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ABSTRACT

These days, customer satisfaction, understanding customers’ requirements
and the ability to reply to customers’ needs in near real-time have become serious
competitive drivers in a business context. With more satisfied customers, a business
can expand its margins while improving selling opportunities. In order to enhance
customer satisfaction, new mobile application services, need to be perceived as
valuable additions to existing services. While the issue of customer satisfaction in
relation to the provision of most goods and services by ‘traditional’ methods has
been comprehensively examined in academic literature, little research exists
regarding this issue with respect to mobile application services. As such, this study
firstly undertook a systematic review of the available research into the antecedents of
customer satisfaction in mobile commerce. This review process identified a list of
antecedent factors of customer satisfaction in mobile commerce, related source
models, methodologies, limitations and future work recommendations. Secondly, the
study proposed a model for antecedents of customer satisfaction in mobile commerce
(ACSM), based on the American Customer Satisfaction Index model. The construct
of ACSM is defined and validated by the study, together with its underlying
dimensionality through an investigation of 120 users of the Resorts World Genting
mobile application, which was developed in Malaysia and is also used in this
country. The results indicate that consumer expectations have no direct impact on
both perceived value and customer satisfaction. However, perceived value has a
significant impact on customer satisfaction for mobile application services, with

perceived quality also having an impact.
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ABSTRAK

Baru-baru ini, kepuasan pelanggan, memahami keperluan pelanggan ,
keupayaan untuk menyahut keperluan pelanggan dalam masa yang terdekat menjadi
suatu persaingan yang serius dalam konteks perniagaan. Dengan adanya pelanggan
yang berpuas hati, satu perniagaan boleh meluaskan keuntungan dan dapat
meningkatkan peluang menjual. Dalam wusaha untuk meningkatkan kepuasan
pelanggan, perkhidmatan aplikasi mudah alih yang baru harus dilihat sebagai
tambahan yang benilai kepada perkhidmatan yang sedia ada. Walaupun isu kepuasan
pelanggan berhubung dengan peruntukkan kebanyakan barangan dan perkhidmatan
dengan kaedah 'tradisional' telah diteliti secara menyeluruh dalam kajian akademik,
sedikit penyelidikan wujud mengenai isu ini berkenaan dengan perkhidmatan
aplikasi mudah alih.Oleh itu, kajian ini pertamanya menjalankan kajian sistematik
penyelidikan yang sedia ada ke dalam latar belakang kepuasan pelanggan dalam
perdagangan mudah alih. Ini kajian ini mengenalpasti senarai faktor-faktor yang
kepuasan pelanggan dalam perdagangan mudah alih, model sumber yang berkaitan,
kaedah - kaedah, had - had dan cadangan kerja-kerja masa depan. Kedua, kajian ini
mencadangkan satu model untuk menerangkan mengenai kepuasan pelanggan dalam
perdagangan mudah alih, American Customer Satisfaction Index model (ACSM).
Pembinaan ACSM ditakrifkan dan disahkan, bersama-sama dengan kematraan asas
melalui penyiasatan daripada 120 pengguna aplikasi mudah alih Resorts World
Genting, yang telah dibangunkan di Malaysia dan juga digunakan di negara ini.
Keputusan menunjukkan bahawa jangkaan pengguna tidak mempunyai kesan
langsung ke atas kedua-dua nilai dilihat dan kepuasan pelanggan. Walau
bagaimanapun, nilai yang dilihat mempunyai kesan yang penting ke atas kepuasan
pelanggan bagi perkhidmatan aplikasi mudah alih, dengan menganggap bahawa

kualiti yang dilihat juga mempunyai kesan..
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CHAPTER 1

INTRODUCTION

1.1 Introduction

The internet and telecommunications have become increasingly prevalent in
daily life since the 1990s. In 2011, there were approximately 2,265 million internet
users and 5,972 million mobile phone users worldwide (Internet Telecommunication

Union, 2012).

Commerce is one of the domains that continue to substantially benefit from
the growth of internet technologies. Indeed, commerce has evolved from the
traditional way of buying and selling to launching online transactions from browsers
and lately, hand held mobile devices. This shift from commerce to e-commerce and
now m-commerce, shows how easily individuals and organizations quickly embrace

IT technologies and gadgets (Mostefaoui et al., 2011).

Recently, the potential for using m-commerce applications has led many
organisations to expend substantial resources on these technologies. Delivering value
added, interactive and location-based mobile services (e.g., banking, content
download, emergency/ roadside assistance, etc.) to customers seems to be
increasingly important in gaining a competitive edge by strengthening relationships

with key customers (Lin &Wang, 2006). As the market becomes increasingly



mature, the competition for acquiring new customers and retaining existing
customers becomes more intense. In this environment, customer satisfaction is a
critical factor for mobile service providers to maintain or improve their market share

and profitability.

This study establishes a customer satisfaction evaluation system for mobile
commerce. It deals with managing applications and services that are becoming
available from internet-enabled mobile devices, based on customer satisfaction

antecedents.

1.2 Background to the Problem

These days, customer satisfaction, understanding customers’ requirements
and the ability to reply to them in near real-time is becoming increasingly
competitive. With more satisfied customers, a business can expand its margins, while
improving its selling opportunities. In order to enhance customer satisfaction, new
mobile services need to be perceived as valuable additions to existing

services(Dencker-Rasmussen, 2005).

