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ABSTRACT

The usage of mobile phones and Internet around the world has grown nowadays, this is causing a continuous
increase in adoption of M-commerce. Users’ intention of M-commerce can be considered through theoretical
and practical understanding of factors which are m-commerce ubiquity, habits and others related to cultures
and demography. Firstly, the availability of mobile phones and internet can support using M-commerce of
consumers. This research uses ubiquity as a multidimensional construct and measure it through Immediacy,
Portability, Continuity, Search-ability across China and South Korea. Current study attempts to fill out the
research gap by considering to consumer behaviors in using M-ecommerce across China and South Korea
through evaluating some more key factors that drive M-commerce such as perceived usefulness and perceived
ease of use.

Our findings indicate both similarities and differences among consumers in different markets which are
different in stages of M-commerce readiness. Regarding the developing country, China has different factors
that impact M-commerce usage, are mostly assumptions about contextual characteristics, included technology
readiness stage, customer characteristics and so on. For example, the effect of ubiquity on intention to use M-
commerce is remarkably greater for customers in China compared with those who are in South Korea. Since
in China, the technology is developing so that there are different types of accessibility in this country for
Internet and usage of M-commerce. Basing on our result, we suggest some ideas for international marketing
strategies. Our results reveal that depending on the stage of M-commerce readiness, users in China and South
Korea assign greater importance to different factors. This implicated that a simple standardization strategy
will not work well. In South Korea, we should focus on building habit by highlighting M-commerce benefits.
M-retailers in China should be aware of the likelihood as how to use M-commerce rather than using it
habitually.

Keywords: Developed Versus Developing Markets, Mobile Commerce, Readiness, Ubiquity, China, South

Korea

population) in South Korea. According to mobile

1. INTRODUCTION

Nowadays, mobile phones and the Internet
utilization all over the world has developed, causing
a step-up in e-commerce and M-commerce adoption.
M-commerce has been described as “any transaction
with a monetary value that is conducted via a mobile
telecommunications network™ [1]. In 2010, there
were only 1,991 million internet users, and that
climbed dramatically to 3,385 million users in 2016
(Internet users by region and country, 2010-2016
Internet Telecommunication Union 2017), including
the high number of Chinese users 750 million people
(53% population) and 47 million users (93%

phone users, particularly in South Korea and China,
the number of smartphone users has been increasing
gradually over the past 10 years [2]. Due to this, the
demand for using the Internet to do businesses using
the smartphone around the world has increased
sustainably.

The ubiquity of M-commerce, routine and other
custom and demographics can take into account the
intention of M-commerce users through a theory and
practice. Firstly, the availability of mobile phones
and the internet can support using the M-commerce
of consumers. There have been few studies that have
examined the effect of ubiquity on the desires of
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customers and the practical use of M-commerce [3].
Through Immediacy, Portability, Continuity, Search
ability throughout China and South Korea, this
research utilizes ubiquity as a constructional multi-
dimension and measures it. Secondly, in terms of
habits, M-shopping habits in general can be
considered “an automatic behavior response that is
triggered by a situational stimulus without a
cognitive analysis process due to the learned
association between the shopping behavior and
satisfactory results” [4]. Lastly, the dimensions of
national culture following Gerard
Hendrik (Geert) Hofstede, like  Individualism,
Collectivism, and demography such as age, gender,
and internet plan will affect M-commerce usage ([5];

[61; [7D.

In developing countries, there is an excellent
opportunity for telecommunication companies and
M-commerce businesses, and particularly, China has
a massive number of internet users, as mentioned
above, and big size of population (over 1 billion
people). Moreover, developed countries such as
South Korea own breathtaking technologies.
According to Euromonitor International’s Digital
Connectivity Index, South Korea reached 41.75
scores, which means the lead in terms of the digital
readiness of South Korea. The infrastructure for the
internet, broadband, and telecommunication has
been expanding, and it is enhancing the speed of
internet service. Thus, the adoption of M-commerce
might increase over time in those countries, but there
are some studies such as [8], [9] & [10] states that
mostly it was lower and slower than anticipated.
Besides, [11] showed that the defined utility and ease
of use have a major impact on the behavioral intent
of M-commerce. Hence, defining the essential
elements that affect the intent of users to use M-
commerce across different countries is important.

