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Abstract

Multichannel purchasing methods, including online and in-person shopping, have significantly influenced
consumer purchasing behavior and have led to the increased use of mobile commerce applications.
However, the long-term success of mobile commerce applications heavily depends on continued usage
by consumers. Unfortunately, existing research in this area remains incomplete, and further investigation
is warranted. To address this gap, the present study analyzes Malaysian consumers’ intention to continue
using and repurchasing via mobile shopping applications, drawing upon the Information Systems Success
Model (ISSM) framework. This study employs a quantitative methodology, and 402 questionnaires were
collected through purposive sampling in Kuala Lumpur, Malaysia. The proposed hypotheses were
analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM). The results revealed a
positive relationship between service quality and system quality with consumer satisfaction, whereas
information quality did not demonstrate a significant relationship with satisfaction. Moreover, service
quality, system quality, and information quality—alongside satisfaction, trust, and incentives—had positive
and significant effects on the intention to continue using mobile commerce applications. This study
explores previously overlooked dimensions, including the intention to continue and sustained use of mobile
commerce applications, within the framework of the Information Systems Success Model (ISSM). The
findings provide practical and precise insights for improving consumer experience and fostering
sustainable engagement with mobile commerce applications. Additionally, this research contributes to the
advancement of knowledge regarding the fundamental constructs and the interrelationships among them,
thereby strengthening theoretical development in this domain.
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Submit Date: 10 March 2024
Revise Date: 16 May 2024
Accept Date: 18 May 2024
Publish Date: 21 May 2024

© 2024 the authors. This is an open
access article under the terms of the
Attribution-
NonCommercial 4.0 International
(CC BY-NC 4.0) License.

Creative Commons



http://creativecommons.org/licenses/by-nc/4.0

Personal Development and Organizational Transformation

VRV

Wl s 058 83 15 QEAS b me b 5 Ll 5 peme lasST1 (Dbl 5 oMbl 555k m e 5 S el sladl s
b e s Al o Sl Ghlise b2 lapiasOl Sl eslinl o Sadiar i s ol 00 SV et Sl S
3 RSl el 0L eslinal o5l saliee dagsysld l Kot Shlze 35ms b diS el 5 (Siluesle (Silu st
Maduku & ) ol stile 3L Jlizes oSS 5 OB dasinw s |y s abdes G Olzman sdoms L = 5l (5,8 S
(Thusi, 2023; Tseng et al., 2022

3 e s ol Bl i3l at g sboa Ll 53 65 e Lis cillss bl 53 Jilse A 5 5l eslizad Tyl slalel bl
5 Ad Wy ol i @ SOks 4 aee VAl S (o Saes s s )l (Statista, 2023) ¢l essd simes Ly, ol
Blue, 2020; Odusanya et ) 1,51 g5, JLbse L5 b iaSll & (Ko acus s 5 sl LYs 4 oES0s as
o Ol Sl (6ol a1 el 0dd b (30l a2l el Sl eslinad ) janad ddal 3 0ad gsle L Jl- ool L (@l 2020
(Gupta & Mukherjee, 2022) Wlesls cows 3115 Lalnl ol 51 sdoms eslial 4 Ll (5 o= L = 4 Si850 )

Sy Sl slags st Sl eslinad a3l Lot (1 5lps 518 ol 55k pmlr (ISSM) Sledbl slagioen oo sn Juko
Almaiah et al., 2022; Jo & Bang, ) el 4 § 51 5 ax 55 5550 olge o il win) 3 50 ol Sladllas 3 5 ol ati
o316 a3 5l Sl Gl Olsear | Slads ClS 5 e oS (DALl CohS A5l sla it Jke 4l (2023
.(Chopdar & Balakrishnan, 2020; Veeramootoo et al., 2018) 1S 3 s oslizl

5SS ol olazel Wil elaasl 5 b0y, ol o pOUT L 2 ladass 53 oS Wilos S AST 0 Kia s ol e 3
i yo3 ¢ » (Putri et al., 2024; Sharma & Sharma, 2019; Yan et al., 2021) 1> sslizul p 5l 3 oge (2 35 555
DS 3 sz eslinad b s lulgs 5 O slazel s [t K155 0 so st i 5 Jlo oSl Dl s Sl ol
3 grte Slads o Sl 5 oslinl S pgm (528 Laly (b zes (Kim et al., 20215 Tarhini et al.,, 2019) .it
(Chan et al., 2022; Thiet al., 2022) LS o &5 |, L 5 4 20 3l Sl elao| 155 0 45 dizes Sleds CuiS slal o
Llals 5 oyl 5 Cudlw (6 ,1ASSL ‘J’;)'),J Al ilizs slae g 3 Jlizes Slags)sld Slealinal o5l o) 4 (oo Dilalllas
53 o3an Xl 038 s Ly lige o slarr STl s siome 2 Ll 5 eslizad aslsl dad ols [ sbay S Sladlae slass bl
S ol (Afira & Yuliati, 2019; Cheng et al., 2022; Nguyen et al., 2021) ol 35000 Ll 35 Cpr gl 58
Sl e OB S G me S5 S 5 (o5l Ctlu g Jome Kn b uile ol g ol oS L o el oS o3 ek
(Chopdar et al., 2018; Marinkovi¢ et al., 2020) wsb LIS 3 g ki gladde mls

