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ABSTRACT 
 

This research explores the crucial usage determinants of mobile commerce in Jordan's tourism and 
hospitality industry. A thorough analysis of the related literature helps to develop a conceptual framework 
for better understanding the use of m-commerce in the hospitality sector. On the data obtained from 168 
Jordanian hospitality SMEs. Smart-PLS as an approach of structural equation modeling was used to 
validate research framework. The research demonstrated that the critical determinants of m-commerce 
usage are perceived ease to use, perceived usefulness, system quality, and service quality. This research 
helps to better understand m-commerce use in developing countries, particularly in Jordan. Through 
offering evidence-based approaches and policies it will encourage the growing of m-commerce in the 
hospitality field. 
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1. INTRODUCTION  
 

The world has made tremendous strides in the 
area of telecommunications and networking over 
the last two decades; this has released new world of 
potentials for omnipresent solutions to improve 
various domains of our daily works. The 
commercial business domain has been a thriving 
environment for such solutions. As Electronic 
Commerce (E-commerce) trends developed over 
the years, businesses became progressively 
involved in providing related facilities through 
mobile devices in an effort to meet a broader 
customer base [1-3]. 

Mobile Commerce (M-commerce) deals with 
buying and selling services and goods through 
wireless devices [4-7]. It provides numerous 
benefits for businesses. For example, M-commerce 
helps enterprises reach clients everywhere and 
every time. It effectively delivers appropriate 
facilities to customers [8, 9]. M-commerce adoption 
allows companies to sell openly to customers, thus 

dramatically reducing operational costs. As a result 
of this, m-commerce is becoming increasingly 
popular. Such advantages led to its widespread use 
[1, 10]. 

In hospitality sector, Small and Medium-Sized 
Enterprises (SMEs) play a big part in the economy 
[11, 12]. Hospitality SMEs success is closely linked 
to the individual nations' economic growth [13]. It 
shows that m-commerce usage in hospitality SMEs 
is crucial to commercial growing of the individual 
nations. In particular, SMEs in the Jordanian 
hospitality sector have been chosen because of the 
large number of companies and their specific 
problems in the sector such as fluctuating seasonal 
demands. SMEs are accounting for 10% of 
Jordanian GDP [14]. 

While several researches have been carried out 
on the e-commerce usage behavior of SMEs [15-
17], our knowledge of the usage of m-commerce 
behavior is still limited because of its evolving 
nature. Nevertheless, in developing countries, there 
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is an absence of empirical researches focused on m-
commerce use and acceptance. More importantly, 
the development of the Middle East is still in its 
beginning comparing with the Western countries 
[18].  

This study shows that there is a lack of awareness 
in the literature about the factors that influence the 
use of M-commerce. Therefore, this study aims to 
establish and empirically analyze a research model 
of M-commerce usage from the perspective of 
hospitality industry, in addition to exploring driving 
factors for use M-commerce. Therefore, the main 
research question that this study will answer it, 
what are the key determinants that influence the use 
of M-commerce among hospitality industry in 
Jordan?.  

 In details, this study attends to explore the 
factors that could enable the use of m-commerce in 
the Jordanian hospitality domain. The results of this 
research will be useful in developing the right 
organizational strategies for local m-commerce 
businesses, especially marketing operations and the 
development of mobile applications that will attract 
the attention of many users.  

The rest of the paper is organized as follows: 
literature review is addressed in section two. The 
proposed conceptual structure is set out in section 
three. Section four sets out the research approach 
that has driven our study. Results are presented in 
Section five. Finally, Section six offers a thorough 
review of the key findings and concludes the study. 

2. LITERATURE REVIEW 
 

Understanding of the m-commerce usage in 
SMEs has drawn significant interest in current 
literature [19]. A detailed analysis of the usage m-
commerce studies by SMEs illustrations that these 
studies can be classified into m-commerce usage 
conceptualization and empirical confirmation of 
such conceptualization.  

The conceptualization of the m-commerce usage 
emphases regards the development and proposed 
frameworks for understanding of the m-commerce 
usage in SMEs. For instance, [19] develop a 
framework of technological, organizational, and 
environmental for investigating the adoption of m-
commerce in Vietnamese SMEs. [20] develop the 
conceptual model of technology readiness, 
perceived ubiquity, privacy concerns, perceived 
usefulness, and perceived ease of use. 

