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Abstract 

We examine whether the precepts ofwhat have been tenned 'close', 'intimate', or, 

more specifically, 'communal' relationships in Social Psychology may be 

communicated via Web site content and whether this positively impacts Site­

Loyalty. We introduce a variable called Site-Communality defined as the extent to 

which Web site content signaIs that a company's relationship with its customers 

goes beyond the formai, 'tit for tat' business dealings that are typically expected 

from purely commercial exchanges, and instead, more closely abide by the norms 

and behaviours evocative offriendships and/or family relations. We develop 

multi-dimensional measures ofSite-Communality and Site-Loyalty. Using 

Structural Equation Modelling (LISREL VIII), we then empirically investigate the 

influence of Site-Communality on the attitudes and behavioural intentions 

associated with Site-Loyalty using cross-sectional data collected from 305 

subjects asked to explore and evaluate one among many real Web sites chosen so 

as to maximize variability on Site-Communality. 

Our results show that Site-Communality has a strong, direct, positive effect on the 

attitudes and behavioural intentions associated with Site-Loyalty. This directly 

contradicts·conjectures from several authors dismissing as unimportant or 

irrelevant to Web site design, the affective/relational aspects more closely 

associated with traditional, interpersonal, face-to-face commercial encounters 

(e.g., Cox & Dale, 2001; Zeithaml, Parasuraman, & Malhotra, 2001, 2002). 

Generally, such factors were believed to loose their relevance in self-service, 

Web-based commercial environments, at best, becoming contingently important 

only when customer/employee communications actually occurs (i.e., 

emails/telephone conversations). 

However, contrary to our expectations, our results show that the positive 

relationship between Site-Communality and Site-Loyalty is attenuated (rather 

than accentuated) by the visitor's 'Communal-Orientation in Traditional 

Commercial Environments' which is defined as the extent to which a consumer 
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enjoys 'getting to know' employees (i.e., waitress, bank teller, hair stylist) and 

relating with them on a more personal-level than is typically required for the 

effective delivery of a service. One possible explanation for this unexpected result 

is that when highly communally-orientated consumers are exposed to a Web site 

high in Site-Communality, they may be reminded ofwhat they are missing out on 

if they choose to conduct their business online rather than in more traditional 

business environments. 
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Résumé 

Nous examinons si les préceptes des relations qualifiées comme 'proches', 

'intimes', et appelées 'communales' en Psychologie Sociale peuvent être 

communiquées par l'intermédiaire du contenu des sites Web et si cette 

communication influence positivement la fidélité des usagers envers le site. Nous 

définissons la variable Communalité du Site comme le degré avec lequel le 

contenu du site Web communique aux visiteurs que leur rapport avec la 

compagnie ira au delà d'une relation d'affaire formelle, quid pro quo, et 

typiquement prévu des échanges purement commerciaux, et plutôt, conformera 

aux normes et aux comportements qui caractérisent les relations familiales ou 

amicales. Nous développons des mesures multidimensionelles de Communalité 

du Site et Fidélité envers le Site. A l'aide du logiciel LISREL VIII, nous 

examinons la relation entre ces deux variables en utilisant des données recueillies 

auprès de 305 sujets qui ont chacun exploré et évalué un site Web parmi plusieurs, 

choisis préalablement afin de maximiser la variabilité sur la Communalité du Site. 

Nos résultats indiquent que la Communalité du Site affecte directement et 

positivement les attitudes et les comportements liés à la fidélité. Ceci réfute les 

suppositions de plusieurs chercheurs qui suggèrent que les facteurs 

relationnels/affectifs associés aux rencontres traditionnelles perdent leur 

importance dans la conception des sites Web étant donné la caractère 'libre­

service' de la prestation de service on-line (par ex., Cox & Dale, 2001; Zeithaml, 

Parasuraman, & Malhotra, 200 1, 2002). 

Cependant, contrairement à nos attentes, nos résultats démontrent que la relation 

positive entre la communalité et la fidélité est diminuée (et non accentuée) par 

l'Orientation Communale de l'Usager dans les Environnements Commerciaux 

Traditionnels que l'on définie comme le degré avec lequel le consommateur 

apprécie et recherche à connaître les employés et à interagir avec eux à un 

niveau plus personnel qu'est typiquement requis pour la prestation efficace du 

service. Nous croyons que ce résultat imprévu suggère que, lorsque les 
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consommateurs avec une forte orientation communale sont exposés à des sites 

forts en communalité, ceux-ci leur rappellent que faire affaire de manière on-line 

plutôt que traditionnelle représentent toujours une perte importante de l'aspect 

interpersonnel durant la prestation du service. 
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Introduction 

An ever increasing number of companies are relying on Web sites to sell their 

products and services and the Web is becoming the first and, sometimes, only 

point of contact with customers (Porter, 2001). From the customer' s perspective, 

on-line environments provide several benefits. They reduce many of the 

constraints that were associated with the traditional purchase / service process 

such as limited operating hours and geographical distance. As such, it is not 

surprising that customer interest in such technology is growing. An early study 

conducted at Georgia Tech revealed that, in 1998, already 50% ofrespondents 

were interested in opening an Intemet-based bank account because of the 

convenience it offers (Riggins, 1998). By the end of2005, it is forecasted that 

business-to-consumer e-commerce will exceed $250 billion (Mullany, Green, 

Arndt, & Hof, 2003) and that the number ofIntemet users should surpass 760 

million according to CommerceNet (www.commerce.net). 

From the company's perspective, the growing interest of customers in conducting 

their business on-line provides an opportunity for reaching a much larger number 

of consumers, more easily, at a lower cost (Hof & Hamm, 2002; Madden & 

Coble-Neal, 2002). However, it is clear that simply having a presence on-line is 

not sufficient for several reasons. First, poorly designed Web sites have been 

shown to have a negative impact on consumers (e.g., bad press, customer 

dissatisfaction, frustration, and even loss - Gruman, 1999; Vijayasarathy, 2004). 

Second, online environments significantly lower customer search costs which 

facilitate switching (Bakos, 1997). As such, they challenge companies in finding 

new ways to attract and retain customers. Finally, sorne authors project that in the 

near future, the term "electronic commerce" could disappear completely. AlI 

commerce may eventually become 'electronic' (Porter 2001) which will, 

undoubtedly, increase the influence of Web sites in fashioning customers' viewof 

firms (Loiacono, Watson, & Goodhue, 2002; Watson et al., 1998). Thus, it is 

increasingly important to identify Web site design factors which would help 
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companies attract and retain their customers (Vijayasarathy, 2004) and create a 

good first impression (Smith, 2000). 

Our literature review of Web site design factors affecting the antecedents of Web 

site loyalty (and, by extension, Web site loyalty itself) shows that studies have 

focused primarily on utilitarian aspects (e.g., ease of use, perceived usefulness, 

meeting all the customer' s transactional needs by offering rich content and 

functionality) and, to sorne extent, the entertainment value of sites and site 

aesthetics. Apparently, what may be termed as affective/re/ationa/ factors have 

received very little attention, even though, such factors have been shown to 

positively influence loyalty in traditional commercial environments. For instance, 

Macintosh and Lockshin (1997) and Gremler and Gwinner (2000) found that 

customers who develop a personal connection with employees also have more 

positive evaluations and exhibit more loyalty toward the company. Moreover, 

affective relationship dynamics and their benefits are, apparently, not only 

restrlcted to the relationships between customers and employees. Studies show 

that consumers can also affectively relate to brands and products as weIl. 

Research reveals that consumers often think and describe their relationships with 

brands and products as 'flings', 'courtships', 'love-affairs', etc. (see Aggarwal, 

2004; Fournier, 1998; Gremler & Gwinner, 2000; Oliver, 1999). OveraIl, this line 

of research shows that customer relationships with employees, companies, and 

their brands and products can become more akin to what social psychologists 

have coined communa/-re/ationships (e.g., Buunk, Doosje, Jans, & Hopstaken, 

1993; Clark & Mills, 1979; Williamson & Shaffer, 2001). Such relationships 

transcend the inherent utilitarianism associated with pure commercial 

relationships and, instead, are more akin to those typically observed between 

friends and among family members (Goodwin, 1996; Price & Arnould, 1999). 

Commercial relationships that take on this communal flavour positively affect 

customer attitudes, intentions and behaviours toward the company (e.g., 

preference, positive word of mouth, repurchase intentions - e.g., Priee & Arnould, 

1999; Rozanski, Baum, & Wolf sen, 1999). Given their affective/emotional 
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foundations, not only do such relationships positively influence customer loyalty, 

they may actually lead to a stronger, more enduring kind ofloyalty (see Fournier 

& Yao, 1997; Oliver, 1999; Sheth & Pravatiyar, 1995). 

To our knowledge, no attempt has been made to investigate whether these 

findings may be applied to help companies design Web sites to more effectively 

promote customer loyalty. We attempt to fill this gap by investigating whether 

Web sites can be designed to convey that the company's relationship with its 

customers goes beyond simply 'the utilitarian'. Specifically, we propose that the 

precepts ofwhat have been termed 'close', 'intimate', or, more specifically, 

'communal-relationships' in Social Psychology (Buunk, Doosje, Liesbeth, & 

Hopstaken, 1993; Clark, 1983, 1984, 1986, Clark & Mills, 1979, 1993; Mills & 

Clark, 1982) may be effectively communicated via Web site content and design. 

We define 'Site-Communality' as the extent to which Web site content signaIs 

that a company's relationship with ils customers goes beyond the formaI, 'titfor 

tat' business dealings that are typically expected from purely commercial 

exchanges, and instead, more c/osely abide by the norms and behaviours 

evocative offriendships and/or family relations. As such, the research question 

addressed in this thesis is: Does Site-Communality play a positive role in 

fostering Site-Loyalty? 

The main contributions ofthis thesis include (a) developing measures for Site­

Communality and Site-Loyalty and (b) empirically evidencing that Site­

Communality has a strong, positive influence on the attitudes and behavioural 

intentions typically associated with loyalty. For this purpose, three (3) data 

collections via online questionnaire were performed. Two (2) of these were used 

for the purposes of exploratory factor analysis while the last was reserved for 

confirmatory factor analysis and to test our models and hypotheses. Subjects were 

asked to evaluate, via online-questionnaire, one Web site from a predetermined 

subset of real Web sites chosen ahead of time so as to maximize variability on 

Site-Communality across several different e-industries. 
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To clean up our initial set of items ofSite-Communality and Site-Loyalty, sample 

1 (nI = 249) and sample 2 (n2 = 242) were independently submitted to factor 

analysis using principal axis factoring with oblimin rotation in SPSS 12.0. A 

subsequent survey (n3 = 305) was conducted. This data was analyzed using 

LISREL VIII to further refine our instruments and to test the causal models and 

hypotheses (i.e., the impact ofSite-Communality on Site-Loyalty). 

Overall, our study shows that Site-Communality has a strong, positive, direct and 

significant impact on the attitudes and behavioural intentions typically associated 

with Site-Loyalty. Importantly, our results directly contradict the suppositions of 

several authors who have disqualified the affective/relational aspects of the 

traditional, interpersonal, face-to-face commercial encounters as unimportant or 

irrelevant to Web site design given the self-service nature ofthese environments 

(e.g., Cox & Dale, 2001; Zeithaml, Parasuraman, & Malhotra, 2001, 2002; van 

Iwaarden, van der Wiele, BalI, & Millen, 2003). 

This paper is structured as follows: In chapter 1, we review the evolution of the 

loyalty concept from being considered strictly as a behaviour to recent theoretical 

work which suggests that it is more richly construed as a multidimensional 

construct (made up ofboth attitudinal and behavioural components). Popular 

antecedents of loyalty in traditional commercial settings are then identified in 

chapter 2. In chapter 3, the CUITent known universe of Web site design factors 

affecting Site-Loyalty are reviewed. Given that quality is a well-known 

antecedent of loyaltyl, we base this review around the antecedents and dimensions 

of Web site quality. This review clearly shows that past studies have neglected 

what we term as affective/relational aspects in Web site design. In chapter 4, we 

1 Quality has heen shown to he an antecedent of loyalty in traditional commercial 
environments (e.g., Anderson & Sullivan, 1990; Bitner, 1990; Boulding, Karla, Staelin, 
& Zeithaml, 1993; de Ruyter, Wetzels, & Bloemer, 1998; Oliver 1980; Rust, Zahorik, & 
Keiningham, 1995; Sirdeshmukh, Singh, & Sabol, 2002; Zeithaml, Berry, & Parasuraman, 
1996). 
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review studies which relate to communal-relationship theory in commercial 

contexts and report findings showing that, in traditional commercial settings, 

commercial relationships which become communal have a positive effect on 

customer loyalty. We then define and position Site-Communality as a 

characteristic of Web sites. In chapter 5, we present our models and hypotheses. 

Given that we develop measures ofSite-Communality and Site-Loyalty, chapter 6 

deals with the initial steps of measure development and content validation issues. 

We define Site-Communality and Site-Loyalty and identify their respective 

dimensions. The chapter concludes with the generation of an initial pool of items 

for these dimensions and content validation. We also provide examples ofreal 

Web sites which customers may be considered as high/low in Site-Communality. 

In Chapter 7, we further address measure development issues. Specifically, this 

includes item generation, content validation, reliability, and Exploratory Factor 

Analysis (EF A). In chapter 8, we report on how we refined the measures of Site­

Communality and Site-Loyalty using Confinnatory Factor Analysis (CFA). 

Convergent and discriminant validity issues are discussed in Chapter 9 and 

nomological validity in chapter 10. In chapter Il, we test our main model and 

hypotheses (i.e., the impact ofSite-Communality on Site-Loyalty). In chapter 12, 

a summary of results is presented followed by discussion of the contributions and 

limitations of the study and, finally, a conclusion. 
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Chapter 1 - Conceptualizations of Loyalty and its Benefits 

1.1 - Overview 

Creating service environments which foster customer loyalty is crucial for 

companies (Pritchard, Havitz & Howard, 1999). Companies with loyal customers 

often boast lower costs, additional revenues and increased profitability (e.g., 

Anderson & Sullivan, 1990; Fomell & Wemerfelt, 1987; Reichheld & Sasser, 

1990; Heskett, Sasser, & Hart, 1990). In fact, research has shown that it costs 

more to attract new customers than it does to keep existing ones (Brown, 1998; 

Zemke, 2000). By increasing customer retention, organizations may significantly 

increase their profits (Reichheld & Sasser, 1990). The loyal customer buys more, 

stays away from one's competitors, and costs less because (s)he places fewer 

demands on employees once (s)he understands the modus operandi of the 

organization. Understanding how and why customers hecome loyal remains one 

of the most crucial issues in management today, and yet, loyalty itselfremains one 

of the least well-understood concepts (Pritchard et al., 1999). 

There has long been disagreement about what truly represents customer loyalty 

(i.e., Jacoby & Chestnut, 1978; Kunoe, 1993; Dick & Basu, 1994; Rundle-Thiele, 

in press). In general, conceptualizations ofloyalty can he broadly categorized as 

follows: 

1) Loyalty as a behaviour or a behaviour expressed over lime (e.g., 

Ehrenberg, 2000; Neal, 1999). Under this perspective, loyalty is repeat 

purchasing. Customers are often categorized (by companies) as either 

loyal or non-loyal given sorne arbitrary cut-offlevel. For instance, if the 

customer continues to buy or consume a product / service or continues to 

patronize a store for sorne period of time, the customer is considered as 

loyal. 
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2) Loyalty is a combination of both attitude and behaviour (e.g., Dick & 

Basu, 1994). According to this perspective, loyalty is a composite 

construct made up of both preference and repeat purchases / patronage. 

Loyalty exists only if preference is translated into action. 

3) Loyaltyas apropensity. Customers are seen as having a propensity to 

become loyal which is affected by personality and situational factors (e.g., 

Martin & Goodell, 1991; Dubois & Laurent, 1999). 

4) Loyalty is apsych%gical state. Loyalty is seen as purely attitudinal akin 

to emotional attachment. Not only is it representative of a strong and 

positive attitudinal bias, it is something that is felt. It is synonymous with 

a deeply held commitment to continue one's association with a store or a 

brand (Sheth & Pravatiyar, 1995). Here, actual repeat purchasing is 

considered more as the result of loyalty rather than its surrogate. 

5) Loyalty as several states. According to Oliver (1999), loyalty is complex. 

It is not one state but may include many. This is a conceptualization based 

on attitudinal strength / persistence. Oliver argues that less enduring states 

of loyalty are cognitive in nature and based primarily on a demonstration 

ofgood performance by the company, product, or brand. At more 

enduring states ofloyalty, the concept becomes increasingly founded on 

affect. Stronger forms of loyalty are believed to occur when the customer 

experiences a sense of emotional bonding with the company, product or 

brand. As such, loyalty can become a re/ational phenomenon (e.g., with a 

brand, a company, its employees) where social / emotional forces factor 

into the customer's decision to stay or repurchase (Fournier & Yao, 1997). 

Different conceptualizations of loyalty have had serious implications on 

identifying the antecedents ofloyalty, on establishing whether particular 
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customers are loyal or not, and on adopting strategies that promote it. In fact, 

because of the equivocal use of the term 'loyalty', a multitude of antecedents have 

emerged in the literature accompanied by loyalty-building prescriptions that, at 

times, seem to refute one another. For instance, both companies and researchers 

who equate loyalty with repurchasing behaviour often aim at identifying factors 

that increase customers' physical and psychological switching costs. Building 

loyalty becomes synonymous with finding ways of keeping customers 

behaviourally captive. Conversely, other researchers have argued that, in order for 

behaviour to he considered as loyal, it must he founded on sorne attitudinal bias 

(e.g., Dick & Basu, 1994). Typically, although this line of research sees loyalty as 

hehavioural, it seeks to identify factors which induce preference in customers. 

Still others have suggested that loyalty is a concept that captures the customer's 

psychological state, putting even more weight on the attitudinal component (e.g., 

Huang & Yu, 1999). Here, loyalty is seen as a decision or a commitment rather 

than behaviour (e.g., Divett, Crittenden & Henderson, 2003). Thus, loyalty is 

something that is felt by the customer. 

Authors who see loyalty as rooted in attitudinal bias often try to identify the 

means by which to increase customers' perceived attitudinal discrepancy (i.e., 

liking) relative to one's competitors. Researchers who have tried to identify what 

factors may sway customer attitudes positively (and, thus, foster loyalty) have 

established the importance of providing good quality of service and ensuring that 

customers experience satisfaction following each and every service encounter 

(e.g., Boulding, Karla, Staelin & Zeithaml, 1993; Parasuraman, Berry, & Zeithaml, 

1991). 

More recently, sorne authors have argued that there may be different types (or 

kinds) of loyalty that emerge depending on the industry and on what antecedent 

factors shape the customer's attitudinal bias (see Oliver, 1999). Good 

performance (e.g., the company' s ability to deliver excellent quality of service at 

each service encounter), is but one ofthese factors. Focusing on delivering quality 
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of service may, indeed, be enough to trigger loyalty by producing a positive 

attitude in the customer and, thus, may be sufficient to keep him / her coming 

back in the future (particularly when direct competitors provide their services 

below what the customer has come to expect). However, according to this 

conceptualization (i.e., which sees loyalty as being polymorph made up of several 

states), loyalty founded solely on performance may represent loyalty in its 

weakest state (Oliver, 1999). Instead, more enduring and commercially desirable 

forms of loyalty may be embedded in the social and relational fabric that 

surrounds the act of consumption (e.g., what the consumption of the product 

'means' to the customer, whether the customer has established commercial 

friendships with the company' s salespeople - see Fournier, 1998; Oliver, 1999). In 

fact, recent work done by proponents of relationship marketing2 suggests that 

relational forces may create very powerful and resilient forms of customer loyalty. 

Among these, we will explore the bonds that customers forge with front-line 

employees. Unlike loyalty founded simply on good performance, research 

suggests that loyalty forged by relational forces is often more difficult to dislodge 

by competition because 'switching' often entails losing out on more than simply 

the product or service the company provides (Oliver, 1999). Increasingly, several 

authors espouse this relational perspective when describing loyalty (e.g., Fournier 

& Yao, 1997; Fournier, 1998) and a growing number ofstudies have begun 

exploring more 'relational antecedents' to loyalty such as the trust which may 

develop between customers and company representatives (e.g., MacIntosh & 

Lockshin, 1997). 

2 'Relationship marketing' stems from a recent paradigm shift in the field of marketing 
(GroDToos, 1991; 1994; Gummesson, 1987; KotIer, 1991; Webster, 1992). Underthe 
traditional marketing philosophy, which dominated the academic Iiterature during the 
1980s, emphasis was primarily put on effectively managing individual service 
transactions (i.e., providing high service perfonnance at each encounter). Service 
encounters were seen as discreet occurrences and as something to he maximized by 
manipulating various aspects of the 'marketing mix'. Instead, relationship marketing 
researchers suggest that cumulative positive experiences may also induce relational 
phenomena (such as interpersonal bonding hetween customers and service employees) 
which can positively affect future patronage decisions. 
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In this chapter, we first review the literature demonstrating why achieving 

customer loyalty is an important goal for organizations. In other words, we look at 

its benefits. Following this, we explore the different conceptualizations ofloyalty. 

In the subsequent chapter, areview ofliterature on the antecedents ofloyalty is 

presented. Of particular interest, to us, is the contribution of employee contact to 

building loyalty, given that using IT-mediated commercial environments (e.g., 

Web sites) usually brings about a significant reduction in interpersonal contact. 

1.2 - Organizational Benefits Related to Loyalty 

The reason why loyalty has commanded so much attention among academics and 

practitioners is that it is said to provide organizations with several important 

benefits (Som & Mehta, 2002; Sum, Lee, Hays, & Hill, 2002; Zeithaml, Berry, & 

Parasuraman, 1996). Research shows that customers express their loyalty to a 

company in several ways. These include: (a) post-purchase consumer 

communications (i.e., positive word of mouth - Chiu, Hsieh, Li, & Lee, in press; 

Reichheld, 1996), (b) decreased search motivation (Holbrook, 1978), (c) 

resistance to counter-persuasion (Delgado-Ballester & Munuera-Aleman, 2001; 

Som & Mehta, 2002; Wood, 1982), (d) increased frequency ofpurchase 

(Reichheld & Sasser, 1990), and (e) for companies with loyal customers, it 

translates into having more time to respond to competitors' actions (Aaker, 1991). 

Generally, sorne of the most important benefits of customer loyalty are lower 

costs and additional revenues. In fact, customer retention has been linked to better 

organizational performance (e.g., Anderson & Sullivan, 1990; Fomell & 

Wemerfelt, 1987; Reichheld & Sasser, 1990). For instance, research has found 

that customer loyalty is directly related to firm profitability (Heskett, Sasser, & 

Hart, 1990). Loyalty brings about significant organizational savings because, 

among other reasons, (a) retaining customers costs less than attracting new ones, 

(b) loyalty reduces transaction costs (i.e., time and cost of negotiation), and (c) 

increases the cross-selling of products and services (Griffin, 1996). AIso, 

customer loyalty increases sales. Loyal customers buy more, stay away from 
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competitors, and that the moneys saved by dealing with loyal customers can then 

be reinvested into improving products and services. Sorne suggest that this cost 

saving may be due to 'experience curve' effects which allows the organization to 

serve their long-term customers more efficiently (Reichheld & Sasser, 1990). 

Actually, estimates suggest that it may he five times more costly to attract 

customers than it is to retain them. By increasing retention by five percent, profits 

may go up by, up to, 100% (Reichheld & Sasser, 1990). This is because it actually 

hecomes easier for the company to serve its regular customers. Because they 

understand how the organization operates and are familiar with existing processes, 

they place less demands on employees (Chow & Holden, 1997). Moreover, sorne 

authors suggest that the most important benefits of loyalty may not be purely 

financial, but rather, include the customer's willingness to voice dissatisfaction 

and give the service provider the time necessary to respond and improve on its 

shortcomings instead of immediately exiting the relationship. AIso, positive word­

of-mouth may be a particularly powerful factor linked to loyalty3. Because 

individuals are believed to associate themselves with others who exhibit the same 

tastes and consumption hehaviours, advocacy from loyal customers may attract 

other consumers who themselves have a strong propensity to become loyal also 

(Czepiel & Gilmore, 1987). 

Although the literature clearly demonstrates that there are important benefits 

associated with loyalty, what is unsure is whether companies moving toward e­

commerce can successfully foster loyalty in these highly impersonal environments, 

and thus, whether such benefits should he expected. We hegin with exploring 

what is meant by loyalty. 

3 In a multi-industry study, Zeithaml, Beny, and Parasuraman (1996) tested a 13-item 
array ofbehavioral intentions and found that 'intentions to recommend' was strongly 
correlated with 'actual repurchases'. 
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1.3 - What is Loyalty? 

1.3.1- Loyalty as a Behaviour 

According to the behavioural perspective, customers who repeatedly buy the same 

product / brand or from the same store / service provider over sorne extended 

period oftime, are 'tagged' as loyal customers4
• In fact, many authors adopting 

this behavioural conceptualization of loyalty often describe loyalty in terms of 

observable or measurable behaviours rather than provide a true definition of the 

concept. For instance, loyalty has been defined as a customer's tendency to 

continue to exhibit similar behaviours over time in similar situations (Reynolds, 

Darden, & Martin, 1974). Others describe loyalty as a consistent, repeat 

purchasing behaviour (e.g., Segal, 1989), a strong intention to revisit and 

recommend to others (Gallarza & Saura, in press), resistance to switching, higher 

propensity to recommend to others, and a willingness to continue using (Chiu, 

Hsieh, Li, & Lee, in press). This behavioural conceptualization ofloyalty has 

been extended to e-commerce as weil. Smith (2000), for instance, refers to factors 

such as repeat Web site visits (without actual purchasing) and 'site stickiness' (i.e., 

the extent of time the customer spends at the Web site). 

The behavioural perspective is often the one adopted in industry. An undeniable 

reason for the popularity of conceptualizing loyalty as a behaviour (e.g., 

categorizing the customer as loyal depending on sorne frequency or proportion of 

repurchases) is that evaluating the effectiveness of organizational tactics and 

strategies can be based on observable, tangible outcomes. However, considering 

loyalty as a high repeat buying has often led companies to pursue loyalty-building 

strategies to attract and retain customers using price incentives or promotions or 

4 Examples of authors who have adopted a behavioural perspective of loyalty include 
Newman and Werbel (1973) who suggest that loyalty can be measured as repurchase 
behaviour and Tellis (1988) who equates loyalty with repeat purchase frequency. 
Similarly, Massey, Montgomery, and Morrison (1970) see loyalty as a probability of 
purchase while Cunningham (1966) views loyalty as measurable by the proportion of a 
customer' s purchases. 
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by building switching costs in order to keep customers captive. For example, it 

has been suggested that the most effective way in developing customer loyalty is 

by making it difficult and expensive for customers to switch by introducing high 

physical switching costs (Jackson, 1985). Loyalty programs often fall into this 

category (Sharp & Sharp, 1997). These programs 'reward' repeat purchase 

behaviour through the giving of points, prizes, discounts~ coupons, or other 

incentives (Schiffman & Kanuk, 2004). As such, according to the behavioural 

perspective, building loyalty is somewhat synonymous with finding ways of 

binding the customer to the organization. Thus, customers do not switch because, 

if they do, they lose out on these accrued benefits, and because they do not switch, 

companies classify them as loyal. 

Several authors have been critical of this behavioural approach to loyalty (i.e., 

interpreting whether a customer is loyal or not solely based on repeat buying). 

One such criticism pertains to the accompanying practice of setting arbitrary cut­

off margins to assess whether a customer can be classified as loyal or nots. In fact, 

using 'cut-offs' (e.g., a certain proportion ofpurchases with the company 

compared to that accorded to competitors) suggests that customer loyalty either 

exists or that it does not (i.e., loyalty is seen like a switch turned either 'on' or 

'off') (Fournier & Yao 1997). 

Recognizing the limitations associated with classifying customers as loyal or non­

loyal based solely on observable behaviour, several authors have called for more 

correct conceptualization of loyalty which could confirm whether attitudinal 

processes within the customer's psyche actually drive what appear to be loyal 

behaviours (e.g., Day, 1969; Lutz & Winn, 1974). In fact, because behavioural 

conceptualizations of loyalty do not examine 'why' customers repeatedly buy, 

several authors contend that such conceptualizations of loyalty tend to 

overestimate loyalty by not taking attitude into account. In effect, simply looking 

S Segal (1989), for instance, has suggested that a customer is loyal if more than about 
90% ofhis 1 ber purchases are to a single supplier. 
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at customer behaviours cannot successfully differentiate whether a customer that 

has remained with the same company over several years has done so because (a) 

he / she truly wants to, (b) whether the company has locked him in, (c) no feasible 

alternative exists (e.g., no competitor has established a presence close to the 

customer's home or place ofwork), or alternatively, because (d) the customer 

perceives little, if no, difference between the company and its competitors and, 

therefore, does not recognize any advantages in switching, a condition known as 

customer indifference or customer inertia (Assael, 1992). Simply put, those 

advocating that attitude must be taken into consideration argue that the 

behavioural perspective doesn't recognize the motivation behind the behaviour. 

This suggests that the behavioural consequences of both customer indifference 

and loyalty may be confounded when considering such behavioural proxies as 

repeat purchases, frequency of purchase, and proportion of purchases. In fact, 

although loyalty and customer indifference (a.k.a., inertia) can lead to repeat 

buying, the motivation and marketing implications are very different (Huang & 

Yu, 1999). As such, loyalty is not simply a behaviour but a complex phenomenon 

and purely behavioural conceptualizations of the loyalty construct have failed to 

capture its richness and depth (Too, Souchon, & Thirkell, 2001). 
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1.3.2 - Loyalty as a Composite of Both Attitude and Behaviour 

According to several authors, in order for a customer to be considered as loyal, his 

/ her behaviour must be founded on a positive and strong internaI disposition (i.e., 

attitude) toward the particular brand or store (e.g., Jacoby & Chestnut, 1978). 

Many authors suggest that, although loyalty remains a behaviour, it must be 

accompanied by an attitudinal bias about what to buy and from what company 

(e.g., Griffin, 1996). As such, loyalty is something which is expressed over time 

by the customer who is a decision-maker, evaluating various alternatives and then 

choosing among these (Jacoby & Chestnut, 1978). For purchasing practices to be 

considered as loyal, the behaviour must be verified as being intentional (Jarvis & 

Wilcox, 1977). As such, whereas loyalty is a behaviour influenced (among other 

things) by economic rational judgment, customer inertia is a habituaI act of 

purchasing devoid of any preference or perceived advantage over similar products 

(Wernerfelt, 1991). 

Building on work done by researchers such as Jacoby and Chestnut (1978), Day 

(1969), Engel, Kollat, and Blackwell (1982), Dick and Basu (1994) 

conceptualized loyalty as a composite construct made up ofboth a positive 

relative attitude (i.e., preference) and repeat patronage behaviour (see also 

Gremler, 1995; Baldinger & Rubinson, 1996; Karatepe, in press; Yoon & Uysal, 

2005). This perspective has been extended to e-commerce as weIl (see Anderson 

& Srinivasan, 2003; Thorbjornsen & Supphellen, 2004; Srinivasan, Anderson, & 

Ponnavolu, 2002; Tomiuk & Pinsonneault, 2001). 

Specifically, Dick and Basu (1994) define loyalty as the strength of the 

relationship between the customer' s attitude towards the target relative to 

available alternatives and repeat patronage behaviour6 (see Figure 1). 

6 This conceptualization is founded on a well-established tine of research which has 
demonstrated that attitudes are crucial in determining purchasing behavior (e.g., Axelrod, 
1968; Shimp & Kavas, 1984; Fishbein & Ajzen, 1975). 
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Cognitive 
Antecedents 

Affective 
Antecedents 

Conative 
Antecedents 

Figure 1. Dick and Basu's (1994) Loyalty Framework. 

Social and 
Situational 
Constraints 

Dick and Basu's (1994) conceptualization ofloyalty as the strength of the 

relationship between relative attitude and repeat patronage behaviour led the 

authors to suggest four possible loyalty conditions by conceding that both relative 

attitude and repeat patronage could each he either 'high' or 'low'. Accordingly, 

'true loyalty' is said to ensue only when high relative attitude (i.e., a preference) is 

accompanied by high repeat patronage. 'Spurious loyalty' emerges when the 

customer perceives little difference between alternatives (i.e., relative attitude 

remains low) but purchases one brand more consistently than others - a condition 

previously descrihed as 'customer inertia'. For instance, a customer may have 

patronized a particular bank for years but not because the customer finds that this 

bank offers superior service or value, instead, it may be that the customer 

perceives absolutely no differences between the bank and its competitors. 

Although apparently loyal, such a customer may readily switch, for instance, if a 

competitor offers a better interest rate. Conversely, 'latent loyalty' is categorized 

by high relative attitude and low repeat patronage. Such a condition may occur 

when situational and social factors (i.e., social norms) intervene strongly and 

counter the effects ofhigh relative attitude on hehaviour. For example, a customer 

may strongly prefer a particular restaurant but may eat at the restaurant very 

infrequently due to number of factors including inconvenient location, high prices, 
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etc. Finally, under conditions of 'no loyalty' both relative attitude and repeat 

purchase behaviour are low (see Figure 2). 

Relative 
Attitude 

High 

Low 

Low High 

Repeat Patronage 
Behaviour 

Figure 2. Dick and Basu's (1994) Loyalty Conditions. 

The model denotes relative attitude as mediating the effects of several antecedents 

on repurchase behaviour (see Figure 1). Accordingly, the 'loyalty relationship' is 

driven by cognitive, affective, and conative factors. Cognitive factors represent 

the customer's 'thinking states' and are synonymous to mental appraisals7
• 

Although Dick and Basu (1994) discuss cognitive antecedents from a micro­

perspective (e.g., ease with which the attitude can be retrieved from memory, 

level of certainty associated with the attitude, how central the attitude is to the 

customer), from a macro perspective, popular conceptualizations of quality of 

service consider it as being cognitively assessed (Parasuraman, Zeithaml, & Berry, 

1994). Customers' evaluations of quality of service are believed to stem from a 

mental comparison; the gap between what the customer expects to receive prior to 

the service experience and the level of service quality actually experienced. Good 

7 Other authors have also suggested that customers' cognitive evaluations play an 
important role in the formation ofloyalty. Griffin (1996), although regarding loyalty as a 
behaviour, recognizes its cognitive foundations by suggesting that loyalty is a cycle 
including the initial action, the evaluation of the action (a cognitive appraisal), and 
subsequent repetition of the action. Similarly, Neal (1999) suggests that loyalty is the 
result of a cognitive assessment based on comparative value assessment 
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quality appraisals rai se the customer' s relative attitude toward the service provider 

and, consequently, impact positively on loyalty (Zeithaml, Berry, & Parasuraman, 

1996). 

Affective antecedents of loyalty are 'feeling states'. They include such aspects as 

primary affect, emotion and mood8
. A well-established affective concept in 

marketing literature is 'satisfaction' (Oliver, 1980). This taps into whether the 

customer feels satisfied or not after experiencing a service encounter. Although 

related, affect and cognition are conceptually very different. Simply put, attitudes 

founded on cognitions can he considered as 'cold' because they are based on a 

mental, calculative process while attitudes founded on affect can be thought of as 

'warm' because they are based on more holistic sensory experiences. 

Finally, conative factors are related to customers' behavioural dispositions and to 

the consequences associated with discontinuance or those associated with 

switching9 (Dick & Basu, 1994). Conative antecedents include prior customer 

investments (i.e., sunk costs associated with paid memberships, such things as 

frequent flyer miles, and time invested in learning how to use the company's 

software) and switching costs (e.g., the potential investment in time and effort 

needed to familiarize oneselfwith a competitor's way of doing business). These 

investments in time and effort (and other irrecoverable resources) create 

psychological ties motivating individuals to maintain their commercial 

relationships (Blau, 1964). 

While in the Dick and Basu (1994) model relative attitude is modelled as strongly 

influencing repeat purchases, the model recognizes that non-attitudinal pressures 

8 Primary affect represents a sensory response which is independent of cognition, such as 
taste. Emotions are very intense states of arousal (e.g., joy) whereas moods are 
considered to he less intense but longer lasting than emotions (Dick & Basu, 1994). 

9 Conation refers to the personal, intentional, deliberate, goal-oriented component of 
motivation. It is the proactive (rather than reactive) aspect of behavior (Baumeister, 
Bratslavsky, Muraven & Tice, 1998). 
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may help explain attitude / behaviour variance. In other words, attitude is not the 

only factor driving behaviour. Consequently, high relative attitude may not 

necessarily lead to high repeat patronage. Instead, social norms and situational 

factors moderate the strength of the attitude / behaviour relationship. For example, 

social pressures (e.g., parental disapproval or friends) can he highly influential in 

predicting the purchases of teenagers. Similarly, situational pressures such as 

store proximity can affect what stores customers frequent regardless of the 

customer's attitude. For example, under traditional situations offinancial service 

delivery, the location ofbank branches has been the most important factor in 

distributing their services effectively (Riggins, 1998). In fact, proximity to home / 

work and operating hours have been identified as heing central reasons dictating 

what bank customers choose (Rust & Zahorik, 1993). As such, repatronage 

behaviour is not always dictated by relative attitude alone. 

1.3.3 - Loyalty as a Propensity 

In this category, we include research which has conceptualized loyalty as a 

propensity or tendency. One ofthese propensity perspective links loyalty to 

personality rather than simply as the consequence of company actions and 

customers' product and service evaluations (e.g., Martin, 1998; Martin & Goodell, 

1991). It assumes that certain consumers may be more apt to loyalty than others 

dependent on such personality factors as risk aversion. Another dispositional 

perspective on loyalty is reflected in research on situationalloyalty. However, 

contrary to the research which sees loyalty as a personality trait, situational 

loyalty research advocates that loyalty is the result of the situations consumers 

face over time (Dubé & Maute, 1998; Farley, 1964). Under situations similar to 

those previously encountered, consumers tend to exhibit similar behaviours and 

loyalty patterns (Reynolds et al., 1974). Dubois and Laurent (1999) define 

situationalloyalty as the propensity to stay loyal in various purchase and 

consumption situations. According to these propensity perspectives (i.e., 

personality and situational), positive relative attitudes and behaviours are 

considered as consequences rather than components of 10Yalty per se. 
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1.3.4 - Loyalty as a Psychological State 

Although the Dick and Basu (1994) model considers loyalty as the strength of the 

relationship between relative attitudes and repeat patronage, it preserves, 

nevertheless, a strong behavioural flavour. First, it maintains that high repeat 

patronage can he driven by high relative attitudes (i.e., true loyal behaviours) as 

well as by social norms and situational factors (i.e., seemingly loyal behaviours). 

It is only, however, when relative attitudes are high that companies should 

consider customer purchasing behaviours as indicative of loyalty. Second, the 

authors' conceptualization implies that loyalty can indeed exist when relative 

attitudes are high while the customer' s attitude toward the actual target may be 

weak but positive. This is a conceivable (reallife) situation if the customer 

doesn't particularly like the product (s)he purchases from the company but 

perceives competitors' offerings very unenthusiastically. To call such a condition 

loyalty may seem, to many, somewhat counterintuitive and, yet, under Dick and 

Basu's (1994) model, it would be considered as such. 

In fact, several authors apparently downplay the behavioural aspect ofloyalty 

completely (e.g., Assael, 1992; Keller, 1993) and suggest that loyalty is rather a 

form of psychological resolution. In other words, these authors portray loyalty as 

purely attitudinal. Instead of considering loyalty based on the level of consistency 

between attitude and behaviour, many see loyalty as a psychological state of mind. 

This, however, is more than simply 'relative liking' (i.e., preference). Sorne 

suggest that loyalty is actually the customer' s conscious decision to continue 

purchasing the same brand reflecting a customer' s intrinsic desire to stay with one 

or a few brands (Huang & Yu, 1999). Others speak of a sense ofloyalty 

developing in customers (Pritchard et al., 1999). Here, loyalty is seen as a form of 

'emotional attachment' (Hallherg, 2004) that the customer feels toward a product, 

a company, a service provider, etc. Similarly, Butcher, Sparks and O'Callaghan 

(2001) define loyalty as a "psychological attachment of a customer to a particular 

service provider" (p. 313). A c10sely related concept which is often used 
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synonymously with loyalty is commitment. Zins (2001) actually describes 

commitment as attitudinal strength. Here, regular and frequent purchases are 

merely the behavioural manifestations ofloyalty. 

Recognizing the ongoing debate ofwhether loyalty should be construed as a 

behaviour, more like an attitude, or both, an increasing number of researchers 

have begun acknowledging in their work whether they are studying 'attitudinal 

loyalty' or 'behaviouralloyalty' (e.g., Bennett, Hartel, & McColl-Kennedy, 2005; 

Bowen & Chen, 2001; Chaudhuri & Holbrook, 2001; De Wulf et al., 2001; 

Rundle-Thiele, in press). For instance, De Wulf et al. (2001) investigate the 

effects of relational tactics on behaviouralloyalty. They define it as "a composite 

measure based on a consumer' s purchasing frequency and amount spent at a 

retailer compared with the amount spent at other retailers from which the 

consumer buys" (p. 39). 

1.3.5 - Different States and Strengths of Loyalty: Petformance-Based versus 

EmotioniAffect-Based Loyalty 

Although the Dick and Basu (1994) model appears superior to purely behavioural 

conceptualizations ofloyalty, it may not reconcile certain inconsistencies which 

have appeared in the literature. One of these regards the effects of pricing on 

loyalty. Should one consider that high relative attitude and repeat patronage 

triggered by lower pricing as indicative ofloyalty? Put differently, should a 

customer who has, for several years, repeatedly purchased from a particular 

company due to low prices (which the customer finds attractive), but would 

readily switch if a competitor would offer a more attractive price incentive, even 

be classified as loyal? Several authors seem to suggest that loyalty can he induced 

by pricing (e.g., Bhattacharya, 1997). And yet, the supposition that price impacts 

strongly on loyalty is paradoxical with the work of others who argue that lower 

priee sensitivity (Krishnamurthi & Raj, 1991) is implicit ofloyalty. In fact, sorne 

authors argue that price promotions only attract non-loyal customers (Day, 1969; 

Reichheld, 1993). However, in accordance with Dick and Basu's (1994) model, a 
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highly price-sensitive consumer whose patronage has been 'bought' may be 

considered as loyal because the effect of pricing on relative attitude may be 

extremely powerful. In other words, highly price sensitive consumers may 

attribute considerably more weight to pricing, and therefore, lower priees may 

strongly influence the development of a powerful attitudinal bias. 