S s bl Jas L (TAM) g5k 20 e LISSM wile Caliies (sladie 5uils o5 Wilesls 0L ol ladllas K5 (55 )
Pasupuleti et al., 2021; Tamilmani ) & wal 3 0108 5ty fos 1 6 5V s 2,8 K15 o (SERVQUAL) cois
S s ilizes syl Ll o S s 3 eSS 3 1y 35S0l s slessl (ool oS Jus (e Ol sews (et al, 2020

(Garrouch, 2021; Zhou et al., 2019) s> i 1) sdiS ne

YA



Sl Jg% 3 53p drugi

wolsl das o ie Lelge (35S0 5 slazel wculs)) JaSe slaaze 5 ISSM Jue 51 eslinad L &S sl 0T G ol aadllas 3
ol 3585 VU 5 s sl 530S s s e 5ES 5o hbse L 2 Glann S B b Sl sdaee 2 55 5 eslinl
Jo & Bang, 2023; Tang ) sl . w23 6 5 g0 b axdllas (gl elia St Dl Cumex 5 diad pn lails | 05 S o3liza
G135 WIS e 55 b 2 la 2Kl OIS 51 e (6,80 pas el r 2ass ool Glaesls o oimen (et al., 2023
Sl pam s Gl i 3 (S 4 Lledd Jos (PLS-SEM) > Sla,e Jilas olle Vsl g3ledde 3l eslizal b 5 o
.(Memon et al., 2020; Ramayah et al., 2018) ol sy s k3 sladite 55 Olgy sla prze Ol Laily, Lo

Do G185 Lo it L 0T S 5 5 (g 5 SLMb] clodst) oS 6ilfan slad 5 aST L oS el 0Ty s ol aallla
Al s Libse sl S S eslial o5l U1 5 i Sl s 5 G35 e 4 35S s slesel sl

LX)

s Ol 5 S o (55138 s Slog lake S 3 1 Laesls alade Slalllas ol 48 S 0 g oalado anlllae G 51 tasn ol
o plal o st akedd S oS 5 S0 el anlllas b sl e ol B Sles o3k Oles 53 1) il S S5 s sy,
By m onlinad Waels s 5 alyy s gl o 2 dalp C\;m),m@)m,-\ Ol 55 a8 wed

e S G ) ety 3l Lls 1 ool a1 oS 058 Ol S sl B o eslizal dada (5 S 4 gl 3l andlls cnl 3
S 5 (Soa b g5 VU e oS1 5 s 0 ed cnl i (65503 8 (sl sl 5 e WIS e s ey 8 S8 Sl eslinal L ST
Calil oo bl 3 (SOt 08 (6 K56 Jlg 55 calidins 53 dd Sl G anel Olgisas e sladl js Bl
3,15 ool (Taobao L Shopee Lazada .ib) Llse sobs sl il 31 dd oslital o g2t 55 (55 5 eSS 5
g o 5l b Sl ol Bl 058 LS a5 s e Olical!

A Osa3l 05 A0 Dliabl s 0 N0 o3Il (35 8 L s s eslised GHPOWET Sl5ile i 1l sa aom Jili asloes s 5
shas Bla 5148 s (55515 8 s oy Yo Y ijs‘duw\p.mwb,a% S ot gl e e i P
by Sl eddans s

=0 b il SlS = Y 5D Glabaiizy &SI e 5l oS 5 (D) 4,8 ¥Y g yoma b anl sl b aslilin , SG Laesls G135 5l
51 6l ges . sl Oertzen & Odekerken-Schroder (2019) 5 (.:J a b oslinaal aelsl s s S e eslizal (33150 SalS
o2l ol b pshe sslizal s 3,158 2 VF0 o3l OR i 0 B e 1 ol o (il 2y 50 2SRl Sl aslizal gl it o ilagz]
o3lisl ol o i3 L 2 Sl Sl es 55 oy sods e :La(,;{j 5l Jle s 5,551l Koloseni & Mandari (2017) 51« S
Hsu etal. i« S, anl e b5 i iy pad eslinad 4 51 IS b)) Olseas ol 3+ WA Ll 5 CR s .08 e
Lstezel ATV L 4l CR Gl pies 51 ol o il s 5 2SI Sl el 42 5l o fpl €500 A sl (2006)
sbezel JB ol o 25 2 S ("‘Su“’f(’e «r\e\;ijf Sl warg b :LA(,.:;“T 5SS s b5l Grold (2018) (,...,T s
el 3l et ged iy o Lal Il gLl 40 4S5 Malik et al. (2019) ;) r.uj aw Jols G5t o VOA L il CRSlade el

