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Abstract

Good continuation of mobile shoppers’ intention could ensure sustainability in mobile shopping, thus the study
of consumer behavior including service quality, perceived value, trust and satisfaction is essential in order to
understand their needs. The question is whether the mobile shopping in Malaysia has provided sufficient mobile
websites or apps facilities to gain the repurchase intention of mobile shoppers. However, there are several issues
arise such as bad reviews or comments, lack of communication and fake online sellers that may affect mobile
shoppers’ behaviour. This research aims to examine the relationship between service quality (SQ), perceived
value (PV) and trust (TR) mediated by mobile shoppers’ satisfaction (CS) with repurchase intention (RI). 427
usable questionnaires were collected from the mobile shoppers around Kuala Lumpur and Selangor. The data
was analyzed using SPSS and Structural Equation Modelling in SmartPLS. The results suggested that there is a
significant relationship between SQ, PV and TR on CS. Besides, CS mediates the relationship between SQ, PV
and TR with RI. The research has extended the body of knowledge in mobile shopping studies. The findings
contribute valuable theoretical and managerial implications that can enhance mobile shopping services.
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1. Introduction

Mobile devices and technology have grown exponentially in recent years. The rapid migration of technology to
mobile has transformed the consumer experience with various aspects of daily life, and created new business
opportunities across the market (Chao et al., 2013). For instance, mobile shopping is one of mobile channels
have been introduced in the retail market (Ghazali et al., 2018; Phong et al., 2018). Mobile shopping has
emerged as a new shopping channel for consumers in line with the rapid technological shift towards mobile
transactions (Kalini¢ et al., 2019). Referring to Wong et al., (2012), the definition of mobile shopping as the
ability to purchase goods and services anywhere through a mobile device. Consumer choose for online shopping
is turning to mobile shopping platforms, and this is becoming a popular behavioral trend among online shopping
alternatives for contemporary consumers to search for information, browse for products, comparing price and
specification, and purchasing products or services using mobile devices at anytime and anywhere (Madan &
Yadav 2018; Hung et al., 2012) leading, thus, to the formation of mobile shoppers’ behaviour. Today, the demand
for online purchasing using mobile technology has increasing trend in society today and Malaysian people are
ranked among the most passionate mobile shoppers which contributed to growing competitive advantages
intensively in the retailing market (Artigas & Barajas-Portas, 2019; Liu et al., 2019; Ghazali et al., 2018; Phong
et al., 2018). While mobile shopping brings about many benefits, and grows in popularity; consumers are still
exposed to risks due to the nature of online shopping, as well as the number of online purchase complaints. The
statement of National Consumer Complaints Centre (NCCC) reported that online purchases are the highest case
of fraud with total losses amounting to RM 6 million in 2018. Online purchase fraud occurs when items
purchased online do not reach consumers, receive goods that not follw specification, receive different and defect
goods. Mobile shopping platform is believed to create major challenges in consumer perception and purchasing
behaviour (Liu et al., 2019; Madan & Yadav, 2018; Marriott et al., 2017). It is, therefore, essential to identify the
factors influencing mobile shoppers repurchase behaviour. Previous studies have examined a range of factors
influencing consumer behaviour in different context. These include service quality (Rita et al., 2019; Mohammad
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Salameh et al., 2018), perceived value (Liu et al., 2015; Carlson et al., 2015) and trust (Artigas & Barajas-Portas,
2019; Trivedi & Yadav, 2020). However, there have been few attempts to comprehensively examine consumer
behaviour in mobile shopping context. Therefore, the primary purpose of this study was to investigate the factors
that influence on mobile shoppers’ satisfaction and repurchase intention towards mobile shopping. The findings
of this research could provide a better understanding toward behaviour of mobile shoppers.

