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Abstract

Purpose – The purpose of this paper is to propose and validate the mobile commerce (MC) consumers’
repurchase intention (RPI) model including technology acceptance model (TAM), customer satisfaction
(CS), and contextual perceived value (CPV) of marketing offer as a new MC-specific construct.

Design/methodology/approach – A survey instrument was used to gather data to test the
relationships shown in the research model. x 2 difference test was conducted in order to examine the
contribution of CPV of marketing offer in explaining MC consumers’ RPI. The hypothesized
relationships were tested using the structural equation modeling.

Findings – The results of this study reveal that integrating CPV with CS and TAM in a single model
can better explain and predict MC consumers’ RPI. CPV has a significant effect on RPI, CS and
perceived usefulness.

Research limitations/implications – CPV activated by contextual marketing is the key factor for
customer relationship management in MC context.

Originality/value – The primary contribution of this study is to integrate CPV of marketing offer
with TAM and CS into a coherent and parsimonious model that jointly predicts RPI.

Keywords Customer satisfaction, Mobile communication systems, Relationship marketing

Paper type Research paper

1. Introduction
Mobile businesses are opening up new marketing and customer relationship
management (CRM) opportunities because they can provide two-way interactive
communications which are location specific and highly personalized.

Mobile phones have shown to be very personal devices which may provide firms
with unrivalled possibilities to build and maintain one-to-one relationships with their
customers, combined with a set of unique features such as ubiquity, constant
reachability, personalization, and localization (Camponovo et al., 2005; Siau et al., 2003).

In the mobile commerce (MC) environment, it is possible to identify the users and their
geographical position by tracking the technical address of the mobile device. In this
study, we will employ the term MC for electronic commerce transaction carried out via
mobile phones based on Bai et al. (2005). Using the information on the users’ identity,
position, access time, and profiles, mobile service providers can offer the users optimal
information or services, which are contextually relevant to them at the point of need.
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For example, a mobile service provider may send the information or coupon for blue
jeans to a consumer, who enters the department store to purchase jeans. This is an
example of “contextual marketing.” Contextual marketing refers to the extent to which
e-businesses use the ubiquitous internet to provide customers with relevant information
in the right context and in real-time (Kenny and Marshall, 2000).

The mobile medium is well suited to enhance traditional CRM because the
contextual marketing via mobile phone enabled by its very personal character and
localization may allow the marketer to develop intimate relationships with customers.

Despite the potential of mobile CRM (hereafter referred to as mCRM), only the
internet as a channel to manage customer relationships (eCRM) has attracted a lot of
attention among academics (Feinberg et al., 2002; Fjermestad and Romano, 2003),
whereas understanding of managing customer relationships through mobile medium
has gained far less attention (Sinisalo et al., 2006). We attempt to bridge this gap in the
literature by proposing and validating the MC-specific CRM model that explain the
repurchase intentions (RPIs). We utilize constructs from the literature of technology
acceptance model (TAM), customer satisfaction (CS), and MC-specific features as the
lens to examine MC consumers’ RPIs.

Many practical and the theoretical models of customer retention have explored CS
as a key determinant in customers’ decisions to keep or discontinue a given product or
service relationship (Bolton, 1998; Rust and Zahorik, 1993; Zeithaml et al., 1996).
Several researches have proposed the integration of satisfaction and TAM in electronic
commerce context (Devaraj et al., 2002; Shin, 2004). However, no empirical study to
date has investigated the interrelationship among TAM, CS and RPIs in a single
mCRM framework.

We propose “contextual perceived value (CPV) of marketing offer” as a new
construct to enhance the understanding of MC users’ RPIs. Consumers’ perceived
value of MC should increase if mobile marketers can offer the users personalized
message which is contextually relevant to them at the point of need. In that sense,
we believe that CPV is not only a key driver of CS but also an important determinant of
RPIs in MC context. We suggest CPV as a powerful tool for mCRM.

2. Literature review
2.1 mCRM
The key theoretical basis for CRM comes from the relationship marketing (RM)
literature (Reinartz et al., 2004). The term RM was initially coined by Berry (1983) who
defined it as attracting, maintaining and enhancing customer relationships. According
to Sinisalo et al. (2005), CRM is a holistic approach aiming at building and maintaining
a profit-maximizing portfolio of customer relationships.