S el Sl b bt CkS o VA Ll CR e sl (s o 6l on a4 Siliss (slacipdss O o5 o salizal 2S00

wa



Personal Development and Organizational Transformation

AWV L 65l CR s b il sbazel LB iKY ol L g5 sl ) (g e Sladst 1l 50l .S sl YaNQ et al. (2017)
e b (el DL ol o sy 2 2SI S aslizal 4503 3 o5, Budiardjo et al. (2017) 51 wxl gy b e kS
olpen Gdls k= S el @ sed S sl ZHOU (2013) 51« 8 oxl Jler b oSl codS 5 ¢ AYY L 1, CR
Al e WY Ll CR s bdas o &8l)1 e a0 ids eS|

L G s alobl s paatie ecie sae 90 bu S ) cslin  esete Sl 5 lgie ols) 5l Dbl 6l 5
FLaS SWT Gyl Lassle aen a8 51 0L adl (sl Lo 5l adalisey sl ol ol Sl 0sa3T S8 s 3 plonsl i
el sty Cnlie S35 bl ediaslis & e ¢V 51 VL

(PLS-SEM) 5> Sl e Jilas (ool o¥sles (giladite (o) 5l b b 5 besls o 5 a5 (ol canllas ol 5o
bl B sy s 04 23,505 sl Y s e plabid Cilis s aze o S b Las Smart PLS SIS
ol S I ke ssse 5508 sba bapmte b 5 dsd 00l Sl 3 S p S8 sl s A eslul sl
Sda o5l e o2l los 1S sba (i e S w5 baesls & el 5 55 0 sa s pkte sy Jaily) Lo 0 A8
slgie Dul et al. (2020) 5 5 5bolen 35 (Laazest) atesls 5 (e i) Jites sl pite o olitlo Ll bl cads o ol 5l
El o Sl S Il 4 S G 15 sd el P iS5l e sobel sladsesT elud Al s b s s S
P- lacs dile (5 e (3lel sla0 a3l bl 2 53 Slslie sl b G o3I ey 2 oDl o 5 cnl 3 pd e g ge
Lss oLl value

Laasl

ATV 5 OXY0F) 3 0 16 VY O timsznly Ol 51 ) o b @ﬂ@? aesls Jokos (sl 5 jutme €503 Yo Y candllan ol 5o
Ly ool ol co S IS, yba 0L Mulder & de Bruijne (2019) 5 Crosby (2022) cllas 3l .55 (JOV.¥$) O
ol Al s e ol 53 08 5 g gime W5 s S5k (65 3 g Ll L (LU g1 3w Ll i S s e WSS
A e ejjf 455 (JOYAA) Q@M;'Cwli Ao s o by 5 O Qg“’é‘”li o ST s Q—i\ 33 lﬁ S das @J}; CM},«
s byl cp mi e e sd a5l ccpimen (23 S S UYYNY L JL T B0 L os S Ol 51 e s Amdls S 3 Il YOG
A YV (M Olge o 3 Ling Vb IYVAS 5 oo OB asialy 51 TOVSS o (gosba cndls asdlas oyl
YY 5 (7AX0) oSS OO glyls L& YA (/YO.£Y) (’J";L’ Sode glyls &8 VoY (10FAV) wld )8 S e lyls [)@M}.c.ﬂti
wsdS ole aw 53 ol e ol Sla i S 5 b 5l = Slsl B s yse 5o QKM:?L;)I B eolg 53 5 (IVAP) Log (dus 5 &
Lladls dy 2 5L Y B OB wasgnly SIAYAAS O 51 ey liles S a2 5L 8 B a8 L3S p3hel (YF YY) ol oy ST s Jien

