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1. Introduction
The rapid growth of mobile technology has led 
to widespread usage in various domains, such as 
mobile payments, commerce, and social networking 
(Ghazali et al., 2018). This is due to the advantages 
of communication networks, which offer unrestricted 
connectivity regardless of location or time(O’Dea, 
2020). Mobile devices are becoming the primary 
means of conducting economic transactions in both 
emerging and developed nations, disrupting established 
corporate practices, and modernizing infrastructure 
(Asampana et al., 2022). The widespread use of mobile 
devices has also emergence of mobile commerce as 
a significant business trend, making communication 
more convenient and efficient for businesses (Jain et 
al., 2021), it has also transformed communication for 
businesses, making it more efficient to interact with 
potential clients (Sarkar et al., 2020).
Wireless communications have significantly impacted 

global communication and economic growth, with a 
strong telecommunications service network leading 
to a 0.8% GDP boost(Barry &Jan, 2018). The mobile 
cellular market has experienced rapid expansion, 
with the global mobile phone user count exceeding 
8.27 billion, with over 6.5 billion people using 
smartphones(Statista, 2022). The ITU reported that in 
2021, 63% of the global population used the Internet, 
a significant increase from 16% in 2005. As of April 
2022, over 63% of the global population, or almost 5 
billion people, were using the internet. Social media 
usage is also increasing, with 4.65 billion individuals 
actively using it, accounting for 93% of the total 
population(Statista, 2022).
Mobile technology has significantly boosted the growth 
of mobile commerce, enabling electronic transactions 
via wireless devices (Chan et al., 2022). Malaysia’s 
population is 32.78 million, with an 89.53% mobile 
internet penetration rate (Satista, 2022). Around 20 
million Malaysians engage in mobile commerce, with 
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62% of online buyers using mobile platforms (Satista, 
2022). Nearly half of e-commerce transactions use 
mobile phones, generating $5.6 billion in consumer 
sales by 2021. Smartphone subscriptions remain low, 
with a compound annual growth rate of 31.4% (Yahaya 
et al., 2022).Malaysia has a significant e-commerce 
adoption, with a large internet user base and high 
mobile phone usage. In 2022, 83% of Malaysians 
engaged in e-commerce, with 68.4% using mobile 
devices (Yandamuri et al., 2020). The volume of 
mobile commerce transactions is lower than overall 
e-commerce activity (Ganbold, 2021). This study 
aims to investigate the factors affecting the adoption 
of mobile commerce in Malaysia by proposing a 
research framework based on prior studies.

2. Synthesis literature Review
2.1. Mobile Commerce
Mobile commerce, a relatively recent concept, 
involves using wireless devices like smartphones or 
personal digital assistants (PDAs) and a network to 
exchange money for goods, services, or information 
(Mwilongo, 2024). Despite its success, mobile 
commerce is still in its early stages and can potentially 
impact various industries (Silitonga et al., 2024). It is a 
seamless expansion of electronic commerce, allowing 
customers to engage with businesses or each other 
wirelessly at their convenience and location (Pagano 
et al., 2024). Mobile commerce refers to transactions 
conducted using cellular telecommunications 
networks, including those conducted using 
smartphones or similar devices (Nguyen, 2024). It 
differs from electronic commerce due to its unique 
attributes, constraints, and functionalities (Lin et 
al., 2024). Mobile commerce differs from internet 
commerce in terms of aesthetics, interactions, usage 
patterns, and value chain (Alfansi, 2024). It presents 
unique economic prospects due to its unique features, 
including mobility and internet connectivity. Mobile 
commerce involves exchanging money for products, 
services, or information using a smartphone or other 
wireless device (Yapraklı, 2024).
2.2. Adoption of Mobile Commerce