As the uppermost purpose of CRM is the ability to communicate with customers on an
individual basis, mobile medium represent an appealing additional channel that
can complement the existing channels (Camponovo et al., 2005; McManus and
Scornavacca, 2005). Since, MC environment has features not available in EC environment,
such as mobility (Kalakota and Robinson, 2001), ubiquity, personal identity and
localization (Kannan et al., 2001), enabling customers to interact with companies via
mobile medium anytime, anywhere.

As mCRM has only recently aroused interest among academics, no formal
conceptualization of mCRM had been made before. Sinisalo et al. (2006) defined it
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“as utilizing mobile medium (i.e. mobile phone, smart phone or PDA) for the purpose of
managing customer relationships and activate customers to start dialogue with
company via mobile medium.”

Lam and Chan (2003) examined CRM features as implemented on the internet
(eCRM) and the mobile channel (mCRM). They proposed a framework to analyze the
current eCRM and mCRM practice.

As mobile channel has the advantage of its high reach, low cost and high-retention
rates (Clickatell, 2002), many companies seem to be ready for more sophisticated
mCRM (Sinisalo et al., 2005).

Although there are a few conceptual papers on mCRM (Camponovo et al., 2005;
Sinisalo et al., 2006) empirical research is still very rare.

Several researches have addressed the issue on mobile/SMS marketing. According
to Barnes and Scornavacca (2004), mobile marketing allows through effective targeting
and tailoring of messages to customers to enhance the customer-business relationship.

Carroll et al. (2005) explored consumer’s perceptions and attitudes towards mobile
marketing via SMS through a sequential, mixed methods investigation. According to
their research, four factors were identified and proven as all having a significant
impact on mobile marketing acceptance – permission, content, wireless service
provider control and the delivery of the message, which guided the development of a
revised and empirically tested model of mobile marketing acceptance.

2.2 Technology acceptance model
Davis (1989) and Davis et al. (1989) suggested technology acceptance model (TAM) to
explain and predict the individual’s acceptance. According to TAM, system usage
behavior is determined by the intention to use a particular system, which in turn, is
determined by the user’s beliefs about the system. The TAM further suggests that two
beliefs – perceived usefulness and perceived ease of use – are instrumental in
explaining the variance in users’ intentions. Perceived usefulness is defined as the
extent to which a person believes that using a particular system will enhance his or her
job performance, while perceived ease of use is defined as the extent to which a person
believes that using a particular system will be free of effort (Davis, 1989).

While TAM initially focused on system usage in the workplace (Adams et al., 1992;
Gefen and Straub, 1997), recent research has applied it to understand web site use
(Lederer et al., 2000; Moon and Kim, 2001) and consumer acceptance of e-commerce
(Pavlou, 2003).

Several studies have modified the basic TAM in MC or mobile service context
(Koivumaki et al., 2006; Pagani, 2004; Wang et al., 2006; Wu and Wang, 2005). Koivumaki
et al. (2006) have shown that usefulness, user guidance and support, and user skills are
significant factors in explaining the acceptance of mobile services. Wang et al. (2006)
validated an integrated model for predicting consumer intention to use m-service by
adding one trust-related construct (perceived credibility) and two resource-related
constructs (“self-efficacy” and “perceived financial resources”) to the TAM’s nomological
structure and re-examining the relationships between the proposed constructs.

However, none of them have incorporated the MC-specific feature, contextual
factors in the model specification. TAM’s fundamental constructs do not fully reflect
the context-mediated RPIs in MC. Therefore, to increase external validity of TAM, it is
necessary to further explore the nature and specific influence of contextual factor.
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2.3 Context
The term “Context” has been extensively used in the research of mobile-related
technology. Chen and Kotz (2000) defined context in mobile computing as “the set of
environmental states and settings that either determines an application’s behavior or in
which an application event occurs and is interesting to the user.” Kim et al. (2002) define
mobile context as “any personal and environmental information that may influence the
person when he/she is using Mobile Internet.” Their definition focuses on two aspects of
context: personal context (emotion, physical state) and environmental context (location,
the number of people nearby the user). Schilit et al. (1994) divided context into three
categories: computing context (network connectivity, communication costs, etc.), user
context (user profile, location, etc.), and physical context (lighting, noise, etc.). Chen and
Kotz (2000) added time context (time of day, week, month, and season of the year) as a
fourth context category.

