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RESUMEN EJECUTIVO

This work is one of few studies that apply the CEM framework in a digital context to
analyze m-shopping consumers’ behavior. This paper focuses on the dimensions of
CEM that can engender m-shopper satisfaction and repurchase intention: human
(vendor reputation), mechanical (site design) and technical (security) dimensions.
Besides, the location of consumers near or far away from physical stores acts as a
moderating variable in the proposed model. The model was tested using PLS method
with information collected from 1053 m-shoppers. Our findings show that the human
dimension (particularly for consumers who live near physical stores), the mechanical
dimension (principally for consumers who live far away from brick and mortar stores)
and the technical dimension of CEM enhance m-shoppers’ satisfaction. Satisfactory
experiences finally increase repurchase intention for every m-shopper.
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1. Introduction

The more recent and fast-growing range of digital communication technologies has radically altered the
ways in which citizens interact with one another (Lavariega & Marichal, 2014). Among those technologies,
the mobile commerce is booming, due to strong growth in smart mobile devices on five continents,
changing consumer habits, the introduction of high-speed mobile connectivity and the digital retail
adaptation to the demands of the multi-screen user (Purita, 2013). Technological enrichment of countries
like Mexico, where the penetration of smartphones has increased from 13.9% in 2000 to 88.3% in 2013,
demonstrates the growing importance of mobility (AMIPCI, 2014). 92% of Internet surfers use these
devices to look for products or services and 62% use the mobile site to look for specific nearby stores
(AMIPCI, 2014). The society is experiencing the convergence of contents to a single medium (Internet)
and at the same time the divergence of contents to more than one device. However, despite the fact that
in 2013 50% of Mexican shoppers have conducted some of its purchases through a mobile device [which
reflects an upward trend in comparison with 2013 (38%)] (AMIPCI, 2014), Mexican consumers’ preferred
device to buy online remains to be the desktop computer (82%) (AMIPCI, 2014).

In this context, managing expectations is critical, because a greater understanding of customers can
improve customer satisfaction and business performance (Hsieh & Yuan, 2010; Puccinelli et al., 2009).
However, retailers are not managing customer experience in the most appropriate way when selling in
mobile environments, so it is in this aspect where this research is focused. We follow the three
dimensions of Customer Experience Management (CEM) suggested by Berry, Wall & Carbone (2006)
(human, mechanical and technical dimensions) to reach the aim of understanding the generation of a
satisfactory and repurchase experience in m-commerce contexts, using information collected from real m-
shoppers. More concretely, the firm’s reputation, m-site design and perceived security when shopping
with the mobile phone are factors of different nature that can create or enhance satisfaction and
repurchase with the mobile phone. In this way, this research contributes to academic literature by
applying CEM to a m-shopping context with information from 1053 real m-shoppers and to managerial
practice by providing firms with recommendations regarding the factors they can use to offer a complete
satisfactory experience. Besides, the influence of shoppers’ location near or far away from physical stores
is considered in our m-CEM framework.

2. Customer Experience Management

Customer Experience Management (CEM) is the name given to the strategic management process of
"Total Customer Experience' with a firm, the firm’s effort to improve the quality of interactions with
consumers in the different encounters in a consistent and effective way (Joshi, 2014). In this way, it
generates a participatory and lasting experience, which is produced by a real and distinct market offer,
which requires the active interaction between consumers and suppliers (Fang et al., 2012; Martinez-
Torres, Rodriguez-Pifiero & Toral, 2015; Mascarenhas, Kesavan & Bernacchi, 2006; Rohrbeck, Steinhoff
& Perder, 2010; Gerpott & Berg, 2011).

Berry et al. (2006) have classified CEM into three dimensions:

— Human dimension of CEM. Following Berry et al. (2006), this dimension refers to the behaviour of
providers. In our research, this aspect is related to the retailer's reputation. The absence of
physical and temporal barriers (an advantage in m-commerce) is sometimes a problem because
consumers cannot a priori know how firms and products fit to consumers’ needs. In those
situations, reputation turns out to be a key experiential factor (Lescop & Lescop, 2014).
Consumers are more prone to buy when mobile vendors have good reputation (Kotha, Rajgopal
& Rindova, 2001; Gonzéalez-Hernandez & Orozco-Gomez, 2012; Joshi, 2014).

