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Mobil Alisveris Uygulamalar1 Kullanim Deneyiminin,
Miisterilerin WOM Niyetleri ve Aligveris Etkinligi
Uzerindeki Etkisi

Oz

Mobil aligveris uygulamalart isletmelerin pazarlama ve satis stratejilerini 6nemli Olgiide
etkilemektedir. Isletmelerin miisterilerine etkili bir sekilde ulagabilmeleri igin teknolojik bir
yonelim igerisinde olmalari ve miisterilerinin aligveris davraniglarimi dikkatle izlemeleri
gerekmektedir. Tiiketiciler, mobil ahgsveris deneyimleriyle ilgili yorumlarini sosyal medya
aracihigiyla paylasmayr ve olumlu ya da olumsuz sekilde agizdan agiza (WOM)
memnuniyetlerini yansitma konusunda istekli davranmaktadirlar. Mobil alisveris etkinligi,
titketicilerin alisveris 6ncesi beklentileriyle gercek mobil alisveris deneyiminden elde edilen
memnuniyet diizeyinin farkliigindan kaynaklanmaktadir. Bu arastirmada, miisterilerin mobil
alisveris deneyimlerinden kaynaklanan memnuniyetlerinin, agizdan agiza (WOM) yorum
niyetleri ve etkili aligveris algilar {izerindeki etkisini incelemek amaglanmaktadir. Bu cergcevede
kolayda &rnekleme ydntemine gore segilen 295 mobil alisveris uygulamas: kullanicisina anket
uygulanmistir. Hipotezler yapisal esitlik modellemesi ile test edilmistir. Arastirma bulgularina
gore miisteri memnuniyeti, miisterilerin WOM niyetleri ve alisveris etkinligi algilar {izerinde
anlamli, pozitif ve giiclii bir etkiye sahiptir.

Anahtar Kelimeler: Mobil Aligveris Uygulamalari, Miisteri Memnuniyeti, WOM,
Alsveris Etkinligi, Teknolojik Yonelim.

The Effect of Mobile Shopping Applications Usage
Experience on Customers’ WOM Intentions and Shopping
Effectiveness

Abstract

Mobile shopping context has affected marketing and sales strategies dramatically. Businesses
should be technologically oriented to reach mobile consumers effectively and observe their
shopping behaviors. Consumers like to share their comments about their mobile shopping
experience through social media and reflect their satisfaction by emitting word of mouth
(WOM). Mobile shopping effectiveness is the consumers’ satisfaction level derived from pre-
shopping expectations and the actual mobile shopping experience. In this research it is aimed to
analyze the impact of customer satisfaction from mobile shopping experience on their WOM
intentions and effective shopping perceptions. Within this context a questionnaire was applied
to 295 mobile shopping application users who were selected according to convenience sampling
method. Hypotheses have been tested through the structural equation modelling. According to
research findings, customer satisfaction has a meaningful, positive and strong impact on
customers” WOM intentions and their shopping effectiveness perceptions.

Keywords: Mobile Shopping Applications, Customer Satisfaction, WOM, Shopping
Effectiveness, Technologic Orientation.
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Introduction

The rapid technologic advancements in web, wireless and mobile
technology made mobile phones very functional and an integral part of
daily life. High mobile internet speed and high quality mobile software
enabled customers use mobile technology in shopping activities.
Smartphones are the leading devices used in mobile shopping. Based on the
fact that 68% of the total world population are mobile users, businesses
should pay special attention to mobile marketing. It is estimated that 52% of
total website traffic is made through mobile devices (We Are Social, 2018).

The smartphones constitute indispensable communication channels for both
businesses and consumers. Consumers who intend to purchase any
products and services may reach relevant information about alternatives and
WOM just by a click on their mobile devices. There are millions of paid and
free applications downloadable about many categories (shopping,
entertainment, finance, news, weather, maps, games, business, education,
health, etc.) in mobile devices offered by app stores.

Today internet-based trade is vital for any businesses. Mobile shopping
gradually increases its share in total internet sales. This trend poses new
threats and opportunities for businesses. Parnell states that strategic
decisions aim to utilize opportunities while being aware of the threats
(Parnell, 2013:10). Mobile shopping is a strategic field for businesses.