M-commerce usage empirical validation focuses 
on examining and testing models for the m-

commerce usage in SMEs. Such researches use 
numerous theories like the UTAUT [21-23], 
technology acceptance model (TAM) [8, 24-26], 
information success model [27, 28], planned 
behavior theory (TPB) [29], and theory of diffusion 
innovation [30] for investigating m-commerce 
usage. Using those theories offers different 
viewpoints for understanding m-commerce usage in 
SMEs. 

Adapting TAM theory assumes that perceived 
usefulness and perceived ease of use influence the 
intention of SMEs to adopt m-commerce [8, 24-26]. 
This theory was widely used to investigate the m-
commerce usage in SMEs. [8] proposed and applied 
an extended TAM and found that the website 
system quality, service quality, and information 
quality, perceived usefulness, and perceived ease of 
use are main critical factors for m-commerce usage 
in SMEs. [30] integrated TAM and innovation 
diffusion theory, the researchers found that 
perceived risk, cost involved, compatibility, 
perceived ease of use, perceived usefulness, 
behavioral intention to use, and the actual usage are 
critical for m-commerce usage in SMEs. [31] used 
information system success model and found that 
system quality, information quality, service quality, 
user satisfaction, intention to use, and net benefit 
are critical for m-commerce success in SMEs.  

The integrating several theories are commonly 
used to explore the M-commerce usage in SMEs. 
For instance, [32] integrated TAM and task-
technology fit (TTF), the researchers found that the 
attitude towards use, perceived ease of use, 
perceived usefulness, tool experience, task 
technology fit, tool functionality, and task 
requirements are main determinants of the 
behavioral intent of m-commerce. [19] integrated 
DOI with TOE model and found that there are main 
determinates for m-commerce namely; perceived 
compatibility, perceived benefits, perceived 
security, employees’ IT knowledge, perceived cost, 
organizational innovativeness, organizational 
readiness, competitive pressures, government, and 
support customer pressures. 

The discussion above shows that numerous 
frameworks for investigating the use of m-
commerce in SMEs have been suggested and tested 
through prior study. However, the findings of these 
studies can not be fully extended to understand the 
use of m-commerce by SMEs in developing 
nations. This is because of (i) gap in the empirical 
researches for the general results, (ii) Failure to take 
into account the unique characteristics of SMEs 
when introducing m-commerce, and (iii) Lack of 
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empirical evidence for the use of m-commerce in 
SMEs in developing nations. Therefore, it is 
becoming crucial to develop a framework to 
examine m-commerce usage at SMEs in developing 
nations. 

3. RESEARCH FRAMEWORK AND 
HYPOTHESES 

 
There are numerous theories for examining 

technology usage in SMEs, including TAM, DOI, 
IS success model, TPB, TTF and TOE [8, 23, 27, 
31-33]. An analysis of the above existing 
researches, it found that TAM and information 
success model are the main theories for examining 
usage of m-commerce by organizations.  

The conceptual framework and research 
hypotheses are illustrated in figure 1, for exploring 
usage of m-commerce in Jordanian hospitality 
SMEs. The intention to adopt m-commerce, m-
commerce usage, perceived ease to use, and 
perceived usefulness are derived from TAM model. 
Also, the quality of system, and service quality are 
derived from IS success model. 

 

Service quality 

System quality 

Perceived usefulness 

perceived ease of use  
Intention to 

adopt m-
commerce 

M-
commerce 

usage
H 5

 
 

Figure 1: The Research conceptual framework 

 

3.1 Perceived usefulness 
 

Perceived usefulness can be defined as the 
operational and strategic benefits that the 
organization will gain from m-commerce or the 
systems and this relates to efficiency, efficient 
reduction in operating costs, ease of installation and 
maintenance [34]. The previous studies showed that 
the perceived usefulness has significant impact on 
intention to adopt [34-36]. Therefore, the following 
hypothesis is proposed;  

H1: Perceived usefulness has a positive effect on 
intention to adopt m-commerce.  

 

3.2 Perceived ease of use 
 

Perceived ease of use tests the degree to which an 
user assumes that the use of a device is effortless 
[37]. The previous researches argued that the 
perceived ease of use has significant impact on 
intention to adopt [8, 32, 37]. Therefore, the 
following hypothesis is proposed; 

H2: Perceived ease of use has a positive effect on 
intention to adopt m-commerce. 

