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Abstract: In today’s emerging and competitive mobile social media market, companies continuously
endeavor to improve service quality and customer satisfaction in order to gain a competitive advan-
tage and ensure long-term sustainability. The objective of this study is to identify the relationship
between service quality, customer satisfaction, and customer loyalty in mobile social media. More-
over, this study examines the role of customer satisfaction as a mediator. The proposed research
model consists of four dimensions of mobile service quality (usefulness, convenience, design, and
security/privacy) as well as customer satisfaction and customer loyalty. The survey used the self-
administrated method. A total of 256 responses were used in the data analysis. We estimated the
hypothesized relationships of the research model using a structural equation modeling technique.
The results are as follows: first, usefulness, convenience, design, and security/privacy significantly
and positively affect customer satisfaction. Second, customer satisfaction has a significant and pos-
itive impact on customer loyalty. Third, customer satisfaction mediates the relationship between
service quality and customer loyalty; in particular, convenience, design, and security/privacy are
completely mediated while usefulness is partially mediated. These results can serve as a valuable
reference for mobile social media providers to manage services and improve service quality and
customer satisfaction.

Keywords: mobile social media; service quality; customer satisfaction; customer loyalty; mediation

1. Introduction

The smartphone market has experienced steady growth in recent years, becoming
increasingly prevalent as people rely on smartphones for various tasks, including com-
munication, gaming, navigation, and social networking. ResearchAndMarkets.com [1]
reported that the smartphone market reached a volume of 1277.70 million units in 2022.
The report also projects a Compound Annual Growth Rate (CAGR) of 3.5% for the market,
with an estimated volume of approximately 1570.62 million units by 2028.

People use smartphones to connect with people both locally and globally through
their social networks. Social networks are online platforms that allow people to connect
and share information with others [2,3]. Social networks offer numerous advantages, such
as the ability to connect with people worldwide, to share information quickly and easily,
and to discover new opportunities for personal and professional growth [4]. However,
there are also some disadvantages to using social networks. One of the primary concerns is
privacy. Social networks have the potential to collect users’ personal information, which
can then be used for targeted advertising or other purposes [4].

With the popularization of smartphone use, the social network or social media mar-
ket is rapidly expanding, and the number of companies providing relevant services is
increasing. As the market has recently become consumer-centered, users have been de-
manding improvements in service quality (SQ), service variety, and customization with
consideration of their preferences. They also want to enhance their security and privacy in
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mobile environments. Meanwhile, companies are interested in SQ and customer satisfac-
tion (CS) as ways to respond to customer needs and secure a competitive advantage and
ensure sustainability.

SQ, CS, and customer loyalty (CL) are three variables permanently associated with
electronic commerce. SQ is defined as the extent to which a website facilitates efficient and
effective shopping, purchasing, and delivery [5]. CS is the degree to which a customer
is satisfied with a product or service [6]. CL is the willingness of a customer to continue
doing business with a company [7]. The three variables are interconnected. SQ is a crucial
factor affecting CS and is closely related to company performance. Improving SQ enhances
CS, increases CL, and reduces brand switching. The higher the CL, the more transactions
occur, and the longer the relationship period with customers [8]. If customer lifetime
value increases, companies can secure a stable customer base, reduce marketing costs, and
increase price premiums. Loyal customers do not easily fall for competitors’ promotional
strategies, and they contribute to company sales and profits by frequently purchasing
products or using services and spreading positive word-of-mouth. Therefore, a company
with many loyal customers can maintain its competitiveness even in highly competitive
situations [9].

Prior research on SQ and CS has been conducted in various fields [10–13]. SQ is a
primary factor of CS, and CS is a leading variable of CL [8,14]. However, these results are
not easily applicable to social media as limited research has been conducted on SQ and
CS in the context of social media. In particular, mobile social media is utilized on small
devices that provide a user experience that differs from that offered by prevalent computer-
based services. In addition, mobile social media requires high-quality privacy and security
because users can easily and quickly share and spread information with various other users.
These differences may lead to variations in results and thus require further validation. The
current research on SQ and CS attempts to fill the research gap. Herein, we mainly consider
CS as a mediator of SQ and CL.