— Mechanical dimension of CEM: Berry et al. (2006) state that this dimension comprises diverse
environment clues that concern the ‘sensory’ presentation of the service (i.e. design, ambient
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conditions, signs and symbols). According to Forushani, Meshkani & Monfared (2015), these
factors show a greater impact on the perception of service quality than the intangible aspects of
the environment. This is the dimension that is usually perceived first by customers and the one
that helps to create a first positive impression (Berry et al., 2006).

— Technical dimension of CEM. This refers to the customer's perception of the technical
performance of the service provided (Berry et al., 2006). It is a relevant aspect, taking into
account that in 44% of the shopping encounters, a failure in this dimension is the cause of an
exceptional or permanent change of provider by a customer (Keaveney, 1995).

From a phenomenological perspective, the customer experience is more than just behaviour, is a set of
activities and states of human beings, called ‘experiential consumption prospects' (Holbrook &
Hirschman, 1982). Consumers expect an unforgettable positive and emotional experience in each contact
with the organization (Barlow & Maul, 2000), thus the quality of that experience is one of the most
important factors to enhance shopper’s satisfaction. An adequate management of customers’ experience
is a differential competitive advantage to finally create loyal customers, which is one of the main goals of
every firm (Forushani et al., 2015; Konrad, 2006). However, the incorporation of the CEM concept to the
research on online environment and mobile commerce, is novel, as the vast majority of existing research
focus its analysis on the physical retailers (see Table 1) (Choi et al., 2014; Forushani et al., 2015; Genlin
& Jie, 2015; Grewal, Levy & Kumar, 2009; Joshi, 2014; Nagasawa, 2008; Mascarenhas et al., 2006;
Sukwadi, 2015). To the extent of our knowledge, there are not studies that address CEM applied to a
mobile context.

TABLE 1
Review of studies that analyze CEM

REFERENCE OBJETIVE CONTEXT VARIABLES RESULTS
To understand the . (.:.EM has a
) significant effect of
Berry, Wall factors that influence . :
. : Human, mechanical and repurchase, being
and Carbone customer experience Offline . X . .
Y technical dimensions. the mechanical
(2006) and its impact on . .
dimension the most
repeat purchase.
relevant one.
Macro factors
(macroeconomic, social and
political environment),
SN, By To offer a theoretical ; marketing variables (4P) and [Do not offer an
and Kumar Offline ' : . - .
(2000) Framework of CEM. financial and marketing empirical analysis.]
metrics (i.e. shopping,
recommendation, average
order value, satisfaction).
. . Brand, environment, culture
Tofind our which of customer service [Do not offer an
Joshi (2014) | factors affect customer | Offline o . . .
) communications and service | empirical analysis.]
experience. ;
delivery.
Functional and psychological C_Zustomer
. experience plays an
To analyze the online factors (trust, value of money | . .
; o ) important role in
customer experience . and familiarity of context; . iy
Klaus (2013) Online e L shaping positive
and to develop a usability, communication, ;
. i attitudes and
theoretical framework. social presence, product and o )
: ot positively influences
interactivity).
customer loyalty.
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The area of
. intersection
To explain the between the world
relationships and .
N . . of the functional
agasawa meaning of CEM : Sense, feel, think, act and .
-~ Offline benefits and
(2008) through the revision of relate.
; ) customer
engineering-related isfacti
roducts satisfaction creates
P ' added value for
customers.
To assess the
conceptual construct
vaI|d|ty of customer Service quality, brand
experience and to ersonality, interpersonal [Do not offer an
Palmer (2010) | propose a model that Offline personatty, per: . .
; relationships, emotional empirical analysis.]
Integrates experiences
interpersonal relations, P '
quality of service and
brands.
To demonstrate how
Sukwadi CEM can be used to . Product, service, [Do not offer an
. . Offline . . - .
(2015) improve service entertainment, environment. | empirical analysis.]
quality.
Social, service interface,
To offer a general retail atmosphere
Verhoef et al. review of existing . OSp ' [Do not offer an
. Offline assortment, price, customer . .
(2009) literature about . ) . empirical analysis.]
. experiences in alternative
customer service.
channels, brand.
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Besides, the study of the customer experience in m-commerce is discussed in most cases, using already
investigated theoretical perspectives, such as the main existing models of technology adoption
[Expectation Confirmation Theory (ECT) (Pappas et al., 2014), Social Cognitive Theory (SCT) (Pappas et
al., 2014), Technology Acceptance Model (TAM) and its extensions (TAM2 and TAM3) (Chong, 2013;
Dalcher & Shine, 2003; GroB, 2015; Holmes, Byrne & Rowley, 2013; Karjaluoto et al., 2014; Peral,
Arenas & Ramon-Jerénimo, 2014; Thakur & Srivastava, 2014), Unified Theory of Acceptance and Use of
Technology (UTAUT) (Jaradat & Rababaa, 2013; Slade et al., 2015; Pappas et al., 2014)]; and the scales
of measuring online service quality (SERVQUAL, SERVPERF, E-S-QUAL, E-RecS-QUAL, WebQUAL)
(Ozer, Argan & Argan, 2013; Palmer, 2010; Sukwadi, 2015).