Oliver's (1999) recent analysis ofbrand loyalty may help redress these 

inconsisteneies. The author suggests that, instead of eonsidering loyalty as one 

unequivocal concept, it is best understood as including several states. Oliver 

suggests that customers may migrate through the se different forms of loyalty 

varying in strength. 

In its least enduring form (i.e., in which customers remain susceptible to 

competitors' actions), loyalty is based solely on relative performance whieh can 

include such factors as better pricing and reliable service delivery (e.g., the 

consumer may not particularly like the product more than others, but he might 

like its price). This may be sufficient to trigger a positive (but possibly weak) 

attitudinal bias and repeat purchasing may ensue. Oliver (1999) refers to this 

performance-based loyalty as 'cognitive loyalty'. In this state ofloyalty, relative 

attitude (i.e., preference) may actually be very high (e.g., price-sensitive 

customers may strongly prefer a company offering lower prices). As such, even 

customers which are cognitively loyal may fall into Dick and Basu's (1994) 

conceptualization of 'true loyalty'. 

Instead, what distinguishes these customers is that their positive attitude is 

generated directly from a cost / benefit analysis of brand attributes rather than an 

affective preference founded in positive emotion for the actual brand (store, 

company, etc.). In the context of services, cognitive loyalty can typically be found 

in such industries as local telephone service providerS. AIl else being equal, unless 

the service provider deviates from performance expectations or provides the 

service at a price which appeals to the customer, (s)he may have no real reason to 
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switch. According to Oliver (1999), cognitive loyalty represents loyalty's most 

shallow state; although the customer's behaviour may be founded on an attitudinal 

bias (e.g., a preference develops because the service provider offers a 5% 

discount), this relative attitude may not he very enduring or stable, but rather, may 

be quite easily dislodged by competitors. For example, if the customer buys a 

particular product because it is more convenient or lower priced, competitors may 

target these attributes by providing even more convenience at an even better price, 

thus, inducing the customer to switch. 

At higher states ofloyalty, attitude hegins to develop through cumulative 

'satisfying usage occasions' and liking extends toward the actual brand (rather 

than towards such things as price, convenience, etc.). Here, loyalty begins to take 

on affective/emotional overtones. Such things as pleasure derived from 

consuming the brand (or experiencing the service) begin to factor into the 

customer' s attitude. In sum, Oliver' s (1999) analysis suggests that weak forms 

(i.e., states) of customer loyalty are likely to he cognitively driven and are subject 

to counterargument. Conversely, loyalty that is rooted in affect is more difficult to 

dislodge. 

ln sum, Oliver (1999) argues that, in its more powerful and durable form, loyalty 

is anchored in higher affective forces created by social and emotional factors. 

Oliver's analysis of 'brand loyalty' clearly suggests that loyalty may actually 

develop into a relational phenomenon. This perspective has also been adopted by 

several other authors as weIl (e.g., Chow & Holden, 1997; Sheth & Parvatiyar, 

1995; Macintosh & Lockshin, 1997; Fournier & Yao, 1997). Buttle (1996), for 

instance, speaks of 'bonds' developing hetween customers and companies and 

their employees which may act strongly and positively on customer retention. 

Hennig-Thurau, Gwinner and Gremler's (2002) measure ofloyalty included the 

item "1 have a very strong relationship with this service provider" (p. 244). Other 

authors describe loyalty in terms of relational qualifiers using language more 

often found in studies of interpersonal relationships (e.g., marri age ). Loyalty has 
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been described as synonymous to a relationship built on 'trust' (Bowen and 

Shoemaker, 1998), a form of allegiance - a pledge of relational continuity (Dubé 

& Maute, 1998; see also Fournier, 1998). Others refer to 10yalty as a commitment 

to continue one's relationship with a product or service regardless of situational 

influences and the marketing efforts of competitors (Divett, Crittenden & 

Henderson, 2003; Morgan & Hunt, 1994; Oliver, 1997, 1999; Sheth & Pravatiyar, 

1995; Zins, 2001). Oliver (1999) suggests that the creation of a community-like 

structure around the consumption of the product or service can often shift the 

customer from astate where consumption is based on mere liking / enjoyment of 

the product or service to one where the consumption of the product or service is 

embedded in social forces and may even become a factor in one's self-identitylO. 

This has also been echoed by researchers in e-commerce who have advocated the 

use of community-oriented service strategies in building customer loyalty (e.g., 

Chi ou, 2004). 

1.4 - Summary 

Understanding what is loyalty continues to be a dominant issue for researchers. 

To a great degree, it remains a complex and largely misunderstood phenomenon 

(Pritchard, Havitz, & Howard, 1999). Many continue to conceptualize it simply as 

a hehaviour (e.g., Gallarza & Saura, in press). Several critics have condemned 

purely hehavioural definitions as inappropriate because customer indifference (i.e., 

inertia) may he captured and misinterpreted as loyalty. Authors such as Dick and 

Basu (1994) have, instead, suggested that loyalty be construed as a composite of 

10 According to Oliver's (1999) analysis ofbrand loyalty, there may exist one absolute 
state which he caIls 'ultimate loyalty'. Customers experiencing ultimate loyalty become 
resolved, consciously shun away from other brands (or stores) and actively fight off 
competitor pressures and actively overcome situational and social constraints (i.e., 
customers do not care what others think). For these customers, there are no substitutes. In 
fact, Oliver suggests that this is a 'love-like' state. An example ofthis type ofloyalty can 
he found with sorne owners of Harley Davidson motorcycles who form local chapters and 
meet on a regular basis. This type ofloyalty is often accompanied by a strong 'social 
support' mechanism (i.e., the development of relational forces around the consumption of 
a product or service) and the public display of association to the object of one's devotion. 
However, Oliver admits that this ultimate type of loyalty cannot feasibly be achieved by 
aIl industries given the nature of the products or services they seIl. 
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both positive relative attitude and repatronage behaviour. Others, such as Oliver 

(1999) argue that loyalty is not simply one unequivocal state, but rather, may be 

better understood as encapsulating several. Very weak states of loyalty are 

cognitively driven whereas more resilient forms of loyalty are rooted in feelings 

of emotional attachment (Hallberg, 2004) to the company, product, brand, etc. 

This sense of attachment is much more difficult to dislodge by competitors. The 

stronger the affective/emotional attachment to the product or service, the more the 

customer willingly shuns away from alternatives. In the following chapter, we 

review the literature on the antecedents of loyalty. 
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Chapter 2 - Antecedents of Loyalty 

2.1 - Overview 

In this chapter, we begin with a review of literature of several factors which have 

been empirically shown to promote or deter customers from becoming loyal in 

traditional service/retail environments. When possible, conceptual and causal 

links are drawn between these antecedent conditions. 

2.2 - Service Quality 

An important aspect that sets services apart from manufactured products is that it 

is much more difficult for customers to discriminate (i.e., evaluate and choose) 

between services than it is between products. This is primarily because services 

are intangible and non-standardized (Zeithaml & Bitner, 1996). Nevertheless, 

researchers believe that the evaluation of services occurs across two general 

dimensions (Gronroos, 1982, 1983, 1984, 1990; Czepiel, Solomon, Surprenant, & 

Gutman, 1985). Customers experience and evaluate services from both (a) an 

outcome or 'technical' dimension and (b) a process-related or 'functional' 

dimension. The technical dimension captures the output of the encounter and this 

represents 'what' the customer actually receives. The functional dimension relates 

to the process surrounding the attainment ofthis outcome or, stated more simply, 

'how' the service is actually deliveredII
. 

SERVQUAL is a measure developed in an attempt to capture this complexity in 

traditional service settings (Parasuraman, Zeithaml, & Berry, 1988). It has also 

been applied to the quality assessment of Web sites as weIl (e.g., Song & Zinkhan, 

2003; van Iwaarden, van der Wiele, BalI, & Millen, 2003; van Iwaarden & van 

Il As we shaH discuss later, it is particularly on this functional dimension that e-baoking 
cao affect customer evaluations by substituting the employee as the main channel of 
service delivery. 
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der Wiele, 2003).1t suggests that customers evaluate the quality oftheir service 

experience across the following conceptual dimensions12
, 13: 

(a) Tangibles: The appearance ofphysical facilities, equipment, personnel, and 

communication materials; 

(b) Reliability: The ability to perform the promised service dependably and 

accurately; 

(c) Responsiveness: The willingness to help customers and to provide prompt 

servIce; 

(d) Assurance: The knowledge and courtesy of employees and their ability to 

convey trust and confidence; 

(e) Empathy: The provision of caring individualized attention to customers. 

Empirical studies show that quality does play an important part in customer 

loyalty. For instance, research shows that service quality positively and strongly 

influences customers' repurchase intentions (Boulding, Karla, Staelin, & Zeithaml, 

12 SERVQUAL is assessed as a function of the gap between (a) consumers' prior 
expectations of what should happen during the service encounter and (b) the actual 
service that was provided across these dimensions (Zeithaml, Berry, & Parasuranam, 
1996). 

13 There have been lingering debates conceming whether SERVQUAL adequately 
captures customers' service quality perceptions (e.g., Cronin & Taylor, 1992; Teas, 1994). 
Primarily, it pertains to whether or not service quality should be measured using 
disconfirmation or whether a simple perceptual measure of performance can suffice 
(Cronin & Taylor, 1992). In fact, the SERVPERF model (Cronin & Taylor, 1992) 
advocates a performance-based paradigm where quality is directly influenced only by 
perceptions of performance rather than both expectations and perceptions. Others have 
criticized the additive and compensatory nature of the measure suggesting that a 
deficiency on one or more dimensions may not counteracted by equivalent surpluses on 
other dimensions (Llosa, Chandon, & Orsingher, 1998). Sorne authors have even 
questioned the number and generalizability of the dimensions across different industries 
(e.g., Babakus & Boiler, 1992). Also, SERVQUAL may be problematic because it does 
not take into account the subjective importance a particular customer places on the 
various dimensions and have recommended the addition ofweights to these dimensions 
(e.g., McDougall & Levesque, 1992). Nevertheless, allowing customers to assign 
importance to (i.e., weigh) each particular dimension does not mitigate the potential 
limitation ofusing a discreet and predetermined number of dimensions to assess quality, 
and this, even across one specific industry. Because quality dimensions are often imposed 
on respondents through surveys rather than inferred from their actual individual 
perceptions, to a large degree, customer heterogeneity is downplayed. 
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1993), the willingness to recommend the company to others (parasuraman, Berry, 

& Zeithaml, 1991; Parasuraman, Zeithaml, & Berry, 1988) and the customer's 

intention to revisit and recommend to others (Gallarza & Saura, in press). The 

dimension of reliability has consistently emerged as the most important in a 

variety of service settings (see Parasuraman, Berry, & Zeithaml, 1990). 

2.3 - Customer Satisfaction 

Service quality is conceptually related to customer satisfaction, but the two are 

believed to be distinct constructs (e.g., Spreng & Mackoy, 1996). Satisfaction 

represents the positive emotional response that results from the customer' s 

evaluation of a product or service (Woodruff, 1997). Whereas service quality can 

often be inferred from factors that may signal quality to the consumer (e.g., price, 

word-of-mouth), satisfaction is a post-consumption affective response and, 

therefore, cornes from experiencing the service in person. 

Both service quality and satisfaction are believed to arise from expectation 

disconfirmation (see Oliver, 1977, 1980). Disconfirmation occurs when 

performance exceeds, meets, or faIls short of the customer's expectations. 

Negative disconfirmation occurs when performance does not meet expectations. 

Alternatively, when actual performance is superior to expected performance, 

expectations are said to be positively disconfirmed. Moderate feelings of 

satisfaction are believed to result when expectations are met while a higher level 

of satisfaction occurs when expectations are positively disconfirmed (Oliver & 

Swan, 1989). When satisfaction gauges the customer's affective 1 emotional 

response to any single or specific encounter - be it with the store, the salesperson, 

or the organization, satisfaction is often termed as transaction or encounter 

satisfaction (e.g., de Ruyter & Wetzels, 2000).1t is "an immediate response to 

consumption" (Oliver, 1997, p. 188) and may be best considered as an emotion. 

Overall satisfaction, on the other hand, is cumulative and longer lasting. It is 

based on aIl of the customer' s experiences with the service provider (Duffy & 

Ketchand, 1998; Anderson, Fornell, & Lehmann, 1994). 
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In marketing, the debate on whether satisfaction leads to perceived service quality 

or vice versa is still ongoing. However, many researchers now accept the idea that 

cognitive assessment such as SERVQUAL should be represented as antecedents 

to affective variables such as satisfaction (e.g., Anderson & Fornell, 1994; 

Boulding, KaIra, Staelin, & Zeithaml, 1993; Karson & Fisher, 2005; Woodside, 

Frey, & Daly, 1989; Zeithaml, Berry, & Parasuraman, 1991). In fact, empirical 

work seems to indicate that service quality is, indeed, an antecedent of overall 

satisfaction (e.g., GaIlarza & Saura, in press; Parasuraman, Zeithaml, & Berry, 

1994; Rust & Oliver 1994)14. 

Satisfaction is said to influence post-exposure / post-usage attitude which then 

influences repurchase intentions (Oliver, 1980). Similarly, Dick and Basu (1994) 

suggest that satisfaction impacts on loyalty by affecting relative attitude. More 

precisely, (dis)satisfaction mediates the change between the customer's pre­

exposure and post-exposure attitude (Bitner 1990; Oliver 1980; Oliver & Bearden 

1985; Oliver & Swan 1989). Empirical studies have confirmed a positive link 

between satisfaction and loyalty (e.g., Auh & Johnson, 2005; Bolton, 1998; 

Bolton & Lemmon, 1999; Fornell, Johnson, Anderson, Cha, & Bryant, 1996; 

14 Others disagree with this direction of causality. These authors note that satisfaction is 
an ernotional state based on specific service encounters and that it is, therefore, epherneral 
or transitory (Bitner 1990; Bolton & Drew 1991; Cronin & Taylor 1992; Oliver 1993). 
Henning-Thurau and Klee (1997) suggest that, because ofthis, transaction-specific 
satisfactionfades "into a more stable, attitude-like overall evaluation of the product or 
services, the customer's quality perception" (p. 741). Others have advocated a more 
complex relationship between satisfaction and service quality by drawing a distinction 
between single episode (transaction) satisfaction, overall satisfaction, and service quality 
(Bitner & Hubbert, 1994). For instance, Mohr and Bitner (1995) have proposed the 
following causal path: Transaction satisfaction -+ perceived service quality -+ overall 
satisfaction with the firm. In fact, Duffy and Ketchand (1998) found that by including 
both service quality and customer 'weil being' (i.e., contentrnent with one's life, mood) 
as antecedents to overall satisfaction, they were able to explain a larger amount of 
variance in overall satisfaction than with service quaIity alone. Chong et al. (1997) 
suggest that providing quality of service simply insures that the customer's utilitarian 
needs are met. Research suggests that such factors as social benefits (received during 
delivery) may influence how customers evaluate their service experiences and may 
influence their decision to repatronize. Overall satisfaction may, in fact, be laced with 
hedonistic pursuits and higher-order need fulfilment. 
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Gilly & Gelb, 1982; Hennig-Thurau, Gwinner, & Gremler, 2002; Jones & Sasser, 

1995; La Barbera & Mazursky, 1983; Newman & Werbel, 1973; Yoon & Uysal, 

2005). Repurchase intentions and repurchase behaviour were found to be strongly 

influenced by product satisfaction among Swedish consumers (Anderson & 

Sullivan, 1990; Mittal & Kamakura, 2001). For instance, there has been support 

for the hypothesis that store satisfaction leads to store loyalty (Cronin & Taylor, 

1994; Rust & Zahorik, 1993). Patient satisfaction strongly and positively 

influenced what hospital they chose in the future (Woodside, Frey, & Daly, 1989), 

and overall satisfaction seemingly plays a part in whether or not insurance 

customers let their policies expire (Crosby & Stephens, 1987). 

Empirical studies have evidenced the importance of creating satisfying on-line 

experiences for customers (e.g., Szymanski & Hise, 2000; Anderson & Srinivasan, 

2003; Wu & Padgett, 2004). Among the first were Szymanski and Hise (2000). 

The authors empirically tested a conceptual model of e-satisfaction. They 

identified that the determinants of e-satisfaction are convenience, site design, and 

security. 

2.4 - Value 

When compared to service quality and satisfaction, the concept of customer value 

has commanded relatively little attention from the research community (see 

Gallarza, & Saura, in press; Holbrook, 1994,2005; Pride & Ferrell, 2003; 

Woodruff, 1997). However, it is believed that it positively influences customers' 

purchasing decisions (Zeithaml, 1988), repurchase intention (Patterson & Spreng, 

1997) and customer loyalty in traditional environments (Chiu, Hsieh, Li, & Lee, 

in press; Neal, 1999). Value has been recently addressed in the context ofB2C e­

commerce (Piccoli, Brohman, Watson, & Parasuraman, 2004; Chi ou, 2004). 

The concept of customer value is considered to be different and more significant 

in predicting behaviour than mere quality because value is quality that consumers 

can actually afford (Sinha & DeSarbo, 1998). Unlike service quality, perceived 
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value is derived from benefits (inc1uding quality) and the perceived sacrifices that 

must be made to attain these benefits (Sinha & DeSarbo, 1998; Spiteria & Dion, 

2004). As such, perceived value represents a trade-offbetween give and gel 

components (Gould-Williams, 1999; Chiou, 2004). It is believed to be a complex 

construct, representing more than simply the trade-off between relative quality (a 

get component) and relative price (a give component) (de Ruyter, Lemmink, 

Wetzels & Mattsson 1997; Rust & Oliver 1994; Zeithaml & Bitner 1996). Quality 

is believed to be one antecedent of value, one 'get' component among many for 

which a customer is willing to sacrifice such things as money or time. In other 

words, value is believed to represent a higher order concept than quality (Rust & 

Oliver 1994). Piccoli, Brohman, Watson, and Parasuraman (2004) conceptualize 

value in the context of Web sites as the user's perceived usefulness ofhis/her 

interaction with a site plus the quality of the user's experience (i.e., enjoyment) 

minus the tangible and intangible costs of using the site. 

Customer value may be superior to quality in predicting purchasing behaviour 

because it recognizes that customers may or may not be willing to forego on 

certain aspects in order to obtain others (e.g., customers may or may not be 

willing to accept lower quality for a better price). Work on the concept ofvalue 

also supports that perceived service quality precedes satisfaction. Relatively to 

one another, the concepts of quality, value, satisfaction and loyalty relate to one 

another in the following manner: Service Quality + other factors ~ Perceived 

Value ~ Overall Satisfaction ~ Loyalty (Spiteria & Dion, 2004; Gallarza & 

Saura, in press; Woodruff, 1997). 

There has been sorne attempt to investigate the concept of value in business to 

consumer e-commerce. Chen and Dubinsky (2003), for instance, have proposed 

and tested a conceptual model of perceived customer value in B2C e-commerce 

and identified its key precursors. AIso, Palmer (2002) and Piccoli, Brohman, 

Watson, and Parasuraman (2004) found that 'interaction value' (i.e., customers' 

perceptions of what they contribute relative to what they receive in return) 
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impacts positively on how likely customers are to revisit a Web site. Finally, 

Chiou (2004) found a positive and significant link between perceived value and 

loyalty intention when it cornes to choosing Internet service providers. 

2.5 - Service Failure Recovery and Complaint Handling 

Service failure weakens existing customer/company bonds (Bolton & Drew, 1992) 

and has been identified as a reason for customer defection (Keaveney, 1995) and, 

as such, is linked to customer loyalty (Karatepe, in press; Robbins & Miller, 

2004). 'Service recovery' represents the actions taken by an organization to 

address a service failure (Smith, Bolton, & Wagner, 1999). Recovery inc1udes 

such actions as apology, explanation, and compensation (Dubé & Maute, 1998). 

Research c1early shows that avoiding and recovering from service failures is 

crucial in e-commerce but may be currently inadequately addressed by many 

online companies. Holloway and Beatty (2003) identified 24 unique types of 

onIine service failures which fell into six general failure categories: (a) delivery 

problems, (b) Web site design problems, (c) payment problems, (d) security 

problems, (e) problems with product quality, and (f) customer service problems. 

Their results indicate that the majority of problems with online shopping stemmed 

from delivery problems (i.e., merchandise arriving later than promised, delivered 

to the wrong address, Web site indicating the product was in stock when, in fact, 

it was not). 

According to Chebat and Slusarczyk (2005) and Karatepe, (in press), service 

failure creates a sense of perceived injustice in customers which elicits negative 

emotions. Companies can address this perceived unfairness via interactional 

justice (e.g., courtesy), distributive justice (e.g., compensation) and procedural 

justice (i.e., timeliness in addressing the complaint). According to the results of 

both of these studies, interactional justice plays the predominant role on customer 

loyalty. 
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Many authors suggest that service failure recovery may be an important tool in a 

company's arsenal in building customer loyalty. By making amends to 

disgruntled customers, 'would-be defectors' can be turned into, what the authors 

term as 'apostles', customers that become so satisfied that they actually spread the 

word to other customers (Jones & Sasser, 1995). When customer complaints are 

responded to satisfactorily, these customers may become more loyal to the 

company because service recovery increases their confidence that future problems 

will also he resolved (Zeithaml, 1990). This effort to gain back disgruntled 

customers may actually win their loyalty because it represents a demonstration of 

service excellence (Lovelock, 1994). Others have cautioned against this reasoning. 

Although necessary to reduce the likelihood of defection, recovery should not be 

seen as a means to gain customer loyalty. Service failures have lasting negative 

effects on loyalty regardless of whether service recovery is successful (Dubé & 

Maute, 1998). Recovery efforts may diminish the negative impacts of service 

failure but never erase the failure from customer's memory (Zeithaml, Berry, & 

Parasuraman, 1996). 

Consequently, although service recovery is important, companies should 

primarily strive to avoid failures. Empirical results have shown that customers 

that had not experienced service failure had significantly higher satisfaction and 

loyalty than those that did, even when it was successfully recovered from 

(Zeithaml, Berry, & Parasuraman, 1996; McCollough, Berry, & Yadav, 2000). 

Interestingly, these studies show that resolution did not restore behavioural 

intentions to the same levels as those for customers who had experienced no 

service failures. Bolton and Drew (1992) results are consistent with this. They 

found that successful recovery could not completely offset the negative impact of 

the failure. 

Several authors advocate the need to mitigate the negative effects of service 

failures by investing into complaint-handling and service recovery programs (e.g., 

Chebat & Slusarczyk, 2005; Reichheld & Sasser, 1990). Technology may actually 
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improve and enhance a company's ability to deal with consumer complaints (e.g., 

Harrison-Walker 2001; Holloway & Beatty, 2003; Strauss & Hill, 2001). For 

instance, it appears that online environments encourage greater customer 

complaints and that the telephone and email were the primary means of lodging 

complaints when online (Holloway & Beatty, 2003). This appears to he a good 

thing given that customers not voicing their complaining can be problematic for 

several reasons. Customers who do not voice their discontent also deprive the 

company from a valuable source offeedback (Johnston & Mehra, 2002). 

Moreover, the company loses the opportunity to redress the problem and retain 

the customer. Also, unaddressed complaints tarnish the company's reputation 

because of negative word of mouth. However, it appears that online environments 

offer disgruntled customers a greater opportunity to overcome sorne ofthe 

psychological barri ers when voicing problems in face-to-face contexts. It allows 

for complaints at the click of a button and potentially results in less pressure and 

embarrassment during the coniplaint experience. Nevertheless, it appears that, 

currently, recovering from service failures is being inadequately addressed by 

many online companies. Holloway and Beatty's (2003) research identified that 20 

out of 25 of the participants in one of their studies and close to 58% of 

participants in another study reported dissatisfaction with online companies' 

recovery efforts. However, similar patterns have also been observed in traditional 

service settings as weIl (Tax & Brown, 1998). 

2.6 - Fostering Trust 

According to several authors, successful and enduring commercial relationships 

are often characterized as trusting relationships (e.g., Moorman, Zaltman, & 

Deshpande, 1992; Ganesan, 1994; Morgan & Hunt, 1994; Geykens & Steenkamp, 

1995; Chow & Holden, 1997; Crosby, Evans, & Cowles, 1990). In all commercial 

relationships, a certain level of risk and uncertainty prevail (Sheppard & Sherman, 

1998; Lewicki, McAllister, & Bies, 1998; Bhattacharya, 1998). Trust represents a 

psychological rather than a contractual means of moderating this risk. Quality and 

trust are independent and yet related concepts. Whereas quality is based on past 
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experiences, trust is a future-oriented belief based, in part, on consistency in 

quality observed in the past (e.g., Anderson & Weitz, 1989). 

Trust has been identified as especially important in traditional service contexts 

because of the inherent intangibility and heterogeneity of services and their 

performance ambiguity (Singh & Sideshmukh, 2000). The importance of trust in 

on-line environments has been stressed as weIl (e.g., Ba & Pavlou, 2002; Egger, 

2003; Gefen, Karahanna, & Straub, 2003; Keat & Mohan, 2004; Koufaris & 

Hampton-Sosa, 2004; Liu et al., 2004; Pavlou, 2001, 2003; Suh & Han, 2003; 

Walczuch & Lundgren, 2004). In a recent study, 71 % of Web users reported a 

lack of trust in on-line vendors (see CIO.com, June 25, 2002). Apparent 

explanations for this lack of trust include that there are few tangibles and 

verifiable cues regarding the company's capabilities and intentions (Urban, Sultan, 

& Qualls, 2000; Konana, Menon, & Balasubramanian, 2000). 

Although not specifically addressed in Dick and Basu's (1994) loyalty framework, 

a link between trust and loyalty has been empirically demonstrated. Study results 

offer strong support that trust impacts positively on customer loyalty intentions 

(Chiou, 2004; Chow & Holden, 1997) and, there is sorne support, that it may 

directly affect actual repurchase behaviour as weIl. For instance, research shows 

that trust plays an important role in anticipated future interaction (Doney & 

Cannon, 1997) and expected relationship continuity (Anderson & Weitz, 1989). A 

negative relationship exists between trust and the customer' s propensity to leave 

(Morgan & Hunt, 1994) and trust has been shown to be a determining factor of 

customer-switching behaviours (Keaveney, 1995). Trust in salespeople has been 

found to influence intentions to use the supplier in the future (Doney & Cannon, 

1997) and to the anticipation of future interaction with salespeople (Ramsey & 

Sohi, 1997). 

In the context of commercial exchanges, several authors suggest that trust is a 

multidimensional construct and both cognitively- and affectively-driven 
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(McAllister, 1995). Whereas cognitively-driven trust stems from the credibility of 

the exchange partner, the affectively-driven trust touches on the partner' s 

benevolence (Ganesan & Hess, 1997). Cognitively-driven trust is a future-

oriented 'belief stemming from observed past demonstrations of positive 

performance (Anderson & Weitz, 1989). It is strongly based on the technical 

competence (McAllister, 1995). It is c10sely related to the reliability and 

assurance dimensions in SERVQUAL, to credibility (Ganesan, 1994), and to 

consistency and predictability of providing good service (Sheppard & Sherman, 

1998). In the context of traditional service encounters delivered in the face-to-face 

format, the cognitive form of trust seems to be linked to the role-based 

performance of the employees (i.e., competency and expertise in service 

delivery)15, the reputation of the company, the reliability of the technology used 

by employees, the robustness of its supporting applications and the accuracy of 

the information the se provide. In other words, cognitive trust is linked with the 

assurance that, in future encounters, a certain degree of consistent performance 

will be delivered by the service provider. Cognitive trust appears to be typified by 

Rotter's (1967) definition of trust as an expectancy that the words and promises of 

another are reliable; whether the other can 'get the job done' (see also Johnston, 

1996). 

On the other hand, the affective form of trust relates to whether the customer's 

and the company's 'sense of the world' accords with each other (Johnston, 1996), 

whether or not the customer feels that the employees and company cares about 

him / her (McAllister, 1995). This form of trust is synonymous to benevolence 

and more c10sely related to a perception of 'goodwill' (Baba, 1999). It is the 

customer' s belief that the service provider has intentions that are beneficial to the 

consumer (Ganesan, 1994). Even authors who employ overall measures of trust in 

their study (i.e., fail to distinguish between the cognitive and affective dimensions 

of trust) typically inc1ude items which take into account both dimensions. Chiou's 

15 Chow and Holden (1997) note that trust leads to customers becoming committed to a 
supplier "who's prior behaviour has been satisfactoI)' with the confidence that this 
supplier will continue to perform in a similar manner" (p. 276). 
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(2004) items, for instance, tap into customer's perceptions of the Internet service 

provider's honesty, responsibility, professionalism, understanding, and care about 

customers. 

Anderson and Weitz (1989) defined trust a future-oriented beHefbased on 

consistency observed in the pasto Accordingly, a relationship between trust and 

the frequency of interaction seems to exist. However, trust need not stem from 

direct, first-hand experience. In fact, although trust usually develops from 

personal experience with people or objects, trust can also develop through a 

transference process (Doney, Cannon & Mullen, 1998). Factors such as the 

company's reputation, consumer positive word ofmouth, and endorsements from 

third parties, such as, Trust-E (i.e., seals) are considered trust enhancers in the 

area ofWeb-retailing (Koufaris & Hampton-Sosa, 2004; Walczuch & Lundgren, 

2004; Toms & Taves, 2004). Arguably, these antecedents of trust indirectly but 

clearly evidence the differences between the concepts of trust and satisfaction. 

Although trust and satisfaction are linked with personal experience, unlike 

satisfaction, trust can also develop through a transference process (Doney, 

Cannon & Mullen, 1998). In fact, although it was initially presumed that trust 

occurred gradually over time as a history developed between relationship partners 

(Blau, 1964), recent empirical work now clearly shows that initial trust levels can, 

in fact, be quite high (e.g., company reputation effects from traditional to online 

environments - Koufaris & Hampton-Sosa, 2004). As such, contrary to 

satisfaction, trust need not stem from direct, first-hand experience. 

2.7 - AffectivelRelational Factors 

It is recognized that the traditional service encounter remains "first and foremost" 

a social encounter between two people (Czepiel, 1990). Cumulative positive 

encounters are conducive to interpersonal relational phenomena between these 
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participants (Buttle, 1996). The service quality dimension empathy 16 and studies 

showing the benefits of conveying warmth (Aaker, Stayman, & Hagerty, 1986; 

Lemmink & Mattson, 1998, 2002) and caring toward customers (Goodwin, 1996) 

attest to the importance of factors which may be called affective/relational. 

Studies recognize that, in traditional service settings, the role played by front-line 

employees in helping to foster customer loyalty goes beyond simply the delivery 

of services (e.g., Berry, Zeithaml, & Parasuraman, 1990; De Wulf, Odekerben­

Schroder, & Iacobucci, 2001; Reichheld, 1993). In the eyes of the customer, 

employees often epitomize the business and employee behaviours reflect directly 

on how customers perceive the quality of service received from the company 

(Bitner, Booms, & Tetreault, 1990). For instance, research shows that, in business 

environments that deliver services interactively, employees' ability to personalize 

the customer' s service encounter emerged as the most important determinant to 

service quality when measured in tandem with the traditional dimensions of the 

traditional SERVQUAL instrument. In traditional commercial environments (but 

not in online environments), personalization is defined as the behaviours of 

employees during the encounter and represents the ways in which these relate to 

customers (i.e., co Id and impersonal or warm, helpful and friendly). It includes 

such aspects as politeness and courtesy, attempts to get to know the customer, and 

friendly behaviours (Mittal & Lassar, 1996). Examples of personalization include 

the Ritz-Carlton, a hotel weIl known for personalizing its welcomes and farewells 

with its guests (De Wulf, Odekerben-Schroder, & Iacobucci, 2001). 

Although customers may continue to patronize a business for utilitarian reasons, 

research evidences that, when relationships develop between people, this benefits 

loyalty given that such relationships represent a very strong emotional bond 

(Gutek, 2000; Iacobucci & Ostrom, 1996; Hennig-Thurau, Gwinner, & Gremler, 

2002; Parkington & Schneider, 1979). Employee retention and customer loyalty 

16 Although, empathy has been found to be the least important dimension of service 
quality, Parasuranam et al. (1988) advise against undervaluing its significance, suggesting 
that its ranking may have emerged because of multicollinearity. 
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appear to go hand in hand and reinforce one another (Kandampully, 1998). 

Benefits derived by customers having social relationships with employees may 

include, for instance, employees providing social support to customers (Berry, 

1995). Indeed, research shows that service encounters are sometimes perceived by 

the customer as a meeting among friends (Price & Arnould, 1999). Gremler and 

Gwinner (2000), for instance, found that a factor which They coined as 'rapport' 

influenced customer evaluations including loyalty. They consider rapport as the 

customer' s perception of having an enjoyable interaction with the employee and 

that a 'personal connection' exists between the two. In other words, the customer 

experiences rapport when both (s)he and the employee 'click together' or have 

good 'chemistry'. 

ln sum, research which has attempted to identify factors which promote loyalty in 

traditional commercial settings clearly shows that affective/relational factors (i.e., 

demonstrations of caring, social support, etc.) result in greater customer 

satisfaction, trust and loyalty toward the company (see Berry, 1995; Cann & 

Surnrall, 1997; Liechty & Churchill, 1979; MacIntosh & Lockshin, 1997; Price & 

Arnould, 1999). 

2.8 - Relationship Quality / Satisfaction 

Given the relational dynamics observed in both retail product and service 

environments, several authors have argued for a more relational conceptualization 

of loyalty (e.g., Fournier & Yao, 1997). In paraUel, both relationship satisfaction 

and relationship quality have emerged as important antecedents of loyalty (De 

Wulf et al., 2001). Relationship satisfaction describes the customer' s affective 

state resulting from an appraisal of the relationship he / she experiences with a 

retailer (Anderson & Narus, 1990; Smith & Barclay, 1997). Relationship 

satisfaction is closely related to what Crosby, Evans, and Cowles (1990) and 

Hennig-Thurau and Klee (1997) cali relationship quality. Relationship satisfaction 

may be considered as the resulting affective / emotional response following a 
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customer's assessment ofrelationship qualityI7. The idea ofrelationship quality 

has also appeared in the literature (e.g., Garbarino & Johnson, 1999; Hennig­

Thurau, Gwinner, & Gremler, 2002; Lages, Lages, & Lages, 2005; Moorman, 

Zaltman, & Deshpandé, 1992; Smith, 1998; Woo & Ennew, 2004). For instance, 

Hennig-Thurau and K.lee's (1997) define it as "the degree ofappropriateness ofa 

relationship to fulfiIl the needs of the customer associated with that relationship" 

(p. 751). 

The strength of this conceptualization lies in the recognition of customer 'need 

fulfillment' when in a relationship as weIl as their expectations regarding the 

service / product. It also acknowledges that customers play an important and 

active role in defining their commercial relationships. Relationships are inherently 

two-sided and stem from the mutual recognition that sorne special status exists 

between both parties involved (Czepiel, 1990; Singh & Sirdeshmukh, 2000). 

Social psychologists suggest that people hold ideals about their relationships and 

that these ideals may explain the link between relationship perceptions and the 

evaluations of others (Fletcher, Simpson, Thomas, & Giles, 1999). People are 

motivated to maximize the consistency between their own ideals and actual 

perceptions of the partner or relationship. Large discrepancies can produce strong 

feelings of discouragement, dejection, or dissatisfaction with the current 

relationship leading to several potential outcomes inc1uding defection or attempts 

to engineer a change in the relationship to align it with their ideal (Fletcher et al., 

1999). Marketing studies show that customers may find themselves trapped in 

relationships with companies that they do not particularly value (Bendapudi & 

Berry, 1997). It is unlikely that such relationships impact favourably on 

customer's attitudes and loyalty toward the company. 

17 Although sorne authors suggest that relational satisfaction and trust represent 
dimensions of the higher-order construct ofrelational quality (Crosby, Evans, & Cowles, 
1990; Dwyer, Schurr, & Oh, 1987) we remind the reader of the debate regarding the 
causality between customer satisfaction and service quality. As such, we consider 
relationship quality as an antecedent to relationship satisfaction. In fact, the argument of 
Mohr and Bitner (1995) can be easily adapted here suggesting the following causal path: 
Encounter Relationship Satisfaction - Relationship Quality - Overall Relationship 
Satisfaction with the Firm. 
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Both relationship satisfaction and relationship quality have been linked to loyalty 

(e.g., Hennig-Thurau & Klee, 1997; MacIntosh & Lockshin, 1997; Bolton, 1998). 

For instance, a positive path was identified between relationship satisfaction and 

proxies ofbehaviouralloyalty (Le., purchase intentions and relationship duration 

- see MacIntosh & Lockshin, 1997). Similar findings were observed between 

relationship quality and behaviouralloyalty (e.g., De Wulf et al., 2001). 

2.9 - Causal Antecedents or Building Blocks? 

It is important to note that providing excellent service quality, ensuring 

satisfaction and fostering trust may not always nor directly lead to customer 

loyalty. Instead, they may best he considered as necessary preconditions which 

must be in place in order for customer loyalty to emerge. This point has 

particularly been stressed by authors who have scrutinized the link hetween 

satisfaction and loyalty (e.g., Oliver, 1999). 

Although studies in Marketing have empirically established a positive link 

between satisfaction and loyalty (e.g., Newman & Werbel, 1973), this relationship 

has not been demonstrated as being generally strong nor does it appear that the 

relationship is necessarily direct (e.g., Lowenstein, 1997; Reichheld & Aspinwall, 

1993; Reese, 1996; Rust & Zahorik, 1993; Neal, 1999). For example, results from 

one study showed that overall satisfaction explained only seven percent of the 

variance in the length of the relationship between customer and provider and that 

satisfaction was not significantly related to relationship duration (Bolton, 1995). 

Although loyal customers are satisfied customers, a satisfied customer does not 

necessarily become loyal (Mittal & Lassar, 1998). In fact, between 65 and 85 

percent of customers who report themselves as being satisfied actually defect 

(Reichheld, 1993) and companies who report measured customer satisfaction 

levels as high as 90 percent have heen shown to experience more than 20 percent 

turnover in customer accounts (Lowenstein, 1997). One study indicated that 90 

percent of customers who switched banks were, in fact, satisfied with their 
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original provider (Reichheld & Aspinwall, 1993). As such, antecedents such as 

satisfaction should more likely be considered as building blocks of loyalty than 

necessarily leading to loyalty (see Oliver, 1999)18. 

2.10 - Summary 

From our review of research, we have identified several antecedents of loyalty in 

traditional commercial settings. When possible, conceptual and causal links were 

18 A review of satisfaction literature suggests that empirical attempts at identifYing the 
strength ofthe relationship between satisfaction and loyalty may, to sorne extent, have 
been contaminated by inadequate conceptualizations of the satisfaction construct. An 
important limitation potentially explaining the weak but positive link between satisfaction 
and loyalty pertains to using 'expectations' to assess satisfaction. ln fact, the 
'disconfirmation of expectations' model of satisfaction has received sorne criticism (see 
Spreng, MacKenzie, & Olshavsky, 1996). LaTour and Peat (1979) identified a logical 
inconsistency with the disconfirmation of expectations model by noting that it falsely 
suggests that customers who expect and receive poor perfonnance from a store, 
manufacturer, or service provider should, nevertheless, be satisfied. Consequently, 
several authors have argued that the expectation component of satisfaction formulations 
should be replaced. For instance, according to Spreng, MacKenzie, and Olshavsky (1996) 
the primary limitation with expectation disconfirmation is that it ignores customer wants 
or desires. White expectations are 'future-oriented' and malleable (i.e., can be inflated 
through effective advertising), desires remain 'present-oriented' and relatively stable over 
time. Several studies seem to confinn this limitation of the popular satisfaction 
conceptualization. Barbeau (1985) found that student overall satisfaction with a course 
was affected by desire congruency but not by expectation congruency. Simitar results 
were observed by Spreng and Olshavsky (1993) who found that desires impacted strongly 
on satisfaction while Myers (1991) conducted a study in the context of car purchasing 
and found that the effect of 'wanted disconfirmation' on satisfaction was stronger than 
expectation disconfmnation. The distinction between expectations and desires when 
conceptualizing satisfaction may explain why Oliva, Oliver, and MacMillan (1992) have 
noted the existence of two (expectation-based) satisfaction thresholds. As (expectation­
based) satisfaction rose above a certain threshold, loyalty began to rise dramaticaHy. 
When (expectation-based) satisfaction feH below another threshold, loyalty fell at an 
equal rate. Between both thresholds (i.e., the area where the organization is simply 
meeting customer expectations), the loyalty curve remained largely unaffected (i.e., flat) 
with positive or negative changes in satisfaction. Arguably, a store's attempts at simply 
meeting customers' expectations should contribute little in triggering the discriminatory 
processes required for the development of Dick and Basu's (1994) high relative attitude 
condition (i.e., customer's perception that this store offers more than its competitors do). 
In fact, Jones and Sasser's (1995) results showed that, when customers had choices (i.e., 
many stores to choose from) important differences existed between 'merely' satisfied and 
'completely' satisfied customs. 
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drawn between these antecedents. In the next chapter, we address the literature 

pertaining to Web site design factors believed to be conducive to loyalty. 
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Chapter 3 - Factors Affecting Web Site-Loyalty 

3.1 - Overview 

In this chapter, we review Web site design factors which foster Web site loyalty. 

These factors have been shown to influence what research has identified as 

antecedents loyalty (e.g., satisfaction, quality), by extension, we position them as 

antecedents of Web Site-Loyalty. Given that the WebQual™ instrument 

(Loiacono, Watson, & Goodhue, 2002; Kim & Stoel, 2004) is currently one of the 

only psychometrically sound measures of Web site quality, we ground our 

analysis around the WebQual™ dimensions. To these, we combine factors 

identified in other studies but not reported in WebQual™. Our analysis suggests 

that factors may be grouped into the following categories: (1) utilitarian, (2) 

aesthetic, (3) hedonic, and (4) factors pertaining to customers' evaluations of a 

company's Web site relative to other channels made available by the company. 

Research into identifying these Web site design factors has primarily put 

emphasis on the utilitarian aspects of Web sites (e.g., making Web sites easy of 

use and navigate, meeting customer needs by offering the customer the ability to 

conduct all transactions on-line, making the Web site useful). When possible, we 

attempt to identify any overlap or similarities among these variables/factors and 

draw parallels with the original dimensions of the SERVQUAL instrument (Berry, 

Parasuraman, & Zeithaml, 1993). 

