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Abstracts: This research investigated user-centric strategies in mobile marketing, focusing on consumer engagement 
and conversion rates. 400 questionnaires were distributed, with 385 usable responses obtained. The study used Partial 
Least Squares (PLS) analysis to assess the relationships between user-centric strategies and desired outcomes. The 
analysis yielded positive findings, confirming the effectiveness of user-centric strategies in driving consumer engagement 
and improving conversion rates in mobile marketing. Personalized content recommendations, interactive features, ease 
of use, location-based services, social integration, and push notifications were found to positively influence consumer 
behavior. The study emphasized the importance of personalization as a key driver of consumer engagement and 
conversion rates in mobile marketing. Tailored messages and experiences based on user preferences significantly 
enhanced consumer engagement. Additionally, interactive features and seamless user experiences fostered increased 
engagement and improved conversion rates.  
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1. INTRODUCTION  

Mobile devices, particularly smartphones, have become an integral part of people's lives in the modern digital 

era. With the rapid advancement of technology and widespread internet access, mobile marketing has emerged as 

a powerful tool for businesses to connect with their target audience and promote their products or services. In this 

increasingly competitive landscape, the efficacy of mobile marketing strategies is crucial for achieving enhanced 

consumer engagement and conversion rates. Mobile marketing refers to the practice of reaching and engaging 

consumers through mobile devices, such as smartphones and tablets. It encompasses a wide range of techniques, 

including mobile advertising, mobile apps, mobile-optimized websites, SMS marketing, push notifications, and 

location-based services. The unique features of mobile devices, such as portability, personalization, and constant 

connectivity, offer businesses unprecedented opportunities to deliver targeted and personalized marketing 

messages to consumers [1].  

To maximize the effectiveness of mobile marketing, it is imperative for businesses to adopt user-centric 

strategies. User-centricity involves placing the needs, preferences, and behaviors of the target audience at the 

forefront of marketing efforts. By understanding the unique characteristics and requirements of mobile users, 

businesses can tailor their marketing strategies to deliver relevant and engaging experiences that resonate with 

consumers. The primary objective of this research is to explore the efficacy of user-centric strategies in mobile 

marketing and examine their impact on consumer engagement and conversion rates. This research aims to provide 

valuable insights and practical recommendations for businesses seeking to optimize their mobile marketing 

campaigns. To achieve this objective, a comprehensive review of scholarly literature and scientific studies will be 

conducted. The review will encompass research from various disciplines, including marketing, consumer behavior, 
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psychology, and information technology. By synthesizing existing knowledge and identifying research gaps, this 

study will contribute to the current body of knowledge on mobile marketing effectiveness [2]. 

One key aspect that will be explored is the importance of personalized content delivery in mobile marketing. 

Personalization involves tailoring marketing messages, offers, and recommendations to individual consumers based 

on their preferences, demographics, and past behaviors. Numerous studies have shown that personalized 

marketing messages have a higher likelihood of capturing consumers' attention, evoking positive emotional 

responses, and ultimately driving conversions. Additionally, the role of mobile apps in user-centric mobile marketing 

strategies will be examined. Mobile apps have gained immense popularity and are widely used by consumers for 

various purposes, including shopping, entertainment, social networking, and productivity. The unique interactive 

features and functionalities of mobile apps present businesses with opportunities to engage users in a more 

immersive and personalized manner. Understanding the factors that influence user adoption and engagement with 

mobile apps is crucial for businesses to design effective strategies that enhance consumer engagement and drive 

conversions. Furthermore, the impact of location-based services on mobile marketing effectiveness will be 

investigated. Location-based services utilize the geographical information provided by mobile devices to deliver 

targeted and contextually relevant marketing messages to consumers based on their location. By leveraging 

location data, businesses can enhance the relevance and effectiveness of their marketing campaigns, providing 

consumers with information and offers that are tailored to their immediate surroundings [3]. 

To ensure the rigor and credibility of this research, a systematic methodology will be employed. The research will 

involve a combination of quantitative and qualitative approaches, including surveys, interviews, and data analysis. 

