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ABSTRACT

This research aims to examine the determinants of continuance usage intentions
influence comprises customer engagement, electronic word-of-mouth (e-WOM),
technology self-efficacy, personalization, user interface, and reward system on the
continuance usage intention of branded mobile applications among Malaysians, with a
focus on the mediating roles of customer satisfaction and trust. Employing a quantitative
research design, the study gathered data from 430 respondents via an online survey.
The data analysis was conducted using Smart Partial Least Squares (Smart PLS) to
evaluate the impact of the independent variables on continuance usage intention,
alongside the mediating effects of customer satisfaction and trust. The results revealed
that all independent variables, except for the reward system, significantly influence
continuance usage intention. Moreover, while customer satisfaction was found to
mediate the relationship between all independent variables and continuance usage
intention positively, customer trust did not mediate the effect of customer engagement
and personalization on continuance usage intention. This study contributes to the
limited literature on the continuance usage of branded mobile applications, particularly
in the context of developing economies. It highlights the importance of customer
engagement, e-WOM content, technology self-efficacy, personalization, and user
interface in fostering continuance usage intention. Additionally, it underscores the
differential mediating roles of customer satisfaction and trust, providing valuable
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Introduction

Customer retention in branded mobile applications remains a significant challenge for many companies.
Despite high initial download rates, many users abandon these applications shortly after installation. This
issue is especially pronounced in Malaysia, where the average uninstallation rate for mobile applications
stands at 41%, indicating a high level of user dissatisfaction and a need for higher-value mobile appli-
cations (Cabico, 2021).

The research problem addressed in this study is to identify and understand the factors that influence
Malaysians’ intentions to continue using branded mobile applications. Understanding these factors is cru-
cial for businesses aiming to enhance customer retention, ensure long-term usage, and maintain a com-
petitive edge in the digital marketplace.

Branded mobile applications have emerged as a crucial tool for organizations to engage with their
clients and enhance their brand image (T. P. Tran et al., 2021). The success of a branded mobile applica-
tion hinges not only on its initial acceptance but also on the long-term usage by users. According to
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MoEngage Report (2023), the global uninstallation rate of mobile applications is on the rise, with average
uninstallation rates of 28% for Android applications and 13% for iOS applications. The majority of users
uninstall an application within the first 2 weeks of installation, while 51% of e-commerce app users
uninstall without even activating the app (MoEngage Report, 2023).

Malaysia presents a unique and significant context for this study due to its high mobile penetration
rate. As of the third quarter of 2023, 98.4% of the adult population in Malaysia own smartphones
(Statista, 2024). This widespread internet penetration and extensive use of mobile devices suggest that
customers possess relatively high levels of technology self-efficacy. Self-efficacy refers to an individual’s
belief in their ability to perform a task (Bandura, 2010). In this context, self-efficacy pertains to users’
ability to utilize mobile applications.

The high smartphone penetration in Malaysia coupled with the rising uninstallation rates makes it
crucial to understand the factors that influence continuous usage. Moreover, Malaysia's diverse demo-
graphic composition and rapid technological adoption provide a fertile ground for examining the nuances
of customer behavior toward branded mobile applications. According to Fan et al. (2020), customers with
high levels of technology self-efficacy tend to attribute poor application performance, such as slow load-
ing in branded mobile applications, to unexpected outcomes, ultimately leading to customer dissatisfac-
tion. Hence, comprehending customers’ self-efficacy regarding branded mobile applications can help
avert disruptions within the applications. Additionally, only a limited number of studies have examined
customer satisfaction and trust, particularly in relation to the continued usage of mobile applications
(C. Y. Li & Fang, 2019; Rowan, 2020).

Studies investigating mobile application usage and the intention to continue using them have yielded
diverse insights. These encompass concerns about customer engagement and its impact on users’ inten-
tions (McLean et al,, 2020). One study conducted by Tan et al. (2022) investigated the factors influencing
the sustained usage of branded mobile applications in Malaysia during the COVID-19 pandemic. The
study revealed that performance expectancy, social influence, perceived task-technology fit, and hedonic
value were significant predictors of the continued usage of mobile branded applications (Tan et al.,
2022). Furthermore, the influence of electronic word-of-mouth (e-WOM) content is growing as contem-
porary customers rely on reviews, testimonials, and overall experiences, which they deem more credible
than advertising (Srivastava & Sivaramakrishnan, 2021).

Technology self-efficacy is a critical concept in comprehending the intention to continue using mobile
applications as consumers’ roles encompass various interactions within the platform (Thakur, 2018).
Therefore, it is crucial to understand customers’ technology self-efficacy after adopting a platform to
ensure sustained usage. The focus of this study is to identify the determinants of continuance intention
of mobile loyalty applications in Malaysia. The study’s context is the usage of mobile loyalty applications
of three food and beverage brands. Understanding the factors that influence customers’ intention to
continue using branded mobile applications in Malaysia is indispensable for businesses aiming to secure
the longevity of their brand’s digital presence and long-term success. Furthermore, armed with this
understanding, businesses can design and develop mobile applications that ultimately foster users’ inten-
tion to continue using them.

The research questions for this study are as follows:

1. How do customer engagement, electronic word-of-mouth messages, technology self-efficacy, person-
alization, user interface, and reward system impact the intention to continue using mobile loyalty
applications?

2. Does customer satisfaction mediate the relationship between customer engagement, electronic
word-of-mouth messages, technology self-efficacy, personalization, user interface, reward system,
and the intention to continue using the mobile loyalty application?

3. Does customers’ perceived trust mediate the relationship between customer engagement, electronic
word-of-mouth messages, technology self-efficacy, personalization, user interface, reward system,
and the intention to continue using the mobile loyalty application?

4. What is the relationship between customer satisfaction and the intention to continue using the
mobile loyalty application?
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5. How does customers’ perceived trust impact the intention to continue using the mobile loyalty
application?

Literature review and hypothesis development
Branded mobile applications and continuance usage

Lew et al. (2020) argued that development of mobile technology in recent years significantly impacts
consumer behavior and business practices. Due to the widespread utilization of mobile applications,
businesses have been developing proprietary mobile applications as an innovative approach to advertis-
ing. This strategy has been empirically demonstrated to enhance sales and enhance specific aspects of
customer behavior, including loyalty, sustained usage, and customer satisfaction (Y. H. Fang, 2017) and
increased revenue (K.-L. Hsiao et al., 2019). Kim and Ah Yu (2016) added that branded mobile applica-
tions act are important marketing tools and is increasingly becoming a common practice among many
corporations. Given the anticipated advantages of proprietary mobile applications, both businesses
(Thakur, 2018), and academia place significant importance on customers’ sustained usage of the
application.

The concept of sustained usage illuminates customer loyalty and the intention to continue using the
application following its adoption (Yan et al, 2021). Furthermore, the effectiveness of a proprietary
mobile application and a brand’s targeted marketing capabilities are influenced by customers’ sustained
usage (Fauzi & Sheng, 2020). By closely monitoring customer behavior and implementing targeted mar-
keting strategies based on their consistent usage of mobile applications, businesses can effectively mea-
sure success. Therefore, the intention for sustained usage should serve as the primary metric for evaluating
the success of a proprietary mobile application.

Customer engagement and continuance intention with mediators: customer satisfaction
and customer trust

Customer engagement is a variable commonly employed to assess customer behavior, encompassing
aspects such as loyalty and usage intention (Brodie et al., 2013). Scholars have delineated customer
engagement as a multidimensional construct, encompassing cognitive, emotional, and behavioral dimen-
sions (Hollebeek, 2011). Moreover, customer engagement is shaped by the experiences delivered by a
brand, with positive experiences fostering heightened customer engagement (MclLean, 2018).
Consequently, customer engagement can engender sustained usage of branded mobile applications
(McLean, 2018). Numerous studies have discovered a positive association between customer engagement
and continued usage (McLean, 2018; Qing & Haiying, 2021; Thakur, 2019).

Customer satisfaction is widely employed in the marketing domain to gauge post-purchase behavior
(Bhattacherjee, 2001). It represents a judgment predicated on customer evaluations pertaining to branded
mobile applications (Thakur, 2018). Past usage experiences can shape customer satisfaction and subse-
qguent continued usage. Customer satisfaction assumes paramount importance in fostering loyalty and
incentivizing sustained usage of branded mobile applications (L. T. T. Tran et al.,, 2019). Hung et al. (2012)
found in their study on the usage of mobile shopping, customer satisfaction plays an imperative role in
repeat purchase intention. In sum, customer engagement can influence trust, customer satisfaction, and
continued usage (Islam & Rahman, 2016). Numerous studies have demonstrated a positive link between
customer engagement and customer satisfaction (Calder et al., 2016; Harrigan et al., 2017; Sharma &
Singh, 2021). Additionally, providing a positive user experience on branded mobile applications instills
customer satisfaction with overall usage (Sharma & Singh, 2021).

Establishing customer trust necessitates substantial effort (Hollebeek, 2011). Trust assumes a pivotal role
in conferring credibility to brands in the eyes of customers. In the present study, customer trust is concep-
tualized as consumers’ trust in sharing personal information and their sustained usage of branded mobile
applications (Alalwan et al., 2016; Yuan et al.,, 2019). Given that the utilization of a branded mobile appli-
cation entails the disclosure of personal information, trust represents a critical factor. Customer trust also
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amplifies users’ confidence in adhering to branded mobile applications (Singh et al., 2018). Providing trust-
worthy and accurate information in mobile applications is crucial for winning user acceptance (Azeeez &
Mohammed, 2022; Meng et al., 2019). Engaged customers are more prone to cultivate trust-based relation-
ships, as customer engagement serves as a predictor of behavioral intention (So et al., 2016). Previous
studies have evidenced a positive relationship between customer engagement and trust (J. H. Kim & Lee,
2019; M. W. Li et al, 2020; Rather, 2019). Consequently, it is anticipated that customer engagement will
exert a substantial impact on cultivating customer trust and promoting continued usage of branded mobile
applications. Basing on these findings, the current study formulates the following hypotheses:

H1: Customer engagement positively influences customer continuance intention to use branded mobile appli-
cations.

H7: Customer engagement has a positive relationship with customer satisfaction regarding continuance usage
intention in branded mobile applications.

H8: Customer engagement has a positive relationship with customer trust in continuance usage intention in
branded mobile applications.

e-WOM and continuance intention with mediators: customer satisfaction and customer trust

E-WOM content, also known as electronic word-of-mouth content, refers to the digital communication
through which customers express their opinions, reviews, and recommendations about a particular brand
(Thakur, 2019). This type of content holds great significance as it serves as a valuable indicator of cus-
tomers’ experiences with branded mobile applications (Jaliivand & Samiei, 2012). Consequently, e-WOM
content plays a crucial role in influencing customers’ adoption and usage of new technologies, systems,
or services. The perceived strength of e-WOM content directly influences the likelihood of it being fol-
lowed by other customers (S. W. Lee et al., 2019). Therefore, e-WOM content has a direct and indirect
impact on continued usage.

E-WOM content serves as a mechanism for helping consumers make informed choices and enhancing
their satisfaction levels (Srivastava & Sivaramakrishnan, 2021). Research conducted on hotel booking web-
sites and mobile application searches has demonstrated the positive impact of e-WOM on customer satis-
faction (Srivastava & Sivaramakrishnan, 2021). In a study by Chen et al. (2020) that focused on the effects
of user interface and social media on consumers’ continued usage of location-based mobile apps, it was
found that fitness apps enable users to compare their progress and obtain feedback on their achieved
goals. Particularly among experienced users, e-WOM content in bicycle-based workout applications signifi-
cantly enhances customer satisfaction (Chen et al., 2020). Therefore, it is evident that e-WOM content has
a significant influence on customer satisfaction with the usage of products or services (Migin & Falahat, 2016).

The concept of customer trust has been extensively studied in various fields, including marketing and
e-commerce (M. K. O. Lee & Turban, 2001). Trust from customers is crucial for online sales (Shin et al.,
2013), and it is also a fundamental requirement for e-commerce transactions (Falahat, Lee, et al., 2019;
Matute et al.,, 2016). In fact, e-WOM content plays a role in building trust and fostering engagement with
mobile applications (E. Y. Lee et al,, 2017; S. W. Lee et al., 2019). Several studies have demonstrated that
e-WOM content has the power to influence consumers’ attitudes positively. Positive e-WOM content con-
tributes to increased customer trust and promotes the usage of mobile applications. Customers tend to
place more trust in e-WOM content compared to advertisements or brand information (Khammash &
Griffiths, 2011; Shin et al., 2013). Furthermore, e-WOM content shared on social media platforms also has
a significant influence on customer trust (Schijns & Bruggen, 2018). As a result, marketing practitioners
should actively encourage existing customers to share their experiences in order to build confidence in
mobile applications. It is evident that customers place their trust in e-WOM content (Bulut & Karabulut,
2018). Therefore, the following hypotheses are proposed:

H2: E-WOM content positively influences customers’ continuance intention to use branded mobile applications.
H9: E-WOM content has a positive relationship with customer satisfaction toward continuance usage intention
in branded mobile applications.
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H10: E-WOM content has a positive relationship with customer trust toward continuance usage intention in
branded mobile applications.

