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Abstract  
 

As an innovative approach to retail, mobile commerce develops rapidly during last 

decade. It brings new challenges and opportunities in front of retailers who have to 

adapt their business strategies to new generation shoppers. With a good 

understanding of the shoppers’ online purchase intention, retailers are able to 

develop effective online strategies to attract new and keep loyal web-shopping 

customers. The purpose of this paper is to explain the online shopping orientation in 

the context of country of origin. There is a limited number of such research in Central 

and Eastern Europe, so there is a lack of knowledge about young consumers from 

this region and their attitude as mobile technology users. The article is based on the 

research conducted in Poland, Croatia and Serbia where 454 young non randomly 

selected respondents answered online survey questions. The research hypotheses 

were tested using correlation and non-parametric statistics. Differences between 

observed countries suggest that there is a necessity to adapt approach concerning 

online retailing even at the market with similar characteristics. Therefore, creators of 

marketing and sales strategies of online and omnichannel companies should 

consider this fact when planning business strategies.   

 

Keywords: mobile commerce, online purchase orientation, retail innovation, 

smartphone shoppers, omnichannel retailing 
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Introduction  
The development of online marketing strategy became crucial to contemporary 

retailers due to the fact, that generations Y and Z are strongly oriented on online 

shopping. Data from many countries show that e-commerce and m-commerce is 

rapidly growing with much higher dynamics than traditional offline sales. To explain 

the change in consumer behaviour, researchers concentrate on the model group of 

TAM -technology adaptation models (Venkatesh et al., 2003; Kim, 2012), world of 

mouth influence (Hennig-Thurau et al., 2003; Cheung et al., 2009) perceived benefits 

and motives (Forsythe et al., 2006; Sarkar, 2011; Childers et al., 2001; Cha, 2011), but 

also on trust and perceived risk connected with online shopping (Pavlou, 2003; Lee 

et al., 2001; McKnight, 2001; Suh et al., 2003, Brockett et al., 2012).  
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 In previous research (Knezevic et al., 2017) we observed very similar attitude of 

young customers from different countries when analysing generally using mobile 

devices and mobile applications by generation of Millennials. But we suppose that 

perceptions and motivations towards mobile applications may differentiate 

between countries. In fact, country as dimension is not often explored in the context 

of consumers’ online behaviour even though some papers discuss the differences of 

online business according to country (Durbhakula et al., 2011).  

 Poland, Croatia and Serbia have been chosen to be compared in this paper. This 

is due to a number of similarities these countries have, primarily their socialist heritage 

and alike macroeconomic and wider socio-economic trends. Also, certain 

differences between these countries, such as their position with regard to European 

Union membership status and resulting experiences, further contribute to their 

suitableness as a geographical area to be covered.  

 The structure of the paper is as follows. Firstly, we explain the level of adoption of 

online services in selected countries, then we give a theoretical framework of mobile 

commerce from the aspect of motives and benefits connected with online 

purchase. Finally, on the basis of primary research results we explore correlation 

between online shopping orientation and motives and benefits of using mobile 

applications and test differences in online purchase orientation among countries.  

 

Level of adoption of Internet and smart mobile phones 

technologies in Poland, Croatia and Serbia   
In Table 1 data of Internet, social networks (Facebook) and smartphones penetration 

rates are shown for Croatia, Poland and Serbia. In all observed countries, 

penetration rates are above 50% for Internet and smartphones, but for social 

networks, countries differ to some extent. As shown in Table 1, in Croatia 42,6% of 

population uses Facebook, in Poland 36,8% and in Serbia 50,6%. Compared to 

average values given by Eurostat (2017a and 2017b) and Internet World Statistics 

(2017), for all three countries Internet penetration rates are significantly above world 

averages, but when we make comparison with European or EU averages the 

situation is different. Croatian Internet penetration rate (75%) is in line with the 

European average (73,5%), but below EU-28 average (79,3%) while Poland and 

Serbia have penetration rates below European averages.  However, over the time 

we can observe a significant growth of smartphone usage statistics in last couple 

years and predictions are that they are going to grow above 60% till 2021 (Statista 

2016). 

