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ABSTRACT

Factors Influencing Mobile Commerce Adoption and the
Moderating Effect of Gender: Focused on Shanghai and

Guangzhou

Jung-Sae Lee*

This study is to identify the factors and explore the moderating effects of gender in influencing customer
behavioral intention to adopt mobile commerce in Shanghai and Guangzhou in China. An extended study
based on TRA, TPB and TAM, UTAUT, technology adoption model is applied for designing on this study
model of behavioral intention to adopt mobile commerce focused on emotional variables and cross-gender
differences. The results of analysis reveal that the effects of perceived risk, personal innovativeness,
individual familarity and social influence on behavioral intentions to adopt mobile commerce as well as
to differ across gender. Differences cross gender is specially the perceived risk and social influence.
Findings imply that mobile commerce operators need to be communicated to female consumers, the
risk-free quality including security, payment and certification system along with the social influence of
using mobile commerce. When targeting female consumers in China, the word of mouth marketing

strategic approach and improvement of communications of mobile commerce should be focused.

Key Words : Mobile Commerce, Technology Adoption Model, Adoption Intention, Emotion Variables
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