
www.ijcrt.org                                                         © 2018 IJCRT | Volume 6, Issue 3 July 2018 | ISSN: 2320-2882 

IJCRT1136163 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org 141 
 

The Rise Of Mobile Commerce: Trends, Drivers, 

And Future Prospects 

Yadunandan M C 

Assistant Professor 

Department of Commerce 

GFGC, Rajajinagar 

Bangalore -560 010 

 

Abstract 

Mobile commerce (m-commerce) has emerged as one of the most transformative developments in the 

digital economy. Enabled by the rapid penetration of smartphones, affordable internet services, and 

advanced digital payment ecosystems, m-commerce has significantly altered consumer behaviour and 

business strategies worldwide. This paper examines the evolution of mobile commerce, key drivers behind 

its growth, emerging trends, challenges, and future opportunities. It also highlights the economic and 

social impact of m-commerce across global and developing markets. 

Introduction 

The proliferation of mobile technologies has reshaped commerce by shifting transactions from traditional 

desktops and physical stores to handheld devices. Mobile commerce refers to the buying and selling of 

goods and services through mobile devices such as smartphones and tablets (Sorce, 2021). Over the last 

decade, global m-commerce has grown exponentially, capturing a major share of the e-commerce market. 

As of 2024, mobile commerce accounts for nearly 60% of global online sales, driven largely by rising 

smartphone penetration, digital payment innovations, and the widespread adoption of social media 

platforms as shopping channels (Statista, 2024). The convenience and accessibility afforded by mobile 

devices have made m-commerce a critical part of digital transformation strategies across industries. 

This paper explores the factors contributing to the rise of m-commerce, the technological trends shaping 

its future, and the challenges faced by consumers and businesses. 

Evolution of Mobile Commerce 

Mobile commerce first gained attention in the early 2000s with the introduction of basic mobile internet 

technologies. Early forms focused on SMS-based transactions and rudimentary mobile banking. However, 

the real growth began after the launch of smartphones and mobile applications in the late 2000s (Nguyen, 

2020). 

Key phases in m-commerce evolution include: 

2000–2007: Foundation Stage 

o WAP-enabled browsing 

o SMS-based ticketing and mobile banking 

o Limited user adoption due to poor connectivity 

2008–2014: Growth Stage 

o Rise of smartphones and app stores 

o Mobile-optimized websites 

o Digital wallets like PayPal Mobile 
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2015–Present: Expansion & Innovation Stage 

o UPI, mobile wallets, QR-code payments 

o Social commerce through Instagram, Facebook, TikTok 

o AI-driven personalization, location-based marketing 

Today, m-commerce has become a mainstream mode of shopping, especially in developing economies 

such as India, Indonesia, and Brazil, where smartphones often serve as the primary computing device. 

Drivers of the Growth in Mobile Commerce 

Smartphone Penetration 

Affordable smartphones have made mobile connectivity accessible to billions. According to GSMA 

(2023), more than 5.4 billion people worldwide use mobile internet. This widespread usage directly 

contributes to m-commerce growth. 

High-Speed Mobile Internet 

The introduction of 4G and 5G networks provides seamless browsing, real-time tracking, fast payments, 

and smooth multimedia experiences—all essential for m-commerce. Markets like India saw a dramatic 

rise in online shopping due to low-cost mobile data (TRAI, 2023). 

Advancements in Mobile Payments 

Secure payment gateways such as UPI, Google Pay, Apple Pay, Paytm, and Razorpay have enhanced 

consumer trust. The growth of contactless payments and biometric authentication has further 

accelerated adoption. 

Rise of Social Media and Influencer Marketing 

Social commerce—shopping via platforms like Instagram, Facebook Marketplace, and TikTok—has 

become a major m-commerce segment. Mobile-first platforms encourage impulse buying and seamless 

product discovery (Kemp, 2024). 

Convenience and Personalization 

Mobile apps offer user-friendly interfaces, AI-based recommendations, voice search, and one-click 

checkout. Consumers prefer mobile shopping due to convenience, faster processes, and personalized 

experiences. 