 The conditions and process of growth m-commerce depends on many factors. As 

Gehrt et al. (2007) noticed, shopping online research enhanced our understanding 

of the nature of online shopping orientations in different countries. Smartphones are 

present in student population in Croatia, Poland and Serbia. According to Knezevic 

et al. (2017), over 95% of students have smartphone and more than three quarter 

has been using it over 2 years. However, same study (Knezevic et al., 2017) claims 

that students in Croatia are much more willing to buy goods and services using 

smartphones than their counterparts in Poland and Serbia. The research confirmed 

Turban’s claim that contemporary young consumers are so-called “handset 

generation” (Turban et al., 2012, p. 279). In all three countries, the customers are very 

experienced and heavily smartphone-oriented users. It has strong managerial 

implications - retailers and generally marketers should pay more attention on 

communication through mobile devices, especially in creating more personalized 

messages and sales promotion offers. 
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Table 1 

Internet, Facebook and Smartphone Usage in Total Population 

 

Country Internet users 

2015 

Facebook users 

2015 

Smartphone users 

2015 

Croatia 75,0% 42,6% 61,0% 

Poland 67,5% 36,8% 59,0% 

Serbia 66,2% 50,6% 50,0% 

Source: Authors’ work according to Internet World Statistics (2017) and Statista (2016)  

 

Mobile Commerce benefits – a theoretical insight 
Therefore, some authors such as Yuan et al. (2004) and Zhang et al. (2012) 

emphasize that M-commerce is the logical extension and a new wave of e-

commerce future development. Turban et al. (2015, p. 262) describe 4 key value-

added attributes of m-commerce: (1) ubiquity, (2) convenience, (3) interactivity and 

(4) personalization. This is in line to benefits from the consumer point of view given by 

Chaffey (2007, p. 133). According to Chaffey (2007), ubiquity refers to accessibility of 

information from any location in a real time, while convenience refers to ease of use 

of mobile devices in comparison to desktop devices, which are smaller and thus 

more usable for information access on the move. Mobile devices improve 

interactivity because users are able to communicate, search for information and use 

services in a real time. Moreover, the individual usage of mobile devices enables a 

high level of personalization according needs and requests of an individual user, 

which gives a business opportunity for delivering personalized information, products 

and services. The knowledge on users’ physical locations in a real time creates a 

business opportunity to offer fully personalized location-based information, services 

and products (see Turban et al., p. 280-285). 

 Kabir et al. (2011) highlighted the major m-commerce success factors that 

company should pay attention when developing m-commerce strategy, as follows: 

System Quality (online response time, 24-hour availability, page loading speed, visual 

appearance), Content Quality (understandability, timeliness, and preciseness), Trust, 

Support (trucking order status, account maintenance, payment alternatives, 

Frequently Asked Question), Mobility and Personalization.  

 The problem of shopping motivation and the idea of segmenting online shoppers 

was a subject of a study Rohm et al. (2004). The research by Stefanska et al. (2017) 

conducted in Poland among Polish and foreign students revealed that the most 

frequently indicated determinants of online shopping are: “the accessibility of 

products and services which are not available in traditional stores”, as well as 

“saving time and a possibility of shopping around the clock”. “An opportunity of 

comparing prices and the simplicity of finding interesting products” is moderately 

significant, while the least significant is “a possibility of using mobile coupons and a 

smaller effort involved in finding a given product” (Stefańska et al., 2017).  

 Since we assume, the intensity of using the Internet and mobile applications is 

correlated with the perceived motives and benefits it offers, we formulated following 

hypotheses: 

H1: the intensity of online shopping orientation is correlated with perceived motives 

of using mobile applications 

H2:  the intensity of online shopping orientation is correlated with perceived benefits 

of using mobile applications 
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 In case of the online shopping involvement reflects the level of participation of 

customers in using web sides to do shopping. The level of involvement may depend 

from many variables, for example: previous experience with online or offline 

shopping, access to the Internet, time, money, stage of life cycle or any other 

variables. The intensity of usage the Internet is much higher among younger 

generations, especially Millennials and next one– Z-generation (Bilińska-Reformat et 

al., 2017). Their representatives spend much more time online than previous ones 

and they are more experienced with the Internet and mobile devices and 

applications (Stefańska et al., 2017).  

