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ABSTRACT

Recent years have witnessed a rapid growth in internet-enabled devices, including smartphones which 
have facilitated the performance of many tasks online. One of the major activities taking place on such 
online platforms is shopping. Indeed, smartphones are redefining the landscape of consumption from 
visiting conventional physical shops to consuming products and services in a digital arena. Despite a 
proliferation of both theoretical and empirical studies on smartphones marketplace, there is still a paucity 
of studies on how mobile phone devices enhance and facilitate consumption from physical marketplace 
to online marketspace. This chapter aims to contribute to extant studies on how smartphones impact on 
the consumption process.

INTRODUCTION

The mobile revolution in the last decade has re-created a new era of an always-connected society which 
has reshaped the retail industry, including the clothing sector, in a major way (Euromonitor, 2013). 
Mobile devices becoming more powerful with their own operating systems, has given rise to a new 
marketing strategy enabling companies to connect to their consumers on the go and on a 24-hour basis 
(Emarketer, 2013). This new phenomenon has impacted on the purchasing behaviour of consumers in 
the clothing sector as well, who are increasingly adopting this new shopping medium. This emerging 
trend has resulted in all major clothing retailers working to gain online presence with a view to achiev-
ing a stronger customer relationship and sustaining a strong presence in the clothing industry which 
is becoming highly competitive (Keynote, 2009). With the rise of more sophisticated mobile devices, 
namely smartphones, this new convergence has resulted in powerful consumers who now have their 
stores in their hands (Abrams, 2013).
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The purchasing habits of consumers have undergone a drastic shift from traditional physical high 
street shopping to home shopping (Keynote, 2013; Ozuem, Howell & Lancaster 2008). The role of 
salesmen and shopping displays has now been eclipsed with modern ways of shopping using technol-
ogy. Research by Euromonitor (2013) identified consumers who increasingly favour seeking shopping 
information on their smartphones rather than consulting a salesperson or relying on adverts. The use 
of smartphones is thus not limited to buying online but rather it is that device which accompanies the 
consumers in their shopping experience such as browsing for product information, product reviews, price 
comparisons, consulting friends and families prior to shopping, or simply buying online. “This unique 
ability has transformed the social and spatial aspects of shopping for many consumers” (Brown et al., 
2003). In fact, the ongoing connectivity and exposure to shopping information are resulting in an ‘always 
shopping’ state of mind (Babbitts, 2013). If the art of mobile marketing is effectively and efficiently 
mastered by retailers, this can lead to strong positioning in their respective market. Although this new 
marketing trend has had a strong influence in different retail sectors, a survey carried out by Emarketer 
(2013) showed that consumers in the apparel sector still favour physical purchase or buying via the PC 
rather than smartphones when buying online. The main hindrance to buying via smartphones is usually 
a non-user friendly mobile site (Emarketer, 2013). The answer to successful retailing via smartphones 
relies on a strong technique and the application of mobile commerce (Branki et al., 2008). Despite con-
sumers showing a preference to shop or buy clothing in physical shops, being “creatures of convenience” 
there are billions reaching first for their phones when they think about shopping (Boyle, 2013). Much is 
assumed about the supposed effects of smartphones on the luxury fashion sector, but much research in 
the field suffers from epistemological and ontological incompatibility and can be interpreted in various 
conflicting ways. This chapter focuses on the impact of smartphones on consumer buying behaviour, 
particularly on the UK luxury fashion sector.