Lles S a5 oL Ve 5l 2Eg TVYAY 5 Wles S 4 s LLA BV slies & V) A

WY



Sl Jg% 3 53p drugi

G FoY malas) OBy feuly oo 5 Sl Y Jgas

e,9 Syl Sl 3
fY.of \NA S0 Canniz>
INALZ ey o)

v.a4 VY JW YA 5 O
OY.QA YV JL YO LA
YY.AY Ad JL Y- byo
AFS o) Juyaty-

a.fv Yy JL e bYo

Y.Yf 1) JL ¥ oYL
YY.A? Y Y Caegd
INALZ ey Eees
VYUFY N RS

VY¥ 5 lo

\AYd Y PRy OMass e
YO.£Y V.Y PR
NN yya els 5

.50 YA eSS OMwas
YAAS \RVd LYEY b eSSl blee Gy 5oy 5 oleds
YeXy \fF LPL Y
VA4 AA sbaty YaLisdS olo ¥ ol yo(
\vaAa¥ N S Vel e

sl e leﬂ@;»gﬁ.i)'\ osls Of 53 S SWlas 3 &S cl (6,8 50 25 (Common Method Bias) s wis s, (6 8 s
53 535 pealie (pn CondlhS U el 3121 Gla Stan 4 jois il o (68 g (il ARS8 5 g o @je,?w\”t}m
5505 5l (el sWeesls 53 S mie By (6,8 s 35y el oy 5 sl 3L Sl w1y dans sbeasl lael s
S S g il LTS S o oony 2 0 g0 ) sl 0 o3l o 3lgiiy KOCK (2015) Lawu 5 4 ulS' st on i 0505 (sl
S 3 352 pe s kaslil 4 W g uaie Y.Y0A BVFVY o Calises sl iie ol 5 VIF slis (G ol 5o g dals= lea.a

e o B G ) s e ol by e U ie s el Sl bbb rals U 5 S e s
C,\-;.LJG ‘Lfl?‘.} L;)K)Lw uu\)‘bw)f J)_}A LS[A)U}L.»‘*S))J L}'Jl} QW\UCJ; )‘):9 ‘;!L“))\ .))_}.A 6;5)‘&‘ JJ.A 4\.).;41 o
slazel Sl Ly S Wbkl 233l 4 b gy o Jlole (slajl gl ¥ g s Slpean ol Ko slezel Skl 5 oS 5 sleel
6‘JJJ>'4J LJ.:J).)'\/ Mbib)‘jvb 6%‘ fu ‘-S.LGLQ LSLAJL Juﬁb‘-;é QL\:..: \) (AVE) o C/\f::.w\ L)*‘JL’)‘} .ld.wj:.éj(CR) J?SJ;
Li Olomen «o3ls 513 0¥ 608 o3k s ol Jle 5L a8 o1l cnl s 08 51 2SOl Jele 5L s "Trust-3" o301
1S sl Sl a slae 3o b 5l lajltle S5 Jlael copl o osdle s g .0 Skl 1> 51 5YL LOTAVE 5 CR slis |5 s
e oslae s sba bajlot bl (SIS el 5 Jotls (6,50 o sl 0Ll Jols s (7 Jsr) A Jidos (5 5383 5 sbas (HTMT)

ol 0

WY



Personal Development and Organizational Transformation

0 gl Futal pllg Jaw gt g (oS 5 slatel Sl Flos S ST (ke 5L Y Jpa

AVE =S5 s, Flig,S Shele b &Yy o3l
- OFY < AVY < YYY - YYY ServQ-\ Sloss coas
AT ServQ-y
.-.£59 ServQ-Y
S ServQ-f
-0V + AYA -.YoAa « FOA SysQ-\ o CapS
< SV SysQ-v
< YOA SysQ-v
< AYY SysQ-f
50N SysQ-o
<0V - MY < SYA . £5Y InfoQ-\ Sl cuas
< YYY InfoQ-Y
< YA InfoQ-Y
BAAK InfoQ-¥
- OV “A-¥ - VY ¥R Inc-\ b §oive
«.YAQ Inc-vy
< AYY Inc-y
- OYY < ADN < YA +A-Q Trust-\ slezel
<. YOA Trust-v
<Yy Trust-f
< FEA Trust-o
<204 Trust-¢
< FAQ DA RN < AYA VAR Sat-\ ols,
« ATV Sat-v
< A-Q Sat-v
« AYF Sat-f
AR < AYY < AN < FAY Contlint-\ aolol ouad
SRV Contint-v
<YYo Contlnt-y
< OF) < AYD CAAR < AN ContUse-\ Pyl oolazwl
<.yva ContUse-Y
<YYo ContUse-v
-2y Contuse-¥

