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ABSTRACT

In spite of the continuous development of the e-commerce, the vast competitiveness that exists in the online context
makes it necessary to reinforce the ties established with current customers. In this respect, relationship commitment has
been considered as a key factor for maintaining successful long-term relationships with customers. However, there are
few studies that analyze the commitment development in the online context. Thus, in this project we put forward a model
in order to characterize the consumer’s commitment to a website in the context of electronic banking. The data, collected
thanks to a web survey using Spanish-speaking subjects, showed that website usability has a direct and significant effect
on both consumer’s satisfaction and consumer’s commitment to a financial services website. In addition, consumer’s
satisfaction is also positively related to consumer’s commitment to a website.
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1. INTRODUCTION

Even though the development of electronic commerce is continuously growing, it is difficult to increase the
client base of an online business. Competitiveness in electronic commerce is huge because of the large
number of agents involved in it, the reduced search costs and the high power obtained by the consumer with
the appearance of the Internet (Ba et al., 2006). As a consequence, firms have to develop long-term
relationships with their clients in order to improve their results. In this respect, many studies have shown that
commitment is a crucial factor that determines the long-term retention of customers (Venetis and Gauri,
2000). Thus, commitment development has become a major objective aimed at by managers in order to
establish stable relationships and networks with current customers (Bauer et al., 2002).

Due to the importance of relationship commitment, several studies have analyzed it in traditional channels
(e.g. Geyskens et al., 1996; Gustafsson et al., 2005). However, there are very few studies that analyze the
commitment development in the online context. We may note that a first attempt to describe consumer’s
commitment in the online context was made by Bauer et al. (2002). To be precise, these authors consider that
consumer’s satisfaction and trust are two main precursors of commitment in the business to consumer online
relationship. Nevertheless, this issue should be addressed in more detail. In addition, the lack of studies is
notably intensified when the context of analysis is to be found in the relationships between consumers and



banks over the Internet. Therefore, with the aim of moving on this topic, this study puts forward a model that
characterizes consumer’s commitment to a website in the context of online banking. Based on an in-depth
review of relevant literature, we consider that satisfaction and perceived website usability are two major
antecedents of the consumer’s commitment to a website. Secondly, perceived website usability is also
associated with the level of consumer’s satisfaction with a website. Therefore, this study presents three main
contributions: (1) the commitment development is analyzed in the online banking context, (2) the role of
satisfaction is looked at as an antecedent of commitment, and (3) there is an analysis of the effect of
perceived website usability on the long-term orientation of relationships.

Taking into account the previous considerations, the paper is structured as follows: Firstly, we carry out
an in-depth review of the relevant literature concerning the variables included in the study. Secondly, we
formalize the hypotheses. Thirdly, we explain the process of data collection and measures validation. Finally,
we present the results, conclusions and limitations of the study, and outline possibilities for future research.

2. LITERATURE REVIEW

2.1 Relationship commitment

Relationship commitment may be defined as the enduring desire to maintain a relationship that is considered

important and valuable (Moorman et al., 1992). Therefore, a party committed to a relationship is motivated to

maintain it and will work for that purpose (Morgan and Hunt, 1994). The concept of commitment is complex
but it is possible to identify several typologies or dimensions involved. In general, we can distinguish

between calculative and affective commitment (e.g. Geyskens et al., 1996):

e Calculative commitment: is caused by the existence of sunk and switching costs (Anderson and Weitz,
1992). An individual will be committed to the relationship due to the fact that the value of the resources
invested in the relationship would be substantially decreased if the individual chose to finish the
relationship and start another one. Calculative commitment can also arise when there are no attractive
alternatives to the established relationship (Gustafsson et al., 2005).

e Affective commitment: emerges as a consequence of the emotional feelings and closeness between the
parties (Geyskens et al., 1996). More specifically, affective commitment assumes that both parties
involved in a relationship will be interested in continuing it in the long-term (Anderson and Weitz,
1992). According to Stern (1997), affective commitment is developed through time, as a result of the fact
that consumers get used to positive emotional responses and as a consequence, more security is
generated in the relationship.