3. Proposed hypotheses

One of the most important variables in CEM is satisfaction as it is the result of a good and complete
experience (Hsieh & Yuan, 2010; Joshi, 2014; Mascarenhas et al., 2006). Satisfaction is a relational
variable which has been studied in the context of m-commerce (Choi et al., 2008; Deng et al., 2010). It
implies fulfilling expectations as well as a positive affective state based on the result of maintaining the
relation in the case of m-commerce (Yeh & Li, 2009). It also impacts client loyalty as well as purchase
intention in an online sales context (Kuo, Wu & Deng, 2009). In m-commerce, which is a new and still
unexplored medium of buying and selling for many clients, satisfaction is a key if relations are to be
maintained, bearing in mind that initial commercial experiences may set the tone for a firm’s success or
failure in this medium. Several studies highlight the importance of exploring m-shopper satisfaction (Choi
et al., 2008; Kuo et al., 2009; Lam & Shankar, 2014; Lee et al., 2015).
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3.1. Dimensions of CEM in mobile shopping

We follow the three dimensions of Customer Experience Management (CEM) suggested by Berry et al.
(2006) to understand the generation of a satisfactory and repurchase experience in m-commerce
contexts, using information collected from real m-shoppers.

— Human dimension of m-CEM. In our research, this aspect will be related to the retailer's
reputation. The absence of physical and temporal barriers (an advantage in e-commerce) is
sometimes a problem and reputation turns out to be essential in these contexts. Consumers are
more prone to buy when online vendors have good reputation (Kotha et al., 2001). According to
GroB (2015), the perception of a good m-provider positively affects the mobile purchase intention.
In this line, the better the reputation of the retailer, the greater its effect on customer behaviour,
meaning it intends to repurchase by mobile (Fiore & Kim, 2007). Besides, reputation has a
positive influence on customer experience (Joshi, 2014) and generates positive emotional states
(Kim & Lennon, 2013). Therefore,

H1. The human part of CEM positively influences m-shopper satisfaction.

— Mechanical dimension of m-CEM. In our study this dimension will refer to the web atmosphere or
design, i.e., the sum of signals that the user perceives during his shopping experience. Cyr, Head
& Ivanov (2006) and Li & Yeh (2010) suggest that aesthetics might be an important part of
designing an overall satisfactory user experience with mobile devices. In addition, Joshi (2014)
points out that design is an essential factor for improving customers’ lasting and enjoyable
experiences. This relationship is proposed to check if the context of use has positive effects on
customer satisfaction, as already shown by Kim & Chung (2015) in Korea.

H2. The mechanical part of CEM positive influences m-shopper satisfaction.

— Technical dimension of m-CEM. In our research, this technical dimension is going to focus on
security, a significant factor when taking into account that although the mobile phone plays an
important role in e-commerce transactions, they are still minimal through this device. Mobile
phone use for shopping is associated with low security, which in turn involves less shopping
intention, as shown by Holmes et al. (2013), Ozer et al. (2013), Slade et al. (2015) and Thakur &
Srivastava (2014). Choi et al. (2008) state that security is a crucial variable in m-commerce and
satisfaction is essential to engender shoppers’ satisfaction (Schaupp & Belanger, 2005;
Szymanski & Hise, 2000; Zeithaml, Parasuraman & Malhotra, 2000).

H3. The technical part of CEM positive influences m-shopper satisfaction.

3.2. The relationship between satisfaction and repurchase intention

Returning to the concept of 'Total Customer Experience' in which the strategy of CEM is based, it is
necessary to focus attention on the fact that this has to be positive. When researching on customer
experience, it is unavoidable to talk about satisfaction since a key for a retailer to be successful is to meet
the needs of customers better than its competitors and beneficially for both parties. In this context, it is
essential a proper management of customers’ expectations to finally achieve customers’ repurchase
intention (Chong, 2013; Hsieh & Yuan, 2010; Klaus, 2013). In the specific case of m-commerce, Agrebi &
Jallais (2015) find that satisfaction directly influences repurchase intention.