Recent research of [12] indicated that M-
commerce Ubiquity, habits and cultures affect the
readiness of M-commerce purpose of use and actual
use in some developing and developed countries.
There are some drawbacks here, however, and the
study is small as it consists of only four countries and
has not explicitly evaluated the effect of M-
commerce readiness on consumer behavior.
Moreover, there are no studies making the
comparison between South Korea and China. The
present proposed study therefore aims to fulfill the
research difference by reviewing consumer
behaviors in using M-commerce throughout China
and South Korea by assessing some more critical

aspects driving M-commerce, such as helpfulness
and ease of use perception.

The study will be structured as follows. The next
part is about the introduction of the theoretical
context as a review of the literature. The third section
form the new research model and hypotheses as well
as data gathering and analysis. We will discuss the
implications of results in the fourth section. Finally,
we conclude the research paper by the last part with
future research recommendations.

2. LITERATURE REVIEW

M-commerce is defined as using mobile electronic
devices to conduct purchases, which is quite similar
to e-commerce as regards the additional cost of using
the Internet connection, offering shopping
experiences to consumers in different locations.
Consumer behavior is driven by the mobile
telecommunication usage [13], which is considered
as M-commerce nowadays. The growth of
smartphone usage and mobile phone internet users
are one of the various factors that caused this
phenomenon. According to [2], the number shows
that the total number of users of smartphones
globally is growing from 2014 to 2020 and that the
estimate for 2019 and 2020 will hit 2, 71 billion and
2, 87 billion respectively. According to the January
2018 [14] survey, total global M-commerce sales
increased to over $1,357 trillion last year by 40.3
billion, comprising 6.0 percent of total retail
spending. As being noticed, China, Japan, South
Korea, the UK, and the US have the significant
number of mobile expenditures that enables
customers feel more comfortable to shop on their
smartphones compared to other devices. Moreover,
in some certain areas, other fabulous options of
lower-cost items like apparel and household goods,
which promotes purchasing. Furthermore, in terms
of psychology, M-commerce adoption is driven by
behaviors of customers that have been influenced by
particular traits (personal connection, creativity, risk
avoidance, and privacy concerns) [15], because
consumers believe that mobile phones are an
indispensable part of their lives. Other research
assessed the role of personal attachment and mobile
phone wuse, including Korean Consumers '
investigation studies [16], and U.S. youth consumers
[17]. In addition, [11] came up with conclusion that
social influences and customization has a noticeable
impact on perceiving utility while perceiving ease of
use is affected by mobility, customization and
personal innovativeness, all of which have a
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valuable contribution to the behavioral intention of
M-commerce users.

As the rapid growth in M-commerce and become
our daily shopping necessity channel, the
research on this topic has been extended with deeper

context according the ever-changing
technology world. According to [18], factors
relationships such as perceived usefulness,

perceived ease of use, personal innovativeness,
subjective norms, behavioral control and intention
play a key role for consumers to adopt mobile
commerce. Based on the extended theory of planned
behavior from Yang, perceived satisfaction was the
most powerful determinant that generated a
favorable attitude towards mobile shopping. The
findings confirmed that the conduct of mobile
shopping adoption by consumers varies in degrees of
technology traits [19]. It has been shown that
ubiquitous perception, perceived personalization
and perceived risk have a huge effect on the
acceptance of mobile shopping by consumers [20].
Researchers have shown that perceived benefit,
perceived ease of use, emotional perceptions, and
perceived value all have major impacts on m-
shopping behavioral intent [21].