WY



Sl Jg% 3 53p drugi

HTMT - Lﬁ‘)fb Y d_,.\>

R CodlS CollS > el sleel Sols, aolol aad  pglawe oolatul
Sloas (aaniass Sleds|
Sloas cuals
s S YY)
el cuis - yaq < AMVA
b gste - $5A - ¥Y4 - VoR
olazel AR AR IAAR) AR
ols, < ¥FA <.09A - Yy < VYY -840
aalol wad + YAY < AYY + AoF N -.yva < F0N
el oolaul - OYF (N4 AN - £aY < FYY < FYY < MA
et J.:Lw" @Lﬁ ¥ Joi>
s t -Value o lastewl glas Ly 1 yono o 4o 8
auls YoOr Y4 CEYY polae ooliiul ¢ aalsl wad Js!
KW Y#fY - fA < AYD dalol auad «—olozel p9d
ol YA S FY S8 oo sad e Lo ggiie s
ol £.¥4A Y] CAAY ool wad e yls, ol
ol vAPS o F) YA aell b — Sloas Cons oy
sl f.yea - v EARR aalol aad «— Sledlbl cuas o
ol yaay ~0) A0V aolsl b s S JEF
ol Y.vy ~0F SAYY colo, — loss CoiaS JERRS
ol poe VAR Y -9 cols, ¢ Sl cuas o
anls Azl - A SV ol e s CoieS S

w%w;&‘wﬁ)‘}.lﬁtJ))AW}Q‘uh}j.;O,i‘).)GMCPW}oJQQAJ‘¢CM|cMcJ‘JQmYd}.lk)bds)}lﬂdl.o.h

dl...\.q @L:J .))‘Jg (5)‘.)[.‘).& LLS)‘ d‘f)ls "".’.L‘p) L (p-Va|Ue >0l ¢B :'."Q) QL&W\ C,.:ﬂ.ss aS Lxs L)'i‘ “ ‘CM\ ol >)‘\ o)l.a.o.:

Bt J:;U Sy Jal 4l b cgy0pl Sl ssls (UUW ozl b Slsbae gladal, (p-value <o+ =12 5YY) exlinal aslsl dad oS das s

p-+.) 43:~.Wo);w;\duﬂ,‘.u)l;t~,wél@l)u@;dumau.xﬁt}g\~ ad b eman sALY slaas 35,8

P-+.) B =0 ATA) Sldt oS (p-value <tov) B =00AY) cols, dp-value <ty BE08Y) G sie (value <

awlsl A2 gl303,5 e L (p-value <.\ B =+00V) (s kS 3 (p-value <+.++vy B =2 Y1) Cledbl ciS (value <

(p-value <+ oo\ B=0 1) i CiS 5 (p-valle <o 0 B=0 YY) Sl oS ol el ns e DL 1 eslinad

Al Sulo, b jlblas 5 cute labal ) 5

QI )‘ o 42)‘2 \) J.:St UJ-J:“:":" (B = 'YNQ) b‘)\.l;l:.wl g_,\_:f.p L’ CJL@%( A;.‘.ﬂ.:s cebu:uw‘ M‘J‘ J«A:e ‘.5‘7’(.):“?-" DL 45 Q.w\ J5> QL_:_L;:

das o 0L 15 0T 5505 s 5 PLS s e ¥ S8 ol 1y s 1kl 035 SV B = 0 NI sy

WY



Personal Development and Organizational Transformation

AN Ly pshe sslinal sl OAY bl s ssliad Aad (gl ot TYO Ll uls 4 sy e R? e &8 ol 0T 51 S Laasly
20 V) Sl CiS & I s by uls, (S sS 3l 1 P =00 i CiS oS as e 0L il e o
f200Y0) s kS o =00 YA) Sledst S ol 0l I als bt G (P = )l e 5 (=
eI & o S S (5,80 Kea (P =0X0) il 5 (P =0 Y slazel o =00¥T) G st of? =0050) Sledlbl uiS (=

Ll ealan

Pglis solaswl

S ot y Loy

S eslial aelsl Az 5 (gadaze Julye oS 513 0L (ol ISSM) LM St Cob g Jls  Joe &S sy opl slaadly
kS (s Sk 85 015 DL s o i diten SIS 31 LIl 0100 sdome 5 Sl 5 Lbse o lapa S
Aad lslae 3 (e s eslizal aslsl dad p glslae 5 cute 50 Kam o sie 5 sbezel wulis, «leMbl CoiS (lods
LB eSS oS (il ol sobsbme 3 sl ot SeSIbl kS Il o 53 A b 5 e she eslizal s eslind aalsl
el gl e s el LG 5

o Sl ety 5,55 slade b 4l cpl g psle eslizal s eslinal aslsl e Jlsbias 5 cote 5B (rashy cal SIS Al s
aal,5 (Jain et al., 2021; Veeramootoo et al., 2018) 515 i s5an (ECM) uub— sl Jue 5 (TCT) (5t el e
3 bl oS wyls ast ol 5o (Chopdar & Sivakumar, 2019) ;5 (Yan et al., 2021) sla_iass dax I sidxze
Jolss 5 ol b ol uls el eslinal 1SS 5 a3l slasls,y (6,8 s 5s Lol S e sl el & QB XSG s
201 Jolise ol (sla Sl Sl eslnal Sl ezl 53 GAST AE cdaad ol e diS Ly 48

