© 2026 JAAFR | Volume 4, Issue 1 January 2026 | ISSN: 2984-889X | JAAFR.ORG

JAAFR JOURNAL OF ADVANCE AND FUTURE RESEARCH

INTERNATIONAL

RESEARCH JOURNAL JAAFR.ORG | ISSN : 2984-889X

A STUDY ON CONSUMER PERCEPTION ON
THE IMPACT OF MOBILE COMMERCE

Dr. K. Pavithra
Head, Department of B.Com (E.Commerce)
Pollachi College of Arts and Science
Poosaripatti, Pollachi.

ABSTRACT

Mobile Commerce is the subset of e-commerce, which includes all e-commerce transactions, carried out
using a mobile (hand held) device. This paper attempts at figuring out the relevance and potential role that
m-commerce can play in the development of business environment, The use of wireless handheld devices
such as cellular phones and laptops to conduct commercial transactions online. Mobile commerce

transactions continue to grow, and the term includes the purchase and sale of a wide range of goods and

services, online banking, bill payment, information delivery and so on.
Keywords: M-commerce, mobile commerce, m-commerce services, Applications of m-commerce
INTRODUCTION

Mobile Commerce (M-Commerce) is needed to meet the growing demand for fast, easy, and flexible ways
of doing business using mobile devices. With the increasing use of smartphones and mobile internet, people
prefer to shop, pay bills, book tickets, and access banking services anytime and anywhere. M-Commerce
provides convenience by reducing the need for physical stores and computers, allowing users to complete
transactions quickly. It also supports secure mobile payment systems such as UPI and digital wallets,
promoting cashless transactions. For businesses, mobile commerce helps in reaching a larger audience,
improving customer engagement through personalized offers and real-time notifications, and increasing

overall sales. Thus, mobile commerce plays a vital role in modern digital business and everyday life.
OBJECTIVES OF MOBILE COMMERCE

1. To enable buying and selling of goods and services through mobile devices.

2. To provide anytime and anywhere access to business and services.

3. To offer fast, convenient, and user-friendly transactions.

4. To support secure mobile payment systems such as UPI and digital wallets.

5. To improve customer experience through personalized services and notifications.
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SCOPE OF THE STUDY:
1) The scope of the study is to know about the potential target consumer groups of mobile commerce.

2) To establish each sector based on their recent habit of m-commerce and expectation to use m-commerce

in the immediate future.

3) This research will also help to explore the components that influence the choice towards the forthcoming

use of e-commerce in the modern era.
LIMITATIONS OF MOBILE COMMERCE
1. Security and privacy risks
2. Dependence on internet connectivity
3. Small screen size of mobile devices
4. Device and operating system compatibility issues
5. Lack of user trust in mobile transactions
6. High development and maintenance cost for businesses
PROBLEM STATEMENT

In the context of India, the theory of m-commerce is unique and in transmitting convenient and
hassle-free shopping experiences to the customers, businesses of m-commerce are still examining the
mobile sites and mobile apps. In this concern, a lot of firms are also to appoint if they would assign mobile-
phone websites or mobile apps. However, owing to the inadequacy of knowledge, the use of m-commerce
has not been as substantial in this country. In fact in India, while it is true that users of smartphones’ are
many. Apart from that, plenty of users feels risky when making payments over mobile phones. An
additional issue is low internet connectivity (2G, 3G). In India, the 3G rates have dramatically declined.
Somehow, some phones do not support 3G. Meanwhile, the velocity of 2G is extremely low for making

purchases and payments.
LITERATURE REVIEW

B.M. Gupta, S.M. Dhawan, and Ritu Gupta(2018) The objective of the study was to know about mobile
commerce research growth, country wise contribution to international collaborative research, and identifying
top 10 productive countries in this area The paper also provides information on their relative citation index,
their international collaborative publications share, activity index of sub-fields in mobile commerce research
and bibliographic characteristics of 25 highly cited paper mobile commerce applications, technologies, and

devices such as wireless user infrastructure, wireless network infrastructure, and mobile middleware.
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Harriet Koshie Lamptey(2018) The objective of the study was to know about Mobile commerce in
developing countries A total of eighty articles on studies conducted during 2009 and 2015 were selected for
this review The concept adds up to existing modes of commerce. The review disclosed that mobile payment

services appear to have more patronage than retail activities.

S. Muthu Kumar, Dr.N. Muthu(2017) The objective of the study was to know about Impact of mobile
commerce in Chennai The primary data collected from 720 respondents was explored in this article the
sample size is adequate to conduct factor analysis This study reveals that Internet, Entertainment apps,

Whatsapp and Video-calling are the often-used applications in Chennai.

