propositional or conceptual. This study utilised unified theories because human 

behaviour is complex, and it is good to look at tablet commerce customer behaviour 

in different perspectives. Thus, the study harmonised different research domains 

(marketing, psychology and a technological approach). This integration gives a 

broader perspective and deepens the understanding of the research topic.  

2.4.1 Consumer loyalty 

In Digital Transformation era, there is a need for the retailers to pay close attention 

to the front and back end of retail business processes and refine their customer 

acquisition, retention, search engine optimisation, mobile and channel engagement 

to improve customer service, and to deliver a competitive advantage to attract and 

retain customers. Digital transformation will make the retailers to be relevant and 

remain competitive in ever-changing business landscape in the future. 

To have a better understanding of loyalty at cognitive, affective and conative 

levels, loyalty is defined as “a deeply held commitment to rebuy or repatronise a 

preferred product/service consistently in the future, thereby causing repetitive 

same-brand or same brand-set purchasing, despite situational influences and 

marketing efforts having the potential to cause switching behaviour” (Oliver, 1999, 

p. 34). An online retailer needs to understand what is important to the online 

retailing customer and to establish a reciprocal relationship.  

Loyalty concept is not a new disciplinary research stream (Shugan, 2005) but 

due to constant customer behavioural change, loyalty antecedents are increasing 

and making loyalty more interesting. Unlike brick-and-mortar stores, data 

collection and tracking of online customers’ purchasing patterns and preferences, 

which are necessary for building viable online customer loyalty, has been 

simplified. Customer loyalty is crucial for organisational growth and profitability 

(Wu and Li, 2018) but despite its importance in the online context trust is a stronger 

antecedent of customer loyalty than other factors, such as price (Reichheld and 

Schefter, 2000; Shugan, 2005). Tailored made services with added value to the 

customers is a concept close to loyalty and the customer relationship but there is 

greater focus on customer experience as one of the antecedents of loyalty, hence 

Shugan (2005) argued that “true brand loyalty must extend beyond behaviour and 

attitude” and mentioned that customer brand loyalty that did not have the intention 

to create a customer assets would end in multiple liabilities. Liu-Thompkins and 

Tam (2013), establishing the role of attitudinal loyalty, assert that it can build on 
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conscious brand evaluation. Cyr, Head and Ivanov (2006) discovered a gap for 

design aesthetics as an antecedent of mobile loyalty and found that visual design 

aesthetics significantly related to perceived usefulness, ease of use and enjoyment.  

One decade ago, Morgan and Rego (2008) saw the impact of the business press 

and trade publications regarding the concept of customer loyalty but following that 

there have been increasing studies on customer loyalty, mobile loyalty, brand 

loyalty, loyalty programmes and antecedents of loyalty in an academic setting. 

Zhao, Chen and Wang (2016) categorised loyalty into two forms as continuance 

usage and willingness to pay more, while Delić, Knežević and Dužević (2017) 

came up with two aspects of customer loyalty, namely retention and future intention. 

Kopalle, Sun, Neslin, Sun and Swaminathan (2012) argued that frequency reward 

and customer tier components have an impact on customer behaviour and sales and 

that the duo should be modelled together. In their findings, they discovered that the 

two components of loyalty programmes have the potential of increasing sales 

without interference. Liu-Thompkins and Tam (2013) compared attitudinal loyalty 

and habit and how the two drivers of repeat patronage impact the consumer reaction 

to cross-selling promotions; their study shows the difference between attitudinal 

loyalty and habit as the former enhances cross-selling while the latter has the 

opposite effect. On the other hand, Lee, Moon, Kim and Mun (2015) probe the 

interconnection of mobile phone usability, user satisfaction, trust and brand loyalty 

and their findings showcase the indirect impact of usability on brand loyalty 

through the mediation of satisfaction and trust. Lee et al. (2015) portrayed the 

centrality of trust in customer relationship and posited that customers’ strong trust 

in the manufacturer will result in high brand loyalty but Zhao et al. (2016) used the 

integrated model for investigating the effects of psychological ownership and the 

Technology Acceptance Model (TAM) on social media loyalty and found that 

psychological ownership effect is more significant to customer loyalty than the 

main constructs of TAM. Lee and Wong (2016) emphasised the recognition of 

loyalty in marketing literature and discovered a gap in mobile commerce customers’ 

retention which contributes to business performance.  

Mobile commerce customer loyalty is defined “as the mindset of consumers 

with favourable attitudes toward the m-commerce service provider, who are 

committed to repurchase as well as recommend to others their product/services” 

and their findings highlight the factors that are crucial for m-commerce customer 

loyalty in Malaysia as efficiency, system availability, fulfilment, privacy, 

satisfaction, trust and commitment (Lee and Wong, 2016, p. 63). Consistent with 

the national study of customer loyalty, Delić et al. (2017) also examined the 
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influencers of customer loyalty towards mobile commerce in the retailing 

customers context of Croatia and itemised the critical factors of mobile loyalty as 

usefulness, reliability and satisfaction, convenience, price and innovativeness.  

Notably, the customer shopping experience and the reputation of the e-tailer, 

coupled with privacy concerns, are conspicuously missing from the study of Delić 

et al. (2017) as antecedents of customer loyalty. All the influencing factors are 

relevant to young retail customers except innovativeness and usefulness. 

Nevertheless, functionality is the strongest predictor of young customers’ loyalty. 

Mobile commerce is advancing and one of its offshoots is gaining research 

attention in brand loyalty. Hew, Lee, Ooi and Lin (2016) examined brand loyalty 

as a booster of mobile social commerce and discovered users’ continuance usage 

and satisfaction as boosters of brand loyalty. Wu and Li (2018) also used the 

integrated model to examine the effect of six marketing mix components on 

consumer loyalty in the context of social commerce and found that the social 

commerce marketing mix significantly influences social commerce value while the 

social commerce customer value positively impacts social commerce customer 

loyalty.  

Digital transformation in retailing sector involves how retailers engage their 

customers, prospects and how they offer services and sell to them to acquire and 

retain them. While going through this process, digital transformation help the 

retailers to observe the customers behaviour, views and their experiences to be able 

to serve them better. 

This research takes a cue from Lee and Wong (2016, p. 63) and defines tablet 

commerce loyalty as the mindset of consumers with favourable attitudes toward 

the tablet commerce service providers and who are, based on their reputation, 

committed to repurchase as well as recommend to others their product or services, 

regarding the past trustworthiness. Respective of the synthesised literature, this 

research used an integrated model (Dick and Basu, 1994; Gefen, Karahanna and 

Straub, 2003; Moon, Hossain, Sanders, Garrity and Jo, 2013; Wu and Li, 2018) 

with seven constructs of ease of use, privacy, trust, self-efficacy, reputation and 

experience as an antecedent of loyalty towards tablet commerce. 

2.4.2 Ease of use  

Creating a retailing mobile environment that is flexible and easy to use secured and 

flexible web applications will facilitate a better retailing customer experience.  
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Perceived ease of use is “the degree to which a person believes that using a 

particular system would be free of effort” and it is essential for retailers to know 

how easy the online retailing platform is for customers to use (Davis, 1989a, p. 

320). TAM emerged in 1985 and for the past 33 years it has had a positive impact 

on multidisciplinary studies. Despite criticism, researchers are still using the theory 

and its extensions to date due to its parsimony (Davis, Bagozzi and Warshaw, 

1989b). TAM was differentiated from the multiattributes of the Fishbein Model of 

attributes, beliefs, weights and the Theory of Reasoned Action (TRA) - attitude, 

subjective norm, intention and behaviour (Fishbein, 1967; Fishbein and Ajzen, 

1975; Muñoz-Leiva, Climent-Climent and Liébana-Cabanillas, 2017).  

TAM was built on the foundation of a renowned theoretical model of human 

behaviour and adapted from the field of psychology with a focus on two objectives. 

One, to improve the understanding of technology user acceptance and deepen 

theoretical insights in information systems design and implementation. Second, to 

help the designers and implementors of information systems to evaluate the 

proposed new systems (Davis, 1985). These objectives align with the motivation to 

integrate the TAM ease of use into tablet commerce study as the advancement in 

computer technology is driving online business growth and making the end-user 

systems economically attractive (Davis, 1985; Davis et al. 1989b, Tarhini, 

Masa’deh, Al-Badi, Almajali and Alrabayaah, 2017).  

TAM came into the limelight for solving the problem of information systems 

actual use, non-use, design and choice making and the argument for TAM stated 

that exposure to a new system would motivate the likely users to form their positive 

or negative opinion towards such system (Davis, 1985; Davis, Bagozzi and 

Warshaw, 1989b). The TAM model was categorised as design features, cognitive 

response, affective response and behavioural response with four constructs. 

Attitude from the Fishbein (1967) model was transformed into two important 

beliefs of perceived usefulness and perceived ease of use while perceived ease of 

use predicted perceived usefulness (Muñoz-Leiva et al. 2017).  

In the same line of reasoning, design features as an external variable directly 

influencing perceived usefulness and perceived ease of use and having an indirect 

effect on attitude towards using a system and actual system use (Liu, Lin, Zhang 

and Zheng, 2017). Perceived usefulness and perceived ease of use have a causal 

effect on attitude and an indirect effect on actual use, while attitude influences the 

actual system use. The operationalisation of ease of use of TAM was showcased in 

Table 6. Perceived ease of use and other related variables were used to predict the 

intention of people to accept the use of computers and ease of use positively 
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impacts system use performance (Davis et al. 1989b). Since reliability deals with 

consistency, Hendrickson, Massey and Cronan (1993) carried out the test-retest 

reliability of “validated perceived usefulness and perceived ease of use” scales to 

confirm the alpha coefficients of .98 and .94 of perceived usefulness and perceived 

ease of use. The study conformed to the set thresholds and confirmed the reliability 

of perceived usefulness and ease of use, but the reliability intensity is higher in 

utilitarian than hedonic instruments (Davis et al. 1989b; Hess, McNab and Basoglu, 

2014). 

Following up the discussion of ease of use, Venkatesh, Ramesh and Massey 

(2003b) listed ease of use as one of the five categories of Microsoft Usability 

Guidelines (MUG) for the mobile context but Hoehle and Venkatesh (2015) 

criticised the study for lacking conceptualisation of mobile application usability. In 

a bid to extend the TAM model, Vankatesh proposed (UTAUT) and translated 

perceived ease of use and perceived usefulness to effort expectancy and 

performance expectancy. On the other hand, Liu et al. (2017) posited that the fusion 

of perceived usefulness and perceived ease of use, as a subset of subjective norms, 

depict a positive feeling toward technology integration. Muñoz-Leiva et al. (2017) 

used ease of use as an antecedent of trust, believing that the use of mobile banking 

apps is without much effort, while Tarhini et al. (2017) used perceived ease of use, 

perceived usefulness, self-efficacy, trust and other variables as a predictor of 

employees’ behavioural intention to use cloud computing. On the contrary, 

perceived ease of use, perceived usefulness, self-efficacy and trust did not have a 

significant influence on behavioural intention. In a new dimension, Valacich, Wang 

and Jessup (2018) classified ease of use among experience features. 

Still advancing on the discussion of ease of use, Lai (2017) used it amidst 

another 11 constructs based on civil servants’ decisions to use Web 2.0 tools for 

learning, and self-efficacy emerged as the leading element that determines civil 

servant perceived behavioural control. Ease of use was defined as “the degree to 

which civil servants expect using Web 2.0 tools is free of effort” (Lai, 2017, p. 298). 

Ease of use is central in technology study and Arpaci (2017) used it as a predictor 

of attitude and it was predicted positively by self-efficacy. The total variance 

explained by perceived ease of use coefficient of determination in Arpaci’s (2017) 

study was above substantial (81.05). The variance explained is high because the 

fitted values were close to the observed value and therefore, all the data points 

firmly fall on the fitted regression line and the model explains almost all the 

variability of the response data around its mean. Despite the higher variance, it is 

assumed that R-Squared cannot indicate whether a regression model is adequate 



50 

because of the type of research undertaken. Details of how the researcher fit the 

model, and the data specific information, will determine the relevance of the 

coefficient of determination. Ease of use is a catalyst of retailing digital 

transformation. 

2.4.3 Trust 

Trust is a multidisciplinary construct and a vital relationship that needs clarification, 

and it is described as “one believes that the other party has one or more 

characteristics beneficial to oneself” as the online customer expects honest 

characteristics from the online retailers (McKnight and Chervany, 2001). In the 

same line, trust had a considerable aptness to influence the growth of online 

shopping while mistrust relayed oppositely (Benbasat, Gefen and Pavlou, 2010). 

Trust has been a crucial element of online commerce success and it has been widely 

studied in the multidisciplinary literature (Salo and Karjaluoto, 2007). Gefen, 

Karahanna and Straub (2003, p. 54) defined trust as “an expectation that others one 

chooses to trust will not behave opportunistically by taking advantage of the 

situation.” The authors highlighted trust and TAM among many factors that 

influence consumers’ decisions to re-patronise an electronic vendor. Before 

purchase intentions in an online environment, there are antecedents of technology 

assessment coupled with perceived usefulness, ease of use and trust in the 

electronic vendor’s reputation.  

In this circumstance, the foundation of online trust rests on fair play by the e-

vendor, confidence in safe online mechanisms and transactions and perception of 

ease of use of the online platform (Gefen et al. 2003; Salo and Karjaluoto, 2007; 

Bapna, Gupta, Rice and Sundararajan, 2017). There is a connection between trust, 

intuition and feedback. Kardes (2006) posits that consumers and managers could 

rely on their intuition whenever there is a signal of high-quality feedback but 

decline their intuition amid errors that are consequential with delayed feedback. 

Information accessibility means a lot in an online business relationship, but without 

trust establishment, information disclosure will be difficult. Premazzi et al. (2010) 

assert the advancement of trust as an essential step to take while venturing into the 

online transaction, and classified trust into two groups, low and high trust, which 

indicates that the higher the trust, the higher the information disclosure and the 

lower the trust, the lower the information disclosure.  

Contrary to two groups of trust, Nilashi, Ibrahim, Mirabi, Ebrahimi and Zare 

(2015) grouped mobile commerce trust into low trust, moderate trust and high trust 
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and listed content, design and security as the factors that necessitate mobile 

commerce website trust. The centrality of trust is discernible, but the interlinking 

and distinction between trust and distrust still needs clarity (Benbasat et al. 2010). 

Trust and distrust go side-by-side and Dimoka (2010), corroborates the fact that 

trust and distrust function differently and distinguished them as a distinct construct 

in neurological processes. Riedl, Hubert and Kenning (2010) probed into the 

existence of online, neural gender differences and concluded that males and 

females differ in their trusting decision and that Internet trust perception is 

impacted by neurobiology.  

Studying gender differences with medical perspectives can help IT 

professionals, marketers and engineers have fresh insight into their domain of 

operations. Fang et al. (2014) discovered a gap in online trust and advocated for a 

deeper understanding of how customers’ trust operates in an e-commerce 

environment. Fang et al. (2014) emphasised the importance of e-vendor 

trustworthiness and showcased different versions of trust which can fuse to build 

stronger trust in an online vendor. Touré-Tillery and McGill (2015) differentiated 

between human agents and anthropomorphised messengers, posed the questions of 

whom to trust and how to be persuaded regarding interpersonal trust and discovered 

that when attention is low for all consumers, the high and low trusters behave in 

the same way and are not affected by the nature of persuasion agents.  

This study has considered different elements of trust and concludes that trust 

is important but building sustainable customer trust in mobile commerce is a 

herculean task. Despite the challenge of building trust, Fuzzy logic was utilised to 

unravel the relationship between trust level and website features to solve the 

uncertain problem of distrust in mobile commerce and the result of the study helps 

mobile commerce stakeholders ascertain the trust level of their websites and point 

to possibility of website optimisation for quality (Nilashi et al. 2015.) Supporting 

the need for a viable trustworthy environment, Jimenez, San-Martin and Azuela 

(2016) classified trust as a relational variable and concluded that interaction of trust 

and satisfaction can increase loyalty and stir customers to use their mobile devices 

to purchase online. In other words, Bapna, Liangfei and Rice (2017b) focussed on 

the difference between intrinsic trust and instrumental trust and posited that the 

level of trust is optional with trustee reward and punishment. Due to the inimical 

online environment, trust inclination can intervene to curb the uncertainty and risk 

associated with online mobile commerce. According to Yen (2018) trust is a crucial 

mediator that can facilitate and harmonise attitudinal behaviours. 
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2.4.4 Privacy 

Privacy concerns and online retailing are not analogous, and privacy is described 

as a necessity “to protect people’s interests in competitive situations” (Rachels, 

2017). Online consumers need freedom from intrusions, data issues are escalating 

globally due to the emergence of big data problems and the multiple channels of 

data sources have turned effective, risk-free data management into a daunting task. 

Janakiraman, Lim and Rishika (2018) established the increase of data breach 

activities and the danger of security risk it poses to organisations. The reason some 

consumers are willing to disclose their information while others are reluctant is still 

a regular discussion in privacy literature (Anderson, Baskerville and Kaul 2017).  