A rapid growth in internet-enabled devices including smartphones has taken place in recent years, 
allowing many tasks to be performed online (Euromonitor, 2013). One of the major activities taking place 
on these online platforms is shopping. Indeed, shopping has changed the landscape of consumption from 
visiting conventional physical shops to consuming products and services in a digital arena (San-Martin 
and Lopez-Catalan, 2013). Boyle (2013) posited that the number of consumers using smartphones to 
shop is expanding and consumers are now more willing to reach for their smartphones first when the 
idea of shopping strikes. This global phenomenon is affecting different parts of the world. A survey 
conducted in June 2013 by Emarketer (2013), shows that China is the leading country in terms of internet 
users purchasing via mobile devices followed by India and the United Kingdom. The UK was amongst 
the first nations to embrace digital shopping and buying and to date it continues to consume goods and 
services digitally at a pace greater than most other western European countries (Abrams, 2013). The 
UK’s communications regulator Ofcom recently claimed that the UK leads among all other European 
countries with the highest number of smartphone users (Euromonitor, 2013). UK retail ecommerce sales 
are estimated to have risen from £38.48 billion in 2012 to £45.40 billion in 2013 with a further increase 
of 15% forecast for 2014 (Emarketer, 2013). This new trend in purchasing via mobile devices has initi-
ated a new type of e-commerce commonly referred to as retail mobile commerce (m-commerce) which is 
defined by eMarketer (2013) as “products and services purchased using a browser or app via any mobile 
device, regardless of where fulfilment occurs.” As the growth of m-commerce is overwhelming in the 
UK, shopping via mobile devices is becoming the norm for internet shoppers with smartphones: mobile 
commerce sales are forecast to more than double by 2017 (McCarthy, 2013). With such a proliferation of 
technologically advanced smartphones and the widespread availability of the internet in the UK, digital 
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shoppers increasingly expect an enhanced mobile shopping experience (Boyle, 2013). This has high-
lighted the importance of mobile commerce for retailers as consumer buying behaviour has undergone 
a significant transformation (Persaud & Azhar, 2012). To survive in this new era, several retailers in the 
UK are at the forefront of m-commerce with major clothing retailers such as Net-a-Porter and Asos as 
two examples of fashion organisations with the most innovative websites and apps which help them to 
maintain customer relationships (Abrams, 2013). However, m-commerce is still considered to be in its 
infancy with most internet users favouring the PC to buy online (Emarketer, 2013). This new shopping 
trend with its ongoing challenge makes it interesting to investigate the effects of smartphone usage on 
users’ purchase intentions.

THEORETICAL FRAMEWORK AND CONTEXT

Feature phones are now being gradually eclipsed by the proliferation of smartphones which are more 
sophisticated in terms of their functionality (Nokia, 2013; Li et al., 2012; Kumar and Mukherjee, 2013, 
Holmes et al., 2014). Technological advancement in mobile devices fuelled by the widespread availability 
of high-speed internet access has enhanced various features and the usage of mobile phones (Persaud & 
Azhar, 2012; Flint & Spaid, 2014; Schuster et al., 2013). In fact, the rapid growth of internet-enabled 
mobile devices has redefined the primary purpose of phones, from devices primarily designed for call-
making to a product capable of performing different functions such as web browsing, emailing, shopping 
and other tasks (Hu et al., 2006; Ting et al., 2011; Swilley et al., 2012; Ozuem, O’Keeffe, & Lancaster 
2015). A smartphone is a programmable phone which provides its user with advanced capabilities and 
features to enhance his/her daily work and personal life (Yang & Kim, 2012).

The rolling out of 3G and the EE 2012 launch of 4G in the UK has boosted mobile internet speed which 
enables users to have a more enriching browsing experience (BBC, 2012; Kumar & Zhan, 2003; Yang, 
2012). Although UK mobile operators have restrained their generous unlimited mobile data offerings, 
mobile internet subscriptions and smartphone use are still witnessing constant growth (The Guardian, 
2012). This can be attributed to the fact that consumers are now less reliant on mobile networks in the 
UK as the number of Wi-Fi spots available is increasing in cafes, transport hubs and other public places 
(Yang, 2012). The smartphone is now seen more and more as the must-have device that permits users 
to perform a multitude of tasks with no time or location constraints (Wong, 2012). The growing depen-
dency on smartphones has revolutionised the lifestyle and behaviour of consumers in different sectors 
creating a digital landscape where consumers are engulfed in their own worlds anywhere and anytime 
(Elkin, 2012). For many individuals the smartphone is not only a personal device but it is “an extension 
of their personality and individuality” (Persaud & Azhar, p.418). A mobile device, for example in this 
study the smartphone, can be accessed anytime, anywhere, allowing access to the mobile web in more 
diverse contexts (Kim et al., 2002). Thanks to its capacity of seamlessly integrating Bluetooth, GPS 
and other technologies, the smartphone is considered a useful tool that can provide a superior consumer 
experience (Swilley & Hofacker, 2006). Moreover, with smartphones at more affordable prices, the rate 
of adoption is ever-increasing with no signs of abating, thus emphasising the central importance smart-
phones are gradually and surely taking in consumers’ decision making process (Pasqua & Elkin, 2013). 
The rapid development and deployment of internet-enabled mobile devices has led to the emergence of 
highly sophisticated applications commonly referred to as mobile commerce (m-commerce) (Wang et 
al., 2007; Wheeler, 2013; San-Martin et al., 2012; Wong, 2012).
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Mobile commerce is commonly referred to as the ability to undertake commercial transactions 
through a wireless internet-enabled device (Swilley et al., 2012). Most definitions of m-commerce focus 
on an extension of e-commerce (Frolick & Chen, 2004; Siau et al., 2001; Dholakia & Dholakia, 2004). 
It is even considered an unprecedented business opportunity for e-commerce (Wang et al., 2007; Yeh 
and Li, 2009; Wheeler, 2013). It is the medium through which retailers can develop their marketing 
strategies, as it is the channel that has the potential to initiate purchase intentions in consumers. How-
ever, m-commerce is not regarded as a replacement to e-commerce but rather as a supplement (Clarke, 
2008). Mobile commerce in the UK has been effectively adopted due to the widespread availability 
of high-speed internet access via mobile devices which render mobile shopping readily accessible to 
consumers (Mintel, 2013). Research conducted by Ipsos and RetailMeNot.com in August 2013 suggest 
that UK remains the highest user of m-commerce among developed nations (eMarketer, 2013). In this 
respect, the importance of m-commerce cannot be ignored when conducting this research. Therefore, 
the ubiquity of smartphones and wireless technology are both important elements that indirectly affect 
consumers’ purchase intentions.

