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Inthelastdecades,mobiledeviceshavegainedagreatpresenceintheeverydayroutineofmanyusers,
becominganessentialiteminthedailylifeofmanypeople.Aclearexampleofthisrealityistheincreas-
ingpopularityofsmartphones,whichbecomemorethanasimplecommunicationdevicetousersand
startedtointegratetoolsfordailylifemanagementandentertainmentsystems.

Bytheendof2018,thenumberofmobilesubscribersreached5.1billionpeoplearoundtheworld,
accountingfor67%oftheglobalpopulationandisexpectedanaverageannualgrowthrateof1.9%
between2018and2025,thiswillbringthetotalnumberofmobilesubscribersto5.8billion(71%of
thepopulation)(GSMAssociation,2019).AccordingtoGSMAssociation(2019)fromthe710million
peopleexpectedtosubscribetomobileservicesforthefirsttimeoverthenextsevenyears,halfwill
comefromtheAsiaPacificregionandjustunderaquarterwillcomefromSub-SaharanAfrica.

Becauseofthishighadoptionofmobiledevicesinrecentdecades,mobile-relatedfunctionshave
alsoevolvedremarkablyinrecentyears,andusersstillexpecttheirmobiledevicestoofferevenmore
possibilities.

ADelloit(2017)researchcarriedoutin31countries,infivecontinents,pointedoutthatthereisakind
ofaddictionamongsmartphoneusersandthatconfidenceinsmartphonesislikelytoincreaseasmore
resourcesbecomeavailable.Thesurveypointedoutthatmorethanone-thirdofconsumersworldwide
saidtheychecktheirphonewithinfiveminutesofwakingupinthemorning.Nearlyhalfchecktheir
phonesometimeduringthenightandaround20%ofconsumerschecktheirphonemorethan50times
aday—thatisonceaboutevery20minutesofeverywakinghour—assumingtheseconsumersarenot
ontheirphonesallnightandgettherecommendedeighthoursofsleep.However,surprisingly,more
than40%ofconsumersmakeuseoftheirsmartphonesinthemiddleofthenight-aftertheyhavegone
tobedandbeforetheplannedwake-uptimeinthemorning.

Thesedatademonstratehowmuchthesmartphonesarepartofthemodernlifeandforthisreason;
thesedevicescontinuetomakeasignificantcontributiontosocioeconomicdevelopmentaroundthe
world.In2018,mobiletechnologiesandservicesgenerated$3.9trillionofeconomicvalue(4.6%of
GDP)globally,acontributionthatwillreach$4.8trillion(4.8%ofGDP)by2023ascountriesincreas-
inglybenefitfromtheimprovementsinproductivityandefficiencybroughtaboutbyincreasedtake-up
ofmobileservices(GSMAssociation,2019).

Mobileservicesareinnovativeandinterestingtoolsbothforretailersandcustomers.Yet,theirpreva-
lencedependslargelyontechnologicalimprovementsandusability,aswellasuseradoption.Inthisway,
thebasiccharacteristicsofsmartphoneslikecustomization,mobility,andprevalence,showimmense
potentialandhighprofitabilityofthem-commercemarketandconsequentlyinthemobileservices.
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Duetotheadvancementsinuseandadoptionofmobiletechnology,aswellas,intheefficientwayof
deliveringmobileservicestoconsumersthroughmobilecommerce(regardlessthetimeandlocation),
thereareasignificantgrowthintheusers’interestbymobileservices.Someofthemaremobilepay-
ments,mobilecoupons,mobileloyaltyprograms,mobileparkingandpublictransporttickets,mobile
marketing,mobileentertainment,mobilesocialmedia,mobilelist,etc.