Our literature review further reveals that, although studies into online trust 

acknowledge the importance of factors such as benevolence (a.k.a., affect-based 

trust) in e-commerce, many of the 'affective/relationalfactors' found to be 

important in traditional, interpersonal' face-to-face commercial environments 

have been conjecturally dismissed as irrelevant to Web site design (e.g., van 

Iwaarden, van der Wiele, BalI, & Millen, 2003; Zeithaml, Parasuraman, & 

Malhotra, 2001). Often, many authors write off these factors because of the self­

service nature ofWeb-based commercial environments (i.e., little or no 
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interpersonal interaction hetween customers and company representatives). At 

best, these factors may only be contingently important, coming into play only 

when customer/employee communications actually occur (i.e., in email messages 

or during telephone conversations with company representatives). 

Contrary to this school of thought, in the next chapter, we will propose that the 

precepts ofwhat have heen termed 'close', 'intimate', or, more specifically, 

'communal' relationships (e.g., Bunk, Doosje, Liesheth, & Hopstaken, 1993; 

Clark, 1984; Clark & Mills, 1979, 1993; Mills & Clark, 1982; VanYperen & 

Buunk, 1990; VanYperen, Buunk & Schaufeli, 1992) in Social Psychology may 

he communicated via Web site content and that such communication positively 

impacts Site-Loyalty. 

3.2 - Utilitarian Aspects (Ease of Use and Web site Usefulness) 

Research shows that customers typically abandon their shopping carts on the 

Internet because they become frustrated with bad Web site structure and design 

(Hager & Elliot, 2001). The utilitarian aspects of Web site design refer to 

providing the customer with a site which is easy ta use and useful to customers. 

According to Loiacono et al. (2002), easy to use sites have two characteristics; 

they have intuitive operations (i.e., easy to use) and they are easy ta understani9
• 

Others have referred to this class of factors in more general terms as 'functionality 

factors' which consist of presenting users with sites that have good functioning, 

are easy to explore, fast, and interactive (Constantinides, 2004). Nah and Davis 

(2002) group these factors under what they coin as Web usability (see also Hassan 

& Li, 2005) and define it as ''the ability to find one's way around the Web, to 

19 See also Aladwani & Palvia, 2002; Bames & Vidgen, 2000; 2001; Cox & Dale, 2002; 
Jeong, Oh, & Gregoire, 2003; Kim & Stoel, 2004; Kumar, Smith, & Bannerjee, 2004; 
Loiacono, Watson, & Goodhue, 2002; Madu & Madu, 2002; O'Neill, Wright & Fitz, 
2001; Ranganathan & Ganapathy, 2002; Sathye, 1999; Schubert & Dettling, 2001; Shih, 
2004; Wolfmbarger & Gilly, 2001; Xue, Harker, & Heim, 2000; Yoo & Donthu, 2001; 
Zhang & von Dran, 2001. 
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locate desired information, to know what to do next, and, very importantly, to do 

so with minimal effort" (p. 99). 

3.2.1 - Ease of Use 

According to Chen and Yen (2004), ease of use / intuitiveness help avoid "user 

disorientation" while navigating a Web site. Intuitive operations are linked to the 

structurenayoutldesign of sites. From an IS perspective, it refers to the degree to 

which an innovation is perceived as difficult to use (Lai & Li, 2005; Shih, 2004) 

and relates to the concept of navigability (Palmer, 2002) and 

findability/accessability (Constantinides, 2004). Research shows that innovations 

which are perceived to be easier to use are more likely to be accepted and used 

(e.g., Agarwal & Prasad, 1997). From a services marketing perspective, 

structure/layoutldesign correspond to the TANGIBLES dimension from the 

traditional SERVQUAL measure. Generally speaking, it reflects customer 

perceptions as to whether the site is weil engineered or not which affects customer 

perceptions as to whether the site represents an efficient mean of obtaining a 

company's products and services. 

Well-structured sites, much like buildings, reduce the amount of effort required to 

get to where one wants to go and find the required information (Srinivasan, 

Anderson & Ponnavolu, 2002). When sites are not weIl designed, it becomes 

difficult for customers to find information even if it is contained within the site. 

Site structure should be clear, understandable, intuitive to learn and should enable 

the customer to easily find what (s)he is looking for and easily check in and out 

from the site (Chen, Gillenson, & Sherrell, 2002; Jun & Cai, 2001; Zhang & von 

Dran, 2001; Kim & Stoel, 2004; Lee, Katerattanakul, & Hong, 2005; Loiacono, 

Watson, & Goodhue, 2002; Palmer, 2002). In sum, intuitive operation reflect 

customer perceptions as to whether the Web site is easy to use, easy to navigate, 

and easy to search. 
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Arguably, the organization of a Web site's pages affects ease ofuse. Sites can 

vary from purely hierarchical (i.e., tree) to purely network (i.e., each page is 

linked to aIl other pages) structures. Although the latter enables customers to 

move quickly through the site, it may also add to its complexity (Huizingh, 2000). 

Kumar, Smith, and BanneIjee, 2004) refer to this as the arrangement of 

information on a Web site. This includes such factors as the length ofindividual 

pages, number ofhyperlinks, and the effective branching to other pages. As sites 

become larger, the ability to provide customers with simple search paths becomes 

increasingly necessary (Szymanski & Hise, 2000). Hyperlinks used to navigate 

between the site' s pages and to other sites should be valid and lead to their 

expected destination and not to dead ends (Aladwani & Palvia, 2002; Lee, 

Katerattanakul, & Hong, 2005; Madu & Madu 2002; Smith, 2000). This may also 

require incorporating features enabling customers to quickly and easily find the 

information they need while not getting lost in their attempt to do so, for instance, 

the inclusion ofhelpful search engines and site maps (Aladwani & Palvia, 2002; 

Constantinides, 2004; Cox & Dale, 2002; Gefen & Devine, 2001; Hassan & Li, 

2005; Waite & Harrison, 2002; O'Neill, Wright, & Fitz, 2001; Zhang & von Oran, 

2001; van Iwaarden et al., 2004). The latter enable customers to easily get an 

overview of one's position inside a site (Huizingh, 2000; Madu & Madu, 2002; 

Zeithaml, Parasuraman, & Malhotra, 2001). This also includes such 

characteristics as the addition of menus, links back to the main page on aIl 

subpages, use of descriptive text in links (whenever possible) and no/short 

scrolling (see Hassan & Li, 2005). An examination of the items typically 

associated with good structure suggests that it is associated with Rafaeli's (1988, 

1990) concept of perceived interactivity (see also Ha & Lincoln, 1998) which 

includes the perception of always knowing where one is, where one is going, and 

always getting to where one wants to go. 

Another facet of ease of use relates to whether the site is easy to understand. This 

includes paying attention to the language used on the site and choosing 

terminology which is familiar to and suitable for the audience (Hassan & Li, 2005; 
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Kumar, Smith, & Barmerjee, 2004). Also, related information should be placed 

together and displayed in reasonable 'chunks'. Information that is to he presented 

should be divided "into screen size clusters wherever possible" (Kumar et al., 

2004, p. 290). Appropriate keywords and sub-headings should be used with which 

the user can easily identify with. Information should also be presented in 

uncluttered screens and in an appropriate format which includes using an adequate 

colour, type and size of fonts to increase readability and consistent presentation 

formats from page to page (see Jeong, Oh, & Gregoire, 2003; Kumar, Smith, & 

Barmetjee, 2004; Lee, Katerattanakul, & Hong, 2005; Liljander, van Riel, & Pura, 

2002; Madu & Madu, 2002; Szymanski & Hise, 2000; Zeithaml et al., 2001). 

3.2.2 - Web Site Usefulness 

Another utilitarian aspect important when designing Web sites is perceived 

usefulness (Chen, Gillenson, & Sherrell, 2002; Kim & Stoel, 2004; Lai & Li, 

2005; Loiacono, Watson, & Goodhue, 2002; Schubert & Dettling, 2001; Shang, 

Chen, & Shen, 2005; Shih, 2004; Vijayasarathy, 2004). Perceived usefulness is 

derived from the Technology Acceptance Model (TAM) (Davis, 1986; Davis, 

1989; Davis, Bagozzi, & Warshaw, 1989). It represents a higher-order construct 

affected by subjective evaluations as to how useful the site is in attaining the 

customer's goal (i.e., shopping or information seeking). Useful sites (a) improve 

the user 's performance in shopping or information seeking (i.e., saves time or 

money), (b) increase productivity in shopping or information seeking (e.g., 

making purchase decisions or finding product information within a short time 

frame), (c) enhance the effectiveness in shopping of information seeking (e.g., 

getting the best deal or finding the most information about a productlservice), and 

(d)facilitate shopping or finding information (Kim & Stoel, 2004; Loiacono, 

Watson, & Goodhue, 2002). 

Dimensions identified as related to perceived site usefulness include: 

informational fit-to-task, tailored communications, security and privacy, and 

response time (Kim & Stoel, 2004; Loiacono, Watson, & Goodhue, 2002). 
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Informational jit-to-task relates to the 'infonnation quality' of a site (refer to 

DeLone & McLean, 1992). It reflects the user's perception of the accuracy, 

c/arity, timeliness, relevancyand completeness of the infonnation on a Web site20
• 

Generally speaking, the site's infonnational content must be unambiguous, not 

misleading, believable, trustworthy and objective, up-to-date/timely, 

comprehensive and sufficient enough to enable customers to transact online. 

'Infonnational fit-to-task' is defined as the extent to which the Web site provides 

infonnation that is appropriate to meet the customer' s specifie needs. Others have 

introduced and investigated similar concepts. For instance, Lee, Katerattanakul, & 

Hong (2005) discuss the concept offitnessfor use. In fact, the literature is replete 

with various concepts which reflect the importance of the user' s perception of a 

good fit between a Web site and hislher commercial needs. This includes 

perceptions of content quality, informativeness, information usefulness, suitability 

and relevance, importance (see Aladwani & Palvia, 2002; Bames & Vidgen, 2000, 

2001; Chen & Wells, 1999; Cox & Dale, 2002; Kim & Stoel, 2004; Liljander, van 

Riel, & Pura, 2002; Loiacono, Watson, & Goodhue, 2002, Liu & Amett, 2000; 

Palmer, 2002; Shih, 2004), cultivation (Srinivasan, Anderson, & Ponnavolu, 2002) 

and aboutness (Toms & Taves, 2004). For instance, Shih (2004) identified 

information relevance in tenns of Web site users' perceptions ofinfonnation 

timeliness, helpfulness (i.e., to perfonn a task), and availability (i.e., usability of 

the infonnation to support decision making). Aladwani & Palvia (2002) defined 

content quality in tenns ofvisitors' perceptions of the infonnation on a Web site 

being useful, complete, and correct. Toms and Taves (2004) refer to aboutness as 

"the extent to which a site is actually about the topic searched" (p. 297). 

Moreover, companies should provide precise and rich descriptions of what 

products/services are offered via their site to facilitate decision making (Liu & 

Amett, 2000; Ranganathan & Ganapathy, 2002) and also integrate a variety of 

20 See Aladwani & Palvia, 2002; Bames & Vidgen, 2000, 2001; Cox & Dale, 2002; 
Jeong, Oh, & Gregoire, 2003; Jun & Cai, 2001; Kim & Stoel, 2004; Lee, Katerattanakul, 
& Hong, 2005; Liljander, van Riel, & Pura, 2002; Liu & Amett, 2000; Madu & Madu, 
2002; Ranganathan & Ganapathy; Wolfinbarger & Gilly, 2001; Zhang & von Dran, 2001. 
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supplemental features (i.e., tools and functionality) which facilitate shopping and 

comparison. Successful Web sites are rich in features such as decision making 

aids making it easy to compare priees and characteristics of products and 

services they sell (Aladwani & Palvia, 2002). Tools such as shopping carts and 

cost calculators not only enable customers to save time but may also increase 

customer confidence in their purchase decisions (Kumar, Smith, & Bannerjee, 

2004; Ranganathan & Ganapathy, 2002; Xue, Harker, & Heim, 2000; Zeithaml, 

Parasuraman, & Malhotra, 2001; Zhu, Wymer, & Chen, 2002; Waite & Harrison, 

2002). 

Sorne researchers advocate the henefits ofmaking the virtual shopping more 'life­

like' and product presentations more compelling (Reichheld & Schefter, 2000). 

For instance, Chen and Yen's (2004) study demonstrates the benefits of 

connectedness on customer perceptions of Web site quality. Connectedness 

relates to Web sites offer "the user a feeling of being connected to the outside 

world. ( ... ) Many multimedia software components can enhance the perception of 

connectedness by providing high quality video clips, audio clips, site tours, 

product demonstrations, and other relevant features" (p. 220). Connectedness 

appears to closely relate to what Jiang and Benbasat (2004-2005) describe as the 

Web site's ability to provide customers with a 'virtual product experience' by 

enabling visitors to virtually manipulate Web product images so as to view them 

from various angles and distances and experience the different features and 

functions of a products online (e.g., what happens when the buttons of a particular 

wristwatch are pressed). Companies, however, must he judicious so as to not 

degrade the site's usability with the addition oftoo many images, sounds and 

excessive animation (Hassan & Li, 2005). 

The second dimension related to perceived usefulness identified in Loiacono et al. 

(2002) is tailored communications (see also Kim & Stoel, 2004). Many refer to 
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this as site customisation or site personalization21 
• It has been argued that, in e­

commerce, both customization and personalization relate to the original 

EMPATHY dimension of the SERVQUAL instrument (see Bames & Vidgen, 

2000,2001; LiIjander, van Riel, & Pura, 2002; van Iwaarden et al., 2003, 2004), 

others, however, disagree. The latter suggest that, in e-tailing and online delivery 

of services, EMP A THY cornes only in play in situations when interpersonal 

contact occurs (e.g., customer support - Zeithaml et al., 2001). As such, online 

personalization and customization may be hetter construed as design features 

which facilitate interaction with the site and less so as means of conveying 

affection, caring, or empathy for the customer. 

In fact, according to Srinivasan, Anderson, and Ponnavolu (2002), there are 

several reasons why customizationlpersonalization can positively affect loyalty 

toward the Web site. AlI ofthese pertain to increasing the utility of the Web site 

by making it more use fuI given the specific needs of the user. First, with 

customization, it is much more likely that the user will find something that (s)he 

wishes to buy. Second, by narrowing the search for what one is looking for, it 

may reduce frustration stemming from not finding what one is looking for. Third, 

it may also increase the customer' s perception of increased choice and control by 

allowing the customer to quickly focus on what the customer is really looking for. 

Finally, it may allow customers to more efficiently complete transactions. 

However, according to the findings ofConer (2003), the benefits of 

personalization for on-line companies appear to he contingent on the user. 

Findings showed that many commercial Web site users stated a concem for 

privaci2 as the principle reason that they did not enter personal data on Web sites. 

In fact, Hoffman, Novak and Peralta (1999) found that almost 95% of customers 

21 See Coner (2003), Liljander, van Riel, and Pura (2002), Kramer, Norohna, and Vego 
(2000), Koufaris and Hampton-Sosa (2004), Kumar, Smith, and Bannetjee (2004), Lee, 
Katerattanakul, and Hong (2005), Schuher and Dettling (2001), Smith (2000), and 
Zeithaml, Parasuraman, and Malhotra (2001). 

22 Privacy is defined as ''the right of an individual to he left alone and able to control the 
release ofhis or ber personal information" (Liu et al., 2004, p. 128). 
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have, at sorne time, refused to reveal personal information on Web sites 

apparently because ofprivacy concems (see also Liu et al., 2004). Moreover, it 

appears that, currently, many companies are having difficulty taking full 

advantage ofpersonalization (see Piccoli, Brohman, Watson, & Parasuraman, 

2004). According to this research, companies operating on-line are still finding it 

difficult to provide true personalization and interactive support but rather appear 

to he much more comfortable providing users with general information and basic 

transaction support. 

It is worth noting that, although personalization and customization are often used 

interchangeably in the literature (e.g., Aladwani & Palvia, 2002; Liljander, van 

Riel, & Pura, 2002; Srinivasan, Anderson, & Ponnavolu, 2002) they are, in fact, 

the two separate concepts. Personalization consists of using such things as 

'cookies' and database technology. Not only can customers be greeted by name 

when reaching the service provider' s Web-site but customer profiles can he build 

with the use of databases by cumulating user information from previous sessions, 

analysing it, and then targeting the customer's individual, specific needs by 

displaying during future visits, particular information which the customer deems 

as valuable (Roth & Van Der Velde, 1989). It is believed that on-line 

personalization may help to recreate part of the personalized attention provided by 

employees in traditional services encounters (Wells & Wolf ers, 2000). On-line 

personalization corresponds to whether the site is tailored to individual 

customers' preferences, histories, and ways of shopping (Cox & Dale, 2002; 

Schuher & Dettling, 2001; van Iwaarden et al., 2004; Zeithaml, Parasuraman, & 

Malhotra, 2001). One important benefit of personalization is that it reduces the 

need for redundant steps such as having to fill out the same information each time 

one visits the site (Chen & Yen, 2004; Cox & Dale, 2002). Personalized sites 

remember who customers are, remember their preferences and their previous 

purchases. Personalization has to do customer recognition (Cox & Dale, 2002; 

Gefen & Devine, 2001). 
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Whereas personalization only requires the customer's passive participation (i.e., 

possibly registering once at the site and then repeatedly using the Web page so 

that a profile can he established), customization demands customers' active 

involvement. It refers to the technology's flexibility in offering to each customer 

the ability to configure the interface to one 's liking by adapting the 'look and feel' 

of the page. Customization is also related to the customer having a sense of 

control over the content and functionality of the site. Contrary to personalization, 

customization requires effortful involvement on the part of the customer. 

The third dimension helieved to be important in evaluations of site usefulness is 

trust (Kim & Stoel, 2004; Loiacono, Watson, & Goodhue, 2002; Schubert & 

Dettling, 2001; Zeithaml, Parasuraman, & Malhotra, 2001). Factors which 

influence the formation of consumer trust in online environments are believed to 

include personality factors (e.g., openness to new experiences, the consumer's 

propensity to trust), general attitudes toward computers and the Internet, word of 

mouth from trusted others, the company's reputation and factors related to the 

Web site itself(Koufaris & Hampton-Sosa, 2004 ; Walczuch & Lundgren, 2004; 

Toms & Taves, 2004). The latter includes the clear and truthful presentation of 

information, the site's ability to build credibility, show integrity and foster 

confidence in customers (e.g., Kim & Stoel, 2004; Loiacono, Watson, & Goodhue, 

2002; Madu & Madu, 2002). Many authors stress the importance of including 

guarantees on the Web site such as quality certifications, stated/written assurances 

(i.e., policies, terms and conditions and restrictions) that the customer's 

transactional information will remain confidential and will not he distributing to 

outside and unknown others and assurances that the customer' s personal data will 

not he used for marketing purposes without the customer' s prior consent (e.g., 

LiIjander, van Riel, & Pura, 2002; Liu et al., 2004; O'Neill, Wright & Fitz, 2001; 

Siau & Shen, 2002; Walczuch & Lundgren, 2004). In sum, these assurances aim 

to overcome fears offraud and doubt and persuade visitors of Web sites ''10 stop, 

explore them and interact online" (Constantinides, 2004, p. 114). Indeed, research 

which has explored the link between trust and online consumer behaviour clearly 
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shows that fostering trustlperceived trustworthiness has positive effects on 

intention to purchase and intention to inquire about products on the vendor's Web 

site (Gefen, 2000; Liu et al., 2004) and loyalty (Lee, Kim, & Moon, 2000). 

Given that consumers often express reluctance and fear in engaging in on-line 

transactions (Jarvenpaa & Tractinsky, 1999), it is not surprising that many 

researchers believe that trust may be one of the most important factors influencing 

consumer behaviour online (Walczuch & Lundgren, 2004). In fact, trust may 

actually be much more important online than it is in traditional commercial 

settings because of the inherent physical separation between the consumer and the 

company, separation between the consumer and the merchandise, and because 

consumers often perceive these environments to be much less secure (Liu et al., 

2004; Wa1czuch & Lundgren, 2004; Warrington, Abgrab, & Caldwell 2000). This 

may help explain why several researchers have turned their attention to better 

understanding the role of trust in e-commerce environments and how to foster it23
• 

Although several researchers seemingly equate online trust/trustworthiness with 

security and privac/4,25, assuranci6
, and/or reliability27 (e.g., Wa1czuch & 

23 Ba & Pavlou, 2002; Ba, Whinston & Zhang, 1999; Bhattacherjee, 2002; Cassell & 
Bickmore, 2000; Egger, 2003; Feathennan & Pavlou, 2002; Friedman, Kahn, & Howe, 
2000; Gefen, 2000; Gefen & Straub, 2000, 2002; Gefen, Karahanna, & Straub, 2003; 
Hoffman, Novak & Peralta, 1999; Jarvenpaa & Tractinsky, 1999; Jarvenpaa, Tractinsky, 
& Vitale, 2000; Keat & Mohan, 2004; Kim & Prbhakar, 2000; Koufaris & Hampton-Sosa, 
2004; Liu et al., 2004; McKnight & Chervany, 2001; McKnight, Choudhury & Kacmar, 
2002; Milne & Boza 1999; Pavlou, 2001, 2003; Suh & Han, 2003; Urban, Sultan & 
Quails, 2000; Walczuch & Lundgren, 2004. 

24 Barnes & Vidgen, 2000; Cox, 1999; Cox & Dale, 2001; Ernst and Young, 2001; Gefen 
and Devine, 2001; Jun & Cai, 2001; Lee, Katerattanakul, & Hong, 2005; Liu, Marchewka, 
Lu, & Yu, 2004; Loiacono, Watson, & Goodhue, 2000; Madu & Madu, 2002; 
Ranganathan & Ganapathy, 2002; Swaminathan, Lepkowska-White, & Rao, 1999; van 
Iwaarden, van der Wiele, Bail, & Millen, 2003; Waite and Harrison, 2002; Wolfinbarger 
& Gilly, 2001; Y 00 & Donthu, 2001; Zeithaml et al., 2001; Zhang & von Dran, 2001. 
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Lundgren, 2004), others have delved deeper and proposed much richer 

conceptualizations. This has included the development of e-trust typologies and 

measures of trust (e.g., Gefen, 2000; McKnight & Chervany, 2001; Chen & 

Dhillon, 2003). A particularly revealing aspect ofthis research is the 

conceptualization of online trust as a multi-dimensional construct made up of at 

least three (3) dimensions: (1) the user's beliefin the online company's integrity, 

(2) its competence, and (3) its benevolence. The origins ofmuch ofthis work can 

be traced back to earlier work on trust done in traditional business environments. 

For instance, McAllister (1995) conceptualized trust as a two-dimensional 

construct made up of cognition-based and ajJect-based forms of trust. 

Demonstrations ofintegrity, credibility, competence and consistent reliability 

foster the cognition-based form of trust in others (McAllister, 1995). As such, 

cognition-based trust appears to be very utilitarian in nature, typified by Rotter' s 

(1967) definition of trust as an expectancy that the words and promises of another 

are reliable and whether or not the other can 'get the job done' as promised 

(Johnston, 1996). Consequentially, it appears to be closely related to both the 

RELIABILITY and ASSURANCE dimensions of the original SERVQUAL 

instrument. 

25 Others have positioned security and privacy as antecedents rather than proxies of trust 
(e.g., Koufaris & Hampton-Sosa, 2004; Liu, Marchewka, Lu, & Yu, 2004). This research 
supports that a strong, positive relationship exists between privacy/security and consumer 
trust toward the Web site. Furthermore, Vijayasarathy (2004) also differentiates between 
privacy and security but recognizes a close relationship between the two concepts. 
"While privacy is related to what a company consciously decides to do with consumer 
data, securityis concemed with any inadvertent compromises of consumer data to a third 
party (e.g. hacker and identity thief) (p. 751). Interestingly, Vijayasarathy (2004) results 
showed that whereas security had a positive and significant impact on consumers' 
intentions to use on-Hne shopping, privacy did not. This, he suggests, may reflect 
"consumers' resigned acceptance of sorne level of privacy invasion in an age of database 
marketing, telemarketers, and spam-mail" (p. 758). 

26 Liljander, van Riel, & Pura, 2002; van Iwaarden, van der Wiele, Bali, & Millen, 2003; 
Zeithaml et al., 2001. 

27 Liljander, van Riel, & Pura, 2002. 
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Conversely, affect-based trust is synonymous to one's perception of another's 

'goodwill' (Baba, 1999) or 'benevolence' (Ganesan & Hess, 1997; Johnston, 1996; 

McKnight, Choudhury, & Kacmar, 2002), or more simply, whether the customer 

feels that the company truly cares about him / her (McAllister, 1995). Arguably, 

benevolence or what is more traditionally referred to as afIect-based trust, relates 

to the EMPATHY dimension in the original SERVQUAL measure. Other 

researchers have also stressed the importance ofsimilar conceptsto benevolence 

in e-commerce. For instance, Madu and Madu (2002) state that, even in online 

environments, employees must demonstrate courtes y (i.e., friendliness in 

addressing complaints), respect, caring and understanding toward the customer. 

Given the nature ofthese factors, these may be thought of as affective or 

relational factors. However, many e-commerce authors have directly dismissed 

the 'affective/relational factors' more c10sely associated with traditional, 

interpersonal, face-to-face commercial encounters and not necessarily 

transposable to Web site design (see Cox & Dale, 2001; Zeithaml, Parasuraman, 

& Malhotra, 2001, 2002; van Iwaarden, van der Wiele, Bali, & Millen, 2003). 

Sorne have gone as far as to argue that, what we term in this thesis as 

'affective/relational factors', loose their relevance in self-service, Web-based 

commercial environments, at best, becoming contingently important only when 

customer/employee communications actually occurs (i.e., emailltelephone 

conversations, recovery of online service failure - see Cox & Dale, 2001 ; 

Zeithaml, Parasuraman, & Malhotra, 2001,2002). 

Conversely, McKnight et al. (2002)'s study did reveal that the affective form of 

trust (i.e., benevolence) did play an important role in customers' decision to use a 

Web site. However, the authors only speculated that such features as third party 

endorsements (e.g., TRUSTe) may have a positive impact on developing affect­

based trust (i.e., benevolence). As such, our literature review shows that, whereas 

cognition-based trust (which may be thought ofincorporating both ofMcKnight 

et al. (2002)'s integrity and competence dimensions of trust) can be fostered by 

designing Web sites with features which communicate high reliability, security 
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and privacy, etc., much less is known as to what Web site design features can 

influence, if at aIl, customer perceptions ofbenevolence (affect-based trust). In 

sum, what may be termed as 'affective/relational factors' have remained relatively 

under-explored in the literature on Web-based retailing and service environments. 

The last dimension related to perceived site usefulness is site response timi8
• It 

relates to the RESPONSIVENESS dimension of the traditional SERVQUAL 

measure which pertains to employees providing prompt service and to their 

willingness and readiness to help and respond to customers' requests. Under Web­

based environments responsiveness can he considered as (1) a quality dimension 

of the site itselfand as weIl as (2) a quality dimension of the company's support 

services - namely, employee contact. As a characteristic of Web sites, 

responsiveness pertains to the speed of operation (O'Neill, Wright, & Fitz, 2001) -

the time it takes the customer to interact with the site (Kim & Stoel, 2004; 

Loiacono, Watson, & Goodhue, 2002). GeneraIly speaking, it relates to the 

promptness of online processing (Y 00 & Donthu, 2001), down/oad de/ay (Palmer, 

2002), quick error recovery, thefast disp/ay and presentation ofinformation (i.e., 

fast /oading) and also to low waiting and fast check ouls and down/oad limes 

(Hassan & Li, 2005; O'Neill, Wright, & Fitz, 2001; Smith, 2000; Szymanski & 

Hise, 2000; Zhu, Wymer, & Chen, 2002). 

3.3 - Utilitarian Factors from Studies Other than Loiacono et al. (2002) 

A site's error handling capabilities pertain to the way in which errors and data 

input omissions are handled by the site is also likely to affect Web site quality and 

satisfaction. Interacting with sites should not require any guesswork on the part of 

the consumer nor should any 'little problem' require the customer to have to get 

in touch with service personnel. As such, sites must clearly communicate whether 

28 Constantinides, 2004; Gefen & Devine; 2001; Hassan & Li, 2005; Lee, Katerattanakul, 
& Hong, 2005; Liljander, van Riel, & Pura, 2002; O'Neill, Wright, & Fitz, 2001; 
Zeithaml, Parasuraman, & Malhotra, 2001; Zhang & von Dran, 2001. 
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and where the user has made a mistake or has omitted to enter a required field 

(Cox & Dale, 2002). Web site loyalty is likely affected by the extent to which the 

company has anticipated enough answers to the questions that users may have and 

made these available via a 'frequently asked questions' section (Helmsley, 2000; 

Madu & Madu, 2002). 

A site's reliability29 has also been identified as an important utilitarian factor in 

Web site design (e.g., van Iwaarden et al., 2004) but was not reported by 

Loiacono et al. (2002). In traditional service settings, RELIABILITY is defined as 

the "ability to perform the promised service dependably and accurately" (Berry, 

Parasuraman, & Zeithaml, 1993, p. 23). Reliability is a driver of trust and is 

typically rated the most important dimension in service quality research. As a 

dimension of site quality, it concems the correct technical functioning ofthe site, 

the accuracy of services promises, and billing and product information (Zeithaml, 

Parasuraman, & Malhotra, 2001). In sum, reliability pertains to the accuracy in 

order fulfilment and keeping one's promises (i.e., delivering the goods and 

services as represented, in accurate amounts and in good condition, and within 

the promised amount oftime). Reliability captures the extent to which the 

customer believes (s)he can rely on the Web page to function properly and allow 

for an accurate, error-free online transaction to occur (Liljander, van Riel, & Pura, 

2002). Reliability is affected by factors such as site crashes (i.e., access), the 

accuracy of order taking and account information (information quality), having 

items advertised in stock, providing truthful information to customers, and 

making sure that the merchandise arrives on time (Zeithaml, Parasuraman, & 

Malhotra, 2001). 

A site's accessibility is crucial in customer quality evaluations of and satisfaction 

with Web sites because of the 24/7/365 concept on which it is founded (Cox & 

29 Jun & Cai, 2001; Madu & Madu, 2002; Liljander, van Riel and Pura, 2002; O'Neill, 
Wright & Fitz, 2001; Schubert & Dettling, 2001; Smith, 2000; Wolfinbarger & Gilly, 
2001; Zeithaml, Parasuraman & Malhotra, 2000. 
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Dale, 2001). Access relates to Liu and Amett's (2000) concept of system quality. 

Customers must be able to quickly access the system without system crashes. It 

also taps into customer perceptions as to whether the Web site is always up and 

available (Aladwani & Palvia, 2002) given that time saving and shopping 

convenience are important motivators for doing one's business online 

(Constantinides, 2004). Srinivasan, Anderson and Ponnavolu (2002) use the term 

care as the extend to which attention is paid to the customer to keep himlher 

informed about the status of orders and efforts expended to minimize disruptions. 

Others relate access more broadly to both responsiveness and structure. Cox and 

Dale (2002), for instance, define it as the customer's ability to access the site 

easily and navigate it without effort including having fast downloading pages. 

Zeithaml, Parasuraman and Malhotra (2001) extend it to personal contact as weIl. 

They define it as the ability to get on the site quickly and reach the company when 

needed. 

Another important factor affecting customer loyalty to Web sites isflexibility. 

Whereas site customization involves flexibility to manipulate how and what 

information is presented on a site, Web site is also likely to be affected by 

whether or not the company provides customers with various choices to 

communicate with the company and in ways to pay, ship, buy, and return 

purchased items (Ranganathan & Ganapathy, 2002; Xue, Harker, & Heim, 2000; 

Zeithaml, Parasuraman, & Malhotra, 2001). Flexibility in the number of shipping 

options, number of payment options and communication channels offers 

customers a greater sense of control in dealings with the company. This also 

relates to what Chen and Yen (2004) calI 'reciprocal communications' which 

touches on providing the user with the ability to interact with the company when 

needed. 

Moreover, the usefulness of a site in carrying out transactions may depend on 

what Waite and Harrison (2002) calI transaction technicalities, that is, 

information details of what and when charges apply, instructions into how to 
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complete particular transactions and details of how to pay money. In addition, the 

company's sale policies and disc1aimers should be inc1uded (Lee, Katerattanakul, 

& Hong, 2005). The priee and shipping costs and their eurrent availability of 

products and services should also be c1early stated on the Web site. Priee 

knowledge is described by Zeithaml, Parasuraman and Malhotra (2001) as the 

extent to which the customer can easily determine shipping price on a Web site 

(i.e., ease of determining total price, compare prices during the shopping process, 

or simply find out about a price). Also, for retailing sites (i.e., sites selling 

products), the site may also inc1ude a feature enabling customers to keep informed 

as to the status oftheir orders (i.e., online traeking capabilities) (Cox & Dale, 

2002; Jun & Cai, 2001; Liu & Arnett, 2000). For companies dealing in tinancial 

services, information should inc1ude details ofwhen bank charges apply, details 

about bank charges, details on overdraft facilities, details on how to transfer 

money between accounts, details on foreign exchange rates, details on 

commission charged for foreign ex change rates, details ofhow to pay money and 

CUITent interest rates (Liu & Amett, 2000; Waite & Harrison, 2002). 

Finally, Web sites should also contain eustomer contact information. The idea of 

losing employee contact frightens many customers. Regardless of whether the 

customer ever actually contacts the company, knowing that there is a means of 

doing so if the need ever arises, is likely to he highly appreciated by customers 

and may help reduce any anxieties (Xue, Harker, & Heim, 2000). Customer 

contact information (e.g., email address, telephone) must be available and easy to 

find on the Web site (Aladwani & Palvia, 2002; Cox & Dale, 2002; van Iwaarden 

et al., 2004). It provides customers with a sense of assurance that they may get 

assistance when needed. This also appears to he related to what Waite and 

Harrison (2002) cali 'physieal baek-up' which, in the case ofbanks, inc1udes 

providing details of how many bank branches there are and where to tind them in 

case the customer needs to turn to a physicallocation for help. 
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3.4 - Hedonic/Entertainment Value 

Research also shows that successful Web sites often combine the ability to 

transact with entertainment value for the customer (é.g., Eighmey, 1997; Eighmey 

& McCord, 1998; Ha & James, 1998; Shang, Chen, & Shen, 2005). Specifically, 

hedonic/entertainment value refers to the emotional appeal of a Web site (Kim & 

Stoel, 2004; Loiacono et al., 2002). This pertains to whether the site can get the 

user involved and whether positive affect arises from using the site (i.e., using the 

site makes the customer happy and cheerful). Experiential factors derived from 

other studies which relate to the concept of emotional appeal include j/ow and 

playfulness (Chen & Yen, 2004; Chung & Tan, 2004; Hoffman, Novak, & 

Duhachek, 2002), the entertainment derived from the site (i.e., does the user 

perceive the site to be fun and exciting? - Chen & Wells, 1999) and enjoyment 

(Lee, Katerattanakul, & Hong, 2005). 

Site playfulness (Chung & Tan, 2004) is a characteristic related to the use of 

content and features not meant to facilitate the customer' s search behaviour and 

transacting capabilities but rather to provoke a positive emotional response from 

the viewer (e.g., humorous animations, interactive games). As such, perceived 

playfulness of the site is affected by introducing 'curiosity-arousal devices' into 

the site (Ha & James, 1998). Site playfulness has been empirically shown to 

positively influence user' s perceptions of site quality (Chen & Yen, 2004), an 

important antecedent of Web site loyalty. 

Like playfulness, flow is related to the experiential qualities of the site 

(Csikszentmihalyi 1990; Hoffman & Novak, 1996; Loiacono, Watson, & 

Goodhue, 2002; Wolfinbarger & Gilly, 2001). Flow is related to Agarwal and 

Karahanna's (2000) concept of cognitive absorption (see also Shang, Chen, & 

Shen, 2005). Much like in the case of a riveting book or movie, flow pertains to a 

site's ability to get the customer absorbed/immersed. Astate of flow/cognitive 

absorption is characterized by a loss of self-focus, intense involvement, deep 

attention, engagement, and loss of sense of time. Shang, Chen, & Shen (2005) 
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conceived cognitive absorption (i.e., flow) as a multidimensional construct made 

up of temporal dissociation, focused immersion, heightened immersion, control, 

and curiosity. 

3.5 - Site Aesthetics30 

Although Loiacono et al. (2002) group site aesthetics with the entertainment 

aspects of the site, arguably, the two likely represent very different aspects of 

Web site design. Like Web site structure, site aesthetics relate to the 

TANGIBLES aspect of the original SERVQUAL measure, namely, its visual 

appeal (Bames & Vidgen, 2000, 2001; Jun & Cai, 2001; Kim & Stoel, 2004; 

Loiacono et al., 2002; Yoo & Donthu, 2001; Zeithaml, Parasuraman, & Malhotra, 

2001) and ;nnovaf;veness (Zhu, Wymer, & Chen, 2002). Sites can be designed 

rather soberly with a focus on task-related content and function or with beauty in 

mind (Huizingh, 2000). Commercial sites should have a professional appearance 

but should not look drab (Liljander, van Riel, & Pura, 2002). Various elements 

can be added to sites making them more attractive. Aesthetic appeal is likely to he 

affected by the choice of site colours, animation, sound effects, consistent font 

size and style, and a good balance between text and graphies (see Hassan & Li, 

2005; Liu & Amett, 2000; Madu & Madu, 2002). However, the company must 

make judicious use of graphies and multimedia given that flashy graphies and 

video can potentially affect page download time (Hassan & Li, 2005). Moreover, 

companies must avoid using annoying banners and ads which add little to the 

customer' s experience and distract from the information provided on the site. 

Web sites should also he designed in an innovative fashion. Innovativeness taps 

into customer perceptions that the company is actively involved in continuously 

bettering ils on-fine environment (Zhu, Wymer, & Chen, 2002). This inc1udes 

30 Aladwani & Palvia, 2002; Bames & Vidgen, 2000, 2001; Constantin ides, 2004; Jun & 
Cai, 2001; Loiacono, Watson, & Goodhue, 2002; O'Neill, Wright, & Fitz, 2001; 
Srinivasan, Anderson, & Ponnavolu, 2002; Zhang & von Dran, 2001. 
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giving the site with a unique and creative Jeel. Hassan and Li (2005) recommend 

making, now and then, minor changes to the look of the Web site so that repeat 

users do not get bored and banner blind. 

3.6 - Comparativeness with Other Channels 

Finally, Loiacono et al. (2002) coin the higher-order factor taping into customer 

evaluation of Web sites relative to a company' s other available channels as 

'complimentary relationship'. We have renamed this, more intuitively, as 

'comparativeness with other channels'. According to the authors, this category 

includes relative advantage, on-line completeness, and consistent image (see 

also Kim & Stoel, 2004). 

First of aIl, the design of a Web site should always be consistent with the image 

the company is trying to project (Chiou, 2004; Cox & Dale, 2002; Kim & Stoel, 

2004; Loiacono et al., 2002). As such, Web sites should include company 

information which informs visitors about the company's background, mission 

statement, company news, etc. (Lee, Katerattanakul, & Hong, 2005). Second, for 

customers to use a company' s Web site, it must he as good or better a channel 

when compared to other channels provided by the company. According to Moore 

and Benbasat (1991), relative advantage captures the extent to which a customer 

considers an innovation as offering an advantage over previous ways of 

performing the same task. Empirical studies in IS evidence the importance of 

relative advantage in predicting adoption behaviour (e.g., Adams, Nelson, & Todd, 

1992; Davis et al., 1989; Davis, 1993; Moore & Benbasat, 1991). In Loiacono, 

Watson and Goodhue (2002), the authors show that the success of Web sites is 

associated with customer perceptions that there is sorne relative advantage for 

completing transaction over the company' s Web site relative to other available 
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channels31
• Relative advantage is related to the concept of perceived usefulness 

(Davis et al., 1989; Moore & Benbasat, 1991). Ifa company's Web site is more 

troublesome to use than alternative channel s, customers willlikely not use ie2
• 

Finally, online-completeness refers to whether the site enables the customer 10 

complete ail necessary transactions on-fine (Kim & Stoel, 2004; Loiacono, 

Watson, & Goodhue, 2002). Given that the company's Web site may be one of 

possibly many channels through which the customer may interact with the 

company, perceptions of site quality may be gauged relatively to other points of 

contact. Having to fall back on less convenient channels to finalize a transaction 

started on-line is likely to seriously affect the customer's perceptions as to the 

usefulness of the site. 

31 Originally, in an early working paper on WebQual™ in 1999, Loiacono, Watson, and 
Goodhue coined relative advantage as 'viable substitute' defining it as customers' 
perceptions into the viability of the Web site as an alternative means of interacting with 
the company. 

32 1t should he noted that relative advantage has been criticized as a 'garbage pail' 
construct. According to Tornatsky and Klein (1982), the relevance of relative advantage 
is so evident and yet so broad and amorphous a concept that it contributes little to our 
understanding ofwhy users adopt a particular technology. Also, although Loiacono et al. 
(2002) present this factor as a dimension of Web site quality, arguably it is more likely 
that relative advantage is a higher order factor affected by site quality as weil as other 
factors potentially unrelated to the technology per se. For instance, perceptions of relative 
advantage toward the company's Web site are likely to be positively affected by 
customers' perceived deficiencies of a company's other channels. 
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3.7 - Factors Unrelated to Web site Design 

Product/service quality and selection refer to what Szymanski and Bise (2000) 

cali 'merchandising' and Srinivasan, Anderson, and Ponnavolu (2002) caU 

'choice'. A richer variety ofhigh quality products/services is likely to keep 

customers coming back. Selection is also likely to be associated with transaction 

completeness. The more services are available on-line, the greater the chance that 

the company will be able to meet the various needs of its customers without 

requiring customers to fall back on alternative means of service delivery and new, 

hard to find products/services are likely to give companies an advantage over their 

competition (Cox & Dale, 2002; Madu & Madu, 2002; Wolfinbarger & Gilly, 

2001). 