(Hariguna baasly b ams ol ool slial aslsl a3 OB b fote 3 65 OLlS Sl 68 3l 0L (piomen s
Culo, S e aSt Kam a5 5 15 Jlsen (Tang et al., 2023) , (Nguyen et al., 2021) & Ruangkanjanases, 2020)

o ol addlae 5o ool (Lbge slaplSULI L el el 58 s IS LB L S a5l 8 S bl Ol

WY



Sl Jg% 3 53p drugi

a8 e 5 s S O sl 035 i a3 S T psle eslizad sl OLlS S e 58 B 55k Sl
Lags e b SleMbl kS i (5 5 g Jalye 30 ot iy DS UES e g e 415k 3 o 305 35 Jlaxl ol s )5S
&L,8

35 .l 58 5L (Garrouch, 2021) 5 (Putri et al., 2024) glaasl L a5 coils sslizal aolsl dad s g lsbas L350 5 slazel
e Ol Ola 3 slazel I3 LYs desr 51 LSl slezel BB aiile 5 Slodbl Codlis (g ke 31 Cole glap 15l
Jols 1SS @ (gt bles il slazel a2 Al 5 ety b it 4 o 018 4T Sley eolazel QUi 4 i el 5 e
.(Miyapuram et al., 2020; Wu et al., 2017) c.ils tal =

5 (Chen & Ha, 2019) ldlas b ullas a3l cnl 5 ater i3 cnl ml Jdows 53 50 35851 Jlole Olsiews G sie 20
O s Lyls 1y gl SO Ul ey slaslgiin 5 S dacaiss das e 0li oS ol (Malik et al., 2019)
Ol Ll 5 oo WG sie oy malnd 5 (2B, bl 53 (o sastay LS o Wl b ST 51 S0 eslinal 4 Lo sl 53 et
ipd G o el

5 oie 3l eslinal aslsl sl das 4 a4 Wsls OLES 2l (Sledst CohS 5 MBI kS (ot iS4l 4 L LS s
Tseng) s (Sharma & Sharma, 2019) (Almaiah et al., 2022) cllas s ISSM Jus glinly 53 baazsil pl 05 (g lsbas
2 e i oslinad g 5 0 Sl S e Oliabl B el Jule Olse 4 ptee iS5 s 15 (et al., 2022
S8 IS Etl s b 5l ey Sledt 5 e lasl w gl s Slandy Gk Sl 58 Sleds CudS ol 01 bles 5 culs,
o35 oalital aelsl Ll El3El 3 e RE ate cpl 48 Lsls Ol Wanl «ledbl CudS 3y5e 55 358 e OLlS s ke 52
Kim et al., 2021; ) col sl 3 s iashn 52 boaod opl (ol oliS G ae ol b (golsbine LU 1 sl vl Ll
3 b il Clel Lo 5 sdiasl )l Sledlbl (g Jle mlby slad 5 oS sl pl Jlazl slas 31 S .(Nguyen et al., 2021
Al a8 alos 0T S 361 b s ol T b (513 me sl 5 ol 3,550 0 (53,5 e

oxlital aalsl dad (o108 50 5 Sledlbl S @ by e 3okl o o VL oS sl Ol (bl (gla s ko ( JS 5 sbws
Sl S ol i 5o 53 0118 4 Az o OLES g pndsm cpl sl 13 (s kS 5 G ke a5 i OF 5l 5380
A8 e slezel Oledbl Codlad g Comelr (35 4 s 51 odoee sl

53 SleMbl CdS i Oly o5 ) sbOles Lol ctindls 018 ol b (golsbas aal)y 300 s CodS 5 Sladst CudS G005 (5
o i bl glpme 4 o slazel glra 0128 G seb s slaslil bs S Ol e opl e S5 Wl (golabiae 28 ddal ol
S e slazel Cosbie Sl 5 gsla, 55 5 5 (6 08 S s s dS Sl 2

Aad i Sl VL e Ol olezel 5 s Al oS (sla pate b ol pan dSSM Jue &8 ol 0T Lol 51 IS (g, Sams
5l ann 5 Sl e pmolr Olsear Ll e cnl als hlise &2 SlapriSTll 51 sl eslinal 5 eslinad aalsl