Kao came up with factors such as: trust, payment
security concern, and brand preferences has major
impact on stable m-shopping development. Kao set
up a research framework focused on the BATE
model and cultural aspects and found that the trust in
purchases has a big effect on the acceptance of
mobile shopping by customers and that culture plays
a key role in the regulation [22]. Other research from
Yang pointed out mobile purchase intention are
influenced by two groups of aspects (1) mobile
commerce: interactivity, convenience, and interest
as independent variables and (2) brand loyalty and
price sensitivity are set as adjustment variables [23].

In addition, according to [24], the two most
important dimensions in eSQ methodology that not
only impacts service quality evaluation, but also has
positive correlation to customer perceived value and
loyalty intention. On the other hand, hedonic aspect
plays as the entertainment related purpose when
shopping online has the distinct benefits for
individuals. On the other word, fun and pleasure
aspects may not be relevant to all customers in terms
online shopping.

In brief, there are various studies of consumers’
intention engaging in mobile-commerce on the
subjective feelings, but only a few have examined

the effect of ubiquity on the desires of customers and
the practical use of M-commerce. [3]. Many of the
studies concentrate on the single viewpoint of the
emotional emotions of the customer with respect to
m-shopping, and less studies reflect on the dual
viewpoint of personal characteristics and mobile
shopping characteristics. In this research, the
emphasis is on the different stages of readiness,
diverse cultural background, and different
development levels of the economy in two countries,
M-commerce was divided into two separate groups:
(1) early readiness (China) and (2) advanced
readiness (South Korea). As the result, the impact of
ubiquity (on the M-commerce usage intention has
the different levels in two groups.

The impact of M-commerce characteristics on
usage intention was noticeably higher for customers
at an early stage of readiness than those at an
advanced stage. However, in only countries where
the M-commerce readiness stage has been advanced,
habit moderated unfavorably the connection
between ubiquity and motive of M-commerce usage.
The summary of this study is mentioned in table 1.

2.1 M-commerce characteristics that impact
purchase intention

Mobile Commerce is widely identified as M-
Commerce, basically it is every e-commerce
performed in a wireless context, particularly through
the Internet [25]. The distinct characteristics make
M-commerce different from E-commerce are
mobility and reach. Consumers can make real-time
interaction with commercial and other platforms
wherever they take place to be (mobility). People can
be reached with M-Commerce anytime (reach).

According to [26], the Utilitarian and Hedonic
benefits positively lead users’ intention to adopt M-
Internet. In contrast, monetary and non-monetary
costs are barriers to interfere with users' intention to
adopt M-internet. Costs affect customers more than
benefits. High Monetary cost reduces the perceived
value.

Firstly, the M-commerce allows the user to log in
to the Web services, and purchase products anytime
and anywhere, namely Immediacy [27]. The
ubiquity brings the convenience to consumers to
generate more sales [28]. Secondly, mobile shopping
also has the personalized information push, that
means that means marketers can increase their
revenue by making customized marketing
information accessible to customers based on their
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personal tastes and location. That means purchase
decision is accelerated when the offering is matching
with the personalized information [29]. Thirdly,
social media has given the e-commerce a new
definition. Through social media, brands and
consumers can create, explore, and share product
information. Besides, brands can leverage social
media for better brand communication. An important
part of ensuring the success of mobile commerce is
the easy accessibility of SNS systems that connect
mobile shopping services [30]. The summary of this
study is mentioned in table 1.

As mentioned before, China has one of the world's
largest population of mobile phone users [2]. China
has been a manufacturing economy for years, but it
has transitioned to consumption, particularly online
spending lately [31]. Accordingly, to about two-
thirds of China's e-commerce occurred via phone in
2015. This was the first smartphone company that
accounted for most of China's e-commerce revenues.
Although online payments are still growing in
Western countries, this sector in China has risen
dramatically and was 50 times larger than in 2017
[32]. In summary, in China, M-commerce is
flourishing and continues to expand steadily. For
example, Alibaba is the leading mobile space, with
Alibaba hitting 265 million active monthly users on
its mobile commerce apps in 2014. According to
[33], with 86 percent share of total mobile GMV
(gross merchandise volume), Alibaba is leading the
China mobile commerce market.

