
  

 
Abstract—This study aims to investigate and improve the 

understanding of customer repurchase behaviour in the Unified 

Theory of Acceptance and Use of Technology (UTAUT2) model 

that the influence mobile services repurchase behaviour among 

the Australian customers. Underpinned by UTAUT2, marketing 

mix theory and expectation confirmation theory, this research 

proposed model examines the customer satisfaction and 

customer experience within the mobile service technology 

context. The proposed model is tested using an empirical study 

of 364 subjects in Australia. Using partial least squares path 

modelling, the study assessed the validity of scales. The main 

purpose of this paper is instrument validation and hypothesis 

testing will be done in the next phase of this study. The results 

show that constructs reliability and average variance extracted 

is within an acceptable range. The model did pass the 

discriminant validity test as the Fornell-Larcker criterion and 

Heterotrait-Monotrait ratio (HTMT). These findings will lead 

to the next phase analysis of hypotheses testing at a later stage. A 

revised UTAUT model is introduced by the addition of two 

independent variables such as customer satisfaction and 

customer experience which helps to understand repurchase 

behaviour. This research model can be used by the mobile 

telecommunication businesses and market researcher. Moreover, 

this model can be used by future researchers. 

 
Index Terms—UTAUT, UTAUT2, customer repurchase 

behavior, mobile service, Australia. 

 

I. INTRODUCTION 

The main purpose of this paper is to explore and develop a 

research instrument for customer repurchase behaviour. This 

research instrument aims to measure the extent to which to 

customer intention to repurchase a service influenced by 

customer satisfaction, customer experience, habit, hedonic 

motivation, facilitating conditions, social influence, effort 

expectancy, performance expectancy and price value. The 

objective is important because customer repurchase 

behaviour research is largely fragmented and is in need of an 

empirical testing in the area of mobile telecommunication 

sector in Australia. Several studies of telecommunication in 

developing countries have emphasized the influence of 

contextual barriers related to technological changes, pricing, 

customer satisfaction, and customer service as major 

determinants of behavioural intention to retain their current 

service providers. Improving customer retention by 5 per cent 
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could increase company profit by 75 per cent [1]. Mobile 

telecommunication service providers are increasingly relying 

on data services such as 3rd  generation (3G), 4th  generation 

(4G) and long-term evolution (LTE), defined as data services, 

internet services and value-added services that give users 

access to their banking, entertainment, health and business 

information from anywhere with an internet connection [2]. 

Many businesses allocated adequate resources to gauge and 

monitor quality, satisfaction, customer experience, and 

loyalty to retain customers and improve service or product 

performance. However, a high grade of quality of service and 

customer satisfaction is not enough to promote customer 

loyalty in many businesses [3]. In literature, there is extensive 

discussion of service quality and customer satisfaction 

constructs and their problematic relationships [4]. The 

relationship between service quality and customer satisfaction 

is empirically tested in previous studies using the 

SERVQUAL model [5]-[9]. It is also establishing a link 

between service quality and satisfaction ratings. Nowadays, 

companies are measuring the satisfaction rating through a tool 

known as Net Promoter Score (NPS).  Reichheld‘s Net 

Promoter Scoring System (NPS) [10] provides customer 

satisfaction measurement based on customer utility and 

customer experience. Therefore, in industry NPS tool 

strongly helps link satisfaction, recommendation and business 

outcomes. The previous study shows that customer 

repurchase behaviour has not been consistent and easy for 

most firms [11].  

Repurchase behaviour is the actual relationship 

maintenance with a product or service and it is measured via 

repurchase or continuance of service [11]. Researchers [3], 

[12], [13] argued customer loyalty as the relationship between 

relative attitude and repeat patronage. Therefore, the most 

common assessments of loyalty are behavioural measures or 

repurchase patronage. However, due to the linkage between 

satisfaction and repurchase behaviour, a few empirical studies 

[3], [11] can be found that relate satisfaction to actual 

repurchase behaviour. Furthermore, Mittal and Kamakura [11] 

argued that under some conditions, satisfaction is completely 

uncorrelated to repurchase behaviour due to high response 

bias. Hence, they concluded that satisfaction to purchase 

behavioural intention is different from the one relating it to 

repurchase behaviour. Thus, these findings have explained 

the role of mediators, moderators and methodological aspects 

that are more likely to impact the relationship between 

behavioural intention and repurchase behaviour [3]. It has 

been concluded that the relationship between satisfaction and 

repurchase behaviour may vary across different products and 
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services. 