Following Roberts et al. (2003), we only consider affective components in the definition of commitment
since affective commitment is the factor that favours consumer’s identification with a company and the

establishment of long-term relationships between them (Johnson et al., 2006).

2.2 Satisfaction

We may define satisfaction as an affective consumer condition that results from a global evaluation of all the
aspects that make up the consumer relationship (Severt, 2002). The concept can be divided into two distinct
perspectives (Geyskens et al., 1999). The first perspective considers satisfaction as an affective
predisposition sustained by economic conditions, such as the volume of sales or profit margins obtained. The
second vision, known as non-economic satisfaction, considers the concept using more psychological factors,
such as a partner fulfilling promises or the ease of relationships with the aforementioned partner.

This project will concentrate more on the attitudinal and psychological perspective since this component
of satisfaction is more likely to promote loyalty behaviours such as positive word of mouth and repurchase,
which are the consumer behaviours that help a firm (Gustafsson et al., 2005). According to Oliver (1999),
satisfaction is built up over timer. Therefore, consumer’s satisfaction is not the result of a specific transaction
but that of a global evaluation of the relationship history between the parties. That is, with each new



interchange, the individual’s perception is fed by new information. It is this new information that determines
the level of satisfaction at any given time.

2.3 Usability

The concept of usability refers to the effort required to use a computer system (Flavian et al., 2006) and it has

been traditionally considered a key factor for predicting intentions to use a system (e.g. Teo et al., 2003).

Usability concerns the ease with which the user is capable of learning to manage the system, the ease of

memorizing the basic functions, the grade of efficiency with which the site has been designed, the degree of

error avoidance and the general satisfaction of the user in terms of manageability (Nielsen, 1994). Nowadays

it is usually associated to the ease-of-use of a website and is considered a critical factor on the development

of electronic commerce (Flavian et al., 2006). Briefly, website usability considers the following factors:

e The ease of understanding the structure of a system, its functions, interface and the contents that can be
observed by the user.

o Simplicity of use of the website in its initial stages.

e The speed with which the users can find what they are looking for.

e The perceived ease of site navigation in terms of time required and action necessary in order to obtain
the desired results.

e The ability of the users to control what they are doing, and where they are, at any given moment.

3. FORMULATION OF HYPOTHESES

Initial results concerning Internet influence on market structure showed the probable creation of perfect
competition and price wars, as a result of the large number of agents involved, the reduced search costs and
the high power obtained by the consumer with the appearance of the Internet. However, some researchers
have noticed the existence of an Internet phenomenon known as “cognitive lock-in” (Murray and H&ubl,
2002). According to cognitive lock-in, individuals prefer better-known websites (Adamic and Huberman,
1999). It seems that cognitive lock-in reduces perceived risk, generates exit barriers, and increases website
attraction or consumer loyalty (Murray and Haubl, 2002). Cognitive lock-in features agree with previous
research carried out in traditional channels. In this respect some works show that the acquisition of higher
abilities may influence the adoption of services (Paswan and Ganesh, 2003).

However, it is reasonable to believe that the acquisition of the necessary skills will not only depend on the
time dedicated by the consumer to managing the website, but also on the facilities that the website offers its
users. Thus, in the context of online banking, the level of usability may help the individual to acquire a
degree of ability that will ensure that the website occupies a favoured position compared to the others
belonging to the same category, so enhancing the level of commitment, loyalty and use of the financial
services on offer. We can therefore formulate our first hypothesis:

H1. Website usability has a direct and positive influence on consumer’s commitment to a website.

