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ABSTRACT
Based on the smart phone and 3G communication boom in recent years,
mobile commerce has become increasingly popular. This study empirically
investigated the continuance usage intention of m-commerce consumers.
The proposed model is an extension of the expectation-confirmation model,
with perceived quality as the antecedent variable of confirmation and
perceived usefulness. This model employed three dimensions of perceived
quality from DeLone and Mclean’s IS success model. Survey data were
collected from a sample of 406 m-commerce users and statistically analyzed
using LISREL. Results show that perceived information, system, and
service qualities all positively influence confirmation, whereas information
and system qualities affect perceived usefulness. This study also validated
ECM in the m-commerce context by showing that confirmation and
perceived usefulness both have substantial influences on satisfaction, and in
turn, affects continuance intention. The study draws attention to the
importance of quality in retaining mobile commerce customers. Mobile
commerce providers will benefit from our research results by knowing how
to strengthen perceived qualities and increase customers’ loyalty in the
future.
Keywords: Mobile Commerce, Information Quality, System Quality,
Service Quality, Expectation-Confirmation Model
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1. INTRODUCTION
Explosive growth in the usage and market penetration of mobile
devices (e.g., mobile phones, personal digital assistants, and other handheld
devices) is the driving force behind mobile commerce (m-commerce)1. The
exponential increase of m-commerce sales in the United States, with 91.4%
and 73.1% increases estimated for 2011 and 2012, respectively, is primarily
the result of increasing smartphone usage and mobile Internet usage2. By the
end of 2011, there were 5.9 billion mobile cellular subscriptions worldwide,
including 1.2 billion active mobile broadband subscriptions. Access to 3G
mobile networks is now available to 45% of the global population. Asia and
the Pacific have contributed greatly to this global phenomenon3. According
to the National Communication Commission (NCC) of Taiwan, the number
of 3G subscribers reached 20.9 million in 2011, representing a penetration
rate of 76.9%4. Consequently, Taiwan has gained various advantages in
developing m-commerce5.
Although mobile telephones and other applications can be developed
quickly and easily for m-commerce, it is important to have a deeper insight
into consumers’ perceptions and acceptance of m-commerce6. Previous
research in this area has focused primarily on the adoption of m-commerce.
However, the success of the industry depends on customers' continuance
intention and long-term use7. M-commerce users are irregular in their
actions and they might not return to the action if they leave8. Thus, it is very
important to maintain users’ loyalty for the success of m-commerce9. Many
studies tested information system continuance usage intention with the
expectation-confirmation
model
(ECM).
Integrating
expectation-confirmation theory (ECT) from consumer behavior literature10
with the technology acceptance model (TAM) of information systems (IS)
success11, ECM proposed that confirmation and perceived usefulness are
two determinants of user satisfaction and subsequently post-purchase
behavior (e.g., continuance intention)12, 13, 14, 15. ECM has been proven to be
successfully applied in various consumer-oriented online service contexts14,
16, 17
. It is therefore a logical step to adopt and empirically test this model in
m-commerce, a form of wireless online service, in order to gain a deeper
insight into continuance intention of m-commerce as well as to enlarge
ECM’s application domain.
In addition to ECM, perceived quality may be a potential antecedent of
long-term use. Perceived quality is an indispensable factor for mobile
Internet providers because it helps them to acquire customers by satisfying
them with their first time use. It also increases customer loyalty by
encouraging customers to use the provider’s services repeatedly in the
future18. Research on quality has focused mainly on relevant fields such as
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websites19 and responsiveness20. DeLone and Mclean21, 22 postulated a
model of information system (IS) success with system, information, and
service qualities as quality dimensions. Because perceived quality is
necessary for m-commerce success, it may also be a decisive factor of
continuance usage. However, research in this area is lacking. Therefore, this
study integrates the three dimensions of perceived quality of DeLone and
Mclean21, 22 with ECM to investigate the determinants of consumer
intentions to continue using m-commerce.
This study is organized as follows: literature on perceived quality and
the expectation-confirmation model is reviewed. After the research model
and hypotheses are proposed, an online survey was conducted with
structural equation modeling as the statistical analysis technique applied to
collected data. Lastly, there is a discussion of research results followed by a
discussion of managerial implications, limitations and future research.

