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Applying the AHP approach to evaluate Mobile Commerce Environment
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ABSTRACT

Internet Technology allowed general commerce to have proceeded actively, and now it is sharply evolving into Mobile Commerce. Mobile
Commerce came into an inheritance of the Electronic Commerce, thought the feature to be different form is various as well. Many researches
that analyzed the feature of Electronic Commerce were carried out, but those were processed according to its Jocation and field only. This
study extracted and analyzed the factor that considered the several positions for Mobile Commerce so that it can reflect diverse the demands
from those related to Mobile Commerce. It sought the new characteristic which is different from the Electronic Commerce, and took account
of the successful factor for Mobile Commerce which includes the position in a user, a developer and an operator. In addition, AHP (Analytics
Hierarchy Process) was used in order to evaluate the subject characteristic applied to each related to through more objective methods. The

analysis results identified in this study such as the quality trust and understandability for an information quality might be the one of the chief
elements of success in Mobile Commerce which applies at the present.
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Table 1. Success and Alternative Factor
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Fig. 1. Hierarchy Diagram of M-Commerce Success Factor and Alternative Factor

2310

2.1 22 23 24 2.5 26 2.7
280 CiBtol 2 oIS/ HEH AAE BE HBREN AgH
= o oy, of AT G
ARERE s =e! WAP oo B = e A
3.2 31t 317 3.29 3.30
TEHE Y P01l WiFi 3.20 APBIE FE HA £

-]
3.3 312 3.18 TIT 3.25 3.31
JRpi s Wi PR WIBRO Mo an 2p RO
= e YRR S
DR 3.13 3.22 e
T S E WS EY
35 e 37
e 3= Kl | =y
2 3.14 iala
g WRT
3.28
3.15 D} 20L 4
nxH

Hl—l:ﬂ.Q_ ]
=




AHP 719 & o] 8¢ =utd HA 8 #79 H7t

AA shebet 4= ot ofel TEE 17 29 YEH I AF # 5 o[s99
Q49 MElUorS AHP 3 o] A8 RE 5] S U Table 5. Alternative Factor of Middleware
EF el 3.10 ¢t 3.11 Zz}o| Bl Al
312 w2 Helx wg 313 Z8 19l
E 2 EEHN AMEY 22 314 7|SASE 3.15 SR
Table 2. The Coverage of Success Factor 30 | 311 | 312 | 313 | 314 | 315
218475 22tuo)x e
23758l 24 v ES 2 3:12 1/4 1/9 3 113 12
25M2dFd 2648 34 313 | 7 1/9 13 1 14 14
27784 28 A8 AFHE 34 | 12 | 15 | 3 4 1 1
315 | 13 15 2 4 1 1
21|22 1232425262728
211 1 4 || 3|l 2 E6 UESR=
22 {14 1 ys b3 ys | ys | 14| 113 Table 6. Alternative Factor of Network
a0 N L O 3 . T 3.16 WAP 3.17 WiFi
24 13| 3 w2ty | yp3iys| | i
25 3 2 1 12 2 3 3.18 WiBRO
26 8 2 1 3 3 3.16 3.17 3.18
27 4 R AR AR R 3.16 1 13 177
28112 3 |12 | 2 |3l |z 1 ;i; 3 ; lf

% 3 88Js
Table 3. Alternative Factor of Application Function

E7 AMad =X
Table 7. Alternative Factor of System Quality

17913 . 29 _
339:] ﬁ . zjij ﬂﬂla 3.19 W2 SRA 7 320 3 i
Hl = pz gl
B4 4d8=d 321 4 82 HF L AF 32243
35TERA
3.1 32 3.3 34 35 T 3'119 31'230 3'221 31'292
31 1 7 5 2 3 - . { : 1;3
;3 i/ ; ; 12 :/ ; i/ 2 321 12 1/5 1 1/9
- / / f 322 9 3 9 1
34 12 4 3 1 2
35 13 3 2 12 1 F8 NE ZX
£ 4, Cjsjo|A Table 8. Alternatlve Factor of Information Quality
Table 4. Alternative Factor of Mobile Device 323 Aol o= ARz 324 A3 A B
. 3.25 &4k 326 HAE oju] x|
36 9’] '1\:_}' 37 /\]"'g_"g_o] 3 27 7_} H A/\] )\_] 328 0] 3“ _g_o] /\6]
: o3l 7] 9o 7+e] % wE 9 &
380FR e 39°p1Ft A= w h 323 | 324 | 325 | 326 | 327 | 328
3.6 37 38 39 323 1 3 | s 2 16 | 19
36. 1 1/6 1/3 1/9 324 3 1 13 3 1/4 1/9
37 6 1 4 12 325 5 3 1 6 12 1/3
3.26 12 113 1/6 1 1/8 1/9
38 3 14 ! 15 327 | 6 4 2 8 1 12
39 9 2 5 1 328 9 9 3 9 2 1