2. Literature Review and Research Hypotheses Development
2.1 Repurchase Intention (RI)

RI is a psychological behaviour and one of the main drivers that motivate buyers to continue buying products or
services (Trivedi & Yadav, 2018). A higher repurchase intention denotes a higher probability of the consumer
buying the item (Schiffman and Kaunk, 2000). Repurchase intention can define as “the subjective probability
that a customer (i.e. experienced customers) will continue to purchase a product from the same online seller”
(Chiu et al., 2014). This research defines repurchase intention as refers to the strength of consumer’s willingness
to repurchase same product or service through mobile shopping. The reason for RI is mainly refer on past
purchase experiences (Kuo et al., 2009). Understanding customer RI is beneficial because satisfied customers
tend to continue their relationship with certain sellers rather than dissatisfied (Ibzan et al., 2016). In the existing
literature, RI has been discussed in service context (Trivedi & Yadav, 2020; Adekunle & Ejachi, 2018). Trivedi &
Yadav (2020) found that consumers RI has a significantly affect on consumer buying behaviour in e-commerce.
Similarly, Adekunle and Ejachi, (2018) indicated that consumers behavioural intention towards online shopping
is a significant predictor of RI. This is because consumers who have a high RI would increase the consumers’
rebuying behaviour. While many researches had been carried out in RI study in different contexts but there has
been limited empirical studies on mobile shopping context. Hence, this research is set out to examine RI as a
dependent variable empirically to enrich the body of knowledge in this context.

2.2 Service Quality (SQ)

Service quality is an essential research topic in consumer behaviour areas and has been broadly studied in
various service sectors, including banking (Boonlertvanich, 2019), healthcare (Fatima et al., 2018) and tourism
(Keshavarz & Jamshidi, 2018). Parasuraman et al. (2005) define service quality as “the extent to which a website
facilitates efficient, effective shopping, purchasing and delivery”. This research defines service quality as mobile
shoppers ’overall evaluation and perceptions of service quality towards mobile shopping. The most common
approach to measure service quality is by employing the SERVQUAL model (Parasuraman et al., 1985).
Parasuraman et al. (1985) introduced SERVQUAL as an instrument designed to measure the five dimensions of
reliability, tangibles, empathy, responsiveness and assurance. This model is still popular and currently used in
many studies (Altunas & Kansu, 2019; Yilmaz et al., 2018; Kumar et al., 2018). However, the initial concept of
service quality assessment was not well implemented in the virtual environment (Parasuraman & Grewal, 2000;
Parasuraman et al., 2005). A user friendly and effective mobile website or app is fundamental in ensuring that
service quality in mobile shopping is achieved. Many researchers modified SERVQUAL into several models that
suit the online service context (Rita et al., 2019). Thus, the eTailQ model developed by Wolfinbarger and Gilly
(2003), in line with the purpose of this research to capture a holistic view of the process of developing user
behavior. The eTailQ model measures from the beginning to the end of the transaction, including information
search, website navigation, ordering, interaction, delivery and satisfaction with the ordered product
(Wolfinbarger & Gilly, 2003). They simplified the multiple items scales to four dimensions, including website
design, fulfilment or reliability, security or privacy, and customer service. This model currently is applied in
many studies (Rita et al., 2019; Blut, 2016). There have been existing studies of service quality in various
contexts explored by several researchers (Boonlertvanich, 2019; Rita et al., 2019) that focussed on the specific
dimensions of service quality towards mobile shopping. Boonlertvanich (2019) highlighted the specific service
quality dimensions by examining the behaviour of consumers. Meanwhile, Rita et al., (2019) specifically
explored the role of specific dimensions of service quality in explaining Indonesian online consumer behaviour.
Based on the review of the past research in service quality mostly different context but less attention in mobile
shopping. This research aims to bridge the gap in the existing literature by proposing service quality as the factor
that could influence mobile shoppers’ behaviour. Various researchers have revealed that service quality has a
positive relationship with satisfaction is shown by several studies (Trivedi & Yadav, 2020; Adekunle & Ejechi,
2018). Trivedi and Yadav (2020) found that service quality was positively associated with satisfaction. Adekunle
and Ejechi (2018) assess how relationship service quality affects mobile buyer satisfaction, where it shows
service quality is an important factor influencing mobile shopppers’ satisfaction in mobile shopping. This
research should provide further research to examine the relationship between service quality and satisfaction
with mobile shopping. These prior researchers have revealed a positive and significant relationship between
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service quality and customer satisfaction. Similarly, the relationship is expected to occur in a mobile shopping
context, leading to a first research hypothesis as follows:

