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G- This paper SUmmarizes the progress ard o Psar

) and the futyre directi

- NICW smart phones day by day, so user can get all
ndertaken only in a limited
based work, word of mouth.
ow M-commerce is useful to
commerce and what is advantages

e

o dies should explore these areas. In thjs st
’ stuas well as trader. In this study we see that
amel
'?i;udvantages of m-commerce.

‘ntroduction:

| pmerce stands for mobile commerce. The term refers to the purchasing and selling of products

s using mobile phones and other wireless handheld devices also known as PDA’s (Personal
:‘ST;C;Stams). Mobile commerce includes any monetary transaction completed using a mobile
gl

 Itis an advancement of e-commerce, enabling people to buy and sell goods or services from
;ﬂ;'mywhere simply using a mobile phone or tablet device. '
;L . ’

4l commerce is an information and communication technologies for the use of mobile integration
. ins i i i lationships.
s#fierent value chains in business processes and busmes,:s relatic _ -
iﬁizmmerce is the use of mobile handheld devices to communicate, inform transact and
o i i blic and private networks. R
=rain using text and data via a connection to pu : ks. 5 .
250 ser%ed as a trigger for new industries and services, or helped existing one grow, including |
' Mobile money transfers.
" Electronic tickets and boarding passes.
Digital content purchases and delivery.
" Mobile banking,
Cashless payments and in- app payments..
' Location-based services. 4o 7
i i rds. ot

y M(')blle ot s COUPOIS, qnd e t(': ZI:/I-commo::rce services and applications are
st Important, business impacting types o

o Tmance ang ‘ - ications. Using a mobile
payments e services and applications. Using a m
“50ne of the most user-friendly types of M-commerc \ like google pay or paytm
" . : Using an app like google pay or pe

"Ry for g ing i i ommon phenomenon. A o ; . . .
% taillrllsetthmg 1S bec?mlng an(:zed to carry a wallet- their payment information lnt/;‘:iss 1\:\1“31&:;
»'hm_ Not ve Omer dqcsn t eve(;l ted this as their payment standard, but pretty soon

oy TY generation has adop

g Hongsie cash and credit-or maybe even in place of.
'moglles

udy we study that h
definition of m-

otai holesale operations.-
oL, ' inesses run retail and even w
Yo o’égmmerce is changing the way that |li)|l<l:":\m320"' flipcart. that serves as a Catalogues to
B, Cl:ttomefs é do»Ynloadablttfoﬂlz‘lt’ry before you buy.” This kind of tgchnol}c:gy glve?
g a .ttelrll;edmtct) ﬂ(l;lr sg;ile product in their space and can help to reduce the rate o
_ nderstanding
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- wmel . :
'aﬁlfbl’hm yom lin€ of businesses. : 1S not only iy
;',pi zkﬁg{ Proves the customer experience but
oting: . |
,\[ﬂf“e ¢ different types of M- Lt
P here 0T P M-commerce services a

sed as a marketin . P
g0 bel; tion- based 8;901? Imagine owning abnd applications help grow your brand
?‘ou'could “Sel 1og§tion‘7 Using To ile marketing to help ym? okStz“’ or a fast-food restaurant. What
, ical lo - ms a : o reac
o hysic o fesh sale or in st Pps to send visiting customerSYOUr customers when they were
 gan0U° ore discount is a great w coupons or using your branded
ur work for you. | ay to make your m-commerce app SO

!
d enter_tainment:

s,amt’,o y0
{ k : ' _
, phones are the keys to the world. You can use an app to unlock your front door with wi-fi

ts an
enabled door locks — you can also use it a g gea coy
(8 |y offers enhanced convenience fi s your pass for airline flights and concert tickets.
« ot 0niy or your customers, but also a reduced impact on the

"ﬂmmﬂem, which can be a boost for your brand. -

mes like Pokemon G? and Harry Potter games have changed the nature of mobile entertainment.
jith an augmcnted-reallty landscape, more people are interested in gaming. These games help meet
sumet pop-culture need that enables users to participate in a universe that they are fans of and also
ane socially with others. Game developers have opportunities to monetize their apps with in-app
wehuses or by selling advertiser space and time. ..

| Purpose of the study: :
Tz Purpose of the study is understanding characteristics .of potential M-commerce users and
as well as to show that M-

umine the factors that influence the intention to use M-commerce

mmerce and potentially drive business growth.

l Relevance of study: i ‘ :

\éile marketing is rapidly changing the way people do business all over the world. In the business-
tically over the last few

wusimer segment, sales through the web have been increasing drama .
s, customers, not only those from well-developed “countries but also those from developing

 lries, are getting used to the new shopping channel. Uhderstanding the o
G_liors that affect intention, adoption and repurchasés are important for researchers anfl practitioners a
Q‘Mfommerce is gaini;lg popularity among people specially the youngt?lrl%;:nerattlon but mltoday

i ' .commerce will have 10 cover a longer
" 10 become equally popular among all age groups M- &

o

6bjectiv . '
ive of Study: g the p eople.

| i

' ? study awareness of Mobile commerce ar'nonmong people
' 'Tg :IUdy e Z}ccep Rnes OfMOblle comrze;flepirchasc decision of consumers.
! udy the impact of Mobile commerc

+ Temises/Hypothesis: . { money

v Mobile commerce has a signific® ntime 85 oL

L Mobile commerce has effect on €OF buying decision:

n\& Tech s .
Yo Niques of rsis: e femd
o of data Analy qurns bis focus of

nt effect
sumers
attention on their processing and analysis.

