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Abstract

The main objective of this paper is to review the M-Commerce in Malaysia. Moreover, to
review further the main intention of using M-Commerce among Malaysians and also the
challenges faced in the use and adoption of M-commerce. It is clear that with the
implementation and development, as well as users’ acceptance and satisfaction, M-
Commerce is growing rapidly in Malaysia. M-Commerce growth can be viewed from
several perspectives: Involvement of more mobile network operators, almost all

commercial banks offer M-Commerce services and the increase in market size from year


mailto:goi.chai.lee@curtin.edu.my

JIBC November 2016, Vol. 21, No.S5 -2-

by year. However, there are several challenges that need to be addressed, especially the

level of security, the improvement of technology and the level of consumer satisfaction.
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© Chai-Lee Goi, 2016

INTRODUCTION

Mobile commerce (M-Commerce) refers to the pairing of mobiles devices that is conducted
using a mobile terminal and a wireless access network [1] with commercial transaction [2]
and other usage activities, especially content delivery, transactions, location-based
services, and entertainment activities [3]. The released of first smartphone in 1999 [4] and
widely use of the smart phones has further boosted the M-Commerce. Between 2013 and
2017, overall mobile phone penetration rate will increase from 61.1% to 69.4%. The use of
smartphone alone surpassed 1 billion in 2012 and increased to 1.75 billion in 2014 [5].
50.3% of E-Commerce traffic is from mobile phones compared with only 49.7% from
computers [6]. M-Commerce sales in 2014 totalled $204 billion and it is expected to reach
as much as $ 626 billion in 2018 [7]. A research carried out related to mobile commerce in
Australia shows that there are 10 major items frequently purchased. Clothing, shoes,
accessories, books and gifts are the most popular purchased using mobile phones.

Besides that, financial products and financial services are also increasingly popular [8].

M-COMMERCE IN MALAYSIA

The development of M-Commerce in Malaysia is in line with the growth of mobile network
operators. It has grown from three major players and has increased to 20 mobile network
operators (Table 1). Three major mobile network providers in Malaysia are Celcom (13.4
million), Maxis (12.4 Million) and Digi (10.9 Million) [9]. Overall, the total active mobile
subscribers in Malaysia are 41,324,700 and the mobile penetration rate is high, which is

139%. The majority of customers are using prepaid services compared to postpaid
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services [10].

Table 1: Mobile Network Operators in Malaysia.

S.No | Mobile Network
Operators

1. ALTEL

2. Buzz me

3. Celcom

4. Clixster

5. DiGi

6. FRIENDi Mobile

7. Maxis

8. Merchantrade

9. MY Evolution

10. P1

11. Redone

12. Smart Pinoy

13. SpeakOut Wireless

14. ™

15. Telin Malaysia

16. Tron

17. TuneTalk

18. U Mobile

19. XOX COM

20. Yes 4G

Before 2013, there has been a speculation regarding the trend of M-commerce in
Malaysia. From the marketers’ perspective, these trends are more to deliver a personal
touch, curate the commerce and also to integrate the business with M-Commerce. Even,

the rise of affiliate services and marketplaces help marketers to promote their products
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and consumers are lured by many marketing strategies using M-Commerce. Overall,

consumers see M-Commerce as a tool to help them to shop and pay. While marketers see

this trend as new opportunity and need to capitalize on this emerging trend [10].

The introduction of mobile banking has also boosted the implementation and development
of mobile commerce. Maybank was the first financial institution in Malaysia to introduce M-
banking services in 2002 through the SMS services. Maybank was moving a step further in
2006 to introduce M2U mobile and M2UMap in 2009 [11]. Overall, there are eight local

financial institutions and five foreign financial institutions offering mobile banking in

Malaysia (Table 2) [12].

Table 2: List of Banks Offering Mobile Banking Services.

S. No Bank Status
Al Rajhi Banking & Investment Corporation

1. (Malaysia) Berhad Foreign bank
2. AmBank (M) Berhad Local bank
3. Bank Islam Malaysia Berhad Local bank
4, Bank Simpanan Nasional Local bank
5. CIMB Bank Berhad Local bank
6. Citibank Berhad Foreign bank
7. Hong Leong Bank Berhad Local bank
8. HSBC Bank Malaysia Berhad Foreign bank
9. Malayan Banking Berhad (Maybank) Local bank
10. OCBC Bank (Malaysia) Berhad Foreign bank
11. Public Bank Berhad Local bank
12. RHB Bank Berhad Local bank
13. Standard Chartered Bank Malaysia Berhad Foreign bank

Source: Bank Negara Malaysia [12]
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M-Commerce market size has been increased to RM467 million in 2011 [13], compared to
2010 was only RM101 million. This shows the explosive growth of 370%. If compared with
the traditional E-commerce, the growth in 2011 only increased by 9% [14]. The use of
mobile phones mainly focused more on three main activities, which are SMS, voice calls
and social networks [15]. The most popular categories of items purchased using the
mobile phone is electrical goods. This is followed by items such as fashion and
accessories, food and beverage, health and beauty, and finally home products (Table 3)
[16].

Table 3: Smartphone Usage.