H4. M-shopper satisfaction positively influences his/her repurchase intention.

3.3. The distance to physical stores as a moderating variable

A consumer’s personal and situational variable that is of interest in understanding why consumers shop is
their perceived geographical location (Angell et al., 2015). In the case of consumers who have to travel
large distances to stores that provide them with the goods needed, m-shopping could be a sustainable
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alternative to overcome this perceived geographical distance (Perea-Monsuwé, Dellaert & De Ruyter,
2004). The higher the distance of consumer’'s home to physical stores, the higher the probability of m-
shopping. Nevertheless, it is interesting to explore the differences that location may produce in the impact
of m-CEM dimensions on satisfaction and repurchase intention as there is no study dealing with this
issue, to the extent of our knowledge.

H5. M-shopper’s distance to physical stores has a moderating effect on the relationships previously
proposed.

Following the previous reasoning, the proposed model here is reflected in Figure 1.

FIGURE 1
Proposed m-CEM framework

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

m-CEM dimensions

Human (Vendor
reputation)

H1l

Mechanical
(Site desian)

Hg > Satisfaction

H4 Repurchase
intention
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4. Empirical analysis

The empirical study conducted is based on information gathered through personal interviews with
Mexican mobile phone users, who have already bought at least once with the mobile phone. We selected
Mexico to test the proposed model since it represents an emerging potential market for m-commerce.
Attending AMIPCI (2014), the Mexican mobile market represents 27.7 million of smartphone users and
135.3 millions of euros, and this country is in the fifth position on the world ranking (after China, US, India
and Brazil). The final sample included 1053 individuals of different characteristics. The sample was
randomly selected from a list of mobile phone numbers and with a screening question about previous
purchasing using the mobile phone. 56.7% were male; 59.2% were less than 24 years old; 52.9% were
students and 61% lived near physical stores. Table 2 shows the descriptive statistics of the variables. The
profile of our sample is similar to the scarce available data about mobile shoppers profile outlined by the
AMIPCI (2015) (52% are male and 78% belonging to the millennial generation).
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TABLE 2
Descriptive statistics

MAIN DEMOGRAPHIC

%
CHARACTERISTICS

CHARACTERISTICS

i . Male: 56.7%
Pop_ulgnon Mobile shoppers Gender >
statistics Female: 43.3%
) Under 18: 10.5% 35-44: 6.2%
ﬁeelzgraph'ca' Mexico Age 18-24: 59.2% 45-54: 3.1%
25-34: 20.7% 55-64: 0.3%
1053 valid
questionnaires
] from 1800 . Students: 52.9%
Sample size Occupation
attempts Non-students:47.1%
(response rate=
58.5%)
. . 0
Sampling 3.02% (confidence Zﬁ;ggﬁgg? t%f Near: 61.4%
error level of 95%). : Far: 38.6%
shopping centres

5. Results

In order to validate the scales, a Harman’s one-factor test was conducted to test the presence of the
common method effect (Chang, Van Witteloostuijn & Eden, 2010). All variables were entered into an
exploratory factor analysis, using unrotated and rotated principal components factor analysis and principal
axis analysis with varimax rotation to determine the number of factors needed to account for the variance
in the variables. If we forced all the indicators to load only on one factor, the percentage of explained
variance is 41%. Then we conducted an exploratory factorial analysis with indicators of the variables. This
analysis revealed the presence of five distinct factors with eigenvalues greater than 1.0 and corresponded
to the five latent variables involved in the proposed model: human, mechanical and technical dimensions
of CEM, satisfaction and repurchase intention. Total explained variance is 69.574.