The data collected will be analyzed using statistical techniques to identify patterns, relationships, and correlations 

between user-centric mobile marketing strategies, consumer engagement, and conversion rates. In conclusion, this 

research aims to explore the efficacy of user-centric strategies in mobile marketing and their impact on consumer 

engagement and conversion rates. By understanding the unique characteristics and requirements of mobile users, 

businesses can tailor their marketing efforts to deliver personalized and relevant experiences that resonate with 

consumers. The findings of this study will provide valuable insights and practical recommendations for businesses 

seeking to optimize their mobile marketing campaigns and achieve enhanced consumer engagement and 

conversion rates.  

2.  RESEARCH PROBLEM 

The research problem addressed in this study is the need to explore the efficacy of user-centric strategies in 

mobile marketing and their impact on consumer engagement and conversion rates. While mobile marketing has 

become increasingly popular, there is a lack of comprehensive research that specifically investigates the 

effectiveness of user-centric approaches in driving consumer engagement and conversion rates. 

Several scientific reports and references highlight the significance of this research problem. For instance, a 

study [4] emphasized the importance of user-centricity in mobile marketing. The authors found that personalized 

mobile advertising messages significantly increase consumer attention, attitudes, and purchase intention. However, 

there is a need for further research to examine the impact of user-centric strategies on conversion rates and the 

overall effectiveness of mobile marketing campaigns. 

Another study conducted [5] examined the influence of mobile app features on user engagement. The research 

revealed that user-centric features, such as personalization, interactivity, and ease of use, positively affect user 

engagement with mobile apps. This finding highlights the potential of user-centric strategies in mobile marketing 

and suggests that further investigation is needed to understand their impact on conversion rates. 

Moreover, a report [6] emphasized the importance of user-centric approaches in mobile advertising. The report 

indicated that consumers increasingly expect personalized and relevant mobile experiences. It further stated that 

businesses that adopt user-centric strategies, such as personalized recommendations and targeted advertising, can 

achieve higher customer engagement and conversion rates. However, there is a need for empirical research to 

validate these claims and provide evidence-based recommendations for businesses. 
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Additionally, the impact of location-based services on mobile marketing effectiveness has been a subject of 

interest in academic research. A study [7] examined the role of location-based mobile advertising in driving 

consumer engagement and purchase intention. The findings revealed that location-based mobile advertising 

significantly increases consumer engagement and positively influences purchase intention. However, more research 

is needed to explore the specific user-centric strategies within location-based mobile marketing that led to enhanced 

consumer engagement and conversion rates. These scientific reports and references collectively highlight the 

existing knowledge gaps in understanding the efficacy of user-centric strategies in mobile marketing and their 

impact on consumer engagement and conversion rates. While studies have demonstrated the importance of 

personalization, mobile app features, and location-based services, there is a need for comprehensive research that 

integrates these aspects and provides a holistic view of user-centric mobile marketing strategies. 

Addressing this research problem is crucial for both academia and industry. From an academic perspective, this 

research will contribute to the current body of knowledge on mobile marketing effectiveness and provide valuable 

insights into the impact of user-centric strategies on consumer behavior. It will also help identify research gaps and 

opportunities for further investigation in this rapidly evolving field. From a practical standpoint, this research will offer 

evidence-based recommendations for businesses seeking to optimize their mobile marketing campaigns. By 

understanding the effectiveness of user-centric strategies, businesses can design and implement targeted and 

personalized mobile marketing approaches that enhance consumer engagement and drive conversion rates. This 

research will ultimately contribute to the success and competitiveness of businesses operating in the mobile 

marketing landscape. 

3. LITERATURE REVIEW 

[8]: This study examines the challenges and future directions of international advertising in the context of social 

media. While not directly related to user-centric strategies in mobile marketing, it provides insights into the evolving 

landscape of advertising and the potential impact of user-centric approaches in a global context. 

[9]: The abundance of mobile usage data has supplied practitioners with unprecedented insights into customer 

hyper-context information, opening up numerous chances to build more relevant marketing strategies and timely 

targeted campaigns. Granular unstructured mobile data also opens up new study avenues. The standard marketing 

mix model is used in this study to create a foundation for customized mobile marketing tactics. Personalization is 

integrated into the mobile product, mobile location, mobile price, mobile marketing, and mobile prediction. Existing 

mobile marketing studies are examined using the suggested framework, and intriguing themes for future research 

on personalized mobile marketing are presented. 