Businesses that design their websites integrated with their mobile apps aim
to provide the best service to their customers with user friendly mobile
applications to gain competitive advantage. The brands who want to keep
up with the intense competition in the online world have to design fast and
convenient menu and process steps. Firms aim to create brand perception at
customers by using same interface and menu arrangement in all type of
online communication devices. Today’s always busy people who are always
short of time do not tolerate waiting. This is also true in the online world.
The time-honored customers want to get instant access to the product and
price information they seek.

Businesses with effective mobile marketing practices are able to better
inform customers about campaigns. Customers who benefits from these
opportunities will most probably prefer to use that brand's mobile
applications. Mobile applications should direct and encourage customers,
not only mobile shopping but also to the physical stores by integrated
systems.. There are many customer data that the operators have obtained
from physical stores, call centers, corporate internet sites or by different
methods (such as cash registers, technical communication files etc.) which
enable firms reach to potential customers.
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The integration of the shopping cards and mobile applications of the brands
may further enrich the customer databases. Firms utilize databases to
promote products and services, provide information to customers,
communicate better, increase brand image, increase customer satisfaction,
understand consumer preferences and trends and carry out marketing and
advertising activities in mobile marketing. Mobile marketing enable
businesses to deliver ubiquitous and personalized communication with
target customers.

The brand's mobile applications should integrate online and offline stores.
The customers should be able to get information about alternative products
and campaigns fast and easy and complete purchase through the application
without any safety concern. Mobile shopping applications are effective
communication and advertisement tools and and an information source for
customers.

1. Literature Review
1.1. Mobile Shopping Applications Usage

The increasing digital dependence of today's mobile users also shapes
consumers' online and in-store shopping behavior. Businesses should focus
on efforts to benefit from this transformation by using new opportunities in
uncertain market environment to gain competitive advantage by closely
watching and understanding how these digital advancements affect
consumers' purchasing habits and styles. This requirement has led
businesses to think about how they can make their mobile applications more
effective and easier by shaping and renewing them in the context of
technologic orientation. Consumers are able to examine products at physical
stores and buy them online, or vice versa. Businesses should analyze
consumers' mobile device usage habits, satisfaction levels from their mobile
shopping experience and ways of purchasing very well.

According to Nielsen (2016), mobile devices are indispensable shopping
tools used to compare prices (53%), look up product information (52%), look
for coupons or deals (44%), make better shopping decisions (42%), make
shopping trips quicker or more efficient (41%) and purchase products (38%)
(Nielsen, 2016: 2).

Research published in 2015 (Deloitte) showed that US customers prefer to
use their own mobile devices to get assistance in stores, instead of asking
staff for help for their purchase decision. Also Biglight research (2015)
indicates that, 60% of customers claim that they would prefer to use their
own mobile devices to support their purchase decision. The most common
activity on mobile devices in stores taking pictures of products and sharing
them on social media which starts emitting word of mouth (WOM) (Biglight
research, 2016).

“Insan ve Toplum Bilimleri Aragtirmalar1 Dergisi”
“Journal of the Human and Social Sciences Researches” ISSN: 2147-1185
[itobiad]

[2783]



The Effect of Mobile Shopping Applications Usage Experience on Customers’” WOM
Intentions and Shopping Effectiveness

Customers prefer to use mobile applications and devices which are quite
simple to use and applications which provide more information about
products, services and stocks. So businesses need to find solutions to
encourage customers to use their mobile shopping applications both in and
out of the store contexts. Mobile shopping sector is growing very fast and
vigilant retailers are eager to find ways to use mobile technology to increase
sales in or out of store context. Consumers increasingly tend to use mobile
applications than web browsers (Robles, 2015:1). Arthur states (2015) that
people prefer to use relevant mobile applications any more instead of using
generic websites (Arthur, 2015:1).

Retailers should explore methods to grab the attention of mobile users. This
means mobile shopping applications have to be distinguished and add real
value to customers’ shopping experiences. Rewards, loyalty programs,
augmented reality applications or similar innovations may be useful tools to
differentiate firms’ mobile shopping applications. Mobile applications have
to be functional and inspire customers (Gilliland, 2015:1).