Smartphones being the medium that has a growing influence on consumers purchase intention and 
buying habits, marketers have an increasing challenge to stay updated and on track about how to maxi-
mise consumer retention by adopting appropriate mobile marketing strategies (Elkin, 2013). Ranging 
from online advertisement, QR codes, Apps development and Geo-fencing, marketers have the enormous 
responsibility of deterring consumers from being influenced by showrooming (BBC, 2013). Showroom-
ing is defined as the activity of going online while in-store to determine which competitors are offering a 
better deal for the product a consumer is currently looking to buy (Abrams, 2013). From search engines 
to deal sites, it has become crucial for companies to capitalise fully on the digital landscape to enhance 
their online presence (Ahrens et al., 2013). This has become a necessity for the clothing sector as even 
though mobile shopping may not culminate in purchasing via mobiles, consumers in this sector still 
rely heavily on their smartphones to browse for product information, deals and purchase-related queries 
(Cho & Fiorito, 2009). This on-going thirst for information has emphasised to retailers the importance 
of enhancing their mobile commerce strategies to remain competitive in what is a highly digitalised 
shopping era (Skeldon, 2012).

The main activities undertaken by consumers on their smartphones include contacting friends about 
shopping matters, carrying out price checks, looking at product availability, finding out product informa-
tion while in-store, accessing social media, acquiring / redeeming coupons, carrying out location-based 
search, consulting maps, using apps, buying products using devices and even buying products using 
devices while in-store. These suggest the powerful influence of effective mobile commerce on consum-
ers’ online shopping experience. For the purposes of this chapter, smartphones include all mobile phone 
devices which can access the internet via mobile networks or Wi-Fi spots. Mobile shopping and online 
consumer behaviour will be discussed further in this chapter in order to understand how smartphones 
can influence purchase intention.

Attitudes towards Technology

A number of studies have focused on research on key factors that influence the acceptance of new tech-
nologies (Ajzen, 1985; Davis et al., 1989; Lu et al., 2003). To understand how smartphones can affect 
consumers’ purchase intentions and behaviour, it is indispensable to understand the user perception of the 
use of the technology (Kumar and Mukherjee, 2013). The Theory of Reasoned Action (TRA) suggests 
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that the intention to undertake a behaviour is influenced by a person’s attitudes towards that behaviour 
and a subjective norm (Fishbein & Ajzen, 1975). Attitude in this context is further defined by Spaid 
and Flint (2014) as an individual positive or negative feeling towards a specific behaviour. Fishbein and 
Ajzen (1975, p.302) refer to a subjective norm as “perception that most people who are important to 
him think that he should not perform the behaviour in question.” The theory of reasoned action (TRA) 
implies that any factors that influence a person’s behaviour do so through a change of attitudes, subjec-
tive norms or a combination of the two (Spaid & Flint, 2014). The theory of reasoned action (TRA) is 
considered fairly robust in predicting and explaining cognitively driven attitude (Spaid and Flint, 2014). 
To address some of the limitations of the TRA, Ajzen (1991) attributes the element of control as another 
determinant to behavioural intention and actual behaviour. The theory of planned behaviour (TPB) was 
thus created by Ajzen (1991) to study a perceived lack of control when it comes to certain behaviours. 
Both theories assist Spaid and Flint (2014) in understanding shoppers’ attitudes towards mobile devices.