Previous researchers Chang [14], [15] elaborated that 

service quality and experience can influence the repeat 

purchases. Thus, products and service characteristics would 

positively influence the desire to make repeat purchases.  

It is well discussed in past studies Mittal and Kamakura 

[11], Peterson and Wilson [16], Bryant and Cha [17] that in 

commercial satisfaction, satisfaction ratings vary, although, 

the amount of variance is generally very small (such as the 

range of 10-15%). Moreover, Bryant and Cha [17] analysed 

American Consumer Satisfaction Index in a research study. In 

this study, the amount of variance is controlled using a valid 

and consistent scale along with interview methodology. 

However, this study couldn‘t conclude that difference in such 

a rating can impact customer repurchase behaviour. 

Satisfaction has attracted the attention of researchers due to its 

critical impact of customer repurchase behaviour. Previous 

research [18] shows that repurchase was the key for a 

successful business operation, since developing new 

customers would cost more than selling services to existing 

customers. 

Previous studies [19]-[21] revealed the relationship 

between unsatisfactory purchases and customer complaining 

behaviour which prevents customers to repurchase a product 

or service. 

Positive behavioural intention could result in increased 

product purchase, however, the negative behavioural 

intention not only decrease purchase [18]. Thus, also result in 

switching purchase from current service providers to other. 

Moreover, there is a research opportunity as there is very little 

evidence of previous research done to investigate customer 

repurchase behaviour and behavioural intention relationship 

along with factors impacting repurchase intention [14], [22]. 

Moreover, in the mobile telecommunication services, the 

marketing mix factors such as price, product, customer 

service and customer experience and the theoretical concepts 

related to repurchase or post-purchase phase have been less 

investigated in previous studies [11], [23]. Thus, minimal 

attention has been given to these issues.  

In this empirical study, it is argued that customer 

repurchase behaviour is influenced by behavioural intention 

and other factors which are moderated by age, gender and 

experience. In this paper, the demographics will not be 

discussed. For this purpose, a conceptual model based on the 

Unified Theory of Acceptance and Use of Technology 

(UTAUT) interwoven with expectation confirmation theory 

and marketing mix theory in the mobile telecommunication 

context. Data collected from Australian mobile phone users in 

different demographics i.e. age, gender, and location. The 

samples are representative of the Australian population. For 

this purpose, a marketing company Research Now was hired 

after approval from the ethics committee. The data collected 

provides the basis of empirical evidence for hypotheses 

testing. The findings may help to understand the driving 

forces such as customer satisfaction and customer experience 

that influence customer repurchase behaviour to use a mobile 

service. This could lead to wider service adoption rate and 

increased communication between service provider and 

mobile service user. 

The following section provides the theoretical background 

and the conceptual model development, followed by the 

methodology and initial data analysis. Finally, the results are 

discussed, and theoretical implications are presented, 

followed by limitations and conclusions. 

 

II. THEORETICAL BACKGROUND AND CONCEPTUAL MODEL 

A. UTAUT Model 

This paper discusses a holistic and theoretically 

constructed model that identifies the relevant contextual, 

technical and behavioural factors that might affect customer 

intention to repurchase a mobile product or service.  The 

literature on the adoption of mobile phone [24] promotes 

technological and behavioural perspective.  An individual‘s 

belief about technology acceptance and use are driven by 

many factors as discussed in the UTAUT model [24]. In 

addition to this, customer satisfaction and customer 

experience influenced customer behavioural intention [25]. In 

the technology domain, satisfied customers and good service 

experiences are found to be a strong determinant of this belief 

[25]-[28]. 

The UTAUT 2 model comprises elements from eight 

competing models and theories to integrate the existing 

research at the time to identify the factors of intention and 

usage of information technology. UTAUT, shown in Fig. 1., 

includes seven direct determinants of behavioural intention to 

use a technology. Namely, performance expectancy, effort 

expectancy, social influence, facilitating conditions, habit, 

hedonic motivation, price value. The three moderators 

affecting the relationship are age, gender and experience. The 

revised model is clubbed with two new factors customer 

satisfaction and customer experience. The use of technology 

or user behaviour is modified with customer repurchase 

behaviour. 

In the mobile service context, customer satisfaction and 

customer experience have been investigated in the 3G or 4G 

service adaption context [29], [30]. 

