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Abstract

Businesses and society today have been greatly influenced by Mobile commerce. Hence, in order to better
design and deliver m-commerce services, consumers’ perception of m-commerce applications must be
understood by m-commerce developers and practitioners. This study was conducted by using the survey
methodology to gain information about consumer behaviour when shopping through mobile phone or using
other m-commerce applications, resulting in a self-completed questionnaire with 207 respondents.

As per theresults obtained from the questionnaire, consumers’ decision of whether to engage in mobile
commerceor not can be impacted by numerous critical factors. Furthermore, the results from the questionnaire
shows that many consumers prefer to shop online via mobile phones rather than computers. Thereason behind
was that purchasing through smartphones is fast, easy and more accessible. Theresult also displays that factors
like low speed and too much content can make consumers cancel their purchase. This shows the significance of
usability factors in m-commerce applications. The information in this study can be used by businesses for
creating m-commerce applications with high user satisfaction.
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. Introduction

In recent years, the concept of e-commerce has developed rapidly, becoming a larger part of everyday
life. E-commerce refers to the act of buying and selling products online and m-commerce today has taken a
large space within this phenomenon. Purchases can now be made by mobile devices in the palm of your hands
instead of visiting physical stores.

Mobile commerce refers to the use of wireless handheld devices such as cellular telephones and
personal digital assistants (PDAs) for the buying and selling of goods and services. As a subset of e-commerce,
M-commerce has enabled wireless internet access. People can access information anytime and anywhere, even
in the absence of a physical network through mobile computing. In India, the number of mobile users and
mobile internet subscribers has increased due to the availability of various m-commerce features like ubiquity,
reachability, mobility and flexibility. Instead of web applications, mobile applications are preferred by most of
the people for the purpose of utility bill payment, ticket booking, fund transfer, Email and so on. Thus, E-
commerce is being replaced by M-commerce. Along with these advantages, m-commerce also has
disadvantages like tiny screen of device, weak processors, limited memory, poor resolutions, poor data entry,
lack of WAP-enabled devices, expensive data speed, shortage of bandwidth, etc.

Lately, Mobile commerce is taking Indian retail customers strongly. India is a big market for m-
commerce with more than one-third of people owning smartphones shopping through mobile applications and it
will expand more with penetration of online commerce in small villages and towns. This will create a
completely new market for the m-commerce developers and companies in India.lt turns out to be more and more
important for organizations to change and adjust to these peculiarities to meet the customer’s expectations and
foster in accordance with the society.

While many of the customers are shopping online through their mobile phones, there is still scope for
growth in terms of the frequency of online shopping as 44.4% of those surveyed said that they shop online only
once or few times a year. Further, only 6.28% of respondents said that they shopped on their phones at least
once a week.
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I1.  Review of Literature

Till date, many major e-commerce journals and several business journals have published special
editions on the topic of e-commerce: the first edition on the e-Market in 2002, followed by is International E-
Commerce Journal, DSS and Business Research Journal, among others.Studies have shown, that the user
interface features such as page and content design, are important aspects of online retail sales (Venkatesh,
Ramesh & Massey 2003).In addition, Branki, Cross and Diaz (2008) takeother key m-commerce issues that
need to be addressed: collaboration, usability, security and privacy.Mobile users' perceptions and intentions to
use e-commerce will be differentiated by changes in user demographics, purchase motivations, and media usage
habits. Several factors are driving the growth of mobile commerce (hereinafter referred to as m-commerce).
First, mobile Internet access has become easier and cheaper. Mobile devices such as smartphones and tablet
PCs, which are designed to increase usability of the mobile Internet, have gained widespread popularity.
Second, companies and retailers are increasingly considering m-commerce as a new venue for future growth;
thus, their corresponding efforts are also lifting m-commerce. South Korea is the country with the fastest
internet (Akamai 2015). Moreover, there is always a risk that there can be some network disturbance and as a
result, different network conditions must be taken into consideration.

The commercial benefits of understanding and improving the usability of wireless communication,
such as cell phones is very large. The user interface is the environment in which the user creates connections,
create information search and transactions. To be successful in both e commerce and m-commerce it is
important for customers to see through the interface satisfies both their sensory and functional needs. However,
m-commerce is facing a new wave challenge. Cell phones can provide access to many new programs; however,
they are compelling limits such as small screens, limited screen resolutions and complex input method
(Venkatesh, Ramesh & Massey 2003).

Usability is the ease of use and learning ability of manmade objects such as tools or devices. The object
of use can be, for example, a software application, website, machine, or anything that a human can interact with
(CTI reviews 2015). It is important for merchants, banks, payment service providers etc. to work together to
manage the positive balance between creating a secure environment for users who make online payments on
their mobile devices and at the same time maintain good user information (Srinivasan 2016).Postnord (2017)
summarizes in their report that it is very important for companies to have a clear omnichannel strategy, which
means that the customer should focus on the focus and should have the same information regardless of which
channel they are passing.

