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Abstract: This paper examines the critical success factors of mobile commerce (m-commerce) usage 
in higher learning institution in Malaysia. The results will provide insight on how university and other 
organization of similar structure could improve upon their technology usage. This study is perhaps one 
of the first to investigate critical success factors of mobile commerce usage among postgraduate 
students in Malaysia’s higher learning institution. 
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Background of Study: 
 In Malaysia mobile subscribers has grown a long way from 21.8 mobile phones per 100 inhabitants in 2000 
to a whopping 110.6 mobile phones per 100 inhabitants in the 3Q of 2010 (MCMC, 2010). Total number of 
mobile phone subscribers is 33.9 million or 119.2 percent by the end of 2010 (MCMC, C&M Statistics 1Q 
2011). Worldwide sales for mobile devices totaled 440.5 million units at 3Q2011, 5.6 percent higher during the 
same period last year (Gartner, 2011). From the total, smart phones sales totaled 115 million units, 42 percent 
higher than 3Q2010 and 26 percent of total number of mobile phones purchased. In Malaysia, wireless 
broadband subscribers totaled 4.9 million subscribers; 2.1 million mobile wireless broadband and 601,700 3G 
subscribers (MCMC 2011). Interest for mobile broadband was fueled by attractive promotions pricing for high-
end mobile phones and other mobile multimedia devices with postpaid services. Correspondingly, data traffic 
grew 51 percent from 68Gbps in 2006 to 234Gbps in 2009 (Frost & Sullivan 2010). In the recent info-sharing 
seminar by Gartner, a market research leader stipulated that by the year 2013, global telecommunications 
revenue would have grown at a CAGR of 6.3 percent to reach USD4.9 trillion while internet subscribers using 
dial-ups will be reduced by 75 percent. Gartner also predicted that by 2015, 50 percent of web sales for 
companies would be via social presence and mobile applications. This also corresponds with Frost & Sullivan 
which also predicted that mobile broadband adoption among Asia Pacific users is on a rise, as shown below (see 
Table 1):  
 
Table 1: Mobile Broadband Adoption in Asia Pacific. 

Year 2010 2011 2012 2013 2014 
No. of Subscribers (Million) 12 15 16 17.5 17.5 

 