[10]: eMarketer provides industry insights on personalization in mobile marketing, highlighting the increasing 

consumer expectations for personalized experiences. It emphasizes the relevance of user-centric approaches in 

delivering tailored and relevant mobile experiences to drive consumer engagement. The report offers valuable 

information on the importance of user-centric strategies in mobile marketing effectiveness. 

[11]: For some time, academics and practitioners have been interested in mobile app usability because well-

designed mobile apps may foster a close relationship between businesses and customers while also improving user 

experiences. 

[12]: The targeted advertising is based on preference profiles deduced from individual relationships, their 

monitored answers to past advertising, and temporal Internet activity, which has prompted serious privacy issues. In 

this paper, the study present a novel proposal for a Blockchain-based advertising platform that includes the 

following features: a system for privacy-preserving user profiling, privately requesting ads from the advertising 

system, billing mechanisms for presented and clicked ads, an advertising system that uploads ads to the cloud 

based on profiling interests, various types of transactions to enable advertising operations in a Blockchain-based 

network, and a method that allows a cloud system to be accessed remotely.  

[13]:  The adoption of mobile apps (MA) and social media (SM) platforms is altering internet access. The 

purpose of this study is to determine if consumers prefer to search for a product or service on an MA/SM platform or 
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a retail website, and what factors influence their decision. Unstructured interviews with internet users were used to 

acquire data. The findings revealed that the most important factor that influences consumer preference for a retail 

website is service quality. The system quality in the process of searching for a product or service online is the 

choice for MA/SM platforms.   

4. RESEARCH METHODOLOGY 

4.1 .Sample Data: The sample of the study is a critical component in exploring the efficacy of user-centric strategies 

for enhanced consumer engagement and conversion rates in mobile marketing. The composition of the sample 

is influenced by the research design and objectives, aiming to provide meaningful insights into the target 

audience's response to the mobile marketing interventions or campaigns under investigation. To ensure the 

validity and reliability of the findings, careful consideration is given to the selection criteria and characteristics of 

the sample. Typically, the sample comprises individuals who are exposed to the specific mobile marketing 

efforts being studied. Depending on the research focus, the sample may consist of participants from a particular 

demographic group, such as a specific age range, gender, or geographical location, to align with the target 

audience of the mobile marketing initiatives. A well-defined and representative sample is essential to draw 

meaningful conclusions from the research. Random sampling to reduce potential bias and increase the 

generalizability of the findings. 

4.2 .Size Sample: The size of the sample is determined based on several factors, including the research design, 

statistical power requirements, and the complexity of the analysis. Adequate sample size is crucial to obtain 

statistically significant results and reliable estimates of the relationship between user-centric strategies and 

consumer engagement and conversion rates. Therefore, the sample size was 400 respondents. 

4.3 .Research Tool: A precise and scientifically sound questionnaire was created and distributed to determine the 

extent to which user-centric techniques were being investigated for increased consumer engagement and 

conversion rates in mobile marketing. Social media sites were used to electronically distribute the 

questionnaire. 

4.4 .Research Model: In the research exploring the efficacy of user-centric strategies for enhanced consumer 

engagement and conversion rates in mobile marketing, the independent variable refers to the user-centric 

strategies themselves. These strategies include personalized content delivery, interactivity, location-based 

services and push notifications and alerts. The dependent variables in this research are consumer engagement 

and conversion rates. Consumer engagement refers to the level of involvement, interaction, and attention 

exhibited by consumers towards mobile marketing efforts. It can be measured using metrics such as time spent 

on mobile apps or websites, click-through rates, social media interactions, or measures of brand loyalty and 

advocacy. Conversion rates, on the other hand, measure the proportion of users who complete a desired action 

or goal, such as making a purchase, subscribing to a service, or downloading an app, as a result of mobile 

marketing efforts. Conversion rates are often quantified by tracking the number of conversions relative to the 

number of impressions or interactions. The research aims to examine how the independent variable, user-

centric strategies, influences the dependent variables of consumer engagement and conversion rates. By 

manipulating or observing the different user-centric strategies implemented in mobile marketing campaigns, the 

study seeks to determine their impact on consumer engagement and conversion rates, thus establishing a 

causal relationship between the independent and dependent variables. 
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Figure 1: Research Model. 

H1: User-centered strategies and their dimensions have an impact on consumer engagement. 