According to Vibes mobil consumer survey (2012) 80% of smartphone
owners carry their phones with them while shopping. Of those consumers
(83%) have used their device to lookup a product on a competitor’s site and
(20%) of them have chosen to search the store’s own website. Most popular
activities of those consumers were was looking up a product review (31%),
scanning QR codes for more information (27%). As smartphones become
more prevalent more informed purchase decisions will be possible and this
will seriously affect competitive advantage (Moth, 2012:1).

1.2. Technologic Orientation

Proactive businesses focus on research and development activities to acquire
new technologies with an intention to use technology as a competitive
element. Srivastava et al. (2013) states that technological orientation points
out to an organizational culture in which a firm harmonizes its structures,
systems, and resources with technology. A technology-oriented firm stands
up for a commitment to R&D and utilizing new technologies (Srivastava et
al., 2013:431). In uncertain markets providing information about customer
preferences becomes difficult. Besides new product development, businesses
may pursue to set business strategies based on technological orientation
(Gatignon & Xuereb, 1997:81).

Marketing has a broad capability and meaning for businesses in strategic
concept. The aspects of strategic context in marketing perspective include
analysis of competitive market behavior, viable organizational boundaries
and resource allocation processes (Day & Wensley, 1983:85). Technological
orientation relates to the long term strategies of an organisation which leads
developing new ideas, new processes and new products. Firms’ strategic
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orientation reflects its’ innovative attitude and commitment to innovation.
However strategic orientation should include whole process of
transformation geared towards value-added services rather than core
technology innovations (Salavou, Baltas & Lioukas, 2004:1096).

Technology orientation is accepted as a factor that positively contributes to
innovation and firm performance. Technologically oriented firms can better
recognize and exploit new opportunities in the market. Studies show that
technology orientation improve firm performance through innovativeness
(Lee, Choi & Kwak, 2014:83).

Studies suggest that the credibility of WOM is higher than the commercial
information created or provided through the net. According to the theory of
adoption and diffusion of innovations, in mobile shopping, marketing
efforts should be directed to the consumers categorized as innovators and
early adopters. Customer satisfaction in mobile commerce is accepted as a
relational variable and implies fulfilling expectations and a positive affective
state based on the result of mobile shopping. Customer satisfaction has an
impact on client loyalty and future purchase intention. Therefore customer
satisfaction and WOM are highlighted as main drivers in mobile shopping
context since their roles in repurchase intention and recommendation
functions (San-Martin, Prodanova & Jimenez, 2015:3).

Mobile shopping can be viewed as technical innovation. Studies show that
the main determinants of mobile shopping adoption are perceived
enjoyment, usefulness and convenient access which lead to customer
satisfaction. The barriers related to usage, value, risk concerns, tradition and
image are the factors which affect the consumers’ adoption of new
technology in mobile shopping negatively. Among the factors hindering
customer satisfaction in mobile shopping are privacy and security concerns
as well as mobile payments (Gupta & Arora, 2017:2). Mobile shopping has
drawn attention in industry. Researchers predict that media companies and
retailers receive more than 50% of online traffic from mobile devices. Mobile
commerce grows substantially and provides important opportunities and
potential for businesses. As customers get used to mobile shopping they
start to place orders more frequently in time. The satisfaction from the
mobile shopping experience affects the subsequent purchase behavior. As
customers become accustomed to mobile technology, they start to interact
with the firms that provide mobile applications. In order to gain
competititve advantage businesses should plan their marketing strategies
and campaigns by taking into account the mobile customers’ preferences
(Wang, Malthouse & Krishnamurthi, 2015:232).

WOM is defined as all informal communications directed at other
consumers about the ownership, usage, or characteristics of particular goods
and services or their sellers. Because of its portability and ease of use mobile
WOM has become an important factor on consumer shopping decision
process especially in young people. Mobile phones motivate users to be
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more active in WOM. Researchs indicate that the second most frequently
exchanged information were shopping information in mobile WOM
(Okazaki, 2009:463).

Technologic advancement in wireless network and mobile technology has
created an ubiquitous society where mobile services have infiltrated in every
activities of daily life. Such improvement has changed people's way to shop
dramatically. Mobile electronic word-of-mouth provide online costumers a
platform to share their shopping experience through online
communications. Mobile business providers should integrate their web and
mobile services in order to gain customer trust in their mobile services
(Wang, Shen & Sun, 2013:1401).