Figge (2004) introduces “situation dependency” as a new concept to adapt MC
applications according to the spatial, personal, and temporal context in which the user
accesses a service. Figge (2004) conceived situation dependency as a three-dimensional
space, with user identity (personal profile, background, preferences, etc.), access
position, and access time.

2.4 Customer satisfaction and customer retention
The trend in marketing toward building relationships with customers continues to
grow, and marketers have become increasingly interested in retaining customers over
the long run (Lemon et al., 2002). Many researches suggest that CS is a key determinant
of customer retention (Bolton, 1998; Rust and Zahorik, 1993; Zeithaml et al., 1996).
According to Reichheld (1996), satisfaction measures have accounted for up to
40 percent of the variance in models of customer retention. Customer retention is
regarded as essential factor in CRM (Hoekstra et al., 1999; Reichheld, 1996). Increasing
CS and customer retention leads to improved profits, positive word-of-mouth, and
lower marketing expenditures (Reichheld, 1996).

CS is a consumer’s post-purchase evaluation and affective response to the overall
product or service experience (Oliver, 1992). CS is regarded as a necessary precondition
for customer loyalty, which is in turn a key driver of profit growth and performance
(Heskett et al., 1997; Reichheld, 1993).

2.5 Contextual perceived value of marketing offer
A significant advantage of MC is that it can deliver personalized message to a user on the
basis of user profile and location-awareness. For example, the mobile service provider
can transmit to a car driver the information about the location of available gas stations;
send a traveler well-targeted information about suitable accommodations; or inform an
investor about the latest changes in stock prices. This implies that contextual factors are
very important in the MC environment. According to Leppäniemi and Karjaluoto (2005),
location awareness and personalization enabled by mobile technology can influence
positively consumers’ willingness to accept mobile advertising. Users who receive
personalized and contextually relevant marketing offer will think it is valuable even
though he or she has never recognized the value of MC before.

Perceived value is broadly defined as the results or benefits customers receive in
relation to total costs (McDougall and Levesque, 2000). According to Zeithaml (1988),
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perceived value is a customer’s overall assessment of the utility of a product (or service)
based on perceptions of what is received and what is given. On electronic markets,
firms can create value for customers in a manner that is different from that which has
been achieved in conventional business (Han and Han, 2001). Correspondingly, MC not
only extends the benefits of the web, but also allows for unique services and additional
benefits when compared to traditional e-commerce applications (Tsalgatidou and
Pitoura, 2001). According to Keen and Mackintosh (2001), the demand side of MC is a
search for value, and hence there is a need to build an understanding of the elements
and special features of wireless electronic channels that are value-adding from the
consumer’s point of view.

We propose “contextual perceived value of marketing offer” as MC-specific
additional benefits to understand consumers’ RPIs in MC context. In this study, we
define CPV of marketing offer in the MC context as “the degree to which a person
believes that receiving context-relevant information or services would enhance his or
her purchase performance.”

Following Figge (2004), we decompose CPV of marketing offer into three-dimensional
constructs: user profile, location and time. By using the location, time and user profile
information, a service provider can reach consumers at the point where and when they
are ready to do business (Kenny and Marshall, 2000; Leppäniemi and Karjaluoto, 2005).
It captures the very moment when somebody’s need for merchandise or a service
emerges, and promotes goods and services that are best suited to such person’s tastes
and interests.

3. Research model and hypotheses
Figure 1 shows the proposed model, referred to as the RPIs in MC context. CPV of
marketing offer, the extended part of the model, is the construct of interest
because it addresses the question of how contextual factors affect the individual’s
RPIs in MC.