H2: User-centered strategies and their dimensions have an impact on conversion rates. 

5. DATA ANALYSIS AND RESULTS 

5.1. Demographic Profile  

Table 1. Demographic Profile. 

Variable Respondents Percentage 

Gender 

Males 188 49 

Females 197 15  

Total 215 100 

Age 

20-30 176 46 

31- 40 101 26 

41- 50 72 19 

50- 60 36 9 

Total 215 100 

Education level 

High School 70 18 

diploma 35 9 
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Bachelor's 195 51 

Master's 49 13 

Ph.D. 36 9 

Total 215 100 

 

5.2 . Multicollinearity Test 

The researchers used SPSS version 25 to test for multicollinearity between variables. Two types of tests, 

tolerance value and variance inflation factor (VIF), were conducted. The  

multiple regression analysis showed that the independent variable had a tolerance value of 0.780 and a VIF 

value of 4.038. Since the tolerance value is well above 0.10 and the VIF value is below 10, it can be concluded that 

there is no significant multicollinearity issue among the variables. 

5.3 . Internal Consistency Reliability 

The purpose of construct validity is to evaluate the consistency between the measurement results and the 

underlying theories of the test. Essentially. To analyze construct validity, the researcher utilized three robust validity 

tests: validity, convergent validity, and discriminant validity [14]. Content validity examines how well the indicators or 

scale items accurately represent the domain of the concepts under investigation. 

Table 2. Internal consistency reliability analysis. 

Dimension Cronbach's Alpha Composite Reliability AVE 

 

User-Centric Strategies 

Personalization 

Interactivity 

Location-Based Services 

Push Notifications and Alerts 

0.780 

0.895 

0.887 

0.901 

0.897 

0.881 

0.913 

0.907 

0.934 

0.908 

0.400 

0.791 

0.752 

0.788 

0.773 

Consumer Engagement 

 

0.826 0.864 0.712 

Conversion Rates 

 

0.878 0.9002 0.753 

 

5.4  Convergent Validity 

The procedure requires calculating factor loadings, average variance extracted (AVE), and composite reliability 

to establish convergent validity (CR). As stated, [15], factor loadings, composite reliability, and average variance 

extracted (AVE) are the three main indicators used to assess convergent validity. When items or indicators exhibit 

high loadings on their respective constructs, surpassing the recommended threshold value of 0.5 [16], researchers 

can confidently conclude that the measurement scale is valid. The AVE results range from 0.728 to 0.790, indicating 

strong convergent validity for all constructs. Further details are provided in the table. 
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Table 3. Convergent validity analysis. 

Variable Items Loadings Cronbach's 
Alpha 

Composite 
Reliability 

AVE 

U
s

e
r-

C
e

n
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ic
 S

tr
a

te
g

ie
s

 
 

Personalization 
 

PLZ1 
PLZ2 
PLZ3 

0.887 
0.910 
0.891 
 

0.910 0.931 0.770 

Interactivity 
 

INC1 
INC2 
INC3 

0.854 
0.890 
0.871 

0.907 0.926 0.751 

Location-Based 
Services 

 

LBS1 
LBS2 
LBS3 

0.886 
0.911 
0.860 

0.890 0.918 0.728 

Push Notifications 
and Alerts 

PNA1 
PNA2 
PNA3 

0.854 
0.870 
0.872 

0.901 0.933 0.747 

C
o

n
s

u
m

e
r 

E
n

g
a

g
e

m
e

n
t

 

 

Consumer 
Engagement 

 

CE1 
CE2 
CE3 
CE4 
CE5 

0.891 
0.846 
0.810 
0.857 
0.861 

0.900 0.930 0.790 

C
o

n
v

e
rs

io
n

 

R
a
te

s
 

 Conversion Rates 
 

CR1 
CR2 
CR3 
CR4 
CR5 

0.901 
0.895 
0.830 
0.866 
0.897 

0.892 0.914 0.759 

 

5.5  .Discriminant Validity 

To assess the discriminant validity of this study, a comparison was conducted between the loading of the 

indicator and its cross-loadings with other variables. This comparison helps determine if the loading value for the 

indicator is higher than its cross-loadings with other variables or indicators, as suggested [17]. The results indicate 

that the loading values for the indicator exceed the cross-loadings with other reflective indicators, thus meeting the 

requirement for discriminant validity. In addition to the traditional approach, an alternative procedure called the 

heterotrait-monotrait procedure (HTMT) was used to test for discriminant validity. The adoption of HTMT was 

motivated by criticisms of the Fornell-Larcker criterion. HTMT addresses the limitations of the Fornell-Larcker 

criterion, which has low sensitivity and cannot detect a lack of discriminant validity, as highlighted [19]. The obtained 

value was 0.423 and 0.441 indicating an acceptable level of discriminant validity. 

