OECONOMIA
©@®

COPERNICANA
VOLUME 12 ISSUE 4 DECEMBER 2021 )
p-ISSN 2083-1277, e-ISSN 2353-1827 Cheshioc

www.oeconomia.pl

ORIGINAL ARTICLE

Citation: Andronie, M., Lazaroiu, G., Stefanescu, R., Ionescu, L.. & Cocosatu, M. (2021).
Neuromanagement decision-making and cognitive algorithmic processes in the technological
adoption of mobile commerce apps. Oeconomia Copernicana, 12(4), 1033-1062. doi: 10.24136/
0c.2021.034

Contact to corresponding author: George Lazaroiu, lazaroiu @aa-er.org

Article history: Received: 27.07.2021; Accepted: 17.11.2021; Published online: 20.12.2021

Mihai Andronie
Spiru Haret University, Romania
orcid.org/0000-0002-8577-7227

George Lazaroiu

Institute of Smart Big Data Analytics, United States

Spiru Haret University, Romania
orcid.org/0000-0002-3422-6310

Roxana Stefinescu
Spiru Haret University, Romania
orcid.org/0000-0003-4762-3814

Luminita Ionescu
Spiru Haret University, Romania
orcid.org/0000-0001-9829-7524

Midilina Cocosatu

The National University of Political Studies

and Public Administration, Romania
orcid.org/0000-0001-8569-3704

Neuromanagement decision-making and cognitive algorithmic
processes in the technological adoption of mobile commerce apps

JEL Classification: L81; O14; 033

Keywords: mobile shopping app; mobile commerce platform; mobile payment service; Internet-
enabled consumer device; consumer technological adoption

Copyright © Instytut Badan Gospodarczych

This is an Open Access article distributed under the terms of the Creative Commons Attribution License
(http://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and repro-
duction in any medium, provided the original work is properly cited.


https://doi.org/10.24136/oc.2021.034
https://doi.org/10.24136/oc.2021.034
https://crossmark.crossref.org/dialog/?doi=10.24136/oc.2021.034&domain=pdf

Oeconomia Copernicana, 12(4), 1033-1062

Abstract

Research background: With growing evidence of consumer adoption of mobile shopping apps,
there is a pivotal need for comprehending Internet-enabled consumer devices in mobile shopping
behavior. Mobile shopping platform features and user technological readiness configure consum-
ers’ expectations and demands as regards mobile retailing adoption, leading to acceptance of
mobile shopping apps and payment services.

Purpose of the article: In this research, prior findings have been cumulated indicating that mo-
bile social apps extend throughout consumer attitudes and behaviors by the widespread adoption
of smartphones. We contribute to the literature by showing that cutting-edge technological devel-
opments associated with customer behavior in relation to mobile commerce apps have resulted in
the rise of data-driven systems. Consumer behavioral intention and adoption intention in relation
to mobile shopping apps/websites are developed on perceived risk and trust consequences.
Methods: Throughout February and March 2021, a quantitative literature review of the Web of
Science, Scopus, and ProQuest databases was carried out, with search terms comprising “mobile

5 G 2

shopping app”, “mobile commerce platform”, “mobile payment service”, “Internet-enabled con-
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sumer device”, “consumer technological adoption”, and “mobile shopping behavior”. As research
published between 2018 and 2021 was analyzed, only 330 sources met the suitability criteria. By
removing questionable or indeterminate findings (insubstantial/inconsequent data), results uncon-
firmed by replication, too imprecise content, or having quite similar titles, 66, chiefly empirical,
sources were selected. A systematic review of recently published literature was carried out on
technological adoption of mobile commerce apps by employing Preferred Reporting Items for
Systematic Reviews and Meta-analysis (PRISMA) guidelines. The Systematic Review Data
Repository was used, a software program for the gathering, handling, and analysis of data for the
systematic review. The quality of the academic articles was determined by harnessing the Mixed
Method Appraisal Tool.

Findings & value added: The consumer purchase decision-making process in mobile app-based
marketing involves consumer engagement and willingness to adopt mobile commerce apps.
Further advancements should clarify how technological-based consumer adoption of mobile
shopping throughout social commerce can improve the payment for products and services.

Introduction

The purpose of our systematic review is to examine the recently published
literature on consumer adoption of mobile shopping apps and integrate the
insights it configures on Internet-enabled consumer devices in mobile
shopping behavior. By analyzing the most recent (2018-2021) and signifi-
cant (Web of Science, Scopus, and ProQuest) sources, our paper has at-
tempted to prove that cutting-edge technological developments associated
with customer behavior in relation to mobile commerce apps have resulted
in the rise of data-driven systems. The actuality and novelty of this study
are articulated by addressing technological adoption of mobile commerce
apps, that is an emerging topic involving much interest. Our research prob-
lem is whether mobile social apps extend throughout consumer attitudes
and behaviors by the widespread adoption of smartphones.

In this review, prior findings have been cumulated, indicating that users’
behavioral intention in relation to mobile commerce adoption is configured
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by consumer use behavior in relation to mobile payment services and apps;
consumer behaviors, attitudes, and intentions to adopt mobile shopping;
and consumer motivational factors in purchasing products and services by
use of mobile shopping apps. The identified gaps advance technology adop-
tion of mobile commerce apps with reference to operational performance of
personalized and customized marketing strategies aiming at an increase in
consumer trust, perceived value, purchase intention, and satisfaction. Our
main objective is to indicate that shopping app-based mobile commerce
acceptance associated with the ensuing harnessing of information technolo-
gies shape behavioral intention (Brown, 2021; Davies, 2020; Johnson,
2020; Novak et al., 2021; Sion, 2019) and usage of mobile payment ser-
vices and apps. Thus, consumers’ decision-making to shift from cash to
mobile payment is pivotal.

Research Question 1: Consumer perceived value and motivation, online
convenience, continuance intention, and impulse buying behavior shape
mobile commerce adoption and effectiveness. This systematic review con-
tributes to the literature on technological adoption of mobile commerce
apps by clarifying that the dissemination of digital technologies associated
with customers’ intentions to adopt smart retail technology (Campbell et
al., 2021; Kovacova & Lewis, 2021; Nica, 2021; Stehel et al., 2021) is
furthered by consumers’ system adoption and satisfaction in accessing mo-
bile shopping apps/websites, impacting users’ online buying intention.