H1: Service quality positively influence mobile shoppers’ satisfaction
2.3 Perceived Value (PV)

Perceived value is a polymorphic concept that have been widely discussed in various contexts, included
traditional mall shopping (Kesari & Atulkar, 2016), online shopping (Carlson et al., 2015; Chiu et al., 2014) and
mobile shopping (Liu et al., 2015; Xu et al., 2015). Perceived value can be defined as “the consumer’s overall
assessment of the utility of a product based on perceptions of what is received and what is given” (Zeithaml,
1988). Tsao et al., (2016) define perceived value as “the feelings of consumers aroused by comparing benefits
and sacrifices from online retail activities in which shopping websites endeavour to establish a long-term
relationship with the consumers by providing services that are valuable to them”. Therefore, this research defines
perceived value as a consumer’s perception of net benefits derived from the trade-off between the benefits and
the associated sacrifices derived from the mobile shopping. In this view, perceived value encompasses two
components: the benefits earned and the sacrifices made (Liu et al., 2015). Valuable exchanges for the sacrifice
component and consumer benefits are important arguments not only in the offline but also online environment
(Tankovic & Benazic, 2018). Customer perceived value in the mobile shopping is crucial factor and that is why
it is necessary to understand the role of perceived value in mobile shoppers’ behaviour. Sellers strive to maintain
long-term and stable relationships with buyers and receive regular orders, while buyers strive to reduce their
purchase costs as well as their profitability (Gan & Wang, 2017). The value that customers feel has received a lot
of attention in the field of marketing strategy because it achieves sustainable competitive advantage that plays an
important role in predicting buying behavior (Tankovic & Benazic, 2018). Perceived value is a important
construct in influencing consumer behaviour in various contexts (Keshavarz & Jamshidi, 2018; Tankovic &
Benazic, 2018). Keshavarz and Jamshidi (2018) and Tankovic and Benazic (2018) indicated that very little
discussion of the perceived value is being conducted as an empirical study. This study highlights that there is still
a gap in understanding the perceived value especially in the context of mobile shopping. Several researchers
agreed that perceived value has a significant influence on customer satisfaction because the company that
delivers high quality services at reasonable prices, able to satisfy customer needs better (Kataria & Saini 2019;
Han et al., 2018; Gan & Wang, 2017). Han et al., (2018) and Gan and Wang (2017) explored the effects of the
perceived value on customer satisfaction. They highlighted that perceived value occurred by the customer
judgement after the service providing process that lead to customer satisfaction. In addition, researchers also
found that perceived value are positively contributes and improves consumer satisfaction in oral care sector
(Kataria & Saini, 2019). This previous study found that perceived value is an indicator to determine customer
satisfaction. Thus, this research suggests that there is a need to provide further research on the relationship
between perceived value and customer satisfaction with mobile shopping. This research aims to understand the
customer satisfaction of mobile buyers by emphasizing the influence of value felt by the consumer, and this leads
to the second research hypothesis as follows:

H2: Perceived value positively influence mobile shoppers’ satisfaction
2.3 Trust (TR)