Azham Bin Hussain, Alaa Thamer Mahmood, Raed Kamil Naser(2017) The objective of the study was
to investigate the Effect of M-Commerce Design Usability on Customers’ Trust. The regression analysis was
used to determine usability. This study investigated the effect of usability design elements on customers’
trust to use m-commerce apps. A total of 20 users were invited to use the app through a series of activities to

help us understand their usage behavior through the direct interaction with the app design elements.

Chiang-nan chao(2017) The objective of the study was to know about Emergence impact of mobile
commerce: An exploratory study The targeted sample respondents were college students in a large university
in the northeast of the U.S. questionnaires were distributed online over past semesters to target respondents
Hypotheses, and Tests of Hypotheses. The academic research was focused on the comparisons between the
computer internet and the smartphone advertising is limited, and it may take some years before significant

research publications were available.

Babu Banarsi Das(2016) The objective of the study was to know about the impact of mobile commerce in
E-commerce from in perspective of the Indian scenario Online shopping shifts to smartphones from desktop
computers. Researchers have said that M-Commerce has proved a major boon for business sectors like a
fiancé, telecommunication, Retail sectors, Information Sector, etc through its versatility and superiority This
research paper has shown that Mobile commerce is the extension of e-commerce. It works within a mobile

device using mobile network infrastructure. M-commerce is a rising technology like e-commerce.

Satinder, Niharika(2015) The objective of the study was to know about the impact of mobile commerce in
India A Swot analysis The strategic planning method is used to evaluate the four important aspects:-i.e.
Strength, weakness, opportunity, threats involved in a business venture or a project is SWOT analysis This
research paper shows that M-commerce is rapidly growing in Indian business market despite its positive and

negative impact.

Lila Rajabion(2015) The objective of the study was to know about Critical factors for the adoption of
mobile commerce services The target sample was 150 young adult (18-30) mobile phone users in Saudi
Arabia and Iran This study deals with consumers’ perspectives regarding the m-commerce services. In the
process, key determinants of consumer preference and performance are examined by systematically

conducting related studies.

JAAFR2601062 ‘

Journal of Advance and Future Research (www.jaafr.org)



http://www.jaafr.org/

© 2026 JAAFR | Volume 4, Issue 1 January 2026 | ISSN: 2984-889X | JAAFR.ORG

FINDINGS

Mobile commerce, also known as m-commerce, refers to the buying and selling of goods and services
through mobile devices such as smartphones and tablets. In recent years use in mobile devices in online-
shoppings increased and many consumer now prefer to use their mobile devices to make purchases instead
of traditional methods like desktop computers or physical stores. Here are some key findings on affect of
mobiles commerce in patron behavior and e-commerce sales: 1. Increased use of mobile devices for online
shopping: The use of mobile devices for online shopping has increased significantly in recent years.
According to a survey by Statista, mobile commerce accounted for 72.9% of all e-commerce sales
worldwide in 2021. This trend is expected to continue, with mobile commerce projected to account for

73.9% of all e-commerce sales by 2023.

2. Convenience and accessibility: One of the main reasons for the increasing popularity of mobile
commerce is the convenience and accessibility it provides. Consumers can shop from anywhere at any time,
without the need to visit physical stores or use a desktop computer. This has led to a rise in impulse

purchases, as consumers can easily make purchases on the go.

3. Improved user experience: Many e-commerce websites and mobile apps have been optimized for
mobile devices, providing a better user experience for consumers. This includes features such as one-click
purchasing, personalized recommendations, and easy navigation. As a result, consumers are more likely to

make purchases through mobile devices.
RECOMMENDATIONS

1. Analyze mobile traffic and sales: As mobile commerce has rapidly grown in India; it is important to
analyze mobile traffic and sales on ecommerce websites and apps. This will help you understand the impact

of mobile commerce on consumer behavior and e-commerce sales in India.

2. Conduct surveys and focus groups: Conducting surveys and focus groups with Indian consumers can help
you gain insights into their mobile commerce behavior, preferences, and purchasing habits. This will help

you better understand the impact of mobile commerce on Indian consumer behavior and e-commerce sales.

3. Analyze Social Media Data: Social media is a significant driver of mobile commerce in India. Analyzing
social media data can help you identify trends and patterns in consumer behavior related to mobile

commerce.