As M-commerce is evolving in China, users are
increasingly purchasing overseas products. “China
made up 67.1% of M-commerce sales worldwide in
2017, driven by its mobile-first internet audience.
Sales are expected to nearly triple from $909.93
billion to $2.595 trillion between 2017 and 2021~
[14]. According to [34], the study revealed that
satisfaction, utility, and ease of use perception have
a significant impact on the M-commerce continuity
intentions of consumers through the use of extended
ECM template. Perceived value can be defined as
“the degree to which a person believes that using a
particular system would enhance his/her job
performance”, and ease of use perception definition
is described as “the degree to which a person
believes that using a particular system would be free
of effort” [35]. This dimension of perceived user-
friendliness can be regarded as convenience and
usability for customers as it makes it easy for them
to participate in exchange, which is part of the
ubiquitous essence of M-commerce [36] which is
one of the factors in our research model. As with

[13], satisfaction is related to loyalty in mobile
telecommunications and the influence of satisfaction
on loyalty is based on cultural differences that will
be known as one of the control variables in the
current research model in eight different countries.

Regarding South Korea, South Korea is an ideal
target market for online expansion since it is one of
the wealthiest nations with the fourth largest in Asia
by GDP. It is also a technologically advanced
country with an incredibly connected online, with
84% of its residents being able to access the Internet.
Besides, the penetration rate for smartphones among
mobile phone users is over 70%, and M-commerce
increased doubled in 2014 [37]. M-commerce
market displays remarkable growth thanks to the
penetration of M-Internet. Mobile shopping
transactions totaled 47.84 trillion won in 2017, a
34.6 percent increase compared to 2016, and the
number of M-Internet users in 2017 was 40.18
million people, increasing significantly over
time and predicted to 42.97 million users in 2022 [2].
For example, Gmarket launched the nation’s first
mobile commerce app in 2009 and then has been an
annual growth of 30 percent [38]. “Considering the
fact, we can expect that more and more online
shopping will be made through mobile devices in the
near future” [39]. Looking at the reasons why M-
commerce grew, M-commerce is built from e-
commerce with new technological elements such as
handheld devices and wireless Internet, and key
factors affect the customer's intention to use M-
commerce are the reliability of content and the
payment process [40].

Since M-commerce developed in both developing
and developed nations, some studies were
comparing M-commerce in both types of economies
like [12]. By examining the different stages of
readiness, diverse cultural background, and different
development levels of the economy in four
countries, M-commerce was divided into two
separate groups: (1) early readiness (developing
countries) and (2) advanced readiness (developed
countries). The result showed that the impact of
ubiquity on the M-commerce usage intention was
noticeably higher for customers at an early stage of
readiness than those at an advanced stage. However,
in only countries where the M-commerce readiness
stage has been advanced, habit moderated
unfavorably the connection between ubiquity and
motive of M-commerce usage.

The current study will therefore be based on the
above-mentioned factor analysis to identify the key
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elements that affect M-commerce behavior in China
and South Korea, and then compare the behavioral
intentions of M-commerce customers and actual
actions using a model from previous comparison
research.

3. RESEARCH METHODS AND ANALYSES

3.1 Data collection

Two groups of students from South Korea and
China collected data for this research via a
professional offline panel. Respondents are from an
International School of Business located in South
Korea. The research obtained 308 respondents,
including 74 from China and 234 from South Korea,
as shown in Table 2.

