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Abstract:

Purpose - This paper examines the relationship between feelings toward buying wine on
mobile phones and m-commerce website loyalty by examining a) the mediating role of sales
promotion and b) the moderating role of service attributes of the m-commerce websites.

Design/methodology/approach - The study comprised a questionnaire among 2754 responses
from six countries (France, Germany, Greece, South Africa, United States and Canada). Non-
probability criterion-based purposive sampling was used, screening for legal drinking age and
ownership of a smartphone.

Findings - Results show that sales promotion mediates the relationship between feelings
towards buying wine on mobile phones and m-commerce website loyalty

Practical implications - Wine producers and retailers should consider the use of sales
promotion to enhance sales and loyalty to m-commerce websites.
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1. INTRODUCTION

With more than 139 million results produced by Google when the words "purchase" and
"wine" are searched together, it is clear there is enormous competition for wine producers or
retailers on the Internet. According to eMarketer (2015), total retail sales are growing slowly
but steadily in the US. Although e-commerce is growing more quickly than offline sales, e-
commerce is expected to rise only slightly as a share of the total, from 7.2% this year to 9.8%
by 2019. Mobile e-commerce is an even smaller proportion, accounting for a tiny 1.6% of all
retail, and by 2019, its share is projected to be only 2.7% of the total. Understanding
FRQVXPHUVY SHUFHSWLRQV RI PRELOH FRPPHUFH DQG WKH
negatively affect these perceptions is thus important for wine marketers.

The subject of the mobile interface connecting the user to an online store (e.g. smartphones or
tablets), remains an important subject that has not been adequately addressed. Usage growth
of mobile devices, specifically of smartphones is favouring the surge in mobile shopping
(Lenhart et al, 2011). Lee et al.(2015) propose that factors such as mobile phone simplicity
and interactivity are enhancing the user experience, leading to positive perceptions about
using a mobile phone for m-commerce. Some recent research has focused on the adoption,
acceptance and use of m-commerce; the utilitarian and hedonic factors that might influence it
(Li et al, 2012); and its customer satisfaction (Choi et al, 2008; Trevinal & Stenger, 2014).
Lee et al.(2015) also examined customer V{psitive involvement as a precursor to website
loyalty where distrust mediates customer perceptions of various web features in the process
of building customer loyalty.

This paper examines the relationship between feelings toward buying wine on mobile phones
and OR\DOW\ WRZDUG WKH ZL-dQnincEcthetsixs: spetifiddl e kt@iA UV ] P
proposes that sales promotion mediates the relationship between feelings toward buying wine
on mobile phones and loyalty toward m-commerce websites and that the indirect effect of

sales promotion is dependent on service attributes of the wine producer UHW Bt OHU V
commerce website. The study is organised as follows. First we conceptualise online sales
promotion, service delivery attributes of m-commerce websites, the affective state of buying
wine on mobile phones and m-commerce website loyalty. We then develop the theoretical
model and hypotheses. The moderated-mediation model is then tested using 2754 responses
from six countries. Finally, results and analysis are interpreted and discussed, then the
theoretical contribution and practical implications of the study are discussed.

2. DEVELOPMENT OF THE THEORETICAL FRAMEWORK

This section starts with a discussion of the key constructs being investigated i.e. online sales
promotion, feelings towards buying wine on mobile phones, m-commerce website loyalty
and service attributes on websites, and then develops the theoretical model.
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ONLINE SALES PROMOTION

Online wire salesurrentlyrepresent less than 5% otdlwine sales in developed countries
(Higginset al., 2014) although growth in online sales is expected. In a study across
numerous industriefi¢ most frequently used online advertising methvoele email ad,
social media and webpag@seflanger al., 2014).0f the various promotional toolsnline
ads havéeen found to hava significant positive effect on sales (Peng!., 2014).In the

US wine industry specificallyThachet al. (2014)foundthatonline newsletters, social
media, and electronic wowmf-mouth were the most importamline sales promotien

Online sales promotion offers practical advantages (temporal and spatial), financial
advantages (through comparing prices), and hedonic ways afmorgErogluer al.,

200]). Thus, positive feelings towards buying wine via mobile phonescould be stronger when
there sales promotion is present on the sellers’ website.