Technology self-efficacy and continuance intention with mediators: customer satisfaction
and customer trust

Technology self-efficacy refers to an individual’s belief in their ability and competence to successfully
use mobile applications (Abdullah et al., 2016). The analysis of mobile app adoption and utilization is
of great importance as it enables users to independently carry out tasks (Thakur, 2018). Perceived
behavioral control, as described in the Theory of Planned Behavior, is connected to the availability of
resources and opportunities. Technology self-efficacy serves as a predictor of mobile app adoption
(Thakur, 2018), drawing from personal experiences, observations, and social support to assist individuals
in task completion (Esteves et al., 2021). Customers tend to prefer tasks in which they feel competent,
thereby enhancing their technological self-efficacy (Esteves et al., 2021) and improving their utilization
of mobile apps. Foroughi et al. (2019) discovered that technology self-efficacy increases consumers’
usage of mobile apps. Furthermore, technology self-efficacy has an impact on usage intention (Falahat,
Kit, et al., 2019), with users exhibiting lower levels of continuous use when their self-efficacy is low
(Foroughi et al., 2019).

In addition to technology self-efficacy, the support system provided by mobile applications plays a
significant role in shaping customer attitudes and the interactivity of the platform, ultimately leading to
overall customer satisfaction (Baek & Yoo, 2018; Yoo et al., 2017). The support system encompasses assis-
tance materials or content that aids customers in adopting and utilizing the platform (Yoo et al., 2017).
The positive effects of technology self-efficacy on customer satisfaction are also evident in the context
of e-government services (Shuib et al., 2019). The identification of customer satisfaction and continued
usage of branded mobile applications rests on the importance of technology self-efficacy as a contrib-
uting factor. Shuib et al. (2019) demonstrated that the support provided by mobile applications contrib-
utes to customer satisfaction. This finding is further supported by C. H. Wang et al. (2013), who observed
a positive effect of technology self-efficacy on student satisfaction with mobile learning applications.

Technological self-efficacy also plays a crucial role in fostering customer trust. As customers’ level of
technology self-efficacy improves, their trust in managing the platform also grows, as they become more
confident in their abilities (Tams et al., 2018). Technology self-efficacy often serves as a key determinant
in customers’ choices when selecting technological solutions. Chamorro-Koc et al. (2021) emphasized that
self-efficacy and trust in health technology can increase adoption and intention to use mobile health
applications. The findings indicate a positive relationship between technology self-efficacy and customer
trust, which in turn leads to continued usage. Moreover, with increased interaction, improved skills, and
knowledge, customers enhance their technology self-efficacy, making it more likely for them to develop
a trusting relationship with the mobile application (Alalwan et al., 2016; Kaushik et al., 2020; Venkatesh
et al, 2012). Hence, the following hypotheses are proposed:

H3: Technology self-efficacy positively influences customer continuance intention to use branded mobile
applications.

H11:Technology self-efficacy has a positive relationship with customer satisfaction toward continuance usage
intention in branded mobile applications.

H12: Technology self-efficacy has a positive relationship with customer trust toward continuance usage inten-
tion in branded mobile applications.

Personalization and continuance intention with mediators: customer satisfaction and
customer trust

Mobile applications have the potential to offer distinctive and customized customer experiences. This
includes providing location-specific content and keeping customers informed through push notifications
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and cashless payment options (McLean, 2018). The customization provided by mobile applications
enables companies to utilize data in order to deliver personalized content, products, and experiences
based on customer preferences (C. H. Hsiao et al., 2016). McLean (2018) discovered that customization
has a positive impact on customer engagement and enhances their intention to continue using a mobile
commerce application. In a study conducted by Y. H. Fang (2019) to explore the determinants of contin-
ued usage and brand loyalty among mobile application users, value-in-use (VIU) was used to represent
customers’ experience, personalization, and relationships. The findings revealed that VIU, formed by per-
sonalization, experience, and relationships, plays a significant role in increasing customers’ intention to
continue using the application and their loyalty toward the brand (Y. H. Fang, 2019). This supports the
notion that personalization leads to customer satisfaction and increases their intention to continue using
loyalty applications. Several other studies (Cheng et al., 2020; Park, 2014; Rogers et al., 2019) have also
suggested that personalization is crucial for the continued usage of mobile news applications and social
networking sites.

Personalization, satisfaction, and intention to continue using were identified as research variables that
represent the characteristics of e-book applications (Liu et al., 2021). Dunne et al. (2010) used personal-
ization as a measurement variable to investigate why customers engage in social networking sites. The
findings demonstrated that personalization enhances customer satisfaction in the use of social network-
ing sites (Dunne et al,, 2010). Liu et al. (2021) discovered that personalization directly influences per-
ceived usefulness and playfulness, which in turn leads to customer satisfaction. The study identified
satisfaction, personalization, perceived usefulness, and perceived playfulness as significant factors influ-
encing students’ intention to continue using e-book applications (Liu et al, 2021). Similarly, Trivedi and
Trivedi (2018) found that personalization enhances customer satisfaction in fashion applications in India.

Zanker et al. (2019) stated that the three dimensions of personalization in online services are the user
interface, content, and interaction processes. High levels of personalization, in conjunction with the
brand’s capabilities, enhance customers’ perception and trust (Aguirre et al., 2015; Komiak & Benbasat,
2006). A study by Ameen et al. (2021) analyzed how the integration of Al in shopping can result in an
improved customer experience. The findings indicated that personalization strongly influences trust, and
the results of mediation analysis also support the idea that trust mediates the relationship between
personalization and Al-enabled customer experience (Ameen et al., 2021). The findings by Zhang and
Curley suggest that perceived personalization significantly enhances customers’ trust in the integrity and
competence of the recommender agent. The above discussion leads to the formation of the following
hypotheses as below:

H4: There is a positive and significant relationship between personalization and continuance intention in the
usage of mobile loyalty applications.

H13: Personalization has a positive relationship with customer satisfaction toward continuance usage inten-
tion in branded mobile applications.

H14: Personalization has a positive relationship with customer trust toward continuance usage intention in
branded mobile applications.

User interface and continuance intention with mediators: customer satisfaction and
customer trust

Tarute et al. (2017) provided a definition of the term ‘user interface’ as it relates to mobile applications,
encompassing design solutions, functionality, interaction, and information content quality. V. Cho et al.
(2009) described perceived user interface design as the structural design that showcases the features and
information support of the platform. Tarute et al. confirmed that design solutions and information con-
tent quality have a positive impact on customer engagement, which in turn influences the intention to
continue using mobile applications. Kennedy-Eden and Gretzel (2012) agreed that the esthetics of mobile
applications affect customer behavior and emphasized the importance of design features such as colors,
styles, layouts, and icons in facilitating navigation and improving usage. They also highlighted the signif-
icance of timely and relevant information content. Luo and Chea (2018) stated that the user interface
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facilitates human-computer interaction, assists customers in achieving desired outcomes, and enhances
perceived usefulness after adoption. Additionally, the user interface is believed to promote interactivity
and significantly impact customers’ utilitarian values. Li found that a visually appealing user interface
enhances customers’ intention to continue using mobile loyalty applications. Gupta et al. (2020) sup-
ported the influence of the user interface on the intention to continue usage, emphasizing the strong
impact of perceived user interface quality on perceived usefulness and self-efficacy.

Liu et al. (2021) emphasized the importance of ease of use and an attractive user interface in evalu-
ating customer satisfaction and intention to continue using applications. Findlater and McGrenere (2010)
argued that the user interface plays a crucial role in personalization. Karapanos and Liu, Liao, and Pratt
highlighted how a well-designed user interface improves the overall customer experience and increases
satisfaction. Perceived ease of use or usability has been shown to positively impact intention to continue
usage (Y. H. Fang, 2019; Xu et al,, 2015).

Customer trust in m-commerce is considered a prerequisite for adoption and intention to continue
usage (Sarkar et al., 2020). Kennedy-Eden and Gretzel (2012) suggested that design solutions, such as
colors, styles, layouts, and icons, can be problematic in cultivating trust and may contribute to poor
usage levels. Y. M. Li and Yeh (2010) found that design esthetics significantly affect mobile trust, empha-
sizing the importance of personalized, esthetically designed, and user-friendly user interfaces to gain the
trust of Taiwanese customers. Gao and Waechter (2017) discovered that system quality, including the
user interface environment, positively impacts customers’ trust in mobile payment systems. Kaushik et al.
(2020) also found that perceived quality strongly influences customer trust.Thus, with the support of past
literature, it is hypothesized that:

H5: There is a positive and significant relationship between the user interface and continuance usage inten-
tion of mobile loyalty applications.

H15: User interface has a positive relationship with customer satisfaction toward continuance usage intention
in branded mobile applications.

H16: User interface has a positive relationship with customer trust toward continuance usage intention in
branded mobile applications.

Reward system and continuance intention with mediators: customer satisfaction and
customer trust

This study conducted by Tseng and Lee (2018) presents a valuable argument regarding the variable
under investigation. The researchers evaluated brand benefits from four perspectives: functional, experi-
ential, symbolic, and monetary. The findings of the study revealed that monetary benefits have a positive
impact on the intention to continue using the product/service through parasocial interaction, which
refers to the willingness to share personal information. Therefore, the study confirms that brand benefits,
particularly the reward system, promote parasocial interaction and ultimately enhance the intention to
continue using the product/service. Other studies, such as R. J. H. Wang et al. (2018), have demonstrated
that coalition loyalty programs offered through mobile applications can increase the participation of
existing customers by providing rewards and convenient information. Additionally, daily deals or offers
through mobile shopping applications, which can be considered as part of the reward system, have been
found to increase customers’ intention to continue using the applications (Tak & Panwar, 2017).

Regarding customer satisfaction as a mediating factor, O'Donohoe and Vedrashko (2011) argue that
the reward system is a crucial element that should be included in the successful implementation of
mobile loyalty programs. This point is supported by Kristiani et al. (2014), who note that benefits such
as monetary savings or personalized services have a positive influence on customer satisfaction with
brands. Their findings indicate that economic and social rewards strongly impact customer satisfaction.
Other studies have also shown a strong association between monetary incentives, which are part of the
reward system, and customers’ perceived value or engagement, ultimately leading to improved customer
satisfaction (Chopdar & Balakrishnan, 2020; J. Fang et al., 2017).
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Trust is conceptualized as a set of beliefs that individuals develop over time based on the attributes
of the product or service. The consequences of trust often influence customers’ behavioral intentions
toward mobile retail applications (Kaushik et al., 2020). According to Choi et al. (2019), one of the most
frequently suggested reasons for customers’ continued use of applications is customer trust. The study
found that perceived financial benefits significantly influence customer satisfaction and trust in relation
to continued usage intentions. Similarly, Ahrens et al. (2013) state that the financial incentives offered to
customers, both senders and receivers, result in an increase in new sign-ups and the trust placed in
receivers. Thus, with support from the literature and discussion, the following hypotheses were devel-
oped:H6: There is a positive and significant relationship between the reward system and continuance
intention in the usage of mobile applications.

H6: There is a positive and significant relationship between the reward system and continuance usage inten-
tion of mobile loyalty applications.

H17: Reward system has a positive relationship with customer trust toward continuance usage intention in
branded mobile applications.

H18: Reward system has a positive relationship with customer trust toward continuance usage intention in
branded mobile applications.

Customer satisfaction and customer trust

Customer satisfaction is a post-experience evaluation of a brand and its services (Falahat et al., 2018). Positive
customer experiences have been found to result in higher levels of satisfaction, trust, repurchase intention,
and loyalty (Shobeiri et al, 2018; Thakur, 2019). In today’s world, where mobile devices, e-commerce, and
loyalty apps are prevalent, it is crucial to measure customer happiness. Increased customer happiness has
been found to lead to greater utilization (Masri et al., 2020; Su et al, 2016; Thakur, 2018). Su et al. (2016)
suggested that customer happiness and trust should be used to assess continued use in the e-tourism
industry. Masri et al. (2020) found that customer happiness was a significant predictor of mobile app adop-
tion. Thakur (2018) discovered that customer happiness also increases the usage of mobile commerce apps.
When customers are satisfied with a mobile shopping app, they are more likely to continue using it. Customer
satisfaction indices also evaluate future behaviors such as loyalty, positive word of mouth, and continued
usage (Marinkovic & Kalinic, 2017). Happy customers typically demonstrate affective and continuation com-
mitments (Raju, 2017). Continuation commitment refers to the intention to remain loyal to a brand and its
services (Kalini¢ et al., 2020; Raju, 2017). In e-commerce and mobile commerce, consumer satisfaction has a
positive impact on behavioral intention (Bhattacherjee, 2001; R. J. H. Wang et al., 2018). Previous research
has shown a positive correlation between customer satisfaction and repeat use.

