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TRUST AND SATISFACTION: THE KEYS TO CLIENT LOYALTY IN MOBILE
COMMERCE
LA CONFIANZA Y LA SATISFACCION: CLAVES PARA LA LEALTAD DEL

CLIENTE EN EL COMERCIO MOVIL

Purpose:
This paper analyzes the role of four important variables in the development of customer
loyalty in mobile commerce. These variables are personal (propensity to use ICTS),

transactional (opportunism), and relational (trust and satisfaction).

Methodology:
A broad sample of 1053 mobile customers in Mexico was studied using the structural

equation analysis methodology.

Findings:
The results offer evidence on how trust and satisfaction can increase loyalty and motivate
purchases via mobile devices. In addition, the results show evidence of the indirect effect

(mediated through trust) of opportunism, and propensity to use ICTs on loyalty.

Practical implications:
Achieving customer satisfaction is revealed as the main strategy enterprises should seek in
order to encourage repetitive purchases via mobile devices and customer loyalty. At the

same time, companies should consider that the customers most likely to use ICTs, and



those who perceive less opportunism can also be very loyal as a result of a higher level of

trust when making purchases using mobile devices.

Originality/Value:

The contributions of this paper are: (1) to analyze the generation of loyalty in mobile
commerce using a conceptual model that includes variables of different theoretical
perspectives and nature, both positive and negative. (2) To provide empirical evidence from
a sample of mobile users who have already bought goods via mobile phone, contributing to
prior literature that has focused on analyzing the behavior of mobile phone users who do
not make purchases via mobile phones. (3) To study mobile commerce in an emerging
market with notable potential for growth (Mexico), which has not been studied at length in

previous literature.

Key words: Mobile commerce, trust, satisfaction, loyalty, opportunism, Mexico.

Objetivo:
El presente trabajo analiza el papel de cuatro importantes variables en el desarrollo de la
lealtad de los compradores por movil. Variables de indole personal (propensién al uso de

las TICs), transaccional (oportunismo) y relacional (confianza y satisfaccion).

Metodologia:
Una amplia muestra de 1053 compradores por mévil en México es analizada mediante la

metodologia de ecuaciones estructurales.



Resultados:

Los resultados ofrecen evidencia sobre la capacidad de la confianza y la satisfaccion para
incrementar la lealtad y motivar la compra a través del movil. Ademas, se muestra
evidencia del efecto indirecto (mediado a través de la confianza) del oportunismo y la

propension al uso de las TICs sobre la lealtad.

Implicaciones practicas:

La consecucion de la satisfaccion del comprador se revela como la principal estrategia que
deben seguir las empresas que buscan fomentar la repeticion de la compra a través del
movil y la confianza de sus actuales compradores. A la par, las empresas deben considerar
que los clientes mas propensos al uso de las TICs y los que perciben menos oportunismo

pueden ser mas leales, al aumentar su confianza en la compra por mavil.

Originalidad/valor:

Las contribuciones son: (1) Analizar la generacion de la lealtad en el comercio movil
utilizando un modelo conceptual que incluye variables de distintas perspectivas teoricas y
de naturaleza tanto positiva como negativa. (2) Ofrecer evidencia empirica de una muestra
de usuarios de teléfono mavil que ya han comprado por este medio, contribuyendo a la
literatura previa que se ha centrado en analizar el comportamiento de los usuarios de
teléfono movil no compradores. (3) Estudiar el comercio movil en un mercado emergente

(México) poco estudiado en la literatura previa y con un notable potencial de crecimiento.

Palabras Clave: Comercio movil, confianza, satisfaccién, lealtad, oportunismo, México.

JEL: M31



Area: Marketing

Introduction

Mobile phones have become a marketing instrument with a great potential for advertising,
promoting interactivity with the consumer, and/or conducting transactions. The spread of
mobile telephony worldwide, the steady increase in the number of mobile users around the
world, and a forecast for the growth of mobile commerce (m-commerce), are evidence of

its marketing appeal, in both academic and business contexts.

The possibilities offered by mobile phones as a marketing channel are increasing, even
more so in emerging Latin American markets with high population densities of present and
future m-consumers, and small business innovation (Ketelhéhn and Ogliastri, 2013).
Ericsson’s report (2015) on m-commerce in emerging markets indicates that an average of
18% of mobile phone users in these emerging markets have used their mobile phones to
pay for products and services in the last year. In particular, in Latin America, the markets
with the highest rate of development of m-commerce are Mexico, Argentina, and Brazil
with an average of 21% of mobile phone users who pay for their purchases via mobile
phones (in each market) and with a forecast growth of up to 50% of the total number of
mobile telephony users (Ericsson, 2015). According to the data provided by the
International Telecommunication Union (ITU, 2014), the use of mobile phones in Mexico

(85.8%) has now surpassed the Internet use (43.5%).



In this context, the proliferation and diversification of the forms and channels of
communication and marketing of products and services offered to multi-channel and multi-
screen consumers (i.e., with a simultaneous use of physical, electronic and mobile formats
for the same or different purpose) (Purita, 2013), have caused consumer loyalty to become
increasingly difficult to achieve (Chung and Holdsworth 2012; Chang, 2015). As suggested
by the Mexican Internet Association [AMIPCI (2014)], while 41% of buyers who make
their purchases via mobile phones in Mexico are satisfied, one in three users are doubtful
about purchasing via these devices. In this sense, knowledge of the different determinants
that generate trust and loyalty in the case of a large sample of Mexican buyers will allow us
to understand the determinants of buying-selling through mobile phones in a country with
more than 50 million potential consumers and with a market value of 153 million euros
(AMIPCI, 2014). Mobile phones or smartphones appear to be an essential marketing tool
for companies in the Mexican market, and their great potential can be seen in the results of
the AMIPCI (2014) study that indicate that 71% of consumers have searched for
information on a given product or service, and 64% have compared prices using their

mobile phones.

As such, the overall objective of this study is to propose a model to detect the key variables
that allow for the creation of a long-lasting relationship between mobile phone customers
and sellers in Mexico. This is an innovative project, given that very few empirical studies
have so far been carried out on the behavior of loyal buying through mobile phones and the
key factors associated to this behavior (e.g., Chang, 2015; Cyr et al., 2006; Lin and Wang,

2006).



This study specifically analyzes, from different theoretical perspectives, various direct and
indirect key factors of customer loyalty in a mobile context: (1) The propensity to use new
information and communication technologies (ICTs), which is a factor widely analyzed in
the literature on the Technology Acceptance Model by Davis et al. (1989) and the Diffusion
of Innovation Theory (Rogers, 1995). This variable can be a personal determinant for
trusting mobile transactions (Jeong et al., 2009; San-Martin and Lopez-Catalan, 2013). (2)
The opportunism, which due to its roots in Agency Theory and the Transaction Cost
Theory, will be referred to as a transactional determinant of m-commerce (Williamson,
1975; Mayers and Smith, 1981; Akerlof, 1970; Mishra et al., 1998). And (3) satisfaction
and trust, which derive originally from the approach of Relationship Marketing (Hunt et al.,
2006) which are considered to be relational determinants of the expansion of m-commerce

(Yeh and Li, 2009; Siau et al., 2003; Gu et al., 2009; Mallat, 2007).

As mentioned previously, the contributions of this research work are both academic and
managerial. It seeks to determine the capacity of the personal, transactional, and relational
factors in establishing long-lasting relationships through mobile phones in an emerging
market (scarcely studied in previous literature). These factors include some that can have a
positive effect (such as the propensity for new technologies) and others that can be seen as
negative (such as the perception of opportunism). Indeed, the contribution of this work to
previous literature on a current commercial phenomenon should be assessed in terms of the
degree of m-commerce research development, which is still at an incipient stage. Although
empirical studies on m-commerce have increased in recent years, they are still scarce in

comparison to the habitual practice of mobile phone use by consumers.



Theoretical framework

Mobile commerce and consumer behavior

M-commerce can be understood as any transaction that involves buying and/or selling any
products or services with a monetary value through a mobile device using a Wi-Fi network
(Wu and Wang, 2005; Alhinai et al., 2007; Morosan, 2014). In the marketing literature,
studies that have observed the behavior of consumers in m-commerce environments,
including in their analysis factors that encourage consumers to make purchases using
mobile devices (Achadinha et al., 2014; Agrebi and Jallais, 2015; Chemingui and Ben

lallouna, 2013; Chung and Holdsworth, 2012).