FEELINGS TOWARD MOBILE-WINE PURCHASING

When people are feeling positive, they temdhéve more favourable expectations for the
future (Master& Wyndol, 1976). Wexpectthat if consumersave positive feelings about
buying wine using mobile then they are more likelyntake purchasdsom a wine firm or
seller’s website. This is consistent withWu et al.  2008)studysuggestinghatemotions e
a significant predictor of purchase intention.

M-COMMERCE WEBSITE LOYALTY

Previous research has suggested that customer loyalty shoulddoaskguencef
perceived vala, customer satisfdon, trustand habit (Lin & Wang, 2006Dnline loyalty or
e-loyalty has been defined as a consumer’s intention to buy from a website or to visit it again
(Cyret al., 2006; Flavitrer al., 2006 Yoonet al., 2008).Buying intentionsherefore,
provide ameasure ofttitudinal loyalty, defined as the level of customer’s psychological
attachment, willingness to recommend the service provider and engage in positive-
mouth YWOM) communications (Kaur & Soch, 201®)follows thenthat satisfied customs
who are memberof awine group or have liked wine fan page, for example, would be
willing to engage in WOM communicationiBhis type of loyalty includes a degree of
dispositional commitment associated with repeat purchase beh&itaudhuri &
Holbrook, 2001).

Service attributes of wine website

In our conceptualisation, we have taken into account that wine is heavy, fragile and difficult
to deliver, requiring special care from transporting companies. It is importantfonmerce
orders to attainmetime delivery to maintain customer trust and satisfaction (lPedét
2015).Bressolles& Durrieu(2011) suggest that the main componentssérwice quality are
information, ease of use, and the design, reliability and security of the website t€dnsis

with these components, we conceptualise that the service delivery attributes of a wine e
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commerce website include folleup communication, ctime delivery, tracking service and
low delivery charges.

We develope@ moderated mediation modbhtexamnes sales promotion as the mediating
mechanism andervice attributes of the websiteaasoderaing variablewith regards to the
effect of feelings toward mobile wine buying mcommerce website loyaltffhe three

most commonly used measures of emotines pleasure, arousal and dominance (PAD)
(S¢rensen, 2008; Koufaris, 2002), which are normally related to the environmental stimuli
component in reommerce (Kaikkonen, 2012). We halr@wn on Mehrabian and Russé&IV
(1974) PADtheory to substantiate omoderated mediated model of wine purchase via
mobile phonesand websiteandto develop ouhypothess.

Figure 1: Research Model

v M, X = Feelings towards buying wine on mobile phon
Y = Mobile website loyalty
Mi = Sales Promotion

* ' w = Service (wine deliveryattributes of the website

Based orthetheoreticaimodel and suggestisfrom relevant literature wstatethat

H1: Sales promotional effordo notmediate the relationship between feelings towards
buying winevia mobile phone and mommerce websityalty

H2: Online service (wine delivery) attributes of the webditenotmoderate the strength of
the mediated relationship between feelings towards buying wine on mobilesmohes
commerce websitevia marketing and promotional efforts

3. RESEARCH METHOD
3.1 Sample and Data collection

This research involved, 754respondents from six countrisrance, Germany, Greece,

South Africa,United Statesind Canada Data was collected using both personal and online
guestionnaires. Noprobability, criterion-based purposive sampling was used because it
allowed the researchers to intentionally select participants who have experience with the
central phenomenon being explolgthir er al. 2009. In this study the central phenomenon
under investigation si exgence with wine website3he sample wamitially screenedor

legal drinking age and ownership of a smartphone for online ac®ssecruitment criteria
included whether participants wareembes of awine club orliked a fan pageedicated to

wine. The sample included a large number of students as they are active Internet and mobile
users comprisingd2.7% of total participants
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3.2. Survey Instrument