Word of mouth is informal advice between consumers and usually
interactive and swift. Researchs show that WOM has a powerful impact on
consumers’ purchase intent and behaviors and positive WOM is much more
effective than negative WOM (East, Hammond & Lomax, 2008:222).

Customers perceive an increase in shopping effectiveness when they can
perform a mobile transaction with increasing speed, control, and
convenience (Collier et al., 2015). If customers are satisfied with their mobile
shopping experience, they are more likely to perceive their shopping
experience as effective (Roy et al.,2017:262). Effective mobile shopping
means that the benefits of products and services purchased by customers
engaged in mobile shopping have adequately met their expectations.

2. Field Research
2.1. The Objective and Hypothesis of the Research

The main purpose of the research is to reveal the effects of customers’
mobile shopping aplication usage satisfaction level on their word of mouth
(WOM) emission intentions and shopping effectiveness. It is also aimed to
examine how mobile shopping technology presents firms opportunities and
threats in the market within technological orientation context.

The hypotheses formed in accordance with the objective of the research are
as follows:

H1: Customer satisfaction of mobile shopping application users have a
positive impact on their WOM emission.

H2: Customer satisfaction of mobile shopping application users have a
positive impact on their mobile shopping effectiveness.

2.2. Research Method

In this descriptive research, the variables related to Satisfaction, Word-of-
Mouth and Shopping Effectiveness are composed of expressions formed in
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five-point Likert scale. The scales and the resources used to construct
expressions about Satisfaction, Word-Of-Mouth and Shopping Effectiveness
scales are given in Table 1 below:

Table 1. Scales Used in the Research and Resources

Expression Resource
Satisfaction (Roy et al.
SAT1: Overall I am satisfied with using mobile shopping 2017, Wang

D et al. 2012).
applications.
SAT2: The benefits I get from mobile shopping
applications exceed my expectations.
SAT3: Mobile shopping application usage is an ideal retail
technology.
Word-Of-Mouth (Babin et al.,
WOMLI: I would like to introduce mobile shopping 2005;

- Cheung and
applications to others.

Lee, 2012).
WOM2: I would speak favorably about mobile shopping
applications to others.
WOMS3: I would asist other customers with mobile
shopping applications if they need my help.
Shopping Effectiveness (Roy et al,
. . . . 2017; Collier
EFF1:Using mobile shopping applications allows met o
. . . et al., 2015).

have a more efficient shopping experience.
EFF2:Using mobile shopping applications improves the
productivity of my shopping experience
EFF3:1 find that using mobile shopping applications can
help met o have a smoother shopping experience.

The universe of research is composed of smartphone user customers who
have installed mobile shopping applications belong to any brand or firm.
The data of the research were collected through an online survey. With
convenience samling method a total of 295 consumers participated in the
survey voluntarily. An average of about 200 sample sizes is accepted
sufficient for analysis in studies designed on the basis of Structural Equation
Modeling (SEM)(Kline, 2011: 12).

The questionnaire consists of two main sections. The first section includes
expressions evaluating the customer satisfaction of mobile users, their WOM
contribution attitudes and shopping effectiveness. Second part consist of
questions related to demographic information of the participants. The
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research hypotheses were tested through the structural equation modelling
(SEM). SEM is a comprehensive statistical technique that is used to analyze

the relationships between observed variables and latent wvariables.
(Schumacker & Lomax, 2004: 2) In this context, IBM SPSS 25 and IBM AMOS
21 programs were used to analyze the data.

3. Findings
3.1. Demographic Statistics
Demographic statistics about the participants are given in Table 2 below:

Table 2. Demographic Specifications of Participants

Gender N | % | Monthly Income | N %
Level
Male 197 | 67,9 | Below 1300 YTL 90 31,0
Female 93 |32,1 | 1301-2600 YTL 79 27,2
Education N % 2601-3900 YTL 52 17,9
High School Grad. 16 |55 | 3901-5200 YTL 37 12,8
Associate Degree 166 | 57,2 | Over 5200 YTL 32 11,0
Bachelor Degree 77 |26,6 | Age N %
Masters Degree and | 31 10,7 | 18 and under 3 1,0
over
18-36 255 | 87,9
37-55 32 11,0

As seen in Table 2 the majority of the participants in the survey is consisted
of male (67,9%), in the 18-36 age group (87,9%), associate graduates (57,2%)
and monthly income range 1300 TL and under (31,0%). Since the majority of
the participants are between 18-36 years old range and mobile shopping
applications usage are more prevalent among younger customers, this
result is considered to fit the scope of this study. It was also observed that
approximately 95% of the participants completed a minimum of 2 years of
university education. Participants are considered to have a homogenous
distribution by their income level.