Regarding the relationship of online retailer and consumer, White (2004) 

experimented with consumer disclosure and its avoidance and came up with 

findings that consumers with deep relationship perceptions tend to reveal personal 

information more than a consumer with a shallow relationship. The Internet is 

dispersing widely, globally with merits and demerits, especially in information 

management that has to do with consumer data collection, aggregation and 

dissemination (Anderson et al. 2017). Following the same line of reasoning, John, 

Acquisti and Loewenstein (2010, p. 858) argued in their allusion of strangers on a 

plane regarding privacy concern “that moment-to-moment concerns about privacy 

are responsive to contextual cues that often bear little connection to the objective 

dangers and benefits of divulging information.” Still, on privacy concern, Lowry, 

Cao and Everard (2011) examined the impact of culture on information privacy and 

online interpersonal awareness regarding attitudes toward use and actual use of 

technologies and discovered that cross-cultural dimensions are significant 

predictors of information privacy.  

On the other hand, Lowry et al. (2011), Karwatzki, Dytynko, Trenz and Veit, 

(2017) recorded that gender wise; the female has more information about privacy 

concerns than the male. Technology is beneficial to both sellers and buyers. As the 

sellers are using technology to target buyers’ demographics and psychographic 

information for advertisement and sales, likewise the buyers are using technology 

to understand sellers’ privacy disclosures and, based on their discovery, they take 

their stand either to release their information or to prevent the sellers from tracking 

them (Conitzer, Taylor and Wagman, 2012).  

Lack of trust and fear of the unknown are significant factors of consumers’ 

privacy concern. Karwatzki et al. (2017) used information boundary theory to 

uncover the effect of service personalisation on the willingness of consumers to 
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disclose information and argues that the union of privacy policies and transparency 

features can help consumers better understand an organisation’s data usage policy, 

while the study results reveal that consumers who value privacy are less featured 

online. The result can be expanded regarding privacy so that we have the careful, 

careless and carefree privacy propensities. Oppositely, Anderson et al. (2017) 

linked privacy and security as an essential area of concentration for an organisation 

that is envisaging success. The authors compared privacy to the ethical reasoning 

of doing right or wrong.  

Corroborating the danger of data mismanagement, Martin, Borah and 

Palmatier (2017) used gossip theory to examine the negative impact of organisation 

performance on customer vulnerability. In their study, they opine that a data 

management process will either increase consumer’s perception of vulnerability or 

make them vulnerable in reality and argues that data vulnerability is more complex 

than privacy concerns but encompasses data breaches and identity theft. 

Vulnerability perception, privacy concern and identity theft stir worry and anxiety 

while security and privacy assurance alleviate consumers’ fears.  

2.4.5 Online retailer’s reputation 

The problems of information asymmetry, lack of face-to-face and recurring 

interactions still linger in mobile commerce and reputation mechanisms are one of 

the viable solutions proffered but not without challenge (Kalra, Li and Zhang, 2011; 

Xu, Chen and Whinston, 2018). Reputation systems were described as a 

mechanism “which disseminate information on the past behaviour of individual 

traders, are designed to facilitate trustworthy transactions among strangers on the 

Internet” (Ye, Gao and Viswanathan, 2014, p. 1034).  

According to Xu et al. (2018, p. 577) reputations become a perfect indicator of 

agents’ types, effort levels, and product quality. The reputation of an e-vendor is 

critical to a consumer and it is a path to building trust. Reputation is the view of the 

consumer on the integrity of the e-vendor, it indicates who the e-vendors are and 

what they are supposed to be. There is a close connection between e-vendor 

reputation and trust. The degree of online customers’ perception of the 

trustworthiness of online retailers is reputation. Vendor reputation is described as 

social information on his trustworthiness (Einwiller, 2003). However, the e-

vendor’s trustworthiness determines the positive, negative, high and low level of 

the e-vendor’s reputation.  
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An e-vendor must have a secured online platform for trading, a transparent and 

effective privacy policy and excellent customer services and a reliable reputation 

management system (Purohit and Srivastava, 2001; Xu, Chen and Whinston, 2018). 

A company with a positive reputation will gain the confidence of its customers 

while one with a bad reputation will encounter customer churning. Yoon, Gürhan-

Canli and Schwarz (2006), Chernev and Blair (2015) studied the effect of corporate 

social responsibility as a panacea for companies’ bad reputations and posited that 

investment on CSR activities will curb the backfire effect of a dent to the company’s 

image better than spending on CSR—related advertising. Conversely, Cheema 

(2008) distinguishing between low, medium and high reputation regarding 

surcharges mentioned that consumers tend to purchase from the low reputation 

sellers in connection with consciousness of surcharges rather than when buying 

from the medium and high reputation sellers. Purohit and Srivastava (2001), Xu et 

al. (2018) explore the product quality judgment based on the manufacturer’s and 

retailer’s reputations in addition to product warranty and contrarily Chernev and 

Blair (2015), argue that it is possible for corporate reputations to lack a significant 

impact on consumer beliefs regarding the performance of an organisation’s 

products.  

There is a chain effect between manufacturer and retailer reputation. In an ideal 

situation, retailer reputation should be a continuity of manufacturer reputation and 

the ripple effect should be positive. Wiles, Jain, Mishra and Lindsey (2010) used a 

firm’s reputation as a moderator of advertising violation and indicated that high-

reputation companies are preferable to low-reputation companies in the aspect of 

advertising violation. Reputation constructs cut across different research streams 

and it is a determinant of consumer confidence in mobile commerce. Gielens, 

Geyskens, Deleersnyder and Nohe (2018, p.126) mentioned the supplier’s 

environmental reputation and posited that “environmental reputation captures 

whether it is already known for operating sustainably.” Reputation systems adopted 

by online merchants such eBay are related to seller behaviour regarding buyer’s 

coercion and reputation manipulation especially when a low-quality seller strives 

to imitate high-quality sellers regarding negative feedback (Ye et al. 2014). 

Reputable retailers with reputable resources are the agent of change through digital 

transformation. 
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2.4.6 Self-efficacy 

Self-efficacy is a belief in one’s self’s-ability to attain a specific goal and it is all 

encompassing in every human endeavour, specifically, in having a better 

understanding of online activities (Kim and Glassman, 2013). Bulgurcu, Cavusoglu 

and Benbasat (2010) listed skills, knowledge and competencies as a component of 

self-efficacy and used self-efficacy as one of the antecedents of attitudes, subjective 

norms and behavioural control. Self-efficacy assurance affects individual 

perseverance while facing challenges and virtual self-efficacy is a motivation for 

not relenting in efforts with new and challenging situations (Wang and Haggerty, 

2011; Hill and Beatty, 2011; Keith, Babb, Lowry, Furner and Abdullat, 2015).  

There are different coping strategies but, Han, Duhachek and Agrawal (2016) 

concentrate on problem-focused as against emotion-focused coping, and their study 

revealed that problem-focused coping and a low construal level have an 

incremental effect on self-efficacy, but on the part of emotion-focused coping with 

high construal level there is an increase in response efficacy. Ozturk, Bilgihan, 

Nusair and Okumus (2016, p. 1351) define self-efficacy as the “extent, or strength 

of one’s belief in one’s own ability to complete tasks and reach goals” but self-

efficacy did not directly predict perceived ease of use but did indirectly predict the 

mobile hotel booking users’ loyalty through the mediation of perceived ease of use. 

The study assumed the mobile hotel booking users perceived that ease of use and 

self-efficacy are not different. Self-efficacy is a multidimensional construct and 

different authors have used it in the past in different dimensions (Hill and Beatty, 

2011). 

For example, Hsu and Chiu (2004, p. 369) described self-efficacy as “beliefs 

in one’s capabilities to organize and execute courses of Internet actions required to 

produce given attainments” and emphasised that self-efficacy is a crucial factor to 

explain consumers’ decisions in electronic commerce use. Also, the authors 

classified Internet self-efficacy into two as general Internet self-efficacy and Web-

specific self-efficacy, but in the study of Romero and Craig (2017) it was 

conceptualised as Financial self-efficacy and this was compared with human-like 

shape and explains that exposure to thin, human-like shapes impacts consumer self-

efficacy judgments and spending outcomes.  

Regarding m-commerce, Hill and Beatty (2011) examined adolescent online 

shopping and self-efficacy in a virtual setting and used online shopping self-

efficacy and online technical self-efficacy as two dimensions of self-efficacy. The 

findings of their study stated that more involved adolescent online shoppers are 
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different from less involved online shoppers based on four variables of self-

efficacies, interest-shopping motivations, shopping behaviours and relative 

influence.  

Self-efficacy stands to bridge the gap between human activities and the Internet 

and Kim and Glassman (2013) developed a self-efficacy scale and operationalised 

self-efficacy in different dimensions of reactive or generative self-efficacy, 

differentiation self-efficacy, organisation self-efficacy, communication self-

efficacy and search self-efficacy and the results of their study validated the 

reliability of the Internet Self-Efficacy Scale as a means of assessing a user’s level 

of self-efficacy. Hocevar, Flanagin and Metzger (2014, p.254) focused on social 

media self-efficacy, defining it as “a person’s perceived ability to reach desired 

outcomes in the social media environment,” and their results reveal higher social 

media self-efficacy and lower social media self-efficacy. The users with higher 

social media self-efficacy count information sharing on social media platform as 

more trustworthy than do users with low social media self-efficacy.  

Unlike social media self-efficacy, Kulviwat, Bruner II and Neelankavil (2014) 

examined the role of technology adoption self-efficacy on cognition and affects and 

discovered that self-efficacy is an influencer of cognitive perceptions, emotional 

reactions and has the potential to transform individual attitudes through the 

cognitive channel of perceived usefulness and ease of use. Keith et al. (2015) used 

social cognitive theory with its construct of self-efficacy to expound on perceived 

mobile-app risk and provider trust and realised that smartphones and apps 

skilfulness can motivate the users to have greater trust in app providers and to pay 

less attention to risk in the app itself, even to the point of unverified intentions of 

the app providers. The self-efficacy of online retailing customers shows that the 

digitalisation process that engineer transformation in a retailing sector is attainable. 

2.4.7 Experience 

In a digital transformation context, end-to-end customer experience improvement 

is an epoch-making effort for the retailers. Bridging the gaps of customer’s 

perceptions regarding their experiences when interacting with online retailing 

business and the perceptions of the retailers regarding the experiences they offers 

should be a continuous process. 

Perceptions and interactions are two important elements of customer 

experience, and experience is referred to “customer purchase journey as the process 

a customer goes through, across all stages and touch points, that makes up the 
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customer experience” (Lemon and Verhoef, 2016). This definition indicates that 

customer experience is holistic. While past negative experience contributes to some 

shoppers’ reluctance to shop online, due to risk factors such as privacy and security 

concern, delivery time and lack of physical touch (Lian and Yen, 2013). The study 

of Dai, Forsythe and Kwon (2014) established the effect of risk perception on 

online shopping as they proposed a conceptual model to depict the relationships 

between online shopping experience and three risks (privacy, product and financial) 

propensity towards online shopping. The online customer shopping experience is a 

continuous discussion in consumer behaviour research domain, and it is the 

determinant of competitive advantage and profit-making for the online retailer. The 

online shopping experience is crucial because of the application and use of 

recommendation agents on e-commerce websites (Yoon, Hostler, Guo and 

Guimaraes, 2013). Lee, Kim and Fiore (2010) examined the effects of image 

interactivity technology and experimenting with appearance regarding the affective 

and cognitive online shopping experience and their findings show that the 

relationship of image interactivity technology and experimenting with appearance 

positively influenced customer shopping enjoyment and, at the same time, 

decreased the risk perception of the online retailer.  

Shopping enjoyment and the risk perception is an influencer of consumers’ 

attitudes. Online shopping experience could be positive or negative, it all depends 

on how the online retailer manages its customers (Kawaf and Tagg, 2017). Online 

shopping customer experience is multifarious as the online retailer depends on the 

customer’s traffic and sales through technology (Olaleye, Sanusi and Oyelere, 

2017). 

Additionally, competition also drives a customer’s experience based on their 

preferences (Iyer and Kuksov, 2012). Kamaladevi (2010) juxtaposed between 

customer relationship management (CRM) and customer experience management 

(CEM) and clarified in a simple term the two concepts. The CRM makes the 

company study the customer and anatomise their shopping behaviour while the 

latter concept makes the customer find out something about the company. 

Kamaladevi (2010, p. 37) defined experience management as “a strategy that 

focuses on the operations and processes of a business around the needs of the 

individual customer.” He itemised the macro factors that necessitate valuable 

customer experience as Atmosphere, Advertising, Brand, Location, Packaging and 

labelling, Price, Promotion, Service Mix and Supply Chain Management with 

online retailer’s intention to convert satisfied customers to loyal and from being 

loyal to an advocate.  
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Consistent with Kamaladevi (2010), Morgan-Thomas and Veloutsou (2013) 

narrowed the shopping experience macro factors and expatiate on brand 

relationships and online brand experience. The outcome of the study shows the 

positive influence of trust and perceived usefulness on online brand experience. 

Online shopping experience requires investment and the assurance of return-on-

investment of an online retailer is still a challenge due to the online behaviour of 

window shopping or window browsing. Lian and Yen (2013) opine it is necessary 

to feel and experience before the actual purchasing, but this is a daunting task in an 

online shopping platform. 

In line with the scenario of shopping without buying, the concern of Iyer and 

Kuksov (2012) in their study is how the consumer shopping experience affects its 

equilibrium price advertising and pricing strategies. The authors posit that the profit 

margin of the shopping experience depends on different levels of the shopping 

experience and indicate that a little shift in shopping experience levels can result in 

significant differences in equilibrium profits. Looking at online shopping 

experience from another angle, Yoon et al. (2013) empirically assessed the 

moderating effect of consumer product knowledge and online shopping experience 

with the intervention of using recommendation agents such as collaborative 

filtering for customer loyalty and discovered that consumer online shopping 

experience did not significantly affect the relationship between customer 

satisfaction and customer loyalty.  

Aside from recommendation agents as an enhancer of the online shopping 

experience, Kim, Suh and Lee (2013) examine the effects of collaborative online 

shopping on customer shopping experience in social and relational perspectives 

through the lens of co-presence and flow theories. Kim et al. (2013, p. 170) define 

collaborative online shopping as “an activity in which consumer shops at an 

eCommerce website with remotely located shopping partners such as friends or 

family.” Their findings show that avatar and media richness can increase co-

presence and facilitates meaningful interaction between shoppers and emphasised 

the interaction of social, relational and hedonic values of customer shopping 

experience as a core motivation for online shopping collaboration. On the other 

hand, Morgan-Thomas and Veloutsou (2013, p. 22) mentioned that “online brand 

experience captures the individual’s internal subjective response to the contact with 

an online brand.”  

Online shopper interaction with an online brand is inevitable. Pappas, Pateli, 

Giannakos and Chrissikopoulos (2014) connect satisfaction and experience as 

essential factors of customer retention and their study reveals that experience can 
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moderate the relationship between performance expectancy and satisfaction, and 

satisfaction and intention to repurchase; one is a strength booster while the other 

one weakens the association of satisfaction and intention to repurchase. Mosteller, 

Donthu and Eroglu (2014) distanced their studies from earlier authors by 

examining the impact of the verbal format of online product information on online 

shopping experiences with fluency theory and showcased how perceptual fluency 

transforms consumer’s positive affect and conceptual processing efforts as an 

influencer of online shopping choice outcomes. Kawaf and Tagg (2017) used online 

shopping experience as a mediator between four antecedents of information 

processing, perceived ease of use, perceived usefulness, perceived benefits, 

perceived control, skill, trust propensity, perceived risk, enjoyment, ease of location 

of the websites/app, hedonic and utilitarian features, personalisation, social 

interactions, multi-device compatibility, and four consequences of satisfaction, 

repeat purchase, positive word of mouth and brand engagement, and underscored 

the approach of individualistic dynamic experience.  

Oppositely, Wu, Quyen and Rivas (2017) concentrated on purchasing 

experience and gender differences and identified the fusing of e-servicescape 

dimensionality, website trustworthiness and attitude. Their findings reveal that 

women tend to have a more positive experience of e-servicescape in website 

trustworthiness and attitude than men. The antecedents of a positive online 

shopping experience vary, and the diffusion and growth of tablets are creating an 

opportunity for smart and interactive customer experiences. 

2.4.8 Gender difference in tablet commerce 

This study examines gender differences in tablet commerce using loyalty as a 

multidimensional concept to integrate ease of use, privacy, trust, self-efficacy, 

reputation and the tablet commerce shopping experience. Gender study, most 

especially in online shopping context, is one of the categorical variables that can 

help retailers solve the problem of gender stereotyping and proffer solutions with 

gender optimisation. Gender shopping varies based on taste, desire and product 

categorisation. For instance, males tend to be utilitarian shoppers with a pick, pay 

and go shopping lifestyle while females are more hedonistic when it comes to 

online shopping with a pick, check, drop, pick, pay and go shopping style. Gender 

studies are growing and becoming a popular multidisciplinary field and it is an 

important factor that is driving online shopping behaviour (Hwang, 2010; Hasan, 

2010; Fang, Wen, George and Prybutok, 2016).  
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Gender is a dynamic scale and it has been used in different ways by previous 

researchers across different research fields. Lian and Yen (2014) used age and 

gender to study older adults’ drivers and barriers in online shopping and discovered 

performance expectation and social influence as the drivers of online shopping, 

while the men differed from the women as men’s online shopping drivers are higher 

than women and indicate lower barriers than women.  

