
© 2020. This manuscript version is made available under the CC-BY-NC-ND 4.0 
license http://creativecommons.org/licenses/by-nc-nd/4.0/ 

 

 

A Synthesis of Constructs for Modelling Consumers’ Perception of Value from Mobile-Commerce 

(M-VAL) 

Omkar Dastane  

Chai Lee Goi 

Fazlul Rabbanee 

 

Abstract 

Customer Perceived Value (CPV) is a well-established concept in the marketing literature; however, there 

is a need to extend the concept of Perceived Value (PV) to mobile shopping consumers. Meanwhile, the 

synthesis of construct, dimensionality, and modelling of PV in the context of mobile shopping only 

received scant attention despite the efforts in conceptualising and testing various PV elements for a range 

of businesses. Hence, a definite contribution to the existing literature is by structuring the themes based 

on related approaches. Accordingly, the present study conducted a systematic and comprehensive review 

of perceived value literature on mobile shopping obtained from the Scopus database. Next, all the possible 

factors from recent literature were synthesised in the current research for the purpose of measuring the 

perception of value on mobile commerce (M-VAL). Finally, a framework of ten parameters was 

successfully established and can be used as a reference for future research. Overall, the tentative yet 

inclusive set of parameters is deemed useful in designing future empirical researches that aim to develop 

a multidimensional multi-item scale to measure M-VAL. 

 

1. INTRODUCTION 

The mobile phone is possibly one of the fastest technologies which have been widely adopted around the 

world for communication, shopping, payment, booking, and entertainment (Deloitte, 2019). Furthermore, 

over 36% of the world population (approximately 2.52 billion) are using smartphones, followed by 61% 

of the population which are using the internet on mobile phones, and approximately one billion users who 

have purchased retail goods using mobile devices (Statista, 2019). Based on the statistical evidence which 

revealed that approximately one-fourth of product and service purchases are performed through 

smartphones or tablets, it could be seen that mobile purchases have become a habit (Shukairy, 2017). It is 

predicted that the number of downloads through mobile phones would have increased to $284 billion, 
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including $100 billion in revenues by 2020 (AppAnnie, 2016). Therefore, the traditional market shifted to 

the online market has been widely extended to the mobile markets (KPMG, 2019). 

‘The perception is reality. Everything else is an illusion'. This famous quote by Ries and Trout (1993) has 

proven the phenomenon of mobile shopping and competitive markets. There has been a demand for 

businesses to offer the right and attractive value proposition according to the needs of consumers 

(Leppäniemi, Karjaluoto, & Saarijärvi, 2017). CPV is a well-established and important concept in the field 

of marketing, and the significant influence of it on customers’ satisfaction (e.g., Li et al., 2015; Zboja et 

al., 2016), purchase intention (Hsiao and Chen, 2016; Wang et al., 2018), and loyalty (e.g., Koller et al., 

2011; Kuikka and Laukkanen, 2012) was proven in previous studies. Concerning the definition of CPV 

by Zeithaml (1988), numerous studies had expanded the first one-dimensional approach to a 

multidimensional approach, including the higher-order aspects of CPV (Grewal, Monroe, & Krishnan, 

1998a; Holbrook, 1994; Lapierre, 2000; Sheth, Newman, & Gross, 1991; Woodruff, 1997). Similarly, the 

same approach had been tested for various industries and markets (e.g., Carlos Fandos Roig, Sanchez 

Garcia, Angel Moliner Tena, & Llorens Monzonis, 2006; Molinillo, Gómez-Ortiz, Pérez-Aranda, & 

Navarro-García, 2017; Sweeney, & Soutar, 2001).  

The aforementioned perceived value models were developed in the context of in-store (traditional) 

consumption to extend the research landscape from in-store consumptions to B2B, service, and online 

businesses (e.g., Chiu et al., 2014; El-adly, 2018; Williams and Soutar, 2009). Most studies on mobile 

devices adopted the existing multi-dimensional models (e.g., Karjaluoto et al., 2018; Yang et al., 2018), 

while some researchers identified the perceived the value dimensions for mobile businesses in a different 

context (e.g., Huang et al., 2019; Karjaluoto et al., 2019). Moreover, the dimensionality and model 

taxonomy was reviewed and conceptualised in the review papers by several studies (e.g., Aulia, Sukati, 

& Sulaiman, 2016; Chang & Dibb, 2012; Sanchez-Fernandez & Iniesta-Bonillo, 2007; Zauner, Koller, & 

Hatak, 2015).  

The unique characteristics of mobile commerce (m-commerce) consist of interactivity (Storm et al., 2014; 

Wang et al, 2015; Husiso and Wu, 2017), convenience (Andrews et al., 2016; Shankar et al., 2016; Storm 

et al., 2014), personalisation (Shankar et al., 2016; Tang et al., 2013), effectiveness (Andrew et al., 2015; 

Hofacker et al., 2016), and the production of value beyond in-store commerce and e-commerce resulting 

in the achievement of consumers’ goals in a simple, instant, and economical way. The characteristics of 

m-commerce are distinguished from the characteristics of in-store and electronic commerce (e-
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commerce). Furthermore, m-commerce consists of an attribute of ubiquity, indicating easier information 

access in real-time which contributes to a communication which is independent of the user's location 

(Åkesson, 2007; Choi, 2018). It also provides convenience to the customers through the constant 

availability of the device which stores data. Besides enabling consumers to be contacted anywhere and 

anytime, limited accessibility could be offered to a particular person or a particular time (Pihlström & 

Brush, 2008).   

M-commerce assists in the matching of services based on the location, offering localisation as another 

aspect which distinguishes m-commerce from the in-store and desktop-based e-commerce (Choi, 2018). 

However, some limitations of m-commerce are present, which consists of the usability aspects originating 

from the small screens and keypads of mobile devices resulting in limited messages and information 

browsing. Furthermore, technical aspects of mobile device including limited memory and computing 

power would lead to insufficient bandwidth and limited data transfer capacity. Therefore, empirical tests 

were conducted on conventional models in the traditional market, while some of the models were tested 

in the electronic market. Nevertheless, it is crucial to note that both traditional and electronic market 

settings are different from the m-commerce setting. Overall, these statements were in line with Huang et. 

al. (2019) and Karjaluoto et al. (2019), who highlighted that m-commerce offers additional value elements, 

indicating the importance of investigating the consumers’ perception of value.  

In-store businesses are usually constrained by location and time-consuming processes. Although some 

conventional value dimensions may be relevant in the m-commerce setting, such as the convenience value 

or functional value, the meaning of the value in M-commerce is partially different from the meaning of 

the value in-store business set up (Huang et al., 2019). Despite the same definitions of m-commerce in the 

current literature, the convenience of m-commerce results in different perceptions regarding the functional 

(Huang et al, 2019; Strom et. al, 2014) and economic values among others. Moreover, m-commerce offers 

flash sales and discounts, making it different from the in-store business where discounts are generally 

offered during festive seasons. With social m-commerce, the interaction between consumers and 

companies could be performed at any time and any place, which leads to the improvement in the 

consumers’ perception of the social value (Strom et al., 2014; Wang et al. 2015; Wu and Hsiao, 2017). 

M-commerce organisations are also capable of utilising large data and offering personalised 

recommendations to consumers so that they could gain positive perceptions of the emotional value 

(Shankar et al., 2016; Tang et al., 2013). Meanwhile, although the experiential value in e-commerce could 
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be extended to m-commerce, further investigation is needed to identify the experiential value in e-

commerce due to small screen size and limited storage space (Choi, 2018). Additionally, compared to 

desktop-based website, detailed product description and quality product images are required in m-

commerce apps (Chi, 2018).    

CPV is a comparative, personal, and situational concept (Miao et al., 2014), with the definition of value, 

continuously evolving (Chi and Kilduff, 2011). Due to the rapid development of m-commerce along with 

the evolution of smartphones and mobile technologies, business models become increasingly complex and 

consumers start to perceive value in different ways (Storm et al., 2014). To be specific, consumers in the 

current era are not only demanding, but they are also becoming more value-conscious (Leroi-Werelds et 

al., 2014). Furthermore, the development of applications is increasing among companies to gain additional 

consumers due to the essential role of mobile phones in humans’ lives (Stocchi et al., 2017). However, 

challenges in the industry are present, such as high cost of conversion and difficulty to acquire new 

consumers, and determining the perceived value dimensions is believed to be the solution to these issues 

(KPMG, 2019). Moreover, predicting the expectation and perception of consumers is not an easy task 

despite the rapid development of the mobile market (Gilbert, Sangwan, & Ian, 2005). It was highlighted 

by Dodds, Monroe, and Grewal (1991) that although regular customers are the best source of revenue, 

they are faced with challenges of expressing their expectations of a new context and perceptions of the 

new markets, especially when the services are not present in the traditional market. Nevertheless, it is 

equally important to understand that mobile consumers have the attribute of ‘instatism’ (Jaminson, 2018; 

Pihlström et al., 2008), where they tend to expect everything to be performed in a quick, instant, and 

simple way. 