Trust in mobile apps for personal data and financial transactions is crucial (Qasim & Abu-Shanab, 2016).
Customer trust predicts the adoption of mobile applications (Qasim & Abu-Shanab, 2016). Given uncer-
tainties such as personal information misuse, transaction failures, and privacy threats in the information
system environment, consumer trust is a significant predictor (Cao et al., 2018). Therefore, it is essential to
increase customer trust in order to promote mobile app adoption. During the 2019 pandemic, trust in
food delivery apps increased, leading to a greater intention to use them (M. Cho et al., 2019). This finding
is associated with the reliance on global mobile apps during pandemics. When consumers heavily rely on
mobile services, safety, reliability, and efficiency become crucial factors in building confidence and inten-
tion to use (Zhao & Bacao, 2020). Trust in third-party mobile payment systems also supports the notion
that it enhances continued usage (Shao et al.,, 2019). This further validates the study’s assessment of con-
sumers’ trust in continued usage. As such, the following hypotheses are developed:

H19: Customer satisfaction positively influences customer continuance intention to use branded mobile
applications.

H20: Customer trust positively influences customer continuance intention to use branded mobile applications.

Figure 1 illustrated below, presents the research framework:
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Research methodology
Design and sample

This study employed non-probability convenience sampling to collect data. Convenience sampling was
selected due to its cost-effectiveness, accessibility, and efficiency in reaching the target population.
Non-probability sampling allows for the collection of a substantial amount of data in a relatively short
period, which was essential for this study. Non-probability sampling was chosen for several reasons. First,
it allowed us to efficiently gather data from a specific population—users of mobile applications of three
food and beverage brands (Starbucks, Pizza Hut, and Tealive) in major cities in Malaysia. The selection of
Starbucks, Pizza Hut, and Tealive was made to ensure that the study captures a diverse, representative,
and relevant sample of branded mobile application users within the food and beverage industry in
Malaysia. This approach allows us to draw meaningful insights and provide valuable recommendations
for both local and international brands operating in similar contexts.

These cities were selected based on their high internet penetration rates and the presence of the
brands’ outlets. Second, convenience sampling facilitated the recruitment of respondents who are actual
users of the applications, ensuring that the data collected is relevant to the research questions. We have
use G*Power to calculate the minimum sample size. Based on these inputs, G*Power calculated the min-
imum required sample size to be 160, considering an effect size f2 of 0.15, a significance level (a) of 0.05,
a power of analysis (1-B err prob) of 0.95, and 8 predictors.

To ensure robustness and account for potential non-responses or incomplete surveys, we aimed to
collect a larger sample size. In this study, we collected data from 430 respondents, which exceeds the
minimum requirement and enhances the reliability and validity of our results.

Data collection

The final version of the questionnaire was distributed online to users of mobile applications from the
selected brands. A total of 430 usable responses were obtained. The strategic selection of respondents
from major cities ensured that the sample included users with varied backgrounds and usage patterns,
thereby enhancing the robustness of the findings.

The data were collected from major cities in Malaysia that house Starbucks, Pizza Hut, and Tealive
outlets. The strategic selection of outlets in these cities is in accordance with the demand from urban
customers’ hectic lifestyles and the overall Internet penetration in Malaysia (Habib et al., 2011). The two
brands were chosen based on the number of outlets in Malaysia and their rankings on both 10S and
Google Play. The most important requirement is the integration of reward system as it plays a crucial
role in understanding the continuance usage intentions. Table 1 presents a summary of the selection

’ Customer Engagement

Customer Satisfaction

Electronic Word-of-Mouth
Messages

Continuance Usage
Intention

’ Technology Self-Efficacy

‘ Personalisation

’ User Interface

H17 Customer Trust

’ Reward System

Figure 1. Research framework (here).
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criteria for the two branded mobile applications. The online questionnaire was distributed to users of
mobile applications and resulted in 430 usable data points from the total data collection.

The questionnaire used in this study was designed to measure the variables of interest: customer
engagement, e-WOM content, technology self-efficacy, personalization, user interface, reward system,
customer satisfaction, customer trust, and continuance usage intention. The variables were operational-
ized through existing measurement scales adapted from prior research to ensure content validity. All
constructs were assessed using a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly
agree). According to Tworek et al. (2020), the use of a five-point Likert scale is justified due to its greater
reliability compared to a three-point scale and its greater ease of use compared to a seven-point scale.

Table 2 presents the profiles of the respondents, revealing a balanced representation of female (58.6%)
and male (41.4%) participants within the age range of 21 to 40years (78.8%). Furthermore, the study
indicated a relatively high frequency of usage for these branded mobile applications, with 44.2% report-
ing ‘often!

Pretest

To enhance the reliability and validity of the questionnaire, a pretest was conducted with a small
sample of respondents who were representative of the target population. The pretest aimed to iden-
tify any issues with the questionnaire, such as ambiguous questions, unclear wording, or technical
problems. Feedback from the pretest was used to refine the questionnaire, ensuring that it was clear,
concise, and easy to understand. This process helped to improve the overall quality of the data
collected.

Table 1. Summary of selection criteria.

Items Starbucks Pizza hut Tealive

Number of outlets in Malaysia 320 350 600

Most downloaded application ranking 9 10 1
in 10S

Most downloaded application ranking 13 8 1
in Google Play

Reward system integration Yes Yes Yes

“The numbers stated are accurate when writing and may be subject to change.

Table 2. Respondents’ profile.

Variables Frequency Percentage
Gender
Male 178 414
Female 252 58.6
Age
21-30 144 335
31-40 195 453
41-50 63 14.7
51-60 1 2.6
61 & above 17 4.0
Race
Malay 233 54.2
Chinese 116 27
Indian 71 16.5
Others 10 23
Education level
SPM 49 1.4
STPM 2 0.5
Diploma 52 121
Bachelor’s degree 271 63
Masters 47 10.9
PhD 9 2.1
Usage frequency
Rarely 60 14
Sometimes 126 293
Often 190 442

Always 54 12.6
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Ethics declarations

We hereby confirm that our research strictly adheres to ethical guidelines and fully complies with the
legal requirements of the country where the study is conducted. This research has received official
approval from the Human Research Ethics Committee (HREC) of Open University Malaysia (OUM), with
the assigned approval number: OUM-RPMU/1.5.7/338/PHDBA/233/056.

Informed consent

The consent was documented on the initial page of the survey. We incorporated details concerning the
consent protocols, elucidated the study’s aims, and reassured participants of the confidentiality and ano-
nymity of their answers. Furthermore, we explicitly conveyed in written form that we are constructing a
guestionnaire to evaluate the usage patterns and experiences with specific branded mobile loyalty appli-
cations, with the intention of gathering data of superior quality. We expressed our gratitude for their
willingness to partake in the study and requested them to indicate ‘Yes' if they concur with the asser-
tions under each section, and ‘No’ if they dissent. We extend our sincere appreciation in advance for their
valuable assistance.

Data analysis

This study employed the Partial Least Squares Structural Equation Modeling (PLS-SEM) technique to test
the hypothesized relationships. PLS-SEM is a variance-based SEM technique widely used for predictive
modeling and theory development, particularly when the research model is complex, and the sample
size is relatively small (Hair et al., 2017). It is suitable for this study because it allows for the simultaneous
estimation of multiple interdependent relationships between the constructs, making it possible to assess
both direct and indirect effects.

To assess the significance of the path coefficients, we used the bootstrapping procedure, a non-
parametric resampling method. Bootstrapping is particularly advantageous as it does not assume a
normal distribution of the data, which is often the case in social science research. In this study, we
applied bootstrapping with 10,000 resamples to obtain stable estimates and robust standard errors. The
decision to use 10,000 resamples in the bootstrapping procedure is based on recommendations from
prior research, which suggests that a higher number of resamples provides more accurate and reliable
confidence intervals (Hair et al., 2017). Specifically, Hair et al. (2017) recommend using at least 5,000
resamples for bootstrapping in PLS-SEM, but higher resample numbers, such as 10,000, enhance the
precision of the parameter estimates. By increasing the number of resamples to 10,000, we aim to ensure
the robustness of our findings and mitigate the impact of sampling variability.

Measurement model assessment

The evaluation of the measurement model is an initial step in conducting PLS-SEM analysis. Its objective
is to ensure that the constructs exhibit satisfactory indicator reliability, composite reliability, convergent
validity, and discriminant validity when applied in the structural path model. Factor loading reflects how
well an item represents an underlying construct, with a recommended threshold of 0.50 or higher.
Additionally, it is crucial to consider the cumulative loading results and strive for high loading scores that
contribute to Average Variance Extracted (AVE) scores exceeding 0.50 (Hair et al, 2017). In accordance
with these recommendations, items with factor loadings below 0.50 (CI2) were eliminated due to their
failure to meet the minimum threshold. Table 1 displays that all indicators have factor loadings above
0.70, satisfying the requirements for indicator reliability (Hair et al., 2017).

The assessment of internal consistency reliability was also performed using composite reliability and
Cronbach’s alpha. The results presented in Table 1 demonstrate that the composite reliability and
Cronbach’s alpha values for all constructs are above 0.70 and below 0.90, which aligns with the recom-
mended criteria (Sarstedt et al,, 2022). Subsequently, convergent validity was evaluated based on the
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average variance extracted (AVE) values (Sarstedt et al., 2022). AVE should ideally exceed 0.50, as estab-
lished by Fornell and Larcker (1981). As indicated in Table 3, the AVE values for all constructs surpass
0.50, indicating that the measurement model satisfies the statistical requirements for convergent validity.

The following stage entails the analysis of discriminant validity utilizing the heterotrait-monotrait
(HTMT) ratio approach. Discriminant validity serves to illustrate the degree of differentiation between a
construct and other constructs (Sarstedt & Cheah, 2019). As displayed in Table 4, the HTMT ratios between
the constructs fall below the predetermined threshold of 0.85, and the confidence intervals are below
0.90. Consequently, the findings indicate that discriminant validity has been successfully established for
the constructs. Overall, the analysis suggests that the study’s reliability and validity have been firmly
established, and the measurement model is appropriate for structural analysis.

Structural model evaluation

Assessing the structural path model to evaluate path coefficients is crucial for estimating the relation-
ships among the constructs and their statistical significance (Hair et al., 2017). In this study, we followed
the general guidelines provided by Sarstedt et al. (2022) for evaluating the structural model and report-
ing the results. To test the statistical significance of the path coefficients of the hypothesized relation-
ships, we applied bootstrapping using 10,000 re-samples, which generated t-values and p-values. To
evaluate the mediation effects, we used Preacher and Hayes (2008) method, which is suitable for multi-
ple mediator models.

Results discussion

The findings from the assessment of the structural model are presented in Table 5. Hypothesis 1 which
posited that customer engagement is positively associated with customers’ intention to continue using

Table 3. Factor loading, reliability and AVE.

Construct Coding Loading R Cronbach’s alpha AVE
Customer Engagement CE1 0.877 0.939 0.914 0.794
CE2 0.891
CE3 0.892
CE4 0.905
E-WOM Content EWOM1 0.934 0.956 0.938 0.843
EWOM2 0.912
EWOM3 0.920
EWOM4 0.907
Technology Self-Efficacy TSE1 0.881 0.933 0.900 0.776
TSE2 0.892
TSE3 0.896
TSE4 .854
Personalisation PE1 0.937 0.933 0.903 0.778
PE2 0.906
PE3 0.811
PE4 0.870
User Interface un 0.925 0.958 0.940 0.849
ui2 0.936
ui3 0.902
ul4 0.924
Reward System RS1 0.974 0.978 0.969 0.916
RS2 0.948
RS3 0.968
RS4 0.938
Customer Satisfaction CSAT1 0.904 0.943 0.919 0.804
CSAT2 0.909
CSAT3 0.879
CSAT4 0.896
Customer Trust CTR1 0.898 0.951 0.931 0.829
CTR2 0.938
CTR3 0.889
CTR4 0.915
Continuance Usage Intention cn 0.880 0.915 0.861 0.782
Cl3 0.919

Cl4 0.832
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Table 4. Discriminant validity using HTMT.
Continuance

usage Customer Customer  Customer Reward  Technology User e-WOM
intention engagement satisfaction trust Personalisation ~ system  self-efficacy interface messages

Continuance 0.885

Usage

Intention

Customer 0.675 0.891

Engagement

Customer 0.707 0.765 0.897

Satisfaction

Customer Trust 0.701 0.664 0.671 0.910

Personalisation 0.545 0.550 0.599 0.455 0.882

Reward System 0.177 0.072 0.148 0.222 0.040 0.957

Technology 0.633 0.735 0.756 0.716 0.559 0.037 0.881

Self-Efficacy

User Interface 0.752 0.784 0.753 0.688 0.569 0.112 0.741 0.922

e-Wom 0.700 0.682 0.662 0.777 0.446 0.143 0.653 0.678 0.918

Messages

Table 5. Results of direct effect on continuous usage intention.