Additionally,mobiledevicesarenowadaysbecomingacenterofnumeroustechnologiesdevelopment
andvariousapplicationsthatarecreatedforcustomersaswellasbusinessesacrosstheglobe.Therefore,
thedevelopmentofmobileserviceswillalsobeimpactedbynewtechnologiesthatarecurrentlyemerg-
ing,suchas5Gtechnology,IoT,securitytechnologies(fingerprint,face,irisandvoicerecognition),
blockchain,cloudcomputing,etc.;whichwill likelygivemobileservicesmorereasontobewidely
adoptedbyusersthataremoreskeptical.Thesetechnologiesalsopromisetohaveagreatimpactinthe
worldeconomyandasignificantparticipationofthisimpactwillcomefromthemobileandelectronic
commerce.Forexample,5Gtechnologiesareexpectedtocontribute$2.2trilliontotheglobaleconomy
overthenext15years(GSMAssociation,2019).

Againstthisscenario,itisinevitablethatcompanieslookforwaystointegratemobileservicesinto
theirbusinessmodels,whetheritisaphysicaloranelectroniccommercesincemobileservicesareex-
pandingsignificantlyinseveralareas,generatinganimportanteffectinboththetraditionalcompanies’
servicesandthemanycountries’economies.

However,accompanyingthisinnovationcanbechallengingasitisnecessarytoconsideranumber
ofinfluencingfactors,suchasensuringtheflowofinformation,applicationandnetworkinfrastructure,
integratingandimplementingamarketingplan,anddealwiththeintensecompetitionofe-commerce
andm-commerce.Inaddition,itisdecisiveforthesuccessofthemobileservicethatcompaniesknow
theuserswellsothattheycanmakethemfeelmotivatedtousetheseservicessincetheyusuallyimply
asignificantinvestmentbythecompanytoofferthistypeofserviceandtheresultsmustbeequally
significant.

Likeanyinnovation,mobileservicespresentboth,opportunitiesandathreattooldbusinessmodels.
However,itisafactthatthedevelopmentofmobilecommunicationscoupledwiththemanymobile
services,havecompletelychangedthebusinesslandscapeandhasbeentransformingconsumerbehavior
inmanyareas.Thus,itisimportantandurgenttoexploitthisnewlandscapeprovidedbythemobile
services,aswellastheimpactthattheseserviceshaveonusers’lives,businessandsociety.

Thegrowingimportanceandcontinueddevelopmentofthemobileservicesindustrydemonstratesthe
needforreliableknowledgeaboutdifferentservicesandindifferentenvironments.Underthispremise,
thisbookfocusesontheimportanceofmobileservicesinbusinessdevelopment,includingitsadvantages
andpossibledisadvantages,withseekingbroadentheknowledgeinthisfieldandprovideabroaderview
onthisindustrywithsuchasignificantexpansionpotential.

Therefore,thisbookaimsexpandtechnologicalandbusinessstrategicvisionsofmobileservices,
presentingnewopportunitiesforcompaniesandusers,andidentifyingnewmarkettrends.Additionally,
thisbookisamultidisciplinaryresourcethatestablishlinksbetweeneconomics,finance,marketing,
consumerbehavior,computerscience,andinformationtechnology.Thiscontributionsynthesizeshow
e-commercerelatestoeachfieldandintendtohelpresearchersexpandandimprovetheirunderstanding
ofhowtocombinetechnologyandbusiness.
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ORGANIZATION OF THE BOOK

Thebookisorganizedintotwosectionsinwhich11chaptersaredistributed.Section1is“Mobileand
ElectronicCommerceonBusinessDevelopment,”andSection2is“ConsumerBehaviorinMobileand
ElectronicCommerce”(SeeFigure1).Abriefdescriptionofeachofthechaptersfollows:

Thefirstsectioniscomprisedoffourchaptersthatexplorethegrowingimportanceofm-commerce
andhenceofe-commerceforthecontinuousdevelopmentofcompanies.Asmobileapplicationsandthe
continueduseofsmartphones,allowcompaniestobedigitallyabletobettermeetcustomerdemands.