3.2 Respondents demographic profiles

There are 308 in a total of respondents, including
57% (China) and 47% (South Korea) were female,
43% (China), and 53% (South Korea) were male.
Education levels varies from High
school/Trade/Technical school (around 6% for
China, 8% for South Korea), Some college (8% for
China, 56% for South Korea), College graduate
(80% for China, 31% for South Korea) to Graduate
school (6 % for China, 5% for South Korea). About
91% (China) vs. 23% (South Korea) were in 16-24
age group, 7% (China) vs. 38% (South Korea) were
in 23-34 age group, only 1 % (China) vs. 21% (South
Korea) were in 35-44 age group, 1% (China) vs. 17%
(South Korea) were in 45-54 age group, and 17%
(South Korea) vs. none of them (China) were in the
group of age 55 or above. Thus, respondents from
China were in younger sectors compared to those
from South Korea. Around 19% (China) vs 32%
(Korea) had an annual average income under
$10,000. Approximately 24% (China) vs. 25%
(Korea) had an average annual income of around
$10,000 and $29,000, whereas 27% (China) vs. 24%
(Korea) had an annual average income of between
$30,001 and $49,999 and just 6% (China) vs. 5%
(Korea) had an annual average income of between
$50,000 and $69,999. Similarly, solely about 8% of
both China and Korea had an annual average income
between $70,000 and $ 99,999, whereas the figure of
$100,000 or over was about 16% (China) and 6%
(Korea). The study conducted a chi-square test to
measure the disparity in demographics between the
chosen focus groups from the economies of China
and South Korea. Results (X2=0.16 for gender
X2=0.00 for level of education, X2=0.00 for age,

X2=0.04 for level of income: measured at 0.01 level
of meaning) showed that two groups are not
statistically different except for levels of education
and age.

3.3 Analysis of electronic devices usage behaviors

As shown in Table 3, about 68% (China) used
mobile phones to browse Websites more than 10
hours per day while more than 78% (Korea) used
mobile phones to browse Websites less than 10
hours per day. The result also showed that, on
average, about 65% (China) had been used personal
computers for 1-5 years, whereas the percent for
Korea was around 51%. It is also found that, about
only 4% (China) vs. 45% (Korea) respondents used
Smartphone for 11 years or over, including around
53% (China) used Smartphone for online purchasing
within 3-5 years while the majority of Korea (around
62%) used Smartphone to shop online within 0.5-2
years. Besides, the figures for online shopping were
approximately 78% (China) vs. 50% (Korea) for 3-5
years and over. Taking the consideration both Table
2 and Table 3, it can be seen clearly that since
respondents from China are younger than Korea,
even though Chinese have been using smartphones
just for a shorter time compared with Korean,
Chinese seemly purchased online by Smartphone for
a longer time than Korean.

This study uses quantitative analysis to evaluate
the structural models using partial least squares
(PLS) modeling as this modeling is known as a
simplified method with minimizing the residual
variances of the PLS, which has been shown to be
effective against inadequacies. Besides, the PLS-
SEM approach has obtained an increase in the
popularity of empirical research in international
marketing [41].

The study tested convergent validity using
individual item reliability and construct reliability,
according to [42] recommendations. Almost AEV
scores exceed the value, which is recommended 0.5
and the performance values for the composite were
above the 0.5 limit used [43]. This shows that our
measures are relatively reliable show in table 4. In
addition, the analysis tests discriminating validity by
using the method of cross-loading [44] and
calculating the loading of each element on its
construction and other constructs. The result showed
that each object has a higher load than other
constructs.
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Table 1 Previous Studies by Chinese and South Korean Scholars on The Characteristics of Mobile Shopping