2. LITERATURE REVIEW
2.1 Mobile Commerce
Mobile commerce (m-commerce) represents the use of mobile devices
(e.g., mobile phones, PDAs, and handheld computers) to conduct new types
of e-commerce transactions using wireless telecommunication networks and
other wired e-commerce technologies23. Thus, m-commerce is any type of
service or transaction with economic value involving, at least on one end,
wireless networks and mobile devices5.
M-commerce was initially expected to experience tremendous growth
for several reasons, including the rapid growth of mobile phone adoption
and its corresponding advantage of connecting with the community at any
time and any place1. In addition, the improving safety of mobile payment
has also resulted in increased use of handheld devices to deliver
m-commerce24. However, several factors may reduce the potential benefits
of m-commerce by frustrating users: data transfer difficulties25, poor
connectivity26, and awkward device design features such as small screens,
low-resolution displays, and tiny multifunction keypads23.

2.2 Perceived Qualities
Empirical research on m-commerce has shown that perceived system
quality, defined by the authors as “the degree to which individuals perceive
that the connection between a mobile device and the Internet is satisfying, in
terms of transfer speed and reliability”27, has a significant effect on attitudes
toward wireless financial services. This in turn has a positive effect on the
usage intentions of consumers27. Chae et al. 18, on the other hand,
investigated the information quality of mobile Internet services and
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proposed a four-dimensional mobile service quality description consisting of
connection quality, content quality, interaction quality, and context quality.
“Information quality”, however, is an umbrella term that typically only
refers to connection quality, which represents uninterrupted accessibility to a
mobile service that enables consumers to work in a stable environment.
Although this is similar to parts of the above-mentioned perceived system
quality16, the terminology is rather confusing.
Consumers, irrespective of wired or wireless Internet access, are
concerned not with how a service is provided, but with the resulting quality
they receive15. Thus, research on IS quality and e-commerce success can be
of great help in understanding consumer perceptions.
Based on research by Shannon and Weaver28 and information
“influence” theory by Mason29, DeLone and Mclean21 postulated a model of
information system (IS) success in which “system quality” measures
technical success, “information quality” measures semantic success, and
“use satisfaction, individual impacts” and “organizational impacts” measure
effectiveness success. Pitt, Watson, and Kavan30 later argued that the
measures seem strongly product-focused. Because service plays a vital role
in IS effectiveness, they added “service quality” as another component of IS
success. The updated model can be adapted to the measurement challenges
of the B2C e-commerce world22.
In an e-commerce system, system quality refers to measures of the
information processing system itself in terms of usability, availability,
reliability, adaptability, and response time31. Information quality refers to
measures of IS output, namely the quality of the information that the system
produces primarily in the form of reports and captures “the content issue,”
which means that Web content should be personalized, complete, relevant,
and easy to understand22. Finally, service quality measures the quality of the
support system users receive from the IS department and IT support
personnel22. Previous research usually measures service quality with respect
to responsiveness, assurance, and empathy22, 32, 33.
Using the three-dimensional quality concept from DeLone and
McLean’s model, another empirical study investigated the effect of Web site
quality on customer conversion and retention and showed that, although the
relationships were significant, online companies should focus on system
quality to increase intention of initial purchase and on service quality for
intention of continued purchase34.

2.3 Expectation-Confirmation Model
Bhattacherjee16 proposed the expectation-confirmation model (ECM)
by integrating expectation-confirmation theory (ECT) of consumer behavior
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literature10 with the technology acceptance model (TAM) of information
systems (IS) success11. Bhattacherjee examined the cognitive beliefs and
antecedents that influence intention to continue using IS. ECT was first
theorized by Oliver10 and was frequently used to study consumer
satisfaction and post-purchase behavior8. Consumers assess the perceived
performance of a specific product or service in relation to their original
expectation of their purchase, and then determine whether their expectations
were met10, 35. Confirmed or positive disconfirmed consumers experience
“satisfaction,” and satisfied consumers, in turn, form a repurchase intention.
Dissatisfied users discontinue subsequent use10. Spreng, MacKenzie and
Olshavsky (1996)36 further conceptualized two types of satisfaction,
attribute satisfaction and information satisfaction, which are influenced by
congruent desires and expectations. The continuance decision of IS users is
similar to consumers’ repurchase decisions because they both (1) follow an
initial (acceptance or purchase) decision, (2) are influenced by the initial use
(of IS or product) experience, and (3) can potentially lead to ex post reversal
of the initial decision16. Drawing from the TAM11, Bhattacherjee16 suggested
that post-consumption expectation can be represented as ex post perceived
usefulness in the IS continuance model. Perceived usefulness is expected to
influence users’ post-acceptance affect (i.e., satisfaction) and continuance
intention. Confirmation increases users’ perceived usefulness, and negative
confirmation reduces this perception.
The ECM emphasizes the importance of post-adoption expectation
instead of pre-expectation13. Thus, the ECM suggests that an individual’s
intention to continue IS usage depends on three variables: the user’s level of
satisfaction with the IS, the user’s confirmation of expectations, and
post-adoption expectations in the form of perceived usefulness37. The ECM
has also proven to be successful in various consumer-oriented online service
contexts14, 16, 17.