 The Performance Management & Delivery Unit (PEMANDU), a unit under the Malaysian Prime Minister’s 
Department, identified broadband to be key growth driver for ICT in Malaysia. Ubiquitous broadband is 
expected to bring a Growth National Income of RM2.1 billion and create 7,155 jobs by 2020. Malaysian mobile 
users might have already hit a 100 percent penetration rate; however, the trend seems to still show growth in 
subscriptions. In tandem to this growth, the usability for mobile services will also grow, including mobile 
commerce applications.   
 Based on a study on mobile value added services carry out by Nokia, the second largest mobile phone 
manufacturer after Apple (Andy, 2010), the primary target markets for mobile commerce consumer services are 
students from the age range of 19 to 25 years (Chen Hu et al, 2005). This indicates that students are the largest 
mobile users as illustrated in Netherlands where all youths from the age of 19 to 22 years young adults owns a 
mobile phone (Wentzel et al, 2005). This phenomenon is most likely due to their nature that they are typically 
more interested in innovation such mobile commerce technology (Morcilio, 2007). Young adults are also most 
likely to be early adopters for mobile commerce (Kini, 2009). Ng et al (2010) also mentioned that apart from 
being early adopters to new technologies, young consumers are technology savvy and always willing to try new 
things (Ng et al., 2010). According to the study made among the high school and tertiary students in Malaysia, it 
is found out that students rely on mobile phones to connect with friends and family (Ng et. al., 2010). This also 
were proven by a study made by Cyril de Run where it indicate that internet is becoming the preferred pass time 
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and leading form of communication for students and educated youth (Cyril de Run et al, 2010). Despite the 
obvious correlation and benefits between students and mobile communications for education, both mobile and 
internet are rarely used for educational purposes (Wentzel et al., 2005). A study found out that transaction 
based, location based and content delivery in mobile applications were less significant among the high school 
and tertiary students. This is perhaps due to the fact that income source for these groups are limited and mostly 
dependent on their parents. (Ng et al., 2010). 
 Postgraduate students, on the other hands, paint a different picture altogether: seeing that this group has 
larger dispensable income which enables them to have higher degree of commitment on any mobile commerce 
activities and applications. A study has indicated that students with higher mobile services expenditure 
recognize the importance of other more extensive web-related services such as web browsing (Ng et. al, 2010). 
Again, it must be noted that this study was made among high school and tertiary students where the income of 
the subjects are limited. From a university student perspective, respondents agreed that mobile technologies are 
perceived as an effective tool in improving communication as well as learning. They supported the idea that the 
wireless networks augment the flexibility of access to learning resources (Fahad, 2009, Kim et al., 2006). The 
study, however were focused on full time university students where they do not have fixed income to cope with 
better mobile application and facilities (Harris et al., 2005). Many universities have mitigated the adoption rate 
for wireless technology among the university communities by providing wireless infrastructure around campus 
plus the communication and transaction of academic information are done through Personal Digital Assistance 
(PDA) and mobile phones (via Short Messaging System & Multimedia Messaging Services) as part of the 
learning processes from students to lecturers (Kim et al 2006). The study by Kim et al focused on the 
implementation of the technologies and not the adoption of the technology by the student itself. On the other 
hand, the study of academic communities’ behavior on mobile device ownership, preferences, and activities 
indicate that ownership and use of mobile device has not quite achieved a tipping point of mass adoption. (Hu & 
Allison, 2010) 
 The other factor that is looked into is the perceived usefulness of mobile commerce applications where it 
promotes convenience via its transactional mobile commerce applications. Mobile commerce allows devices to 
conduct electronic business transactions such as purchasing or ordering of products, fund transfers and stock 
trading (Kalakota and Robinson, 2002). Transactional mobile commerce includes mobile-banking or booking 
applications for transportations, hotels and others. These are useful for postgraduate students who might not 
have the time to conduct daily errands as above. However, Tao Zhou (2010) noted that for this transactional 
mobile commerce to work successfully, system quality and information quality are the main qualifying factors 
for the success of mobile website adoption. Mobile communications devices has evolved from becoming just a 
means for communicating via telephony and text messages into a fully fledged communications medium that 
even allows for transactional operations such as banking, hotel, flight or cinema bookings. However the rapid 
development of technology has brought new meaning to the mobility device (Gered, 2011). There is now very 
little distinction between mobile device and desktop Personal Computer (PC) (Woddrock, 2006). The rapid 
technology development for devices, platform and network can render any studies on mobile commerce 
irrelevant (O’Donnell, 2007). Thus current study on mobile commerce with the existence of high technological 
device is important to justify relevancy of past studies on mobile commerce. 
 At the moment, studies on mobile commerce among various group of students from high school and tertiary 
students (Ng et al, 2010); undergraduate students (Kini, 2009) and graduate students (Hu & Allison, 2010) have 
been done. All of the studies provide different results due to the demographic characteristic of the test group. On 
the other hand, there are minimal studies done on the correlation of postgraduate students and mobile commerce 
adoption. Postgraduate students are both a student and working adult; which makes it an interesting 
juxtaposition. Thus, this study, which will focus on different type of population that is the postgraduate students, 
will definitely return with dissimilar and fascinating results compared to previous studies on mobile commerce. 
Various study have indicated that dispensable income possessed by students are the factors that determine the 
mobile commerce adoption among students (Hu & Allison, 2010; Harris et al, 2005; Ng et al, 2010). They 
indicated that the larger the dispensable income, the more likely that the students will use mobile commerce due 
to cost issues. Consider the scenario of a postgraduate student with a higher dispensable income than that of a 
full time student. As such, it can be argued that the adoption of mobile commerce among postgraduate student is 
high but this is still yet to be proven. This knowledge of understanding is very crucial to improve the mobile 
commerce adoption rate not only for student but for general consumers in Malaysia.  
 While the mobile and smart phone adoption in Malaysia flourishes, there is still very little adoption for 
mobile-application (Business Times, May 2010). Existing internet banking users are usually the early adopters 
for mobile banking. In principle, mobile commerce applications such as mobile banking and other transactional 
services were developed to provide convenience to the customers who have neither the luxury of time nor 
accessibility to conduct these transactions. A postgraduate student is perceived to be a mature, working adult 
whom therefore have the means and power to adopt and use mobile commerce application. Having had to work 
and study at the same time, mobile commerce applications is a convenience to the postgraduate student 
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considering transactional mobile commerce such as mobile-banking and tickets booking would save time and 
efforts for the said student. However, the success of mobile application is basically reliant on various factors; 
costs, mobile interface and quality of telecommunications services, amongst other factors. There had been some 
studies conducted to find the correlation between mobile commerce use and adoption and students (Ng et. al, 
2010; Fahad, 2009; Hu & Allison, 2010). However, there is minimal research conducted on the correlation and 
the perceived attributes that postgraduate students look into when adopting into mobile application. This 
description, nevertheless, has not been discussed beforehand, and thus, it creates gaps in knowledge. Based on 
these grounds the current study is conducted to address the following research questions: 
1. Does perceived usefulness is a predictor of intention to use m-commerce 
2. Does perceived ease of use is a predictor of intention to use m-commerce 
3. Does perceived trust is a predictor of intention to use m-commerce 
4. Does perceived cost is a predictor of intention to use m-commerce 
5. Does intention to use m-commerce is a predictor of actual usage of m-commerce 
  