2311



S ALA BTG =F R #1048 A12%

T O AN
Table 9. Alternative Factor of using

3.29 vl £-31ALE- 0] 330 AN
33 gR 8T
3.29 3.30 331
329 1 19 13
330 9 1 4
331 3 14 1

29 4FL48 AU BIRTE AUH 32
E9 A A42 AR, F 103 2o] FREY
Qw4 A57E ABRT. VA z]#ﬂoaowi Sk}

4e et o8 Foel AF T2E FEUAEY F
B4 $ae9 299
E 10 43249 MUY 225

Table 10. Relative impotance of Success Factor
21 122123 (2425|2627 [%AFex

2.1 10.090(0.111(0.065/0.173/0.092(0.099{0057;0831(0.103

22 (0.022/0027/0026(00190.022{0.037{0028|0208{0.026

23 (0.180{0.139{0.129|0.115]0092{0148/0.114]1.063{0.133

2.4 10030(0.08310065/0957(0.061{0.074]0057/0464[0058

2510.180{0222(0260(0.173|0.183/0.148({0229]1.614|0203

26 10271/0222]0260(0231]0366{0296/0343{2208[0278

27 (0.180{0.111]0.130{0115/0091{0.098(0.114]0987|0.125
CR=0.03

IV. DHIY AR MEBe4 B}

i A
o e 9 E’_-‘?- TR aaE 32
o} AHP 292 ol§3to] ATt AHP RS
Satty7h AHE 9 HES ol g3l gAAPAY A
o ML B eH, B ERAA T 4 FLs0t 3
e A TS Aarg

£ 109} o] & 2904] E 99 HeAThelg #2

AR, BE JEassh Aduere A

)

kU

°

4
2 Jo

2312

)

CEET
o S 4

4 A% 018 4
S22 R, &

2.

MAaHER
a8 2 2ot MAHY NIea
Fig. 2. Mobile Commerce Success Factor

Y20 HR, AFLL F M F
BEYY A2 Fholn, AL H 0I5
28 2298 ¢ 5 Ut} ol % o] Ea}e-J AN A B
229 FAES HGOZ NYYAEY FAEE 1Y
3] LrERASITE A S E F 103 go] B Hoz

Ae) mw, mekel A ol 7bg Fad A
S22 2 Ao, Zohel 4A s o] § 27k 4 A
29] o)al 7t 41 9ok B o] §-& 317]0) A7} A
AEE 5 JEF AQslok s old) Folgol Fad
2242 3F90h 280 A8 R o] gol was)
7] ggotol 5tnl, o] §AH= HAGA UG o] §3H o] &7
urhrchgo] FFHoln, AolEE Adzs HUHS
FASokat o] § 27} ol o] §32 & 4 ek,

V.2 B

(3

oA mehe 7o e chebe S A e
b, olg wigte wutd A gel QoA
& ¥4, Botekeeh

EEERDRE B EEE RIS EEERE
742 #h917) Wl o) g v o2 B 479

e Ho

o e
ol

Q¢

ox 2
2 gy o o f
i o

ol



AHP 7| & o] 83 mutd AA g #72] o}

Symhesis wih respecdo: Goal: ZHEANY éﬁ{;‘ﬂi

Oy 0
" T+ R
R YR

EALA e ]
i 1 I
20 1

i 2

e 1

it W

ERD i IS

g iy
gz 1
304 iy ]
[lELR o
min 10—
S ) ]
Jak4t iy |
Wi s .
Emeaeess o N
Phadty 0N
e nie
8
BoAEE ik |
HACAOR iy |
220 (i |
Juzu g ]
e ol
=13 iy |

WP by |

E (1] -

s i |

i il

3 3 2 Ml MeoiotE Fo%
Fig. 3. Importance of Mobile Commerce Alternative

Factors

HzU2g st gL dud aaEd Folx
@& sok she A ¢ 4 QUrh

BN, A 3B ATRAE JREL)Y, A
2AE A FEs) o] LAEA N P R o) FaF A
o2 sjote gtk dgdigte 2t kel 4] ¢
A} AW 2 E o) L3k o] 84} o) A 27 o) A3
7tV FRE faolw, AUZE o] §A7L 4l o8

a5 0| B2 E she ARF A o|s oI HE Fa T
242 32990 FH 02 4849 B A
BELS AAzo AYAT ol AYste =
olu A E 32 H 2498 %5 AT FFo) & Hu]
9] o] fulAE 23 Hlolsha g7 Wl frul)
B2 879 F2 5400 e B2 ol Fof Aok @b