To measure the feelings with regards to buying wine using a mobile phone, we adapted
Mehrabian and Russell’s (1974) PAD scale. Participants responded to items assessing their
feelings, using bi-polar items with anchors including harmful/beneficial, unpleasant/ pleasant,
bad/ good, worthless/valuable, and unenjoyable/enjoyable on a five-point semantic
differential scale, where 1 represented “negative feelings” and 5 “positive feelings”. We used
the PAD scale due to its continual high reliability (Valdez & Mehrabian, 1994).

Researches have indicated different intentions to revisit the website. The first one is how
usability defines the promptness of how the system could be used (Davis, 1989), and how
user friendly, easily navigated and organized it is (Parasuraman et al., 2005). In our
conceptualisation, m-commerce website loyalty is the extent to which an m-commerce
website provides the required information, perceived usefulness, ease of use and the extent to
which a visitor has the behavioral tendency to regularly visit it. This construct is measured
with four items using a 5-point Likert type scale, where 1 refers to “strongly disagree” and 5
to “strongly agree”. The construct contains items: I know which website I should visit to get
the information I need; I am loyal to a particular website; I can find my favourite website
address without much effort; I can immediately recognise my favorite website address if it is
presented among other addresses.

The service attributes of an m-commerce website are defined as the extent to which such
attributes encourage buying wine on a mobile phone. We asked respondents to rate items on a
Likert-type scale where 1 denotes “very unimportant™ and 5 denotes “very important”. The
construct is measured with four items: on-time delivery; quality of the wine; tracking your
online purchase and low delivery charges. The assumption is that on-time delivery and
quality of wine influences consumers’ feelings towards buying wine via mobile phones and
enhances m-commerce website loyalty. The assumption is that quality of wine and on-time
delivery influence website revisits while being able to track orders online assures consumers
and builds confidence in the transaction exchange. Yoon (2002) found that both trust and
satisfaction positively influenced website revisits. We asked participants to rate the
importance of online sales promotion when buying wine through mobile phones, measured
on a 5-point scale where 1 denotes “unimportant” and 5 denotes “important”.

To examine the mediating role of sales promotion in the relationship between consumers’
feelings toward buying wine on mobile phones and m-commerce website loyalty, we propose
that sales promotion efforts do not mediate the relationship between positive feelings towards
buying wine on mobile and loyalty to a m-commerce website. The assumption is that online
service (wine delivery) attributes of the website do not moderate the strength of the mediated
relationship between positive feelings towards buying wine on mobile phone and m-
commerce websites loyalty via marketing and promotional efforts

In our study, m-commerce website loyalty is a major dependent variable. The independent
variable consisted of consumer feelings toward buying wine using mobile phones. Service
(wine delivery) attributes and sales promotional efforts entered the model as mediating and
moderating variables respectively. We deemed it necessary to control for wine expertise and
drinking habits on the hypothesised relationship (moderated mediation).
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3.3. Scale Validation

Using Preacher et al.  §007) procedure, we report a moderated mediation test of our model

that used survey data collected from 2754 responses from six countries. The most commonly

XVHG WHVW IRU LQWHU Q Ddphk ®R@Qn¥dch, VWH )Qifd Waluvs f&rthR QED FK {V
independent and mediating and moderating factors ranged between .69 and .89. Rossiter

(2002) suggests the importance of expert judgement for the face validity of the research

instrument. Accordingly, twelve experts from marketing and information science fields

critically evaluated all the items in the research instrument to assess content validity,

representativeness, dimensionality, comprehensibility and unambiguity.

