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Abstract

The purpose of this study was to investigate the influence of selected customer perceived
value factors on the consumer loyalty towards Mobile commerce in Malaysia towards fashion
and apparel industry. This research mainly proposes on the integrated model of dependent
variable loyalty of consumer behavior with six independent variables such as Efficiency,
System availability, Fulfillment, price as perceived value elements. Explanatory research is
adopted and data was collected using a questionnaire developed based on the past researches.
The sample of 215 M-shoppers is collected using convenience sampling and then analyzed
with help of AMOS 22 tool mainly verified normality, reliability, confirmatory factor analysis,
structural equation modelling and path analysis. Correlation Analysis has been carried out for
the latent constructs of the SEM to find the strength of relationship between variables and
through the Path Analysis R-square value obtained indicated that the model explains most of
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the variability of the response data around its mean. Then, significance of the SEM is
obtained using the P-value in which the exogenous variables ‘Efficiency & Privacy’ are found
to be significant with the ‘Perceived Value’ and one of the exogenous variable ‘Price’ is found
to be significant directly with the endogenous variable ‘Loyalty’. Mediating effects were
considered to find the direct effects of exogenous variables on endogenous variables.
Efficiency, privacy and price are the three important factors that any fashion industry in
M-commerce should consider before marketing its products through mobile applications.
Thus, businesses developing M-Commerce can come out with suitable value proposition for
their M-shoppers based on the findings of this research.

Keywords: Mobile commerce, Online shopping, Efficiency, System availability, Fulfillment,
price, Perceived value and consumer loyalty

1. Introduction

Mobile-commerce is mainly related to the pairing of mobile devices and that is connected to
wireless access network (Maity M, 2014) with commercial transactions (Veijalainen J, 2006)
and Mobile-Commerce has many applications, such as mobile marketing, mobile shopping,
mobile banking, mobile ticketing, SMS banking, SMS shopping , mobile entertainments and
etc. The main purpose of this research is to get the understanding about the factors that
influences the consumer’s loyalty towards mobile commerce for online shopping in fashion
and apparel industry. In the fast developing telecommunication and internet of things
technology world, consumers simply just do not do shopping through mobile internet as part
of online shopping; they will browse the store and will check all the required available
materials and compare with other retailers, and find out the lowest-cost option and the same
time buying in online. The advanced graphical user interface for each online retailer, and
advanced mobile technology display which made easy access to online shopping. And in
contrast, mobile commerce presents unique features such as ubiquity, personalization,
flexibility and localization (Bussiness-Insider, 2015). The advancement in the mobile
technology influences to transform the consumers shopping style, which also gives flexibility
to control over purchasing process (Duzevi¢, 2016). The main advantage of online shopping
is there is no need for the requirement such as physical shop and its sales employees. And
studying the loyalty of consumer becomes one of the important researches in e-commerce.

With the evolution of mobile commerce, study on consumers’ loyalty has become critical to
understand, and to understand the key features of mobile commerce, and the term e-loyalty
which is mainly applicable to customers who do mobile shopping and transactions, who does
shopping from same online retailer rather switching between the online retailers (Carlos
Flavidn, 2016). The rapid advancement in mobile technology and readily available
applications for online retailers, to understand the consumer loyalty is critical. On this topic,
there are numerous of researchers has been done, such as Phani Bhaskar and Prasanna Kumar
(Phani Bhaskar, 2016). They mainly did the research on e-loyalty of this living digital world.
Satisfaction-trust-loyalty theory has been applied. In their study, they have proposed an
integrative model and their research critical key words are E-Loyalty, E-Commerce, Trust and
Satisfaction. The exponential growth in mobile shopping has turned to inspire consumers
mobile-commerce and their e-loyalty, current generation are living in this digital environment.
Satisfaction-trust-Loyalty is main influencing factors for customer e-loyalty.
Mobile-commerce is becoming more and more daily activity to individual consumer’s life
style, consumer loyalty is one of the major factors to influence mobile-commerce. In this
research the conceptual framework indicates the factors influence the consumers’ loyalty,
such as trust, satisfaction, efficiency, fulfillment, service quality, website speed, delivery
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satisfaction, privacy, security, cost etc. The objective of this research was to understand the
factors to influence. (SriAstuti Pratminingsih, 2013) have done research on ‘Factors
Influencing Customer Loyalty Toward Online Shopping’. The significant growth in
e-commerce made competition among the retailers. Hence the consumer’s loyalty
maintaining has been become a crucial part to sustain and continue the business.

Consumer loyalty influences the critical parameter in the organizational success, and
consumer loyalty is more important for consumers’ acquisition. And the consumers’ loyalty is
a critical objective for marketing planning to bring out the offers, discounts to retain and
attract more customers (Flint.J, 2011). To gain consumer loyalty the Malaysian online
retailers have to design a customer interactive interface to get competitive edge and the
research from Poh-Ming stated that trustworthiness is positively impacted to customer
e-loyalty and e-satisfaction also positively impact on customer loyalty in the context of
Malaysia. The study also proved that the importance of strong online social network (Winnie,
2014). Consumer loyalty is mainly about the online the purchasers whose experience is about
their online transactions and willingness to make future visits to the same website for further
purchases. So the factors which influences him/ her to make again purchases from retailers
(Grandon, 2011). As per researcher (Nielsen, 2014) the online customers are mostly browsing
the online retailers to get familiar with the new products and to know the offer details than to
decide to purchases for online transactions. Nielsen research also states that 68% of online
consumers do read the product review and feedback before they decide on the price and
product. In Malaysia, the mobile technology has been improved significantly and also the
internet users’ count also increased significantly from 11 million to 21 Million since 2011.
And the intention to proceed online shopping is directly proportional to the amount of
perceived risk (Khan, 2008). As per Khan’s (Khan, 2008) research, the internet users’
penetration is increased exponentially in south-east Asia market. But the online shopping
users count is half the internet users. Consumer loyalty is different with traditional shopping
and different with mobile commerce and other forms of internet shopping.

The aim is to study, identify and research on changes has been taken place in mobile
commerce business and factors influencing the consumer’s loyalty towards mobile commerce
in Malaysian online consumers’ context. This research will help to understand the gap which
exists with respective mobile commerce in Malaysian consumers. The research objective for
this study as follows: To identify whether perceived Efficiency of mobile commerce
influences the loyalty of consumers towards mobile commerce about fashion and apparel
industry. To identify whether perceived System availability of mobile commerce influences
the loyalty of consumers towards mobile commerce about fashion and apparel industry. To
identify whether perceived Fulfillment of mobile commerce influences the loyalty of
consumers towards mobile commerce about fashion and apparel industry. To identify whether
perceived privacy of mobile commerce influences the loyalty of consumers towards mobile
commerce about fashion and apparel industry. To identify whether perceived price of mobile
commerce influences the loyalty of consumers towards mobile commerce about fashion and
apparel industry.

