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With the rapid development of mobile technology and large usage rates of mobile phones, mobile instant
message (MIM) services have been widely adopted in China. Although previous studies on the adoption
of mobile services are quite extensive, few focus on customer satisfaction and loyalty to MIM in China.
eywords:
obile instant message

rust
erceived customer value
erceived service quality
ustomer satisfaction

In this study, we examine the determinants of customer satisfaction and loyalty. The findings confirm
that trust, perceived service quality, perceived customer value, including functional value and emotional
value, contribute to generating customer satisfaction with MIM. The results also show that trust, customer
satisfaction and switching cost directly enhance customer loyalty. Additionally, this study finds that age,
gender, and usage time have moderating effects. Finally, implications for the marketing of MIM are
witching cost
ustomer loyalty

discussed.

. Introduction

With the development of wireless telecommunication technolo-
ies, many customer services that are used in the computer-based
nternet have also appeared in mobile phones (Barnes, 2002; Xu,
003); mobile instant message (MIM) is a typical example. MIM
nables consumers, whether sitting at the computer or on the
oad, to connect instant message (IM) with existing communities
nd across the mobile Internet. MIM brings tremendous conve-
iences for customers, and is widely adopted by young people.
hort message service (SMS) is another popular handheld-based
ommunication tool. The differences between these two message
ervices used on mobile handsets are that MIM provides more
ser-friendly features, such as various user portraits, emoticons
pictures expressing emotions, such as for happy), and conve-
ient voice and video chatting, while SMS only offers simple text
essage (Gibbs, 2008). Further, the presence information of MIM

llows users to know the status of their friends, whether they
re online or offline, free or busy, which helps them to conduct
eal-time conversation, thus stimulating communication. How-
ver, users can send a much greater number of messages using

MS. According to the survey results of TNS Global (2008), 8% of
obile phone users worldwide have adopted MIM. While SMS is

sed by 55% of mobile phone users daily, MIM is used by 61% of
hem. More widely used than SMS, MIM is becoming the “primary
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non-voice method of interacting – with potentially dramatic conse-
quences for service and network providers’ revenue” (TNS Global,
2008).

With a large number of mobile phone users, 624 million (MIIT,
2008), as well as high adoption rates of desktop IM users (CNNIC,
2009), China’s MIM has gained great opportunity. According to a
report by iResearch (2008a), MIM usage has the biggest percent
of mobile phone users at 72%. There are various MIM products
in China. The biggest IM service provider, Tencent, offers mobile
QQ, which is extended from desktop to mobile phone. Because of
the huge loyal IM user base, mobile QQ makes Tencent the top
MIM service provider in China (iResearch, 2008b). China Mobile,
a main MNO (mobile network operator) in China, also enters the
MIM market with Fetion. There are other MIM services, such as
Microsoft’s mobile MSN, Pica, China Unicom’s UMS, China Net-
com’s MXIM, etc. For an MNO, deploying MIM can consolidate a
firm’s position in the mobile commerce value chain with increas-
ing ARPU (average revenue per user). For an IM service provider,
developing MIM undoubtedly expands the channels of desktop IM.
In such a competitive MIM market, MIM service providers are all
making efforts to attract more users and gain more market shares.
Thus, the ability to provide a high degree of customer satisfac-
tion services is crucial to providers in differentiating themselves
from their competitors. Specifically, in increasingly competitive

markets, building strong relationships with customers, that is,
developing the loyalty of consumers is seen as the key factor in
winning market share and developing a sustainable competitive
advantage (Luarn & Lin, 2003; Nasir, 2005). Loyal customers are
crucial to business survival (Semejin, Van Riel Allard, Van Birgelen,

http://www.sciencedirect.com/science/journal/02684012
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Streukens, 2005) because attracting new customers is consid-
rably more expensive than retaining old customers (Reichheld &
chefter, 2000). Therefore, enterprises strive to increase their mar-
et share by maximizing customer retention (Tsoukatos & Rand,
006). “[T]he potential and opportunity value of customers gained
ver a long period of time” is another advantage to maintaining
xisting customers (Seo, Ranganathan, & Babad, 2008). Further,
ith the aid of information technology, customers are becoming
ore and more open to understanding the brand; thus, satisfac-

ion alone may not be adequate to retain a long-term relationship
Kassim & Abdullah, 2008). Accordingly, it is important for MIM
ervice marketers to understand what factors impact these users’
atisfaction and loyalty, and then to take measures to retain their
ustomers.

Several studies have been conducted to attempt to understand
ustomer satisfaction or loyalty of mobile services customers (for
xample, Gerpott, Rams, & Schindler, 2001; Kim, Park, & Jeong,
004; Lai, 2004; Lin & Wang, 2006; Turel & Serenko, 2006; Wang &
iao, 2007). Most of these studies emphasize that customer loyalty
nd analysis of factors affecting it are important for the success
f mobile services firms. Furthermore, they agree that customer
atisfaction is the main important mediate goal for mobile service
roviders on their way to obtaining economic success. Neverthe-

ess, the aforementioned studies were conducted in countries other
han China, and studied mobile services other than MIM. There is a
earth of literature on China’s MIM context. Since foreign markets
ave different levels of market development and distinct consumer
ehavior, those previous studies may provide limited application
o China’s MIM market. As a big developing country, China’s mobile

arket has some uniqueness (Lu, Dong, & Wang, 2007; Xu, 2003).
or example, MNO plays a dominant role in the mobile commerce
alue chain, and mobile phone users depend much on MNO. In
he early phase of mobile commerce, government regulations on

NO are few; even if the service quality is low, customers have
o bear it. Moreover, the MIM users are mainly young people,
specially college students, who are usually early adopters of new
echnologies. Thus, a user’s perception of satisfaction and loyalty
n China may differ from that found in other studies. Therefore,
here is a need to develop a model to explore factors influencing
ustomer satisfaction and loyalty of MIM in China.