Chen, GiUenson, and Sherrell (2002) introduce a 'fit' variable called compatibility 

(see also Vijayasarathy, 2004). Although not a Web site factor per se, 

compatibility takes into account that sorne customers may simply prefer other 

means ofinteracting rather than via Web sites. This 'fit' variable represents the 

degree to which using the page fits with the customer 's existing values, beliefs, 

lifestyle, and the way they like to shop and seekfor information (Vijayasarathy, 

2004). As such, compatibility may represent a moderating factor between 

evaluation (e.g., Web site quality assessment) and subsequent behaviours (i.e., 

usage). In fact, research demonstrates that customers' propensity to embrace 

technologies (i.e., their technology readiness) depends on the relative dominance 

of positive versus negative feelings in their overall technology beliefs 

(Parasuraman 2000). Research by Eastlick (1996) indicates that people's attitudes 

and beliefs about interactive teleshopping were good predictors of their propensity 

to adopt this mode of shopping. In a study on intentions to use technology-based 

self-service options, consumers varied in terms of their beliefs/feelings about the 

various options, and that those beliefs/feelings were positively correlated with 

intentions to use (Dabholkar, 1996). Customers who resist self-service technology 

typically prefer the customary method of delivery (Prendergast & Marr, 1994; 

Zeithaml & Gilly, 1987). One study found that "need for interaction" with the 

80 



service provider emerged as having a significant negative influence on accepting 

self-service technology during the service process (Dabholkar, 1996). According 

to Barnes (1997), it is likely that those customers who enjoy 'at arms-Iength' 

relationships are most likely to value efficiency rather than personal interaction 

and, thus, are more willing to use self-service technology while shopping (Barnes, 

1997). 

Although not a Web site characteristics per se, the quality of contact and support 

provided to customers is likely to affect customers' continued site usage given 

that most service recovery efforts and inquiries are not processed via the Internet, 

but rather, relate back to the 'real world' (Schubert & Dettling, 2001). Reichheld 

and Schefter (2000) explicitly identify 'quality customer support' as a necessary 

ingredient in fostering e-Ioyalty. Employee assurance and responsiveness pertain 

to how knowledgeable the company's employees are when solving 

problems/conflicts and how willingly and quickly they are perceived to do so (Liu 

& Amett, 2000; O'Neill, Wright, & Fitz, 2001; Madu & Madu, 2002; van 

Iwaarden et al., 2004). Srinivasan, Anderson and Ponnavolu (2002) have 

introduced a similar concept which they have called 'contact interactivity' . 

Specifically, employee responsiveness taps into the timeliness, promptness and 

immediacy of employee acknowledgments and responses to e-mail/telephone 

requests, questions, or complaints (O'Neill, Wright, & Fitz, 2001; Zeithaml et al., 

2001). Employee assurance, on the other hand, is defined as a sense of safety 

stemming from the belief that employees are knowledgeable and competent and 

that one will receive fair treatment during service failure recovery efforts (O'Neill, 

Wright, & Fitz, 2001). 

3.8 - Conclusions from Literature Review into Factors Linked to Web Site 

Loyalty 

In Figure 3, we have attempted to identify the overarching categories of Web site 

design and content factors which have emerged in the literature and which have 
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been shown to positively influence antecedents of Web site loyalty. These 

categories include: Utilitarian, aesthetics, entertainment value, and, to a lesser 

extent, comparativeness to other channels. Moreover, our literature review shows 

that studies have primarily focused on the utilitarian aspects of Web sites (e.g., 

ease of use, perceived usefulness, meeting all the customer' s transactional needs 

by offering rich content and functionality). However, empirical evidence into the 

importance of affect-based trust (a.k.a., benevolence, goodwill) point to a fifth 

category of factors. We coin this category as 'affective/relational factors'. 
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Utilitarian Factors 
ease ofuse, site usefulness, etc. 

(e.g. Bames & Vidgen 200]; 
Loiacono et al. 200]; Waite & 
Harrison 2002; Y 00 & Donthu 
200]; sec a1so Davis ]989) 

Aesthetic Factors 
(e.g. Aladwani & Palvia 2002; 
Bames & Vidgen 200]; Jun & 
Cai 200]; Lee & Kim 2002; 
Loiacono et al. 200 1 ; 0 'Neill 
et al. 200 1 ; Zhang & von Dran 
200] ) 

Hedonic Factors 
playfulness, entertainment, etc. 

(e.g. Eighmey, ]997; Ha& James, 
] 998; Loiacono et al. 2002; 
Waite & Harrison, 2(02) 

Comparability 
to other 
channels 

(Loiacono et al. 2001) 

AffectivelRelational 
Factors 

Affective trust (a.k.a., goodwill, 
benevolence - McKnight et al. 
2002); 

Site-Communality: ? 

Figure 3. Conceptually Distinct Categories of Factors Underlying Affecting Site­

Loyalty 

Although the literature on online trust acknowledges the importance of factors 

such as benevolence (a.k.a., affect-based trust) in e-commerce (see McKnight at al. 

2002), many of the 'affective/relational factors' found to he important in studies 

into traditional, interpersonal, face-to-face commercial environments have heen 

conjecturally dismissed as non-pertinent to Web site design by several authors 

(e.g., Cox & Dale, 2001; Zeithaml, Parasuraman, & Malhotra, 2001, 2002; van 

Iwaarden, van der Wiele, BalI, & Millen, 2003). Generally, these authors argue 

that such factors loose their relevance in Web site design because of the self­

service nature of Web-based commercial environments, and are, at best, only 

contingently important, coming into play only when actual customer/employee 
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communications occur (i.e., email messages or telephone conversations with 

company representatives). 

We disagree. In the following chapter, we propose that precepts ofwhat have 

been termed 'close', 'intimate', or, more specifically, 'communal-relationships' 

(e.g., Aggarwal, 2004; Bunk, Doosje, Liesbeth, & Hopstaken, 1993; Clark, 1984; 

Clark & Mills, 1979, 1993; Mills & Clark, 1982; VanYperen & Buunk, 1990; 

VanYperen, Buunk, & Schaufeli, 1992) may be effectively communicated via 

Web site design. We introduce a Web site design variable which we coin 'Site­

Communality' which we develop to measure the extent to which a company's 

Web site reflects and communicates the company's openness/desire to enter with 

its customers into a relationship which promises to go beyond the formaI, 'tit for 

tat' business dealings that are typically expected from purely commercial 

exchanges, but rather, abides more closely to the norms and behaviours typically 

associated with communal relationships. 

3.9 - Summary 

In this chapter, we identified factors which influence the antecedents of Web site 

loyalty. Our literature review suggests that researchers have primarily focused on 

the utilitarian aspects, and/or aesthetics, and/or the entertainment value of sites. 

Little attention has heen paid to, what may be termed as, relational factors. In this 

thesis, we investigate whether Web sites may he designed to convey communality 

and whether this could have beneficial effects on attitudes and hehavioural 

intentions associated with loyalty. In the next chapter, we present literature on 

communality and propose a new variable called Site-Communality - a 

characteristic of Web sites. 
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Chapter 4 - Communal-Relationship Theor-y 

4.1 - Overview 

In the previous chapter, our literature review of design factors affecting the 

antecedents of Web site loyalty suggests that (1) the utilitarian aspects (e.g., ease 

ofuse, perceived usefulness) have received the most attention, (2) to a lesser but 

significant extent, factors related to the entertainment value of sites and site 

aesthetics have also been identified as important in fostering Web site loyalty. 

However, the affective/relational factors more dosely associated with communal­

relationships and found to be important in traditional, face-to-face service delivery 

(e.g., company demonstrations of caring and concern, helpfulness) have (a) either 

been dismissed as being not very important or (b) have been identified as 

contingently important coming into play only when customer/company 

communications actually occur (i.e., email messages or telephone 

communications with support employees) (e.g., Cox & Dale, 2001; Zeithaml et al., 

2001). Research into 'trust' in Web-based retailing and service provision suggests 

a similar pattern. Although McKnight et al. (2002) found that affective trust 

evoked by Web site activity had a positive effect on usage intentions, the authors 

only speculated as to what design and content features may have a positive impact 

on affective trust (e.g., third party endorsements such as TRUSTe). In this thesis, 

we attempt to fill this gap by demonstrating that the precepts of what are 

'communal' relationships (Clark, 1984; Clark & Mills, 1979, 1993; Mills & Clark, 

1982) in Social Psychology can be effectively be communicated via Web site 

design and that and that this communication positively influences the attitudes and 

behavioural intentions associated with Web site loyalty. 

Traditionally, the literature on business relationships has generally assumed that 

customers gauge their relationships purely according to the precepts (i.e., norms 

and behaviours) associated with exchange-relationships (e.g., the company's 

demonstrations of reliability, fairness in dispute resolution, contractual 
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assurances). However, a growing number of studies show that customers may 

develop relationships with companies, employees, and even products that are 

more akin to what social psychologists cali communal-relationships (Aggarwal, 

2004; Goodwin, 1996). Although the number of studies which have applied the 

precepts of communal-relationship theory (or similar concepts) into the studyof 

commercial relationships are still few, results do suggest that commercial 

relationships that take on a 'communal flavour' positively affect customer loyalty 

attitudes, intentions and behaviours. In this chapter, we begin with a review of 

research in Social Psychology pertaining to communal-relationships and its recent 

adaptation to the area of commercial relationships. 

4.2 - Differences Between Communal Versus Exchange Relationships 

In the area of Social Psychology, several studies have evidenced important 

differences between communal and exchange relationships (Batson, 1987; Batson 

& Oleson, 1991; Clark, 1984; Clark & Mills, 1979, 1993; Mills & Clark, 1982). 

Rather than being dichotomous, communal- and exchange-relationships identify 

polar ends of a same continuum (Clark & Mills, 1979; Goodwin, 1996). 

Communal relationships are often exemplified by relationships with friends and 

family, whereas, exchange relationships are typified by relations between 

acquaintances and business partners (Aggarwal, 2004; Clark & Mills, 1979; 

Goodwin, 1996; Williamson & Shaffer, 2001). The distinction between exchange­

and communal-relationships "is based on the rules and norms that govern the 

giving and receiving ofbenefits" (Clark & Mills, 1993, p. 684). When two people 

engage in communal relationships, each assumes a general obligation to be 

concemed about the other person' s welfare. Benefits are given to please the other 

and as a demonstration of genuine concerne In communal relationships, the giving 

of benefits is a response to needs. 

By contrast, exchange relationships are 'tit-for-tat' relationships. When two 

people engage in an exchange relationship, they do not feel any obligation to be 

concemed about the welfare of the other. Exchange-relationships are also often 
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referred to as agentic relationships (Rawlins, 1992). They are 'balanced' and 

'economic' in nature and abide by the relational dynamics prescribed by equity 

theory (Chadwick-Jones, 1976). When persons want an exchange relationship, 

they expect reciprocity (i.e., equitable relationships). Benefits are given as 

repayment for benefits received in the past or because an expectation exists that 

what is given today will be reciprocated with valuable benefits in the future (Clark, 

Ouellette, Powell, & Milberg, 1987; Kickul & Liao-Troth, 2000)33. 

The stronger the exchange-relationship between two people, the more sensitive 

they are to maintaining equity in the relationship. Equity exists when a person 

perceives that what he/she invests into the relationship and what he/she is 

foregoing on to remain in that relationship is worth what he/she is getting in 

return. Partners in exchange-relationships tend to 'keep score' ofwhat they have 

invested into the relationship relative to the other and, for such people, feelings of 

inequity strongly and negatively affect relationship satisfaction and duration 

(Buunk & VanYperen, 1991). People who want to avoid destroying an exchange­

relationship must be quick to re-establish equity if ever their partner perceives that 

inequity has occurred. Unless equity is quickly re-established, exchange­

relationships are not likely to endure. 

Rather than being dichotomous, Clark and her colleagues argue that exchange and 

communal relationships represent polar ends of a same continuum. The attribution 

of motivation for the giving and receiving of benefits is what differentiates the 

two (Clark and Mills, 1979). Persons, desiring a communal rather than an 

exchange relationship, approach relationships with different expectations and 

motivations. The behaviours associated with communal norms are motivated by 

nurturing and caring for the needs of another, which in turn, results in a sense of 

satisfaction for the receiver of these benefits (Mills & Clark, 1982). When 

interactants desire to establish a relationship characterized by communal norms, 

33 Reciprocity suggests that people return good for good (or bad for bad) proportionately 
to what they receive (Bagozzi, 1995). 
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they tend to behave more as friends do while those who desire to establish a 

relationship characterized by exchange norms behave more like strangers 

interacting for a particular pUlpose (Clark, 1984; Clark et al., 1986, 1989; Clark & 

Taraban, 1991). The desire to enter into a communal-relationship (e.g., friendship) 

with another typically include such behaviours as attempts at intimacy, conveying 

warmth, demonstrations of caring, encouragement, validation of the other' s 

feelings, disclosing one's own feelings, etc. (Bukowski, 2001; Crosby, Evans, & 

Cowles, 1990; Hays, 1985; Homstein & Truesdell, 1988; Kahn & Antonucci, 

1980). The distinction between communal- and exchange relationships has been 

addressed in the context of commercial relationships as well (Aggarwal, 2004; 

Goodwin, 1996; Price & Arnould, 1999) and touched upon by others who have 

investigated the effects of conveying characteristics of communal-relationships in 

commercial environments such as conveying 'warmth' in advertising (e.g., Aaker, 

Stayman, & Hagerty, 1986; Lemmink & Mattson, 1998,2002). 

4.3 - Evidence of Communal-Relationships in Traditional Service Settings 

Exchange-relationships epitomize our widely accepted views regarding business 

relationships. They are agentic and role-based. Participants follow norms and 

behaviours which can best be described as those between polite strangers enacting 

a scripe4 and interacting with one another for the primary, if not for the sole 

purpose of attainingldelivering a particular service. In such relationships, 

communications between the customer and company representatives are highly 

task- and goal-oriented. These assumptions have guided most of the research into 

commercial relationships. 

34 'Scripts' are goal-directed (Shoemaker, 1996). They represent procedural knowledge 
and resemble production mies - the predetermined, stereotyped, and sequenced actions 
defming the behavior of actors in a familiar situation (Schank & Abelson, 1977). For 
customers, the typical script enacted during a bank visit "caUs for the customer to wait in 
line, fill out the withdrawal or deposit form, complete the transaction, and then calmly 
leave the bank" (Shoemaker, 1996). Scripted employee actions are instrumental in that 
they are intended to achieve a given purpose - the effective delivery of the service. 
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However, several studies in the field of marketing have evidenced that sorne may 

come to resemble weak communal-relationships35 (e.g., Adelman, Ahuvia, & 

Goodwin, 1994; Price & Arnould, 1999; Goodwin & Gremler, 1996; Gwinner, 

Gremler, & Bitner, 1998; Reynolds & Beatty, 1998). For instance, certain service 

relationships, such as those sometimes found between patients and their 

physicians often evolve and surpass the motivations underlying pure exchange 

relationships. In fact, research has long ago established that there exist other 

motivations for shopping than simply 'buying'. Customers may derive both 

functional and sociae6 benefits from their associations with service providers 

(Forman & Srivam, 1991; Reynolds & Beatty, 1999). Motives include "social 

experience outside the home" (Tauber, 1972) and just "talking to personnel" 

(Donovan & Rossiter, 1982). Stone (1954), for instance, found that women 

shoppers could be segmented and that one of these segments, which the author 

termed as "personalizing shoppers", developed strong personal bonds with 

employees, which represented a substitute for social contact. In fact, many service 

providers (e.g., funeral home directors, family doctors) contribute to a sense of 

community and provide social support (e.g., Adelman, Ahuvia, & Goodwin, 

1994). Often, services that have traditionally relied heavily on interpersonal 

35 Gutek's (2000) distinction in relationship types is analogous with communal/exchange 
theory. The author argues that it is important to differentiate between pseudo- (i.e., 
exchange) and service-relationships (i.e., communal). "A pseudo-relationship is repeated 
contact between a customer and an organization. In this case, the customer does not get to 
know any individual service provider but does hecome acquainted with the service, 
products, and procedures of the organization. Customers do not anticipate any future 
interaction with a particular provider but expect to interact with the fIrm in the future"(p. 
372). The author notes that pseudo-relationships are essentially many encounters where 
each encounter occurs between strangers; although they do not provide familiarity with 
the employees it does provide familiarity with the organization. On the other hand, in 
service-relationships, customers identify with a particular employee. 

36 Indeed, certain individuals may "rely on relations in the marketplace as a source of 
human contact and for whom the retailing encounter is not merely a commercial 
transaction, but has value as a surrogate social contact. ( ... ) To many, the familiar face 
and casual conversation offered by a store owner or employee may he a source of comfort, 
adding a sense of community to an otherwise transient local sociallandscape" (Forman & 
Srivam, 1991, p. 227). 

89 



interaction between customers and employees appear to be particularly weIl suited 

for the development of relationships characterized by communal norms. 

In exchange-relationships, behaviours during interpersonal service encounters are 

highly role-prescribed (i.e., those between doctor/patient, police officerllaw 

offender). In communal-relationships are tantamount to what Marketing 

researchers calI 'commercial friendships' (Price & Arnould, 1999) and often fulfil 

the emotional needs ofthose involved. Importantly, communal-relationships in 

commercial contexts transcend the service script (Goodwin, 1996) and may be 

more closely related to the development of affect-based trust leading to a belief in 

the benevolence of the relationship partner (McAllister, 1995) surpassing the 

economic nature of the initial commercial (i.e., exchange) relationship. Bartenders, 

for instance, often serve as part of a social support network for sorne clients 

(Goodwin & Gremler, 1996). This transcends traditional bartender 1 customer 

roles and corresponds more closely to behaviours exhibited among friends (i.e., 

communal relationships). 

In traditional service settings, the primary characteristic which distinguishes 

communaI- from exchange-relationships is that the former occur between persons 

rather than between role-personas which affects the types of communication 

which occurs between relationship partners (Goodwin, 1996). Communal­

relationships in commercial settings are typically observed when the customer and 

the employee engage in conversation deemed unessential to the delivery of the 

service (e.g., small talk). This may inc1ude, for instance, discussing with a bank 

teIler the details of one's last vacation, the weather, or inquiring about the health 

of a family member (Goodwin, 1996). These conversations do not pertain directly 

to the delivery of the service but include mutual and voluntary expressions of 

caring and one's extra-role identity, simply put - a sharing ofinterpersonal 

histories pertaining to aspects of one's life which are 'outside' the typical 

customer 1 employee exchange-relationship (i.e., extra-role communications). For 

example, questions such as "how is your cat?" may be perceived as programmed 
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personalization (associated with exchange-relationships) when asked by your 

veterinarian when you meet her by chance at the malI, but if the vet asks "how is 

your daughter's health?" under the same situational circumstances the question is 

unrelated to the vet / client roles and, therefore, suggests the presence of what 

Goodwin (1996) calls 'communality' which she defines as the extent to which a 

commercial relationship resembles a friendship. 

4.4 - The Impact of Communality on Customer Loyalty in Traditional 

Service Settings 

There is empirical evidence showing that, in commercial contexts, fostering 

communality rather than strictly role-bound (exchange) relationships between 

customers and employees may impact more positively on loyalty. Macintosh and 

Lockshin's (1997) results show that interpersonal relationships between 

customers and salespeople act as a bonus making customers more loyal. Similarly, 

in lacobucci and Ostrom (1996), the results of their study indicated that customers 

who had personal relationships with salespeople had a more positive attitude 

about the store and were more loyal. Gremler and Gwinner (2000) found that a 

factor related to communal-relationships, which They coined as 'rapport' 

positively influenced customer evaluations including loyalty. They considered 

rapport as the customer's perception ofhaving an enjoyable interaction with the 

employee and that a 'personal connection' exists between the two. The customer 

experiences rapport when both (s)he and the employee 'click together' or have 

'good chemistry'. Price and Arnould (1999) also provide strong evidence based 

on qualitative research of the existence of a positive link between communality 

and customer loyalty. 

4.5 - What Communal-Relationships aren't 

It is important to more clearly distinguish communality from similar concepts. 

Communality is completely voluntary and should, therefore, be distinguished 

from 'over-the-counter niceness' which may be requiredby a person when (s)he 

91 



assumes the role of employee and enacts the appropriate service script (Goodwin, 

1996). In fact, companies often train employees to behave in a friendly manner 

during service delivery in order to increase sales and customer satisfaction (e.g., 

Ashforth & Humphrey, 1993; Grandey, 2003; Totterdell & Holman, 2003). 

Typically, waiters and flight attendants are often required to convey friendliness 

as ajob requirement (Tsai & Huang, 2002). Although friendly, the resulting 

communications between the customer and company representatives may 

nevertheless be highly task- and goal-oriented. Conversely, communality is 

characterized by communications that transcend the service script (Goodwin, 

1996). 

Communality is not psychological involvement in the service encounter. 

lnvolvement "reflects the customer's beliefthat the service provider is interested 

in them as a person, notjust their property, body, or mind in need ofbeing 

serviced" (Siehl, Bowen, & Pearson, 1992, p. 541). According to Goodwin (1996), 

communality can be evidenced even in situations of low-involvement, routine 

transactions. Moreover, high-involvement does not necessarily mean that 

communality will surface. For instance, both customers and service providers may 

be highly involved in psychotherapy sessions but the conversations may remain 

weIl within the bounds of the delivery of the core service. 

Neither is communality a 'sense of community'. The latter is defined as a "sense 

that one belongs in and is meaningfully part of a larger collectivity" (Sarason, 

1974, p. 1). While a sense of community may facilitate the development of 

communality between relationship members, a 'sense of community' suggests an 

allegiance and sense ofbelonging to a group or a collective whereas communality 

describes a relationship dimension (Goodwin, 1996). As such, a 'sense of 

community' may exist when members participate in community or member 

activities and communicate with other members regarding core-service activities. 

For instance, academics may actively participate in conferences with their peers 

pro vi ding and yet conversional topics may never stray from academic related 
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topics, remaining quite impersonal and mainly conceming presentation topics, 

research ideas and curricula interests. 

Furthermore, just as exchange-relationships are not synonymous with short-term 

relationships neither are communal-relationships necessarily synonymous to long­

term relationships. Nevertheless, there appears to be a relationship between the 

duration of the relationship and communality (Goodwin, 1996). This relationship, 

however, is not linear but rather follows a U-shaped function. As such, although 

sorne authors suggest that communal relationships imply a past interpersonal 

history or the expectation of an interpersonal future (Lydon, Jamieson, & Holmes, 

1997) communal behaviours appear to be highest when customers are either in 

long-term relationships or when they do not expect any future interaction at all 

(e.g., confessional intimacy among two strangers on a train) (Goodwin, 1996). For 

instance, Price and Arnould (1999) found evidence that communality can form 

even when structural opportunities for sociability are quite low, such as, when 

contact is limited to phone conversations only. Thus, although 

CommunallExchange theory suggests an evolution from the 'default' ex change­

relationship to a communal one in commercial settings, this evolution may be 

quite rapid and even occur within the confines of a single service encounter. For 

instance, when the customer and the employee 'click together' (Gremler & 

Gwinner, 2000). 

Conversely, even if customers interact with the same employees over several 

encounters, communal relationships are not guaranteed to develop. They do not 

occur simply because customers and employees interact interpersonally in a face­

to-face manner over time. In fact, although a history between two people suggests 

that a friendship-like (communal) relationship may result, the customer may enter 

into long-term relationships with particular employees for several reasons 

including instrumental ones. In other words, commercial relationship can remain 

very 'exchange' even when they span across an extended period oftime. For 

instance, by interacting with the same company representative at each service 
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encounter, sorne customers may simply feel that they are receiving better service. 

Because oftheir interpersonal history, the company representative may become 

better informed as to the particular service needs and concems of a specific 

customer. In the case of bar c1ientele, having an interpersonal history may be 

valued by the customer because a familiar bartender can better attend to a 

customer's particular tastes (e.g., serving a drink in the kind of glass the customer 

likes to drink out of, knowing that the customer likes martinis that are shaken 

rather than stirred), thus, providing a higher level of personalization. However, 

such a relationship should not be characterized as a communal-relationship, but 

rather, corresponds more c10sely to an exchange-relationship. Simply put, 

communality should not be mistaken for personalization. Personalization is a 

relationship-building tactic. It aims at exploiting customer uniqueness for a 

business related purpose (i.e., attracting the customer in the future). On the other 

hand, communality refers to a 'personal connection' developing between the 

customer and the service employee (Gremler & Gwinner, 2000). 

Moreover, contrary to communal relational dynamics which elicit a high degree 

of affect and mutual caring, personalization is believed to work at the conative 

rather than the affective level in the customer's psyche. Personalization can help 

build loyalty but for different reasons than communality. According to sorne 

authors, personalization may help elicit loyal behaviours because customers may 

feel obligated to 'repay' the company's and its employees' investments in 

friendliness (Kang & Ridgway, 1996; De Wulf et al., 2001). This further suggests 

personalization's c10ser ties with exchange- rather than to communal-relationships 

because customers are believed to reciprocate one investment (i.e., the company' s 

personalized / special treatment ofthe customer) with another (i.e., continued 

future patronage). In fact, reciprocity represents the key feature explaining 

stability and relationship duration in exchange relationships (Larson, 1992). 
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4.6 - Communal-Orientation 

Researchers in Social Psychology suggest that people have an 'orientation' 

toward (i.e., a preference or propensity for) establishing communal-relationships 

with particular others (i.e., Clark, Ouellette, Powell, & Milherg, 1987). This 

orientation is believed to he contextually stable over time (Clark, Ouellette, 

Powell, & Milberg, 1987), linked to a combination of several factors among 

which personality variables (i.e., extraversion, need for nurturance) and 

demographics (i.e., age) combine and influence customer preferences for having 

exchange- or developing communal-relationships in service contexts (e.g., 

loneliness in the elderly can affect desire to engage in more communal 

relationships in commercial settings) (Goodwin, 1996). More specifically, 

communal-orientation is defined as an individual-difference characteristic which 

implies the desire to give and receive benefits in response to the needs of and out 

of concem for others (Buunk, Doosje, Liesbeth, & Hopstaken, 1993). 

Accordingly, customers low in communal-orientation may not have a strong 

inclination or desire for establishing communal relationships in commercial 

settings. Typically, these customers categorize their relationships as 'good' when 

employees (i.e., doctors, lawyers, etc.) 'do their jobs weil', in other words, when 

employees successfully enact their roles and follow the service script. Thus, 

customers low in communal-orientation may he thought of as those who typically 

prefer to 'stick to business' during the delivery of service. Sometimes, this is 

because non-essential conversations associated with communal-relationships can 

interfere with the speediness of service delivery. Others may simply prefer a 

relationship that is more 'at arms-Iength' (Bames, 1997). 

Furthermore, even when customers are high in communal-orientation, 

communality may not surface because of environmental restrictions (Goodwin, 

1996). Sorne service environments are more auspicious to communality than 

others; these include hairdressing salons and bars. In such environments, small 

talk does not interfere with the delivery of the service. In other service 
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environments, however, non-essential conversation may actually impede or slow 

the delivery of the service. Goodwin (1996) suggests that communality (i.e., the 

degree to which a relationship resembles a friendship), in the context of traditional 

service environments, is more likely to surface under service environments where 

there is 'ample time to chat'. In service settings where providers tend to charge for 

their time, even customers high in communal-orientation may he less willing to 

embark in non-essential communication. 

The idea that customers may vary in terms of communal-orientation may help 

explain why marketing research on whether having close customer/employee ties 

necessarily add value to the customer's evaluation of the service has yielded 

mixed results. As mentioned previously, there is ample research evidence 

showing that the bonds which develop between customers and company 

employees can be an important source of affect for many customers (Reynolds & 

Beatty, 1999) and act as a bonus, making loyalty stronger (Gremler & Gwinner, 

2000; MacIntosh & Lockshin, 1997). On the other hand, Bames (1997) used a 

perceived gap measure of 'closeness' in his study on customer relationships with 

banks, to show that not aIl customers valued close relationships with their banks. 

Fort Y percent (40%) ofrespondents indicated that they wished their relationship to 

be closer while almost ten percent indicated that they would have liked a more 

distant relationship. 

For many customers, front-line employees may represent nothing more than a 

necessary conduit for service delivery - a means to an end. For instance, research 

shows that a significant portion of customers who do not have a 'close' 

relationship with the salesperson do not consider that it would be beneficial to 

have one (Beatty et al., 1996). Sorne customers may feel quite content and even 

delighted when their relationship is more 'at arms-Iength' (Sheaves & Bames, 

1996; Bearden, Malhotra, & Uscâtegui, 1998; Crosby, Evans, & Cowles, 1990). 

Under certain circumstances, it even appears that attempts on the part of the 

service provider to 'get close' may he viewed by the customer as manipulating, 
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undesirable, and intrusive and may be rejected (Adelman, Ahuvia, & Goodwin, 

1994; Gordon, McKeage, & Fox, 1998; Priee & Arnould, 1999). 

4.7 - Summary 

In this chapter, we have addressed the differences between communal- and 

exchange-relationships as presented in Social Psychology. We have also reviewed 

recent research into commercial relationships which has related the precepts of 

communal-relationship theory and has evidenced that commercial relationships 

may come to resemble communal-relationships (a.k.a, communality) and that 

these have beneficial effects on customer loyalty in traditional service settings. 

However, research also suggests that customers vary in the extent to which they 

seek out and appreciate communality in commercial environments. Sorne may 

simply prefer a relationship that is more 'at arms-Iength' (see Barnes, 1997). 

No research, however, has attempted to investigate whether 'communality' can be 

conveyed via Web site content (referred to as Site-Communality in following 

chapters) and whether Web sites which convey high communality influence 

custorner loyalty toward the Web site. In this thesis, we propose to address these 

questions. In the next chapter, we define Site-Communality and Site-Loyalty and 

present the models which we intent to empirically examine. Basing ourselves on 

our literature review of communal-relationships in commercial settings, we 

propose that Site-Communality will have a direct positive impact on Site-Loyalty 

but that this relationship is moderated by the customer's communal-orientation 

whereas we expect that the positive relationship between Site-Communality and 

Site-Loyalty will be stronger in consumers high in 'Communal-Orientation in 

T raditional Commercial Environments'. 
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Chapter 5 - Models and Hypotheses 

5.1 - Overview 

In this thesis, we have noted that, although several studies have turned their 

attention into identifying Web site design factors which influence customers' 

perceptions of quality and, by extension, Web site loyalty, the majority of factors 

identified can he considered as heing utilitarian in nature (e.g., ease of use, ease of 

navigation). By contrast, empirical studies into more traditional, face-to-face 

retailing and service settings have evidenced the importance of such factors as 

empathy (Parasuraman et al., 1988), warmth (Lemmink & Mattson, 1998, 2002), 

communality (Goodwin, 1996), etc. We have termed the latter as 

affective/relational factors. In fact, aside from the literature on the importance of 

establishing trust in online environments which identifies the user's perception of 

the online company's benevolence, many of the affective/relational factors found 

to be influential in traditional commercial settings have heen either ignored or 

dismissed as non-relevant to Web site design, given the self-service nature of 

these commercial environments (e.g., van Iwaarden, van der Wiele, BaIl, & 

Millen, 2003; Zeithaml, Parasuraman, & Malhotra, 2001). 

To the contrary, we propose that the precepts ofwhat have been called communal 

relationships in Social Psychology (Clark, 1984; Clark & Mills, 1979, 1993; Mills 

& Clark, 1982) can he effectively communicated via Web site content and design 

and that such communications positively influence users' attitudes and 

hehavioural intentions typically associated with loyalty toward the Web site. 

Demonstrating this entails (1) developing measures/constructs of Site­

Communality and Site-Loyalty and assessing their validity and reliability and (2) 

statistically testing whether a positive and significant relationship exists hetween 

the two. With this in mind, in this chapter, we present our models and hypotheses. 
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5.2 - The Overall Model 

It is important to note that when developing new measures/constructs, one 

important aspect is to establish the measures' nomological validity. This form of 

validity is concerned with examining a complex Web of causal relationships 

between new and existing, established constructs and assessing whether these 

constructs 'behave' in the way envisioned by the researcher (based on theory). 

Modell (see Figure 4) represents the overall conceptual model showing causal 

links between constructs/variables. The arrows linking the variables represent the 

hypothesized causal relationships between the variables. AIl relationships which 

are displayed as solid lines ( ) are expected to be significant and positive. 

Those shown using dashed lines ( - - - - - -) are expected to be significant but 

negative. For those shown by a dotted line ( ............ ), the relationship is 

expected to be non-significant. Ifthese relationships can be statistically confirmed, 

nomological validity is established. 

Second, the overall conceptual model (see Mode} 1 in Figure 4) also graphically 

shows our main hypotheses of interest using thicker solid lines ( ----) 

going from Site-Communality to the attitudinal and behavioural components of 

Site-Loyalty. These represent our main research question, that, Site-Communality 

is significantly and positively related to Site-Loyalty. 
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Relationships expected to he signijicant and positive 

Relationships expected to he signijicant and negative 

Relationships expected to he non signijicant 

Main relationships ofinterest (expected to he signijicant and positive) 

Figure 4. Model 1 Showing the Expected Relationships between Variables. 



For the purpose of establishing nomological validity of Site-Communality and of 

Site-Loyalty, the conceptual model (Model 1 in Figure 4) is partitioned into two 

(2) smaller models (Mo dei 2 in Figure 5 and Model 3 in Figure 6). For testing 

purposes, partitioning the larger conceptual model into two smaller models 

becomes, statistically speaking, more manageable, in terms of sample size 

requirements, for conducting Structured Equation Modelling. The two models are 

presented and discussed in sections 5.3 and 5.4 respectively. Section 5.5 de scribes 

the main model, that is, the expected relationship between Site-Communality and 

Site-Loyalty. FinaIly, in section 5.6, we present hypotheses conceming a potential 

moderation effect between Site-Communalityand Site-Loyalty, that is, that the 

relationship between these two (2) variables may be moderated by the customer's 

communal-orientation in traditional commercial settings. The latter suggests that 

the customer's preference for entering into communal relationships in traditional 

commercial settings will be reflected in online environments as weIl. As such, we 

expect that customers who seek out or enjoy establishing communal relationships 

in more traditional commercial settings (i.e., brick and mortar locations) will react 

more positively (in terms ofSite-Loyalty) to Web sites high in Site-Communality 

compared to customers who prefer commercial relationships which are more 'at 

arms-Iength' . 

5.3 - Model and Hypotheses Addressing Nomological Validity of Site­

Communality 

A measure is said to be nomological valid when it behaves as expected with 

respect to other constructs to which it is theoretically related (Churchill, 1979). 

Thus, by testing the relationships in a theoretical model, researchers can establish 

nomological validity (Zhu & Kraemer, 2002). In the context ofthis study, 

nomological validity issues pertaining to Site-Communality and Site-Loyalty is 

addressed by examining the complex Web of causal relationships between these 

concepts and others, such as sorne of those previously reviewed in Chapter 2 as 

antecedents ofloyalty. This may include, for instance, using Structured Equation 

Modelling (Joreskog & Sorbom, 1996) to evaluate the relationship between Site-



Cornrnunalityand Trust or between Satisfaction and Site-Loyalty to see whether 

these are as expected. 

We base our models on the well-known C-A-B (f;.ognition 74ffect 7 Behaviour) 

framework advocated by many appraisal theorists from Psychology (e.g., Frijda 

1986, Lazarus 1988; Nussbaum, 2001; Ortony, Clore, & Collins 1988; Roseman 

1984). It suggests that thinking (i.e., evaluationlbelieflappraisal/cognition) leads to 

feeling (i.e., affect/emotion/attitude) which then leads to doing (e.g., usage). 

Interestingly, this framework (in whole or in part) also underlies much of the 

research in both IS and Marketing research as weil (e.g., Cronin & Taylor, 1992; 

Davis, Bagozzi, & Warshaw, 1989; Oliver, 1996). From this perspective, we 

position a visitor's assessment of Site-Communality as being cognitive in nature 

which causes feeling states (e.g., positive attitude toward the Web site) which, in 

tum, will serve to impel, or in other words, cause sorne future behaviour (e.g., 

usage). 

The reader should note that, to investigate nomological validity, we pre-empted 

adequate sample size requirements by splitting the conceptual model (Model 1, 

see Figure 4) into two smaller models (see Models 2 and 3). Arguably, although 

Model 1 could have been used for statistical analysis, the sample size requirement 

to test such a model using Structured Equation Modelling would have needed to 

be very large. It must he noted that this practice is not uncornrnon when 

developing new measures and in assessing their validity. Tsiros and Mittal (2000), 

for instance, tested several models when developing their measure of Consumer 

Regret. This inc1uded: (1) a model to differentiate Regret from Satisfaction and to 

test its impact on repurchase intentions and (2) another model to establish the 

antecedents and moderators of regret. 

As such, to assess the nomological validity of Site-Cornrnunality, we present 

Model2 (see Figure 5). Consistent with the C-A-B framework, Site-Communality 

and Trust are conceptualized as cognitive concepts preceding Affect and Overall 
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Web site satisfaction which are affective responses. Model3 (see Figure 6) 

addresses the nomological validity of Site-Loyalty which is discussed in section 

5.4. 

. ............................................................................................ . . . 

. H9 (n.s.) . 

, 

" 

, , , , , , 

H5 <-)""'" 

(__ ): Relalionships expecled 10 be significant and positive 

( - - - - - ): Relationships expecled 10 be significanl and negative 

( ......... ): No significant relationship expecled 

Figure 5. Model2 Used to Establish the Nomological Validity of Site­

Communality. 

Recent studies in IS research pertaining to e-commerce attest to the importance of 

fostering trust (e.g., Ba & Pavlou, 2002; Ba, Whinston, & Zhang, 1999; 

Bhattacherjee, 2002; Cassell & Bickmore, 2000; Egger, 2003; Featherman & 

Pavlou 2002; Friedman, Kahn, & Howe, 2000; Gefen, 2000; Gefen & Straub, 

2000, 2002; Hoffinan, Novak, & Peralta 1999; Jarvenpaa & Tractinsky, 1999; 

Keat & Mohan, 2004; McKnight & Chervany, 2001; McKnight, Choudhury, & 

Kacmar, 2002; Milne & Boza 1999; Pavlou, 2001, 2003; Suh & Han, 2003; 

Torkzadeh & Dhillon, 2002; Urban, Sultan, & Quails, 2000). Several ofthese 
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have identified trust as a multidimensional concept made up of, at least, three 

components: (1) the user's beliefin the online company's integrity, (2) its 

competence, and (3) its benevolence (e.g., Gefen, 2000; McKnight & Chervany, 

2001; Chen & Dhillon, 2003). Arguably, Site-Communality is likely to positively 

influence the latter dimension and, therefore, should also he positively associated 

with the online company's ability to foster trust in visitors. Thus, the following 

hypothesis is postulated: 

Hl: There is a positive relationship hetween Site­
Communality and Trust. 

Affect (Havlena & Holbrook 1986; Lisetti & Bianchi, 2002; Westbrook 1987) is 

typically characterized in terms oftwo relatively independent dimensions: 

positive affect and negative affect. Repeatedly, during factor analysis, these two 

have emerged as separate factors rather than as a single factor (Thayer, 1989; 

Watson, Clark & Tellegen, 1988). Consistent with these findings, rather than treat 

positive and negative affect as one construct, our model represents positive affect 

and negative affect as separate constructs. Moreover, this has an advantage in 

testing for nomological validity. SpecificaIly, the inclusion ofboth positive affect 

and negative affect in this model allows us to postulate and test both positive 

relationships (i.e., between Site-Communality and Positive Affect) and negative 

relationships as weIl (i.e., between Site-Communality and Negative Affect). 

Positive Affect (PA) "reflects ( ... ) astate ofhigh energy, full concentration, and 

pleasurable engagement. ( ... ) In contrast, Negative Affect (NA) is a general 

dimension of ( ... ) unpleasurable engagement" (Watson, Clark & Tellegen, 1988, 

p. 1063). Qualitative research into communality in traditional service settings 

c1early suggests that communality during customer-employee interaction 

engenders positive feelings in customers (see Price & Arnould, 1999). Consistent 

with these findings, we postulate the following two hypotheses: 
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H2: There is a positive relationship between Site-Cornrnunality 
and Positive Affect. 
H3: There is a negative relationship between Site-Cornrnunality 
and Negative Affect. 

Studies investigating the relationship between Affect and Trust evidence the 

existence of a significant positive correlation between Positive Affect and Trust 

and a significant negative correlation between Negative Affect and Trust (e.g., 

Sirnrnons, Nelson, & Neal, 2001). As such, we postulate the following two 

hypotheses: 

H4: There is a positive relationship between Trust and Positive 
Affect. 
H5: There is a negative relationship between Trust and 
Negative Affect. 

Trust is believed to play a central role in generating online customer satisfaction 

(Urban, Sultan, & Quails, 2000) and previous research on trust in organizational 

settings has evidenced that a strong, positive relationship exists between the two 

(e.g., Dirks & Ferrin, 2001; Lester & Brower, 2003; Balasubramanian, Konana, & 

Menon, 2003). Also, Chiou (2004) reports a positive and significant relationship 

between trust and overall customer satisfaction in choosing an Internet service 

provider. Consistent with this, we propose that: 

H6: There is a positive relationship between Trust and Overall 
Web Site Satisfaction. 

Research positions affect as an antecedent of satisfaction (e.g., Huelsman, Munz, 

and FUIT, 2003) and shows that, in traditional service settings, positive affect 

contributes to customer satisfaction with the service (e.g., Westbrook, 1987; 
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Westbrook & Oliver, 1991; Mano & Oliver, 1993; Menon & Dubé, 2000; Evrard 

& Aurier, 1994). Consistent with these results, we postulate that: 

H7: There is a positive relationship between Positive Affect and 
Overall Web Site Satisfaction. 
H8: There is a negative relationship between Negative Affect and 
Overall Web Site Satisfaction. 

Finally, we see no theoretical justification for a direct link between Site­

Communality and Overall Web site Satisfaction. This, however, does not exclude 

the possibility that Site-Communality has an indirect effect on Overall Web site 

Satisfaction via Trust and Affect. In fact, research shows that when employees 

smile more, increase eye contact and extend more greetings to customers (i.e., 

behave in a very communal manner), customers experience more positive moods 

(Pugh, 2001) and that, in turn, this positive mood state influences their service 

experience37
• This appears to occur due to a process called primitive emotional 

contagion. It states that expressions of positive emotions during interactions often 

results in matched emotional states through a process of emotional mimi cry 

(Hatfield, Cacioppo, & Rapson, 1993). Consequently, communality expressed by 

employees during service delivery (i.e., behaving as a friend would, smiling, 

demonstrating caring, etc.) may positively influence customer moods (i.e., 

positive affect) which may cause customers to unconsciously evaluate their 

service encounter positively (i.e., greater satisfaction). However, we do not 

believe that a direct relationship between communality and satisfaction exists. 