Website design or usability is one of the most important factors for determining the quality of a website
(e.g. Loiacono et al., 2000). More specifically, perceived website usability promotes the user’s familiarity
with the website, helps to make information transparent, favors communication and interaction between the
parties, simplifies the transaction process, and allows users to find what they are looking for at any given
moment in a simple manner (Corritore et al., 2003). In sum, greater usability favours minor searching costs
and a better comprehension of the contents and tasks in a website, and therefore, it may help to reduce
possible errors, which is a key aspect when providing online banking services. As a consequence, we assume
that though website design may not guarantee consumer’s satisfaction (there are other factors) it does have a
direct influence:

H2. Website usability has a direct and positive influence on consumer’s satisfaction.

In terms of service relationships in traditional channels, Halinen (1996) and LaBahn and Kohli (1996)
investigated the role of satisfaction on commitment after the service outcome. Both studies observed that
satisfaction is positively related to the consumer’s commitment to the relationship. In the same way, Bauer et
al. (2002) discovered that satisfaction has a positive and significant effect on the commitment of the business
to consumer relationships in the online context. More specifically, if consumers perceive that the



organization fulfils the agreed conditions, they will believe that this behaviour will continue in the future.
Consequently their predisposition to develop the relationship will increase. At the same time the alternatives
in the market will be less attractive. Satisfaction becomes a mechanism by which the consumer differentiates
between businesses and what they offer. The fulfillment of the expectations will lead to an increase in the
intention to use the financial services on offer in that website in the future, so that the user will visit the
website more frequently and spend more. Therefore, we propose in our model that satisfaction in previous
interactions is positively related to the parties’ relationship commitment:

H3: Greater user satisfaction is directly and positively related to greater levels of affective commitment to
a website.

4. DATA COLLECTION

Data were collected thanks to a web survey using Spanish-speaking subjects. This method of collecting the
data is consistent with the habitual research practice in the online context (e.g. Steenkamp and Geyskens,
2006). In order to obtain the responses several banners and posts were included on heavy traffic online media
websites, email distribution lists and well-known electronic forums. The selection of the media to promote
the research was founded on: (1) the level of awareness among the Spanish-speaking community, (2) traffic
level and (3) availability. Banners were published for one month and posts were realized twice in a month.
Potential interviewees were linked to a specific website where they could answer the questionnaire and
obtain all the information about the research project.

We followed the recommendations of Roberts et al. (2003) -to allow subjects to choose the website to
analyze- as the objective of this project was to understand online consumer behaviour regardless of what type
of financial service was being distributed. However, it was a pre-requisite that the subject had made
transactions through the website selected several times during the previous year. The websites selected by the
interviewees were well-known and included important financial services providers such as BBVA or ING
among others. Subjects had to respond to several questions about their levels of satisfaction and perceived
usability in the financial services website they had selected as well as about the affective commitment to that
website. All questions were measured on a seven-point Likert scale.

Our non-random method of collecting the data (volunteer sampling) generated 142 valid questionnaires
(atypical cases, repeated responses and incomplete questionnaires were controlled). As it was not possible to
statistically assess the reliability or possible bias of non-random samples we compared some of the survey
results with available information about the population. Thus, we compared the socio-demographical
characteristics of the sample with other studies on the online Spanish-speaking population (AECE and
AIMC). The results are very similar.

5. MEASURES VALIDATION

5.1 Content and face validity

Scale development was based on the review of the most relevant literature on relationship marketing and the
recent advances in e-marketing. From the literature review an initial set of items was proposed. Due to the
lack of valid scales adapted to electronic commerce transactions it was necessary to adapt the initial scales.
This adaptation had the objective of guaranteeing the face validity of the measurement instruments. Face
validity is defined as the degree that respondents judge that the items are appropriate to the targeted construct
and is habitually confused with content validity. Nevertheless, content validity is the degree to which items
correctly represent the theoretical content of the construct and it is guaranteed by the in-depth literature
review undertaken. Face validity was tested through a variation of the Zaichkowsky method (1985), whereby
each item is qualified by a panel of experts as “clearly representative”, “somewhat representative” or “not
representative” of the construct of interest. In line with Lichtenstein et al. (1990) an item was retained if a
high level of consensus was observed among the experts.