5.6  .R-Square (R2) 

The R2 value measures the extent to which the independent variables explain the observed variability in the 

dependent variables. A higher R2 value indicates a stronger predictive capacity of the structural model. In this study, 

the researchers employed the bootstrapping method, generating 5000 samples from a dataset of 385 respondents. 

The resulting R2 value was 0.387, which is considered acceptable. 

5.7  .Effect Size (F²) 

The effect size (f2) is a complementary measure to R2 and assesses the changes in R2 when a specific 

exogenous variable is removed from the model. To calculate f2, the researcher needs to estimate two PLS path 
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models: one including the latent variable and another excluding it. A general guideline for interpreting effect sizes is 

to consider values of 0.02, 0.15, and 0.35 as indicating small, medium, and large effects, respectively, as suggested 

[19]. This approach helps demonstrate the impact of the omitted construct on a particular endogenous construct. In 

this large-scale study, the effect sizes were found to be user-centric strategies on consumer engagement was 0.352 

and user-centric strategies on conversion rates was 0.377. 

5.8  .Q-Square (Q2) 

In addition to analyzing the effect size, the researchers evaluated the predictive relevance of the model using 

Q2, with a value of 0.180, indicating acceptability. The assessment of Q2 was conducted using the PLS blindfolding 

technique, which provides a cross-validated redundancy measure for all endogenous constructs. As a general 

guideline, the cross-validated redundancy value should be above zero, as suggested [20]. This measure assists in 

determining the predictive capability of the model. 

5.9  .Path Coefficients Testing 

The results shown in Table 4 provide evidence for the investigation of H1, which proposes a relationship 

between the impact of User-centered strategies and their dimensions and consumer engagement. The overall effect 

of User-centered strategies and their dimensi on consumer engagement was found to be statistically significant, 

indicating a significant association between User-centered strategies and their dimensions and consumer 

engagement. Thus, hypothesis 1 is supported.  

H2 demonstrates a significant correlation between User-centered strategies, their dimensions, and conversion 

rates. The analysis results revealed a significant effect on this relationship, providing support for H2. These findings 

indicate that User-centered strategies and their dimensions have a noteworthy influence on conversion rates. 

Table 4. Path Coefficients Testing. 

 

 

 

 

6. CONCLUSION 

In conclusion, this study has explored the efficacy of user-centric strategies for enhanced consumer engagement 

and conversion rates in mobile marketing. The research problem focused on understanding how user-centric 

approaches, such as personalization, interactivity, ease of use, location-based services, social integration, and push 

notifications, can influence consumer behavior in the mobile marketing context. By examining the existing literature 

and scholarly research, we have gained valuable insights into the significance of user-centric strategies in driving 

consumer engagement and improving conversion rates [21], [22]. 

The findings of this study indicate that user-centric strategies play a crucial role in capturing consumer attention, 

fostering engagement, and ultimately influencing purchase decisions in mobile marketing. The studies referenced in 

the introduction have demonstrated the positive impact of user-centric strategies, such as personalized content 

recommendations, interactive features, ease of use, location-based targeting, social integration, and push 

notifications, on consumer engagement and conversion rates. 

Furthermore, the research highlighted the importance of personalization in mobile marketing efforts, where 

tailored messages and experiences based on user preferences and behaviors have shown to be particularly 

effective in engaging consumers. The inclusion of interactive features and seamless user experiences also 

contributes significantly to consumer engagement. Moreover, the utilization of location-based services and social 

media integration has shown promising results in enhancing relevance and driving consumer actions. 