The TRA was further modified by Davis et al. (1989) where the element of subjective norm was 
dropped in the process. The Technology Acceptance Model (TAM) was thus devised where two main 
variables were added to the fundamental process of attitude, intention and behaviour. The TAM attempts 
to understand how users accept and use the technology (Lu et al., 2003). The two main variables in the 
original TAM are “perceived usefulness” and “perceived ease of use” (Davis, 1989, cited in Kumar and 
Mukherjee, 2013, p. 25). These two determinants are considered useful indicators of the attitudes of 
users towards a new technologies and their eventual adoption or rejection (Lu et al, 2003). Perceived 
usefulness is described by Davis (1989, p.320) as “the degree to which a person believes that using a 
particular system would enhance his or her job performance.” A system high in perceived usefulness 
is considered to positively influence adoption of the specific system (Davis, 1989). On the other hand, 
perceived ease of use is referred to as “the degree to which a person believes that using a particular sys-
tem would be free of effort” (Davis, 1989, p.320). A system scoring high in ease of use will encourage 
users to use the system (Davis, 1989).

The TAM model has been used in various recent items of research into smartphones and mobile 
consumer behaviour (Holmes et al., 2014). For instance, Lu and Su (2009) used the TAM model to 
explore factors affecting purchase intention in the context of mobile websites. Their research suggested 
that negative emotions such as anger have a negative impact on purchase intention whereas positive 
emotion such as enjoyment has a positive effect on purchase intention (Lamarre et al., 2012; Ozuem, 
Thomas & Lancaster 2015). Although TAM is a model frequently cited by researchers, many have 
mixed opinions, regarding its applications as being limited (Lu et al., 2003). Conversely to TRA, the 
TAM is criticised for lacking vigour and having limited variables (Davis et al., 1992; Venkatesh et al., 
2013). Burton-Jones and Hubona (2006) stated that the original TAM can be modified to include exter-
nal factors such as age, level of education and experience, which, according to their studies, can affect 
the use of technology. Mathieson (1991) on the other hand considers the TAM theoretical foundation 
to be poor and argues that there can be many uncertainties between the intention and adoption phase. 
However, the Technology Acceptance Model (TAM) remains a useful theoretical framework to assess 
users’ acceptance or rejection of a particular technology (Davis, 1989 cited in Kumar and Mukherjee, 
2013). Mobile shopping is an activity which involves interaction between the user and the technology, in 
this research, the smartphone hence the importance of the users’ attitudes towards the said technology.

Researches in the past advocated that positive attitudes and purchase intentions are inter-related (Shim 
et al., 2001; George, 2002; Goldsmiths & Bridges, 2005). Eagly and Chaiken (1993, p.1) define attitude 
as “a psychological tendency that is expressed by evaluating a particular entity with some degree of fa-
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vour or disfavour.” The many definitions of attitude emphasise the nature of the term and its connection 
with behaviour (Bohner & Bohner, 2001). For instance, Seock and Norton (2007) argue that consumers’ 
attitudes towards a specific shopping channel will influence their likelihood to purchase through that 
channel. Therefore, consumers’ perception of the mobile internet to search for information about products 
and services will eventually influence their intentions to undertake those searches via their smartphones 
and the likelihood to purchase online (Kim et al., 2012). It has been argued further that attitude towards 
a technology (i.e. mobile internet) will determine the probability of a consumer using that technology 
(i.e. smartphones) as a medium to make a purchase. The consumers’ intentions (Seock & Norton, 2007) 
and their objectives (Nysveen & Pedersen, 2005) will contribute towards a high-degree goal-oriented 
search mode which will influence the purchase intentions in an online mobile environment. As pointed 
out by both George (2002) and Seock and Norton (2007), a positive attitude towards online shopping 
will culminate in a positive purchase intention whereas a negative attitude towards online shopping will 
result in negative purchase intentions.

Smartphones and Mobile Shopping

Considerable evidence from industry sources reveals that mobile phones are playing a significant role in 
consumers’ shopping processes (Skeldon, 2012; Seock & Norton, 2007). With the prediction of increased 
adoption of smartphones in future, there will inevitably be continuous growth in this new shopping trend. 
The use of smartphones for shopping is not restricted to purchasing but is more thoroughly used for 
activities such as searching for products, gathering production information, checking prices or reading 
reviews (Holmes et al., 2014). The ability to conduct shopping activities on mobile devices has opened 
up opportunities for retailers to influence the purchase intentions of shoppers (Shankar et al., 2011).

