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Abstract
Mobile Commerce is an evolving area of e-Commerce, where 
users can interact with the service providers through a mobile 
and wireless network, using mobile devices for information 
retrieval and transaction processing. M-Commerce services 
and applications can be adopted through different wireless and 
mobile networks, with the aid of several mobile devices. However, 
constraints of both mobile networks and devices influence their 
operational performance; therefore, there is a strong need for 
taking into consideration those constraints in the design and 
development phases of m-Commerce services and applications. 
This paper suggests a new approach for designing and developing 
m-Commerce services and applications. This approach relies on 
mobile users’ needs and requirements, the classification of the 
m-Commerce services and applications, as well as the current 
technologies for mobile and wireless computing and their 
constraints.
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I. Introduction
Mobile Commerce is an evolving area of e-Commerce, where 
users can interact with the service providers through a mobile 
and wireless network, using mobile devices for information 
retrieval and transaction processing. It involves new technologies, 
services and business models. It is quite different from traditional 
e-Commerce. Mobile phones impose very different constraints 
than desktop computers. Rarely has a new area of business been 
heralded with such enthusiasm as “mobile commerce”, that is the 
conduct of business and services over portable, wireless devices. 
An m-commerce application can be B2B, B2C or any other of 
the classifications available with e-Commerce world [1, 2]. It also 
provides for new ways through which evolving customer needs 
could potentially be met. The m-Commerce and the e-Commerce 
business environments and activities have a lot in common. This 
is the case since they involve much of the same functionality 
in terms of facilitating electronic commerce over the Internet. 
However, some differences exist in the mode of communication, 
the types of Internet access devices, the development languages 
and communication protocols, as well as the enabling technologies 
used to support each environment. Differences in these four areas 
are explored below in more detail.

A. Communication Mode
The main mode of conducting wired e-Commerce is through a 
wired connection to a Local Area Network (LAN) while that for 
m-Commerce is through a wireless network. This is a fundamental 
difference between the two environments as it enables customers 
to engage in m-Commerce anytime/anywhere using various forms 
of wireless communication devices (e.g. cell phones or PDAs).

B. Internet Access Devices
Wired e-Commerce is conducted mainly through desktop and 
laptop computers. M-Commerce, on the other hand, is conducted 
through a variety of wireless devices including cell phones, PDAs, 

and wireless-enabled laptops. This trend is further enhanced by 
the ability of some wireless devices to implicitly convey the 
current whereabouts of their user which makes it possible to make 
location-aware offers to mobile consumers. This also gives rise 
to more prominent privacy concerns than those experienced by 
consumers of wired e-Commerce [9].
M-commerce makes it possible to buy your favorite movie tickets, 
booking air or train tickets for your next holiday or even doing 
bank transactions. With E-services like Internet banking and online 
share dealing also taking place through the mobile platform there 
is a growing concern for security that can make the transactions 
secure as in a physical world. To address these issues and others 
DIT is on the course of a coordinated M-Commerce initiative 
involving various stake holders to promote an eco system for 
wider acceptance of m- payments and hence m-commerce both 
in urban and rural India [13].

II. M-Commerce Revolution 
It wasn’t long ago that online shopping attracted consumers to 
the Web. Now, the mobile revolution promises to do the same -- 
providing an “anywhere experience” that boasts the ultimate in 
convenience. U.S. mobile commerce sales hit US$1.20 billion in 
2009 and will grow to $2.42 billion this year, according to Coda 
research consultancy. This is great news for online retailers that 
are prepared to meet this rapid revenue increase. Yet another recent 
survey from Shop.org reveals that despite the growing popularity 
of mobile commerce, or m-commerce, 62 percent of retailers have 
either not yet begun or are only in the early stages of planning a 
mobile strategy [11].