As the existing marketing literature may not thoroughly describe how m-commerce provides value beyond 

the traditional or electronic commerce, there is a continuous need to rethink, reinvestigate, and re-

conceptualise the perceived value to determine what is perceived as valuable to the customers. However, 

some studied had highlighted what consumers perceived as valuable from mobile shopping, although the 

technical aspects were the main focus (e.g., Büyüközkan, 2009) or the studies were mainly based on the 

implementation of traditional models of perceived value in the mobile shopping context (e.g., Chiu et al., 

2014; El-adly, 2018; Williams and Soutar, 2009). Apart from that, although a large and growing body of 

literature investigated the importance of mobile shoppers, particularly in terms of better benefits and 

reduced cost of mobile shopping, the lack of conceptualisation of the elements into relevant and 
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appropriate dimensions should be addressed. Therefore, identifying the empirical findings on the factors 

of the conceptualisation of mobile CPV dimensions and model taxonomy is crucial. Based on the literature 

review in this article, it was found that no conceptualisation was found to propose the construct of CPV, 

particularly for m-commerce. Overall, the necessity for multidimensional perceived value construct is 

important to identify the heterogeneity of perceived value from m-commerce. 

In this study, it was believed that the conceptualisation of the mobile CPV is important by adopting the 

scope for M-VAL from mobile shopping, which includes the purchase from mobile devices including 

tablets and smartphones. Concerning this issue, this study aims to prepare a synthesis of all factors from 

the literature, which could be incorporated to measure consumers’ perceptions of value in m-commerce. 

This objective could be achieved by reviewing all the major works in the relevant field to determine the 

answers for the following research questions:  

1. What factors constitute M-VAL? 

2. How to conceptualise such factors into various appropriate dimensions? 

Accordingly, a comprehensive and updated review of m-commerce research was conducted. This study 

contributes to an improved understanding of the perceived value from m-commerce by conceptualising it 

as M-VAL, followed by the synthesis of the construct of perceived value from m-commerce. 

Overall, this study extended the concept of Perceived Value (PV) to mobile shopping consumers, which 

was followed by the synthesis of all the possible factors derived from recent literature to develop a 

measurement for the perception of value on mobile commerce (M-VAL). Finally, this study proposed a 

framework of a tentative yet inclusive set of parameters, which would be useful for the development of 

empirical researches, which are conducted to construct multi-dimensional and multi-item scales for the 

measurement of M-VAL. 

2. LITERATURE REVIEW 

2.1 The Narrative of Perceived Value 

The pioneering definition established by Zeithaml (1988) states CPV as the consumers overall assessment 

of perceived benefits resulted from shopping against perceived sacrifices. More importantly, a 

considerable amount of research (e.g. Holbrook, 1994; Lapierre, 2000; Sheth et al., 1991; Woodruff, 1997) 

expanded the proposed one-dimensional definition as well as the multidimensional and higher-order 
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aspects of PV dimensions by taking into account various industries and markets. In this case, the construct 

of perceived value has been widely defined based on several terms that share the same meaning. According 

to an extensive literature review conducted by Woodall (2003), more than fifteen different names managed 

to be discovered for the value consumer which is derived from buying and using the product. Furthermore, 

business researchers had used a wide range of terms such as value for money, consumption value, and 

service value based on the context of the product, service, industry, or market. Accordingly, the frequently 

used terms are summarised below: 

Table 1: Alternative terms for Perceived Value 

Term Used Author (s) 

Perceived Value (T. Z. Chang & Wildt, 1994; Dodds et al., 1991; Grewal, Monroe, 

& Krishnan, 1998b) 

Customer Perceived 

Value 

(Grönroos, 1997) 

Perceived Customer 

Value 

(Z. Chen & Dubinsky, 2003)  

Acquisition and 

Transaction Value 

(Grewal et al., 1998b; Parasuraman & Grewal, 2000) 

Consumption Value (Sheth et al., 1991) 

Value (de Ruyter, Wetzels, Lemmink, & Mattson, 2003; Iacobucci, 

Ostrom, & Grayson, 1995) 

Customer Value (Anderson & Gerbing, 1988; Dodds et al., 1991; Morris B. 

Holbrook, 1994; Woodruff, 1997) 

Consumer Value (Havlena & Holbrook, 2002) 

Service Value (Bolton & Drew, 1991) 

Value for Money (Sweeney, Soutar, & Johnson, 1999)  

 

Furthermore, it should be noted that various definitions and interpretations of the perceived value are 

available in the literature. Nevertheless, the classification of customer perceived value elements is 

different depending on the disciplines. In this case, the dimensionality of CPV is tested from time to time, 

while additional elements are continuously proposed according to the market or products. On a similar 
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note, empirical research further proposed new aspects in the definition of perceived value. In particular, it 

is assumed that the first definition of the CPV was provided by Schechter (1984) who describes CPV as 

the combination of qualitative and quantitative factors which are both objective and subjective that 

subsequently forms the buying experiences of consumers jointly. Meanwhile, Monroe and Chapman 

(1987a, p. 46) describe CPV as “a trade-off between the quality or benefits they perceive in the product 

relative to the sacrifice they perceive by paying the price”. Nevertheless, Woodruff (1997, p. 142) took a 

different approach of hierarchy in the perceived value elements by defining it as “a customer’s perceived 

preference for an evaluation of those product attributes attribute performances, and consequences arising 

from use that facilitate (or block) achieving the customer’s goal and purposes in use situations”. Next, a 

holistic view of the concept was defined with more details by Woodall (2003, p. 21) as “any demand-side, 

personal perception of advantage arising out of a customer’s association with an organization’s offering, 

and can occur as reduction in sacrifice; presence of benefit (perceived as either attributes or outcomes); 

the resultant of any weighted combination of sacrifice and benefit (determined and expressed either 

rationally or intuitively); or an aggregation, over time, of any or all of these”. Apart from that, Sheth et al. 

(1991) came up with multi-discipline view of CPV which describes it as a combination of economics, 

psychology, sociology, and marketing aspects by presenting five categories of the value, namely viz 

functional, social, emotional, epistemic, and conditional value. More importantly, new elements were 

added in the definition based on the market type such as industrial markets.  

 

Nevertheless, it should be noted that there are a few commonalities among all the definitions. The first 

one refers to the notion that the value is being treated as a trade-off between ‘give’ and ‘get’ components 

from the perspective of the consumers. Second, CPV is mostly stated as consumers’ overall assessment, 

followed by the perception of the value which is linked through the use of some products or services. The 

final commonality describes the perception of the value by the consumers rather than its objective 

determinations. However, the most recent definition given by Chang and Dibb (2012) describes  CPV as 

an aspect-like perception that is based on competitors product which is beyond the typical benefits and 

sacrifice components.  

 

2.2 Major Approaches towards the Concept of Perceived Value 

Regarding this matter, past research had conducted the classification of dimensionality and 

conceptualisation of CPV in several ways  which include reviewing the CPV based on the one-dimensional 
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or multi-dimensional approach as suggested by Sánchez, Callarisa, Rodríguez, and Moliner (2006) as well 

as classifying the CPV based on discipline established by Chang and Dibb (2013). Meanwhile, the review 

of literature enables the approaches adopted in the past to be further classified in order to conceptualise 

the dimensions of perceived value for various markets or industry. The present study aims to review such 

empirical models based on the industry viz., namely retail market, industrial market, service sector, 

relationship marketing, e-commerce, and m-commerce. More importantly, it is expected that the gap in 

the literature will be uncovered at the end of this section. 

Most of the perceived value research (e.g. Dodds et al., 1991; Sweeney et al., 1999) were carried out in 

the sector of retail marketing. In particular, the initial approach explained perceived value as a one-

dimensional concept which is presented as a set of self-reported items that evaluate the perception of value 

of consumers. However, further research redefined the concept of value as an aggregate construct that is 

formed from several components. Accordingly, this approach presents perceived value as a 

multidimensional construct which consists of several interrelated elements that form a holistic but 

complex representation of perceived value (e.g. Huber et al., 1997; Sheth et al., 1991; Sweeney & Soutar, 

2001; Woodruff, 1997). Meanwhile, Woodruff (1997) presented a value hierarchy model where perceived 

value elements are presented in a hierarchy form and classified as goals, consequences, and attributes. The 

emphasis of the model refers to the value elements that are based on preferences and evaluations which 

tend to change over time. On a similar note, consumption value theory proposed by Sheth et al. (1991) 

presented a multifaceted approach of the consumption value which includes the functional, social, 

emotional, epistemic, and conditional aspects. Moreover, the theory suggested that the decision of 

consumers to buy a particular product is influenced by their perceptions related to numerous values. 

Subsequently, several researchers employed this theory as a foundation for proposing models for the sector 

or product particularly selected for the research. However, the consumption value theory was majorly 

criticised due to the lack of generalisability and measurement. As a result, Sweeney and Soutar (2001) 

developed a 22-item scale for measuring perceived value for the retail sector by identifying the four value 

dimensions as emotional, social, quality, and price. Overall, it can be considered as a combination of the 

means-end approach and consumption value theory. More importantly, this scale has been widely adopted 

by numerous researchers and tested in different markets. However, Holbrook (1994) presented the aspects 

of dimensions of perceived value differently and categorised them into intrinsic and extrinsic nature, self-

oriented and others oriented, passive and active. Overall, this together presents a total of eight value 

elements which are com-present according to the theory.  
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In the case of industrial marketing, business to business marketing involves industrial product which is 

mainly classified under heavy investment. Moreover, these products come with associated services, while 

the customers of these products are regarded as business units that will be assisted by a representative in 

the negotiation of the purchases. Furthermore, this poses additional incidences of benefits and sacrifices 

components for industrial customers. Meanwhile, the complexities in the dimensionality of the perception 

of value occur as a result of opportunity cost and the product of competitors. More importantly, this nature 

warrants relationship aspect, while the emotional bond established between consumer and producer was 

included in the perceived value dimensionality as suggested by Butz and Goodstein (1996).  