Chapter1exploresasetofnewtrendtechnologiesthatcanplantobuildamoreefficientrelation
between theconsumerand them-commerceplatform.The research resultsprovide the inclusionof
multiplepointsofviewontheevolutionofm-commerce,whichwillallowcompaniesandcitizensto
perceivetheimpactofemergingtechnologiesinthefutureofm-commerce.

Chapter2analysesasetofnewtrendtechnologiesthatcancollaboratetobuildamoreefficient
relationbetweentheconsumerandthem-commerceplatform,offeringmultiplepointsofviewonthe
evolutionofm-commercewhichwillallowcompaniesandcitizenstoperceivetheimpactofemerging
technologiesinthefutureofm-commerce.

Chapter3exploresthedeterminantsofmobilepaymentfromthemerchants’perspectivethrougha
bibliographicalreviewandaqualitativeandquantitativestudytodeterminefactorsthatencourageor
obstructtheuseofmobilepaymenttoolsbymerchant.

Chapter4assessthedeterminantsofmerchantacceptanceofmobilecardpaymentsystemsusingthe
technology-organization-environment(TOE)frameworkproposingamodeltoevaluatethehypothesis,
andfinallydiscussestheimplicationsofthefindings.

Thesecondsectioniscomprisedofsevenchaptersthatexplorehowe-commerceandm-commerce
affectconsumerbehaviorfromdifferentperspectivesandhowthecurrentconsumerhascontributed
tothedevelopmentofbothtrades,consideringthatconsumershavealsochangedandareincreasingly
informedandindependentintheirdecisions.

Chapter5analyzescriticallythechallengesconsumerfacesine-commercetransactionlikejuris-
dictionalissues,privacyandotherissuesandhighlightpointsoftheregulatorymechanismofE.U.and
Indiamakingacomparativeanalysisofbothgivinganoutlineofconsumerinclinationsandopinions,
inordertopresentanoverallpictureofexistingsituationsfromtheconsumer’sperspective.

Figure 1. Theoretical book structure
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Chapter6determinesthepredictorsofconsumers’continuanceintentioninm-commerceandexamines
thedeterminantsofconsumers’willingnesstorecommendm-commerceasavaluableservicetotheir
relatives,friendsandpeers.Theresearchshowthemainantecedentofcontinuanceintentionstowards
m-commerceandthemostimportantpredictorofword-of-mouth.

Chapter7seekstounderstandhowsatisfactionisgeneratedinthecontextofconsumer-to-consumer
(C2C)commerceviamobileapplicationsforbuyingandsellingsecond-handfashionproducts(e.g.,
clothing,accessories).

Chapter8proposesaconceptualmodelaimingtoidentifythemainantecedentsofuserbehavioral
intentiontousemobilepaymentservicesinanemergingmarketsuchasIndiaprovidingabackgroundto
precedingstudiesandencourageonlinebusinessestocombinethistechnology-basedpaymentservice.

Chapter9presentsanexploratoryqualitativestudyonhowvisually impairedusers interactwith
mobilepublictransportapplications.Thestudyexaminesthespecificcharacteristicsandneedsofthis
population,allowingreaderstolearnaboutusers’opinions,perceptions,andattitudestowardtheseap-
plicationsinordertoproviderelevantinformationtoimprovetheirdesignandperformance.

Chapter10discussesthefactorsinfluencingintentiontousemobiletravelappsamongGeneration
YinMalaysia,discussingtheoreticalandmanagerialimplicationsoftheseresults.

Chapter11analyzethedifferencesbetweenusergroupsinthemobileservicesindustrywithaiming
toprofileandcharacterizetheminordertoprovidemanagementrecommendationsformobileservice
companies.

Wehopethecontentofthisbookwillbeinterestingtoreadersandwillcontributetofutureresearch
inthisareaasasourceofrelevantknowledge,allowingresearcherstoexploremoredeeplyhowmobile
servicesandthee-commercearetransformingcontemporaryconsumer,businessdevelopmentandthe
shoppingprocess.
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