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ABSTRACT
Measuring the quality of mobile shopping (m-shopping) system provides retailers with a greater
understanding of what improvements need to be made along the way to increase purchase intention and
organizational performance. M-shopping is an alternative sales channel available to optimize marketing
investments as it can be tailored to customer’s purchase intention and ultimately to drive sales. This study
intends to explore the relationships between the m-shopping system quality, purchase intention, and
organizational performance based on the extended IS success model. This research model surveyed 217
marketers in Taiwan to measure their perception of m-shopping quality. The results suggest that mshopping system quality (system, information, and service quality) has a significant effect on purchase
intention. This study also confirms that purchase intention has a significant effect on organizational
performance. The findings contributed to improved understanding of the practical applications of mshopping systems. The practical implication of the findings and directions for future research was
discussed..
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1.INTRODUCTION
As mobile devices are rapidly changing consumer preferences and transforming the way
consumer shopping experience, consumers are expected to use their mobile devices to make
purchases and to buy anything which they possibly need and want immediately from anywhere
and accessed at anytime (Rose, et al., 2011; Safeena, et al., 2011; Elbadrawy & Aziz, 2011).
Mobile devices are becoming increasingly more popular with better networks, cost less, and they
have become incredibly easy to use (Suki, 2011; Park et al., 2011).
Retailers have realized the mobile revolution as the new channel where they can create a unique
and optimized mobile experience for their customers. The development of a mobile-optimized
shopping system allows users to browse products or services, purchase online, and make secure
payment over their mobile phone, smartphone, or other mobile devices. However, the system
empowers retailers to optimize their mobile strategy and to unify their web, in-store, and catalog
channels to increase visibility (Zhou, 2011; Zarmpou et al., 2012).
Potentially, the m-shopping system is a new, easy, practical and price-conscious shopping tool
that has placed mobile retailers at the consumers’ fingertips and allows them to purchase nearly
anything they desire without ever leaving their houses or offices (Barutçu, 2007; Wu & Wang,
DOI : 10.5121/ijmit.2013.5203
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2006; Aldás-Manzano et al., 2009; Lu & Su, 2009; Ko et al., 2009). The benefits are powerful.
M-shopping delivers real-time product information for on-the-go consumers while allowing them
to easily search and to stay in touch with the latest product information by browsing the Internet
in a fast and efficient way for exclusive deals, offers, or product comparisons.
In addition, consumers can navigate their purchases through mobile devices without the inherent
frustrations with using traditional websites which intended for viewing on PCs and laptops.
Retailers stand to benefit from this additional channel that embraces and exploits new sales
opportunities and ways to attract new buyers. As a best practice, retailers can capitalize on this
trend by creating and distributing targeted incentives to drive revenue and grow market share
through overall customer satisfaction. Evidence increasingly indicates that firms use m-shopping
to maintain a competitive advantage in terms of new business opportunities in the marketplace.
As with retail, all mobile-optimized websites or mobile applications are not created equal. Some
are easier to use, and some are difficult, while others offer more useful features with quick and
powerful smartphones. Thus, measuring the quality of the m-shopping system provides retailers
with a greater understanding of what improvements need to be made along the way to increase
customer satisfaction and organizational performance. At present, relatively little research is
directed toward understanding the links between retailers’ m-shopping system abilities toward the
company’s overall organizational performance through the validity of an IS success model.
Therefore, this study intends to explore the link between the m-shopping quality and the overall
organizational performance based on an update of DeLone and McLean (2003) IS success model.