On a similar note, it should be understood that consumers tend to consider the opportunity cost and opinion 

based on the contribution to the perceived value of the competitor's offerings  (Gale, 1994). In this case, 

Day, Crask, and Melvin (2000) emphasised the perceived lifetime cost in a retail context rather than the 

perceived the cost. In addition, Lapierre (2000) proposed a total of 13 value-based drivers that are related 

to products, services, and relationship which offer comprehensive dimensionality to the CPV in an 

industrial marketing context. However, the parallels that exist between the B2B and economics literature 

indicate that these perceptions involve a trade-off between what customers receive as well as what they 

surrender in return. 

Services marketing is described as services that are perishable, inseparable, and variable in nature. Hence, 

this indicates that the process of identifying perceived value for services is complex compared to tangible 

products. In a service context, value is not only considered as product attribute due to its intangibility, thus 

requiring the adoption of another approach. Moreover, Bolton and Drew (1991) presented the performance 

level as an important dimension of service value, while Petrick (2002) stated that service quality forms an 

important component of the perceived value in this context. According to other researchers, service value 

is dependent on visual components of the service, information about the offering, previous experiences of 

the service, and the organisation providing it Brady et al. (2005). In the service literature, the constituent 

parts of customer-perceived value are much more than price and quality. The inseparability of the service 

product indicates that the customer is closely connected to product delivery, including personal and 

situational variables that play important roles in value perceptions. 

In the case of relationship marketing, the minimised relationship costs of customers can lead to a reduction 

in customer-perceived sacrifice, which in turns increases customer-perceived value (Grönroos, 1997). 

Relationship cost is a long-term sacrifice and the importance of these elements is given by consumers. 
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The following table summarises the empirical models of customer perceived value in a chronological 

order that are related to various industries stated above.  

Table 2: Major approaches of Perceived Value  

Author(s) Dimensions 

(Morris B. Holbrook 

& Corfman, 1985) 

Hedonic Value, Utilitarian Value 

(Monroe & 

Chapman, 1987b) 

Acquisition Value, Transaction Value 

(Zeithaml, 1988) Intrinsic attributes, Extrinsic attributes, Quality, Other high-level 

abstractions, Price (monetary and non-monetary) 

(Oxenfeldt & 

Monroe, 1990) 

perceived benefits – Convenience, monetary,  quality, social 

perceived sacrifices – Monetary, efforts, health, social, opportunities 

(Sheth et al., 1991) Social Value, Emotional Value, Functional Value, Epistemic Value, 

Conditional Value  

(Mattsson, 1992) Practical (P): Concerns the tangible and functional aspects of the 

product. Emotional (E): Relates to the `Gestalt experience' of a service 

delivery process. Logical (L): Refers to the rational and abstract aspects 

of the consumption experience. 

(Anderson, Jain, & 

Chintagunta, 1993) 

Economic, Technical Services, Social Benefits, Price, Alternative 

Offerings. 

(Darden & Babin, 

1994) 

Hedonic Value, Utilitarian Value 

(Groth, 1995) Perceived Utility, Psychological, Internal, External 

(Kantamneni & 

Coulson, 1996) 

Societal Value, Experiential Value, Functional Value, Market Value 

(Zeithaml & Bitner, 

1996) 

Benefits (Quality, Satisfaction And Specific Benefits), Costs (Money, 

Time and Effort) 

(Flint, Woodruff, & 

Gardial, 1997) 

Personal Values, Desired Value, Perceived Value 

(Grönroos, 1997) Cognitive Emotional (Psychological) 
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(de Ruyter et al., 

2003) 

Emotional Dimension or Intrinsic Value, Functional Dimension or 

Extrinsic Value, Logical Dimension  

(Woodruff, 1997) Attribute-Based, Consequence-Based, Goal-Based 

(Voss, Parasuraman, 

& Grewal, 1998) 

Quality, Price, Acquisition, Transaction 

(Dodds et al., 1991) 

 

Acquisition Value, Transaction Value 

(Moris B. Holbrook, 

1994)  

Efficiency, Excellence, Play, Aesthetics, Status, Esteem, Ethics, 

Spirituality 

(Oliver & Wardle, 

1999) 

Consumption Value,  Extended Value 

(Sweeney et al., 

1999) 

Social Value (Acceptability), Emotional Value, Functional Value 

(Price/Value for Money), Functional Value (Performance/Quality), 

Functional Value (Versatility) 

(Lapierre, 2000) Alternative Solutions, Product Quality, Product Customization, 

Responsiveness, Flexibility, Reliability, Technical Competence, 

Supplier’s Image, Trust, Solidarity, Price,  Time/Effort/Energy, Conflict 

(Parasuraman & 

Grewal, 2000) 

Acquisition Value, Transaction Value, Value ‘‘In-Use’’, Redemption 

Value 

(Sweeney & Soutar, 

2001) 

Functional Dimension (Economic and Quality), Social Dimension, 

Emotional Dimension 

(Petrick, 2002) Quality, Emotional Response, Monetary Price, Behavioral Price, 

Reputation 

(Eggert & Ulaga, 

2002) 

 

Cognitive Construct, Pre-/Post-Purchase Perspective, Strategic 

Orientation, Present and Potential Customers and Suppliers', 

Competitors' Offerings 

(Wang, Lo, & Hui, 

2003) 

Functional Value, Emotional Value, Social Value, Perceived Sacrifices 

(A. H. Liu, Leach, & 

Bernhardt, 2005)  

Core Service, Support Service, Economic Value 
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(Carlos Fandos Roig 

et al., 2006) 

Functional Value of The Establishment (Installations), Functional Value 

of the Contact Personnel (Professionalism), Functional Value of the 

Service Purchased (Quality), Functional Value, Price, Emotional Value, 

Social Value 

(Smith & Colgate, 

2007) 

Instrumental/Functional Value, Cost/Sacrifice Value, 

Symbolic/Expensive Value Experiential/Hedonic Value, Monetary 

Value 

(Heskett, 2009) Creating, Economic, Value by Design 

(G. Li, Li, & 

Kambele, 2012) 

Perceived Sacrifice (Technological Effort, Perceived Fee, Perceived 

Risk) Social/Emotional Value Utilitarian Value Economic Value 

(Puustinen, Maas, & 

Karjaluoto, 2013) 

Economic Value-Monetary Saving, Economic Value-Efficiency, 

Functional Value-Convenience, Emotional Value-Emotional  and 

Experiences Symbolic Value- Altruism, Symbolic Value- Esteem 

(Gallarza, Arteaga, 

Del Chiappa, Gil-

Saura, & Holbrook, 

2017)  

Efficiency, Service Quality, Social Values, Play, Aesthetics, Perceived 

Monetary Price, Time and Effort Spent, Perceived Risk 

 

On another note, the electronic marketing in electronic commerce which experienced a booming at the 

beginning of the 2000s has been attracting considerable interest on online consumers in studies of online 

consumer-based marketing. Accordingly, several advantages of internet shopping have been identified 

over the traditional way of shopping which includes easy comparison of price and product features, time-

saving, and effort saving. However, it should also be noted that the electronic shopping format comes with 

many sacrifices. For example, the perceived cost aspect can refer to the inability to feel items before 

purchase. In addition, the need for atmospheric cues and its impact on online shopping perception have 

been warranted together with a purchase that is often accompanied with photos and product information 

on the website. However, these issues occur less in online services such as travel product bookings. 

Presumably, the first proposed and well-accepted model of CPV in the context of online shopping is 

Experiential Value Scale (EVS) developed by Mathwick, Malhotra, and Rigdon (2001) which takes into 

account the benefits that are derived from playfulness, aesthetics, service excellence, and return on 

investment. Apart from that, the scale highlights the multidimensional nature of online CPV and moves 
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beyond the traditional value dimensions such as social value, emotional value, and others. For example, 

online shopping is regarded as quite boring due to the missing aspect of socialising which is considered 

as one the aspects of playfulness in the e-commerce context. However, the scale ignores relevant aspects 

such as risk and price. In response to this matter, a series of researchers then expanded the dimensionality 

of CPV in the online context by including several other dimensions as summarised in Table 1. 

Chen and Dubinsky (2003) proposed a conceptual model of CPV in e-commerce which considers 

perceived risk aspects along with the decorative or valence, price, and quality dimensions. More 

importantly, this contributes to online CPV literature that takes into account the balanced aspects of 

hedonics and experiential. Electronic commerce researchers tend to consider perceived value as “a 

consumer’s perception of the net benefits gained in exchange for the costs incurred in obtaining the desired 

benefits” (Chen & Dubinsky, 2003). The definition is derived from the traditional ‘give and get’ concept 

that emphasises the incorporation of consumption experience in the process of value evaluation (Anderson 

et al., 1993). Furthermore, Chen & Dubinsky (2003) explored perceived gains and costs instead of 

focusing on the identification of benefits and sacrifice. In this case, they further proposed that experience, 

perceived product quality, perceived risk, and price can have an impact on value perceptions. However, 

Overby and Lee (2006) proposed a multidimensional scale by taking into account the utilitarian values 

such as price saving, time-saving, service, and selection. In addition, it also expanded the existing 

experiential dimensions by including the interaction aspects along with the value derived from escape and 

visual elements. Other than that, this scale was tested in various sectors of e-commerce that commend the 

relevance of dimensions in the model. More importantly, there were several additions in the utilitarian and 

experiential value dimensions approach described as follows: (1) the flow experience through 

attractiveness and interactivity by Lu & Lin (2012), (2) website technology by Bonsón Ponte, Carvajal-

Trujillo, and Escobar-Rodríguez (2015), and (3) product information aspects as suggested by  Zhao 

(2011).  