To analyse unidimensionality, exploratory factor analysis (EFA) was employed using SPSS,
version 20. This was followed by confirmatory factor analyses (CFA) for validation of the
measurement model. All of the fit indices (RMR = 0.03, GFI =.99, AGFI = .98, NFI = .98,
TLI = .98, CFI = .99 RMSEA = 0.03) were in the acceptable range as suggested by Bentler
(1992). In addition, we found all the individual factor loadings to be highly significant, giving
support for convergent validity (Gerbing & Anderson, 1988). We calculated the Cronbach
alpha coefficient, composite factor reliability, and average variance extracted for each of the
scales and the values were in the desirable range except for online service (wine delivery)
attributes, which fell below the cut-off criteria. We made the decision to retain service (wine
delivery) attributes for mobile wine purchase in our analysis on theoretical grounds. We also
tested for alternate models and found the original models to be better than all the constrained
models. Table 1 shows that our measures have the required construct validity.

Table2: Results of construct validity

CR AVE MSV ASV SMOB FMOB MKT
SMOB  0.70 0.35 0.17 0.10 0.59
FMOB  0.90 0.63 0.04 0.03 0.19 0.80
MKT 0.60 0.47 0.17 0.10 0.41 0.18 0.66

Note: *Factor correlations and discriminant validity (square root of average variance extracted displayed on the diagonal).

SMOB = Service attributes for buying wine on mobile phone
FMOB = Feelings towards buying wine on mobile phone
MKT = Marketing efforts

CR = Composite Reliability

AVE = Average Variance Extracted

MSV = Maximum Shared Variance

ASV = Average Shared Variance
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4. RESULTS AND DISCUSSION

We used hierarchical multiple regressions to test Hypothesis 1 and hierarchical moderated
regression to test Hypothesis 2. In all anedyse entered the control variablesiohe

expertise and drinking habit. All variang®lation factors inour regression were below 2;

and none of the bivariate correlations had high coeffisjsnggesting that multicollinearity

is not an issue in our analysis.

After controlling for wine expertise and drinking habite found thafeelings towards
buying wine on mobile and online sales promotioerepositively relatedf = .17, p<.001)
and feelings towards buying wine on mobile and website loyadte significan{s = .03,
p<.09. The mediating factor online sales promotion and website loyatgwegatively
related § =-.06, p<.00]). The results show that the direttect of feelings towards buying
wine on mobile phone and loyalty towardscommerce website ithe presence of online
sales promotion was not significgpt=-.03, S.E = .01y >.05).

Positive feelings toward buying wine on mobile phones and m-commerce websites are

mediated via online sales promotion (HI). This relationship is stronger indirectly (FMOB)

> online sales promotion (PROMP m-commerce website loyalty (LOYpE -.01, S.E. =

.03, Boot LLCI =-.02, Boot ULCI =-.01).Absence of zero betwa Boot LLCI(Boot Lower

Level Confidence IntervaBnd Boot ULCI(Boot Upper Level Confidence Intervaipports

our hypothesis (H1We followed Preacher et al. (2007) to establish moderation when testing
Hypothesis 2. After controlling for wine expegdiand drinking habits, feelings toward

buying wine on mobilphonesDQG ZHEVLWH OR\DOW\ ZHUH VLJQLILFDQVW
=.03, S.E =.01, p<.05) and the mediating factor online sales promotion and website loyalty

ZDV QHJDWLY HO06,$EOM W KH.M®1). The moderating variable online service

(wine GHOLYHU\ DWWULEXWHY DQG ZHEVLWH OR\DOW\ ZHUH \
S.E = .02, p <.001). The interaction term for feelings towards buying wine on mobile phone
ZLWK RQOLQH VHUYLFH ZLQH GHOLYH W) waréshificaBt>nw H V
predicting website loyalty.