2. LITERATURE REVIEW
2.1. M-Shopping System Quality and the IS Success Model
As mobile web usage and availability increases, user demand is on the rise as the concurrent
decline in conventional voice service tariffs reduces the average revenue per user while offering
mobile value-added services. Retailers increasingly seek new opportunities to expand sales and
satisfy consumers as they increase their revenues and profitability through new competitive
channels, and many are beginning to recognize the benefit of engagement from mobile
technologies (Lu & Su, 2009; Zhou, 2011; Zarmpou et al., 2012).
Given the increased use of mobile technologies in marketing efforts, retailers are moving ahead
by using the booming mobile web channel as an additional sales channel to strengthen their
existing customer relationships and acquire new customers. However, m-shopping must evolve
into a system that is more than a connection to the retailers’ websites. Such a system must
uniquely define the m-shopping operating space and be compatible with all mobile devices. The
implication is that, to participate in the m-shopping space, retailers must develop a mobile
website that is optimized for various operating systems and their applications must be able to
synchronize across devices to deliver product information to customers while also allowing
customers to complete transactions effectively. Thus, the emergence of m-shopping presents
retailers with both a challenge and options, effectively an opportunity to increase sales and
expand markets, offering unparalleled depth of interaction between consumers and their mobile
devices, together with the ability afforded by driving retailers to integrate mobile solutions into
their shopper-engagement strategy.
Despite the fact that retailers are increasing the development of mobile retail applications or
websites with mobility advances that deliver special features for smartphone operating systems,
retailers must plan carefully before embarking in this arena in order to ensure the fair value of
investment returns for mobile applications at this early stage of the mobile retail market.
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Considerable prior research endeavors to examine the effectiveness of IS success, evaluation, and
acceptance. Many researchers attempt to examine some or all of the relationships in the original
IS success model as proposed by DeLone and McLean in 1992, as shown in Figure 1.

Use

System quality
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impact
Information
quality

Organizational
impact

User
satisfaction

Figure 1. The original D&M IS success model (1992)

Most studies that operationalize the quality of IS focus on the aspect of usability (Smith & Eroglu,
2009; Shibly, 2011). The quality of IS can be measured based on the dimensions of information
quality and system quality as well as a portion of service quality (DeLone & McLean, 2003,
2004). As shown in Figure 2, the necessity of service quality along with system and information
quality as additional components of IS success to reflect the changing nature of IS as required is
successful electronic commerce (e-commerce) systems.
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Figure 2. The updated D&M IS success model (2003)

However, Petter and McLean (2009) conduct a quantitative meta-analysis of 52 studies to find the
relationships that encompass the updated IS model. They empirically evaluate the role of
intention to use and service, and their result supports the majority of the relationships within the
IS success model. Li and Sun (2009) adapt the updated D&M IS success model to website system
success measurement due to relevance of the theorization behind it to websites and its potential to
allow systematic organization of the various success criteria in a meaningful way.

2.2. Adoption of M-Shopping System and Performance
As retailers increasingly seek new opportunities to expand sales and satisfy consumers, increasing
their revenues and profitability via new competitive channels, many are beginning to recognize
the benefit of engagement from mobile technologies (Moertini and Nugroho, 2012). The
beneficial consequences of m-shopping use have the potential to offer retailers incremental
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revenue and greater profitability. However, the link between m-shopping and website use and its
effectiveness of use is not easy since retail stores are complex environments that benefit from
various environmental factors.
In order for retailers to integrate mobile sales into their businesses, they must first understand
customer expectations around m-shopping and the implications which are major challenges for
retailers. Stimulating adoption of this new advanced system, its robust features and functions
create capabilities and efficiencies that can deliver customers with the comparison of thousands of
products by helping them find products at competitive prices (Zhou & Lu, 2011). Given the
increased use of mobile technologies in marketing efforts, research specific to m-shopping, within
the context of familiar e-commerce services primarily focuses on the facilitation of consumption
transactions.
Adoption of m-shopping is the strategic marketing process of improving website visibility and
having an alternative sales channel available to optimize marketing investments and to increase
interest in the retailer’s website and ultimately to drive sales. However, optimizing IS-marketing
investments in terms of profitability, to facilitate creation of new marketing opportunities within
the organization can result in enhanced marketing performance and that performance, in turn, can
have profound effects on organizational performance (O’Sullivan et al., 2009; Shaker & Basem,
2010).