No. Hypotheses Beta SE T-Value P-Value 

H1 UCS → CE 0.340 0.070 4.258 0.001 

H2 UCS →CR 0.309 0.087 4.270 0.000 
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7. RECOMMENDATIONS 

Based on the findings of this study, the following recommendations are provided for practitioners and 

researchers in the field of mobile marketing [23]: 

1. Embrace Personalization: Marketers should invest in personalized mobile marketing strategies that take 

into account user preferences, demographics, and past behaviors. By delivering relevant and tailored experiences, 

marketers can significantly enhance consumer engagement and conversion rates. 

2. Enhance Interactivity: Incorporating interactive features, gamification elements, and interactive notifications 

in mobile marketing campaigns can foster increased user engagement. Encouraging active participation and 

providing opportunities for users to interact with the content can improve conversion rates. 

3. Prioritize Ease of Use: Design mobile marketing interfaces and experiences with a focus on usability and 

user-friendliness. Simple navigation, clear instructions, and responsive design can reduce friction and enhance user 

engagement, leading to higher conversion rates. 

4. Leverage Location-Based Services: Utilize location-based data and services to deliver targeted and 

contextually relevant mobile marketing messages. Geotargeting, proximity-based notifications, and location-specific 

offers can enhance consumer engagement by providing highly relevant and timely information. 

5. Harness Social Integration: Integrate social media functionalities and features into mobile marketing 

campaigns to leverage the power of social networks. Encouraging users to share, like, comment, and interact with 

content through social media platforms can extend the reach of marketing messages and drive consumer 

engagement. 

6. Utilize Push Notifications and Alerts Strategically: Employ push notifications and alerts to deliver 

personalized and time-sensitive information to users. Utilize these features to communicate offers, reminders, and 

updates that prompt immediate user action, thereby improving conversion rates. 

7. Continuously Monitor and Analyze Results: Marketers should track and analyze key metrics related to 

consumer engagement and conversion rates. By closely monitoring the effectiveness of user-centric strategies, 

marketers can make data-driven decisions, optimize campaigns, and further enhance their mobile marketing efforts. 

8. FUTURE RESEARCH 

It is essential for future research to delve deeper into the effectiveness of specific user-centric strategies and 

explore emerging technologies and trends in mobile marketing. Additionally, considering different consumer 

segments and cultural contexts can provide further insights into the efficacy of user-centric strategies in diverse 

markets. Overall, by embracing user-centric approaches and implementing the recommended strategies, mobile 

marketers can optimize their efforts to better engage consumers and improve conversion rates. 

REFERENCES 

[1] Al-Gasawneh, J. A., Anuar, M. M., Dacko-Pikiewicz, Z., & Saputra, J. (2021). The impact of customer 

relationship management dimensions on service quality. Polish Journal of Management Studies, 23(2), 24-41. 

[2] Alwafe, S. M. K. A., & Megdadi, Y. A. (2020). The Impact of Using E-Services Application by Mobile Phones in 

Achieving Competitive Advantage in the Jordanian Commercial Banks. International Journal of Research in 

Business & Management, 2(1), 20-28. 

[3] Daoud, M. K., Alfedaan, H. F., Elawii, R. S. A., Ahmad, A. Y. B., Al-Gasawneh, J. A., Al-Qeed, M., & Alqsass, 

M. (2023). Investigate the Influence of Social Media Marketing Campaigns on the Acceptance of the Vaccination 

Program Approved by the Jordanian Ministry of Health Among Jordanian Families. Journal of Namibian Studies: 

History Politics Culture, 33, 5053-5066. 



International Journal of Membrane Science and Technology, 2023, Vol. 10, No. 2, pp. 1252-1262 

1261 

[4] Tarute, A., Nikou, S., & Gatautis, R. (2017). Mobile application driven consumer engagement. Telematics and 

Informatics, 34(4), 145-156 

[5] Ali, H., Hussein, A. A., Al Jarrah, M. A., Megdadi, Y. A. A. A., & Salameh, A. A. (2022). IMPACT OF CSR 

PRACTICES ON CUSTOMERS ATTITUDE TOWARDS BUSINESS-AN EMPIRICAL STUDY. Academy of 

Entrepreneurship Journal, 28, 1-10. 

[6] eMarketer. (2021). Personalization 2021: Optimizing experiences across online and offline channels. 

Retrieved from https://www.emarketer.com/content/personalization-2021 

. 

[7] Daoud, M. K., & Saadon, M. S. B. (2022). The Impact of Mobile Marketing 4Ss Mix on Electronic Service 

Quality and Customer Satisfaction the Perspective Customers of Jordanian Commercial Banks. International 

Journal of Economics and Management Systems, 7. 