TR has been the focus of a great deal of attention and extensively study in numerous contexts such as banking
(Chang & Hung, 2018), retailing (Wobker et al., 2015), online shopping (Raman, 2019) and mobile shopping
(Jimenez et al., 2016). Given the massive expansion of mobile devices, findings in the marketing literature have
shown that trust plays an important role as a precedent for good perception for mobile shopping as well as
maintaining long-term buyer and seller relationships. It also helps by fostering real trust among consumers that is
likely to stabilise, grow, encourage consumers to use online service more extensively (Artigas & Portas, 2019).
Carter et al., (2014) define trust as “the faith that the customer has in the online vendor that customers will deal
in a fair manner”. This research defines trust as the consumer belief, confident or expectation of mobile shopping
that fulfil their needs and not taking unexpected actions produces negative results. A great number of prior
studies have demonstrated that trust is the most vital aspect that determines a consumer’s behaviour (Chang &
Hung, 2018; Raman, 2019; Jimenez et al., 2016). Chang and Hung (2018) stated that trust is an important
predictor of behavioral outcomes in the context of mobile banking. Raman (2019) indicated that trust is generally
considered essential to maintaining long-term customer relationships. Jimenez et al., (2016) also found that trust
has always been considered a critical factor in the context of online services and has been recognized
significantly to influence the outcome of user behavior. In the existing literature, the trust has been discussed in
many aspects including banking, online shopping and also mobile shopping. Surprisingly, within these many
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discussions on trust, the empirical studies on trust are limited particularly the ones that highlight how trust
influences on consumer behaviour. Other existing studies on trust mostly concentrates on the conceptual study
while limited empirical studies based on the online consumer perspective. Therefore, the research intended to
fulfil the gap by proposing trust as a factor that influences mobile shoppers’ behaviour. Empirical evidence
studies of electronic and mobile commerce suggest that trust correlates with customer satisfaction and is a
necessary component of adoption behaviours (Kalinic et al., 2019; Trivedi & Yadar, 2018; Thakur, 2018).
Kalinic et al., (2019) showed that trust was one of the main drivers of mobile shopping adoption in Mexico.
Trivedi and Yadar (2018) use trust as a determinant of mobile shopping continuance in Taiwan. Consistent with
extant studies Thakur (2018) study on mobile commerce adoption highlights that trust affects consumers’
behavioural intention. These previous studies discovered that trust is the most significant determinant of
repurchase intention, especially in mobile shopping. The results of previous research studies show that the higher
the level of consumer trust, the higher the level of consumer intention to buy, and therefore, the easier it is for
online stores to attract, maintain and maintain long-term relationships with them. Although leading researchers
have conducted several studies on online shopping, this research covers only aspects of the beliefs and intentions
of online shopping are limited. Therefore, it would be interesting to see further research on the influence of
mobile shoppers’ trust on satisfaction towards mobile shopping which leads to the third research hypothesis as
follows:

H3: Trust positively influence mobile shoppers’ satisfaction
2.4 Customer Satisfaction (CS)

CS is an affective psychological process rather than only a cognitive process alone (Kataria & Saini, 2019). It is
recognised to be an essential factor that affects foster long lasting relationships between the consumer and seller,
and further generates outcome consumer behaviour (Pham & Ahammad, 2017). Research on CS has received a
great attention from both marketing academicians and practitioners. There are some discussions regarding the
concept of CS in the existing literature. The concept of CS has been developed by the literature in different
contexts such as banking (Boonlertvanich, 2019), hospitality (Shahzadi et al., 2018), oral care (Kataria & Saini,
2019), online shopping (Trivedi & Yadav, 2018) and mobile shopping (Thakur, 2018). Anderson and Srinivasan
(2003) define customer satisfaction as “the customer’s happiness with about his or her prior purchasing
experience with the websites”. Artigas and Portas (2019) explain customer satisfaction as “an emotional
response to the degree and speed with which mobile shopping is adopted, and on the other hand, as a response to
the expected benefits of using mobile shopping”. This research defines customer satisfaction as the mobile
shopper’s overall positive or negative feeling based on the purchasing experience from mobile shopping.
Numerous studies have attempted to relate consumer satisfaction in the context of banking (Boonlertvanich,
2019; Chang & Hung, 2018); mobile shopping (Artigas & Portas, 2019) and online shopping (Trivedi & Yadav,
2018; Rita et al., 2018). Boonlertvanich (2019) and Chang and Hung (2018) identified that customer satisfaction
is an essential precursor to one’s repurchase intention. Artigas and Portas (2019) found that satisfaction with
mobile shopping is decisive in the intention to commit to a mobile device. Similarly, Trivedi and Yadav (2018)
and Rita et al., (2018) indicated that satisfaction serves as a