5,8 513 uls pe e 5550 wline Slasll 5 Jliaws el il b

Yo



Personal Development and Organizational Transformation

Sy pans ol (San 45 ool (o 5 5aVVISS) ol Ll oo ailate SO OF 58 03 sy () Sacas sdome 0 Sge 51 SO
3ol s Ol (ol oley K s besls (55158 5 abeie i, Sl eslital ccpimman S 5o | bl Lo 4 laanl
3 ol G5 g ot BSOS eae ()lebla ot sy axlllae S a5 e dloas as o 2alS 1 Oles sb 1 Ol (ol Sl
oKa Lol o351 o2l sl ool 4 STISSM Juts Sl eslinal «ooles 53 303 ol penay 5 1) iy olor glagal &0 Lles
Al ois Blod O 55 (SKaa 3 b0l pge sla e (& o
Joss 0 b S ey il Sl laesl 5o 1y OLl8 ok, ol s b be b 5l eslizad b Al oo ol sla_iass
il Sa b bl b )5iS dir Ol kel Dlalllas 55 e sl e ALl s adoe L 2 ealital Al Sl Sl
LISSM Uit oS 5 ol 2 03l 358 ol s diS 08 me 5l ey (Son b Sacsls 5 Silag Jelse 36 G 5,8 ol
2w gt K8 b Ll e (MOA) U1 o o= 25800 e b eddig el D5 k8 dile (555 o 58 sladite
i vﬂ Sladllas
ails sdaal)l Slads 5 Sledbl CuiS w0 gloiy ax s UL Llss d 2 gl il O tiasann 5 5 Jeaws LG Ol g
o Wil i Jsts GlaieeS b pamen LIS S sdee S8l Sl OLDIS Ll S el ol Ly il
Sleslazel Slayl8 3l o sl 5 4 S S Ol L sl g ol Olssas LIS e (glals Gl ol 5 b S cliabis
5 48 23 5 oo olgiy (ulg 5o ol e algien 55 2 Sl el Wl s et b sl Slapts (DM 3l 3 b
55 slinal i SRl ST Slaasens ann g5 53 Ol slas, 5L Sl 5 a8l s petee Do (UX) (6,008
Sl g S
Al Joe ar Sl 5 S5 Ls S alan il Jrassy cnl elnil 3 oS LS ales S
Ot 55 S )L
S ) LS 2 o g b e ) 2SS s
é\.’..o oo\
S0 3y il sl «J,?CA ol andllas el s
SH (5l
el s S oley s plal 5 a0 L b e O gl ol s e sled o

Extended Abstract

Introduction

In recent years, the rapid evolution of digital technology has significantly influenced consumer
behavior, particularly in the domain of mobile commerce. The proliferation of smartphones and
constant internet connectivity have transformed mobile devices into personal shopping assistants,
allowing users to browse, compare prices, and make purchases from virtually any location (Jain et

al., 2021; ShopSphere, 2023). Mobile shopping applications, often referred to as m-commerce
platforms, have grown rapidly in popularity and usage across the globe, with Southeast Asian
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markets like Malaysia experiencing a particularly notable surge in adoption (Blue, 2020; Statista,
2023).

The COVID-19 pandemic accelerated this trend. Lockdowns and restrictions led many consumers
to shift from in-store shopping to mobile alternatives, making mobile commerce applications an
indispensable part of daily consumer routines (Pasupuleti et al., 2021; Pwc, 2020). However, with the
easing of restrictions and the reemergence of traditional shopping channels, it remains uncertain
whether consumers will continue to use these apps or revert to offline behavior (Gupta & Mukherjee,
2022).

Understanding the factors that influence consumers’ continuance intention and repurchase behavior
is thus critical for the long-term sustainability of mobile shopping applications. Prior research has
largely focused on adoption and initial usage phases, while post-adoption behaviors, such as
continuous engagement and repeated purchases, remain underexplored (Vo & Wu, 2022; Yan et al.,
2021). Moreover, many studies have been conducted in developed countries, with limited exploration
in emerging markets like Malaysia (Maduku & Thusi, 2023; Thi et al., 2022).

To address this gap, the present study employs the Information Systems Success Model (ISSM), a
robust theoretical framework introduced by DelLone and McLean, to assess the post-adoption
behavior of Malaysian consumers toward mobile shopping apps. The model focuses on core
dimensions such as system quality, information quality, and service quality, and their influence on
user satisfaction and behavioral intentions (Almaiah et al., 2022; Tseng et al., 2022; Won et al., 2023).
In addition to the original ISSM constructs, this study integrates trust and incentives as external
variables that may influence continuance intention, based on findings from other contemporary
research (Chen & Ha, 2019; Garrouch, 2021; Putri et al., 2024).

This research contributes to the literature by examining how a combination of technical, behavioral,
and motivational factors predicts continued use and repurchase intentions. It also contextualizes
these dynamics in a Malaysian setting, where cultural, economic, and infrastructural variables differ
from Western markets.