Perceived service quality and customer value are supported as
rivers of customer satisfaction (Lim, Widdows, & Park, 2006). We
erceive that the relationships may also be significant in China’s
IM context. Moreover, MIM users often select the providers they

rust to transact with, which develops their satisfaction. Trust can
lso be seen as a critical factor for customers to build and main-
ain relationships with providers (Semejin et al., 2005). Satisfaction
as always been viewed as the main input for customer loyalty.
owever, satisfied users may switch to another brand for the low

witching costs (Lam, Shankar, Erramilli, & Murthy, 2004), such as
ower provider costs or ease in notifying other friends and adapting
o another new MIM tool. As a result, we suggest customer satis-
action and switching cost are important predictors of customer
oyalty of MIM. Other influences may depend on the moderating
ffects of customer characteristics, such as age, gender, and usage
ime. Understanding the moderating effects of customer charac-
eristics, providers can tailor MIM to preferences in segments, thus
ncreasing the likelihood that the service will be satisfactory and
ontinually used. Thus, we also view age, gender, and usage experi-
nce as moderators. Considering several major factors which affect
he perceptions of MIM users, this research builds a customer

atisfaction and loyalty model. The model is then applied to a popu-
ation of MIM users in China. Using a structural equation modeling

ethod (SEM), we get some results. It is believed that the results
an provide recommendations for practitioners and offer valuable
nsights for future mobile services research.
ation Management 30 (2010) 289–300

Section 2 provides the study’s theoretical background and
hypothesis development. In Section 3, we present the methodology
and offer the results, explain our research model and develop the
research hypothesis. Section 4 then provides the discussion. Sec-
tion 5 summarizes the implications of our study for both research
and practice. Finally we give conclusions and limitations of this
research.

2. Theoretical backgrounds and hypothesis development

In this section, we first discuss the roles of the three main pre-
dictors of customer satisfaction from the literature. This is followed
by a description of how customer satisfaction, trust and switching
cost affect customer loyalty.

2.1. Customer satisfaction and loyalty

Customer satisfaction, which refers to “the summary psycholog-
ical state resulting when the emotion surrounding disconfirmed
expectations is coupled with the consumer’s prior feelings about
the consumption experience” (Oliver, 1981), is often considered as
an important determinant of repurchase intention (Liao, Palvia, &
Chen, 2009) and customer loyalty (Eggert & Ulaga, 2002). It is a
most important research topic in the information system area (Au,
Ngai, & Cheng, 2008). If the customer has good experiences of using
MIM over time, then he will have cumulative customer satisfaction.
Previous literature theorized that customer satisfaction can be clas-
sified into two types: transaction-specific satisfaction and general
overall satisfaction (Yi, 1991). Transaction-specific customer sat-
isfaction refers to the assessment customers make after a specific
purchase experience, and overall satisfaction means the customers’
rating of the brand based on their experiences (Johnson & Fornell,
1991). From these descriptions, we can view overall satisfaction as a
combination of all previous transaction-specific satisfactions (Jones
& Suh, 2000). As MIM is a communication tool, it may involve non-
transactional satisfaction. Fournier and Mick (1999) argued that
only transaction-specific research of satisfaction will narrow the
conceptual boundaries, and they called for the research on non-
transactional satisfaction, as well as other researchers (Anderson,
Fornell, & Lehmann, 1994). Since customer satisfaction reflects the
degree of a customer’s positive feeling for a service provider in a
mobile commerce context, it is important for service providers to
understand the customer’s vision of their services. On the other
hand, a high level of customer satisfaction may have a positive
impact on customer loyalty (Mittal, Ross, & Baldasare, 1998).

Brand loyalty is defined as “a deeply held commitment to
rebuy or repatronize a preferred product/service consistently in
the future, thereby causing repetitive same-brand or same brand-
set purchasing, despite situational influences and marketing efforts
having the potential to cause switching behavior” (Oliver, 1999).
According to Sivadass and Baker-Prewitt (2000), customer loyalty
is the ultimate objective of customer satisfaction measurement. It
is found to be a key determinant of a brand’s long-term viabil-
ity (Krishnamurthi & Raj, 1991). Moreover, compared with loyal
customers, non-loyal customers are much more influenced by neg-
ative information about the products or services (Donio, Massari,
& Passiante, 2006). Therefore, retaining existing customers and
strengthening customer loyalty appear to be very crucial for mobile
service providers to gain competitive advantage. In this study, we
measure customer loyalty as customers’ behavioral intention to

continuously use mobile instant messages with their present ser-
vice providers, as well as their inclinations to recommend this MIM
tool to other persons.

Satisfied users will have a higher usage level of MIM service than
those who are not satisfied, and they are more likely to possess a
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tronger continuous intention and to recommend the MIM tools to
heir friends or relatives (Zeithaml, Berry, & Parasuraman, 1996).
f a service provider can satisfy the needs of the customer better
han its competitors, it is easier to create loyalty (Oliver, 1999).
ornell (1992) stated that high customer loyalty is mainly caused
y high customer satisfaction. Clarke (2001) proposed that effec-
ive satisfaction must be able to create loyalty amongst customers.
revious studies have demonstrated that customer satisfaction
ositively affects customer loyalty (Choi, Seol, Lee, Cho, & Park,
008) or negatively affects switching intention (Walsh, Dinnie, &
iedmann, 2006). As mentioned earlier, there are several MIM ser-

ice providers in China. Once a customer feels dissatisfied with the
ervice provider because of low service quality or other factors,
hen he/she will be much more likely to change to another. A few
issatisfied customers may complain after a poor service experi-
nce, but will not switch. However, many dissatisfied customers
ill not complain but will switch silently and create negative word

f mouth (Dube & Maute, 1996). We can hypothesize that this rela-
ionship between customer satisfaction and customer loyalty will
e applicable in MIM. Thus, we propose the following hypothesis:

1. Customer satisfaction has a positive effect on customer loy-
lty.

.2. The importance of trust

Trust has often been studied in the electronic commerce context.
ccording to McKnight and Chervany (2002), trust can be viewed
s trusting belief and trusting intention. Trusting belief refers to
he users’ perceptions of attributes of service providers, including
he ability, integrity, and benevolence of the providers; trusting
ntention describes the truster’s willingness or intention to depend
n the trustee. Therefore, trusting intentions include a one-time or
ontinuous usage of MIM services. In both the electronic commerce
nd mobile commerce context, customers cannot fully regulate the
usiness agreement; thus it is necessary for them to rely on the
ervice providers not to engage in unfair and opportunistic behavior
Gefen, 2002). Seen as a considerably important factor for building
nd maintaining relationships, trust is viewed as a main part of
he success of electronic commerce (Lee & Turban, 2001), as well
s of mobile commerce (Siau & Shen, 2003). In the MIM context,
obile phone users must provide personal information, such as

heir phone numbers, in order to become subscribers. They will
lso send messages to their friends from both computer-based IM
nd MIM. In the experience of usage, if customers perceive no risks
r unexpected conditions that will impair their communications
rom the service or the service provider, trust will be built.