2. Literature Review
2.1 Review of Existing Theories

Diffusion and Innovation theory is mainly to examine the ideas, and how those ideas will
spread among the people. Before this there were many researches on the concept to increase
consumers trust. Diffusion of innovation theory states that Technology is an instrument
variable to influence the human behavior change (Roger.E, 2017). The people who uses the
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advanced or innovative technology will make sudden change in the consumer or human
behavior. This kind of sudden change in the human behavior will make better perception the
current technology compared to the previous technology versions. Author (Zhang. X, 2015)
used the theory to identify the health care providers in Australia which needed to solve the
problems with parents demand to access to healthcare reports, and aging population. The
innovation in e-healthcare which influence the adaption of new technology. Diffusion of
Innovations is scientific in the values sense as well. Research being done is value neutral and
not biased because what is stated is pretty much how the news is run. The masses are fed
what information is important (Parcel.G.S., 1993). There various limitations for this theory to
apply. As per (AYODELE, 2012) report, the diffusion of innovation that offers adopters sets,
the adaptor may be bring the advancement in the technology is using but this model does not
include the consumers’ behavior and its does not include about the latest technology.
Technology is used to make betterment of life style but the technology also make important
role in human behavior and their reactions towards activities (Sun.J, 2016)

Unified communications is the model to integrate independently working tools. This model is
mainly used to improve efficiency of any process and infrastructure efficiency and to improve
user experience, these are process change and improvements are directly linked process cost.
Hence this theory is mainly used to reduce the operational cost (Kieller, 2010). Following are
top uses of this model: Increase in worker productivity and efficiency in work output, reduced
time for device checking during process, without knowledge of employee awareness system
will allow them to call and make sure the communication will reach to end user To increase
working efficiency, Flexibility in work process- anyplace anywhere and anytime employees
can start work, make sure each employee to be more productive and to maintain work-life
balance within the organization. This model also has disadvantages such as the employee
privacy, and employee opinion. This model only states about the employer oriented and
employer favored process rules are designed. This theory not stating about the impact of this
kind off rules changes and way of working and strict regulations (Kieller, 2010)

TRA or ToRA (Theory of reasoned action) is used by many organizations and the TRA theory
is very strongly supports persuasion theory which was developed by Martin and Ajzen
(Ajzen.l., 1980). TRA theory is mainly developed to understand the influence of human
behavior that influences the decision making, especially this model excludes the habitual,
repetitive, and impulsive behavior while influencing decision making. After so much TRA’s
popularity, there are many critics pointed towards TRA. The main critic was regarding the
TRA sufficiency attitude and subjective variables to explain the behavioral intentions.
Besides attitude there were many variables were proposed, mainly prior to behavior. And
there were some questions about TRA model like why the intension of this model is needed
in TRA model if it is so majorly correlated with behavior of individual? And few criticized
about conceptual and operational separation towards normal variables (O’Keefe.D.J, 2002).
As per researcher Ajzen and Fischbein (Ajzen.l., 1980), TRA was mainly for behavioral
intension which may lead specific outcome as per below figure. The theory states the stronger
the intension and result towards expected behavior will also be stronger.

TPB (Theory of Planned Behavior) theory mainly to predict the individual's intention to
engage in tasks in specific time and to understand their behaviors. In each company or in any
organization the each employees’ or each individuals’ behavior and behavior intentions are
depends on the each employee attitude towards behavior, the perceived social pressure on any
individual to perform or not to perform the behavior, and control towards perceived
behavioral (Ajzen, 1991). TPB (theory of planned behavior) model suggested many
researchers, mainly because this model will provide the suggestions to researcher for reliable
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studies about consumer behavior towards online shopping. Theory of planned behavior is
mainly extracted from theory of reasoned action (TRA). This extension is due to TRA was
mainly dealing with voluntary behaviors. But TPB is mainly proposed to state (Taylor, 1995).
Theory of planned behavior provides the good explanation about the behavioral model with
assumption that person would do some behavior. The TPB is mainly discovered based on the
voluntary behavior where which states about self-control. But Theory of planned behavior
have following critics, such as TPB doesn’t consider other parameters to find the intension
towards behavioral changes. TPB still doesn’t take economic and environmental variables to
influence the human behavior (Nadeem, 2017).

H Business and Economic Research
A\ MacrOth“'lk ISSN 2162-4860

2.2 Review of Recent Empirical Researches

According to author (Uchenna Cyril Eze, 2011), despite many researches in foreign about the
mobile commerce, there are aspect still research needed in Malaysia aspects. The research
explains out the key variable that determines mobile-commerce usage among the Malaysian
users. This research adapted quantitative approach and surveyed consumers in Klang Valley,
Malaysia. The research states that perceived trust, perceived cost, social influences, and
perceived usefulness were the key variable to influence the consumers to adapt mobile
commerce. And key words were mobile commerce, technology acceptance, Malaysia, and
behavioral intension. The research by (Uchenna Cyril Eze, 2011) had following hypothetical
analysis. First stated about perceived price or cost, the research said the cost had negative
influence on the intention to use mobile-commerce in Malaysia, then stated about perceived
trust, the research stated that the trust had a positive influence towards mobile-commerce in
Malaysian online users. The study also stated about impact of ease of use, which also had
positive influence towards intention to use Mobile Commerce and Perceived usefulness will
have a positive effect on the intention to use Mobile Commerce in Malaysia.

The research by Wong Weng and his team (Wong, 2015) were about the factors that influence
the mobile-commerce consumer’s loyalty in Malaysian onilne retailers. The author stated that
Malaysia has tremendous opportunity for mobile commerce business and stated about
Malaysian digital technology growth, the digital growth achieved by adopting the Internet
and the ease to use that eco system. And Malaysia has eco system for users to take advantage
of online retailers over the traditional retailers. Now consumers with smartphone with high
speed internet can boost the online business, also the mobile commerce market is set to
become one of the most promising and lucrative growth markets. In Malaysia, although the
mobile-commerce market is relatively not well matured compared to western countries, in
upcoming years, the mobile internet growth is expected to be great and numerous mobile
commerce adoption studies have been investigated. Data were subsequently analyzed using
the Structural Equation Modelling (SEM) method. The research findings contributed
significantly in filling up the knowledge gap regarding the factors which influences the
mobile-commerce services. The study assist mobile commerce service providers, marketers
and managers in their decision making as well as improving their profitability, products and
services. This study revealed that efficiency, system availability, fulfillment, privacy,
satisfaction, trust and commitment are the factors that influence Mobile-Commerce customer
loyalty in Malaysia, directly or indirectly. Interestingly, efficiency has the strongest influence
on satisfaction, which in turn affects customer loyalty. Also, commitment has a stronger
influence on customer loyalty than satisfaction and trust. This study contributes to customer
loyalty research stream by integrating service quality and relationship quality constructs in
the context of m-commerce.