In this context, the interest to observe the factors that motivate or hinder the generation of
loyalty to purchase via mobile phones has grown together with an increase in the
peculiarities and differential aspects of the mobile channel. The main advantages associated
with the use of mobile technologies, such as immediacy, ubiquity, flexibility, interaction,
mobility, and personalization (Mort and Drennan, 2005; Deng et al., 2011; Morosan, 2014;
Laukkanen and Pasanen, 2008; Zhang et al., 2013), are characteristics that are directly
associated to the mobile channel. Thus, it is advisable to study the behavior of the mobile
customer independently from that of customers using other channels (Chung and

Holdsworth, 2012).

Opinions vary regarding the differentiation of the mobile channel with respect to other
channels of purchase. For example, Jahanshahi et al. (2011) state that m-commerce can be
considered an extension of e-commerce, distinguished by the ability to allow the user to

perform all transactions with mobility. In contrast, Scornavacca et al. (2006) emphasize that
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m-commerce should be studied as a form of trade through mobile devices with unique

benefits and not as a substitute for e-commerce.

In particular, the mobile channel is the only marketing channel that consumers carry with
them everywhere they go. It could even be seen as an extension of the store or brand in the
consumer’s pocket. Although m-commerce offers similar advantages to e-commerce, such
as saving time and money, comfort and convenience, variety and/or a larger range of
options (Zhang et al., 2013), it shows unique characteristics that differentiate it from other
media and marketing channels (Laukkanen and Pasanen, 2008; Zhang et al, 2013).
Following Chan and Chong (2013, p. 443), m-commerce is defined “as any transaction,
involving the transfer of ownership or rights to use goods and services, which is initiated
and completed by using mobiles access to computer-mediated networks with the help of

mobile devices”.

Its potential to adapt to consumers is higher than what has been achieved with e-commerce.
The main differences can be perceived in the intimacy reached in the relationship with the
user, geolocation, and a constant disclosure of the needs and preferences of the user thanks
to a permanent connection (Paavilainen, 2002). Ultimately, mobile phones allow for instant
marketing operations (communication and commercialization) with users, which gives
them a unique characteristic that distinguishes m-commerce from e-commerce (Zhang et
al., 2013; Choi et al., 2008). Table 1 shows a review of previous studies that highlight the

differential characteristics of m-commerce.



Table 1. Differences between m-commerce and e-commerce.

Despite the unique benefits of m-commerce, factors such as complexity, mistrust, or
perceived opportunism may block its development (Li and Yeh, 2010; Buttner et al., 2013;
Chung and Holdsworth, 2012; Gross, 2015). According to Gummesson (2004), it is
essential to study the trust and relationship developed over time between the consumer and
the company. Nevertheless, in addition to offering new opportunities to innovate in
business marketing strategies, mobile technologies involve the business risk of focusing on
technological marketing systems that neglect the relational aspect. Ngai and Gunasekaran
(2007) and Zhang et al. (2013) suggest that m-commerce is characterized by its ability to
strengthen the relationship between consumers and businesses. These arguments help to
emphasize the interest to propose conceptual models that include relational variables in the

purchasing process through the mobile channel.

Regarding the relationship with consumers, loyalty can be considered the final stage of a
relational process in which trust has been built and customer satisfaction has been achieved.
The benefits of maintaining long-lasting relationships are perceived by both the firms and
the customers, and the latter stop considering other alternatives (Harris and Goode, 2004).
In fact, Chung and Holdsworth (2012) and Chang (2015) argue that building mobile
consumers’ loyalty is more important and more difficult than in other contexts. Loyalty is
the degree to which a mobile consumer repetitively purchases from one given company,
shows a positive attitude towards such company, and only considers that company or brand

when having to make purchases (Chang, 2015). The benefits of company loyalty have been
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widely studied in the literature: repetitive purchases, a greater sales volume, a lower
tendency to look for other alternatives, a lower sensitivity to price, and word-of-mouth

recommendation (Dick and Basu, 1994; Reichheld et al. 2000; Chang and Fong, 2010).

In this same context, recent literature on ICT and m-commerce points out that it is essential
to study the particular role that trust and satisfaction play in the development of m-
commerce, since their relationship with customer loyalty must be ratified (Lam and
Shankar, 2014; Zhang et al., 2013; Zhao et al., 2016). In addition, Cruz et al. (2010)
emphasize the interest of analyzing personal, transactional and relational variables that
induce the permanence of mobile phones as a channel for purchasing goods in Latin
American markets. Following this line of reasoning, we will first address the effect of the
propensity to use information and communication technologies (ICTs) and opportunism in
trust. Then we will take an in-depth look at the relational mechanisms (trust and

satisfaction) that generate loyalty in mobile purchases.

Propensity to use ICTs in m-commerce

First, we must recognize the propensity to use ICTs as a key variable in the literature on the
Technology Acceptance Model and the Diffusion of Innovation Theory (Davis et al., 1989;
Rogers, 1995) and as a personal determinant when adopting m-commerce (Jeong et al.,
2009; San-Martin and LOpez-Catalan, 2013). Previous research has shown that the
propensity to use ICTs and, in general, the willingness to adopt new technologies are
factors that have contributed to the development of m-commerce (Agrebi and Jallais, 2015;
Bruner and Kumar, 2005; Thakur and Srivastava, 2013; Zhou, 2011). Thakur and

Srivastava (2013) suggest that the adoption of new technologies is not the same in
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developed countries—where this adoption has had sufficient time for its gradual
evolution—as it is in developing countries, where the adoption of new technologies has
been much more rapid and certain stages in the development of commerce have been
overseen by electronic means (i.e., commerce via mobile phones has already started to be
implemented in emerging markets where e-commerce is still consolidating as a purchase

channel).

In this specific context, empirical evidence has determined that adopting new technology is
a determining factor in the acceptance of m-commerce (Liébana-Cabanillas et al., 2014;
Khalifa and Shen, 2008; Cruz et al.,, 2010). In fact, the literature suggests that the
acceptance of m-commerce is a reflection of the adoption of new technologies by
consumers (Wu and Wang, 2005). However, it is interesting to note the big difference
between the rates of mobile device usage and the rates of purchases via these devices.
Despite the rapid adoption of mobile technology in the developing countries, the use of this
technology for purchasing goods is subject to other relational factors, such as trust
(Chemingui and Ben lallouna, 2013). Thus, it is necessary to find out whether the
propensity to use ICTs implies not only a greater propensity to adopt technologies, but
whether it can also bring about greater trust in the technologies themselves and the service
provider, in comparison to those consumers who do not enjoy experimenting with
technologies. As suggested by Agrebi and Jallais (2015), it is imperative to know how ICT
use propensity influences the various relational stages of purchasing via mobile devices,

including trust.
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In this sense, individuals who are most prone to use technology feel less vulnerable to risk
or insecurity (Wu and Wang 2005), and tend to trust the mobile purchasing process more.
Thus, Carter and Bélanger (2005) suggest that higher levels of technology acceptance and
diffusion of are necessary for users to trust a new purchasing channel. The influence of
variables such as consumers’ individual attitude, adoption and knowledge (i.e., propensity)
towards technologies is widely recognized in the literature for promoting or disfavoring
these same technologies when performing transactions, even via mobile devices (Grandon
et al., 2011; Liao et al., 2008; Schierz et al., 2010). It is also possible to deduce the
influence that ICT use propensity has on incrementing customer trust when purchasing via

these channels.

Mort and Drennan (2005) suggest that individuals who are most prone to ICTs, use new
technological channels (such as the mobile phone) to purchase goods earlier than
individuals less prone to ICT use. Therefore, the propensity to use ICTs can be a positive

factor in the development of trust. Thus,

H1: ICT use propensity increases m-customer trust.