Consequently, we propose that: 

H9: There relationship between Site-Communality and 
Overall Web Site Satisfaction will be non-significant. 

37 Positive mood states tend to make people look at the world through rose-colored 
glasses (Gardner, 1985). 
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5.4 - Model and Hypotheses Addressing Nomological Validity ofSite-Loyalty 

To address nomological validity issues of Site-Loyalty, we present Model 3 (see 

Figure 6). Again, we conceptualized the links between the concepts by basing 

ourselves on the C-A-B framework which suggests the following causallink: 

Cognition ~ Affect ~ Behaviour. Hypothesis HlO in Model3 (Figure 6) is 

identical to hypothesis H6 in Model 2 (Figure 5). It proposes that: 

HI0: There is a positive relationship between Trust and 
Overall Web site Satisfaction 

According to the literature, a positive link exists between Trust and Loyalty. For 

instance, according to several authors, successful and enduring relationships are 

often characterized as trusting relationships (e.g., Chow & Holden, 1997; Crosby, 

Evans, & Cowles, 1990; Ganesan, 1994; Geykens & Steenkamp, 1995; Morgan & 

Hunt, 1994; Moorman, Zaltman, & Deshpande, 1992). Moreover, empirical 

studies clearly show that trust leads to loyalty in traditional commercial settings 

(e.g., Bowen & Shoemaker, 1998; Doney & Cannon, 1997; Anderson & Weitz, 

1989). A positive relationship between trust and loyalty has also been evidenced 

in e-commerce literature as well. Gefen (2000), for instance, reports a relationship 

between trust and both intention to purchase and intention to inquire about 

products on the vendor's Web site. Jarvenpaa, Tractinsky, and Vitale (2000) and 

Lynch, Kent, and Srinivasan (2001) show that trust positively impacts likelihood 

to purchase from a Web site. Lee, Kim, and Moon (2000) demonstrate a positive 

link between trustworthiness of Web sites and customers' loyalty. AIso, more 

recently, Chiou (2004) found a positive and significant relationship between trust 

in an Internet service pro vider (ISP) and the customer' s loyalty intention toward 

the ISP. 

Based on the Dick and Basu (1994) conceptualization ofloyalty, we postulate the 

following two hypotheses: 
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Hll: There is a positive relationship between Trust and the 
Attitudinal Component ofSite-Loyalty. 
H12: There is a positive relationship between Trust and the 
Behavioural Component of Site-Loyalty. 

Furthermore, twoadditional hypotheses are provided conceming the relationship 

between Satisfaction and Loyalty consistent with the findings of numerous studies 

which have explored the nature of this relationship in traditional service settings 

(e.g., Bitner 1990; Oliver 1980; Oliver & Bearden 1985; Oliver & Swan 1989) 

and, more recently, in e-commerce as weil (e.g., Anderson & Srinivasan, 2003; 

Shankar, Smith, & Rangaswamy, 2003). These are: 

H13: There is a positive relationship between Overall Web site 
Satisfaction and the Attitudinal Component of Site-Loyalty. 
H 14: There is a positive relationship between Overall Web site 
Satisfaction and the Behavioural Component ofSite-Loyalty. 

Finally, as proposed in the Dick and Basu (1994) conceptualization ofloyalty, we 

propose that: 

HIS: There is a positive relationship between the Attitudinal 
and the Behavioural Components ofSite-Loyalty. 
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H11 (+) 

HI2 (+) 

Figure 6. Model 3 Used to Establish the Nomological Validity ofSite-Loyalty. 

5.5 - Main Model and Hypotheses Pertaining to the Relationship between 

Site-Communality and Site-Loyalty 

Aside from developing and validating measures of Site-Communality and Site­

Loyalty, the main purpose ofthis study is to investigate whether Site­

Communality has a positive impact on the attitudinal and behavioural components 

ofSite-Loyalty. Model4 (see Figure 7) represents the hypothesized relationship. 

Consistent with the Dick and Basu (1994) conceptualization, our model shows 

Site-Loyalty as being made up of an attitudinal component and a behavioural 

component. The following three hypotheses will be tested: 

H16: There is a positive relationship between Site-Communality and 
the attitudinal component ofSite-Loyalty. 
H 17: There is a positive relationship between Site-Communality and 
the behavioural component ofSite-Loyalty. 
H18: There is a positive relationship between the attitudinal and the 
behavioural components ofSite-Loyalty (same as HI5). 
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HI8 (+) 

HI7 (+) 

Figure 7. Model 4 Showing the Hypothesized Impact of Site-Communality on the 
Attitudinal and Behavioural Components ofSite-Loyalty. 

5.6 - Communal-Orientation in Traditional Commercial Environments as a 

Moderator of the Relationship between Site-Communality and Site-Loyalty. 

As discussed in chapter 4, Marketing researchers have evidenced that, in 

traditional commercial settings, consumers vary in the extent to which they enjoy 

and seek out, what Goodwin (1998) refers to as 'communality' defined as the 

degree to which a business relationship takes on the characteristics of a friendship 

(e.g., McAdams, 1988; Reynolds & Beatty, 1999; Beatty et al., 1996; Priee & 

Arnould, 1999). This parallels closely the findings from studies in Social 

Psychology that originally explored communal-relationships and communal­

orientation (e.g., Clark, Ouellette, Powell, & Milberg, 1987; Buunk, Doosje, 

Liesbeth, & Hopstaken, 1993). Specifically, this line ofresearch clearly suggests 

that individuals vary in terms oftheir communal-orientation toward others. 

Although communal-orientation is not a personality trait per se, it is believed to 

he an orientation which is stable over time (see Clark, Ouellette, Powell, & 

Milberg, 1987; Goodwin, 1996). Several factors including personality variables 

(i.e., extraversion, need for nurturance) and demographics (i.e., age) combine and 

influence consumers' preferences for communal-relationships in service contexts 

(e.g., loneliness leads the elderly to seek out and engage in communal 

relationships in commercial settings - see Goodwin, 1996). 
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Communal-Orientation in Traditional Commercial Environment is defined herein 

as the extent to which a consumer enjoys 'getting to know' employees (i.e., 

waitress, bank teller, hair stylist) and relating with them on a more personal-Ievel 

than is typically requiredfor the effective delivery of a service. Although we 

hypothesize a direct positive relationship between Site-Communality and Site­

Loyalty (see HI6, HI7, and HI8), we also expect that this relationship may be 

moderatedby the consumer's preferences for low/high communality in traditional 

commercial contexts. In other words, we suggest that the consumer's 'Communal­

Orientation in Traditional Commercial Environments' may be reflected in their 

evaluations of online commercial environments as weIl, such that, the positive 

relationship between Site-Communality and Site-Loyalty would be more 

pronounced for those consumers who are high in communal-orientation in 

traditional service settings compared to those low in communal-orientation. In 

other words, consumers low in communal-orientation whose preference in 

traditional commercial environments is for relationships which are more 'at arms­

length' (see Bames, 1997) may not react as favourably to Web sites design to 

convey high Site-Communality. As such, whether Site-Communality is high or 

low is likely to have much less of an impact (and possibly, no impact at aIl) on the 

Site-Loyalty of consumers low in communal-orientation. This moderating effect 

is represented graphically in Model 5 (see Figure 8). It leads us to postulate the 

following hypothesis: 

HI9: The greater/lower the consumer's Communal-Orientation in 
Traditional Commercial Environments, the greater/lower the positive 
relationship between Site-Communality and Site-Loyalty. 

IfHI9 is supported, we believe that this may have direct implications for today's 

companies which are increasingly opting for delivering services via Web sites. 

For instance, new customers (i.e., users) may initially be asked to respond to a 

short on-line questionnaire which would determine whether they score high or 
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low in 'Communal-Orientation in Traditional Commercial Environments'. The 

company could then tailor/personalize the affectivelrelational aspects ofits Web 

page by addinglreducing the amount of communal content. 

Figure 8. Model 5 Showing Moderation Effect of Communal-Orientation on the 

Relationship between Site-Communality and Site-Loyalty 

5.7 - Summary 

In this chapter, our models and hypotheses were presented. We began by 

stipulating our global conceptual model (Model 1, see Figure 4) which suggests 

how Site-Communality relates to other variables identified, in the literature, as 

being influential on loyalty. However, we recognized that this conceptual model is 

quite large and that, to be tested, it would require a very large sample size using 

Structured Equation Modelling. Instead, we dissected Model 1 into two (2) 

smaller parts - Model2 (Figure 5) and Model3 (Figure 6). We proposed that 

these smaller, more manageable models would be used for the purposes of 

examining nomological validity - a necessary step when developing new 

measures (i.e., Site-Communality and Site-Loyalty). In sum, to establish 

nomological validity, our goal is to examine Site-Communality and Site-Loyalty 

in complex Webs of causal relationships in order to ascertain whether these two (2) 

measurès 'behave' in ways consistent with prior research. Next, we presented 

Model4 (see Figure 7). The latter exposes our main hypothesis ofinterest; that 

Site-Communality impacts positively and significantly on Site-Loyalty. Finally, 
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Model5 (see Figure 8) reflects the findings in research showing that consumers 

vary in the extent to which they desire, appreciate, and seek out communality in 

traditional commercial environments. We argued that this 'offiine' preference 

may also influence customers' evaluations of online environments. Thus, Model 5 

(see Figure 8) proposes that 'Communal-Orientation in Traditional Commercial 

Environments' moderates the relationship hetween Site-Communality and Site­

Loyalty. Furthermore, it suggests that, for consumers with a higher communal­

orientation, the positive impact ofSite-Communality on Site-Loyalty will he 

significantly stronger than for consumers low in Communal-Orientation. In the 

following chapters, we address the literature pertaining to proper measure 

development and item purification. We also define Site-Loyalty and Site­

Communality and identify their respective dimensions. 
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Chapter 6 - Measure Development - Construct Definition of Site­

Communality and Site-Loyalty 

6.1 - Overview 

According to a literature review pertaining to proper measure development and 

purification, this entails the following: 

1. Construct definition (Murphy & Davidshofer, 1994); 

2. Item generation (Churchill, 1979); 

3. Content or face validity checks; 

4. InternaI validity (reliability) checks typically via coefficient alpha and 

item-total correlations; and 

5. Exploratory factor analysis (Churchill, 1979; Bohmstedt, 1983); along 

with 

6. Confirmatory factor analysis (Gerbing & Anderson, 1988); and validation 

of the construct (Bagozzi & Yi, 1990). 

Step 1 is addressed in this chapter. This chapter is divided into two (2) parts. We 

define Site-Communality in part 1 and Site-Loyalty in part 2 and identify their 

respective dimensions based on a review of the literature. In the next chapter 

(Chapter 7), we tackle item generation, content/face validity checks, reliability 

and exploratory factor analyses (i.e., steps 2, 3, 4, and 5). We also report the result 

of our card sorting exercise, address how we constructed our first two 

questionnaires, the data collection process for the purpose of exploratory factor 

analysis (EF A) and the results of EF A as a means of further refining our 

instruments. Step 6 is addressed in Chapter 8. 
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6.2 - Definition and Dimensionality of Site-Communality 

6.2.1 - Definition of Site-Communality 

In order to come up with a definition of Site-Communality, we built on existing 

literature on communal-relationships in Social Psychology, the concept of 

communaIity in Marketing (Goodwin, 1996), and on literature into related 

concepts (e.g., commercial-friendships - Price & Arnould, 1999). SpecificaIly, 

the differences between communaI-relationships and exchange-relationships have 

been evidenced in the work by Clark and her colleagues (e.g., Clark & Mills, 

1979, 1993; Mills & Clark, 1994). Clark and Mills (1993) argue that communal 

relationships are exemplified by relationships with friends and family whereas 

ex change relationships are typified by relations between acquaintances and 

business partners. They add that this distinction is based on "the mIes and norms 

that govern the giving and receiving ofbenefits" (p. 684). Various characteristic 

differences have appeared throughout Clark's work on exchange- versus 

communal-relationships and in Goodwin' s (1996) work on communality which, 

in fact, transposes Clark's work into commercial settings. We have condensed 

them here in table form (see Table 1). Basing ourselves on these distinctions, we 

have come up with a definition of Site-Communality. 
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Table 1 

Distinctions Between Communal and Exchange Relationships and Between 

High/Low Communality 

Commun~1 relationships (i.e., High Communality) Exchange relationships (i.e., Low Communality) 

-exemplified relations with friends and family; -relations between acquaintances and business 

partners; 

-the desire to establish communal relationship involves 

friendship-like behaviours; -the des ire to establish an exchange relationship 

involves behaviours which resemble those between 

-genuine concem for the other's welfare; behaviours polite / friendly strangers; 

motivated by nurturing and caring for the needs of the 

other; -no obligation to feel concem for the other; 

behaviours motivated by usefulness and 

-help likely to be provided; costs are incurred to benefit instrumentality; 

the other; record-keeping avoided; 

-help less likely to be provided if costs are high; 

-benefits given voluntarily to please the other and in record-keeping of individual inputs; expectation to 

response to other's needs; receive equitable compensation for favours (i.e., 

expectation of reciprocity); 

-communality in business relationships are evidenced by 

communications which span outside ofbusiness/work -benefits given as repayment for benefits received in 

activity; self-disclosure; expressing interest in aspects of the past or for those expected in the future; benefits 

other's life (Goodwin, 1996). may be given to indebt the other; 

-desire to engage into/maintain a communal-relationship -people interact for a purpose; communications are 

(i.e., friendship) with another is typically characterized ro/e-bound (i.e., between 'a eus/omer' and 'a 

by attempts at intimacy, conveying warmth, company representative' - Goodwin, 1996). 

demonstrations of caring, encouragement, validation of 

the other's feelings, etc. (Bukowski, 2001; Crosby et aL, -desire to engage into/maintain an exchange-

1990; Kahn & Antonucci, 1980) relationship (e.g., business relationship) with another 

is typically characterized by attempts at maintaining 

-communality is facilitated by the degree to which the equity, reciprocation ofbenefits received, etc. (Buunk 

service environment encourages approach behaviours & VanYperen, 1991) 

and interaction between employees and customers 

(Goodwin, 1996). 
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Based on our review of literature into communal-relationships and on work which 

has attempted to adapt the theory to commercial contexts (e.g., Goodwin, 1996), 

we define Site-Communality as the extent to which Web site content signaIs that a 

company's relationship with its customers goes beyond the formaI, 'tit for tat' 

business dealings that are typically expected from purely commercial exchanges, 

and instead, more closely abide by the norms and behaviours evocative of 

friendships and/or family relations. 

6.2.2 - Dimensionality of Site-Communality 

We propose a multidimensional structure for Site-Communality (see Figure 9). 

One important issue in measure development is directly linked to construct 

validity (Gerbing and Anderson, 1988). In particular, at this point, in 

conceptualizing our dimensions, we were concemed with discriminant validity 

between dimensions. That is, the dimensions of Site-Communality should be 

sufficiently different from (or not confounded with) one another even though they 

reflect the same underlying concept (Bagozzi & Yi, 1990). Based on our review 

of literature, this would involve the following six dimensions: (1) Conveying 

warmth/good cheer to users, (2) Role spanning (Le., attempting to relate to the 

customer on a 'human level' rather than strictly on an economic level by 

acknowledging things the customer may find important outside of business), (3) 

Signalling approachability during times of need, (4) Demonstrations of caring for 

the customer, (5) Company self-disclosure into aspects unrelated to business, and 

(6) authenticity/non-instrumentality. The dimensions are discussed in more detail 

below. Examples of Web sites likely to be perceived as having greater/lesser Site­

Communality follow. 
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Caring 

Figure 9. Model Showing Proposed Multidimensionality of Site-Communality 

Conveving Warmth/Good Cheer is defined as the extent to which the content of 

the Web site conveys a sense of friendliness and positive feelings toward 

customers. Research on the 'friendship bond' has attracted much attention in 

Social Psychology (Brain, 1976; Hays, 1985; Kurth, 1970). Studies that have 

explored this concept have repeatedly and consistently shown that enjoyment of 

the other's company is a key element offriendships (Crawford, 1977; Davis & 

Todd, 1982). Enjoyment ofanother's company is often expressed by conveying 

wannth and positive emotion toward the other (Bukowski et al., 1996). In fact, 

such definitions ofwannth as "a positive, mild, volatile emotion involving 

physiological arousal and precipitated by experiencing directly or vicariously a 

love, family, or friendship relationship" (Lemmink & Mattsson, 1998, p. 508) 

c1early suggest that it is an inherent part of communal relationships. Importantly, 

empirical studies in Marketing which have investigated the benefits of conveying 
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warmth during service delivery have shown it to have a positive impact on service 

quality and on loyalty (e.g., Lemmink & Mattson, 1998). 

Importantly, research in Psychology and Advertising clearly shows that emotions 

such as warmth can be conveyed through various electronic media (e.g., Audio­

visual presentations of retail encounters - see Aaker et al., 1986; Holbrook & 

Moore, 1981). In fact, in the area ofComputer-Mediated Communications, 

studies have shown that users may adapt the communication technology to 

transmit affective and emotionally rich messages (Ri ce & Case, 1983; Rice & 

Love, 1987). For instance, emoticons are often used in text-based communications 

(i.e., emails) to express happiness, anger, etc. These are symbolic representations 

(i.e., smiley faces such as ":0) "to indicate happiness or ":0(" indicating sadness) 

that facilitate emotional expressiveness (Kuehn, 1993). The typing of capital 

letters often denotes dominance whereas using exclamation points denotes 

anger/frustration and shouting (Walther & Burgoon, 1992). In sum, this line of 

research clearly suggests that Web sites may be designed to effectively convey 

warmth and positive feelings toward visitors. 

Role Spanning is defined as the extent to which Web site content demonstrates 

that the company sees the visitorluser as 'a person ' rather than strictly 'a 

eus tomer ' and attempts to relate with the visitor/user on a personal as weil as on 

a commercïallevel. Our dimension of Role Spanning is based on Goodwin's 

(1996) observations that communality (i.e., the occurrence of communal­

relationships in business settings) is often evidenced by conversations not directly 

linked and restricted to the effective delivery of the service. In exchange­

relationships/encounters, communications between parties tend to he highly role­

prescribed (i.e., scripted). Conversely, communality is said to exist when 

communications transcend the service script, evidenced by nonessential 

conversation (Goodwin, 1996). As such, Role Spanning may be thought of as the 

ability of a Web site to make vi si tors disassociate, even temporarily, from their 

roles as customers by acknowledging (via images or other content), aspects of 
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their lives which are unrelated to business activity. As such, Role Spanning may 

be thought of as attempts at relating to visitors/users on a personal, human level 

rather than on a strictly economic level. In terms of Web sites, such attempts at 

'relatedness' may include the addition of content which acknowledges aspects of 

customers' personallives (e.g., images evocative offamily or other things they 

care about). Our decision to include the Role Spanning dimension is also 

consistent with research in Social Psychology which shows that affirmation and 

validation of another's life experiences and what he/she values in life are often 

salient characteristics of friendships (Bigelow, 1977; Bukowski et al., 1996; 

Y ouniss & Smollar, 1985). 

Approachahilitv is defined as the extent to which the Web site 's content makes the 

visitor feel that the company facilitates, encourages and is receptive to customer 

contact. In other words, approachability is the degree to which a company signaIs 

its availability and readiness to help visitors/users of the Web site. Research in 

Social Psychology clearly suggests that approachability is a characteristic of 

friendships. For instance, research shows that keeping track of the other's needs 

and exhibiting helping behaviours are greater if a person desires a communal 

relationship with the other than if the person desires an exchange relationship with 

the other (e.g., Clark, 1983; Clark, Mills, & Powell, 1986; Krebs, 1970). Similarly, 

helping in clarifying one's understanding ofproblems or solutions (a.k.a., 

cognitive guidance) is identified as an important component in social support 

between friends (Pagel, Erdly, & Becker, 1987). Research even shows that simply 

thinking of a friend (versus a co-worker) increases our willingness to help 

strangers (Fitzsimons & Bargh, 2003). 

Demonstrations of Caring is defined as the extent to which Web site content 

indicates that the company behaves in a caring and nurturing manner with its 

customers. Our inclusion of this dimension is based directly on the work of Clark 

and her colleagues which specifies that behaviours associated with communal 

norms are motivated by nurturing and caring for the needs of the other and a 
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general obligation to he concerned about the other person's welfare (Mills & 

Clark, 1982). Conversely, exchange-relationships are more likely to be 

characterized by limited emotional investment in the relational partner (Rawlins, 

1992) and by little to no obligation to feel concern for the other (Mills & Clark, 

1982). 

Self-Disclosure is defined as the extent to which Web site content reveals to 

users/visitors the company's non-commercial related activities, involvements, 

and/or interests. In other words, ifs the extent to which the Web site exposes 

visitors to other facets/interests of the company rather than simply to its business 

activities and what it has for sale. Social Psychologists have identified that, in 

interpersonal relationships, self-disclosure is a characteristic which separates 

friends from mere acquaintances (e.g., Hays, 1985; Hornstein & Truesdell, 1988). 

Self-Disclosure helps create a sense of closeness between persons (Rubin & 

Shenker, 1978). Similar results have heen evidenced by marketing researchers 

studying self-disclosure in commercial relationships (e.g., Crosby, Evans & 

Cowles, 1990; Price & Arnould, 1999; Price, Arnould, & Deibler, 1995). This 

dimension is somewhat related to Role Spanning given that it too entails 

communications which are unrelated to business activity. However, the two can 

be thought of as opposite sides of the same coin. Whereas Role Spanning entails a 

valorization and recognition of aspects in the customer's life outside of business, 

Self-Disclosure entails company self-revelation, in other words, the company's 

attempts to revea1 aspects of itself which are unrelated to its core business activity. 

Authenticitv is the extent to which Web site content conveys that a company's 

foelings and concerns for its customers are genuine rather than simply 

instrumental in achieving some goal (e.g., more sales). The addition of 

Authenticity as a dimension of Site-Communality cornes from Clark and Mills 

(1993). In this article, the authors further distinguished hetween communal- and 

exchange relationships by explaining that people may 'behave communally' for 

selfish reasons, in the sense that, "people may follow communal norms in order to 
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achieve sorne other goal" (p. 686). When a person perceives that a communal­

relationship is desired or heing sustained by another person for instrumental 

purposes, this perception is likely to damage if not completely destroy the 

communal-relationships (Allan, 1989). In fact, the motivation for persons to 

adhere to communal norms may be altruistic, selfish, or driven by sorne other 

reason (Clark & Mills, 1993). As such, the dimension Authenticity aims to tap into 

the visitor's/user's perception of the company's motivation given that communal­

relationships (e.g., friendships) are typically depicted as non-instrumental (Lopata, 

1981). A parallel can also he drawn with business research into companies 

training employees to be more friendly by managing and regulating or, more 

simply, effectively 'faking' the affective component of service delivery in order to 

increase sales and customer satisfaction (e.g., Ashforth & Humphrey, 1993; 

Grandey, 2003; Totterdell & Holman, 2003). Employees such as waiters in 

restaurants and flight attendants, for example, are often required to convey caring 

as a work requirement (Tsai & Huang, 2002). Although caring and concem may 

he expressed, this does not mean that it will he perceived as honest by consumers. 

In fact, research has shown that sorne customers find the idea of experiencing 

genuine communal-relationships in commercial settings quite incredible, 

oxymoronic and manipulative (e.g., Adelman, Ahuvia, & Goodwin, 1994; 

Fournier, Dobscha, & Mick, 1998; Gordon, McKeage, & Fox, 1998; Priee & 

Arnould, 1999). 

6.2.3 - Site-Communality versus Social Presence 

It is also worth noting that Site-Communality is not Social Presence. Social 

presence is the degree to which a medium can support or convey sociable, warm, 

sensitive, personal or intimate communications (Short et al., 1976). The theory 

argues that social presence variations in different media are important in 

determining how individuals interact, the forms that relationships take, and the 

type of tasks which can effectively be supported by a medium. 
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Social Presence Theory (Short et al., 1976) was postulated during the 1970s to 

address how the advent of many new communication technologies could impact 

the socio-emotional aspects of interpersonal dyadic communications. This theory 

argues that the communication channels chosen may have important effects on 

relational development. Compared to face-to-face which allow a high variety of 

cues, computer-mediated communications (CMC) greatly inhibit the ability of 

interactants to exchange a wide range of cues (e.g., smiles, body posture, vocal 

intonations), chiefly, those which carry relational meaning. Media high in social 

presence allow people to adjust more of these cues thus enabling them to, more 

precisely, adjust the overalilevei ofintimacy, make sense of and exchange more 

equivocal information more efficiently. Consequently, according to the theory of 

social presence, media high in social presence are better suited for complex tasks 

and to develop close, interpersonal relationships. 

Overall, social presence theory presents the following ranking; face-to-face allows 

for the most amount of cues (and, thus the greatest social presence), followed by 

video-conferencing technology, telephone, written personalletters and memos, 

written formai documents and finally numeric formaI documents. Importantly, 

social presence does not only depend on whether or not non-verbal cues can be 

transmitted by the medium, but also, on the perceptual distance of the other during 

interaction. So, for instance, whether a video image is large or small during video 

communications also affects social presence (Short et al., 1976). This is why 

video technology is presented as having less social presence when compared to 

face-to-face. In Champness (1972 - cited in Short et al., 1976), the author 

conducted a study using the same media as in the study mentioned above (i.e., 

audio, video, and face-to-face) but used three subjects instead oftwo. The subjects 

were split; two in one room, and one in another. In the experimental condition 

using video, the single subject was shown a video image of the other two 

participants which inc1uded their chairs and a small table at which they were 

seated. By contrast, the two subjects sharing a room viewed a 'head-and­

shoulders' video image oftheir lone colleague (i.e., an image conveying closer 
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proximity). The results of the study revealed that higher social presence scores 

were attributed to the video medium by the two subjects exposed to the close-up 

image compared to the single subject who viewed the smaller images ofhis 

colleagues. As such, perceived social presence was different for the same medium 

and was seemingly affected by the perception of distance / proximity rather than 

by the medium itself. 

One important aspect which differentiates communality from social presence can 

be extrapolated from Short et al.'s (1976) initial work on the social presence 

concept. Importantly, they suggest that, although social presence is affected by a 

sense of distance (proximity), this distance remains 'geographical' rather than 

'affective'. Using this idea of distance, Short et al. (1976) contrasted social 

presence from a concept related and yet different from communality called 

'immediacy' (Wiener & Mehrabian, 1968). Immediacy is defined as "those 

communication hehaviours that enhance closeness to and nonverbal interaction 

with another" (p. 203). It refers to the 'psychological' or 'affective' distance one 

person purposefully puts hetween himself and another by manipulating various 

cues (i.e., speech, body posture, frowns). For example, using 'We ... ' instead of 

'1.. .' and 'Y ou ... ' conveys a sense of 'immediacy' but has no effect on social 

presence (a characteristic of the channel). Similarly, sarcasm during conversations 

gives a sense on 'non-immediacy' but has no effect on social presence. The 

concept of distance in social presence is related to the medium rather than to the 

actions taken and words used by the parties who are communicating. 

Whereas social presence can he considered as a characteristic of the medium, site­

communality can he thought of as a characteristic of the message. It refers to the 

relational message communicated via a Web site (i.e., content which 

communicates that a company will follow the norms and behaviours associated 

with communal-relationships). Consequently, social presence may be thought of 

as a facilitator ofSite-Communality rather than a proxy. Whereas Site­

Communality may be facilitated by Web sites high social presence, a Web page 
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high in social presence (e.g., enabling multi-angle inspections of products using 

interactive video) does not necessarily mean that the company is communicating 

communality via its content. Simply put, unlike Site-Communality, social 

presence of a Web site pertains to the variety of cues it can transmit (Le., audio, 

interactive video) but it is independent of the relational message. 

6.3 - Examples of Web sites Likely to be considered High 1 Low in Site­

Communality 

We conclude this chapter with examples of Web sites likely to be perceived as 

low or high in Site-Communality. Screen captures showing examples of such 

Web sites are shown below as Figure 10 and Figure Il. The Laurentian Bank's 

Web site (see Figure Il) appears to be highly disaffected, task-oriented, and 

business-like stressing efficiency and presenting the companies' virtues as a good 

exchange-relationship partner. Conversely, the Web site of the CIBC (see Figure 

10) is replete with afTect-laden content implicit of communal-relationships. 
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Figure 10. Example ofa Web Site Likely to be Perceived as Higher in Site­

Communality. 
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Figure 11. Example of a Web Site Likely to be Perceived as Lower in Site­

Communality. 
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6.4 - Definition and Dimensionality of Site-Loyalty 

6.4.1 - Definition of Site-Loyalty 

Construct deftnition is a fundamental ftrst step of measure development. It 

consists of pro vi ding a deftnition of the construct that is to be measured. In turn, 

this step will guide the item generation process and content validity checks 

(Kerlinger, 1986). As we did with Site-Communality in Part 1, in Part 2 we 

develop and purify a measure ofSite-Loyalty. 

ln chapter 1, we reviewed literature pertaining to loyalty in traditional commercial 

environments. In the next section, we conceptualize and deftne Site-Loyalty based 

on the work of Dick and Basu (1994) which conceives ofloyalty as a composite 

construct made up of Relative Attitude and Repeat Patronage. We also take into 

account the work of other loyalty authors by incorporating emotional attachment 

(see Hallberg, 2004) as an important dimension of the attitudinal component of 

Site-Loyalty. 

It should be noted that although Srinivasan, Anderson and Ponnavolu (2002) have 

developed a measure of Site-Loyalty by basing themselves on the Dick and Basu 

(1994) conceptualization ofloyalty. They deftned e-loyalty as "a customer's 

favourable attitude toward the e-retailer that results in repeat buying behaviour" (p. 

42). A potentiallimitation of their measure of loyalty is that it is unidimensional 

melding both attitudes and behaviour. Moreover, an examination of the e-Ioyalty 

items used in their study reveals that only one item appeared to tap the behaviour 

aspect of loyalty (i.e., 1 try to use the website whenever 1 need to make a purchase) 

while the rest were purely attitudinal in nature reflecting preference for the Web 

site. Arguably, such a measure may not adequately capture the complexity of Site­

Loyalty. Instead, we propose to develop a multidimensional measure which, in 

our opinion, better reflects its richness. 
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The Dick and Basu (194) conceptualization ofloyalty arose from critiques into 

purely behavioural approaches of assessing customer loyalty (see Assael, 1992; 

Biel, 1992; Day, 1969; Dick & Basu, 1994; Fournier & Yao, 1997; Huang & Yu, 

1999; Jacoby & Chestnut, 1973; Too, Souchon, & Thirkell, 2001; Wernerfelt, 

1991). For instance, one such criticism pertains to the accompanying practice of 

setting arbitrary cut-off margins to assess whether a customer can he 'classified' 

as loyal or not(see Fournier & Yao, 1997). Moreover, simply examining 

hehaviours cannot help differentiate between a customer who has remained with 

the same company over several years because ofloyalty or alternatively, because 

the customer perceives little if no henefits in switching to a competitor, a 

condition known as customer indifference or customer inertia (Assael, 1992). To 

address these limitations, Dick and Basu (1994) presented a richer 

conceptualisation of loyalty calling for the acknowledgement that attitudinal 

biases within the customer's psyche actuallY must be modelled as driving loyal 

behaviours (see also Biel, 1992; Day, 1969; Lutz & Winn, 1974). 

Similarly, we conceive Site-Loyalty as being made up of a positive attitudinal bias 

and consequent behaviours. However, we extended Dick and Basu's (1994) 

conceptualization by inc1uding an additional attitudinal component called 

Emotional Attachment (see Hallberg, 2004). Its addition aims to address Oliver's 

(1999) work differentiating between greater/stronger and lesser/weaker states of 

loyalty, the fonner being affect-driven while the latter being founded primarily on 

perfonnance (refer to review in Chapter 1). As such, we construed the attitudinal 

component ofSite-Loyalty as a multi-dimensional construct made up of the 

following two (2) dimensions: (a) Relative Attitude and (b) Emotional Attachment. 

For the behavioural component of Site-Loyalty, we based ourselves on 

Parasuraman et al. (1994). These authors developed a battery ofbehavioural 

loyalty intentions. These were subsequently refined by other authors (i.e., 

Bloemer et al., 1999; Boulding et al., 1993; Cronin & Taylor, 1992; de Ruyter et 

al., 1998; Zeithaml et al., 1996). These are (1) a willingness to pay more and 
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resistance to switch, (2) greater positive word ofmouth and (3) a greater 

likelihood of repurchase/revisit. 

Concurrent with both Dick and Basu's (1994) and Oliver's (1999) contributions 

to conceptualizing loyalty, we define Site-Loyalty as a multi-dimensional 

measure made up of an attitudinal component expressed by preference and 

emotional attachment toward a Web site and manifested infuture behavioural 

intentions which inc/ude use/revisiting the Web site, willingness to invest one's 

time and effort into familiarizing oneself with the Web site, advocacy to others, 

and voluntary resistance to competitors' attempts at counter persuasion. The 

dimensions of the attitudinal and behavioural components ofSite-Loyalty are 

defined below. 

6.4.2 - Dimensionality of the Attitudinal and Behavioural Components of Site­

Loyalty 

Dimensionality of the attitudinal component ofSite-Loyalty: 

Relative Attitude is defined as a preferential attitudinal bias toward the 

Web site relative to other Web sites the customer may be familiar with. 

Emotional Attachment is defined as the extent to which the customer 

cares about and wants to support and see the company succeed and do 

weil. 

Dimensionality of the behavioural component ofSite-Loyalty: 

Word o(Mouth 38 is defined as the user's willingness to recommend the 

Web site to others. 

Intention to UseIRevisit 39 is defined as the customer 's desire to 

use/revisit the Web site. 

38 Has also been modeled in the literature as a behavioural consequence of e-loyalty 
(Srinivasan, Anderson, & Ponnavolu, 2002) rather than a dimension. 
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Resislance 10 Swilchingllo Compelilor's Attempts al Counler Persuasion 

40 is defined as the customer 's unwillingness to switch to other Web sites 

and resistance to competitor 's attempts at counter persuasion. 

Willingness 10 lnvesl More 41 is defined as the customer 's willingness to 

invest more time and effort tofamiliarize oneselfwith the Web site. 

6.5 - Summary 

In this chapter, we defined and identified dimensions of Site-Communality and 

Site-Loyalty based on our review ofliterature. In the next chapter, we show the 

items which were generated to tap into each ofthe dimensions of Site­

Communalityand Site-Loyalty. The next chapter also exposes how we conducted 

the initial item purification process using content validation (i.e., the card sorting 

technique), scale reliabilities and item-to-total correlations. 

39 Previously used as a proxy for e-Ioyalty in the Iiterature (see Toms & Taves, 2004; Lee, 
Kim, & Moon, 2000). 

40 Srinivasan, Anderson, and Ponnavolu (2002) previously modeled a similar construct 
named as 'search' (i.e., increased search behaviours) as a behavioural consequence of e­
loyalty rather than a component of e-Ioyalty. As expected, their results show a negative 
and significant relationship between their measure of e-Ioyalty and search. 

41 Srinivasan, Anderson, and Ponnavolu (2002) previously modeled a related construct 
named as 'willingness to pay more' as a behavioural consequence of e-Ioyalty. Results 
showed a positive and significant relationship between their measure of e-Ioyalty and 
willingness to pay more. 
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Chapter 7 - Item Generation, Content Validation, Reliability, and 

Exploratory Factor Analysis 

7.1 - Overview 

In chapter 6, we defined Site-Communality and Site-Loyalty and identified their 

dimensions based on our review of relevant research. In this chapter, we present 

the initial pool of items we generated to tap into each dimension of Site­

Communality and Site-Loyalty. We show the results of card sorting exercises 

(Moore & Benbasat, 1991) we conducted as a means of content validation. The 

remaining items were then used to create preliminary questionnaires (i.e., 

questionnaire 1 for the remaining Site-Communality items, questionnaire 2 for the 

remaining Site-Loyalty items). Using the data collected from the se questionnaires, 

reliability analyses and exploratory factor analysis were conducted as an 

additional purification step for the items which had passed the card sorting 

process. For Site-Communality, the data collected using questionnaire 1 (nI = 249) 

was submitted to exploratory factor analysis using principal axis factoring with 

oblimin rotation in SPSS 12.0. For Site-Loyalty, exploratory factor analysis was 

conducted using the data collected from questionnaire 2 (n2 = 242). 

The item-purification process we employed is also reported for additional 

measures. These include Overall Site-Communality, Overall Site-Loyalty, Overall 

Web site Satisfaction, and 'Communal-Orientation in Traditional Commercial 

Environments'. Finally, we present the results of a preliminary study consisting of 

a simple regression analysis of the relationship between two the additional 

measures using the data from questionnaire 2, that is, Overall Site-Communality 

and Overall Site-Loyalty. 
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7.2 - Purification of Items ofSite-Communality (Card Sorting Exercise 1/ 
Questionnaire 1) 

7.2.1 - Initial Item Generation and Content / Face Validity for the Site­
Communality Dimensions 

Our initial approach to measure development and purification essentially followed 

the iterative procedure suggested in Churchill (1979). The generation of an initial 

pool of items for each dimension was based on an exhaustive search pertaining to 

characteristics of communal-relationships. This yielded an initial pool of 37 items: 

(a) Demonstration ofCaring (6 items) (b) Conveying Warmth / Good Cheer (7 

items), (c) Approachability (7 items), (d) AuthenticitylNon-instrumentality (6 

items), (e) Role Spanning (6 items), and (f) Self-Disclosure (5 items) (see 

Appendix 1). 

At this stage of measure development, content validity was addressed. Content 

va/idUy represents the degree to which the items of an assessment instrument are 

relevant to and representative of the targeted construct. To establish the content 

validity ofboth the Site-Communality and Site-Loyalty instruments, we based 

ourselves on the methods used in Davis (1989), Moore & Benbasat (1991) and 

Pinsonneault & Heppel (1998), better known as card sorting. 

With this method, establishing content validity consists of having experts/judges 

rate the initial set of questionnaire items to establish whether the scope of the 

items covers the construct of interest. T 0 content validate our Site-Communality 

scale, we recruited 10 judges consisting of PhD students, faculty members and 

administrative staff at McGill University. First, each item was printed on a small 

index cardo Second, the name and definition of each construct common items 

were meant to tai> were written on an envelope. As such, given that there were six 

(6) dimensions, this resulted in six (6) envelops. One additional envelope entitled 

'uncertain' was also added. The latter served to classify those items which ajudge 

found too broad to classify into one of the envelopes representing each of the 
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constructs in our study. Third, the cards were shuffled randomly and presented to 

each judge. Finally, instructions were given asking each expert to individually sort 

the items into an appropriate envelope (see Appendix 2). 

For the purpose of our study, a cut-off of .70 was used, that is, if at least 7 of 10 

judges were able to correctly assign an item to its corresponding envelop 

(representing a dimension) then the item was retained. The results of this exercise 

are presented in Appendix 1. Overall, card sorting resulted in one (1) item being 

dropped for each of the dimensions Demonstration of Caring, Conveying 

Warmth/Good Cheer, Approachability, and AuthenticitylNon-lnstrumentality. 

Role-Spanning Self-Disclosure retained aIl oftheir original items. This reduced 

our pool of items to 33 items: (a) Demonstration ofCaring (5 items) (b) 

Conveying Warmth / Good Cheer (6 items), (c) Approachability ( 6 items), (d) 

AuthenticitylNon-instrumentality (5 items), (e) Role Spanning (6 items), and (t) 

Self-Disclosure (5 items). 

7.2.2 - Questionnaire for Site-Communality (Questionnaire 1) and 

Demographies 

Next, using the 33 items of Site-Communality which had passed content validity 

(i.e., card sorting), a first online questionnaire (i.e., questionnaire 1) was 

developed. We used the software Perseus SurveySolutions 6lM available at 

www.perseus.com.This software has several desirable features such as aIlowing 

items in a Web-based questionnaire to he automatically randomized for each 

participant. Another major henefit is that it also allows for responses to Web­

based questionnaire to be sent directly to the researcher' s email address when the 

participant hits the 'submit' button. 

Included in the questionnaire were nineteen (19) real Web sites (see Table 2). 

These were chosen across three industries (i.e., banking, insurance, and 

pharmaceutical companies) by the author in an attempt to maximize variance in 

Site-Communality while reducing any potential industry effect. In order to 
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minimize the possible confounding effect of past experience (i.e., good or bad) 

with the company or its Web site, participants were instructed to choose and 

evaluate one Web site (out ofnineteen) which they were not familiar with and 

asked to explore this Web site for a period of about 10 minutes, until they had 

formed an impression (positive or negative) about the Web site. 
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Table 2 

Real Web sites Included in the First and Second Questionnaires42 

(1) 1 Drugstore-Online ( www.ldrugstore-online.com ) 
(2) Aetna Insurance (www.aetna.com) 
(3) Alexander Insurance Incorporated (www.alexanderinsurance.com) 
(4) Canadian Drugs (www.canadiandrugs.ca) 
(5) Canammeds (www.canammeds.com) 
(6) Canadian Imperial Bank of Commerce (www.cibc.com) 
(7) Colonial Savings Bank (www.colonialsavings.com) 
(8) DuBose & Associates Insurance (www.duboseandassociates.com) 
(9) 1MB Banking and Financial Services (www.imb.com.au) 
(10) J. Weinberg & Associates Insurance (www.rooml00.comlinsurance) 
(11) Laurentian Bank (www.laurentianbank.com) 
(12) LEM Insurance Services (www.lemsvcs.com) 
(13) Macquarie Bank (www.macquarie.com.au) 
(14) Man-Health Online Pharmacy (www.man-health.com) 
(15) Manchester Unit y Credit Union (www.manchesterunity.org.nz) 
(16) Priority Pharmacy (www.prioritypharmacy.com) 
(17) Scotia Bank (www.scotiabank.com) 
(18) WebPharmacy (www.Webpharmacyrx.com) 
(19) WestPac Bank (olb. westpac.com.au) 

Although items believed to tap into a common dimension/concept were placed in 

groups 'close' to one another, the order of items within each group of items was 

randomized for each participant (using a feature available on the Perseus 

SurveySolutions software). AIl ofthe items were of the 7-point Likert-type 

ranging from (1) Strongly Agree to (7) Strongly Disagree. A demographics 

section was included at the end of the questionnaire. 

Five hundred invitations for the preliminary study were printed and posted on 

bulletin boards across campuses at Prairie View A&M University, University of 

Houston (main campus), and Texas A&M (College Station) in Texas. Invitations 

were also posted at the entrance oftwo Walmart stores in the northwest Houston 

area. Participants were enticed to participate by using prizes from a random draw. 