The use of age and gender as moderators of technology constructs was 

consistent with the Unified Theory of Acceptance and the Use of Technology 

(UTAUT) study by Venkatesh, Morris, Davis and Davis (2003a). The use of gender 

as a moderator is advancing (Hwang, 2010; Chen, Yan, Fan and Gordon, 2015; 

Fang et al. 2016). Fang et al. (2016) moderated e-service quality, sacrifice, product 

quality and perceived value with gender and the result revealed that gender 

difference is only applicable to task-focused shoppers and with small effects to 

experiential shoppers. The findings show the importance of gender in the 

repurchase context.  

Unlike Fang et al. (2016), Chen et al. (2015) moderates perceived benefit, 

perceived risk as a predictor of satisfaction and re-purchase intention with gender 

and trust propensity. The result depicts the interactivity of gender and trust and 

serves as moderator of consumer’s perception of risks, level of satisfaction and the 

consumer’s intention to repurchase online. Gender and trust are considerable 

factors that impact online purchasing behaviour either by a group or by an 

individual shopper.  

Inconsistent with earlier mentioned researchers, Zhang, Cheung and Lee (2014) 

integrated the theories of reasoned action, trust and information processing to 

explain gender differences and their findings dwell on gender disparity based on 

inconsistent reviews as female consumers are prone to be more responsive to both 

positive and negative reviews and shop more online than the males in the context 

of consumers’ online shopping decision.  

In Hwang’s (2010) study, the gender moderates the relationship between social 

norms (normative commitment), perceived enjoyment (affective commitment) and 

intention to use e-commerce systems, and it reveals the potency of gender in e-

commerce systems implementation through the lens of the theory of reasoned 

action, self-determination and sociolinguistics literature. The coefficient of 

determination (R2=.20) of the study was low and according to Leppäniemi, 

Jayawardhena, Karjaluoto and Harness (2017), it was below the weak criterion. 

Contrary to the studies that utilised gender as a moderator, the study of 

Kuoppamäki, Taipale and Wilska (2017) used gender as an independent variable 



61 

along with age and household type. The study shows that younger males are more 

interested in mobile-based payment methods than their contemporary younger 

females. Kuoppamäki et al. (2017) hence established that there is gender 

divergence in using mobile technology for online shopping and entertainment. 

Diversely, Davis, Smith and Lang (2017) used gender as a mediator between online 

utilitarian shopping motivation and online purchase intentions. The study findings 

reveal that offline and online gendered behaviour of utilitarian shopping motivation 

is antithetical to a purchase intention of online shopping and further argues that 

gender variables are more psychometric than demographic.  

Gender study is relevant in online retailing study because it is technologically 

based and an important aspect of retailing for segmentation and customer’s 

retention. However, Lohan and Faulkner (2004, p. 319) posit that “technology is an 

extremely significant site of gender negotiations in relation to occupations, symbols 

and identities, and gender in all these areas has an extremely significant shaping 

influence on the design and use of technologies.” Bray (2007) at the same time 

mentioned that the medium of gender expression in any society is through 

technology, while Theis, Lefore, Meinzen-Dick and Bryan (2018) discovered a 

gender gap in technology adoption. The mentioned authors indicate that due to 

technology and gender pervasiveness, it is not possible to understand technology 

without gender. In this context, tablet commerce is relevant to the youth, young 

adults and the seniors and tablet commerce divergence is very paramount in 

retailing digital transformation. 

2.4.9 Impact of culture in tablet commerce 

Cultural influences specifically in online shopping are advancing (Park and Jun, 

2003; Sakarya and Soyer, 2014) but there has been a paucity of comparative 

research in Finland and Nigeria. Adaptation to a culture, which is the combination 

of language and customs, is a necessity. Bandyopadhyay et al. (1994) study 

examined the cross-cultural differences in intra-channel communications and found 

that relational channel structure neutralised the differences in communication 

patterns due to cultural differences. Having established the relevance and the 

importance of international comparative study, Schneider (2017) listed the 

challenges the company faces while engaging in international commerce as 

language, culture, trust, government and infrastructure. It is apparent that customers 

have an affinity with their spoken language and tend to buy products and services 

in their language.  
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Cultural explanation and understanding are important for the international 

online retailer and customer since it has social values. Greenfield, Keller, Fuligni 

and Maynard (2003, p. 462) define culture “as a socially interactive process of 

construction comprising two main components: shared activity (cultural practices) 

and shared meaning (cultural interpretation)” and recommend global cultural 

research. Similarly, Venaik and Brewer (2008) described culture as shared values, 

beliefs and ideals within a community. Greenfield (2009) linked community and 

society as an enabling environment for learning and human development through 

sociodemographic and cultural values. In real life situations, collectivism and 

individualism associate social adaptations to community and society. While 

collectivistic indicate sharing among people, it is peculiar to daily practices in a 

community, but the other, individualistic value of privacy is adapted to the 

characteristics of society and Greenfield (2009) argues that both collectivism and 

individualism do not describe cognitive adaptations to the community and the 

society. Cognitive adaptations are crucial in international online retailing and the 

international online retailer should be able to compare between oral and literate 

culture to aid the market segmentation and customer targeting. Venaik and Brewer 

(2008) observed that there is no agreement between the study carried out by 

Hofstede and the GLOBE on uncertainty avoidance measurement. Regardless of 

Hofstede cultural dimension criticism, this study confirms the dominant role of 

Hofstede cross-cultural model.  

Some countries have inhospitable cultural environments due to government 

control of the Internet and that online government intervention limits the 

development of online commerce. In addition to culture, company reputation is 

significant to the establishment of trusting relationships with customers while 

inadequate infrastructure is driving away international orders and expensive 

Internet subscriptions. Despite the bottleneck of infrastructural facilities in 

developing countries, their potential for business expansion, especially, for online 

business is attracting researchers’ attention and more business investment. 

The developed countries, for their part, possess great technological 

infrastructure and a healthy and secure atmosphere, in addition to high Human 

Development Indexes; for instance, Finland’s HDI ranks 23rd globally at 0.895, 

which is well above the very high human development threshold of 0.892. On the 

other hand, Nigeria, a developing country, typifies low industrialisation and has a 

low HDI of 0.527 with rank of 152, which is below the low development threshold 

of 0.497 (UNDP, 2016). Culturally, Finland is more individualistic than Nigeria 
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(63/30), being a collective country, and Nigeria also exhibits more masculine traits 

than Finland (Hofstede Insights 2018).  

The two countries are indulgent (57/84), but Nigeria’s score is higher, and 

Nigerians exhibit a greater willingness to realise their impulses and desires 

regarding enjoyment and having fun than Finns (Hofstede Insights 2018). 

According to Park and Jun (2003), Finland as an individualistic culture craves 

accurate and analytical benefits, with explicit communication and clear procedures, 

while Nigeria on the contrary, as a collectivistic culture tends towards harmonic 

and holistic benefits with group bonds. Although Finland and Nigeria vary 

culturally, they have a similar business pull. There are cultural differences across 

borders as Sakarya and Soyer (2014) compared British and Turkish online 

consumers and revealed the similarity of the two cultures’ consumption values and 

their contrast in online shopping behaviour in utilitarian and hedonic dispositions. 

For instance, the relationship between Finland and Nigeria started in 1963 

when the Finnish government established the first Finnish Embassy in Sub-Saharan 

Africa in Lagos, Nigeria. Besides diplomatic relations, they have bilateral business 

relations and exchanges of visits in sports and education. There was Finnish 

development aid in 1973, an agreement on economic, industrial, scientific and 

technological cooperation between the two countries was signed in 1981, and an 

investment protection agreement between Finland and Nigeria was established in 

2005. Finland and Nigeria are both members of the World Trade Organization, both 

having joined in 1995, and the two countries have followed the policy of non-

alignment (Embassy of Finland, Abuja, 2016). 
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3 Research methodology 
This chapter introduces the research approach of the study and accentuates the 

scientific importance of and the research strategy that guided the study. The 

research philosophy and the technique utilised are discussed. The latter part 

concentrates on describing the survey methodology and arguments for using it. The 

chapter concludes with the sampling employed, data collection, analysis and 

evaluation of the model. 

Research is a systematic examination of a phenomenon with the intention of 

establishing facts and reaching a reasonable conclusion. Research is vital across 

different disciplines and it is the precedence of both private and public decision-

making (Cozby and Bates 2015). Bryman and Bell (2007) listed the process of 

business research in eight distinct steps: (1) the choice of research area since it is 

impossible to research the whole world (2) formulation of research questions as the 

driver of the research (3) choice of a method to demarcate the difference between 

an assumption and reality (4) formulation of research design and data collection 

techniques (5) implementation of data collection (6) analysis of data (7) 

interpretation of data and finally (8) the conclusion. All eight items are interwoven. 

Despite the importance of research in society and business, the choice of the right 

research methods will determine the success of phenomenon study. The study 

adopts the proposition of Bryman and Bell (2007) in all four studies included in the 

dissertation. 

3.1 Research philosophy  

Knowledge is an essential aspect of philosophy. It is the mental ability to 

understand the facts of reality and to identify reality. Knowledge is an output of 

individual perception through evaluation, and it is a piece of information acquired 

when reasoning is applied to reality. The research philosophy relates to the 

development of knowledge and the nature of that knowledge. In Hartmann, Psillos 

and Frigg’s (2017) opinion, science grows through conceptual changes and 

philosophy and the choice of methodological approach is always affected by the 

philosophy of science adopted by the researcher. The research philosophy adopted 

contains assumptions about the way the world is viewed. These assumptions 

underpin the research strategy and the selection methods as part of the research 

strategy. It is crucial for consumer behaviour study to consider different research 
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paradigms and matters of ontology and epistemology when undertaking research 

(Flowers, 2009).   

Regarding epistemology and ontology comparison, epistemology concerns 

what constitutes acceptable knowledge in a field of study while ontology, centres 

on the nature of reality. Blaikie (2000) describes this paradigm as part of the 

necessary choices that the researcher must consider and shows the alignment that 

must connect these choices back to the original research problem. According to 

Flowers (2009), if research failed to establish the right paradigm, there may be 

methods incompatible with the result that the final work undermines through lack 

of coherence.  

The most certain paradigm that most reflects the worldview and understanding 

of the world is closest to the term positivism (Blaikie, 1993; Saunders, Lewis and 

Thornhill, 2007; Eriksson and Kovalainen, 2008; Easterby-Smith, Thorpe and 

Jackson, 2008; Hatch and Cunliffe, 2006).   

In summary, positivism follows the empiricist view that knowledge stems from 

human experience. It has an atomistic, ontological view of the world as comprising 

discrete, observable elements and events that interact in an observable, determined 

and regular manner (Collins, 2010). Positivism depends on quantifiable 

observations that lead to statistical analyses. It is from the above assumption, 

evidently based on positivism, that the perceptions and experiences of respondents 

are gathered based on the influence of mobile devices on online shopping behaviour.  

3.2 Positivism research approach 

Philosophically, positivism upholds the view that knowledge gained by 

observations made through the senses, and measurements, are dependable. The 

researcher is limited to hypotheses development, data collection and analyses to 

test hypotheses and refine theoretical ideas in positivism studies (Kock, Avison and 

Malaurent, 2017). The research findings are usually observable and quantifiable in 

positivism studies. The positivist paradigm asserts that real events can be observed 

empirically and explained with logical analysis (Kaboub, 2008). According to 

Flowers (2009), the positivist position derives from that of natural science and is 

characterised by the testing of the hypothesis developed from existing theory 

through the measurement of observable social realities. In positivism study, a 

positivist deals with complex social problems such as unemployment and crime by 

prescribing solution that tends to treat the symptoms rather than the cause of the 

problem (Kaboub, 2008). 
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Kirsch (2004) suggested that positivism manages to bring some prior 

expectations to the data analysis. Also, the research process is designed to reveal 

pre-existing phenomena and the relationships between them. Leidner supports the 

view of Kirschs (2004), Pan and Pan (2009) and Ravishankar, Pan and Leidner 

(2011), who asserted that in the positivist approach, the phenomena under 

investigation are relatively stable, exist objectively and represent a factual account 

of the case. 

Positivism centres upon values of reason, truth and validity and there is a focus 

purely on facts, gathered through direct observation, experience and empirical 

measurement using quantitative methods – surveys and experiments - and statistical 

analysis (Blaikie, 1993; Saunders, Lewis and Thornhill, 2007; Eriksson and 

Kovalainen, 2008; Easterby-Smith, Thorpe and Jackson, 2008; Hatch and Cunliffe, 

2006). The researcher developed an initial conceptual framework through the 

extant literature. This approach aligns with the positivist view, where the 

investigator assumes that mobile devices influence customers’ buying decisions. 

Additionally, by using this approach, the study was designed to reveal pre-existing 

phenomena and relationships between the constructs (Madill, Jordan and Shirley, 

2000).  

This postulation was achieved by using pre-defined privacy, trust, ease of use, 

experience, self-efficacy, reputation and loyalty constructs, identified during the 

development of the framework, as a basis for analysing the data. In the context of 

this research, the data analysis was based on identified constructs and influencing 

factors structured through the lens of Westin, Badura’s Social Cognitive, Trust, 

Consumer Experience and TAM theories. An empirical study consisting of data 

gathering using a questionnaire was conducted among tablet users tagged as tablet 

commerce customers. The data was analysed and the results presented.  

3.3 Quantitative approach 

There are different methodological approaches to research, but the nature of the 

study and the methodology that helps to answer the set research questions 

determines the methodology adopted. Quantitative and qualitative approaches are 

close to the phenomenon of mobile commerce. According to Cozby and Bates 

(2015), qualitative research centres on natural-setting behaviour while the 

quantitative focuses on specific behaviour that can be quantified.  

This study adopts quantitative methodology and utilises survey research 

because of the online-specific behaviour of tablet users. The survey research 
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definition: “comprises a cross-sectional design in relation to which data are 

collected predominantly by questionnaire or by structured interview on more than 

one case and at a single point in time in order to collect a body of quantitative or 

quantifiable data in connection with two or more variables which are then examined 

to detect patterns of association” (Bryman and Bell, 2007, p.56).  

This study utilised a questionnaire to ask tablet commerce customers about 

themselves and this conscious reasoning provides a relative advantage over 

intuition and anecdotes. The survey is essential for behavioural study, comparative 

study and helps to study relationships between variables and how behaviour 

evolves and changes over time. Simplicity characterises the wording and 

construction of the question. The questions target the tablet commerce customers 

in developed and developing countries and the questions asked were divided into 

three parts.  

The first part focuses on tablet commerce customer’s facts and demographics. 

Second part attends to the attitudes and beliefs of tablet commerce customers on 

online commerce issues. The third part was theoretically based, and seven Likert 

scales were utilised to ask questions regarding the past behaviour of tablet 

commerce customers (Kock, Avison and Malaurent, 2017).  

An online and offline survey was administered due to developed and 

developing research settings. In Finland, the study utilised an online survey while 

in Nigeria an offline survey was adopted due to the slow Internet culture and 

resistance to change. The utilisation of online and offline survey is consistent with 

the previous studies (Gunter, Nicholas, Huntington and Williams, 2002; Lonsdale, 

Hodge and Rose, 2006; van den Berg et al. 2011). Nevertheless, Gunter, et al. (2002) 

elaborate on the differences of online and offline research with emphasises on the 

respondents sampling, project design, operational procedures, response rates and 

the quality of data obtained. On the other hand, (Lonsdale et al. 2006; van den Berg 

et al. 2011) mentioned the risk of varied response rates, likely response bias and 

threat to internal validity associates with mixed survey. To mitigate the risks of 

using mixed survey in a comparative research domain, the study used reminder 

technique, and survey workers for effective interactivity with respondents for 

control. Further, the study used incentives for the offline survey and utilised custom 

validation and logic settings through a survey online platform. 
The methodology of quantitative research maintains the assumption of an 

empiricist paradigm (Creswell, 2003). Collection of data is paramount in 

quantitative research so that information can be quantified and subjected to 

statistical treatment to support or refute “alternate knowledge claims” (Creswell, 
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2003, p. 153). The data analysis technique utilised constitutes mathematical models 

and the popular trends in quantitative research include research design, test, 

measurement procedures and statistical analysis (Williams, 2007).  

Additionally, the researcher utilised the inquiry technique to align with 

statistical data collection methodology. Leedy and Ormrod (2001) opine that 

quantitative research builds upon existing theories and concentrates on surveying 

and experimentation. According to Williams (2007), quantitative research is 

systematic and starts with a problem statement, hypothesis formulation, synthesis 

of extant literature and quantitative data analysis. It was further stated that 

“quantitative researchers seek explanations and predictions that will generate to 

other persons and places with the intent to establish, confirm, or validate 

relationships and to develop generalizations that contribute to theory” (Leedy and 

Ormrod, 2001, p. 102). 