Opportunism in the m-commerce

Second, according to the disadvantages in the mobile channel that can act as a barrier in the
development of these same channels perceived by consumers (San-Martin, 2015), the
perception of opportunism has been identified as one which can slow down the
development of transactions that involve the use of technology (Chandra et al., 2010;

Quereshi et al., 2009; Li and Yeh, 2010). This is likely to be the result of the virtuality of
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transactions via mobile phones, which can increase the perception of opportunistic behavior

(Thakur and Srivastava, 2013).

Agency Theory and Transaction Cost Theory (Williamson, 1975; Mayers and Smith, 1981,
Akerlof, 1970; Mishra et al., 1998) enriched the research on the relationships between
businesses and consumers around the marketing channels (John, 1984), as is the case of
mobile channels. Opportunism, originally defined as "self-interest seeking with guile”
(Williamson, 1975, p. 6), arises when one of the parties finds it feasible and cost-effective
to continue this behavior. In essence, under the previous definition, opportunism is seen as

an explicit violation of a contract (Wathne and Heide, 2000).

In addition to the provisions of a contract, in a business relationship, there are a series of
rules and informal agreements implemented by the participants (Hart and Moore, 1999;
Heide and John, 1992; Wilson, 1980). That is why the vision of opportunism was then
expanded to include violations of relational contracts (Wathne and Heide, 2000). Although
opportunism may occur under any circumstance (Masten, 1988), there are certain
conditions that make it more likely to happen. Possibly, asymmetries of information [where
the ability of one of the parties to detect the opportunism is limited (Kirmani and Rao,
2000)] are the main reason behind one of the parties acting opportunistically (Kirmani and
Rao, 2000; Mishra et al., 1998; Wathne and Heide, 2000). In this context, a buyer faces a
problem of asymmetries of information under which it is difficult to distinguish the quality
of the product/service offered by the seller, placing the former at a disadvantage against the

latter (Akerlof, 1970).
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When shopping via mobile devices, differences in information between the buyer and the
seller could be even more pronounced, since the buyer faces a series of disadvantages that
would not occur in an offline environment, such as: failure to touch and test the
product/service, distrust in payment and transmission of personal information through these
devices, lack of experience in purchasing via this channel, lack of knowledge, unstable
Internet connections, among others (Gu et al. 2013; San-Martin, 2015). All of the above can
transfer fear and a perception of opportunism to the customer in the context of m-commerce

(Chemingui and Ben lallouna, 2013; Thakur and Srivastava, 2013).

Thus, this perceived uncertainty in m-commerce becomes an important factor that possibly
hinders the development and maintenance of trust. Several studies have highlighted
opportunism as a limiting factor for the development of trust in relationships (Mysen et al.,
2011; Ting et al., 2007; Hsieh, 2013). In fact, opportunistic behaviors have been observed
to lead to the dissolution of relationships due to a decrease in trust on the side of the

consumer (Barney and Hansen, 1994; San-Martin, 2015).

Empirical research has provided evidence of the negative effect of opportunism on trust
(Mysen et al., 2011; Hsieh, 2013); if the buyer perceives that the seller is being
opportunistic in a m-commerce transaction, trust will be eroded and, as a result, the

relationship might cease. Based on the above,

H2: Perceived opportunism reduces m-customer trust.

Satisfaction, trust, and loyalty in m-commerce
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Third, the Relationship Marketing approach (Hunt et al., 2006) stresses the importance of
achieving buyer satisfaction and trust in order to foster long-lasting relationships between
consumers and firms in m-commerce (Lam and Shankar, 2014). Since a series of positive
encounters increase consumer satisfaction and trust, the probabilities of consecutive
purchases increase as well (Morgan and Hunt, 1994; Lee et al., 2015). Presumably, trust
and satisfaction are key variables in the progress of m-commerce (Zhao et al., 2016;
Chemingui and Ben lallouna, 2013; Grol3, 2015; Yeh and Li, 2009; Gu et al., 2009; Mallat,
2007; Lin, 2011; Zarmpou et al., 2012; Yeh and Li, 2009). It is important to acknowledge
the existence of different approaches to the interaction between satisfaction, trust, and
loyalty (see lzogo, 2016; Ranaweera et al. 2005). Table 2 shows a review of previous

literature on the mobile context.

Table 2. Previous literature regarding the studied relational variables in the mobile

context

The concept of satisfaction implies the fulfillment of the expectations on the purchase as
well as a positive emotional state based on the results of the purchase or maintenance of the
relationship with the mobile seller (Agrebi and Jallais, 2015). The effects of satisfaction on
consumer behavior are diverse and they go beyond the purchasing intention. For example,
satisfaction is responsible for communication between consumers (word of mouth effect)
(Eggert and Ulaga, 2002), and it is the pillar for building trust (Yeh and Li, 2009; Ribbink

et al., 2004; Park and Stoel, 2005) and loyalty (Choi et al., 2008; Eggert and Ulaga, 2002).
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In the specific context of m-commerce, despite being a relatively new and little studied
purchasing channel, the constant growth in the number of m-buyers, makes us think about
satisfaction as a determinant for the continuous relationships through this medium.
Certainly, these consumers would not repeat a purchase via mobile devices unless they

have been satisfied and they trust the seller (San-Martin and Lopez-Catalan, 2013).

The particular characteristics of m-commerce (absence of tangible indicators, difficulty to
evaluate the quality of the product/service and, therefore, possible perception of
opportunism), emphasize the importance of generating reliable environments that lower the
uncertainty levels associated with m-commerce (Yeh and Lin, 2009; San-Martin and
Lopez-Catalan, 2013), and highlight the relevance of studying the effect of satisfaction on

trust in m-commerce (Thakur, 2014).

Empirical evidence on m-commerce suggests that there is a relationship between
satisfaction and trust because previous positive experiences will allow for trade in the
context of mobile purchases to be considered reliable (Yeh and Li, 2009; Lin and Wang,
2006; Lee et al., 2015; Lam and Shankar, 2014; Deng et al., 2010; Suki et al., 2012). Thus,
more satisfied consumers will be willing to go from mere transactional exchanges to a more
beneficial relationship based on trust (San-Martin and Lopez-Catalan, 2013) and then to
maintain this relationship in the long term (Zhou et al., 2010). In agreement with previous
studies of buyers via mobile devices (Gupta et al., 2012; Yeh and Li, 2009), we propose

that trust may derive from satisfaction in the mobile context. Hence,

H3: Satisfaction increases m-customer trust.
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As mentioned previously, satisfaction is also one of the main backgrounds for loyalty in a
mobile context (Lin and Wang, 2006; Deng et al., 2010; Lee et al., 2015; Zhou et al., 2010).
Thakur (2014) says that satisfaction with the mobile channel as a means of making
transactions has a positive influence on loyalty. Lam and Shankar (2014) suggest that this
relationship may vary depending on the stage of m-commerce adoption the consumers are
in. Thus, although to a lesser extent than the case of trust, satisfaction has been studied as a
possible background for loyalty in m-commerce (Lin and Wang, 2006; Deng et al., 2010;
Lam and Shankar, 2014; Chang, 2015; Lee et al., 2015) and for the willingness to continue
buying in a mobile environment (Agrebi and Jallais, 2015). However, Chang (2015) points
out that the specific role satisfaction plays in the development of loyalty to companies or
brands still needs to be verified in different contexts. In this sense, Shankar et al. (2002,
2003) compared satisfaction in an offline context to satisfaction in an online context and
found that the relationship between customer satisfaction and loyalty levels is higher in the
online environment. In another study on online and mobile contexts, Choi et al. (2008)
suggest that it is more difficult to obtain consumer satisfaction and loyalty in mobile
contexts than it is in online contexts. They argue that this may happen due to the fact that
mobile consumers are more demanding because of the existence of another electronic

channel (i.e., the online) that serves as a benchmark to assess m-commerce.

It is likely that mobile consumers, who highly trust this marketing channel, engage in a
long-lasting transactional relationship (Hoffman et al., 1999). In addition, customer trust of
both the mobile technology and the sellers needs to be developed to give rise to mutually

beneficial relationships in a mobile context (Siau et al., 2003; Lee et al., 2014; Chang,
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2015). Trust has not only been one of the pillars for the development of m-commerce (Chan
and Chong, 2013; Chemingui and Ben lallouna, 2013; Cruz et al., 2010; Thakur, 2014), but
it is especially important before and after the buying process (Singh and Sirdeshmukh,

2000; Zhou et al., 2010).