As per the research (Norazah, 2011), the research study, which states about the satisfaction
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and vendor’s website quality, which was mainly used during customer interaction, which
resulted saying that the satisfaction with vendor’s service quality was not significantly
influenced to the customer loyalty. The research was conducted the survey on random
targeted population and further correlation and regression was applied to get the results. And
this study was validating the independent variable such as trust, and satisfaction for mobile
commerce vendor. And these research outcomes were stating about customer satisfaction that
the customer should be satisfied with mobile-commerce online retailer services, in order to
achieve the trust and remain loyal to them. Actually, the study validated the determinants of
satisfaction and trust towards mobile commerce online retailers although this study had many
limitations such as demographic limitations.

The research by Yung-Ming Li (Yung-Ming Li, 2010) and team about increasing trust in
mobile commerce through design aesthetics, the research has key variables like mobile
commerce, trust, design aesthetics, website design and website quality. The research has
stated that the exponential growth in mobile commerce (m-commerce) has motivated to
understand how trust can be increased through mobile technology. Researcher also referred
previous researches which examined the design or visual of mobile website, but the
relationship between design aesthetics of mobile website design and customer trust in
Mobile-Commerce has been rarely investigated. Research outcomes also stated that design
aspects had major impact website characteristics component, customization, perceived
usefulness and ease of use, all of which were ultimately shown to have significant
explanatory power in influencing consumer trust (Yung-Ming Li, 2010).

2.3 Conceptual Framework

According to above explained (section 2.1, 2.2, 2,3) empirical analysis and based on above
discussed literature review and by considering the research limitations, the below mentioned
conceptual framework is designed to explain the consumers loyalty towards Mobile-
commerce retailing adaption in Malaysia towards fashion and apparel industry; and with help
of non-dependent variables like perceived Efficiency, System availability, perceived
Fulfillment, perceived price and its perceived value towards consumer loyalty which will
influence the loyalty towards online shopping. The conceptual framework is addressing more
compressively the consumers’ loyalty. Based on current market trend the customer loyalty is
one major variable to maintain the business and achieve sustainable growth.

Table 1. Conceptual framework variable list

Variables Sub variables Researchers

Convenience | Perceived ease of use (Gefen.D, 2003), (B.A. Weitz and S.D. Jap,

1995), (Bhat.P.A, 2014), (Wu, 2005)

Functionality | Ease of navigation (Alfahl, 2012), (Easterby-Smith, 1991)
(Hunt.S.D., 1994) (Lin P. a., 2003) (Haba &

Dastane, 2018)

Price Cost (Ajzen.l., 1980)
Perceived level of price (Flint.J, 2011)
Reliability Compatibility (Yasin, 2010)
system quality (Ajzen.l., 1980)
content quality (Ringim, 2012)
Visibility Size of image/text (Yasin, 2010)
Readability of information (Ringim, 2012)
Efficiency System availability Convenient (Kumar, 2016)
Required item availability (S.Anil, 2003)
Purchase process speed (Lin, 2003)

(F.D.Davis, 1989)
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Fulfillment Customer care, and service help | (C.Y.Nicholson, 2001)
desk (R.M.Morgan, 1994)
No compromise on quality (L.O’Malley and C.Tynan, 1997)
Genuine product delivery (Hosein, 2011)
Expected delivery time
privacy Website fraud (B.A. Weitz and S.D. Jap, 1995)
Credit card hacking (Khan, 2008)
Expected hassle-free transaction
Secured personal Information
System Ese of use (Gefen.D, 2003)
availability Convenient (AlHinai, 2007)
Advanced GUI client (Lin H. H., 2006)
Mobile-commerce efficiency (Hunt.S.D., 1994)
Loyalty Consumer intension to revisit same | (Uchenna Cyril Eze, 2011)
website. (Flint.J, 2011) (Wang, 2007)
Efficiency

System Availability

Perceived Value Loyalty

v

Fulfillment

\J/

Privacy

Price

Figure 1. Cconceptual Framework

The above figure shows the conceptual framework for this research which describes the
Independent variables Efficiency, System availability, Fulfillment, Privacy and Price
influences the consumer loyalty towards mobile-commerce for fashion and apparel industry
in Malaysia

HI1: Perceived Efficiency has a positive impact on consumer’s Loyalty towards mobile
commerce for online shopping in fashion and apparel industry.

H2: perceived System availability has a positive impact on consumer’s Loyalty towards
mobile commerce for online shopping in fashion and apparel industry.

H3: Perceived convenient variable has a positive impact on consumer’s Loyalty towards
mobile commerce for online shopping in fashion and apparel industry.

H4: Perceived privacy variable has a positive impact on consumer’s Loyalty towards mobile
commerce for online shopping in fashion and apparel industry.

HS5: Perceived price or cost variable has a positive impact on consumer’s Loyalty towards
mobile commerce for online shopping in fashion and apparel industry.

3. Research Methodology

Positivism approach is employed along with quantitative analysis as research method. The
research is based on explanatory nature in investigation in order to identify the relationship
between independent variables on dependent variable including mediating factor.

Empirical data is collected from the sample responded on 215 mobile shoppers based in
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Kuala Lumper, Malaysia. The distinguishing factor is selection of the respondents from the
category of working professionals as emerging users of M-commerce having decision making
power as well as ability to pay for it. The sample is selected using convenience sampling
technique and data was collected using self-administered online questionnaire developed
using Likert scale of 1 to 5. The working professionals in the sample involve IT professionals
working in MNCs in Cyberjaya which is knows as Silicon Valley of Malaysia. It was ensured
that the respondents are using smartphones and are frequent shoppers using mobile apps. The
same was also ensured by collecting data using app through mobile instead of sending data
collection link through e-mails. Collected data was then validated and any inconsistency was
removed and only genuine responses were taken into consideration.

H Business and Economic Research
A\ MacrOth“'lk ISSN 2162-4860

The analysis starts with demographic profiling of the respondent followed by normality and
reliability test analysis. Descriptive statistics is then analyzed for the data. AMOS 22 is used
to carry out Confirmatory factor Analysis, Structural Equation Modeling for model fit runs
and subsequently Path analysis is done. The process of ethical approval and ethical guidelines
has been followed.

4. Data Analysis & Results
4.1 Confirmatory Factor Analysis (CFA)

CFA-SEM is a confirmatory method providing a comprehensive means for validating the
measurement of latent constructs, the validation procedure of latent construct is called
confirmatory factor analysis (Harrington, 2009). The confirmatory factor analysis technique
has for purpose to evaluate the unidimensionality, validity and reliability of a latent constructs
(Brow, 2006). In order to accept the measurement model from the confirmatory factor
analysis, there has to be three steps of validity acceptance the researcher should undertake
which are the construct validity, convergent validity and also discriminant validity.