 
3.3 Service quality  
 

The technology's level of service quality to end-
users has significantly impacted an organization's 
use of online services [38]. The previous researches 
explored the relationships between service quality 
and intention to adopt mobile services [28, 38]. 
They found that the quality of services that 
provided by apps will help the organizations to 
attracts the clients. Therefore, the following 
hypothesis is proposed;  

H3: Service quality has a positive effect on 
intention to adopt m-commerce.  

3.4 System quality 
 

Quality of the System refers to the technical 
issues related to the Information System (IS) 
interface and system quality that generates 
information output [39]. The previous researches 
investigated the relationships between system 
quality and intention to adopt the online systems 
[39, 40]. They found that the quality of system is 
the strongest predicator for adoption m-commerce. 
Thus, system quality will help the employees in 
organizations to doing its job easily and attract the 
clients. Therefore, the following hypothesis is 
proposed; 

H3: System quality has a positive effect on 
intention to adopt m-commerce. 

3.5 Intention to adopt m-commerce  
The intention, which is the principal dependent 

variable found in the TAM-based studies, is defined 
as the likelihood of a person using an IS. Intention 
plays a crucial role in the real utilization of new 
technologies [41]. Even intention to adopt can be 
viewed as an attitude. Prior researchers found that 
intention to adopt new technologies play an 
important role in actual use [10, 19, 21, 26, 41, 42]. 
Therefore, the following hypothesis is proposed; 
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H4: Intention to adopt m-commerce has a 
positive effect on m-commerce usage. 

4. METHOD 
 

This research used structured questionnaire 
containing 28 items to obtain data from Jordanian 
hospitality SMEs from May -July 2020.  

Prior to the administration of survey the author 
forwarded it to 10 managers working in different 
Jordanian hospitality SMEs and 3 professors from 
Management Information System (MIS) domain  in 
government universities to identify problems in 
terms of terminology, meaning and ambiguity. 
Their comments were used to make minor 
adjustments to the survey, which resulted in the 
final survey being distributed to 250 managers of 
Jordanian hospitality SMEs. After collection, the 
questionnaires were carefully reviewed and the 
invalid ones discarded.  

A total of 240 questionnaires were retrieved, 
from which 40 lacked answers in terms of m-
commerce usage, 32 had missing values in many 
sections and thus, 72 surveys were dropped, making 
the total useable questionnaires to be 168.  

To measure each variable this study uses multiple 
items. The items in the questionnaire are set out in 
table 1. A Likert-type scale of five points is adopted 
where the value '1' denotes 'strongly disagree' and 
the value '5' denotes 'strongly agree.' This study 
employed Partial Least Squares (PLS) as the one of 
Structural Equation Modeling (SEM) technique. 
According to [43] PLS is the most suitable 
approaches to be used for empirical research's. The 
research analysis follows the two steps established 
by [43], which includes the measurement model and 
structural model assessments. 

Table 1: Research Measurements 
Construct Items  Adapted 

from 
Perceived 
usefulness 

Use of m-commerce 
improves sound decision 
making.  

[8, 18, 
32, 36] 

M-commerce facilitates 
our accomplishment of 
tasks expeditiously.  
Using m-commerce 
improves our efficiency at 
work. 

Perceived 
ease to use 

I have clear and 
understandable M-
commerce interactions.  

[8, 18, 
32] 

Interaction with m-
commerce doesn't require 
a lot of mental effort.  
An easy to use m-
commerce system.  

To accomplish tasks m-
commerce is easy to 
operate. 

Service 
Quality 

M-commerce delivers first 
class and optimum 
services.  

[31, 44] 

M-commerce has excellent 
facilities to provide 
service.  
M-commerce serves 
conveniently.  
M-commerce provides a 
sturdy security system. 

System 
quality 

Operation on m-commerce 
is reliable.  

[31, 44] 

Response time on m-
commerce is acceptable.  
M-commerce is adaptable 
to the different needs of 
the company.  
M-commerce makes the 
information easy to access. 

Intention to 
adopt m-

commerce 

In my job performance I 
try to embrace m-
commerce as much as 
possible.  

[45, 46] 

Overall, the use of m-
commerce service is a 
positive aspect to me.  
I think, overall, that m-
commerce service should 
be used to deliver services.  
I 'd use m-commerce in 
my job as much as 
possible. 

m-commerce 
usage 

Our company will use  m-
commerce to integrate 
business processes.   

[45, 46] 
[47, 48] 

Our company will use m-
commerce to provide 
optimum use of 
organizational data 
resource.  
I will use m-commerce on 
a day to day basis.  