If customers did not trust the companies, they would not place a first purchase, let alone
subsequent purchases. In this specific case study, we deal with consumers who have
already purchased by this means. After the first purchase, trust is partly responsible for
consumers’ commitment in making a second or third purchase (through this channel and
with the same company) and, in general, of consistently repeating purchases. In other
words, trust is an important determinant of loyalty (Singh and Sirdeshmukh, 2000;

Garbarino and Johnson, 1999).

Although previous research, on varied marketing contexts, corroborate the positive
influence of consumer trust in the repetition of purchases, willingness to recommend the
seller, and loyalty (Gruen, 1995; Morgan and Hunt, 1994; Garbarino and Johnson, 1999;
Anderson and Srinivasan, 2003; Harris and Goode, 2004; Ribbink et al., 2004; Liao et al.,
2006; Lynch et al., 2001), in truth, there are scarce works on the antecedents of loyalty in
mobile contexts (Lin and Wang, 2006; Liu et al., 2011; Zhou et al., 2010; Matzler et al.,
2008). In this paper, we consider that both trust and satisfaction are key factors for

achieving buyers’ loyalty in the mobile context. Therefore,

H4: Satisfaction increases m-customer loyalty.

H5: Trust increases m-customer loyalty.
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Methodology

Field of study and measurement scales

Primary information was gathered through personal surveys addressed to 1053 m-buyers in
Mexico. The information was collected from May to December 2013 with a response rate
of 58.5% (1053 valid surveys of a total of 1800 attempts). A personal survey was
conducted with individuals who possessed a mobile phone and who responded
affirmatively to the filter question of having purchased a product or service using their
mobile phone. The main socio-demographic profile of the sample is as follows: men (56%),
between the ages of 18-34 (79.7%), more than half have university or some sort of

professional qualification (61.7%), 45.7% work and 40.8% have a family (spouse and kids).

The scales used were five-point Likert-type (completely agree - totally disagree). We
conducted a pre-test with thirty buyers and five experts on the introduction and
development of technology businesses in order to verify understanding and to adapt the
scales. In addition, in order to fulfill the validity of the contents, the scales used had been
verified in previous literature (Steenkamp and Baumgartner, 1995). Specifically, the works
of Ping (1993) and Wathne and Heide (2000) were considered for perception of
opportunism; the works of Oliver (1980), Montoya-Weiss et al. (2003) and Harris and
Goode (2004) for satisfaction; and the works of Goldsmith and Hofacker (1991) for ICT
use propensity. The studies of Ganesan (1994), Jarvenpaa et al. (1999), and Harris and
Goode (2004) were used as a reference for measuring trust; and finally the works of Harris
and Goode (2004), Lynch et al. (2001), and Zeithaml et al. (1996) were used for loyalty.

All the items used are described in Appendix 1.
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Analysis and results

Contrasting the hypotheses involved an estimation of the model using structural equations,
a methodology widely accepted and applied in economic and social research (Baumgartner
and Homburg, 1996) and especially suitable for the causal analysis of the relations between
latent variables that are dependent in some equations and independent in others (Fornell,
1982). As stated by Joreskog and Soérbom (1993), the maximum likelihood estimation
process using the LISREL program is for a confirmatory factor analysis of the relationships
between two unidirectional, recursive or direct dependency latent variables. According to
Bagozzi and Yi (2012), recursive causality models, as opposed to non-recursive ones, make
it possible to test the causality between the latent variables in studies of a cross-sectional
nature, and are most appropriate when there are no longitudinal observations of the latent

variables, as is the case in this study.

First, a preliminary uni- and bi-variant analysis of observable variables was conducted,
which did not reveal significant abnormalities in the data. Scales were then studied to find
their unidimensionality. The existence of the five measured factors and weights of the
variables that measured 0.4 or more in all cases was confirmed by an exploratory factor
analysis. Second, a confirmatory factor analysis was made using the LISREL program that
determined the convergent and discriminant validity of the measurement model and
definitive scales were obtained. The results of the adjusted and re-specified model and the
resulting variables are shown in Table 3 (V4 and V25 observable variables were removed
since they possessed a low R?). The reliability of the final scales was corroborated with the

values of the alpha cronbach coefficient, the coefficient of composite reliability and
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average variance extracted (approximate to 0.50, 0.60, and 0.70 respectively) (Bagozzi and
Yi, 1988). In terms of the discriminant validity of the latent variables, the results show that
the root of the variance extracted in all cases is superior to the correlations between

constructs (Table 3 and Table 4).

Table 3. Results of EFA and CFA analyses.

Table 4. Correlation matrix.

Finally, the global structural model, the goodness of fit indexes, and the degree of
significance of each of the proposed scenarios were estimated using the methodology of

structural equations (Figure 1).

Figure 1. Structural model (partial mediation model)

Propensity to
use ICTs

Opportunism

0.172
(4.233)
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H4

Satisfaction
/ 0.590

(14.733)

x2=1761.8 (p=0.00); RMSEA=0.06; NFI=0.97; CF1=0.98; IF1=0.98; RF1=0.97; GFI=0.90
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Once the measurement model was validated with acceptable adjusted goodness of fit
indices, the results of the structural model allowed us to corroborate hypothesis H1, as the
propensity to use ICTs is a variable that increases consumer trust (A = 0.125, p < 0.00). It
was also possible to corroborate that perceived opportunism by the consumer reduces trust,
which proves hypothesis H2 (A =-0.138, p < 0.00). Hypothesis H3 (AL = 0.691, p < 0.00)
corroborates that satisfaction increases trust. Finally, hypotheses H4 and H5 (A = 0.590, p <
0.00 and A = 0.172, p < 0.00, respectively) also corroborated that satisfaction and trust are

precedents of consumer loyalty to purchasing via a mobile channel.

Next, an alternative model was tested, which proposed an effect of total mediation of trust

in the model (see Figure 2). Although acceptable, goodness of fit indices were worse here

than those in the partial mediation model.

Figure 2. Alternative structural model (total mediation model)
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According to Baron and Kenny (1986) and Qureshi et al. (2009), in order to test a
mediating effect, after controlling for the mediator variable, the effect of the predictor
variables on the dependent variable must lose strength and a comparison between the
restricted model (controlling the mediator variable) and the unrestricted model (not
controlling the mediator variable) should show a weakness in the goodness of fit indexes.
Thus, according to the procedure described by Baron and Kenny (1986) and James and
Brett (1984), if the effect of the mediator (trust) is controlled, the effect of the independent
variables (opportunism, ICT use propensity, and satisfaction) on the dependent variable
(loyalty) is reduced, and the goodness of fit of the restricted models is worse than the levels
of the proposed mediation models (Baron and Kenny 1986). Table 5 shows the comparison

of the tested models.

Table 5. Mediator effect: comparison of models

The Sobel, Aroian and Goodman tests were carried out in the post-hoc mediation analysis,
indicating the effect of the mediation of trust between ICT use propensity, opportunism,
satisfaction, and loyalty (Preacher and Leonardelli, 2001). Table 6 shows the results of the

Sobel, Aroian and Goodman tests.

Table 6. Mediator effect
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The comparative results of the partial and total models suggest that trust has a partial
mediator effect on the model. The direct and notoriously high effect of satisfaction on
loyalty cannot be denied compared to the indirect effect of satisfaction on loyalty through
trust. However, it does exert a significant mediation on the effect of ICT use propensity and

opportunism on loyalty.

Conclusions

Increasing access to mobile phones, their differential characteristics with respect to other
purchasing means such as the computer, and opportunities for the growth of commerce
through these devices have attracted the attention of marketing professionals. However, as
far as we know, there are, as yet, very few works that clearly address the determinants of
m-commerce and the way these interact with the relational mechanisms in the target

channel of this study.

