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ABSTRACT @
obile commerce (M-Commerce) is an ontin s transactions and services conducted
by using a mobile device communicatizsaoveZa wireless telecommunication networks.
M-Commerce offers the convenience me transactions anytime and anyplace. This
advantage brings opportunities apetitive advantage to companies to better
succeed in doing business online. Therefore, many coompanies have decided to invest in M-Commerce
via mobile shopping application. Mobile s inggapplication (Mobile shopping app) as a distribution
channel has been increasing in popularity. '‘Flawever, due to the growing number of companies providing
services through mobile shopping appd( cormumers are being offered more choices of mobile shopping
apps when they want to buy prod rs’ loyalty is crucial in the current high competitive situation.
Although there are many factors ect loyalty, empirical information from the user review has
shown that the business shoulg=xke care of mobile shopping app design and users’ feelings or emotions
resulting from the use. The t »ntioned factors —mobile shopping app design and emotion— can
influence users’ satisfacti leads to loyalty in the end. However, according to prior researches,
these factors have nopFoasi=adequately studied in order to describe the process of creating loyalty

in the M-Commer @ that provides service via mobile shopping app. Based on the expectation

confirmation ModgGs ation system and psychological literature, a comprehensive set of constructs
and hypothese compiled with a method for testing them. Data was gathered from 400 experienced
users of vario bile shopping apps by using questionnaires. Structural Equation Modeling technique

(SEM) vv| to analyze the data. The result revealed that customer loyalty is positively affected

by perce sefulness, mobile shopping app design, and satisfaction. Customer satisfaction is positively
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influenced by their confirmation of expectation, perceived usefulness and emotion. Furthermore, users’

confirmation level has a positive effect on emotion and perceived usefulness. Users’ conﬁrm le

is positively influenced by mobile shopping app design. The proposed model will be in a comp t

manner to predict the loyalty in Mobile shopping app. Findings may be used by corporationsgcybester

succeed in M-Commerce
Keywords: Mobile Shopping Applications, Design, Loyalty, Emotion, Mobile Commerce %;@k
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BN IANNSANWIVEY Galletta, Henry, McCoy, and Polak (2006) ¥ilins1uin Jadediuminusiais
lunsnouaueIvesTEUATAUWATINAd 0N T IO UT YRR LE N ulAen TS %QLLUUﬁi’wammiaamﬁmﬁ’Uﬂm !
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36

ldeSuiedn AmnugenadauinnMsigldnussiliviiaussousvesssuulouiiuivdsmiaianis v

Julumufiananisliviegendn Aezfanissuifennudenndastu (Bhattacherjee, 2001) Faandpam

v v Vo1 £ a v = < a) 1 = <) v
mmummaaaqﬂlmw ﬂ’ﬂllWi@ﬁﬂUﬂ”l'igﬂL'iEJﬂi‘U\ﬂ‘UWi@ﬂ’J’]ﬁJi’mLi’ﬂUﬂ’liL‘Uﬂi‘dﬂ’m‘lNLUUF’]ﬂJaﬂ

lun1sesnuuululudveudsueundintuarunsoduasunuanssauglitug v duiu Jaden-g

lludveuTaweundiatuisdwmanetadunuaiuasnadedliguiu Jnilugnisdeaunigu

HI(+): N15e8nwUUTlUAYeUTIwaUNAATURINANIIUINABANUSNA (\

H10(+): nseonuuululudreuTuoUndLAtudinan1sulInfonuaenaAa e Q

NN BHUALNITNUNIUITIUNTTUTLALITDY mmmaqﬂﬂumiwa”Nﬁawﬁ Jeniigites

Fam5199 1 fiadl >

a a Y a aw
A13199 1 aqﬂaumgmuazmamm

auungu AUAUWUS 9199V
H1 Satisfaction — Loyalty &g et al. (2010); Valvi and West
0)2013)

(2010); Lichtlé and Plichon (2014);
Hsu and Lin (2015)

(@
H2 Emotion — Satisfaction Machleit and Mantel (2001); Deng et al.

H3 Perceived Usefulness — Emo})’\ QV Lazarus (1991)

Ha Perceived Usefulness — Sati ion Bhattacherjee (2001); Oghuma et al.
(@ (2016)

H5 Perceived Usefulness @Lty Cyr et al. (2007); Wong et al. (2014)

H6 Confirmation — erceT\)/ed Usefulness Bhattacherjee (2001); Oghuma et al.

(\ (2016)
H7 Conﬁrmation@\@ijdéon Lazarus (1991); Hsu and Lin (2015)

H8 Confirmati tisfaction Bhattacherjee (2001); Hsu and Lin
Q (2015); Oghuma et al. (2016)
H9 MON ping App Design — Loyalty Hoehle and Venkatesh (2015)

v
H10 I\/N)XShopping App Design — Confirmation Galletta et al. (2006)
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[ Performance ] ( Productivity J ( Effectiveness) Q

Perceived
Usefulness

A\

Pleasure

H6 (+)

Confirmation

Confirrotion

HO (+)

H10 (+)

Mobile Shoppi "\
App Design

N Data nt . .

