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Abstract 

Rapid development of digital technologies and prevalence of smartphones have changed the global business 

environment significantly. Thus, mobile commerce (m-commerce) is considered to be one of the fastest 

developing sectors of the digital economy. One of the main drivers of such change is mobile banking which 

provides people with a safe, easy, and effective platform for conducting financial operations at any time and in 

any place. In its turn, this research uses descriptive approach in order to analyze mobile banking as a sustainable 

marketing strategy to foster the development of m-commerce. This work considers the benefits of mobile banking 

such as customer convenience, faster transaction process, increased level of customer engagement, financial 

inclusion, and less dependence on paper transactions which results in environmental sustainability. Moreover, this 

research analyzes some of the disadvantages of mobile banking including the threat of cyber security, data 

protection issues, lack of digital literacy, lack of technological infrastructure, and varying levels of customers' 

trust. Finally, this research also analyzes the strategic importance of using mobile banking in the context of digital 

marketing strategies in order to develop better customer relationship management and competitiveness.   
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1. Introduction 

Rapid advancements in the realm of digital technologies together with the growing prevalence of smartphones 

and fast internet access have substantially changed the global business environment. Technological innovations 

have significantly changed consumer behavior and allowed people to use products, services, and finance at any 

moment and in any place. Mobile commerce (m-commerce), the subset of electronic commerce (e-commerce), 

became one of the rapidly developing means for conducting commercial transactions via mobile devices such as 

smartphones and tablets (Ngai & Gunasekaran, 2007). 

The most important reason for the growth of mobile commerce is mobile banking that allows performing secure 

and reliable real-time transactions. Using the mobile banking applications, users are able to conduct many banking 

operations, including fund transfers, bill payments, account management, online purchases without going to 

physical branch offices. In particular, government programs aimed at encouraging the development of digital 

payments, financial inclusion, cashless economy in the country led to the rapid development of mobile banking 

in India. The wide-spread use of digital platforms for making payments, namely UPI payments, mobile wallets, 

QR-code payments, as well as special applications provided by banks helped to make payments more convenient 

and easily accessible for both individuals and companies. 

2. Literature Review 

2.1 Mobile Banking and Its Evolution 

Mobile banking involves the use of mobile phones or tablets for carrying out various types of financial transactions 

such as fund transfer, bill payment, balance check, account management, and online shopping (Shaikh & 

Karjaluoto, 2015). Mobile banking has undergone many developments in the past ten years owing to technological 

innovations, rise in smartphone penetration rate, fast internet connections, and good telecommunication network. 

User-friendly applications with secure features have been developed by banks and other financial organizations 

making the services provided through them convenient and efficient. Various factors have an impact on mobile 

banking usage such as perceived ease of use, perceived usefulness, trust, security, and service quality. According 

to TAM proposed by Davis (1989), people will be willing to adopt technology if they perceive that it is useful and 

easy to use. In addition, according to UTAUT theory suggested by Venkatesh et al. (2003), various parameters 
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such as performance expectancy, effort expectancy, social influence, and facilitating conditions affect the 

intention to adopt and continue using mobile banking. 

2.2 Growth of M-Commerce 

M-commerce has seen impressive growth in the recent past due to the availability of smartphones and improved 

connectivity, coupled with a rising need for convenient shopping. The ability to shop using m-commerce makes 

it convenient to access information about available products, compare prices, and buy items. Recent statistics 

reveal that mobile devices have taken a considerable share in online purchases globally (Statista, 2023). Shoppers 

opt for m-commerce platforms because they provide personalized product suggestions, an easy-to-use interface, 

quick and secure payments, tracking orders in real time, and an integration of mobile banking and digital wallets 

into the process. 

2.3 Mobile Banking as a Marketing Tool 

The advent of mobile banking has transformed these platforms into an effective mode of marketing through which 

companies are able to foster stronger relationships with their customers. By using mobile banking applications 

along with digital marketing initiatives, companies will be able to communicate with their customers via 

personalized alerts, promotions, advertisements, and loyalty programs. These features allow firms to offer 

products that are relevant to the purchasing habits, transaction history, preferences, and spending behavior of 

customers. Moreover, the features offered by mobile banking applications include payment systems, cash back 

schemes, reward points, and digital coupons to encourage repeat purchases and ensure strong customer loyalty. 