Descriptive research method, developmental design, survey research, 

observational and correlational studies are part of an existing quantitative research 

method (Williams, 2007). These research methods apply to various degrees, 

coupled with experimental and causal-comparative research (Williams, 2007).  

The researcher has no control over the variable in a descriptive study. In this 

line of thought descriptive studies may be characterised as merely “the attempt to 

determine, describe or identify what is, while analytical research attempts to 

establish why it is that way or how it came to be” (Ethridge, 2004).  

According to Bold (2001) the purpose of a correlational study is to establish 

whether two or more variables are related. Creswell (2002) defined correlation as 

a statistical test to establish patterns for two variables. Two types of development 

designs exist in the developmental design method, including cross-sectional and 

longitudinal. In the cross-sectional study, the researcher compares two different 

groups within the same parameters whereas, the longitudinal study is commonly 

used in development research to understand a phenomenon better or to study a 

group over a specific period (Leedy and Ormrod, 2001). 

Concerning the observational study method, the researcher observes an aspect 

of human behaviour with as much objectivity as possible and records the data, and 

the research method is said to provide an alternative to various qualitative research 

methods (Williams, 2007). On the other hand, the survey research method tends to 

capture current phenomena. The earlier mentioned method is used for sampling 

data from respondents that are representative of a population and uses a closed-

ended instrument or open-ended items. According to Isaac and Michael (1997, p. 

136), “survey research answer questions that have been raised, to solve problems 
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that have been posted or observed, to assess needs and set goals, to determine 

whether or not specific objectives have been met, to establish baselines against 

which future comparisons can be made, to analyse trends across time, and generally, 

to describe what exists, in what amount, and in what context.”  

This study makes use of survey research whereby a close-ended instrument 

was adapted and adopted to elicit questions from the respondents and gather their 

perceptions, perspectives and experience on the influence of mobile devices’ role 

in retailing business as a comparative study of Finland and Nigeria. 

The quantitative study gathers the perception and experiences of the consumer 

on the influence of mobile device consumers’ online shopping behaviour. 

Conceptual and theoretical framework guided the study and consumers were 

sampled to give their perspectives to the questions raised. The process of this 

research from the initiating paper I to the whole dissertation collation took place 

from 2014 to 2018. 

3.4 Survey methodology 

The survey is advancing as a multidisciplinary research method and Wolf, Joye, 

Smith and Fu (2016) assert that surveying is not simply a technique but rather an 

integrated part of the scientific landscape and over the years it has evolved into a 

discipline. The mobile device is not new, but its dynamism, innovation and 

expansion are creating space for new ideas and giving insight to the academic 

community and the retailing sectors.  The proposed analytical framework: Search, 

Appraisal, Synthesis and Analysis (SALSA) by Grant and Booth, (2009) was 

utilised for systematic literature review. The study starts with Google Scholar to 

have a general overview of the research domain of mobile technology and narrow 

the literature search to journal databases such as ACM Digital Library, Ebsco, 

Emerald, IEEE Xplore, JSTOR, ProQuest, ScienceDirect, Scopus, SpringerLink, 

Taylor & Francis, Web of Science and Wiley. The academic journal databases were 

explored using a unique keyword term “electronic commerce,” “mobile commerce,” 

“tablet device,” “tablet commerce” and “mobile devices in online retailing” and a 

refined search strings (electronic commerce* AND mobile commerce*) OR (tablet 

device* tablet commerce*) AND (mobile devices * AND online retailing*). The 

search criteria were limited to year of publication (1993 – 2018), relevant subject 

area (Electronic Commerce, Mobile Commerce, Tablet Commerce), document type 

(articles), and language (English Language). The study complements the initial 

criteria of paper selection through title, keywords and abstracts scrutiny. The goal 
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of delimiting the search term is to focus on the core of the study due to the diversity 

of mobile devices studied (Tables 1 – 5).  

3.5 Data collection 

3.5.1 Research design and data collection techniques 

This study utilises a comparative design with a cross-sectional design format and 

with data collected predominantly by questionnaire because the research settings 

are two separate nations (Esser and Vliegenthart, 2017; Ebert, Huibers, Christensen 

and Christensen, 2018). The cross-sectional research design is good for the study 

that is interested in variation, the pattern of association and simultaneous 

quantifiable data collection (Esser and Vliegenthart, 2017). The study compares 

different cultural settings of developed and developing countries based on gender. 

A comparative research strategy matches the phenomenon of tablet commerce to 

explain similarities and differences and to attain a better understanding of social 

reality in the two countries regarding thought patterns and tablet commerce 

customers’ lifestyles (Bryman and Bell, 2007.)  
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*Study1, Study2, Study3, Study4 

Fig. 3. Constructs utilised in tablet commerce study. 

Figure 3 shows the independent variable, mediation variable and dependent 

variable used for the study and the definition of each variable as deemed 

appropriate for the context of the research. The variables are classified into four 

articles. Figure 4 also shows the structural relationships of the variables used for 

factor analysis and the multiple regression analysis. SEM techniques was used to 

estimates the multiple and interrelated dependence of endogenous and exogenous 

variables in a single analysis of each paper in this dissertation. The study thus 

hypothesised that: retailing online customers who had a positive experience 

through easy navigation, privacy assurance, self-efficacy and trusted tablet 

reputable website have tendency to become a loyal online customer than customers 

that have negative online shopping experience (H1). 
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Fig. 4. General model for tablet commerce study. 

3.5.2 Implementation of data collection 

This research embarks on a comparative study to draw an interesting parallel and 

to motivate the retailing stakeholders and the entire society to realise the 

intercession of technology, culture and gender regarding tablet commerce. To 

achieve this goal of a stellar comparative, the research gathered relevant literature, 

analysed and discovered a gap in the mobile commerce research domain. The study 

compares online retailing customers that use tablets in Finland and in Nigeria.  

Prior to the data collection, the research employed a comparative research 

technique in mobile commerce in seven steps. First, the study examines the prompt 

and rubric of the phenomenon of mobile commerce and analyses the questions 

related to it to check if there are any limits on the chosen topic. Second, the research 

considers the type of comparison that is suitable for the topic and begins with a 

framework and later develops an evaluation regarding the comparisons. Third, the 

study works on the empirical data and conducts a comparison analysis statistically. 

Fourth, based on the result generated by the statistics software, the research listed 

the similarities and differences between the variables of comparison. Fifth, the 
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study evaluates the list of comparison based on the established theoretical and 

empirical metrics of structural equation modelling to establish reliability, validity, 

correlation based on the Cronbach alpha, composite reliability and convergent and 

discriminant results. Further, the T-test values were examined to identify patterns 

among the variables that were listed. Sixth, the study established a theoretical 

approach as the basis for comparison and makes the argument for the study 

interesting. Seven, the study makes a claim related to a controversial result, 

interprets the result and builds a good argument for future studies. 

The study administered the pilot test and used the output to refine the final 

version of the questionnaire (Cozby and Bates 2015). The researcher carried out a 

reliability test with SPSS 24 and ran the descriptive analysis. The final version of 

the questionnaire was administered online in Finland and in hard copy in Nigeria, 

with the aid of research workers. The hard copy data from Nigeria was coded into 

an Excel sheet and commenced the cleaning process with Excel for missing data, 

unengaged responses and outliers. The online survey platform for the Finland 

survey generated an Excel sheet for the data and there was a replica of the Nigeria 

data cleaning process. The data from the two countries were prepared for Structural 

Equation Modelling, as the variance inflation factors (VIFs) results were lower than 

the cut-off point score (Myers, 1990), the tolerances were higher than the boundary 

of 0.2 (Menard, 1995) and the condition index of multicollinearity less than the 

threshold of 30. Overall, the data used in the study did not violate the assumptions 

of homoscedasticity and linearity. 

The study utilised four (4) independent variables, two (2) mediation variables 

and one (1) dependent variable. According to the proposition of Sarstedt, Hair, 

Ringle, Thiele and Gudergan (2016, p.3999), “a construct definition is subject to 

the context within which a conceptual variable is examined such that the definition 

can change from one study to another and, accordingly, can differ in terms of 

dimensionality and the object of interest.” The construct definition expresses the 

relationship between conceptual and measurable variables. Figure 3 illustrates the 

study variables and their definitions. 

3.5.3 Sampling from Finland’s and Nigeria’s populations 

Researcher interest is vital in assessing survey participant sampling from a 

population. Elfil and Negida (2017, p.1) define population “as a group of people 

who share a common character or a condition.” It is challenging to sample a whole 

population due to logistics such as cost and time. Cozby and Bates (2015) posit that 
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a larger sample will outweigh the value of small sample since a larger sample is 

more reflective of the population. Study sample size could be assumed and 

calculated manually based on a certain percentage. It could be plus or minus 3 

percent, 5 percent or 10 percent (Schreiber, Nora, Stage, Barlow and King, 2006). 

A researcher could also use statistical software such as ‘Power’ to calculate sample 

size, or an online calculator.  

The studies included in this dissertation made use of both probability and 

nonprobability sampling techniques (Elfil and Negida, 2017). Paper one used 

convenience sampling to collect data in Finland and Nigeria with structural 

equation modelling with Amos 23. In paper two, the study employed purposive and 

snowballed sampling to collect data and conducted structural equation modelling 

and mediation analysis with SPSS 22 and Mplus 7.4. The third paper adopts a 

probability sampling technique through the university mailing list to collect data in 

Finland and used SPSS 24 and Smartpls 2.0 statistics software for the data analysis. 

In the fourth paper, the study utilised purposive sampling and used SPSS 22 and 

Smartpls 2.0 for the data analysis. The dissertation employs both techniques to 

complement one another, to get a fair representation of the population (see Table 7) 

and to include in the survey target those that may likely answer the survey questions 

accurately based on their experience. The margin of probability and nonprobability 

sampling techniques is cost, ethics and time (Wolf et al. 2016). The study calculates 

the response rate which is above the set thresholds to prevent bias response. The 

missing data was addressed based on the suggestion of Schreiber et al. (2006). 

Table 7. Comparison of country, inhabitants, Internet users, penetration, tablet users 
and market shares. 

Country Number of Inhabitants Internet Users Penetration % Tablet Users Tablet Shares 

Finland 5,538,211 5,125,678 92.5 % 372,721 6.73% 

Nigeria 194,718,381 98,391,456 50.2 % 4,692,712 2.41% 

Source: http://www.worldometers.info/world-population/finland-population/ 

Source: http://gs.statcounter.com/platform-market-share/desktop-mobile-tablet/finland 

Source: https://www.internetworldstats.com/stats3.htm 

This study followed the suggestion of Weisberg, (2005) and Wolf et al. (2016) to 

handle random and systematic errors of survey methodology as illustrated in Table 

8. 



78 

Table 8. Survey methodology random and systematic errors and solutions (adapted 
from Weisberg, 2005 and Wolf et al. 2016). 

Survey Error Description Solution 

                                                            Respondent Selection 
Sampling Error Error that occurs when surveying just 

a sample of the population 

For probability sampling: 

The ‘margin of error’ 

corresponding to a 95% 

confidence interval to be 

computed mathematically. 

Stratifying the sample. 

Clustering the sample. 

For convenience sampling 

and others: 

Use trained survey workers 

Use incentives 

Coverage Error/Frame Error It occurs when the list from which a 

sample is taken does not correspond 

to the population of interest or when 

sample includes ineligible people, 

e.g. voter survey that includes non-

citizens. 

Rigorous scrutiny of the 

target population before 

sampling based on the 

literature synthesised and 

the knowledge of the study. 

Nonresponse Error at the Unit Level It occurs when sampled respondents 

cannot be contacted or refused to 

participate in a survey. 

Dialogue and using 

incentives. 

                                                            Response Accuracy Issues 
Nonresponse Error at the Item Level It occurs when the respondents did 

not give accurate responses or due 

to biased question wording. 

The questionnaire should be 

worded appropriately in line 

with extant measurement. 

Measurement Error due to 

Respondents 

It occurs due to questionnaire order 

effects or fatigue effects from overly 

long questionnaires. 

Studying acceptable 

questionnaire and avoid 

overly long questions. 

Measurement Error due to 

Interviewers 

It occurs when a researcher asks 

ambiguous questions. 

Survey worker training and 

using standardised 

questionnaires. 

                                                            Survey Administration Issues 
Post survey Error It occurs while processing and 

analysing the data. 

Data screening and cleaning 

is a good panacea. 

Mode Effects It occurs when a researcher mixed 

channel of data collection without 

experience, e.g. paper and web 

surveys. 

Tread carefully with the 

mode of data collection. 
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Survey Error Description Solution 

Comparison error It occurs when there is non-

equivalence of estimates on the 

same survey topic for different 

populations or when comparing 

answers on the same topic from 

surveys taken in different years. 

Be conscious of the year of 

the data collection and 

ensure equivalence of 

estimates on the same 

survey topic. 

3.6 Data analysis 

The study utilises both covariance and variance structural equation modelling 

techniques. Structural equation modelling (SEM) is an advanced statistical method 

to examine simple and complex models. A model “is an expected pattern of 

relationships among a set of variables” (Cozby and Bates, 2015, p. 261). This study 

is theory-driven, and SEM is used to showcase path diagrams graphically as a 

representative of models tested. SEM is a reliable statistical technique for 

measurement and structural models with consideration for measurement error (Hox 

and Bechger, 1998, Roldán and Sánchez-Franco, 2012). It uses the empirical data 

collected in Finland and Nigeria to examine how the proposed model fits the 

obtained data (Cozby and Bates, 2015).  

Conventional approach to SEM was adopted from Kaplan, (2009). First, the 

theoretical integration for the study was presented as a path diagram to represent 

the theory (Figure 5). Second, the study embarked on model specification by 

determining the independent variables to include or exclude from the regression 

equation for the study. The process of model selection starts by defining the 

relationship between the specified independent and the dependent variables. The 

process was back and forth by trying different combinations of variables to ensure 

the right independent variables were included in the model. This rigour helps to 

avoid the pitfall of underspecified and over-specified models. Third, University 

sample from the student population in Finland and Nigeria was selected and the 

measures obtained on the sample. Fourth, the estimation of the model parameters 

follows the sample and measures stage and the study estimated the measurement 

model first and follow-up with structural model estimation through partial least 

square in Smart PLS and maximum likelihood in AMOS and MPlus. Fifth, the 

study carried out an assessment of the model goodness-of-fit with AMOS and 

MPlus based on standardised fit statistics measures such as Root Mean Square 

Error of Approximation (RMSEA), Comparative Fit Index (CFI), Tucker Lewis 
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Index (TLI), Standardised Root Mean Square Residual (SRMR) and Model Chi-

Square (X2). The SEM conforms to the cut-off point for the good fit. Sixth, to fit 

the initial poor model, the study endeavour to assess the fit of each construct and 

items separately to identify the weak items and to remove them ethically. The 

modification is a continuous process until the study found a model that meet the 

standard of adequate fit. Seventh, the study resumes a discussion immediately the 

model is deemed fit and lastly write a conclusion for the study. 

The study uses AMOS, MPlus and SmartPLS to compare the proposed Finnish 

and Nigerian tablet models. AMOS and MPlus are statistical software for 

covariance-based SEM while SmartPLS is an adequate statistical tool variance-

based SEM (Table 9).  

According to Roldán and Sánchez-Franco (2012), covariance and variance-

based SEM have different goals (Hair, Sarstedt, Ringle and Mena, 2012; Rigdon, 

Sarstedt and Ringle, 2017). AMOS was used to analyse the first paper, Mplus for 

the second paper while SmartPLS was used to analyse third and fourth articles. 

PLS-SEM is expanding in use in the Marketing field and it is good for theory testing 

and comparisons of models (Hair et al. 2012; Hair, Ringle and Sarstedt, 2013).  

In Hair, Hollingsworth, Randolph and Chong’s (2017) opinion, the PLS-SEM 

is appropriate for formative and reflective items assessment, reliability and validity 

evaluation. Other supplementary analysis such as multigroup analysis and 

importance-performance analysis (IPMA) are possible and they are more 

circumstantial than CB-SEM in some situation. The data were interpreted in the 

direction of the results generated from the statistical tools employed and in 

conjunction with the literature reviewed; the results were compared with the 

existing studies. 
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Source: Kaplan (2009, p. 9). 

 

Fig. 5. Adapted conventional approach to SEM. 
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3.7 Reliability and validity of the study 

The common keyword of reliability is “consistency.” Reliability is realistic when a 

researcher uses a specific measurement procedure (Cozby and Bates, 2015). The 

study dwells on internal consistency reliability using an indicator of reliability with 

Cronbach’s alpha and composite reliability. The composite reliability is reasonable 

for assessing the study sample and for checking if it is free from bias of the 

respondent’s responses (Nascimento and Macedo, 2016) while the process of using 

Cronbach’s alpha provides an average of split-half reliability coefficients and its 

value showcases the average of all the inter-item correlation coefficients and the 

number of items in the measure (Cozby and Bates, 2015).  