The extent to which an observed variable measures the underlying construct is tested by the lambda
coefficient and the t-Student statistic value. Direct relationships between each latent construct and their
observed variables present factor loadings greater than 0.5 with a confidence level of 95%. Therefore, we
confirmed that all the indicators are significant, thereby ensuring their convergent validity. The results of
the measurement model are shown in Table 3.
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TABLE 3
Measurement items analysis
EFA a0 T- a-
VARIABLE ITEM EXPLAINED | LOADINGS AVE CR
WEIGHT | ¥\ o NCE VALUE CRONBACH
Vi |0.745 0.755 46.61
V2 |0.752 0.805 52.65
Human
) . V3  |0.717 9.920 0.788 53.75 |0.636 0.897 |0.857
dimension
V4  |0.752 0.841 72.21
V5  |0.679 0.796 53.70
V6 |0.653 5.451 0.732" 32.51
; V7 0.719 0.796" 51.15
(';’!eCha”.'C 0634 |0.873 |0.807
Imension V8 0.773 0.837 64.70
V9 0.721 0.816 54.81
V10 |0.819 0.8217 50.79
Technical V1l |0.890 0.894™ 95.47
. . 8.262 0.738 0.919 |0.883
dimension V12 |0.883 0.884 94.03
V13 |0.716 0.836" 69.15
V14 |0.751 0.842" 79.43
V15 |0.757 0.849" 78.72
V16 |0.769 0.837" 69.96
Satisfaction |Vv17 |0.804 41.248 0.854" 82.77 |0.710 0.945 |0.932
V18 |0.794 0.852" 85.68
V19 |0.764 0.836" 66.58
V20 |0.743 0.827" 68.68
V21 ]0.821 0.787" 53.55
Repurchase
tention V22 |0.729 4.693 0.818 63.26 |0.630 0.910 |0.882
V23 |0.706 0.842" 91.21

***p<0.01; **p<0.05; *p<0.10

The corresponding Cronbach alpha coefficients and composite reliability (CR) coefficients were
calculated to determine the reliability of the final scales and in all cases their respective values were
greater than 0.70 and 0.60, which confirms that the scales are reliable and possess internal consistency
(Bagozzi & Yi, 1988). The average variance extracted (AVE), which was greater than 0.5 in each case,
shows the global quantity of variance for each item that is explained by the latent constructs (Bagozzi &
Yi, 1988). The discriminant validity was assessed and fulfilled by comparing the AVE associated with
each construct to the correlations between the constructs. Moreover, the squared correlation between the
variables in each case was below the extracted variance, thereby ensuring discriminatory validity.

After validating the measurement model (Table 3), we used the SmartPLS 3.0 (Hair, Ringle & Sarstedt,
2011) program to estimate the model. A resampling procedure helped us to calculate the statistical
significance of the coefficients, and we estimated the multigroup model taking into account the
moderating effect of location of physical stores (Table 4). According to the results, all dimensions of m-
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CEM have a positive effect on m-shopper satisfaction and satisfaction engenders m-shoppers repurchase
intention, thus all the proposed hypotheses are supported. Following the Welch-Satterthwait MGA
statistic, results show that there is a moderating effect of location in the relationships between human and
mechanical dimensions of CEM and satisfaction at a 95% confidence level and between technical

dimension of CEM and satisfaction at a 90% confidence level.

TABLE 4
PLS multi-group analysis and moderation results
GROUP oy ISEF\(’) LJRP(SZK; WELCH
NEAR Fg%"RE';YS'CAL PHYSICAL SATTERTHWAIT| R? R?
STORES MGA &) @
_ t (P-VALUE)

Hypothesis b value b t-value
Human dimension—Satisfaction | 0.408~ | 7.07 | 0.314 5.63 0.046~
Mechanical -
dimension— Satisfaction 0.312 7.31 0.428 053 0.038 0.43 | 0.43
Technical dimensiéon— .
Safistaction 0.147 481 | 0.201 4.41 0.068
Satisfaction—Repurchase 0.658™ |23.19| 0655 | 16.98 0.360 0.39 | 0.42
Intention

b: path coefficient; ***p<0.01; **p<0.05; *p<0.10

Source: Own elaboration (2016).

Although it was not the main objective of this research, we also estimated the mediating effect of
satisfaction between CEM dimensions and repurchase intention. According to the results, indirect effects
are significant and the strength of the mediation effect is assessed by using the VAF (Variance Accounted
For) (Table 5). The VAF indicates that more than 50% of the three m-CEM dimensions are explained by
the satisfaction mediator (Hair et al., 2013).

