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Abstract 

 

Mobile commerce has experienced significant expansion, transforming how businesses and consumers engage in the 

digital marketplace. As technology continues to advance, M-commerce is gradually evolving into next-generation 

commerce, referred to as ultimate commerce. U-commerce envisions a highly interconnected commercial environment 

characterised by seamless connectivity, universal device compatibility, and personalised consumer experiences. This 

study explores the growth of M-commerce, its driving forces, the challenges it encounters and its transition towards 

U-commerce. U-commerce is built upon four core dimensions: ubiquity, uniqueness, universality and unison. Ubiquity 

enables commercial transactions anytime and anywhere, facilitated by mobile networks and cloud computing. 

Uniqueness focuses on delivering personalised, context-aware services by leveraging artificial intelligence and big 

data analytics. Universality ensures the seamless integration of various devices and platforms, providing a consistent 

user experience across digital ecosystems. Lastly, unison emphasises the synchronisation of digital services, fostering 

a harmonised and interconnected commercial framework. Despite its rapid development, M-commerce still faces 

several challenges, including security threats, data privacy concerns, technological fragmentation and regulatory 

hurdles. The transition towards U-commerce necessitates overcoming these barriers while embracing cutting-edge 

innovations such as 5G technology, the Internet of Things (IoT) and blockchain solutions. This study provides a 

comprehensive analysis of M-commerce’s evolution and its path toward U-commerce, offering strategic insights for 

businesses, policymakers and technology developers. By examining the opportunities and obstacles within M-

commerce, this research aims to shed light on the future of digital commerce, underscoring the need for a more 

intelligent, interconnected and consumer-centric commercial landscape. 
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1. INTRODUCTION 

 

Mobile commerce (M-commerce) has transformed the digital marketplace, reshaping interactions between businesses 

and consumers. The widespread adoption of smartphones, mobile applications and high-speed internet has fuelled the 

rapid growth of M-commerce, enabling seamless transactions across various sectors. This advancement has set the 

stage for the next generation of digital commerce—ultimate commerce (U-commerce), which envisions a seamlessly 

connected environment with universal device compatibility and highly personalised user experiences. 

U-commerce is defined by four key dimensions: ubiquity, uniqueness, universality and unison (Watson et al. 2002). 

These components create a commercial ecosystem where consumers can engage with services anytime, anywhere, 

across multiple platforms, with integrated and synchronized digital interactions. However, the transition from M-

commerce to U-commerce brings several challenges, including security risks, data privacy concerns and regulatory. 

The application of U-commerce constructs—ubiquity, uniqueness, universality and unison—marks a significant 

transformation in digital commerce.  

➢ Ubiquity ensures that products and services are available at any time and from any location, facilitated 

by advancements in mobile networks, cloud computing and continuous internet access. 

https://doi.org/10.59415/mjacs.321


 

 mLAC Journal for Arts, Commerce and Sciences (m-JACS) 
        Volume 4, No.2, June 2026 | ISSN: 2584-1920 (Online) 

 
 

2 | An official publication of Maharani Lakshmi Ammani College for Women   

 

➢ Uniqueness emphasises providing personalized, context-aware experiences, using AI, machine learning 

and big data to customize services according to individual preferences.  

➢ Universality focuses on integrating diverse devices and platforms, enabling seamless engagement in 

commerce across various touchpoints, from smartphones to wearables.  

➢ Unison aims to create a harmonized digital ecosystem, where all services and platforms work cohesively, 

delivering a smooth and consistent experience for consumers. By applying these constructs across sectors 

such as retail, finance and healthcare, businesses can transform their models, improve customer 

engagement, and drive the evolution of digital commerce. 