Table 3: Selected studies on CPV in an online shopping context 

Author (s) Dimensions 

(Mathwick et al., 2001)  Playfulness, Aesthetics, Customer “return on investment” and 

Service Excellence 

(Z. Chen & Dubinsky, 

2003) 

The valence of On‐Line Shopping Experience, Perceived Product 

Quality, Perceived Risk, and Product Price 
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(Montoya-Weiss, Voss, 

& Grewal, 2003) 

Navigation Structure Perceptions, Information Content 

Perceptions, Graphic Style perceptions, Online Channel Risk 

perceptions 

(Overby & Lee, 2006) Utilitarian Value – Price Saving, Time Saving, Service, Selection.  

Experiential Value – Entertainment, Visual, Escape, Interaction 

(Broekhuizen, 2006) Price, Time & Efforts, Risk, Enjoyment, Reputation, 

Informativeness, Ease of use 

(Lu & Lin, 2012) Utilitarian Value – Reliability, Ease of Use. Flow Experience – 

Attractiveness, Interactivity 

(Chew, Shingi, & 

Ahmad, 2006) 

Perceived usefulness, Perceived Ease of Use 

(Zhao, 2011) Website Technology, Commodity Information, Transaction 

Function, Service Function 

(Peng & Liang, 2013) Price Value, Functional Value, Emotional Value, Social Value 

(Carlson, O’Cass, & 

Ahrholdt, 2015) 

Service Performance Value, Emotional Value, Monetary Value, 

Brand Integration Value, Convenience Value 

(Bonsón Ponte et al., 

2015) 

Perceived Privacy - Internet Privacy Concerns, Familiarity with 

Website, Disposition to Third-Party Certification, Understanding 

of Seals. Perceived Security – Security Policy, Website 

Investment, Vendor Reputation, Assurance Seal 

(Mohd-Any, Winklhofer, 

& Ennew, 2015) 

Utilitarian Value, Emotional Value, Social Value, Perceived 

Control and Freedom, Value For Money, User’s Cognitive Efforts 

(Kazim, Karaboga. & 

Nezahat, 2017) 

Functional, Emotional, Social,  Monetary 

 

On another note, a few researchers proposed online value models based on the traditional CPV 

dimensions. However, these studies were mostly conducted based on the theoretical foundations in the 

Technology Acceptance Model developed by Sheth et al. (1991). Moreover, a considerable amount of 

past research did not uncover the new dimensions of online CPV but there were considered unique because 

they managed to extend the existing theories for a particular objective. For example, OCVAL model 

proposed by Carlson et al. (2015) is mainly based on the theoretical foundation of the model established 
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by Sheth et al. (1991) but some additional dimensions were included to develop a model for multi-channel 

online retailers. Meanwhile, Unified Theory of Acceptance and Use of Technology (UTAUT), 

Expectation Confirmation Theory (ECT), Model of PC Utilization (MPCU), and combined TAM-TBP 

application had also been utilised as a theoretical foundation in several types of research. Overall, 

temporal, spatial, technical, and functional aspects were also considered in most of the previous studies.  

On the note of m-commerce, very little information is known about perceived value from m-commerce in 

the mobile market setting. Ubiquity localisation, personalisation, and convenience are identified as the 

key aspects of perceived value (Åkesson, 2007; Clarke Iii & Harrisonburg, 2001), while some of the other 

models (e.g. Alsheikh & Bojei, 2013; Pihlström & Brush, 2008) were established based on the foundations 

of traditional theories. Overall, it can be clearly understood that the existing theories are dominated by 

technical and functional aspects. However, exploratory studies and scale development studies are highly 

recommended to be carried out by future works considering that the existing empirical studies mostly 

focused on the traditional foundations of customer perceived value. Therefore, this warrants the need for 

the development of the construct for M-VAL.  

Table 4: Selected studies on CPV in a mobile shopping context 

Authors Dimensions 

(Clarke Iii & 

Harrisonburg, 

2001) 

Ubiquity, Localization, Personalization, Convenience 

(Åkesson, 2007) Ubiquity, Localization, Personalization, Convenience, Socialization 

(Pura & 

Gummerus, 2007) 

Conditional, Epistemic, Emotional, Social, Monetary and Convenience 

Value 

(Pihlström & 

Brush, 2008) 

Social, Emotional, Conditional, Monitory, Convenience, Epistemic 

(Büyüközkan, 

2009) 

User Requirement Model 

(Alsheikh & Bojei, 

2013) 

Benefits – Performance Expectancy, Effort Expectancy. Sacrifice – 

Perceived Cost, Perceived Risk  
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(Choi, 2018) Ubiquity, Location Based Services, User Control, Usefulness, Ease of 

Use 

 

3. METHODOLOGY 

The process of the literature review was conducted based on the formulation developed by Tranfield, 

Denyer, and  Smart (2003) which is known as the three-stages procedure represented as planning, 

execution, and reporting. The papers were taken as samples based on the definitional, operational, 

conceptual, and theoretical similarities. Meanwhile, the reporting of this review and conceptualisation was 

carried out to be demonstrated as precise, clear, and critical in its style as described by Zauner et al. (2015). 

First, the established models of mobile perceived value and its dimensions were critically reviewed. 

Nevertheless, it should be noted that there is a scarcity of empirically tested CPV models for mobile 

shopping, unlike the general CPV models and dimensions. Hence, the review of these models is of lesser 

utility in conceptualising the dimensionality of M-Val. Therefore, empirical studies which tested various 

benefits and sacrifices of shopping using m-commerce platform were searched using the definition 

keywords of CPV. In the case of the present study, the following basic questions were considered: (1) 

What does customer look for while shopping on mobile? (2) What do they perceive as benefits, and (3) 

What do they perceive as a sacrifice? Therefore, on this basis, related empirical papers were searched from 

Scopus database which is a source of high-quality peer-reviewed papers from top-ranked journals. In this 

case, the following keywords were used for the search: perceived value AND mobile shopping, perceived 

value AND mobile consumers, and perceived value AND m-commerce. Meanwhile, alternative terms for 

perceived value were used which include customer perceived value, customer value, and perceived 

customer value.  

The search managed to obtain a total of 124 papers with the majority of papers published from the year 

2012 to 2018. However, a few related papers published from 2000 to 2012 were excluded due to the 

change of technological aspects that led to the changes in the perception of consumers. The peak of the 

papers was published in 2017 (35%), followed by 2018 and 2016. Next, the papers were narrowed down 

to 108 papers by excluding book chapters and review papers. In terms of disciplines categorisation, the 

papers were obtained from the following disciplines: business, information systems, computer system 

engineering, e-commerce, and m-commerce. However, the highest percentage of 43% is from the business 

discipline, followed by information systems, e-commerce/m-commerce, and others. Hence, this indicates 



[Type here] 
 

17 
 

that nearly half of the empirical studies originated from the business field, while the rest half from other 

disciplines. The main focus of the literature was on mobile shopping which is attributed by 62%, while 

the remaining 38% focused on other sectors such as retail, tourism, fashion, banking, payment, and others. 

Apart from that, more than half of these studies (52%) did not specify the geographical location of the 

research, but the rest of the studies were conducted in Asia (dominated by China, followed by India, South 

East Asia, and the Far East), Europe, and the USA. Meanwhile, a handful of studies were from Africa, the 

Middle East, and other parts of the world. 

Next, the elements or items as per the definition of CPV were identified, followed by its classification 

under the heads of perceived benefits or perceived sacrifices. Meanwhile, shopping on mobile was then 

conceptualised based on the classification of the proposed connotation of each conceptualised dimensions. 

 

4. FINDINGS AND DISCUSSION 

4.1 Conceptual Foundation 

The conceptual foundation of M-VAL is in line with the main aspects of the core concept of perceived 

value, which particularly regard the ‘benefit’ and ‘sacrifice’ component to be similar to the component of 

‘give’ and ‘get’ of perceived value. However, the synthesis of each dimension was carried out by 

combining both aspects into one dimension. For example, the conceptualisation of the term ‘information 

value’ represents the combination of ‘benefit’ and ‘sacrifice’ aspects that are related to the information 

aspect. Similarly, Sheth et al. (1991) highlighted the same conceptualisation for the development of the 

theory of consumption values. In addition, it is important to note that M-VAL tends to consider the overall 

assessment of consumers rather than one particular aspect. Meanwhile, the perception of value is linked 

to the use of m-commerce apps which act as a platform to shop for products or aid the services. Therefore, 

empirical studies that define the conceptualisation of M-VAL are included in the methodology section 

because the existing models are not comprehensive in nature and inadequate to conceptualise the 

dimensions and model taxonomy of mobile CPV. Overall, the ten unique dimensions of perceived value 

from m-commerce are discussed below, followed by a critical review of existing models as well as 

empirical evidence of perceived benefits and sacrifices of shopping using mobile devices. 

