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Abstract

Based on the development of wireless communication {echnology
and the popularization of mobile devices, mobile commerce becomes
the meaningful business ali around the world (Barnes 2002). In spite
of many studies undertaken, few investigators had explored the
driving force of mobile commerce in Malaysia. The aim of this study
was to examine the crucial determinants of mobile commerce
utilization on the basis of technology acceptance model (TAM) and
the theory of reasoned action (TRA). Moreover, this study adopted
the quantitative approach and conducted surveys among the public in
Malaysia. Data were analyzed by employing factor analysis and -
multiple regression analysis by means of IBM SPSS software version
20. Service quality (SQ) and social influence (SI) were inquired
whether the determinants driving the usage of Malaysian mobile
commerce in this study. The findings indicated that perceivéd
usefulness (PU), perceived ease of use (PEOU), cost and social
influence (S1) were the fundamental determinants affecting
consumers to adept mobile commerce in Malaysia. In addition, the
contributions to resgarch and'éuggestions for future studies were
discussed.
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1.0 Introduction

Electronic commerce, or e-commerce, is a type of industry where
buying and selling of goods is conducted over electronic systems such
as the intemet and other computer networks (Liang and Wei 2004).
King et al. (2010) mentioned that electronic commerce could also be
described in several perspectives, including business process, service,
learning, cooperation and community. Firstly, from the business
process perspective, electronic commerce .is running business
electronically by means of carrying out business processes through
electronic networks. Hence, it can get the information from the
electronic business processes instead of the physical business
processes. Secondly, from the service perspective, electronic
commerce is a method that drives the aspiration of governmeht,
enterprises, customers, and to cut service costs although enhancing
the quality of customer service and speeding out the speed of service
delivery. Next, from the learning perspective, electronit commerce can
accelerate the development of online training and education. Moreover,
from the collaborative perspective, electronic commerce can offer the
framework for the cooperative érganizations both internal and external.
Eventually, from th’e community perspective, electronic commerce can
provide the assembly place to study anci transact in terms of
community groups. However, with the change of people’s needs,
information technology is appealing for the integration information no
matter what the time, place and equipment in recent years. Therefore,
electronic commerce is poised to witness an extraordinary explosion of
mobility, creating a new field of mobile commerce. Mobile commerce,
or m-commerce, is the ability to purchase products and services
anywhere by wireless internet device and ignore the limitation of time

{Shuk 2012). Mobile commerce is to involve with the transaction which
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has monetary value and to conduct by a wireless network. It will permit
customers to buy goods through the internet without using a personal
computer (PC). According to Clarke (2008), he mentioned that mobile

commerce would be mainly delivered by means of wireless and the

wireless terminal would become an important choice in terms of the
electronic world transaction in rec;ent years. Thanks to the wireless i
technology as it is increasing sharply. 1t will create a good opportunity 1
for e-commerce business in order to expand beyond the traditional %

|

limitations of the stationary personal computer (PC).

Mobile commerce has several characteristics that are different from 1
electronic commerce, including ubiquity, convenience, localization and
personalization. Furthermore, mobile commerce also has its own new ,

values.

® Ubiquity
y

Mobile devices provide consumers the opportunity to receive the

information and carry out the transactions from virtually any location
on a realtime basis. Mobile:‘ commerce consumers will have a
presence everywhére, or in many places at the same t{ime, with a % :L:‘
similar level of access available through t¥f1e mobile technology.
Communication can take place without regard to the consumer's
location. Actually, mobile commerce business is gradually becoming
one of the most important parts of personal belonging which provides

emergency notifications, like news, stock price volatility and list of

exchange rate quotations. Likewise, the real-time, and access
everywhere to of m-commerce will provide capabilities uniquely

beneficial o consumers. Industries that are time and location sensitive,

INTI International University (2013)




such as financial services and ftravel, are likely to benefit from

businesses exploiting this value-added feature of mobile commerce.
@ Convenience

Wireless deViées provided two major advantages which are quickness
and accessibility. That means mobile commerce will contribute to
differentiate its atiributes from e-commerce. Consumers will no longer
consider the time and place when they are entering e-commerce
activities. Moreover, m-commerce could simplify the procedure and
handle the emergency. For example, when waiting in line or getting
caught in a traffic jam, consumers will deal with the daily work by
means of mobile commerce applications. Therefore, consumers will
recognize the benefits of mobile commerce which can help to improve
the quality of life. In addition, mobile commerce prO\}ides many
opportunities to increase the number of customers relying on offgring
the value-added businesses to atiract customers. In. order to keep
customer loyalty, ‘mobile commerce should make the services more

convenient.
® [ocalization

One of the vital benefits for mobile commerce is to understand the
location of internet users. Service providers can identify the users’
= : locations exactly by the technology of global positioning system (GPS).
E L Mobile commerce providers will send the related information to the
% | current or potential customers in terms of the specific location. Thence,
real time discounting will be useful to prompt the growth of mobile

commerce. For instance, when visiting the local supermarket, the
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10
customers will receive the made-to-order promotional information

through the mobile devices.
® Personalization

In terms of the concept of marketing, personaliiétion is not a new one.
However, it is a key factor which can contribute to the success of
mobile commerce {Kats 2012). In fact, marketers should understand
the customers’ wants and needs accurately. After that, they can make
the personalized services for their customers. At present, customers
are looking forward to the relevant consumption of information.
Furthermore, customers always take along their mobile devices
everywhere they go. That will help the marketers who can consider the
next sale is related to personalize their services to deliver their

customers.

In line with of ubiquity and convenience in mobile commerce,
marketers can take advantage of mobile devices to pass on the
connected offers that are based on personal preferences, location,
and other very personal real-fime data, as well as link responses to

actual transactions.

Nevertheless, mobile commerce is siill having the limitations. The
problems it must overcome include: uniform standards, ease of

operation, security for transactions, minimum screen size, display type

b
1

and bandwidth, billing services, and the relatively impoverished web

sites.

it is well known that mobile commerce is first introduced during late

1290s. Simultaneously, as many marketers had put their efforts in
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developing e-commerce business through the internet, an emerging
technology innovation has been introduced that is mobile-commerce
(Yang 2005). In the Malaysian context, the third Generation of mobile
telecommunications technology (3G) was emerging in 2002, That
same year, the Malaysian Communications and Multimedia
Commissions (MCMC) assigned two of the three available 3G
spectrum blocks to telecommunication players in Malaysia (Liang &
Wei 2004). They also stated that the usage of mobile commerce in

Malaysia has not advanced as expected.

;:%_..'_Hence, this study is to investigate the factors affecting the adaptation
" 'of mobile commerce in Malaysia. This paper contains five chapters.
Chapter 1 is the introduction of this study, including the background,
problem statement, significance of study, and the research objectives.
Second chapter involves the literature review, hypothesis and
theoretical framework of this study. The third chapter is research
_ methodology which can be thought as a guideline sy§,tem for sol(ring
. the problems depending on the specific components, sdch as methods,
techniques and tools etc. The chapter four Will be the findings and
discussions of this study. After énalyzing the variables, the findings

were interpreted. Furthermore, it will also cover the discussion of the

Additionally, the recommendations and personal reflections will be
mentioned in the paper. it will not only benefit to popularize the
development of mobile commerce in Malaysia, but also useful to

investigate the further research.

PR
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findings. Ultimately, chapter five will be the conclusion of this study.'
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