mediator when identifying potential problems; therefore, it is important for the group in this study, and the
results show that it influences the relationship between repurchase intentions. While many researchers have been
carrying out studies on satisfaction, there have been few empirical studies on mobile shoppers’ satisfaction
particularly in Malaysia. The research on customer satisfaction in mobile shopping studies have overlooked these
issues empirically. CS can be an intermediary between its factors and consumer buyback decisions. Factors such
as quality of service, perceived value and trust can be a source of CS; therefore, CS can mediate the relationship
between these factors and the intention to repurchase. Therefore, this leads to the fourth study hypothesis as
follows:

H4a: Customer satisfaction mediates the effect of service quality on repurchase intention.
H4b: Customer satisfaction mediates the effect of perceived value on repurchase intention.
H4c: Customer satisfaction mediates the effect of trust on repurchase intention.

This research proposes a conceptual model to explain mobile shoppers’ behaviour based on established
relationships among service quality (website design, fulfilment/reliability, security/privacy and customer service),
perceived value, trust and customer satisfaction, repurchase intention as refer to Figure 1.
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Figure 1. Conceptual model

3. Research Methodology

This research applied a survey-based methodology to collect the data. The data was collected through the manual
distribution of the survey questionnaire. The structured questionnaires were distributed to selected shopping
malls. This research was conducted at shopping malls in Malaysia with two major cities, namely Kuala Lumpur
and Selangor. These shopping malls were selected as research settings due to their large number of shoppers,
where their mobile shoppers are being selected as sample elements. A total of 460 hard copies of the survey
questionnaires. Out of these 450 were collected. After eliminating the unusable questionnaires, more than 80% of
the questionnaires were used for analyzing purposes, which the total number of 427. Therefore, if based on the
suggestion by Krejcie and Morgan (1970), the required sample size is by the minimum number of the sample
size required is 384. As the survey questionnaire was fully administrated, the anticipated return rate is 90% thus
the following is based on the anticipated return rate calculation by Bartlett et al., (2001). Therefore, the final
sample size is 427. The data was analyzed using SPSS version 22.0 and Partial Least Structured Equation
Modelling (PLS-SEM) technique.

4. Results
4.1 Descriptive Statistics Analysis

There are four demographic characteristics presented using the frequency test and percentage, and these
demographic characteristics were gender, age, education and income and highlights the length of shopping hours
spent on the mobile shopping and the frequency of assessing mobile shopping using a mobile device. From the
demographic statistics, the use of mobile devices to shop online is more popular among women consumers of
those below 34 years old with degree holder. From this result, it is interesting to note that most respondents often
do online shopping via mobile device to purchase products. From the table, it can be seen that skewness for all
constructs was between -2 to +2 thus meeting the requirement. Meanwhile for kurtosis, all the values were
between -7 to +7 thereby fulfilling the requirement for normality.