B. Expectation Confirmation Theory 

In order to support the theoretical framework for additional 

variables such as the customer‘s experience and satisfaction, 

expectation confirmation theory will be used. 

Expectations-confirmation theory articulates that 

expectations, coupled with perceived performance, lead to 

post-purchase satisfaction. This outcome is mediated through 

positive or negative disconfirmation between expectations 

and performance. If a product outperforms expectations 

(positive disconfirmation) post-purchase satisfaction will 

result. Moreover, if a product falls short of expectations 

(negative disconfirmation) the consumer is likely to be 

dissatisfied [31], [32]. Similarly, customer experience has 

been argued by Millard [33], as the expected gap between the 

level of customer experience that customer thinks they should 

be getting and the level they actually received. Therefore, 

expectation and perceived performance play a vital role in 

customer satisfaction and post-purchase behaviour such as 
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customer retention. This theory will underpin the relationship 

between customer experience and behavioural intention 

which ultimately leads to customer retention. Similarly, this 

theory will help to underpin customer satisfaction and 

behavioural intention relationship which will help to 

determine the customer repurchase behaviour. 

C. Marketing Mix Theory 

The marketing mix concept is one of the core concepts of 

marketing theory. McCarthy [34] explained the concept of 

basic marketing mix 4P‘s (product, price, promotion and 

place). Similarly, different modifications to 4P‘s marketing 

mix framework have been proposed in various studies 

[35]-[37]. McCarthy [34], p. 35] defined the marketing mix as 

a combination of all the factors at the marketing manager‘s 

command to satisfy the target market. McCarthy and Perreault 

[38] have defined the marketing mix as the controllable 

variable that an organization can coordinate to satisfy its 

target market. This definition is more elaborated by Kotler 

and Armstrong [39] as the set of controllable marketing 

variables that the firm blends to produce the response it wants 

in the target market. Industrial marketers have claimed that 

the marketing mix makes it unique due to its features and 

hence it becomes different from consumer marketing [40]. 

Bitner, et al. [41] have modified the traditional 4P‘s 

framework to 7P‘s marketing mix. Hence, this modification 

includes the service marketing requirement including physical 

evidence and process. Moreover, the marketing mix theory 

framework includes product, price, place, promotion, 

participants, physical evidence and process. For this study, 

marketing mix elements such as price, product, promotion, 

physical evidence, process, and place will be used to 

determine customer repurchase behaviour in the 

telecommunication sector. 

 

III. CONCEPTUAL FRAMEWORK AND HYPOTHESES 

This study proposes a conceptual model (Fig. 1.) based on 

UTAUT 2 model and drawn upon expectation confirmation 

theory [42]. The proposed conceptual model seeks to better 

understand how the expectation of customer satisfaction and 

customer experience influence customer repurchase 

behaviour among mobile phone service users in Australia. 

The definition of all the constructs is mentioned in Table I. 

 

 
Fig. 1. Conceptual model and hypothesis. 

 

TABLE I: DEFINITION OF THE CONSTRUCTS 

Constructs Definition Reference 

Customer 

Satisfaction 

―Satisfaction is defined as the 

degree to which a business‘ 

product or service 

performance matches up to 

the expectation of the 

customer. If the performance 

matches or exceeds the 

expectation, then the 

customer is satisfied, if the 

performance is below par 

then the customer is 

dissatisfied‖. 

Roberts-Lombard 

(2009, p. 84) 

Customer 

Experience 

A customer ‗s experience can 

be defined as the expectation 

gap between the level of 

customer experience that the 

customer thinks they should 

be getting (built up by 

marketing promises and 

other experiences) and the 

level they actually receive. 

Millard (2006) 

Price Value Price value is defined as the 

consumers‘ cognitive 

trade-offs between the 

perceived benefits of the 

application and the monetary 

cost of using them. 

Dodds et al. 

(1991) 

Hedonic 

Motivation 

Hedonic motivation is 

defined as the practical and 

emotional incentives for the 

customer to participate in 

shopping or buying related 

actions 

(Brown et 

al.2005) 

Habit It is defined as 

―situation-specific sequences 

that are or have become 

automatic so that they occur 

without self-instruction‖. 

(Limayem et al. 

(2007) 

Social 

Influence 

It is defined as the degree that 

an individual feels that the 

other important person such 

as (family, friends, social 

networking friends and 

co-workers) influence 

him/her to use their mobile 

service. 

(Venkatesh et al. 