The proposed research model consists of four dimensions of mobile service quality
(usefulness, convenience, design, and security/privacy), customer satisfaction, and cus-
tomer loyalty. The model is built upon a combination/extension of the Loyalty Model [6]
and SERVQUAL [15,16]. In this study, the research questions focus on which SQ dimen-
sions significantly affect CS and CL, and whether CS significantly mediates between SQ
and CL.

This study has three objectives: (1) to design a scale for measuring the SQ of mobile
social media, (2) to identify the structural relationship between SQ, CS, and CL, and (3) to
examine the role of CS as a mediator. This study contributes as follows. First, it suggests a
scale for measuring the SQ of mobile social media. Second, it is the first study to provide
valuable insights into the importance of SQ as a critical factor in driving CS and CL in the
context of social media. Finally, it is also the first study to examine the mediating role of CS
in the mobile context. Our results can serve as a helpful reference for establishing service
strategies and policies for mobile social media.

The following parts of this paper are organized as follows: first, we describe the
literature review of the study. Second, we propose our research model and hypotheses.
Third, we perform empirical analysis with data. Finally, we discuss the research results
and implications of our study.

2. Literature Review
2.1. Mobile Social Media

Social media is a network service that allows people to simultaneously connect and
share information with anyone and with multiple people all over the world. With social
media, users can perform various activities, including posting reviews, photo/video shar-
ing, blogging, social gaming, and social networking. It is used to keep in touch with family
or friends, find people with similar interests, and share one’s thoughts and feelings [17].
Representative social media networks include YouTube, Facebook, Snapchat, Instagram,
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and Twitter. The popularization of smartphones has led to the broad use of social media on
personal smartphones, which are mobile environments, rather than desktop computers.

Mobile social media has the following features. First, users can access services any-
time and anywhere. They can also conveniently produce information without requiring
professional skills. Second, users can check the online status of other users and interact
through an immediate connection if necessary. Third, users can easily share information
and opinions with other users and spread them quickly. Fourth, users can strengthen their
social relationships through their participation in various communities. Finally, users can
decide whether to maintain relationships with others through various reputation systems,
such as the number of friends and favorite lists [18].

2.2. Mobile Service Quality

As customers evaluate SQ, perceived quality is more important than absolute qual-
ity. Parasuraman et al. [16] defined SQ as an overall judgment or attitude related to the
excellence or superiority of a service. They mentioned that the difference between expecta-
tions and performance determines SQ. Furthermore, they proposed SERVQUAL, which
reflects the concept of “performance expectation”, with five dimensions for measuring
SQ: reliability, responsiveness, empathy, assurance, and tangibles. Cronin and Taylor [14]
mentioned that the difference between performance and expectations is not an appropriate
way to measure SQ. They suggested SERVPERF, which reflects the concept that “service
quality is performance”. Various scales applying the SERVEQUAL were later proposed in
succeeding research.

As internet services have prospered, e-service quality measurements reflecting the
characteristics of the internet have been widely studied. Wolfinbarger and Gilly [19]
developed EtailQ with four dimensions: fulfillment/reliability, website design, customer
service, and security/privacy. Parasuraman et al. [5] presented two scales: E-S-QUAL, with
four dimensions (efficiency, fulfillment, system availability, and privacy), for website SQ,
and E-Res-QUAL, with three dimensions (compensation, responsiveness, and contact), for
recovery SQ. These scales have been used in various studies for e-service quality evaluation.

With the increasing popularity of mobile services, mobile SQ measurement reflecting
the characteristics of mobile devices, such as mobility, anytime and anywhere computing,
and sociality, have been widely studied. Table 1 presents the dimensions used to measure
mobile SQ. This study uses usefulness, convenience, design, and security/privacy as
mobile SQ dimensions. These dimensions are extracted from previous research on the
characteristics of mobile social media: usefulness reflecting efficiency and sociality [20,21],
convenience reflecting ubiquity and accessibility [20–24], design reflecting diverse and
complex contents on a small screen [23–25], and security/privacy reflecting weak security
and privacy [21,23–25].