[=3
—

-

&0

HD

[ 1] Strategy Analytics. Strategy Analytics forecasts $200
billion by 2004
http://www.wowcom.com/newsline/press_release.cf
m?press_id=826 Wowcompany, USA, Jan 2000

[2] Tarasewich, P., Nickkerson, R., Warkentin, M An
ecamination of the issues in mobile e-commerce,
Commun. AIS, 2002, pp41-64

[ 3] Delone, W.H. & Maclean, E.R., “Information systems
success: The quest for the dependent variable,”
Information Systems Research, 3(1) ,1992, pp. 60-95.

[4] Muller-Veerse F. M-commerce report. In Durlacher

mobile commerce market

Corporation, London, 1999

[5] Alemayehu Molla, Paul S. Licker, “E-COMMERCE
SYSTEMS SUCCESS: AN ATTEMPT TO EXTEND
AND RESPECIFY THE DELONE AND MACLEAN
MODEL OF IS SUCCESS,” Joumnal of Electronic
Commerce Research, vol. 2. No. 4. 2001, pp. 131-141.

[ 6] Zahedi E, “The Analytic Hierarchy Process-A Survey of
the Method and its Applications,” INTERFACES, 16 4,
1986, pp. 96-108

[ 7] Nam Yong Leel and Eun Hee Choil, "Appling the AHP
Techniques to Electronic Commerce in a Special
Attention to Fashion Website Selection”, Lecture Notes
In Computer Science; Vol. 2105, 2001, pp 49-60

[8]1 4733, dolgHlolx P7te 4 T B/HE 4%
AHP7|YY &8 #8 A7, R B3], A] 20
A A 1Z,2003

[ 9] Prakash S Lokachari, Gunavardhan Raj, David D’lima,
“Selecting the Best e-Commerce Product for a Retail
Chain-The Analytic Hierarchy Process Model. Ma
-nagement of Engineering and Technology,” vol. 1. PIC

2313



Sh s A 2 FA 83 =R A10 A 128

-MET °0l Portland International Conference, 2001. p.
145,

[10] Upkar Varshney, "Location management support for
mobile commerce applications”, ACM Transactions on
Internet Technology Volume 3 Issue 3, August 2003,

[11] Peter Tarasewich, “Designing Mobile Commerce
Applications,” Communications of the ACM, vol. 46.
No. 12. 2003, pp. 57-60.

[12] Upkar Varshney , Ron Vetter, “Mobile commerce:
framework, applications and networking support”,
Mobile Networks and Applications, v.7 n.3, p.185-198,
June 2002

[13] Peter Tarasewich, Merrill Warkentin, "Issues in
Wireless e-Commerce”, ACM SIGecom Exchanges ,
vol. 1. Issue 1.2000, pp 21-25.

[14] Ismail Khalil Ibrahim, Reinhard Kronsteiner, Gabriele
Kotsis, " A Model for Agents in the Integral Value
Added Chain of m-Business”, The 3rd ACS/IEEE
International Conference on Computer Systems and
Applications (AICCSA-05), 3-6 January, 2005, Cairo

[15] Veda C.Storey, Detmar W.straub, Kathy A stewart,
Richard J. welke, ” A Conceptual Investigation of the
E-Commexre Industry”, Communications of the ACM,
vol. 43. No. 7. 2000, pp 117-123.

[16] Suprateck Sarker, John D. Wells, “Understanding
Mobile Handheld Device Use and Adaption,” Communi
-cations of the ACM, vol. 46. No. 12. 2003, pp. 35-40.

[17) Viswanath Venkatesh, V.Ramesh, Anne P.Massey,
“Understanding usability in mobile commerce”, Commu
-nications of the ACM, vol. 46. No. 12. 2003, pp 53-56.

2314

KRN

2 71 £ (Gi-Oug OH)

1991 7 Ao i AR A AR £
(T

19933 A th 3t tf 8t 7 e 8t

_ Z94(F3AAh

2000~2003 A A &3 A FE (A7)

1999~ &, 44 AFu s AFE PRI 2wy

Aok Hel )2 A FH, RFID W] 4o,
LZES o3




