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Abstract: 
The purpose of this research paper is to analyze the 

many growth of Mobile commerce 

inIndia.Ecommercerereferstoalloranysortsofcommer

cialtransactionsthatinvolveindividuals and 

organizations supported the electronic processing of 

knowledge 

whereasMobilecommerceisthatthebuyingandsellingo

fproductsandservicesusingmobilephones.M-

commerce is at emerging level in India. The 

research investigates that factors took 

intostudyarePerceivedRisk,Trust,Liberty,Easeofuse,

Privacyinfluencethecustomerperception. To know 

which factor has influenced the most in the 

consumer perception ofmobile commerce to know 

which factor has loaded more. A structured 

questionnaire wasprepared to collect the data and 

250 responses were collected. The techniques used 

weredescriptivestatistics,reliabilityanalysisandfacto

ranalysis. 

Keywords: PerceivedRisk,Trust,Liberty,Easeofuse, 

Privacymobilecommerce 

 

I. INTRODUCTION: 
 

COMMERCE 

Commercedealswithexchangeofproductsandservices

ofvaluebetweenproducerandconsumer.With 

invention of latest technologies and methods, 

commerce has taken many forms. The way 

ofdealing,exchangingofproductsandserviceshasunder

gonemassivechangeswithdayspassedon.Withcompeti

tionemerging,consumersbecomingmoreawareandhav

ingmorechoice,marketerscheckingoutinnovativeway

stodealswithcustomerstobeinforefronttointerruptthec

ompetition. 

 

E-COMMERCE 

In last 20 years, the electronic commerce 

has made tremendous changes within the 

businessmenand industry. E commerce is Online 

business it is purchasing and selling of items, 

benefits bybusiness and shoppers through an 

electronic medium, without utilizing any paper 

documents. E-

business,representselectronictrade,ontheweb,itserene

lyintheirofficeorhomeandblessingittosomebodysittin

gmilesseparatedjustbysnapofamouse.Itoffersafewad

vantagesto 

organizationslikeeffectivelygettingtoafastde

velopingonthewebnetworkpertainstoaninternetsite, 

which sells products or services directly from the 

location employing a handcart or basketsystem and 

allows payments through cards, e-banking, cash on 

delivery. Customers can 

buyanythingbysittingproductsandservices,mergingth

eworldwidegeographicalandzoneboundaries and 

helping to succeed in national and global markets at 

low operating costs. Ease ofinternet access and 

navigation are the critical factors which will end in 

rapid adoption of E-commerce. Safe and secure 

payment modes are essential to popularize E-

commerce in India.Though it offers many benefits 

to users, there are many reasons for not shopping 

online like 

arelackoftrust,securityconcerns,uncertaintyaboutprod

uctandrepairquality,delayornon-

deliveryofproducts,andlackoftouch-andfeelshopping 

experience. 

 

M-COMMERCE 

M-Commerce are wont to buy and sell 

goods by using the wireless devices like cell 

phones,personaldigitalassistantsandotherhand-
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helddevicesthathaveoperatedwithInternetaccess.Byu

sing M-Commerce we will access advanced mobile 

applications and highspeed services and wecan use 

this device remotely, anywhere, at any time. we will 

use an equivalent hand-held devicefor both 

Telecommunications and for bill payment and 

account evaluation. M-commerce may bea subset of 

E-commerce. the event in wireless and mobile 

technologies, Mobile Commerce (m-commerce) is 

predicted to form comparable, if not even larger, 

impact on the business landscape.Today, the amount 

of mobile subscribers is surpassing the amount of 

internet users in 

severalcountries,consequentlytelecommunicationsco

mpanieshaverecognizedthevastgrowthpotentialof m-

commerce and made significant investment in its 

development. Keeping in mind 

subscribernumbersandrecognitionofmobilephonesinI

ndia,it'sconsideredthefastestgrowingtelecommunicati

onmarket.Mobilecommerceissortofprevalent 

inmanydevelopedcountriesbutinIndiait'sinnascentsta

geandyettorequireoff.consistentwithTechnavio’sanal

yststheMobileCommerce market in India is 

predicted to grow at a CAGR of 71.06 percent over 

the amount. atthe present, Indian users enjoys 

mobile purchases for low value transactions like 

entertainmentservices, games, and music 

downloads. In India, there's significant increase in 

numbers of 

themobileusersinlastdecadeasaresultanalystsexpecth

ugepotentialformobile-commerce. 

Thereachandpenetrationofmobilephonesis 

majorfeaturetodeliversizableamountofservicesinfast,

costeffectiveandseamlessmanner.mobilecellularmar

ketisthatthefastestgrowingtelecommunication 

market in terms of subscriber numbers and 

recognition in India. computing-people are often 

contacted anywhere and at any time. it's also 

convenient and provides instantconnectivity. 