Confidence interval

2.5% lower 97.5% upper
H Paths T-value P-value bound bound Findings

H1 Customer Engagement 0.243 0.808 —-0.084 0.113 Not Supported
- Continuance Usage
Intention

H2 e-WOM Messages -> 3.805 0.000 0.097 0.304 Supported
Continuance Usage
Intention

H3 Technology Self-Efficacy 1.741 0.082 -0.213 0.010 Not Supported
- Continuance Usage
Intention

H4 Personalisation - 3.223 0.001 0.044 0.180 Supported
Continuance Usage
Intention

H5 User Interface > 6.965 0.000 0.249 0.444 Supported
Continuance Usage
Intention

H6 Reward System - 1.282 0.200 —-0.020 0.101 Not Supported
Continuance Usage
Intention

H19 Customer Satisfaction - 3.471 0.001 0.080 0.280 Supported
Continuance Intention

H20 Customer Trust - 3.701 0.000 0.090 0.294 Supported
Continuance Usage
Intention

mobile applications, is not supported (3=0.012, p>0.05). The findings is not in line with the previous
research by McLean (2018), Qing and Haiying (2021), and Thakur (2019). As argued by Dovaliene et al,,
customer engagement can be adversely affected of the state of mind of users (cognitive customer
engagement dimension) where it implies does not influence perceived value.

Hypothesis 2 predicted a positive relationship between e-WOM content and continuance usage
(3=0.200, p<0.05), supporting Hypothesis 2. This positive association between e-WOM content and con-
tinuance usage supported the theory of planned behavior’s key tenet that subjective norms impact
behavioral intention.

On the contrary, Hypothesis 3 proposed that technology self-efficacy positively influences customer
continuance usage; however, the results indicated otherwise (B = -0.099, p>0.05), suggesting that
Hypothesis 3 is not supported. The findings contradicts previous studies (S. C. Kim et al., 2016), where
they found self-efficacy was considered one of the factors that directly or indirectly influences users’
continuance intentions in the financial service context. The contradiction could be that the self-efficacy
measurement has more predictive power when it is measured at a domain specific level (Shiau et al,,
2020). In branded mobile applications, such as Starbucks, Pizza Hut, and Tealive, users anticipate more
relevant services and have little tolerance for technological issues that disrupt the overall experience.



14 S. SERIDARAN ET AL.

‘The application keeps on logging out, a Starbucks mobile app user said in a 1-star review (Google Play,
2022). Hypothesis 4 is supported postulating that there is a positive relationship between personalization
and continuance usage of branded mobile application ((3=0.112, p<0.05). The findings resonate with
several other studies (Cheng et al., 2020; Park, 2014; Rogers et al., 2019) which suggested that personal-
ization is crucial for the continued usage of mobile news applications and social networking sites. H5
which is user interface and continuance usage intention of branded apps are positively related as the
p-value <0.05. The result is consistent with previous studies which showcased user interface referring to
features, functionality, and information content quality of the mobile application have a significant
impact on customers’ continuance intention to use the application (V. Cho et al., 2009; Gupta et al., 2020;
Tarute et al., 2017).

Regarding Hypothesis 7, it was hypothesized that customer satisfaction mediates the relationship
between customer engagement and continuance usage. Table 5 presents the indirect effects and their
statistical significance, determined by the bootstrapping procedure (Preacher & Hayes, 2008). The results
indicate that customer satisfaction significantly and positively mediates the relationship between cus-
tomer engagement and continuance usage. The results of this relationship yielded p-values < 0.05, with
Hypothesis 4 (3=0.116, p<0.000). This findings corroborates the current literature by demonstrating that
customer engagement activities lead to positive customer satisfaction. An effective customer engage-
ment strategy must be built on a solid understanding of the customer journey, with the outcomes of
the strategies being the evaluation of customer satisfaction and the measurement of customers’ contin-
uance usage behavior (Godha, 2022). As with H1 and H3, H6 which tested the relationship between
reward system and customers’ continuance usage of branded apps, found to be not supported (f=0.040,
p>0.05). The findings contradict past studies have found a positive and significant relationship between
the reward system and customers’ continuance intention (Tak & Panwar, 2017; Tseng & Lee, 2018; R. J. H.
Wang et al., 2018). Moreover, in this study, when customer satisfaction and perceived trust were used as
the mediating variables, the reward system’s relationship with continuance intention was supported. H19
tests the customer satisfaction effect on continuance intention. It was found to be supported (3=0.179,
p <0.000). This finding is consistent with the findings of Masri et al. (2020), which revealed that customer
satisfaction has a positive effect on continuance intention. Through testing H20, there is a positive effect
of customer trust on continuance usage intention (3=0.179, p<0.000). Cao et al. (2018) found that per-
ceived trust positively influences continuance intention on the usage of mobile payment services called
Alipay in China.

H7 is to test whether customer satisfaction has a significant and positive mediating effect on the
relationship between customer engagement and continuance intention. The results of this relationship
analysis is supported (3=0.048, p <0.05). The result is consistent with past studies conducted in evaluat-
ing the effect of customer engagement on customer satisfaction (Calder et al., 2016; Sharma & Singh,
2021). H8 hypothesized that customer trust mediates the relationship between customer engagement
and continuance usage is not supported (3=0.005, p>0.000). Customer trust does not mediate the rela-
tionship between customer engagement and continuous usage. The result is inconsistent with previous
research, which indicated a positive effect of customer engagement on perceived trust (Hollebeek, 2011;
So et al.,, 2016).

Hypothesis 9 predicts that customer satisfaction mediates the relationship between e-WOM content
and customers’ continuance usage. The outcomes indicate that customer satisfaction significantly and
positively mediates the relationship between e-WOM content and customers’ continuance usage (=0.047,
p <0.05). The current study also reviews previous results on the mediating role of customer satisfaction
between e-WOM messages and continuance intention (Chen et al.,, 2020; Srivastava & Sivaramakrishnan,
2021) and found the results to be supporting and reliable. The mediating role of perceived trust on the
relationship between e-WOM messages and continuance intention in H10 vyields significant results
(3=0.089, p<0.05) which concur with past studies (Bulut & Karabulut, 2018; Matute et al., 2016; Schijns
& Bruggen, 2018).

H11 hypothesize that customer satisfaction mediates the relationship between technology self-efficacy
and customers’ continuance usage. The results found to be significant (3=0.111, p<0.000). The result
shows that customers with technology self-efficacy alone will not influence continuance intention (refer
to H3) to use the platform, but their satisfactory experience makes a difference. The findings contributed
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to the body of knowledge in the literature that relates specifically to the H11 relationship (Chao, 2019;
Shuib et al., 2019; C. H. Wang et al,, 2013; Yoo et al,, 2017). According to H12, customer trust mediates
the relationship between technology self-efficacy and customer continuance usage (=0.080, p <0.05).

The mediating role of customer satisfaction on the relationship between personalization and contin-
uance intention on the usage of the mobile loyalty application test through H13 is found to be sup-
ported ((=0.027, p<0.05). This positive result means customer satisfaction improved among customers
who perceive the mobile loyalty applications to have a high degree of personalization. Devanesan (2022)
added that to provide a personalized experience, brands need to employ machine learning algorithms
and other technological solutions to manage customer data efficiently. The results of H14 in this study
indicate that the mediating role of perceived trust on the relationship between personalization and con-
tinuance intention on the usage of the mobile loyalty application is not supported. The uncommon
result of this study provides a new perspective on the relationship between personalization, perceived
trust, and continuance intention. A survey conducted by the McKinsey research company identified that
71 per cent of customers expect personalization, and 76 per cent of customers get frustrated when they
do not get it. The research was conducted primarily for consumers in the United States of America. In
Malaysia, on the other hand, customers are more skeptical than ever about being misled by online mis-
information and data privacy.

H15 in this study supported the mediating role of customer satisfaction on the relationship between
the user interface and continuance intention (3=0.031, p<0.05). The navigation control and satisfaction
were strongly correlated with the perceived ease of use under the theory of TAM and customers’ atti-
tudes toward the mobile loyalty application. In the current study, the user interface is the representation
of perceived ease of use and customer satisfaction is the attitude toward using the application. The
findings of this study showed that H16 which is on the mediating role of perceived trust on the rela-
tionship between the user interface and continuance intention is supported. It is attributed to customers’
expectations of the performance of the three branded mobile loyalty applications. H17 is supported by
representing the indirect effect of the reward system on continuance intention with the support of cus-
tomer satisfaction as the mediating factor (3=0.022, p<0.05). H18 is supported, indicating the impor-
tance of perceived trust in improving customers’ continuance intention ((3=0.025, p <0.05). The summary
of hypotheses testing for direct relationship and mediation are presented in Tables 5 and 6.

Implications and beneficiary

Theoretical implications

The present study attempts to address multiple gaps and, in doing so, makes significant theoretical con-
tributions. Firstly, the study extends the limited research on understanding both internal and external
determinants of customers’ continuance intention on using a technology platform. The internal determi-
nants are customer engagement, electronic word-of-mouth messages, and technology self-efficacy. It
represents the variables from the Theory of Planned Behavior (TPB) model. At the same time, the exter-
nal determinants are personalization, user interface, and reward system. The external determinants rep-
resent the Technology Acceptance Model (TAM). There are limited previous studies to the best of the
researcher’s knowledge and through peer-reviewed searches in databases that empirically explored the
effects of the combination of these determinants on continuance intention. Previous studies have mainly
approached customers’ continuance intention through one theory concept between the Technology
Acceptance Model and the Theory of Planned Behavior. This study attempts to enrich the understanding
of the area beyond the Technology Acceptance Model and the Theory of Planned Behavior perspectives.
This study relied on the integration of the Theory of Planned Behavior and the Technology Acceptance
Model in explaining the role of customer engagement, electronic word-of-mouth messages, technology
self-efficacy, personalization, user interface, and reward system on continuance intention. It is in support
of the mediating variables of customer satisfaction and perceived trust. In doing so, this study takes a
value-centric standing and addresses the untested integrated relationships along with customer satisfac-
tion, perceived trust, and continuance intention. The value-centric approach leads the study to leverage
a robust set of beliefs and values that translate why customers do the things they do. This study has
communicated and supported the facts and figures that appeal to customers’ ethics and values.
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Table 6. Results of mediating effects.

Indirect effects Confidence interval (BC)
H Relationship Std Beta T-value P-value LL 2.5% UL 97.5% Decision

H7 Customer Engagement 0.048 2.620 0.009 0.019 0.094 Supported
- Customer
Satisfaction >
Continuance Usage
Intention
H8 Customer Engagement 0.005 0.483 0.629 —-0.011 0.028 Not Supported
—> Customer Trust
-> Continuance
Usage Intention
H9 Electronic Word of 0.019 2.166 0.030 0.006 0.041 Supported
Messages -
Customer
Satisfaction >
Continuance Usage
Intention
H10 Electronic Word of 0.089 3.561 0.000 0.042 0.141 Supported
Messages -
Customer Trust -
Continuance Usage
Intention
H11 Technology 0.050 3.106 0.002 0.027 0.101 Supported
Self-Efficacy >
Customer
Satisfaction >
Continuance Usage
Intention
H12 Technology 0.059 3.147 0.002 0.022 0.086 Supported
Self-Efficacy >
Customer Trust -
Continuance Usage
Intention
H13 Personalisation - 0.027 2.775 0.006 0.012 0.052 Supported
Customer
Satisfaction >
Continuance Usage
Intention
H14 Personalisation - —0.002 0.287 0.774 —-0.016 0.011 Not Supported
Customer Trust -
Continuance Usage
Intention
H15 User Interface > 0.031 2.656 0.008 0.013 0.062 Supported
Customer
Satisfaction >
Continuance Usage
Intention
H16 User Interface > 0.022 2.058 0.040 0.006 0.050 Supported
Customer Trust -
Continuance Usage
Intention
H17 Reward System - 0.014 1.975 0.048 0.004 0.032 Supported
Customer
Satisfaction >
Continuance Usage
Intention
H18 Reward System - 0.025 2.651 0.008 0.010 0.047 Supported
Customer Trust -
Continuance Usage
Intention

Social implications

The social implications of this study are significant, as it highlights the importance of understanding and
enhancing customer engagement, e-WOM messages, technology self-efficacy, personalization, user inter-
face, reward system, customer satisfaction, and trust in the continuance usage intention of the mobile
loyalty applications. By improving these factors, businesses can foster stronger relationships with their
customers, leading to increased brand loyalty and advocacy. This, in turn, can create a more interactive
and supportive community of users who share positive experiences and recommendations through elec-
tronic word-of-mouth (e-WOM). Furthermore, addressing technology self-efficacy and personalization
concerns can ensure that mobile applications are inclusive and accessible, promoting digital literacy and
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reducing barriers to technology adoption. Overall, these improvements can enhance the social experi-
ence of using branded mobile applications, making them more enjoyable and beneficial for a diverse
range of users.