Table 5 a: Conceptualised Dimensions of M-VAL 
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Dimension Re-worded item Sources 

Information 

Value 

Content 

Effectiveness 

(Kaatz et al., 2018) 

Content 

Informativeness 

(Chi, 2018; Kaatz et al., 2018; Lee & Han, 2017; Liao & Shi, 

2017) 

Typography (Faisal et al., 2017) 

Language Variety (Tseng et al., 2017)  

Information Search (Holmes et al., 2014; Pappas, 2017) 

Interface 

Value 

Design 

Effectiveness 

(Kaatz et al., 2018; Molinillo et al., 2017; Subrahmanya 

Sastry & Madhusudhana Rao, 2017; X. Zhao & Wan, 2017)  

Navigation 

Effectiveness 

(Delić et al., 2017; Rezaei et al., 2018; Stefanie Sohn, 2017) 

Interaction 

Effectiveness 

(Kaatz et al., 2018; Lee & Han, 2017) 

Perceived 

Usefulness 

(Bonn et al., 2016; Y.-M. Chen et al., 2018; Delić et al., 

2017; Eze & Poong, 2017; Matemba & Li, 2018; Rezaei & 

Amin, 2013; Roy & Moorthi, 2017; Saprikis et al., 2018; S. 

Sohn, 2017; Z. Sun et al., 2017; Yuan et al., 2016) 

Simulation Feature (Blazquez Cano et al., 2017) 

Performance Risk 

 

(Baganzi & Lau, 2017; Park & Tussyadiah, 2017; Thakur & 

Srivastava, 2014; Yuan et al., 2016)  

Customizat

ion Value 

Web 

Personalization 

(Celik & Kocaman, 2017; Tseng et al., 2017) 

Personalized 

Information  

(San-Martín, 2017)  

Personalized 

Service 

(Celik, 2016) 

Gamificatio

n Value 

Entertainment (Z. Huang & Benyoucef, 2013; Lim, 2015; Maity & Dass, 

2014) 

Exciting Jung (2018) 
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Hedonic  (Bhat & Singh, 2018; Gan & Wang, 2017; Madan & Yadav, 

2018; McKay-Nesbitt, Ryan, & Yoon, 2018; I. O. Pappas, 

Kourouthanassis, Giannakos, & Lekakos, 2017; Pauzi et al., 

2017; Shaw & Sergueeva, 2017; Z. Sun et al., 2017; Yim, 

Yoo, Sauer, & Seo, 2014) 

Gratificatio

n Value 

Innovativeness (Knežević & Delić, 2017; Rezaei et al., 2018) 

Novelty (Rezaei et al., 2018) 

Emotional (G.-H. Huang et al., 2018) 

Compatibility (Jiménez & San-Martín, 2017) 

Credibility 

Value 

Security (Tan & Ooi, 2018)  

Privacy (Chopdar et al., 2018; Kaatz et al., 2018; Liébana-Cabanillas 

et al., 2018)  

Policy (Chopdar et al., 2018; Kaatz et al., 2018; Liébana-Cabanillas 

et al., 2018; Tan & Ooi, 2018)  

Trust (Baganzi & Lau, 2017; Kim et al., 2017; Madlberger, 2017; 

Marriott & Williams, 2018a; Ng, 2016; Rezaei et al., 2018)  

Social 

Value 

Reputation (Punyatoya, Satpathy, & Agrawal, 2018)  

Brand Equity (Jiménez & San-Martín, 2017; Pauzi et al., 2017; von 

Helversen et al., 2018)  

Social Influence (Pauzi et al., 2017; Xu-Priour, Cliquet, & Palmer, 2017)  

Social Interaction (Bonn et al., 2016; Eze & Poong, 2013; Madlberger, 2017; 

Roy & Moorthi, 2017; Saprikis et al., 2018)  

Convenienc

e Value 

Browsing 

Convenience 

(Kaatz et al., 2018; McLean et al., 2018)  

Timeliness (Lee & Han, 2017; T. S. H. Pham & Ahammad, 2017) 

Accessibility (Kang, 2014; Lee & Han, 2017; Sinha & Singh, 2017)  

Payment 

Convenience 

(Kaatz et al., 2018; Katta & Patro, 2017; Liébana-Cabanillas, 

Muñoz-Leiva, & Rejón-Guardia, 2013)  

Location 

Convenience 

(Gupta & Arora, 2017; Z. Sun et al., 2017)  
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Economic 

Value 

Affordability (Saricam & Erdumlu, 2017; Sinha & Singh, 2017) 

Discounts (Park & Tussyadiah, 2017; Shang & Wu, 2017)  

Payment Risk (M. Li et al., 2012)  

Visual 

Value 

Richness (Hasan, 2016; Lim, 2015; T. S. H. Pham & Ahammad, 2017; 

Sreeram et al., 2017)  

Appearance (S. Sohn, 2017; S. Sohn et al., 2017)  

Stimuli (Aboubaker Ettis, 2017; Faisal et al., 2017)  

Colour (Kaatz et al., 2018) 

 

4.2 Conceptualised M-VAL Dimensions 

In the case of information value for mobile consumers, the mobile application acts as a shopping platform 

that emphasises the use of self-information search in making a decision due to the absence of salesperson 

or demonstrator. In addition, information quality plays an important role in this type of environment (Chi, 

2018; Kaatz, Brock, & Blut, 2018; Lee & Han, 2017). Moreover, various mobile shopping platforms tend 

to be visited by consumers who wish to acquire important information prior to any purchase. Hence, this 

indicates that platforms which offer comprehensive information are more preferable. According to Liao 

and Shi (2017), appropriate web content may lead to a better experience, while Tseng, Cheng, Li, and 

Teng (2017) state that language variety should be offered by global platforms because they are normally 

visited by multinational consumers. In addition, the arrangement of product portfolio (Kaatz et al., 2018) 

and facilitation of information search (Holmes, Byrne, & Rowley, 2014) are considered as important key 

factors. According to Pappas (2017), all of these factors may prevent consumers from feeling confused 

and help to enhance the mobile shopping procedure. The empirical studies showed that the group of 

elements are more relevant and critical for mobile shopping compared to desktop-based shopping which 

can be performed anytime and anywhere. Moreover, this takes into account the ability of the mobile 

retailer to effectively and efficiently communicate information. Next, the dimensions were grouped 

according to its similar nature under the proposed dimension of information value. In this case, it is defined 

as mobile consumers’ assessment of perceived benefits received from information provided by mobile 

retailer. On the other hand, the perceived cost of information search or perceived risk of a possible 

inappropriate decision as a result of misinformation from the m-tailor is termed as Information Value 

derived from m-businesses. The m-commerce is distinguished from the in-store business set up due to the 
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accessibility of easy and real-time information (Åkesson, 2007; Choi, 2018). Although the detailed 

product description and quality product images were the prerequisites of e-commerce portals, the 

effectiveness of this information is essential for m-commerce due to small screen sizes and limited 

memory (Andrew et al., 2015; Hofacker et al., 2016). Therefore, it could be seen that the newly proposed 

dimension of information value is compatible with m-commerce.  

In the case of interface value, mobile channel interface of m-tailor is as good as the store of the offline 

retailer, thus further encouraging the consumers to seek value from both contexts. Meanwhile, it should 

be noted that the design of the navigation greatly influences value perception (Delić, Knežević, & Dužević, 

2017; Rezaei, Chandran, & Oh, 2018) because it affects the flow experience which facilitates easy sailing 

throughout the mobile shopping process (Stefanie Sohn, 2017) with lesser perception of performance risk 

(Baganzi & Lau, 2017; Park & Tussyadiah, 2017; Thakur & Srivastava, 2014; Yuan, Liu, Yao, & Liu, 

2016). On another note, TAM based variable perceived usefulness had been empirically tested and 

successfully formed beneficial perception among online shoppers (Bonn, Kim, Kang, & Cho, 2016; Y.-

M. Chen, Hsu, & Lu, 2018; Eze & Poong, 2017; Knežević & Delić, 2017; Matemba & Li, 2018; Rezaei 

& Amin, 2013; Roy & Moorthi, 2017; Saprikis, Markos, Zarmpou, & Vlachopoulou, 2018). Moreover, it 

should be noted that perceived usefulness is defined as the perception of online users on how a particular 

element of an online system is able to enhance job performance or in this context, shopping performance. 

The review conducted by the present study on perceived usefulness in the context of online shopping has 

been validated as an element of interface quality rather than adoption. However, the optimisation of the 

web store is the factor that distinguishes m-commerce from e-commerce; hence, it is very crucial to 

provide an effective and efficient interface. Meanwhile, past research mentioned that the perception of 

consumers is influenced by several interface-related aspects which include responsive design and 

synchronicity (Kaatz et al., 2018), web atmospheric, (Ortiz, Frıás-Jamilena, & García, 2017), efficient 

web atmosphere (Subrahmanya Sastry & Madhusudhana Rao, 2017; X. Zhao & Wan, 2017) and app 

functionality (Kaatz et al., 2018; Lee & Han, 2017). Accordingly, the grouping of elements for the quality 

interface has led to the proposed dimension of an interface value. Specifically, it is defined as the trade-

off between perceived benefits resulted from the use of quality interface. Moreover, shopping on mobile 

as well as the perceived cost of the erroneous interface or perceived risk from the faulty interface can be 

termed as interface value which is derived from m-commerce. The factors distinguishing m-commerce 

from in-store and e-commerce, such as interactivity (Storm et al., 2014; Wang et al, 2015; Wu and Husio, 

2017) and effectiveness (Andrew et al., 2015; Hofacker et al., 2016) were taken into account. Furthermore, 
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the usability aspect of small screens and keypads of mobile devices leads to limited messaging and 

browsing of information and technical limitations, such as limited memory and computing power (Choi, 

2018). As a result, the importance of taking interface value dimension into account was enhanced. 