Figure 1.
Research model and
hypotheses
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3.1 Contextual perceived value of marketing offer
Perceived value was found to be a primary factor influencing purchase intentions
(Cronin et al., 1997; Sweeney et al., 1997). In MC environment, the concept of “perceived
value” could be thrown into continual flux, depending on the contextual marketing
offer. Because marketers can reach consumers at the point of need by using the
location, time and user profile information (Kenny and Marshall, 2000; Leppäniemi and
Karjaluoto, 2005). This implies that the primary factor influencing MC consumers’ RPI
is not constant perceived value but CPV activated by relevant marketing offer.
Therefore, the concept of CPV of marketing offer that applies features specific to MC is
important in explaining MC consumers’ RPIs.

Users can be provided with optimal information or services that are contextually
relevant to them based upon where they are, what they are doing and what they are
interested in at the point of need. In other words, CPV of marketing offer can act as
point of purchase (POP) promotion. For example, when a consumer enters a NIKE
store, he or she can be provided with sale information for NIKE shoes or coupons. The
POP is an ideal time to communicate with consumers because this is the time at which
many product and brand choice decisions are made. It is apparent that POP materials
represent very important determinants of consumers’ product- and brand-choice
behaviors (Shimp, 2000).

Cue compatibility is also useful for explaining the relationship between CPV of
marketing offer and MC consumers’ RPIs. It means an overlap in memory with
favorable brand associations (Keller, 1991). The cue compatibility principle maintains
that successful recall of communication effects from ad exposure occurs when there is
congruity or a “match” between the type of information stored at encoding and the type
of information available as cues at later retrieval (Keller, 1991).

The context-relevant offering by mobile marketers may be regarded as high
cue-compatible if a consumer can be provided with a lunch coupon at the point of need,
based on his or her tastes. And CPV of marketing offer will be increased by these kinds
of context-relevant marketing communication, which leads to MC consumers’ RPIs.
Following the previous arguments, we predict that CPV of marketing offer will activate
favorable association of MC and thereby, lead to MC consumers’ RPIs. Therefore, we
propose the following hypothesis:

H1. Contextual perceived value of marketing offer will have a positive effect on
the RPIs.

Perceived value is considered a cognitive-based construct which captures any
benefit-sacrifice discrepancy in much the same way disconfirmation does for variations
between expectations and perceived performance (Patterson and Spreng, 1997). CS,
meanwhile, is defined as an affective evaluative response (Oliver, 1992). Woodruff (1997)
argues that perceived value represents customer cognition of the nature of relational
exchanges with their suppliers, and satisfaction reflects customers’ overall feeling
derived from the perceived value. Behavioral model points out that affect is significantly
influenced by cognition (Fishbein and Ajzen, 1975). There is also empirical evidence that
perceived value exhibits a significant impact on CS (Anderson and Mittal, 2000;
Patterson and Spreng, 1997). We predict that CPV activated by contextual marketing
offer will have a positive effect on CS. Therefore, we propose the following hypothesis:

Role of
contextual
marketing

803



www.manaraa.com

H2. Contextual perceived value of marketing offer will have a positive effect on
the CS.

Providing contextual information to customers at the right time is in line with the theory
of real-time marketing (McKenna, 1995; Rust and Lemon, 1999). Real-time marketing
refers to the extent to which the firm can offer products and services at the customer’s
location, in real-time, based on the customer’s choices and actions (Rust and Lemon,
1999). In the dynamic, turbulent MC market, the value of information depreciates
quickly and, thus, its time-sensitivity should be even greater. This means that capability
for context-specific and real-time marketing communication may enhance customers’
perceived usefulness of MC, leading to CS for using MC. We expect that “context-specific
information” such as “special menu of the day” will be more attractive to customers than
“established information” such as “regular restaurant menu” in MC environment.
Following the previous arguments, we predict that CPV of marketing offer will activate
favorable attitude toward MC and thereby, lead to perceived usefulness of MC. Based on
these arguments, we propose the following hypothesis:

H3. Contextual perceived value of marketing offer will have a positive effect on
the perceived usefulness of MC.