 There are two basic streams in mobile commerce primary or experimental 

research. The first stream is oriented towards technological aspect of mobile 

commerce (for instance: Lembke, 2002; Lee et al., 2007; Chong, 2013). The second 

stream tries to explore behavioural aspects of mobile commerce in various 

consumer groups and in various countries (for instance: Chan et al., 2013, Hamka et 

al., 2014; Kucharska, 2015; Molina-Castillo et al., 2008). However, in both streams, we 

observed the scarcity of comparative studies of various aspects of mobile 

commerce across countries and especially scarce are comparative analysis in post-

communist markets. Based on the theoretical analysis and research gaps, we 

formulated additional hypothesis: 

H3: There are differences among countries as far as online purchase orientation is 

concern. 

 

Research methodology 
In this research the survey was taken on student population who represent the 

generation of Millennials. A paper and an online questionnaire were formed and it 

included 26 questions of different types: 17 one choice questions; 1 multiple choice, 

8 Likert scale ranking questions. Questions were divided into several groups: (a) 

Socio-demographic characteristics; (b) Experience in online purchasing (questions 

were adapted according to Ling et al., 2010); (c) Smartphone and mobile 

application usage (questions were adapted according adapted according to 

Laundon et al., 2007; Knezevic et al., 2015); (d) Impulsive vs. planned purchasing 

(questions were adapted according to Ling et al., 2010); (e) Motivation and issues in 

mobile purchasing (questions were adapted according to Turban et al.; 2012, Chan 

et al., 2013; Knezevic et al.; 2015; Forsythe et al., 2006); (f) Usability and effectiveness 

of mobile purchasing (questions were adapted according to Thakur et al., 2013; 

Yadav et al., 2016). 

 However, in this paper we will focus only on question referring to experience in 

online purchasing and motivation and perceived which we will apply the basic 

descriptive statistics and advanced methods in order to compare results among 

countries: Poland, Croatia and Serbia. The gathered poll consisted of 454 answered 

and validated questionnaires. The structure of the sample according to 

demographic and economic criteria is shown in Table 2. 
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Table 2 

Characteristics of the Sample   

 

Country of origin 

 Poland Croatia Serbia Total 

Number of 

respondents  

157 163 134 454 

Frequency in % 34,6 35,9 29,5 100 

Frequencies in % 

Gender Poland Croatia Serbia Total 

Males 39,5 28,8 27,6 32,2 

Females 60,5 71,2 72,4 67,8 

Total 100 100 100 100 

Frequencies in % 

Age Poland Croatia Serbia Total 

less than 20 8,3 0,6 11,2 6,4 

20-25 89,8 74,9 82,1 82,2 

more than 25 1,9 24,5 6,7 11,4 

Total 100 100 100 100 

Source: Authors’ work  

 

Results of analysis and discussion of results 
By using 7 grade Likert scale we examined attitudes of respondents towards motives 

and benefits of m-commerce. Following motives were examined: (1) Comparing 

prices and product information; (2) Shopping  abroad without traveling costs; (3) 

Simplicity of  finding  interesting products/services; (4) Saving  time; (5) Shop 24/7; (6) 

Availability of  products/services which are not available at traditional stores; (7) 

Simplicity and less affordable process of purchasing  than via mobile web browsers; 

(8) Checking product availability in the traditional store via mobile applications; (9) 

Checking product reviews via mobile applications; (10) Apps providing wide range 

of information help me to make better purchase decision (i.e. product details & 

promotion); (11) Lack of  pressure from salesperson; (12) Favourable offers; (13) 

Ability to locate physical stores via app; and (14) Using mobile coupons for discounts 

when shopping in the traditional stores. We examined following statements 

regarding benefits of m-commerce: (1) In general, I believe the use of Apps channel 

for purchasing products is useful to me; (2) Finding working hours of traditional stores 

via mobile applications; (3) Apps providing real-time and updated information help 

me to make better purchase decision; (4) Apps making products recommendation 

based on my browsing / shopping history is useful to me; (5) I prefer advance 

availability or exclusiveness of products in Apps; (6) The Apps channel is more 

convenient for shopping than other channels (e.g. Internet, physical store); (7) Using 

Apps for purchasing products enable me to finish my task of shopping efficiently.  