When a customer trusts a service provider, he or she will expect
o increase satisfaction and loyalty towards the vendor (Kassim

Abdullah, 2008). In general, if a consumer does not trust the
rovider based on past experience, he or she will probably be dis-
atisfied with that provider. Researchers found that trust will affect
atisfaction in the long term (Kim, Ferrin, & Rao, 2009). When a
ustomer’s feeling of faith in the provider is satisfied, his satisfac-
ion will be enhanced over time (Chiou & Droge, 2006). On the
ther hand, earning customer trust is a main contributor to cus-
omer loyalty. Since trust can reduce risk in the process of creating
xchange relationships, customers are inclined to be very “coop-
rative” with this trustworthy service provider by demonstrating
ehavioral evidence of their loyalty (Morgan & Hunt, 1994). That

s, when customers trust the service provider, they will continu-

lly use the service and even recommend the service to others.
esearchers found that trust positively influenced customer atti-
ude or behavior intention in mobile commerce context (Lee, 2005;

ang, Lin, & Luarn, 2006). In MIM service, trusting beliefs can be
efined as “consumers’ perceptions of particular attributes of MIM
ation Management 30 (2010) 289–300 291

service providers, including the ability, integrity and benevolence
of the vendors”, while trusting intentions exist when “the truster
feels secure and is willing to depend, or intends to depend, on
the trustee” (Lin et al., 2006). When customers perceive the MIM
service provider is reliable and generally trustworthy, customers
will be satisfied with their services, and will be more likely to
have repeat usage behavior of mobile instant message services. The
statement that trusting beliefs will directly affect trusting inten-
tions was supported by previous studies (Mayer & Davis, 1999).
Thus, we propose that customers’ perception of trusting beliefs of
a specific MIM service provider will lead to their attitude (customer
satisfaction), which in turn will lead to behavior intention of contin-
ual usage of MIM (customer loyalty). Because trust also can directly
and positively affect customer loyalty (Chiou, 2004; Lin et al., 2006),
we expect these relationships can be applicable to MIM. Thus, we
have the following hypotheses:

H2. Trust has a positive effect on customer loyalty.

H3. Trust has a positive effect on customer satisfaction.

2.3. Perceived service quality

Providing a high level of service quality is very important
for service providers to compete with other competitors (Bharati
& Berg, 2005; Kemp, 2005; Yoo & Park, 2007). Zeithaml et al.
(1996) described service quality as “the extent of discrepancy
between the customers’ expectations and perceptions”. Dabholkar,
Shepherd, and Thorpe (2000) stated that since service quality has
sub-dimensions of reliability and responsiveness, it will lead to
customer satisfaction. According to Parasuraman, Zeithaml, and
Berry (1988), service quality includes five dimensions: reliabil-
ity, tangibles, responsiveness, assurance, and empathy. They and
many other researchers demonstrated the validity and reliability
of those measures for perceived service quality (Cronin & Taylor,
1992; Soteriou & Chase, 1998). The literature on the relationship
between customer satisfaction and service quality is ambiguous
(Chong, Kennedy, Riquire, & Rungie, 1997). There are three com-
peting theories about the linkages of service quality and customer
satisfaction: satisfaction is an antecedent of service quality, service
quality is the predictor of satisfaction, and the two constructs are
interchangeable (Kassim & Abdullah, 2008). Despite the disagree-
ment, the claim that customers might take attitudes or actions after
using the services has been supported by many studies (Kassim &
Abdullah, 2008). Moreover, Shin and Kim (2008) suggested service
quality is a consumer’s overall impression of the relative efficiency
of the service provider, and they found that service quality is signifi-
cantly related to customer satisfaction. Our view on the relationship
between these two constructs is based on the claim that perceived
service quality is a predictor of customer satisfaction.

Researchers maintain that perceived service quality is cognitive
and thus followed by satisfaction (Oliver, 1999). Several empirical
studies confirmed that a higher level of service quality was related
to a higher level of customer satisfaction (Brady & Robertson, 2001;
Cronin, Brady, & Hult, 2000; Dabholkar et al., 2000; Yang, Wu, &
Wang, 2009). Zeithaml et al. (1996) also stated the customer’s per-
ception of service quality was the main factor predicting customer
satisfaction. High service quality could attract new customers,
retain existing customers, and even lure customers away from com-
petitors whose service quality is perceived to be lower (Babakus,
Bienstock, & Scotter, 2004). As in the MIM context, when customers
perceive that the service quality of an MIM service provider is

higher, they will have increased satisfaction, which will in turn lead
to a higher customer loyalty. Thus, this study proposes that:

H4. Perceived service quality has a positive effect on customer
satisfaction.



2 nform

2

e
a
i
d
v
t
d
w
k
t
c
s

i
v
t
M
s
W
a
t
i
i
c
b
M
f
v
f
T
o
m
s
p
f
t
w
w
f
o
s

H
t

H
t

H

H
t

2

i
i
p
i
2
i
s
i
1

92 Z. Deng et al. / International Journal of I

.4. Customer value

Customer value is considered a concept that includes many het-
rogeneous components (Sweeny et al., 2001). Sheth, Newman,
nd Gross (1991) argued that a customer’s purchase choice was
nfluenced by a multiple consumption value dimension, and they
eveloped a framework of five dimensions of value: functional
alue, conditional value, social value, emotional value, and epis-
emic value. Different dimensions have different roles in the user’s
ecision. For example, functional value and social value determine
hether to use this service or another, and emotional value is the

ey to using the selected service. Perceived value occurs throughout
he purchasing process of customer, one-time purchase or repur-
hase (Woodruff, 1997). Perceived value is different from customer
atisfaction, but is related to it (Sweeny et al., 2001).

