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Abstract

Mobile shopping scenario is the first line of interaction between customers and mobile retailers,
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and it is also an important tool for mobile retailers to attract and retain customers. This study
builds a model of investigating the effect of customer delight on customer engagement behaviour.
This study finds that customer delight significantly affects customer engagement behaviour. The
simple mediating role of customer psychological contract and affect commitment in the relation-
ships between customer delight and customer engagement behaviour is significant. Additionally,
their chain mediating role is significant. This study expands the theory of delight and engagement
behaviours, which it also provides suggestions for mobile retailers on strengthening customer
engagement behaviour.
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Figure 1. Concept model
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