4.2 First Model Measurement

While using the research model for the first estimate of standard loading from the model in
order to find out if the model used in the research study is fit or not, nevertheless the CFA
factor loading model ranges from 0.49 to 0.82.
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Figure 2. First Tested Model for confirmatory factor analysis (CFA)

According to Hair et al (1995, 2010) rule of factor loadings, which is to keep and maintain
the latent constructs that load more than 0.7 in order to have a good model fit in confirmatory
factor analysis (CFA), but also including the values that loaded close to 0.5 if the model is fit.
Though, as the first standard model used in this research study does not meet the requirement
of CFA construct, IBM SPSS AMOS 22 required minimum three items per construct for
carrying out the structural equation modelling (SEM). A re-run of confirmatory factor
analysis (CFA) was undertaken in order to find out if the model fit by removing poor factor
loading items (Holmes-Smith, 2006). After re-running the model for confirmatory factor
analysis, some items in the constructs were removed due to poor standard factor loadings.

4.3 Re-run Model in Order to Find out the Model Fitness

For the purpose of finding real model fitness for the confirmatory factor analysis, some items
have been removed in the constructs which are: EF3 item from the efficiency construct, PR3
from the privacy construct, P3 from the price construct, PVV3 from perceived value construct,
L02 from the loyalty construct, and also remove the fulfilment construct which had poor
factor loadings.

Moreover, the model was run again, and the researcher found a good model fit, with the
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construct validity, divergent validity and discriminant validity which is shown in figure 2.
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Figure 3. Re-run confirmatory factor analysis (CFA) model
4.4 Construct Validity of the Model

Construct validity is defined as the extent to which the research study model is accurate; the
validity is achieved when the fitness indexes for a construct achieved the required level. The
fitness indexes demonstrate how fit is the items in measuring their respective latent constructs.
Hair et al (2010) and Holmes-Smith (2006), model fitness measurement, it demonstrates that
the actual re-run of the CFA is a good fit. Therefore, the construct validity measurement is
measured with three model fitness categories which are the absolute fit measured by the
chi-square and root mean square of error approximation (RMSEA) (Wheaton et al, 1977,
Browne and Cudek, 1993). The second phase of the model fitness is the incremental fit which
is measured by the comparative fit index (CFI), normed fit index (NFI) and Tucker-Lewis
Index (TLI) (Bentler, 1990; Bentler and Bonett, 1980; Bollen, 1989). The third one is the
parsimonious fit Chi square/df (Marsh and Hocevar, 1985). Therefore, the measurement of
the model fitness indexes are as follow (CFI, TLI, NFI should be greater than 0.9; also
RMSEA should be lesser than 0.08; CMIN/DF should be lesser than 2). According to the rule
of Ullman (2001), the Chi-square measurement should be greater than 0.05 but this index is
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always affected by the sample size.
Table 2. Construct Validity

\ MacrOthi“k Business and Economic Research

Name of Category | Name of Index | Measurement Level | Acceptance
Absolute Fit Chi-square P-value=0.000<0.05 | Accepted
RMSEA RMSEA=0.067<0.08 | Accepted
Incremental Fit NFI NFI=0.82<0.9 Accepted
TLI TLI=0.877<0.9 Accepted
IFI IF1=0.906>0.9 Accepted
CFI CFI1=0.903>0.9 Accepted
Parsimonious Fit | Chi-square/DF | CMIN/DF=1.891<2 | Accepted

The model proposed for undertaking structural equation modelling (SEM) has a good fit for
construct validity because it reached 1 or 2 level acceptance from each category (Hair et al,
2010 and Holmes and Smith, 2006).

4.5 Divergent Validity of the Model

The divergent validity is done with factor loadings and Cronbach’s Alpha in order to accept
the liability of the data which should not be below 0.5 for each construct.

Table 3. Divergent Validity

Column EF SY PR P PV LO
EF1 0.80
EF2 0.76
EF4 0.83
SY1 0.74
SY2 0.75
SY3 0.68
SY4 0.53
PR1 0.66
PR2 0.75
PR3 0.53
P1 0.63
P2 0.57
P3 0.52
PV1 0.68
PV2 0.70
PV3 0.73
LO1 0.67
LO3 0.70
LO4 0.63
Construct Reliability | 0.837 | 0.771 | 0.671 | 0.608 | 0.702 | 0.608

The divergent validity has shown the reliability of the dataset utilized in this research study,
none of the standard factor loadings in the research study is below 0.5, also none of the
construct reliability is below 0.5. According to Kline (2000), George and Mallery (2003), a
Cronbach’s alpha for establishing real construct reliability is measured as follow: (Excellent
a>0.9), Good (0.7<0<0.9); acceptable (0.6< a< 0.7); Poor (0.5< 0<0.6); Unacceptable
(0<0.05)
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4.6 Discriminant Validity

It is the extent to which a construct is truly distinct from other constructs, thus, high discriminant validity provides evidence that a construct is
truly unique. CFA provides two common techniques to evaluate the discriminant validity test which are from the correlation between two
constructs or to compare the average variance extracted (AVE) values (MacQueen, 1967).

Table 4. Discriminant Validity Table

PV4 PV2 PV1 LO4 LO3 LO1 P1 P2 P4 PR1 PR2 PR4 Sy1 SY2 SY3 Sy4 EF1 EF2 EF4
PV4 | 1.000
PV2 | .351 1.000
PV1 | .486 486 1.000
LO4 | 141 147 .001 1.000
LO3 | .148 174 .069 447 1.000
LO1 | .146 .266 124 421 .375 1.000
P1 .002 .044 -132 | .286 .350 .367 1.000
P2 -.027 -.022 | -.025 292 431 134 .348 1.000
P4 -023 | .017 -074 | .308 .229 .220 372 .326 1.000
PR1 339 415 .385 133 112 133 -.015 .051 -.105 1.000
PR2 | .392 .353 342 .042 .074 .043 .053 .063 .062 .495 1.000
PR4 | .315 191 294 .062 .031 .093 .031 .085 122 .307 418 1.000
SY1 | .356 .067 173 101 .056 .183 -002 | -.027 | -.044 | .166 183 .069 1.000
SY2 | .234 .304 201 161 119 .246 .078 -.012 -.014 215 153 128 577 1.000
SY3 | .269 133 124 247 193 .288 .019 141 133 134 A17 191 482 482 1.000
SY4 | .099 .199 .034 128 .138 .203 .092 119 161 .064 .088 271 .280 .363 .550 1.000
EF1 .340 .226 .267 172 161 275 .026 .009 12 190 112 .160 .526 527 .453 448 1.000
EF2 .289 .342 .300 .189 124 .340 .043 -.033 -.094 279 155 .031 481 .504 400 277 .593 1.000
EF4 | .347 214 218 238 A71 .286 .073 -013 | -.013 | .135 128 .050 .580 518 414 317 .660 .645 1.000
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From the above table, it is clear that the correlation between each pair of latent exogenous
construct is less than 0.85. Hence the measurement model is free from the redundant items
and the discriminant validity is achieved (Zainudin, 2015).