3.2. Evaluation of Structural Equation Model
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The reliability of the scales were tested and verified. The structural model
was evaluated as a whole applying (Exploratory Factor Analysis) EFA and
Confirmatory Factor Analysis) CFA to the variables.

3.2.1. Reliability and Exploratory Factor Analysis

All of the 9 Likert type expressions used in this study were subjected to
reliability analysis and Cronbach's Alpha value was calculated as o = 0,900.
The reliability coefficient (cronbach’s alpha) is a value between 0 and 1, and
as you approach 1, the reliability of your scale increases. Values between
0.80 and 1 indicate high reliability (Kalayci, 2010: 405). Since the Kaiser-
Meyer-Olkin (KMO) test result is 0.907> 0.70, the sample size is sufficient;
Since the result of Bartlett's Test of Sphericity is also 0.00 <0.01, it is
concluded that the scale-forming expressions are consistent with each other.
Explained total variance is calculated as 74,280%. As a result used scales are
highly reliable. Reliability and exploratory factor analysis results are given
in Table 3 below;

Table 3. Reliability and Exploratory Factor Analysis

Scales Expressions | Factor Values
Load
Satisfaction SAT1 ,738 KMO: ,713; Bartlett S.T. : ,000
SAT2 774 ;a:,811; Var.: 26,8
SAT3 ,812
WOM WOM1 ,736 KMO: ,713; Bartlett S.T. : ,000;
WOM2 608 a:,772; Var.: 25,8
WOM3 ,833
Shopping EFF1 ,846 KMO: ,712; Bartlett S.T. : ,000;
Effectiveness EFF2 760 a: ,856; Tot. Var.:21,6
EFF3 ,740

3.2.2. Confirmatory Factor Analysis and Structural Equation Model

Confirmatory factor analysis (CFA) is generally used for confirmation and
validation after the theoretical background and structure has been
established (Byrne, 2009; Brown T., 2006; Meydan and Sesen, 2011). In other
words, CFA has been used to verificate Exploratory Factor Analysis.

After applying CFA to each scale, the whole scale was subjected to CFA. The
regression coefficients after CFA are shown in Figure 1.
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Figure 1. Confirmatory Factor Analysis for the whole model

It was observed that the regression coefficients after CFA were found to be
at desired levels (Byrne, 2016).

Table 4 below shows the acceptable ranges at goodness of fit index available
in related literature.

Table 4: Goodness of Fit Index

Fit indices Good fit Admissible fit
x2/df 0< x2/df <2 2< x2/df <5
RMSEA 0< RMSEA <,05 ,05< RMSEA <,09
GFI ,90< GFI <1 ,85< GFI<,90
AGFI ,90< AGFI <1 ,85< AGFI <,90
CFI ,97< CFI <1 ,95< CFI <,97
TLI ,95< TLIL1 ,90< TLI<,95

Source: Hu and Bentler 1999: 27; Schermelleh-Engel et al.,, 2003: 52;
Schumaker and Lomak, 2004: 148.
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Each scale and the whole model were subjected to CFA. The goodness of fit
values for the whole research model obtained after CFA are shown in Table
5 below.

Table 5. Goodness of Fit Values for the Model after CFA

P x2/df RMSEA | GFI AGFI CFI TLI

,000 1,360 0,035 ,976 ,956 ,993 ,990

Examining Table 5 shows that the goodness of fit values of structural model
is at desired levels. In other words, structural model of the research showed
a good fit.

Finally the AVE (Average Variance Extracted) and CR (Composite
Reliability) values which show the reliability of the model are shown in
Table 6 below.