2003) 

Facilitating 

Conditions 

It is defined as the degree to 

which an individual believes 

that an organizational and 

technical infrastructure exists 

to support the use of mobile 

service and the mobile 

support system. 

(Venkatesh et al. 

2003) 

Effort 

Expectancy 

Effort expectancy is defined 

as the degree of ease 

associated with the use of the 

mobile service and support 

system. 

(Venkatesh et al. 

2003) 

Performance 

Expectancy 

It is defined as the level or 

extent that the mobile service 

consumer believes that using 

mobile service can improve 

their performance in doing 

any task in their daily life. 

Venkatesh et al. 

2003) 
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Behavioural 

Intention 

It is defined as the degree to 

which a person has 

formulated conscious plans 

to perform or not to perform 

some specified future 

behaviour related to mobile 

service consumption. 

(Warshaw & 

Davis 1985) 

 

IV. RESEARCH METHODOLOGIES 

A. Measurement 

Before designing the current instrument to be used, existing 

instruments were considered. Questionnaire items were 

adopted from the previous literature for customer satisfaction, 

customer experience, facilitating conditions, performance 

expectancy, effort expectancy, social influence, price value, 

habit, hedonic motivation, behavioural intention and 

repurchase behaviour [24], [30], [43]-[51]. In order to assure 

the accuracy and validity of the instrument and to reduce the 

measurement error, the instrument development procedure 

suggested by Churchill [52] was followed. This includes 

specifying the domain of each construct, generating the 

demonstrative sample of items, purifying the measure through 

a pilot study, collecting further data, and assessing the validity 

and reliability of the measure [53]. 

In quantitative research, defining a construct‘s meaning 

and domain are preliminary steps in developing an accurate 

and content valid instrument. 

The initial instrument was prepared in two phases. Pre-test 

and pilot test are conducted in order to validate the content 

and convergent validity for each construct. First, an initial 

pool of 64 items was generated. The items were reviewed and 

edited to capture the core of the concepts. A pre-test was 

conducted in this research in order to check the mechanical 

structure of this questionnaire and to make sure that the 

response categories to the questions were correct and there 

were no ambiguous, unclear or misleading items [54], [55] 

recommends that 10 people from the same study group or 

people to whom the questionnaire is relevant are enough to do 

the pre-test. In this study, 10 people of similar work and 

experience are used for the pre-test. The main objective of 

running a pre-test study was to obtain feedback about the 

survey itself. 

The researcher developed a preliminary online and hard 

copy questionnaire in Qualtrics online software, which 

includes the greetings, plain language statement, and 

volunteer consent option. The researcher and his supervisors 

revised the questionnaire thoroughly to eliminate issues and 

errors in functionality, spelling and wording of the document. 

The final pre-test document was sent to volunteer participants 

for feedback. This pre-test study has uncovered some 

underlying issues and the problem with the research 

instrument that had not been taken into account before, and 

those problematic items and wording were modified to 

improve the overall instrument. Some of the important aspects 

which arose during the pre-test study were: time, an excessive 

number of questions, some constructs definition and 

overlapping issue, repetition of some questions, double 

barring and mobile technologies naming convention issues. 

A pretest study was conducted with ten participants from 

academics and industry [55]. In this research a 4-point 

interrater scale is used, 1 not relevant, 2 for somewhat 

relevant, 3 for moderately relevant, and 4 for extremely 

relevant. Therefore, based on these judgments made by raters, 

the consensus among the raters or observer combines to form 

an important source of accurate measure [56]. The interrater 

reliability was measured using SPSS software after pre-test 

and the intra-class coefficient value was 0.8 [57]. The 

construct relevancy was checked during this pretest and 

feedback from the panel was added in the research instrument. 

After the pretest, a pilot study was conducted with fifteen 

participants. Julius suggests that there should be a minimum 

of 12 participants. According to the researchers Treece and 

Treece [58], the sample size of the pilot study should be 10% 

of the main study sample size. In this study, the researcher 

considers the minimum sample size 10 for the sake of this 

pilot study. The researchers‘ aim was to evaluate the 

reliability of research constructs items. The researcher 

emailed the questionnaire link followed by the weekly 

reminder to the volunteer participants; 15 respondents 

participated in this study. Based on a number of participants, 

email was sent to the participant living in all states of 

Australia including NSW, VIC, QLD, WA, SA, TAS, ACT 

and NT respectively. The reliability shows that Cronbach‘s 

alpha value for this pilot study is 0.8. The indicators for 

customer repurchase behaviour are formative. 