S. No Smartphone usage | Percentage

1 SMS 91%

2 Voice calls 67%

3 Browse internet 71%

4. Emails 53%

5 Apps usage 54%

6 Instant message 48%

7 Social network 69%

8. Video clips 40%
Source: Wong [16]

CONSUMER'’S INTENTION TO USE M-COMMERCE

One of the major factors which will affect the user's intention to use M-Commerce is
motivation. Chong [3] highlights that motivation includes intrinsic (examples perceived

ease of use and perceived enjoyment) and extrinsic (example perceived usefulness).

According to Levesque et al. [17] ‘intrinsic motivation is the most self-determined, or
autonomous, form of motivation” and “extrinsic motivation refers to the forms of regulation
that underlie activities that are performed as a means to an end”. From the literature

review was conducted, it is clearly that the most popular factor is related to perceived ease
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of use (examples Wei et al.; Yap et al. [18]; Noordin et al. [19]; Saifullah et al. [20]; Chong
et al. [21]; Chan et al. [22]; Chong [23]; Chong [24]. This is followed by perceived
usefulness (examples Wei et al.; Yap et al. [18]; Noordin et al. [19]; Saifullah et al. [21];
Chong et al. [21]; Chan et al. [22]; Chong [3]; Chong [24], social influence (examples Wei
et al.; Yap et al. [18]; Noordin et al. [19]; Saifullah et al. [20]; Chong et al. [21]; Chan et al.
[22]; Chong [3]; Chong [24], perceived trust (examples Wei et al.; Noordin et al. [19];
Sreenivasan et al. [24]; Saifullah Sadi et al. [20]; Chong et al. [21]; Chong [3] and
perceived cost (examples Muthaiyah [25]; Wei et al.; Yap et al. [18]; Chong et al. [21].

According to Chong et al. [21], Chong [3] and Chong [23], demographic profiles such as
education, age and gender also strongly influence the user's intention to use M-

Commerce. Overall, all factors can be found in the Table 4.

Table 4: Intention to Use M-Commerce in Malaysia.

Reference Variable 1

Perceived usefulness

Perceived ease of use

X| X| X| w
X| X| X| o
x
x

Social influence

X| X| X| X| »
X| X| X| X| o

Perceived trust

X X| X| X| XN
x| X| X| X

Perceived cost X

Diffusion of innovations X

Services/Contents provided by mobile | X X

service provider

Interoperability of standards X

Attitude toward using M-Commerce X | X X

Perceived Behavioural Control X X

Privacy X

Purchasing power X

Location-based services X

Perceived security risk X
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Perceived enjoyment XX X
Transaction X
Entertainment X
Variety of services X
Trialability X
Demographic profiles X X| X
Personal innovativeness X
Perceived value X
Source: Muthaiyah (2004), Wei et al (2009), Yap and Hii (2009), Noordin and
Saifullah Sadi (2010), Sreenivasan and Mohd Noor (2010), Saifullah Sadi and
Noordin (2011), Chong et al (2012), Chan and Chong (2013), Chong (2013a),
Chong (2013b)

CHALLENGES

The industry players have been expecting the popularity of M-Commerce in Malaysia since
mid-2005 [26]. However, there are several challenges that need to be overcome for the

use of M-Commerce.

M-payment gateways still do not fully provide an interface that can be customized to suit
the apps user interface and also user experience. Secondly, related to M-payment, users
are fully concerned about the level of security, plus the complexity of making payments via

M-payment [26].

The use of M-payment only covers 0.3% of the total payment. It shows consumers feel
less need for this service. The majority of Malaysians have a common bank account and
easier to make payments online compared with M-payments. This is followed by more
than eight million Malaysians have a credit card. Another factor that will discourage users
to use M-Commerce will be there is no major mobile operator enjoys a monopoly of the
sector. Another factor that discourages m-payments in the Malaysia is that none of the

major mobile operators enjoy a monopoly of the sector. To increase the reliability and the
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use of M-payment among consumers, the government has already launched two major
projects under the Digital Malaysia initiative in 2012, which is to develop a trusted mobile

digital wallet system and e-payment services [27].

Finally, satisfaction, as well as user experience is one of the challenges to be overcome.
Apart from the level of security of M-payment, another important aspect is technology of
mobile phone. McLachlan [28] provides the tips of the iceberg though and key problems

that need to be concerned [29].

e The quality of the web site performance. The coming in web site should not more
than 2Mb for the initial page load and many hundreds of kilobytes for subsequent
pages.

e The design of the web site must afford the conversion action for the mobile use.

e The mobile is not just about phone, but it is also about tablet too.
CONCLUSION

Development of M-Commerce in Malaysia is growing rapidly with the increasing number of
mobile network operators. Maybank was the first commercial bank offering M-Commerce
services in Malaysia. The implementation of M-Commerce keeps booming in Malaysia
when most of the commercial banks in Malaysia also offer this service. Overall, the market
size of M-Commerce in Malaysia is growing rapidly. It can be seen from the increased
market size of RM101 million in 2010 to RM457 million in 2011. While the intention to use
M-Commerce is increasing among consumers, there are several challenges that need to
be overcome and need to be addressed, such as security issues, improving the efficiency

of technology and user satisfaction.
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