On the notion of customisation value, m-businesses find it difficult to convert the visitors into actual sales 

despite the high flow of traffic on mobile apps. For offline shopping, visitors rarely visit shops without 

purchase intentions compared to online shopping website visits. Hence, those who are visiting may 

register the actual sales if they find the experience is customised to their need and shopping style. 

Therefore, the personalised experience, customisation value, and contextual information emerge as the 

value dimensions when it comes to online shoppers (Celik & Kocaman, 2017). According to Tseng et al. 

(2017), the personal focus is described as the generator of self-expression value. The cross-selling and 

upselling of some m-commerce giants become successful with the help of customised interfaces that 

familiarise the habits of customers. In particular, the customer interfaces refer to web personalisation 

which involves shoppers' attributes or personalisation of the information or personalised services. 

Regarding this matter, the grouping of the similar elements under customisation value is defined as the 

benefits perceived by consumer from m-tailors. More importantly, the personalised shopping experience 

provided by m-tailors reduces the perceived risk of selecting inappropriate products/services. M-

commerce is unique due to the availability of personalisation in terms of the development of services, 

which customise the end-user experience (Åkesson, 2007), including the aspects of localisation, which 

could be used to match the services with location (Choi, 2018). Therefore, the proposed dimension of 

customisation value has contributed to a new aspect of CPV with a specific focus on m-commerce.  

According to Goi (2016), the most influential perception elements for gamification value include mobile 

image recognition, app with augmented reality, and video content. Meanwhile, the factors that are related 

to the improvement of value include interactive and attractive features (Jung, 2018) as well as 

entertainment (Lim, 2015). Moreover, media richness plays a vital role and significantly influences mobile 

consumer’s perception towards a number of elements such as app design, atmospheric interface, 

entertainment, and flow (Huang & Benyoucef, 2013; Maity & Dass, 2014). Initially, it was disputed 

whether the entertainment is preferred over quality or service; however, current empirical studies have 

highlighted the perceived benefits derived from gamification aspects. More importantly, the hedonic 

motivations and pleasurable shopping experience are considered as the key elements in generating 

perceived value as suggested by existing literature. Moreover, this dimension is conceptualised as 
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gamification value and defined as the value of pleasurable shopping which is derived from perceived 

benefits of enjoyable and exciting mobile shopping. The purpose is to avoid the perceived cost of boredom 

and hedonic demotivation which is termed as gamification value from m-commerce. 

In the case of gratification value, the pleasure received from the satisfaction or achievement of desire is 

described as gratification and experiential gratification which is a source of perceived value (Rezaei et al., 

2018), particularly in the context of mobile shopping. Furthermore, the features or innovativeness in 

shopping provided by m-tailors tend to impact consumer gratification (Delić et al., 2017; Madan & Yadav, 

2018; Saprikis et al., 2018; Thakur & Srivastava, 2015) along with emotional ambivalence (G.-H. Huang, 

Korfiatis, & Chang, 2018) and compatibility (Jiménez & San-Martín, 2017). More importantly, faulty 

coding or design has resulted in the erroneous performance of the app with a particular context of mobile 

apps. Moreover, it should be noted that certain products mentioned on the web catalogue may be out of 

stock or unavailable in the quality needed by the consumers. Hence, this element of scarcity negatively 

impacts consumer gratification (Akram, Hui, Khan, Yan, & Akram, 2018). Overall, the gratification value 

is defined as the emotional value derived from m-business which takes into account several aspects that 

enhance experiential gratification. 

The credibility value is described as the success of m-commerce in regard to the confirmation of the 

transaction instead of an online search for decision-making purposes. The profit realisation for the firms 

occurs when the transaction is executed by customers, thus causing the customers to be very cautious 

despite the wide adoption of mobile payments. Hence, this indicates the important role of trustworthiness 

in developing a positive perception about privacy and security (Baganzi & Lau, 2017; Kim, Kim, & Park, 

2017; Madlberger, 2017; Marriott & Williams, 2018b; Ng, 2016; Rezaei et al., 2018). Moreover, this 

extended to the risk related to the authenticity of the products catalogued on the website, dealers, warranty, 

and aftersales service which are related to the purchases. The m-tailors privacy policy is seen as a key 

aspect of perceived risk (Chopdar, Korfiatis, Sivakumar, & Lytras, 2018; Kaatz et al., 2018; Liébana-

Cabanillas, Marinkovic, Ramos de Luna, & Kalinic, 2018; Tan & Ooi, 2018) considering that the robust 

policy can protect the privacy of consumers, thus subsequently encouraging customers’ trust towards m-

tailors. The privacy aspects play a crucial role to ensure that consumers perform their shopping worry-

free because the interaction is non-human in nature. In addition, various security concerns that are 

primarily related to payment security are also considered as the antecedents of perceived risk. 

Consequently, this has led to the formation of a dimension related to the overall credibility of m-tailor. 
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The value dimension is defined as consumers’ overall assessment of the credibility of mobile shopping. 

Therefore, perceived trustworthiness against perceived security and privacy concerns is termed as 

credibility value. 

In this case, social value is described as brand reputation and brand image which are among the factors 

that shape the perception of consumers in an online context (Chi, 2018). Brand image and social factors 

(Jiménez & San-Martín, 2017) along with social value (Gan & Wang, 2017) play a definite role in forming 

consumers’ perception in mobile shopping. A strong foundation for trusting m-retailers by new consumers 

who purchase for the first time may be possible. However, system robustness and interface are attributed 

to trustworthiness, brand familiarity, brand image, and vendor reputation (San-Martín, 2017). In addition, 

brand equity which is formed by loyalty, association, perceived quality, and image tend to affect the 

perception and preference towards m-tailors with better brand equity or branded products on the catalogue. 

Meanwhile, social value plays an important role (Jiménez & San-Martín, 2017; Z. Sun et al., 2017) 

because consumers will refer to online reviews when they are not familiar with the brands. Hence, 

generally, it is understood that negative consumer reviews will negatively affect the perception of new 

consumers (von Helversen, Abramczuk, Kopeć, & Nielek, 2018). In addition, it is crucial to note that 

social influence and social interaction have a crucial role in forming both positive and negative perceptions 

(Pauzi, Thoo, Tan, Muharam, & Talib, 2017). Regarding this matter, it has been debated that the element 

of socialising is missing in terms of perceived cost for mobile shopping. Hence, this has motivated 

practitioners to work out on the methods that can include social commerce aspect in mobile shopping 

(Wong, Dastane, Mohd Satar, & Ma’arif, 2019). More importantly, the present study has grouped all the 

elements related to brand value as well as a social value. In this case, the conceptualised dimension is 

defined as the value derived from branding aspects and social aspects of mobile shopping. The use of 

social media in m-commerce facilitates the interaction of consumers with companies and other consumers 

who use social platforms. As this interactivity of m-commerce contributes to the diverse perception of 

social value among consumers (Storm et al., 2014; Wang et al, 2015; Wu and Husio, 2017), the proposed 

dimension of social value is suitable for m-commerce due to its incorporation of several aspects of social 

influence through reviews and social interaction among others. 

In the convenience value, the proposed dimension is identical to the dimensions conceptualised and 

validated by several researchers as a factor of traditional CPV. However, two main aspects of convenience 

in regard to M-VAL had been tested by numerous researchers. Majority of researches emphasised the 
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perceived ease of use as the main factor of perceived value in the context of mobile shopping, be it 

desktop-based or mobile-based (Bonn et al., 2016; Eze & Poong, 2013; Roy & Moorthi, 2017; Saprikis et 

al., 2018). Moreover, perceived ease of use helps to provide effective functioning and greater convenience 

browsing (Madlberger, 2017), length of time spent while shopping (McLean, Al-Nabhani, & Wilson, 

2018), time-saving (Kaatz et al., 2018), ease of ordering (Lee & Han, 2017), and ease of checking out (T. 

S. H. Pham & Ahammad, 2017) considering that the phenomenon of mobile shopping has been well 

adapted. In addition, online shopping convenience which is the second major component of this dimension 

was developed based on several terms such as access, search, evaluation, transaction, and post-purchase 

service in forming a major aspect of perceived convenience value (Abdallah & Jaleel, 2017; Jiang, Yang, 

& Jun, 2013; Q. T. Pham, Tran, Misra, Maskeliunas, & Damaševičius, 2018). Apart from that, online 

convenience is crucial in forming purchase intention and various other consequences through perceived 

value (Abdallah & Jaleel, 2017; Assarut & Eiamkanchanalai, 2015; Carlson et al., 2015; Duarte, Costa e 

Silva, & Ferreira, 2018; Fadhilla & Farmania, 2017; Mahapatra, 2017; Shaw & Sergueeva, 2017). Other 

aspects involve accessibility (Katta & Patro, 2017), comfort (Purwanto & Kuswandi, 2017), and 

facilitating conditions. Therefore, convenience value is defined as the convenience gained from shopping 

on mobile devices through the enhancement of perceived benefits such as shopping from anywhere and 

anytime. On the other hand, the simultaneous reduction of perceived cost such as slow internet or length 

of time spent online is termed as convenience value. The meaning of convenience in the context of m-

commerce consists of several aspects, such as the constant availability of the device which stores data, 

enhanced the convenience of usage, contactable by consumers regardless of time and place, and limited 

accessibility to particular person or time (Åkesson, 2007). Considering these aspects differentiating m-

commerce from other channels, the current study proposes a dimension of convenience value. 