This work provides empirical evidence of the different kinds of factors (personal,
transactional and relational) affecting the mobile buyer-seller relationship, including the
study of variables scarcely addressed in the existing literature, such as the perception of
opportunism. In this way, we look at factors that exert a positive and motivating effect on
trust and loyalty, as well as another, opportunism, which exerts a negative impact on trust
and loyalty, while most studies focus on the motivating aspects of loyalty (Zhou et al.,
2010; Chang, 2015; Thakur, 2014; De Reuver et al., 2015; Lee et al., 2015). Our results
suggest that the propensity to use technology significantly and positively affects the
perceived trust; the greater the tendency to use, enjoy and experiment with new

technologies, the greater the degree of consumer trust when purchasing via mobile devices,
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in turn, increasing the loyalty to mobile technology as a marketing channel. On the other
hand, the perception of opportunistic behavior significantly reduces trust in the mobile
context, and it can finally prevent the generation of loyalty. This negative effect of
opportunism on trust, in spite of having been proposed in only a few studies (Mysen et al.,
2011 and Hsieh, 2013), is extremely interesting for markets such as the one analyzed here,

where m-commerce has a great potential.

The results indicate that higher levels of satisfaction in m-commerce increase the perceived
trust of the seller that uses mobile devices to sell her product. This satisfaction-trust
relationship confirms the results found by Gupta et al. (2012), Suki et al. (2012) and Yeh
and Li (2009) and contradicts alternative findings such as the ones proposed by Lin and
Wang (2006) and Deng et al. (2010) with information collected from web pages and mobile
phone users. In this line, we understand that once the buyer is satisfied with the purchases

made via her mobile phone, her willingness to trust the m-seller will increase.

This research work also identifies two relational ways to increase loyalty in m-commerce.
Zhou et al. (2010); De Reuver et al. (2015), Lin and Wang (2006) and Liu et al. (2011)
agree that trust is a key variable in the development of m-commerce and the generation of
consumer loyalty. Satisfaction also manifests as a powerful stimulant of consumer loyalty
as stated by Chang (2015). In fact, given that trust has a partial mediator effect, satisfaction
is revealed as the most effective determinant to increase consumer loyalty. As such,
companies should focus their efforts on keeping their mobile buyers satisfied in order to

increase reliability and generate long-lasting relationships through the mobile channel.
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Indirectly, this work contributes to the evidence on the mediating role of trust. As Preacher
and Hayes (2008) suggest, the mediating role of a variable explains nuances, which cannot
be explained by causal relationships. In this sense, the post-hoc analysis in this work shows
that satisfaction (relational variable) exerts a positive influence on trust (Yeh and Li, 2009),
while perceived opportunism (transactional variable) influences trust negatively and, as
such, diminishes it (Chung and Jin, 2011; Mysen et al., 2011); the propensity to use ICTs
(personal variable) is a determinant factor for the development of trust (Wu and Wang,
2005) and, finally, loyalty in mobile contexts. As a result of the above, trust is a central
variable in the process of the relationship between the mobile consumer and the mobile
seller (Morgan and Hunt, 1994), but its mediating role is partial. Coinciding with the study
of Lam and Shankar (2014), satisfaction provides a decisive background of trust and loyalty
for users regardless of their level of mobile technology adoption, as long as the preliminary
stages in the adoption of m-commerce (as in the case of individuals who repurchase via

mobile devices) have already been consolidated.

Thus, our results suggest that trust generated by greater ICT use propensity and a lower
perception of opportunism, in the stages of mobile purchasing behavior consolidation, can
be considered a “hygiene” factor, whereby consumer loyalty can no longer be positively
affected once these initial stages have already been developed and trust established.
Moreover, satisfaction can be a motivating factor, which encourages habitual m-buyers to

want to maintain a lasting relationship with the seller.

Our results, as well as those of other previous studies (Chang, 2015; Lee et al., 2015; Lam

and Shankar, 2014), suggest that satisfaction can be key in ensuring that customers trust
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and maintain relationships with the company via mobile devices. In contrast, allowing the
appearance of the most negative factor affecting mobile relations—perceived
opportunism—would indirectly diminish the possibilities of establishing a more beneficial
and long-lasting relationship between the buyer and the seller, by increasing the customer’s
reluctance to be vulnerable in a mobile context. Such a negative effect can be compensated
by increasing trust in buyers who like to experiment with ICTs and therefore will be more

likely to repeat their purchases via a mobile device.

The results offer interesting managerial implications to marketing leaders. They show, for
example, the central role played by satisfaction and trust in an increasingly competitive
world, where customer retention and loyalty is crucial for companies that want to stay in
the mobile market, as suggested by Lee et al. (2015). Companies need to focus their efforts
on keeping current customers happy and can increase their market by reducing
opportunistic behaviors and generating greater trust in the users who are most likely to use
ICTs. The mobile market is maturing and, as Lam and Shankar (2014) suggest, business

strategies may be applied depending on the target market’s stage of m-commerce adoption.

Perceived trust increases the desire to repeat a purchase through these devices, leading to
long-lasting commercial relationships. As such, companies should try to be honest, not to
deceive their customers, to fulfill their promises, to highlight their reliability as vendors and
honestly care for customer expectations. According to Constantinescu et al. (2014), trusting
the mobile context can constitute a mechanism that guarantees the existence of reciprocity
in mobile commercial relationships from a technological and social perspective. In this

sense, the fact that companies use mechanisms such as reputation or monetary
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compensation in the event of non-compliance can be very useful. In addition, designing
strategies that increase the propensity to use mobile technologies as a channel for
consumption becomes relevant, especially those aimed to increase ease of use, to highlight
the differential benefits of this medium (i.e., ubiquity), and to invest in designs that can be

customized by the consumers themselves (Li and Yeh, 2010).

Currently, companies wishing to maintain their market share in the mobile context can use
mobile marketing tools for signaling quality and good work in this mobile channel (e.g. an
AMIPCI reliability certificate, security and privacy, or payment guarantees) in order to
reduce perceived opportunism and increase the levels of trust. In addition, companies can
segment their market to focus on users with a greater propensity for ICTs, in developed
stages of the buying process and adoption of m-commerce, as this will be the potential

market of loyal and profitable customers.

Despite their importance, these results should be considered with caution as the sample is
limited to Mexico and the specific context of m-commerce. We cannot assume that this
behavior replicates in other economies or countries. In addition, the effect of demographic
variables is not controlled and segments are not differentiated by consumers’ personal
characteristics (such as the propensity to use ICTs). Another limitation is the non-inclusion
of external factors relating to the company (such as reputation) to compare the incidence of
the signs of quality that enterprises send to the market with personal and relational factors
which we have addressed in this study as a background for customer trust, satisfaction and
loyalty in the mobile context. In addition, future research should contrast alternative

hypotheses among the variables that influence consumer behavior in the mobile context,
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and the dynamic effects between relational variables. Finally, it would be advisable to
investigate the relationship between ICT use propensity, perceived opportunism, and trust
throughout the relationship, from the adoption of technology to the maintenance of the

relationship and repurchasing.

References

Achadinha, N. M. J., Jama, L., and Nel, P. (2014), “The drivers of consumers’ intention to
redeem a push mobile coupon”, Behaviour & Information Technology, Vol. 33, No. 12, pp.
1306-1316.

Adipat, B., Zhang, D., and Zhou, L. (2011), “The effects of tree-view based presentation
adaptation on mobile web browsing”, MIS Quarterly, Vol. 35, No. 1, pp. 99-122.

Agrebi, S., and Jallais, J. (2015), “Explain the intention to use smartphones for mobile
shopping”, Journal of Retailing and Consumer Services, Vol. 22, pp. 16-23.

Akerlof, G.A. (1970), “The market for Lemons: Qualitative Uncertainty and Market
Mechanisms”, Quarterly Journal of Economics, Vol. 84, pp. 488-500.

Alhinai, Y. S., Kurnia, S. and Johnston, R. B. (2007), “Adoption of mobile commerce
services by individuals: a meta-analysis of the literature”. In Proceedings of 6th
International Conference on the Management of Mobile Business, Toronto, Ontario,
Canada (p. 62). Prentice-Hall.

Anderson, R. E. and Srinivasan, S. S. (2003), “E-satisfaction and e-loyalty: A contingency
framework”, Psychology & marketing, Vol. 20, No. 2, pp. 123-138.

Mexican Internet Association (AMIPCI, 2014), “Mobile Devices: Mexican Consumer
Habits”. Available in:
https://amipci.org.mx/images/Ecommerce_Movil_en_Mexico AMIPCI_EBW.pdf
(Retrieved on January 6, 2016).