We explore four aspects of customer value to assess mobile
nstant message services, including functional value, emotional
alue, social value, and monetary value. Functional value refers to
he practical or technical benefits that users can obtain when using

IM. Because of the various functions of MIM, such as sending mes-
ages, voice chatting, and browsing news, people use it frequently.

hen a user wants to communicate with a friend anytime and
nywhere, he will satisfy his functional value by using MIM. Emo-
ional value means users’ mental or psychological needs for mobile
nstant messages. When using MIM, customers will send interest-
ng pictures or jokes and then have fun. Thus, users’ emotional value
an be satisfied through MIM services. Social value is defined as the
enefits users can feel when they are connected to others by using
IM. Since MIM is mainly used for communication, customers’

eelings of belonging to a certain group may enhance perceived
alue. Monetary value means how much the MIM service is satis-
actory considering the cost, time or effort spent in using the MIM.
his factor cannot be ignored because economic considerations are
ften regarded as an important aspect for customers’ usage of infor-
ation systems. In China, in order to enlarge market share, MIM

ervice providers make competitive pricing strategies. For exam-
le, China Mobile’s Fetion only charges for the GPRS network traffic
ee. Mobile QQ charges from 5 to 10 Yuan more per month. If cus-
omers perceive these charges are reasonable and acceptable, they
ill feel the monetary value of this MIM is satisfied. As a result, they
ill be more likely to be satisfied with the service. Customer satis-

action can be predicted from consumer value. The four dimensions
f consumer value are hypothesized to have an effect on customer
atisfaction. Thus, we have the following hypotheses:

5a. Functional value has a positive effect on customer satisfac-
ion.

5b. Emotional value has a positive effect on customer satisfac-
ion.

5c. Social value has a positive effect on customer satisfaction.

5d. Monetary value has a positive effect on customer satisfac-
ion.

.5. Customer loyalty and switching cost

Switching cost is “the costs that the consumer incurs by chang-
ng one service provider to another” (Lee, Lee, & Feick, 2001),
ncluding the costs that can be measured in monetary terms, the
sychological aspect of facing a new firm, and the time and effort

nvolved in using a new service or product (Kim, Kliger, & Vale,

003). Since it pertains to time and psychological effort involved

n facing the uncertainty of dealing with a new service provider,
witching cost can be a barrier to changing service providers. Thus
t is a mechanism for improving customer loyalty (Dick & Basu,
994). According to Burnham, Frels, and Mahajan (2003), all vari-
ation Management 30 (2010) 289–300

eties of switching costs can be simplified as three types: procedural,
financial and relational switching costs. Procedural switching costs
mainly include economic risk costs, evaluation costs, setup costs,
and learning costs; financial switching costs involve benefit loss
costs and monetary loss costs; relational switching costs contain
personal relationship loss costs and brand relationship loss costs
(Burnham et al., 2003). Having a direct effect on customer loy-
alty, switching cost offers many advantages for service providers.
For example, it weakens customers’ sensitivity to price and sat-
isfaction of the product brand (Fornell, 1992), and they will view
the brands with similar functions as different brands (Klemperer,
1987). Specifically, increasing a customer’s perceptions of the risks
in switching to other providers, the trouble in building a new con-
tact relationship, and the difficulty in using an alternative service,
will increase the likelihood that he/she keeps the relationship with
the current service provider.

Previous studies tested the relationship between switching cost
and customer loyalty, and their findings indicated that switch-
ing cost was an important factor in predicting customer loyalty
(Albert, 2002; Aydin, Özer, & Arasil, 2005). When people use a
mobile instant message service provided by one particular service
provider and perceive the switching cost for changing to a new MIM
service provider is high (for example, telling many old friends the
new address and learning the new services), they will have higher
customer loyalty. Thus, we have the following hypothesis:

H6. Perceived switching cost has a positive effect on customer
loyalty.

2.6. Moderating effects

Moderating effects on the relationship between the indepen-
dent and dependent variables have attracted many researchers’
interest. Researchers argue that the contribution to marketing the-
ory development will be larger if moderating variables are included
in the research model (Dabholkar & Bagozzi, 2002; Nysveen,
Pedersen, & Thorbjørnsen, 2005). Age, gender, and usage experi-
ence are found as key modifiers of an individual’s perception and
activity (Venkatesh, Brown, Maruping, & Bala, 2008; Venkatesh &
Davis, 2000). Several studies also show these results (Chang & Chen,
2008; Ha, Yoon, & Choi, 2007; Hong & Tam, 2006; Lu et al., 2009;
Nysveen et al., 2005; Sanchez-Franco, Ramos, & Velicia, 2009).
Because customers with longer MIM usage time have more expe-
rience with the operations, they should be better able to exploit
communication effectiveness than new users would be. We focus
on age, gender, and usage time as moderating variables in order
to understand more about the different perceptions of various cus-
tomer segments for MIM satisfaction and loyalty. Thus, we have the
following hypothesis.

H7a-i. Gender has moderating effects on the relationship between
customer satisfaction and its antecedents, customer loyalty and its
antecedents.

H8a-i. Age has moderating effects on the relationship between
customer satisfaction and its antecedents, customer loyalty and its
antecedents.

H9a-i. Usage time has moderating effects on the relationship
between customer satisfaction and its antecedents, customer loy-
alty and its antecedents.

2.7. Research model
Based on the theoretical background discussed above, this study
establishes a research model which suggests 10 primary links and
three pairs of moderating links between the constructs involved in
customer satisfaction and loyalty in MIM, as shown in Fig. 1.
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Table 2
Descriptive statistics of respondent characteristics.

Variable Count %

Gender Male 256 47.3
Female 285 52.7

Age <24 (young customers) 256 47.3
>24 (old customers) 285 52.7
25–30 191 35.3
31–35 63 11.6
36–40 18 3.3
>40 13 2.4

Education level High school 28 5.2
Associate degree 77 14.2
Bachelor’s degree 264 48.8
Master’s degree or above 172 31.8

Monthly income <1000 Yuan 153 28.3
1000–2000 Yuan 130 24.0
2000–3000 Yuan 117 21.6
3000–4000 Yuan 94 17.4
>4000 Yuan 47 8.7

Years using MIM <1 year (new customers) 296 54.7
Long usage time customers 245 45.3
1–2 years 155 28.6
2–3 years 73 13.5

T
C
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The first link (H1) suggests the effect of customer satisfaction
n customer loyalty. The second and third links propose separate
ffects of trust on customer satisfaction and customer loyalty. The
ourth link is that service quality is considered as a predictor of
ustomer satisfaction. The fifth to eighth links (H5a–d) suggest that
he four sub-constructs of customer value are related to customer
atisfaction. The ninth link (H6) hypothesizes that switching cost
s an antecedent of customer loyalty. The last three links (H7–9)
ypothesize moderation effects.