3. RESEARCH MODEL AND HYPOTHESES
The more that an individual forms a perception of a service or
product’s performance, the more likely it is that perceived performance will
exceed expectation levels, leading to a positive relationship between
perceived performance and disconfirmation38. Some studies have defined
perceived performance as perceived quality. For example, Yen and Lu39
defined sellers’ performance as bidders’ perceptions of how the sellers meet
their expectations of service quality and reputation in online auctions.
Empirical research has shown that information and system qualities have
significantly positive effects on disconfirmation40. Prior IS studies have
demonstrated a positive effect of system quality on user satisfaction22, 41.
Service quality is also the main factor influencing consumer satisfaction
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with a Web site, which in turn determines their intention to repurchase on
that Web site42, 43. In industries apart from the computer industry, such as
the insurance industry, service quality also influences consumer satisfaction
and determines their repurchase intention44. All three qualities have
significant influences on satisfaction in the e-commerce context45. In the
ECM, satisfaction occurs only after an initial expectation is confirmed. Thus,
confirmation can be considered a mediating variable between quality and
satisfaction, leading to the following hypotheses:
H1a: Perceived information quality has a positive effect on confirmation in
m-commerce.
H1b: Perceived system quality has a positive effect on confirmation in
m-commerce.
H1c: Perceived service quality has a positive effect on confirmation in
m-commerce.
Empirical research has shown that information quality is a major
influence on the perceived usefulness of websites42, 46, as suggested by
Seddon47 and validated by Rai et al.41 concerning traditional IS. Because
system quality is concerned primarily with the consistency of the interface
and ease of use47 and perceived ease of use influences perceived
usefulness11, system quality likely has a positive effect on the perceived
usefulness of an e-commerce system42. There is also a positive relationship
between service quality and perceived usefulness48. In the study of mobile
website adoption, Zhou49 also found that information quality, system quality
and service quality all had positive effect on perceived usefulness. Therefore,
this study proposes the following hypotheses:
H2a: Perceived information quality has a positive effect on perceived
usefulness in m-commerce.
H2b: Perceived system quality has a positive effect on perceived usefulness
in m-commerce.
H2c: Perceived service quality has a positive effect on perceived usefulness
in m-commerce.
The research model in this study (Fig. 1) is an extension of the ECM
based on the information quality of m-commerce. Because the ECM is used
as the baseline model of this study and service repurchase intention among
mobile Internet users is significantly related to satisfaction50, this study
verifies the hypothesized relationships of the ECM in the m-commerce
context.
H3: Users’ extent of confirmation is positively associated with their
perceived usefulness of m-commerce approach.
H4: Users’ extent of confirmation is positively associated with their
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perceived satisfaction of m-commerce approach.
H5: Users’ perceived usefulness of m-commerce approach is positively
associated with their satisfaction.
H6: Users’ perceived usefulness of m-commerce approach is positively
associated with their continuance intention.
H7: Users’ satisfaction with m-commerce approach is positively associated
with their continuance intention.

Figure 1. Research model

4. Methodology
4.1 Measurement
This study measures seven constructs: system quality, information
quality, service quality, confirmation, perceived usefulness, satisfaction, and
continuance intention (Appendix A). These items were taken from prior IS
studies5, 8, 18, 16, 36, 41, 42 and reworded to specifically relate to online barter.
All items were measured using 5-point Likert scales anchored from 1
(strongly disagree) to 5 (strongly agree). The initial version of the
instrument was pre-tested for content validity at a meeting between six
m-commerce experts and users. Participants examined the survey instrument
and were asked to comment on the wording of each item, its length, and
format.

