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Abstract

With the prevalence of mobile commerce and the rapid expansion of consumer groups, it is signif-
icant to explore critical factors of consumer satisfaction in mobile commerce, which can improve
the service quality. Firstly, R-type hierarchical clustering was used to optimize typical factors,
which affected customer satisfaction of shopping by mobile phone. Then, attributive classification
of factors was conducted based on the fuzzy Kano model combined with the entropy method. And
finally found the critical factors for improving customer satisfaction and reducing customer dissa-
tisfaction. The research shows that the shared information, local service, WIFI environment and
the use of fragmented time are attractive attributes which can improve customer satisfaction rapidly.
Payment security, account security and personal privacy belong to one dimensional attributes, they
are key factors to reduce customer satisfaction.
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Table 1. The influential factor model of consumer satisfaction in mobile commerce
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Table 2. The attribute types of Kano Model
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Table 3. The attribute types of Kano Model for factors of Consumer Satisfaction
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Table 4. The adjustment coefficient of attribute types
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Table 5. The importance and sequencing of factors
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Table 6. The Sj and Dj of critical Factors
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