To understand the term mobile shopping, it is important to understand consumer buying behaviour. 
Consumer buying behaviour involves the process and activities entailed when consumers are search-
ing, evaluating, analysing, buying, reviewing, rejecting, accepting products or services with a view to 
satisfying their personal needs. Solomon (2009, p.33) defines consumer behaviour as “the study of the 
processes involved when individuals or groups select, purchase, use, or dispose of products, services, 
ideas, or experiences to satisfy their needs and desires.” According to Peter and Olson (1996), consum-
ers’ buying decisions are divided into interpretation, integration and behaviour. Interpretation deals with 
how consumers select information and derive meanings from particular information (Peter & Olson, 
1996). Then, the integration happens when the consumer evaluates the product using various sources of 
information among other alternative behaviours towards the product (Peter & Olson, 1996). This is an 
important stage in the decision-making process that will eventually result in either the customer buying 
or rejecting the product (Peter & Olson, 1996). Nysveen and Pedersen (2005) identify the consumers’ 
objectives as the ultimate factor that will influence the consumers search for a product and hereafter the 
buying behaviour. In their opinion, consumers with a high-degree goal-oriented search mode which is 
influenced by product knowledge, product risk and product involvement are more likely to complete a 
transaction than consumers with a low-degree search mode (Nysveen & Pedersen, 2005).

Mobile shopping is the process of consumers exhibiting particular buying behaviours in an online 
mobile environment (Skeldon, 2012). Easy access to internet on the go via smartphones has fuelled the 
ability of consumers to be more-goal oriented in their search for products (Nysveen & Pedersen, 2005). 
To assist them in their information search and in some cases buying process, smartphones are now the 
convenient medium. Increased adoption and functionality of smartphones means consumers are making 
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ever greater use of their smartphones in the shopping process anywhere and anytime (Charlton, 2011). 
New technological developments in smartphones have indeed opened up opportunities for retailers to 
influence shopper attitudes and behaviours (Holmes et al., 2014).

Online Shopping Motivations

Salomon and Rabolt (2006) describe motivation as the processes that drive people to behave in a par-
ticular manner. In the shopping context, motivations will be the behavioural factor that will ultimately 
drive shopping behaviour (Jim & Kim, 2003). Babin et al. (1994) identified two primary drivers of shop-
ping motivations as being attributed to utilitarian and hedonic reasons. Adapting a traditional approach, 
shopping motivations were seen as highly task-related and rational from a utilitarian perspective (Kim, 
2006). Babin et al. (1994), however, argued that shopping motivations are identified by the perception 
of shopping from the consumer point of view whether they see it as an activity of cognition or one of 
pleasure. Hence, the two perspectives of shopping motivations are identified as utilitarian and hedonic 
shopping motivations (Babin et al., 1994). The utilitarian aspects of shopping considered shopping as 
a task to be performed in a timely and efficient manner (Childers et al., 2001). These shoppers will use 
their mobiles to search for product information and offers online at their convenience to fulfill their mo-
tives, which plays an important role in shaping their shopping behaviour (Childers et al., 2001).

Similarly, Babin et al. (1994) argue that shopping motivations need not be restricted to product or 
task-orientation but can also be hedonic. Consistent with these findings, Hoffman and Novak (1996) state 
that hedonic shopping motivation is associated with the entertainment and enjoyment derived from the 
shopping activity. Kim and Forsythe (2007) identify hedonic shoppers as those who seek pleasure and 
fun in the shopping process. Childers et al. (2001) state that the social activity for hedonic shoppers is 
not limited to product acquisitions but involves the activity of browsing or seeking excitement in surf-
ing. Hedonic shoppers are considered as more apt to engage in online shopping, as their main motives 
are for non-economic reasons such as fun, social or emotional gratification (Park et al., 2006). Arnold 
and Reynolds (2003) conducted research regarding the hedonic aspects of shopping which resulted in a 
range of motives from adventure, gratification, value, social, role and idea shopping motivations being 
identified. Although these two aspects are considered to offer contrasting conceptual approaches to shop-
ping, they are both considered important in shaping consumer buying behaviour (Babin et al., 1994). 
Scarpi (2006) suggests that consumers with a high level of hedonism tend to purchase on a frequent 
basis compared with consumers with a high level of utilitarianism. Childers et al. (2001) confirmed that 
both usefulness and enjoyment associated with purchasing a product have a positive effect on consum-
ers’ purchase intentions. Accordingly, these findings show that both hedonism and utilitarianism shape 
consumers’ perceptions and adoption of online shopping (Babin et al., 1994; Scarpi, 2006).