4.2 Measurement Model Analysis

The measurement model involves the assessment of the validity and reliability of the indicators. In the
assessment of the measurement model, three main assessment criteria are needed at the outset. These three
assessments are composite reliability (CR) and indicator loadings, Average Variance Extracted (AVE), and
discriminant validity (Hair et al., 2017). As for this research, all observed constructs (SQ, PV, TR, CS and RI)
composite reliability was above the minimum threshold of 0.7 and all AVEs were greater than 0.5 after the
process of item deletion (Hair et al., 2017). These constructs met the composite reliability and convergent
validity requirement, and the indicator loading, composite reliability (CR) and average variance extracted (AVE)
of the reflective constructs as shown in Table 1. 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)
in order to assess discriminant validity. HTMT can achieve higher specificity and sensitivity rates of between 97%
to 99% (Henseler et al., 2015). The result showed neither lower nor upper confidence interval includes a value of
1. Thus, discriminant validity was achieved based on the HTMT inferences.
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Table 1. The result of convergent validity for measurement model analysis

Construct Item Loadings CR AVE
Service Quality (SQ) SQA 0.760 0.848 0.582
SQB 0.765
SQC 0.767
SQD 0.817
Perceived Value (PV) PV1 0.825 0.887 0.662
PV2 0.851
PV3 0.776
PV4 0.800
Trust (TR) TR1 0.752 0.904 0.611
TR2 0.739
TR3 0.735
TR4 0.754
Customer Satisfaction (CS) CS1 0.757 0.925 0.551
CS2 0.772
CS3 0.747
CS4 0.757
Repurchase Intention (RI) RI1 0.725 0.915 0.608
RI2 0.753
RI3 0.794
RI4 0.829

4.3 Structural Model Analysis

The structural model represents a set of one or more dependent relationships linking the model structures, and is
most useful in representing the interrelationship of variables between dependent relationships (Hair et al., 2014).
There are five steps to assess the structural model that consists of Collinearity Issues, Path Coefficient, Level of
R?, Level of Effect Size (f?) and Predictive Relevance (Q?). The table illustrated the result of structural model.
First assessment, the result of collinearity issue indicated that all the VIF values for each individual construct are
less than 5 and 3.3; thus, indicating collinearity is not a concern in the research. The second step in evaluating
the structural model is to evaluate the road coefficient. There are three direct hypotheses developed in the
relationship between constructs. To test the level of importance in PLS-SEM, t-values for all paths were
generated using bootstrapping procedure. Based on the assessment of the path coefficient, three relationships
(H1, H2, H3) were found to have results of the t-value > 1.645, thus significant at the 0.05 level of significance.
Next, the R? value for two endogenous constructs, namely RI and CS. The R? values of 0.670 for RI indicates
that the exogenous constructs, namely written, account for 67% of the variance in RI. Similarly, the R? value of
0.699 for that CS reflected 69.9% of variance. The results indicate that PV (0.208) has a substantial effect in
producing the R? for CS. In contrast, the result also suggests that SQ (0.197) and TR (0.105) has a close to
medium effect in producing the R? for CS. The fifth step in evaluating a structural model is to assess the
predictive power. The results show that the relevance of the Q? forecast from CS has a value of 0.381 and the RI
has a value of 0.403, indicating that the model has a predictive relevance based on the endogenous construct
because the value of Q? far exceeds zero.
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Table 2. The result of structural model analysis

Relationship Std. Beta t-value p-value f2  Decision

HI:SQ-CS 0.266 5.295 0.000 0.197  significant

H1: PV -CS 0.349 6.325 0.000 0.208  significant

HI: TR - CS 0.271 5.067 0.000 0.105  significant
4.4 Mediation Analysis

In order to assess the mediating effect of a construct in PLS-SEM, interaction terms between the mediator and
the predicting variables were created to examine the effect on endogenous variables. The bootstrapping analysis
has shown that all three indirect effects are significant with t-value. The indirect effect 95% Boot Confidence
Interval Bias Corrected: [LL = 0.138, UL = 0.305], [LL = 0.205, UL = 0.377] and [LL = 0.136, UL = 0.309]
where do not straddle a 0 in between indicating there is mediation (Preacher & Hayes, 2004, 2008). Based on the
results, we can conclude that the effect of mediation is statistically significant as mentioned in Table 3. After
established the presence of the mediation effect, the analysis proceeded with the mediation test for the individual
paths. Specifically, the results indicated a significant interaction for all three indirect effect. Thus, we can
determine that the mediation result can be characterized as a partial mediation because the VAF values of 51%
(8Q), 39% (PV) and 45% (TR) which means the VAF range become greater than 20% and less than 80%.