According to Cozby and Bates’s (2015) proposition, reliability is relevant when 

a researcher develops measures of behaviour. A reliability test is an essential 

analysis in quantitative research strategy. On the other hand, validity is the 

difference between the reliability and accuracy of measures. When an instrument 

measures what it is intended to measure then it is valid. Construct validity can be 

divided into six parts: face validity, content validity, predictive validity, concurrent 

validity, convergent validity and discriminant validity (Cozby and Bates, 2015) but 

Ferguson (2004) categorised validity into three as internal validity, construct 

validity and external validity. Ferguson (2004) emphasised the importance of 

internal validity in research design and described construct validity as a means of 

conceptualising variables of a theory to create a definite meaning while external 

validity synonymised generalisability and indicates the application of research 

findings (Kock et al.2017). Since the study used similar data analysis techniques, 

the reporting of reliability and validity were similar. To ensure the scores are free 

from random measurement error, papers one, two, three and four adopt the 

conventional estimate for the reliability and general factor saturation with a popular 

test of Cronbach’s coefficient α (Cronbach, 1951) with SPSS. Additionally, a 

composite reliability test was conducted in papers three and four with Smartpls and 

all the reliability test results conform to the established threshold of 0.7 (Shook, 

Ketchen, Hult and Kacmar, 2004). This ascertains the reliability of the 

measurement utilised in the four articles. 

Considering the construct validity to ensure the assessment measures the 

correct construct and that convergent validity indicates the measure of constructs 

that are supposed theoretically to be related are, in fact, related and discriminant 

validity tests constructs that should have no relationship and ensures that they did 

not have a relationship. Confirmatory factor analysis was used to assess the study 
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construct validity (Jöreskog, 1969). Average variance extracted and composite 

reliability was employed for convergent validity, with the threshold of 0.5 and 0.7 

(Fornell and Larcker, 1981). The discriminant validity test was based on the amount 

of the variance captured by the construct as proposed by (Fornell and Larcker, 

1981). The square root of average variance extracted was computed and presented 

in validity tables on the diagonal in the four articles (Campbell and Fiske, 1959). 

The result shows that the square root of the AVE for each construct in the four 

articles was greater than the correlation involving the constructs. SEM was used to 

test the construct validity in two countries. Measurement and structural models 

developed in Finland were cross-validated in Nigeria. SEM data analyses supported 

a four-factor model of tablet commerce. The adopted model also provides a 

confirmation of the construct validity of the utilised survey.  

Further, the standardised regression coefficients that predict items from the 

factors were 0.40 or higher for each item with its hypothesised factor demonstrating 

the convergent validity and lowered with competing factors showing discriminant 

validity in papers 1 to 4. The study avoids lurking variables to determine the 

internal validity for the four articles and to prevent biased results. The research 

combined correct variables and appropriate measures to ensure a fit model and 

reach a correct conclusion through SEM. The data fit the model in papers one and 

two while the variance explained in papers three and four are between substantial, 

moderate and weak. 

The report of the analyses conducted provides information about the 

generalisability of the structure of the tablet commerce in two nations different in 

economic, geographical and linguistic factors. The research assumes the items to 

scales and that scales that fit the data in one country could be replicated in other 

countries conveniently to ensure its use and interpretation in other countries. 
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Table 9. Data and methodology used in the articles. 

Research Paper  Types of Data Methodology Philosophical Angle 

 

Paper One 

 

Online survey from Tablet 

consumers from Finland 

and Nigeria. 

 

Structural Equation 

Modelling (SEM) with Amos 

Software. Multigroup 

Invariance Analysis. 

 

Positivist epistemology 

 

Paper Two 

 

Online survey from Tablet 

consumers from Finland 

and Nigeria. 

 

Structural Equation 

Modelling (SEM) with Mplus 

Software. Multigroup 

Analysis. 

Mediation Analysis. 

 

Positivist epistemology 

 

Paper Three 

 

Online survey from Tablet 

consumers from Finland. 

 

Variance Structural 

Equation Modelling (SEM) 

with Smart PLS Software. 

Gender Multigroup Analysis. 

 

Positivist epistemology 

 

Paper Four 

 

Online survey from Tablet 

consumers from Nigeria. 

 

Variance Structural 

Equation Modelling (SEM) 

with Smart PLS Software. 

Gender Multigroup Analysis. 

 

Positivist epistemology 
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4 Summary of the research articles 
This section aims to synthesise the four articles integrated into the study in 

systematic order. First, there is an overview of articles one, two, three and four with 

the explanation of the methodology used in each study. Second, there are figures 

one to four that show the graphical representation of the model proposed in the four 

articles. Third, the contribution of each article to the mobile commerce literature is 

articulated and the significant confluence of the articles is emphasised. 

Tablet commerce is an emerging area in the broad field of research in mobile 

commerce and the study intends to develop and deepen the theoretical 

understanding. The study is descriptive (Hulland, Baumgartner and Smith, 2018), 

and understandably known as survey research. This survey research helps to 

examine Finnish and Nigerian respondents’ attitudes, behaviours and opinions 

concerning tablet commerce. All the research articles are interwoven and describe 

the phenomenon of tablet commerce empirically. Consistent with the research 

questions, the study explains how the tablet device affects mobile commerce with 

a focus on the customer and the online retailer, the role of cross-cultural factors on 

tablet commerce, tablet gender divergence and tablet commerce loyalty in both 

developed and developing countries of Europe and Africa. These are the 

antecedents of theory development of tablet commerce.  

Table 10 gives the vivid picture of the author’s contribution to the articles 

presented as I to IV. The responsibility of planning, writing, data analysis and 

proofing of each of the research articles were saddled on the author. Nevertheless, 

in articles II to IV, some of the write-ups were carried out in collaboration with co-

authors. Paper I was the complete work of the author from the idea conception, data 

collection, data analysis, write-ups and proofreading. In articles II to IV, the co-

authors wrote part of the literature review and gave comments to make the research 

articles more robust.  
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Table 10. Author contribution. 

No Paper Title Author Contribution Percentage 

I Customer Vs. E-tailer: How 

Tablet Affects Mobile 

Commerce 

The author was solely responsible for   

planning, data collection, data coding, 

data analysis and writing of the 

manuscript. 

           100% 

II The Role of Reputation on 

Trust and Loyalty: A Cross-

Cultural Analysis of Tablet E-

Tailing 

The author was responsible for 

planning, data collection, data coding, 

data analysis and writing of the 

manuscript. At the end of the first draft 

of the paper, the co-authors give 

comments and strengthen the paper. 

            90% 

 

 III Mobile customers’ experience 

and loyalty: A study of Tablet 

gender divergence in Finland 

The author single-handedly planned the 

study, collected data, coded the data, 

analysed the data and writing part of 

the manuscript. The co-author writes 

part of the literature review and gives 

comments on the manuscript. 

            85% 

 

 IV Tablet Commerce Loyalty in 

Nigeria 

The author responsibility centres on 

planning, data collection, data coding, 

data analyses and writing part of the 

manuscript. The co-author writes part of 

the paper and gives comments for the 

paper improvement. 

            80% 

The first research question examines the relationship that exists between online 

customers and retailers and how tablet devices affect mobile commerce. The 

second question identifies the role of reputation on trust and other factors that 

influence online retailing customer loyalty. The third sub-research question focuses 

on online retailing customer experience as a determinant of customer loyalty and 

tablet gender divergence in the context of a developed country. The fourth research 

question discovers the drivers of tablet commerce towards online retailing customer 

loyalty and gender differences in the context of a developing country. The study 

synthesised relevant academic literature to answer the stated research questions and 

incorporate an integrated theoretical technique with empirical approaches in four 

different papers. 

The result of this study shows different factors that drive engagement of online 

retailing customer with a tablet device towards customer loyalty. The identified 

drivers differ in developed and developing contexts. For instance, when compared 

with preceding e-commerce research, the direction of the drivers of loyalty are 
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different based on similar variables and there is an indication of gender divergence 

across two developed and developing nations. The Below sections expatiate on 

cross-country psychology, technology and gender variable differences and shed 

more light on the answers to the four research sub-questions. 

In summary, the dissertation impacts research and practice and make several 

contributions to academics and practitioners. The contributions from the research 

articles are summarised below: 

4.1 Customer vs. e-tailer: How tablets affect mobile commerce 

Research paper I examined the emergence of the tablet device and its effects on 

mobile commerce based on the customer and e-tailer relationship. This research 

paper was published in 2016. The preparation for the research paper started in 2015. 

At this time, the acceptance of the tablet device for mobile commerce was at the 

infant stage and its diffusion limited. Due to this circumstance, the academic 

literature was very scanty on the phenomenon of tablet commerce. One of the main 

arguments of the paper was that tablet commerce is more laudable in the trade news 

such as Wireless News, ENP Newswire, Entertainment close-up and Multichannel 

Merchant than in the academic journals and it is an innovative disruption across 

countries with interest and intent (Terrenghi et al. 2013). The paper clarifies the 

concepts of mobile marketing, interactive marketing, e-commerce and mobile 

commerce at the micro and macro levels and positions the mobile device as their 

meeting point. Clarification of these marketing concepts accentuates the 

significance of tablet commerce to online customers and e-tailers. The paper 

emphasises the relevance of culture and gender in emerging technology to 

corroborate the importance of the tablet in mobile commerce. 
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Fig. 6. Research article one model. 

The article argues that in addition to ease of use, trust and reputation are direct and 

indirect predictors of loyalty to tablet mobile commerce in developed and 

developing countries, while building on the theoretical framework of the loyalty 

model (Figure 6). 

The article empirically tested the model of tablet commerce in the retailing 

setting of Finland and Nigeria. Questionnaires on the perception of tablet users in 

Finland and in Nigeria were designed and administered between April to July 2015. 

The survey captures the demographics, psychographics information of the tablet 

users coupled with 7-Likert Scale questions centres on trust, reputation, ease of use 

and loyalty. The data was refined for rigorous structural equation modelling with 

Amos statistics software. 

The paper successfully: (1) explains the effect of mobile devices on commerce 

regarding tablet usage for online shopping in developed and developing nations (2) 

systematically highlights the theoretical bearing out of tablet commerce research 

(3) indicates an in-house strategy for emerging technology that targets consumer 

interest (4) emphasises an optimised website for tablet users globally for effective 

visibility, usability and customer-e-tailer relationship (5) portrays tablet devices as 

an enterprise drive for e-tailers and (6) opens up e-tailer understanding of the 

inevitability of customer engagement with tablet devices and the purchasing 

behaviour of online consumers (Grewal et al. 2017). 
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The sub-questions stated above are elaborated based on the insight from the 

first research paper (Olaleye, 2016). The findings of the paper clarify some 

unresolved issues in the previous research on the relationship of online retailing 

customers and online retailers and how the intervention of tablet devices affect their 

commercial connectedness as a comparative study of developed and developing 

countries, which has not been prioritised.  

This study examined online retailing commerce with a tablet device and its 

effect on mobile commerce as a subset of electronic commerce. It is evident that 

there is a growing tablet commerce segment that trusts the reputation of an online 

retailer. Electronic commerce was established twenty years before the emergence 

of mobile commerce but its chances and challenges in the online retailing platform 

are drawing the attention of both online retailing customers and online retailers’ 

unreadiness (Ashraf, Thongpapanl, Menguc and Northey, 2017). 

The study findings suggest that trust, reputation and ease of use are important 

factors in building relationship towards loyalty between online retailing customers 

and online retailers and that mobile services play a crucial role in the marketing 

mix (Yoon 2002; Hallegatte and Nantel, 2006; Olaleye 2016). The study 

emphasised the role of the tablet device in mobile commerce as an antecedent of 

online customers and retailer’s connection with trust and ease of use have a direct 

impact on customer loyalty, indicating the importance of tablet commerce as a new 

concept. The conceptual framework adopted has its precedents on extant 

dependable literature. Privacy and reputation from (Li, 2014), trust and loyalty 

adapted from (Lin and Wang, 2005), ease of use from (Davis, 1989a), experience 

(Li, Dong and Chen, 2012) and self-efficacy adapted from (Badura, 2006; Gaumer, 

Soukup, Noonan and McGurn, 2016). 

Also, the multi-group invariance analysis conducted reveals invariance at the 

path level and differences in the country model. There is an indication that the latent 

variables and their items (reputation, trust, ease of use and loyalty) used in Finland 

and in Nigeria are the same, based on the path analysis, and the results suggest that 

the measure in the two countries are interpreted conceptually in a similar manner 

(Steenkamp and Baumgartner, 1998). Further, the study found no direct 

relationship between online retailer website reputation and online retailing 

customers’ loyalty. Online retailer reputation has different dimensions and the 

practicability of online reputation varies (Purohit and Srivastava, 2001). For 

instance, Gielens et al. (2018) used environmental reputation in the context of a 

retailing supplier and postulate that environmental reputation relates to sustainable 

operations. The reputation of tablet websites for online shopping is not a direct 
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determinant of online retailing customer loyalty in this study. Extant studies have 

shown concern for the need for an optimised website that fit in with the tablet 

segment online shopper (Cyr, Head and Ivanov, 2006; Olaleye, Sanusi, Ukpabi and 

Okunoye, 2018). Since mobile commerce for tablet users is a recent development, 

both the online customer and online retailer have a role to play in working out a 

tablet website that is trustworthy and easy to use through co-creation. 

Regarding the reputation of the online retailing website, the findings suggest 

that reputation is a strong determinant of trust in Finland and in Nigeria. This is an 

indication that the credibility and presence of trust elements such as quality and 

technical seals, positive product test result, testimonials, facts and figures that 

showcase the number of visitors generate high customer traffic for online retailers. 

This insight is interesting and consistent with previous research which emphasised 

reputation and trust as elements of building a good relationship between the online 

customer and retailer (Casaló, Flavián and Guinalíu, 2008; Toufaily, Souiden and 

Ladhari, 2013). 

Besides, the link between trust and ease of use was significant in the two 

countries but higher in Nigeria than in Finland. Trust in an online retailer’s website 

affects ease of use in Finland and in Nigeria. This finding agrees with the earlier 

studies (Hallegatte and Nantel, 2006; McCloskey, 2006; Ma, Zhao and Li, 2013). 

Also, Näsi, Räsänen, Keipi and Oksanen (2017) established the relationship 

between trust and the new technology such as tablet devices. Trust’s path to loyalty 

was not significant in Finland but it was significant in Nigeria. This may reflect a 

recent study which shows that Finns have more trust in people in general than the 

people they met online (Näsi et al. 2017). The findings also recorded a significant 

path relationship between ease of use and loyalty in Finland and Nigeria regarding 

online customer and retailing interaction through a reputable retailers’ tablet 

website. Ease of use functioned as a direct predictor of customer loyalty but in the 

study of Cyr, Head and Ivanov (2006) and that of Kim and Niehm (2009), ease of 

use was an indirect path of loyalty. 

In general, the study utilised an integrated theoretical framework for the online 

customer and retailer commerce relationship and focused on tablet commerce 

settings. The study has drawn interesting findings while comparing and contrasting 

with earlier literature regarding the interrelationship of online retailing customers 

and retailers. Relatedly, it is argued that a reputable online retailing website with 

established trust elements and easy usability across borders will facilitate online 

customer loyalty. 
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It can be referred from the findings that the online retailer’s reputable website 

is not a significant predictor of online customer loyalty. Though the website is an 

asset and useful tool of business transactions, due to the direct relationship of the 

online retailing reputable webpage to trust and ease of use and the indirect contact 

of retailer’s website and customer loyalty, the managers should inculcate trust 

dimensions like concern, reliability, competence and integrity elements as a means 

of free flow usability of a tablet website. The tablet website should reflect the desire 

of online customers since the online retailer’s website reputation is crucial when 

strategizing for customer loyalty. The online retailer should optimise a user-friendly 

and responsive tablet website for online retailing customers. 

The findings suggested to the managers how to use a tablet device to engage 

online retailing customers and provides the scope of customisation through a tablet 

device. When the managers are thinking of international mobile commerce, it is 

necessary to put into consideration a robust website that cut across borders with 

aesthetic, ergonomic and securing elements that will facilitate the return purchase 

of online customers. The managers can embed predictive analytics on their website 

to draw insights from the shopping pattern of international online retailing 

customers and target them with sales promotion schemes with value-added features 

that meet the preference of each customer (Tran, 2017). While taking marketing 

mix decisions, the managers can also consider emotional appeal advertisements 

with artificial intelligence technology. The managers can harness the elements of 

trust and ease of use to design clutter-breaking sales promotion schemes with 

international content that will attract and retain online retailing customers.  

Further, managers can apply the framework proposed in this study to reposition 

their online retailing business with a global marketing mindset based on four 

dimensions of reputation, trust, ease of use and loyalty in a systematic manner that 

is consistent with their overall vision, mission and strategic plan (Felix, 

Rauschnabel and Hinsch, 2017). Trust is crucial in mobile commerce and Hofacker 

(2010) classified trust as high and low trust. The managers should work towards a 

high level of online retailing confidence as this will bridge the gap of online 

retailing disengagement of the customer and other barriers to an honest relationship. 