S0 .
data processing are. Page No: 23
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(b 1 methodology:

qesed" o for tis thesis as it i :
Rese? aech is for 15 as 1t 1s used to help to understand how people feel hy d
ople feel any why doO

 give 15 It is concerned with tt :

I s the do. _ he collection of in-depth i

‘ 2 t i - i

Mfgtl ople 50 that? Depth interviews, group discussionspa}rlmcllnformqtlon s iy are foes
0P ed 10 collecting qual itative research. questionnaire analysis are three

u
. methods . Lt e
g nary Sources: Researcher collects prlmar'yl data with the help of interviewof people and

P,
b onnaire. %

tionnd ; :
@t gary Sources: the available literatur

Secon ! e related to the i
7'mmious ources | ke ngournals, Internet, Books were studics problem. The published the data
o s Advantages and di Tt i : S
e jpvention has lt o of M%) G isadvantages. It is applicable in this M-commerce also-
| Advantag e Lommerce Disadvantages of Mobile Commerce x|
1 .‘-'-‘"-—-———-_— : . IR
) Increasin the knowledge of product Smart phone limitation
“\ Mtance - ~ | Habituate
| Savings Risk Factor :
| Easy to us¢ || Connectivity ,
| Analysis: et

ondents which is use smart phone of M-commerce. All questions are

\earcher selected 30 Tesp

ined to know how the respondence us selected same no

e smart phone for M-commerce. Researcher

iven below.

irspondence With different age group as
Age group : 2, No of selected respondence

25-35 4110

3545 |10

45-55 10

. Total : 30 :
ou like this new technology in M-Commerce? If no why? :

Option/Classiﬁcation spondents Percentage
Yes 74
No 26
Total 1100

Do you like this new technology in. M-Commerce

=

R aYes ®NoO

b, TS . .
T Pondents ga » like this neW techno . .
y no they don l don’t want 10 share their financial information.

3y T .

A R ¢ Caring their money s¢ance the
er :
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¢hi hnology save tim :
ink this tec. - € and money?
o yous‘rl.lﬂ“ Option/ classification ime (:1‘;). oltf I - Vhy2 I No Why?
. T eSpondent) | Money (no of
1/"" Yes (21 — ——————— | respondent)
| TR, 1
2/"' No [ —— >
:-: Total 30 N
- 30
Al Time) - B(Money) |
myes’ ®no ‘.'lYes = No 5 &

S above table we see that 21 respondent say ‘yes for new fechnology save their time and 15
<ondent say that they save money and 09 respondent say that no for they can’t save time and 15
spondent also say that they can’t save money because of M- Commerce they keep various offers and

<ot so they can’t save money of time.
{hurpose for using M-Commerce?

Sr.no Option classification - No of respondent Percentage
1 Recharge/ bill payment 11 : .| 37 -

2 Ticket booking 06 20

3 Online shopping 09 30

4 Money transfer 04 13

Purpose of M-Commerce

. mRecharge/bill payment = Ticket booking = onlineshopping = Money transfer

T
Ppose M-Commerce is used through cell phones,

b
Yoy targe ang pj] payment done for their won cellp

most of respondent (i 1)37%use m-commerce
hones or their family members. The recharges

Mainly f : et nacks.(9) 30% respondents say that they use M-

L) or top- d for internet p A :

Werge for Onligeusf’ rate cug;rs aﬁrchase. various things and also did window shopping. (6)20%

r,h[y?dems-used Mobil(:: P gg:ﬁ;nerc); r;‘or tickets booking like train, flight tickets and movie tickets.”
4 139 - for money transfer.

{ % res m-commerce for _ _ |

) 0 you fegflsl::::i :iyorzz@ﬂghﬂ&we online tra;\;asc;wns?

' i 35-45 - : .
E:PCI;,SS ZYS 35. _T.al——— v | N | Someti |Tota | Ye |No [Somet } Toth } _
&' = Ne St(-):lle ° es |0 _|me 1 s | ime |1

"y : efl . - -
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20 {20 |60

—_— O mYes
P . No ’

Tt , ~ —_ . '
| _ ‘ , I Sometime

s . e et b . ==

535 35-45 a5

s chart we see that most of respondence in age group 25-35 say Yes and in age group 35-45 only
rpondence say Yes and in 45-55 group only 2 respondence say Yes. In 45-55 age group most of
sondence say sometime and 2 respondence say No - :

b age group 25-35 there is no one say No and Sometime all respondence say yes. So we can say

£joung generation are feel secure with online transaction with compare to other

udusion:Now a days M- commerce is more popular but have some issues regarding security social

'l as financial, since it may gather the confidential information of consumer. new generation 1s.

“hing the m-commerce more easily with security but old generation is not ready or understanding
‘anbling of m-Commerce. Most of respondent like M-commerce because they possible to online
g and window shopping, but at that time they also worried about their security. In some
& M-Commerce provides information to save a lot of time and money. It helps to consumer to

}J't . . .
lei problems form any distance.
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