By making use of analytics and artificial intelligence technologies, companies are now able to understand the 

behavioral trends of consumers. As a result, companies can create personalized marketing campaigns that cater to 

the needs of different customer segments (Chaffey, 2022). This helps in offering a positive experience to the 

customer, which results in increased conversion rates and customer retention. In conclusion, the integration of 

mobile banking with digital marketing initiatives helps companies achieve a competitive edge and grow 

sustainably. 

2.4 Sustainability and Digital Payments 

Digital payment methods and mobile banking are vital when it comes to fostering sustainability through their 

capability of reducing reliance on cash, paper documentation, and banking infrastructure. Transactions through 

electronic payment methods result in lower consumption of paper forms, receipts, and documents, thus reducing 

the depletion of natural resources and environmental wastage. Additionally, digital banking reduces operating 

expenses in financial institutions through reduced use of physical branches and manual processes. Besides, mobile 

banking is also a key factor in fostering financial inclusion of communities that are unable to access traditional 

banks due to various factors. Individuals can conduct savings, transfers, payments, and receive government 

allowances using mobile phones and Internet connectivity. Demirgüç-Kunt et al. (2018) state that enhanced access 

to digital financial services fosters economic involvement and inclusivity. 

3. Research Objectives 

The study aims to: 

1. Analyze the role of mobile banking in promoting m-commerce  

2. Examine mobile banking as a sustainable marketing strategy  

3. Identify challenges in adoption and usage  

4. Provide strategic recommendations for stakeholders  

4. Research Methodology 

The current research employs a descriptive research design to investigate the significance of mobile banking as a 

sustainable marketing strategy in promoting mobile commerce (m-commerce). The research mainly involves 

secondary data that has been sourced from a variety of reliable sources such as peer-reviewed journals, books, 

reports, government documents, databases, and research reports produced by financial firms and international 
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agencies. The above sources offer a lot of information related to mobile banking adoption, digital payments, 

consumer behavior, and sustainable marketing techniques. The data obtained is analyzed through a qualitative 

research technique to help identify the prevailing trends, patterns, opportunities, and challenges that are associated 

with the integration of mobile banking into the m-commerce business environment. The use of the descriptive 

research design enables the study to interpret and compare the available information. 

5. Role of Mobile Banking in Promoting M-Commerce 

5.1 Seamless and Secure Transactions 

Perhaps the greatest gift that mobile banking can offer to m-commerce is that it enables smooth and secure 

transactions of money. It allows people to transfer funds, pay for bills, make purchases on the Internet, manage 

their accounts, among other activities without any delay because of traditional means of banking. Such security 

measures as data encryption, tokenization, biometric security, OTPs, and two-factor authentication create various 

levels of security and prevent any kind of fraudulent activities or hacking attacks. Security helps consumers to be 

more confident in using payment services via Internet and makes them utilize digital payments more often. Thanks 

to the availability of instant payment confirmations and 24/7 transactions, people have much convenience. In this 

way, companies get the opportunity to speed up payments, avoid failed transactions, and gain consumer trust. 

Smooth and secure transactions also help to avoid cart abandonment and, therefore, mobile banking becomes one 

of the crucial tools for m-commerce success. 

5.2 Enhanced Customer Experience 

The use of mobile banking greatly increases the customer experience as it helps provide quick, convenient and 

personalized financial services. The modern mobile banking apps have features like one-click payments, biometric 

verification, digital wallets, QR code payments, transaction notifications, and easy-to-use interfaces, thus making 

the payment process quicker and easier. Besides, the businesses are able to combine their mobile banking services 

with loyalty programs, cash back offers, reward points, and personalized promotions depending on the customer 

preferences and purchase history. In such a way, the customer experience is increased and encourages the clients 

to buy the goods and services several times. Twenty-four seven availability of the banking services allows paying 

at any time and anywhere. A good payment experience builds the trust between the client and the business and 

promotes loyalty and future purchases. As a result, improved customer experience becomes an important 

competitive advantage for the businesses in the developing m-commerce industry. 