Usability-information are often accessed easily and 

during a real-time environment.Localization of 

products and services-knowing where the user is 

found at any given time. VeryPersonal-Device 

owner has an exclusive access to the content’s 

services and therefore the serviceproviders 

keeptheidentityoftheowner. 

“Internet+Wireless+E-Commerce=M-

Commerce” 

 

II. Research Methodology 
Literature Review: 

1. Patricia Harris, Ruth Rettie. (2018) has 

done study with the title “Adoption and usage ofm-

commerce: a cross-cultural comparison of Hong 

Kong and the United Kingdom.” Inthis study data 

was collected through using a Primary research 

using a quantitative surveywas chosen as the data 

collection method given the need to take 

measurements of a rangeofm-

commercevariables.samplesizeof100respondents.Stat

isticaltestsbeenappliedforanalysis are mean, 

standard deviation. From this study we found out 

that the adoption ofm-commerce across the world 

and the search for a single, global killer application 

isperhaps misguided. A comprehension of then 

social components of a market can 

helpadvertisershugelyincreatingfittingm-

businessadministrations,showcasingthesesuitablyand

insettingsensibleappropriationtargets. 

 

2. Jing Sun & Ting Chi (2017) has done study 

with the title “Key factors influencing theadoption 

of apparel mobile commerce: an empirical study of 

Chinese consumers” Theprimary data was collected 

by an online survey of Chinese consumers sample 

size of 287respondents. Statistical tests been applied 

for analysis are correlation, exploratory 

factoranalysis (EFA) using varimax rotation method 

was utilized to reduce a larger number 

ofmeasurement items to a smaller number of factors. 

Measurement items with low factorloadings from 

this study we found out that all these factors have on 

impact on Intention touseapparelm-

commerce,Perceivedusefulness,Perceivedease-of-

use,Personalinnovativeness trait, Trust, 

Compatibility, Security and privacy concerns. As 

one of theinitial efforts made to understand the 

apparel m-commerce phenomenon in China, 

thisstudy empirically 

determinedthekeyfactorsthatinfluencetheChinesecon

sumer’sintentiontouseapparelm-commerce 

 

3. Asghar Afshar Jahanshahi, Alireza Mirzaie 

(2017) has done study with the title 

“Mobilecommercebeyondelectroniccommerce:issue

andchallenges”Inthisstudydatawascollected through 

using historical data analysis, company case studies, 

and sector reports,we gained much valuable 

information pertaining to our research. We used 

secondarysources of data collection such as the 

Internet, websites, books and magazines etc. 

Fromthis study we found out that the Both the 

telecommunications industry and the businessworld 

are starting to see m-commerce as a major focus for 

the future. As M-commerceapplications andwireless 

devicesareevolvingrapidly. 

 

Need for the study: 

To know which factors, influence towards M-

Commerce. To know which factor has 
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highlyinfluencedthe 

consumerperceptiontowardsadoptionofm-commerce. 

 

Statement of the problem: 

The adoption of M-commerce style of living 

adoption is typically more complex, as it initiates 

along-termrelationshipbetweentheconsumerandm-

commerceservices.Thereisalotatstakeforconsumers 

as they contemplate entering into a m-commerce 

relationship with distant, faceless m-

commerceservices. 

M commerce will reduce both psychic and mental 

energy. It is that the use of smartphones andtablets, 

rather than desktop and laptop computers. With M 

commerce, consumers needn't visit 

theshoptoshopfortheirneeds,insteadtheywillpurchase

theirproductsonline.Oneofthefactsthatmoreandmore

peoplehavingnow ownsmartphonesand 

tabletswithwebaccess. 

 

Objective of the study: 

 Themainobjectiveofthestudyistofindouthow

thesefactorsareinfluencingtheconsumers 

theadoptionofm-commerce. 

 Toknowwhichfactorhashighlyinfluencedthe

consumertowardstheperceptionoradoptionofm-

commerce. 

 Todeterminewhichfactorhasbeenloadedwith

highestandlowestsignificanceinviewofthe consumers 

perception towardsm-commerce. 

 Toknowhowdemographicfactorshasinfluen

cedtheconsumerstowardstheperceptionofm-

commerce. 

 

Limitations of the study: 

 Thisstudyisconfinedtolimitedgeographicala

rea. 

 Thedatawhichprovidedbytherespondentsma

ybesubjected topersonalbias. 

 Canbeusedmoretoolstofurtherstudy 

 Datacollectedindifferent timeframes 

 

Hypothesis 

 H1:Adoptionofm-

commercetowardsPerceivedRiskhasinfluencedconsu

mer. 