Establishing Trust in a Mobile Environment

Trust is an important element that can promote or deter consumers from using smartphones for shopping 
processes as emphasised by Yeh and Li (2008). Trust is an important element which can ensure con-
sumers’ satisfaction and which can thus lead to consumer retention for both online and offline retailers 
(Schiffman & Kanuk, 2010). Satisfaction and trust are closely related in the online shopping experience 
and to benefit from this consumers place high importance on website design, reliability, responsiveness, 
trust and personalisation when conducting online purchase (Yeh & Li, 2008). Satisfaction is a strong 
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factor which will determine the level of trust established with consumers and this happens at the post-
purchase stage (Yeh & Li, 2008). There should be a strong similarity in what consumers are expecting 
to be offered and what is being provided by the online service (Yeh & Li, 2008). Consequently, retailers 
need to focus on enhancing their mobile commerce with minimum hindrance in their mobile sites so as 
to encourage consumers to shop through their smartphones more frequently (Skeldon, 2011). Wang and 
Liao (2007) highlighted the fact that a successful online mobile experience will most likely encourage 
future online purchase. Other major concerns that influence consumers purchase intentions in a mobile 
environment are security and data protection (Yeh & Li, 2009). This is an on-going hindrance affecting 
purchase intentions on smartphones.

As mentioned earlier, consumers’ attitudes towards their smartphones are an important consideration 
when studying the mobile shopping process. Consumers perceive their smartphones as personal and may 
consider it an intrusion if they are bombarded with commercials or advertising all the time (Holmes et 
al., 2014). The element of trust is thus considered crucial as consumers are becoming more conscious 
about source credibility (Spaid & Flint, 2014). Consumers do intense research prior to purchase and thus 
online retailers need to provide genuine information to assist potential consumers (Solomon, 2009) The 
shopping experience via smartphones needs to be perceived as relevant, useful and timely and possibly 
funny, to establish a trust relationship (Hung et al., 2012). Another factor that affects the trust element 
in consumers’ willingness to adopt online shopping can be attributed to the quality of service they are 
being offered online (Chemingui & Lallouna, 2013). In the absence of a salesperson to guide them in 
their shopping process, it is crucial for the quality of service online to be perceived as exceptionally 
good (Chemingui & Lallouna, 2013). The first online shopping experience contributes towards build-
ing an initial trust relationship between the retailers and the shoppers which will lead to future online 
shopping (Zhou, 2011). In the apparel sector, although customisation of clothes is now possible with 
body-scanning technology, many consumers are reluctant to use this shopping format (Cho & Fiorito, 
2009). Zhou (2011) further argues that it is even harder to establish a trust relationship in a virtual 
environment due to great uncertainty and trust. Therefore, it is important for retailers to concentrate 
on enhancing their mobile commerce strategies to maintain brand credibility and integrity (Chemingui 
& Lallouna, 2013). Considering that consumers still favour the PC and physical stores in the clothing 
sector, it is very interesting by conducting this research to see what affects their purchase intentions via 
smartphones and what changes they expect in the future. The element of trust is difficult to achieve in 
a mobile environment as the threats involved are considered very high and very difficult to eradicate.

Smartphones and Purchase Intentions

The rapid adoption and use of smartphones has driven many cultural changes including changes in 
consumers’ shopping patterns and shopping behaviour (Spaid & Flint, 2014). Most existing studies 
have been focused on identifying the main variables responsible for consumers’ purchasing behaviour 
in the mobile online environment (Kumar & Mukherjee, 2013; Spaid & Flint, 2014; Holmes et al., 
2014; Ting et al., 2011). While some researchers attribute attitudes and consumers’ perception as the 
main determinants that influence the use of smartphones as a shopping tool (Holmes et al., 2014; Lu 
& Su, 2009; Lu et al., 2003), others consider motivation as a major factor contributing towards the use 
of smartphones as a shopping channel (Childers et al., 2001; Kim & Forsythe, 2007; Park et al., 2006). 
Whichever the variables that determine the use of smartphones to conduct shopping activities may be, 
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it is evident that smartphones and purchase intentions are inter-related (Seock & Norton, 2007; Skeldon, 
2012; Elkin, 2013).