4.7 Structural Equation Modeling

Structural equation modeling is a multivariate statistical analysis technique that is used to
analyze structural relationships. This technique is the combination of factor analysis
and multiple regression analysis, and it is used to analyze the structural relationship between
measured variables and latent constructs (Byrne, 2000).
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Figure 4. Structural Equation Modeling (SEM)

2.1 Comparison of Factor Loadings

Table 5. Comparison of Factors loadings Between SEM and CFA

Construct | Indicator | SEM | CFA
EF EF1 0.78 | 0.80
EF EF2 0.77 | 0.76
EF EF3 0.84 | 0.83
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SY Sy1 0.68 | 0.74
SY SY2 0.71 | 0.75
SY SY3 0.75 | 0.68
SY Sy4 0.58 | 0.53
PR PR1 0.68 | 0.66
PR PR2 0.75 | 0.75
PR PR3 0.53 | 0.53

P1 0.47 | 0.63

P2 0.74 | 0.57

P4 0.78 | 0.52
PV PV1 0.65 | 0.68
PV PV2 0.69 | 0.70
PV PVv4 0.73 | 0.73
LO LO1 0.76 | 0.67
LO LO3 0.76 | 0.70
LO LO4 LO4 | 0.76

Comparison of Model fitness Indexes

The factors loading demonstrate that there is little difference between most of the factors
loading; nevertheless there are some huge differences between P1, P2 and P3 factor loadings.
Basically, the model fitness from the CFA and SEM are almost the same and no differences

exist between them.

Table 6. Understanding Model Fitness Index

Model Fitness Indexes | SEM | CFA
CMIN/DF 1.891 | 1.8912
NFI 0.820 | 0.820
IFI 0.906 | 0.906
TLI 0.877 |0.877
CFI 0.903 | 0.903
RMSEA 0.067 | 0.067
P-Value 0.0000 | 0.0000
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4.8 Correlation Analysis

Table 7. Correlation Analysis of the research latent constructs from the Structural Equation Modeling (SEM)

PV4 PV2 PV1 LO4 LO3 LO1 P1 P2 P4 PR1 PR2 PR4 Syl SY2 SY3 SY4 EF1 EF2 EF4
PV4 | 1.000
PV2 | .351 1.000
PV1 | .486 .486 1.000
LO4 | 141 47 .001 1.000
LO3 | .148 174 .069 447 1.000
LO1 | .146 .266 124 421 .375 1.000
P1 .002 .044 -.132 .286 .350 .367 1.000
P2 -.027 -.022  -.025 292 431 134 .348 1.000
P4 -.023 .017 -.074 .308 .229 .220 372 .326 1.000
PR1 339 415 .385 133 112 133 -.015 .051 -.105 1.000
PR2 392 .353 .342 .042 .074 .043 .053 .063 .062 495 1.000
PR4 | .315 191 .294 .062 .031 .093 .031 .085 122 .307 418 1.000
SY1 | .356 .067 173 101 .056 .183 -002 -027 -.044 166 183 .069 1.000
SY2 | .234 .304 201 161 119 .246 .078 -012 -014 215 153 128 577 1.000
SY3 | .269 133 124 247 193 .288 .019 141 133 134 117 191 482 482 1.000
SY4 | .099 .199 .034 128 .138 .203 .092 119 161 .064 .088 271 .280 .363 .550 1.000
EF1 | .340 .226 267 172 161 275 .026 .009 112 .190 112 .160 .526 527 453 448 1.000
EF2 .289 .342 .300 .189 124 .340 .043 -.033 -.094 279 155 .031 481 .504 400 277 .593 1.000
EF4 347 214 218 .238 71 .286 .073 -.013 -.013 135 128 .050 .580 518 414 317 .660 .645 1.000
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Table 8. Model Prediction level From SEM

R-square Percentage | Level of Prediction
P_V<--- Efficiency 0.67

P V<---S A 67%

P_V<--- Privacy 61% 0.77

P_V<--- Price 7%

Loyalty <---P_V | 9%

Table 9. Significance of the SEM

Estimate | S.E. | C.R. P-value
PV <--- Efficiency | .464 77 | 2.625 | .009
PV <-- S A -.357 .286 | -1.250 | .211
PV <---  Privacy .837 169 | 4.958 | ***
PV  <--- Price -122 103 | -1.179 | .238
Loyalty <--- P_V .387 200 | 1.935 .053
Loyalty <--- Efficiency | .157 .201 | .780 435
Loyalty <--- S A .009 .289 | .030 .976
Loyalty <--- Privacy -.301 226 | -1.334 | .182
Loyalty <--- Price 817 179 | 4570 | ***
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Figure 5. Exogenous Constructs Direct Effect on Endogenous Constructs
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Figure 6. Moderating Effect

4.9 Mediating Effects

Comprehensively, the Mediating effect demonstrates that in order for the exogenous
constructs (Efficiency, System Availability, Privacy, Price) to have an effect on loyalty, it has
to pass through Perceived Value (P_V). Therefore, it means that the exogenous variables have
indirect effect on Loyalty through perceived value (P_V) with a P-value=0.0000 <0.05.

5. Conclusion & Recommendation

Demographic profile analysis indicates that the data is well disbursed with the sample size of
215 Working Professionals using convenience sampling technique. Confirmatory Factor
Analysis (CFA) technique has been implemented to measure the unidimensionality, validity
and reliability of a latent constructs. Construct Validity test for the model has been
undertaken with the three model fitness categories and were found to be good fit as it has
reached 1 or 2 level acceptance from each category (Hair et al, 2010 and Holmes and Smith,
2006). Divergent validity test for the model has been done with factor loadings and
Cronbach’s Alpha in order to accept the reliability of the data which found to be acceptable
within range and good. Discriminant Validity test for the model has been carried out using the
Average Variance Extracted (AVE) values and the results proved the uniqueness of each
construct.
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The structural relationship between measured variables and latent constructs is found out
using the Structual Equation Modelling Technique (SEM). Model fitness indexes are
measured using the SEM which is then compared with the values obtained using CFA which
are found to be same and the model fit has been achieved. Correlation Analysis has been
carried out for the latent constructs of the SEM to find the strength of relationship between
variables and through the Path Analysis R-square value obtained indicated that the model
explains most of the variability of the response data around its mean. Then, significance of
the SEM is obtained using the P-value in which the exogenous variables ‘Efficiency &
Privacy’ are found to be significant with the ‘Perceived Value’ and one of the exogenous
variable ‘Price’ is found to be significant directly with the endogenous variable ‘Loyalty’.
Mediating effects were considered to find the direct effects of exogenous variables on
endogenous variables.