Mobile commerce adoption has been studied by 
various researchers, focusing on various demographic 
segments. Puiu (2022) found a preference for 
m-commerce among Generation Z in Romania, while 
Sari (2022) analyzed existing literature. Kumari 
(2020) found elements influencing m-commerce 
adoption in India. Gharaibeh (2020) combined 

the UTAUT2 model with social media to forecast 
consumer intention. Asampana (2022) and Chau 
(2020) highlighted perceived utility, ease of use, and 
organizational readiness in m-commerce adoption. 
Internet reviews also boost perceived usefulness 
among street merchants (Pipitwanichakarn, 2020).
Andronie (2021) examined the significance of 
neuro-management decision-making and cognitive 
algorithmic processes in adopting mobile commerce 
apps.
2.3 Intention to Use Mobile Commerce
An individual’s intention and attentiveness to a matter 
are influenced by various conditions, with the desired 
goal often not apparent until interest is naturally 
sparked. The purpose is likely linked to an individual’s 
commitment to a specific action based on their belief 
in an object. Davis (1989) defines intention to use as 
an individual’s personal belief in the likelihood of 
performing a specific activity. Venkatesh et al. (2012) 
found that behavioral intention significantly impacts 
a person’s actual use of technology.LaMorte (2019) 
concurred that “behavioural intention pertains to the 
motivational factors that impact a specific behaviour, 
with the strength of the intention directly influencing 
the likelihood of performing the behaviour.”This 
study defines intention to use mobile commerce as the 
likelihood of a user conducting online transactions. 
Schiessl (2023) found that customers’ intention to 
use the same online purchasing service indicates their 
intention to make an online purchase.Based on these 
findings, wepropose that:
P1: Intention will have a positive relationship with 
the acceptance of mobile commerce.
2.4. Information Quality
Information quality refers to the semantic level 
and characteristics of an information product, 
such as accuracy, meaningfulness, and timeliness. 
Criteria like timeliness, consistency, relevance, 
appropriateness, format, and correctness influence 
it. In mobile commerce, information must possess 
accuracy, timeliness, comprehensiveness, and 
currency(DeLone & McLean, 2003). The quality of 
information has various effects on the information 
provided to customers (Xu et al., 2024). The user 
also values it (Farooq et al., 2023).Information 
quality refers to the availability of current, accurate, 
and valuable information (Walker et al., 2023). 
Consumers may experience increased distraction and 
effort to process poor information, leading to loss of 
trust and discontinuation of mobile commerce apps 
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(Singh et al., 2024). Websites and applications should 
provide accurate and current information, as users’ 
motivation decreases when they must invest time and 
effort in searching for information, reducing their 
intention to use these apps (Abbas et al., 2023).Prior 
research (Ghandvar et al., 2024; Xin et al., 2022) 
found information quality to be a strong predictor of 
intention. Based on these findings, we propose that:
P2:  Information quality will have a positive relationship 
with the intention to use mobile commerce.
2.5 System Quality
The COVID-19 pandemic has led to a shift in 
customer buying behavior, with a greater reliance on 
mobile applications (Eger et al., 2021). Organizations 
are now prioritizing e-commerce mobile platforms 
and making necessary adjustments to their websites 
(Sarkar et al., 2020). Mobile commerce websites 
have made the shopping process more efficient and 
enhanced by allowing customers to explore multiple 
businesses, gather product information, and make 
purchases at their convenience (Mehedintu&Soava, 
2022). Ensuring the quality of commercial websites 
and applications is crucial for consumers, including 
content credibility, search functionality, and 
navigation(Brush & Rappel, 2020). Continuous 
enhancements, such as internet speed and 5G 
networks, are essential for creating prosperous 
mobile commerce websites(Varzaru&Bocean, 2021).
Previous studies found that system quality has a 
significant impact on customers’ intention to utilise 
mobile commerce (Wang & Choi, 2022; Wang & 
Choi, 2022; Kang et al., 2021). For instance, Ivanova 
& Noh (2022) and Al-Naimat et al. (2020)demonstrate 
a significant correlation between system quality and 
the intention to utilise mobile commerce. They 
discovered that the quality of service significantly 
influences the intention to usea system. Based on 
these findings, we propose that:
P3:  System quality will have a positive relationship 
with the intention to use mobile commerce.
2.6 Service Quality