Research Question 2: Mobile commerce apps and mobile payment tools
influence users’ attitudes and behaviors in terms of satisfaction, reliance,
and loyalty, configuring consumer experience and innovativeness, ac-
ceptance and adoption intention, perceived risk and trust, and technological
expertise. This research endeavors to elucidate whether customer use of in-
store smart technology and the adoption of digital products and services are
influenced by the cutting-edge developments (Bekken, 2019; Eskridge,
2019; Grant, 2021; Lewis, 2021) and mobile shopping apps users’ expecta-
tions of groundbreaking devices.

Research Question 3: Behavioral intention to leverage mobile technolo-
gies impacts the technology acceptance of online shopping services as re-
gards perceived quality, reliability, and performance. Our contribution is by
integrating research findings indicating that the consumer purchase deci-
sion-making process in mobile app-based marketing involves adoption of
Internet-enabled consumer devices (Lazaroiu & Harrison, 2021; Kovacova
& Lazéroiu, 2021; Nica & Stehel, 2021; Wells et al., 2021) in mobile shop-
ping behavior and attitudes.
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Research Question 4: The efficiency of the mobile commerce systems
and apps articulate shopping behavior patterns, customer engagement, and
usage intention. Mobile shopping platform features and user technological
readiness shape satisfaction and intention to purchase products and services
by use of mobile payment apps. Consumer engagement, willingness to
adopt mobile commerce apps, and consumer behavioral intention in rela-
tion to mobile shopping apps/websites (Gibson, 2021; Lewis, 2020; Nica et
al., 2019; Robinson, 2020; Valaskova et al., 2021a) are developed on per-
ceived risk and trust consequences. Consumers’ expectations, intentions,
behavior, and demands as regards mobile retailing adoption are configured
by continuing acceptance of mobile shopping apps and payment services.
The swift increase in smartphone adoption and technological breakthroughs
as regards mobile devices facilitate the payment for products and services.

The manuscript is organized as following: theoretical overview (section
2), methodology (section 3), consumer use behavior in relation to mobile
payment services and apps (section 4), consumer behaviors, attitudes, and
intentions to adopt mobile shopping (section 5), consumer motivational
factors in purchasing products and services by use of mobile shopping apps
(section 6), discussion (section 7), conclusions, limitations, implications,
and further directions of research (section 8).

Theoretical overview of the main concepts

Consumer trust, perceived value, buying predisposition, and satisfaction are
instrumental in articulating behaviors, attitudes, and intentions to adopt
mobile shopping (Anshari et al., 2021; Dewi et al., 2020; Ghazali et al.,
2018; Liu et al., 2020; Sharma et al., 2018; Tarhini et al., 2019), constitut-
ing motivational factors in purchasing products and services (Cho & Son,
2019; Graf-Vlachy et al., 2018; Loh et al., 2021; Roy et al., 2020; Seeger et
al., 2019; Touzani et al., 2018). Consumer use behavior in relation to mo-
bile payment services and apps (Bhattacharya & Anand, 2019; Dasgupta &
Gupta, 2019; Kaur et al., 2020; Marriott & Williams, 2018; Pantano &
Vannucci, 2019; Rodriguez-Torrico et al., 2020) is configured by consumer
perceived value and motivation, online convenience, continuance intention,
and impulse buying behavior (Chopdar & Balakrishnan, 2020; Kim ef al.,
2021; Patel et al., 2020). Mobile commerce apps and mobile payment tools
influence consumer usage intention, shopping behavior patterns, and per-
ceived quality, risk, and trust in terms of technology acceptance, adoption,
and effectiveness, according to user experience and innovativeness (Bailey
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et al., 2020; Kalini¢ et al., 2020; Kang & Namkung, 2019; McLean et al.,
2020; Tyrvéinen & Karjaluoto, 2019; Zafar et al., 2021).

Customer engagement, satisfaction, and loyalty in using online shopping
and payment services are shaped by technological expertise, reliability, and
performance (Boardman & McCormick, 2018; McLean, 2018; Nel &
Boshoff, 2019; Phong et al., 2018; Siyal et al., 2021; Vahdat et al., 2020).
Consumer attitudes and behaviors as regards acceptance and adoption of
mobile shopping apps and Internet-enabled consumer devices have resulted
in the rise of data-driven systems furthered by the cutting-edge develop-
ments (Chopdar et al., 2018; Jung et al., 2020; Li & Ku, 2018; Madan &
Yadav, 2018; Mamun et al., 2020; Talwar et al., 2020a; Verkijika, 2020).
The consumer purchase decision-making process in mobile app-based mar-
keting develops on the widespread adoption of smartphones and the ensu-
ing harnessing of information technologies (Chi et al., 2021; Chopdar &
Sivakumar, 2019; Fazal-e-Hasan et al., 2021; Ho & Rezaei, 2018; Singh et
al., 2020; Talwar et al., 2020b).

Mobile shopping applications and payment services determine ground-
breaking technological developments associated with consumer behavioral
intention and adoption intention, shaping satisfaction to purchase products
and services by use of smart retail systems (Cheong ef al., 2019; Dahabiyeh
et al., 2020; Gong et al., 2018; Liébana-Cabanillas et al., 2020; Park et al.,
2019; Tueanrat et al., 2021). The dissemination of digital technologies as-
sociated with customers’ intentions to accept and adopt shopping app-based
mobile commerce configure users’ expectations of groundbreaking devices,
reducing perceived risk and trust (Brusch & Rappel, 2020; Gro8, 2018; Li,
2019; Pandey & Chawla, 2019; Sabir, 2020; Sarkar et al., 2020; Sohn &
Grof3, 2020). Mobile shopping platform features and user technological
readiness assist in improving consumer engagement and willingness to
accept and adopt mobile commerce apps (Camoiras-Rodriguez & Varela,
2020; Chen, 2018; Dhiman et al., 2020; Gro & Sohn, 2021; Nel &
Boshoff, 2020; Patil et al., 2020; Saha et al., 2021).