This research study is useful for apparel industry companies which are looking for gaining
market share and increase sales as the growth of smartphone users and the transactions
happening via mobile increases rapidly every year. Hence, this research directs industry
researchers, marketers and managers etc. to identify the consumer perception factors for
fashion m-commerce through which the customers can be satisfied which in turn increases
customer loyalty. Efficiency, privacy and price are the three important factors that any fashion
industry in M-commerce should consider before marketing its products through mobile
applications. Thus, businesses developing M-Commerce can come out with suitable value
proposition for their M-shoppers based on the findings of this research.

References

Abduljalil, K., & Zainuddin, Y. (2015). Intrinsic and extrinsic motivation as attitude factors
towards adoption of accounting information system (AIS) in Libyan SMEs. I. International
Journal of Academic Research in Accounting, Finance and Management Sciences, 5(1),
161-170. https://doi.org/10.6007/IJARAFMS/v5-i1/1553

Ajzen. (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Processes, 50, 179-211. https://doi.org/10.1016/0749-5978(91)90020-T

Alam, S. S., & Yasin, N. M. (2010). What factors influence online brand trust: evidence from
online tickets buyers in Malaysia. Journal of theoretical and applied electronic commerce
research, 5(3), 78-89.

Alfahl, H., Sanzogni, L., & Houghton, L. (2012). Mobile Commerce Adoption in
Organizations: A Literature Review and Future Research Directions. Journal of Electronic
Commerce in Organizations, 10(2), 61-78. https://doi.org/10.4018/jec0.2012040104

AlHinai, Y. S., Kurnia, S., & Johnston, R. B. (2007). A literature analysis on the adoption of
mobile commerce services by individuals. Melbourne, Australia: Asia Pacific Management
Conference.

Anil, S., Ting, L. T., Moe, L. H., & Jonathan, G. P. (2003). Overcoming barriers to the
successful adoption of mobile commerce in Singapore. International Journal of Mobile

185 http://ber.macrothink.org



H Business and Economic Research
A\\Mac.rOtthl,;'k ISSN 2162-4860
Institute 2018, Vol. 8, No. 2

Communications, 1(1), 191-231. https://doi.org/10.1504/1JMC.2003.002466

Ayodele, K., & Akinlana, T. (2012). Writing Apprehension And Nigerian Undergraduates’
Interest In Dissertation’s Writing: The Moderator Effects Of Self Efficacy, Emotional
Intelligence And Academic Optimism. Africa: Olabisi Onabanjo University.

Azyanee Lugman, R. C. (2014). A Review on Mobile Commerce Continuance Intention
Studies and its. Dungun, Terengganu, Malaysia : Universiti Teknologi MARA (Terengganu).

Bentler, P. (1990). Comparative fit indexes in structural models. Psychological bulletin, p.238.
https://doi.org/10.1037/0033-2909.107.2.238

Bhaskar, P., & Kumar, D. (2016). Customer Loyalty on E-Commerce. International Journal
of Management Research and Reviews, 6(12), 1661-1668.

Bhat, P. A. (2014). Consumer attitude towards online shopping selected regions in India.
Guijarat, India: Jouneral of marketing and management.

Brown, T. A., & Moore, M. T. (2012). Confirmatory Factor Analysis. Handbook of structural
equation modeling. ResearchGate.

Bussiness-Insider. (2015). Move over, millennials — here’s where the young consumers of
Generation Z are spending their money. Bussiness-Insider.

Butt, 1. (2016). using TAM to study adoption of online shopping in an emerging economy.
Pakistan: Journal of internet banking and commerce.

Byrne, B. (2016). Structural equation modeling with AMQOS: Basic concepts, applications,
and programming. Routledge.

C. Zymont, M. (2014). Robust factor analysis in the presence of nomality violations, The
quantitative methods for physchology.

Chae, M. a. (2003). What’s so different about the mobile Internet, Communications of the
ACM, 240-247. https://doi.org/10.1145/953460.953506

CHING, Y. S. (2015). FACTORS INFLUENCE CONSUMER BEHAVIOUR TOWARDS
ONLINE SHOPPING. UK: Anglia Ruskin University.

Chiou, J.-S., & Droge, C. (2006). Service Quality, Trust, Specific Asset Investment,and
Expertise: Direct and Indirect Effects in a Satisfaction-Loyalty. Journal of the Academy of
Marketing Science, 613-627. https://doi.org/10.1177/0092070306286934

ChuaYan.Piaw. (2013). Mastering Research Statistics. Malaysia: McGraw-Hill Education.

Clarke.l. (2008). Emerging value propositions for m-commerce. The Journal of Business
Strategy.

Close, A. G. K. a. (2011). Consumer behavior knowledge for effective sports and event
marketing. new York: Routledge.

Conrad, Zygmont, M. R. (2014). Robust factor analysis in the presence of normality

186 http://ber.macrothink.org



H Business and Economic Research
A\\Mac.rOtthl,;'k ISSN 2162-4860
Institute 2018, Vol. 8, No. 2

violations, missing data, and outliers: Empirical questions and possible solutions . South
Africa: Psychology Department, Helderberg College, .

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 13(3), 319-340. https://doi.org/10.2307/249008

DENIS, M. F. (2005). THE EARLY ORIGINS AND DEVELOPMENT OF THE
SCATTERPLOT. Journal of the History of the Behavioral Sciences, 41(2), 103-130.
https://doi.org/10.1002/jhbs.20078

Dijkstra, M., Vries, H. d., & Parcel, G. S. (1993). The Linkage Approach Applied to a
School - Based Smoking Prevention Program in the Netherlands. Journal of School Health,
63(8), 339-342. https://doi.org/10.1111/j.1746-1561.1993.tb07148.x

Duzevi¢, 1., Deli¢, M., & Knezevi¢, B. (2016). Customer Satisfaction and Loyalty Factors of
Mobile Commerce among Young Retail Customers in Croatia. Croatia: Gestao sociedade.

Easterby-Smith, M., & Thorpe, R. (1991). Management Research. An Introduction, Sage:
London. London.

Eze, U., Ten, M., & Poong, Y. (2011). Mobile commerce usage in Malaysia. In International
conference on social science and humanity, 265-269, Melaka, Malysia.

F. Mohd, & S, O. (2005). Towards the future of mobile commerce. Web based communities,
pp. 276-280.

Flavian, C., Guinalu, M., & Gurrea, R. (2016). The role played by perceived usability,
satisfaction and consumer trust on website loyalty. Gurrea: North-Holland.

