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Abstract

Based on mobile shopping context, this study examines the mechanism of customer delight on
customer engagement behaviours, and explores a mediated moderation model in this relationship.
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The results indicate that customer delight has significant positive effect on customer engagement
behaviours, which this relationship is moderated by online shopping experience and mediated by
customer commitment. Additionally, the interaction of online shopping experience and delight on
engagement behaviour is mediated by customer commitment. Findings can provide some implica-
tions for mobile retailers in sustaining customers.
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Figure 1. Concept model
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Table 1. Result of reliability and convergent validity analysis
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Table 3. Test result f main effect and mediation effect of commitment
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