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INTRODUCTION

The potential advantages of mobile commerce
applications have been discussed extensively in
therecentliterature, with many industries offering
mobile services. Examples from the financial sec-
torinclude instant funds transfer (mobile banking)
and share trading (mobile brokerage). Commuter
services such as sending schedule change alerts
or using a mobile phone to pay for parking have
become widespread. Applications based on the
location of the user (e.g., offering mobile cou-
pons to customers in the vicinity of a shop or a
restaurant) are also being trialled (Barnes, 2002;
Siau, Lim, & Shen, 2001; Varshney, Vetter, &
Kalakota, 2000).

Despite the potential benefits (for example,
improved customer service) mobile commerce
applications have not been widely adopted across
business sectors. Mobile banking illustrates the
point: initially, seen as the “killer application” of
mobile commerce (Kannan, Chang, & Whinston,
2001), it has now been termed a “dead end” (Sem-
rau & Kraiss, 2001). It has also been classified as

an application which has not yet matured (Mallat,
Rooi, & Tuunainen, 2004). However, innovative
applications continue to emerge, for example,
breaking news alerts (CNN, n.d.), and a mobile
tutoring service (Butte, 2004). It has become
important therefore to identify the determinants
of mobile commerce adoption and the emerging
adoption patterns.

Assignificantnumber of results in thisareahave
been reported in the literature. Recent examples
include studies of mobile services adoption in
areas characterized by relatively high penetration
of mobile devices—such as Denmark (Constan-
tiou, Damsgaard, & Knutsen, 2004), Singapore
(Samtani, Leow, Lim, & Goh, 2004), and Finland
(Carlsson, Hyvonen, Repo, & Walden, 2005).
The identified drivers and inhibitors of mobile
commerce adoption can be broadly classified as
factors related to mobile infrastructure access,
and factors relating to perceived consumer value.
Thisarticle proposes amobile commercereference
model which incorporates both infrastructure
access and customer value and can be used to
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formulate research questions related to mobile
commerce adoption.

The remainder of the article is organized as
follows: first, mobile commerce is defined and
compared to electronic commerce. The next
section introduces a mobile commerce reference
model and discusses mobile commerce adoption.
The article continues with a review of future
trends and a brief conclusion.

BACKGROUND

The definitions of mobile commerce (m-com-
merce) found in the literature such as the one
suggested in Varshney et al. (2000), emphasize
the use of mobile telephony and ahandheld device
to execute transactions with monetary value (i.e.,
exchange of funds for goods and services). M-com-
merce services are offered to subscribers only.

Turban, Lee, and Viehland (2004, p. 399)
classify m-commerce as a subset of electronic
commerce (e-commerce). However several fea-
tures of m-commerce are either not found, or are
not strongly manifested in e-commerce. These
include “ubiquity”—which allows the user to
interact withamobile application anywhere, even
when travelling or moving (Schneiderman, 2000,
p- 1); “localization”—the ability of an application
to offer a service specific to the location of the
customer (Kohne, Totz, & Wehmeyer, 2005) and
“personalization”—the ability to tailoran m-com-
merce activity according to a customer profile,
and use the subscriber’s account for payment
(Siau et al., 2001).

The m-commerce characteristics described
above (ubiquity, localization, and personaliza-
tion) and the profile of the potential m-commerce
user as a paid mobile network subscriber provide
the grounds on which to differentiate between
e-commerce and m-commerce. In this article,
m-commerce is defined as a value-added service
that enables mobile users to conduct reliable and
secure transactions through specifically-designed
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mobile applications. The definition implies that
a company or an organization offering a mobile
service needs to develop and implement an ap-
propriate business model which will incorporate
the value proposition of the service, the revenue
model, and the interactions of the company with
business partners, suppliers and customers (Vei-
jalainen, Terziyan, & Tirri, 2003).

MODELLING M-COMMERCE
ADOPTION

Even the most innovative and creative mobile
application or service will only be commercially
successful if brought to customers through a
business model that clearly focuses on the added
value generated and offered by the application
or service. Furthermore, the adoption of the ap-
plication will depend on additional factors such
as whether it is accessible from all locations, or
whether it depends on the specific features of the
handheld device—(e.g., WAP functionality or a
small screen). General factors such as security
awareness, privacy, and trustconcerns mightalso
play arole (Giaglis, 2005; Lin, 2004). To be viable,
an m-commerce business model needs to:

1. Take full advantage of user mobility.

2. Offerservices whichwouldbe eitherunavail-
able or prohibitively expensive if offered by
means of e-commerce or brick-and-mortar
commerce.

3. Offer services overcoming drawbacks
caused by security and privacy related is-
sues.

The degree to which the requirements above
are met will influence the adoption of a particular
m-commerce applicationand will actas a viability
determinant of the associated business model.
The investigation of the process of value creation
and subsequent adoption needs to consider both
technological and social factors (Carlsson et al.,



7 more pages are available in the full version of this document, which may be
purchased using the "Add to Cart" button on the publisher's webpage: www.igi-
global.com/chapter/mobile-commerce-applications-adoption/9518

Related Content

E-Government Service Delivery Performance: An Adaptation of the Balanced Scorecard to the
Public Sector

Aisson Lawson-Body, Jared Keengwe, Laurence Mukankusi, Abdou llliaand Glen Miller (2008). Journal of
Electronic Commerce in Organizations (pp. 11-28).

www.irma-international.org/article/government-service-delivery-performance/3509

Facilitating Enhanced Decision Support Using a Social Norms Approach

Thomas Kellerand Bastin Tony Roy Savarimuthu (2017). Journal of Electronic Commerce in Organizations (pp.
1-15).

www.irma-international.org/article/facilitating-enhanced-decision-support-using-a-social-norms-approach/179622

A Critical Review of Online Consumer Behavior: Empirical Research

Christy M.K. Cheung, Gloria W.W. Chanand Moez Limayem (2005). Journal of Electronic Commerce in
Organizations (pp. 1-19).

www.irma-international.org/article/critical-review-online-consumer-behavior/3463

ENI Company
Ook Lee (2002). Cases on Worldwide E-Commerce: Theory in Action (pp. 186-200).
www.irma-international.org/chapter/eni-company/6509

An E-Government Model

Sushil K. Sharmaand Jatinder N.D. Gupta (2005). Advanced Topics in Electronic Commerce, Volume 1 (pp.
300-311).

www.irma-international.org/chapter/government-model/4419



http://www.igi-global.com/chapter/mobile-commerce-applications-adoption/9518
http://www.igi-global.com/chapter/mobile-commerce-applications-adoption/9518
http://www.irma-international.org/article/government-service-delivery-performance/3509
http://www.irma-international.org/article/facilitating-enhanced-decision-support-using-a-social-norms-approach/179622
http://www.irma-international.org/article/critical-review-online-consumer-behavior/3463
http://www.irma-international.org/chapter/eni-company/6509
http://www.irma-international.org/chapter/government-model/4419