\@ AW? 1 nIuLWIAnluNIITY
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4. 9SN1SIVY

4.1 \ndovlionldlunisdde W

au A9 w i 13 awv = v v Aa e a |
uideilduvvasuaiunuszgnduianauideluedn Nlasunisinuilusaismiadym ,
dnvedafidnanudediunazaianuasudalasaianeglunasifiseusuld Taedinsinudeyas , 819
) aady v
AE Y

»ert’s Scale

sesneuinsiutoyasss uddvihnmegevanuigiulegldnisimssiuuuiiaesaunisliagag
Tunrsinumagnusuns zldvamaIunin1sussliunuusnsndrulsesunma 7 SEAULUL
(1 = “lalifiuniuagnade” fa 7 = “Wiunluegnads”?) Feilviadu 38 Ty muﬁiﬁuamm@u&lumﬂwmﬂ

% v v = L2
EUENB\IF’HLEN ysolylua

UszransfiazrinisAneiluasel WungudieeldnululudveuTaue {

Y

4.2 Us:ynsna:ngumoogniunisdve

¥

gouTwmoundinduiiiudnvusnannatnidvdifiododudangdlaense

(C20) wailpsanlunsuduiuiunase Je51denluulanz s (Purposivpl g) Aednvaznquiiegiudu

lumuingusvasdvenside uwagldvuinngudiegisussuia 10 wh‘u@ % (Hair, Black, Babin, Anderson,
Q

seuAgUNaUAIBgIInIaLazlun AN

wsenInguilaaduguilag

& Tatham, 2014) @9lun1s5ANWIASINTTIUIY 38 ToAIN AatuLRal

ANURANAINAINNITABURUUADUDN FelEnguiiog1eduiunsduldil me uazvaziivdoyasinngudegieiises

(Pilot Study) 97u2U 30 AU LﬁamaaummmL%aﬁasuaam%u

5. dIAs1:Hvoyala:wan1sdve @

snihlUlfiAudeyasss

5.1 N1sInSgUVoaalazAUNIWVaIIASoUUD s
@

& =

ATeasinutoyalaglduuvasudquostioy Faausadvuadiaiuidndudewmeuld dmsunis

dudeyaluwuuund §deldnmaasuanyfsuiudddoyaiiietesiudeyaviame wartuiindeyaaawuuasuniy

Y Y

paulatiiiolviiulad Eﬁamuaﬁmmmuaﬁwmmﬁﬁaﬂsﬂumﬁmwﬁ
Ly 0 .

o 1Y) « & Al & o A a o a £ v o
ﬁ'ﬁ/ﬁﬂl»ﬂi@\‘]ﬂ@ﬂiﬁﬂﬂ J 1 3‘Uﬂqimiﬂﬂﬁ@‘Uﬂ?"ﬂJuqLsﬁaﬂaiﬂEJﬂ’liWQ']im"lﬂqﬂuﬂigﬁﬂﬁﬂiaUUﬂaawq
ebbo

(Cronbach’s Alpha) 7ifio1nn Hair et al.,, 2014) wazlg35n15in09AUsSENaUTuALIABULANLUDSA (One

Y

Factor Congeneric Measurem del) LWONT19@0UANUATUTIATIAS 19D LA AILUTUNS (Anderson &
Gerbing, 1998; Joreskog m, 2001) &e@ansndnseilaanainnunaundundesegluseaund Ingld

LN LN SN T DU '
38NN Chi-Square

[Ueine A1 P-Value ¥09 Chi-Square Test (x°) M3zFoauInNnd1 0.05 ANdnaIU
Sree of Freedom (x/d.f.) AgfvliA1egsening 1 83 2 A1 Root Mean Square
Error of ApproxiglatioR(RMSEA) Nagsaaid19ind1 0.08 A1 Goodness of Fit Index (GFI) NidgsiaailA1genin
0.90 uaze Comparavive Fit Index (CFI) N9eAaedeA1gendn 0.90 (Hair et al., 2014) FWAIINNITNAGBUNUTN

P G ] A = a Y  aa a ! A A I3
LA3eslanl MWwode (a>0.7) wazlinuaTITlATIas19nn TneNasuIaINAIAINNANNEUTNINIULA

- @ = «:1 = o I A A A Y A o
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=] 4 A 1 a P A A aw
MIT9N 2: Naﬂ']i‘l’]ﬂaau@'l']ﬂL‘U@ﬂ@lﬂLLagﬂjqumiﬂlﬂjﬂiﬂ5\733'1\1%@\1Lﬂ3@\73~|@1“ﬂ75'3‘08

