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ABSTRAK 

 

 

Objektif kajian ini ialah menentukan kriteria penting dalam mengukur kegunaan persepsi 

perkhidmatan m-dagang.  Kajian kes ini dijalankan di UUM.  Analisis deskriptif, alpha, 

korelasi pearson dan regresi mudah telah digunakan untuk menganalisis data.  Keputusan 

menunjukkan privasi, keefisienan, kos, kemudahan and kepercayaan menunjukkan 

hubungan korelasi yang signifikan dengan kegunaan persepsi perkhidmatan m-dagang.  

Manakala, sekuriti tidak menunjukkan hubungan korelasi signifikan dengan kegunaan 

persepsi. 
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ABSTRACT 

 

 

The objective of this study is to identify the important criteria for measuring perceived 

usefulness of m-commerce services.  This study was conducted in UUM as a case study.  

Descriptive analysis, crobanch’s alpha, pearson correlation and linear regression were 

used for data analysis.  The results showed that privacy, efficiency, cost, convenience and 

trust are significantly correlated to the perceived usefulness of m-commerce services.  

However, security did not show significant correlation to perceived usefulness. 
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CHAPTER ONE 

 

 INTRODUCTION   
 

 

 

1.0  Background of the study 

Currently, mobile commerce (m-commerce) has become the latest trend to conduct 

business instead of electronic commerce (e-commerce) in the earlier time.  M-commerce 

is believed to have greater opportunities, faster access, more powerful, more effective and 

absolutely accessible anytime, anywhere for its users. 

 

 Different from e-commerce, m-commerce is conducted and connected wirelessly 

through the use of mobile devices.  This is the greatest advantage of m-commerce.  So, 

m-commerce can offer better ubiquity and accessibility to its users as compared to e-

commerce.  Definitely, m-commerce is argued to be truly able to provide higher levels of 

customization any time and anywhere (Khalifa & Shen, 2008). 

 

 M-commerce can be defined as the extension of e-commerce from wired to 

wireless computers and telecommunications and from fixed locations to anywhere 

anytime, and anyone (Keen & Mackintosh, 2001).  Meanwhile, Stafford and Gillenson 

(2003) argued that m-commerce is not always the classical e-commerce.  This is because 

e-commerce refers to the buying, selling of information, products and services via 

computer networks (Kalakota and Whinston, 1996).  However, m-commerce refers to the 

facilitation of enhanced information network access based on the wireless protocol, like 



The contents of 

the thesis is for 

internal user 

only 



 57

Reference 

 

Amin, H. (2007). An analysis of mobile credit card usage intentions. Information 

management & computer security, 15(4), 260-260. 

Cavana, R. Y., Delahaye, B. L., & Sekaran, U. (2001). Applied Business Research: 

Qualitative and Quantitative Methods. Singapore: John Wiley & Sons. 

Cooper, D. R., & Schindler, P. S. (2003). Business Researh Method. Singapore: 

McGraw-Hill. 

Davis, F. D., Bagozz, R. P., & Warshaw, P. R. (1989). User acceptance of computer 

technology: a comparison of two theoritical models. Management science, 35(8), 

982-1003. 

Goi, C. L. (2008). Review on the implementation of mobile commerce in Malaysia. 

Journal of Internet Banking and Commerce, 13(12). 

Hair, J. F., Money, A. H., Samouel, P., & Page, M. (2007). Research methods for 

business. Great Britain: John Wiley & Sons. 

Han, S., Harkke, V., Landor, P., & Mio, R. R. d. (2002). A foresight framework for 

understanding the future of mobile commerce. Journal of System & Information 

Technology, 6(2). 

Haque, A., & Raihan, N. (2004). Mobile Commerce: an evaluate customer perception for 

marketing strategy in Malaysia. 

Ho, S. Y., & Kwok, S. H. (2003). The attraction of personalized serivce for users in 

mobile commerce: an empirical study. ACM SIGecom Exchanges 3(4), 10-18. 

Khalifa, M., & Shen, K. N. (2008). Explaining the adoption of transactional B2C mobile 

commerce. Journal of Enterprise Information Management, 21(2), 110-124. 

Lee, T. M., & Jun, J. K. (2007). Contextual perceived value? Investigating the role of 

contextual marketing for customer relationship management in a mobile 

commerce context. Business process management journal, 13(6), 798-814. 

Liang, T.-P., Huang, C.-W., Yeh, Y.-H., & Lin, B. (2007). Adoption of mobile 

technology in business: a fit-viability model. Industrial management & data 

systems, 107(8), 154-169. 



 58

Markova, M., Aula, A., Vainio, T., Wigelius, H., & Kulju, M. (2007). MoBiS-Q- A tool 

for evaluating the success of mobile business services. Mobile ICT07 Singapore. 

May, P. (2001). Mobile Commerce: opportunities, applications and technologies of 

wireless business. USA: Cambridge University Press. 

McCloskey, D. W. (2006). The importance of ease of use, usefulness and trust to online 

consumers: an examination of the technology acceptance model with older 

consumers. Journal of Organizational and End User Computing, 18(3), 47-65. 

Misra, S., & Kilic, H. (2007). Measurement theory and validation criteria for software 

complexity measures. ACM SIGSOFT Engineering Notes, 32(2), 1-3. 

Panayiotou, C., & Samaras, G. (2004). mPERSONA: Personalized portals for the 

wireless user: an agent approach. Mobile networks and applications, 9, 663-677. 

Ryan, C., & Gonsalves, A. (2005). The effect of context and application type on mobile 

usability: an empirical study. the 28th Australasian Computer Science Conference, 

The University of Newcastle, Australia. 

Snowden, S., Spafford, J., Michaelides, R., & Hopkins, J. (2006). Technology acceptance 

and m-commerce in an operational environment. Journal of Enterprise 

Information Management, 19(5), 525-539. 

Stafford, T. F., & Gillenson, M. L. (2003). Mobile Commerce: what it is and what it 

could be. 

Tibenderana, P. K. G., & Ogao, P. J. (2008). Acceptance and use of electronic library 

services in Ugandan Universities. JCDL, 323-332. 

Turban, E., King, D., Lee, J., Warkentin, M., & Chung, H. M. (2002). Electronic 

commerce 2002: A managerial perspective. New Jersey, USA: Pearson Education. 

Wei, T. T., Marthandan, G., Chong, A. Y.-L., Ooi, K.-B., & Arumugam, S. (2009). What 

drives Malaysian m-commerce adoption? an empirical analysis. Industrial 

management & data systems, 109(3), 370-388. 

Wong, Y. K., & Hsu, C. J. (2006). A confidence-based framework for business-to-

consumer (B2C) mobile commerce adoption. 

 

 

 