Method

A systematic review of recently published literature was carried out on
technological adoption of mobile commerce apps by employing Preferred
Reporting Items for Systematic Reviews and Meta-analysis (PRISMA)
guidelines. The flow diagram, produced by employing a Shiny app, pre-
sents the stream of evidence-based collected and processed data through the
various steps of a systematic review, designing the amount of identified,
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included and removed records, and the justifications for exclusions. The
inclusion criteria were (i) articles included in the Web of Science, Scopus,
and ProQuest databases, (ii) publication date between 2018 and 2021, (iii)
written in English, (iv) being an original empirical research or review arti-
cle, and (v) particular search terms covered; (i) conference proceedings, (ii)
books, and (iii) editorial materials were eliminated from the analysis. The
Systematic Review Data Repository was used, a software program for the
gathering, handling, and analysis of data for the systematic review. This
Web-based collaborative resource is configured as an archive and tool har-
nessed in data extraction through transparent, efficient, and reliable quanti-
tative techniques. Elaborate extraction forms can be set up, meeting the
needs of research questions and study designs. The quality of the academic
articles was determined by harnessing the Mixed Method Appraisal Tool,
a critical appraisal instrument that tests content validity and usability of all
selected studies in terms of screening questions, type of design, correspond-
ing quality criteria, and overall quality score. Extracting and inspecting
publicly accessible files (scholarly sources) as evidence, before the research
began no institutional ethics approval was required. (Figure 1)

Throughout February and March 2021, a quantitative literature review
of the Web of Science, Scopus, and ProQuest databases was carried out,

LR T3

with search terms comprising “mobile shopping app”, “mobile commerce
platform”, “mobile payment service”, “Internet-enabled consumer device”,
“consumer technological adoption”, and “mobile shopping behavior”. The
search terms were determined as being the most employed words or phrases
across the analyzed literature. As research published between 2018 and
2021 was analyzed, only 330 articles met the suitability criteria. By remov-
ing questionable or indeterminate findings (insubstantial/inconsequent da-
ta), results unconfirmed by replication, too imprecise content, or having
quite similar titles, 66, chiefly empirical, sources were selected (Tables 1

and 2).

Consumer use behavior in relation to mobile payment services and
apps

The swift increase in smartphone adoption and technological breakthroughs
as regards mobile devices facilitate the payment for products and services
(Anshari et al., 2021; Jung et al., 2020; Talwar et al., 2020a; Throne &
Lazaroiu, 2020; Verkijika, 2020), in addition to money transfer between
individuals. Huge volumes of user-related big data gathered from mobile
payment services assist advertisers and marketers in better grasping their
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target consumer behavior. Integrating mobile payment services into mobile
advertising campaigns assist in assessing precisely the return on invest-
ment. The subsequent upside of mobile payment services is not confined to
enhancing consumers’ activities by supplying value-added services, as it
encompasses the collection of large-scale data as regards users’ mobile
platform consumption, furthering the concrete prediction of consumer be-
haviors and configuring coherent advertising campaigns. Ease of use is
arelevant predictor of users’ adoption of mobile payment services. Affect
and anticipated regret positively shape behavioral intentions in relation to
mobile payments. Perceived information quality, ability, and benefit influ-
ence positive word of mouth, while perceived cost, risk, and uncertainty
bring about negative word of mouth, as regards continued intention to em-
ploy mobile payments. Adoption of mobile payments may improve the
performance of financial entities and the supplying of groundbreaking ser-
vices with the aim of customer satisfaction.

Mobile payment services are progressively adopted (Bailey et al., 2020;
Kalini¢ et al., 2020; Kaur et al., 2020; Liébana-Cabanillas et al., 2020; Loh
et al., 2021; Nica et al., 2021; Park et al., 2019; Patil et al., 2020; Sharma
et al., 2018) for enhancing the scale, output, and relative importance of
mobile shopping apps. Performance expectancy, grievance redressal, and
intention to use constitute positive predictors of consumer use behavior in
relation to mobile payment. Intention to use is considerably driven by so-
cial influence, attitude, and facilitating conditions. Risk, usage, and value
barriers are negatively related to intentions to employ mobile payment solu-
tions. Mobile payment may assist established brick-and-mortar retailers in
improving the quality of customer service. Perceived ease of use, innova-
tiveness, and stress determine the perceived convenience of mobile pay-
ment services. Trust does not constitute a relevant determinant of switching
intention to mobile payment, but perceived security and privacy is. Social
influence and technology anxiety shape upsides of mobile payment ser-
vices. Convenience, satisfaction, and economic upsides positively influence
attitudes, but experiential benefit brings about negative consequences. Atti-
tudes positively affect the intention to use mobile payment services. Men
are more predisposed than women to adopt mobile payments and conse-
quently less impacted by the associated potential risks. Men are more readi-
ly affected by their social environment and women are more impacted by
their personal innovativeness.

Technological-based consumer adoption of mobile shopping throughout
social commerce (Lazaroiu et al., 2021; Li, 2019; Saha et al., 2021; Sohn &
Grof3, 2020; Tyrvidinen & Karjaluoto, 2019) harnesses social networking
capabilities and encompasses characteristics that stimulate mobile shopping
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apps users to share personal experiences. Users employ social networking
sites to configure purchasing decisions and enable the advancement of ad-
vertising and promotion approaches. Social commerce constructs impact
social interactions with regard to cognitive states (e.g., social presence to-
gether with informational and emotional support) and affective states (e.g.,
conventionality and contiguity), without affecting considerably social
shopping intention. Social presence and informational support shape trust
intention in product recommendations. Familiarity is relevantly impacted
by informational and emotional support and much less by social presence.
Familiarity impacts closeness, subsequently affecting trust in product rec-
ommendations that shapes social shopping intention, while informational
support does not. Social commerce sites determine mobile shopping apps
users’ virtual experiences in addition to their intentions to buy products.
Mobile shopping apps users customarily browse online stores by use of
mobile channels while rarely carrying out transactions through them. Task-
and channel-related determinants are pivotal to mobile purchasing inten-
tions whose inhibitors are changeable. Consumer experiences with mobile
purchasing moderates the determinants hindering mobile purchasing inten-
tions. The beliefs of mobile shopping apps users as regards pre-buying
activities influence mobile purchasing intentions. Online purchases rein-
force environmental sustainability by cutting down the volume of shopping
trips. Online convenience may consolidate online purchasing intention,
resulting in environmental sustainability. Experienced users influence the
link between service gratification and customer satisfaction. Contented
users aim to remain online for an increased period of time and intend to pay
more. Customers incline towards utilitarian upsides in the preliminary
phases of use, when are short of experience on mobile channels. In subse-
quent phases, customers appreciate hedonic characteristics more. By turn-
ing a mobile channel into a purchasing one, retailers can articulate more
coherent and more enjoyable user experiences (Table 3).