 
 
5. RESULT 
 
5.1 Measurement Model Evaluation 
 

This study follows the previous studies regarding 
model assessment [43], the current one conducted 
an Assessment of the measurement model's 
reliability and validity prior to analysis of structural 
relations. The reflective measurements satisfy the 
defined conditions of quality [43, 49, 50], with 
outer loadings (> 0.7), Reliability (cronbach's 
alpha) (> 0.5), AVE (>0.5), and CR (> 0.7), all of 
which correspond to the defined threshold values 
for reliability assessments (see table 2).  

Regarding the discriminating validity, it was 
established by [51, 52] using two standards, namely 
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the Fornell-Larcker criterion and the Heterotrait-
Monotrait ratio (HTMT). The AVE square root of 
each LV was obtained in the first standard, and was 
found to be larger than the correlation with other 
LVs [43]. It is clear from Table 3 that 
discriminating validity was confirmed based on this 
standard. Also, based on second standard, [51, 52] 
argued that the value of HTMT ratio should be 0.85 
or 0.9 or less. Based on Table 3, the total HTMT 
values for LVs were all lower than 0.85, Proving 
the tolerability of discriminating construct validity 
[51, 52]. 

Table 2: Assessment Of Measurement 

Construct Items Loadings α CR AVE 

Perceived 
Usefulness 

PEUF-1 0.809 
0.706 0.836 0.629 PEUF-2 0.739 

PEUF-3 0.830 

Perceived 
Ease to 

Use 

PEEU-1 0.849 

0.843 0.894 0.679 
PEEU-2 0.817 
PEEU-3 0.805 
PEEU-4 0.826 

Service 
Quality 

SEQ-1 0.888 

0.916 0.941 0.798 
SEQ-2 0.905 
SEQ-3 0.873 
SEQ-4 0.908 

System 
Quality 

SYQ-1 0.748 

0.755 0.845 0.577 
SYQ-2 0.736 
SYQ-3 0.747 
SYQ-4 0.805 

Intention 
to Adopt 
M-
Commerce 

IAMC-1 0.725 

0.835 0.891 0.672 
IAMC-2 0.881 
IAMC-3 0.804 
IAMC-4 0.860 

M-
commerce 

Usage 

MCU-1 0.725 
0.882 0.927 0.810 MCU-2 0.881 

MCU-3 0.804 

 

Table 3: Discriminant Validity Based On Fornell-

Larcker And HTMT Standards 

 
Fornell-Larcker standard  

  IAM

C 

PEE

U 

PEU

F 

SEQ SYQ MC

U 

IAM

C 

0.820           

PEEU 0.691 0.824         

PEUF 0.602 0.431 0.793       

SEQ 0.680 0.557 0.446 0.893     

SYQ 0.659 0.687 0.545 0.628 0.760   

MCU 0.539 0.505 0.369 0.518 0.542 0.900 

HTMT standard  

  IAM PEE PEU SEQ SYQ MC

C U F U 

IAM

C 

-           

PEEU 0.822 -         

PEUF 0.776 0.558 -       

SEQ 0.777 0.632 0.557 -     

SYQ 0.757 0.762 0.744 0.756 -   

MCU 0.625 0.585 0.467 0.575 0.665 - 

     Note: IAMC = Intention to adopt m-commerce, SEQ = 
Service Quality, SYQ = System quality, PEUF= Perceived 
usefulness, PEEU = Perceived ease to use, MCU = Mobile 
commerce usage. 

 

 
Figure 2: Evaluation Of The Measurement And Structural 

Models 
 

5.2 Structural Model Evaluation 
 

Evaluation of the structural model is the second 
stage of PLS-SEM, and this is achieved according 
to the measuring model specification. Assessing the 
model of the structural path includes evaluating its 
predictive validity, the coefficients of the path and 
their statistical significance. This study followed 
guidelines laid down by [43, 50] when evaluating 
the structural model and reporting results.  

The determination coefficient (value of R2) was 
obtained for predictive accuracy and effect size (f2) 
for predictive relevance of the structural model. For 
m-commerce usage, the R2 value is 0.29 (see Figure 
2), indicating that exogenous construct (intention to 
adopt m-commerce) has managed to explain 29% of 
the variance in m-commerce usage. Similarly, 
intention to adopt m-commerce had an R2 value of 
0.707, which means system quality, service quality, 
perceived ease to use, and perceived usefulness in 
combination explained 70 % of the intention to 
adopt m-commerce. For the f2 value, based on [53] 
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study, f2 values less than  0.15 are weak, 0.15 are 
reasonable and 0.35 are robust. Therefore, for this 
research the f2 value was 0.40. 