Objectives of the study:

. To study scope of m-commerce

) To study the factors influencing consumers while shopping through mobile phones
. To find out the m-commerce applications used by consumer

. To segment the mobile user based on different factors

I11.  Methodology:

In order to fulfil the above objectives, a self —administered survey was conducted and the sampling
unit consists consumers who are purchasing products/services online. In this study, survey research
methodology was used and the questionnaire consisted of multiple-choice questions, checkbox question and
matrix questions. For the purpose of analysis one way ANOVA test was conducted.

For the survey, we collected 207 responses summarized by percentage. The first three questions in
the questionnaire were related to simple and basic respondent information including gender, age and occupation.
Responses showed that the majority of respondents were females, who contributed 143 out of 207 responses.
This makes up to 69.08% of all respondents. Meanwhile, out of 207 respondents, males provided 64 responses
(30.92%).

In addition, respondents were divided into groups of four age groups ranging from 15 to 35 years.
The majority of participants were in the 20-25 age group, participating in 133 out of 207 responses (64.25%).
The next large age group of respondents were 15-20, 25-30 and 30-35. Continuing with the question about
occupation, the respondents who were involved in the study were mainly students. The second largest group was
made up of full-time employees, who then self-employed. From these results we can conclude that the average
person who participated in this study was a female student between the ages of 20 and 25.
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Respondents Segmentation
Count Percent
Total Respondents 207 100%
Gender
Count Percent
Male 64 30.92%
Female 143 69.08%
Age

Count Percent
15-20 56 27.05%
21-25 133 64.25%

26-30 13 6.28%

31-35 5 2.42%

Occupation

Count Percent
Student 177 85.51%

Full time Employee 12 5.80%
Self Employed 7 3.38%

Part time Employee 5 2.42%
Unemployed/ Job Seeker 3] 1.45%
House Wife 2 0.96%
Student & Part time Employee 1 0.48%

Gender
B Male ® Female
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Age

2.42%

6.28%_\ R

P 27.05%

= 15-20
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Analysis:

According to Hair et al. (2010), ANOVA is a statistical technique for testing whether there is no
significant difference between two or more population means.One-way ANOVA was used on collected data
from questionnaire to find association in consumer’s buying habits from mobile phones.

The result wasFrequency of purchasing productonline: There was a statistically significant difference
between means of age as demonstrated by One-Way ANOVA (F (3,203) =.384). An LSD post Hoc Test showed
that there is no statistically significant difference between means of age group (15 — 20, 20 — 25, 25 — 30 & 30-
35) with respect to each other.Frequency of purchasing products online via mobile: There was a statistically
significant difference between means of age as demonstrated by One-Way ANOVA (F (3,203) =.159). An LSD
post Hoc Test showed that there is no statistically significant difference between means of age group (15 — 20,
20 — 25, 25 — 30 & 30- 35) with respect to each other.Importanceof feeling safe while shopping through mobile
phones: There was a statistically significant difference between means of age as demonstrated by One-Way
ANOVA (F (3,203) =.246). An LSD post Hoc Test showed that there is no statistically significant difference
between means of age group (15 — 20, 20 — 25, 25 — 30 & 30- 35) with respect to each other.Importanceof ease

*Corresponding Author: Samiksha Jain 103 | Page



Consumer’s Perception on M — Commerce

of use while shopping through mobile phones: There was a statistically significant difference between means of
age as demonstrated by One-Way ANOVA (F (3,203) =1.364). An LSD post Hoc Test showed that there is no
statistically significant difference between means of age group (15 — 20, 20 — 25, 25 — 30 & 30- 35) with respect
to each other.Importanceof good mobile application or website design: There was a statistically significant
difference between means of age as demonstrated by One-Way ANOVA (F (3,203) =.744). An LSD post Hoc
Test showed that there is no statistically significant difference between means of age group (15 — 20, 20 — 25, 25
— 30 & 30- 35) with respect to each other.Importanceof having a good product imageon mobile apps and
websites: There was a statistically significant difference between means of age as demonstrated by One-Way
ANOVA (F (3,203) =.384). An LSD post Hoc Test showed that there is no statistically significant difference
between means of age group (15 — 20, 20 — 25, 25 — 30 & 30- 35) with respect to each other.Importanceof being
able to save/print a receipt of the purchase: There was a statistically significant difference between means of age
as demonstrated by One-Way ANOVA (F (3,203) =.744). An LSD post Hoc Test showed that there is no
statistically significant difference between means of age group (15 — 20, 20 — 25, 25 — 30 & 30- 35) with respect
to each other.