Next, economic value refers to the popularity of mobile shopping which is significantly attributed to the 

type of discounts offered as a result of the elimination of several channels between manufacturer and 

consumers. Hence, various online sales, auctions, and festive offers tend to increase the growth of mobile 

buying and discounts (Saricam & Erdumlu, 2017; Sinha & Singh, 2017), coupons (Reichhart, Pescher, & 

Spann, 2013; Sarkar & Khare, 2017; Zheng, Lee, & Cheung, 2017), and low cost products (Gupta & 

Arora, 2017; J. Sun & Chi, 2018) which are largely perceived as benefits by mobile shoppers. On the other 

hand, perceived payment risk (Park & Tussyadiah, 2017) and financial security (Zhang, Li, Wu, & Li, 

2017) form part of the perceived cost or risk associated with economic aspects related to mobile shopping. 

Therefore, this dimension is defined as the financial gains perceived by mobile shoppers from buying on 
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mobile. In addition, it is able to ensure the increase of perceived benefits such as discounts or right-priced 

products with minimum perceived cost or perceived payment risk.   

On a final note, visual value describes the aesthetics and tangibles which are the important elements of 

traditional CPV that affect consumers’ overall perceived value (Tsai, 2017; Zhang et al., 2017). In the 

context of mobile shopping, media richness (M. Li, Dong, & Chen, 2012) and website atmospherics 

(Hasan, 2016; Lim, 2015; T. S. H. Pham & Ahammad, 2017; Sreeram, Kesharwani, & Desai, 2017) play 

a similar role. In this case, these factors are not just intended to provide a pleasurable shopping experience 

but also facilitates better decision making by ensuring richer images of products and information on 

several specifications. In addition, it also distinguishes m-tailors from competitors whereby atmospheric 

colour (Aboubaker Ettis, 2017; Faisal, Gonzalez-Rodriguez, Fernandez-Lanvin, & Andres-Suarez, 2017), 

visual rotation (Blazquez Cano, Perry, Ashman, & Waite, 2017), visual stimuli (Kahn, 2017), and web 

store appeal (Abdallah & Jaleel, 2015; Y. Liu, Li, & Hu, 2013) are those that comprised of perceived 

value from visual elements. Similarly, visual complexity (S. Sohn, 2017; S. Sohn, Seegebarth, & Moritz, 

2017) and congruence (S. Sohn, 2017) form a part of the perceived cost. Therefore, visual value is 

described as the value derived from perceived benefits of the visual aspects of m-stores which is against 

its visual complexity and can be termed as Visual Value from m-businesses. 

A total of 99 items that form the construct of M-VAL managed to be found based on the review of 

empirical studies. Accordingly, the items were synthesised in the above conceptual dimensions. However, 

it should be noted that redundancy or also known as close similarity in the meaning and repetitions of 

several items were removed. Hence, the remaining were grouped based on similar items and then re-

worded with the help of two marketing professors. Meanwhile, a few other items were reworded as 

required in order to get a clear interpretation, followed by the rewording of items that are presented in 

technical words to simplify the process of understanding. Therefore, Table 5b summarises the 

conceptualised ten dimensions, re-worded items, source of such items, and their proposed connotations. 

Next,  
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Table 5b: Proposed connotations for M-VAL dimensions 

Dimensions Proposed Connotation 

Information Value Mobile consumers’ assessment of perceived benefits received from 

information provided by mobile retailer versus the perceived cost of 

information search or perceived risk of a possible inappropriate decision 

based on misinformation by the App which can be termed as Information 

Value derived from m-businesses. 

Interface Value The trade-off between perceived benefits gained from usage of the quality 

interface while shopping on mobile as well as the perceived cost of the 

erroneous interface or perceived risk from the faulty interface which can be 

termed as Interface value derived from m-businesses. 

Customization 

Value 

This can be termed as benefits consumer perceived from App through 

personalised shopping experience provided by App which in turn reduces 

the perceived risk of selecting in-appropriate products/services. 

Gamification 

Value 

The value of pleasurable shopping derived from perceived benefits of 

enjoyable and exciting mobile shopping by avoiding the perceived cost of 

boredom and hedonic demotivation which can be termed as Gamification 

Value from m-businesses. 

Gratification Value Gratification value is defined as the emotional value derived from m-

business considering aspects that can enhance the experiential gratification. 

Credibility Value Consumers overall assessment of the credibility of mobile shopping by 

considering perceived trustworthiness against perceived security and 

privacy concerns which can be termed as credibility value. 

Social Value The value derived from branding aspects and social aspects while shopping 

on mobile. 

Convenience Value The convenience gained by shopping on mobile through the enhancement of 

perceived benefits such as shopping from anywhere and anytime with 

simultaneous reduction of perceived cost such as slow internet or length of 

time spent online which is termed as convenience value.   
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Economic Value The financial gains perceived by mobile shoppers from buying on mobile 

ensuring increased in perceived benefits such as discounts or right-priced 

products and with minimum perceived cost or perceived payment risk.   

Visual Value The value derived from perceived befits of App’s visual aspects against its 

visual complexity which can be termed as Visual Value from E-businesses. 

 

Figure 1 presents the conceptual framework and the mind map of M-VAL construct which illustrates the 

construct, dimensions, and elements. 

4.3 Conceptual Model 

Figure 1a – Proposed Conceptual Model 
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Figure 1b – M-VAL Mind map 
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4.4 Interdisciplinary Nature of M-VAL 

Traditional CPV contains an interdisciplinary approach with most of the dimensions originated from 

economics and psychology backgrounds. However, this interdisciplinary nature is extended to 

multidisciplinary through the addition of dimensions from various fields such as information systems and 

computer system engineering. Moreover, the multidisciplinary nature extends the fields of business and 

psychology which leads to the M-VAL nature. Nevertheless, it has been argued that more emphasis had 

been given on the field of information systems in most empirical studies that investigated M-VAL. 

Moreover, most of the models were dominated by the technical aspects that focused on improving or 

creating perceived value. More importantly, it is the general tone of researchers that the M-VAL in the 

specific context of m-commerce is formulated mainly by technical aspects such as screen size and 

navigational flow. Contrastingly, the dimensions were conceptualised and classified based on the common 

elements. However, M-VAL was dominated by business aspects equally as the information system aspect. 

Nevertheless, the influence of the field of psychology cannot be ignored. Overall, the following represents 

the discipline-based classification of conceptualised M-VAL dimensions.  

Figure 2 – M-VAL Classification 

 

1 Information Value, Customization Value 

2 Brand and Social Value, Convenience Value 

3 Gamification Value, Credibility Value, Visual Value 

4 Economic Value 

5 Interface Value 

M-VAL 
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6 Gratification Value 

 

Nevertheless, this is a broad classification which indicates that the borders are thin considering that a 

particular dimension belongs to a particular discipline. Information value and customisation value are 

categorised under the intersect of business and information systems aspect due to the strategic nature of 

business management. Accordingly, a specific customisation is required, while the information system 

explains the type of information that is deemed appropriate to be displayed which is decided based on 

segment, markets, and competitions as well as how these values should be operationalised. On a similar 

note, brand and social value, as well as convenience value, are classified as the intersect of business and 

psychology aspects. Meanwhile, it is crucial to understand that branding is a business management 

concept, whereas social influence and status quo fall under the psychology discipline. However, 

convenience value is considered as the psychological outcome even though it is delivered by quality 

business services. Meanwhile, gamification value, credibility value, and visual value are placed as the 

perceptions at the intersect of information system and psychological aspect. In this case, the realisation of 

these values is psychological, while the operationalisation is related to information system. On another 

note, the business aspect is an aspect related to the business management of online retail outlets which 

causes the economic value to fall under this category due to its exclusivity. Similarly, interface value is 

dominated by the aspect of information system, while the gratification value is almost completely related 

to the psychological field. In conclusion, M-VAL nature refers to the union of business, information 

systems, and psychological aspects which are multidisciplinary and richer in dimensionality. 

 

5. CONCLUSION 

This article attempts to develop a synthesis of all the possible factors stated in the previous literature, 

which could be incorporated to measure consumers’ perceptions of value in m-commerce. In the current 

study, all major works in the field were thoroughly reviewed for synthesis purposes, while a framework 

of ten parameters was proposed for future research. An extensive review was also conducted due to its 

ability to determine the various aspects of the emerging empirical researches, which were carried out 

previously. Moreover, it should be noted that exponential growth in studies related to m-commerce was 

present in the last five years, where various aspects were focused on including the antecedents and 

consequences of M-VAL. However, due to the absence of a robust modelling of the same conceptual 
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clarity, the current research suggested the appropriate connotations for all ten conceptualised dimensions. 

The definition of M-VAL is as follows:  

The assessment of overall received benefits versus the risks incurred to obtain the right information, 

effective interaction, appropriate customisation, enjoyable gamified browsing, gratification, social 

aspects, convenience, discounted products and impressive visuals while shopping on mobile devices.  