. Methodology

.1. Measure development

A questionnaire survey was used to collect data on mobile phone
sers’ perceptions of mobile instant message. Most of the instru-
ents used to measure the constructs in this study are adapted

rom previous studies in order to ensure content validity. Items
easuring customer value, including functional value, emotional

alue, social value, and monetary value, are adapted from Sweeny
nd Soutar (2001). Perceived service quality is measured by items
dapted from Shin and Kim (2008). The items measuring trust are
aken from Gefen, Karahanna, and Straub (2003). Items measuring
witching cost are adapted from Gefen (2002). Customer satisfac-
ion is measured by three items adapted from Croinet et al. (2000).
ustomer loyalty is measured by three items adapted from Lin
nd Wang (2006). After we developed the preliminary question-

aire, we conducted two pretests using MIM users and e-commerce
esearchers and practitioners. In the first pretest, we asked MIM
sers for their feedback on the questionnaire and revised the ques-
ions they identified as ambiguous. Next, we interviewed two
cademic e-commerce researchers and two m-commerce busi-

able 1
onstruct measuring.

Factor Item

Functional value

MIM is reliable. FV1
MIM has good functions. FV2
MIM fulfills my needs well. FV3
MIM is well provided. FV4 (delete)

Emotional value

I feel good when I use MIM. EV1
Using MIM is enjoyable. EV2
MIM gives me pleasure. EV3
Using MIM is interesting. EV4

Social value

MIM helps me to feel acceptable. SV1
MIM makes a good impression other people.
Using MIM gives me a sense of belongings to
MIM improves the way I am perceived. SV4

Monetary value

MIM is reasonable priced. MV1
The price of using MIM is economic. MV2
MIM offers the value for money. MV3
MIM is good for the current price level. MV4

Perceived service quality
MIM service provider always delivers excelle
The offerings of the service provider are of hi
The MIM service provider delivers superior s

Trust
Based on my experience, I know this MIM ser
Based on my experience, I know this MIM ser
Based on my experience, I know this mobile i
opportunistic. TR3

Switching cost
Switching to other MIM service would cause
Switching to other MIM service would be too
Switching to other MIM service would requir

Customer satisfaction
My choice to this MIM service is a wise one. C
I think I did the right thing when I subscribed
Overall, my feeling to this MIM service is sati

Customer loyalty
I will continue to use this MIM if any. CL1
I will recommend others to use this MIM. CL2
Even if close friends recommended another M
would not change. CL3
3 years or more 17 3.2

ness practitioners. We asked them for feedback on our survey and
revised the questions based on their suggestions. Detailed informa-

tion about the constructs and the sources are shown in Table 1. All
the items are measured on seven-point Likert scales, with anchors
ranging from “strongly disagree” to “strongly agree”.

Source

Sweeny and Soutar
(2001)

SV2
others users. SV3

(delete)

nt overall service. SQ1
Shin and Kim (2008)gh quality. SQ2

ervice in every way. SQ3

vice provider is honest. TR1
Gefen et al. (2003)vice provider cares about customers. TR2

nstant message service provider is not

too many problems. SC1
Gefen (2002)expensive. SC2

e too much learning. SC3

S1
Croinet et al. (2000)to this MIM service. CS2

sfactory. CS3

Lin and Wang (2006)
IM service, my preference for this MIM
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A structure equation model approach is used in this study. We

T
I

Fig. 1. A conceptual model of customer satisfaction and loyalty of MIM.

.2. Data collection procedure

In the summer of 2008, we put the information about our
esearch objective on the Campus BBS (Bulletin Board System) to
nvite respondents. We sent the final questionnaires to many ID
mail addresses. In the email, we declared that if the respondents
ere willing to finish this questionnaire, they would have a chance

o win in lotteries. After 2 weeks, we collected 350 responses. We
lso collected data beside several mobile network operators’ oper-

ting offices and asked people who came to conduct mobile phone
ased businesses to respond. The respondents who had not used
IM were not included in our survey. One week later, a total of 622

esponses were gathered. After eliminating insincere and incom-

able 3
tem loadings and validities.

Constructs Item Standard loadings

Trust TR1 0.86
TR2 0.89
TR3 0.84

Perceived service quality SQ1 0.75
SQ2 0.85
SQ3 0.79

Functional value FV1 0.75
FV2 0.73
FV3 0.77

Emotional value EV1 0.84
EV2 0.83
EV3 0.81
EV4 0.83

Monetary value MV1 0.72
MV2 0.79
MV3 0.77

Social value SV1 0.78
SV2 0.78
SV3 0.82
SV4 0.83

Switching cost SC1 0.77
SC2 0.76
SC3 0.88

Customer satisfaction CS1 0.80
CS2 0.72
CS3 0.78

Customer loyalty CL1 0.82
CL2 0.78
CL3 0.84
ation Management 30 (2010) 289–300

plete responses through data filtering, we got a total number of
541usable responses.

The descriptive statistics of the sample are listed in Table 2. Of
the 541 participants, 47.3% are males, 52.7% are females, and 256
are below 24 years old. Most of them are young people. Nearly 80%
of the respondents have a bachelor’s degree or higher education
level. Among the 541 respondents, about half of them have used
MIM for less than 1 year.

To investigate the moderating effects, we conducted sample seg-
mentation based on gender, age, and usage time. We segmented the
sample into two groups based on age below or not below 24 years
old. Ha et al. (2007) defined old users as older than 25 years. Most
of the MIM users are young people. In China, undergraduates and
graduate students are often younger than 24 years. We can view
them as young customers. People not below 24 often have jobs and
have social experiences. Thus, we see them as old customers whose
perception of MIM may be different from those who are younger.
Then, we divided the sample into new customers and long-time
usage customers. Respondents with less than 1 year of use are new
customers.