China South Korea
(Lz‘gftz')Al' %ﬁiﬁ?f{ Jang (2015) Park (2015) E/IGEJOJOILIEC ’
(2012) B., & Lin (2016)
Ubiquity Immediacy ?r/ftoe l;;lcetic‘:/(;g,merce: Personal@zed Social Media
convenience, interest information factor
Individualization Ubiquity Brand loyalty
Perceived risk Price sensitivity
Table 2. Summary of Respondents Demographic Profile
China South Korea
Female 42 57% 111 47%
Gender Male 32 43% 123 53%
High School/Trade/technical
School 4 5.41% 18 7.69%
Some College 6 8.11% 132 56.41%
College Graduate 59 79.73% 73 31.20%
Education Level | Graduate School 4 5.41% 11 4.70%
16-24 67 90.54% 53 22.65%
25-34 5 6.76% 87 37.18%
35-44 1 1.35% 48 20.51%
45-54 1 1.35% 38 16.24%
Age 55 or over 0 0.00% 8 3.42%
Under $ 10,000 14 18.92% 76 32.48%
$10,001 - 29,999 18 24.32% 58 24.79%
$ 30,000 - 49,999 20 27.03% 56 23.93%
$ 50,000 - 69,999 4 5.41% 12 5.13%
Annual Household |$ 70,000 - 99,999 6 8.11% 19 8.12%
Income $ 100,000 or over 12 16.22% 13 5.56%
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Table 3. Summary of Respondents Electronic Devices Usage

China South Korea

1-5 years 48 64.86% 42 17.95

. 6-10 years 18 24.32% 77 33%

How long have you been using

personal computers? 11 years or over 8 10.81% 115 49%
1-5 years 35 47.30% 45 19.23%
. 6-10 years 35 47.30% 85 36.32%

How long have you been using
Smartphone? 11 years or over 3 4.05% 104 44.44%
0.5 - 1 year 4 5.41% 41 17.52%
1-2 years 12 16.22% 77 32.91%
How long have you been using | 3_5 yoqr 40 54.05% 66 28.21%
the Internet for purchasing
purpose? More than 5 years 18 24.32% 50 21.37%
0.5 -1 year 5 6.76% 78 33.33%
1-2 years 15 20.27% 67 28.63%
How long have you been using | 3 5 yoyrg 39 52.70% 50 21.37%
Smartphone for online purchasing
purpose? More than 5 years 12 16.22% 39 16.67%
Less than one hour 2 2.70% 59 25.21%
1-5 hours 3 4.05% 72 30.77%
6-10 hours 18 24.32% 52 22.22%
11-20 hours 10 13.51% 26 11.11%
On the average, how many hours

per week do you browse the 21-40 hours 17 22.97% 18 7.69%
Websites using Smartphones? Over 40 hours 23 31.08% 5 2.14%
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Table 4: Measure Model with Factor Loadings
South South
China Korea China Korea
AEV AEV AEV AEV
Usage habit 0.590 0.316 Individualism 0.696 0.527
CR 0.896 | CR 0.649 CR 0.816 | CR 0.689
AEV AEV AEV AEV
Intention 0.502 0.500 Collectivism 0.761 0.530
CR 0.575 | CR 0.665 CR 0.927 | CR0.693
AEV AEV AEV AEV
Actual usage 905 0.571 Ambiguity 0.577 0.603
CR 0.950 | CR0.724 CR 0.844 | CR 0.749
AEV AEV AEV AEV
Immediacy 0.833 0.364 Internet Plan 0.582 0.570
CR 0.952 | CR0.695 CR 0.806 | CR0.726
AEV AEV AEV AEV
Continuity 0.756 0.383 Risk 1.000 1.000
CR 0.903 | CR0.647 CR 1.000 | CR 1.000
AEV AEV AEV AEV
Portability 0.794 0.364 Age 1.000 1.000
CR 0.939 | CR0.694 CR 1.000 | CR 1.000
AEV AEV AEV AEV
Searchability 0.839 0.444 Gender 1.000 1.000
CR 0.940 | CR0.704 CR 1.000 | CR 1.000
Second Order latent South
construct China Korea
AEV AEV
Ubiquity 0.694 0.199
Continuity 0.926 0.671
Immediacy 0.933 0.686
Portability 0.954 0.802
Searchability 0.909 0.705
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Table 5: Structure Model Estimates