Organizations are prioritizing service quality to 
enhance customer satisfaction and improve their 
perception of a company (Ebrahimi et al., 2024). This 
affects their purchasing decisions, both frequency and 
regularity. To improve service quality, it is essential 
to assess and identify its components. Prospective 
customers often evaluate product quality before 
making a purchase, and sometimes both price and 

quality are considered; this is because quality is 
sought to enhance item durability and ensure safety 
(Abdullah et al., 2022). This study argues that service 
quality in mobile commerce refers to the quality of 
assistance provided by the technical personnel of the 
mobile commerce provider. This quality significantly 
impacts users’ contentment and usage of mobile 
commerce. Studies by various researchers have shown 
that service quality significantly influences consumers’ 
intention to use mobile commerce (Ivanova & Noh, 
2022); Li et al., 2022;and Al-Naimat et al., 2020).
Based on these findings, we propose that:
P4:  Service quality will have a positive relationship 
with the intention to use mobile commerce.
2.7 Perceived Cost
Studies have explored the factors influencing mobile 
commerce intention and acceptance, with a focus on 
cost. For instance, Kao (2022) and Bui (2020) found 
that cost doesn’t significantly impact usage intentions. 
Both Anwar (2020) and Alrawi (2020) identified 
cost as a significant obstacle to implementation, 
especially in developing nations. Molina-Castillo 
(2020) and Dakduk (2020) found that learning 
costs are influenced by perceived functional value 
and facilitating conditions.Chopdar (2020) and Liu 
(2019) found that perceived value and incentives 
influence repurchase intention, while Khalifa (2012) 
highlighted the role of cost in moderating attitude and 
intention. Cost is not the only factor influencing the 
decision to adopt mobile commerce. Based on these 
findings, we propose that:
P5:  Perceived cost will moderate the relationship 
between intention and the acceptance mobile 
commerce.

3. Proposed Research Model
Previous research has shown that the quality of 
information, service, and system significantly 
influences consumers’ willingness to use mobile 
commerce. Various studies support this finding 
(Walker et al., 2023; Mehedintu&Soava, 2022; Wang 
& Choi, 2022; and Li et al., 2022). Therefore, the 
researchers proposed a model for mobile commerce 
adoption in Malaysia. The proposed model considers 
information quality, service quality, system quality, 
and intention as exogenous factors, perceived cost 
as a moderating variable, andadoption of mobile 
commerceas an endogenous variable. These external 
elements have a significant and favorable effect on 
the adoption of mobile commerce.
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4. theoretical Underpinning
4.1 Information System Success Model
The information system success model, introduced by 
DeLone and McLean (1992), evaluates the efficacy 
of information systems (IS) in mobile commerce. 
It consists of six constructs: individual impact, 
organizational impact, system quality, information 
quality, use, and user satisfaction. The model has 
been widely recognized and used in IS research, with 
studies in mobile commerce utilizing it, including 
those by Ivanova & Noh (2022), Nani & Lina (2022), 
Yoo (2020), Al-Naimat et al. (2020).The information 
system success model, introduced by DeLone and 
McLean (1992), evaluates the efficacy of information 
systems (IS) in mobile commerce. It consists of six 
constructs: individual impact, organizational impact, 
system quality, information quality, use, and user 
satisfaction. The model has been widely recognized 
and used in IS research, with studies in mobile 
commerce utilizing it, including those by Ivanova 
& Noh (2022), Nani & Lina (2022), Yoo (2020), Al-
Naimat et al. (2020), Ali & Ju (2019), and Njanga, 
Litondo&Omwansa (2016).This study aims to 
propose a research framework to explore the factors 
affectingthe adoption of m-commerce based on the 
DeLone and McLean updated IS success model, and 
selecting variables based on existing research on the 
model.