42 Descriptions ofthese companies and Web sites are presented in Appendix 8. 
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Data collection went on for a period ofthree months (November 2003 - January 

2004) at the end ofwhich the draw was conducted and the winners contacted. 

Over this period of time, a total of 259 electronic questionnaires were filled out 

and submitted to us. Duplicate questionnaires were identified by first sorting on 

the participant's name and then on the participant's contact information. For any 

participant who had submitted more than one questionnaire, only the tirst 

submission was kept. Ten (10) questionnaires were removed from the sample 

leaving us with nI = 249 useable questionnaires. Given the means by which the 

participants were recruited to participate in this study, it was not possible to 

calculate the response rate given that there was no way to ascertain the number of 

persons whom had noticed/read the invitations but chose not to participate. Table 

3 represents the number of participants who chose to evaluate each of the Web 

sites. 
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Table 3 

Frequency and Percent of Participants Evaluating each Web Site in Questionnaire 

1 

;::W,~b 
·).~te;:' 

1 29 11.6% 

2 15 6.0% 

3 9 3.6% 

4 7 2.8% 

5 4 1.6% 

6 14 5.6% 

7 17 6.8% 

8 15 6.0% 

9 11 4.4% 

10 4 1.6% 

11 7 2.8% 

12 11 4.4% 

13 13 5.2% 

14 16 6.4% 

15 7 2.8% 

16 24 9.6% 

17 18 7.2% 
18 20 8.0% 

19 8 3.2% 

Total 249 100.0% 

The largest proportions of participants classified their occupation as 'student' 

(65.5%). A little more than half of the respondents (51.4%) were male and a 

substantial portion (47.8%) was in the 18-21 years ofage category. The second 

highest age group in our sarnple (26.5%) appeared in the 22-24 years of age 

category. Next in line carne the age groups 25-29 years of age (9.6%) and 30-39 

age group (8.0%). Five point two percent (5.2%) and two (2%) percent of 

respondents were in age groups 40-49 and 50-59 respectively. Less than 1 % of 

respondents were either under 18 or between the ages of 60-69. 

The majority of the respondents (77.9%) declared themselves as 'single, never 

married'. The next two largest groups were the 'married' group (13.7%) and those 
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who were 'separated or divorced' (7.2%). The number of the respondents in the 

'widowed' group was the lowest (1.2%). 

In terms ofrace or ethnicity, the largest two groups ofrespondents were 

'Black/African American' and 'White/Caucasian' at 35.3% and 34.9% 

respectively. The next largest groups c1assified themselves as 'HispaniclLatino' 

(13.3%) and 'Asian' (7.2%). Five percent (5%) ofrespondents described 

themselves as 'Native HawaiianlPacific Islander'. 

Given the large amount of students (65.5%) in our sample, it was not surprising 

that most of the respondents (57.8%) made under $10,000 a year. The two second 

largest groups (each at 12%) made between $10,000-19,999 and $20,000-29,999. 

7.2.3 - Reliability and Exploratory Factor Analysis of Site-Communality Items 

Purification for the items of the Site-Communality measure using the data from 

questionnaire 1 involved assessing the reliability (i.e., coefficient alpha) of each 

set of items tapping each theoretical dimension with corrected item-to-total 

correlations and exploratory factor analysis. Nunnally (1967) has recommended a 

minimum acceptable level of 0.7 for Cronbach coefficient alphas. A cut-offlevel 

of.5 was chosen for corrected item-to-total correlations (Bearden, Netemeyer, & 

Teel, 1989; Zaichkowsky 1985). The initial Cronbach coefficient alpha estimates 

for each set of items for the six Site-Communality dimensions were calculated 

using SPSS for Windows Version 12.0. AIl reverse-coded items were recoded 

before the reliability analyses were conducted. 

For the five remaining items of Demonstration of Caring following card sorting, 

the Cronbach coefficient alpha was 0.911. However, the item-to-total correlation 

for item 'This Web site shows this company is thoughtful of customers' was .499, 

just below the.5 cut-offlevel. This item was therefore dropped and Cronbach 

coefficient alpha was recalculated for the four (4) remaining items. Cronbach 

coefficient alpha increased to .943. 
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The remaining six (6) items (i.e., after card sorting) for Conveying Warmth/Good 

Cheer produced a Cronbach coefficient alpha of .922 with corrected item-to-total 

correlation ranging from .542 to .884. As such, aIl six (6) items from Conveying 

WarmthlGood Cheer were retained. 

For the six (6) items of the Approachability dimension the Cronbach coefficient 

alpha was .913. Corrected item-to-total correlation were all acceptable ranging 

from .628 to .809. AlI were within acceptable levels leading us to retain aIl items. 

The six (6) items of Role-Spanning produced a Cronbach coefficient alpha of .949. 

Corrected item-to-total correlations were aIl above the .5 level ranging from .797 

to .865 leading us to retain aIl items. 

The Cronbach coefficient alpha for AuthenticitylNon-instrumentality and Self­

Disclosure were also high at .872 and .930 respectively. For both theorized 

dimensions, aIl corrected item-to-total correlations were above the acceptable cut­

off level of .5. 

Next, we used the data collected using questionnaire 1 to conduct an exploratory 

factor analysis (see Churchill, 1979; Bohrnstedt, 1983) using principal axis 

factoring with oblimin rotation was performed in SPSS 12.0 to further refine our 

measure of Site-Communality. Exploratory factor analysis is used to uncover the 

latent structure (dimensions) of a set of variables. In sum, exploratory factor 

analysis enables researchers to further refine their instruments (Ford, MacCallum, 

& Tait, 1986). Items which do not load sufficiently on a particular factor are 

discarded. In exploratory factor analysis, the researcher's à priori assumption is 

that any item may be associated with any factor/dimension. Oblimin rotation was 

chosen because we expected that the six (6) dimensions reflecting Site­

Communality would be correlated. The extraction was forced to a six (6) factor 

solution in an attempt to reproduce the theorized dimensionality of Site-
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Communality. The pattern matrix solution produced by exploratory factor 

analysis is shown below in Table 4. Typically, in exploratory factor analysis, 

items which load highly on their intended dimensions relative to other dimensions 

are retained. Items with high loadings (>.40 or <_.40)43 on their hypothesized 

factors and relatively low cross-Ioadings (>.40 or <-.40) are shown in bold in 

Table 4. The eigenvalues representing the amount of variation explained by the 

factors derived from the correlation among observed items were verified. These 

were 18.921, 2.146, 1.508, 1.302, .906, and .848, respectively for the six factors. 

Percentage of variance explained was 57.337, 6.505, 4.568, 3.945, 2.745, and 

2.571, respectively. 

43 This cut-offvalue is arbitrmy but very common in Social Science research (Hinkin, 
1995). Anything item loading under .4 is considered as 'weak'. Any loading above .6 as 
'strong'. Values in hetween .4 and.6 are considered as 'moderate'. It should he noted that 
Norman and Streiner (1994) give an alternative formula for minimum loadings for 
sample sizes of 100 or more: Minimum Loading = 5.1 52/[SQRT(n-2)]. 
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Table 4 

Initial Exploratory Factor Analysis of Site-Communality Items (Data from 

Questionnaire 1) 

Demonstration of Ca ring 
This Web site wants me to know that 
the company behaves in a caring .018 .048 -.252 .058 .681 -.050 
manner with customer. 
This Web site shows this company 

.182 .103 -.163 .022 .591 -.083 
nurtures its customers. 
This Web site suggests customers are 

.200 -.017 -.215 -.100 .670 -.011 
welllooked after. 
This Web tries to convey a strong 

.055 .076 -.178 .038 .644 .022 
sense of for the customer. 

Cbeer 

.068 (Q19 -.094 .111 

site shows this company 
toconvey good feelings toward .113 1021 -.117 .006 

-.014 ·,,328 .046 ~O12 

.204 -~025 .. -.146 :;'0.005 

.105 .010 -.031 .807 .038 

.115 ;047 -.125 

Approachability 

The design of this Web site makes me 
feel comfortable about having to -.005 -.018 -.368 .362 .035 -.083 
contact this company. 
This Web site encourages customers 

.048 .088 -.747 -.024 .131 .026 
to contact the company. 
This Web site makes it easy for users 

.078 .001 -.568 .063 .213 .008 
to tum to this company for help. 
This Web site tells users to ask for 

.080 .062 -.690 .016 .078 -.034 
help they need il. 
This Web site suggests that 1 will not 
get frustrated or angry if 1 seek this .011 .045 -.516 .. A46· -.031 -.024 
company's assistance. 
This Web site invites users to get in 
touch with the company whenever .034 .064 -.754 .069 .012 .002 

need to. 

.143 .190 .038 :: .. :::.::,:7,:". 
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Role Spanning 

This Web site reminded me of 
people, places, or things 1 care about. 
This Web site reminds visitors of 
other important things in life as ide 
from business. 
This Web site contains pictures or 
information which 1 related to on a 
deeper, human level. 
This Web site tells me this company 
sees visitors "as people", not only "as 
customers". 
This Web site shows that this 
company's interest in me does not go 
further than my business (Recoded). 
This Web site shows this company 
tries to relate to visitors on a personal 
as weil as on a commerciallevel. 
Self.,.Disclosure 
After having visitedthls Websitc::;.1 

.598 

.523 

.810 

.671 

.350 

.795 

.031 -.112 

.067 -.058 

.026 -.067 

.048 -.084 

.051 -.136 

.004 -.071 

-.037 

-.008 

-.045 .208 -.190 

.211 .102 -.285 

-.019 -.058 -.097 

-.008 .169 -.113 

.129 .376 -.141 

.038 -.037 -.206 

feellikel know whomI am 41@~. .620 .017 .• .".128·: .063 ;095 ;103' 
with,· notjust whaftheyare setlilig) . 
This Web site providesmoretfum 
simply büsiness info~onabp*~.:. .532.041 .106'<204 
this ëornpany. 
This W~b sitereveals interestÎ1!g;f!iCl$ 
aboutthiscompanynotdirectly ~874 .028 -.03f··~098 
relà.tedto Îts busiriess. . ... 
ThiSWebsiteshows.that fuis. .", 

·····t~1r~~fynpO~:t,t9 .. ·•··· ·~714 .024 .. 018 .;.}i:;.",Q:22.·. 

~alcontaiÎl~more ÜiâfijÎÎst·· 
aboutfuis.company~s'·'· .680.014 ·.OU··· '::.168 

tivities, . .. 

Note: Factor loadings >.40 or <-.40 appear in boldo 
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Unexpectedly, many of the items tapping into Self-Disclosure and Role-Spanning 

loaded onto the same factor. Another unexpected occurrence was that 

AuthenticitylNon-instrumentality loaded onto two dimensions rather than a single 

one. To investigate this further, we conducted a smaller factor analysis with 

subsets of the overall data consisting only of the AuthenticitylNon-instrumentality 

items to examine whether the items would split across two separate factors. 

Principal axis factoring with oblimin rotation was used. The number of factors 

extracted was not constrained but rather based on eigenvalues greater than one (1). 

A two factor solution emerged (see Table 5). Eigenvalues were 3.682 (61.372% of 

variance explained) for the first factor and 1.278 (21.299% of variance explained) 

for the second. Given that the factor analysis was unconstrained (i.e., the number 

of factors was derived from the data itself), this clearly suggested that the items 

initially created to reflect the AuthenticitylNon-instrumentality dimension, were 

instead tapping into two distinct factors. 
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Table 5 

Factor Analysis of AuthenticitylNon-instrumentality Dimension 

Factor 

1 1 2 
This Web site makes me believe that this company has ., ........ 

genuine concem for its customers. 
.897 .018 

This Web site has persuaded me that this company has real 
.889 .007 

feelings for its customers. 
This Web site has convinced me that this company honestly 

.. 900 -.017 
wants to help customers, not just sell them something. 
After visiting this site, 1 suspect that this company only 
helps people when doing so is good for business. (Reverse .057 .837 
coded) 

, 

Based on its Web site, my impression ofthis company is 
-.061 .806 that it is primarily guided by profit. (Reverse coded) 

After seeing its Web site, 1 feel that this company would 
help a customer only to get something in retum. (Reverse .031 .800 
coded) 

Note: Factor loadings >.40 or <-.40 appear in boldo 

At this point, two options presented themselves to us. First, we could split these 

items into two distinct dimensions based purely on the results of the exploratory 

factor analysis and christen each dimension with appropriate labels. This, 

however, appeared to be a purely data-driven approach. Second, we could retain 

the factor (i.e., either Factor 1 or Factor 2) whose items more closely represented 

the theorized dimension of AuthenticitylNon-instrumentality. The other factor 

would simply be dropped. Given that the steps laid out for proper measure 

development are intended to be confirmatory in nature rather than simply data­

driven, we opted for the latter option. Moreover, we suspected that the two factor 

solution may have been a methodological artefact given that, in the EF A statistical 

analysis, factor 2 had picked up all reverse coded items. Upon closer inspection of 

the items in both factors in Table 5 above, we felt that the three items grouped 

under Factor 1 more closely reflected the intended, theorized dimension of 

AuthenticitylNon-instrumentality. We decided to remove the three items grouped 

under Factor 2 from further analysis. 

144 



A factor analysis was again conducted with ail items intended to tap into the 

dimensions of Site-Communality (see Table 6). Items with high loadings (>.40 or 

<-.40) on their hypothesized factors (and relatively low cross-loadings) are shown 

in bold. As shown, the removal of the three items clearly improved the factor 

solution. Unexpectedly, it a1so remedied a problematic situation in the initial 

factor analysis, that is, the removal of the three items led the factors of Self­

Disclosure and Role-Spanning to split into two distinct factors as initially 

theorized. The eigenvalues (with % of variance explained) for the six (6) factors 

were 18.399 (61.330%), 1.634 (5.446%), 1.304 (4.346%), .967 (3.224%), .876 

(2.920%), and .705 (2.352%), respectively. 
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Table 6 

Second Exploratory Factor Analysis of Site-Communality Items 

Demonstration of Caring 
This Web site wants me to know that the 
company behaves in a caring manner with .099 .260 .046 .037 .543 .163 
customer. 
This Web site shows this company 

.224 .161 .012 .045 .469 .223 
nurtures its customers. 
This Web site suggests customers are weil 

.229 .225 -.073 .118 .535 .055 
looked after. 
This Web tries to convey a strong sense of 

.085 .188 .057 .110 .538 .093 
for the customer. 

-.002 

.093 .096 .658 .111 .027 .079 

.062 -.067 .357 -.019 .237 .162< 
" 

it~indicates'~tthis',company 
" ressing goodêheertoward .108 .126 575 :147 -~096 

" 

visitors;<;.; , 
This Web ,site conveys:pQsitive feelings 
<w ·the partôftbe company.toward .066 -.003 .728 .. 123 .002 
viSitorS. 
This Website was designed so as to 

.118 .076 .759 ,077 -.001 .025 ' fu customers. 

Approachability 
The design ofthis Web site makes me feel 
comfortable about having to contact this .008 .376 .280 -.021 -.025 .130 
company. 
This Web site encourages customers to 

-.002 .827 -.043 .037 .076 .031 
contact the company. 
This Web site makes it easy for users to 

.036 .629 .022 .073 .122 .042 
turn to this company for help. 
This Web site tells users to ask for help 

.000 .766 -.040 .036 .014 .102 
they need it. 
This Web site suggests that 1 will not get 
fiustrated or angry if 1 seek this .070 " .515 . ,.43§", -.040 -.018 -.004 
company's assistance. '* "-,,r 
This Web site invites users to get in touch 

.047 .813 .065 -.030 -.011 -.020 
with the whenever need to. 

-.003 

.056 
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Role Spanning 
This Web site reminded me of people, 

.720 .0.48 .030. -.0.53 .191 .0.54 
places, or things 1 care about. 
This Web site reminds visitors of other 
important things in life aside from .549 .0.36 .136 -.042 .0.0.7 .327 
business. 
This Web site contains pictures or 
information which 1 related to on a .737 .0.28 .0.57 .121 -.0.31 -.0.27 
deeper, human level. 
This Web site tells me this company sees 
visitors "as people", not only "as .656 .0.48 .0.48 .0.87 .146 .0.51 
customers" . 
This Web site shows that this company's 
interest in me does not go further than my .269 .164 .0.22 .118 .20.7 .326 
business (reverse - recoded). 
This Web site shows this company tries to 
relate to visitors on a personal as weil as .839 .0.18 .0.80. .0.0.1 -.0.54 .0.55 
on a commerciallevel. 
Sëlf ... :Disclosure· . 

Afterbaving Visited this Web site, 1 feel 
likél kriow.whomIam dealing with, not .319 ..... ;J52 .0.78 .383 .0.70. .-,0.25 
just .... theyareseUing. 

more than simply 
-.0.59 .7;35 .161 ,,0.20. 

about this company; 
interestmg .facts 

directly relatedto .593:;:· .;~i186::;·, :,,;;130. 
", " ... :::~ é. 

;"y 

0408': ·:;.:~0.71;';;' :·,.694· 

Note: Factor loadings >.40 or <-.40 appear in boldo 

Deciding on whether to retain or further drop items was based on whether an item 

loaded moderately on its hypothesized factor (>.40 or <-.40) and whether cross­

loadings were below .40. Based on these criteria, aIl of the four items tapping into 

Demonstration ofCaring were retained. For both Conveying Warmth/Good Cheer 

147 



and Approachability, four out of six card sorted items were retained. It is worth 

noting that although the fifth (5th
) item of Approachability had a moderate loading 

of .515 on its intended factor/dimension, it also cross-Ioaded quite highly with 

Conveying Warmth/Good Cheer (.436) and was therefore dropped. For 

AuthenticitylNon-instrumentality, factor analysis left us with tbree items. For 

Role Spanning, factor analysis suggested retaining five out of the six items and, 

for Self-Disclosure aIl five items from card sorting except for one item were 

found to highly load together under one factor. 

Given that the removal of an item in factor analysis typically affects the loadings 

of the items which remain, the enduring items of Site-Communality were 

subjected to one final exploratory factor analysis to ascertain whether they loaded 

on their intended factor. The solution is presented in Table 7. 
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Table 7 

Final Exploratory Factor Analysis of Site-Communality Items 

Demonstration of Caring 
This Web site wants me to know that the 
company behaves in a caring manner with .058 .187 .077 .010 .603 .155 
customer. 
This Web site shows this company 

.182 .123 .016 .038 .515 .221 
nurtures its customers. 
This Web site suggests customers are well 

.195 .156 -.043 .093 .609 .043 
looked after. 
This Web tries to con vey a strong sense of 

for the customer. 

Web site shows .... 
convey ·good feelings t:o~ard vis1tOriL·· 

Web site indicates that This company 
iskeen on expressing good cheer toward ;048 -.052 .037 
visitors. 
This Web site conveys positive feelings 
on the part of the company toward -.Gl5 ~.038 ;919 ,018 .012 .057 
·visitors. 
This Web site \vas designed so as to 

.037 ~~O05 .032 ·-;037 
customefs. 

Approachability 

This Web site encourages customers to 
-.010 .895 -.045 .027 .038 .008 

contact the company. 
This Web site makes it easy for users to 

.025 .590 .042 .050 .143 .046 
turn to this company for help. 
This Web site tells users to ask for help 

-.003 .722 -.026 .034 .043 .104 
they need it. 
This Web site invites users to get in touch 
with the whenever need to. 

Autbentici9'JNon~instrumentalitY}::fi : .. / 

This Web sitemakes mebelievethaUhis 
company bas.agenuineconcern for. its'·. 

. .. . -
customers. . .. 

":". . ......... :,., ... 

This Web site haspersullded me that thi~ 
company bas Feal feelingS ,for its . 
cUstomers~ .:. 

. . .. 

This Website bas conVincèd me thatthis 
company hônestly wan~tobelp 

not 
Role Spanning 

This Web site reminded me of people, 
.655 .038 .067 -.035 .237 .034 

places, or things 1 care about. 
This Web site reminds visitors of other 
important things in life aside from .492 .017 .185 -.049 .043 .327 
business. 
This Web site contains pictures or 

.667 .045 .076 .119 -.008 .003 
information which 1 related to on a 
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deeper, human level. 

This Web site tells me this company sees 
visitors "as people", not only "as .614 .066 .047 .101 .163 .051 
customers" . 
This Web site shows this company tries to 
relate to visitors on a personal as weIl as .802 .047 .108 .004 -.043 .052 
on a commerciallevel. 

AIlloadings for the remaining items were above the minimum level of0.40. 

Consequently, aIl were retained. This revised version of our Site-Communality 

questionnaire contained four (4) items for Demonstration of Caring, four (4) for 

Conveying WarmthlGood Cheer, four (4) for Approachability, three (3) for 

AuthenticitylNon-instrumentality, five (5) for Role-Spanning, and four (4) for 

Self-disclosure. Cronbach coefficient alphas were recomputed. Ali were above .7 

(Nunnally, 1967). For Demonstration ofCaring, Conveying Warmth/Good Cheer, 

Approachability, AuthenticitylNon-instrumentality, Role-Spanning, and Self­

disclosure, Cronbach coefficient alphas were .944, .950, .906, .925, .942, and .907, 

respectively. It should he noted that the initial dimension of Conveying 

WarmthlGood Cheer lost many ofits items pertaining to 'Warmth' during 

measure purification, the dimension was therefore renamed and will he referred to 

from this point on simply as 'Good Cheer'. 

7.2.4 - Selecting the Number of Factors 

The eigenvalues values were 15.179, 1.590, 1.105, .857, .766 and .636 for factors 

one, two, three, four, five, and six respectively. The amount of variance explained 

was 63.2%, 6.6%, 4.6%, 3.6%,3.2% and 2.6% respectively. The eigenvalues 
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above '1' suggested a three-factor solution. However, Habing (2003) and Brown 

(2001) report on the several mies for detennining the number of factors to choose in 

factor analysis. These are: 

1. Select the number offactors with eigenvalues of 1.00 or higher. 

"The factor with the largest eigenvalue has the most variance and so on, 

down to factors with small or negative eigenvalues that are usually omitted 

from solutions" (Tabaehniek & Fidell, 1996, p. 646). Typieally, in this 

approaeh, only variables with eigenvalues of 1.00 or higher are considered 

worth analyzing. 

2. Examine a scree plot of eigenvalues plotted against the factor numbers: 

The number of factors deemed appropriate is determined by examining the 

seree plot and seleeting the number of factors before the plotted line turns 

sharply right. 

3. Fixed percentage of variance explained: Here, the researeher analyzes 

increasing numbers of factors and stops when ail non-trivial variance is 

accounted for. Although there is no general consensus on the number of 

factors to keep, this typically entails keeping as many factors as are 

required to explain 60%, 70%, 80-85% of variance explained (i.e., 

whatever is common in the researcher's field). 

4. Use the number offactors that the theory predicts: Choosing the 

number of factors becomes a theory-based approach. 

Given our work's strong foundation on Communal-Relationship Theory, we 

chose to follow the latter approach. Arguably, another reason for keeping our six 

(theorized) factor solution is that can provide more useful diagnostic information 

when evaluating Web sites. Practically speaking, our six factor solution (rather 

than a three factor solution suggested by, say, eigenvalues) provides managers 

with specifie areas on whieh they ean drill-down for improvement. 
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7.3 - Purification of Items for Site-Loyalty (Card Sorting Exercise 2/ 

Questionnaire 2) 

7.3.1 -Intial Item Generation and Content / Face Validity for the Site-Loyalty 

Dimensions and for the Overall Measures of Site-Communality and Site­

Loyalty 

We generated an initial pool of items for each of the dimensions of the attitudinal 

and behavioural components ofSite-Loyalty. This yielded an initial pool of35 

items: (a) Relative Attitude (5 items) (b) Emotional Attachment (6 items), (c) 

Word ofMouth (6 items), (d) Intention to UselRevisit (6 items), (e) Resistance to 

Switch (6 items), and (f) Willingness to Invest More (6 items). In addition, items 

tapping into overall measures of Site-Communality and Site-Loyalty were 

included in the card sorting exercise for construct validity purposes. Six (6) initial 

items were created for Overall Site-Communality and three (3) for Overall Site­

Loyalty. 

A second round of card sorting (Moore & Benbasat, 1991) followed. It was 

conducted to content validate our multidimensional measure of Site-Loyalty, 

Overall Site-Communality, and Overall Site-Loyalty. A set of 10 new judges were 

recruited to participate in the card sorting exercise. This group consisted 

administrative personnel and Ph.D. students at the Faculty of Management of 

McGill University. The results of the card sorting exercise are shown in Appendix 

3. 

AlI initial items were retained for Relative Attitude. For Emotional Attachment, 

two (2) items were dropped because less than seven out of 10 judges agreed that 

that these items tapped into Emotional Attachment. These items were: "/'dfeel 

sorry to hear that this company was having trouble competing online" and "1 can 

understand how some customers can develop ftelings for this company". 
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For the dimensions tapping the behavioural component of Site-Loyalty, one (1) 

item initially created to tap into Word-Of-Mouth was dropped during card sorting, 

possibly because the item was reverse coded. This item was "If someone I knew 

was lookingfor this type of Internet company, I would suggest they look 

elsewhere". For the dimension 'Intention to UselRevisit', two items did not pass 

our criteria for the card sorting exercise. These were "/'d choose a competitor 's 

Web site rather than this one" (a reverse coded item) and "If I was lookingfor this 

type of Web site, I would come back to this one again". As for the 'Resistance to 

Switch' dimension, it lost the following two (2) initial items: "If I was already 

using this Web site, I would do so only temporarily until something better came 

up" (a reverse coded item) and "I think customers ofthis Web site stay away /rom 

competitors". Finally, for the 'Willingness to Invest More' dimension, it too lost 

two (2) items during card sorting. There were: "Geuing to know this Web site is a 

waste oftime" (a reverse coded item) and "Even ifthis Web site would charge a 

/iule more, this Web site would still be appealing". Removal ofthese items left us 

with a total of26 items. 

ln addition to the initial pool of items tapping into the Site-Loyalty dimensions, 

six (6) items for Overall Site-Communality and three (3) items ofOverall Site­

Loyalty were also included in the second card sorting exercise. As such, judges 

were given two (2) additional envelops. On one was written the definition of Site­

Communality and, on the other, the definition ofSite-Loyalty. An initial pool of 

items for Overall Site-Communality was generated based on our review of 

literature of Communal-Relationship Theory, the concept of Communality 

(Goodwin, 1996), and Communal Relationships in commercial settings 

(Aggarwal, 2004). The initial set of items for Overall Site-Communality and for 

Overall Site-Loyalty are shown in Tables 8 and 9 respectively. 
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Table 8 

Initial Pool ofltems Generated to Tap into Overall Site-Communality 

Item 1 - This Web site makes users feellike they are dealing with friends rather than 
strangers. 
Item 2 - This Web site makes you feel like you can expect more than a "strictly business" 
relationships from this company. 
Item 3 - This Web site suggests that company tries to he more than simply a business partner 
to its customers. 
Item 4 - This Web site makes visitors feellike they will be treated "Iike family" 
Item 5 - This Web site suggests that my relationship with this company is Iikely to be quite 
formaI and business-like (reverse coded). 
Item 6 - This Web site shows this company has many of the qualities which l'd look for in a 
friend. 

Table 9 

Initial Pool of Items Generated to Tap into Overall Site-LoyaIty 

Item 1 - This Web site promotes customer loyalty. 
Item 2 - It would not surprise me to learn that this company has loyal customers. 
Item 3 - 1 feel that this Web site is worthy ofits customers' loyalty. 

From this initial pool of items for Overall Site-Communality, item 3 was dropped 

during the card sorting exercise because less than 7 out of 10 judges could not 

associate the item with Overall Site-Communality. All items were retained for 

Overall Site-Loyalty. 

7.3.2 - Content Validation of Additional Measures 

For the purpose of establishing the nomological validity of Site-Communality and 

Site-Loyalty and to test the moderating effect of Communal-Orientation in 

Traditional Commercial Environments, additional measures needed to be 

developed. This included: (1) a measure ofOverall Web site Satisfaction (for 

nomological validity purposes) and (2) a measure of 'Communal-Orientation ln 

Traditional Commercial Environments' (used to test hypothesis H19 that 

consumer's communal-orientation accentuates the positive impact of Site­

Communality on Site-LoyaIty - see Figure 8). 
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The items for these additional measures were not included as part of the card 

sorting exercises used to refine the items ofSite-Communality and Site-Loyalty. 

It was deemed that the addition of these additional items and definitions would 

have potentially made the card sorting exercise too taxing on the card sorting 

judges which may have increased mis-assignments. Instead, we adopted the 

content validity technique used in Shimp and Sharma (1987). In sum, this method 

for establishing content validity consisted of recruiting five judges and giving 

each one a questionnaire which included a definition of Overall Web site 

Satisfaction and Communal-Orientation in Commercial Environments and the 

items tapping into these variables and asking them to rate how weIl they believed 

each item tapped into its respective construct. 

Overall Web site Satisfaction was defined as the extent to which a visitor feels an 

overall sense of satisfaction with his/her experience with the Web site. The items 

tapping into Overall Web site Satisfaction were created by borrowing and 

adapting existing items from several studies and papers on satisfaction (e.g., 

Brandt, 1988; Martin, 1996; Schneider & Bowen, 1999; Wirtz, 2001). Our 

measure contained the following four items: (1) Overall, 1 am ____ with this 

Web site (with the answer ranging from very pleased to very displeased on a 7 

point Likert scale), (2) overall, this Web site was (with the answer 

ranging from better than expected to worse than expected on a 7 point Likert 

scale), (3) overall, 1 am with this Web site (with the answer ranging 

from very delighted to very disappointed on a 7 point Likert scale), (4) overall, 1 

am ____ with this Web site (with the answer ranging from very satisfied to 

very dissatisfied on a 7 point Likert scale). 

Communal-Orientation in Traditional Commercial Environment was defined as 

the extent to which a consumer enjoys 'getting to know' employees and relating 

with them on a more personal-Ievel than is typically requiredfor the effective 

delivery of service. An initial pool of six (6) items were generated. These items 

were based on our literature review of the research into communal-orientation in 
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Social Psychology, Communality (Goodwin, 1996) and the work by Bames (1997) 

in Marketing into customers' desirability/non-desirability in entering into close 

relationships with employees. 

AH ofthese items were included in the questionnaire and given to the five (5) 

judges for content validity assessments. Of the latter, two were prof essors. One in 

Marketing, the other in IS. The remaining three experts were PhD students at 

McGill University. The first prof essor was doing research in the area of 

relationship marketing and had read articles on Clark's CommunallExchange­

Relationship Theory in Social Psychology. The second prof essor and the three 

PhD students were aH familiar with this author' s thesis topic. AH understood the 

purpose of developing these measures. 

In sum, these judges were asked to read the definition of 'Communal-Orientation 

in Traditional Commercial Envirorunents' and Overall Web site Satisfaction and 

rate each corresponding item on a scale ranging '1' (Clearly Representative ofthis 

definition) to '5' (Not Representative ofthis definition) with '3' (Somewhat 

Representative ofthis definition) as a midpoint. Mean ratings per item were 

calculated. Items with mean scores greater than '2' were immediately rejected 

from the pool of items (Shimp & Sharma 1987). 

For the Overall Web site Satisfaction measure, all items were retained. For 

'Communal-Orientation in Traditional Commercial Environments', the judges 

rejected items 2 and 3 from the initial pool of items. As such, only items 1,4,5, 

and 6 were deemed as representative of 'Communal-Orientation in Traditional 

Commercial Envirorunents' (see Table 10). 
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Table 10 

Results from Judge Rankings for 'Communal-Orientation in Traditional 

Commercial Environments' 

Item 3: In traditional commercial settings, 1 do not like it when 
other customers/employees whom 1 do not know try and speak 
with me. 
Item 4: In traditional commercial settings, 1 often start chatting 
with 
Item 5: ln traditional commercial settings, 1 usually like getting 
to know at least one of the on a basis. 
Item 6: ln traditional commercial settings, very friendly store 
", .... n."""",>,, make me feel uncomfortable. (rp.,vp.r'~p. 

3 (rejected) 

4 (rejected) 

1.6 

1 

2 

7.3.3 - Questionnaire for Site-Loyalty and Additional Measures (Questionnaire 
2) and Demographies 

A second online questionnaire was created and posted online replacing the first 

questionnaire (i.e., at the same WWW address). In questionnaire 2, we included 

the 26 items tapping the Site-Loyalty dimensions retained from the second card 

sorting exercise. In addition, the six (6) items for Overall Site-Communality, the 

three (3) items ofOverall Site-Loyalty, the four (4) items ofOverall Web site 

Satisfaction and four (4) items of 'Communal-Orientation in Traditional 

Commercial Environments' were also added to questionnaire 2. Except for the 

Overall Satisfaction items, all others were of the 7-point Likert-type ranging from 

(1) Strongly Agree to (7) Strongly Disagree. As in questionnaire 1, items believed 

to tap into a common dimension/concept were placed into groups in proximity to 

one another. The order of items within each group of items was randomized for 

each respondent. A demographics section was included at the end of the 

questionnaire. Participants were asked to evaluate one Web site from the same list 
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ofreal Web sites which were used in questionnaire 1. Participants were instructed 

to choose and evaluate one (out of the nineteen) Web site which they were not 

familiar with. They were instructed to explore this Web site for a period of at least 

10 minutes or until they had formed an impression about the Web site, be it 

positive or negative. 

An additional five hundred (500) invitations were printed to collect data using 

questionnaire 2. In order to minimize the chances of sampling from the same pool 

of potential respondents as for questionnaire l, we decided to post invitations for 

questionnaire 2 on bulletin boards across other campuses. This inc1uded Texas 

A&M University (Corpus Christi), Rice University, Dallas Baptist University, 

Sam Houston State University, Texas Christian University, and University of 

Dallas. The posting of invitation and data collection lasted over a two month 

period spanning from early February to late March 2004. 

A total of 256 electronic questionnaires were submitted and received by email. 

The participant' s name and contact information were used to sort the 

questionnaires received to verify that aIl respondents filled out no more than one 

questionnaire. For any participant who had submitted more than one questionnaire, 

only the first submission was kept. Fourteen (14) questionnaires were thus 

removed. This reduced our sample size from 256 to (n2=) 242. Because of the 

method by which participants were recruited, it was not possible to calculate the 

response rate. 

Table Il represents the number of participants who evaluated each of the nineteen 

Web sites. As with questionnaire l, 1 Drugstore-Online (i.e., the first Web site in 

the list of 19 Web sites) was chosen the most frequently. This, we believe, was 

due to an oversight on our part when designing the first and second questionnaires. 

The order in which the Web sites appeared on the questionnaire was not 

randomized. Seemingly, respondents overwhelmingly tended to choose to 

evaluate the first Web site from the list ofnineteen Web sites. This oversight was 
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corrected in the questionnaire 3 which was used for the purpose of confinnatory 

factor analysis. 

Table Il 

Frequency and Percent of Participants Evaluating each Web Site in Questionnaire 

2 

'VVeb 
',', , 

~ite Frëquency Percent 
1 42 17.4% 

2 19 7.9% 

3 5 2.1% 

4 25 10.3% 

5 5 2.1% 

6 6 2.5% 

7 12 5.0% 

8 9 3.7% 

9 7 2.9% 

10 11 4.5% 

11 4 1.7% 

12 4 1.7% 

13 4 1.7% 

14 25 10.3% 

15 12 5.0% 

16 13 5.4% 

17 13 5.4% 

18 16 6.6% 

19 10 4.1% 

Total 242 100.0% 

Women made up a slightly larger percentage of participants (51.7%). The largest 

portion of participants (54.1%) was in the 18-21 years of age category. The 

second highest age group in our sample (23.6%) appeared in the 22-24 years of 

age category. Next came the age groups 25-29 years of age (9.5%), 30-39 years of 

age (7.0%), and 40-49 years ofage (3.7%). The remaining 2% were either under 

18 orbetween the ages of50-59. 

In terms of occupation, the largest group of participants were students (71.9%). 

The majority of the respondents (83.5%) declared themselves as 'single, never 
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married'. The next two largest groups were the 'married' group at 12% and those 

who were 'separated 'or divorced' at 3.7%. The number of the respondents in the 

'widowed' group was just 0.8%. 

Most of the respondents (71.1 %) made under $10,000 a year. The next largest 

groups made between $10,000-19,999 (11.6%) and $20,000-29,999 (8.3%). The 

largest two groups of respondents described their race/ethnicity as 

'White/Caucasian' at 57%. 'Asians' and 'HispaniclLatino' were almost ofequal 

proportion at and 11.2% and 12%, respectively. 'Black/African American' 

consisted of 8.3%. In about equal amounts, the remaining participants described 

themselves as either 'Other' or 'would rather not say'. Most respondents specified 

that they had aIlleast obtained a high school diploma (47.9%). The second largest 

group (33.9%) had undergraduate University degrees. 

7.3.4 - Reliability and Exploratory Factor Analysis of Site-Loyalty Items (Data 
Collectedfrom Questionnaire 2) 

Questionnaire 2 was constructed for the purpose of purifying the Site-Loyalty 

measure. For this purpose, we followed the same general procedures as detailed 

above. Ali reverse-coded items were first recoded. The Cronbach coefficient 

alphas estimates for the initial set of items tapping the six Site-Loyalty 

dimensions were then calculated (i.e., items retained from card sorting). To assess 

reliability, we used the recommended minimum acceptable level of 0.7 (Nunnally, 

1967). For corrected item-to-total correlations, a cut-offlevel of.5 was chosen 

(Bearden, Netemeyer, & Teel 1989; Zaichkowsky 1985). 

For all of the dimensions ofSite-Loyalty, Cronbach coefficient alphas were aIl 

above the .7 cut-offvalue. For Relative Attitude and Emotional Attachment, the 

alphas were .918 and .885 respectively. The corrected item-total correlations for 

Relative Attitude were aIl above .5 ranging from .669 to .852. For Emotional 

Attachment, these values ranged from .716 to .779. As such, aIl items for both 

dimensions were retained. Cronbach coefficient alphas was .913 for Word of 
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Mouth, .913 for Intention to Use/Revisit, .893 for Resistance to Switching/to 

Competitors' Attempts at Counter Persuasion, and .888 for Willingness to Invest 

More. Corrected item-to-total correlations ranged from .593 to .862, .640 

to .890, .674 to .822, and .670 to .810, respectively. Ali were above the .5 cut-off. 

As such, ail of the items correctly associated by at least 7 out of 10 judges in the 

card sorting exercise were retained at this point of item purification. 

The data we collected using questionnaire 2 (n2 = 242) was then submitted to two 

separate exploratory factor analyses each using principle axis factoring with 

oblimin rotation. The first exploratory factor analysis pertained to verifying the 

dimensionality of the attitudinal component ofSite-Loyalty. It consisted of 

investigating whether the items which had been generated to tap into Relative 

Attitude and Emotional Attachment loaded on the expected dimension (see Table 

12). The second exploratory factor analysis was applied to the items tapping the 

four theoretical behavioural dimensions ofSite-Loyalty (i.e., Word of Mouth, 

Intention to UselRevisit, Resistance to Switching/to Competitors' Attempts at 

Counter Persuasion, and Willingness to Invest More - see Table 13). A two- and a 

four-factor solution were forced in exploratory factor analysis. This was 

consistent with the two theorized attitudinal dimensions and the four behavioural 

dimensions. 
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Table 12 

Exploratory Factor Analysis of the Attitudinal Component ofSite-Loyalty 

Relative Attitude 
This Web site is an excellent choice. 

Compared to others l've seen, 1 like this Web site. 

There is nothing special about this Web site (reverse­
recoded). 
Compared to other Web sites, 1 have a good feeling about 
this one. 
rd feel quite confident in choosing this Web site rather than 
another. 

.900 -.013 

.923 -.026 

.655 .050 

.926 -.025 

.752 .041 

Note: Factor loadings >.40 or <-.40 appear in boldo 

Table 13 

Exploratory Factor Analysis of the Behavioural Component ofSite-Loyalty 

Word of Mouth 
Ifsomeone criticized this Web site, 1 would disapprove. 

1 would recommend this site to others. 

1 would discourage others from using this site (reverse 
- recoded) 
1 would say good things about it. 

1 would encourage others to have a look at this site. 

Ïnttmtionto UselRëViSit;: 
'," . " .. :,: -.. :".' , .... 

ÏWould use this Wclisitè> 

l':'VOuld revisitthis . 
[COuld see myself •. 

····f "::::::': . :",. 

··•· ••. ·e·.~Î·:~ftn~.:web.Sjte. 

J 

.319 -.071 .352 

.653 .076 .090 

.519 .169 .lOI 

.730 .123 .007 

.597 .068 .239 

Resistance to Switcbinglto Competitors' Attempts at Counter Persuasion 
If 1 were already a customer of this Web site, it would 
take a lot to get me to switch. 
IfI were already a customer of this Web site, l' d stay 
with this site rather than look for another. 
IfI were already a customer ofthis Web site, 1 would 
quickly switch to another site offering slightly better 
deals (reverse - recoded). 
IfI were already a customer ofthis Web site, l'd stay 
with this Web site even if others charged a little less. 
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.099 

.101 

-.144 

.019 

.785 -.055 

.803 -.045 

.543 .184 

.847 .071 

4 

.089 

.182 

.084 

.131 

.100 

.972 
.727 
.3]6; 

.037 

.073 

.220 

-.064 



Note: Factor loadings >.40 or <-.40 appear in boldo 

Factor analysis revealed that most items loaded highly on their respective factors. 

AlI of the items for the attitudinal component of Site-Loyalty were retained. As 

for the behavioural component of Site-Loyalty, the first item of Word of Mouth 

and the last item ofIntention to UselRevisit had low factor loadings « .40) and 

considerable cross-Ioading on the other factors. These two items was therefore 

deleted. As such, the revised version of our Site-Loyalty questionnaire contained 

five (5) items for Relative Attitude, four (4) for Emotional Attachment, four (4) 

for Word of Mouth, three (3) for Intention to UselRevisit Intention to UselRevisit, 

four (4) for Resistance to Switching/to Competitors' Attempts at Counter 

Persuasion, and four (4) for Willingness to Invest More. Cronbach coefficient 

alphas were all recomputed. For Relative Attitude, Emotional Attachment, Word 

of Mouth, Intention to UselRevisit Intention to UselRevisit, Resistance to 

Switching/to Competitors' Attempts at Counter Persuasion, and Willingness to 

Invest More, Cronbach coefficient alphas were .918, .885, .913, .944, .893, 

and .888, respectively. AlI were weil above the minimum recommended value 

of.7 (Nunnally, 1967) suggesting excellent reliability of the measures. 