It is indicated from the above conceptualisation that the dimensionality of M-VAL is richer and wider 

compared to the traditional CPV. Furthermore, with the classification of such dimensions, a clearer picture 

of the multidisciplinary nature could be developed after it is conceptualised. In this case, the 

conceptualisation enables the provision of an alternative theoretical foundation for future research despite 

the sole focus on the foundations of TAM, Seth, UTAT 1, and UTAT 11 in previous studies. Apart from 

that, this tentative yet inclusive set of parameters was perceived as useful for future empirical studies to 

develop a multidimensional multi-item scale for the measurement of M-VAL. Notably, this article may 

be assumed as the first attempt of reviewing CPV in the context of mobile consumers by presenting the 

conceptualisation of dimensions.  

 

5.1 Theoretical Contribution 

Despite the growing body of research conducted in the field of CPV, the conceptualisation of perceived 

value from m-commerce remained unexplored. However, the current study has contributed to the literature 

on the relevant matter by providing an extensive review of CPV literature and conceptualisation of M-

VAL. As a result, a framework of tentative yet an inclusive set of parameters was proposed through the 

study analysis, revealing the complexity, multidimensional, and multidisciplinary nature of perceived 

value from m-commerce. The major contributions of this study concerning the nature of M-VAL and its 

dimensions are as follows:  

The current conceptualisation of this study has enriched the theory of perceived value as ten dimensions 

of M-VAL were proposed, namely information value, interface value, customisation value, gamification 

value, gratification value, credibility value, social value, convenience value, economic value, and visual 

value. These dimensions were proposed specifically in the context of m-commerce due to its unique 

characteristics, which distinguish it from the in-store and desktop-based online businesses. Meanwhile, 

the dimensions of information value, interface value, gamification value, credibility value, and 
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convenience value were the newly proposed dimensions which were not present in the current CPV 

literature. Besides, the names of the dimensions of social value, economical value, customisation value, 

gratification value, and visual value were adopted from the existing literature, extending the meaning of 

CPV by covering several other aspects of consumers’ perceptions in m-commerce.  

Despite the relation of the current CPV literature to in-store businesses, the newly proposed five 

dimensions were not discussed. However, several dimensions developed by previous studies in the context 

of e-commerce, including information value and interface value, were partially discussed in the aspect of 

information content (Montoya-Weiss et. al, 2003) and informativeness (Broekhuizen, 2006). Furthermore, 

several dimensions proposed in earlier studies consisted of experiential value (Lee and Overby, 2006) and 

design value (Huang et. al, 2019) which broadly cover multiple aspects of design and experience. 

However, current conceptualisation encompasses several aspects related to each proposed dimension, 

which is compatible with the unique nature of m-commerce. This relation could be further explained 

through convenience value as an example. The meaning of convenience offered by m-commerce consists 

of several aspects. To illustrate, it indicates the constant availability of the device which stores data, the 

increase in convenience, being able to contact the customers regardless of time and place and the choice 

for limited accessibility for particular person or times. As the aforementioned aspects differentiate m-

commerce from traditional and e-commerce, the conceptual dimension of convenience value in this study 

was proposed for m-commerce.  

Another contribution of this study is the proposed dimension of credibility value. The aspect of risk was 

emphasised in the existing CPV literature (Sanchez, 2006; Moneoe, 1991), while guarantee value, which 

covers guarantee policies, reliability, and security issues was highlighted by Huang et al. (2019). The 

current conceptualisation considered the elements related to the benefits and risks, including privacy, 

reliability, security, and the risks related to non-delivery of products and product quality among others, 

followed by the suggestion of a new dimension compatible with m-commerce. In the case of the 

gamification value, although previous literature discussed the elements of hedonic value (Overby & Lee, 

2006) and enjoyment (Broekhuizen, 2006), a limited number of aspects were highlighted, such as 

entertainment, playfulness, and others. Notably, the current conceptualisation of m-commerce presented 

a profound meaning and proposed a new dimension of gamification value, which is enriched with 

particular aspects including augmented reality, innovative app features and video content among others, 

although these aspects are not the elements of the traditional hedonic value dimension.  
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The existing CPV literature discussed on the emotional value (Sweeny and Souter, 2001), comfort, and 

stress (Sanzes, 2006; Monroe, 1991), and term similar to emotional value was also discussed in the context 

of e-commerce (Carlson, O’Cass, & Ahrholdt, 2015; Kazim, Karaboga & Nezahat, 2017; Mohd-Any, 

Winklhofer & Ennew, 2015; Peng & Liang, 2013). Although the meaning for mobile marketing was 

extended by Huang et al. (2019), the same term as the emotional value was adopted in their model. In this 

study, the conceptualisation highlighted a range of aspects related to the perceived gratification and 

proposed a new dimension as the gratification value, which was richer in its context compared to the 

traditional dimension of emotional value.  

Social value is a common and well-established dimension of CPV in the existing literature. Seth et al. 

(1991) developed this value dimension in the theory of consumption value, and Holbrook (1997) proposed 

elements such as status and self-esteem. In the case of m-commerce, it consists of a wide range of users, 

who subsequently form a larger segment and utility for business purpose. Although the same term as the 

social value was used, the dimension extended the meaning of social value by covering particular aspects 

including online interaction, reviews, recommendations, and trends among others. Furthermore, economic 

value is possibly the pioneering dimension of perceived value discussed by Ziethml (1988) in quality-

price theory, while the CPV models proposed by Monroe (1991) and Sanzes (1991) conceptualised it as 

the monetary value, which was also a term used in m-commerce context by Huang et al. (2019). Notably, 

the unique aspects of m-commerce such as flash sales and discount, dynamic pricing, and many others 

were emphasised in the current conceptualisation. 

Design value was proposed by Huang et al. (2019) in the context of mobile marketing as an extension of 

aesthetics (Mathwick et al., 2001) and attractiveness (Lu & Lin, 2012) of website. To be specific, effective 

pictorial information in small screen size and quality product images are crucial due to the limited memory 

and computing powers. Meanwhile, the conceptualisation in this study considered the aforementioned 

aspects of design and proposed the dimension of visual value. Although the element of personalisation 

was proposed by Åkesson (2007) in the CPV literature, this element was limited to the personalisation of 

services. Therefore, an extension of the CPV element was performed in this study, including the newly 

proposed dimension of customisation value, which encompassed multiple aspects, such as the 

customisation of services, information, and recommendation system among others. 

Based on the discussion regarding the previous literature, it could be concluded that the ten proposed 

dimensions in this study were different from the dimensions in the previous models in several aspects. 
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Therefore, the gaps left in previous studies were filled. Notably, the study presented the first 

conceptualisation of CPV exclusively for m-commerce, which considered the extensive aspects of the 

element which distinguished m-commerce from in-store and e-commerce. Accordingly, the perception of 

value for this channel was analysed. Besides, after elaborating on the meaning of CPV for mobile 

consumers, items were generated and presented for each dimension as the important inputs in scale 

development studies in the future. Overall, through this extensive review and conceptualisation, a 

framework of a tentative yet inclusive set of parameters was proposed in this study, which was deemed 

useful for the development of future empirical studies. 

5.2 Managerial Implications 

Accordingly, marketers need to comprehend the perception of value to devise viable strategies, while 

information system or mobile app developer has to understand the functional aspects in the process of 

developing the apps. Overall, it is critical to understand consumer perception of value, particularly within 

the context of m-commerce, as it will assist the m-commerce businesses in drafting the right value 

proposition for the right type of consumers. These conceptualization and synthesis of the selected 

constructs may help both marketers and business industry to realise what really mobile shoppers perceive 

as value, which in turn, may result in skilful development and delivery of offerings via mobile apps or 

mobile platforms. This approach goes beyond the conventional emphasis on the benefits and sacrifices of 

CPV by considering the literature pertaining to the entire mobile shopping process and experience 

comprehensively. Marketers should adopt a holistic approach in creating value for customers, in ensuring 

that a wider mix of value-creating elements is identified, and in integrating the identified vital aspects into 

the mobile platform through which the product is delivered. In light of managerial implications, this 

present study offers a viable framework for mobile businesses to design the right mix of value proposition 

by bridging the gap between customer perceptions and company value propositions.  

5.3 Limitations  

Any study is bound to have some limitations and certainly, this present study is not an exception as it 

bears several drawbacks, such as the extensive bibliography that leads to a complex synthesis inclusive of 

multiple dimensions with a number of items. It is not empirically tested, as the dimensions and the related 

items have a stronger influence on M-VAL. The conceptualization omitted statistical meta-analysis of 

such bibliography. Therefore, the conceptualized framework has to be empirically evaluated to ascertain 

that various dimensions can be validated. Additionally, this present study did not review the various 
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consequences of M-VAL, apart from a shortcoming in presenting an integrated model of M-VAL. This 

warrants a need for future research in this context.  

5.4 Future Research Scope 

Future research may be directed to develop and validate the M-VAL SCALE as a multi-item and multi-

dimensional scale for consumers’ perception of m-commerce. On a more important note, the 10 unique 

dimensions of M-VAL conceptualized in this study serve as a foundation for scale development, 

validation, and further empirical research in the field. There is also a scope to select several relevant 

dimensions based on the industry or all 10, followed by an empirical test that presents the customized M-

VAL models for various markets. Future researches also can adopt this synthesis as a foundation to build 

research frameworks with the aim of examining the impacts of M-VAL for a variety of m-commerce 

markets, segments, and industries. The proposed framework has ten dimensions and any measurement 

scale is ineffective if it has too many dimensions. Shorter scales are generally accurate and so future 

research should direct to enhance accuracy of measuring M-VAL by shortening number of dimensions.  
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