3.2 Perceived usefulness
In the setting of online services, CS can be explained by the conceptual paradigm, TAM
(Yang and Peterson, 2004). We predict that CS in MC context can also be explained by
perceived usefulness, which is the key construct of TAM. If the usefulness of MC does
not outweigh customer losses occasioned by factors such as technical difficulties and
learning effort, then customers may simply revert to the traditional channels. This
being the case, the perceived usefulness of MC plays an important role in CS. Previous
research provides empirical evidence of the significant effect of the perceived
usefulness on CS (Adams and Shine, 2003; Devaraj et al., 2002). Thus, the following
hypothesis is proposed:

H4. Perceived usefulness of MC will have a positive effect on the CS.

3.3 Perceived ease of use
Previous research has found that perceived ease of use has significant effect on
perceived usefulness (Davis, 1989; Davis et al., 1989). This finding has also
been validated in internet technology use (Lederer et al., 2000; Gefen and Straub, 2002;
Moon and Kim, 2001).

Recent findings suggest that CS in the online environment is significantly higher
than that in traditional channels due to the ease of use in acquiring information
(Shankar et al., 2000). This implies that perceived ease of use of MC can play a pivotal
role in CS. There is some empirical evidence that perceived ease of use has a significant
effect on CS (Adams and Shine, 2003; Devaraj et al., 2002). Based on these arguments,
we propose the following hypotheses:

H5. Perceived ease of use will have a positive effect on the perceived usefulness
of MC.

H6. Perceived ease of use will have a positive effect on the CS.
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3.4 Customer satisfaction
Extensive research has shown that CS is a reliable predictor of RPIs (Bitner, 1990;
Caruana, 2002; McDougall and Levesque, 2000; Olsen, 2002). This implies that CS is an
important determinant of RPIs, which in turn is expected to affect the firm’s future
profitability. Thus, the following hypothesis is proposed:

H7. Customer satisfaction of MC will have a positive effect on the RPIs.

4. Research methodology
4.1 Sample
The subjects for this study were confined to the mobile users who have experienced
MC. Based on Harris et al. (2005), we grouped MC experience into three categories,
transaction (mobile shopping, ticket purchasing, stock trading), information (news,
location/traffic information) and entertainment services (download ring tone, download
movie). An interview survey (face-to-face) was conducted in Seoul, Korea.

The sample consisted of 296 respondents including 171 (under)graduate students
and 125 business workers in Korea. The male/female ratio of the sample was 53.7 and
46.3 percent, respectively. In the sample, 56.1 percent were in their 20s and 43.9 percent
were in their 30s.

4.2 Measure development
Measures of the constructs were developed in several stages. In the first stage, based on the
defined constructs, tentative measures were either borrowed or developed from the
existing literature. In the second stage, to establish content validity, a list of defined
constructs and measures was submitted to a panel of six marketing, e-commerce
academicians, who were recognized as authorities on the subject of MC. We requested the
panel members to assign each measure to the construct they believed was appropriate and
note whether they thought the construct could be represented by any other measures.
In the third stage, faculty and doctoral students reviewed a preliminary version of
the instrument for precision and clarity. Finally, a pretest was conducted among 20
consumers. During all the stages, the questionnaire was progressively refined, simplified,
and shortened. Scale reliabilities and measurement items are provided in the Appendix.
All items used seven-point scale (1 ¼ very strongly disagree, 7 ¼ very strongly agree).

4.3 Measurement model results
Following Anderson and Gerbing (1998), we conducted confirmatory factor analysis to
establish the reliability and discriminant validity of the multi-item scales.

Although the x2 value for this model was significant (181.940 with 109 degrees of
freedom (df), p ¼ 0.00), this statistic is sensitive to sample size and model complexity;
as such, the goodness-of-fit index (GFI), Tucker-Lewis index (TLI), and comparative fit
index (CFI) are more appropriate for assessing model fit here (Bagozzi and Yi, 1988;
Bearden et al., 1982).

GFI (0.933), AGFI (0.905), TLI (0.975), CFI (0.980), SRMR (0.039) and RMSEA (0.048)
indicate satisfactory model fit. Furthermore, all the individual scales exceeded the
recommended standards proposed by Baggozi and Yi (1988), in terms of construct
reliability (i.e. greater than 0.60) and average variance extracted (AVE) by the latent
construct (greater than 0.50). And all the item’s loadings indicated significant t-values,
suggesting convergent validity was achieved.
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The squared correlation between the two constructs is less than all the AVE for each
construct (Tables I and II), suggesting discriminant validity was achieved (Fornell and
Larcker, 1981). In addition, we checked the confidence interval for each pairwise
correlation estimate (Anderson and Gerbing, 1988). As shown in Table II, the
confidence interval for each pairwise correlation estimate does not include the value of 1.
These results suggest that discriminant validity was achieved.