Moderated mediatiowas assessed followirRyeacher et a(2007)to determinavhether the
strength of the mediation diffeacross the levels of the moderator in predicting the effect of
feelings toward&uying wine on mobilphonesand website loyalty. Moderated mediation is
demonstrated when the conditional direct effect of feelings towards buying wine on mobile
phones andn website loyalty via sales promotion differs in strength across the values of th
moderator (wine delivery service attributés)e operationalized high and low levels of

online service attributes as one standard deviation above and below the mearaste?e.
presents the estimates, standard errors, and significance value ofdhi®cahdirect effect

of independent on dependent variable at values of the moderator.
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Table 2: Moderated mediation result for sales promotion and online (wine delivery) service

Moderator Level Conditional SE Sig LLCI ULCI
direct effect
Online service -84 -.05 .02 .03 -.09 -.01
(wine delivery)
attributes .03 .02 .05 .00 .06
.84 A1 .02 .00 .07 15

Results show that online service (wine delivery) attributes moderated the mediation of
online sales promotion between the positive feelings towards buying wine on mobile phone
and m-commerce websites loyalty (H2)

Additional observations

e The effect of feelings towards buying wine on mobile pls@me mcommerce
website loyalty is stronger when buyers receive higher levels of sereroenr
commerce whsites (See Table 1).

e Results show that for online service (wine delivery) attriputessconditional direct
effects were at higher values of the moderator (B = .11, S.E =.02, p <.001) than at the
mean score (f = .03, S.E =.02, p=.05). Taken togetheresults verify our observation
that there waa moderated mediation.

7. CONCLUSIONS

This paper examines a) the mediating role of sales promotion in the relationship between
feelings towards buying wine through mobile phones armbmmerce websites and gt
moderating role of service attributes ofammmerce websites in influencing the mediation.

We did not found support for null hypothesis and accepted alternative hypothesis. That is,
sales promotional efforts mediate the relationship between positiege¢owards buying

wine via mobile phone and-sommerce website loyalty. The online service (wine delivery)
attributes of the website moderate the strength of the mediated relationship between positive
feelings towards buying wine on mobile phone ardammerce websites loyalty via

marketing and promotional effort®ur additional finding sheds further light into these
relationships, for example, positive feelings towards mobile wine buying and loyalty towards
m-commerce websites are related with higlesels of online sales promotidResults show

that for online service (wine delivery) attributes, the conditional direct effects were at higher
values of the moderator than at the mean score. Taken together, results verify our observation
that there was moderated mediation (See Table 2). This suggests that mobile wine
purchasing is effective when wine sellers include sales promotion on tveimmerce

websites and that service attributes seem to moderate the likelihood ofnapbaseT he

growing useof radio technology systems such as Beacon should provide wine sellers with
“push marketing” techniques in order to make customers aware of the availability of their
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wine in the local area. Push marketing, including mobile email, SM&yprand other phs
notifications, has the potential to reach customers with messages whenever and wherever
they are, enabling further growth ofecommerce (Pelet, 2013). Locatibased or time
sensitive offers coupled with opt alerts can be a winning combination to ammversion

and engagement (Pelet, 2014), especially at the Hamoytime.

Despitethe development of new technologies that may make the mobile experience even
more convenient, wine delivery aadsociated servicesich as storing the wine in a proper
place with the right temperature, hygrometry and luminosity conditions, becauskkeine
cool, dark and moistan become of paramount for customers. These professional cellar
conditionsproposed by websites should be the priority for the wine malksteategy
devoting his energy for mommerce purposes$raditional distribution, supptghain
management and its optimizatishould still be priorities for wine competitokghether they
are eretailers m-retailers oreven traditional retailers.

Our research wasncompassesix countriesand as a result, our findings are limited to these
counters. Future research could include other countries with growing wine consumption such
asChina and Russid-urther, this examination was restricted to understarfdelings

towards mobile wine buyingndmobile website loyaltyFuture research is recommended to
examine attitudes towards wine purchasing behavisuch adetween rwine purchasers

vs. nonpurchaserand different age groups.
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