 H2:Adoptionofm-

commercetowardsTrusthas influencedconsumer. 

 H3:Adoptionofm-

commercetowardsLibertyhas influencedconsumer. 

 H4:Adoptionofm-

commercetowardsEaseofUsehas 

influencedconsumer. 

 H5:Adoptionofm-

commercetowardsPrivacyhasinfluencedconsumer. 
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III. DATAANALYSIS&INTERPRETATION 
 

Doyouhave mobile phone of Respondents 

 

Table: 

7DoyouhaveMobilePhone? 

  

 

Frequency 

 

 

Percent 

 

 

ValidPercent 

CumulativePerce

nt 

Valid No 4 1.6 1.6 1.6 

 Yes 246 98.4 98.4 100.0 

 Total 250 100.0 100.0  

 

Chart: 

 
 

Interpretation: 

Fromtheabovedatawecan observethathighestnumberofrespondentsaremobileuserswith 

apercentageof98.4%.Remainingrespondentsarenon-usersofmobileswithapercentageof1.6%. 

 

WhattypeoftransactionsdoyoumakewithhelpofMobilePhoneofRespondents 

Table: 

 

8whattypeofTransactionsdoyoumakewithhelpofMobilePhone? 

  

 

Frequency 

 

 

Percent 

 

 

ValidPercent 

Cumulative 

Percent 

Valid BillPayment 56 22.4 22.4 22.4 

 BookingMovieTickets 6 2.4 2.4 24.8 

 OnlineShopping 47 18.8 18.8 43.6 

 OrderingFood 15 6.0 6.0 49.6 

 PhoneRecharge 37 14.8 14.8 64.4 

 TransferringMoney 89 35.6 35.6 100.0 

 Total 250 100.0 100.0  
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Chart: 

 
 

Interpretation: 

From the above table we observed that the 

majority of the people are the using mobile phone 

fortheTransferring 

moneywithapercentageof35.6%.next 

followingareusingforbillpaymentwith22.4%. next 

following are using mobile for online shopping with 

a percentage of 18.8%. andremainingare 

usingforthephonerecharges withapercentageof14.8. 

 

Are you Satisfied with the services offered of Respondents? 

 

Table: 

 

9Areyou Satisfied with the services offered? 

  

 

Frequency 

 

 

Percent 

 

 

ValidPercent 

CumulativePerce

nt 

Valid No 18 7.2 7.2 7.2 

 Yes 232 92.8 92.8 100.0 

 Total 250 100.0 100.0  

 

 

Chart: 
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Interpretation: 

From the above table and chart, we can analyze that many respondents are satisfied with servicesoffered by 

mobile phones are with a percentage of 92.8%. and remaining respondents are 

notsatisfiedwithmobileserviceswithapercentageof7.2%. 

 

DoyoutrustworthywhileusingM-CommercesitesofRespondentsTable: 

10 do you Trustworthywhileusing M-Commercesites? 

  

 

Frequency 

 

 

Percent 

 

 

ValidPercent 

Cumulative Percent 

Valid No 32 12.8 12.8 12.8 

 Yes 218 87.2 87.2 100.0 

 Total 250 100.0 100.0  

 

Chart: 

 
 

Interpretation: 

Fromtheabovetable andchart,wecananalyze thatmanyrespondentsaretrustworthywhileusingM-

Commercesiteswitha percentageof87.2%.andremainingrespondentsare 

un-trustworthywhile usingM-Commerce siteswithapercentageof12.8%. 

 

HowmanywebsitesdoyouvisitwiththeintentionofpurchaseofRespondentsTable: 

11howmanywebsites doyouvisit withtheintentionofpurchase? 

  

 

Frequency 

 

 

Percent 

 

 

ValidPercent 

Cumulative 

Percent 

Valid below5 103 41.2 41.2 41.2 

 5-10 29 11.6 11.6 52.8 

 10-15 6 2.4 2.4 55.2 

 Above15 112 44.8 44.8 100.0 

 Total 250 100.0 100.0  
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Chart: 

 
 

Interpretation: 

Fromtheabovetableandchart,wecananalyzethat manyrespondentsarevisittowebsiteswiththe intention of purchase 

is above 15 sites with a percentage of 44.8%. next with below 5websites with a percentage of 41.2%. and next 

with 5-10 websites with a percentage of 11.6%.andremainingare10-15websiteswithapercentage of2.4%. 

 

ReliabilityStatistics: 

ReliabilityStatistics 

 

 

 

 

Cronbach'sAlpha 

 

 

Cronbach's Alpha 

BasedonStandardizedIte

ms 

 

 

 

 

NofItems 

.764 .741 13 

 

Cronbach’salphaisthe 

mostcommonmeasureofinternalconsistency.Itismost

commonlyusedwhenwe 

havemultipleLikertquestionsinasurvey. 