We conducted independent-sample t-tests to compare the
means of the same construct between respondents from campus
BBS and volunteers from MNO’s operating offices. The results indi-
cate no significant differences between the groups; thus we can
pool data from these two groups together.

4. Results
conducted a confirmatory factor analysis to test the validity of the
constructs, including item loading, construct reliability, and aver-
age variance extracted (AVE), as shown in Table 3. All the item
loadings are greater than 0.5 on their expected factor and less

AVE CR Cranbach alpha

0.746 0.898 0.804

0.636 0.839 0.809

0.563 0.794 0.802

0.685 0.897 0.822

0.578 0.805 0.867

0.645 0.879 0.837

0.648 0.846 0.842

0.589 0.811 0.794

0.662 0.854 0.779
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Table 4
Correlation coefficient matrix ands roots of the AVEs (shown as diagonal elements).

TRU PSQ FV EV MV SV SC CS CL

TRU 0.863
PSQ 0.36 0.797
FV 0.42 0.09 0.750
EV 0.45 0.04 0.13 0.828
MV 0.07 0.04 0.10 0.12 0.760
SV 0.33 0.29 0.39 0.47 0.04 0.803
SC 0.24 0.20 0.29 0.28 0.07 0.42 0.805
CS 0.35 0.21 0.48 0.61 0.21 0.37 0.20 0.767
CL 0.31 0.12 0.21 0.09 0.26 0.23 0.41 0.63 0.813

Table 5
Summary of fit indices.
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Fit indices �2/df RMSEA GFI

Recommended value <3 <0.08 >0.90
Value in this study 2.63 0.055 0.87

han 0.4 on other factors; thus the construct validity is acceptable
Cheung, Chang, & Lai, 2000). AVE is used to measure the variance
o the measurement error captured by the indicators. All the val-
es of AVEs are greater than the cutoff value 0.5. Additionally, we
easured the reliability of each construct using the composite reli-

bility (CR) and Cranbach alpha. The results show that all constructs
ave higher scores than that of the acceptable level of CR and alpha
.7. Every scale item is statistically significant at the significance

evel of 0.05. Thus, our data have good convergent validity.
We also calculated the square root of each factor’s AVE and

ts correlation coefficients with other factors, and summarize the
esults in Table 4. The square root of each factor’s AVE is larger
han its corresponding correlation coefficients with other factors,
howing good discriminant validity.

For the hypothetic SEM model, we used Lisrel 8.72 to test
hether the empirical data conformed to the proposed model. The
odel includes 29 items describing 9 latent constructs: trust, per-

eived service quality, functional value, emotional value, monetary
alue, social value, switching cost, customer satisfaction, and cus-
omer loyalty. We examined the model fit of our research model,
s shown in Table 5. The common criteria in the SEM were pre-
iously suggested by Hair et al. (1998). Although the value of GFI
0.87) is slightly less than the recommended value (0.90), all other
t indices are acceptable. Thus the results indicate adequate model
t between our research model and the empirical data.

To test the significance of each hypothesis path in the research

odel, Lisrel reports raw and standardized estimates for all spec-

fied paths, as well as standard errors and test statistics for each
ath. The result of the structure equation model is shown in Fig. 2.
he effects of perceived social value and monetary value on satis-
action are not supported; however, other paths are significant at

Fig. 2. Results of the structure model analysis.
AGFI CFI NFI NNFI IFI

>0.80 >0.90 >0.90 >0.9 >0.90
0.85 0.97 0.95 0.97 0.97

the 0.05 level. Variances in customer satisfaction and loyalty are
54% and 64%, respectively.

Among the factors shown in Table 6, trust, perceived service
quality, functional value, and emotional value have positive effects
on customer satisfaction; and trust, customer satisfaction, and
switching cost significantly affect customer loyalty.

Next we tested the moderator effects of age, gender, and usage
time. We categorized the sample into two groups to compare the
coefficients of each member of a pair, respectively. Calculating T
value for cross-multiply of moderator and dependent variable, we
can find the significance of the moderating effects (Chin, 1988;
Chin, Marcolin, & Newsted, 2003). The results of path coefficients
comparisons are shown in Table 7.

The path coefficients from trust and emotional value to cus-
tomer satisfaction for females are significantly larger than those
for males (H7c and H7f). However, gender has no significant mod-
erating effect on other paths. Age has a negative moderating effect
on the relationship between emotional value and customer satis-
faction (H8f). The influence of trust on customer satisfaction differs
significantly between young users and old users (H8c). That is, the
older the users, the more influence of trust on their perceived sat-
isfaction of the MIM. Usage time has positive moderating effects
on the relationship between service quality and customer loyalty
(H9i). In other words, the longer usage time of MIM, the stronger
is the effect of customer satisfaction on loyalty. There are no sig-
nificant differences between new customers and long-time usage
customers.
Some researchers suggested that perceived service quality and
customer value also have direct effects on customer loyalty (Lai,
Griffin, & Babin, 2009). And we have found that trust positively
affect customer loyalty. Thus, we conducted mediation effects of
customer satisfaction between trust, perceived service quality,

Table 6
Results of hypotheses test.

Hypothesis Path Coefficients S.E. T value Remarks

H1 CS-CL 0.57** 0.067 11.87 O
H2 TR-CL 0.21** 0.042 6.91 O
H3 TR-CS 0.16* 0.039 2.42 O
H4 SQ-CS 0.54** 0.026 7.37 O
H5a FV-CS 0.23** 0.078 5.34 O
H5b EV-CS 0.14* 0.045 2.26 O
H5c SV-CS 0.09 0.059 1.31 X
H5d MV-CS 0.03 0.037 0.78 X
H6 SC-CL 0.18** 0.064 3.43 O

O: support; X: not support.
* p < 0.05.

** p < 0.01.
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functional value, and emotional and customer loyalty based on
the three-step method proposed by Baron and Kenney (1986). As
Table 8 shows, all of the links between independent variable and
moderator are significant so are the links between independent
variable and dependent variable. Thus, the first and second condi-
tions for mediating effect are satisfied. Further, the links between
customer loyalty and both trust and customer satisfaction are sig-
nificant, and the link of customer loyalty and trust is smaller than
that of customer satisfaction and trust, as such, customer satisfac-
tion partially mediates the effect of trust on customer loyalty. The
same is for perceived service quality. In contrast, the coefficients
of functional value and emotional value in the regression equa-
tion that contains two independent variables are not significant,
which means that customer satisfaction fully mediates the effects
of functional value and emotional value on customer loyalty.