Table 6. Structural Equation Model AVE & CR Values

Variables Composite Reliability | Average Variance

(CR) Extracted (AVE)
Satisfaction 0,862 0,676
WOM 0,778 0,543
Shopping Effectiveness 0,813 0,592

CR>,70 ve AVE >,50

Internal consistency of Satisfaction, WOM and Shopping Effectiveness
dimensions were determined by examining Composite Reliability (CR) and
Average Variance Extracted (AVE) values. In literature acceptable CR value
is atleast 0.70 and acceptable AVE value is at least 0,50 (Berthon et al., 2005:
164). According to the values seen in Figure 1, Table 4 and Table 5 and Table
6, the regression coefficients, goodness of fit values and AVE/CR values are
at desired levels. Thus, the tested structural model has a good fit and the
model variables are reliable. This indicates that the structural model path
analysis can be performed after CFA.

3.2.3. Structural Equation Model

The reliability of the scales were tested and verified by using EFA and CFA.
As a result the whole research model and evaluation of all variables is
shown in Figure 2 and post path analysis goodness of fit values are shown in
Table 7 below.
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R?*=,71

,84%** Word-Of-
Mouth

Satisfaction

Shopping

,85%** Effectiveness

Not: ** p<0,001; ** p<0,01 ; * p<0,05; ” p>0,05 (non-significant).

Figure 2. Structural Model and Hypothesis results
Table 7. Post Path Analysis SEM Goodness of Fit Values

p x2/df RMSEA GFI AGFI CFI TLI

,000 2,307 0,067 ,956 ,921 ,975 ,964

As seen in Figure 2, according to R? values, the satisfaction explains WOM at
71% level and shopping effectiveness at 73% level. According to regression
coefficients, satisfaction has as significant, positive and high level effect on
WOM (0,84) and Shopping Effectiveness (0,85). This reveals that satisfaction
is an important factor on WOM and shopping effectiveness. As a result H1
and H2 hypotheses are accepted. As seen in Table 7, according to the
compliance values of the structural model, all values are in the desired range
(Schermelleh-Engel, 2003) and the model shows a good fit.

4. Conclusion and Discussions

Today customers obtain information related to their purchase decision from
multiple channels as stores, online, mobile applications and social media.
(Brynjolfsson, 2013). The advancements in internet together with mobile
technology have substantially changed retail business models and consumer
behaviors. Customers are eager to have consistent shopping experience with
rapid evolving needs. They are empowered in getting information faster and
easier with mobile technology and can choose from many options. Increased
preferences also increase competition. Businesses should find creative ways
to satisfy their customers and meet expectations. They also need to
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understand how mobile shopping technology affect customer behaviors
(Samarhan, 2016: 6).

Findings in this research show that consumers’ satisfaction of using mobile
shopping applications has a positive and strong impact on their WOM
intentions and effective shopping perceptions. Consumers tend to share
their feelings related to mobile shopping experience with their environment
through WOM, and like to comment about it. Satisfied customers choose to
continue using mobile applications again and their positive WOM emissions
encourage others to use mobile shopping channels. Positive experience also
make customers feel their purchase process as effective and, seamless.

If mobile shopping applications offered by firms meet the needs of
customers and add value to shopping process, customers have more
satisfaction. Customers consider their expectations and the results of the
shopping experience to rate the performance of the applications. Our
research show that people share their post-shopping opinions with their
environment. Also satisfaction has increased the motivation of the
consumers and supported the use of mobile applications in their future
purchases. As a result, consumers have benefitted from mobile applications
usage and increased their shopping effectiveness. Customers believe that
their mobile shopping satisfaction is basically the result of effective
shopping technology. Satisfaction has a direct positive impact on shopping
effectiveness. Businesses need to offer more useful, easy and convenient
mobile applications for mobile users to offer them an effective shopping
experience.

Businesses aiming to have customers experience a pleasant shopping in all
channels can not ignore the power of mobile technology and have to pay
regard to mobile marketing strategies in their overall strategic management
marketing strategies. Mobile marketing grow substantially. Businesses that
ignore smart shopping technology are thought to become weak at gaining
sustainable competitive advantage over time. Businesses who want to
implement an effective customer relationship management, should actively
use the mobile tools such as mobile shopping applications, mobile
advertising, mobile payment, QR code, mobile social media and location
based marketing. Lack of effective marketing strategies in mobile channels
cause loss of customers. Integration of business and marketing processes
with mobile shopping technology will enable businesses to utilize the
opportunities in markets. Digital mobile shopping technology change
consumer behaviors dramatically. Firms which analyze and understand the
evolution in mobile customer behavior are able to be in a better position
among their rivals.

