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ABSTRACT

Mobile commerce (M-commerce) is an online business transactions and
services conducted by using a mobile device (e.g., smartphone, tablet, and phablet)
that communicates over a wireless telecommunication networks. M-commerce offers
the convenience to make transactions or place an order anytime and anyplace. This
advantage can bring a great opportunity and a great competitive advantage to
companies to better succeed in doing business online. Therefore, many companies
have decided to invest in M-commerce via mobile shopping application. Mobile
shopping application (Mobile shopping app) as a distribution channel has been
increasing in popularity. However, due to the growing number of companies providing
services through mobile shopping apps, consumers are being offered more choices of
mobile shopping apps when they want to buy products. To keep loyal users, it
comprises an attitudinal commitment and consideration the mobile shopping app to
be their first choice, which is very important in the current high competitive situation.
Although there are many factors that affect loyalty, empirical information from a user
review has shown that mobile shopping app should have a good design such as work

in a horizontal position. In addition, users also reveal their feelings or emotions
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resulting from the use. The two mentioned factors — mobile shopping app design and
emotion — can influence users’ satisfaction which leads to loyalty in the end. However,
according to prior researches, these factors have not been adequately studied in order
to describe the process of creating loyalty in the M-commerce context that provides
service via mobile shopping app. Based on the expectation confirmation model,
information system and psychological literature, a comprehensive set of constructs
and hypotheses were compiled with a method for testing them. Data was gathered
from 400 experienced users of various mobile shopping apps by using questionnaires.
Structural Equation Modeling techniques (SEM) were then applied to analyze the data.
The result indicated that customer loyalty is positively affected by perceived
usefulness, mobile shopping app design, and satisfaction. Customer satisfaction is
positively influenced by their confirmation of expectation, perceived usefulness and
emotion. In addition, users’ confirmation level has a positive effect on emotion and
perceived usefulness. Users’ confirmation level is positively influenced by mobile
shopping app design. From the result of this study, the proposed model will be in a
complementary manner to enhance the predictive of loyalty in Mobile shopping app.

Findings may be used by corporations to better succeed in mobile commerce.
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