5. Discussion

This study attempts to investigate the factors affecting customer
satisfaction and loyalty of MIM in China. We studied the effects of
trust, perceived service quality, and customer value on customer
satisfaction, and also the effects of trust, customer satisfaction, and
switching cost on customer loyalty. In addition, we focused on iden-
tifying moderating effects of gender and age. We believe that this
research allows us to gain insights into China’s MIM service mar-
keting strategies. There are several findings as follows.

First, as we hypothesized, trust, service quality, and perceived
value significantly affect customer satisfaction of MIM. Specifically,
perceived service quality is found to have the greatest effect on
customer satisfaction. This implies that Chinese MIM customer sat-
isfaction will be most significantly influenced by the high service
quality of providers. When users find an MIM service quality to be
high, they will form a high degree of customer satisfaction toward
the service. Trust and perceived value are also important determi-
nants of customer satisfaction.

Second, trust, satisfaction, and switching cost positively influ-
ence customer loyalty of MIM. On the magnitude of significance,
customer satisfaction has the greatest effect, and the path coeffi-
cient is 0.57. Trust has less effect than customer satisfaction for
building customer loyalty, which confirms Ribbink, Van Riel Allard,
Liljander, and Streukens’ (2004) statement. The effects of switch-
ing cost (0.18) are smaller than the two above. The results mean
that satisfaction is much related to customer loyalty; thus, increas-
ing the degree of customer satisfaction through improved service
quality and customer value is an effective tool to maintain cus-
tomer loyalty. Furthermore, the effect of trust on customer loyalty
is supported in our study. This result corroborates that of other
studies (Lin et al., 2006). Switching cost has a significant effect
on customer loyalty, which is in accord with prior customer loy-
alty antecedent research (Gefen, 2002). Our results imply that the
higher the switching cost, the greater likelihood it will drive con-
sumers to stay with their current provider, and encourage others
to use the provider’s service.

Third, among the four dimensions of perceived customer value,
our findings show that functional value and emotional value have
significant effect on customer satisfaction, while social value and
monetary value are found to have no significant effects. It means
that the two variables, functional value and emotional value, are
important customer value factors for customer satisfaction. That’s
to say, when users’ functional value and emotional value are sat-

isfied, they will experience more satisfaction toward the services.
MIM users perceive functional value more highly than other values
mainly because MIM can be used anytime and anywhere, provid-
ing more convenience to users compared to IM. Social value and
monetary value have direct effects on customer satisfaction, but
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Table 8
Results of mediating effects.

IV M DV IV–DV IV–M (IV + M)–DV

IV M

Trust Satisfaction Loyalty 0.209* 0.181** 0.098* 0.630**

Service quality Satisfaction Loyalty 0.457** 0.536** 0.131** 0.623**

Functional value Satisfaction Loyalty 0.234** 0.221** −0.016 0.642**

Emotional value Satisfaction Loyalty 0.187** 0.239** −0.005 0.647**
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V: independent variable; M: mediator; DV: dependent variable.
* p < 0.05.

** p < 0.01.

he effects are not significant. The probable reason is that the vast
ajority of MIM users have desktop IM accounts, and the groups

hey often communicate with are familiar to some extent; thus, the
erceptions of social value have no significant differences. On the
ther hand, the price of mobile instant message is very low. For
xample, using Fetion only costs network traffic, and many users
erceive this price as acceptable. Is this case, monetary value cannot
ignificantly predict customer satisfaction.

Fourth, our results show that gender and age have significant
oderating effects on the relationship between trust and cus-

omer satisfaction and on the relationship between emotional
alue and customer satisfaction. Trust is a more important factor
or females in obtaining satisfaction with MIM. Earlier studies
ound that women have less trust in Internet shopping than men
Rodgers & Harris, 2003), and trust plays a more important role
n a mobile environment than in the Internet (Cho, Kwon, & Lee,
007). Female MIM users may have more psychological barriers to
uilding customer trust than males have. Therefore, trust has more

mpact on building customer satisfaction for women than for men.
ser enjoyment and interesting experience are stronger drivers
f satisfaction for males. This finding does not fit the claim that
emales are more influenced by emotion than men are (Rodgers

Harris, 2003). We might explain this effect by the fact that men
re more engaged in studying information technology, and they
an be more easily satisfied by finding and forwarding interesting
okes or pictures to others. In contrast, women may just use

IM for communication purposes. As customer satisfaction has
ediating effects on the relationship between trust and customer

nd satisfaction, thus, gender will indirectly affect the relationship
etween trust and customer loyalty. The moderating effects of
ender on other links are not supported, which implies that female
nd male’s perceptions are not significantly different for other
inks in our study. Age also significantly moderates the effects of
rust and emotional value on customer satisfaction. That is, the
ffect of trust on customer satisfaction is more significant for older
sers than younger ones. The probable reason lies in the fact that
he younger generations are more willing to trust the available
nformation or services (Rouibah, Khalil, & Hassanien, 2008). And
hey often indulge themselves in MIM to obtain fun experiences,
hile older people usually use MIM primarily to conduct business.

hus, the users’ perceptions are different. Except H8c and H8f,
ther moderating hypotheses of age are insignificant. The main
eason is that the majority of our sample’s ages is below 40, and is
omewhat not old enough. Thus, their perceptions of the influences
f trust, satisfaction, and perceived switching cost on customer
oyalty, and the impacts of service quality, functional value on
ustomer satisfaction are not significantly different. The moderat-
ng effects testing results also show that the relationship between

witching cost and customer loyalty is stronger for longer-time
sage customers than new customers of MIM. It seems reasonable
hat the longer customers use MIM, the more they are familiar
ith the current service interface and function, as well as with

heir buddy list. Thus, the cost to learning a new service and to
fitting a new buddy interface will be higher. Other moderating
effects of usage time are not significant. The probable reason is that
when customers feel satisfied with MIM and building loyalty with
it, they will continually use MIM. Thus, their usage time will not
significantly change the relationship between trust, service quality,
customer satisfaction. So do customer loyalty and its determinants.