“Insan ve Toplum Bilimleri Aragtirmalar1 Dergisi”
“Journal of the Human and Social Sciences Researches” ISSN: 2147-1185
[itobiad]

[2793]



The Effect of Mobile Shopping Applications Usage Experience on Customers’” WOM
Intentions and Shopping Effectiveness

References

Arthur C., (2015). Google’s growing problem: 50% of people do zero
searches per day on mobile. https://theoverspill.blog/2015/10/19/searches-
average-mobile-google-problem/ Accessed on 02/04/2018

Babin, B.J., Lee, Y-K., Kim, E-J., Griffin, M. (2005), Modeling consumer
satisfaction and word-of-mouth: restaurant patronage in Korea, Journal of
Services Marketing, 19/3, p.133-139

Berthon, P.,, Ewing M. and Hah L. L. (2005). Captivating Company:
Dimensions of Attractiveness in Employer Branding. International Journal of
Advertising, Vol:24, No:2 , 5.151-172.

Biglight Research (2016) http://biglight.co.uk/ Accessed on: 25.03.2018

Brown, T. (2006). Confirmatory Factor Analysis for Applied Research. New York:
The Guilford Press.

Brynjolfsson, E., Yu J., & Rahman M.S.,, 2013, Competing in the Age of
Omnichannel Retailing, MITSloan Management Review, Vol. 54 No.4, pp. 23-
29

Byrne, B.M. (2009). Structural Equation Modeling with AMOS: Basic Concepts,
Applications, and Programming. 2.Edition, NewYork, Routledge

Byrne, B. M. (2016). Structural equation modeling with AMOS: Basic concepts,
applications, and programming. Routledge.

Cheung, CM., Lee, MK, (2012). What drives consumers to spread
electronicword of mouth in online consumer-opinion platforms. Decision
Support. Syst. 53 (1), 218-225. http:// dx.doi.org/10.1016/j.dss.2012.01.015
Accessed on 01/04/2018

Collier, J.E., Moore, R.S., Horky, A., Moore, M.L., (2015). Why little things
matter: exploring situational influences on customers' self-service
technology decisions. J. Bus. Res. 68, 703-710.
http://dx.doi.org/10.1016/j.jbusres.2014.08.001. Accessed on 02/04/2018

Day, G. S., & Wensley, R. (1983). Marketing theory with a str. orientation.
The Journal of Marketing, 79-89.

East, R, Hammond, K., & Lomax, W. (2008). Measuring the impact of
positive and negative word of mouth on brand purchase
probability. International Journal Of Research In Marketing, 25(3), 215-224.

Gatignon, H., & Xuereb, ]J. M. (1997). Strategic orientation of the firm and
new product performance. Journal of Marketing Research, 77-90.

Cilt: 7, Sayn: 4

Insan ve Toplum Bilimleri Arastirmalar1 Dergisi Volume: 7, Issue: 4
“Journal of the Human and Social Sciences Researches”

[itobiad / 2147-1185] 2018

[2794]



http://biglight.co.uk/

Kasim YILMAZ, Volkan TEMIZKAN
Gilliland N., (2015). Are retail brands ditching mobile apps? A look at some
stats & case studies. Blog. https://econsultancy.com/blog/69589-are-retail-

brands-ditching-mobile-apps-a-look-at-some-stats-case-studies. Accessed on
02/04/2018

Gupta, A., & Arora, N. (2017). Understanding determinants and barriers of
mobile shopping adoption using behavioral reasoning theory. Journal of
Retailing and Consumer Services, 36, 1-7.

Huy, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance
structure analysis: Conventional criteria versus new alternatives. Structural
equation modeling: a multidisciplinary journal, 6(1), 1-55.

Kalayc, S. (2010). SPSS Uygulamali Cok Degiskenli Istatistik Teknikleri. 5. Basku.
Ankara: Asil Yayin.

Kline, R.B. (2011). Principles and Practice of Structural Equation Modeling. 3.
Baski. NewYork: The Guilford Press.

Krum, C. (2010). Mobile Marketing: Finding Your Customers No Matter Where
They Are. QUE biztech. Indianapolis/USA.

Lee, D. H., Choi, S. B., & Kwak, W. J. (2014). The effects of four dimensions
of strategic orientation on firm innovativeness and performance in emerging
market small-and medium-size enterprises. Emerging Markets Finance and
Trade, 50(5), 78-96.