5.3 Financial Inclusion and Market Expansion 

Mobile banking is one of the most significant tools that have helped promote financial inclusion as they have 

allowed many people to have access to financial services that were out of reach due to the lack of a financial 

institution in their area. It has been possible to open bank accounts, make transfers, get government payments, 

pay for utilities, and enjoy other financial services using a smartphone and an internet connection. Millions of 

people have become part of the financial and digital economies due to mobile banking. Financial inclusion has 

made it easier to attract customers for companies engaged in mobile commerce since they have been able to pay 

digitally. Small businesses have enjoyed mobile payments and broadened their markets due to financial inclusion. 

Economic development, income equality, and entrepreneurship are some of the factors that make mobile banking 

effective in market expansion. 

5.4 Integration with Digital Ecosystems 

The adoption of mobile banking services within m-commerce has resulted in making the concept an integral part 

of the entire digital ecosystem through integration with various components such as e-commerce platforms, 

mobile wallets, payment gateways, and fintech applications among others. Integration of these components 

ensures that customers can conduct transactions without having to switch between the various applications. In 

addition, the process enables businesses to integrate their e-stores with various payment systems which facilitate 

different forms of payments including debit cards, credit cards, UPI, QR payments, among others. The integration 

of mobile banking services with the entire digital ecosystem will enable the automatic conduct of various activities 

such as billing, subscriptions, refunds, and transaction management among others. Additionally, the use of 

application programming interface (API) and cloud computing technology will facilitate data sharing and 
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customized financial services. As a result of adequate connectivity within the digital ecosystem, there will be an 

improvement in customer satisfaction, success of the transaction, and competitiveness of the business. 

6. Mobile Banking as a Sustainable Marketing Strategy 

6.1 Cost Efficiency 

Mobile banking plays a vital role in reducing the cost of operations since it minimizes the requirement of physical 

presence of banks, cash transactions, paper documents, and manually processing transactions. Mobile payment 

systems help in automating financial transactions, saving administration cost, and increasing efficiency. These 

cost savings can be used by the company for innovating, serving customers better, and growing their business. 

6.2 Environmental Sustainability 

The fact that digital transactions do not need any paper and ink means that they contribute to sustainability since 

there is a reduction in the use of physical resources. With the reduced need for money transport and banking 

infrastructure, carbon footprints are minimized. Through the adoption of eco-finance practices, mobile banking 

helps organizations achieve their sustainability goals. 

6.3 Customer Engagement and Retention 

Mobile banking allows companies to stay connected with their customers using features such as push notifications, 

customized offers, cashback, and loyalty programs. These factors will ensure that there is increased customer 

satisfaction, repeat purchases, and healthy relations. Regular interaction will help the businesses gain trust and 

customer loyalty. 

6.4 Data-Driven Decision Making 

Data that is collected by mobile banking systems is very useful as it includes information about transaction history, 

expenses, and preferences of customers. Based on these details, businesses can learn about the behavior of 

customers and make conclusions regarding current market trends. This will help them to make informed decisions 

and implement marketing strategies. 

7. Challenges and Limitations 

7.1 Security and Privacy Concerns 

Security and privacy continue to pose significant problems within the realm of mobile banking because of the 

rising incidences of various forms of cyber threats like phishing, malware attacks, identity thefts, and data leaks 

that jeopardize both monetary and personal data of customers, hence posing threats to the reputation of digital 

banking operations. 

7.2 Digital Divide 

Despite all the efforts made so far, the digital divide is still one of the main reasons why mobile banking remains 

inaccessible to a lot of people in rural and underdeveloped areas. The lack of smartphones, internet connection, 

and the development of digital infrastructure prevents a person from taking advantage of mobile finance services. 

7.3 Lack of Digital Literacy 

Many users, particularly the older generation and those with less knowledge of technology, experience challenges 

in comprehending and utilizing the mobile banking application. This is due to the absence of digital literacy and 

hence the probability of mistakes, fraudulent acts, and unwillingness to accept digital banking services is high. 

7.4 Regulatory and Compliance Issues 

The mobile banking service providers have to adhere to different financial, security, and privacy laws, which may 

vary from one country to another. Adherence to these laws may involve substantial costs. In order to be compliant 

to the law and efficient at the same time, businesses and banks have to take certain measures. 