Fifth, the mediating testing results show that customer satisfac-
tion has significant mediation effects for relationships from trust,
perceived quality, functional value and emotional value on loy-
alty. The former two are partially mediated and the latter two are
fully mediated. Thus, trust and perceived service quality have both
direct and indirect effects on customer loyalty, while the effects
of functional value and emotional value on customer loyalty are
indirect. Our results demonstrate that satisfaction has great medi-
ating power between its determinants and customer loyalty, which
is probably because that customers who feels highly satisfied with
successful usage experiences may overemphasize the impact of the
factors that are closely related to their satisfaction on loyalty (Lai et
al., 2009). This result is consistent with previous studies’ claim that
customer satisfaction can significantly mediate the effects of other
factors on customer loyalty (Caruana, 2002; Heung & Ngai, 2008).

6. Implications and limitations

6.1. Implications for research

Results of this study offer several implications for marketing
researchers and mobile commerce researchers.

For marketing researchers, it empirically tested the significant
effect of satisfaction on loyalty in MIM context, which enriches
the research on the relationship between satisfaction and loyalty.
We also studied the factors’ impact on customer satisfaction and
loyalty. To test the moderating effect, segmentation of the sample
is used in our study. The results of this work demonstrate that age,
gender, and usage time of MIM will modify the effect of several
independent variables on the their related dependent variables,
which will shed light on future research on marketing strategy of
MIM.

For mobile commerce researchers, this study examines the
factors’ influence on customer satisfaction and loyalty of mobile
instant messages, which is the first study conducted in China’s
mobile instant message context. The results of this study highlight
the significant effect of trust, service quality, and customer val-
ues on customer satisfaction, which is overlooked in the previous
studies in mobile instant messages. Furthermore, we demonstrate
that younger male customers’ emotional value has more effect
on the formation of customer satisfaction. Thus mobile commerce
researchers can realize that age and gender can modify some rela-

tionships. Trust is always an important determinant of customer
behavior in electronic commerce and other mobile service research
as mentioned earlier. Our results demonstrate trust’s significant
effect on both satisfaction and loyalty in the MIM context. Switch-
ing cost is found have more impact on the development of customer
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oyalty for customers who have used MIM longer, which provides
richer understanding of the prediction of a customer’s continual
sage behavior of MIM.

.2. Implications for practice

Our work has important implications for practice as well. One
f the challenging tasks that MIM managers face is how to enhance
ustomer satisfaction and loyalty. As suggested by our model, cus-
omer loyalty will develop if the formation of trust, customer
atisfaction, and switching cost is well managed. Therefore, MIM
ervice marketing strategies may be more fruitful through focus-
ng on these psychological processes. Customer satisfaction is the
reatest impact among these three factors. Thus, it is important for
n MIM service provider to be a satisfying brand to increase cus-
omer loyalty. MIM service providers must be concerned about the
uality of their service and highlight customer value. Particularly,
hey satisfy customers’ value through providing good and reliable
unctions, giving a more pleasant interface.

Trust appears to be important for both customer satisfaction and
oyalty formation, which implies that, in order to attract more cur-
ent customers to repurchase MIM, the service providers must try to
stablish an impression that they are honest to their customers and
are about customers’ needs, which can then enhance the degree
f customers’ perceptions of trust. The research results indicate
hat perceived switching cost significantly affects customer loyalty.
ccordingly, increasing switching cost is an important marketing

ool to maintain customers. As mentioned earlier, switching cost
s incurred by the customer’s switching behavior involving three
ypes of costs. Thus, to effectively increase switching costs, service
roviders should focus on the various types of costs that consumers
erceive. Moreover, they can decrease the costs of staying with the
urrent provider, increase the quality of the service to enhance the
ustomers’ bonds with them, and improve the customers’ value of
heir service.

Younger and male people are more influenced by trust and
motional value, and switching cost has a greater influence on
ustomers with long-time usage. Therefore, in order to meet the
sychological demands of different types of customers, MIM ser-
ice providers should exercise caution in improving pleasure and
rust for younger women, and in enhancing the switching barrier
or more experienced people.

.3. Limitations

Even though the rigorous validation procedure allows us to
evelop a research model for exploring customer satisfaction and

oyalty with MIM, this work has some limitations. First, we devel-
ped a research model to examine the factors influencing customer
atisfaction and loyalty of MIM. It was tested in China, but since
here may be differences between China and other countries,
esearchers should use some caution when citing the results.

Second, the mediating effects testing result show that customer
atisfaction partially mediate the effect of perceived service qual-
ty on customer loyalty. But the structure equation model does not
est the direct link between perceived service quality and customer
oyalty. Since perceived service quality always related to customer
atisfaction as mentioned earlier, and the coefficient of customer
atisfaction and loyalty is as high as 0.57, as such we can believe
hat the effect of perceived service quality on customer loyalty is
hrough the effect on customer satisfaction. Finally, our study tests

he impact of several factors on customer satisfaction and loyalty,
nd the variance explained by the model is 54%. Thus, there are
ther important factors to consider. Accordingly, market practi-
ioners should pay attention to factors other than those mentioned
n our study.
ation Management 30 (2010) 289–300

7. Conclusions

This work studied the determinants of customer satisfaction and
loyalty of MIM in China. Our research has the following contribu-
tions. First, we explore customers’ perceptions of MIM in China,
which is seldom concerned by other researchers yet. Thus, our
research fills the gap in understanding this application, which is
undergoing a process of rapid development. Second, we develop
and validate a more comprehensive customer satisfaction and loy-
alty model in China’s MIM context than previous studies (Chang &
Chen, 2008; Kassim & Abdullah, 2008; Lin et al., 2006). It sheds some
light on the nomological relationships among perceived value,
perceived service quality, trust, customer satisfaction, switching
cost, and customer loyalty. Third, besides testing the structure
equation modeling of the proposed model, we examine the mod-
erating effects of gender, age, and usage time on the relationship
between each pair of links, which provides useful management
insights for better segmentation marketing strategies to improve
customer satisfaction and to strengthen customer loyalty of MIM
in China.
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