4.2 Sampling
The empirical data presented in this study were collected using an
Internet survey, and the messages advertising this survey were posted in
various public forums. In addition, e-mails were sent to mobile phone users
who were continuing educating students at three universities. By the cut-off
date, a convenience sample of 416 responses was collected. Among the 416
responses received, 10 were discarded as incomplete, yielding 406 usable
responses. Table 1 shows the major characteristics of the 406 subjects.
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Table 1. Demographic profile of the sample
Variable
Gender
Age

Education

Occupation

Income (US$)

Category
Male
Female
20 or under
21-20
31-40
41-50
51 or more
Middle School or less
High School
University
Graduate School
Student
Public Service
Technology
Bank and Finance
Industry
Fishery and Farming
Service
660 or less
660-1,000
1,001-1,650
1,651-2,350
2,351 or more

Number
216
190
10
138
216
33
9
2
20
300
84
32
25
141
29
66
5
108
41
71
177
74
43

Percentage
53.2
46.8
2.5
34.0
53.2
8.1
2.2
0.5
4.9
73.9
20.7
7.9
6.2
34.7
7.1
16.3
1.2
26.6
10.1
17.5
43.6
18.2
10.6

4.3 Data analyses
Following the two-step approach recommended by Anderson and
Gerbing51, this study first assesses the reliability and validity of the
measurement model, and then examines the structural model.
All construct scales were analyzed using Cronbach’s α first to
determine if the scales exhibited acceptable levels of reliability52. Table 2
showed that Cronbach’s α values of all seven constructs exceeded 0.7,
indicating acceptable reliability. The reliability can also be checked if the
CR value was 0.70 or higher and the AVE value was 0.50 or higher. All
factors met both criteria (Table 2). Convergent and discriminant validity
were assessed using confirmatory factor analysis (CFA)53, 54. Convergent
validity can be evaluated by examining the factor loadings from the
confirmatory factor analysis. According to Hair, Anderson, Tatham and
Black’s55 suggestion that factor loadings greater than 0.50 were considered
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to be very significant. All the factor loadings were higher than 0.7 in this
study. These results provide strong evidence of convergent validity. For
discriminant validity, Table 3 showed the inter-construct correlations and
the square roots of the AVE. The square root of the AVE was higher than
their shared variances. The results confirmed the discriminant validity of the
model constructs.
Table 2. Scale reliabilities
Construct
Perceived
Service
Quality
(SEQ)
Perceived
System
Quality
(SYQ)
Perceived
Information
Quality
(INQ)

Items

SEQ1
SEQ2
SEQ3
SEQ4
SYQ1
SYQ2
SYQ3
SYQ4
INQ1
INQ2
INQ3
INQ4
INQ5
Continuance CIN1
Intention
CIN2
(CIN)
CIN3
Satisfaction
SAT1
(SAT)
SAT2
SAT3
Confirmation COF1
(COF)
COF2
COF3
Perceived
PUS1
Usefulness
PUS2
(PUS)
PUS3
PUS4

Standardized
Loading
0.87
0.91
0.88
0.88
0.84
0.79
0.83
0.83
0.78
0.85
0.78
0.85
0.79
0.88
0.90
0.94
0.78
0.93
0.94
0.79
0.87
0.83
0.87
0.90
0.78
0.82

T
value
22.00
23.60
22.45
22.13
20.35
18.53
19.88
20.11
18.18
21.02
18.46
20.73
18.62
22.42
23.04
25.13
18.61
24.37
24.12
18.43
21.04
19.78
21.62
22.74
18.43
19.84

Cronbach’s
α
.933

CR

AVE

0.935

0.783

.897

0.893

0.677

.903

0.905

0.657

.935

0.933

0.823

.904

0.916

0.786

.866

0.870

0.690

.904

0.908

0.712

LISREL 8.51 software was adopted to estimate the structural model
and test model hypotheses. Figure 2 showed the path coefficients and the
explained variance of a dependent variable (R2). Table 4 listed the fit indices
of the model. The value of χ2 is 688.21, the degree of freedom (d.f.) is 285,
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χ2/d.f. equals 2.38, the comparative fit index (CFI) reaches 0.96, the normed
fit index (NFI) is 0.93, and the root mean square error of approximation
(RMSEA) is 0.059. All indices fit well except the GFI, which is 0.88, and
the AGF is slightly lower than the commonly cited criterion of 0.955.
However, because a GFI higher 0.8 can be interpreted as a reasonable fit56, 57,
the proposed model provides an adequate fit.
Table 3. Correlation matrix and discriminant assessment