Meydan, C.H. ve H. Sesen (2011). Yapisal Esitlik Modellemesi AMOS
Uygulamalar1. 1. Baski. Ankara: Detay Yayincilik.

Moth D., (2012). Eight studies that reveal how shoppers use smartphones in-
store. Blog. https://econsultancy.com/blog/11259-eight-studies-that-reveal-
how-shoppers-use-smartphones-in-store

Nielsen (2016). Mobile Money From Shopping To Banking To Payments,
How Mobile Is Transforming Commerce Around The World. Global Mobile
Money Report. www.nielsen.com/content/dam/nielsenglobal/kr/docs/global
report/2016/nielsen_global_mobile_money_report_final.pdf. Accessed on:
25.04.2018.

Okazaki, S. (2009). Social influence model and electronic word of mouth: PC
versus mobile internet. International Journal of Advertising. 28(3), 439-472.

Parnell, J. A. (2013). Strategic management: Theory and practice. Sage
Publications, USA.

Robles P., (2015). Are marketers overestimating mobile search?. Blog.
https://econsultancy.com/blog/67089-are-marketers-overestimating-mobile-
search.

Roy, S. K., Balaji, M. S., Sadeque, S., Nguyen, B., & Melewar, T. C. (2017).
Constituents and consequences of smart customer experience in retailing.
Technological Forecasting and Social Change, 124, 257-270.

“Insan ve Toplum Bilimleri Aragtirmalar1 Dergisi”
“Journal of the Human and Social Sciences Researches” ISSN: 2147-1185
[itobiad]

[2795]


https://econsultancy.com/blog/authors/patricio-robles/

The Effect of Mobile Shopping Applications Usage Experience on Customers’” WOM
Intentions and Shopping Effectiveness

Salavou, H., Baltas, G., & Lioukas, S. (2004). Organisational innovation in
SMEs: the importance of strategic orientation and competitive structure.
European Journal of Marketing, 38(9/10), 1091-1112.

Samarhan, A. (2016). In-store Consumer Shopping Behaviour Through
Mobile Phones. Arcada University Master School Finland/Helsinki. Master
Thesis. g0o.gl/t8C2gZ, Acc. 09/05/2018.

San-Martin, S., Prodanova, J., & Jimenez, N. (2015). The impact of age in the
generation of satisfaction and WOM in mobile shopping. Journal of Retailing
and Consumer Services, 23, 1-8.

Schumacker, R. E., & Lomax, R. G. (2010). A Beginner’s Guide to Structural
Equation Modeling. 4. Baski. NY: Taylor &Francis.

Schermelleh-Engel, K. ve H. Moosbrugger (2003). Evaluating the Fit of
Structural Equation Models: Tests of Significance and Descriptive Goodness-
of-Fit Measures. Methods of Psychological Research Online, 8 (2), 23-74.

Srivastava, P., Yoo, J., Frankwick, G. L., & Voss, K. E. (2013). Evaluating the
relationship of firm strategic orientations and new product development
program performance. Journal of Marketing Theory and Practice, 21(4), 429-440.

Wang, C., Harris, J., Patterson, P.G., (2012). Customer choice of self-service
technology: the roles of situational influences and past experience. J. Serv.
Manag. 23 (1), 54-78. http://dx.doi.org/10.1108/09564231211208970.

Wang, N., Shen, X. L., & Sun, Y. (2013). Transition of electronic word-of-
mouth services from web to mobile context: A trust transfer perspective.
Decision Support Systems, 54(3), 1394-1403.

Wang, R. J. H.,, Malthouse, E. C., & Krishnamurthi, L. (2015). On the go: How
mobile shopping affects customer purchase behavior. Journal of Retailing,
91(2), 217-234.

We Are Social (2018). Digital in 2018/Jan., Essential Insight Into Internet,
Social Media, Mobile And E-Commerce Use Around The World. Hootsuite.
https://wearesocial.com/, Accessed on: 25.04.2018

Cilt: 7, Sayn: 4

Insan ve Toplum Bilimleri Arastirmalar1 Dergisi Volume: 7, Issue: 4
“Journal of the Human and Social Sciences Researches”

[itobiad / 2147-1185] 2018

[2796]