Consumer behaviors, attitudes, and intentions to adopt mobile shop-
ping

User co-creation behavior, reaction, and experiential values (Chi et al.,
2021; Dahabiyeh et al., 2020; Graf-Vlachy et al., 2018; Gray-Hawkins &
Lazaroiu, 2020; Nel & Boshoff, 2019; Seeger et al., 2019; Talwar et al.,
2020b; Tueanrat et al., 2021) constitute pivotal characteristics of customer
journey contentment. The main conclusions of these studies indicate that
mobile shopping apps users’ eagerness and social network pressure consti-
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tute significant consumer behavior determinants that continue notwith-
standing the level of risk related to technology adoption. The resistant user
behavior to digital innovations is as relevant to grasp as adoption behavior.
User experience positively impacts engagement behavior furthered by us-
er—company and user—employee identification. User epistemic motivation
impacts the mediated consequences of user experience on engagement be-
havior by user—employee identification. Mobile shopping-service experi-
ence may diminish mobile-service use resistance by disorganizing mobile
shopping apps users’ habit-inertia behavior. By employing the retailer’s
mobile service with the aim of product information and purchasing prod-
ucts by adopting other retailers’ mobile service, cumulated experience re-
duces the positive but unwanted impact of habit with regard to online-
service inertia. The mobile Internet as a purchasing channel has surpassed
the desktop device-based Internet, shaping shopping apps users’ behavior.
Mobile channel usage is associated positively with product returns as re-
gards purchases made by use of mobile devices and ones through desktop
devices. As a result of new channels, mobile shopping apps users’ infor-
mation environment is modified enough to influence their decision accura-
cy. Social influence thoroughly impacts human behavior and thus consumer
mobile shopping apps adoption.

Positive attitudes in relation to mobile shopping apps (Kang &
Namkung, 2019; Lyons & Lazaroiu, 2020; McLean, 2018; McLean et al.,
2020; Singh et al., 2020) lead to extensive purchasing frequency and loyal-
ty towards the brand. The main conclusions of these studies indicate that
smartphone screen size shapes consumer attitudes and behaviors. Ease of
use, convenience, perceived risk, and attitude impact consumers’ intention
to employ mobile shopping apps. Information quality and source credibility
influence perceived convenience and ease of use that are both determinants
of mobile shopping apps users’ confidence, attitudes, and behavioral inten-
tions. Users having significant buying frequency rates are likely to handle
messages by using the central route, while users having reduced purchasing
frequency rates adopt the peripheral route. Satisfaction determines mobile
app engagement in relation to initial adoption. Utilitarian determinants are
more pivotal with regard to engagement after perpetual retention. Engage-
ment impacts positive brand attitudes and loyalty towards the brand. Per-
ceived ease of use and convenience, together with satisfaction, impact en-
gagement with a mobile commerce app, while app personalization drives
engagement. Utilitarian parameters as regards perceived ease of use and
convenience are pivotal on engagement by use of a retailer’s mobile com-
merce app, subsequent to perpetual retention. The location of use impacts
the variables determining engagement with a mobile commerce app.
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Attitudinal and behavioral patterns, habits, and motivations (e.g., per-
ceived value, appealing characteristics, and psychological features) (Cho &
Son, 2019; Cooper et al., 2021; Rodriguez-Torrico et al., 2020; Touzani et
al., 2018; Vahdat et al., 2020; Zafar et al., 2021) are instrumental in mobile
shopping apps users’ connectedness. The main conclusions of these studies
indicate that perceived usefulness does not impact attitude in relation to
mobile app use. Perceived ease of use, intention to buy, and social and peer
influence display positive consequences. Emotions positively impact the
assessment of mobile shopping apps experience, enhancing the attitude in
relation to the digital store. Excessive consumption originates in impulsive
shopping. Mobile shopping apps users tend to spend more as a result of the
customized environment of social media. Personalized advertising positive-
ly drives the predisposition to purchase on the spur of the moment by im-
pulse buying tendency. Mobile shopping apps users’ attitude stimulates
them to purchase impulsively. Impulsive predispositions positively deter-
mine sustainable purchasing decisions. Environmental knowledge decreas-
es the impulsive predispositions of mobile shopping apps users. Social con-
nectedness positively affects mobile shopping apps users’ perceptions of
ease of use, convenience, and satisfaction, impacting their social commerce
attitude and intention adoption. Social connectedness drives attitudes in
relation to social commerce by utilitarian and hedonic considerations of
social commerce.

Users’ behavioral intention in relation to mobile commerce adoption
(Chopdar et al., 2018; Chopdar & Sivakumar, 2019; Dhiman et al., 2020;
Ghazali et al., 2018; Ho & Rezaei, 2018; Kim et al., 2021; Lazaroiu et al.,
2020; Madan & Yadav, 2018; Tarhini ef al., 2019) is considerably affected
by information quality, hedonic motivation, habit, facilitating conditions,
performance expectancy, service quality, confidence, and price value. The
main conclusions of these studies indicate that perceived innovativeness
positively impacts mobile shopping apps users’ attitude. Behavioral inten-
tions are influenced by subjective norm, consumer attitude, and perceived
behavioral control. Habit predicts both continuance intention and use be-
havior, while perceived risk does not affect considerably post-acceptance
consumer behavior. Age and gender moderate the impact of hedonic moti-
vation, personal innovativeness, and perceived critical mass on mobile
shopping behavioral intention. Perceived ease of use, convenience, and
behavioral control, in addition to attitudes, trust, and personal innovative-
ness shape user intentions in relation to mobile shopping adoption. As mo-
bile shopping represents a personalized operation entailing money transac-
tions, users are more prudent as regards adoption intentions without com-
plying with social norms injudiciously. The link between subjective norms
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and behavioral intention to adopt mobile shopping is not relevant. Per-
ceived risks impact mobile shopping app adoption. Cultural features may
moderate the consequences of consumer’s privacy risk and security risk on
behavioral intention and use behavior. User socialization clarifies behavior-
al intention of social commerce apps adoption. Post-usage convenience,
social commerce communication, behavioral control, subjective norm, vir-
tual community trust, perceived satisfaction, and attitude in relation to the
apps constitute previous circumstances of behavioral intention as regards
social commerce purchase decisions. Social media communication platform
are decisive in consumer decision making with the aim of online product
purchases. Personal innovativeness constitutes the most significant predic-
tor of behavioral intention (Table 4).