PUS
COF
SAT
CIN
INQ
SYQ
SEQ

PUS
0.84
0.6
0.72
0.70
0.65
0.61
0.46

COF

SAT

CIN

INQ

SYQ

SEQ

0.83
0.73
0.63
0.68
0.65
0.69

0.88
0.83
0.73
0.61
0.57

0.90
0.64
0.57
0.43

0.81
0.69
0.73

0.82
0.71

0.88

Note: Diagonal elements are the square root of AVE. PUS: Perceived Usefulness; COF:
Confirmation; SAT: Satisfaction; CIN: Continuance Intention; INQ: Information Quality;
SYQ: System Quality; SEQ: Service Quality

Table 4. Fit Indices of the Structural Model
Fit indices
Recommended values
Model values

χ2/d.f RMSEA
<3
<0.08
2.38
0.059

CFI
>0.90
0.96

NFI
>0.90
0.93

GFI
>0.80
0.88

Figure 2. Results of structural modeling analysis

4.4 Results

AGFI
>0.80
0.86
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The results of this study support all hypotheses but H2c. Information
and service qualities are significantly positively influenced by confirmation
at the 0.001 level, whereas system quality is affected significantly at the
0.01 level. Thus, H1a, H1b, and H1c are supported. Information and system
qualities are significantly related to perceived usefulness at the 0.001 level,
supporting H2a and H2b. However, perceived service quality is negatively
related to perceived usefulness, and H2c is therefore rejected. As expected
by previous studies, confirmation to perceived usefulness, confirmation and
perceived usefulness to satisfaction, and perceived usefulness and
satisfaction to continuance intention are all significantly related at the 0.001
level, supporting H3, H4, H5, H6, and H7.
The three dimensions of quality (R2 = 0.59) capture 59% of the
variance of user’s confirmation, whereas 54% of perceived usefulness was
captured by its three antecedents. Confirmation and usefulness heavily
influence customer satisfaction (R2 = 0.68) with almost equal importance.
Perceived usefulness and satisfaction (R2 = 0.71) capture 71% of the
variation of user’s continuance intention, representing highly explanatory
power of the ECM in m-commerce.

5. DISCUSSION
The major contribution of this study is that it combines the IS success
model with the ECM and applies the resulting model to the m-commerce
context with good results. This study proposes that perceived quality is an
indispensable antecedent of continuance intention on m-commerce, and is
largely supported by empirical data. Unlike previous research2, 34, 41, 42, this
study shows that perceived quality is not directly related to satisfaction
(which in turn influences continued usage intention), but is mediated by
confirmation and perceived usefulness, as suggested by the ECM16.
This study adopts three quality dimensions of information, system, and
service to investigate their effects on confirmation. Consistent with findings
from online shopping40, perceived information and system qualities are
positively related to confirmation. Service quality, the extended dimension
adapted to B2C e-commerce success in DeLone and McLean’s model22, also
influences user’s confirmation. The results of this study show that all three
quality dimensions can be applied to the m-commerce context.
Perceived information and system qualities are also positively related
to perceived usefulness, as in e-commerce studies42, 46. However, service
quality has a negative relationship with usefulness. The main reason for this
unexpected finding may be that consumers perceive m-commerce as not
“useful” if they require more services from m-commerce providers after
initial adoption. Perceived usefulness in the ECM represents a new level of
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expectations (high or low) after initial usage experience (confirmed or
disconfirmed)16. In the mobile communication environment, shopping tasks
should be accomplished within a shorter timeframe, despite much outside
interference. Thus, information and system qualities are important. In this
case, service quality, defined as the support delivered by the service
provider22, may be unnecessary or even annoying if one has already
experienced (confirmed) the benefits of m-commerce and formed a higher
expectation (perceived usefulness) of quick and timely purchase.