Table 3. The result of mediation analysis

Hypothesis ~ Relationship ~ Std. Beta t-value p-value Decision VAF Value Type of Mediation

H4a SQ-CS—-RI 0.220 5215 0.000 Significant 51% Partial
H4b PV -CS—-RI 0286  6.426 0.000 Significant 39% Partial
H4c TR - CS —RI 0.221 4.828 0.000 Significant 45% Partial

5. Discussion and Conclusion

This research identified SQ factor as a good predictor of repurchase intention with supported eTailQ dimensions
of website design, fulfilment or reliability, security or privacy and customer services succed in building mobile
shoppers’ satisfaction. Previous research of Rita et al., (2019) have identified SQ is important factor in
generating repurchase intention in mobile shopping. Practitioners should invest more in developing of mobile
access and giving priority to develop of features in mobile websites or apps make mobile friendly system.
Besides that, this research result supported that PV has a significant influence on CS and parallel with Han et al.,
(2018) indicated that mobile shoppers with a higher level of PV will be more likely to develop CS. Mobile
shoppers not only focus on the features and quality of the product but also pay more attention to the shopping
experience, they will tend to develop satisfaction, and thus intend to use mobile shopping. The practitioners need
to establish value-oriented strategies by developing mobile shopping systems and services by considering the
cost-benefit rations in mobile shoppers' perceptions Also, this result supported that there is a relationship
between TR and CS and consistent to the existing research by Artigas and Portas (2019) where they showed that
TR has an effect on CS that emerged from consumer behaviour mobile shoppers. The finding of this research
stated that mobile shopper is convinced that the mobile sites or apps are secure and reliable, mobile shoppers
tends to feel some comfort when using mobile shopping and tends to be more satisfied. The practitioners should
introduce satisfaction guarantee policy as a measure of building trust that minimizes risk perception. In addition,
columns of reviews and testimonials that reduce mobile shoppers’ doubts and concerns about product or service
quality should be added to the mobile stores. This study also examined the mediation effect of CS in the
relationship between repurchase intention and its factors (SQ, PV and TR), which oppose the finding of Fatima
et al., (2018); Hussain (2016); and Kataria and Saini (2019). These findings suggest that CS is shown to be an
important variable in RI and an important mediator in some relationships and strongly supports the findings of
Gan and Wang (2017); and Kataria and Saini (2019). With these findings, implying that service providers should
take measures to develop CS by strengthening SQ, PV and TR which further stimulates customers’ RI. Based on
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the results, it can be deduced that the objective of this research was met. In addition, the supported results
parallel with some of the existing literatures. This study has some limitations that can be addressed in future
research. First, there is limited data collection, where this research focus in Kuala Lumpur and Selangor only, not
be generalized for all the mobile shoppers of the entire country. Future research should conduct similar to others
countries to gain a deeper and wider spectrum of respondents, increase generalizability of findings. Second, the
sample size of this research is small because the respondents are mobile shoppers only, research outcomes may
lack generalizability. Future research should larger and broader participants. The broadly applicable to different
type of people will be given stability results. Finally, this research uses the cross-sectional research, where
Consumer perceptions and intentions will change over time. Future research should consider longitudal research
to capture variations of these behavior, necessary to be measured across times. Therefore, the findings of this
research were hoped to provide information needed in strategizing, preparing and improving the mobile
shopping in attracting and accepting potential Malaysian consumers. This is hopefully could improve the
Malaysian consumers accepting for sustainability of Malaysia economy.
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