In a nutshell, the study revealed that inculcation of reputable, trust and easy 

elements on the online retailing website will motivate the online retailing customer 

to purchase goods and services online and have the intention to repurchase in the 

future. The lack of these customer loyalty antecedents will affect a smooth 

relationship of customer and retailer. 
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4.2 The role of reputation on trust and loyalty: A cross-cultural 
analysis of tablet e-tailing 

Research paper II studied the role of reputation on trust and loyalty empirically and 

touched on fundamental cross-cultural issues that influence tablet e-tailing in 

Finland and in Nigeria. This research article was published in 2018, but the 

planning for the journal article started in 2016. There is little academic work related 

to tablet commerce at this stage and the diffusion of tablet commerce is still 

evolving. The limited research available around the time of this article introduced 

the tablet device as a veritable tool for online commerce, adoption and consumer 

behaviour but the researchers focused on loyalty to tablet commerce based on the 

reputation of tablet websites, consumers’ trust and the easiness of dynamic tablet 

commerce optimised website. This paper argues that a reputable tablet commerce 

website is limited alone to motivate online customer loyalty. A tablet commerce 

website is not a holistic cure for consumer indecision and disloyalty, but it could be 

a booster when combined with factors such as trust and ease of use. The paper 

elucidates the interrelationship of reputation, trust, ease of use and loyalty between 

individualistic and collectivistic cultures. To have a better understanding of tablet 

commerce phenomenon, the paper analyses the tablet e-tailing cross-cultural 

premise. 

 

 

 
 
 
 
 
 
 

 

 

Fig. 7. Research article two general model. 
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Fig. 8. Research article two mediation model. 

The study integrated reputation, trust, ease of use and loyalty and added mediation 

of trust between reputation and loyalty to differentiate the second paper from the 

first paper and compare the mediation effect between Finland and Nigeria to extend 

the theory of loyalty. The use of the Amos algorithm that was used in the first paper 

together with Mplus, that was used in the second paper, established their 

complementary strength. There was statistics permutation in the study and the 

result reveals the variation of the results in articles one and two. 

The paper empirically tested the proposed model of tablet commerce (Figure 7 

and 8) with the intervention of cross-cultural factors of individualistic and 

collectivistic of technology. A questionnaire with 51 questions was administered to 

tablet commerce customers in Finland and in Nigeria. Twenty-two questions 

captured the demographic status while 29 questions focused on tablet commerce 

perceptions and shopping experience using a 7-point Likert scale. The 

questionnaire administration took effect from April to July 2015. The data collected 

was assessed and cleaned for structural equation modelling and mediation analysis 

with M-Plus software. 

The paper impacts the tablet commerce literature and (1) specifies the 

potentials of tablet e-tailing across developed and developing cultures (2) 

introduces the harmony of TAM with reputation and trust to predict the loyalty of 

online shoppers with a tablet (3) offers critical theoretical insights and integration 

of international cultural differences to ascertain the perimeter of collectivist and 

individualistic cultures (4) proposes a framework to minimise the e-tailer entry 

barriers while adopting a Foreign Direct Investment (FDI) strategy and (5) 

introduces the tablet as a complementary and supplementary device for online 

shopping (Burford and Park, 2014). 
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The second sub-research question is addressed in the second research paper 

(see Olaleye, Salo and Ukpabi, 2018a) regarding the findings of the overall 

objectives of tablet commerce. The study provides a framework designed to extend 

the understanding of customer loyalty in the context of tablet commerce. An 

established framework, TAM (Davis, 1985; Davis et al. 1989b), has been integrated 

with the established construct of trust in marketing research and reputation as a 

direct link and mediation of customer loyalty. The previous research admits that 

different factors influence customer trust in mobile commerce websites such as 

security, design and content factors (Nilashi, Ibrahim, Mirabi, Ebrahimi and Zare, 

2015).  

Online vendor reputation was found an influencing factor of trust, with a direct 

relationship with the customer shopping experience (Olaleye, Oyelere, Sanusi and 

Agbo, 2018). There is an opportunity for extensive studies of trust in the tablet 

commerce setting.  

In this study, the trust had a direct relationship with the ease of use and loyalty 

and an indirect relationship with reputation and loyalty. Reputation positively 

relates to trust, and it is higher in Nigeria than in Finland. This finding conforms to 

the study of Järvenpää, Tractinsky and Vitale (2000). Likewise, trust significantly 

associates with loyalty, and it is higher in Finland than in Nigeria. The significant 

result is consistent with earlier studies (Kabadayi and Alan, 2012; Liao, 2015). 

Besides, trust links with ease of use positively but higher in Finland than in Nigeria. 

The results correlate with the extant study’s findings (McCloskey, 2006; Hallegatte 

and Nantel, 2006; Ma, Zhao and Li, 2013). Reputation did not have a significant 

relationship with loyalty in the two countries examined. The insignificant result 

contrasts the findings of Casaló, Flavián and Guinalíu, 2008; Helm, Eggert and 

Garnefeld, 2010) as reputation had a significant influence on loyalty. The gap in 

path coefficient of reputation and loyalty created a vacuum for mediation analysis 

and used mediation variable (trust) to explains the association between reputation 

and loyalty.  

The findings confirm partial mediation in Finland and full mediation in 

Nigeria. The full mediation of trust completely explains the relationships between 

reputation and loyalty while partial mediation indicates further reasons to solidify 

the association of reputation and loyalty through trust. This finding aligns with 

Hadi, Abdullah and Sentosa’s (2016) conclusion of full mediation of customer 

satisfaction between perceived value and customer loyalty and partial mediation of 

service quality and customer loyalty. Customer trust mediation bridges the 

influence of customer loyalty antecedents.  
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In addition to the mediation of trust, reputation and loyalty, the findings of this 

study indicate that culture as an identity has a strong influence on the relationship 

between a reputable online retailing website and trust. Trust is more spontaneous 

in an individualistic culture than in a collectivist culture where trust is reciprocal. 

The study identified reputation as an influencer of general trust and assurance-

based trust in two different cultures that typify developed and developing markets. 

Reputation through how to trust is given more attention than the trust level in the 

two cultures examined in this study. The desire for the aesthetic website and its 

appeal to emotion is more prioritised in Nigeria than Finland. This is due to the 

high technology exposure that is more predominant in Finland than in Nigeria. 

On the other hand, trust is high in an individualist society, but the formation of 

loyalty is a daunting task in comparison with a collectivist society. Trust as a 

predictor of ease of use is higher in Finland than in Nigeria because of a broader 

gap in technical expertise. Due to technical know-how, it is possible for 

individualist culture to have higher assurance while engaging in online shopping 

with a tablet than the collectivist culture that has a low level of technology 

expertise.  

Second, to harmonise differences in cross-cultural dependability and 

technology gap across borders regarding consumers’ perception towards online 

retailer’s tablet website and its ease of use for online shopping, trust is a central 

factor that international managers could consider. Interestingly, trust issues were 

predominant in e-commerce, likewise its efficacy in mobile commerce (Järvenpää, 

Tractinsky and Vitale, 2000). Privacy concerns and security issues are hindering 

the trust level of online retailing customers and managers need to pay attention to 

tablet commerce website content, design and security. The managers can employ 

fuzzy logic from Artificial Intelligence to concretise the trust level of their websites 

and quality (Nilashi et al. 2015). The adoption of AI techniques will aid the decision 

process of the managers when strategizing on-site authentication, payment systems 

security and remote monitoring.  

To reduce cart abandon rate through indecision, the managers should simplify 

the checkout process with speedy delivery and make more accessible the return 

process for online retailing consumers. Easiness should characterise the online 

shopping process from pre-purchase to post-delivery. Business consultation and 

appropriation of emerging technologies will help to enhance the business process. 

Regarding design, the managers should consider chatbots that can release the 

customer from the burden of navigation (Grewal et al. 2017). The managers could 

engage the online customer with the relevant content of promise and fulfilment 
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with proof of testimonials. Exploring communication marketing mix with cultural 

undertone will help the managers in this regard (Olaleye, Sanusi and Salo, 2018). 

Customer loyalty is one of the priorities of marketing practitioners since online 

retailing website reputation causes online customer loyalty because of customer 

trust, which indicates full mediation for Nigeria and partial mediation for Finland. 

The results reveal that there are some other reasons to build customer loyalty in 

Finland other than trust. Managers can strengthen customer loyalty in the 

developed country by revising the level of online customer trust. The study 

concludes that customer trust mediates the relationship between online retailing 

website reputation and customer loyalty. Factors like online feedback through 

social media, enhanced decision management system and reputation management 

system can fill in the gap of customer loyalty in a developed country (Olaleye et al. 

2018). The tablet commerce model proposed will help the managers when they are 

deciding for Foreign Direct Investment (FDI) based on cultural understanding. 

This study contributes to marketing literature by incorporating trust as an 

antecedent of customer loyalty in the online retailing tablet context and thus creates 

an opportunity for extended research on tablet commerce. 

This study concludes that trust, either general or assurance-based, could play 

a direct, indirect and mediation role between reputation and loyalty to strengthen 

the relationship of reputation and loyalty and bridge the impact of loyalty 

antecedents in two cultures. 

4.3 Mobile customers’ experience and loyalty: A study of tablet 
gender divergence in Finland 

Research paper III investigated the connectedness of tablet commerce consumers 

experience and loyalty with emphasis on tablet gender divergence. This research 

manuscript was submitted to an international journal in 2018. The planning and 

arrangement to publish this research project commenced in 2018 as a response to 

the limited studies on tablet commerce experience and loyalty. The study examines 

the differences between male and female tablet commerce shoppers in the 

developed country of Finland. Gender study is paramount in the developed 

countries because of a crusade for gender equality and the impact of gender 

divergence in emerging technology necessitates this study. The study clarifies the 

concepts of tablet gender divergence, emerging technologies and culture for a better 

understanding of data-oriented culture in comparison with multi-active culture, 

disruption of tablet technology and behavioural differences of gender. 
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     The study expanded the theory of loyalty and experience with reputation, self-

efficacy, privacy, trust and unified the constructs as a model of tablet commerce. 

Experience as a customer touch point mediates between reputation, self-efficacy, 

privacy, trust and directly predict tablet commerce loyalty. Male and female 

moderates each of the constructs to elucidate the importance of gender in tablet 

commerce. 

 

 

 
 
 
 
 
 
 

 

 

 

Fig. 9. Research article three model. 

The study is theory-driven and targeted the Finns who employ tablet devices to do 

online shopping and a questionnaire was designed with attention to tablet users 

demographics questions and 7-Likert Scale questions on reputation, self-efficacy, 

experience, privacy, trust and loyalty. The data was gathered from April through 

July 2015. A different statistical tool was employed to check how covariance and 

variance statistical software complement one another. Rigdon et al. (2017) argue 

that a comparison of covariance and variance SEM software could be misleading. 

The data cleaning process was carried out and variance structural equation 

modelling was utilised with Smart PLS software for measurement, structural, 

mediation and multigroup data analysis (Figure 9).  

The study: (1) explains the reason for tablet gender divergence based on mobile 

customers experience and loyalty (2) for the first time, introduces the culture, 

technological and psychological factors underpinnings the building of smart 

customer experience that ramp up a positive attitude of tablet users towards loyalty 

in online shopping (3) clarifies the concept of tablet commerce and gender 

divergence (4) finds a possible solution to the problem of disloyalty to initiate smart 

customer experience department to take care of customer connectedness, 
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compelling brand value, employee engagement and dynamic leadership (5)  

develop an integrated model in tablet commerce contexts based on loyalty, 

experience, privacy, trust, reputation and self-efficacy (6) conceptualise tablet 

commerce and (7) was the first paper to focus on gender differences in tablet use 

in Finland. 

The third sub-research question takes a cue from the third research paper (see 

Olaleye, Sanusi and Salo, 2018b). The findings suggest that customers’ online 

shopping experience is an accumulation of privacy assurance which leads to 

reputable online retailing tablet website trust through self-efficacy and that these 

are the determinants of online retailing customer loyalty. Nevertheless, privacy and 

direct trust path-coefficients with experience need more elaboration in the context 

of tablet commerce. The previous studies emphasised the importance of privacy 

and a trust relationship paired with experience. Morgan-Thomas and Veloutsou 

(2013) and Kawaf and Tagg (2017) used trust as a direct predictor and antecedent 

of online shopping with brand experience and the findings were positive.   

Otherwise, Olaleye et al. (2018c) used both privacy and trust as a direct link to 

the online shopping experience, and they were found significant. Self-efficacy 

emerged as the highest predictor of experience. The previous study elaborates the 

essential nature of self-efficacy as a factor that explains the motives and 

motivations of individual behaviours and choices (Kim and Kim, 2005). This 

postulation matches the way experience has been used in this study. The online 

shopping experience mediates between privacy, trust, reputation, self-efficacy and 

customer loyalty with highly significant t-test values. Kamaladevi (2010) 

recommends that retailers need to have a proper understanding of the customer 

experience and to implement Customer Experience Management to facilitate win-

win business interaction between the retailer and the customers.  

Due to the unclear relationship of privacy and trust with experience, the study 

embarked on gender multi-group analysis and the model identifies differences in 

gender online retailing shopping with a tablet. Privacy’s direct relationship with 

experience, that was not significant in the general model, was significant for the 

male shopper and not significant for the female shopper, while trust’s link with 

experience was significant for the female and not significant for the male online 

shopper. Privacy’s relationship with trust was higher for the male than the female 

and reputation as a predictor of experience was higher for the male than for the 

female. Self-efficacy was the highest predictor of experience for the male rather 

than for the female while the mediation of experience between privacy trust, 

reputation, self-efficacy and loyalty were higher for male than female online 
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shoppers in Finland. The findings of this study align with similar extant studies 

(Hasan, 2010; Zhang, Cheung and Lee, 2014).  

Contrary to the assumption that the role of gender in marketing research is 

diminishing, this study reveals online retailing gender divergence. To validate the 

relevance of gender study, Kuoppamäki, Taipale and Wilska (2017) recommend 

that the future researcher investigate gender differences. Recently, Noguti, Singh 

and Waller (2018) found differences in how male and female consumers use 

Facebook to search for information.  

Further, the findings suggest that gender divergence in a developed market in 

conjunction with national and sub-national culture, emergent technology and 

psychological factors, are antecedents of smart customer experience.  

Third, the online retailing shopping experience on tablets plays a central role 

in this study with the impact of online retailing platform reputation, online customer 

trust, customer self-efficacy in using a tablet for online shopping and customer 

privacy assurance as a determinant of customer loyalty towards online retailer. The 

following studies has identified a gender divergence (Hasan, 2010; Zhang, Cheung 

and Lee, 2014) which is insightful for the managers in segmenting the retailing 

market based on gender personalisation and offering differentiation.  

Also, managers should provide a seamless online shopping experience tailored 

towards tablet users and other emerging technologies that are suitable for online 

retailing in developed markets and embark on reconciliatory and renewal customers’ 

strategy to prevent the risk of missing the customer touchpoints (Felix et al.2017; 

Olaleye, Sanusi and Oyelere, 2017).  

The managers should realise the high level of technological advancement in a 

developed market and online consumers varied touchpoints and paths to purchase; 

it becomes necessary for the online retailers to leverage on this development and 

branch out. Due to the rapid disruption of technology, the managers can embark on 

a multichannel retail strategy to prevent selling on the wrong channels to the wrong 

targets and to implement an effective diversification strategy to increase the 

customer base, maximise customer reach and increase sales opportunity.  

Besides, the managers can improve their customer buying experience by 

introducing a tablet point of sale (tPOS) with payment integration and providing a 

more personalised experience to customers. This process will allay the customers 

fears concerning trust and increase privacy assurance being a market with 

individualistic orientation. Further, the managers could introduce a Customer 

Experience (CX) office that will be harnessing and facilitating a different online 

interactive experience with Customer Experience Management tools. Equally 
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important, the managers should introduce more ways to manage customer 

experience in a way that considers tablet commerce issues such as unresponsive 

website, unclear website policies, problem of hidden costs, indecision and cart 

abandonment and they can think of optimising their customer experience and 

adopting business process re-engineering to improve customer service that will, in 

the long run, positively impact the customer experience (Olaleye et al. 2017). 

Conclusively, the study has shown the efficacy of experience mediation between 

privacy, trust, reputation, self-efficacy and customer loyalty and how privacy 

directly relates with trust while experience directly predicts customer loyalty with 

moderation by the role of gender. The study concludes that gender divergence is 

important for customer loyalty through the mediation of experience and the 

coefficient of determination is stronger for males’ than for females’ shopping 

experience through the intervening factors of privacy, trust, reputation and self-

efficacy while the path coefficient of the direct relationship between privacy and 

trust is weak but higher for males than for females. Similarly, the path coefficient 

of the direct experience relationship with loyalty is weak and higher for males than 

for females.  