3. RESEARCH MODEL AND HYPOTHESES
Conducting research in the mobile Internet field, the focus of this study is to explore the link
between m-shopping quality and overall organizational performance based on the IS success
model by analyzing the perception of marketers regarding the m-shopping quality. Therefore, this
study investigated hypothesized relationships embedded within the model to predict customers’
purchase intention and organizational performance by adopt m-shopping in Taiwan. The research
model is shown in Figure 3.
System
quality

H1

H2
Information
quality

H4
Purchase
intention

Organizational
performance

H3
Service
quality

Figure 3. The research model

3.1. M-Shopping Quality, Purchase Intention, and Performance
As mobile shopping system requires a handset that incorporates a web browser, it technically
comprises hardware and software system integration as well as customer-driven service. Thus, the
three dimensions of quality (e.g., system, information, and service) appear to have the potential to
directly affect purchase intention of mobile shopping system. These dimensions also reflect
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different aspects of IS quality and have different effects on customer satisfaction (Ho, et al., 2012;
Lin et al., 2011; Kim et al., 2011; Safeena and Kammani,2013).
However, organizational performance is a subset of the overall concept of organizational
effectiveness. They develop an instrument to measure the success of strategic systems as reflected
by the improvements in capabilities of the planning process and key planning objectives
(Venkatramen & Ramanujam, 1986). Despite the fact that consumers are increasingly using their
mobile phones as their go-to devices for shopping, investment in this new technology to embrace
mobile customers appears to enhance the firm’s ability to existing current customers and recruit
new customers. Renko et al. (2009) finds that investments in expanding a firm’s technological
capability can be beneficial for both exploration and exploitation.
Organizations can benefit from introducing new technology into existing products and systems to
improve performance. Purchase intentions for new products often reflect concerns about the
performance of the new technology, which are more pronounced among prevention-focused
consumers (Herzenstein et al., 2007). Thus, firm performance is expected to be strongly related to
a customer’s repurchase intention. Therefore, the hypotheses can be generated as follows:
H1: System quality positively affects purchase intention for m-shopping system.
H2: Information quality positively affects their satisfaction with m-shopping system.
H3: Service quality positively affects purchase intention for m-shopping system.
H4: Purchase intention positively affects organizational performance.

4. RESEARCH METHODOLOGY
4.1. Measures and Data Collection
A questionnaire is used to collect data that is used to validate the hypothesis of this study. Each
construct is measured with multiple items which are adapted from previous studies. For each
measure, respondents were asked to state their agreement or disagreement on its use on a seven
point Likert scale (1=strongly disagree, 5=strongly agree). The operational definitions of each
construct and the source for this study are shown in Table 1.
Table 1. The sources and operational definitions of each construct
Construct
System
quality
Information
quality
Service
quality
Purchase
intention

Definition
A system wherein the desired characteristics of both mobile
devices and web browsing services are believed to be available
to users.
The characteristics of output provided by the m-shopping
system that can satisfy users’ needs
The service characteristics of m-shopping as a measure of how
well a delivered service level meets customer expectations.
The degree to which consumers would like to purchase a
particular product or service offered by mobile shopping.

Organizational
performance

The degree to which firms achieve their business objective of
the specific mobile shopping investment.

Source
DeLone & McLean (1992); Seddon
(1997); Kim et al. (2010)
DeLone & McLean (1992, 2003); Rai et
al. (2002)
DeLone & McLean (2003) Petter &
McLean (2009)
Petter & McLean (2009); Ko et al.
(2009); Alda’s-Manzano et al. (2009);
Ganguly et al. (2010)
Venkatraman & Ramanujam (1986);
DeLone & McLean (1992)