Mexican Internet Association (2015), “ Study on electronic commerce development on
mobile devices” Available in:
https://amipci.org.mx/images/English_Estudio_Sobre_EI_Desarrollo_del_Comercio_Electr
onico_Movil.pdf (Retrieved on January 6, 2016).

Bagozzi, R. P. and Yi, Y. (1988), “On the evaluation of structural equation models”,
Journal of the academy of marketing science, Vol. 16, No. 1, pp. 74-94.

Barney, J.B. and Hansen, M.H. (1994), “Trustworthiness as a source of competitive
advantage”, Strategic Management Journal, VVol. 15, pp. 175-190.

Baron, R. M. and Kenny, D. A. (1986), “The moderator—-mediator variable distinction in
social psychological research: Conceptual, strategic, and statistical considerations”, Journal
of personality and social psychology, Vol. 51, No. 6, pp. 1173.

Baumgartner, H. and Homburg, C. (1996), “Applications of structural equation modeling in
marketing and consumer research: A review”, International Journal of Research in
Marketing, Vol. 13, No. 2, pp. 139-161.

Bruner, G. and Kumar, A. (2005), “Explaining consumer acceptance of handheld Internet
devices”, Journal of Business Research, Vol. 58, pp. 553-558.

30


https://amipci.org.mx/images/Ecommerce_Movil_en_Mexico_AMIPCI_EBW.pdf

Buttner, O. B., Florack, A., and Goritz, A. S. (2013), “Shopping orientation and mindsets:
How motivation influences consumer information processing during shopping”.
Psychology & Marketing, Vol. 30, No. 9, pp. 779-793.

Carter, L. and Bélanger, F. (2005), “The utilization of e-government services: citizen trust,
innovation and acceptance factors”, Information Systems Journal, Vol. 15, pp. 5-26.

Chan, F.T. and Chong, A.Y.L. (2013), “Analysis of the determinants of consumers' m-
commerce usage activities”, Online Information Review, Vol. 37, No. 3, pp. 443-461.
Chandra,S., Srivastava,S.C., and Theng,Y. L. (2010), “Evaluating the role of trust in
consumer adoption of mobile payment systems: An empirical analysis”, Communications
of the Association for Information Systems, Vol. 27, pp. 561-588.

Chang, C. C. (2015), “Exploring mobile application customer loyalty: The moderating
effect of use contexts”, Telecommunications Policy, Vol. 39, No. 8, pp. 678-690.

Chang, N. J., and Fong, C. M. (2010), “Green product quality, green corporate image, green
customer satisfaction, and green customer loyalty”, African Journal of Business
Management, VVol. 4, No, 13, pp. 2836-2844.

Chemingui, H. and Ben lallouna, H. (2013), “Resistance, motivations, trust and intention to
use mobile financial services”, International Journal of Bank Marketing, Vol. 31, No. 7,
pp. 574-592.

Choi, J.; Seol, H.; Lee, S.; Cho, H. and Park Y. (2008), “Customer satisfaction factors of
mobile commerce in Korea”, Internet Research, Vol. 18, No. 3, pp. 313-335.

Chung, K. C., and Holdsworth, D. K. (2012), “Culture and behavioural intent to adopt
mobile commerce among the Y Generation: comparative analyses between Kazakhstan,
Morocco and Singapore”, Young Consumers, Vol. 13, No. 3, pp. 224-241.

Chung, J.E. and Jin, B. (2011), “In-group preference as opportunism governance in a
collectivist culture: evidence from Korean retail buyer-supplier relationships”, Journal of
Business & Industrial Marketing, VVol. 26, No. 4, pp. 237-249.

Constantinescu, M., Onur, E., Durmus, Y., Nikou, S., De Reuver, M., Bouwman, H.,
Djurica M., and Glatz, P. (2014), “Mobile tethering: overview, perspectives and
challenges”, info, Vol. 16, No. 3, pp. 40-53.

Cruz, P., Neto, L. B. F., Mufioz-Gallego, P. and Laukkanen, T. (2010), “Mobile banking
rollout in emerging markets: evidence from Brazil”. International Journal of Bank
Marketing, Vol. 28, No. 5, pp. 342-371.

Cyr, D., Head, M., and Ivanov, A. (2006), “Design aesthetics leading to m-loyalty in
mobile commerce”, Information Management, VVol. 43, pp. 950-963.

Davis, F. D., Bagozzi, R. P., and Warshaw, P. R. (1989). “User acceptance of computer
technology: a comparison of two theoretical models”, Management science, Vol. 35, No. 8,
pp. 982-1003.

De Reuver, M., Nikou, S., and Bouwman, H. (2015), “The interplay of costs, trust and
loyalty in a service industry in transition: The moderating effect of smartphone adoption”,
Telematics and Informatics, Vol. 32, No. 4, pp. 694-700.

Deng, Z., Lu, Y., Wei, K.K. and Zhang, J. (2010), “Understanding customer satisfaction
and loyalty: an empirical study of mobile instant messages in China”, Information and
Management, VVol. 30, No. 10, pp. 459-469.

Dick, A.S. and Basu, K. (1994), “Customer loyalty: Toward an Integrated conceptual
framework”, Journal of the Academy of Marketing Science. Vol. 22, No. 2, pp. 99-113.

31



Eggert, A. and Ulaga, W. (2002), “Customer perceived value: a substitute for satisfaction in
business markets”, Journal of Business and Industrial Marketing, Vol. 17, No. 2-3, pp.
107-118.

Ericsson (2015), “Mobile commerce in emerging markets. An Ericsson ConsumerLab
Insight Summary Report” Available in:
http://www.ericsson.com/res/docs/2015/consumerlab/mobile-commerce-emerging-
markets.pdf (Retrieved on January 17, 2016).

Fornell, C. (1982). A Second Generation of Multivariate Analysis. New York: Praeger
Publishers.

Ganesan, S. (1994), “Determinants of long-term orientation in buyer-seller relationships”,
Journal of Marketing, Vol. 58, No. 2, pp. 1-19.

Garbarino, E. and Johnson, M.S. (1999), “The different roles of satisfaction, trust, and
commitment in consumer relationships”, Journal of Marketing, Vol. 63, No. 2, pp. 70-87.
Ghose, A., Goldfarb, A., and Han, S. P. (2012), “How is the mobile Internet different?
Search costs and local activities”, Information Systems Research, Vol. 24, No. 3, pp. 613-
631.

Goldsmith, R. E. and Hofacker, C. F. (1991), “Measuring consumer innovativeness”,
Journal of the Academy of Marketing Science, Vol. 19, pp. 1004-1016.

Grandon, E. E., Nasco, S. A. and Mykytyn Jr, P. P. (2011), “Comparing theories to explain
e-commerce adoption”, Journal of Business Research, Vol. 64, No.3, pp. 292-298.

GroB3, M. (2015), “Mobile shopping: a classification framework and literature review”,
International Journal of Retail & Distribution Management, Vol. 43, No. 3, pp. 221-241.
Gruen, T.W. (1995), “The outcome set of relationship marketing in consumer markets”,
International Business Review, Vol. 4 No. 4, pp. 447-69.

Gu, R, Oh, L. B. and Wang, K. (2013), “Differential impact of web and mobile
interactivity on e-retailers' performance”, Journal of Organizational Computing and
Electronic Commerce, Vol. 23, No. 4, pp. 325-349.

Gummesson, E. (2004), “Return on relationships (ROR): the value of relationship
marketing and CRM in business-to-business contexts”, Journal of Business & Industrial
Marketing, VVol. 19, No. 2, pp. 136-148.

Gummerus, J., Liljander, V., Pura, M. and Van Riel, A. (2004), “Customer loyalty to
content-based web sites: the case of an online health-care service”, Journal of services
Marketing, Vol. 18, No. 3, pp. 175-186.

Gupta, A., Jha, C. K., and Shukla, A. K. (2012), “Factors Influencing M-Commerce
Transaction Satisfaction and Impact of Trust towards M-commerce Service Providers”,
Journal of Computer Engineering, Vol. 3, No. 5, pp. 1-7.