Importanceof good customer support: There was a statistically significant difference between means of
age as demonstrated by One-Way ANOVA (F (3,203) =.744). An LSD post Hoc Test showed that there is no
statistically significant difference between means of age group (15 — 20, 20 — 25, 25 — 30 & 30- 35) with respect
to each other.Importanceof fast loading time: There was a statistically significant difference between means of
age as demonstrated by One-Way ANOVA (F (3,203) =.744). An LSD post Hoc Test showed that there is no
statistically significant difference between means of age group (15 — 20, 20 — 25, 25 — 30 & 30- 35) with respect
to each other.Importanceof having a clear overview of shopping cart: There was a statistically significant
difference between means of age as demonstrated by One-Way ANOVA (F (3,203) =.744). An LSD post Hoc
Test showed that there is no statistically significant difference between means of age group (15 — 20, 20 — 25, 25
— 30 & 30- 35) with respect to each other.Probability of cancelling purchase via mobile if the page/ app is too
slow: There was a statistically significant difference between means of age as demonstrated by One-Way
ANOVA (F (3,203) =.744). An LSD post Hoc Test showed that there is no statistically significant difference
between means of age group (15 — 20, 20 — 25, 25 — 30 & 30- 35) with respect to each other.Probability of
cancelling purchase via mobile if the page/app contains too much information:There was a statistically
significant difference between means of age as demonstrated by One-Way ANOVA (F (3,203) =.744). An LSD
post Hoc Test showed that there is no statistically significant difference between means of age group (15 — 20,
20 — 25, 25 — 30 & 30- 35) with respect to each other.Probability of cancelling purchase via mobile if page/app
does not have a clear go back button. There was a statistically significant difference between means of age as
demonstrated by One-Way ANOVA (F (3,203) =.744). An LSD post Hoc Test showed that there is no
statistically significant difference between means of age group (15 — 20, 20 — 25, 25 — 30 & 30- 35) with respect
to each other.Frequency of using mobile payment apps to pay while shopping online: There was a statistically
significant difference between means of age as demonstrated by One-Way ANOVA (F (3,203) =2.630). An
LSD post Hoc Test showed that there is no statistically significant difference between the means of age group
(20 — 25, 25 — 30 & 30- 35) and the means of age group(15-20, 25-30, 30-35) with respect to each other.

However, there was a statistically significant difference between means of age groups 15-20 and 20-25.
The reason behind this difference is that people from age group 20-25 have higher purchasing power and often
engaged in online transactions so they prefer easy, fast and secure way of payment whereas people from age
group 15-20 do not have muchrequirements.Frequency of using mobile payment apps to pay while shopping
physically: There was a statistically significant difference between means of age as demonstrated by One-Way
ANOVA (F (3,203) =4.475). An LSD post Hoc Test showed that there is no statistically significant difference
between means of age group (20 — 25, 25 — 30 & 30- 35)and the means of age group(15-20, 25-30, 30-35) with
respect to each other.However, there was a statistically significant difference between means of age groups 15-
20 and 20-25. Because people from age group 20-25 are more financially independent and are willing to spend
but finds it inconvenient to carry cash everywhere and they don’t want to depend on cash when they can access
more platforms for monetary transactions.

Since when people started using m-commerce app or shopped via mobile phone: There was a
statistically significant difference between means of age as demonstrated by One-Way ANOVA (F (3,203)
=2.810). An LSD post Hoc Test showed that there is no statistically significant difference between means of age
group (20 — 25, 25 — 30 & 30- 35) and the means of age group(15-20, 25-30) with respect to each
other.However, there was a statistically significant difference between means of age groups (15-20 and 20-25),
(15-20 and 30-35). The younger generation from age group 15-20 does not have much dependency on M-
commerce application and their requirements are less and they are having less knowledge about m-commerce
applications incomparison to other age groups as the people from age group 20-25 and 30-35 have higher
performance expectancy,effort expectancy and knowledge about m- commerce applications.
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Frequency of time people respond to mobile apps marketing communication: There was a statistically
significant difference between means of age as demonstrated by One-Way ANOVA (F (3,203) =1.927). An
LSD post Hoc Test showed that there is no statistically significant difference between means of age group (15 —
20, 25 — 30 & 30- 35) andthe means of age group(20-25, 15-20, 30-35) with respect to each other.However,
there was a statistically significant difference between means of age groups 20-25 and 25-30. Because people
from age group 20-25 are more active on m-commerce platforms due to social influence. They tend to follow
latest trendsand are easily attracted to marketing efforts or offers provided by businesses whereas people from
age group 25-30 are more careful and considervarious risk that comes with it.