 

Major difference between E-commerce and M-commerce 

ORIGIN E-commerce M-commerce 

Sponsorship Government-sponsored Internet Private mobile phone industry 

Business entry cost Low High 

Customer access cost Free or Low-cost Internet High mobile service charges 

Customer base Highly educated computer users Less educated cell phone customers 

TECHNOLOGY   

Message transmission Packet-switched data transmission Circuit switched for streamlined voice 

communication 

Protocol  TCP/IP, HTTP, XML GSM, TDMA, CDMA, 5G 

Standardization Highly standardized Multiple incompatible standards 

Connectivity World wide Domestically 

Bandwidth High Low 

Identity URL with IP and domain name  Phone number 

Application development General Computer Application Device-specific applications 

SERVICES   

Service Range Global Regional 

Delivery destination PC in office connected to the 

Internet 

Person accompanied by a mobile 

device 

Transaction complexity Complete and complex 

transactions 

Simple transactions 

Target mobility Service to fixed target Service to a moving target 

Backend business connection Strong connection to backend 

business information systems 

Weak connection to backend business 

information systems 

Service classification B2C and B2B   Person to Person and P2S  

 

 

2. REVIEW OF LITERATURE 

• Jadhav P and Rathi D (2020). This study explores the impact of mobile commerce on consumer behaviour 

and business strategies, emphasizing mobile payment adoption and its implications for businesses. The 

research highlights the challenges in security and privacy, providing a comprehensive overview of M-

commerce’s growing significance in the digital economy. 

• MillerR and Garcia A (2020). This study reviews the development of omnichannel strategies in M-

commerce, exploring the integration of physical and digital shopping experiences. The authors analyse how 

businesses have leveraged mobile apps and social media to create seamless, multichannel customer 

engagement strategies, boosting customer loyalty and brand visibility. 

• Zhao Y and Chen L (2021). The authors discuss the rise of mobile commerce applications in emerging 

markets, focusing on consumer preferences and trust issues. They examine the evolving payment 

technologies and how mobile apps are reshaping e-commerce, with a particular focus on mobile payment 

solutions and the barriers to adoption in less-developed regions. 

• Wangz H and Li J (2021). The paper reviews the economic impact of mobile commerce in global markets, 

focusing on the changes in retail and service sectors. The authors evaluate the shifting dynamics of business 

models, particularly in the context of the COVID-19 pandemic and how M-commerce has adapted to meet 

new consumer demands. 
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• Kuma A and Singh (2022). This paper investigates the role of AI and machine learning in enhancing the 

customer experience in M-commerce. The authors highlight how personalized shopping experiences and 

predictive analytics are improving sales, and the challenges faced by businesses in implementing such 

advanced technologies within mobile commerce platforms. 

• Nguyen T and Tran V (2022). This study reviews the influence of mobile commerce on consumer 

purchasing behaviour in Southeast Asia. The authors analyse factors such as convenience, mobile payment 

preferences and security concerns, offering insights into the unique challenges and opportunities for M-

commerce in rapidly growing economies. 

• Taylor P and Baker T (2023). This research paper explores the technological advancements that are driving 

the expansion of M-commerce, including 5G networks, mobile security innovations, and blockchain. The 

authors discuss the future of secure transactions and the integration of cryptocurrencies, offering a forward-

looking perspective on mobile payment systems in digital commerce. 

• Chang K and Park H (2023). This paper investigates the challenges of mobile commerce in terms of 

platform interoperability and integration. The authors explore the difficulties businesses face when 

combining multiple mobile devices, operating systems and payment gateways and the strategies to overcome 

these challenges for a seamless mobile shopping experience. 

• Smith A and Patel S (2024). The authors examine the challenges faced by businesses in securing mobile 

transactions and consumer data in M-commerce. The study highlights the importance of accepting 

progressive encryption techniques and multi-factor substantiation methods to build trust and ensure the safety 

of consumer transactions in an increasingly digital world. 

• Harrison D and Lee J (2025). This paper explores the intersection of artificial intelligence (AI) and M-

commerce, focusing on how AI-powered chatbots and recommendation systems are improving customer 

service and sales. The authors discuss the potential of AI to personalize shopping experiences and enhance 

customer engagement across mobile platforms. 

 

3. RESEARCH GAP 

Despite the considerable growth of mobile commerce (M-commerce), several research gaps persist. There is a lack of 

in-depth analysis on how emerging technologies like AI, blockchain and 5G will impact user experiences and reshape 

business models. Additionally, there is insufficient research on how to implement U-commerce constructs—ubiquity, 

uniqueness, universality and unison—across different industries. The influence of cultural, social, and economic 

factors on mobile consumer behaviour, especially in emerging markets, has yet to be fully explored. Moreover, 

challenges related to data privacy, security and regulatory issues in cross-border M-commerce transactions warrant 

further investigation. 