Ha, S. and Stoel, L. (2009), “Consumer e-shopping acceptance: Antecedents in a
technology acceptance model”, Journal of Business Research, Vol. 62, pp. 565-571.

Harris, L. C. and Goode, M. M. H. (2004), “The four levels of loyalty and the pivotal role
of trust: a study of online service dynamics”, Journal of Retailing, Vol. 8, No. 2, pp. 139-
158.

Hart, O.D. and Moore, J. (1999), “Foundation of incomplete contracts”, Review of
Economic Studies, Vol. 66, No. 1, pp. 115-138.

Heide, J.B. and John, G. (1992), “Do norms matter in marketing relationships?”, Journal of
Marketing, Vol. 56, pp. 32-44.

32



Holmes, A., Byrne, A., and Rowley, J. (2013), “Mobile shopping behaviour: insights into
attitudes, shopping process involvement and location”, International Journal of Retail &
Distribution Management, Vol. 42, No. 1, pp. 25-39.

Hsieh, P. L. (2013), “Perceived opportunism (PO) in e-return service encounters”,
Managing Service Quality, Vol. 23, No. 2, pp. 96-110.

Hunt, S. D., Arnett, D. B., and Madhavaram, S. (2006), “The explanatory foundations of
relationship marketing theory”, Journal of Business & Industrial Marketing, Vol. 21, No. 2,
pp. 72-87.

International Telecommunication Union (ITU, 2014), “Measuring the Information Society
Report 2014”. Available in: http://www.itu.int/en/ITU-D/Statistics/Pages/stat/default.aspx
(Retrieved on January 6, 2016).

Izogo, E. E. (2016 in press), “Should relationship quality be measured as a disaggregated or
a composite construct?”, Management Research Review, Vol. 39, No. 1.

Jahanshahi, A. A., Mirzaie, A., and Asadollahi, A. (2011), “Mobile commerce beyond
electronic commerce: Issue and challenges”, Asian Journal of Business and Management
Sciences, Vol. 1, No. 2, pp. 119-129.

James, L. R., and Brett, J. M. (1984), “Mediators, moderators and tests for mediation”,
Journal of Applied Psychology, Vol. 69, pp. 307-321.

Jarvenpaa, S.L., Tractinsky, N. and Vitale, M. (1999), “Consumer trust in an Internet
store”, Information Technology and Management, VVol. 1, No. 12, pp. 45-71.

Jeong, N., Yoo, Y. and Heo, T.-Y. (2009), “Moderating effect of personal innovativeness
on mobile-RFID services: based on Warshaw’s purchase intention model”, Technological
Forecasting and Social Change, Vol. 76, pp. 154-64.

John, G. (1984), “An empirical investigation of some antecedents of opportunism in
Marketing Channel”, Journal of Marketing Research, Vol. 21, No. 3, pp. 278-289.
Joreskog, K. G. and Soérbom, D. (1993), LISREL VIII: structural equation modeling with
the SIMPLIS command language. Chicago, IL: Scientific Software International.

Kassim, N.M. and Abdullah, N.A. (2008), “Customer loyalty in e-commerce settings: an
empirical study”, Electronic Markets, Vol. 8, No. 3, pp. 275-290.

Ketelhohn, N. and Ogliastri, E. (2013), “Introduction: Innovation in Latin America,
Introduccion: innovacion en América Latina”, Academia Revista Latinoamericana de
Administracion, Vol. 26, No. 1, pp. 12-32.

Khalifa, M. and Shen, K. N. (2008), “Explaining the adoption of transactional B2C mobile
commerce”, Journal of enterprise information management, Vol. 21, No. 2, pp. 110-124.
Kirmani, A. and Rao, A. (2000), “No pain, no gain: A critical review of the literature on
signaling unobservable product quality”, Journal of Marketing, VVol. 64, No. 2, pp. 66-79.
Lam, S. Y., and Shankar, V. (2014), “Asymmetries in the effects of drivers of brand loyalty
between early and late adopters and across technology generations”, Journal of Interactive
Marketing, Vol. 28, No. 1, pp. 26-42.

Laukkanen, T. and Pasanen, M. (2008), “Mobile banking innovators and early adopters:
How they differ from other online users&quest”, Journal of Financial Services Marketing,
Vol. 13, No. 2, pp. 86-94.

Lee, J. S, Kim, S., and Pan, S. (2014), “The role of relationship marketing investments in
customer reciprocity”, International Journal of Contemporary Hospitality Management,
Vol. 26, No. 8, pp. 5-5.

33



Lee, D., Moon, J., Kim, Y. J. and Mun, Y. Y. (2015), “Antecedents and consequences of
mobile phone usability: Linking simplicity and interactivity to satisfaction, trust, and brand
loyalty”, Information & Management, VVol. 52, No. 3, pp. 295-304.

Li, Y. and Yeh, Y. (2010), “Increasing trust in mobile commerce through design
aesthetics”, Computers in Human Behavior, Vol. 26, pp. 673-684.

Liao, C. H., Tsou, C. W. and Shu, Y. C. (2008), “The roles of perceived enjoyment and
price perception in determining acceptance of multimedia-on-demand”, International
Journal of Business and Information, Vol. 3, pp. 27-52.

Liao, C., Palvia, P., and Lin, H.N. (2006), “The roles of habit and web site quality in e-
commerce”, International Journal of Information Management, Vol. 26, No. 6, pp. 469-
483.

Liébana-Cabanillas, F. J., Sanchez-Fernandez, J. and Mufioz-Leiva, F. (2014), “Role of
gender on acceptance of mobile payment”, Industrial Management & Data Systems, Vol.
114, No. 2, pp. 220-240.

Lim, H. and Kumar, A. (2008), “Gender and loyalty in the context of mobile services”,
International Journal of Mobile Communications, 6(6), 714-728.

Lin, H. and Wang, Y. (2006), “An examination of the determinants of customer loyalty in
mobile commerce contexts”, Information and Management, 43, 271-282.

Lin, H.-F. (2011), “An empirical investigation of mobile banking adoption: the effect of
innovation attributes and knowledge-based trust”, International Journal of Information
management, VVol. 31 No. 3, pp. 252-260.

Liu, C.T., Guo, Y.M. and Lee, C.H. (2011), “The effects of relationship quality and
switching barriers on customer loyalty”, International Journal of Information Management,
Vol. 31, pp. 71-79.

Lu, J.; Yao, J.E. and Yu, C. (2005), “Personal innovativeness, social influences and
adoption of wireless Internet services via mobile technology”, The Journal of Strategic
Information Systems, Vol. 14, No. 3, pp. 245-268.

Lynch, P, Kent, R and Srinivasan, S. S. (2001), “The global internet shopper. Evidence
from shopping tasks in twelve countries”, Journal of Advertising Research, Vol. 41, pp. 15-
23.

Mallat, N. (2007), “Exploring consumer adoption of mobile payments. A qualitative
study”, The Journal of Strategic Information Systems, Vol. 16, No. 4, pp. 413-432.

Masten, S.E. (1988), “Equity, Opportunism, and the design of Contractual relations”,
Journal of Institutional and Theoretical Economics, Vol. 144, No. 1, pp. 180-195.

Matzler, K., Grabner-Krauter, S. and Bidmon, S. (2008), “Risk aversion and brand loyalty:
the mediating role of brand trust and brand affect”, Journal of Product & Brand
Management, VVol. 17, No. 3, pp. 154-162.

Mayers, D., and Smith Jr, C. W. (1981), “Contractual provisions, organizational structure,
and conflict control in insurance markets”, Journal of Business, pp. 407-434.

Mishra, D., Heide, J.B. and Cort, S.G. (1998), “Levels of agency relationships in service
delivery: Theory and empirical evidence”, Journal of Marketing Research, Vol. 35, pp.
277-295.

Montoya-Weiss, M. M., Voss, G. B. and Grewal, D. (2003), “Determinants of online
channel use and overall satisfaction with a relational, multichannel service provider”,
Journal of the Academy of Marketing Science, Vol. 31, No. 4, pp. 448-458.

Morgan, R.M. and Hunt, S.D. (1994), “The commitment-trust theory of relationship
marketing”, Journal of Marketing, VVol. 58, July, pp. 20-38

34



Morosan, C. (2014), “Toward an integrated model of adoption of mobile phones for
purchasing ancillary services in air travel”, International Journal of Contemporary
Hospitality Management, Vol. 26, No. 2, pp. 246-271.