Measure validation was also examined for internal consistency by computing
Cronbach’s a coefficient. As shown in the Appendix, Cronbach’s a was found to be
greater than 0.70, in accordance with Nunnally’s (1967) standard.

Construct/items
Unstandardized

loading t-value
Construct
reliability AVE

Cronbach’s
a

Contextual perceived value 0.907 0.709 0.916
CPV1 0.813 * 16.936
CPV2 0.764 * 15.628
CPV3 0.887 * 19.698
CPV4 0.897 * 20.064
Perceived usefulness 0.903 0.702 0.902
PU1 0.735 * 14.112
PU2 0.922 * 21.002
PU3 0.940 * 21.331
PU4 0.731 * 14.150
Perceived ease of use 0.896 0.743 0.894
PE1 0.806 * 16.278
PE2 0.882 * 18.618
PE3 0.895 * 19.059
Customer satisfaction 0.815 0.604 0.803
CS1 0.839 * 17.046
CS2 0.898 * 19.076
CS3 0.550 * 9.962
Repurchase intention 0.861 0.674 0.872
RPI1 0.810 * 16.798
RPI2 0.848 * 17.838
RPI3 0.804 * 16.106

Note: *Parameter estimates are significant at the 0.001 level

Table I.
Confirmatory factor
analysis results

CPV PU PE CS RPI

CPV 0.269 0.170 0.210 0.215
PU 0.519 (0.047) 0.307 0.354 0.375
PE 0.412 (0.054) 0.554 (0.045) 0.282 0.338
CS 0.458 (0.052) 0.595 (0.043) 0.531 (0.049) 0.475
RPI 0.464 (0.052) 0.612 (0.042) 0.581 (0.054) 0.689 (0.039)

Notes: CPV, contextual perceived value; PU, perceived usefulness; PE, perceived ease of use; CS,
customer satisfaction; RPI, repurchase intentions. Construct correlations (and standard errors) appear
below the diagonal. Squared correlations appear above the diagonal

Table II.
Correlation matrix
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5. Results
5.1 Chi-square difference test
x 2 difference tests were conducted in order to examine the contribution of CPV of
marketing offer in explaining MC consumers’ RPIs. Results are presented in Table III.
The results indicate that the addition of CPV of marketing offer improves the model fit.
Thus, MC consumers’ RPI is best described by the hypothesized model in which CPV
of marketing offer is included.

5.2 Goodness of fit of the overall model
The hypothesized relationships were tested using the technique of structural equation
modeling (SEM). Covariance structure analysis (AMOS 4.0) testing the proposed
model (Figure 1) resulted in a x 2/df ratio below 2.0, indicating a good fit between
the theoretical model and the data. Other goodness of fit indices is also indicative of
a good fit: GFI (0.923), AGFI (0.894), TLI (0.967), CFI (0.973) (Bagozzi and Yi, 1988;
Bearden et al., 1982).

5.3 Results of hypotheses tests
The results of the hypotheses test are summarized in Table IV, which shows that all
proposed relationships received strong support.

Restricted model Proposed model

Three path (CPV ! PU, CPV ! CS,
CPV ! RPI) were fixed zero

Allow all parameters to be free

x2 263.489 ( p ¼ 0.00) 209.483 ( p ¼ 0.00)
df 114 111
GFI 0.905 0.923
AGFI 0.872 0.894
TLI 0.951 0.967
CFI 0.959 0.973
SRMR 0.107 0.054
RMSEA 0.067 0.055
X 2 difference test Dx 2 ¼ 54.006, Ddf ¼ 3, x 2/df ¼ 18.002 ( p , 0.01)

Notes: CPV, Contextual perceived value; PU, perceived usefulness; CS, customer satisfaction;
RPI, repurchase intentions