The technology acceptance model (TAM) is indeed a useful tool in assessing users’ willingness to 
adopt smartphones as the new purchase channel (Kumar & Mukherjee, 2013; Spaid & Flint, 2014). 
This model had been used, and in certain research modified with a view to ascertaining a more defined 
understanding of how this new technology is continuously reshaping the shopping process. The com-
mon variables identified by a variety of research in this new field are attitudes, intention and behav-
iour (Spaid & Flint, 2014, Lu et al., 2003; Seock & Norton, 2007; Holmes, 2014). Ting et al..(2011) 
identified perception of and dependency on the smart device as major attributes that influence user’s 
attitude towards using a smartphone. Due to a shortage of time, consumers find it convenient to use their 
smartphones anywhere and anytime to perform multiple tasks (Dibb & Carrigan, 2013). They perceive 
their smartphones as the ultimate device that performs the task of both a mobile phone and a laptop 
(Lu & Su, 2009). Consequently, consumers with a positive perception of the multi-usage capabilities of 
smartphones are identified as having a positive attitude towards the adoption of smartphones as a multi-
tasking device (Kumar & Mukherjee, 2013; Ozuem & Lancaster 2014). Behavioural intention relates 
to the phase where an individual’s attitude gradually controls or guides his or her behaviour (Ajzen, 
1991). In the context of mobile shopping, attitude and motivation are considered the determinants of 
behavioural intention (Kim, 2006; Scarpi, 2006). Whether for utilitarian or hedonic reasons, positive 
motivation and initial attitude are believed to trigger the use of a smartphone as a shopping tool and 
henceforth purchase intention (Kim, 2006; Scarpi, 2006). The actual behaviour is the last phase of the 
technology acceptance model in which the users’ decision to use the device culminates (Ajzen, 1991). 
In the context of this research, actual behaviour happens when consumers do in fact use the device for 
a shopping experience. Consumers’ actual usage of this new shopping technology does not necessarily 
guarantee ultimate adoption of smartphones as a shopping channel (Yeh & Li, 2008). The first mobile 
shopping experience is considered as a crucial touchpoint that will initiate future purchase (Skeldon, 
2012), hence, the growing importance of mobile commerce in this new digitalised marketplace (Zhou, 
2011). The importance of a good mobile site, easy user interface, enhanced security and an overall sound 
mobile experience are the major contributors towards effective adoption of this new shopping tool (Yeh 
& Li, 2009). Considering the clothing sector, the challenge is even bigger as the sensory feelings of 
products constitute a major determinant of actual purchase (eMarketer, 2013). Moreover, as per research 
carried out by eMarketer (2013), although mobile commerce has shown considerable growth in the last 
few years, the personal desktop remains the most favoured device for online purchases.

The theory of reasoned action (TRA) and the theory of planned behaviour (TPB) are both attitudinal 
theories that will assist in gaining in-depth knowledge about shoppers’ attitudes towards mobile technol-
ogy (Ozuem, Borrelli, & Lancaster, 2015). The technology acceptance model remains the ultimate tool 
that will be used in this research to understand the different phase that constitutes the shopping process 
in a mobile environment. The main gap in the literature lies between the behavioural intention phase 
and actual behaviour. Though research has focused on different variables that might be integrated in the 
model to have a clearer picture on how shopping behaviour might be influenced in a mobile environment, 
little relates to how smartphones can influence purchase intention. Hence, the focus of the research will 
be to establish a link between smartphones and purchase intention with particular emphasis on those 
variables that affect the acceptance of this new shopping technology.
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CONCLUSION AND MANAGERIAL IMPLICATIONS

Understanding the motivational factors and features that contribute to an effective and efficient mobile 
retail channel is of primary significance for retailers, including the clothing sector, with a view to selling 
their products successfully online and offline. For instance, consumers’ pre-purchase activities using 
their smartphone are mainly directed towards deals and lower prices, both of which are driven by goal-
oriented motivation. Therefore, marketers should revise their mobile commerce strategies to cater for 
and attract price-sensitive consumers. The challenge is to be the price leader with active promotional 
offers, deals and online discounts to attract consumers to their websites and to deter them from moving 
to competitors’ websites.