 This study attempts to answer the research questions through the development of a research framework 
after investigating prior literatures in this context. The next section presents the literature and propositions are 
then formulated to be tested in this study. 
 
Review of Literature: 
Definition of Mobile Commerce: 
 There are many types of business technologies available on the information communications technology 
platform for the world market today such as social media, cloud computing, business intelligence and others. 
Current development of social media networks, e-commerce and most recently, mobile commerce is providing 
to be a strong contender against traditional physical shops. Before going further into mobile commerce, it is 
better to understand what mobile commerce really is in terms of definition and its features. Both e-commerce 
and mobile commerce have similarities in term of the commercialisation aspect (that is it an electronic business 
transaction process) but differs in terms of mobility capability platform. Mobile commerce is really, the 
extension of and the evolution of e-commerce. Thus, some definition may define both e-commerce and mobile 
commerce; especially on its features. There are various definitions of mobile commerce. A simple definition 
would be the conduct of business with the support of wireless technology (Sugianto, 2008). More detailed 
definition is stated in the research paper on mobile commerce from the Department of Justice, Australia, which 
translated mobile commerce to literally mean using handheld wireless devices to communicate, interact, and 
transact via high-speed connection to the Internet (Consumer Affairs Victoria, Department of Justice, 2002). 
Both definitions indicates that mobile commerce is about the conduct of doing business (communicates, interact 
and transact) via a mobile wireless device. However, the Organisation de Coopération et de Développement 
Économiques (ODEC) in 2008 defined mobile commerce as a commercial transaction and communication 
activities conducted through wireless communication services and networks by means of short message services 
(“SMS”), multimedia messaging service (“MMS”), or the Internet, using small, handheld mobile devices that 
typically have been used for telephonic communications. The definition above detailed out the mobile type 
transactions available, that is, SMS or MMS. However, technology has evolved in leaps and bounds since then 
and mobile commerce transactions are not just limited to SMS and MMS but also via other interactive 
applications such as mobile games; mobile banking operations such as paying bills and transferring of funds; 
and bookings of flights, hotels or movie tickets.  
 In addition, current mobile devices are no longer restricted to only telephonic services. There are also 
mobile devices that are able to connect using only on wireless internet services such as iPad or tablet PCs such 
as HTC sense (Gered 2011). As defined by Grosche & Knospe (2007), mobile commerce is an activity using 
mobile device for business transactions performed over a mobile telecommunication network, possibly 
involving the transfer of monitory value.  Tiwari et al. (2008) argued that mobile commerce definitions that 
emphasis on monetary value are inappropriate because its neglects the commercial nature of marketing 
measures and after sales service. They also argued that the definition also lacks the physical outcome of a 
product as wireless technology in the definition solely focused on electronic transaction. The argument 
continued by stipulating that some electronic business transactions does not incur any costs; a clear example 
would be the free downloadable applications such as certain downloading free games or e-books. Another 
example would be the free downloadable applications from the smart phones like a Samsung Galaxy tablet or 
the HTC smart telephones. This is part of a marketing strategy to attract more people to buy and use the devices 
where hundreds of applications are made available to be used at will. Thus by combining all of the important 
aspect of mobile commerce definition, Tiwari et al. (2008) derived a new definition of mobile commerce as any 
transactions involving the transfer of ownership or rights to use goods and services, which is initiated and/or 
completed by using mobiles access to computer-mediated networks with the help of mobile devices.  
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Mobile Device: 
 The definition above did not provide a clear definition of a mobile device. The emerging trends available on 
new technologies allows for the difference between mobile devices and a personal computer (PC) almost 
negligent. Both mobile and PC capabilities are becoming similar. This can be clearly seen by the intensive 
innovation of smartphones and tablets. For example Samsung Galaxy SII and iphone4S are fabricated with dual 
core processing chip which are available in any PC or laptops nowadays. Based on a paper by Woddrock 
(2006), the main difference between both mobile device and PC is that user interaction with a desktop PC is 
done by using the mouse and the keyboard where both of which are non-existence on a mobile device. Zhang et 
al (2002) indicated that mobile devices can be in the form of pagers, cell phones, palmtops, pocket PCs and 
PDAs (Personal Digital Assistants). The devices identified can all support Wireless Application Protocol (WAP) 
technology but with the drawback of limited bandwidth capability which makes high graphical contents of 
certain applications rendered unsuitable. However, mobile devices have since improved for the past five or six 
years. The smartphones and tablets are now equipped with high processing speed that is equal to a desktop PC, 
with larger screen plus high definition quality enabling a lofty graphic content to be uploaded and play within 
minutes. Gered (2011) identified some new devices (tablets or ipad) that do not have the capability of telephony 
function but which main function to access the internet wirelessly from anywhere and anytime the users wanted. 
This is done either by smartcard or through mobile communications networks (sim card), or by a wireless local 
area network (“WLAN”) access point. This class of devices currently has no common name, apart from the 
generic term “mobile device”. It can be estimated that within several more years the mobile device will be a 
strong contender in making the desktop PCs obsolete. As to date, record shows that the smartphones market 
grew by 50% yearly (Weintraub, 2010). The numbers of users increases every year due to the availability of 
increased capacity of the mobile device. This also indicates that there is a golden opportunity for mobile 
commerce to be flourishing. 
 