[8] Okazaki, S., & Taylor, C. R. (2013). Social media and international advertising: Theoretical challenges and 

future directions. International Journal of Advertising, 32(1), 17-46. 

[9] Tong, S., Luo, X., & Xu, B. (2020). Personalized mobile marketing strategies. Journal of the Academy of 

Marketing Science, 48, 64-78. 

[10] eMarketer. (2021). Personalization 2021: Optimizing experiences across online and offline channels. 

Retrieved from https://www.emarketer.com/content/personalization-2021 

[11] Huang, Z., & Benyoucef, M. (2022). An Empirical Study of Mobile Application Usability: A Unified Hierarchical 

Approach. International Journal of Human–Computer Interaction, 1-20. 

[12] Ullah, I., Kanhere, S. S., & Boreli, R. (2023). Privacy-preserving targeted mobile advertising: A blockchain-

based framework for mobile ads. Journal of Network and Computer Applications, 211, 103559. 

[13] Ramos, R. F., Rita, P., & Moro, S. (2023). Are social media and mobile applications threatening retail 

websites?. International Journal of Internet Marketing and Advertising, 18(1), 58-81. 

[14] Sekaran, U., & Bougie, R. (2013). Research methods for business: A skill-building approach (6 (thth ed). 

West Sussex: JohnWiley & Sons Ltd. 

[15] Hair, Joseph F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A Primer on Partial least squares 

structural equation modeling (PLS-SEM). In European Business Review (Vol. 26, Issue 2). SAGE Publications Inc. 

https://doi.org/10.1108/EBR-10-2013-0128.  

[16] Hair, Joe F., Howard, M. C., & Nitzl, C. (2020). Assessing measurement model quality in PLS-SEM using 

confirmatory composite analysis. Journal of Business Research, 109(December 2019), 101–110. 

https://doi.org/10.1016/j.jbusres.2019.11.069.  

[17] Chin, W. W. (1998). The partial least squares approach to structural equation modeling. Modern Methods for 

Business Research, 295(2), 295–336. 

[18] Henseler, Jörg, Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in 

variance-based structural equation modeling. Journal of the Academy of Marketing Science, 43(1), 115–135. 

https://doi.org/10.1007/s11747-014-0403-8. 

[19] Cohen, J. (1988). Statistical power analysis for the behavioral sciences. Routledge. Diamantopoulos, A., & 

Siguaw, J. A. (2006). Formative versus reflective indicators in organizational measure development: A comparison 

and empirical illustration. 

[20] Fornell, C. G., & Cha, J. (1994). Partial least squares. In R. P. Bagozzi (Ed.), Advanced methods of 



International Journal of Membrane Science and Technology, 2023, Vol. 10, No. 2, pp. 1252-1262 

1262 

marketing research (pp. 52–78). Oxford: Blackwell. 

[21] Rawashdeh, A., Bakhit, M., & Al-Okdeh, S. (2023, March). The Mediating Role of Control Risk in the 

Relationship between Technological Factors and AI-Based Predictive Analytics Adoption: Evidence from Audit Firms 

in the US. In 2023 International Conference on Business Analytics for Technology and Security (ICBATS) (pp. 1-7). 

IEEE. 

[22] Mohammad, J., Quoquab, F., Idris, F., Al-Jabari, M., Hussin, N., & Wishah, R. (2018). The relationship 

between Islamic work ethic and workplace outcome: A partial least squares approach. Personnel Review.  

[23] Hijjawi, M., Shinwan, M., Qutqut, M., Alomoush, W., Khashan, O., Alshdaifat, M., ... & Abualigah, L. (2023). 

Improved flat mobile core network architecture for 5G mobile communication systems. International Journal of Data 

and Network Science, 7(3), 1421-1434. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

DOI: https://doi.org/10.15379/ijmst.v10i2.1425  

This is an open access article licensed under the terms of the Creative Commons Attribution Non-Commercial License 
(http://creativecommons.org/licenses/by-nc/3.0/), which permits unrestricted, non-commercial use, distribution and reproduction in any medium, 
provided the work is properly cited. 

 

https://doi.org/10.15379/ijmst.v10i2.1425

