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Abstract

The importance of mobile commerce has been recognized by consumers. We examine the
service of mobile commerce from the service quality perspective. The model of this paper is
based on Brady and Cronin’s (2001) hierarchical and multidimensional model and four value
proposition dimensions of mobile commerce, namely, ubiquity, personalization, localization,
and convenience by Clarke (2001). The Delone and McLean’s (2003) Updated IS Success
model will be utilized as a testbed of the effectivenss of the proposed model. The theoretical and
practical implications are also discussed.

Keywords: Mobile Commerce, Service Quality, Ubiquity, Localization, Personalization,
Convenience.
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