4.4 Tablet commerce loyalty in Nigeria 

Research paper IV considered the contention of mobile commerce consumers for a 

new channel of online shopping in a developing country and dwelt on tablet 

commerce loyalty as an upshot of mobile commerce. This study’s output was a 

manuscript which was submitted to a corresponding journal in 2018. The planning 

and arrangement for this manuscript commenced earnestly in 2017. The scanty 

literature on tablet commerce loyalty as iterated in Paper III with a focus on 

developing countries motivated Paper IV. There is divided loyalty in mobile 

commerce due to the emergence of the tablet device; it became necessary to probe 

into tablet commerce loyalty based on gender. The study perceived gender 

divergence of tablet commerce in a developing nation of Africa and posited 

differences in tablet commerce customer’s gender perceptions of privacy, trust, ease 

of use and reputation. This manuscript clarifies the antecedents of tablet commerce 

loyalty in the context of tablet commerce emphasised the importance of gender 

study for online retailers. 

This manuscript builds on the extension of loyalty theory as demonstrated in 

Paper III and compares the structural model with a multigroup model of tablet 

commerce loyalty in Nigeria. The variable of privacy, reputation, trust and ease of 
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use was used to predict the loyalty to tablet commerce, and the coefficient of 

determination was used to measure the fitness of the proposed model with the 

observed data (Figure 10). 

 
 
   
 
 
 
 
 
 
 

 

 

 

Fig. 10. Research article four model. 

The study empirically examined measurement, structural and multigroup models 

of tablet commerce loyalty in Nigeria. The study employed 7-Likert Scale 

questions in addition to demographic and psychographic details of tablet commerce 

customers and administered a paper questionnaire on tablet commerce to the 

academic community that used emerging technology for online shopping between 

April to July 2015. The data collected was processed for variance structural 

equation modelling with SmartPLS statistics software.  

The study gives insights and: (1) takes into cognisance the prominent status of 

mobile devices, most especially tablets together with the theory of trust, privacy, 

reputation, ease of use and loyalty with gender moderation in an emerging market 

context (2)  explains the responsible factors for loyalty to tablet commerce in an 

emerging market of Africa (3) formulates a model that shows gender differences 

between the way the male and female users perceived tablet commerce in an 

emerging market of Africa. (4) explains the perception of ease of use, reputation, 

privacy and trust as antecedents of tablet commerce loyalty by male and female 

tablet users (5) discovers a viable extended channel for online shopping in Nigeria 

and explains the central role of trust, the direct and indirect effects of reputation 

and ease of use as the final predictor of tablet commerce loyalty (6) proposes a 

dichotomised tablet commerce strategy to be able to offer the best-personalised 

products and services to male and female tablet users to increase productivity and 
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achieve higher sales revenue (7) introduces a tablet app that will complement a new 

channel of tablet devices with features for online shopping, shipping, product 

reviews, product returns, wish lists and daily deals. This tablet app should be 

versatile and optimise for tablet fast usability, zoom and pinch. (8) The first article 

to focuses on tablet commerce with gender moderation in the Nigerian context. 

The fourth sub-research question draws its strength from the fourth research 

paper (see Olaleye, Sanusi, Fanning and Salo, 2018d). The study examines the 

emergence of tablet commerce in a developing country as an extension of mobile 

commerce. The study integrates the marketing and information systems literature 

to investigate how ease of use of TAM, privacy concerns of Westin, reputation and 

trust drives customer loyalty in online retailing. Also, the study followed the 

assertion of Davis, Smith and Lang (2017) that gender is more of a psychometric 

rather than a demographic variable. The study employs gender as a psychometric 

measure to test the personality and the thought process of online retailing customers 

regarding their loyalty perception based on four drivers of privacy, trust, reputation 

and ease of use.  

Further, Hwang (2010) also established the importance of using gender for its 

moderating effect. In this study, privacy is a precondition of trust and influencing 

reputation and loyalty thus indirectly affects ease of use. There was a positive 

interaction between privacy and trust, privacy and reputation, reputation and trust, 

trust and loyalty, ease of use and reputation, ease of use and loyalty. All these 

variables were found significant except for the interaction of reputation and loyalty 

which was not significant. The direct relationship between reputation and loyalty 

needs further scrutiny. 

The study replicates the general model for multi-group gender analysis and the 

direct relationship of reputation and loyalty for male and female online shoppers in 

the Nigerian context was found insignificant. Unlike study 4, in study 3, reputation 

indirectly connected loyalty (see Olaleye et al. 2018b). The result is an indication 

that male and female perceptions of tablet commerce are not a determinant of 

customer loyalty through the direct and indirect link of privacy and trust.  

Females and males differ not only in physical attributes but also in the way in 

which they do online shopping. In contrast to (Luo, Wang and Lin, 2014) findings, 

there are gender differences in this study to explain the drivers of customer loyalty 

towards tablet commerce. This research further suggests that the interaction of ease 

of use and loyalty is higher for females than males, while ease of use and reputation 

is higher for males than females. Besides, privacy and reputation are higher for 

males than females and privacy for trust higher for females than males. Trust and 
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loyalty are slightly higher for females than males while reputation and trust have 

the highest explanatory power and it is higher for males than for females.  

It is not yet clear whether privacy is made worse by gender. Combined insights 

from the previous studies of John et al. (2010); Anderson et al. (2017); Martin et 

al. (2017) and Janakiraman et al. (2018) showcase concern about privacy and the 

consequences of data breach. Gender divergence related to privacy is very crucial 

as Lowry et al. (2011) compared the masculine against the feminine perception of 

privacy and explained that male action is mild regarding privacy while females are 

less competitive and have greater information privacy concerns than males. 

Jimenez et al.’s (2016) study was positive about the mediation and direct path 

coefficient of trust and loyalty and claimed that trust and satisfaction tend to 

increase loyalty and encourage the customer to use mobile devices for purchases. 

Further, trust as a relational mechanism linked securities issues such as privacy 

concern as an uncertainty in m-commerce that can cripple trust manifestation. It is 

very difficult to pay less attention to the role of ease of use and trust in online 

retailing and the approach used in the investigation of Ashraf, Thongpapanl and 

Auh (2014) is similar to that used by other researchers as they did a comprehensive 

study on the application of TAM across different culture through university 

students sample with emphasis on ease of use and trust and suggest to e-retailers to 

adopt new technology in e-commerce under various cultural contexts. 

Fourth, this study shows the relevance of privacy, trust, ease of use, reputation 

and customer loyalty in a tablet commerce setting. Extant research has shown the 

complexity of trust involvement in mobile commerce and posits that trust plays an 

influential role in the customer’s decision-making behaviour (Nilashi et al. 2015). 

For successful implementation of online retailing with a tablet, the managers need 

to prioritise the importance of privacy, trust, ease of use and reputation to the online 

customers.  

The study has shown that privacy assurance is one of the crucial elements of 

building a sustainable trust relationship and a reputable tablet website with a 

simplified interface for effective online shopping. Presently, some developing 

countries are still struggling to commission an online cyber and privacy policy, 

which is paramount for building online shopping confidence (Olaleye, Oyelere, 

Sanusi and Agbo, 2018). The managers can use the advantage of this study’s 

findings to engage the online customer with a rigorous security orientation together 

with privacy policy awareness.  

The managers could also target online customers with promotional offers based 

on gender differences. Due to the high population in some of the developing 
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countries, the managers could proffer self-service solutions. The managers could 

implement a retail kiosk strategy with remote monitoring. The managers could 

integrate digital signage into the tablet kiosk with emotional appeal advertisements. 

The idea of embedded feedback mechanisms on the tablet kiosk with emoticon 

feedback will aid the managers in having a close relationship with their customers, 

generating increased revenue, enhancing the customer buying experience and 

improving brand and employee loyalty. Adoption of tablet kiosks could be a cost-

effective method for the managers to expedite the growth of their retail 

establishment. Additionally, the managers could employ an online retailing mobile 

app as a supplement to their tablet website during unexpected downtime. 

     Taking a cue from the study of Jimenez et al. (2016), this study concludes that 

propensity to use tablet technology for online shopping significantly and positively 

affects privacy concerns, perceived trust, tendency to use and enjoy online retailer’s 

reputable website and ability to use the online retailing platform for shopping with 

ease. The study argues that the greater the degree of consumer privacy assurance, 

consumer trust and ease of use when purchasing via a tablet device as a marketing 

channel, in turn, increases customer loyalty. 

Table 11. Research publication for this thesis. 

No Concept Author(s) Journal Research 

Questions 

I Customer Vs. E-tailer: How 

Tablet Affects Mobile Commerce 

Olaleye S.A. Journal of Emerging Trends in 

Marketing and Management. 

1(1): 224-235. 

RQ1 

II The Role of Reputation on Trust 

and Loyalty: A Cross-Cultural 

Analysis of Tablet E-Tailing 

Olaleye S.A., Salo J. 

and Ukpabi D.C. 

International Journal of E-

Business Research (IJEBR).   

14 (2), 61-75. 

RQ2 

III Mobile customers’ experience 

and loyalty: A study of Tablet 

gender divergence in Finland 

Olaleye S.A., Sanusi 

I.T. and Salo J.

Submitted to International 

Journal of Internet Marketing 

and Advertising. Accepted. 

RQ3 

IV Tablet Commerce Loyalty in 

Nigeria 

Olaleye S.A., Sanusi 

I.T., Fanning S.M.

and Salo J.

Submitted to African Journal of 

Science, Technology, 

Innovation and Development. 

Manuscript.  

RQ4 
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5 Theoretical contribution, managerial 
implications, limitations and future studies 

The research is strengthened by the empirically grounded model that details the 

relationship between trust, privacy, reputation, ease of use, self-efficacy and loyalty 

with the aid of experience mediation within the contexts of Finland and Nigeria. 

This dissertation intends to contribute to discussions of online retailer relationship 

with online customers through tablets, that presently lacks enough understanding 

of the role of mobile devices as an extended channel of online retailing, by 

providing a novel and well-grounded framework. 

5.1 Theoretical contribution 

The study intends to advance the literature of tablet commerce in theory and 

practice regarding online retailing customer loyalty, which has been scantly studied 

in marketing literature. Due to the dynamism of consumer behavioural study, this 

dissertation shows that there are divers’ factors responsible for tablet online 

retailing customer loyalty and these factors varies based on different circumstances 

across the nations. While comparing this dissertation with e-commerce and mobile 

commerce previous research, the impact of some of the factors utilised are 

consistent and inconsistent based on significant levels. 

The main purpose of this research was to identify the role of mobile technology 

specifically tablet device as a means of digital transformation of retailing to 

contribute to the paradigm of marketing and consumer behaviour research. The 

study provides five theoretical contributions. Considering the newness of tablet 

commerce research, insights are made available for the furtherance and 

development of new stream of literature. 

Extension of tablet commerce framework with consumer style inventory 

First, this dissertation extend the existing knowledge of mobile commerce about 

tablet commerce phenomenon and to explain a new relationship of ease of use, 

privacy, reputation, self-efficacy (direct antecedents of loyalty) with intervening 

antecedents of trust and experience (Davis, 1989a; Lin and Wang, 2005; Badura, 

2006;  Li, Dong and Chen, 2012; Li, 2014; Gaumer, Soukup, Noonan and McGurn, 

2016) by combining them with moderating variable of gender by targeting the 

online retailing segment of tablet that purchase products and services, thus 
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providing a general framework for online consumer’s decidedness which is a 

significant contribution to the marketing literature. Through this study, the future 

researchers can further expand the knowledge by using this model extensively with 

Sporles and Kendall Consumer Style Inventory (CSI). This CSI dwell on different 

cognitive dimensions of consumer decision making and since consumer lifestyle 

differs in different country the study framework will expand the scope of the CSI 

and explore its applicability in different cultural contexts based on perfectionist and 

high quality conscious, brand conscious, novelty-fashion conscious, recreational, 

hedonistic shopping conscious, price and value for money shopping conscious, 

impulsive, confused due to over choice and habitual, brand loyal orientation toward 

consumption consumers. The theoretical insights through the study findings and 

the discourse shows the huge potentials of tablet commerce and that ease of use 

have direct influence on loyalty in both developed and developing country but 

reputation is not having a direct relationship with loyalty in the two countries. 

Contrary to our findings, reputation have a direct influence on loyalty in the 

previous studies (Helm, Eggert and Garnefeld, 2010; Loureiro and Kastenholz, 

2011). It is noteworthy that no earlier studies have presented a framework for tablet 

commerce research stream as a comparative study of developed and developing 

countries. Previous studies focussed on e-commerce and mobile commerce based 

on emerging technologies. 

Integration of TAM, Westin, Bandura social cognitive, consumption 
experience and trust in a new tablet commerce loyalty context 

Second, in different angles, there has been myriads of research on mobile 

commerce Mobile Commerce Usage Activities (Chong, 2013); Impact of Mobile 

Commerce on Small and Medium Enterprises (Okolo and Obidigbo 2014);  Effect 

of gender and culture on mobile commerce adoption, (Faqih and Jaradat 2015); 

Prediction of Mobile Commerce Adoption (Yadav et al. 2016); Use of mobile 

technology for online shopping (Kuoppamäki et al. 2017); Mobile Commerce in 

Emerging and Developed market (Ashraf et al. 2017); Mobile Commerce in Social 

Media Reviews (Olaleye et al. 2017b); Mobile Commerce Competitive Advantage 

(Blaise et al. 2018); Ubiquitous Mobile Commerce in Africa (Olaleye et al. 2018a). 

Nevertheless, research that integrates Technology Acceptance Model (TAM), 

Westin, Bandura Social Cognitive, Consumption experience and Trust theoretical 

contribution to the theory of Loyalty is not common. Previous research regarding 

tablet commerce has incorporated Market dynamics and user-generated content 



111 

about tablet computers (Wang et al. 2014; Moderating role of gender and age in 

Tablet computer adoption, Hur et al. 2014; Tablet and social media adoption in m-

commerce: An exploratory study, Pelet and Papadopoulou 2015; Impact of tablets 

on digital commerce, Xu et al. 2016; Factors affecting adoption behaviour for 

Tablet device, Khuhro et al. 2016; Tablet Computing and apps, Bredican 2016; 

Understanding Tablet Consumers, Chan-Olmsted and Shay 2016; User Satisfaction 

with Tablet PC Features, Kim et al. 2016) but scarcely any studies have examined 

the tablet commerce with the lens of integrated theories in an online retailing 

context. The study embarked on a comparative study and discovers the impact of 

security, technology, utilitarian and eminent factors related to customer loyalty to 

the online retailer, which is a growing trend in two cultures in tablet commerce 

research setting. This study also makes a significant contribution in confirming the 

robustness of integrated model with its application in different countries. Further, 

the integrated model is tested in developed and developing countries to draw 

interesting findings as previous research integrated model has been limited in both 

developed and developing countries to study the phenomenon of online retailing 

transformation through digitalisation. 

Mediation of trust and experience to explain tablet commerce in 
developed and developing countries 

Third, it reveals the mediation role of trust to explain the interaction between 

reputation and loyalty across borders and mediation between online shopping 

experience and reputation, trust, self-efficacy and privacy to predict customer 

loyalty to an online retailer in a developed nation. The effect of trust between online 

retailer reputation and customer loyalty cannot be understood without looking at 

the concurrent effect on trust because changes in online retailer’s reputation will 

affect the customer loyalty. Moreover, there may also be changes within the 

consumption experience context due to the impact of reputation, trust, self-efficacy, 

and privacy on loyalty. 

Contrary to the extant study (Weisberg, Te'eni and Arman, (2011), that used 

social presence and trust as a mediator between past shopping experience and future 

shopping experience, this study utilised trust as a mediator between the online 

retailer reputation and customer loyalty which indicates that the effect of trust on 

reputation cannot be understood without looking at the concurrent effect on 

customer retention because changes in latter will affect the customer loyalty. 
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The extant study (Morgeson, Sharma and Hult, 2015) focussed on customer 

satisfaction in five countries across developed and developing markets while this 

study dwell on customer loyalty in two countries representing developed and 

developing countries. Trust and experience were found to play a very crucial 

intervening role in relationship of ease of use, privacy, reputation, self-efficacy with 

loyalty instead of satisfaction used in the extant study. Tablet commerce context 

could be a dynamic entity that changes with intensity of trust (low, medium, high) 

and the customer’s experience (positive or negative). The findings provide positive 

shopping experience that can be transformed into customer loyalty while the trust 

level of the customer shopping experience is very low in a developed context. 

Being a technology channel extension concept, it is possible that the impact of 

tablet commerce may change with time. 