 In the next step, we verified, if there are any differences in the future online 

purchase orientation among countries. We assume, that the fact that respondents 

belong to the same generation, the country of origin do not influence on the online 

purchase orientation. Countries Croatia, Poland and Serbia belong to the group of 

CEE and if we compare Internet penetration, smartphone usage as well as historical 

heritage. In all three analysed countries the customers are very experienced and 

heavily smartphone-oriented users. The results are presented in Table 3. 
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Table 3  

Online Purchase Orientation 

 
 

Croatia Serbia Poland 
  

 

Mean N 

Stand. 

dev Mean N 

Stand. 

dev Mean N 

Stand. 

dev 

F p 

It is likely 

that I will 

transact 

with the 

web 

retailer in 

the bear 

future 

4,67 160 1,82 4,30 128 2,02 4,01 157 1,44 5,648 ,004 

Given a 

chance, I 

intend to 

use the 

traditional 

retailer’s 

web sites. 

4,39 160 1,97 3,83 128 2,02 4,46 157 1,29 5,177 ,006 

Given a 

chance, I 

predict 

that I 

should 

use this 

retailer’s 

web sites 

in the 

future. 

4,65 160 1,87 4,13 128 1,97 4,12 157 1,22 4,910 ,008 

Source: Authors’ work  
  

 The differences between countries are statistically significant, which means 

respondents from those countries differ in declarations for future online shopping 

(p<0,05), therefore we accept  H3. The online purchase orientation is the strongest 

among Croatian smartphone shoppers, while the least strong among Serbian. This 

correlates with level of development of these two countries. However, it is stronger in 

Croatian than in Poland although Poland has higher GDP per capita. However, the 

influence of factors connected with Internet penetration, orientation toward social 

networks and smartphone usage are stronger and it put Croatia at the first place.  

 In addition, we analysed if there is a correlation between shopping orientation 

and motives and benefits of using mobile applications. Results are presented in Table 

4. 
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Table 4 

Correlation between Online Shopping Orientation and Motives and Benefits of Using 

Mobile Applications 

 

 online shopping 

orientation 

motives of using 

mobile 

applications 

benefits of using 

mobile 

applications 

online shopping 

orientation 

1   

motives of using 

mobile applications 

0,496** 1  

benefits of using 

mobile applications 

0,447** 0,674** 1 

Note: **. Correlation statistically significant at p<0.01  

Source: Authors’ work 

 

 Correlation between variables is statistically significant therefore we confirm the 

first two hypothesis: H1: the intensity of online shopping orientation is correlated with 

perceived motives of using mobile applications and H2:  the intensity of online 

shopping orientation is correlated with perceived benefits of using mobile 

applications. 

 

Conclusions 
In this paper we confirmed that the intensity of online shopping orientation is 

correlated with perceived motives and benefits of using mobile applications. This 

shows that mobile application are important factor in online shopping orientation of 

smartphone users. Therefore, creators of marketing and sales strategies of online and 

omnichannel companies should takes this into consideration. The second conclusion 

is that there are significant differences among online purchase orientation of 

smartphone shoppers by countries. Although observed countries have significant 

similarities, their differences are stronger and therefore they require specific 

approach concerning online retailing. Launching e-retail business which targets 

smartphone shoppers would require different strategical approach for each country. 

Therefore, localization of the strategy is important in online retailing as well. However, 

the level of the strategy differentiation and its directions would require additional 

research and this is interesting topic for future research.   

 There are certain research limitations. The first limitation is the age of the 

respondents. It would be interesting to conduct this type of research among 

different age groups. In addition, this research do not cover different product 

categories. It would be interesting to analyses shopping intentions of smartphone 

shoppers toward different product categories in order to get significant inputs for 

category management strategy. Additional limitation is that research does not 

include countries which significantly differ at both level of development according. 

GDP per capita and according the level of Internet penetration and general e-

commerce development. 
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