The survey was pre-tested on 50 professionals to assess the validity of a self-administered
questionnaire. A quantitative descriptive study then ensued that examines the perception of
marketers who are involved in the process of adopting mobile shopping (e.g., interface design and
solutions, advertising and sales personnel) from mobile retailers which included Etmall.com
(ETMobile shopping), Fetnet.net (i-style mobile shopping), Hinet.net (Dr. iPhone mobile
shopping and mobile eBay), and Taiwan mobile and MOMO shop (mobile shopping added values
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services) in Taiwan. In this study, a total of 221 responses were gathered within three and half
months and 217 valid samples were obtained. Table 2 shows demographic characteristics of the
respondents which include gender, age, education, occupation, and years of experience.
Demographics showed that 54.8% were male and 45.2% female. The highest prevalence occurred
among respondents aged 31-35 years (26.3%) while the lowest occurred among those aged over
51 years (3.2%). In this study, 45.6% of the total sample reported having undergraduate degree
and 19.4% of respondents were analysts. A majority of the respondents have between. 1-5 years
of work experience (36.4%), and only 1.8 % have over 25 years.
Table 2. Characteristics of this study
Characteristics of the sample
Gender

Item
Male
Female
Under 30
31~35
36~40
41~45
46~50
Over 51
High school
Undergraduate
Graduate
Doctorate
Marketing Manager
Marketing Specialist
Technical Consultant
Marketing Analyst
Web Project Manager
Web Designer
Sales Representative
Other
Less than 1 year
1~5 year
6~10 year
11~15 year
16~20 year
21~25 year
Over 25 year

Age

Education

Job position

Years of experience

Frequency
119
98
29
57
51
41
32
7
22
99
91
5
9
34
29
42
24
38
34
7
12
79
63
37
14
8
4

Percent
54.8%
45.2%
13.4%
26.3%
23.5%
18.9%
14.7%
3.2%
10.1%
45.6%
41.9%
2.3%
4.1%
15.7%
13.4%
19.4%
11.1%
17.5%
15.7%
3.2%
5.5%
36.4%
29.0%
17.1%
6.5%
3.7%
1.8%

4.2. Data Analyses and Results
The collected data were analyzed by Statistical Package for the Social Sciences (SPSS) software.
The statistical analysis included descriptive statistic analysis, Pearson’s correlation coefficients,
Cronbach’s alpha, and Multiple Regressions to examine the hypotheses and to verify the
relationships between variables. In this study, Cronbach’s alpha is used to estimate the reliability
and internal consistency of the questionnaire. The constructs’ reliability scores are ranging from
0.833 to 0.935. As shown in Table 3, the reliabilities of all independent variables and dependent
variables were all exceed 0.7 as suggested by Nunnally (1978).
Table 3. Results of reliability of all variables
Variables
System quality (SQ)
Information quality (IQ)
Service quality (VQ)
Purchase intention (PI)
Organizational performance (OP)

Number of Item
6
5
6
3
10

Cronbach’s Alpha
0.900
0.895
0.897
0.833
0.935
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Pearson correlation analysis is used to explore the correlation between the variables. The results
of the correlation analysis range between 0.539 and 0.686 as shown in Table 4. In this study,
Multiple Regressions is used to test the hypotheses. Based on the results of multiple regression
analysis as shown in Tables 5, the overall coefficient of multiple Determination for Hypothesis 1,
2, and 3 are found as R2 =0.557, Adj-R2 =0.551, F=89.401, P=0.000, and D-W=2.172. The
results suggest that system quality (P =0.001, β = 0.225, t=3.462) has a statistically significant
effect on purchase intention for m-shopping system (hypothesis 1 is supported).With respect to
Hypothesis 2, the results indicated that information quality (P =0.000, β = 0.248, t=3.919) has a
significant effect on purchase intention. In addition, service quality (P =0.000, β = 0.397, t=6.746)
has a significant effect purchase intention (hypothesis 2 and hypothesis 3 are supported). As for
hypothesis 4, Notes: R2 =0.291, Adj-R2 =0.287, F=88.131, P=0.000, and D-W=2.042. The
results showed purchase intention (P =0.000, β = 0.539, t=9.388) has a significant effect on
organizational performance (hypothesis 4 are supported).
Table 4. Correlation between independent and dependent variables
SQ
Pearson
1
Correlation
Sig. (2-tailed)
.
N
217
IQ
Pearson
.660(**)
Correlation
Sig. (2-tailed)
.000
N
217
VQ
Pearson
.590(**)
Correlation
Sig. (2-tailed)
.000
N
217
PI
Pearson
.622(**)
Correlation
Sig. (2-tailed)
.000
N
217
OP
Pearson
.686(**)
Correlation
Sig. (2-tailed)
.000
N
217
** Correlation is significant at the 0.01 level (2-tailed).
SQ