G

- . C X
ManuUsnulv Uavovaonusiuy X2 x?/d.f. | RMSEA GFI CFI ﬁ
Alph{A(o)
Branding
O
Mobile Shoppin Data Preservation
_ pping P=0.136 1.850 0.046 0.993 0.99 :@\
App Design Instant Start (N
Orientation ((’\
Confirmation Confirmation P=0.176 | 1.829 | 0046 | 0.990 %\ 0.87
O
Performance 7 bﬁ\/
Productivity @@
Perceived
Effectiveness P=0.144 | 1941 | 0.049 0.99 0.997 0.85
Usefulness
Overall
O
Usefulness
Pl C\
easure
N
Emotion Arousal P=0.115 1.97 @)and 0.990 0.995 0.86
Dominance P O
Satisfaction Satisfaction P=0.163 947 0.049 0.989 - 0.88
Attitudinal m
Loyalty Commitment P=0.150 01’900 0.047 0.989 0.994 0.90
Revisit /;\Cf

o>

v

5.2 ms5|nSﬁ:ﬁlluuﬁﬂaeaInsaamﬂsnnaouauuﬁgﬁu

@

UITY

¥
=1
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Relationships) @4 Hair et al. (
AziNanIENUanal LN pRSKkEw
VBINGUAIBE FTUNITNTD @
ideyaluldlunisigs!
YgymmuduiussguaRauUsdass (Multicollinearity) 9g3ias1z#anAIada VIF waz Tolerance winAn VIF
a1 Y ' o Y a v v ¢ { o a £% .
olerance fantounin 0.1 agvilmindgmiauduiussznineiulsdasela (Hair

fgAunnnI1 10
et al, 2014) &
fenladiu

o
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wudnaesaunslasiase insenguimegendnuluassilivunalvguinne dmiu
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WAsasUladn ldnudgmenuduiusseninsiudsdassdmsunsfnyiluasel

v
[

nadRwuuTasegunisiassadsldlunisnaaevannfigiu wagmanuduRUSIIAvMANa (Causal
Jo5u1ed Mmnngusiegedivwiniiundt 200 Ul n1suInuasvesdeya
ess uag Kurtosis Nldlunismaaeunisuanuasteyaiinnuduiusiuauin

v a aa o ' | ' A
! ﬂﬂJﬂ'ﬁLL"ﬂﬂLLGNLL‘U‘U‘Uﬂ@iu‘U"lQN@%@ﬂW?LLUiLLNQ thmx‘maﬂiz‘vmmaﬂﬁW%
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U8 A1 P-Value 999 Chi-Square Test (x?) flagdaeinni1 0.05 A1dAEIUsENING Chi-Square Waz=Deahad
q q g
(

S

MnUUIUszRuLUUTaeslassEsegnTTIgiaunaundu Inefiansanainanutainens Uﬁ:ﬂa;
of Freedom (x*/d.f.) ﬁ%éfa\iﬁﬁ’]agizwdw 1 84 2 A1 Root Mean Square Error of Approximatio
it
al.,

anfAnadgaunsuNaunau waawsnlsoniuudiaey
A N
x*/d.f. 1.354 \Jmismw 1-2
'e\é
P-Value ¥83 Chi-Square Test 0.064 Nﬁﬂaﬁw Aty (>0.05)
CFI 0.995 /@0 11N 0.90

IF| 0.995 11nA31 0.90

}Q .
NF| 0.983 Y@Q 171131 0.90

RF| 0.958 (/}O 11nA31 0.90
GFl 098l N 1nnI 0.90

RMSEA anin 0.08

Q
Q

(Hair et al., 2014)

5.2.1 Nan1sNAFaUANNAFIY

NANTNN 4 6’??@LLammamiwﬂaamuwé{wmaaaﬁ (T %39 T-Value) Arduiszdnsnisannse (B)
ﬁ'wé’mﬂizaw%miamaaﬁﬂ%’ummgwndardized Coefficient #38 Std. Coef.) saulufisrdnTNaNIIMTY

o

(DE) dnSnwan19eau (IF) wardvnsnalae3in (TE) vassuwlswienduiusiu vinlinuinanudianeladutiadefing

nauINnlaenswaanuinAtunisianddludyeuTaneundintusg1aiudAnieadan 0.01 (atduayu H1) dmu

o

AnuitanalatulasudnsnaniSlaghsunaindadensinuersualiogeilidedAynieadian 0.01 (aduayy H2)

luvagiorsualitinannmsBypRudnsnansuinlagasunandadeaunissuiteuselevdlunisldauegned

'
aaa

WodAynneadan 0.01 U H3) wenaindl n1sfuidelszlevinnnisldrududutadenidvinanisuan

U
fodAtyn9adan 0.01 (atfuayu H4) wazdidvsnaniauinlagnsaaniuinfagail

<

=

TAYATIABAINUNINGD

N o

Aydn
=

@ aa

ﬁaﬁwﬁmwwaaﬁﬁ“@ Tuayu H5) Fanisiuitedselevdainmsldauilasuansnanisuinlagnsawain
1 =i o =~ v [ U daa a
aBsaEi1 eadan 0.01 (adfuayu HE) wenanil anwaenaresduludadeniavswa