China Korea

Path T-value Path T-value

Intention to Use M-commerce

Ubiquity--> Intention 0.02 0.14 0.14 0.87

Usage habit -> Intention 0.4 1.32 -0.01 0.05

Control Variables

Collectivism -> Intention -0.15 0.85 -0.13 0.96
Individualism -> Intention -0.01 0.07 0.22 1.44
Ambiguity -> Intention 0.2 1.05 -0.13 0.93
Risk -> Intention 0.17 1.14 0.11 1.1
Age -> Intention -0.07 0.49 -0.11 1.02
Gender -> Intention 0.03 0.25 0.042 0.41
Internet plan -> Intention 0.23 1.27 0.043 0.31

Actual M-commerce Usage

Ubiquity -> Actual usage 0.01 0.1 -0.06 0.38
Usage habit -> Actual usage 0.23 1.98 0.08 0.47
Intention -> Actual usage 0.3 1.34 0.15 1.04
Control Variables
Collectivism -> Actual usage 0.16 1.72 0.01 0.03
Individualism -> Actual usage -0.04 0.35 -0.15 1.02
Ambiguity-> Actual usage 0.16 1.09 0.02 0.15
Risk -> Actual usage 0.12 1.22 0.06 0.53
Age -> Actual usage -0.14 1.23 0.02 0.22
Gender -> Actual usage 0.02 0.32 -0.03 0.3
Internet plan -> Actual usage 0.09 0.98 0.23 1.84
Interaction

Ubiquity*Habit--> Intention -0.24 0.93 0.34 0.65

R”2 Intention 59% 15%

R”*2 Actual 53% 9%

Q"2 Intention 0.18 0.07

Q"2 actual 0.39 0.06
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3.1 Control Variables

Being similar with previous researches in
international marketing, six control variables were
included in this study, which are uncertainty
avoidance, collective-individual societies ([45]; plan
[47], gender, and age [41]. Since only those
dimensions are highly linked to the interest structure
should be incorporated into the investigation [48],
only six above variables were selected by research.
According to [5] and [6], culture has a considerable
impact on consumers’ behaviors. In addition, the
mobile internet plan also has a significant impact on
the rate of mobile internet use, impacting the
readiness of M-commerce [47].

The results of the study shown in table 5 indicate
that individualism has a weak effect on China's plan
to use M-commerce, but the impact in South Korea
is relatively positive and stronger. (China 2= -0.01,
t-value=0.07; South Korea >= 0.22, t-value=1.44)
while collectivism has a negatively affected
intention to use M-commerce (China = -0.15, t-
value= 0.85, South Korea 2= -0.13, t-value= 0.96),
which is different from the previous research; it was
positive effect in all countries (Australia, United
States, India, and Pakistan) [12]. On the other hand,
the Internet plan has a significant positive impact at
China and South Korea's intention to use M-
commerce (China 2= 0.23, t-value=1.27, South
Korea 2= 0.043, t-value=0.31).

3.2 Structural Model

Direct effects: The research provides strong
support for the linkage between Ubiquity to
Intention. The corresponding track coefficients are
important, but according to Habit in the unexpected
direction. Ubiquity and Habit are essential and
positive predictors of the intention of customers to
use M-commerce for China, but Habit is not a
relevant and negative predictor of South Korea's
intention to use M-commerce (2= - 0.01, t-
value=0.05). In term of actual M-commerce Usage,
the result shows that intention is a significant and
positive predictor of actual M-commerce usage
(China 2= 0.3, t-value=1.34, South Korea >=0.15,
t-value=1.04 ) while The effect of ubiquity on real
use in both countries is not relevant (China 2= 0.01,
t-value=0.1, South Korea ->=- 0.06, t-value=0.38 ).
In addition, the link between habit and actual usage
is significant for China (== 0.23, t-value=1.98), but
not significant for South Korea (=2>= 0.08, t-
value=0.47).