Table 1. Dimensions of mobile service quality in previous research.

Previous Research Context Mobile Service Quality Dimensions

Tan and Chou [20] mobile information and
entertainment services

usefulness, ease of use, content, personalization, variety, feedback,
experimentation

Sagib and Zapan [21] mobile banking efficiency, convenience, ease of operation, security, reliability,
responsiveness, assurance

Özer et al. [22] mobile services availability, ease of use, perceived risk, compatibility of mobile devices,
entertainment services

Trabelsi-Zoghlami et al. [23] mobile banking information quality, ease of use, reliability, design, security/privacy

Kaatz [24] mobile commerce ubiquity, fulfillment, design, security/privacy, customer service

Arcand et al. [25] mobile banking practicality, design/aesthetics, security/privacy, sociality, enjoyment
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2.3. Customer Satisfaction and Loyalty

Prior research has explored CS. Sivadas and Baker-Prewitt [26] noted that CS is essen-
tial to a company’s success and significantly impacts behavior, repurchase, and word-of-
mouth communication. Oliver [27] defined CS as a customer’s cognitive assessment of the
discrepancy between the quality or performance expected and the quality or performance
received. Meanwhile, the expectation–disconfirmation model has become the primary basis
for subsequent research. Babin and Mitch [28] stated that CS is an emotion induced by
evaluating a series of experiences, including inconsistencies and perceived performance.
Kotler and Keller [29] stated that CS is a customer’s perception of happiness or frustration
resulting from the comparison between the performance of a product or service and ex-
pectations. Customers become satisfied when quality meets or exceeds the expectations
created by their needs and desires; otherwise, customers become dissatisfied.

CL is an important factor influencing a company’s sustainable performance and
growth [30]. Lovelock and Wirtz [31] defined loyalty as the willingness to maintain a
long-term relationship with a company and recommend its products or services to others.
Oliver [32] defined CL as a deep commitment to a brand that facilitates the continuous
repurchase of preferred products or services. Customers who are satisfied with a product
or service tend to be loyal and make repeated purchases even if situational influences or
marketing efforts cause switching behavior. Reichheld and Schefter [33] stated that loyal
customers are less price sensitive and reduce the cost of attracting new customers, resulting
in increased profits and positive added value. Therefore, companies strive to make ordinary
customers increasingly loyal.

3. Research Method
3.1. Development of the Research Hypothesis
3.1.1. Relationship between Mobile Service Quality and Customer Satisfaction

Traditionally, SQ is defined as a significant determinant of CS. Improving SQ increases
CS [34,35]. This relationship has been verified in several web and mobile contexts. Chang
et al. [36] found that SQ significantly influences CS in e-marketing, Szymanski and Hise [37]
in e-retailing, and Cristobal et al. [38] in websites. Kuo et al. [39] and Zhao et al. [40] revealed
that SQ significantly affects CS in mobile value-added services, and Yeh and Li [41] revealed
the same in mobile commerce. Consequently, the current study proposes the following
hypotheses to understand the relationship between SQ and CS in mobile social media:

Hypothesis 1 (H1). SQ in mobile social media is positively related to CS.

Hypothesis 1-a (H1-a). Usefulness in mobile social media is positively related to CS.

Hypothesis 1-b (H1-b). Convenience in mobile social media is positively related to CS.

Hypothesis 1-c (H1-c). Design in mobile social media is positively related to CS.

Hypothesis 1-d (H1-d). Security/privacy in mobile social media is positively related to CS.

3.1.2. Relationship between Customer Satisfaction and Loyalty

The relationship between CS and CL affects performance. The higher the level of
satisfaction with a product or service, the higher the level of brand loyalty. Loyal customers
not only frequently purchase goods or services but also spread positive word-of-mouth
and recommend them to others. Hence, CL increases a company’s sales and profits [31]. In
line with this connection, the analysis of the relationship between CS and CL is essential.
Several researchers have discovered a positive relationship between CS and CL [42]. This
relationship has also been identified in several web and mobile contexts. For example,
Sagib and Zapan [21] and Wang and Liao [43] showed that CS positively influences CL in
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mobile banking and commerce, respectively. In the current study, we propose the following
hypothesis to understand the relationship between CS and CL in mobile social media:

Hypothesis 2. CS in mobile social media is positively related to CL.