Methods and Materials

This research employed a cross-sectional, quantitative design based on positivist epistemology. The
study was conducted in Kuala Lumpur, Malaysia, using purposive sampling to target individuals who
actively use mobile shopping apps such as Lazada, Shopee, or Taobao. An online questionnaire
was distributed via Google Forms, and screening questions were used to ensure that respondents
resided in Kuala Lumpur and had used mobile shopping apps in the past three months.

A total of 402 valid responses were collected. The questionnaire consisted of 33 items measuring
eight constructs: continuance intention, actual reuse, satisfaction, trust, incentives, service quality,
system quality, and information quality. All items used a five-point Likert scale. Measurement scales
were adapted from validated instruments in previous studies.

Partial Least Squares Structural Equation Modeling (PLS-SEM) was employed for data analysis
using SmartPLS. Convergent and discriminant validity were evaluated using Composite Reliability
(CR), Average Variance Extracted (AVE), and Heterotrait—Monotrait (HTMT) ratios. The structural
model was tested for path significance using bootstrapping with 5,000 resamples. R? and f* values
were also computed to assess explanatory power and effect sizes.

Findings
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Descriptive statistics revealed that 57.46% of the respondents were female, and the majority
(53.98%) were aged between 18 and 25. Most respondents held a bachelor’s degree (56.97%) and
had made four to six mobile purchases in the last three months.

All measurement constructs demonstrated acceptable reliability, with CR values exceeding 0.70 and
AVE above 0.50. The HTMT values were below the threshold of 0.90, confirming discriminant
validity.

In the structural model, nine out of ten hypothesized paths were supported. Continuance intention
significantly predicted actual reuse behavior (f = 0.623, p < 0.001). Trust (B = 0.135), incentives (B
= 0.161), satisfaction (B = 0.182), service quality (B = 0.138), information quality (8 = 0.219), and
system quality (B = 0.157) all had significant positive effects on continuance intention (p < 0.01).
Additionally, service quality (3 = 0.121) and system quality (B = 0.413) significantly affected user
satisfaction. However, the path from information quality to satisfaction was not significant (8 = 0.009,
p > 0.05).

R2? values indicated that the model explained 58.1% of the variance in continuance intention, 39.1%
in actual reuse behavior, and 24.5% in satisfaction. Among all predictors, information quality had the
highest standardized effect on continuance intention.

Discussion and Conclusion

The findings of this study offer empirical support for the extended ISSM framework in explaining
consumer behavior in mobile shopping contexts. The strong association between continuance
intention and actual reuse behavior aligns with previous research and confirms that behavioral
intention is a reliable predictor of sustained engagement with mobile applications. This supports the
foundational logic of the ISSM and its extensions into mobile commerce environments.

Satisfaction emerged as a significant driver of continuance intention, validating the central premise
of ISSM. However, contrary to prior studies, information quality did not significantly affect
satisfaction. This divergence could be attributed to market saturation, where information quality
among apps has become standardized, reducing its salience in shaping consumer evaluations. In
contrast, system quality and service quality continued to play a notable role in forming satisfaction,
likely due to their direct impact on user experience.

Trust and incentives also demonstrated significant effects on continuance intention. The role of trust
highlights the importance of platform credibility, data security, and consumer protection mechanisms.
The influence of incentives reinforces the need for promotional strategies that offer tangible value,
especially in price-sensitive markets. Together, these findings underscore the necessity of
integrating behavioral and psychological constructs into models traditionally dominated by system-
centric metrics.

Interestingly, among the predictors of continuance intention, information quality ranked highest, even
though it did not influence satisfaction. This suggests that while users may not consciously assess
satisfaction based on information quality, they still rely on it heavily for decision-making and app
evaluation. Such findings point to a dual-process mechanism where cognitive assessments (e.g.,
accuracy and relevance of information) shape usage decisions independently of affective reactions
(e.g., satisfaction).

In conclusion, this study enriches the ISSM by demonstrating that an integrated model—combining
system characteristics with user-centric factors like satisfaction, trust, and incentives—offers a more
comprehensive understanding of mobile shopping behavior. The model's predictive accuracy
suggests its potential for informing both academic inquiry and industry practices in digital commerce.
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Practically, app developers and marketers should prioritize not only technical and service quality but
also strategies that enhance user trust and engagement through incentives. Governments and
policymakers in emerging markets can also leverage these insights to support digital literacy
initiatives and strengthen consumer protection frameworks, thereby fostering a more resilient mobile
commerce ecosystem.

Theoretically, this study provides a platform for future research to explore longitudinal dynamics,
cultural moderators, and cross-platform comparisons. By addressing the interplay of technological
and behavioral drivers, it contributes to a deeper understanding of how mobile shopping applications
can sustain user engagement in a post-pandemic digital economy.
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