Practical implications

The practical implications for enhancing continuance usage intention of mobile loyalty applications are
multifaceted. Firstly, customer engagement’s impact on usage intention is significantly mediated by cus-
tomer satisfaction, necessitating a focus on delivering positive overall customer experiences to build
brand loyalty. Effective use of data analytics can improve customer engagement strategies and satisfac-
tion. Secondly, the incorporation of electronic word-of-mouth (e-WOM) messages within the application
validates users’ decisions and promotes continued use through positive reviews and recommendations.
Thirdly, addressing customer technology self-efficacy is crucial, as digital knowledge alone does not
ensure continued usage. Providing quality information, user-friendly interfaces, and tutorial videos can
aid in this. Additionally, personalization strategies must balance customer acceptability with data privacy,
enhancing trust and satisfaction. Lastly, a well-designed user interface that is intuitive and efficient is
vital, complemented by a customer-oriented reward system that is transparent and easy to use.
Incorporating gamification elements can further engage users, ensuring continued usage of the mobile
loyalty application.

Beneficiary

This research will firstly contribute to the body of knowledge in the literature related to the area of
marketing and customer behavior in terms of the understanding customers’ continuance usage intention
of branded mobile applications. Academic researchers in the areas of consumer behavior, digital market-
ing and technology adoption can use this research as a reference for further studies or to validate their
theories. Secondly, practitioners such as marketers, digital strategist, mobile app developers as they can
use the findings to develop more effective engagement strategies, personalized marketing campaigns.
Besides, mobile app developers can gain insights into user preferences and behaviors, enabling them to
design more intuitive and user-friendly interfaces that cater to the needs of the food & beverage industry.

Conclusion

The use of branded mobile apps is considered an innovative marketing strategy for businesses. Gaining
a comprehensive understanding of customer usage perspectives is essential for implementing mobile
applications to ensure long-term business sustainability. Previous academic research has primarily focused
on pre-purchase behavior, specifically purchase intention, without giving sufficient emphasis to continu-
ance usage (Yean Sien & Falahat, 2015). Understanding continuance usage, particularly for mobile apps,
provides businesses with the opportunity to remain relevant, retain customers, and enhance customer
loyalty.

This study examines continuance usage through the lens of customer engagement, e-WOM content,
and technology self-efficacy, which in turn mediate customer satisfaction and trust. All the variables
investigated are critical for business sustainability. Consequently, the conceptual framework can serve as
a valuable guide for business practitioners. The decision to implement mobile applications should not be
solely based on trends but should instead be grounded in empirical evidence about the future of mobile
applications.

The findings of this study offer compelling evidence that customer engagement, e-WOM, customer
satisfaction, and trust are crucial elements for ensuring the continuance usage of mobile applications.
However, technology self-efficacy alone, although dependent on customers’ level of technological profi-
ciency, is insufficient for sustaining the usage of mobile applications. Trust, satisfaction with the brand,
and satisfaction with the mobile application itself are essential benchmarks for promoting continuance
usage among customers.

Meanwhile, variables such as customer engagement, technology self-efficacy, and reward systems can
only be relevant when supported by the mediating variables. Customer engagement in mobile
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applications necessitates meeting customer satisfaction levels to enhance overall usage intention.
Technology self-efficacy, although dependent on customers’ technological proficiency, is not enough to
ensure the continuance usage of mobile applications. Customer trust in the brand and the mobile appli-
cation plays a critical role in sustaining customers’ usage intention. Integrating a reward system into the
mobile application has the potential to build customer trust and satisfaction. Satisfied customers tend to
value the brand’s reward system, and importantly, the trust factor significantly influences the intention
to continue using the application. All the variables examined in this study are fundamental to business
sustainability. Therefore, the research framework can provide valuable guidance for business practitioners.
When implementing mobile applications, businesses should rely not only on trends but also on empirical
evidence regarding the future of mobile applications.

Limitations

There are some limitations observed in this study, although several noteworthy findings contributed to
the practitioner, literature, and research method. Firstly, a single country sample was used for this study,
and incorporating muti-country settings might be helpful in comparing country-specific requirements
and preferences. Secondly, current research focused on specific brands such as Starbucks, Tealive and
Pizza Hut. It limits the understanding of customers’ continuance usage intention toward other service
providers or brands available within the food & beverage industry. The next limitation is that the study
did not include qualitative input such as interviews, or focus group to complement the survey approach.
The qualitative approach would have expanded respondents’ feedback with further probing and a free
flow of conversation.

Future avenues

The current study focused on customers in Malaysia, which may limit the generalizability of the findings.
Future studies may consider incorporating different countries to compare the responses on customers’
continuance intention on the usage of the mobile application. The approach may provide further insights
into customer attitudes and behaviors toward mobile applications in different countries. The current
study focused on mobile applications services from Starbucks, Tealive, and Pizza Hut. It is worthwhile for
future studies to examine different service providers within the food & beverage industry that customers
use and compare the differences. It will enable a better understanding of users’ perceptions and contin-
uance usage behavior. Next, this study look into incorporating qualitative research as it produces detailed
descriptions of respondents’ feelings, opinions and experiences. Researchers can further probe the
respondents to better understand the thought process. Thus, it is recommended that future research
consider a triangulation mixed method approach. It is a combination of qualitative and quantitative
approaches that focuses on method triangulation which increases the credibility and validity of the
research findings. In addition, current study incorporated mediation variables to evaluate the change
process on customers’ continuance usage intention of the mobile application. Future studies should con-
sider incorporating mediation and moderation variables to obtain thorough findings concerning custom-
ers’ usage behavior.

Acknowledgment

No funding was received for this research paper. The authors express their gratitude to the Asia Pacific University of
Technology and Innovation (APU) for sponsoring the Article Processing Charges (APC) for publication. This support
enabled the dissemination of our research findings to a wider audience. We appreciate APU’s commitment to foster-
ing academic and scientific research.

Author contributions

Conceptualization and design, SS and MF; methodology, SS and OE; validation, AGS, and SS; analysis and interpre-
tation of the data, AGS and SS; writing—original draft preparation, SS; writing—review and editing, MF and OE;



COGENT BUSINESS & MANAGEMENT ’ 19

visualization, AGS; funding acquisition, MF; AGS. and the final approval of the version to be published, MF and OE;
and all authors agree to be accountable for all aspects of the work.

Disclosure statement

No potential conflict of interest was reported by the author(s).

Data availability statements

The data are not publicly available due to privacy or ethical restrictions by the source. The datasets generated
during and/or analyzed during the current study are available from the corresponding author upon reasonable
request.

Funding

No sponsorship or funding for this study.

About the authors

Dr. Sharlini Seridaran holds a PhD in Business Administration from Open University Malaysia (OUM) and a Master of
Business Administration (MBA) from the same institution. She has accumulated over 12 years of experience in the
marketing field, working with various companies before transitioning to academia as a Senior Lecturer. Her expertise
spans a broad range of marketing practices, blending theoretical knowledge with real-world insights. Dr. Sharlini’s
academic contributions focus on integrating practical marketing strategies with business theory, ensuring her work
remains impactful and relevant to current industry trends.

Dr. Arumugam G. Sithamparam holds a PhD in International Economics, specializing in Trade and Environment, from
Universiti Malaya (UM), and a Doctorate in Business Administration (DBA) from the University of South Australia
(UniSA) in Adelaide. He also earned a Master of Business Administration (MBA) from the University of Bath, UK, and
a Bachelor’s degree in Business Administration from Universiti Utara Malaysia (UUM). He spent over two decades in
a corporate role at a publicly listed company in Malaysia before transitioning to academia as a Senior Lecturer at
Asia Pacific University (APU). His academic contributions include publications on topics such as international trade
with a focus on non-tariff measures, supply chain, and entrepreneurship. In November 2023, he was appointed as
one of the Referral Experts for the Parliament of Malaysia’s Select Committee on Economics and Finance.

Professor Dr. Mohammad Falahat, honored with the Gold Medal Award from Universiti Sains Malaysia (USM) for his
doctorate, possesses a Doctorate in International Entrepreneurship from USM and an MBA in Technology Management
from Multimedia University (MMU), Malaysia. Currently, he serves as a professor and director of the Strategic Research
Institute (SRI) at Asia Pacific University of Technology & Innovation (AP U) and adjunct professor at Universiti Tunku
Abdul Rahman (UTAR). His research efforts have garnered substantial funding from prestigious entities such as the
Ministry of Higher Education (MoHE) and the Malaysia Productivity Corporation (MP C), including projects from the
Private Pension Administrator (PPA), MASA Policy Development Programme (MP DP), MCA Belt and Road Centre, and
more. His scholarly work has been published in notable journals such as Corporate Social Responsibility and
Environmental Management (SSCl: 8.74), Technological Forecasting and Social Change (SSCI:5.8), Journal of
International Management (SSCI:3.8), and International Marketing Review (SSCI: 2.9), among others.

Assoc. Prof. Dr. Omer Ekmekcioglu is a faculty member at the Istanbul Technical University (ITU) Disaster Management
Institute. He also serves as a part-time (visiting) faculty member in the Civil Engineering Department at Istanbul
Medipol University. He earned his master’s and doctoral degrees from the Civil Engineering Department at ITU. In
recognition of his achievements during his doctoral studies, he was awarded the ITU Special Doctorate Award.
Additionally, in 2023, he ranked 4th among all ITU Academicians with 17 SCIE articles published in internationally
indexed journals, earning the ITU 250th Anniversary Performance Award. Dr. Ekmekcioglu has been involved as a
researcher and project manager in numerous national and international projects. Currently, he leads the project
titled “Strengthening the Local Intervention Capacities for Climate Change in the Black Sea Region (LAP BLACK),
which has received 1,462,466.94 EUR in funding from the EU-supported Interreg Next Black Sea Basin program. In
addition to his academic responsibilities, he holds positions as Deputy General Coordinator at ITU International
Relations Office and Program Coordinator and Academic Board Member at ITU Disaster Management Institute’s
Disaster and Emergency Management Department. His scholarly work has been published in top journals such as
Sustainable Cities and Society (SCIE: 10.5), Automation in Construction (SCIE: 9.6), Energy Conversion and Management
(SCIE: 9.9), and Journal of Environmental Management (SCIE: 8.0), among others.



20 S. SERIDARAN ET AL.

ORCID

Sharlini Seridaran http://orcid.org/0009-0002-4016-4811
Arumugam G. Sithamparam http://orcid.org/0000-0003-4131-0681
Mohammad Falahat http://orcid.org/0000-0002-0423-984X

Omer Ekmekcioglu http://orcid.org/0000-0002-7144-2338

References

Abdullah, F., Ward, R., & Ahmed, E. (2016). Investigating the influence of the most commonly used external variables
of TAM on students’ perceived ease of use (PEOU) and perceived usefulness (PU) of e-portfolios. Computers in
Human Behavior, 63, 75-90. https://doi.org/10.1016/j.chb.2016.05.014

Aguirre, E., Mahr, D., Grewal, D., de Ruyter, K., & Wetzels, M. (2015). Unraveling the personalization paradox: The effect
of information collection and trust-building strategies on online advertisement effectiveness. Journal of Retailing,
91(1), 34-49. https://doi.org/10.1016/j.jretai.2014.09.005

Ahrens, J., Coyle, J. R, & Strahilevitz, M. A. (2013). Electronic word of mouth: The effects of incentives on e-referrals by
senders and receivers. European Journal of Marketing, 47(7), 1034-1051. https://doi.org/10.1108/03090561311324192

Alalwan, A. A., Dwivedi, Y. K., Rana, N. P, & Simintiras, A. C. (2016). Jordanian consumers’ adoption of telebanking:
Influence of perceived usefulness, trust and self-efficacy. International Journal of Bank Marketing, 34(5), 690-709.
https://doi.org/10.1108/1JBM-06-2015-0093

Ameen, N., Tarhini, A., Reppel, A., & Anand, A. (2021). Customer experiences in the age of artificial intelligence.
Computers in Human Behavior, 114, 106548. https://doi.org/10.1016/j.chb.2020.106548

Azeez, N. D., & Mohammed, N. Y. (2022). Factors influencing adoption of mobile health monitoring system: Extending
UTAUT2 with trust. Ingénierie Des Systémes d Information, 27(2), 223-232. https://doi.org/10.18280/isi.270206

Baek, T. H., & Yoo, C. Y. (2018). Branded App usability: Conceptualization, measurement, and prediction of consumer
loyalty. Journal of Advertising, 47(1), 70-82. https://doi.org/10.1080/00913367.2017.1405755

Bandura, A. (2010). Self-Efficacy. The Corsini Encyclopedia of Psychology (Vol. 4; pp. 1534-1536). Hoboken. New Jersey:
John Wiley & Sons.