5. Proposed Research Methodology
This study recommends that future researchers collect 
data from all age groups engaging in mobile commerce 
transactions using smartphones, both online and 
offline. Due to its focus on mobile commerce users, 
caution is advised. The data should be thoroughly 
examined for missing data, outliers, and deviations 
from normalcy to prepare it for further analysis. 

Given that the study primarily centers around mobile 
commerce users, it is advisable to use extra caution. 
In addition, the researcher should thoroughly examine 
the data for any instances of missing data, outliers, 
and deviations from normalcy to adequately prepare 
it for subsequent analysis.
Reliability analysis is crucial for assessing scale 
consistency. Evaluating the data using exploratory 
factor analysis (EFA) helps identify underlying 
dimensions. Confirmatory factor analysis (CFA) 
validates the dimensions, ensuring instrument validity. 
The studies then analyze the causal relationship among 
the variables to determine their effect on the adoption 
of mobile commerce in Malaysia and determine the 
moderating effect of perceived cost between intention 
and adoption of mobile commerce.

6. Practical Implications
This study aims to improve our understanding of 
mobile commerce in Malaysia by addressing the 
obstacles and enhancing our understanding of how 
information, service, and system quality affect 
consumers’ intentions to engage. The main deficiency 
in existing literature is the lack of understanding about 
the influence of information, service, and system 
quality on mobile commerce intention. A conceptual 
model using the information system success model 
(ISSM) is proposed to bridge this gap.To boost 
mobile commerce adoption, companies should create 
user-friendly, consistently updated applications or 
websites. Designers should ensure these applications 
efficiently advise and serve clients without issues. The 
proposed paradigm aims to increase the adoption of 
mobile commerce among potential customers (Yoo, 
2023; Lucas et al., 2023). They should also focus 
on maintaining services and expanding commercial 
activities usingapplications or websites. To maintain 
a competitive edge, managers must enhance service 

Figure1. Proposed Research Model
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facilities and provide exceptional services to clients, 
as the quality of items and services significantly 
influences their decision to make additional purchases 
(Abdullah et al., 2022).
Managers should maintain the privacy of users’ 
financial information; this will help customers trust 
mobile commerce.Prioritizing the maintenance and 
growth of mobile commerce services, including 
enhancing user experience, and increasing commercial 
transactions, is crucial for businesses (Lucas et al., 
2023).Marketers should promote mobile commerce as 
a seamless continuation of other mobile applications 
like social media and phone calls. A state-of-the-art 
interface tailored to user preferences can improve 
information, system, and service quality. Mobile 
commerce data should be comprehensive, precise, 
and frequent. 

7. Conclusion
This paper explores the perception of mobile commerce 
by users, focusing on factors such as information 
quality, service quality, and system quality. It proposes 
a model for further research and empirical testing, 
aiming to help mobile commerce providers enhance 
their information, systems, services, and perceived 
cost to promote adoption. The paper emphasizes 
the importance of examining customers’ adoption 
of mobile commerce, considering factors such as 
information quality, system quality, service quality, 
perceived cost, and intention.
This study has limitations, including a lack of empirical 
evidence and not considering factors like usefulness, 
ease of use, privacy, security,or perceived trust. It 
also overlooks religious or cultural considerations. 
The paper advocates for a quantitative and empirical 
approach to improve mobile commerce providers and 
encourage positive consumer behavior in Malaysia. 
Future studies should investigate trust, privacy, and 
security concerns, as well as consumer attitudes 
toward mobile commerce. This study investigates 
whether addressing issues could improve Malaysian 
consumers’ acceptance of mobile commerce. Future 
research could explore the model’s applicability in 
new settings or compare information, system, and 
service quality, perceived cost, and intention impact 
on consumers’ adoptionof mobile commerce. Further 
empirical investigation is recommended due to its 
conceptual nature.
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