Flint, D. J., Blocker, C. P., & BoutinJr., P. J. (2011). Customer value anticipation customer
satisfaction, and loyalty: An empirical examination. Industrial Marketing Management, 40(2),
219-230. https://doi.org/10.1016/j.indmarman.2010.06.034

Gefen, D. (2003). TAM or just plain habit: A look at experienced online shoppers. Journal of
End User Computing. Journal of End User Computing, 1-13.
https://doi.org/10.4018/joeuc.2003070101

Goi, C. (2008). Review on the implementation of mobile commerce in Malaysia. Mlaysia:
Journal of Internet Banking and Commerce.

Grandd, E. E., Nasco, S. A., & MykytynJr., P. P. (2011). Comparing theories to explain
ecommerce. Journal of Business Research, 64(3), 292-298.
https://doi.org/10.1016/j.jbusres.2009.11.015

GuUmez, M. (2016). Journal of Internet banking and Commerce. Malaysia: Journal of Internet
banking and Commerce.

Haba, H. F., & Dastane, O. (2018). An empirical investigation on taxi hailing mobile app
adoption: A structural equation modelling. Business Management & Strategy, 9(2), 48-72

H. H. Lin, P. a. (2007). Towards an understanding of behavioral intention to use mobile

187 http://ber.macrothink.org



ISSN 2162-4860

\\ MacrOthi“k Business and Economic Research
A Institute ™ 2018, Vol. 8, No. 2

banking.

Hair, J. F,, Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of
Marketing theory and Practice, 139-152. https://doi.org/10.2753/MTP1069-6679190202

Harrington, D. (2009). Confirmatory Factor Analysis. Oxford University Press.

Hippel, Von, P. T. (2009). How to impute interactions, squares, and other transformed.
Sociological Methodology.

Holden, M. T. (2001). Choosing the Appropriate Methodology:Understanding Research
Philosophy. Waterford: Waterford Institute of Technology.

Holmes-Smith, P., Coote, L., & Cunningham, E. (2006). Structural equation modeling: From
the fundamentals to advanced topics. . Melbourne: Melbourne: SREAMS.

Hosein, N. Z. (2009). Internet Banking: An Empirical Study Of Adoption Rates Among
Midwest Community. Journal of Business & Economics Research, 7(11), 51-72.

Imna, M. (2015). Influence of Human Resource Management practices on Employee
Retention in Maldives Retail Industry. KualaLumpur Malaysia: International Journal.

Infante, R. W. (1997). Building Communication Theory. ISBN-13.

Islam, M. A. (2010). Adoption Of M-Commerce Services: The Case Of Bangladesh. . Dhaka,
Bangaldesh.

Khan, G., & Khan, N. (2008). Gender Differences In Susceptibility To Normative Social
Influence On The Purchase Decisions Of Designer Label Apparel. International Business and
Economics Research Journal, 7(8).

Kidder, L. a. (1987). Qualitative and Quantita tive Methods: CA: Jossey-Bass.

Kieller, P. P. (2010). Turning theory into practice:Lessons from the front lines of Unified
Communications. Bell.

Kuhn, T. (1962, 1970). The Structure of Scientific Revolutions.

Kumar, A. L. (2008). Age differences in mobile service perceptions: comparison of
generation y and baby boomers. Journal of Services Marketing.
https://doi.org/10.1108/08876040810909695

Kurt, G. (2008). The Impact of E-Retailers’ Ethics on Customer Loyalty. Journal of Internet
Applications and Management, 4(2).

L, W. (2016). Decision-Making behaviours towards online shopping. International Journal of
Marketing studies, 111-121.

Lee, W. O., & Wong, L. S. (2015). Determinants of mobile commerce customer loyalty in
Malaysia. Procedia-Social and Behavioral Sciences, 60-67.

Li, Y.-M., & Yeh, Y.-S. (2010). Increasing trust in mobile commerce through design aesthetics,

188 http://ber.macrothink.org



H Business and Economic Research
A\\Mac.rOtthl,;'k ISSN 2162-4860
Institute 2018, Vol. 8, No. 2

Computers in Human Behavior, 26(4). 673-684. https://doi.org/10.1016/j.chb.2010.01.004

Lin, H.-H., & Wang, Y.-S. (2006). An examination of the determinants of customer loyalty in
mobile commerce contexts. Information & Mangement, 43(3), 271-282.
https://doi.org/10.1016/j.im.2005.08.001

Luarn, P. &.-H. (2005). Toward an understanding of the behavioral intention to use mobile
banking Computers in Human Behavior, Research jounrnal.

Luarn, P., & Lin, H.-H. (2003). Toward an understanding of the behavioral intention to use
mobile banking. Computers in Human Behavior, 21(6), 873-891.
https://doi.org/10.1016/j.chb.2004.03.003

M. G. Dekimpe, P. a. (2000). Global diffusion of technological innovations: A coupled
hazzard approach. Journal of Marketing Research.
https://doi.org/10.1509/jmkr.37.1.47.18722

MacQueen, J. (1967). Some methods for classification and analysis of multivariate
observations. n Proceedings of the fifth Berkeley symposium on mathematical statistics and
probability, 1(14), 281-297.

Maity, M., & Dass, M. (2014). Consumer decision-making across modern and traditional
channels: E-commerce, m-commerce, in-store. Decision Support Systems, 24-46.
https://doi.org/10.1016/j.dss.2014.01.008

Moorty, M., Sann, C. W,, Ling, C. Y., Yin, T. P,, Yan, W. K., & Ee, Y. Y. (2014). Adoption of
Mobile Commerce in Malaysia: A Generation Y Perception. International Journal of
Research (1JR), 1(8), 825-845.

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of Relationship
Marketing. Journal of Marketing, 58(3), 20-38. https://doi.org/10.2307/1252308

Nadeem, W. (2017, 05 02). dphweb.bumc.edu. Retrieved from
http://sphweb.bumc.bu.edu/otlt/mph-modules/: http://sphweb.bumc.bu.edu/otlt/mph-modules/

Nicholson, C. Y., Compeau, L. D., & Sethi, R. (2001). The role of interpesonal liking in
building trust in long-term channel relationship. Journal of the Academy of Marketing
Science, 29(3). https://doi.org/10.1177/0092070301291001

Nielsen. (2014). Consumers browsing experience and online purchases. Malaysia.

O’Malley, L., & Tynan, C. (1997). A reappraisal of the relationship marketing constructs of
commitment and trust. New and evolving paradigms. The emerging future of marketing,
Three American.

O'Keefe, D. J. (2002). Persuasion: Theory and research Thousand Oaks, CA: Sage.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 33-44, 63.
https://doi.org/10.2307/1252099

Osewe, G. O. (2013). The effectiveness of internet advertising on consumer behaviour: the

189 http://ber.macrothink.org



H Business and Economic Research
A\\Mac.rOtthl,;'k ISSN 2162-4860
Institute 2018, Vol. 8, No. 2

case of university of nairobi students. College of Humanities and Social Sciences (CHSS).