Bhattacherjee, A. (2001). Understanding information systems continuance: An expectation-confirmation model. MIS
Quarterly, 25(3), 351. https://doi.org/10.2307/3250921

Brodie, R. J,, llic, A., Juric, B.,, & Hollebeek, L. (2013). Consumer engagement in a virtual brand community: An explor-
atory analysis. Journal of Business Research, 66(1), 105-114. https://doi.org/10.1016/j.jbusres.2011.07.029

Bulut, Z. A.,, & Karabulut, A. N. (2018). Examining the role of two aspects of eWOM in online repurchase intention:
An integrated trust-loyalty perspective. Journal of Consumer Behaviour, 17(4), 407-417. https://doi.org/10.1002/
cb.1721

Cabico, J. (2021). About half of consumers across SEA are uninstalling shopping apps in 2020. Marketeach APAC.
https://marketech-apac.com/about-half-of-consumers-across-sea-are-uninstalling-shopping-apps-in-2020-report/

Calder, B. J, Isaac, M. S, & Malthouse, E. C. (2016). How to capture consumer experiences: A context-specific
approach to measuring engagement: Predicting consumer behavior across qualitatively different experiences.
Journal of Advertising Research, 56(1), 39-52. https://doi.org/10.2501/JAR-2015-028

Cao, X, Yu, L, Liu, Z, Gong, M., & Adeel, L. (2018). Understanding mobile payment users’ continuance intention: A
trust transfer perspective. Internet Research, 28(2), 456-476. https://doi.org/10.1108/IntR-11-2016-0359

Chamorro-Koc, M., Peake, J., Meek, A, & Manimont, G. (2021). Self-efficacy and trust in consumers’ use of
health-technologies devices for sports. Heliyon, 7(8), e07794. https://doi.org/10.1016/j.heliyon.2021.e07794

Chao, C. M. (2019). Factors determining the behavioral intention to use mobile learning: An application and exten-
sion of the UTAUT model. Frontiers in Psychology, 10, 1652. https://doi.org/10.3389/fpsyg.2019.01652

Chen, C. C, Hsiao, K. L, & Li, W. C. (2020). Exploring the determinants of usage continuance willingness for
location-based apps: A case study of bicycle-based exercise apps. Journal of Retailing and Consumer Services, 55,
102097. https://doi.org/10.1016/j.jretconser.2020.102097

Cheng, Y., Sharma, S., Sharma, P, & Kulathunga, K. M. M. C. B. (2020). Role of personalization in continuous use
intention of mobile news apps in India: Extending the UTAUT2 model. Information (Switzerland), 11(1), 33. https://
doi.org/10.3390/info11010033

Cho, M., Bonn, M. A.,, & Li, J. (2019). Differences in perceptions about food delivery apps between single-person and
multi-person households. International Journal of Hospitality Management, 77, 108-116. https://doi.org/10.1016/j.
ijhm.2018.06.019

Cho, V., Cheng, T. C. E,, & Lai, W. M. J. (2009). The role of perceived user-interface design in continued usage intention
of self-paced e-learning tools. Computers & Education, 53(2), 216-227. https://doi.org/10.1016/j.compedu.2009.01.014

Choi, K., Wang, Y., & Sparks, B. (2019). Travel app users’ continued use intentions: It's a matter of value and trust.
Journal of Travel & Tourism Marketing, 36(1), 131-143. https://doi.org/10.1080/10548408.2018.1505580

Chopdar, P. K, & Balakrishnan, J. (2020). Consumers response towards mobile commerce applications: S-O-R ap-
proach. International Journal of Information Management, 53, 102106. https://doi.org/10.1016/j.ijinfomgt.2020.102106

Devanesan, J. (2022). Digital transforming Malaysian businesses to delivery on consumer expectations. Techwire Asia.
https://techwireasia.com/2022/06/digital-transformation-is-malaysian-businesses-to-deliver-on-consumer-expectations/


https://doi.org/10.1016/j.chb.2016.05.014
https://doi.org/10.1016/j.jretai.2014.09.005
https://doi.org/10.1108/03090561311324192
https://doi.org/10.1108/IJBM-06-2015-0093
https://doi.org/10.1016/j.chb.2020.106548
https://doi.org/10.18280/isi.270206
https://doi.org/10.1080/00913367.2017.1405755
https://doi.org/10.2307/3250921
https://doi.org/10.1016/j.jbusres.2011.07.029
https://doi.org/10.1002/cb.1721
https://doi.org/10.1002/cb.1721
https://marketech-apac.com/about-half-of-consumers-across-sea-are-uninstalling-shopping-apps-in-2020-report/
https://doi.org/10.2501/JAR-2015-028
https://doi.org/10.1108/IntR-11-2016-0359
https://doi.org/10.1016/j.heliyon.2021.e07794
https://doi.org/10.3389/fpsyg.2019.01652
https://doi.org/10.1016/j.jretconser.2020.102097
https://doi.org/10.3390/info11010033
https://doi.org/10.3390/info11010033
https://doi.org/10.1016/j.ijhm.2018.06.019
https://doi.org/10.1016/j.ijhm.2018.06.019
https://doi.org/10.1016/j.compedu.2009.01.014
https://doi.org/10.1080/10548408.2018.1505580
https://doi.org/10.1016/j.ijinfomgt.2020.102106
https://techwireasia.com/2022/06/digital-transformation-is-malaysian-businesses-to-deliver-on-consumer-expectations/

COGENT BUSINESS & MANAGEMENT ’ 21

Dunne, A, Lawlor, M. A, & Rowley, J. (2010). Young people’s use of online social networking sites - a uses and gratifica-
tions perspective. Journal of Research in Interactive Marketing, 4(1), 46-58. https://doi.org/10.1108/17505931011033551

Esteves, J., Valogianni, K., & Greenhill, A. (2021). Online social games: The effect of social comparison elements on
continuance behaviour. Information & Management, 58(4), 103452. https://doi.org/10.1016/j.im.2021.103452

Falahat, M., Chuan, C. S., & Kai, S. B. (2018). Brand loyalty and determinates of perceived quality and willingness to
order. Academy of Strategic Management Journal, 17(4), 1-10.

Falahat, M., Lee, Y. Y, Foo, Y. C,, & Chia, C. E. (2019). A model for consumer trust in e-commerce. Asian Academy of
Management Journal, 24(2), 93-109.

Falahat, M., Kit, G. S., & Min, L. C. (2019). A model for turnover intention: Banking industry in Malaysia. Asian Academy
of Management Journal, 24, 79-91.

Fan, A., Wu, L., Miao, L., & Mattila, A. S. (2020). When does technology anthropomorphism help alleviate customer
dissatisfaction after a service failure?-The moderating role of consumer technology self-efficacy and interdepen-
dent self-construal. Journal of Hospitality Marketing & Management, 29(3), 269-290. https://doi.org/10.1080/193686
23.2019.1639095

Fang, J., Zhao, Z., Wen, C,, & Wang, R. (2017). Design and performance attributes driving mobile travel application
engagement. International Journal of Information Management, 37(4), 269-283. https://doi.org/10.1016/].ijinfo-
mgt.2017.03.003

Fang, Y. H. (2017). Beyond the usefulness of branded applications: Insights from consumer-brand engagement and
self-construal perspectives. Psychology & Marketing, 34(1), 40-58. https://doi.org/10.1002/mar.20972

Fang, Y. H. (2019). An app a day keeps a customer connected: Explicating loyalty to brands and branded applications
through the lens of affordance and service-dominant logic. Information & Management, 56(3), 377-391. https://doi.
org/10.1016/j.im.2018.07.011

Fauzi, A. A, & Sheng, M. L. (2020). Ride-hailing apps’ continuance intention among different consumer groups in
Indonesia: The role of personal innovativeness and perceived utilitarian and hedonic value. Asia Pacific Journal of
Marketing and Logistics, 33(5), 1195-1219. https://doi.org/10.1108/APJML-05-2019-0332

Findlater, L., & McGrenere, J. (2010). Beyond performance: Feature awareness in personalized interfaces. International
Journal of Human-Computer Studies, 68(3), 121-137. https://doi.org/10.1016/j.ijhcs.2009.10.002

Fornell, C,, & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measure-
ment error. Journal of Marketing Research, 18(3), 382-388. https://doi.org/10.1177/002224378101800104

Foroughi, B., Iranmanesh, M., & Hyun, S. S. (2019). Understanding the determinants of mobile banking continuance
usage intention. Journal of Enterprise Information Management, 32(6), 1015-1033. https://doi.org/10.1108/
JEIM-10-2018-0237

Gao, L., & Waechter, K. A. (2017). Examining the role of initial trust in user adoption of mobile payment services: An
empirical investigation. Information Systems Frontiers, 19(3), 525-548. https://doi.org/10.1007/s10796-015-9611-0

Godha, M. (2022). How to enhance customer engagement for your business. The Economic Times. https://
economictimes.indiatimes.com//news/how-to/how-to-enhance-customer-engagement-in-your-business/
articleshow/93204129.cms?utm_source=contentofinterest&utm_medium=text&utm_campaign=cppst

Gupta, A, Yousaf, A, & Mishra, A. (2020). How pre-adoption expectancies shape post-adoption continuance inten-
tions: An extended expectation-confirmation model. International Journal of Information Management, 52, 102094.
https://doi.org/10.1016/j.ijinfomgt.2020.102094

Habib, F, Abu Dardak, R., & Zakaria, S. (2011). Consumer preference and consumption towards fast food: Evidence
from Malaysia. Business and Management Quarterly Review (BMQR), 2(1), 14-27.

HairJr, J. F, Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least squares structural equation
modeling (PLS-SEM) (2nd ed.). SAGE Publications.

Harrigan, P, Evers, U., Miles, M., & Daly, T. (2017). Customer engagement with tourism social media brands. Tourism
Management, 59, 597-609. https://doi.org/10.1016/j.tourman.2016.09.015

Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring the loyalty nexus. In. Journal of
Marketing Management, 27(7-8), 785-807. https://doi.org/10.1080/0267257X.2010.500132

Hsiao, C. H., Chang, J. J, & Tang, K. Y. (2016). Exploring the influential factors in continuance usage of mobile social
apps: Satisfaction, habit, and customer value perspectives. Telematics and Informatics, 33(2), 342-355. https://doi.
org/10.1016/j.tele.2015.08.014

Hsiao, K.-L., Lin, K.-Y.,, Wang, Y.-T,, Lee, C.-H., & Zhang, Z.-M. (2019). Continued use intention of lifestyle mobile appli-
cations: The Starbucks app in Taiwan. The Electronic Library, 37(5), 893-913. https://doi.org/10.1108/EL-03-2019-0085

Hung, M.-C., Shih-Ting., & Hsieh, T.-C. (2012). An examination of the determinants of mobile shopping continuance.
International Journal of Electronic Business Management, 10(1), 29-37.