The bootstrapping procedure, using 5000 re-
samples, was used to produce t-values and p-values 
to evaluate the structural model for the path 
coefficients and their statistical significance as 
recommended by [53]. 

Perceived usefulness, based on the values 
obtained, has a significantly relationship with 
intention to adopt m-commerce, supporting H1 (β = 
0.211, T= 4.280, p= 0.000), as well as perceived 
ease to use has influence and significant impact on 
intention to adopt m-commerce, which supported 
H2 (β = 0.238, T= 3.711, p= 0.000). Moving to H3, 
service quality was found to significantly impact 
intention to adopt m-commerce (β = 0.250, T= 
4.666, p= 0.000), supporting H3. Also, system 
quality was found to significantly impact intention 
to adopt m-commerce (β = 0.324, T= 4.913, p= 
0.000), supporting H4. Finally, H5 was supported 
as found that intention to adopt m-commerce has 
significant impact on m-commerce usage (β = 
0.539, T= 8.907, p= 0.000). 

Table 4: Results Of Hypothesis Testing 

 Relationship  β T  P  Decision  

PEUF -> IAMC 0.211 4.280 0.000 Supported  

PEEU -> IAMC 0.238 3.711 0.000 Supported  

SRQ -> IAMC 0.250 4.666 0.000 Supported  

SYQ -> IAMC 0.324 4.913 0.000 Supported  

IAMC -> MCU 0.539 8.907 0.000 Supported  

 

The research findings are supported by previous 
researchs. For instance, this research found that the 
perceived usefulness has a significant impact on 
intention to adopt m-commerce, which is consistent 
with the previous studies [8], [54], and [42]. 
Similarly, perceived ease of use found to be critical 
factor of m-commerce adoption. Thus, this result is 
supported by [24], and [26].  

This study also found that the quality of the 
system and the quality of service are among the 
most important factors for adopting mobile 
commerce, because it has a positive effect on the 
adoption of mobile commerce in the hospitality 
sector, and the results of this study are consistent 
with previous studies [28]. In the same way; this 
research found that the m-commerce adoption is a 
positive impact on m-commerce usage which is 
similar to that found in [41], and [55]. 

6. CONCLUSION 
 

A comprehensive model was proposed that 
integrated the TAM and information system success 
model to determine the factors and level at which 
each of the variables affected the m-commerce 
adoption among Jordanian hospitality SMEs and the 
effects of the factors on m-commerce use. This 
study review of literature and applied the survey 
questionnaires. Based on the findings of the study, 
the proposed hypotheses have been validated, with 
the highest influence stemming from the intention 
to adopt Jordanian hospitality SMEs for m-
commerce usage. This study concludes that the 
perceived usefulness, perceived ease to use, system 
quality and service quality are the main 
determinates factors for adoption and use of m-
commerce in Jordanian hospitality SMEs.  

The findings contribute to theory through the 
proposed comprehensive model that integrated 
TAM and information system success models. The 
TAM framework has generally been used in studies 
dedicated to technology adoption but rare studies 
have attempted to integrate it with the information 
system success model, particularly in hospitality 
SMEs. Another contribution is the two-pronged 
approach adopted, which involves a comprehensive 
review of the literature and the administration of the 
survey. 

Several studies have undertaken similar 
examinations using individual models of the TAM 
and information system success models, but none of 
them combined and tested in developing countries 
on a separate technology, taking into account 
differences in context and culture. This effort has 
been made to understand the use of m-commerce 
technology from a local perspective. 

Proceeding to the practical contributions, this 
study provided solid empirical research of 
determinates factors of m-commerce usage and the 
degree to which they influence m-commerce usage 
in Jordanian hospitality SMEs. This results has 
consequences for m-commerce developers, 
suppliers and policy makers. From a technological 
perspective, m-commerce suppliers should take into 
account the importance of system and service 
quality and make sure that products are well-
functioning and compatible with other products of 
the organization. 

Similar with other researches, this study has 
drawbacks and limitations that potential researchers 
should overcome. Firstly; being a locally focused 
sample that does not reflect the global m-commerce 
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usage of hospitality SMEs. Secondly; the number of 
factors included in this research, future studies 
could include more factors from different 
perspectives to perform a thorough review of the m-
commerce usage. 
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