3.1.3. Relationship between Mobile Service Quality and Customer Loyalty

For SQ and CL, conflicting findings have been reported regarding their relationship.
Zeithaml et al. [44] found that SQ influences customers’ behavioral intentions in four
different industries. Wong and Sohal [45] reported a positive association between SQ and
CL in a large department store chain. Meanwhile, Cronin and Talor [14] stated that in
four industries, SQ has less effect on repurchase intention than CS. In the mobile context,
Rajaobelina et al. [46] found that usability, value-added features, and security/privacy of
SQ dimensions positively influence CL in mobile banking applications and that interactivity
does not. Consequently, the current study proposes the following hypotheses to understand
the relationship between SQ and CL in mobile social media:

Hypothesis 3 (H3). SQ in mobile social media is positively related to CL.

Hypothesis 3-a (H3-a). Usefulness in mobile social media is positively related to CL.

Hypothesis 3-b (H3-b). Convenience in mobile social media is positively related to CL.

Hypothesis 3-c (H3-c). Design in mobile social media is positively related to CL.

Hypothesis 3-d (H3-d). Security/privacy in mobile social media is positively related to CL.

3.1.4. Customer Satisfaction as a Mediator of the Relationship between Mobile Service
Quality and Customer Loyalty

Several researchers have demonstrated CS as a mediator in the relationship between
SQ and CL. Caruana [47], Olorunniwo et al. [48], and Fatima et al. [49] asserted that CS
plays a mediating role in the link between SQ and CL in retail banking, the hotel industry,
and hospital healthcare services, respectively. Keating et al. [50] found that CS partially
mediates the relationship in the context of online services. However, the mediation effect
of the relationship between SQ and CL has never been investigated in the mobile context.
Therefore, the current study proposes the following hypotheses to understand CS as a
mediator of the relationship between SQ and CL in mobile social media:

Hypothesis 4 (H4). CS in mobile social media mediates the impact of SQ on CL.

Hypothesis 4-a (H4-a). CS in mobile social media mediates the impact of usefulness on CL.

Hypothesis 4-b (H4-b). CS in mobile social media mediates the impact of convenience on CL.

Hypothesis 4-c (H4-c). CS in mobile social media mediates the impact of design on CL.

Hypothesis 4-d (H4-d). CS in mobile social media mediates the impact of security/privacy on CL.

This study investigates the relationship between SQ, CS, and CL in mobile social
media, focusing on the role of CS as a mediating variable. Figure 1 presents the research
model and corresponding hypotheses.
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3.2. Operational Definition and Measurement of Variables

We defined the variables in this study by adapting the measurement variables used in
previous research to suit the characteristics of mobile social media. The four dimensions
of mobile SQ were defined as follows: usefulness refers to the degree to which the service
enhanced work efficiency and strengthened social relationships; convenience refers to
the degree of ease and simplicity of usage regardless of time and place; design refers to
the degree of attractiveness of the screen layout and provision of in-depth information;
security/privacy refer to the degree of protection of personal information and usage record
management. CS was defined as the emotional perception of the difference between
expectations created by needs or desires before using services and the actual performance
experienced. CL was defined as the positive attitude of customers toward continuously
using mobile social media and recommending it to others.

Based on previous research [23,24], the measurement items for mobile SQ were set
to three questions for each construct, for a total of twelve questions. The measurement
items for CS and CL were set to four and three questions, respectively, developed by
Ribbink et al. [51]. Table A1 of Appendix A shows the measurement items. The current
study used a 5-point Likert scale, ranging from 1 = completely disagree to 5 = completely
agree, for all measures.