Islam, J. U, & Rahman, Z. (2016). Linking customer engagement to trust and word-of-mouth on Facebook brand commu-
nities: An empirical study. Journal of Internet Commerce, 15(1), 40-58. https://doi.org/10.1080/15332861.2015.1124008
Jalilvand, M. R., & Samiei, N. (2012). The impact of electronic word of mouth on a tourism destination choice: Testing

the theory of planned behavior (TPB). Internet Research, 22(5), 591-612. https://doi.org/10.1108/10662241211271563

Kalini¢, Z., Marinkovi¢, V., Djordjevic, A., & Liebana-Cabanillas, F. (2020). What drives customer satisfaction and word
of mouth in mobile commerce services? A UTAUT2-based analytical approach. Journal of Enterprise Information
Management, 33(1), 71-94. https://doi.org/10.1108/JEIM-05-2019-0136


https://doi.org/10.1108/17505931011033551
https://doi.org/10.1016/j.im.2021.103452
https://doi.org/10.1080/19368623.2019.1639095
https://doi.org/10.1080/19368623.2019.1639095
https://doi.org/10.1016/j.ijinfomgt.2017.03.003
https://doi.org/10.1016/j.ijinfomgt.2017.03.003
https://doi.org/10.1002/mar.20972
https://doi.org/10.1016/j.im.2018.07.011
https://doi.org/10.1016/j.im.2018.07.011
https://doi.org/10.1108/APJML-05-2019-0332
https://doi.org/10.1016/j.ijhcs.2009.10.002
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1108/JEIM-10-2018-0237
https://doi.org/10.1108/JEIM-10-2018-0237
https://doi.org/10.1007/s10796-015-9611-0
https://economictimes.indiatimes.com//news/how-to/how-to-enhance-customer-engagement-in-your-business/articleshow/93204129.cms?utm_source=contentofinterest&utm_medium=text&utm_campaign=cppst
https://economictimes.indiatimes.com//news/how-to/how-to-enhance-customer-engagement-in-your-business/articleshow/93204129.cms?utm_source=contentofinterest&utm_medium=text&utm_campaign=cppst
https://economictimes.indiatimes.com//news/how-to/how-to-enhance-customer-engagement-in-your-business/articleshow/93204129.cms?utm_source=contentofinterest&utm_medium=text&utm_campaign=cppst
https://doi.org/10.1016/j.ijinfomgt.2020.102094
https://doi.org/10.1016/j.tourman.2016.09.015
https://doi.org/10.1080/0267257X.2010.500132
https://doi.org/10.1016/j.tele.2015.08.014
https://doi.org/10.1016/j.tele.2015.08.014
https://doi.org/10.1108/EL-03-2019-0085
https://doi.org/10.1080/15332861.2015.1124008
https://doi.org/10.1108/10662241211271563
https://doi.org/10.1108/JEIM-05-2019-0136

22 . S. SERIDARAN ET AL.

Kaushik, A. K., Mohan, G., & Kumar, V. (2020). Examining the antecedents and consequences of customers’ trust toward
mobile retail apps in India. Journal of Internet Commerce, 19(1), 1-31. https://doi.org/10.1080/15332861.2019.1686333

Kennedy-Eden, H., & Gretzel, U. (2012). A taxonomy of mobile applications in tourism. e-Review of Tourism Research,
10(2), 47-50.

Khammash, M., & Griffiths, G. H. (2011). “Arrivederci CIAO.com, Buongiorno Bing.com”—Electronic word-of-mouth
(eWOM), antecedences and consequences. International Journal of Information Management, 31(1), 82-87. https://
doi.org/10.1016/j.ijinfomgt.2010.10.005

Kim, J., & Ah Yu, E. (2016). The holistic brand experience of branded mobile applications affects brand loyalty. Social
Behavior and Personality: An International Journal, 44(1), 77-87. https://doi.org/10.2224/sbp.2016.44.1.77

Kim, S. C, Yoon, D., & Han, E. K. (2016). Antecedents of mobile app usage among smartphone users. Journal of
Marketing Communications, 22(6), 653-670. https://doi.org/10.1080/13527266.2014.951065

Kim, J. H., & Lee, H. C. (2019). Understanding the repurchase intention of premium economy passengers using an
extended theory of planned behavior. Sustainability (Switzerland), 11(11), 3213. https://doi.org/10.3390/su11113213

Komiak, S. Y. X., & Benbasat, I. (2006). The effects of personalization and familiarity on trust and adoption of recom-
mendation agents. MIS Quarterly: Management Information Systems., 4, 941, 30 https://doi.org/10.2307/25148760

Kristiani, E., Sumarwan, U., Yuliati, L. N., & Saefuddin, A. (2014). The role of relational reward benefits for developing
the non-financial value of a customer to an organization: Structural equation modeling approach. Gadjah Mada
International Journal of Business, 16(2), 111. https://doi.org/10.22146/gamaijb.5354

Lee, E. Y, Lee, S. B, & Jeon, Y. J. J. (2017). Factors influencing the behavioral intention to use food delivery apps.
Social Behavior and Personality: An International Journal, 45(9), 1461-1473. https://doi.org/10.2224/sbp.6185

Lee, S. W, Sung, H. J., & Jeon, H. M. (2019). Determinants of continuous intention on food delivery apps: Extending
UTAUT2 with information quality. Sustainability (Switzerland), 11(11), 3141. https://doi.org/10.3390/su11113141

Lee, M. K. O, & Turban, E. (2001). A trust model for consumer internet shopping. International Journal of Electronic
Commerce, 6(1), 75-91. https://doi.org/10.1080/10864415.2001.11044227

Lew, S., Tan, G. W.-H., Loh, X.-M., Hew, J.-J., & Ooi, K.-B. (2020). The disruptive mobile wallet in the hospitality indus-
try: An extended mobile technology acceptance model. Technology in Society, 63, 101430. https://doi.org/10.1016/j.
techsoc.2020.101430

Li, C. Y, & Fang, Y. H. (2019). Predicting continuance intention toward mobile branded apps through satisfaction and
attachment. Telematics and Informatics, 43, 101248. https://doi.org/10.1016/j.tele.2019.101248

Li, Y. M., & Yeh, Y. S. (2010). Increasing trust in mobile commerce through design aesthetics. Computers in Human
Behavior, 26(4), 673-684. https://doi.org/10.1016/j.chb.2010.01.004

Li, M. W,, Teng, H. Y., & Chen, C. Y. (2020). Unlocking the customer engagement-brand loyalty relationship in tourism
social media: The roles of brand attachment and customer trust. Journal of Hospitality and Tourism Management,
44, 184-192. https://doi.org/10.1016/j.,jhtm.2020.06.015

Liu, H., Shao, M., Liu, X, & Zhao, L. (2021). Exploring the influential factors on readers’ continuance intentions of
E-book APPs: Personalization, usefulness, playfulness, and satisfaction. Frontiers in Psychology, 12, 640110. https://
doi.org/10.3389/fpsyg.2021.640110

Luo, M. M., & Chea, S. (2018). Cognitive appraisal of incident handling, affects, and post-adoption behaviors: A test
of affective events theory. International Journal of Information Management, 40, 120-131. https://doi.org/10.1016/j.
ijinfomgt.2018.01.014

Marinkovic, V., & Kalinic, Z. (2017). Antecedents of customer satisfaction in mobile commerce: Exploring the moder-
ating effect of customization. Online Information Review, 41(2), 138-154. https://doi.org/10.1108/0IR-11-2015-0364

Masri, N. W,, You, J. J., Ruangkanjanases, A., Chen, S. C,, & Pan, C. . (2020). Assessing the effects of information system
quality and relationship quality on continuance intention in e-tourism. International Journal of Environmental
Research and Public Health, 17(1), 174. https://doi.org/10.3390/ijerph17010174

Matute, J., Polo-Redondo, Y., & Utrillas, A. (2016). The influence of EWOM characteristics on online repurchase inten-
tion: Mediating roles of trust and perceived usefulness. Online Information Review, 40(7), 1090-1110. https://doi.
org/10.1108/0IR-11-2015-0373

McLean, G. (2018). Examining the determinants and outcomes of mobile app engagement—A longitudinal perspec-
tive. Computers in Human Behavior, 84, 392-403. https://doi.org/10.1016/j.chb.2018.03.015

McLean, G., Osei-Frimpong, K., Al-Nabhani, K., & Marriott, H. (2020). Examining consumer attitudes towards retailers’
m-commerce mobile applications—An initial adoption vs. continuous use perspective. Journal of Business Research,
106(August 2018), 139-157. https://doi.org/10.1016/j.jbusres.2019.08.032

Meng, F, Guo, X, Peng, Z, Lai, K. H., & Zhao, X. (2019). Investigating the adoption of mobile health services by elderly
users: Trust transfer model and survey study. JMIR mHealth and uHealth, 7(1), €12269. https://doi.org/10.2196/12269

Migin, M. W., & Falahat, M. (2016). Effect of social media usage on university students in an emerging country. TOJET.

MoEngage Report. (2023). Losing App users to churn? Here’s how you can reduce app churn rate. https://www.moengage.
com/blog/losing-app-users-to-churn-heres-where-customer-engagement-is-going-wrong/

O’Donohoe, S., & Vedrashko, I. (2011). Game-based marketing: Inspire customer loyalty through rewards, challenges,
and contests. International Journal of Advertising, 30(1), 189-190. https://doi.org/10.2501/1JA-30-1-189-190

Park, J. H. (2014). The effects of personalization on user continuance in social networking sites. Information Processing
& Management, 50(3), 462-475. https://doi.org/10.1016/j.ipm.2014.02.002


https://doi.org/10.1080/15332861.2019.1686333
https://doi.org/10.1016/j.ijinfomgt.2010.10.005
https://doi.org/10.1016/j.ijinfomgt.2010.10.005
https://doi.org/10.2224/sbp.2016.44.1.77
https://doi.org/10.1080/13527266.2014.951065
https://doi.org/10.3390/su11113213
https://doi.org/10.2307/25148760
https://doi.org/10.22146/gamaijb.5354
https://doi.org/10.2224/sbp.6185
https://doi.org/10.3390/su11113141
https://doi.org/10.1080/10864415.2001.11044227
https://doi.org/10.1016/j.techsoc.2020.101430
https://doi.org/10.1016/j.techsoc.2020.101430
https://doi.org/10.1016/j.tele.2019.101248
https://doi.org/10.1016/j.chb.2010.01.004
https://doi.org/10.1016/j.jhtm.2020.06.015
https://doi.org/10.3389/fpsyg.2021.640110
https://doi.org/10.3389/fpsyg.2021.640110
https://doi.org/10.1016/j.ijinfomgt.2018.01.014
https://doi.org/10.1016/j.ijinfomgt.2018.01.014
https://doi.org/10.1108/OIR-11-2015-0364
https://doi.org/10.3390/ijerph17010174
https://doi.org/10.1108/OIR-11-2015-0373
https://doi.org/10.1108/OIR-11-2015-0373
https://doi.org/10.1016/j.chb.2018.03.015
https://doi.org/10.1016/j.jbusres.2019.08.032
https://doi.org/10.2196/12269
https://www.moengage.com/blog/losing-app-users-to-churn-heres-where-customer-engagement-is-going-wrong/
https://www.moengage.com/blog/losing-app-users-to-churn-heres-where-customer-engagement-is-going-wrong/
https://doi.org/10.2501/IJA-30-1-189-190
https://doi.org/10.1016/j.ipm.2014.02.002

COGENT BUSINESS & MANAGEMENT ’ 23

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for assessing and comparing indirect ef-
fects in multiple mediator models. Behavior Research Methods, 40(3), 879-891. https://doi.org/10.3758/BRM.40.3.879

Qasim, H., & Abu-Shanab, E. (2016). Drivers of mobile payment acceptance: The impact of network externalities.
Information Systems Frontiers, 18(5), 1021-1034. https://doi.org/10.1007/510796-015-9598-6

Qing, T, & Haiying, D. (2021). How to achieve consumer continuance intention toward branded apps—from the
consumer-brand engagement perspective. Journal of Retailing and Consumer Services, 60, 102486. https://doi.
org/10.1016/j.jretconser.2021.102486

Raju, S. (2017). Positive and negative effects of affective and continuance brand commitment in a service context.
Journal of Indian Business Research, 9(2), 133-148. https://doi.org/10.1108/JIBR-07-2016-0066

Rather, R. A. (2019). Consequences of consumer engagement in service marketing: An empirical exploration. Journal
of Global Marketing, 32(2), 116-135. https://doi.org/10.1080/08911762.2018.1454995

Rogers, E. M., Singhal, A., & Quinlan, M. M. (2019). Diffusion of innovations. In An integrated approach to communica-
tion theory and research (3rd ed.). Routledge. https://doi.org/10.4324/9780203710753-35

Rowan, M. (2020). Key challenges with personalised marketing and how to overcome them. Forbes. https://www.forbes.
com/sites/forbesagencycouncil/2020/02/11/key-challenges-with-personalized-marketing-and-how-to-overcome
-them/?sh=7da4ddec2601

Sarkar, S., Chauhan, S., & Khare, A. (2020). A meta-analysis of antecedents and consequences of trust in mobile com-
merce. In. International Journal of Information Management, 50, 286-301. https://doi.org/10.1016/j.ijinfomgt.2019.08.008

Sarstedt, M., & Cheah, J. H. (2019). Partial least squares structural equation modeling using SmartPLS: A software
review. Journal of Marketing Analytics, 7(3), 196-202. https://doi.org/10.1057/s41270-019-00058-3

Sarstedt, M., Hair, J. F, Pick, M., Liengaard, B. D., Radomir, L., & Ringle, C. M. (2022). Progress in partial least squares
structural equation modeling use in marketing research in the last decade. Psychology & Marketing, 39(5), 1035-
1064. https://doi.org/10.1002/mar.21640

Schijns, J. M. C,, & Bruggen, N. V. (2018). The power of eWOM through social networking sites. Journal of Marketing
Development and Competitiveness, 12(3), 1-8. https://doi.org/10.33423/jmdc.v12i3.65