M-Commerce Service Category: 
 The e-commerce services comprise of several business activities such as Business to Consumer (B2C), 
Business to Business (B2B), Business to Government (B2G) and Government to Consumer (B2C). Within the 
context of mobile commerce, the most refer to services for mobile commerce is on B2C and B2B (Jahanshahi, 
2001, Grosche & Knospe, 2007, Hsieh, 2007, O’Donnell et al, 2007). Also, mobile commerce services may also 
be categorized into four main categories. Firstly, Entertainment category which comprises of music, games, 
graphic, video and TV streaming. Second is a Communications tool which is Short messaging, unified 
messaging, e-mail, chat rooms and video conferencing. The third is Transaction which includes Banking, 
broking, shopping, auctions, betting, booking and reservations, mobile wallet, voting, and competition/contests 
and lastly Information which includes News, city guide, directory service, maps, traffic and weather, corporate 
information, market data and mobile advertising. (Islam et al, 2010). 
 
Research Theories: 
 There are various research theories available that can be used to measure users adoption on technology 
product. Oliveira and Martins (2011) in its literature have identified  a few popular theories for measuring user’s 
adoption and they are the Technology Acceptance Model (TAM) (Davis 1986, Davis 1989, Davis et al. 1989), 
Theory Of Planned Behaviour (TPB) (Ajzen 1985, Ajzen 1991), Unified Theory Of Acceptance And Use Of 
Technology (UTAUT) (Venkatesh et al. 2003), Diffusion Of Innovation (DOI) (Rogers 1995), and the 
Technproved Model (Norzaidi et al, 2007; Norzaidi & Intan Salwani, 2008; Norzaidi & Intan Salwani, 2011). 
Although there are several framework and models to clarify the factors or determinants influencing the 
acceptance of technology in consumer context, most of them are based on theory such as TAM, TPB and DOI 
(Wei et al, 2009).  
 
The Technology Acceptance Model (TAM) (Davis, 1989): 
 Wei et al (2009) and Chuttur (2009) mentioned in their literature that TAM is widely used in adoption 
studies as it is information system (IS) specific and is based on a theory of social psychology. TAM was 
founded on the Theory of Reasoned Action, In 1989 Davis had developed the TAM with the objective to 
identify the factors that caused people to accept or reject an information technology. During the time it was 
proposed that perceived usefulness and perceived ease of use are the most important individual beliefs about 
using an information technology tool. According to Davis, perceived usefulness is defined as “the degree to 
which a person believes that using a particular system would enhance his or her job performance” where as 
perceived ease of use is defined as “the degree to which a person believes that using a particular system would 
be free of effort”. These then lead to individual behaviour intention and actual behaviour. It is noted that 
perceived usefulness possess the strongest predictor of an individual’s intention to use an information 
technology (Li, 2007). Refer to the figure 1 below for the TAM model frame work.  
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Fig. 1: The Technology Acceptance Model (TAM) Davis 1989. 
 
