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Abstract 
The purpose of this study is to investigate the effect of service quality on the relationship between mobile shoppers’ 
satisfaction and purchase intention towards mobile commerce. The survey method was conducted with a structured 
questionnaire that was distributed to 385 mobile users in Malaysia which tested against a proposed model using 
partial least square structural equation modelling. The result confirms service quality affects mobile shoppers’ 
satisfaction and purchase intention directly. Furthermore, the result also affirms that mobile shoppers’ satisfaction 
mediates the relationship between service quality and purchase intention. This study will assist the mobile 
commerce industry to understand mobile shoppers’ behaviour in Malaysia. 
Keywords: service quality, customer satisfaction, purchase intention, mobile commerce 
1. Introduction 
The development of mobile device technology has contributed to the growth of mobile commerce, which allows 
Malaysian consumers to do online shopping via mobile device (MIS Asia, 2017). The high growth in the use of the 
mobile internet, the increasing number of mobile device users and the popularity of mobile technologies has 
contributed to the un-precedent growth of mobile commerce in meeting peoples’ needs and demands as it allows 
consumers to shop online at any time and location (Nguyen et al., 2018). Malaysia has emerged as the top two in 
the Southeast Asia region market in mobile commerce penetration, with 21.62 million active mobile internet users 
who use the website to search, interact, compare products, read reviews and do online shopping (Ghazali et al., 
2018). The total sales of transactions generated by mobile commerce has evolve significantly with 58.5 million in 
2017, an increase of 53.1 % in 2016 from 27.4 million in 2016 (Borneo Post, 2018). Currently, the project global 
mobile commerce is expected to exceed RM4.08 billion in 2018 (The Star, 2016). This makes Malaysia a potential 
and attractive market for many mobile commerce players. The market size of mobile commerce is boosted by the 
high penetration rate of the mobile devices in Malaysia. This could also be contributed by users who enjoy 
immediate purchasing through their own mobile device, as well as the rapid rise in mobile commerce, generating 
an increase in mobile commerce sales over the next five years. As the popularity and technologies of mobile device 
progress, mobile commerce acceptance is becoming very apparent. This trend will certainly continue in the near 
future (Liu et al., 2019). 
Many empirical studies have highlighted the interrelationships among the constructs of service quality, customer 
satisfaction, and purchase intentions in various industries (Paulo et al., 2019; Shrawan & Mohit, 2018; Mariam et 
al., 2018; Hussain, 2016). There is evidence that service quality has either a direct or indirect significant association 
with purchase intention mediated through customer satisfaction (Zeithaml et al., 1996; Cronin et al., 2000). Given 
these established relationships, it is important for the online retailers to measure and monitor service quality to 
build customer satisfaction which in turn has a significant influence on consumers’ purchase intentions. Although 
the interrelationships among service quality, customer satisfaction, and purchase intentions are well documented in 
the classical service literature such relationships have not been fully subjected to conceptual and empirical 
perspective investigation especially in the mobile commerce context. According to Zeithaml et al. (2002) have 
urgent future researchers need to pay particular attention to the concept of service quality and its associated 
consequences in the online environment context. 
In light of the preceding discussion, the objective of this research is to contribute to the mobile commerce literature 
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in a number of ways. Firstly, it investigates the relationship between service quality, customer satisfaction and 
purchase intention toward mobile commerce. Secondly, the study investigates the mediating effects of customer 
satisfaction on the relationship between service quality and purchase intention. The rest of this paper is organized 
as follows. We first develop our literature review, conceptual model and associated research hypotheses that 
address the relationships among service quality, customer satisfaction, and purchase intention. Then, we describe 
the research methodology in the study and follow by reporting the data analysis results. Finally, we conclude by 
discussing managerial implications, limitations and also future research directions. 
