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ABSTRACT

Advances in electronic-commerce (e-commerce) have resulted in significant progress towards strategies,
requirements, and development of e-commerce applications. With the increasing number of e-commerce
services over mobile devices, there are certain issues to be resolved before the deployment of complete
mobile e-commerce (m-commerce). The various kinds of issues that can be generally classified in mobile
e-commerce are technological (network, client, software, etc.) and application (user interface, security,
etc.) issues and in particular the issues in auctioning process are classified into service discovery, cus-
tomization, closing price prediction, and bidding categories.

Recently, agent technology is playing a dominant role in the field of artificial intelligence (Al), distributed
computing, and Internet commerce. Agents are set to represent on behalf of customers and vendors in
m-commerce to resolve the various issues in the near future. This chapter presents the various issues in
m-commerce including issues in English auctions as the major focus that needs to be tackled to make
m-commerce successful in the coming years. It provides solutions to some of the challenges by employ-
ing cognitive agents. It also presents architectures, techniques, and surveys of the auctioning process
in mobile e-commerce.
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English Auction Issues in Mobile E-Commerce

INTRODUCTION

Electronic commerce continues to see phenom-
enal growth. The belief is that emerging wireless
and mobile networks will provide new avenues
for growth by creating new opportunities in e-
commerce. The exponential growth of wireless
and mobile networks has brought vast changes
in mobile devices, middleware development,
standards and network implementation and user
acceptance (Franz, 2008). However, constraints of
both mobile networks and devices influence their
operational performance. Mobile e-commerce
is an evolving area of e-commerce, where users
can interact with the service providers, through a
mobile and wireless telecommunication network
with monetary benefits especially via the Internet
(Muller, 2002). It offers services and applications
that can be adopted through different wireless and
mobile networks with the aid of smart handheld
devices.

The convergence of e-commerce, wireless and
mobile networks, and Internet technologies have
now emerged as mobile e-commerce, popularly
known as m-commerce/mobile commerce. It
exploits the advantages of Internet, mobile com-
puting, and mobile communications in order to
provide a large number of advanced services to
mobileusers. The proliferation of Internet-enabled
mobile devices have created an extraordinary op-
portunity for e-commerce to leverage the benefits
of mobility due to which mobile e-commerce is
gaining popularity (Sunilkumar, 2003; Oliphant,
2002).

Some of the mobile e-commerce services
(Oliver, 2007) include intelligent service direc-
tory, smart business meeting scheduler, mobile
shopping (e.g., Mr. Aryans software agent books
a flight from a PDA, then reserves a rental car
and a restaurant on his arrival), location sensitive
information (e.g., obtaining map services, local
hotels, and weatherinformation), on-line auctions

supporting mobile bidders to bid ubiquitously,
telemetry (e.g., receiving traffic updates and
logistics tracking), mobile banking (e.g., billing
of services, buying stocks, and contacting banks
through mobile devices), and so forth.

The objectives of this chapter include the
following: (1) To describe the framework, char-
acteristics, applications, and auctions in mobile
e-commerce. (2) To bring out the various issues
inmobile e-commerce including issues in English
auctions as the major focus of this chapter. (3)
Necessity of Automation of the auctioning process
as a solution to some of the pressing issues. (4) To
present a survey of some research works done in
English auctioning process in mobile e-commerce.

This section presents framework, characteris-
tics and applications of mobile e-commerce. The
framework (Franz, 2008) of mobile e-commerce
consists of six pillars on e-commerce base. The
six pillars that bridge e-commerce and mobile
e-commerce are electronic information, relation-
ship, transactions, wireless infrastructure, asyn-
chronous communication, and automation. The
characteristics of mobile e-commerce are ubiquity,
convenience, instant connectivity, personalization,
localization, automation, adaptation, intelligence,
security, and time sensitivity. Mobile e-commerce
applications can be broadly categorized as com-
munication, information, entertainment, and
commerce applications.

MOBILE E-COMMERCE

Mobile e-commerce is an evolving area of e-
commerce, where users can interact with service
providers, through a mobile and wireless tele-
communication network with monetary benefits,
especially via Internet. This section covers char-
acteristics, frame work, applications, auctions,
and issues in mobile e-commerce.

209



14 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/english-auction-issues-mobile-commerce/78088

Related Content

Strategy Analysis
Petter Gottschalk (2006). E-Business Strategy, Sourcing and Governance (pp. 75-115).
www.irma-international.org/chapter/strategy-analysis/8725

Automatic Transformation of Generic, Validated Business Process Security Models to WS-
SecurityPolicy Descriptions

Sven Feja, Sven August, Andreas Speck, Meiko Jensenand Jorg Schwenk (2012). Handbook of Research
on E-Business Standards and Protocols: Documents, Data and Advanced Web Technologies (pp. 293-
320).

www.irma-international.org/chapter/automatic-transformation-generic-validated-business/63476

IT Governance as Strategic Alignment
Petter Gottschalk (2006). E-Business Strategy, Sourcing and Governance (pp. 251-257).
www.irma-international.org/chapter/governance-strategic-alignment/8736

Importance of Big Data and Hadoop in E-Servicing

Karthiga Shankarand Suganya R. (2018). E-Manufacturing and E-Service Strategies in Contemporary
Organizations (pp. 39-52).
www.irma-international.org/chapter/importance-of-big-data-and-hadoop-in-e-servicing/201657

An Empirical Study of Predicting Hong Kong Consumers’ Online Shopping Intentions: Personal

Hygiene Products
T.C.E. Chengand M. W. Chung (2010). International Journal of E-Business Research (pp. 56-70).

www.irma-international.org/article/empirical-study-predicting-hong-kong/45006



http://www.igi-global.com/chapter/english-auction-issues-mobile-commerce/78088
http://www.irma-international.org/chapter/strategy-analysis/8725
http://www.irma-international.org/chapter/automatic-transformation-generic-validated-business/63476
http://www.irma-international.org/chapter/governance-strategic-alignment/8736
http://www.irma-international.org/chapter/importance-of-big-data-and-hadoop-in-e-servicing/201657
http://www.irma-international.org/article/empirical-study-predicting-hong-kong/45006