J98AUAINUED

o o =

MavInlaeggNe ualaglidedAgyveadian 0.01 (advayu H7) wazliBvanameuinlaensaanuiianela

' '
a =

Neafan 0.01 (atduayu H8) Feanuaenadasiiinanmstdaull lasuninanisuinlaenss

[

Ain1seenuwuululudveulaeundnduegafitedAgnieadan 0.01 (advayu H10) wenani
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Y anw v & IV I3 N a o daa
wenNiu Teyanadndeuansliiiuil JadesunisesnuwuululudveuTaweundindunian
sataduauanuing Jadesunissuinsseleonilunisldau Jadeaueisuaiuardadenuanuiang

% v A ' o a o v Y daa a 1% i @
n1sasianudnalungugldau Iummwﬁamstmmmaamﬂaamuamwamaaama‘ﬂwam s
auauianely wenandudinudn Yadeaunisiuitelselevdlunisldanuliansnanisgayie

Sy

HedAgyn19adsin 0.0

\‘1”

s

ana
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fanelavartaduaiuaiusing dusutadeniue1suainuIldnsnan1waunetadua unlwing

o

upNNUTINUI1 AduUszdnsnisninue (R) maw&fazﬁa%’ﬂuu
{

Feoglusziuminnela (Joreskog & Sorbom, 2001) uazneufuildslauan

0.770 0.808
0.830 0.712

FLUTANN 9 MINTIAZDYA AININT 2 ;
Performance [ Productivity ] [Eﬁectiveness] %

Perceived
Usefulness
A R?=0.496
1, 3.599**)

, 4.093%*)

H3 (0.333, 3.189**)

0.398

0.019

Satisfaction

H1 (0.552, 10.886**)

fiuAIUINNI1 0.4

TMUNFIVITVDINAVD

Attitudinal
Commitment —
Revisit

0.846\ 0.891

>

Loyalty

H6 (0.704, 10.212**
orot0z)

0.358

Dominance

R®=0.455
0.979

Satisfaction

H (0.345, 6.077**)

0.485

{

nUBUY: ** p<0.01, * p<0.05 (2-Tailed)

e

R®=0.846

(Standardized Coefficient) wazanaaan (T-Value) 13luradu
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P3N 4 WadNSN9ERRINNITVIAFRUANNRFIY
®)
auuagu AIWEAUWUS TE DE IE W
- VX

B 0.35 0.35 - ‘K
G

H1 Satisfaction — Loyalty T 10.886** | 10.886** -
Std. Coef. | 0552 | 0.552 - &/\%
®)
B 0.89 0.89 —(/\(;ﬂ:
o\

H2 Emotion — Satisfaction T 8.532%* 8.532** - aﬁuaqu
Std. Coef. | 0.224 0.224/‘% —
B 0.263 f O -

H3 Perceived Usefulness — Emotion T 3.189%* & * D) aﬂﬂuaqu

Std. Coef. | 0.333 © /\()335 -

B 0.95@\M 0.234
H4 | Perceived Usefulness — Satisfaction T 4(»@093** 4.093* ey

Std. Coef. >§3’\06 " 0.231 0.074
B Q@ 0.439 0.336

H5 Perceived Usefulness — Loyalty T (/\JB)S.599** 3.599** | 3.599** aﬁ’uayu
St Co 0.39 0.221 0.169

0737 | 0737 - w
H6 Confirmation — Perceived Usefulness T 10.212%* | 10.212** - auudayu
AN <;S?d. Coef. | 0.704 0.704 -

‘K% B 0.485 0.291 0.194

H7 Confirmation — Emotion (\ T 3.558** | 3.558** | 3558** aﬁﬂuaqu
@ Std. Coef. | 0.587 0.352 0.235
v B 2016 | 1047 | 0.966

H8 | Confirmation — Satisf T 5914% | 5914% | 5914* |  @iuayu

Ve \.

Std. Coef. | 0.614 0.319 0.294
@ B 0.786 0.401 0.385
H9 Mobile S Design — Loyalty T 6.077** | 6.077** | 6.077** aﬁ’uayu

[f\ Std. Coef. | 0.676 0.345 0.331

QN N

\ B 0.374 0.374 -
H10 | Mob pping App Design — Confirmation | T 8.641%* | 8.641%** - aﬁuauu

)

Std. Coef. 0.669 0.669 -
<0.01 (2-Tailed)
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