(MK

TABLE 5
PLS mediation analysis results
GROUP - GROUP @)-
NEAR PHYSICAL FAR AWAY FROM PHYSICAL
STORES STORES VQF VQ)F
Total t-value Total t-value
Effect @) @ Effect %) @
Human dimension— Repurchase | ,gqm 484 0.247™ 4.25 65% | 71%
Intention
Mechanical dimension—
. ) 0.304 6.65 0.206 3.26 51% | 86%
Repurchase intention
Technical dimension— 0.174™ 4.76 02217 4.62 41% | 51%
Repurchase intention
b: path coefficient; ***p<0.01; **p<0.05; *p<0.10
Source: Own elaboration.
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6. Discussion

Despite the growing number of recent studies addressing m-commerce (Agrebi & Jallais, 2015; GroB,
2015), much research remains to be done, particularly in developing markets. Our results emphasize
several implications for marketing managers with regard to the development of m-commerce in a huge
and potential market (such as the Mexican market, with 27.7 million of smartphone users) (AMIPCI,
2014). CEM framework plays a significant role for explaining m-shopper’s satisfaction and repurchase by
mobile phone. M-shoppers continuously collect experiences when they interact with a firm, regardless the
channel they interact with it. The m-shopper experience management is actually more important since, at
the mobile channel, communication and exchange are virtually established. Thus, the human, mechanical
and technical dimensions must be carefully and strategically managed by firms.

This study shows the significant and relevant influence of these three dimensions on m-shoppers’
satisfaction and finally on repurchase intention. In the m-commerce context, our evidence supports former
studies, which affirm that customer perception of employees’ effort in delivering a good service has a
strong impact on satisfaction (Mohr & Bitner, 1995). Particularly, when customers perceive that they live
near enough physical stores, the human clues (such as m-site reputation) has a greater effect on
customers’ satisfaction with the m-shopping than when consumers perceive they are far from offline
stores. It could be justified by the customers’ feeling of having the possibility to choose between buying by
mobile phone or at a store. They do not perceive that they have to buy by mobile phone because of not
having another alternative to acquire the goods they want or need. Statistics data support this explanation
since most of Mexican mobile shoppers (62%) use mobile devices to find nearby stores and just 23% of
m-shoppers perceive that their favourite stores do not have m-site (AMIPCI, 2015).

In addition, mechanical and technical clues impact on satisfaction is more important when consumers
perceive stores are far away from them than when they perceive brick and mortar stores are near them.
Attending previous literature, facilitator clues triggers the perception that m-site has the technical and
organizational infrastructure required to support the purchase by mobile phone (Bonera, 2011). In this
sense, m-site mechanic clues are powerful sources of sensory images, sounds and messages that can
help customers to visualize firms’ products and service, and increase their satisfaction with the m-
shopping, especially when customers can not touch or prove a priori firms’ products. Complementary to
the previously mentioned clues, the technical aspects are also essential to get satisfied m-shoppers.
According to Berry et al. (2006), technical factors are functional clues that reveal the reliability, safety and
competence of the firms that want to maintain loyal customers. In m-commerce contexts, it could be
assumed that technical dimension is a necessary condition to compete (Kumar & Gambbhir, 2014). This
argument might explain why the perceived distance to stores does not have a robust moderating effect (at
a 95% confidence level) in the relationships between technical dimension and m-shoppers’ satisfaction.
Finally, our results support previous studies that find a positive effect of m-shopping satisfaction on
repurchase intention by mobile phone (which confirms other studies such as the one by Lin & Wang,
2006), irrespectively on customers’ perceived distance to physical or offline stores.

As managerial implications, we would like to emphasize that the seller should try to offer an integral
experience to their m-shoppers as many different factors can contribute to form a global image of a
provider. In this sense, m-vendors should consider human, mechanical and technical aspects as all of
them contribute to satisfy customers and finally make them repeating their purchases. More specifically,
vendors should offer at the same time products with good quality, worry about their customers, design an
attractive selling platform and make the shopping secure and private. However, a situational variable
such as m-shoppers’ location (related to the perception of living close or far away from traditional offline
stores), can produce some differences in the m-CEM process. The providers’ reputation is more
important for m-shoppers who live near stores and mechanical and technical dimensions are more valued
by customers who live far away from offline stores. These results indicate the need for m-vendors to
segment their target market taking into account consumers’ location near or far away from bricks and
mortar stores.
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Several limitations of this study must be acknowledged. First, the data of this study was collected from
Mexican m-shoppers, and its results cannot be generalized to others countries or cultures. In addition,
there are many others factors that could affect m-shoppers’ satisfaction and repurchase intention, and
future studies should consider. Further research must be done by extending the knowledge and
application of m-CEM to other cultural or geographical contexts. Moreover, it would be interesting to get
deeper into the study of other factors affecting m-shopper experience, such as demographics and
moderating variables, such as location, demographics or culture (Lavariega & Marichal, 2014).
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