PALLANT, J. (2001). SPSS SURVIVAL MANUAL. Buckingham: McPherson’s Printing
Group.

Pavlou, P. (2003). Consumer acceptance of electronic commerce:Integrating trust and risk
with the technology acceptance model. International Journal of Electronic Commerce.

Phani Bhaskar, D. P. (2016). CUSTOMER LOYALTY ON E-COMMERCE. Guntur, AP
India: 1Research Scholar, Department of Management, KL University.

Pratminingsih, S. A., Lipuringtyas, C., & Rimenta, T. (2013). Factors influencing customer
loyalty toward online shopping. . International Journal of Trade, Economics and Finance,
4(3), 104. https://doi.org/10.7763/IJTEF.2013.V4.268

Quinlan, C. (2011). Business Research Methods. Cengage Learning EMEA.
R. M. Morgan, a. S. (1994). The commitment-trust theory of relationship marketing.

Rajaraman.V. (2005). Building blocks of e-commerce. SADHANA - Academy Proceedings in
Engineering Sciences.

Ravendran, A. (2002). Local mobile commerce market to see shift in trends. Malaysia: New
Straits Times.

Remenyi, D. W. (1998). An Introduction to Process and Method. Londan.

Ringim, K. J., Razalli, M. R., & Hasnan, N. (2012). A Framework of Business Process
Re-engineering Factors and Organizational Performance of Nigerian Banks. Asian Social
Science, 8(4), 203. https://doi.org/10.5539/ass.v8n4p203

Roberts, K. V. (2003). Measuring the quality of relationships in consumer services: an
empirical study. European Journal of Marketing.
https://doi.org/10.1108/03090560310454037

Roger, E. (2017). Diffusion and Innovations. Retrieved from citeseerx:
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.624.8412&rep=repl&type=pdf

S. Anil, L. T. (2003). Overcoming barriers to the successful adoption of mobile commerce in
Singapore. Singapore: nternational Jounral of Mobile Communications.

Saunders, L. a. (2009). Research Methods for resaerch students. Mark Saunders.

Smith, G. (2008). Does gender influence online survey participation?:A record-linkage
analysis of university faculty online survey response behavior. San José State: Faculty
Publications .

Suki, N. M. (2011). A structural model of customer satisfaction and trust in vendors involved
in mobile commerce. Int. Journal of Business Science and Applied Management, 6(2), 17-30.

Sun, J. (2016). Tool choice in innovation diffusion: A human activity readiness theory.
Computer in Human Behaviour, 96, 175-188. https://doi.org/10.1016/j.chb.2016.02.014

190 http://ber.macrothink.org



ISSN 2162-4860

\\ MacrOthi“k Business and Economic Research
A Institute ™ 2018, Vol. 8, No. 2

Taylor, S., & Todd, P. A. (1995). Understanding information technology usage: A test
competing models. Information Systems Research, 144-176.
https://doi.org/10.1287/isre.6.2.144

Ten, M. A. (2011). Mobile Commerce Usage in Malaysia. Singapore: International
Conference on Social Science and Humanity.

Thomas.A.Ryan. (2003). Modern Regression Analysis for Scientists and Engineers.
Gaithersburg: National Institute of Standards of Technology.

Thompson. (2009). Descriptive Data Analysis. Air medical journal. Air medical journal.
https://doi.org/10.1016/j.amj.2008.12.001

Ullman, J. B. (2006). Structural equation modeling: Reviewing the basics and moving
forward. Journal of personality assessment, 87(1), 35-50.
https://doi.org/10.1207/s15327752jpa8701_03

Umair, C. (2013). The trend of online shopping in 21st century. Asian Journal of Empirical
Research, 131-141.

\eijalainen, J., Terziyan, V., & Tirri, H. (2006). Transaction Management for M-Commerce at
A Mobile Terminal. Electronic Commerce Research and Applications. Electronic Commerce
Research and Applications, 5(3), 229-245. https://doi.org/10.1016/j.elerap.2005.10.010

Wang, Y.-S., & Liao, Y.-W. (2007). The conceptualization and measurement of m-commerce
user satisfaction. Computers in Human Behavior, 381-398.
https://doi.org/10.1016/j.chb.2004.10.017

Wei, T. L. (2001). Applications, Introduction to the special issue: Mobile commerce.
International Journal of Electronic Commerce.

Weitz, B. A., & Jap, S. D. (1995). Relationship marketing and distribution channels. Journal
of the Academy of Marketing Science. https://doi.org/10.1177/009207039502300411

Weng Onn Lee, L. S. (2015). Determinants of Mobile Commerce Customer Loyalty in
Malaysia. Kuching, Malaysia: 6th International Research Symposium in Service
Management.

Weng Onn Lee, L. S. (2015). Determinants of Mobile Commerce Customer Loyalty in
Malaysia. Kuching, Malysia: 6th International Research Symposium in Service Management.

Wheaton, B., Muthén, B., Alwin, D. F., & Summers, G. F. (1977). Assessing reliability and
stability in panel models. Sociological Methodology, 8, 84-136.
https://doi.org/10.2307/270754

Winnie, P.-M. W. (2014). The Impact of Trustworthiness and Customer e-Loyalty and
e-Satisfaction. International Journal of Academic Research in Business and Social Sciences,
4(3), 390. https://doi.org/10.6007/1IJARBSS/v4-i3/718

Wu, J.-H., & Wang, S.-C. (2005). What drives mobile commerce?: An empirical evaluation of

191 http://ber.macrothink.org



H Business and Economic Research
A\\Mac.rOtthl,;'k ISSN 2162-4860
Institute 2018, Vol. 8, No. 2

the revised technology acceptance model. Information & management, 42(5), 719-729.
https://doi.org/10.1016/j.im.2004.07.001

Zeithaml, V. A. (1996). The behavioral consequences of service quality. Journel of marketing,
60, 31-46. https://doi.org/10.2307/1251929

Zikmund, W. G. (2003). Research Methods. Health Economics Research Method .

Zhang, X., Yu, P, Yan, J., & Spil, I. A. (2015). Using diffusion of innovation theory to
understand the factors impacting patient acceptance and use of consumer e-health innovation:
a case study in a primary care clinic. BMC health services research, 15(1), 71.
https://doi.org/10.1186/s12913-015-0726-2

Copyright Disclaimer

Copyright for this article is retained by the author(s), with first publication rights granted to
the journal.

This is an open-access article distributed under the terms and conditions of the Creative
Commons Attribution license (http://creativecommons.org/licenses/by/3.0/).

192 http://ber.macrothink.org