Consumer motivational factors in purchasing products and services by
use of mobile shopping apps

Cutting-edge technological developments associated with customer behav-
ior in relation to mobile commerce apps (Chopdar & Balakrishnan, 2020;
Grof3 & Sohn, 2021; Konecny et al., 2021; Nel & Boshoff, 2020; Roy et
al., 2020) have resulted in the rise of data-driven systems across brick-and-
mortar stores. The main conclusions of these studies indicate that relative
upside, perceived intricacy or attractiveness, stream experience, satisfac-
tion, retailer assistance, technology readiness, and confidence in user per-
ception of shopping effectiveness shape customer adoption intentions.
Online shoppers incline towards buying products by employing the retailer
desktop website, and not the mobile website on a smartphone. Because of
cognitive dissonance, users employing only desktop purchasing undervalue
perceived attractiveness of mobile website transaction. Perceiving in-
creased cognitive endeavor is grasped in mobile website purchasing to pre-
serve consistency with their inertia. Perceived omnipresence and mobile
commerce app incentives boost the state of impulsiveness and perceived
value. Satisfying experience is positively built by impulsiveness that im-
pacts customer repurchasing intention negatively. Age negatively moder-
ates impulsiveness in relation to satisfying experience and repurchasing
intention, but satisfying experience enhances customer repurchasing inten-
tion indirectly. User acceptance of mobile shopping amplifies order rate
and volume. Both intrinsic and extrinsic beliefs influence user acceptance
of mobile shopping. User shopping orientations affect the beliefs of mobile
shopping. The more intensified the users’ novelty-seeking inclination,
brand consciousness, and impulsiveness, the more amplified the perceived
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convenience and satisfaction of mobile shopping. Mobile shopping apps
users’ convenience consciousness diminishes the perceived satisfaction.
Mobile social apps extend throughout consumer attitudes and behaviors
(Brusch & Rappel, 2020; Fazal-e-Hasan et al., 2021; Gong et al., 2018;
Mamun et al., 2020; Pandey & Chawla, 2019; Patel et al., 2020) by the
widespread adoption of smartphones. The main conclusions of these studies
indicate that user retention with mobile social apps is instrumental for app-
related firms. Trust determined by consumer enjoyment and perceived crit-
ical mass is decisive in affecting the continuance intention of mobile shop-
ping apps use. Tie strength impacts negatively the link between trust and
mobile social app continuance intention. Tie strength and perceived critical
mass affect the continuance intention of less experienced consumers. The
impact of frequency is closely related to the continuance intention of ex-
tremely experienced consumers. Trust is instrumental in shaping the con-
tinuance intention of experienced consumers, while clarifying that continu-
ance intention drivers are dissimilar among consumers having varying ex-
periences. Perceived risk, trust, and enjoyment, in addition to performance
expectancy, significantly influence the extensiveness of social media adop-
tion, thereby affecting user engagement. Perceived novelty, usefulness, and
compatibility constitute antecedents to users’ intentions to adopt smart re-
tail technology. Perceived risk of smart retail technology decreases custom-
ers’ predispositions to use it. Perceived satisfaction, social influence, and
innovativeness determine the discrimination levels of mobile commerce
service users. Perceived enjoyment influences considerably the intention to
use instant shopping. Mobile shopping app-interface quality impacts per-
ceived enjoyment directly and consumer purchasing intention indirectly.
The dissemination of digital technologies associated with customers’ in-
tentions to adopt smart retail technology (Camoiras-Rodriguez & Varela,
2020; Cheong et al., 2019; Dasgupta & Gupta, 2019; Liu et al., 2020; Pan-
tano & Vannucci, 2019; Sabir, 2020; Sarkar et al., 2020; Siyal et al., 2021)
is swiftly booming in the physical stores because of the cutting-edge devel-
opments and mobile shopping apps users’ expectations of groundbreaking
devices. The main conclusions of these studies indicate that mobile com-
merce covers mobile web browsers and smartphone shopping apps. Users’
value consciousness and shopping enjoyment impact mobile shopping in-
tention indirectly. Shopping enjoyment is associated with usefulness and
value consciousness is associated with both usefulness and ease of use.
Product design represents a dynamic component that involves users’ expe-
riential value, intensifying their satisfaction. Affect thoroughly mediates the
link between symbolic dimension and contentment. The prolonged sustain-
ability of mobile app-based services is contingent upon the level of user
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satisfaction. Decision-making styles impact the mobile shopping apps
adoption. Convenience and risk perceptions are dissimilar across users
having distinct decision-making styles. Enjoyment and customization im-
pact users’ arousal and pleasure. Input, visuality, and economic upsides
drive user’s arousal, resulting in increased consumer pleasure. Arousal and
pleasure impact impulsive buying. Espoused cultural characteristics affect
consumer acceptance and adoption of the Internet technology.

The fashionableness of online social networks has influenced the shop-
ping decisions of mobile shopping apps users (Bhattacharya & Anand,
2019; Dewi et al., 2020; Li & Ku, 2018; Marriott & Williams, 2018; Phong
et al., 2018) on social commerce sites. The main conclusions of these stud-
ies indicate that the push effect, as regards low transaction efficiency, dis-
courages consumers from using e-commerce sites. The pull effect (e.g.,
self-presentation in addition to social presence, support, and benefit) exert
influence on consumers to social commerce sites. Performance and effort
expectancy together with personal innovativeness drive mobile shopping
apps adoption. Anxiety displays a negative and relevant link with online
buying intention particularly for women. The online consumer shopping
criteria have been reconfigured throughout the digitized marketing envi-
ronment towards a fashionable and dynamic market-oriented lifestyle, as-
sisting online marketers in providing superior customer value with en-
hanced service quality to ensure mobile shopping apps user retention. Alt-
hough mobile device usage is extremely high, use for mobile shopping
activities is quite reduced. Confidence and risk perceptions have dissimilar
consequences on users’ mobile shopping intention. Mobile shopping repre-
sents the fashionable trend for companies to conduct business, with signifi-
cant upsides over electronic and traditional shopping.