The eigenvalues values (and % of variance explained) for the attitudinal 

component ofSite-Loyalty were 5.837 (64.86%) and .974 (10.82%) for factors 

one and two respectively. For the behavioural component, the eigenvalues (and % 

ofvariance explained) were 9.626 (64.17%), 1.171 (7.80%), .838 (5.589%), .560 

(3.732%) respectively. Although many of the eigenvalues were below the eut-off 

value of' 1 " as mentioned in section 7.2.4, there are several mies for detennining 
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the number of factors to choose in factor analysis (Brown, 2001; Habing 2003). 

These are: 

1. Select the number offactors with eigenvalues of 1.00 or higher. 

2. Examine a scree plot of eigenvalues plotted against the factor numbers. 

3. Fixed percentage of variance explained. 

4. Use the number of factors that the theory predicts. 

Given that our identification of the factors ofboth the attitudinal and behavioural 

components ofSite-Loyalty was founded on the literature in loyalty, we opted for 

the latter approach. Also, it may be argued, that this approach provides the most 

diagnostic information when evaluating company Web sites enabling managers to 

better identify specific areas for improvement. 

7.4 - Reliability and Factor Analysis of Overall Site-Communality and 

Overall Site-Loyalty 

After data collection for questionnaire 2, an initial examination of corrected item­

to-total correlations for the remaining items of Overall Site-Communality 

revealed that 'Item 5' (i.e., "This Web site suggests thal my relationship with this 

company is likely 10 be quite formai and business-like") fell below the 

recommended value of 0.5. This item was removed. The four remaining items 

exhibited a Cronbach coefficient (lloverall Site-Communality = .887) above the. 7 

minimum level recommended by Nunnally (1967). 

From the initial pool ofthree (3) items designed to tap into Overall Site-Loyalty, 

aIl were retained in the card sorting exercise and were included into questionnaire 

2. Following data collection for questionnaire 2, Cronbach coefficient alpha for 

this three item measure ofOverall Site-Loyalty was computed andjudged to be 

very acceptable (lloveralt Site-Loyalty = .950). Ail corrected item-to-total correlations 

were above the recommended level of 0.5. 
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Next, we ran an exploratory factor analysis with the remaining items of Overall 

Site-Communalityand Overall Site-Loyalty. We specified principle axis factoring, 

oblimin rotation and eigenvalues above 1 specified as the method of extraction. 

The pattern matrix (Table 14) clearly shows that the items split as expected into 

two factors. 
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Table 14 

Pattern Matrix ofExploratory Factor Analysis for Remaining Items ofOverall 

Site-Communalityand Overall Site-Loyalty 

Items 

'~eraIlLoyl 
"pveraIlLoy2 
!pv,erallLoy3 
OverallSiteComm 1 
OverallSiteComm2 
OverallSiteComm3 
OveraliSiteComm4 

Factor 
1 2 
.177 ";',,~738' 

-,lI3 , "::;[856' 
:ij6!.·····.~91; 
.887 .043 
.843 .012 
.918 .004 
.915 -.015 

7.5 - Reliability and Factor Analysis of Overall Satisfaction and Communal­
Orientation in Traditional Commercial Environments 

We calculated Cronbach coefficient alphas and the corrected item-to-total 

correlations for the items ofOverall Web site Satisfaction and 'Communal­

Orientation in Traditional Commercial Environments'. Cut-offlevels 0.7 and 0.5 

were used, respectively (see Nunnally, 1967; Bearden, Netemeyer, & Teel1989; 

Zaichkowsky 1985). 

For Overall Web site Satisfaction, the Cronbach Alpha coefficient was .951 and 

the corrected item-to-total correlations ranged from .845 to .906. Exploratory 

factor analysis using principle axis factoring with oblimin rotation and 

eigenvalues above 1 specified as the method of extraction showed that the items 

did indeed tap into a single factor. 

The Cronbach Alpha coefficient and corrected item-to-total correlations for the 

items of 'Communal-Orientation in Traditional Commercial Environments' are 

presented in Table 15. Initial computation ofCronbach alpha was 0.721. However, 

the corrected item-to-total correlation for the item "In traditional commercial 

settings, very friendly store employees make me feel uncomfortable" was below 
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the minimum cut-offvalue of 0.5 (Bearden et al., 1985). Consequently, this item 

was removed. A reassessment of the Cronbach alpha coefficient without this item 

returned a value of 0.758 showing very good reliability. An exploratory factor 

analysis using principle axis factoring with oblimin rotation and eigenvalues 

above 1 specified as the method of extraction showed that aIl the items loaded on 

a single common factor. 
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Table 15 

Corrected Item-to-Total Correlations 

In traditional commercial settings, 1 
usually prefer to have strictly business­
like relationships with employees 
(reverse coded). 
In traditional commercial settings, 1 often 
start chatting with employees. 
ln traditional commercial settings, 1 
usually Iike getting to know at least one 
of the employees on a personal basis. 
ln traditional commercial settings, very 
friendly store employees make me feel 
uncomfortable. 

.580 

.633 

.545 

.419 

.663 

.640 

.683 

.758 
Item 

Dropped 

7.6 - Sample Size Considerations for Questionnaire 1 and Questionnaire 2 

Presently, no consensus exists as to the minimum adequate sample size for factor 

analysis. Sorne mIes of thumb have been proposed by different authors. Sorne of 

these include: 

a) STV ratio: The subjects-to-variables ratio should be no lower than 5 

(Bryant & Yarnold, 1995) 

b) Rule of 100: The number of subjects should be 5 times the number of 

variables and, at least, 100 (Hatcher, 1994) 

c) Rule of 150: Hutcheson and Sofroniou (1999) recommend anywhere 

between 150 - 300 cases. 

d) Rule of 200: There should he at least 200 cases, regardless of STV 

(Gorsuch, 1983) 

Moreover, research into minimum sample size requirements in structural equation 

modelling (SEM) has found that a sample size of 150 respondents is adequate for 

the pwposes of exploratory factor analysis (see Guadagnoli & Velicer, 1988). 

For Site-Communality, we retained 33 items from card sorting. These were 

included into questionnaire 1. The number of useable cases for questionnaire 1 
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was n)=249. One (1) item was dropped due to low corrected item-to-total 

correlation. The remaining 32 were then factor analyzed. Items which did not load 

satisfactorily on their intended dimension were removed. This left us with a total 

of 25 items. In this situation, the STV ratio would recommend a minimum sample 

size of 160 (32*5). As such, our sample size ofn)=249 for questionnaire 1 met aIl 

of the minimum sample size requirements suggested by these four mIes of thumb. 

For the items created to tap into Site-Loyalty, from the initial pool of 35 items, 

nine (9) were dropped in card sorting. This left us with nine (9) items tapping two 

dimensions of the attitudinal component of Site-Loyalty and 17 items tapping the 

four (4) dimensions of the behavioural component ofSite-Loyalty. To these 

remaining 26 items were added four (4) items for OveraIl Site-Communality, 

three (3) items for Overall Site-Loyalty, four (4) items for Overall Web site 

Satisfaction, and three (3) items for 'Communal-Orientation in Traditional 

Commercial Environments'. As such 40 items were included in questionnaire 2 

for which we were able to gather n2=242 respondents. According to STV, the 

minimal sample size requirements for 40 variables is 200 (40*5). As such, our 

sample size of 242 met aIl of the requirements set by the four mIes ofthumb listed 

above. 

7.7 - Preliminary Statistical Analyses of the Relationship between Overall 
Site-Communality and Overall Site-Loyalty 

In order to conduet a preliminary analysis of the relationship between Site­

Communality and Site-Loyalty, the four (4) items ofOverall Site-Communality 

and the three (3) items ofwere independently averaged together to create 

measures of 'Average Overall Site-Communality' and 'Average Overall Site­

Loyalty'. These averaged one item measures were then input into a simple 

regression using SPSS 12.0 with 'Average Overall Site-Communality' speeified 

as the independent variable and 'Average Overall Site-Loyalty' as the dependent 

variable. 
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Consistent with hypothesis (see hypotheses H 16, H 17, H 18), the simple 

regression solution showed a highly significant (p<.000) positive beta of .526 

with an adjusted R2 of .252. As such, Average Overall Site-Communality 

explained more than 25% of the variation in Average Overall Site-Loyalty. By 

and large, this provided preliminary evidence that Average Overall Site­

Communality had a significant positive impact on Average Overall Site-Loyalty. 

7.8 - Summary 

In this chapter, we conducted preliminary purification of the items of Site­

Communality and Site-Loyalty and of other measures needed in our study. For 

Site-Communality and Site-Loyalty, this included conducting card sorting, 

examining item-to-total correlations and Cronbach coefficient alphas. Finally, 

exploratory factor analysis was run to further eliminate items which did not 

adequately tap into their intended dimension. First, this involved two rounds of 

card sorting (Moore & Benbasat, 1991), one for the initial item pool for Site-

. Communality, another for those items designed to tap the dimensions of Site­

Loyalty. In the latter were also included items intended to tap into Overall Site­

Communality and Overall Site-Loyalty. Items were deleted ifthey were not 

correctly assigned to their theorized dimensions by at least 7 out of 10 judges. 

Second, data collection was done using two online questionnaires. Questionnaire 

1 contained the items which remained from the card sorting exercise for the Site­

Communality dimensions. Questionnaire 2 contained the remaining items which 

had made it through card sorting exercise for Site-Loyalty and the items of Site­

Communality and Site-Loyalty which had passed the card sorting. Data was then 

collected for questionnaire 1 and for questionnaire 2. Initial reliability analyses for 

Site-Communality (i.e., data from questionnaire 1) and Site-Loyalty (data from 

questionnaire 2) were then conducted using SPSS 12.0. Cronbach alpha 

coefficients were computed for all of these measures. An examination of 

corrected item-to-total correlations was used to further identify and eliminate 

items which did not tap well into their theorized dimension. This left us with ni = 

249 from questionnaire 1 and n2 = 242 from questionnaire 2. Third, the items 
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tapping the dimensions of Site-Communality and the items tapping into Site­

Loyalty were submitted to separate exploratory factor analyses (EF A) using 

principle axis factoring with oblique rotation in SPSS 12.0. Data (n) = 249) from 

questionnaire 1 was used for the EF A of Site-Communality while the data (n2 = 

242) from questionnaire 2 was used for the EF A of Site-Loyalty. In each case, 

exploratory factor analysis enabled us to identify the items which did not load 

adequately on their hypothesized factor/dimension. These items were removed 

and exploratory factor analysis was run again. FinaIly, Cronbach alpha 

coefficients were recomputed for the remaining items tapping the dimensions of 

Site-Communalityand Site-Loyalty. 

This chapter also describes how we purified additional measures needed to test 

our models and conduct a preliminary analysis of the impact of Site-Communality . 
on Site-Loyalty using simple regression. This included measures of Site-

Satisfaction,OveraIl Site-Communality and Overall Site-Loyalty, and 

'Communal-Orientation in Traditional Commercial Environments'. AIl remaining 

items from exploratory factor analysis are presented in Appendix 4. 

FinaIly, we concluded this chapter with a preliminary investigation into the 

relationship between Site-Communality and Site-Loyalty using simple regression. 

First, the items meant to tap into each ofthese measures were submitted to card 

sorting for content validity purposes and initial item purification. The remaining 

items ofOveraIl Site-Communality and Overall Site-Loyalty were then included 

into questionnaire 2 and data was collected (n2 = 242). Cronbach alpha 

coefficients and corrected item-to-total correlations were further used to remove 

items which did not tap their hypothesized dimensions weIl. To explore the 

relationship between Overall Site-Communality and Overall Site-Loyalty, the 

responses to the items for Overall Site-Communality and Overall Site-Loyalty 

were averaged to produce a one-item Overall Site-Communality measure and a 

one-item Overall Site-Loyalty measure. FinaIly, a simple regression was run on 

SPSS 12.0 with Average Overall Site-Communality specified as the independent 

171 



variable and Average Overall Site-Loyalty as the dependent variable. These 

preliminary results indicated that Overall Site-Communality had a significant 

positive impact on Overall Site-Loyalty as was predicted in this thesis. 

In the next chapter, we present confirmatory factor analysis for our measures of 

Site-Communality and Site-Loyalty in order to further refine these measures. We 

also address construct validity issues. 
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Chapter 8 - Refining the Measures of Site-Communality and Site-Loyalty 

Using Confirmatory Factor Analysis 

8.1 - Overview 

In this chapter, we discuss how we used the data collected from questionnaire 3 

(n3 = 305) to refine our multidimensional measures of Site-Communality and 

Site-Loyalty with confirmatory factor analysis. Structural Equation Modeling 

(SEM) typically consists oftwo models; the measurement model (also referred to 

as Confirmatory Factor Analysis) and the structural equation mode} (Schumaker 

& Lomax, 1996). In the measurement model, the hypothetical constructs are 

measured in terms of the observed variables.1t is used to address measurement 

properties (i.e. reliability and discriminant and convergent validity). In the 

structural equation model, on the other hand, one tests the patterns of relationship 

among the constructs. This chapter deals strictly with the measurement model (i.e., 

Confirmatory Factor Analysis for our measures of Site-Communality and Site­

Loyalty). It is divided into four (4) parts. In Part 1, we present our final 

questionnaire and data collection. In Part 2, we briefly discuss SEM and 

Confirmatory Factor Analysis (CF A). Part 3 presents the results of confirmatory 

factor analysis for Site-Communality. In Part 4, we address confirmatory factor 

analysis for Site-Loyalty. 

8.2 - Final Questionnaire (Questionnaire 3) Creation and Invitation for the 

Study 

A final online questionnaire (questionnaire 3 - see Appendix 5) was constructed 

using Perseus SurveySolutions 6™ for the purposes of conducting Confirmatory 

Factor Analysis (CFA) and testing our models and hypotheses. We inc1uded 

twenty eight (28) real Web sites (i.e., nine additional Web sites were added to the 

ones utilized in questionnaires 1 and 2). Again, these were chosen across three 

industries (i.e., banking, insurance, and pharmaceutical companies) so as to 

maximize variability in Site-Communality. In other words, sorne ofthese Web 
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sites appeared to be purely utilitarian in nature (i.e., low in Site-Communality) 

while others were chosen because they contained affective content (i.e., high in 

Site-Communality). These Web sites are listed in Table 16. 

The items inc1uded in this last questionnaire were the items of Site-Communality 

and Site-Loyalty from questionnaires 1 and 2 (respectively) which had passed 

exploratory factor analysis (see previous chapter). It also inc1uded measures of 

Overall Web site-Satisfaction, Trust, Positive and Negative Affect. In addition, to 

test the proposed moderation effects of 'Communal-Orientation in Traditional 

Commercial Environments' on the relationship between Site-Communality and 

Site-Loyalty, this measure was added to questionnaire 3. The items which 

remained from our card sorting exercises and exploratory factor analyses and 

were subsequently inc1uded into questionnaire 3 can be found in Appendix 4. 
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Table 16 

Real Web sites Included in the Final Questionnaire44 

(1) 1 Drugstore-Online (www.1drugstore-online.com) 
(2) Aetna Insurance (www.aetna.com) 
(3) Alexander Insurance Incorporated (www.alexanderinsurance.com) 
(4) Canadian Drugs (www.canadiandrugs.ca) 
(5) Canarnrneds (www.canarnrneds.com) 
(6) Canadian Imperial Bank of Commerce (www.cibc.com) 
(7) Colonial Savings Bank (www.colonialsavings.com) 
(8) DuBose & Associates Insurance (www.duboseandassociates.com) 
(9) 1MB Banking and Financial Services (www.imb.com.au) 
(10) J. Weinberg & Associates Insurance (www.room100.com/insurance) 
(11) Laurentian Bank (www.laurentianbank.com) 
(12) LEM Insurance Services (www.lemsvcs.com) 
(13) Macquarie Bank (www.macquarie.com.au) 
(14) Man-Health Online Pharmacy (www.man-health.com) 
(15) Manchester Unit y Credit Union (www.manchesterunity.org.nz) 
(16) Priority Pharmacy (www.prioritypharmacy.com) 
(17) Scotia Bank (www.scotiabank.com) 
(18) WebPharmacy (www.Webpharmacyrx.com) 
(19) WestPac Bank (olb.westpac.com.au) 
(20) First Metro Bank (www.firstmetro.com/personal_banking.html) 
(21) County Bank (www.countybank.com/40personal.htm) 
(22) Citizens Bank of Canada (www.citizensbank.caIPersonall) 
(23) Royal and Sun Alliance Canada (www.royalsunalliance.ca/royalsun/) 
(24) RBC Insurance (www.rbcinsurance.ca) 
(25) M.A.M.! Insurance (www.mamiusa.com) 
(26) AMF AM Insurance (www.amfam.com) 
(27) International Student Insurance 

( www.internationalstudentinsurance.com ) 
(28) Arnica Insurance (www.amica.com) 

For questionnaire 3, items tapping into a common measure were grouped 'close' 

to one another. However, the order of the items within each of these groups was 

randomized for each participant. AlI of the items were of the 7-point Likert-type 

ranging from (1) Strongly Agree to (7) Strongly Disagree. A demographics 

section was included at the end of the questionnaire. 

44 Descriptions ofthese companies and Web sites are presented in Appendix 8. 
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Seven hundred (700) invitations were printed and posted on bulletin boards across 

the campuses ofMcGill University, Concordia University, University of Houston 

(main campus), Rice University, University of Vermont (Burlington), University 

of Ottawa and Carlton University. In order to encourage participation, the 

invitations included details about ten random draws offering monetary prizes. 

Data collection was done using an online questionnaire and spanned over a period 

oftwo months (Mid April 2004 - Mid June 2004) at the end ofwhich the draws 

were conducted and winners contacted. 

In order to minimize the possibility of a confounding effect of having had past 

experience with the company or its Web site (i.e., be it good or bad), the 

questionnaire instructed each participant to choose and evaluate one (1) out of the 

28 Web sites which (s)he was not familiar with (i.e., the participant had not dealt 

with or heard of the company beforehand). Participants were asked to explore this 

Web site for a period of at least 10 minutes, until they had formed an impression 

about the Web site. 

8.2.1 - Data Sereening Procedure, Sam pie Size, and Demographies 

Over a period of two months, a total of 358 electronic questionnaires were filled 

out and electronically submitted back to us. Given that Confirmatory Factor 

Analysis (CF A) and Structured Equation Modelling (SEM) assume multivariate 

normal distributions and are sensitive to extreme outliers, careful screening of the 

original sample is recommended (Kline, 1998). The initial data set was screened 

in SPSS 12.0. The data was first sorted on contact information (i.e., first name and 

then email/telephone number) and visually scrutinized for the existence of any 

duplicate cases (e.g., respondents who may have used the browser's back button 

and then re-submitted their responses). Sixteen (16) cases were removed from the 

data set. This left us with 342 unique questionnaires. 

For each of the remaining questionnaires, the responses on four reverse coded 

items were scrutinized. Each case having at least three (3) out of the four (4) 
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reverse coded items answered inconsistently with other similar items was initially 

flagged. Further examination ofthese flagged cases suggested that twelve (12) 

may have been due to participants responding to the online-questionnaire items at 

random. These cases were removed from the sample which reduced the sample 

size to 330. 

Next, to identify extreme outliers, Mahalanobis D2 (d-squared) scores and their 

corresponding probabilities were computed using SPSS. Given that one of our 

main foci of interest was to create a multi-dimensional Site-Communality scale, 

the items generated to tap into Site-Communality were used to compute the 

Mahalanobis D2 statistic and its probability. A large Mahalanobis' distance (or 

small probability value) identifies a case as having an extreme value suggesting a 

potential outlier. Cases were flagged if the probability of Mahalanobis D2 was 

0.01 or lower (i.e., a value consistent with an extreme outlier - Norusis, 1993). 

Subsequently, a visual inspection of the actual answers in these flagged cases 

helped us separate those cases which indeed appeared to be true outliers from 

those cases which may be considered as unlikely but still possible. This exercise 

further reduced our sample size for questionnaire 3 to n3=305 (final sample size). 

From this sample of 305, Table 17 presents the number of participants who chose 

to evaluate each ofthe 28 Web sites chosen for this study. Given the means by 

which the participants were recruited, it was not possible to ca1culate the response 

rate. As with questionnaires 1 and 2, there was no way for us to ascertain the 

number of persons whom had noticedlread the invitations but chose not to 

participate. 
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Table 17 

Frequency and Percent of Participants Evaluating each Web Site in Questionnaire 

3. 

w;Web i'.fr~uency Percent·i i 

'~~~i!e 
••• 

1 22 7.21% 
2 8 2.62% 
3 7 2.30% 
4 23 7.54% 
5 17 5.57% 
6 20 6.56% 
7 8 2.62% 
8 12 3.93% 
9 12 3.93% 
10 2 0.66% 
11 5 1.64% 
12 2 0.66% 
13 4 1.31% 
14 25 8.20% 
15 15 4.92% 
16 17 5.57% 
17 18 5.90% 
18 25 8.20% 
19 Il 3.61% 
20 5 1.64% 
21 1 0.33% 
22 10 3.28% 
23 8 2.62% 
24 9 2.95% 
25 2 0.66% 
26 1 0.33% 
27 13 4.26% 
28 3 0.98% 

Total 305 100.00% 

The distribution between male and female respondents was nearly identical (i.e., 

50.2% as male and 47.8% as female). The largest proportion ofrespondents was 

in the 18-21 years of age category (41.0%). The second largest group was 

between the ages of22 and 24 (30.2%). The third and fourth largest age groups 

were between 25 and 29 (11.5%) and between 30 and 39 (10.8%). Cumulatively, 
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the age groups 40-49 and 50-59 included 5.3% ofthe sample. The majority of the 

respondents (86.2%) declared themselves as 'single, never married'. The next two 

largest groups were the 'married' group (9.5%) and those who were 'separated or 

divorced' (4.3%). 

As for race or ethnicity, the largest two groups of respondents were 

'White/Caucasian' at 59.0% and 'Asian' at 17.4% respectively. The next largest 

group (7.9%) was 'Native HawaiianlPacific Islander'. This was followed by 

'Black/African American' (5.2%), those who classified themselves as 'Other' 

(5.9%), and 'HispaniclLatino' (4.3%). Many (41.3%) reported having an 

Undergraduate degree as their highest level of schooling achieved. The second 

and third largest groups respectively consisted of respondents having fini shed 

high school (31.1%) and those having a graduate degree (16.7%). 

Most of the respondents were students (72.4%). Almost half(46.9%) reported 

living temporarily away from home due to studies (i.e., university residence). The 

next largest group reported that they were living permanently in their own home 

or apartment (33.1 %). Most of the respondents (60.7%) made under $10,000 a 

year. The two second largest income group made between $10,000 and $19,999 

(21.6%). 

8.3 - SEM and Confirmatory Factor Analysis 

Structural Equation Modelling (SEM) has several basic advantages when 

compared to more traditional analysis techniques such as multiple regression (see 

Fomell & Larcker 1981; Hair, Anderson, Tatham, & Black, 1998). First, with 

SEM researchers are capable of representing interrelated, latent constructs. The 

links between the latent constructs represent the structural model. Latent 

constructs are variables which cannot be directly measured and instead are 

measured using imperfect indicators. Second, given that SEM assumes that we are 

using imperfect indicators, it thus recognizes measurement error and allows us to 

account for it in the estimation process. Third, SEM allows to simultaneously 
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estimate multiple and interrelated dependence relationships. Contrary to such 

techniques as multiple regression, SEM allows to test more complex models 

where several equations need to be estimated aIl at once. Importantly, these 

equations can be interrelated with one another meaning that a dependent variable 

in one equation can also be an independent variable in other equations. This is 

often not possible in other types of multivariate techniques available. 

SEM also allows researchers to conduct Confirmatory Factor Analysis (CF A). 

Confirmatory factor analysis "involves the specification of one or more putative 

models of factor structure, each ofwhich proposes a set of latent variables (factors) 

to account for covariance among a set of observed variables" (Doll, Xia, & 

Torkzadeh, 1994, p. 453). Whereas Exploratory Factor Analysis (EF A) assumes 

that any item (a.k.a., indicator) may be associated with any factor, confirmatory 

factor analysis (CF A) seeks to establish whether the number of factors and the 

indicators which were designed to tap into these factors behave as expected. 

Simply stated, in CF A, the item is "forced" to load on its theorized factor while 

constraining the item's loading on other factors to zero (0) (Anderson & Gerbing, 

1988). 

8.3.1 - Notation Used in our Models 

In presenting our confirmatory factor analysis and structural models, we use the 

following LISREL notation: 

~(KSI): latent exogenous variables. 

n(ET A): latent endogenous variables. 

y(GAMMA): Structural path, regression coefficient, or standardized 'beta 
weight' trom an exogenous variable (S) to an endogenous variable (11). 
The first subscript identifies the eta and the second subscript identifies the 
ksi such that 'Y21' means the structural path from ksi 1 (SI) to eta 2 (112). 

P(BETA); Structural path, regression coefficient or standardized 'beta 
weight' trom an endogenous variable (11) to an endogenous variable (11). 
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For example, ifthere is a path from T)I to T)2 then we refer to this path as 

P21. 

Ç(ZET A): The unexplained variance of a latent variable. It is analogous to 
1 - R2 in regression analysis. 

Xi : The indicators (observed variables) for latent exogenous variables. 

Â.x (lambda x): The loadings of the Xi indicators on the latent exogenous 

variables. For example, Â.31 is the loading between Ç,I and X3. 

Ôi (DELTA): The errors in measuring the Xi indicators. Errors mean that 
our observed measures are imperfect. These errors are often represented in 

a matrix called Theta-Delta 90• 

~(PHI): The correlation/covariance between exogenous variables (ç,s). 
Correlations are reported in standardized solutions. For example, ~21 is the 
covariance between Ç,2 and Ç,I. PHIs are found in the <l> matrix is the 
variance-covariance matrix. 

Yi: The indicators of the latent endogenous variables (T)s). 

Â.y(lambda y): The loadings of the Yi indicators on the latent endogenous 
variables (11S). For example, Â.31 is the loading from 111 to Y3. 

Ei (EPSILON) : Errors in measuring the Yi indicators. LISREL reports 
these errors in a matrix called 9E• 

8.3.2 - Assessing Normality 

We examined multivariate statistics to determine whether the data collected using 

questionnaire 3 (n3 = 305) followed a Normal distribution. This important step not 

only helps researchers determine which method of estimation may be best suited 

in conducting CF A and SEM, but also, allows for a better interpretation of fit due 

to effects that non-normality can have on the method of estimation chosen to 

conduct CFA and SEM (Satorra & Bentler, 1994; Hu, Bentler, & Kano, 1992; 

Curran, West, & Finch, 1996). Slœwness measures the symmetry (or lack of 

symmetry) of a distribution. Given that a normal distribution is symmetric, its 

skewness should have a value of zero (0). A positive skewness value indicates a 
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distribution skewed to the right while a negative skewness value shows a skew to 

the left. Kurtosis measures the "tail-heaviness" of the distribution. The kurtosis of 

a normal distribution is zero (0). Positive values ofkurtosis indicate that a 

distribution has longer tails than a normal distribution whereas negative kurtosis 

indicates a distribution has shorter tails. An examination of univariate normality 

(i.e., the coefficients of skewness and kurtosis) in SPSS 12.0 revealed that the 

sample was not normally distributed. In our sample, skewness ranged from -3.30 

to 1.78 while kurtosis ranged from -1.14 to 13.76. These values were outside the 

thresholds deemed acceptable (i.e., skewness between ±2, kurtosis between ±7; 

West, Finch, & Curran, 1995) suggesting not only non-univariate normality but, 

by extension, non-multivariate normality as weIl. 

8.3.3 - Choice of ML Estimation Method with Satorra-Bentler Scaling 

The non-normality of survey data seems to be more of a common occurrence 

rather than an exception. Survey data rarely follow univariate normal distributions, 

let alone a multivariate normal distribution (Micceri, 1989). However, researchers 

in social sciences often opt not to transform non-normally distributed data as this 

often introduces problems by altering the meaning of actual responses (see 

Anderson, Lodish, & Weitz 1987; Gassenheimer, Davis, & Dahlstrom 1998). 

Instead, with non-normally distributed data in SEM, researchers have often relied 

on the estimation method called "Maximum likelihood" (ML) given that it has 

been shown to be rather robust against 'moderate' violation ofnormality in CFA 

and SEM provided that sample sizes are larger than 100 (Anderson & Gerbing, 

1988; Browne, 1984; Tanaka, 1984). This may be one of the reasons why ML has 

been the predominant estimation method used by researchers in SEM (Anderson 

& Gerbing, 1988). 

However, ML estimation method is based on a strong assumption that the 

measured variables follow a multivariate normal distribution and there seems to 

be no agreed upon metric to establish whether departure from normality is 

moderate or severe. The greater the non-normality problem, the greater the 
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inefficiency of the ML parameter estimation and the more this method tends to 

inflate the chi-square statistic undennining its utility. The overall chi-square fit 

statistic for the model as a whole becomes biased toward Type 1 error (rejecting a 

model which should not he rejected). This 'bloating' of the chi-square estimate may 

lead researchers to misguidedly reject or aggressively seek to modify models 

which may not he incorrect. Moreover, under ML, violations of multivariate 

nonnality also tend to (moderately to severely) detlate (underestimate) standard 

errors. These 'smaller' standard errors mean that regression paths and factor/error 

covariances are found to he statistically significant more often than they wou Id be if 

the data was multivariate nonnal (see MacCallum, 1986; McCallum, Roznowski, & 

Necowitz, 1990). Many SEM studies typically fail to concem themselves with the 

assumption of multivariate nonnality in spite of its importance when using ML 

estimation. 

Recently, different approaches have been suggested to address the problems with 

ML estimation under conditions of multivariate non-normality. One such 

approach (Satorra & Bentler, 1994) was developed to compute a more accurate 

test statistic under conditions of non-normality in small samples by adjusting the 

ML chi-square estimate to compensate for non-zero kurtosis. With the Satorra­

Bentler rescaled chi-square statistic (SBX2
), the greater the degree of multivariate 

kurtosis, the greater the downward adjustment to the inflated normal theory chi­

square. 

Although incorporating the Satorra-Bentler rescaling procedure into the LISREL 

code noticeably increases execution time, one important advantage of the method 

is that it has the desirable pro pert y of simplifying to the original ML X2 under 

multivariate normality and thus, does not bias the analysis of data when it is 

normally distributed (Curran, West, & Finch, 1996). Arguably, a second 

advantage is that Satorra-Bentler's downward adjustment of the ML inflated chi­

square (in non-normally distributed data) is that by reported a smaller, more 

accurate X2
, it may diminish researchers' temptations to drop items during 
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measure refinement in CFA in order to achieve better model fit45 at a cost of 

creating narrow instances of the target construct. In other words, incorporating the 

Satorra-Bentler adjustment for non-normally distributed data may help mitigate 

the urge to sacrifice content (i.e., number of items per factor46
) in order to achieve 

better fit - a practice which is particularly undesirable when factors have a broad 

theoretical domain better reflected by larger number of items. Given the departure 

of our data from normality, we opted to use the Satorra-Bentler X2 scaling 

procedure to conduct all of our analyses. In all cases, we report fit indices with the 

Satorra-Bentler scaling procedure (i.e., SBX2
) and without (i.e., MLX2

). 

8.3.4 - Measurement Model versus Structural Model 

We opted for the two-step analysis advocated by Anderson and Gerbing (1988). It 

proposes that, in structured equation modelling, a separate estimation of the 

measurement model is conducted prior to the simultaneous estimation of 

measurement and structural models. 

During the first part of the analysis (i.e., the measurement model), relationships 

between the observed variables (i.e., questionnaire items) and latent variables or 

45 Too many indicators could result in a non-parsimonious measurement models 
(Anderson & Gerbing 1984; Baumgartner & Homburg 1996; Bentler & Chou 1987). As 
the number of indicators per factor increase, there is an accompanying decrease in the 
values of a number of commonly used criteria to assess fit. Morevoer, as more items are 
added to a scale, the benefits to scale reliability are progressively less and less (Carmines 
& ZelIer, 1979). 

46 The measure of a variable should incIude a sufficient number of items to adequately tap 
its domain. When too few items are used, the content and construct validity and reliability 
of the measure may be inadequate (NunnalIy, 1976) and the lower the number of items in 
a scale, the more susceptible the scale becomes to these problems (Hinkin & Schriesheim, 
1989). However, scales must also be parsimonious (Cronbach & Meehl, 1955). This is 
because the number of items in a scale may affect responses in severaI ways. For instance, 
questionnaires which are excessively lengthy induce fatigue and response pattern bias 
(Anastasi, 1976) and, thus, should be avoided (Schmitt & Stults, 1985). From a purely 
technical perspective, three indicators variables per factor are typically needed for a 
model to be identified (BolIen, 1989). By using only two indicators or less, researchers 
increase their chances of reaching infeasible solutions (Baumgartner & Homburg, 1996; 
Bentler & Chou, 1987; Hair et al., 1998). 
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hypothetical constructs (factors) are specified and consists of item purification 

(i.e., dropping items which do not tap well on their intended construct). This step 

culminates in an analysis of the measurement properties (i.e., reliabilities and 

validities) of the observed and latent variables. Analysis of the measurement 

model is often referred to as confirmatory factor analysis. Only once the 

measurement model has been 'cleaned up' or refined does the researcher move to 

test the relationships among the unobserved (latent) variables (i.e., the structural 

model). 

For both the measurement and structural models, adequacy is assessed using 'fit' 

indices which gage how well the model-implied covariance matrix matches the 

covariance matrix from the collected data. One of the major benefits of the two­

step approach is that it allows the researcher to narrow down sources of poor fit -

whether it is due to the measurement or the structural model (Joreskog & Sorbom, 

1996). 

The most common means of evaluating model fit is the chi-square goodness-of-fit 

(X2
) test. Non-significant X2 show that the model provides an adequate 

representation of the data. However, Joreskog and Sorbom (1996) point out that 

large X? values are a common finding and that it has become general practice for 

researchers to rely on other indices of fit, in combination. Moreover, Hu and 

Bentler (1999) found that the lowest sum of Type 1 and Type II error rates 

occurred when decisions to rejectlretain models were based on a combination of 

fit indices. Additional fit indices included in our analysis include: the Normed Fit 

Index, the Comparative Fit Index, the Incrementai Fit Index, the RMSEA; the 

Adjusted Goodness of Fit Index, the Normed Chi-square (i.e., X2/dt) and the 

Standardized RMSR. A description of each ofthese indices and its cut-offvalue is 

provided in Table 18. 
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Table 18 

Fit Indices and Cut-offValues Used to Assess Quality of Models 

::~~i~~~ 
ML Estimated Chi-Square (MLX2

) p> .05 

Satorra-Bentler Chi-Square (SBX2
) p > .05 

Normed Fit Index (NFI) >=0.90 (Bentler, 1990) 

Comparative Fit Index (CFI) . >=0.90 (Bentler, 1990) 

Incrementai Fit Index (IFI) 

RMSEA 

Adjusted Goodness of Fit Index 

(AGFI) 

Normed Chi-square (i.e., X2/dt) 

Standardized Root Mean Square 

Residual (SRMR) 

>=0.90 (Bentler, 1990) 

<= 0.06 (Browne & Cudek, 1993; Hu & 

Bentler, 1999) 

>=0.90 (Bentler, 1990) 

(between .80 to .89 indicates reasonable fit; 

see Hartwick & Barki, 1994) 

Between 1 and 2 indicates good fit. Between 

2 and 3 indicates reasonable fit (Carmines & 

MacIver, 1981) 

<.08 (Hu & Bentler, 1999) 

To improve fit in the measurement model, items may be dropped based on: 

(1) Low/non-significant factor loadings (t-values below ±1.96 - Bollen, 1989), 

(2) Low squared multiple correlations (R2
) (below 0.30 - Bollen, 1989) 

(3) Ifthey contributed to high standardized residuals, and 

(4) Items with modification indices (Mis) suggesting high cross-Ioadings. 

T 0 improve fit in the structural model, paths may be added/removed between 

latent constructs based on modification indices. 

Although model fit can typically be improved through respecification of models 

(e.g., by incorporating paths suggested by modification indices, by dropping 

items), researchers must be wary of simply 'capitalizing on chance' 

(MacCallum, Roznowski, & Necowitz, 1992), in other words, "taking advantage 
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of sampling error to attain goodness of fit" (Anderson & Gerbing, 1988, p. 416). 

Any data-driven approach should be recognized by researchers as fitting the 

model, in part ifnot entirely, to the chance characteristics of the original sample 

(Cliff, 1983). The result is often a model with properties which fits the sample 

data weIl but which is not generalizable to other samples and to the population. 

This hecomes particularly problematic when replication is attempted at sorne time 

in the future. 

Instead, "respecification decisions should not he based on statistical 

considerations alone but rather in conjunction with theory and content 

considerations" (Anderson & Gerbing, 1988, p. 416). In the measurement model, 

dropping items to maximize fit may penalize content validity (e.g., CatteIl, 1973, 

1978; Gerbing, Hamilton & Freeman, 1994). Maximizing fit at the expense of 

content (i.e., small number of items per factor) may impede the proper 

measurement of certain constructs, particularly those whose uni verse of content is, 

in reality, quite broad. The resulting small number of items per factor may 

inadequately tap the richness of the factors as initially theorized. As such, 

researchers must keep in mind that achieving better fit by dropping items is a 

compromIse. 

8.4 - First- and Second-Order Confirmatory Factor Models of Site­

Communality 

8.4.1 - Measurement Model of Site-Communality 

The original SPSS data file was imported into LISREL 8.54 and saved in PRELIS 

data file format (i.e., psf extension). To assess whether the import procedure was 

carried out without any data corruption, the covariance matrix was generated in 

LISREL and its values were compared to the covariance matrix previously 

generated in SPSS using the original data file. A visual inspection of the two 

revealed that they were identical evidencing that the import procedure had been 

successful. 
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Next, we used LISREL, to compute the asymptotic covariance matrix given that 

the Satorra-Bender rescaled chi-square statistic (SBX2
) under LISREL requires 

the use of this weight matrix in adjusting for non-nonnality and specification of 

ME=ML on the output line. The LISREL 8.54 syntax to generate the Satorra­

Bender rescaled chi-square statistic is given below. 

TI Measurement Model of Site Communality 
DA NI=78 N0=305 NG=1 MA=CM 
RA FI='Data305.psf !Raw data file in PRELIS format 
AC FI=Data30S.asy !Asymptotic covariance matrix is loaded to activate Satorra-Bentler 
scaling 
SE 
123456789101112131415161718 
19 20 21 22 23 24 / 
MO NX=24 NK=6 LX=FU,FI PH=SY,FR TD=DI,FR 
LK 
GoodChee RoleSpan Approach Caring SelfDisc Authenti 
FR LX(l,I) LX(2,1) LX(3,1) LX(4,1) LX(5,2) LX(6,2) LX(7,2) LX(8,2) LX(9,2) 
FR LX(l0,3) LX(lI,3) LX(l2,3) LX(13,3) LX(l4,4) LX(l5,4) LX(l6,4) LX(l7,4) 
LX(18,5) 
FR LX(19,5) LX(20,5) LX(21,5) LX(22,6) LX(23,6) LX(24,6) 
PD 
OU ME=ML RS SS SC !L1SREL's help feature suggests including ME=ML when using 
Satorra-Bentler 

The confinnatory factor analysis (n = 305) was mn using a raw data file. Three 

items were dropped from the solution based on the LISREL output (i.e., large 

standardized residuals and cross-Ioadings, etc.). This included RS2, AP2, and 

SD3. Again, an attempt was made to retain as many of the items as possible. The 

standardized solution of the first-order CFA model is presented below in Figure 

12 and detailed in Tables 19 and 20. 
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Figure 12. First-Order Factor Model for Site-Communality47,48 

It is worth noting that for First-Order Factor Models in LISREL, dimensions (i.e., 

factors) are specified as çs and their corresponding items as XjS. The loadings of 

items on their respective factors are designated Àx. The standardized loadings (Àxs) 

in our First-Order Factor Model for Site-Communality range from 0.74 to 0.95. 

The t-values were aIl significant ranging from 6.56 to 25.15. AlI squared multiple 

47 The dimension Conveying Warmth and Good Cheer lost many of its items pertaining 
to 'Warmth' during measure purification, as such, the dimension was renamed simply as 
'Good Cheer'. 

48 See Appendix 4 for description of items 
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correlations were above 0.30 (see Tables 19 and 20) indicating that the items 

tapped weil into their intended factors (Bollen, 1989). However, the model 

revealed a significant ML(X?) = 295.84, p-value=O.OOOOO, RMSEA=0.048 with df 

=174 suggesting a poor fit (see Table 17). Although the Satorra-Bentler scaling 

procedure substantially lowered the Chi-Square, SB(X2
) = 264.78 (p = 0.00001), 

its chi-square also failed to reach non-significance. Nevertheless, the fit indices 

presented in Table 19 suggest that overall, the model had a good fit. The model 

just marginally fell short ofthe desired result of> .9 for the AGFI (Bollen, 1990) 

but was nevertheless at the higher end of the .80 to .89 threshold representing a 

reasonable fit (Hartwick & Barki, 1994). See Appendix 9 for correlations between 

items. 
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Table 19 

Fit Indices49 for the First-Order Factor Model for Site-Communality. 

~Fi.tIndêi.;" 
,-:.c 

.<~ ·Reê~mmendêdValue Fi,*t-Order·CF:A.jM9a~n?·. /:. 

ML(XL
) p> .05 295.84 (df=174, p=0.00000) 

SB(XL
) p>.05 264.78 (df=174, p=0.00001) 

NFI >.90 0.98 
CFI >.90 0.99 
IFI >=.90 0.99 
ML(RMSEA) <=.06 0.048 
SB(RMSEA) <=.06 0.041 
AGFI >=.90 0.89 

(between .80 to .89 
indicates reasonable fit) 

ML(XL
)/ df <3 1.70 

SRMR <.08 0.037 

It is worth noting that, by adopting a data-driven approach in maximizing model, 

a non-significant SB(X2
) was achieved but at a considerable cost in terms of item 

content. This 'excellent fit/lower item content' mode) is presented in Figure 13. 

See Appendix 9 for correlations between items. 