IQ

VQ

PI

OP

.660(**)

.590(**)

.622(**)

.686(**)

.000
217

.000
217

.000
217

.000
217

1

.559(**)

.617(**)

.606(**)

.
217

.000
217

.000
217

.000
217

.559(**)

1

.668(**)

.542(**)

.000
217

.
217

.000
217

.000
217

.617(**)

.668(**)

1

.539(**)

.000
217

.000
217

.
217

.000
217

.606(**)

.542(**)

.539(**)

1

.000
217

.000
217

.000
217

.
217

Table 5. Results of multiple regression analysis for variables
Model

Unstandardized Coefficients
B

1

(Constant)
SQ
IQ
VQ

.942
.197
.232
.372

Std. Error
.220
.057
.059
.055

Standardized
Coefficients

t

Sig.

Beta

Collinearity Statistics
Tolerance

.225
.248
.397

4.275
3.462
3.919
6.746

.000
.001
.000
.000

.494
.521
.601

VIF
2.026
1.920
1.664

Notes: R2 =0.557, Adj-R2 =0.551, F=89.401, P=0.000, D-W=2.172
Model

Unstandardized Coefficients
B

1

(Constant)
PI

1.966
.554

Std. Error
.269
.059

Standardized
Coefficients

t

Sig.

Beta

Collinearity Statistics
Tolerance

.539

7.317
9.388

.000
.000

1.000

VIF
1.000
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5. CONCLUSION
The emergence of m-shopping presents retailers with both a challenge and options. It is
effectively an opportunity to increase sales and expand markets while offering unparalleled depth
of interaction between consumers and their mobile devices coupled with the ability afforded by
driving retailers to integrate mobile solutions into their shopper-engagement strategy. The study
results confirm and significantly extend the IS success model to measure the relationships
between mobile shopping quality, purchase intention, and organizational performance. Results
indicate that, overall, m-shopping quality dimensions have a significant positive influence on
purchase intention and organizational performance.
Moreover, the findings contributed to improved understanding of the practical applications of mshopping systems. It suggested that the m-shopping system’s quality, information quality, and
service quality are important antecedents for measuring m-shopping system success. The
rationale of this result indicates that retailers can benefit from a unique mobile internet presence
such as m-shopping to increase consumers’ purchase intention as well as increase revenue by
offering a comprehensive and innovative service. It further indicated that m-shopping quality
plays a critical role in influencing purchase intention and organizational performance. Thus,
retailers should develop a user friendly interface and user-friendly operations for m-shopping
system in order to enhance the reliability of wireless communications. The self-report nature of a
survey participant may report from incorrect information from memory or respond in a socially
desirable manner. Therefore, to ensure content validity, the use of investigator triangulation can
help to enhance objective responses because investigator triangulation requires more than one
investigator to collect and analyze the raw data.
However, the self-report nature of a survey in which participants may report from incorrect
information from memory or respond in a socially desirable manner. Therefore, to ensure content
validity, the use of investigator triangulation can help to enhance objective responses because
investigator triangulation requires more than one investigator to collect and analyze the raw data.
As noted, the sampling limitations may have hindered the ability to yield statistical significance,
and therefore additional research is needed to focus on finding an appropriate sample and
including more participants to increase the generalizability of the research.
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