Statement of the problem 

In the digital era, mobile commerce has appeared as a dominant force, reforming how businesses and 

consumers interact. However, despite its rapid growth, significant challenges remain in fully leveraging its potential. 

Issues such as technological fragmentation, security concerns, data privacy and the integration of emerging 

technologies like AI, blockchain, and 5G hinder the seamless evolution of M-commerce. Additionally, the transition 

to ultimate commerce (U-commerce), which promises a more interconnected and personalized experience, faces 

barriers in implementation across industries. Understanding these challenges and their impact on user behaviour, 

especially in emerging markets, remains an ongoing research problem. 

Objectives 

• To analyse the impact of emerging technologies such as AI, blockchain, and 5G on the evolution of mobile 

commerce (M-commerce) and their effects on user experiences and business models within the digital 

economy. 

• To investigate the conceptual application of U-commerce constructs—ubiquity, uniqueness, universality, and 

unison—and their potential integration across industries, exploring their influence on digital commerce 

frameworks. 

• To examine how cultural, social and economic factors shape mobile consumer behaviour, particularly in 

emerging markets and assess their role in influencing the future direction of M-commerce. 

 

4. RESEARCH METHODOLOGY 

Sources of Data 

Secondary Data would be collected by Books, Journals, articles, magazines and company websites. 
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 Research Design  

The researcher followed the Conceptual and descriptive research method.  

Artificial Intelligence (AI): AI enables M-commerce platforms to offer personalized and context-driven experiences 

by analysing user data, behaviours and preferences. It allows businesses to enhance customer service through chatbots, 

predictive analytics and recommendation engines. AI also optimizes supply chains and improves decision-making 

processes, providing more efficient, targeted marketing strategies (Liu C et al. 2020). 

Blockchain: Blockchain technology is transforming M-commerce by enhancing security and transparency in 

transactions. Through decentralized ledgers, it reduces fraud, increases trust between buyers and sellers, and ensures 

the integrity of payment systems. Blockchain’s ability to provide secure, efficient cross-border payments will be a 

game changer in global M-commerce expansion. 

5G Networks: The introduction of 5G will significantly impact M-commerce by providing faster data speeds, lower 

latency and more reliable connectivity. This will enable seamless mobile experiences, such as real-time payments, 

augmented reality (AR) shopping and high-quality video interactions. Businesses will be able to deliver richer, more 

dynamic content and services, enhancing user engagement and satisfaction. 

Challenges in M-Commerce Expansion: 

▪ Security and Privacy Risks: As mobile transactions grow, ensuring data security becomes crucial. 

Consumers are concerned about breaches and cyber threats and businesses must enhance encryption and 

adopt stringent data protection measures to maintain trust (Zhou, T. 2011).  

▪ Fragmented Technology Landscape: The diverse range of devices, operating systems, and platforms 

creates compatibility issues, limiting the ability to offer a seamless user experience and integrated services 

across various technologies. (Shankar, V& Balasubramanian S. 2009). 

▪ Regulatory Compliance Issues: M-commerce businesses face challenges in adhering to different data 

privacy laws and regulations, such as GDPR, across various countries. This complexity increases operational 

costs and hinders global market expansion (Kshetri, N. 2014). 

▪ Limited Payment Infrastructure: In some regions, mobile payment systems face adoption barriers due to 

lack of infrastructure, limited payment options, and high transaction fees, restricting the widespread use of 

M-commerce (Mallat N. 2007). 

▪ Consumer Trust: Many consumers remain cautious about the security and reliability of mobile commerce 

platforms. Overcoming scepticism and building trust remains a significant challenge for M-commerce 

companies. (Shin, D. H. 2010). 

▪ Integration of New Technologies: While AI, blockchain, and 5G offer transformative potential, integrating 

these technologies into existing M-commerce systems involves high costs, technological challenges, and 

operational hurdles. 