5.2 Exploratory analyses of reliability and dimensionality

The validation measuring process started with an initial exploratory analysis of reliability and dimensionality
(Churchill, 1979). The Cronbach alpha indicator was used to assess the initial reliability of the scales,
considering a minimum value of .7 (Cronbach, 1970). The item-total correlation was used to improve the
levels of the Cronbach alpha, considering a minimum value of .3 (Nurosis, 1993). All items were adjusted to
the required levels. We then proceeded to evaluate the unidimensionality of the proposed scales. Factor
extraction was based on the existence of eigenvalues higher than 1. In addition, it was required that factorial
loadings were higher than .5 points and a significant total explained variance. Only one factor was extracted
from each scale: satisfaction, usability and commitment.

5.3 Confirmatory analyses of dimensionality

With the aim of confirming the dimensional structure of the scales, we used the Confirmatory Factor
Analysis. That is, we included all individual-level constructs in a single confirmatory factor model. In
addition, this strategy also allows for a stringent test of convergent and discriminant validity (Steenkamp and
Geyskens, 2006). We employed the statistical software EQS version 6.1. As an estimation method we chose
Robust Maximum Likelihood, since it affords more security in samples which might not present multivariate
normality. We followed the recommendations proposed by Joreskog and Sérbom (1993):
e The weak convergence criterion means eliminating indicators that do not show significant factor
regression coefficients (t student > 2.58; p=.01).
e The strong convergence criterion involves eliminating non-substantial indicators, those indicators whose
standardized coefficients are lower than .5.
e According to the suggestion of Jéreskog and Sérbom, we also eliminated the indicators that least
contribute to the explanation of the model, taking R? < .3 as a cut-off point.
Following these criteria, we finally obtained acceptable levels of convergence, R? and model fit.

5.4 Composite reliability

Although the Cronbach alpha indicator is the most frequent test to assess reliability, some authors consider
that it underestimates reliability (e.g. Smith, 1974). Consequently, the use of composite reliability has been
suggested (Joreskog, 1971), using a cut-off value of .6 (Nunnaly and Bernstein, 1994). The results, which are
shown in Table 1, were satisfactory.

Table 1. Composite Reliability, Convergent Validity and Discriminatory Validity

Construct | Average Variance Pair of
Construct Reliability Extracted Constructs Correlation | Confidence Interval 95%
USABILITY .88 51 SAT-USAB .640* 49692 .78308
SATISFACTION .87 .63 SAT-COM .620* .50044 .73956
COMMITMENT .76 .50 USAB-COM .526* .38096 .67104

Note: “*”coefficients significant to a level of .01.

5.5 Construct validity

Construct validity was assessed by considering two types of criteria: convergent and discriminatory validity:

a- Convergent validity. This shows if the items that compose a determined scale converge on only one
construct. It was tested by checking that the factor loadings of the confirmatory model were statistically
significant (level of .01) and higher than .5 points (Steenkamp and Geyskens, 2006). In addition, we used
the Average Variance Extracted or AVE to contrast convergent validity (Ping, 2004). Fornell and Larker
(1981) have suggested that adequately convergent validity measures should contain less than 50% error
variance (AVE should be .5 or above). Results were satisfactory, as shown in Table 1.

b- Discriminatory validity. This verifies if a determined construct is significantly distinct from other
constructs that are not theoretically related to it. We tested discriminatory validity in two ways: Firstly,



we checked that the correlations between the variables in the confirmatory model were not much higher
than .8 points (Bagozzi, 1994). Secondly, we checked that the value 1 did not appear in the confidence
interval of the correlations between the different variables. Results showed an acceptable level of
discrimination as can be seen in Table 1. All pairs of constructs satisfied both criteria.