The below-mentioned Table II shows the number of 

indicators for each construct. The complete list of questions 

can be found in the Appendix. 

 
TABLE II: THE INITIAL NUMBER OF ITEMS PER FACTOR 

Variables Code No. item 

Facilitating Conditions FC 7 

Performance Expectancy PE 6 

Effort Expectancy EE 7 

Social Influence SI 6 

Hedonic Motivation HM 7 

Habit HT 6 

Price Value PV 5 

Customer Satisfaction CS 6 

Customer Experience CE 9 

Behavioural Intention BI 5 

Total  64 

 

B. Data Collection 

The participants are approached via an online survey. For 

this purpose, a marketing company was hired named as 

Research Now. The respondents were Australian mobile 

phone users over the age of 18 and all samples are 

representing the Australian population according to the 

demographics. The Qualtrics survey link was shared with the 

company and responses were saved at RMIT database. The 

sample size for this survey was 1985 and the response rate 

was 18.7 per cent. Total 372 fully completed questionnaires 

were returned prior to data analysis. After the initial data 

cleaning, i.e. missing values, outliers and normality, 364 valid 
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responses were used for further analysis.  

 

V. DATA ANALYSIS AND RESULTS 

A. Demographics 

There were 364 respondents to questionnaire survey after 

data cleaning i.e. removal of unengaged responses. There are 

184 (50.5 per cent) of with majority of male participants and 

180 (49.5 per cent) female in this study. The respondents are 

in age range of 18-25 (15.1 per cent), 26-35(18.1 per cent), 

36-45(17.6 per cent), 46-55(17 per cent), 56-64(16.2 per cent) 

and >65 (15.9 per cent).  

B. Instrument Validation 

The partial least square path modelling was used for scales 

validity because it provides more flexibility with sample size 

and residual distribution [59]. In this study, the most recent 

version of SmartPLS 3 is used. In this study, Table II, III and 

IV indicates the measurement model‘s construct reliability 

which was tested by Cronbach‘s Alpha and they were above 

the recommended 0.7 value [60]. Convergent validity values 

in term of average variance extracted (AVE) were above the 

recommended 0.5 value. [61]. Factors loading of less than 0.7 

has been removed to strengthen the item reliability. Item 

loading less than 0.4 can be retained, unless if it's deletion will 

lead to improvements in the value of AVE and composite 

reliability [59]. Since reflective items are interchangeable, 

some can be omitted and PLS is flexible with a low number of 

factors per latent variables [59], [62]. According to Hair , et al. 

[59] the outer loading just need to be higher than cross 

loading. As discriminant validity is established using 

Fornell-Larcker criterion which compares the square root of 

the AVE values with latent variable correlations. The results 

show that AVE exceeds the squared correlation of constructs 

mentioned in Table III. The constructs with factor loading 

lower than 0.7 are removed from the measurement model. It 

hasn‘t affected the content validity of the constructs, after 

deleting the items from constructs, such as behavioural 

intention, customer experience, customer satisfaction, effort 

expectancy, price value, facilitating conditions, hedonic 

motivation, and habit. 

To investigate the common method variance (CMV), for 

this study research has implied Harman‘s one-factor test, 

which revealed all ten constructs with the first order factor 

accounting for 35.76% variance. Thus, it is concluded that 

CMV was not an issue for data analysis. 

Discriminant validity is the degree to which a construct is 

differentiated from other constructs by empirical 

standards[59]. Moreover, Chin [63] argued that discriminant 

validity indicates the measure to which each latent variable or 

construct is more highly related to its own measures than with 

other constructs. Furthermore, discriminant validity is 

achieved on the completion of two important criterions. First, 

according to Straub, et al. [64] the measurement item should 

show high loading on their theoretical intended constructs and 

must not load highly on other constructs. Secondly, the 

construct should exhibit adequate discriminant validity when 

the square root of the AVE is greater than the inter-construct 

correlations [61], [64], [65] 

TABLE III: CONSTRUCT RELIABILITY, ITEM LOADINGS, COMPOSITE 

RELIABILITY AND AVE 

 
 

It is concluded as that the shared variance between each 

latent variable or construct and its items or indicators is 

greater than the variance among other constructs. Hence, for 

this study, the model did pass the discriminant validity test as 

the Fornell-Larcker criterion as mentioned in Table IV. 