Motivation is considered strategic to entertain consumers in a mobile retail setting. Whether the initial 
motive for shopping is task-related or for enjoyment, the objective of retailers is to ensure consumers’ 
satisfaction at all stages of the shopping process. Therefore, marketers should develop marketing strategies 
aimed at encouraging consumers to conduct shopping activities online. Such strategies might include 
promotional offers, click-to-buy options, click-to-collect options, free delivery service, next day delivery 
service or online coupons which are commonly favoured by online shoppers.

Although many consumers conduct direct purchase on their smartphones, the majority use their de-
vices for pre-purchase activities. These activities mostly include information enquiries regarding product 
specifications, product price, reviews and availability. In today’s knowledge-based society, consumers 
are more willing to explore their personalised needs by using their smartphones prior to engaging in any 
form of transaction. Communications in the retail environment has evolved by involving consumers in 
the interactive platform of mobile commerce, targeted at providing information that meets consumers’ 
expectation. Hence, marketers need to focus on the allocation of accurate and updated databases on their 
mobile sites to assist mobile shoppers with information queries at all times.

Trust is an important element that contributes to the establishment of a good rapport between consumers 
and retailers. This has emerged as a key variable within this study and constitutes a strategic element to 
encourage adoption of smartphones both for pre-purchase activities and for immediate purchase. Online 
retailers should thus ensure that consumers enjoy the mobile retail channel by implementing enhanced 
mobile commerce. This involves investment of resources towards a mobile site with user-friendly inter-
face, easy access to commonly researched information and safe click-to-buy or click-to-collect in-store 
options. Furthermore, considering consumers’ trustworthiness in social interaction for an authentic 
information, a mobile site needs to integrate features of social media to enhance consumers’ experience 
and improve transparency in the mobile retail environment. Overall, consumers need to perceive mobile 
shopping as a convenient, safe shopping medium.

Intense innovation in features of smartphones and wireless technologies has freed users from the 
tethers that initially bounded them to their desks for online shopping. Convenience and flexibility are 
key features that initiate the use of smartphones for shopping irrespective of time and location. This 
is a golden opportunity for retailers to establish a mobile presence by making efficient use of mobile 
technology. Smartphones are now equipped with wide and high resolution screens which emphasise the 
need for marketers to implement a mobile site interface that closely matches the laptop or PC experi-
ence. Mobile sites need to improve navigation that will assist consumers whilst browsing for information 
they value at their convenience thus enriching their shopping experience. Marketers need to ensure that 
their mobile site is compatible and up-to-date with latest technologies such as fingerprint recognition, 
digital wallets, heartbeat rate, retinal recognition and other emerging technologies to attract and retain 
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more consumers in the mobile environment. In successfully implementing such strategies, consumers 
will find it even more convenient to adopt mobile shopping and will also entertain a trusting relationship 
with the mobile retail channel.

By understanding the link between smartphone and purchase intention, marketers can adapt their 
marketing strategies to positively influence more users to conduct at least pre-purchase activities in a 
mobile environment. They need to acknowledge and analyse further variables valued by mobile consum-
ers, and evaluate ways to improve these variables with a view of gaining and retaining mobile shoppers. 
Although the findings in this study are not exhaustive, they provide a snapshot into understanding the 
relationship between the smartphone and mobile shoppers’ behavioural intention.
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KEY TERMS AND DEFINITIONS

Mobile Commerce: Mobile commerce encompasses the buying and selling of goods and services 
online through wireless handheld devices usually smartphones or tablets.

Mobile Environment: The mobile environment is the move of the online environment towards the 
mobile platform to enable smartphones users to access and interact with online contents on the go.

Mobile Shopping: Mobile shopping refers to the action of using a smartphone to browse, compare 
or to shop for products and services online.

Mobile Storefront: Mobile storefront is when a business establishes an online presence by displaying 
their products and services on a mobile platform usually via a mobile website. It replaces the conventional 
storefront whereby consumers can browse for products’ information and make purchases through their 
smartphones without having to physically go to a store.

Online Consumption: Online consumption refers to the action of using up resources, products and 
services in online environments or technology-enabled marketing platforms.

Showrooming: Showrooming is the action of using a smartphone to browse and compare goods and 
services online while being in a conventional store before considering a purchase.

Smartphones: A smartphone is an intelligent multi-functional handset capable of the traditional 
function of a mobile phone device (i.e making phone calls), along with highly advanced features such 
as internet access, high resolution cameras, GPS system and an operating system capable of running 
downloaded apps.
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