Many researchers have undertaken significant studies in relation to customer
satisfaction and loyalty in e-commerce, which are called e-satisfaction and e-loyalty,
respectively (Choi et al., 2008). Although m-commerce has become a part of
everyday life, customer satisfaction in m-commerce (m-satisfaction) has rarely been
considered, because it has only been in existence for a relatively short period of

time(Chot et al., 2008).

When m-commerce first emerged, the majority of researchers examined the
issue of a customer’s intention to accept m-internet, rather than customer satisfaction

in m-commerce (Choi et al., 2008). However, notwithstanding the mobile web



services phenomenon, it has not yet been well explored by researchers. In fact, only a
limited number of studies have been conducted which have focused on predicting the
issues that play a role in the development of mobile user satisfaction and these

operational strategies are not enough for the operators specialised in m-commerce.

The case study chosen for this thesis is the Resorts World Genting mobile
application (RWG app), which was developed in Malaysia and is also used in
Malaysia. Malaysians are usually very motivated about using mobile technology, as
revealed by the growing numbers in the implementation of wireless technologies
(Haque&Raihan, 2003). As reported by International Data Corporation Malaysia
(IDC, 2012), smartphones are expected to increase their share in Malaysia's mobile
market, expanding from 30% in 2011 to 35% in 2012 and to 50% by 2014. However,
even though the usage of smartphones is high, m-commerce usage is still quite new
compared to European and other Asia Pacific countries such as Japan, Taiwan, Hong

Kong and Singapore.

According to user reviews (Android Apps on Google Play, 2013), RWG app
carries the average rating four our out of five and a considerable number of users
rank the app as a 1 star service provider in star ranking evaluation. However, users
complain about many issues, like unexpected bugs and crashes, slow processing and
content errors. Given this, this application needs to identify the factors which
influence user satisfaction in order to fulfil users’ requirements and to rectify

deficiencies and restrictions of the application.

The present study suggests a summary of feasible and relevant experiences
that may affect customer satisfaction in mobile commerce and especially in relation
to the RWG app. The premise being that gaining more knowledge about mobile
satisfaction strategies will lead to the better understanding of successful applications

in the mobile commerce area.



The results of this study will be helpful for not only academics and
researchers engaged in the study of mobile commerce, but also for those involved in
the design, management and implementation of the foundations of mobile commerce

services, especially for RWG app providers.

1.3 Statement of the Problem

This research attempts to understand the answers some of the following

problems:

1. What are the antecedents affecting customer satisfaction in relation to the
Resorts World Genting mobile application?
2. How can mobile commerce help Resorts Worlds Genting mobile
application providers increase customer satisfaction?
3. What are the criteria for a satisfactory mobile application for hotels from

a customer’s perspective?

This investigation adopted an appropriate research methodology to study the
data to be collected. The study results would benefit the RWG app by answering the
question, ¢ What are the antecedents affecting customer satisfaction in relation to the

Resorts World Genting mobile application?’

1.4 Project Objectives

This study concentrates on the following objectives:

1. To derive relevant antecedent factors relating to customer satisfaction in

mobile commerce.



2. To develop a research model of antecedents for customer satisfaction in
mobile commerce, based on the American Customer Satisfaction Index
(ACSI) model.

3. To validate the proposed research model in a real case study setting.

1.5  Scope of the Project

Since mobile hotel apps are very popular with Malaysians (The Star Online,
2013), data used to test the measurement model was gathered from a mail survey,
with a sample of the respondents using the RWG app, which was developed and is
being used in Malaysia via two popular technology platforms, iPhone-based and
Android-based. This app provides immediate access to the latest information on
events, attractions, packages, recommended itineraries and other all year round
activities at Resorts World Genting. Respondents were initially asked whether they
had ever used the RWG app via m-commerce transactions; if they replied in the
affirmative, they were asked to participate in the survey. This research formulates a
comprehensive plan to explore the issues pertaining to customer satisfaction in

relation to the RWG app.

1.6  The Importance of the Project

With the proliferation of wireless technologies, users are increasingly
interfacing and interacting with m-commerce systems. It is therefore important to
develop new instruments and scales, which are specifically targeted for these new
interfaces and applications. In addition, user satisfaction is commonly acknowledged

as one of the useful proxy measures of system success (Wang &Liao, 2007).

This study addresses the issue of what constitutes effective mobile

applications by evaluating and measuring the construct of antecedents of customer



satisfaction in m-commerce (ACSM). Based on the case study chosen, this study
introduces and defines the construct of ACSM and also validates the construct and its
underlying dimensionality. It is considered that this validated instrument will be
useful to future researchers in developing and testing theories on m-commerce
systems, as well as to the hotel industry, especially Resorts World Genting app

providers in developing mobile services that are more widely accepted.
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1.7 Chapter Summary

This chapter gives a brief overview of the goal of the project, the background
to the problem and the statement of the problem. The chapter also outlines the
objectives and scope of the project, establishes why the project is important and

presents an appropriate answer to solve the problem identified.
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