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Abstract

This study aimed to 1) Examine consumers’ perceptions of service quality, satisfaction,
perceived value, and trust influencing customer loyalty in mobile commerce; 2) Examine the fit
of a causal relationship model of factors influencing customer loyalty in mobile commerce; and
3) Investigate the direct effect of service quality and the indirect effects of satisfaction, perceived
value, and trust on customer loyalty in mobile commerce. This study employed a quantitative
research design. The sample consisted of 795 consumers in Thailand who had previously purchased
products or services through mobile commerce. Participants were selected using a multistage sampling
technique combined with convenience sampling. Data were collected using an online questionnaire
and analyzed using descriptive statistics and Partial Least Squares Structural Equation Modeling
(PLS-SEM). The findings revealed that consumers reported high levels of perceived service quality,
satisfaction, perceived value, trust, and customer loyalty. The proposed model explained 72.40%
of the variance in customer loyalty. Service quality had significant positive effects on satisfaction,
perceived value, trust, and customer loyalty. Furthermore, satisfaction, perceived value, and trust served
as mediating variables in the relationship between service quality and customer loyalty, with perceived
value exhibiting the strongest mediating effect, followed by trust and satisfaction. The findings
suggest that improving service quality while simultaneously enhancing customers’ perceived value,
trust, and satisfaction can strengthen customer loyalty and improve the competitiveness of mobile
commerce businesses.

Keywords: Causal Relationship Model, Service Quality, Mobile Commerce, Trust, Customer Loyalty
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Gumzjjﬂﬁ’l (Customer Loyalty: LOY) (Omar, S. et al,, 2021); (Mehedintu, A. & Soava, G., 2022) antuag
910 Omar, S. et al,, Akegul, Y. Tusunismavauad (Responsiveness) Lagn13ain@e (Contact) (Omar, S.
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fauus x S.D. cv STAUANNAALITL
n1s3usAuen (PER) 3.813 0.890 0.233 )
Aulingda (TRU) 3.685 0.886 0.240 Tl
ANUANFvRIgNAT (LOY) 3.918 0.890 0.227 N

v |

15197 1 WU nquiegsiianuAnfiudenunnnisuing anufieels mssuinue
aulindla uazarudnivesgnéneglussduminnnduys Inewlofinnsandrduussansausiunys
(CV) Ui fA19g5enI19 0.215 - 0.240 wansliliuwinteyaiinisnszaiediton wasauAnLIUYDY
AnauluvasuaNiiauasnadeiuluseAud

1. wan1sAnwszAuAUANIuYeIRMAINN1TUINIS Anuanela nssuinuan awlinga
wazauAnivesgnAilunistedudritunsmnduduulnsdmiindoud wui duslnadanudaiiusio
nnewUseglusgsiuunn

a ' ~ a 2 ..
19199 2 ANANULNEIRTILTILANBY (convergent validity)

fanusuag Loading Cronbach’s Alpha Composite Reliability (CR) ~ AVE
Uszdnsnn (EFF) 0.754 - 0.833 0.868 0.904 0.654
ilevn (con) 0.772 - 0.833 0.861 0.900 0.643
ALLINARLIWAY (ENJ) 0.818 - 0.860 0.861 0.906 0.706
nsvibiussgsdmane (FUL) 0.754 - 0.845 0.881 0.910 0.627
N1399UAUDA (RES) 0.813 - 0.868 0.917 0.917 0.706
n1sAnsia (CONT) 0.857 - 0.902 0.861 0.900 0.643
AuUasnsie (SEC) 0.850 - 0.915 0.908 0.936 0.785
AMANNTUINTVRININIAIYE  0.738 - 0.873 0.965 0.968 0.569
vulnsdniadouii (MSQ)
ANUINBla (SAT) 0.821 - 0.871 0.908 0.932 0.732
ns¥usAmAT (PER) 0.867 - 0.913 0.866 0.918 0.789
Aulinsla (TRU) 0.857 - 0.911 0.913 0.939 0.793
ANUSNAveIgNAT (LOY) 0.853 - 0.862 0.911 0.933 0.737

Y

9N 2 suaqm%i’mﬁgwmﬁma@ﬁw*m 0.738 - 0.915 %aqm'jmmeﬁ%’jwi"wﬁ 0.70 uenand
Ananudesiuniely (Cronbach’s Alpha) 11A1985e13I 0.861 - 0.965 UarA1 Composite Reliability (CR)
E]E‘JJI%WJ’N 0.900 - 0.968 %ﬂqﬂﬂ'jwmmsﬁ 0.70 Vlﬂﬁ’;LL‘d’i YUz Average Variance Extracted (AVE)
A19g 78119 0.569 - 0.793 e‘z"qumdﬂmmsﬁ 0.50 wansliiiuinfudsudatmuaiianud ot uuay
AUATUTUMIOU (Convergent Validity) a&ﬂuizﬁuﬁﬂam%’ﬂﬁ Jeanunsninlviieneilunalaseaing

(Structural Model) Tutumeusielule
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Cross Construct Correlation