2. Literature Review and Research Hypotheses Development 
2.1 Service Quality (SQ) 
One of the most important factors for the determination of purchase intention is the overall perceived service 
quality, which will eventually attract more consumers (Spiros, Sergios, & Vlasis, 2010). Based on Parasuraman et 
al., (2005), SQ is broadly to encompass all phases of a customer’s interaction with a website; the extent to which a 
website facilitates efficient and effective shopping, purchasing and delivery. There are several instruments to 
measure SQ such as WebQual, SITE-QUAL, eTailQ, E-S-QUAL, Revised SERVQUAL and e-commerce CPQ. 
The present study adopts eTailQ model by Wolfinbarger & Gilly (2003) which consist of website design, 
reliability/fulfilment, security/privacy, and customer service. eTailQ was selected as model for measurement since 
it can comprehensively measure SQ especially in mobile commerce. There were existing studies of SQ in the 
mobile commerce context explored by several researchers (Markus 2016; Markus et al., 2015) mainly focused on 
the specific dimensions in overall SQ measurement, but not based on the overall study of SQ. This study utilises 
four dimensions to measure the overall SQ with mobile commerce. Thus, looking at the absence for the study of 
overall SQ in mobile commerce context, this study aims to bridge the gap and the proposed SQ as the factor that 
could affect CS and PI towards mobile commerce. A positive and direct impact of SQ on CS and PI is shown in 
several studies. In the mobile commerce context, Anas et al., (2018) and Sukanya and Saroj (2015) revealed that 
SQ affects the CS positively and significant relationship. Karin (2019) and Yousef and Dariyoush (2018) found the 
presence of a significant and positive relationship between SQ and PI. 
2.2 Customer Satisfaction (CS) 
CS has also been identified as a key variable for generating consumer purchase intention towards a service. Though 
mobile commerce has penetrated everyday life, CS in mobile commerce has rarely been studied because of its 
short history (Rakhi, 2018). As at the initiating stage of mobile commerce, most of the researchers paid attention to 
the customer’s intention to accept electronic commerce, rather than CS in mobile commerce. CS is important for 
establishing long term customer relationships and to further generates PI (Enrique & Karla, 2019). The definition 
of CS is the contentment of a consumer concerning to his or her prior purchasing experience (Anderson & 
Srinivasan, 2003). However, the relationship between CS and PI is still ambiguous because there are only a few 
studies that explore how to strengthen it. Thus, the present study intends to fulfil the gap of proposing CS as the 
outcome of the determinant namely SQ. A positive and direct impact of CS and PI is shown by several studies in 
mobile commerce context. Paulo et al., (2019) for instance, added that CS has a direct and positive effects on their 
PI. Mariam et al., (2018) revealed that CS has a significant effect on their purchase intention towards mobile 
commerce. In addition, Shrawan and Mohit (2018) also found that CS played a critical mediator role between SQ 
and PI. Therefore, CS plays as a mediating variable between SQ and PI in this study. 
2.3 Purchase Intention (PI) 
PI refers to the probability that an individual will purchase a particular product based on the interaction between 
customer needs, attitude and perception (Beneke et al., 2016). Purchase intention can be treated as an estimator of 
consumer behaviour (Wu et al., 2011). It can be considered as consumer’s interest to buy specific items (Kamalul 
Ariffin et al., 2018). In other words, purchase intention determines the strength of consumer willingness to 
purchase (Lee et al., 2017). It is crucial to recognise consumer’s PI because their actions are usually predicted 
through their intentions (Hsu et al., 2017). There were existing studies found that SQ and CS ultimately determined 
the consumer’s PI, which is an important of actual buying behaviour (Mariam et al., 2018; Shrawan & Mohit, 2018; 
Kim, 2016; Shin, 2015). Therefore, the construct of PI is considered as an outcome variable in this study and 
included as a dependent variable in our model. 
2.4 Conceptual Model and Hypotheses Development 
The aim of this study integrates service quality and purchase intention in one framework for measuring the 
mediating effects of customer satisfaction. There are three main constructs namely Service Quality (SQ), Customer 
Satisfaction (CS), and Purchase Intention (PI). SQ was the exogenous construct while CS and PI were the 
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Table 1. Convergent validity of the measurement model 
Construct Item Loadings CR AVE 

