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Empirical Analysis of the Effects of Service Quality of the
Smartphone App Store on Users Repurchase Intention®
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B Abstract &

Recent trends of mobile convergence has already brought about many changes in our digitally-powered society.
Especially, taking advantage of strengths of existing mobile devices and smart phones have already been established
as a primary standard in the business intelligence world. Such high-powered digital devices equipped with mobile
convergence functions are getting more momentum as app stores are prevailing. Basically, the app stores are
administered by smart phone manufacturers, creating a new business ecosystem among app developers and end-
users. However, there are paucity of studies tackling an issue about how users’ repurchase intention of the apps is
influenced by the service qualities of the app stores. In this respect, this study aims to investigate the effect of app
store service quality on users’ satisfaction and repurchase intention. As the value of loyal customers is incomparably
high in app commerce, winning customers’ loyalty is vital to the success of app stores. In this study, a customer
is defined as one who has purchased goods or services at least once from the app stores. The proposed research
model includes a number of constructs such as app perceptions, customer service, perceived ease of use, design,
promotion, perceived consumer risk and connectivity. Empirical results revealed that perceived consumer risk has a
negative relationship with consumer’s perceived repurchase intention. Al the other variables-app perceptions, customer
service, perceived ease of use, design, promotion, connectivity- are found to be positively related with the repurchase
intentions.

Keyword : Smartphone, App Store, Service Quality, Repurchase Intentions, Empirical
Analysis, Ecosystem
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(Table 2> Cronbach Alpha

(Table 3 Confirmatory Factor Analysis

Variables

Factor Loading Value

Alpha

App
Perceptions

0611

0.605

0.602

0.611

0.675

0.621

0.7354

Customer
service

0.691

0.607

0.670

0.724

0.637

0.641

0.7254

Perceived
Ease
of Use

0.601

0.597

0599

0571

0.523

0.7042

Variables Initial | Final | Cronbach

Items | Items | Alpha(a)
App Perceptions 7 6 0.7354
Customer service 7 6 0.7254
Perceived Ease of Use 5 5 0.7042
Design 5 5 0.7334
Promotion 5 5 0.7432
Consumer Risk 5 5 0.6903
Connectivity 5 5 0.7123
Level of Satisfaction 3 3 0.7012
Repurchasing Intention 3 3 0.7955
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Design

0.704

0.667

0.643

0.635

0.605

0.7384

Promotion

0.533

0.598

0.536

0.542

0499

0.7432

Consumer
Risk

0.602

0511

0534

0.507

0.587

0.6903

Connectivity

0.778

0.801

0.74

0.699

0.737

0.7123
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{Table 5) Goodness-of-Fit Index

89.001(301)

Chi-Squire(df)

A7 : Connectivity

: Promotion, A6 : Consumer Risk

: App Perceptions, A2 : Customer service,
A3 : Perceived Ease of Use, A4 : Design,

A5
Index Value
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(Table 6y Verification of Hypotheses

Hypothesis Path Fomate | SE | CR | Supported | p
H1-1 App Perceptions — Level of Satisfaction 0.234 0.231 | 2353 O a =005
H1-2 Customer service — Level of Satisfaction 0.222 0.207 | 1.999 ) a =005
H 1-3 | Perceived Ease of Use — Level of Satisfaction 0.29 0.398 | 3641 O a =005
H 14 Design — Level of Satisfaction 0.243 0256 | 2551 O a = 005
H 1-5 | Promotion — Level of Satisfaction 0.180 0255 | 2341 o a =005
H 1-6 | Consumer Risk — Level of Satisfaction 0.227 0199 | 2.001 o a =005
H 1-7 Connectivity — Level of Satisfaction 0.145 0.298 | 2.645 O a = 005
H 2-1 App Perceptions — Repurchasing Intention 0.202 0167 | 1961 @) a =005
H 2-2 Customer service — Repurchasing Intention 0.215 0234 | 1967 ) a = 005
H 2-3 Perceived Ease of Use — Repurchasing Intention| 0.206 0199 | 2501 @) a = 005
H2-4 Design — Repurchasing Intention 0.199 0.298 | 2.609 O a =005
H 2-5 Promotion — Repurchasing Intention 0.138 018 | 1998 O a = 005
H 2-6 Consumer Risk — Repurchasing Intention 0.201 0.204 - X N.S
H 2-7 Connectivity — Repurchasing Intention 0.134 0239 | 2171 O a = 0.05

H3 Level of Satisfaction — Repurchasing Intention 0.19 0298 | 2641 O a = 005
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Path Total Effect Direct Effect Indirect Effect
Service Quality — Level of Satisfaction 0.678(p = 0.002) 0.678(p > 0.05) 0.000
Level of Satisfaction — Repurchasing Intention 0.855(p = 0.002) 0.855(p > 0.05) 0.000
Service Quality — Repurchasing Intention 0.601(p = 0.002) -0.066(p > 0.05) | 0.625(p = 0.002)
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