6. RESULTS

With the objective of testing the proposed hypothesis we developed a structural equations model that can be
seen in figure 1. We observed that hypotheses 1 and 2 were supported at the .01 level, and hypothesis 3 was
supported at the .05 level. Similarly, model fit was also acceptable (Chi-square = 191.370, 86 d.f., p< .001;
Bentler-Bonett Normed Fit Index =.880; Bentler-Bonett Nonnormed Fit Index =.945; Comparative Fit Index
(CFI) =.955; Bollen (IFI) Fit Index =.956; Root Mean Sq. Error of App. (RMESA) =.060; 90% Confidence
Interval of RMESA (.038, .080); normed Chi-Square= 2.225). It was also notable that the consumer’s
satisfaction with a financial services website was explained at a high level (R? = .46) by using only one
antecedent (website perceived usability). At the same time, the consumer’s affective commitment to a
financial services website can be clearly explained (R? = .45) by: (1) the direct effects of satisfaction and
perceived usability on the consumer’s commitment, and (2) the indirect effect of website usability on
affective commitment through the consumer’s satisfaction.

Figure 1. Structural Model. Standardized Solution.
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Note: “*”coefficients significant to a level of .01, “**”coefficients significant to a level of .05.

7. CONCLUSION AND MANAGERIAL IMPLICATIONS

Taking into account the high costs involved in increasing the client base, one of the main goals of the firms
that operate through the Internet (e.g. online banking) is to develop long-term relationships with their clients
in order to improve their results. Consequently in this paper we have analyzed the antecedents of affective
commitment to a website, due to the fact that commitment is a key factor in order to maintain a long-term
relationship between the consumer and the business in the online context. More specifically, affective
commitment may also influence buyer behaviour and favours the development of brand loyalty (Morgan and
Hunt, 1994). Thus, the importance of commitment in the context of electronic banking is very high since it



may be considered as an antecedent of the ongoing use of a financial service website and its management
should be a fundamental task for marketers.

In terms of affective commitment, we have found a positive, direct and significant relationship between
website perceived usability and consumer’s affective commitment. So, higher levels of website usability
might lead to higher levels of consumer’s affective commitment to the website. In addition, in this research
we have also noticed a direct, positive and significant relationship between satisfaction in previous
interactions and the consumer’s commitment to a financial services website. These results are especially
relevant since there is a lack of studies that analyze the effect of consumer’s satisfaction and perceived
website usability on consumer’s affective commitment in the context of online banking. Finally, it was also
observed that perceived website usability has an indirect effect on the consumer’s commitment to a website
through the consumer’s satisfaction with the website. These findings have allowed us to clearly explain both
consumer’s satisfaction (R? = .46) and commitment (R®> = .45) to a financial services website. Therefore,
since we are able to explain at a high level the consumer’s commitment to a website, this research offers
several alternatives to improve the levels of consumer’s commitment in the context of online banking.

Firstly, banks should try to maximize the satisfaction of their consumers with their previous interactions
through the firm’s website. Consumer’s satisfaction will be generated if the consumer’s expectations about
the relationship are met. Therefore, firms should try to identify the needs of the customers that interact with
the firm in the online context in order to offer them what they want in a personal and efficient way.

Secondly, management should not give priority to the design of complex websites full of multi-media
effects but concentrate instead on designs and structures that are simple and easy for the user to understand.
Marketers must prioritize ease-of-use in website development. Greater perceived usability favours improved
comprehension of the contents and tasks which are required and offers more security to website users as well
as a more comfortable atmosphere. Thus, usability increases the level of satisfaction of the website users, and
as a consequence, increases the possibility of a greater commitment by the consumer.

Thus, the improvement of the levels of satisfaction and website usability will increase the level of
commitment of the consumer, as well as the retention-rate and profits of the business.