Mort, G. S. and Drennan, J. (2005), “Marketing m-services: Establishing a usage benefit
typology related to mobile user characteristics”, The Journal of Database Marketing &
Customer Strategy Management, VVol. 12, No. 4, pp. 327-341.

Mysen, T.; Svensson, G. and Payan, J.M. (2011), “Causes and outcomes of satisfaction in
business relationships” Marketing Intelligence and Planning, Vol. 29, No. 2, pp. 123-140.
Ngai, E. W. and Gunasekaran, A. (2007), “A review for mobile commerce research and
applications”, Decision Support Systems, Vol. 43, No. 1, pp. 3-15.

Oliver, R. L. (1980), “A cognitive model of the antecedents and consequences of
satisfaction decisions”, Journal of marketing research, pp. 460-469.

Park, J. and Stoel, L. (2005), “Effect of brand fsmiliarity experience and information on
online apparel purchase”, International Journal of Retail and Distribution Management,
Vol. 33, pp. 48-160.

Paavilainen, J. (2002). Mobile business strategies: understanding the technologies and
opportunities. Pearson Education.

Pavlou, P. Liang, H. and Xue, Y. (2007), “Understanding and mitigating uncertainty in
online exchange relationships: A principal —agent perspective”, MIS Quarterly, Vol. 31,
No. 1, pp. 105-136.

Ping Jr, R. A. (1993), “The effects of satisfaction and structural constraints on retailer
exiting, voice, loyalty, opportunism, and neglect”, Journal of retailing, Vol. 69, No. 3, pp.
320-352.

Preacher, K. J. and Hayes, A. F. (2008), “Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models”, Behavior research
methods, Vol. 40, No. 3, pp. 879-891.

Preacher, K. J. and Leonardelli, G. J. (2001), “Calculation for the Sobel Test. An interactive
calculation tool for mediation tests”. Available in: http://quantpsy.org/sobel/sobel.htm
(Retrieved on January 1, 2016).

Purita, G. (2013), “M-commerce 2013. Current state of mobile commerce and major
trends”, Available in: www.obs-edu.com (Retrieved on January 1, 2016).

Qureshi, 1., Fang, Y., Ramsey, E., McCole, P., Ibbotson, P., and Compeau, D. (2009).
Understanding online customer repurchasing intention and the mediating role of trust-an
empirical investigation in two developed countries. European Journal of Information
Systems, Vol. 18, No. 3, pp. 205-222.

Ranaweera, C., McDougall, G. and Bansao, H.A. (2005), “A model of online customer
behavior during the initial transaction: moderating effects of customer characteristics”,
Marketing Theory, Vol. 5, No. 1, pp. 51-74.

Reichheld, F.F.; Markey, R.G. Jr. and Hopton, C. (2000), “The loyalty effect — the
relationship between loyalty and profits”, European Business Journal. Vol. 12, No. 3, pp.
134-1309.

Ribbink, D., Van Riel, A.C.R. and Liljander, V. (2004), “Comfort your online customer:
quality, trust and loyalty on the internet”, Managing Service Quality, Vol. 14 No. 6, pp.
446-456.

Rogers E. M. (1995). Diffusion of innovations. New York.

35



San-Martin, S. (2015), “Are signals a solution to perceived risk and opportunism in mobile
shopping? Gender differences and similarities”, chapter of the book The Evolution of the
Internet in the Business Sector: Web 1.0 to Web 3.0. IGI Global, 1-390.

San-Martin, S. and LOpez-Catalan, B. (2013), “How can a mobile vendor get satisfied
customers?”, Industrial Management and Data Systems, Vol. 113, No. 2, pp. 156-170.
Shankar, V., Smith, A. and Rangaswamy, A. (2003), “Customer satisfaction and loyalty in
online and off-line environments”, International Journal of Research in Marketing, Vol.
20, pp. 153-175.

Shankar, V., Urban, G. and Sultan, F. (2002), “Online trust: a stakeholder perspective,
concepts, implications, and future directions”, Journal of Strategic Information Systems.
Vol. 11, pp. 325-344.

Schierz, P. G., Schilke, O. and Wirtz, B. W. (2010), “Understanding consumer acceptance
of mobile payment services: An empirical analysis”, Electronic Commerce Research and
Applications, Vol. 9, No. 3, pp. 209-216.

Scornavacca, E., Barnes, S. J., and Huff, S. L. (2006), “Mobile business research published
in 2000-2004: emergence, current status, and future opportunities”, Communications of the
association for information systems, Vol. 17, pp. 635-646.

Siau, K., Sheng, H., and Nabh, F. (2003), “Development of a framework for trust in mobile
commerce”, In Proceedings of 2nd annual workshop on HCI research in MIS. Seattle.
Singh, J. and Sirdeshmukh, D. (2000), “Agency and trust mechanisms in consumer
satisfaction and loyalty judgments”, Journal of the Academy of Marketing Science, Vol. 28,
No. 1, pp. 150-167.

Steenkamp, J. B. E., and Baumgartner, H. (1995), “Development and cross-cultural
validation of a short form of CSI as a measure of optimum stimulation level”, International
Journal of Research in Marketing, VVol. 12, No. 2, pp. 97-104.

Suki, N. M. (2012), “Examining factors influencing customer satisfaction and trust towards
vendors on the mobile Internet”, Journal of Internet Banking and Commerce, Vol. 17, No.
1, pp. 1-12.

Thakur, R. (2014), “What keeps mobile banking customers loyal?”, International Journal
of Bank Marketing, Vol. 32, No. 7, pp. 628-646.

Thakur, R. and Srivastava, M. (2013), “Customer usage intention of mobile commerce in
India: an empirical study”, Journal of Indian Business Research, Vol. 5, No. 1, pp. 52-72.
Ting, S.C., Chen, C.N. and Bartholomew, D. E. (2007), “An integrated study of
entrepreneurs' opportunism”, Journal of Business & Industrial Marketing, Vol. 22, No. 5,
pp. 322-335.

Wathne, K.H. and Heide, J.B. (2000), “Opportunism in interfirm relationship: forms,
outcomes, and solutions”, Journal of Marketing, Vol. 64, pp. 36-51.

Williamson, O. E. (1975), Markets and Hierarchies, Analysis and Antitrust Implications,
New York: Free Press.

Wilson, J.A. (1980), “Adaptation to uncertainty and small numbers exchange: The New
England fish market”, Bell Journal of Economics, Vol. 11, pp. 491-504.

Wu, J-H. and Wang, S-C. (2005), “What drives mobile commerce? An empirical evaluation
of the revised technology acceptance model”, Information and Management, Vol. 42, pp.
719-729.

Yeh, Y.S. and Li, Y.M. (2009), “Building trust in m-commerce: contributions from quality
and satisfaction”, Online Information Review, Vol. 33, No. 6, pp. 1066-1086.

36



Zarmpou, T., Saprikis, V., Markos, A. and Vlachopoulou, M. (2012), “Modeling users’
acceptance of mobile services”, Electronic Commerce Research, Vol. 12, No. 2, pp. 225-
248.

Zeithaml, V., Berry, L., and Parasuraman, A. (1996), “The behavioural consequences of
service quality”, Journal of Marketing, VVol. 6, No. 2, pp. 31-46.

Zhang, R., Chen, J. Q. and Lee, C. (2013), “Mobile Commerce and Consumer Privacy
Concerns”, Journal of Computer Information Systems, Vol. 53, No. 4, pp. 31-38.

Zhao, X., Tang, Q., Liu, S., and Liu, F. (2016 in press), “Social capital, motivations, and
mobile coupon sharing”, Industrial Management & Data Systems, Vol. 116, No. 1.

Zhou, T. (2011), “An empirical examination of initial trust in mobile banking”, Internet
Research, Vol. 21, No. 5, pp. 527-540.

Zhou, T., Li, H., and Liu, Y. (2010), “The effect of flow experience on mobile SNS users'
loyalty”, Industrial Management & Data Systems, Vol. 110, No. 6, pp. 930-946.

37