4. Study Payment Methods: Payment methods in India are unique, with mobile payment methods being
particularly popular. Analyzing payment method data can help you understand the impact of mobile payment

methods on mobile commerce and ecommerce sales in India

5. Analyze Location Data: India is a diverse country, and analyzing location data can help you better
understand the impact of mobile commerce on consumer behavior and e-commerce sales in different regions

of India.
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CONCLUSIONS

In conclusion, analyzing the impact of mobile commerce on consumer behavior and e-commerce sales is
essential to understand how mobile commerce is changing the way consumers shop and interact with e-
commerce websites and apps. By conducting surveys, analyzing website and app analytics, studying
industry reports and studies, analyzing sales data, and considering the impact of mobile technology and
payment methods, you can gain valuable insights into the impact of mobile commerce on consumer behavior
and e-commerce sales. Specifically in India, analyzing mobile traffic and sales, conducting surveys and
focus groups, analyzing social media data, studying payment methods, analyzing location data, and keeping
up-to-date with regulations will provides effect of mobile commerce in consumer behavior and ecommerce
sales in India. E-commerce and m-commerce are rapidly growing and evolving industries that require

businesses to adapt and optimize their strategies to meet the needs of modern consumers.

Some key recommendations include creating a userfriendly interface, ensuring mobile optimization and
security, offering personalized recommendations and loyalty programs, and continuously analyzing
performance metrics to make improvements. By implementing these strategies, businesses can increase
customer satisfaction, drive revenue, and stay competitive in the e-commerce and m-commerce
marketplaces. It is important to focus on building a strong brand identity through consistent messaging and
design. This can help customers identify and connect with your brand, increasing the likelihood of repeat

purchases and referrals.
REFERENCES 1.

http://www.academia.edu/5379833/M-OMMERCE_IN_INDIA_EMERGING ISSUES

2. Park, C., & Kim, Y. (2003). Identifying key factors affecting consumer purchase behavior in an online
shopping context. International Journal of Retail & Distribution Management, 31 (1), 16-29.

3. Wang, Y. (2007). Development and validation of a mobile computer anxiety scale. British Journal of

Educational Technology, 38 (6), 990-1009.

4. Clarke, 1. (2008). Emerging value propositions for M-commerce. Journal of Business Strategies, 25(2),

41-57.

5. Schell, E. (2011). A look at M-commerce systems. Multichannel Merchant, 28(5), Dr .Anukrati Sharma, A
Study on E — Commerce and Online Shopping: Issues and Influences, International Journal of Computer

Engineering & Technology (IJCET), Volume 4, Issue 1, January- February (2013), pp. 364-376.

6. Zhi-shuang Chen et al, A survey on consumer perception of mobile commerce applications ELSEVIER,

Procedia Environmental sciences, 11, 2011, PP.118-124.

7.Shettar, R. M. (2016). Services and Applications of Mobile Commerce in India: An Empirical Study.Quest

Journals Journal of Research in Humanities and Social Science, 4(11), 94-100.

JAAFR2601062 ‘

Journal of Advance and Future Research (www.jaafr.org)



http://www.jaafr.org/
http://www.academia.edu/5379833/M-OMMERCE_IN_INDIA_EMERGING_ISSUES

© 2026 JAAFR | Volume 4, Issue 1 January 2026 | ISSN: 2984-889X | JAAFR.ORG
8 Niharika, S. (2015). The Impact of Mobile Commerce in India: A SWOT Analysis.2nd International

Conference on Science, Technology and Management(pp. 2503-2513). Retrieved from
http://data.conferenceworld.in/ICSTM2/P2503-2513.pdf

9) Kaur, R., Singh, S. (2016). Mobile Commerce: Indian Perspectives. International Journal of Innovative

Research in Computer and Communication Engineering, 4(3), 4320-4326.

10) Agarwal, A.,Bhatawal, P.H. (2015), M Commerce in India: Promise and Problems. International Journal

of Research in Computer and Communication Technology, 4(4), 273-276.

11) Sharma, A. (2016). M-Commerce: A Revolution in India. Research Journal of Management Sciences,
5(10), 42-46. 6) Ngai, E.ZW.T., Gunasekaran, A. (2005), A review for mobile commerce research and
applications.Decision Support Systems, 43 (2007), 3-15.

12) Shrivas, K., Tiwari, A. (2017). A Study of M-Commerce in India. Indian Journal of Applied Research,
7(3), 607-608. 8) Du, S., & Li, H. (2019). The Knowledge Mapping of Mobile Commerce Research: A
Visual Analysis Based on IModel. Sustainability, 11(6), 1580.

Journal of Advance and Future Research (www.jaafr.org)

JAAFR2601062 ‘



http://www.jaafr.org/