 
TABLE IV: DISCRIMINANT VALIDITY (FORNELL-LARCKER CRITERION) 

  BI CE CS EE FC HM HT PE PV SI 

BI                     

CE 0.765                   

CS 0.833 0.757                 

EE 0.73 0.702 0.794               

FC 0.813 0.874 0.845 0.757             

H

M 0.848 0.82 0.69 0.75 0.726           

HT 0.621 0.605 0.578 0.77 0.541 0.848         

 

Henseler, et al. [66] argued that HTMT value above the 

threshold value of 0.9 shows a lack of discriminant validity. 

The below-mentioned Table V shows that all values are less 

than 0.9 threshold value. Hence, the research model meets the 

criterion for discriminant validity. 

 
TABLE V: HETEROTRAIT-MONOTRAIT RATIO (HTMT) 
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VI. DISCUSSION  

This study examined the effect of customer satisfaction, 

customer experience, facilitating conditions, effort 

expectancy, performance expectancy, social influence, habit, 

hedonic motivation and price value on customer repurchase 

behaviour mediated by behavioural intention. The conceptual 

model was built on UTAUT model, expectation confirmation 

theory and marketing mix theory. For this purpose, a research 

instrument was developed from previous literature followed 

by pretest and pilot study. In this paper, the construct 

reliability, average variance extracted, and composite 

reliability was measured by running analysis in PLS software. 

The item loading was measured, and discriminant validity was 

tested. In the next phase, hypothesis testing will be done to 

measure the direct effect of the independent and dependent 

variable. Also, the moderating effect created by age, gender 

and experience will be measured in further analysis. The 

significance of this paper is to test and validate the research 

instrument. This instrument can be used for further studies by 

other researchers in the field of IT and telecommunications. 

From this study, managers and business can implement this 

model in order to increase company revenues. 

The present research extends the UTAUT2 model to the 

mobile service context and investigates factors affects users 

repurchase behaviour. The theoretical framework has passed 

the measurement model criterions. The results show that all 

the constructs have adequate item loadings with acceptable 

CR and AVE. The measurement model did pass the 

discriminant validity test, which shows that every construct is 

distinguished in characteristics from all the other constructs in 

this research model. 

VII. CONCLUSIONS AND FURTHER WORK 

This model is suitable for structural model testing and 

hypotheses testing for this study. This model needs to follow 

the structural model steps in the further analysis. In the 

previous step, the validation of the research model is 

thoroughly assessed through different reliability and 

validation methods. In this next, the structural model is 

assessed. In this step, the model is evaluated based on some 

criterions. The structural or inner model evaluates the 

relationship between constructs. Furthermore, it is defined as 

the casual and correlation relationships between constructs 

via direct or indirect links. As, in this study, the coefficients 

between latent variables are examined using PLS-PM (Partial 

least square path modelling) analysis. The model testing 

identifies and examines whether there is empirical evidence 

for the hypothesised relationship between latent variables. 

The model testing for structural modelling includes the 

examination of variance explained by each construct, the 

signification of each relationship, and the model‘s predictive 

relevance. 

 This model can be used with other demographic samples 

for further testing in other service industry context. As in this 

study, it is being studied in the context of mobile 

telecommunication services. The theoretical implications of 

this paper are three-fold. First, this research contributes 

towards filling a gap in the IS discipline that customer 

satisfaction is a critical factor for customer behavioural 

intention. Secondly, this research contributes in developing 

an extended model which can help the mobile businesses and 

networks that what type of customer experience issues can 

cause an impact on the behavioural intention of the customer 

for mobile service repurchase. Given the importance of 

soliciting recommendations from mobile service users, the 

finding of this research could benefit the practitioners in 

various ways. First, the companies can understand customer 

needs and this model enhances the factors affecting users‘ 

intention to repurchase mobile service. Thus, this research 

helps in cultivating value to enhance users‘ intention to 

recommend services to other by positive word of mouth.  

This model can be used by mobile telecommunication 

businesses for building up their marketing and business plans. 

This research model has provided a framework for the 

extension UTAUT2 model in the field of mobile 

telecommunication services. By the virtue of this model, 

research can further investigate the issues in other service 

industries. 

APPENDIX 

APPENDIXES, LIST OF ITEMS 

Code Item 

EE1 

It is easy for me to become skilful at using mobile services such 

as voice and data. 