 There are many issues associated with the TAM model and as pointed out by Bogazzi (2007) the model 
poses a lack theoretical relationship where there were weak relationship between the intention to use and actual 
usage. Furthermore, behaviour could not be treated as terminal goal and it should be treated as fundamental 
goal. In addition, intention may not characterized enough the actual use due to the period of time taken from 
intention to adoption could be full of uncertainties. To add further, he also thinks that there would be other 
factors then perceived usefulness and perceived ease of use and TAM was a deterministic model (Chuttur, 
2009).  
 
The Theory of Planned Behaviour (TPB) (Ajzen, 1991): 
 The Theory of Planned Behaviour (TPB) was developed by Ajzen in 1991 and it was an extension to 
Theory of Reasoned Action (TRA) so as to include the mandatory situation (see figure 2). The TRA is used to 
envisage an individual’s behaviour in a real voluntary situation which is contradicting to the TAM where the 
situation is more towards a mandatory context (Li, 2007). TPB identifies that behavioural intention to perform 
an activity is determined by attitude, perceived behavioural control, and subjective norm where attitude is 
defined as a person’s feelings about performing behaviour (Wei et al 2009). Li (2007) cited that perceived 
behavioural control is defined as “the perceived ease or difficulty of performing the behaviour” (Ajzen 1991, p. 
188) or “perceptions of internal and external constraints on behaviour” in IS research (Taylor and Todd 1995, p. 
149). Whereas We et al (2007) cited that subjective norm is defined as “one’s beliefs about whether significant 
others think that one should engage in the activity” (Fusilier and Durlabhji, 2005, p. 234). However, the problem 
of TPB is the predictions concerning the effects of perceived behavioural control (PBC) on behaviour where it is 
clouded by the explicit assumption that PBC is an accurate representation of actual control (personal constraints 
on behaviour). For example, consider cigarette smoking: environmental barrier might be that everyone at work 
smokes; a personal barrier might be the level of craving for cigarettes. Thus, where PBC and actual control are 
discrepant, the effect of PBC on behaviour is more problematic. It seems likely that PBC will rarely reflect 
actual control in a very accurate way. (Armitage et al, 2001) 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 

Fig. 2: The Theory of Planned Behaviour (TPB) Ajzen 1991. 
 
The Diffusion of Innovation Theory (DOI) (Rogers, 1995): 
 DOI is a theory to answer a questions of how, why, and at what rate new ideas and technology stretch 
through cultures, operating at the individual and firm level (Oliveira & Martins, 2011). DOI theory identifies 
five perceived elements of an innovation that can verify the rate of adoption (Rogers, 1995; Oliveira & Martins, 
2011) and they are relative advantage, compatibility, complexity, trialability and observability (Rogers, 1995). 
Adopters are grouped according to different degrees of willingness to adopt the innovations and they are 
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innovators, early adopters, early majority, late majority and laggards (Rogers 1995).Wei at el (2009) elucidated 
that relative advantage is basically the degree to which an innovation is perceived as being better than the idea it 
supersedes whereas compatibility is the degree of an innovation seems as consistent with past values, past 
experience, and the needs of the potential adopters. The complexity prescribes whether the innovation is 
perceived as relatively difficult to use and understand and trialability refers to whether an innovation may be 
experimented with on a limited basis. Finally, observability is defined as whether the results of an innovation are 
visible to others (Rogers, 1995). The DOI found that individual characteristics, internal characteristics of 
organizational structure, and external characteristics of the organization are important antecedents to 
organizational innovativeness. The TOE framework identifies three aspects of an enterprise’s context that 
influence the process by which it adopts and implements a technological innovation: technological context, 
organizational context, and environmental context. However, as with other theories discuss previously, DOI was 
also subject to debate. Lyytinen & Damsgaard (2001) argued that technologies are not discrete packages for 
example it is not clear whether the DOI list is complete and covers all features that affect adopters behaviour 
and not all technological innovations have a same set characterized attributes. In addition different 
characteristics may imply different things among different stages of diffusion for example compatibility may 
mean different things for the late and early adopters (Lyytinen & Damsgaard, 2001). 
 