Finally, an interesting route to extend this research would be to repeat the study using a wider sample of
consumers. More specifically, the sample should represent a greater diversity of nationalities. As a result, we
would be able to investigate possible differences in consumers’ behaviour from different nationalities in the
online banking context. In addition, although we found support for our three hypothesis and we obtained
good R? levels for both the consumer’s satisfaction and commitment, it would be a good idea to analyze in
more detail the antecedents of commitment in the online banking context. It is possible that variables such as
trust, perceived privacy and security in the relationship with online banks may also influence the level of
consumer commitment.

REFERENCES

Adamic, L.A., and Huberman, B.A., 1999. The Nature of Markets on the World Wide Web. Proceedings of the 1983
Convention of the American Academy of Advertising, Lawrence, KS., 1999.

AECE, 2005. Estudio sobre comercio electronico B2C 2004. Asociacion Espafiola de Comercio Electrénico AECE-
FECEMD. Available at http://www.aece.org. Access on March, 2005.

AIMC, 2005. Navegantes en la Red. 72 encuesta AIMC a usuarios de Internet. Asociacion para la Investigacion de
Medios de Comunicacion. Available at http://www.aimc.es. Access on March, 2005.

Anderson, E. and Weitz, B., 1992. The Use of Pledges to Build and Sustain Commitment in Distribution Channels.
Journal of Marketing Research, Vol. 29, No. February, pp.18-34.

Ba, S., Stallaert, J. and Zhang, Z., 2006. Price competition in e-tailing under service and recognition differentiation.
Electronic Commerce Research and Applications. In press. Available at http://www.sciencedirect.com/. Access on
October, 2006.

Bagozzi, R., 1994. Structural Equation Model in Marketing Research. Basic Principles. Blackwell Publishers.

Bauer, H.H., Grether, M. and Leach, M., 2002. Building customer relations over the Interntet. Industrial Marketing
Management, Vol. 31, pp.155-163.

Churchill, G.A., 1979. A Paradigm for Developing Better Measures for Marketing Constructs. Journal of Marketing
Research, Vol. 16, No.1, pp.64-73.

Corritore, C., Kracher, B. and Wiedenbeck, S., 2003. On-line trust: evolving themes, a model. International Journal of
Human-Computer Studies, VVol. 58, pp.737-758.




Cronbach, L.J., 1970. Essentials of psychological testing. Harper and Row, New York.

Flavian, C., Guinaliu, M. and Gurrea, R., 2006. The role played by perceived usability, satisfaction and consumer trust on
website loyalty. Information & Management, Vol. 43, No. 1, pp. 1-14.

Fornell, C. and Larcker, D., 1981, Structural Equation Models with Unobserved Variables and Measurement Error.
Journal of Marketing Research, Vol. 18, pp.39-50.

Geyskens, 1., Steenkamp, J. and Kumar, N., 1999. A Meta-Analysis of Satisfaction in Marketing Channel Relationships.
Journal of Marketing Research, Vol. 36, No. 2, pp.223-238.

Geyskens, 1., Steenkamp, J., Scheer, L. K. and Kumar, N., 1996. The effects of Trust and Interdependence on
Relationship Marketing: A Trans-Atlantic Study. International Journal of Research in Marketing, Vol. 13, No. 4,
pp.303-317.

Gustafsson, A., Johnson, M. and Roos, I., 2005. The Effects of Consumer Satisfaction, Relationship Commitment
Dimensions, and Triggers on Consumer Retention. Journal of Marketing, Vol. 69, No. 4, pp.210-218.

Halinen, A., 1996. Service Quality in Professional Business Services: A Relationship Approach. In: Swarz, Bowen and
Brown (Eds.) Advances in Services Marketing and Management: Research and Practice, 5, pp. 315-341. JAI Press,
Greenwich.

Johnson, M.D., Herrmann, A. and Huber, F., 2006. The evolution of Loyalty Intentions. Journal of Marketing, Vol. 70,
No. April, pp.122-132.

Joreskog, K.G., 1971. Statistical analysis of sets of congeneric tests. Psychometrika, Vol. 36, pp.109-133.