Trends Shaping the Future of Mobile Commerce 

Mobile Wallets and UPI Dominance 

Countries like India have seen massive adoption of UPI-based transactions, with mobile payments 

exceeding traditional card payments (NPCI, 2024). Mobile wallets increasingly serve as comprehensive 

financial platforms. 

AI and Machine Learning 

AI enhances mobile shopping through: 

 Personalized recommendations 

 Chatbots and virtual assistants 

 Predictive analytics 

 Fraud detection 
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Amazon, Flipkart, and Alibaba use AI-driven algorithms to optimize mobile shopping experiences (Li & 

Quan, 2022). 

Voice Commerce 

Voice assistants like Siri, Google Assistant, and Alexa enable users to order products using simple voice 

commands. Voice commerce is expected to exceed $30 billion by 2030 (Gartner, 2023). 

Augmented Reality (AR) Shopping 

AR technologies allow users to try products virtually—for example, seeing how furniture fits in a room 

or how cosmetics look on their skin. IKEA, Lenskart, and Nykaa have integrated AR features into their 

mobile apps. 

Progressive Web Apps (PWAs) 

PWAs combine the advantages of websites and mobile apps, offering: 

 Faster loading 

 Offline functionality 

 Push notifications 

They reduce the need for heavy app downloads, especially in low-storage devices. 

Quick Commerce (Q-Commerce) 

Platforms like Blinkit, Zepto, and Dunzo have popularized 10–20-minute deliveries—made possible by 

mobile-first ordering systems and hyperlocal logistics. 

Challenges of Mobile Commerce 

Security and Privacy Concerns 

Cybercrimes, phishing attacks, fake apps, and data breaches remain major issues. Users hesitate when 

sharing payment and personal details (Kaur & Singh, 2021). 

Digital Divide 

Despite growth, millions still lack access to smartphones or stable internet. Rural areas in developing 

economies face connectivity, affordability, and digital literacy challenges. 

App Fatigue 

Consumers experience “app fatigue” due to the large number of apps. Many prefer mobile websites or 

super-apps instead of downloading separate apps for each service. 

Technical Issues 

Slow loading, navigation difficulties, app crashes, and poor mobile optimization negatively impact user 

experience, encouraging consumers to switch to competitors. 

impact of Mobile Commerce 

Economic Impact 

 Boosts small businesses through mobile storefronts 

 Reduces operational costs for sellers 

 Strengthens digital payment ecosystems 

 Creates new jobs in logistics, digital marketing, and app development 
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In India, m-commerce has empowered MSMEs and local entrepreneurs to reach broader markets 

without investing heavily in physical infrastructure. 

Social Impact 

 Enhances consumer accessibility 

 Supports financial inclusion 

 Empowers rural and remote populations through digital services 

 Offers time-saving and convenient shopping options 

Mobile commerce has become a lifeline during emergencies, including the COVID-19 pandemic, when 

physical stores were inaccessible. 

Future Prospects 

Mobile commerce will continue to shape the global marketplace. Key areas of growth include: 

Super Apps 

Apps like Paytm, PhonePe, WeChat, and Grab aim to integrate multiple services—payments, shopping, 

travel, and food delivery—into one ecosystem. 

Drone Deliveries and Automation 

Advanced logistics using drones, automated warehouses, and autonomous vehicles will speed up 

deliveries and reduce operational costs. 

Metaverse Shopping 

Virtual stores within the metaverse, accessible through mobile devices, may redefine the future of 

immersive shopping. 

Blockchain-Based Payments 

Blockchain will enhance transparency and security in mobile transactions, especially for cross-border 

payments.Overall, the future of m-commerce appears robust, with innovation expected to accelerate the 

global shift toward mobile-first business models. 

Conclusion 

The rise of mobile commerce reflects the integration of technology, consumer behavior, and business 

innovation. As smartphones become more advanced and digital payment systems more secure, m-

commerce will continue expanding at high speed. While challenges such as security concerns, digital 

divides, and app fatigue persist, ongoing technological advancements and policy support will help 

overcome these barriers. Ultimately, mobile commerce is shaping a more connected, accessible, and 

efficient digital future. 
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