Shiau, W.-L,, Yuan, Y., Pu, X, Ray, S, & Chen, C. C. (2020). Understanding fintech continuance: Perspectives from
self-efficacy and ECT-IS theories. Industrial Management & Data Systems, 120(9), 1659-1689. https://doi.org/10.1108/
IMDS-02-2020-0069

Shin, J. I, Chung, K. H., Oh, J. S,, & Lee, C. W. (2013). The effect of site quality on repurchase intention in internet
shopping through mediating variables: The case of university students in South Korea. International Journal of
Information Management, 33(3), 453-463. https://doi.org/10.1016/j.ijinfomgt.2013.02.003

Shao, Z,, Zhang, L, Li, X., & Guo, Y. (2019). Antecedents of trust and continuance intention in mobile payment plat-
forms: The moderating effect of gender. Electronic Commerce Research and Applications, 33, 100823. https://doi.
org/10.1016/j.elerap.2018.100823

Sharma, D. R., & Singh, B. (2021). Understanding the relationship between customer satisfaction, customer engage-
ment and repeat purchase behaviour. Vision, 27(4), 449-457. https://doi.org/10.1177/0972262921992593

Shobeiri, S., Mazaheri, E., & Laroche, M. (2018). Creating the right customer experience online: The influence of cul-
ture. Journal of Marketing Communications, 24(3), 270-290. https://doi.org/10.1080/13527266.2015.1054859

Shuib, L., Yadegaridehkordi, E., & Ainin, S. (2019). Malaysian urban poor adoption of e-government applications and
their satisfaction. Cogent Social Sciences, 5(1), 1-18. https://doi.org/10.1080/23311886.2019.1565293

Singh, S., Zolkepli, I. A., & Kit, C. W. (2018). New wave in mobile commerce adoption via mobile applications in
Malaysian market: Investigating the relationship between consumer acceptance, trust, and self efficacy. International
Journal of Interactive Mobile Technologies (iJIM), 12(7), 112-128. https://doi.org/10.3991/ijim.v12i7.8964

So, K. K. F, King, C,, Sparks, B. A., & Wang, Y. (2016). The role of customer engagement in building consumer loyalty
to tourism brands. Journal of Travel Research, 55(1), 64-78. https://doi.org/10.1177/0047287514541008

Srivastava, M., & Sivaramakrishnan, S. (2021). The impact of eWOM on consumer brand engagement. Marketing
Intelligence & Planning, 39(3), 469-484. https://doi.org/10.1108/MIP-06-2020-0263

Statista. (2024). Share of adult population who own smartphones in Malaysia from 3rd quater 2019 to 3rd quarter 2023.
Statista. https://www.statista.com/study/138092/mobile-apps-in-malaysia/

Su, L., Swanson, S. R, & Chen, X. (2016). The effects of perceived service quality on repurchase intentions and sub-
jective well-being of Chinese tourists: The mediating role of relationship quality. Tourism Management, 52, 82-95.
https://doi.org/10.1016/j.tourman.2015.06.012

Tak, P, & Panwar, S. (2017). Using UTAUT 2 model to predict mobile app based shopping: Evidences from India.
Journal of Indian Business Research, 9(3), 248-264. https://doi.org/10.1108/JIBR-11-2016-0132

Tams, S., Thatcher, J. B, & Craig, K. (2018). How and why trust matters in post-adoptive usage: The mediating roles
of internal and external self-efficacy. The Journal of Strategic Information Systems, 27(2), 170-190. https://doi.
org/10.1016/j.jsis.2017.07.004

Tan, S. M,, Liew, T. W,, Gan, C. L., Chong, C. Y., & Ong, K. M. (2022 Factors Influencing Continuous Intention to Use Mobile
Commerce Applications during the Covid-19 Pandemic Mobile Commerce Applications [Paper presentation]. ACM
International Conference Proceeding Series, New York. https://doi.org/10.1145/3549843.3549855

Tarute, A, Nikou, S., & Gatautis, R. (2017). Mobile application driven consumer engagement. Telematics and Informatics,
34(4), 145-156. https://doi.org/10.1016/j.tele.2017.01.006


https://doi.org/10.3758/BRM.40.3.879
https://doi.org/10.1007/s10796-015-9598-6
https://doi.org/10.1016/j.jretconser.2021.102486
https://doi.org/10.1016/j.jretconser.2021.102486
https://doi.org/10.1108/JIBR-07-2016-0066
https://doi.org/10.1080/08911762.2018.1454995
https://doi.org/10.4324/9780203710753-35
https://www.forbes.com/sites/forbesagencycouncil/2020/02/11/key-challenges-with-personalized-marketing-and-how-to-overcome-them/?sh=7da4ddec2601
https://www.forbes.com/sites/forbesagencycouncil/2020/02/11/key-challenges-with-personalized-marketing-and-how-to-overcome-them/?sh=7da4ddec2601
https://www.forbes.com/sites/forbesagencycouncil/2020/02/11/key-challenges-with-personalized-marketing-and-how-to-overcome-them/?sh=7da4ddec2601
https://doi.org/10.1016/j.ijinfomgt.2019.08.008
https://doi.org/10.1057/s41270-019-00058-3
https://doi.org/10.1002/mar.21640
https://doi.org/10.33423/jmdc.v12i3.65
https://doi.org/10.1108/IMDS-02-2020-0069
https://doi.org/10.1108/IMDS-02-2020-0069
https://doi.org/10.1016/j.ijinfomgt.2013.02.003
https://doi.org/10.1016/j.elerap.2018.100823
https://doi.org/10.1016/j.elerap.2018.100823
https://doi.org/10.1177/0972262921992593
https://doi.org/10.1080/13527266.2015.1054859
https://doi.org/10.1080/23311886.2019.1565293
https://doi.org/10.3991/ijim.v12i7.8964
https://doi.org/10.1177/0047287514541008
https://doi.org/10.1108/MIP-06-2020-0263
https://www.statista.com/study/138092/mobile-apps-in-malaysia/
https://doi.org/10.1016/j.tourman.2015.06.012
https://doi.org/10.1108/JIBR-11-2016-0132
https://doi.org/10.1016/j.jsis.2017.07.004
https://doi.org/10.1016/j.jsis.2017.07.004
https://doi.org/10.1145/3549843.3549855
https://doi.org/10.1016/j.tele.2017.01.006

24 S. SERIDARAN ET AL.

Thakur, R. (2018). The role of self-efficacy and customer satisfaction in driving loyalty to the mobile shopping application.
International Journal of Retail & Distribution Management, 46(3), 283-303. https://doi.org/10.1108/IJRDM-11-2016-0214
Thakur, R. (2019). The moderating role of customer engagement experiences in customer satisfaction-loyalty rela-

tionship. European Journal of Marketing, 53(7), 1278-1310. https://doi.org/10.1108/EJM-11-2017-0895

Tran, L. T. T, Pham, L. M. T,, & Le, L. T. (2019). E-satisfaction and continuance intention: The moderator role of online
ratings. International Journal of Hospitality Management, 77, 311-322. https://doi.org/10.1016/j.ijhm.2018.07.011

Tran, T. P, Mai, E. S., & Taylor, E. C. (2021). Enhancing brand equity of branded mobile apps via motivations: A service-dominant
logic perspective. Journal of Business Research, 125, 239-251. https://doi.org/10.1016/j.jbusres.2020.12.029

Trivedi, J. P, & Trivedi, H. (2018). Investigating the factors that make a fashion app successful: The moderating role
of personalization. Journal of Internet Commerce, 17(2), 170-187. https://doi.org/10.1080/15332861.2018.1433908

Tseng, T. H,, & Lee, C. T. (2018). Facilitation of consumer loyalty toward branded applications: The dual-route perspec-
tive. Telematics and Informatics, 35(5), 1297-1309. https://doi.org/10.1016/j.tele.2018.03.002

Tworek, K., Biertkowska, A., & Zabtocka-Kluczka, A. (2020). Organisational reliability: Human resources, information tech-
nology and management. Routledge.

Venkatesh, V., Thong, J. Y. L, & Xu, X. (2012). Consumer acceptance and use of information technology: Extending
the unified theory of acceptance and use of technology. MIS Quarterly: Management Information Systems, 36(1),
157. https://doi.org/10.2307/41410412

Wang, C. H., Shannon, D. M, & Ross, M. E. (2013). Students’ characteristics, self-regulated learning, technology
self-efficacy, and course outcomes in online learning. Distance Education, 34(3), 302-323. https://doi.org/10.1080/0
1587919.2013.835779

Wang, R. J. H., Krishnamurthi, L., & Malthouse, E. C. (2018). When reward convenience meets a mobile app: Increasing
customer participation in a coalition loyalty program. Journal of the Association for Consumer Research, 3(3), 314-
329. https://doi.org/10.1086/698331

Xu, C,, Peak, D, & Prybutok, V. (2015). A customer value, satisfaction, and loyalty perspective of mobile application
recommendations. Decision Support Systems, 79, 171-183. https://doi.org/10.1016/j.dss.2015.08.008

Yan, M., Filieri, R., Raguseo, E., & Gorton, M. (2021). Mobile apps for healthy living: Factors influencing continuance
intention for health apps. Technological Forecasting and Social Change, 166, 120644. https://doi.org/10.1016/j.tech-
fore.2021.120644

Yean Sien, L., & Falahat, M. (2015). Conceptualising consumers’ purchase intention towards online group buying.
GATR Global Journal of Business Social Sciences Review, 3(1), 47-55. https://doi.org/10.35609/gjbssr.2015.3.1(7)

Yoo, C. W.,, Goo, J,, Huang, C. D,, Nam, K., & Woo, M. (2017). Improving travel decision support satisfaction with smart
tourism technologies: A framework of tourist elaboration likelihood and self-efficacy. Technological Forecasting and
Social Change, 123, 330-341. https://doi.org/10.1016/j.techfore.2016.10.071

Yuan, Y. Lai, F, & Chu, Z. (2019). Continuous usage intention of internet banking: A commitment-trust model.
Information Systems and e-Business Management, 17(1), 1-25. https://doi.org/10.1007/s10257-018-0372-4

Zanker, M., Rook, L., & Jannach, D. (2019). Measuring the impact of online personalisation: Past, present and future.
International Journal of Human-Computer Studies, 131, 160-168. https://doi.org/10.1016/j.ijhcs.2019.06.006

Zhao, Y., & Bacao, F. (2020). What factors determining customer continuingly using food delivery apps during 2019
novel coronavirus pandemic period? International Journal of Hospitality Management, 91, 102683. https://doi.
0rg/10.1016/j.ijhm.2020.10268


https://doi.org/10.1108/IJRDM-11-2016-0214
https://doi.org/10.1108/EJM-11-2017-0895
https://doi.org/10.1016/j.ijhm.2018.07.011
https://doi.org/10.1016/j.jbusres.2020.12.029
https://doi.org/10.1080/15332861.2018.1433908
https://doi.org/10.1016/j.tele.2018.03.002
https://doi.org/10.2307/41410412
https://doi.org/10.1080/01587919.2013.835779
https://doi.org/10.1080/01587919.2013.835779
https://doi.org/10.1086/698331
https://doi.org/10.1016/j.dss.2015.08.008
https://doi.org/10.1016/j.techfore.2021.120644
https://doi.org/10.1016/j.techfore.2021.120644
https://doi.org/10.35609/gjbssr.2015.3.1(7)
https://doi.org/10.1016/j.techfore.2016.10.071
https://doi.org/10.1007/s10257-018-0372-4
https://doi.org/10.1016/j.ijhcs.2019.06.006
https://doi.org/10.1016/j.ijhm.2020.10268
https://doi.org/10.1016/j.ijhm.2020.10268

	Determinants of continuance usage intentions: the mediating role of satisfaction and trust in branded mobile applications among Malaysians
	ABSTRACT
	Introduction
	Literature review and hypothesis development
	Branded mobile applications and continuance usage

	Customer engagement and continuance intention with mediators: customer satisfaction and customer trust
	e-WOM and continuance intention with mediators: customer satisfaction and customer trust
	Technology self-efficacy and continuance intention with mediators: customer satisfaction and customer trust
	Personalization and continuance intention with mediators: customer satisfaction and customer trust
	User interface and continuance intention with mediators: customer satisfaction and customer trust
	Reward system and continuance intention with mediators: customer satisfaction and customer trust
	Customer satisfaction and customer trust
	Research methodology
	Design and sample
	Data collection
	Pretest
	Ethics declarations
	Informed consent
	Data analysis
	Measurement model assessment
	Structural model evaluation

	Results discussion
	Implications and beneficiary
	Theoretical implications
	Social implications
	Practical implications
	Beneficiary


	Conclusion
	Limitations
	Future avenues

	Acknowledgment
	Author contributions
	Disclosure statement
	Data availability statements
	Funding
	About the authors
	ORCID
	References