The marketing determinants influencing user mobile shopping (Board-
man & McCormick, 2018; Chen, 2018; Grof3, 2018) need elucidation. The
main conclusions of these studies indicate that price comparison and pur-
chasing independence option, platform use habit, and promotion marketing
quality are relevantly related to consumers’ mobile shopping apps/websites
adoption. Promotion, price, and product marketing quality influence con-
sumer satisfaction with regard to mobile shopping apps/websites. Both
consumer adoption and user satisfaction concerning mobile shopping
apps/websites are pivotal in stimulating their continuous use intention. User
satisfaction is instrumental in branding and relationship administration of
mobile shopping apps/websites. Price comparison and purchasing inde-
pendence option are relevantly related to consumer adoption of mobile
shopping apps/websites as a result of the practical access enabled by shop-
ping service mobility. Product, price and promotion may shape a conven-
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ient lifestyle accommodating mobile shopping users. The relevant conse-
quences of both system use and consumer gratification in triggering users’
incessant mobile shopping intention configures a positive relationship be-
tween consumers’ mobile shopping apps/websites adoption to their main-
taining the associated behavior. Utilitarian and hedonic shopping value
determines user gratification with a significant level of compatibility belief.
Vendor trust and social value are significant for consumers having a re-
duced level of compatibility belief. The mobile shopping loyalty of users
having a reduced level of compatibility belief is essentially driven by con-
sumer perception of vendor trust. Mobile commerce constitutes the adopted
purchasing channel for the young adults, but its acceptance and motivations
to use diminishes with age. Electronic commerce represents the most fash-
ionable purchasing channel because of satisfaction, option, adven-
ture/exploration, in addition to idea shopping (Table 5).

Discussion

We integrate our systematic review throughout research indicating how
consumer adoption of mobile shopping apps is articulated by: consumer use
behavior as regards mobile payment services and apps (Anshari et al.,
2021; Chopdar et al., 2018; Graf-Vlachy et al., 2018; Li, 2019; Nel &
Boshoff, 2020; Saha et al., 2021; Touzani et al., 2018); consumer behav-
iors, attitudes, and intentions to adopt mobile shopping (Bailey et al., 2020;
Chopdar & Sivakumar, 2019; GroB, 2018; Liébana-Cabanillas et al., 2020;
Pandey & Chawla, 2019; Sarkar et al., 2020; Tueanrat et al., 2021); and
consumer motivational factors in purchasing products and services by use
of mobile shopping apps (Bhattacharya & Anand, 2019; Chopdar & Bala-
krishnan, 2020; Grof3 & Sohn, 2021; Liu et al., 2020; Pantano & Vannucci,
2019; Seeger et al., 2019; Tyrvidinen & Karjaluoto, 2019) — all of them
configuring users’ behavioral intention in relation to mobile commerce
adoption (Research Question 1). Mobile social apps extend throughout
consumer attitudes and behaviors by the widespread adoption of
smartphones. The swift increase in smartphone adoption and technological
breakthroughs as regards mobile devices (Dabija & Lung, 2019) facilitate
the payment for products and services. Technological-based consumer
adoption of mobile shopping throughout social commerce (Chen, 2018;
Dhiman et al., 2020; Kang & Namkung, 2019; Marriott & Williams, 2018;
Phong et al., 2018; Sohn & Gro8, 2020) harnesses social networking capa-
bilities. Cutting-edge technological developments associated with customer
behavior in relation to mobile commerce apps (Barbu et al., 2021) have
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resulted in the rise of data-driven systems. The dissemination of digital
technologies associated with customers’ intentions to adopt smart retail
technology is furthered by the cutting-edge developments (Valaskova ef al.,
2021b) and mobile shopping apps users’ expectations of groundbreaking
devices (Research Question 2).

Our research complements recent analyses clarifying how shopping
app-based mobile commerce acceptance associated with the ensuing har-
nessing of information technologies encompass factors that are pivotal in
the consumers’ decision-making to shift from cash to mobile payment.
Thus customer use of in-store smart technology is shaped, the adoption of
digital products and services is influenced (Kliestik et al., 2021), user inten-
tions and consumer behavior are driven (Ginevicius et al., 2020), and con-
sumers’ system adoption and satisfaction in accessing mobile shopping
apps/websites are determined. Consequently, users’ online buying intention
is impacted (Boardman & McCormick, 2018; Dahabiyeh et al., 2020; Ho &
Rezaei, 2018; Loh et al., 2021; Park et al., 2019; Sharma et al., 2018;
Vahdat et al., 2020), mobile shopping adoption intention is affected (Bru-
sch & Rappel, 2020; Dasgupta & Gupta, 2019; Jung et al., 2020; Madan &
Yadav, 2018; Patel er al., 2020; Singh et al., 2020; Verkijika, 2020), and
behavioral intention and usage of mobile payment services and apps are
configured (Camoiras-Rodriguez & Varela, 2020; Dewi et al., 2020; Kali-
ni¢ et al., 2020; Mamun et al., 2020; Patil et al., 2020; Siyal et al., 2021;
Zafar et al., 2021) (Research Question 3).

We elucidate, by cumulative evidence, previous research demonstrating
how adoption of Internet-enabled consumer devices in mobile shopping
behavior and attitudes (Cheong et al., 2019; Fazal-e-Hasan et al., 2021;
Kaur et al., 2020; McLean, 2018; Rodriguez-Torrico et al., 2020; Talwar et
al., 2020a) shapes satisfaction and intention to purchase products and ser-
vices (Geamadnu, 2011a, b) by use of mobile payment apps. Mobile shop-
ping platform features and user technological readiness configure consum-
ers’ expectations and demands (Stefko et al., 2019) as regards mobile re-
tailing adoption by continuing acceptance of mobile shopping apps and
payment services. The consumer purchase decision-making process in mo-
bile app-based marketing involves consumer engagement and willingness
(Chi et al., 2021; Ghazali et al., 2018; Kim et al., 2021; McLean et al.,
2020; Roy et al., 2020; Talwar et al., 2020b) to adopt mobile commerce
apps. Consumer behavioral intention and adoption intention in relation to
mobile shopping apps/websites (Cho & Son, 2019; Gong et al., 2018; Li &
Ku, 2018; Nel & Boshoff, 2019; Sabir, 2020; Tarhini et al., 2019) are de-
veloped on perceived risk and trust consequences (Research Question 4).
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Conclusions

Relevant research has investigated whether mobile social apps extend
throughout consumer attitudes and behaviors by the widespread adoption of
smartphones. This systematic literature review presents the published peer-
reviewed sources covering consumer adoption of mobile shopping apps and
Internet-enabled consumer devices in mobile shopping behavior. The re-
search outcomes drawn from the above analyses indicate that groundbreak-
ing technological developments associated with customer behavior in rela-
tion to mobile commerce apps determine shopping app-based mobile com-
merce acceptance. The dissemination of digital technologies associated
with customers’ intentions to adopt smart retail technology shapes satisfac-
tion and intention to purchase products and services by use of mobile pay-
ment apps.

Adoption of Internet-enabled consumer devices in mobile shopping be-
havior and attitudes associated with the ensuing harnessing of information
technologies have resulted in the rise of data-driven systems furthered by
the cutting-edge developments and mobile shopping apps users’ expecta-
tions of groundbreaking devices.