Table III.
Chi-square difference test

Hypothesized path Coefficient (t-value) Result

H1 CPV ! RPI 0.186 * * (3.038) Adopt
H2 CPV ! CS 0.164 * (2.305) Adopt
H3 CPV ! PU 0.433 * * * (6.050) Adopt
H4 PU ! CS 0.365 * * * (5.706) Adopt
H5 PE ! PU 0.477 * * * (6.902) Adopt
H6 PE ! CS 0.313 * * * (4.356) Adopt
H7 CS ! RPI 0.579 * * * (9.626) Adopt

Notes: *p , 0.05; * *p , 0.01; * * *p , 0.001. CPV, contextual perceived value; PU, perceived
usefulness; CS, customer satisfaction; PE, perceived ease of use; RPI, repurchase intentions

Table IV.
Results of hypotheses test
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Specifically, we find a positive relationship between CPV of marketing offer and RPIs
(coefficient ¼ 0.186, t ¼ 3.038, p , 0.01), supporting H1. CPV of marketing offer also
had significant positive relationships with CS (coefficient ¼ 0.164, t ¼ 2.305, p , 0.05)
and perceived usefulness of MC (coefficient ¼ 0.433, t ¼ 6.050, p , 0.001), bolstering
H2 and H3.

As predicted by H4, perceived usefulness of MC had a significant and positive
relationship with CS (coefficient ¼ 0.365, t ¼ 5.706, p , 0.001). H5 and H6 predicted
that perceived ease of use would directly influence perceived usefulness of MC and CS.
As predicted both perceived usefulness of MC and CS had a significant relationship
with perceived ease of use (perceived usefulness of MC: coefficient ¼ 0.477, t ¼ 6.902,
p , 0.001; CS: coefficient ¼ 0.313, t ¼ 4.356, p , 0.001). As predicted by H7, we
found a significant relationship between CS of MC and RPIs (coefficient ¼ 0.579,
t ¼ 9.626, p , 0.001).

6. Discussion and implications
In this paper, we contributed to the CRM literature by empirically validating the effect of
MC-specific variable (CPV of marketing offer) on both CS and RPIs in MC context. The
results of this study reveal that including the CPV, which is proposed as MC-specific
variable, has improved the overall fit of the model. This suggests that integrating CPV
with CS and TAM in a single model can better explain and predict MC consumers’ RPIs.
Consequently, the proposed model can serve as an initial blueprint for understanding the
effects of contextual marketing offer on customer retention in mCRM perspective.

6.1 Managerial implications
Our results show that context-based marketing communication at the point of need is a key
component in enhancing MC customer retention. Conveying context information could be
very interesting for the users. Although contextual marketing has been effective in
creating purchases (Luo and Seyedian, 2004), marketers could not fully exploit its
advantages because communication channel for doing that was not fully developed.
Mobile devices are an excellent medium to deliver contextually valuable messages to users.
Average mobile users may not fully understand how much value they can get through MC
until they receive a marketing offer relevant to their needs through the mobile device.

A marketing offer through mobile devices could enhance perceived usefulness of
MC, CS, and RPIs if it brings context-specific value for the customer. In order to deliver
contextual value to customers, marketing communication for mCRM needs to be highly
personalized. To make a personalized offer, marketers may need a lot of user
information inclusive of user profile (sex, age, personal anniversary, and favorites, etc.)
and context information such as location-type, time-based and mode of spending time,
etc. The Kontti project is one of leading research in context-aware services.

Marketers need to keep sending situation specific offers to customers to make them
perceive MC useful, and be satisfied with MC, but irrelevant offers may annoy
customers and even destroy customer relationships. Even a relevant offer should be
carefully made not to invade privacy. Therefore, minimizing the number irrelevant
offers is a must and for that purpose marketers may need a feedback system and
adaptation of marketing practices.

