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A Study on the Influence of Mobile Commerce Characteristics
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Abstract This study was conducted to analyze the Influence of mobile commerce characteristics perception on
mobile shopping intentions. The result of this study showed that mobile commerce characteristics perceptions
have influence on mobile shopping intentions. The study also showed that the Influence of mobile commerce
characteristics perception on mobile shopping intentions was different between mobile shopping experience group
and none experience group. So the companies which is competing in the mobile commerce industry have to

plan the various strategical marketing programs for the mobile devices users.
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Fig. 1. Research model
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