3.3. Data Collection and Analysis Method

We conducted a self-administered survey among users who utilize mobile social media
in the province of Gwanak, South Korea. The questionnaires were distributed using online
platforms. The survey was conducted over 5 months from August 2021. Prior to the survey,
respondents were provided with sufficient information regarding the purpose and contents
of the study, and their consent was obtained. A total of 256 responses were used in the data
analysis. The collected data were analyzed using SPSS and Amos 29.0. First, the skewness
and kurtosis values of the measurement items were calculated to assess the normality of
the data [52]. The skewness values ranged from −0.498 to 0.529, while the kurtosis values
ranged from−0.877 to 0.644, both falling within the acceptable range of−2 to +2 [53]. Based
on these findings, it can be concluded that the collected data exhibit a normal distribution.
Second, a frequency analysis was conducted to identify the demographic characteristics of
the respondents in the following section. Third, confirmatory factor analysis (CFA) was
performed to verify the reliability and validity of the constructs. Finally, structural equation
modeling (SEM) was conducted to verify the relationship among variables.

SEM is a statistical analysis method used to describe the relationship model among
variables [54]. There are three main reasons underlying the use of SEM. First, SEM has the
ability to estimate the relationships between variables that have dual relations. Second,
SEM can describe relationship patterns between latent constructs and manifest variables.
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Finally, this study includes intervening variables, which can be effectively examined using
SEM [55]. In this study, a reflective measurement model utilizing SEM was applied.

3.4. Demographic Characteristics of the Sample

The gender, age, occupation, and educational background of each respondent were
surveyed as demographic items. Table 2 shows the respondents’ characteristics. The
sex distribution showed a similar ratio of 125 males (48.8%) and 131 females (51.1%).
Regarding age distribution, 21 people (8.5%) were below 20 years old, 87 (33.9%) were in
their 20s, 84 (32.8%) were in their 30s, 30 (11.7%) were in their 40s, and 34 (13.2%) were over
50 years old. The proportion of people in their 20s and 30s was relatively high. In terms
of occupation types, 148 people (57.8%) were employed, followed by 55 people (21.4%)
who were self-employed, 33 people (12.8%) who were students, and 20 people (7.8%) with
other occupations. Regarding education level, 138 people (53.9%) held a bachelor’s degree,
followed by 59 people (23.0%) in high school or below, 50 people (19.5%) with postgraduate
degrees, and 9 people (3.5%) who attended a two-year college program.

Table 2. Characteristics of respondents.

Variable Category Frequency Percentage

Gender
male 125 48.8

female 131 51.1

Age

below 20 21 8.5

20–29 87 33.9

30–39 84 32.8

40–49 30 11.7

over 50 34 13.2

Occupation

employed 148 57.8

self-employed 55 21.4

student 33 12.8

others 20 7.8

Education level

high school or below 59 23.0

college 9 3.5

bachelor’s degree 138 53.9

postgraduate degree 50 19.5

4. Empirical Analysis
4.1. Reliability and Validity Analysis

Most of the questionnaire items used in this study were based on the literature on
mobile SQ. However, the current study measures the new concept of mobile social media,
which requires a reliability and validity check. Table 3 shows the results of reliability and
convergent validity. To measure the internal consistency of the measurement items, we
analyzed the reliability by using Cronbach’s α. All values of the constructs were greater
than 0.765, thus exceeding the acceptable threshold of 0.60. This finding showed the good
reliability of the measures. To estimate the convergent validity of the measures, we con-
ducted a CFA and found that all the items had factor loadings above 0.644, which exceeds
the minimum threshold of 0.60. The composite reliability (CR) values varied between
0.848 and 0.957, thus exceeding the recommended threshold of 0.70. The average variance
extracted (AVE) for each construct ranged from 0.653 to 0.848, thus exceeding the threshold
of 0.50. These indicators showed the good convergent validity of the measures. The indices
of the measurement model indicated a good fit with the data (χ2 = 195.961; d.f. = 137;
χ2/d.f. = 1.430; normal fit index (NFI) = 0.923; comparative fit index (CFI) = 0.975; root
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mean square error of approximation (RMSEA) = 0.041). An χ2/d.f. = 1.430 (recommended
level under 3.00) indicated that the proposed model was adequate. According to the param-
eters recommended by Hu and Bentler [56] for the NFI (cutoff value of 0.90), CFI (cutoff
value of 0.95), and RMSEA (cutoff value of less than 0.06) to supplement the chi-square
tests, the model fitted the data well. Table 4 shows the results of discriminant validity. The
square root AVE of each construct was greater than the correlation coefficients between the
constructs, thereby implying discriminant validity [57]. These results demonstrate that the
reliability and validity criteria were satisfied.