8. Strategic Implications 

• Strengthening cyber security frameworks to build trust  
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• Promoting digital literacy programs to increase adoption  

• Encouraging public-private partnerships for ecosystem development  

• Leveraging AI and analytics for personalized marketing  

9. Discussion 

The results reveal that mobile banking has not only emerged as a platform for conducting payments but also as a 

tool that helps in the development of m-commerce by providing customers with convenience, engagement, 

inclusion, and environmental sustainability due to paperless transactions. However, there are certain issues like 

the danger of cybercrime, lack of digital access, and low digital literacy that should be resolved in order to leverage 

its potential fully and to make sustainable growth possible. 

10. Conclusion 

Mobile banking has emerged as a critical pillar of the digital economy due to its capacity to provide safe and 

efficient financial transactions for the development of mobile commerce (m-commerce). The efficiency of 

enhancing the customers' experience, financial inclusion, and paperless transactions makes it an ideal marketing 

strategy. To leverage its full potential, collaboration among businesses, banks, and policymakers is required to 

ensure improved cyber security and digital infrastructure. 

References 

[1] Chaffey, D. (2022). Digital marketing: Strategy, implementation and practice (9th ed.). Pearson. 

[2] Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 

technology. MIS Quarterly, 13(3), 319–340.  

[3] Demirgüç-Kunt, A., Klapper, L., Singer, D., Ansar, S., & Hess, J. (2022). The Global Findex Database 

2021: Financial inclusion, digital payments, and resilience in the age of COVID-19. World Bank.  

[4] Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated 

model. MIS Quarterly, 27(1), 51–90.  

[5] Kotler, P., Kartajaya, H., & Setiawan, I. (2021). Marketing 5.0: Technology for humanity. Wiley. 

[6] Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing management (16th ed.). Pearson. 

[7] Laudon, K. C., & Traver, C. G. (2024). E-commerce 2024: Business, technology, society (19th ed.). 

Pearson. 

[8] Ngai, E. W. T., & Gunasekaran, A. (2007). A review for mobile commerce research and applications. 

Decision Support Systems, 43(1), 3–15.  

[9] Oliveira, T., Thomas, M., Baptista, G., & Campos, F. (2016). Mobile payment: Understanding the 

determinants of customer adoption and intention to recommend the technology. Computers in Human 

Behavior, 61, 404–414.  

[10] Pousttchi, K., & Wiedemann, D. G. (2007). Success factors in mobile viral marketing: A multi-case study 

approach. Journal of Universal Computer Science, 13(4), 553–570. 

[11] Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Free Press. 

[12] Shaikh, A. A., & Karjaluoto, H. (2015). Mobile banking adoption: A literature review. Telematics and 

Informatics, 32(1), 129–142.  

[13] Statista. (2023). Mobile commerce worldwide—Statistics & facts.  

[14] Turban, E., Outland, J., King, D., Lee, J. K., Liang, T.-P., & Turban, D. (2023). Electronic commerce: A 

managerial and social networks perspective (10th ed.). Springer. 

[15] United Nations. (2015). Transforming our world: The 2030 Agenda for Sustainable Development. United 

Nations.  

[16] Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information 

technology: Toward a unified view. MIS Quarterly, 27(3), 425–478.  

[17] World Bank. (2022). World Development Report 2022: Finance for an equitable recovery. World Bank.  

[18] World Economic Forum. (2023). The future of digital payments. World Economic Forum.  

[19] Zeithaml, V. A., Bitner, M. J., Gremler, D. D., & Pandit, A. (2023). Services marketing: Integrating 

customer focus across the firm (8th ed.). McGraw-Hill. 

https://ijapt.org/


https://ijapt.org 4661 

International Journal of Economic Practices and Theories (IJEPT) 

ISSN: 2247-7225 

Volume 2026, Issue 1 

 
 

[20] Reserve Bank of India. (2024). Report on trend and progress of banking in India 2023–24. Reserve Bank 

of India.  

[21] International Telecommunication Union. (2023). Measuring digital development: Facts and figures 

2023. International Telecommunication Union. 

 

https://ijapt.org/