Gender divergence of tablet commerce customers  

Fourth, the study advanced the customer loyalty literature by comparing tablet 

commerce customer perceptions across the national markets of Finland and 

Nigeria. This two-country context offers a unique opportunity to understand how 

customers differ across cross-national markets since the data utilised encompass 

consumers in disparate cross-national markets which typify developed or 

developing, small and large population and culturally heterogeneous. Having 

concentrated on emerging and developed market comparison, the findings provide 

important insights into unique differences in customer perceptions including the 

greater importance of utilitarian factors relative to eminent factor in influencing 

loyalty in developed markets and the lesser importance of experience in influencing 

customer loyalty in emerging markets. Also, the study discovered variation in 

gender tablet commerce based on the integrated model. The gender divergence is 

higher on one antecedent of loyalty than the others in the two countries. The study 

contribute to the literature of loyalty as the conceptualisation of customer loyalty 

was successfully applied in the new tablet commerce context and the results 

indicated that customer loyalty is affected by privacy, reputation, self-efficacy, 

experience and gender was found to play a crucial moderating role in the 

relationship of privacy, trust, self-efficacy reputation and experience to loyalty.  
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Methodology contribution: reliability scale of tablet commerce  

The study combined covariance structural equation modelling, variance structural 

equation modelling, mediation and moderation data analysis technique throughout 

the four studies integrated into this dissertation and discovered that statistical 

software such as AMOS, MPlus and SmartPLS with different algorithms compete 

and complement one another. Their strengths and weaknesses motivate their 

integration. Moreso, scale reliability which indicate the consistency of the measure 

was considered reliable in the two countries. The future researchers can rely on the 

tablet commerce items as the Cronbach reliability test result shows the similarity 

of the items used for Finland and Nigeria and the items shows high reliability. The 

future study can adopt this scale in technology-based study and replicate it in 

divers’ countries. Also, it is possible to combine online and offline survey and get 

quality data based on the reliability result of the scale utilised for this study. This is 

consistent with the previous studies (Gunter, et al. 2002; Lonsdale, et al. 2006). The 

future researcher also can combine different statistical software for data analysis of 

an emerging phenomenon.  

5.2 Managerial recommendations 

The penetration of a tablet device is advancing. For example, the tablet device 

usage in Nigeria has increased to nine percent of its population and Afrione Limited, 

a mobile technology assembly market that specialises in tablet production and other 

devices is growing in improving and democratising technology in Africa. Likewise, 

in Finland, the influence of tablet device in various sectors such as education, 

hospitality and others are appreciable. A renown Yetitablet that was founded in 

2015 is expanding across borders and the startup has reached €1 million (Loritz, 

2019). Yetitablet is among the ten promising start-up in Finland.  

Having known the progress of tablet device in the two countries, the 

managerial implications create useful awareness for further actions regarding how 

the customer can be reached everywhere with better customer’s service, less 

investment and customisation. This effort orchestrates online customer loyalty 

strategies in tablet commerce. The quick change in consumer behaviour indicates 

the rethinking of retailers short and long-term strategy for digital transformation as 

an ongoing project. Mobile intervention is a key component of an organisation 

general digital transformation strategy, which requires technology professionals 

and business leaders to collaborate to work in lockstep. 
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Indecision in online shopping is a confusing occurrence for managers because 

it set bars against their targeted income. The earlier studies tried to find solution to 

the problem of indecision but not in the aspect of online retailing customer 

indecision (Charan, 2001; Brooks, 2011; Tavana, Di Caprio and Santos-Arteaga, 

2017).  

     The results inform managers of three key contributions. First, the study 

proposed enhanced and customised Decision Support System (DSS) to the 

managers to tackle the problem of customer indecision. DSS comprises of a 

database, software and user interface. Decision Support System from the field of 

Information Systems are common as an aid to help the managers to take a logic 

decision but this proposed DSS will help the online retailing customer to take both 

semi-structured and complex decisions while shopping online. The DSS target 

concern customer, nervous customer and high expectant customer and serves as an 

agent of decision follow-up system (See Figure 11 and 12 for DSS components and 

flowchart in Appendix). 

Second, the study suggests the use of multiple touch points for the managers 

to be able to persuade the online retailing customers through different forms of 

communication. 

Third, the managers should put in place an effective feedback mechanism that 

is dynamic that will help the managers to share the loyal customers testimonials 

and lived experiences in the real time. This effort will consolidate the impact of 

online retailers’ reputation.  

5.3 Limitations and future research 

Study limitations are a common phenomenon and this study also has some 

limitations that can motivate the future researcher to advance mobile commerce 

literature. Regarding study 1, covariance structural equation modelling and multi-

group invariance analysis were utilised, which shows the variable relationship and 

the path and model invariance based on two countries. Despite the versatile 

erudition of these statistical techniques, the mediation model was not included in 

the methodology and creates a vacuum for future research to fill. Using an 

intervening variable for mediation analysis will be appropriate to bridge the gap of 

the structural relationship of variables used which is a surface insight. Mediation 

analysis will shed more light on the comparative study of mobile commerce and 

increase information obtained from structural equation modelling. Mediation 

analysis will provide a more detailed understanding of the relationship between an 
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independent variable and dependent variable with the aid of intervening variables 

and helps to investigate how a particular effect occurs (MacKinnon, Fairchild and 

Fritz, 2007; MacKinnon and Fairchild, 2009).  

It is apparent that gender is a more complex construct because it includes 

additional attributes assigned to male and female, which are categorised as ‘others.’ 

Future researchers should include ‘others’ in their study while utilising 

demographical variables. Beside gender moderation in the study, other moderators 

like income level and educational level will give insight to mobile commerce 

practitioners since the law of demand and supply has a significant influence on 

online retailing commerce. MacKinnon (2011) supports the integration of 

mediations and moderations in research design. Since the study of online retailing 

via tablet is in an infant stage and this study employed a student sample (Olaleye, 

2016), it is pertinent to extend the study to the general public. Hanel and Vione, 

2016) compared student and general public samples and emphasised the relevance 

of general public research. Due to the mobile device (tablet) ubiquity, the future 

study should sample the general public and examine tablet customers’ profiling and 

observe attractive online retailing customer segments.  

Further, researchers should undertake a study on online retailing consumer 

loyalty based on the segments of millennials, baby boomers, Generation X and 

Generation Z and find out how best to target each of these segments with online 

retailing commerce. The proposed study will shed light on how online retailing 

customers use mobile devices to discover new brands, how they research products 

and brand with mobile devices, the motivating factors of advocating for a brand 

and what encourages them to make a purchase. The present study was able to 

discover the precursors of online retailing customer loyalty, but future studies 

should add to the established antecedents since online retailing customer loyalty is 

not static. Constructs like privacy and security were not included in study 1; future 

studies should add these constructs since privacy concerns and insecurity 

characterise mobile commerce activities. The solution to the problems of online 

theft and viruses will help to alleviate the fears of the online retailing customers 

and boost their trust. Anderson et al. (2017) corroborate the necessity of shedding 

light on customers’ privacy concern and mobile security concerns. 

Regarding Study 2 (Olaleye et al. 2017), the link between reputation and 

loyalty was insignificant and that is why mediation analysis was incorporated into 

the study to unravel hidden insights that structural equation modelling could not 

reveal. Nevertheless, the moderation of age and online shopping experience would 

be appropriate for future researchers’ consideration while expanding the study of 
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online mobile retailing research. Previous studies have shown differences in age 

brackets; thus, it is necessary to know the differences in online retailing customer 

buying behaviour based on different age groups.  

Further, it is only one country that represents the developed and the developing 

countries. To extend generalisation of the results, data should be collected from 

more developed and developing countries for mobile commerce study. This cross-

country data will facilitate generalisability of the comparative study of mobile 

commerce. The factors responsible for customer loyalty were limited in the study, 

future researchers should integrate more variables such as service quality, 

satisfaction, price and value and adopt mixed methodology since Study 2 only 

employed quantitative methodology.  

In this study, the tablet device is the mobile device the online retailing 

consumers consider their most crucial access point, but future researchers should 

compare different emerging technologies, especially tablets, smartphones, 

wearables and chatbots and examine how to use multiple mobile devices and apps 

to understand affluent online retailing consumers. Future study should pay attention 

to how they engage with multiple devices, which social media they prefer in 

multichannel online retailing, the reasons for their choice and how they interact 

with online retailing brands (Olaleye, Sanusi and Salo, 2017). 

Study 3 utilised student samples from the academic community in Finland who 

use a tablet device for online shopping. There is always a dissident belief regarding 

student data and future researchers should combine data from different generations 

since mobile technology applies to all generations. This study conducted 

multigroup analysis to explicate the gender divergence in Finland, but future 

researchers should extend the study to include ethnicity and examine the ethnic ties 

and mobile commerce influence on Finnish community status relations (Näsi et al. 

2017).  

This future study can differentiate between national culture and sub-culture 

based on ethnicity. The coefficient of determination for male and female in Finland 

regarding mobile commerce is low. Other constructs such as branding, retailing 

strategy, interaction design and leadership can be used as independent variables, 

moderators or mediators in the future study with multi-group analysis of gender.  

The Variance Structural Equation Modelling technique was utilised for the data 

analysis in Study 3, but future researchers should use Fuzzy-Structural Equation 

Modelling to validate the mobile commerce conceptual model which is an evolving 

statistical data analysis technique in the field of marketing. Future researchers 

should examine the impact of mobile commerce apps in comparison to the existing 
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mobile commerce websites. The mobile app is penetrating mobile commerce 

research settings and it is a challenger to the mobile commerce website. Due to the 

importance of mobile apps, there is a need for more international study, especially 

in the context of mobile commerce (Olaleye, Sanusi and Ukpabi, 2018; Olaleye, 

Salo, Sanusi and Okunoye, 2018).  

Concerning Study 4, a quantitative method was employed with variance 

structural equation modelling technique. Though the adopted data analysis 

technique showcases values for the path coefficient of the conceptual model and 

coefficient of determination, nevertheless, future study should utilise the 

importance-performance map analysis (IPMA) to extend the results of PLS-SEM 

by considering the importance and performance of each construct. The IPMA is a 

new development in a quantitative marketing study. With IPMA through PLS-SEM 

analyses, future researchers can draw upon the relative importance of constructs in 

explaining other constructs in the structural model.  

The result can aid researchers in prioritising their managerial actions as they 

focus on how to improve the performance of those constructs that reflect high 

importance. Ringle and Sarstedt (2016) posit that IPMA is useful for digging out 

additional research findings and conclusions through the PLS-SEM statistical tool. 

Future researchers should use the IPMA technique to complement PLS-SEM and 

it can be applied to the conceptual model of this study with a different dataset from 

small and medium-sized enterprises (SMEs) that are using a business to business 

model. These business to business mobile commerce actors prefer research that 

focuses on managerial implications.  

To add to multidisciplinary research literature in the future and to extend the 

study of mobile devices and other emerging technologies, the researchers should 

examine the following hot discussion topics and contribute to the body of 

knowledge: 1) the impact of artificial intelligence in digital transformation of 

retailing business renewal: an exploration of big data, 2) blockchain for data 

security, 3) conversational AI mobile commerce, 4) knowledge management and 

transferring of resourceful retirees knowledge, 5) Tablet as a multipurpose device: 

a meta-analysis study. These interesting topics will generate insightful theoretical 

and managerial implications. 
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Appendices 
Appendix I 

 

Tablet commerce survey 

 

This survey is interested in people who have purchased products or services on a 

tablet. 

 

Length of Research: Approximately 5-8 minutes. Please note that all information 

you provide is treated as strictly confidential. 

 

Thank you for your participation. 

 

DEMOGRAPHY 

 

Q1.   What is your gender? 

Male                      Female  

 

Q2.   How old are you? 

<25 years old 

25-34 years old 

35-44 years old 

45-54 years old 

55-64 years old 

65 years old and above 

 

Q3.   What country were you born?.............................................. 

 

Q4.   What country do you normally reside?................................ 

 

Q5.   What is your education level? 

High School graduate or Diploma 

Bachelor’s Degree 

Master’s Degree 

PhD 

No formal qualification 
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Q6.   What is your current main occupation? 

Professional 

White Collar 

Blue Collar and Service 

Agricultural 

Student 

Business Owner or Upper Management 

Others, please specify: 

 

Q7.   Household gross monthly income. 

Less than €700/Less than �140,000  

€700-€1,499/�140,000-298,000  

€1,500-€1,999/�340,000-497,000  

€2,000-€2,499/�230,000-398,000  

€2,500-€2,999/�450,000-597,000  

€3,000-€3,499/�598,000-697,000  

€3,500ormore/�7000,000 or more 

 

TABLET USAGE 

Q1.   Do you own a tablet? 

Yes                      No    

Q2.   Which brand is it?  

   

Q3.   Which operating system does it use? 

 

Q4.   Are you registered on a Social Media platform? 

Yes                      No    

Q5.   List the Social Media platforms? 

 

Q6.   Do you use your Social Media on your tablet? 

Yes                      No    

Q7.   Which Social Media do you use on your tablet? 

 

Q8.    What do you use your tablet for primarily? 
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Q9.   Have you switched your Global Positioning System “ON” if you have one on 

your tablet? 

Yes                      No    

 

ONLINE PURCHASING WITH TABLET DEVICE 

 

Q1.   Have you ever purchased products or services using a tablet? 

Yes                      No      

 

Please think of your last purchase via your favourite website using your tablet. This 

survey is interested in your last experience and impression of your purchase. 

 

Q2.   Which website did you make your last purchase using your tablet: Please 

name the first three: 

(a)                        

 

(b)    

 

(c) 

 

Q3.   How many days ago did you make this purchase………………………days. 

 

Q4.   Thinking about your favourite website via tablet, can you roughly estimate 

how much you spend in your last purchase. Please state in your currency the amount 

for the three website that you mentioned earlier. 

 

First website, I spent…………………€/ ₦ 
Second website, I spent………………€/ ₦ 
Third website, I spent…………………€/ ₦ 

 

Q5.   What did you buy, please tick a category from the list below? 

Clothing and accessories 

Electronic goods                              

Groceries Household goods 

Music 

Sports equipment 
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Others, please specify: 

 

Q6.   How many products did you buy in your last purchase using tablet via your 

favourite website? Please tick appropriately: 1              2              3            4           

5                 6               7              8             9              more than 10 products 

 
Q7.   How often do you purchase products and services using your tablet in a month? 
Less than 1 time 

1-5 times 

6-10 times 

11-20 times 

21-30 times 

More than 30 times 
 
Please think about six antecedents of online customer’s loyalty (Ease of Use, Trust, 
Privacy, Reputation, Self-Efficacy, Experience) while answering the following 
questions. Circle the appropriate scale. 
 

Please rate your agreement on the following statements, where 1=strongly disagree 

through to 7=strongly agree. 

 

Ease of Use 

This m-commerce website is easy to use  

It is easy to become skillful at using this m-commerce website  

Learning to operate this m-commerce website is easy  

This m-commerce website is flexible to interact with  

My interaction with this m-commerce website is clear and understandable 

 

Trust 

This m-commerce/t-commerce vendor is trustworthy  

This m-commerce/t-commerce vendor keeps promises and commitments  

This m-commerce/t-commerce vendor keeps my best interests in mind  

This m-commerce/t-commerce vendor meets my expectations 

 

Privacy 

I am confident that I know all the parties who collect the information I provide 

during the use of this m-commerce/t-commerce website  
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I am aware of the exact nature of information that will be collected during the use 

of this m-commerce/t-commerce website  

I am not concerned that the information I submitted on this m-commerce/t-

commerce website could be misused  

I believe there is an effective mechanism to address any violation of the information 

I provide to this m-commerce/t-commerce website 

 

Reputation 

This m-commerce/t-commerce vendor is well known  

This m-commerce/t-commerce vendor has a good reputation  

This m-commerce/t-commerce vendor has a reputation for being honest  

This m-commerce/t-commerce vendor has a reputation for caring about its 

customers  

This m-commerce/t-commerce vendor has a reputation for being able to meet its 

obligations towards the customers  

This m-commerce/t-commerce vendor has a reputation for being consistent  

This m-commerce/t-commerce vendor has a reputation for fulfilling its promises 

 

Self-Efficacy 

I can figure out m-commerce/t-commerce nitty-gritty if I try hard enough  

Once I have decided to accomplish something on m-commerce/t-commerce that is 

important to me, I keep trying to accomplish it, even if it is harder than I thought  

I am confident that I will achieve the goals that I set for myself regarding  

m-commerce/t-commerce  

When I am struggling to accomplish something difficult through m-commerce/t-

commerce, I focus on my progress instead of feeling discouraged  

My ability grows with effort while using m-commerce/t-commerce 

 

Experience 

Overall, how do you evaluate your usage of m-commerce/t-commerce website on 

your tablet?  

How satisfied are you with your search for information on the m-commerce/t-

commerce website using your tablet?  

Overall, how do you evaluate your experience with m-commerce/t-commerce 

website on tablet?  

Overall, how do you evaluate your experience with Social Media websites on  

tablet?  
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Loyalty 

My preference for this m-commerce/t-commerce website would not willingly 

change 

It would be difficult to change my beliefs about this m-commerce/t-commerce 

website 

Even if close friends recommended another t-commerce website, my preference  

for this m-commerce/t-commerce website would not change 

I will buy from this m-commerce/t-commerce website the next time I purchase the 

above-mentioned product/service 
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Appendix II 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 11. Parts of decision support system. 
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Appendix III 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 12. Flowchart of decision support system for tablet commerce. 
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