▪ Digital Divide: Access to mobile devices and reliable internet varies significantly across regions, especially 

in developing markets. Bridging the digital divide is essential for ensuring that M-commerce can expand 

inclusively. 

▪ Maintaining Consistent User Experience: Delivering a seamless, personalized, and consistent experience 

across multiple devices and platforms is a complex challenge as consumer expectations for digital commerce 

rise. 

Cultural Factors: Cultural values and traditions shape consumer behaviour in areas such as communication 

preferences, payment methods and trust in technology. While some cultures quickly adopt mobile payments due to 

familiarity with technology, others may remain sceptical about digital transactions. Social norms and customs, such 

as preferences for in-person shopping, also influence mobile commerce adoption 

Social Factors: Social influences, such as peer recommendations, social media trends and family dynamics, greatly 

impact mobile consumer behaviour. In many emerging markets, the adoption of mobile technology is driven by social 

connections and peer influence. Social media platforms play a pivotal role in consumer decisions, often integrating 

mobile commerce for easy sharing, reviews and purchases. These factors can enhance brand loyalty or influence shifts 

in consumer behaviour based on prevailing trends. 

Economic Factors: Economic conditions in emerging markets, including income levels, disposable income and 

access to mobile technology, directly affect M-commerce usage. Consumers in lower-income areas may be more 

price-sensitive, influencing their purchase choices and the types of products or services they engage with via mobile 

platforms. Additionally, the availability of affordable smartphones, internet access and mobile payment options 

significantly shapes M-commerce development. 

Results: 
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1. Emerging technologies like AI and blockchain are revolutionising M-commerce by enhancing 

personalisation and transaction security. 

2. Mobile consumers in emerging markets are highly influenced by social media trends and peer 

recommendations.  

3. Mobile payment adoption is faster in cultures with high trust in technology but slower in markets with 

scepticism about digital transactions.  

4. The digital divide in some emerging markets limits access to mobile commerce.  

5. Cultural preferences for face-to-face transactions can hinder M-commerce growth in certain regions.  

6. Economic factors, such as income levels and mobile affordability, strongly impact M-commerce adoption in 

emerging markets.  

7. 5G technology will enhance mobile commerce by providing faster data speeds and more reliable connections.  

8. Consumers’ willingness to adopt new technologies in M-commerce is heavily inclined by social and 

economic factors, such as income and education levels. market to increase adoption rates. 

9. Blockchain can improve transparency in cross-border transactions, a critical issue in global M-commerce.  

 

5. DISCUSSIONS 

1. Businesses should invest in AI and blockchain technologies to deliver personalised user experiences and 

ensure secure, transparent transactions. 

2. In markets with scepticism, businesses should educate consumers about the benefits of mobile payments and 

ensure robust security measures are in place. 

3. Companies should focus on offering affordable mobile devices and internet solutions to bridge the digital 

divide and expand market reach. 

4. Businesses should incorporate hybrid models that blend physical and digital shopping experiences to appeal 

to consumers ‘preferences. 

5. Develop cost-effective mobile solutions and payment plans to cater to lower-income consumers and drive 

M-commerce adoption. 

6. Businesses should prepare for the rollout of 5G by optimising mobile platforms for faster and more immersive 

user experiences. 

7. Tailor M-commerce strategies to the specific economic and educational demographics. 

8. Invest in data analytics and AI to offer more personalised and relevant experiences to users, boosting retention 

and engagement. 

9. Implement blockchain solutions for international transactions to reduce fraud and improve trust in cross-

border M-commerce. 

  

6. CONCLUSIONS 

M-commerce has revolutionised the digital economy, reshaping business-consumer interactions. Emerging 

technologies like AI, blockchain and 5G enhance personalisation, security and transaction efficiency, driving the shift 

toward U-commerce. However, challenges such as data privacy, cybersecurity risks and regulatory issues persist. 

Additionally, cultural, social and economic factors influence consumer behaviour, especially in emerging markets. 

Understanding these dynamics is essential for businesses to tailor strategies effectively. By adopting innovative 

solutions, strengthening security and leveraging AI-driven insights, M-commerce can overcome challenges and evolve 

into a more inclusive, efficient and consumer-centric digital commerce ecosystem in an increasingly connected world 
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