Service Quality SQ  0.854 0.593 
Website Design   0.878 0.589 

 SQA1 0.789   
 SQA2 0.740   
 SQA3 0.796   
 SQA4 0.765   
 SQA5 0.748   

Fulfilment /   0.861 0.608 
Reliability     

 SQB1 0.778   
 SQB2 0.783   
 SQB3 0.766   
 SQB4 0.792   

Security/Privacy   0.895 0.630 
 SQC1 0.700   
 SQC2 0.776   
 SQC3 0.734   
 SQC4 0.752   
 SQC5 0.720   

Customer Service   0.894 0.627 
 SQD1 0.781   
 SQD2 0.820   
 SQD3 0.815   
 SQD4 0.767   
 SQD5 0.776   

Customer Satisfaction   0.880 0.554 
 CS1 0.777   
 CS2 0.791   
 CS3 0.737   
 CS4 0.760   
 CS5 0.787   

Purchase Intention   0.896 0.611 
 PI1 0.766   
 PI2 0.792   
 PI3 0.816   
 PI4 0.798   
 P15 0.809   

 
4.2 Discriminant Validity 
Discriminant validity which is the extent to which a construct is truly distinct from other constructs (Hair et al., 
2017) is commonly established using the Fornell-Larcker criterion. Under this criterion, the square root of the AVE 
values is compared with the latent variable correlations (Hair et al., 2017). However, the commonly-applied 
Fornell-Larcker criterion has a low sensitivity meaning that discriminant validity problems can sometimes go 
undetected. Hence, a better approach is used in this study to evaluate the measurement model for discriminant 
validity which is the Heterotrait-Monotrait Ratio of Correlations (HTMT). Based on the HTMT results tabulated in 
Table 2, all the values fulfil the criterion of HTMT.95 (Gold et al., 2011) and the HTMT.85 (Kline, 2011). Besides 
that, the result of the HTMT confidence intervals does not show a value of 1 (Henseler et al., 2015). Overall, the 
HTMT results proved that all the constructs in the measurement model were achieved based on HTMT inference 
and also confirms the discriminant validity. 
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Table 2. Discriminant validity of the measurement model 
 PI CS SQ 
PI    
CS 0.911   
SQ 0.737 0.830  

Note. PI=Purchase Intention; CS=Customer Satisfaction; SQ=Service Quality. 

 
4.3 Structural Model Analysis 
The structural model examines the model’s predictive capabilities and the hypothesised relationship between 
exogenous (independent) and endogenous (dependent) variables. The key criteria for assessing the structural 
model are the significant path coefficient, the level of R2 values, the f2 effect size and the predictive relevance Q2. A 
Bootstrapping procedure was used to obtain the path coefficient and t-values. Table 3 showed the results for all 
path coefficients, t-values, and verdict for each hypothesised path. 
 
Table 3. Results of the structural model 

Relationship Std. Beta t-value Decision                f2             VIF 

H1: SQ → CS 0.671 22.978** Supported 0.820 1.000 

H2: SQ→ PI 0.165 3.293** Supported 0.038 1.820 

H3: CS→ PI 0.659 13.676** Supported 0.609 1.820 

Note. p*< 0.05; **p<0.01. 

 
Firstly, the results of collinearity for all indicators showed that VIF values achieved less than 5. Thus, it indicates 
that there was no problem of collinearity. Secondly, path coefficient was assessing the significance and relevance of 
the structural model relationships by looking at t-value which is more than 1.96. The results showed that there was 
a significant relationship between S→CS (22.978), SQ→PI (3.293), and CS→PI (13.676). Thirdly, the R2 predictive 
accuracy level for endogenous variable for CS and PI was substantial. Fourthly, the assessment of effect size (f2) 
showed that SQ→CS and CS→PI had a substantial effect size, while SQ→PI had a medium effect size. Therefore, all 
the structural model assessments achieved the PLS-SEM criteria. 
4.4 Mediation Analysis 
The mediation test was run using SmartPLS 3.0 through bootstrapping steps. Step by step of the mediation test was 
referred to Hair et al. (2017). The mediating test was obtained through “specific indirect effect” result. The t- 
values and p-values for H4 showed significant results. The result showed that H4 hypotheses were supported. It 
was found that the relationship between service quality and purchase intention towards mobile commerce was also 
mediated by customer satisfaction. 
 
Table 4. Results of the mediation analysis 

Hypothesis Relationship Std. Beta Std. Error t-value p-value 
H4 SQ → CS → PI 0.443 0.036 12.284 0.000** 

Note. p*< 0.05; **p<0.01. 

 
5. Discussion and Conclusion 
The present study aims to give a valuable understanding of the effects of mobile shoppers’ satisfaction in 
mediating the relationship between the service quality and purchase intention towards mobile commerce in 
Malaysia. The results indicate that there is a significant interrelationship between the constructs. Also, mediating 
test of satisfaction was successfully and significant. These findings are consistent with earlier research by Mariam 
et al., (2018), Pauola et al. (2019) as well as Shrawan and Mohit (2018). Therefore, it highlights the importance of 
mobile shoppers’ satisfaction in mediating the relationship between service quality and purchase intention. This 
study reveals that the eTailQ, as developed by Wolfinbarger and Gilly (2003) is valid for measuring SQ in the 
context of mobile commerce. It shows that the customer service dimensions have a positive and significant effect 
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on overall SQ, CS and PI. In a highly competitive environment, online retailer needs to pay attention to mobile 
shoppers’ intention as it is determined by the SQ. In particular, the online retailer should focus on the customer 
service at the first priority as it presents the importance of dimensions of SQ to customers. This study has 
successfully developed an integrated model that links service quality, mobile shoppers' satisfaction, and intention 
to adopt mobile commerce with one mediator in one framework. The research objectives were met, and all 
hypotheses were supported. However, the limitation of this study is that it focuses on mobile commerce scope only. 
Therefore, in future research it is suggested to consider the extension of the scope of the study to other areas. 
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