The consumer purchase decision-making process in mobile app-based
marketing configures consumers’ expectations and demands as regards
mobile retailing adoption by continuing acceptance of mobile shopping
apps and payment services. Mobile shopping platform features and user
technological readiness are developed on perceived risk and trust conse-
quences. Consumer behavioral intention and adoption intention in relation
to mobile shopping apps/websites involve consumer engagement and will-
ingness to adopt mobile commerce apps.

Consumer perceived value and motivation, online convenience, contin-
uance intention, and impulse buying behavior shape mobile commerce
adoption and effectiveness. Mobile commerce apps and mobile payment
tools influence users’ attitudes and behaviors in terms of satisfaction, reli-
ance, and loyalty, configuring consumer experience and innovativeness,
acceptance and adoption intention, perceived risk and trust, and technologi-
cal expertise. Behavioral intention to leverage mobile technologies impacts
the technology acceptance of online shopping services as regards perceived
quality, reliability, and performance. The efficiency of the mobile com-
merce systems and apps articulate shopping behavior patterns, customer
engagement, and usage intention.
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Limitations, implications, and further directions of research

By analyzing only articles published in journals indexed in the Web of
Science, Scopus, and ProQuest databases between 2018 and 2021, relevant
sources on technological adoption of mobile commerce apps may have
been omitted. Limitations of this research comprise particular kinds of pub-
lications (original empirical research and review articles) discounting oth-
ers (conference proceedings articles, books, and editorial materials). The
scope of our study also does not move forward the inspection of intricate
connections between Internet-enabled consumer devices and mobile pay-
ment services.

Subsequent analyses should develop on consumer behaviors, attitudes,
and intentions to adopt mobile shopping so as to configure consumer moti-
vational factors in purchasing products and services by use of mobile shop-
ping apps. Future research should thus investigate how the swift increase in
smartphone adoption and technological breakthroughs as regards mobile
devices and artificial intelligence decision support may drive mobile shop-
ping addiction in live e-commerce by optimized customer immersion expe-
rience. Subsequent attention should be directed to how technological-based
consumer adoption of mobile shopping apps throughout social commerce
can improve the payment for products and services across digital retail
operations.
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Annex

Table 1. Topics and types of paper identified and selected

Topic Identified Selected
mobile shopping app 72 15
mobile commerce platform 68 13
mobile payment service 42 9
Internet-enabled consumer device 39 8
consumer technological adoption 43 9
mobile shopping behavior 66 12
Type of paper

original research 280 64
review 13 2
conference proceedings 29 0
book 2 0
editorial 6 0

Note: Some topics overlap.

Table 2. Summary of evidence in relation to focus topics and descriptive outcomes

(research results)

Consumer adoption of mobile shopping apps is articulated by:
consumer use behavior in relation to mobile payment services
and apps; consumer behaviors, attitudes, and intentions to adopt
mobile shopping; and consumer motivational factors in
purchasing products and services by use of mobile shopping
apps — all of them configuring users’ behavioral intention in
relation to mobile commerce adoption.

Anshari et al., 2021; Dewi et al.,
2020; Jung et al., 2020; Madan
& Yadav, 2018; Saha et al.,
2021; Sohn & Grof3, 2020;
Touzani et al., 2018

Mobile social apps extend throughout consumer attitudes and
behaviors by the widespread adoption of smartphones.

Cheong et al., 2019; Cho & Son,
2019; Li & Ku, 2018; Mamun et
al., 2020; Talwar et al., 2020;
Tarhini et al., 2019

The swift increase in smartphone adoption and technological
breakthroughs as regards mobile devices facilitate the payment
for products and services.

Bailey et al., 2020; Kalini¢ et
al., 2020; Kaur et al., 2020; Park
et al., 2019; Sharma et al., 2018;
Singh et al., 2020; Verkijika,
2020

Technological-based consumer adoption of mobile shopping
throughout social commerce harnesses social networking
capabilities.

Chi et al, 2021; Kang &
Namkung, 2019; Li, 2019; Patil
et al., 2020; Talwar et al., 2020;
Zafar et al., 2021

Cutting-edge technological developments associated with
customer behavior in relation to mobile commerce applications
have resulted in the rise of data-driven systems.

Chopdar & Balakrishnan, 2020;
Liu et al., 2020; Phong et al.,
2018; Rodriguez-Torrico et al.,
2020; Seeger et al., 2019

The dissemination of digital technologies associated with
customers’ intentions to adopt smart retail technology is
furthered by the cutting-edge developments and mobile
shopping apps users’ expectations of groundbreaking devices.

Brusch & Rappel, 2020; Fazal-e-
Hasan et al., 2021; Ho & Rezaei,
2018; Nel & Boshoff, 2019;
Pantano & Vannucci, 2019;
Tyrviinen & Karjaluoto, 2019




Table 2. Summary of evidence in relation to focus topics and descriptive outcomes

(research results)

Shopping app-based mobile commerce acceptance associated
with the ensuing harnessing of information technologies
encompasses factors that are pivotal in the consumers’
decision-making to shift from cash to mobile payment, that
shape customer use of in-store smart technology, that influence
the adoption of digital products and services, that drive user
intentions and consumer behavior, that determine consumers’
system adoption and satisfaction in accessing mobile shopping
apps/websites, that impact users’ online buying intention, that
affect mobile shopping adoption intention, and that shape
behavioral intention and usage of mobile payment services and

apps.

Bhattacharya & Anand, 2019;
Camoiras-Rodriguez & Varela,
2020; GroB, 2018; Loh et al.,
2021; Patel et al., 2020; Sabir et
al., 2020; Siyal et al., 2021

Adoption of Internet-enabled consumer devices in mobile
shopping behavior and attitudes shapes satisfaction and
intention to purchase products and services by use of mobile
payment apps.

Boardman & McCormick, 2018;
Dasgupta & Gupta, 2019;
Liébana-Cabanillas et al., 2020;
McLean et al., 2020; Nel &
Boshoff, 2020; Tueanrat et al.,
2021

Mobile shopping platform features and user technological
readiness configure consumers’ expectations and demands as
regards mobile retailing adoption by continuing acceptance of
mobile shopping applications and payment services.

Ghazali et al., 2018; Graf-
Vlachy et al, 2018; Grof &
Sohn, 2021; Pandey & Chawla,
2019; Roy et al., 2020

The consumer purchase decision-making process in mobile
app-based marketing involves consumer engagement and
willingness to adopt mobile commerce apps.