Construct EFF CON ENJ FUL RES CONT SEC SAT PER TRU LOY
EFF 0.808
CON 0.712 0.802
ENJ 0.718 0.767 0.840
FUL 0.625 0.690 0.686 0.792
RES 0.490 0.608 0.595 0.689 0.840
CONT 0.426 0.548 0.518 0.621 0.790 0.883
SEC 0.389 0.536 0.505 0.577 0.722 0.782 0.886
SAT 0.529 0.610 0.614 0.677 0.700 0.679 0.713 0.856
PER 0.544 0.611 0.639 0.666 0.666 0.650 0.649 0.797 0.888
TRU 0.446 0.597 0.573 0.668 0.766 0.750 0.754 0.763 0.762 0.890
LOY 0.537 0.597 0.640 0.658 0.681 0.660 0.636 0.772 0.787 0.779 0.858

PNAITNN 3 HANIIATIVFBUANNATITITUUNAULAUN Fornell-Larcker wua1 ANSIANEBS

Y83 AVE vadusarasAusenauliiagandnanduiiussenitesnusenaunstuivasfusenauuledu

Viaoviua wansliiuimusurausaziianuuanansiuednsdanu wagldiidgmanudouiuiuves

lassaiansin Jeanunsodudulailueanisindanunsagaiwuneglussiungeusula

A15197 4 HANTTIATIERAIIUATUTITUUNVOUATDIEDTA (Discriminant Validity: Heterotrait-

Monotrait Ratio of Correlations (HTMT)

Construct EFF CON ENJ FUL RES CONT SEC SAT PER TRU LOY

EFF

CON 0.819

ENJ 0.826 0.887

FUL 0.711 0.790 0.786

RES 0.542 0.681 0.663 0.765
CONT 0.473 0.620 0.581 0.692 0.867

SEC 0.428 0.604 0.564 0.640 0.791 0.861

SAT 0.591 0.689 0.692 0.755 0.767 0.749 0.785

PER 0.622 0.707 0.737 0.761 0.748 0.734 0.732 0.898

TRU 0.495 0.673 0.641 0.743 0.837 0.825 0.827 0.838 0.858

LOY 0.601 0.674 0.721 0.732 0.745 0.726 0.697 0.848 0.885 0.853

RSN 4 HANITASIFFDUAINUATILTIDUNAILAT Heterotrait-Monotrait Ratio (HTMT)

WU A1 HTMT v89vnafiulseg 581319 0.428 - 0.898 F9a1n31LNe91 0.90 YUEANANIIATIVADY

Uy Multicollinearity #3g/#1 Variance Inflation Factor (VIF) #uid1 A1 VIF va3d%iansvunegsening

1.744 - 3.810 9617 LNNY1 5.00 LAASITLUUIIAD9N1TIAAINATITI9uuniAuazlanwudeynn

Multicollinearity 38AULNZaNE1MSUNMTUTENULUUT 180 UTLATIATS
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faudsnny R? 32AU Q2 S2AU f2 SEAU
SAT 0.625 Uunang 0.624 a 1.667 a
PER 0.595 Junang 0.594 N 1.470 &
TRU 0.643 J1unang 0.642 a 1.803 a
LOY 0.724 Junang 0.591 GN 0.089 93;1

NUEE: INUein1shUaNaen R2 iy 0.75, 0.50 uag 0.25 nunefie seaugs U1unane uazen auaau diuen Q2

wag f2 i 0.02, 0.15 uag 0.35 vaneie szaual Uunate iaggs ansaiy

NAINN 5 wansUssluiuuIaeadalaseasne wudt anwuiianela (SAT) nssuiaaen (PER)
wazaulingda (TRU) den Rz i1y 0.625, 0.595 way 0.643 mudiu @uAudnavesgnd (LOY)
fiAn R? Wi 0.724 uanyiuudnaeseinsnesuiennuuUsUTiuresuinavesgnAlaseeay 72.40

&J 0 v a1 1 ¥ U o a 6 Y
wenaINt MuUsmunniiia1 Q2 1NN 0.35 azvieudkuuinaedauansalunisneinsaltoya

a a

Basgdndluseiuge vausinanisussdiuvunadvswa (;2) wuil aaamnnsuinmsiidvinadennuiiael
nsfuinaua wazanulingdalusedugs wildvinanmssioanuinfvesgnantussdiue (f2 = 0.089)
3. HANSYAFOUB VSNV NS BVENAN1DRN UarBMSNaTINVRWIUUTNdmararuinAvagNA

a a a U a Aa ! U
A3199 6 BVENAVDINILUTDATLNUNANDALUTAY

SAT PER TRU LOY
DE IE TE DE IE TE DE IE TE DE IE TE
MSQ  0.791%* - 0.791%* Q.771** - Q.771** 0.802*%* - 0.802*** 0.174*** (0.595%* 0.769***
SAT - - - - - - - - - 0.203***  0.160***  0.363***
PER - - - - - - - - - 0.289%**  (0.223***  0.512%**
TRU - - - - - - - - - 0.265***  0.212%**  0.477***

DE = Direct Effect, IE = Indirect Effect, TE = Total Effect, *p-value < 0.05 (t > 1.96), ** p-value < 0.01 (t > 2.59),
*** pvalue < 0.001**(t> 3.29)
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(p < 0.001) WaRinsanduusaminAvegnal (LOY) wul1 AmnmMTUSMsiiBvEwanmsawiniu 0.174

a ¥ v
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Y
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A5 7 NIVIRFDUANLATIY

AUNAZIUNTIY Path Coef. t-Statistics p-value wWan1INAGAU
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Y
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* p-value < 0.05 (t= 1.96), ** p-value < 0.01 (t > 2.59), *** p-value < 0.001**(t> 3.29)
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