Table 3. Reliability and convergent validity.

Construct No. of Items Factor Loading CR AVE Cronbach’s α

Usefulness 3

0.644

0.848 0.653 0.7980.879

0.753

Convenience 3

0.749

0.856 0.664 0.7810.752

0.720

Design 3

0.831

0.915 0.783 0.8650.861

0.797

Security/
Privacy 3

0.819

0.859 0.670 0.8640.798

0.859

CS 4

0.777

0.957 0.848 0.916
0.907

0.881

0.857

CL 3

0.771

0.863 0.679 0.7650.691

0.710

Indices of the measurement model: χ2 = 195.961, d.f. = 137, χ2/d.f. = 1.430, NFI = 0.923, CFI = 0.975,
RMSEA = 0.041.

Table 4. Discriminant validity.

Construct Usefulness Convenience Design Security/Privacy CS CL

Usefulness 0.808
Convenience 0.095 0.814

Design 0.020 0.208 0.884
Security/privacy 0.304 0.182 0.203 0.818

CS 0.257 0.389 0.281 0.211 0.920
CL 0.387 0.263 0.282 0.272 0.613 0.824

Note: The diagonal value is the square root of the AVE.

4.2. Hypothesis Test Results

The hypothesized relationships were estimated using a structural equation modeling
technique. Table 5 presents the parameter estimates for the hypothesized relationships and
indices of the structural model. The adequacy of the structural model for the data was
verified with good fit indices (χ2/d.f. = 1.430, NFI = 0.923, CFI = 0.975, RMSEA = 0.041),
which satisfied the recommended thresholds [56]. The standardized coefficients (β) of SQ
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on CS were as follows: usefulness (β = 0.166, p = 0.019), convenience (β = 0.372, p = 0.000),
design (β = 0.167, p = 0.016), and security/privacy (β = 0.195, p = 0.009). Thus, H1-a,
H1-b, H1-c, and H1-d were supported. In particular, usefulness, convenience, design, and
security/privacy had significant and positive effects on CS. Among them, convenience
(β = 0.372) greatly affects CS. The coefficient of CS on CL was 0.484 (β = 0.484, p = 0.000).
H2 was thus supported. Specifically, CS had a significant and positive effect on CL. The
coefficients of SQ on CL are as follows: usefulness (β = 0.237, p < 0.001), convenience
(β = 0.041, p = 0.616), design (β = 0.126, p = 0.073), and security/privacy (β = 0.079,
p = 0.297). H3-a was thus supported, whereas H3-b, H3-c, and H3-d were not supported.
We also found that only usefulness had a significant and positive effect on CL. This finding
highlights the need for further experiments on the role of CS as a mediator.

Table 5. Parameter estimates for hypothesized relationships.

Relationship β SE. CR. p Result

H1-a. Usefulness→ CS 0.166 0.066 2.339 0.019 * supported

H1-b. Convenience→ CS 0.372 0.082 4.762 0.000 *** supported

H1-c. Design→ CS 0.167 0.067 2.410 0.016 * supported

H1-d. Security/privacy→ CS 0.195 0.052 2.630 0.009 ** supported

H2. CS→ CL 0.484 0.069 5.847 0.000 *** supported

H3-a. Usefulness→ CL 0.237 0.058 3.205 0.001 ** supported

H3-b. Convenience→ CL 0.041 0.071 0.502 0.616 not supported

H3-c. Design→ CL 0.126 0.057 1.790 0.073 not supported

H3-d. Security/privacy→ CL 0.079 0.045 1.042 0.297 not supported
Note: * p < 0.05, ** p < 0.01, *** p < 0.001.