III. M-Commerce in India
Mobile phones have a higher penetration rate than the Internet 
in India and majority of the population are ready to embrace 
m-commerce in a big way. Even as we were marveling at 
the way Internet has changed our lifestyles, the increasing 
popularity of the mobile phone and developments in mobile 
technology have heralded a new era in mass communication 
and commerce for the masses. Touted as the next generation of 
e-Commerce, mobile commerce (m-commerce) enables users 
to access the Internet without the need to find a place to plug 
in. A vast segment of the population who neither had a landline 
nor a bank account (unbanked) against their name have made 
a generation leap and not only do they own a mobile handset, 
but are now well poised to transact on their mobile phone.  And 
this is a reality today, thanks to a progressive regulatory regime, 
huge capitals outlays for network expansion by telcos, reduced 
tariffs and consistent reduction in the cost of mobile handsets. 
Notwithstanding urban or rural markets in India, there exists a 
huge B2B market for m-commerce in India as well. With 91% 
of the transactions happening in India by the way of cash and 
cash continuing to be the most preferred payment mode for the 
common man in India-marked-to-market mobile applications 
will play a significant role in making m-commerce successful.  
Fig. 1, shows Mobile Application used by SBI (State Bank of 
India) for m-Commerce.
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Fig. 1: M-Commerce Applications by SBI in India

A. Telcos 
The telcos are in many ways the most appropriate of all stakeholders 
to provide the much needed support for the content developers. 
Who else but the telcos can better understand the market, the 
customers and more importantly their profiles? Therefore it calls 
for a greater forthcoming on the part of the telcos to help the 
Content developers with their market intelligence. Many good 
applications may not even cross the ideation stage, the moment the 
thought of marketing creeps in it becomes a nightmare. If telcos 
prefer not to risk, funding a project or a startup, they can look at 
the option of evaluating and supporting quality projects by taking 
up the responsibility of marketing the content. With such a back-up 
from telcos, the startups can approach potential investors and seek 
funding for the project. The cost of the connectivity could be easily 
absorbed as part of the content cost considering its restricted and 
proportionate usage. Some of my friends in the telecom industry 
shared some very interesting pointers on the price sensitivity.  It 
has been estimated that if an application is charged at say, Rs 10 
per month then an estimated 25% users download the content. At 
Rs 5, 40% and at Rs 2, 60% people download the content. At Re 1 
per month charge, it is estimated that more than 80% of the users 
will download the content. Once the user experiences the content, 
chances are high that user will opt for an upgrade to standard data 
plans, hence would evolve into a full-fledged data user [3].

IV. 3G and 4G
3G phone standards have been expanded and enhanced to further 
expand data speed and capacity. The WCDMA phones have added 
high speed packet access (HSPA) that use higher level QAM 
modulation to get speeds up to 21 or 42 Mb/s downlink (cell 
site to phone) and up to 7 and/or 14 Mb/s uplink (phone to cell 
site). AT&T and T-Mobile use HSPA technology. The cdma2000 
phones added 1xRTT as well as Rev. A and Rev B modifications 
that boost speed as well. Verizon and Sprint use cdma2000 3G 
standard technology. Virtually all standard and smartphone models 
and most tablets still use some form of 3G [15].
4G Technology is basically the extension in the 3G technology 
with more bandwidth services offers in the 3G. But at this time 