Achieving CS is the primary goal for most firms today (Jones and Sasser, 1995),
because CS is a necessary precondition for customer loyalty, which is in turn a key
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driver of profit growth and performance (Reichheld, 1993). In order to increase CS,
marketers may need to design strategies to enhance customer’s CPV at the point of
need. Marketers can also achieve high CS by increasing perceived usefulness of MC
and perceived ease of use. Therefore, usability of MC should be improved. Usable and
useful services on phones could be ones that give the user key, summarized
information with very few keystrokes or text entry. Also highly adaptive interfaces
will be necessary because of limited screen display. MC developers need to be fully
aware of the importance of usability issues.

6.2 Limitations and future research
One limitation of the study is that the proposed model did not consider traditional
drivers of customer retention by focusing on TAM and MC-specific variable. Future
research could explore other related constructs that better predict customer retention of
MC, calling for a comprehensive model to explain RPIs in MC context.

Several researches suggest that privacy factor is important in MC acceptance (Milne
and Rohm, 2003; Wu and Wang, 2005). According to Milne and Rohm (2003), the
benefits of MC must be weighed against the potential for privacy violations. Wu and
Wang (2005) also suggest that privacy protection, security, and a risk-free environment
are the breakpoints for MC popularity.

The main purpose of this study was to empirically validate significant role of the
“CPV of marketing offer in explaining MC consumers” RPIs compared with traditional
TAM. So, this study did not consider privacy factor in the model. Although privacy
factor is excluded in the model specification, it is likely that most respondents
answered the question after considering the privacy issues. Therefore, the significant
effect of CPV on CS and RPIs is likely to be underestimated rather than overestimated.
We suppose that the effect of CPV on CS and RPIs will increase if the privacy factor is
controlled. Future research could address potential clash between context-specific
mobile marketing communications and a customer’s concerns about privacy and
investigate how that might impact the CS and RPIs of MC.

Although all the measures used in the study are modified through in-depth
interviews and pretests, further analysis of the items is needed to establish definitive
proof of reliability and validity.

In addition, this research applied a cross-sectional research design. Given the
cross-sectional design of the study and the inability to perfectly observe actual
behavior, the relationship between RPI and actual repurchase behavior needs further
research. Future research could take a longitudinal perspective.

Besides, these limitations, several further research directions follow from this study.
Subsequent research could address the classification of CPV of marketing offer
according to temporal, spatial, and personal components of the construct. And much
work remains to be done regarding the relationship between CPV of marketing offer
and other potential drivers of customer retention in MC context.
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PE (adapted form Davis, 1989; Davis et al., 1989;
Moon and Kim, 2001; Pavlou, 2003) (a ¼ 0.89)

(1) I think using MC is easy
(2) I find it clear and understandable to learn how

to use MC
(3) It is easy for me to become skillful at using MC

PU (adapted form Davis, 1989; Davis et al., 1989;
Pavlou, 2003) (a ¼ 0.90)

(1) Overall, I find using MC is useful
(2) I think using MC is valuable to me
(3) Using MC would improve my performance on

the purchase
(4) Using MC in purchase decision would enable

me to accomplish tasks more effectively
CS (adapted from Devaraj et al., 2002) (a ¼ 0.80) (1) The MC experience met my needs

(2) It was possible for me to buy the product of
my choice easily

(3) Overall, I was satisfied with the MC
experience

CPV of marketing offer (developed for this study
based on Mort and Drennan, 2002; Kenny and
Marshall, 2000; Figge, 2004) (a ¼ 0.92)

(1) Offering timely packets of information (e.g.
restaurant coupon for lunch) is valuable to me

(2) Providing me with packets of information I
am interested in (e.g. news or NASDAQ
information) is useful to me

(3) Offering location-specific packets of
information to me (e.g. sale information for
coats when I enter the department store)
would improve my performance on the
purchase

(4) Offering optimal information or a service that
is contextually relevant to me, based upon
where I am and what I am interested in, would
enable me to accomplish a purchase more
effectively

RPI (adapted form Yi and La, 2004; Pavlou, 2003)
(a ¼ 0.87)

(1) I have intention to repurchase product or
service via MC

(2) It is likely that I will use MC for repurchase
(3) I expect my use of MC for repurchase to

continue in the future

Notes: CPV, contextual perceived value; PU, perceived usefulness; PE, perceived ease of use;
CS, customer satisfaction; RPI, repurchase intentions

Table AI.
Scale reliabilities and
measurement items
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