Joreskog, K.G. and Sérbom, D., 1993. LISREL 8 Structural Equation Modeling with the SIMPLIS Command Language.
Scientific Software International, Chicago-Illinois, USA.

LaBahn, D.W. and Kohli, C., 1995. The Commitment-Trust Theory of Relationship Marketing: An Extension and
Application to Advertising Agency—Client Relationships. American Marketing Association Educator’s Conference,
1995 (Summer).

Lichtenstein, D.R., Netemeyer, R.G. and Burton, S., 1990. Distinguishing coupon proneness from value consciousness:
an acquisition—transaction utility theory perspective. Journal of Marketing, VVol. 54, pp.54— 67.

Loiacono, E.T., Watson, R.T., and Goodhue, D.L., 2000. WebQual: A Website Quality Instrument. Working Paper 2000-
126-0, University of Georgia, 2000.

Moorman, C., Zaltman, G. and Deshpande, R., 1992. Relationships between Providers and Users of Market Research:
The Dynamics of Trust within and between Organizations. Journal of Marketing Research, Vol. 29, No. August,
pp-314-328.

Morgan, R.M. and Hunt, S.D., 1994. The Commitment-Trust Theory of Relationship Marketing. Journal of Marketing,
Vol. 58, No. July, pp.20-38.

Murray, K.B., and Haubl, G., 2002. The fiction of no friction: a user skills approach to cognitive lock-in. Advances in
Consumer Research, Vol. 29, pp.8-10.

Nielsen, J., 1994. Usability Engineering. Morgan Kaufmann, San Francisco, USA.

Nunnally, J.C. and Bernstein, 1.H., 1994. Psychometric theory. McGraw-Hill, New York, USA.

Nurosis, M., 1994, Statistical Data Analysis. SPSS Inc.

Oliver, R.L., 1999. Whence Consumer Loyalty?. Journal of Marketing, Vol. 63 (Special Issue), pp.33-44.

Paswan, A.K., and Ganesh, G., 2003. Familiarity and Interest: in a Learning Center Service Context, Journal of Services
Marketing, Vol. 17, No. 4, pp.393-419.

Ping, R., 2004. On assuring valid measures for theoretical models using survey data. Journal of Business Research, Vol.
57, No. 2, pp.125-141.

Roberts, K., Varki, S. and Brodie, R., 2003. Measuring the Quality of Relationships in Consumer Services: an Empirical
Study. European Journal of Marketing, Vol. 37, No. 1/2, pp.169-196.

Severt, E., 2002. The Customer’s Path to loyalty: A Partial Test of the Relationships of Prior Experience, Justice, and
Customer Satisfaction. Doctoral Thesis, Faculty of the Virginia Polytechnic Institute and State University (EEUU),
2002.

Smith, K.W., 1974. On estimating the reliability of composite indexes through factor analysis. Sociological Methods &
Research, Vol. 2, pp.485-510.

Steenkamp, J.B.E.M. and Geyskens, 1., 2006. How Country Characteristics affect the perceived value of a website,
Journal of Marketing, VVol. 70, No. 3, pp.136-150.

Stern, B.B., 1997. Advertising intimacy: relationship marketing and the services consumer. Journal of Advertising, Vol.
4, pp.7-19.

Teo, H.H., Chan, H.C., Wel, K.K. and Zhang, Z., 2003. Evaluating information accessibility and community adaptivity
features for sustaining virtual learning communities. International Journal of Human-Computer Studies, Vol. 59, pp.
671-697.

Venetis, K.A. and Gauri, P.N., 2000. The importance of service quality on customer retention: An empirical study of
business service relationships. Marketing in a Global Economy Proceedings, pp.215-224.

Zaichkowsky, J.L., 1985. Measuring the Involvement Construct. Journal of Consumer Research, VVol. 12, No. 4, pp.341-
352.