The bootstrap method developed for nonparametric resampling tests was used to
identify the role of CS as a mediator [58]. In total, 1000 bootstrapping procedures were
performed. Table 6 shows the total, direct, and indirect effects on the relationships between
SQ and CL through CS. First, the indirect effect of usefulness on CL through CS was
significant (β = 0.080, p = 0.017; H4-a was supported). The direct effect of usefulness was
also significant (β = 0.237, p = 0.001). Hence, usefulness partially affects CL through CS
and partially and directly affects CL. Second, the indirect effects of convenience (β = 0.181,
p = 0.004), design (β = 0.081, p = 0.025), and security/privacy (β = 0.095, p = 0.013) on CL
through CS were significant (H4-b, H4-c, and H4-d were thus supported). Meanwhile,
the direct effects of convenience (β = 0.041, p = 0.616), design (β = 0.126, p = 0.073),
and security/privacy (β = 0.079, p = 0.297) were not significant. This result indicates that
convenience, design, and security/privacy affect CL through CS. Consequently, H4-a~H4-d
were supported. In this study, CS served as a mediating variable in the relationship between
SQ and CL in mobile social media.

Table 6. Total, direct, and indirect effects.

Relationship
Total Effect Direct Effect Indirect Effect

Result
β p β p β p

H4-a. Usefulness→ CS→ CL 0.153 0.003 ** 0.237 0.001 ** 0.080 0.017 * Supported

H4-b. Convenience→ CS→ CL 0.396 0.010 ** 0.041 0.616 0.181 0.004 ** Supported

H4-c. Design→ CS→ CL 0.164 0.009 ** 0.126 0.073 0.081 0.025 * Supported

H4-d. Security/Privacy→ CS→ CL 0.138 0.043 * 0.079 0.297 0.095 0.013 * Supported

Note: * p < 0.05, ** p < 0.01. The level of confidence for all bias-corrected confidence intervals is 95%.
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5. Discussion and Implementations
5.1. Discussion of Research Results

We designed a scale (comprising four dimensions: usefulness, convenience, design,
and security/privacy) for measuring SQ of mobile social media by referring to prior
research. A research model was proposed through the development of research hypotheses.
The study empirically investigated the relationship between SQ, CS, and CL in mobile
social media, as well as the mediating role of CS.

The results show a significant positive relationship between SQ and CS, indicating that
enhancing SQ of mobile social media applications can increase CS. This finding is consistent
with previous studies by Yeh and Li [41] in the field of mobile commerce. Moreover, similar
results were observed in mobile value-added services by Kuo et al. [39] and Zhao et al. [40].
Among the four dimensions of mobile SQ, convenience had the most significant impact on
CS, indicating that efforts should be directed toward improving convenience above other
dimensions of mobile SQ to enhance CS.

Furthermore, the study reveals that CS has a significant positive effect on CL, meaning
that improving CS can lead to increased CL. This is consistent with previous research that
has identified CS as a leading variable of CL. Sagib and Zapan [21] and Wang and Liao [43]
also found similar results in mobile banking and mobile commerce, respectively. The study
further reveals that among the mobile SQ dimensions, only usefulness has a significant
positive effect on CL, implying that usefulness can directly increase CL. Additionally, CS
played a mediating role in the relationship between SQ and CL, with usefulness partially
mediated, and convenience, design, and security/privacy completely mediated. The
findings imply that usefulness is not sensitive to CS regarding its impact on CL. The above
findings suggest that improving SQ can enhance CS and CL in the context of mobile
social media.

5.2. Theoretical Implications

This study makes several contributions to the literature on SQ and CS. First, it suggests
a scale for measuring SQ of mobile social media, drawing on previous research. This
scale, which includes convenience, design, usefulness, and security/privacy, can be used
to measure mobile service quality in various areas. Second, it is the first study to provide
valuable insights into the importance of SQ as a critical factor in driving CS and CL in
the context of social media. It emphasizes that improving SQ is essential to enhance CS
and CL. Third, it reveals that usefulness has an impact on CL in the context of social
media. However, the relationship between SQ and CL has conflicting results, as previously
mentioned in the study. This finding contributes to the existing literature on CL in the
mobile context by highlighting the significance of usefulness. Finally, this study provides a
better understanding of the mechanism among CS, SQ, and CL. CS plays a mediating role
in the relationship between SQ and CL in the context of mobile social media. A virtuous
cycle exists in the relationship between the CS, SQ, and CL wherein improving SQ leads to
increased CS, which serves as a mediator and ultimately enhances CL.