Dhiman et al., 2020; Gong et al.,
2018; Kim et al., 2021; McLean,
2018; Sarkar et al., 2020

Consumer behavioral intention and adoption intention in
relation to mobile shopping apps/websites are developed on
perceived risk and trust consequences.

Chen, 2018; Chopdar et al.,
2018; Chopdar & Sivakumar,
2019; Dahabiyeh er al., 2020;
Marriott & Williams, 2018;
Vahdat et al., 2020

Table 3. Consumer use behavior in relation to mobile payment services and apps

The swift increase in smartphone adoption and technological
breakthroughs as regards mobile devices facilitate the payment for
products and services, in addition to money transfer between
individuals. Affect and anticipated regret positively shape behavioral
intentions in relation to mobile payments.

(Anshari et al., 2021; Jung
et al., 2020; Talwar et al.,
2020; Throne & Lazaroiu,
2020; Verkijika, 2020)

Mobile payment services are progressively adopted for enhancing
the scale, output, and relative importance of mobile shopping apps.

(Bailey et al., 2020;
Kalini¢ et al., 2020; Kaur

Convenience, satisfaction, and economic upsides positively influence et al, 2020; Liébana-
attitudes, but experiential benefit brings about negative Cabanillas er al, 2020;
consequences. Loh et al., 2021; Nica et
al., 2021; Park et al., 2019;
Patil et al., 2020; Sharma
etal., 2018)
Technological-based consumer adoption of mobile shopping (Lazéaroiu et al., 2021; Li,

throughout social commerce harnesses social networking capabilities
and encompasses characteristics that stimulate mobile shopping apps
users to share personal experiences. Social commerce sites determine
mobile shopping apps users’ virtual experiences in addition to their
intentions to buy products.

2019; Saha et al., 2021;
Sohn & GroB, 2020,
Tyrvdinen & Karjaluoto,
2019)




Table 4. Consumer behaviors, attitudes, and intentions to adopt mobile shopping

User co-creation behavior, reaction, and experiential values
constitute pivotal characteristics of customer journey contentment.
The mobile Internet as a purchasing channel has surpassed the
desktop device-based Internet, shaping shopping apps users’
behavior.

(Chi et al., 2021; Dahabiyeh
et al., 2020; Graf-Vlachy et
al., 2018; Gray-Hawkins &
Lazaroiu, 2020; Nel &
Boshoff, 2019; Seeger et al.,
2019; Talwar et al, 2020;
Tueanrat et al., 2021)

Positive attitudes in relation to mobile shopping apps lead to
extensive purchasing frequency and loyalty towards the brand.
Information quality and source credibility influence perceived
convenience and ease of use that are both determinants of mobile
shopping apps users’ confidence, attitudes, and behavioral
intentions.

(Kang & Namkung, 2019;
Lyons & Lazdroiu, 2020;
McLean, 2018; McLean et
al., 2020; Singh et al., 2020)

Attitudinal and behavioral patterns, habits, and motivations (e.g.,
perceived value, appealing characteristics, and psychological
features) are instrumental in mobile shopping apps users’
connectedness. Mobile shopping apps users tend to spend more as
a result of the customized environment of social media.

(Cho & Son, 2019; Cooper et
al., 2021; Rodriguez-Torrico
et al., 2020; Touzani et al.,
2018; Vahdat et al., 2020;
Zafar et al., 2021)

Users’ behavioral intention in relation to mobile commerce
adoption is considerably affected by information quality, hedonic
motivation, habit, facilitating conditions, performance expectancy,
service quality, confidence, and price value. Perceived ease of use,
convenience, and behavioral control, in addition to attitudes, trust,
and personal innovativeness shape user intentions in relation to
mobile shopping adoption.

(Chopdar et al, 2018;
Chopdar & Sivakumar, 2019;
Dhiman et al., 2020; Ghazali
et al., 2018; Ho & Rezaei,
2018; Kim et al., 2021;
Lazaroiu et al., 2020; Madan
& Yadav, 2018; Tarhini et al.,
2019)

Table 5. Consumer motivational factors in purchasing products and services by use

of mobile shopping apps

Cutting-edge  technological ~developments associated with
customer behavior in relation to mobile commerce applications
have resulted in the rise of data-driven systems across brick-and-
mortar stores. Online shoppers incline towards buying products by
employing the retailer desktop website, and not the mobile website
on a smartphone.

(Chopdar & Balakrishnan,
2020; Grol & Sohn, 2021;
Konecny et al., 2021; Nel &
Boshoff, 2020; Roy et al.,
2020)

Mobile social apps extend throughout consumer attitudes and
behaviors by the widespread adoption of smartphones. Trust is
instrumental in shaping the continuance intention of experienced
consumers, while clarifying that continuance intention drivers are
dissimilar among consumers having varying experiences.

(Brusch & Rappel, 2020;
Fazal-e-Hasan et al., 2021;
Gong et al., 2018; Mamun et
al., 2020; Pandey & Chawla,
2019; Patel et al., 2020)

The dissemination of digital technologies associated with
customers’ intentions to adopt smart retail technology is swiftly
booming in the physical stores because of the cutting-edge
developments and mobile shopping apps users’ expectations of
groundbreaking devices. Shopping enjoyment is associated with
usefulness and value consciousness is associated with both
usefulness and ease of use.

(Camoiras-Rodriguez &
Varela, 2020; Cheong et al.,
2019; Dasgupta & Gupta,
2019; Liu et al, 2020,
Pantano & Vannucci, 2019;
Sabir, 2020; Sarkar et al.,
2020; Siyal et al., 2021)




Table 5. Consumer motivational factors in purchasing products and services by use

of mobile shopping apps

The fashionableness of online social networks has influenced the
shopping decisions of mobile shopping apps users on social
commerce sites. The online consumer shopping criteria have been
reconfigured throughout the digitized marketing environment
towards a fashionable and dynamic market-oriented lifestyle,
assisting online marketers in providing superior customer value
with enhanced service quality to ensure mobile shopping apps user
retention.

(Bhattacharya &  Anand,
2019; Dewi et al., 2020; Li &
Ku, 2018; Marriott &
Williams, 2018; Phong et al.,
2018)

The marketing determinants influencing user mobile shopping

(Boardman & McCormick,

need elucidation. The mobile shopping loyalty of users having a  2018; Chen, 2018; GroB,
reduced level of compatibility belief is essentially driven by 2018)
consumer perception of vendor trust.
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