6. MANAGERIAL IMPLICATIONS
The findings of this study have major implications for m-commerce
practice. Although many retailers have seized the opportunity to go
“mobile,” many sites have slow load times, out-of-date information, and
complex navigation58. The lack of information, system, and service qualities
can be devastating for enterprises that have launched mobile business
because initial users are confirmed or disconfirmed based on quality factors.
Confirmed or positive disconfirmed consumers become satisfied consumers,
and in turn form a repurchase intention, whereas dissatisfied users
discontinue further use10 and are lost forever. Therefore, it is paramount for
anyone who wants to engage in mobile business to offer abundant and
up-to-date product and service information to ensure connection quality and
to follow up with quality customer service.
The empirical results of this study suggest that service quality is
irrelevant if one wants to turn a repurchase user into a loyal customer.
Service quality may even have negative consequences. Thus, the role of
information quality and system quality is even more important. Of these two
determinants, the importance of information quality in retaining mobile
customers cannot be underestimated. It is the most influential factor that is
perceived by consumers as useful. Mobile content should be at least
complete and easy to understand22, which is a difficult task if we want to
display it adequately in a relative small screen23.
Another contribution of this study to mobile practitioners is that it
adopts the three quality dimensions of DeLone and McLean’s model.
Compared to new quality constructs with similar definitions (e.g., content
quality vs. information quality) developed specifically for m-commerce,
information quality, system quality, and service quality are more
comprehensible and easier to implement because they originated from IS
and e-commerce studies, which share many of the same attributes with
technical and marketing perspectives.
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7. LIMITATIONS AND FUTURE RESEARCH
The self-selection issue poses a problem in the questionnaire survey
process, and is a methodological concern in this study. It is especially true
when we conduct any consumer behavior research because no general
mobile shoppers’ “population” can be identified. However, we think the
sample in this study is representative of general mobile consumers because
its demographic distributions are similar to those of mobile phone users.
Information, system, and service qualities are key antecedents of the
ECM. Future research may consider if there is any variation among these
three qualities for different type of products, such as physical goods,
services, or software downloads. With so much app-store hype among
mobile phone users, software downloads may be a topic worthy of separate
investigation in m-commerce.
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APPENDIX A
Construct
Perceived
usefulness

1.
2.

3.
4.

Confirmation

1.

2.

3.

Measurement items
I find mobile commerce services
useful in my daily life.
Using mobile commerce services
helps me accomplish things more
quickly.
Using mobile commerce services
increase my productivity.
Using mobile commerce services
helps me performance things
more conveniently.
My experience with using the
mobile commerce services was
better than what I expect.
The service level provide by the
mobile commerce services was
better than what I expected.
Overall, most of my expectation
from using mobile commerce
services were confirmed.

Source
Moon and
Kim(2001) ;
Thong et al.(2006)

Bhattacherjee
(2001)
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APPENDIX A (Cont.)
Construct
Satisfaction

1.

2.

3.

Continuance
intention

1.

2.

3.

Perceived
information
quality

1.
2.

3.

4.

5.

Measurement items
I am satisfied with decision on
the use of mobile commerce
services.
My choice to use the mobile
commerce services was a wise
one.
I think I did the right thing by
deciding to use my mobile
commerce services.
I intent to continue using the
mobile commerce services in the
future.
I will always try to use mobile
commerce services in my daily
life.
I will keep using mobile
commerce services as regularly
as I do now.
M-commerce sites provide the
precise information I need.
M-commerce sites provide
responses to questions and
queries that are exactly what I
need.
M-commerce sites provide
sufficient information to enable
me to do my tasks.
I am satisfied with the accuracy
of information provided by
m-commerce sites.
The information provided by
m-commerce sites is helpful
regarding my questions or
problems.

Source
Spreng and
Olshavsky(1993);
Lin et al.(2005

Thong et al.(2006)

Brown and
Jayakody (2009)
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APPENDIX A (Cont.)
Construct
Perceived
system
quality

1.
2.

3.
4.
Perceived
service
quality

1.

2.

3.
4.

Measurement items
I find it easy to become skillful at
using m-commerce sites.
I believed that m-commerce sites
are cumbersome to use.
(Reversed)
To use m-commerce sites require
a lot of mental effort. (Reversed)
I get frustrated when I use
m-commerce sites. (Reversed)
I am satisfied with the customer
support provided by m-commerce
sites.
I am satisfied with the after-sales
service provided by m-commerce
sites.
M-commerce sites understand my
problems and requests.
M-commerce sites respond to my
requests fast enough.

Source