5.3. Managerial Implications

Managers should recognize that SQ improvement or innovation should be prioritized
to enhance CS, which is a vital management goal in the context of mobile social media.
SQ is the source of CS and CL. Improving SQ requires a thorough analysis of customers’
requirements for the mobile SQ dimensions on the basis of information technology. The
management implications of this study in the current market environment are as follows.

First, convenience was found to have the greatest influence on CS among the mobile
SQ dimensions. Therefore, managers should pay special attention to improving conve-
nience. As portable devices provide mobile social media services through small screens
and keyboards, users often experience discomfort. To resolve this issue, developers should
provide alternative input functions so that customers can use the services easily.
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Second, security and privacy must be strengthened. As services are provided through
a wireless connection, service providers must focus on relieving the anxiety about personal
information leakage and hacking. Personal information protection can be improved by
strengthening user authentication and user protection terms and conditions. In addition,
comprehensive information management should be conducted, and continuous efforts
should be made to develop network security and encryption technologies. The design of the
user interface should be improved to ensure that it has a comfortable and sophisticated feel.
Moreover, it should be designed to increase interest and immersion while preventing vision
deterioration owing to extended use. Customized designs that suit the characteristics
of each customer may also be beneficial. Efforts should be made to strengthen social
communication and develop the content of various functions, such as collaboration with
other services. Other services can include financial and information-providing services that
assist with daily activities.

Finally, CS, a measure of management performance, is an essential factor linking SQ
and CL. CS-oriented management grants a competitive advantage and ensures sustainabil-
ity. The proposed managerial implications can help establish well-designed SQ strategies
and policies, and develop mobile social media applications that provide good SQ.

5.4. Limitations and Future Directions

This study has several limitations. First, the subjects of the study were limited to
domestic mobile social media users. Therefore, to provide generalizable results and impli-
cations, future studies should target a wider range of mobile social media users. Second,
the model in this study considered a single mediator (CS) only. Hence, in future research,
the model should be expanded to include other potential mediators, such as customer
value and trust, which may affect the relationships studied. The mediating roles of cus-
tomer value and trust between SQ and CL are topics that have been studied in various
fields [59–63]. Third, the study was limited to the mobile context of social media. Future re-
search may expand the scope by examining shoppable social media platforms, live streams,
business platforms, and inspirational platforms.
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Appendix A

Table A1. Measurement items.

Item Code Descriptions Sources

Service Quality Dimensions

[23,24]

UF: Item1 The use of mobile social media improves my task performance.
UF: Item2 Mobile social media enhances my social interactions.
UF: Item3 Using mobile social media makes me more effective in completing my tasks.
CV: Item4 It is easy to do what I want to do on mobile social media.
CV: Item5 Mobile social media is easily accessible anytime, anywhere.
CV: Item6 Navigating and finding what I’m looking for on mobile social media is easy.
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Table A1. Cont.

Item Code Descriptions Sources

DS: Item7 Mobile social media has an attractive design.

[23,24]

DS: Item8 Mobile social media has diverse and complex content that are well-designed.
DS: Item9 Mobile social media is visually appealing.
SP: Item10 Overall, I trust the security of mobile social media.
SP: Item11 I believe my information and work are protected on mobile social media.
SP: Item12 I trust that mobile social media will not misuse my personal information.

Customer Satisfaction

[51]
CS: Item13 I am generally pleased with mobile social media.
CS: Item14 I enjoy using mobile social media.
CS: Item15 I am very satisfied with the services of mobile social media.
CS: Item16 I am happy with mobile social media.

Customer Loyalty

[51]
CL: Item17 I would recommend mobile social media to others.
CL: Item18 I intend to continue using mobile social media.
CV: Item19 I prefer mobile social media over other options.
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