3.3 Interaction effects

The result shown in table 5 illustrated that the
connection between ubiquity and intention to use M-
commerce is negatively moderated by Habit in
China where the usage of M-commerce is at the early
stage (== -0.24, t-value=0.93), but it is positively
moderated by Habit in South Korea where people are
at advanced M-commerce readiness stage (== 0.34,
t-value=0.65).

The result shows that the variance explained (R2)
is typically high in the endogenous variables and
acceptable in China. For Intention, the R? is from
only 15% (South Korea) to 59% (China). Similarly,
the R? for actual usage varies even more widely,
which is just 9% of South Korea and 53% of
China. This indicates that, for M-commerce
customers in South Korea, the actual usage is not
determined, but at least Intention is determined by
factors beyond those identified in the research
scheme. Lastly, Stone-Geisser Q? value is calculated
by using a blindfolding technique. The Q2 offers a
gage of the predictive validity of track models for a
particular endogenous latent reflective structure. As
a result, shown in Table 5, all Q? values are more
significant than zero, which are indicative of
predictive  relevance, satisfactory  predictive
significance of the endogenous constructs.

4. DISCUSSION

To researchers and practitioners this research has
some important theoretical and practical
implications. With respect to developing countries,
China has different factors influencing the use of M-
commerce, which are mainly contextual perceptions,
including technological readiness, consumer
preferences, and more. For instance, the effect of
ubiquity on Chinese customers ' willingness to use
M-commerce is significantly greater than in South
Korea. Since the innovation is evolving in China,
various types of Internet access and use of M-
commerce are available in this country. Some of
them can access Mobile Internet and be familiar with
it, but some are not. However, in South Korea, most
Koreans could access Mobile Internet and use it as
usual, so they would not decide to use M-commerce
by whether Mobile Internet is available or not.
Instead, their habits strongly affect the intention of
using M-commerce and the actual use of M-
commerce. It can be explained from the role of
practices in influencing technology usage behaviors.
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Further, in China online shops should take into
consideration of their early readiness period because
of the customers concern of how to get to use the M-
commerce for the first time rather than using it daily.
So, the M-retailers should focus on greasing the
wheels for customers to reach and use M-commerce
efficiently as soon as possible (ease of use). For
example, M-retailers can guide consumers in using
M-commerce, Mobile applications to purchase
through different communication channels, such as
making videos of guidelines and publish them on
media channels that customers usually use. Besides,
M-retailers can run promotional campaigns to
reinforce usage and acceptance of M-commerce by
telling them about benefits that they can receive
from M-commerce.

In mobile developers’ perspectives, they should
enhance the applications to easy to navigate with
clear instructions of using. Moreover, developers
should cooperate with telecom companies to guide
customers in installing the shopping application.
Some promotion campaigns can start from this party,
by installing apps, mobile phone buyers can quickly
get a discount or coupon for purchasing other
products.

5. CONCLUSION AND FUTURE RESEARCH
RECOMMENDATIONS

Our research aimed at making essential and
timely inputs to international marketing practice as
well as a theory by investigating and comparing
consumer M-commerce usage behaviors in China
and South Korea. Our results demonstrate
similarities as well as variations between customers
in different markets, that vary in stages of readiness
for M-commerce. Our research model differed
across 2 samples that are early and advanced
readiness stages.

Our findings show that different factors were
given greater importance to users in China and South
Korea, based on the stage of M-commerce readiness.
This meant that a simple strategy of standardization
would not perform well. We ought to concentrate on
developing habits in South Korea by highlighting the
advantages of M-commerce. For example, M-
retailers should emphasize the benefits of mobile
applications on different occasions to raise the
routine use of M-internet. To encourage customers
to reuse it, M-retailers should provide some
promotions, coupons or even run advertising
campaigns through Mobile channels.

The study has limitations as well. Note that
the current study was conducted only on South
Korean and Chinese M-commerce customers
and further, limited to certain age customers.

Thus, the findings could not be generalized. It
is recommended that due the importance and
rapid growth potential of M-commerce, further
studies be conducted in different regions and
among different age groups as well.
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