 

Interpretation: 

Here,theCronbach’sAlphais0.764whichisgreaterthan

0.7hencewecansaythatthereisconsistencybetweenthe 

variables.nowwecango 

forfactoranalysisforthesevariables. 

 

Observations: 

 Inthisstudyitwasfoundthatmajorityofthepeo

plewhoareusingmobilecommerceappscomeintheageg

roupof21yr–30yrwith50.4%. 

 Here this study found that 40.8% of 

respondents are having education qualification 

ofPostgraduateand39.6%respondentsarehavingeduca

tionqualificationofUnderGraduateswhoareusingmob

ile commerceapps. 

 With the study it came to know in the 

occupation of respondents that 61.6 % of 

therespondentsarestudentsandnextwith21.6% 

employees,samewith12%businesspeopleareusingmo

bilecommerceapps. 

 When it comes to monthly income of 

respondent’s this study clearly show that 

58%respondents are fall under the income of less 

than Rs.10000 and 17.6% respondents 

arehavingincomerangeofRs.10000-Rs20000. 

 From the study we found that many of are 

using mobile for the purpose of 

transferringmoneywith35.6%. 

 TheKMOvalueisfoundtobe0.821whichisacc

eptable,andthesignificanceis0.000 

 BythisstudyitwasfoundthatPerceivedRiskfa

ctorhashighinfluenceoncustomerintentionwithsignifi

canceof0.912. 

 BythisstudyitwasfoundthatPrivacyfactorhasl

essinfluenceoncustomerintentionwithsignificanceof0

.610. 

 From the study we found that majorly they 

are using google pay for money transferring 

ithasaroundsixtypercentageofmarketshare. 

 Fromthestudywefound thatveryfew 
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areusing BHIMapp for 

moneytransferringithasonlytwopercentageofmarkets

hare 

 

Recommendations: 

 Majority of people who are using mobile 

commerce apps are in the range of 21-30 

yrs.Concentration on other age groups is also very 

much necessary for the growth of mobilecommerce 

apps adoption. Males are in majority as compared to 

Female in the adoption ofM-commerce. 

 Most of the people whoare using 

MobilecommerceApps are having education 

ofPostgraduate or Under Graduates. But we can also 

easily expand mobile commerce appsadoption in 

lowereducation bytellingthemhoweasyto 

use,timesavingandsafetyalso. 

 Here more people who are adopting mobile 

commerce apps are having the income lessthan 

Rs.10000 because of most of the respondents are 

students as they are well aware ofthese m-commerce 

apps and we also need to concentrate on other areas 

so that they caneasilyadoptm-commerce 

.Whichinturnwillreducetheirwork andcansavetime. 

 As it can be noticed that Perceived Risk 

and trust are highly influencing individuals toadopt 

the mobile commerce apps. As this is a rural area 

and semi urban area other factorsare having proper 

influence but if we create more technological 

awareness it can easilymake 

moreprogressintheadoptionofmobile commerceapps. 

 In this study we have done only few 

analyses to check how mobile commerce 

appsinfluencing the customers and we have got 

minimum and accurate results and if we 

domanyotheranalyses,wecan 

getbetterandaccurateresults. 

 The present study clearly shows that 

majority of people who are using google pay 

formoney transferring. Instead of using only this app 

they can also use other apps which 

willreducetheapptrafficandawareness shouldbe 

givenaboutotherappstoo. 

 

IV. CONCLUSION: 
The objective of the study is to find out that 

which factors that are Perceived Risk, Trust, 

Liberty,Easeofuse,Privacy.M-

commerceoffersanewbusinessopportunitytoenterpris

esandconsumers, but before the opportunity become 

as an actual business, some barriers need to 

beovercome.Asetoffactorscanpotentiallypositivelyaf

fectthesuccessofm-commerceandshouldbe 

considered by enterprises while adopting m 

commerce. M-commerce in offering various typesof 

M-transaction services & also due to the affordable 

price of transactions. Respondents in theurban 

region considered M-commerce to be more flexible. 

Below poverty line citizens and 

otherdeprivedsectionsofthesocietyshouldbegivenmor

efacilitiesinordertoincreasetheirawarenessabout 

mobile services, helping them to uplift their 

standard of living. The Internet facilities 

needtobeprovidedfreeofcostsothatthey 

couldmakeuseofvariousfacilitiessuchasNet-

bankingandInternetbanking.understandm-

commercefromthepointviewofcustomers,aswellastob

etterdesigninnovativeandsatisfyingm-

commerceapplicationsformeetingcustomers’needs. 