The Techproved Model (Norzaidi et al, 2007; Norzaidi & Intan Salwani, 2011): 
 The techproved model represents a few variables, for example, technology characteristics, task 
characteristics that have effects on task technology fit. Task technology fit, on the other hand would operate as 
predictor on manager’s performance, perceived usefulness, usage and user resistance. To determine which 
variable that mainly predicts performance, user satisfaction (beside usage and resistance) is included in the 
model since user satisfaction and usage have rarely been included in the same study or measured simultaneously 
within a single sample (Al-Ghatani, 2004). Despite the fact that no single model can meet all needs, the present 
model should be considered as an attractive option for researchers and practitioners seeking to measure the 
effectiveness and efficiency of Intranet usage in the port industry in Malaysia. The techproved model is a 
combination of four models (i.e. task-technology fit, technology acceptance model, DeLone and McLane IS 
model and three theories of resistance) in determining the critical success factors of Intranet usage, which 
impact on individual and organisational performance. A few variables from those four models are used to form a 
comprehensive techproved model (Figure 3). Details on each construct are explained as follow; 
 
1) Task characteristics, technology characteristics, task-technology fit, and performance impact, are extracted 

from the TTF model (Goodhue and Thompson, 1995). 
2) Perceived usefulness is extracted from the TAM (Davis, 1993). 
3) Usage and user satisfaction, are extracted from the DMISM (DeLone and McLane, 1992). 
4) User resistance is extracted from the three theories of resistance (Markus, 1983). 
 
 The combination of existing IS models is not new since, a few prior models (i.e. TTF, TAM, TRA) were 
merged to present a holistic and comprehensive model to test the success of IS. For example, Klopping and 
McKinney (2004) combined TTF and TAM to determine merits of workplace technology adoption models in 
modelling consumer e-consumer. Klaus et al. (2003) merged TTF and TAM models and tests whether they are 
applicable to the Web. Dishaw and Strong (1999) combined TTF, and TAM to determine the relationship 
between TTF and perceived ease of use as well as perceived usefulness; and Dishaw et al. (2002) combined 
TTF, TAM and Computer Self-efficacy (CSE) to determine whether the addition of CSE to the integrated 
TAM/TTF, in place of or in addition to experience, increases its predictive or explanatory power.  
 

 
 
 
 
 
 
 
 

 
 
 
 
Fig. 3: Techproved Model. 
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Proposed Theoretical Framework Of Current Study: 
 Instead of adopting individual original theories discuss above separately, another approach is to extend 
TAM by adding appropriate constructs derived from TPB or DOI. Wei et al (2009) described that the extended 
TAM model retains the underlying simplicity of the TAM and improve the ability to predict and explain 
information system, in this study refers to m-commerce, usage at the same time (Mathieson et al., 2001). Prior 
empirical studies have validated the better prediction capabilities of extended TAM (Riquelme & Rios, 2010; 
Cheah et al, 2011; Faziharudean& Li-Ly, 2011; Jayasingh & Eze, 2009; Wessels & Drennan, 2010). As such, in 
order to augment the forecast of usage intention of m-commerce among post graduate student in UiTM Shah 
Alam Malaysia while still maintaining the model simplicity, this study decide on the concepts of TAM by 
expanding it to include two additional building blocks which is, perceived cost and perceived trust. Wei et al, 
(2009) explain that perceived cost are the constructs derived from TPB and DOI theories. He also suggested that 
the study should eliminate the attitude construct from TAM for simplicity purposes. The new extended TAM for 
this study is as depicted in Figure 4 below: 
 
 
 
 
 
 
 
 
Fig. 4: Proposed theoretical framework. 
 
Conclusion: 
 The objective of this article is examines the critical success factors of mobile commerce adoption in higher 
learning institution in Malaysia. This paper would also significantly contribute to the business communities 
would be able to identify the requirements and expectations of post-graduate students from the Graduate 
Business School of Universiti Teknologi MARA (UiTM) Shah Alam, Malaysia for mobile commerce 
applications. The current study will allow them to provide the best product and services to cater to their needs. 
In addition, this paper is also hoped to trigger the awareness of m- commerce among these students thus 
increasing the take-up rate for mobile commerce. Moreover, the academician would be able to use this paper as 
a reference for future researches related to mobile commerce which includes both the criteria and findings of 
this research. Finally, this study can provide an impact to the policy makers in drafting rules and regulations of 
mobile commerce practices such as contractual arrangements, term and condition; and monitoring of mobile 
commerce transactions.  
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