Our survey found that the most important thing when shopping over the phone was not something
practical but security. In question 11 “how important the following points are if you shop via mobile phones”,
the option to make the app or mobile website "feel safe to use™ holds responses with 36.23% of respondents who
choose this method "very important".

Our survey reinforces the theoretical background of the value of useful materials in m-commerce.
Although our survey demonstrates the importance of some features, it is proven by research that usability is
among the determining factors when it comes to customer information for an app or mobile website. Usability is
often a determining factor in whether a customer chooses to go through a purchase or not. The theory section
further shows that most advanced applications and mobile websites do not achieve the desired results and often
fail. Developers often fail to make it easier for the customer to navigate the site or application and cause
frustration as purchasing takes more time and energy than it should.

Although useful features are very important to consider when building m-commerce mobile
applications, data collected from research still indicates that security the most important factor for respondents.
What makes a user feel like a website is safe to use can depend on many factors. In the theoretical section one
thing was discussed which was the level of error. It is very important that there are a few mistakes and if there
are any how easy it is to recover from the mistakes. Also, in order to build a good user experience there must be
error resolution and one of the first requirements to meet the needs of the customer, without suffering or worry.
Another explanation for the "feel safe to use™ question is that the user is concerned about personal information
that the user may share in order to make a purchase. It is very important that the mobile app or site ensures that
user data is kept secure as mobile devices today contain a lot of personal and sensitive information.

IV.  Discussion

The purpose of this study was to find out what the best m-commerce items are from a usability theory
and emphasized the importance of different functional properties affectingcustomers when shopping online on
mobile phones. As a result of this research we found that the importance of incorporating practical thinking into
mobile development sites and applications cannot be ignored. Usability of programs is an important factor if so
it comes down to the customer's decision to buy a mobile or not.

Almost all of the respondents in our study had access to a computer and everything respondents were
able to access the mobile phone. As mentioned, it may be an important step for companies using m-commerce;
Is it possible most importantly for them, to develop m-commerce mobile applications in the right way. There are
many things to keep in mind when we are developing mobile apps or sites which supports mobile trading, and
usability is one of the most important factors.

First, companies need to see that there is a difference between improving applications for computers
and cell phones. Cell phones have brought new challenges when creating good user experience and usability.
Users of portable devices have never been arrested one area where you interact with applications and wireless
network connectivity speed can be difficult to control. There is a limit to processing power, memory, energy and
so on input methods. The maximum computer bandwidth provided is no longer available challenge to apply
within a very small screen.

The results of our survey showed that most respondents believed that they were too young to purchase
anything online. The screen size of mobile phones became a challenge when shopping by phone. Always the
feature and function in the target system or mobile site needs to be reconsidered. It is important to adjust the
information and layout, so it fits the size of the small mobile screen phone to make usability easier.

We mentioned that our result showed that the security of m-commerce was great it is important for
respondents. However, there is not always a clear distinction between and various important issues in m-
commerce. For example, two issues of usability and security may go away we hold hands in many cases. What
users consider important on a mobile site can be related to safety features. If there are good and clear pictures of
the product, they can provide a costumer s sense of security when they see what the product looks like and can
order product. It reduces the risk of buying a pig in a sack and the customer may feel safe when buying products
online rather than what they would have done if there were low quality or no picture at all.
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In the case of clear cart control before shipping, it may be considered for safety reasons because the
consumer may wish to review the appropriate products in the cart before completing the purchase. But it can
also be seen from a user-friendly perspective as the user may want to view all the details to make it as fast and
smooth as possible if finish the purchase without getting tired and leave the site before you finish to buy.

V.  Conclusion

People’s interest in using m-commerce applications have been increasing. This study aims to
understand youth’s perception of m-commerce and to find out the factors that affect the customer’s decision of
using m-commerce.

According to the results, different factors like security, accessibility and customer support are of great
importance to customers while shopping through m-commerce applications and can affect their decision to
make a purchase or cancel it. While people prefer m-commerce because it is fast, accessible and easy to use;
there are factors like slow speed, too much information, lack of a clear go back button and low-quality product
images that can make consumers cancel their purchase. Although the importance of different factors varies, they
should not be ignored by website developers and businesses while building m-commerce applications.

It is shown that many people prefer shopping through laptops or computers because the webpages on
mobile phone appear too different from how they appear on computers. This is because some companies do not
consider making mobile-friendly websites and just replicate the web pages from computers or they completely
change the layout of the web pages on mobile phones, making them appear different from desktop versions.
Companies should consider that the website layout on both platforms does not vary too much and customers can
easily navigate through it.

Companies should consider content quality while building mobile applications and include usability
factors to increase customer satisfaction. In addition, the security issues regarding mobile applications should be
addressed properly as most of the respondents feel that safety is the most important factor that they look for
while performing m-commerce.
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