EE2 

My interaction with mobile services such as voice and data is 

clear and understandable. 

EE3 Mobile services such as voice and data services. 

EE4 Mobile online billing & payment service. 

EE5 Overall, mobile services. 

EE6 Mobile internet services. 

EE7 The terms and conditions of the mobile services. 

PE1 

Using mobile services has saved the time during my routine 

tasks. 

PE2 The mobile value-added services are useful in my daily routine. 

PE3 Using mobile services increases my productivity in daily life. 

PE4 

The use of mobile services will increase my chances to improve 

my overall performance in daily life. 

PE5 

The mobile services enable me to accomplish tasks more 

quickly. 

PE6 

Mobile services have helped me generate more innovative 

ideas. 

BI1 I will repurchase the offerings from my service provider. 

BI2 

I will recommend the mobile products and services of my 

service provider to others. 

BI3 

I intend to continue using mobile services such as bundle 

packages (mobile phone and home broadband) offered by my 

service provider in the future. 

BI4 

I plan to continue to use the mobile phone product and services 

frequently. 

BI5 

If the price is reduced, I will be glad to use the mobile services 

of another service provider. 

SI1 

My friends can influence me in choosing the mobile data 

services of their service provider. 

SI2 

My family has influenced when choosing the mobile service 

provider. 

SI3 

Whenever I feel difficulties in investigating mobile products or 

services, I contact my friends to take their opinion. 

SI4 

My colleagues have influenced me to choose the mobile service 

such as voice, data and bundle mobile broadband plans. 

SI5 

Social media friends have affected my decision to stay with my 

service provider. 

SI6 

My family and friends can influence me in choosing the data 

services of their service provider. 

FC1 

My service provider has provided resources such as network 

coverage, necessary to use my mobile service products. 

FC2 My service provider facilitates with the necessary technical 
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customer support for the use of their mobile phone services. 

FC3 

I cannot get help from my service provider when I have 

difficulties using mobile services. 

FC4 

Whenever I have encountered difficulty with the use of mobile 

service, I can use the information from a service provider to 

solve the problems. 

FC5 

Whenever I connected my mobile data service from my 

location, network service is available. 

FC6 

Whenever I use my mobile data service from my location, 

network service is available. 

FC7 

Mobile broadband service connectivity from my home location 

to service providers‘ network is: 

HM1 

New data technologies such as (3G/4G/LTE) in mobile service 

can increase my interest to use the mobile service. 

HM2 Using mobile services can bring some recreation. 

HM3 Using the mobile services of my service provider  

HM4 My mobile service providers' offers 

HM5 

Using the mobile services of my service provider, including 

voice and data. 

HM6 

Using the mobile services of my service provider, including 

voice and data. 

HM7 The mobile value-added services of a service provider. 

HT1 The use of mobile services has become routine for me. 

HT2 I am addicted to using mobile services such as voice and data. 

HT3 I must use mobile services including mobile data services. 

HT4 I would not find hard to use the mobile service. 

HT5 Using mobile services has become natural to me. 

HT6 Using mobile service would require minimum effort to use it. 

CS1 

The mobile services such as voice, data and broadband services 

that you use. 

CS2 The performance of mobile services. 

CS3 

The speed of mobile phone data services offered by the service 

provider. 

CS4 

The accurate billing information related to usage by the service 

provider. 

CS5 Overall, I am satisfied with my mobile service provider. 

CS6 

I received adequate required information for the service that I 

needed. 

CE1 

The employees of my service provider as per my experience are 

willing to help, whenever I need any assistance. 

CE2 My experience with mobile services of my service provider. 

CE3 

I will rate my experience with my previous service provider 

plan. 

CE4 My information privacy protection experience as a customer. 

CE5 

My customer care experience with my service provider, such as 

(receiving outage notification) 

CE6 The mobile value-added service -Less than my expectation. 

CE7 

The quality of voice calls such as (voice clarity, signal 

strength). 

CE8 

The resolution of service complaints -Less than my 

expectation. 

CE9 The reliability of data services -Less than my expectation. 

PV1 My mobile services are a good value for the money. 

PV2 The service provider provides a variety of price plan. 

PV3 

The mobile plan offered by my service provider is reasonably 

priced. 

PV4 

At the current price, my mobile service provider provides good 

value for data bundle plan (mobile phone, broadband and home 

broadband). 

PV5 

The service provider provides the flexibility of changing the 

price plan. 
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