nobody exactly knows the true 4G definition. 
Many Technologies appear in many different flavors and have 
many diverse tags attached to them, but that does not really indicate 
that they are moving in dissimilar tracks. The technologies that 
fall in the 4G categories are UMTS, OFDM, SDR, TD-SCDMA, 
MIMO and WiMAX to the some extent.
After successful implementation, 4G technologies is likely to 
enable ubiquitous computing, that will simultaneously connects 
to numerous high date speed networks offers faultless handoffs 
all over the geographical regions [12].
The mobile revolution will carry on in Europe with the arrival of 
3G (third generation mobile systems offering higher speeds and 
functionality). It will be delayed, and this delay will cause some 
good companies, particularly those creating new applications, to 
fail. Successful mobile companies will need to make great strides 
in convincing consumers to pay for additional services, and to 
ensure businesses view mobile solutions as an integral part of 
their IT departments and business development. The hyping of 
3G and the mobile Internet was overdone, yet equally the recent 
pessimism is far too severe. The usage and importance of mobile 
solutions will continue to grow strongly.
Few years ago, everyone was talking up the great opportunities 
for 3G, and accessing the Internet from one’s mobile terminal. 
The demand for mobile technology had been proved by the take-
up of GSM, where usage now exceeds 80% of the population in 
some European countries, and of SMS (short message system 
for text messaging). 
The concern over the 3G business model came at a bad time for 
the mobile industry as their stock prices were hit by the tech 
markets slowdown, and their total subscriber growth started to 
slow as markets became closer to saturation. This meant that 
mobile operators were desperately looking for ways to reduce 
their costs, in turn putting pressure on the mobile infrastructure 
providers. Stories of technical problems with 3G also began to 
emerge, the most famous being NTT DoCoMo in Japan which has 
had to delay its flagship introduction of 3G from May to October 
2001. Critics also pointed out that there was little evidence that 
users would pay for additional services that could be offered by 
3G.
Personal Area Networks (PANs) will use short-range technologies 
such as Bluetooth to interact between people and appliances. 
WLANs (wireless LANs) will be used for high speed data transfer, 
and already airports and supermarkets across Europe are testing 
this technology. The GPRS (General Packet Radio Service) is the 
so-called 2.5G, an interim technology to 3G that is now offered 
by the vast majority of European operators. It costs approximately 
5% of the amount required to deploy 3G, and hence will be used 
in areas where it does not make economic sense to initially deploy 
3G [4].

V. Gains of M-Commerce and 4G Technology, and Why 
Organizations Are Opting for It as Their Next Port of 
Call
M-commerce is the capacity to make use of a wireless phone or 
any other mobile device to accomplish business transactions and 
exchange payments over the internet. With the recent boom in 
mobile web tools and with outwardly every telecommunications 
seller now aiming at and endorsing smart phones it is no surprise 
that firms are looking to take gains of a market still very much 
in its prime.
The introduction of 4G will support and impression Mobile 
commerce radically as this means folks can download and access 
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sites faster and more powerfully than ever before driving clients to 
your site and encouraging mobile search radically, this will result in 
a acute change in ideology as speed and ease of use give confidence 
to an whole audience that still remains unexploited, affording 
them the chance to access an colossal choice of information and 
services in real time steadily.
This of course involves companies to make certain that their 
websites are WAP enabled, and that they are developed with 
the M-commerce client in mind, adopting the philosophy of 
effortlessness, whereby products and services are painless to find, 
the site is painless to navigate around and it gives an all round 
upbeat shopping experience, guaranteeing that from the instant a 
probable client enters the site and until they checkout the buying 
experience is as comforting and pleasant a possible. This will only 
ever move to support your growth and success with your Mobile 
commerce site, as it guarantees greater client happiness [5].
M-Commerce includes features and characteristics that are different 
from e-Commerce, and these should be taken into consideration 
during the design and development of m-Commerce services and 
applications [6].

Ubiquity• 
Personalization• 
Flexibility• 
Localization• 

Table 1: Examples of m-Commerce Applications with their More 
Salient Features

M-Commerce Features Examples of M-Commerce
Applications

Ubiquity Stock Prices
Weather

Personalization Advertising
Auctions

Flexibility Purchase of goods
Banking

Localization Customer Service
Local Directory

VI. Areas/Uses of m-Commerce 
In the current commerce industry, mobile commerce or 
M-Commerce has been entered in finance, services, retails, and 
telecommunication and information technology services. In these 
sectors, M-Commerce is not only being widely accepted but also it 
is being more used as a popular way of business/ commerce in:

Finance Sectors • 
Telecommunication Sectors • 
Service / Retail sectors• 
Information Sector [6]• 

VII. Future
According to a report from International Telecommunication 
Union, exponential growth in smartphones, tablets and other 
web-enabled mobile devices will result in mobile web being 
more popular than the web as we know. With this paradigm 
shift, businesses across the globe see opportunities of getting 
into the hands of their customers, quite literally. Also, the future of 
commerce in 4G we evaluate how various emerging technologies, 
solutions, and business models are converging and will benefit 
greatly from higher bandwidth. For example, we analyze the future 
of location-based services joined with LTE and mobile commerce. 

In addition to analyzing specific applications such as 3D, virtual 
reality, and augmented reality, we forecast the future of mobile 
commerce MC9 [8].

VIII. m-Commerce Products and Services
Future of m Commerce Payment Mechanisms for utilizing Mobile 
Services Payment by Mobile by credit against by prepaid premium 
payment card invoice card SMS Challenges to m - Commerce 
Security Business Bandwidth • GSM provides a • Companies 
need • As bandwidth relatively secure to integrate demand 
connection capabilities in both increases, service through the 
PIN telecommunication providers may when turning on ns and 
information have to face the handset. Systems problem of • But 
more is bandwidth scarcity expected in the field of security, like 
smart cards 6 [10].
Biggest challenge facing mobile commerce is bar code 
scanning:

Commerce over mobile devices, such as iPhones, is booming • 
in the United States, according to Luke Knowles, founder of 
Coupon Sherpa and FreeShipping.org. 
Companies are introducing new ways for consumers to get • 
coupon codes for online shopping and make purchases right 
from their handsets. Coupon Sherpa and FreeShipping.org 
have introduced an iPhone application that allows users to 
conduct a price comparison and see if they can get a better 
deal online versus an in-store purchase. 
The free shipping app features coupon codes for price • 
discounts as well as free shipping deals from participating 
merchants. Users can search by store or category. Mobile 
Marketer’s Giselle Abramovich interviewed Mr. Knowles 
regarding mobile commerce and a new app that Free Shipping 
just launched [14].

IX. The Promise and Problems of m-Commerce
Lack of awareness.• 
Concerns about security• 
Lack of a simple, standardized payment mechanism• 
Imbalance between service providers and network • 
operators.
Heterogeneous environment• 
Lack of high speed connections [16].• 

Mobile Ticketing Mobile Banking
Mobile Vouchers & 
Coupons Mobile/Virtual Storefront

Content Purchasing & 
Delivery Brokerage

Location-based 
Services Auctions

Information Services Mobile Marketing & 
Advertising

X. Challenges in m-Commerce

A. Security
Security is a key enabling factor in m-commerce. GSM provides 
a relatively secure connection through the PIN (personal 
Identification Number) when turning on the handset. 



IJEAR Vol. 2, IssuE 1, JAn. - JunE 2012

w w w . i j e a r . o r g InternatIonal Journal of  educatIon and applIed research  43

ISSN: 2348 – 0033 (Online)      ISSN : 2249-4944 (Print)

B. Business
A key challenge that companies will face as they build businesses 
for the wireless and wired age is that they will need to integrate 
capabilities and disciplines that are quite separate in most 
organizations today [17].

XI. Conclusion
Mobile Commerce is an evolving area of e-Commerce, where 
users can interact with the service providers through a mobile and 
wireless network, using mobile devices for information retrieval 
and transaction processing m-commerce players will need to 
move fast to improve the user inter-face and over innovative 
pricing structures. M-Commerce services and applications can 
be adopted through different wireless and mobile networks with 
the aid of several mobile devices. Although there are many systems 
supporting mobility and many solutions for wireless access, there 
are issues influencing the performance of the various mobile 
systems that need to be considered in the design of m-Commerce 
services and applications. M-commerce also provides ease as time 
restraints are no longer an matter when folks can open applications 
in their own time.
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