49 SB(RMSEA) represents the value obtained by using the Satorra-Bentler scaling 
procedure. ML(RMSEA) is the result using the 'traditional' ML estimation method. 
Where ML or SB are not specified, the fit indices exhibited the same values whether we 
used traditional ML or the Satorra-Bentler scaling. 
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Table 20 

Factor Loadings, t-values, and Errors of the Measurement Parameters for First-

Order Factor Model for Site-Communality 

GCl ÂIl = .84 .29 17.35 .71 

Ge2 Â12 = .83 .69 
.916 

.77 

.31 16.92 

GC3 Â13 = .88 .23 ]7.65 
.731 

Ge4 Â14 = .87 .24 17.50 .76 
Role Spanning 
RSI Â21 = .74 .45 16.50 .55 

.66 
.883 

.65 
RS3 Â22 = .81 
RS4 Â23 = .81 

.34 21.11 

.35 ]9.50 
.659 

RS5 Â24 = .88 .23 23.34 .77 
Approachability 
API Â31 = .94 .11 19.91 .89 
AP3 Â32 = .88 .22 19.51 .78 .921 .794 

AP4 Â33 = .85 .27 18.04 .73 
Caring 
Cl Â4l = .83 .31 15.79 .69 

.76 
.914 

.73 
.24 19.29 
.27 16.75 

C2 Â42 = .87 
C3 Â43 = .86 

.727 

C4 Â44 = .85 .27 22.29 .73 
Self-Disclosure 
SDI Â51 =.92 .16 24.43 .84 

SD2 Â52 = .85 .29 20.17 .71 .922 .805 

SD4 Â53 = .92 .15 24.88 .85 
Authenticity 

AUI Â61 = .95 .09 26.49 .91 

AU2 Â62= .90 .20 22.66 .80 .945 .853 

AU3 Â63 =.92 .16 23.91 .84 

50 See Appendix 4 for description of items 
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Chi-Square=102.83, df=89, P-value=O.14994, Rl\'1SEA=O.023 

Figure J 3. Altemate Model showing Excellent Fit but with Considerable Lower 

Item Content51
• 

8.4.2 - Second-Order Factor Mode/- Site-Communality 

Next, we tested for a second-order factor. In Second-Order Factor Models in 

LISREL, the first-order factors (i.e., dimensions) are specified as 11S and their 

corresponding items as YiS. The loadings of items on their respective factors are 

designated Â-y. It is the second-order factor which is specified as a ç (ksi). 

The assumption of a second-order confirmatory factor model is that the 

correlations/covariances between the first-order factors/constructs are 'caused' by 

51 See Appendix 4 for description of items 
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a single second-order factor/construct (Tanaka & Huba, 1984). Adding a second­

order factor (ç) into a model represents an attempt to more parsimoniously 

explain the covariation between the first-order factors (llS) (Doll, Xia, & 

Torkzadeh, 1994). In SEM, second-order constructs (ç) are represented as 

constructs which have other constructs (llS) as their indicators. The latter are 

typically referred to as 'dimensions' of the second-order construct. Second-order 

factor models are modeled by drawing arrows going from the second-order 

construct (ç) to the first-order constructs (llS). In turn, each first-order construct 

(dimension) has its respective indicators (J"ys) with arrows going from each 

dimension to its respective items. In this study, we conceptualize Site­

Communalityas a second-order construct (ç) and the first-order CFA factors (llS) 

as its dimensions. The results of this model analysis are presented in Figure 14 

below. See Appendix 9 for correlations between items. 
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LOO e 

The second-order confirmatory factor analysis (CFA) model revealed a ML(X2
) = 

350.95, df=183, p-value=O.OOOOO, and a SB(X2
) = 312.71, p =.00000 with df= 

183. Both the ML(X2
) and the SB(X2

) failed to reach non-significance. The AGFI 

(0.87) was below 0.90 (i.e., the cut-offfor an excellent model) but weIl within the 

range of adequacy (i.e., from 0.80 to 0.89; see Hartwick & Barki, 1994). 

Moreover, other fit indices indicated that, overall, the model displayed a good fit 

(see Table 21). 

52 See Appendix 4 for description of items 

195 



Table 21 

Second-Order Measurement Model for Site-Communality 

Fi~;~?dex:.':w;" RVea', '~I"uoe~meJld~dr SecoDd~Order ,".' 
k •• "" ,S, .'.', ",', ,'", ',',,' ,"" """,.,(JFAModeÙ;. "', 

;.t.l p> .05 312.71 (df=183, 
p=O.OOOOO) 

NFI >.90 0.98 
CFI >.90 0.99 
IFI >.90 0.99 
RMSEA <=.06 0.048 
AGFI >=.90 0.87 
SRMR <.08 .051 

The standardized factor loadings (Âys) for the indicator variables were aIl above 

the recommended 0.60 (Bagozzi & Yi, 1988) ranging from .74 to .96 and their {­

scores indicated that aIl factor loadings were ail significant (p < .001). The first­

order factor loadings on the second-order factor (ys) were aIso ail significant (p 

< .001) ranging from 0.64 to 0.91 suggesting that the first-order dimensions 

'reflected' the second-order factor weIl. The factor loadings indicated that (1) 

Demonstrations of caring for the customer, (2) Role spanning (i.e., attempting to 

relate to the customer on a 'human level' rather than strictly on an economic level 

by acknowledging things the customer may find important outside of business) 

and (3) authenticity/non-instrumentality, in this order, were the most important 

dimensions ofSite-CommunaIity. Although inc1uding content (e.g., images and 

other information) which conveys good cheer to users, disc10ses the company's 

interest and involvements into areas not directly related to its business (i.e., self­

disclosure) and which signais approachability during times of need are lesser 

dimensions ofSite-Communality, these are nevertheless significantly important. 
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8.5 - First- and Second-Order Confirmatory Factor Models of Site-Loyalty 

8.5.1 - Measurement Model - Attitudinal Component 0/ Site-Loyalty 

A first-order confinnatory factor analysis model was run to evaluate the 

attitudinal component of Site-Loyalty using the items designed to tap into the two 

dimensions of the attitudinal component ofSite-Loyalty: Relative Attitude (ReiAtt) 

and Emotional Attachment (EmoAtta). Items RA3Recoded and EM03 were 

dropped from the initial solution. The standardized loading of RA3Recoded was 

slightly lowat 0.57 and the item contributed in creating severallarge standardized 

residuals. As for EM03, the item created noticeable cross-Ioadings and had a 

large standardized residual. The final model is presented in Figure 15 below. 

Their standardized loadings (Âxs), t-values and squared multiple correlations 

ranged from 0.85 to 0.90, 15.46 to 23.55, and 0.55 to 0.81, respectively (see Table 

22). This indicated that the items (Xjs) tapped well into their intended factors (çs) 

(Bollen, 1989). See Appendix 9 for correlations between items. 
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0.20 

0.19 

0.:17 

0.21 

Cbi-Square=20.57, df=13, P-value=O.08181, ~~SEA=O.044 

Figure 15. First-Order Confirmatory Factor Model for the Attitudinal Component 

of Site-Loyalty (Standardized Solutioni3
. 

53 See Appendix 4 for description of items 
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Table 22 

Factor Loadings, t-values, and Errors of the Measurement Parameters for 

Dimensions of the Attitudinal Component of Site-Loyalty 

Re lative ':Attitudd 
RAI Â.II = 0.89 0.20 
RA2 Â.12 = 0.90 0.19 
RA4 Â.13 = 0.85 0.27 
RAS Â.14 = 0.89 0.21 

Emotional Attachment 
EMOI Â.21 = 0.74 0.45 
EM02 Â.22 = 0.85 0.27 
EM04 Â.23 = 0.85 0.28 

t '-va .. lu··'···e··.· .... > ••.... , ....•.. C. ,,' .. ' .• ',~ .. ~ .. ·.if .•. ; .• ,.· .•. ·.;; .. " .. rAl.,:.o ••.•. '.' .•. n ...• p •. ' .•• b.h·. aa· •. C.,.h .....•••.•• " •.•..•..• ·.· .•.... ;~=~~t;t' 'Ï{2:i~i" . . ·,>.:, ..•.• ,., ..•. E~Atra.~.:~ .•.•. ',e .. ·t.~.:~.·.' .•. • ..•... · .•....•. ,' .. ~.·.·.~ .•.. ~.·.i, •. : .•..•.• , M !f~i) ~\,'~:(<x)' .......'\,y~J.,:: 

21.30 0.80 
23.55 0.81 
17.85 0.73 

.935 .779 

20.56 0.79 

15.46 0.55 
16.76 0.73 .854 .664 
18.53 0.72 

The ML(X2
) = 27.36, p-value=O.OII with df= 13 suggests a poor model. 

However, the Satorra-Bentler correction procedure shows a SB(X2
) = 20.57 (p = 

0.082) suggesting an excellent model. Other fit indices presented in Table 23 

support this conclusion. The model surpassed aIl minimum criteria established to 

determine good fit. 

54 See Appendix 4 for description of items 
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Table 23 

Measurement Model for First-Order Factors of the Attitudinal Component of Site­

Loyalty 

ML(X') Jl_> .05 27.36 (df=13, p=O.OII) 
p> .05 20.57 (df=13, p=0.082) 

NFI > .90 0.99 
CFI > .90 0.99 
IFI > .90 0.99 
ML(RMSEA) <= .06 0.060 
SB(RMSEA) <= .06 0.044 
AGFI >= .90 0.95 

(between .80 to .89 
indicates reasonable 
fit) 

ML(X")/ df <3 2.10 
SRMR <.08 .026 

The" second-order confinnatory factor analysis model is shown in Figure 16 below. 

Although running second-order confinnatory factor model under the traditional 

Maximum Likelihood estimation method (i.e., ML(X2
) = 27.36, df= 13, p-value = 

0.01112, RMSEA = 0.060) suggested a significant X2 indicative of a somewhat 

poor fit, running the same model with the Satorra-BentIer scaling correction 

showed that the model had excellent fit characteristics (i.e., SB(X2
) = 20.57, P = 

0.08181, RMSEA = 0.044). In fact, the X2 reached significance under Satorra­

BentIer. This major improvement in fit using the Satorra-BentIer scaling 

correction also evidenced that, as noted previously, our data exhibited sorne 

degree of departure from nonnality. See Appendix 9 for correlations between 

items. 
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~74 
0.&5 

0.S5 

Chi-Square=20.57, df=13, P-value=O.08181, RMSE.t-\ .. =O.044 

Figure 16. Second-Order Confinnatory Factor Model of the Attitudinal 

Component of Site-Loyalty55 

l 

.45 

... , 

Additional fit indices for the model are presented in Table 24 below. AIl show 

that the model-implied covariance matrix matched very well the covariance 

matrix from the collected data. 

55 See Appendix 4 for description of items 
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Table 24 

Measurement Model for Second-Order Factors of the Attitudinal Component of 

Site-Loyalty 

!it,lJldex/";ReêomlllendedN alu.e;Sêcond~Ol"derCF A,· 
..•. :,~ .. ';', •• :, .. ,<}\ .}~;J( ".,," ....... '. .....,.; ;~Môdel ." . 
ML(XL

) p> .05 27.36 (df=13, p=0.011) 
SB(XL

) J» .05 20.57 (df=13,p=0.082) 
NFI > .90 0.99 
CA >.~ Q~ 

IFI > .90 0.99 
ML(RMSEA) <= .06 0.060 
SB(RMSEA) <= .06 0.044 
AGFI >= .90 0.95 

SRMR < .08 .026 

8.5.2 - Measurement Model- Behavioural Component of Site-Loyalty 

After having purified the measures of Site-Communality and the attitudinal 

component ofSite-Loyalty, we turned our attention to the dimensions of the 

behavioural component ofSite-Loyalty. The first-order CFA with aIl items (Xjs) 

revealed a good model fit to the data. The squared multiple correlations, t-values, 

and standardized residuals (Ôjs) were used to assess the quality of the solution. 

The standardized loadings (} .. xs) in our model and their t-values were quite high 

ranging from 0.52 to 0.95 and from 8.13 to 28.46 respectively (i.e., all were > 

1.96, showing significance). AlI item loadings (Âxs) had squared multiple 

correlations above 0.30 except for item RES3Recoded which was just below this 

value at 0.27. Given the low R2 for item RES3Recoded, we decided to drop it 

from the model. 
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Cbi-Square=81.18. df=59, P-vame=O.02884, fu\!ISEJ\=O.035 

Figure 17. First-Order Confirmatory Factor Model of the Behavioural Component 

of Site-Loyalty56. 

A re-assessment of the model after the removal of RES3Recoded showed that 

INV3 had a significantly highly correlated error term (Bi) with several other items. 

Consequently, it too was removed and the model reassessed. The first-order factor 

model for the behavioural component of site-Ioyalty is presented in Figure 17 

above. The values for the standardized loadings (À.x), standard errors, t-value, and 

R2 are shown below in Table 25. AlI were above accepted minimum requirements 

(see BolIen, 1989). See Appendix 9 for correlations between items. 

56 See Appendix 4 for description of items 
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Table 25 

Factor Loadings, t-values, and Errors of the Measurement Parameters for 

Dimensions of the Behavioural Component ofSite-Loyalty 

Word of Mouth Intentions (WOM) 
WOMI Àll = .93 .13 25.36 .87 

13.52 .53 
WOM2 
Recoded ÀI2=.73 .47 

.924 .764 
WOM3 ÀI3 =.93 .13 23.48 .87 
WOM4 À14 =.89 .21 19.10 .79 
Intention to Use (IntToUse) 
USEI À21 =.96 .09 26.72 .91 
USE2 À22=.95 .10 28.43 .90 .955 .884 
USE3 À23 =.91 .18 23.61 .82 
Intention to Resist Switching (Resist) 
RES 1 À31 =.82 .33 18.84 .67 
RES2 À32=.83 .31 18.50 .69 .853 .662 
RES4 À33 =.79 .38 16.29 .62 
Intention to Invest More (Invest) 
INVI À41 =.93 .13 25.15 .87 
INV2 À42 =.89 .20 21.99 .80 .898 .755 
INV4 À43 =.78 .40 16.66 .60 

Recall that several fit indices exist which allow a researcher to establish whether 

the model-implied covariance matrix matches weIl the covariance matrix from the 

collected data. The ML(X2) = 101.65, df= 59, p = 0.00047 and the SB(X2) = 

81.28, df= 59 which almost reached non-significance (p=0.02884) nevertheless, 

they suggested a somewhat poor fitting model. However, additional fit indices 

showed that the first-order factor model had a good fit to the data (see Table 26). 

Aside from the K? values, aIl other fit indices were weIl within the range of values 

suggesting good fit. 

57 See Appendix 4 for description of items 
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Table 26 

Fit indices for First-Order CF A - Behavioural Component of Site-Loyalty 

NFI 
CFI 
IFI 
ML(RMSEA) 
SB(RMSEA) 
AGFI 

ML(X')/ df 
SRMR 

p>.05 
p> .05 
>.90 
>.90 
>.90 
<=.06 
<=.06 
>=.90 
(between .80 to .89 
indicates reasonable 
fit) 
<3 
<.08 

101.65 (df=59, p=0.00047) 
81.28 (df=59, p=O.02884) 
0.99 
0.99 
0.99 
0.049 
0.035 
0.92 

1.72 
0.034 

Second-order confirmatory factor analysis assumes that changes in the first-order 

factors (11S) are being 'caused' by a single second-order factor/construct (s) 

(Tanaka & Huba, 1984). As such, a second-order confirmatory factor analysis was 

conducted by incorporating an overarching second-order construct (s) into the 

model, in this case, the Behavioural Component ofSite-Loyalty (i.e., Beh_Loy, 

see Figure 18). See Appendix 9 for correlations between items. 
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0.93 

~~~! 
0.89 

Chi-Square=82.78, df=61, P-value=O.03323, R..MSE.<\=O.034 

Figure 18. Second-Order Confirmatory Factor Model of the Behavioural 

Component ofSite-Loyalty58. 

7 

1 

The first-order factor path coefficients (ys) to the second-order factor were aIl 

high ranging from .69 to .89 and their (-scores indicated that aU paths were aIl 

significant (p < .001) ranging from 11.21 to 19041. The standardized factor 

loadings (Â-ys) for the indicator variables (YiS) on the first-order factors were also 

all significant (p<.OOI) ranging from 0.73 to 0.95. The second-order CFA model 

revealed a ML(X2
) = 102.82, df= 61, p = .00065. The SB(X2

) = 82.78, p = .03323 

with df= 61 shows the mode} almost reached non-significance. However, 

additional fit indices again showed that the fit was good (see Table 27). 

58 See Appendix 4 for description of items 
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Table 27 

Second-Order CFA for the Behavioural Component ofSite-Loyalty 

Eit Index ....•........ Recommendêd·Maljle;;·· Sêcond7Qrd~rGE;;A~MOdel········ 
ML(X·) p>.05 102.82 (df=61, p=O.00065) 
SB(~·) p> .05 82.78 (df=61, p=0.03323) 
NFI >.90 .98 
CFI >.90 .99 
IFI >.90 .99 
ML(RMSEA) <=.06 0.047 
SB(RMSEA) <=.06 0.034 
AGFI >=.90 0.93 

(between .80 to .89 
indicates reasonable 
fit) 

ML(XL
) / df <3 1.69 

SRMR <.08 0.035 

8.6 - Summary 

In this chapter, we discussed how we developed the final questionnaire for this 

study. The data from this questionnaire was used to assess the first- and second­

order confirmatory factor analysis models for Site-Communality and Site-Loyalty. 

These measurement models allowed us to further refine our measures. 
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Chapter 9 - Reliability and Validity Issues 

9.1 - Overview 

After having established good fit for our measurement models of Site­

Communality and the Attitudinal and Behavioural components ofSite-Loyalty, 

we tumed our attention to reliability and validity issues. Reliability and validity 

are related but separate issues. Indicators (i.e., items) can be reliable (i.e., predict 

weIl) but not valid (i.e., accurate) and vice-versa. Measure reliability pertains to 

the extent to which a group of two or more indicators (i.e., items in a 

questionnaire) share in the measurement of a construct. V alidity, on the other 

hand, can be thought of as whether one is measuring the intended construct (Hair 

et al., 1998). 

9.2 - Assessing Reliability 

Reliability is defined as "the degree to which measures are free from error and 

therefore yield consistent research" (Peter, 1979, p. 6). We investigated reliability 

for Site-Communality, the attitudinal component and behavioural component of 

Site-Loyalty by calculating each first-order factors' Cronbach alpha (Cronbach, 

1951). Alpha is the most commonly used measure of reliability (Churchill, 1979). 

Nunnally (1967) has recommended a minimum acceptable level of 0.7. When 

Cronbach alpha is below 0.7, the items do not capture the construct which they 

were meant to measure (Churchill, 1979), suggesting poor reliability. 

For each group of items measuring one of the first-order factors, a Cronbach alpha 

was generated using SPSS 12.0. The Cronbach alphas ofthe first-order factors for 

each measure are reported in Tables 18,20, and 23 in the previous chapter. For 

the dimensions of Site-Communality, Attitudinal Component of Site-Loyalty, and 

Behavioural Component ofSite-Loyalty, the Cronbach alpha ranged from 0.883 

to 0.955. As such, aU of the factor measures exhibited excellent reliability. 
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Furthennore, an examination of the item-to-total statistics reported with the 

reliability analysis under SPSS revealed that, for aIl factors, removal of any of the 

items would have either decreased or would have only slightly increased 

reliability scores. It was decided not to sacrifice content by dropping items to 

achieve marginally better reliability scores. 

9.3 - Assessing Construct Validity 

Construct validity is made up of two separate but related issues: convergent and 

discriminant validity (Anderson & Gerbing, 1988). If a researcher can 

demonstrate evidence of both convergent and discriminant validity then, by 

definition, the researcher has demonstrated that there is evidence for construct 

validity. However, neither one alone is sufficient for establishing construct 

validity. 

9.3.1 - Convergent Validity 

Convergent validity for a given measure is the extent to which a measure 

correlates highly with other measures designed to measure the same construct 

(Churchill, 1979). Convergent validity was assessed by: 

(1) Examining whether an item has a significant loading on the 

factor it is intended to measure (Anderson & Gerbing, 1988; 

Fornell & Larcker, 1981). 

(2) Average variance extracted (AVE) by each construct should 

exceed 0.50 (Fornell & Larcker, 1981). 

At the first-order factor level, "[ c ]onvergent validity can be assessed from the 

measurement model by detennining whether each indicator's estimated pattern 

coefficient on its posited underlying construct factor is significant (greater than 

twice its standard error)" (Anderson & Gerbing, 1988, p. 416). The item loadings 

o.'x) and their t-values from our first-order factor models were previously 

presented in Tables 18, 20, and 23 in the previous chapter. The t-values for the 
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standardized loadings show that aIl were statistically significant (i.e., greater than 

1.96) suggesting convergent validity. 

We conducted an additional test for convergent validity which pertained to 

examining whether the proportion of variation in the indicators (i.e., items) 

captured by the underlying construct (i.e., 'average variance extracted') was 

higher than the variance due to measurement error (see Fomell & Larcker, 1981). 

The assumption of convergent validity is supported when the average variance 

extracted for a particular construct is greater than 0.50. Given the notation used in 

specifying a first-order factor model under LISREL, average variance extracted 

was calculated as follows ... 

L (Lambda-X? ) 
Average Variance Extracted per Factor = 

L (Lambda-X? ) + L(Theta-Delta;) 

where Lambda-Xi are the item loading on its intended factor and Theta-Dellaj is 

the error associated with the item. 

The values of the average variance extracted (AVE) for each dimension of Site­

Communality, attitudinal component and behavioural component of Site-Loyalty 

are presented in Tables 20, 22, and 25 in the previous chapter. AIl exceed the 

suggested critical value of .50 (Fomell & Larker, 1981) establishing that ail three 

models tested have convergent validity. 

At the second-order factor level, convergent validity can he established by 

examining the extent to which the second-order construct correlates positively 

with other scales which are supposed to measure the same concept. For instance, a 

higher correlation hetween our second-order factor Site-Communality and Overall 
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of Site-Communality would indicate convergent validity59. As such, our three 

second-order factors (i.e., Site-Communality, Attitudinal Component of Site­

Loyalty, and Behavioural Component ofSite-Loyalty) were correlated with their 

corresponding overall measures using LISREL (see Figure 19 which shows the 

correlation between Attitudinal Component ofSite-Loyalty and Overall Site­

Loyalty). The overall measure of Site-Communality (Overall Site-Communality) 

made up of 4 items developed for this study from the literature on communal 

relationships in commercial contexts (Goodwin, 1996; Agarwal, 2001). The items 

of the overall measure are: 

SiteComl: OveralI, this Web site makes visitors feellike they are dealing 

with friends rather than strangers. 

SiteCom2: OveralI, this Web site makes you feel like you can expect 

more than a "strictly business" relationship from this company. 

SiteCom3: OveraIl, this Web site makes visitors feel like they will be 

treated "like family". 

SiteCom4: OveraIl, this Web site shows this company has many of the 

qualities which rd look for in a friend. 

Similarly, for comparison purposes, an ove raIl measure ofSite-LoyaIty (Overall 

Site-Loyalty) was developed. It contained the foIIowing 3 items: 

Loyl: This Web site promotes customer loyalty. 

Loy2: It would not surprise me to leam that this company has loyal 

customers. 

Loy3: 1 feel that this Web site is worthy ofits customers' loyalty. 

59 It is worth noting that 'criterion validity' may be considered as somewhat similar 
to convergent validity in that it is the degree of correspondence of a measure with 
other known valid and reliable measures of the same construct. The main difference 
hetween the two is that criterion validity requires that the new measure he compared 
to an existing, well-established, 'criterion' measure which, for example, may be the 
currently-accepted standard of measurement of a concept in question. As such, a 
researcher may he able to establish convergent validity without necessarily 
establishing criterion validity. In this study, given that no previously established 
measure of site-communality was available at the time our questionnaire was created, 
criterion validity cannot he assessed. 
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The Cronbach alphas for the two overall scales and the correlations (~s) between 

the three second-order constructs and their overall measures are shown in Table 

28. As expected, all correlations were significant, positive and large evidencing 

convergent validity of the second-order measures. 
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Figure 19. Correlation between Second-Order Factor of the Attitudinal Component ofSite-Loyalty and an Overall Measure of Site­

Loyalty for Establishing Convergent Validity60. 

60 See Appendix 4 for description of items 



Table 28 

Correlations hetween Second-Order Constructs and Overall Measures 

Overall Site­
Loyalty 
(3 items, a =.876) 

9.3.2 - Discriminant Validity 

.84 

.89 .71 

Discriminant validity is "the extent to which the measure is indeed novel and not 

simply a reflection of sorne other variable" (Churchill 1979, p. 70). The aim of 

discriminant validity is to determine whether latent factors in a model are separate 

and distinct constructs (Venkatraman, 1989; Sethi & King, 1994). Typically, high 

correlations between any two dimensions suggest a lack of discriminant validity. 

If such a case arises, one of the dimensions is typically dropped or both 

dimensions may he combined. 

A first test of discriminant validity was conducted by forming a 95% confidence 

intervals with the standard error of the correlation hetween factors (Bagozzi & 

Phillips, 1982; Anderson & Gerbing, 1988; Joreskog & Sorbom, 1993; Harki & 

Hartwick, 2001). From the LISREL output, this was accomplished using the first­

order factor correlationslPHIs (i.e., ~xy) and by exarnining whether the 95% 

confidence interval around this value (Le., ~xy ± 1.96 * S.E.) contained the value 



of ±I. The correlations between pairs of factors for Site-Communality, Attitudinal 

Component of Site-Loyalty, and Behavioural Component of Site-Loyalty are 

presented in Tables 29, 30, and 31 respectively. 
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Table 29 

Correlations between Site-Communality Dimensions and their 95% Confidence Intervals 

1 0.43 ... 0.661 0.58 '" 0.7310.33 ... 0.56 10.44 ... 0.64 

.64 
(0.04) 10.69 ... 0.8010.56 ... 0.7110.66 ... 0.81 
14.56 

1." 

.55 .54 
(0.06) (0.05) 1 10.55 '" 0.7010.25 ... 0.4810.39 ... 0.58 
9.65 10.56 

.66 .75 .63 
(0.04) (0.03) (0.04) 1 1 0.46 ... 0.65 1 0.73 ... 0.84 
16.32 22.76 14.97 

Self 
.45 .64 .37 .56 

DiscIosure 
(0.06) (0.04) (0.06) (0.05) 1 10.56 ... 0.71 
8.15 15.35 6.56 10.76 

.54 .74 .49 .79 .64 
Authenticity (0.05) (0.04) (0.05) (0.03) (0.04) 

Il.31 20.88 9.22 25.15 14.80 



Table 30 

Correlations between the Dimensions for the Attitudinal Component of Site­
Loyalty and their 95% Confidence Intervals 

Table 31 

.77 
(0.03) 
23.64 

0.71 ... 0.82 

Correlations between the Dimensions for the Behavioural Component of Site­
Loyalty and their 95% Confidence Intervals 

. ;:. 
, .~, 

"' .... ..v..IAround 

Intention 
Intention Intention 

toUse to Resist to lnvest 
Switching More 

0.50 ... 
0.39 ... 0.62 0.50 ... 0.69 

0.69 

0.54 ... 0.69 0.69 ... 0.80 

.51 .62 
(0.06) (0.04) 0.60 ... 0.75 
8.81 14.05 

.60 .75 .68 
(0.05) (0.03) (0.04) 
12.56 22.41 16.99 



As shown in the tables above, none of the 95% confidence intervals around the 

factor correlations contained the values of + or - 1 which suggests good 

discriminant validity. 

The second test conducted to examine discriminant validity consisted of setting, 

one at a time, the PHIs (i.e., correlations between the first-order factors) equal to 

one (l) and testing for any significant improvement in the chi-square value using 

chi-square comparison tests (i.e., /),:i). For each 'constrained' model, the PHI 

matrix in the LISREL output was examined to ensure that the intended 

correlationIPHI (rather than the covariance) was set to unity during the LISREL 

execution of the syntax. 

The results ofthis analysis showed that the 11r: (Constrained Model minus 

Unconstrained Model) was always significant (p > .00) suggesting a degradation 

of model fit when correlations were constrained to 'l'. Overall, aIl chi-square 

comparison tests showed that the 'unconstrained' models were significantly better 

than any of the models where PHIs had individually been constrained to l, 

regardless ofwhether ML(X?) or SB(X2
) were used for the chi-square comparison 

tests. This provided strong evidence that the factors in each of the three first-order 

CF A models presented in previous sections were indeed statistically different 

from one another. 

9.4 - Null Model Comparison 

SEM authors have strongly encouraged that aIl SEM-based research should 

include demonstrations of superior fit of preferred models over plausible 

equivalent models (Anderson & Gerbing, 1988; MacCaUum, Roznowski, & 

Necowitz, 1992). As such, the three second-order models were compared to their 

corresponding 'null-models'. The null-model assumes that the first-order factors 

can he bypassed, replaced by a single overarching factor accounting for aU of the 
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common variance among the items. The null-model for Site-Communality is 

presented in Figure 2061
• 

61 See Appendix 4 for description of items 
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As expected, chi-square comparison tests revealed that aH three nuH-models had 

very poor fit to the data. In aH cases, the first- and second-order models (for Site­

Communality, Attitudinal Component ofSite-Loyalty, and Behavioural 

Component ofSite-Loyalty) provided substantial improvements. 

9.5 - Summary 

In this chapter, we addressed reliability and validity issues for our measurement 

models of Site-Communality and the attitudinal and behavioural components of 

Site-Loyalty. Our analysis showed that the reliabilities for our measures were 

above NunnaHy's (1967) recommended minimum acceptable level of 0.7 

suggesting excellent reliability. We also addressed construct validity. We did this 

by demonstrating both convergent and discriminant validity (Anderson & Gerbing, 

1988) of our measures. In the next chapter, nomological validity issues are 

addressed. 



Chapter 10 - Nomological Validity of Site-Communality and Site-Loyalty 

10.1 - Overview 

In the previous chapter, we conducted Confinnatory Factor Analysis on our 

measures of Site-Communality and Site-Loyalty. Confinnatory Factor Analysis 

allowed us to further purify and refine our measures of Site-Communality and 

Site-Loyalty by eliminating items with low factor loadings or high cross-loadings. 

Moreover, construct validity was established. In this chapter, we address 

nomological validity. 

The assessment of nomological validity "entails investigating both the theoretical 

relationship between different constructs and the empirical relationship between 

measures of those different constructs" (Peter 1981, p. 135). In other words, 

nomological validity means examining the often complex Web of causal 

relationships between constructs and evaluate whether the constructs behave in 

the way envisioned by the researcher (i.e., significant paths, positive versus 

negative paths). Nomological validity culminates in hypothesis testing. 

10.2 - Establishing Nomological Validity - Testing Models 1 and 2 

Models 1 and 2 in chapter 5 show the models we used to assess nomological 

validity for Site-Communality and Site-Loyalty. The first represents how Site­

Communality fits into a Web ofconstructs made up of Trust, Positive and 

Negative Affect and Overall Web site Satisfaction. The second shows how the 

attitudinal and behavioural components ofSite-Loyalty relate into the Web of 

constructs made up of Trust, and Overall Web site Satisfaction. 

10.2.1- Testing Model2 -Site-Communality 

Model2 was presented in Figure 5. To test this model, a measure ofOverall Web 

site Satisfaction was created by examining several studies and papers on 

satisfaction (e.g., Brandt, 1988; Martin, 1996; Schneider & Bowen, 1999; Wirtz, 
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2001). Our measure contained the following four items: (1) Overall, 1 am 

____ with this Web site (with the answer ranging from very pleased to very 

displeased on a 7 point Likert scale), (2) overall, this Web site was ___ _ 

(with the answer ranging from better than expected to worse then expected on a 7 

point Likert scale), (3) overall, 1 am with this Web site (with the answer 

ranging from very delightedto very disappointed on a 7 point Likert scale), (4) 

overall, 1 am ____ with this Web site (with the answer ranging from very 

satisfied to very dissatisfied on a 7 point Likert scale). AlI of these items were 

retained in exploratory factor analysis. Using the data from questionnaire 3, the 

Cronbach coefficient alpha was .898. The trust measure was adapted from 

McKnight, Choudhury, and Kacmar (2002). As mentioned previously, this 

research has identified e-trust as being multi-dimensional concept, made up of 

three (3) dimensions (i.e., integrity, competence, and benevolence). The Cronbach 

coefficient alpha for integrity (3 items), competence (4 items) and benevolence (3 

items) were high at .905, .934, and .938 respectively. 

Finally, positive and negative affect were measured using P ANAS62 (i.e., the 

fositive Affect Negative Affect ,S.cale - see Watson, Clark, & Tellegen, 1988). 

The PANAS consists of 20 words describing emotions: 10 positive and 10 

negative. After exposure to the Web site, participants were asked to rate each 

word using a five-point rating scale ranging from 'very slightly' or 'not at all' to 

'extremely' . 

62 The questionnaire incIuded the Positive and Negative Affect Schedule (PANAS; 
Watson, Clark, & Tellegen, 1988). This measure contains 20 items designed to tap 
positive and negative affect. Participants were required to read each item and mark the 
extent to which they experienced that affective state right after having visited the Web 
site on a 5-point Likert-type scale ranging from 1 (extremely) to 5 (not at ail). Positive 
affect items incIuded interested, excited, strong, enthusiastic, proud, alert, inspired, 
determined, attentive, and active. Negative affect items incIuded feeling distressed, upset, 
guilty, scared, hostile, irritable, ashamed, nervous,jittery, and afraid. The PANAS scales 
have been demonstrated by previous studies to have internai consistency reliabilities 
ranging from .84 to .99 for the Positive Affect scale and from .74 to .97 for the Negative 
Affect scale and adequate levels ofvalidity (see Hershberger, Corneal, & Molenaar, 1994; 
Watson et al., 1988). 
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Given the large size of the models heing tested, it was important, at this point, to 

assess whether the sample size was large enough. Unfortunately, there is currently 

no single criterion pertaining to establishing adequate sample size in factor 

analysis/SEM. Many perspectives exist including: 

1. STV ratio. The subjects-to-variables ratio should be no lower than 5 

(Bryant & Yarnold, 1995; Hatcher, 1994). 

2. Rule of 200. There should he at least 200 cases, regardless of STV 

(Gorsuch, 1983; Hoelter, 1983; Guadagnoli & Velicer, 1988; Kelloway, 

1998). 

3. The between 5:1 and 10:1 Rule. There should be a ratio of5 to 10 

cases for each estimated parameter in the model (Bentler & Chou, 1987; 

Floyd & Widaman, 1995). 

It is worth noting that, although disagreement continues, the opinions of several 

methodologists seem to be converging. Recent research shows that, for an 

accurate confirmatory factor analysis solution, the minimum sample size 

requirement is 200 (Hoelter, 1983; Kline, 1998; Loehlin, 1998; Schumacker & 

Lomax, 1996)63. 

Based on the STV ratio, we estimated that the number of cases necessary to assess 

the 'nomological mode}' was much greater than our sample size of 30564
• We 

decided to construct composites for PANAS. Creating composites consists of 

merging the existing items in the measurement model as a means of reducing 

sample size requirements in large structural equation models (see, Bagozzi & 

Edwards, 1998; Landis, BeaI, & Tesluk, 2000). By reducing the number of items 

in the measurement model, composites also reduce the number of estimated 

63 Small sample sizes (n<200) in structural equation modeling (SEM) a Iikely to create 
two persistent estimation problems: (a) nonconvergence and (b) improper solutions 
(Boomsma & Hoogland, 2001). 

64 A large number of items (variables) in a model can lead to having an excessive number 
of estimated parameters. This reduces statistical power which makes it more difficult to 
detect existing relationships and weakens apparent model fit. 
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parameters in the model which enables to produce much more stable estimates for 

the structural model. Partial aggregation involves summing or averaging items 

into subsets. Each subset is then treated as an indicator of the latent construct. 

Total aggregation describes combining ail of the original items of a scale into a 

single indicator of the latent construct (Bagozzi & Edwards, 1998). 

The main advantages of partial aggregation compared to a 'total disaggregation' 

(i.e., atomistic approach) are: (1) it reduces the number of parameters to be 

estimated leading to a smaller required sample size and (2) it helps decrease 

measurement errors in indicators leading to better fitting models (Bagozzi & 

Edwards, 1998; Bagozzi & Heatherton, 1994). 

To create our composites, the 20 items of the PANAS scale were first split 

according to whether they tapped into positive or negative affect (see Table 32). 

Next, we used the RAND method (i.e., items were assigned randomly) to create 

the composites (Landis, Beal, & Tesluk, 2000). This method consists of 

completely randomizing the assignment of items across the number of composites 

which we desire to create. 
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Table 32 

Original PANAS Scale 

Ilzi;h$i:nF' Pdsitive Affècf!: ' ~;:~?;~, ;:ty~f'\r,_~tiy'~:~ff~t:~;}~làf!;~ 
Pa 1 Interested Na 2 Distressed 
Pa 3 Excited Na 4 Upset 
Pa 5 Strong Na 6 Guilty 
Pa 9 Enthusiastic Na 7 Hostile 
Pa 10 Proud Na 8 Scared 
Pa 12 Alert Na 11 Irritable 
Pa 14 Inspired Na 13 Ashamed 
Pa 16 Detennined Na 15 Nervous 
Pa 18 Attentive Na 17 Jittery 
Pa 19 Active Na 20 Afraid 

Three (3) composites were created for Positive Affect by averaging items 'Pa_l, 

Pa_lO, and Pa_16', items 'Pa_3, Pa_5, and Pa_14' and items 'Pa_9, Pa_l2, 

Pa_18, Pa_19' respectively. Similarly, Negative Affect items were also combined 

randomly and averaged such that items 'Na_2, Na_8, and Na_20' created the tirst, 

items 'Na_ 4, Na_15, and Na_l7' created the second, and 'Na_6, Na_7, Na_Il, 

and Na_13 , fonned the third composite respectively. Cronbach alphas for the 

composite measure of Positive Affect was .922 and .887 for Negative Affect. 

Both were above the. 70 level advocated by Nunnally (1977). 

This model (see Figure 21) had 100 free parameters. According to Bender and 

Chou's (1987) suggestion for adequate sample size, such a model would likely 

require a minimum sample size of at least 500. Nevertheless, our sample size did 

meet two of the three criteria of adequate sample size. First, it was above the 

minimum of200 advocated by Gorsuch (1983), Guadagnoli and Velicer (1988) 

and Kelloway (1998). Second, creation of composites also reduced the number of 

measured variables to 41 which, given our sample size of305, resulted in a 

subject-to-variable ratio of about 7 to 1 which was above the minimum of 5 to 1 

ratio advocated by STV (Bryant & Yamold, 1995; Hatcher, 1994). 
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YIII .46*** 

YI21 -.24*** 

YI3 1 .06(ns) 

*sig<.05; **sig<.Ol; ***sig<.OOl; ns = non significant 

Figure 21. The Standardized Paths between Site-Communality, Trust, Positive and Negative Affect and Overall Web Site Satisfaction 
(Results for Model 2)65 

65 Indicators are not shown in the model for the sake of parsimony. To run this model under LIS REL, Site-Communality was specified as a ~. Ali 
other latent variables were specified as 11s. As such, ail indicator variables are modeled as YjS and their error terms as EjS. 



Although the ML(X2
) and SB(X2

) suggested a poor fit, other fit indices showed 

that the model fit the data well (see Table 33). Additional details ofthe model are 

presented in Table 34 below. This inc1udes the standardized loadings, standard 

errors. 

All paths were significant except for the paths between Trust and Positive Affect, 

between Trust and Negative Affect and between Negative Affect and Overall 

Web site Satisfaction. The results for the hypotheses from Model 2 (Figure 21) 

are presented below in Table 35. The positive and significant paths between Site­

Communality and Trust (Y71 = .54, p<.OOI), Site-Communality and Positive Affect 

Ohl = .46, p<.OOI) and negative and significant path between Site-Communality 

and Negative Affect (1312 1 = -.24, p<.OOI) shows support for hypotheses Hl, H2 

and H3. Moreover, the non-significant path between Site-Communality and 

Overall Web site Satisfaction (y 13 1) shows support for hypotheses H9. The results 

show that the impact of Site-Communality on Overall Web site Satisfaction 

appears to be completely mediated via Trust and Positive Affect and but, 

interestingly, not via Negative Affect. 



Table 33 

Fit indices for Model 2 

Fit Iriâéx ••• · : •... iI{ecommendedValue • Model.Charactenstic .... 

ML(X:l) p> .05 1101.61 (df=762, p=O.OOOO) 
SB(X:l) p>.05 1015.96 (df=762, p=0.0000) 
NFI >.90 .97 
CFI >.90 .99 
IFI >.90 .99 
SB(RMSEA) <=.06 0.033 
AGFI >=.90 0.83 

(beVween.80to.89 
indicates reasonable 
fit) 

ML(X')/ df <3 1.44 
SRMR <.08 0.057 

To test for the presence of mediation (i.e., Trust and Affect as intervening 

variables between Site-Communality and Overall Web site Satisfaction), we 

followed the steps outlined in Baron and Kenny (1986) and Judd and Kenny 

(1981). This consists of checking the following four conditions: 

1. Showing that the independent variable has an effect on dependent variable 

when the mediating variables are not included in the model. 

2. Verifying that independent variable impacts on the mediators. This means 

treating the mediator variables as outcome variables. 

3. Demonstrating that the mediators impact the dependent variable. 

4. (Only required for complete mediation) Showing that the independent 

variable has no effect on the dependent variable when the mediator has 

been added to the model. In other words, it consists of verifying that the 

path heVween the independent variable and the dependent variable is non­

significant when the mediators are included in the model. 

It must he noted that Condition 4 was already empirically established in Model 2 

(see Figure 21 showing a non-significant path between Site-Communality and 

Overall Web site Satisfaction). As such, evidencing the presence of 'full 

mediation' boiled down to establishing that conditions 1,2, and 3 were true. 
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To test condition 1, we ran a reduced version of Model2 under LISREL. It 

consisted of simply Site-Communality (modeled as ÇI) and Overall Web site 

Satisfaction (modeled as Th). Running this model under LISREL with Satorra­

Bentler scaling (i.e., correcting for non-normality) produced a significant 

standardized path of YII = .54 (p<.OO 1) between Site-Communality and Overall 

Web site Satisfaction" (supporting condition 1). 

66 The fit for this model was acceptable. Although the SB(,X2) = 405.04 (df=268) was 
significant (p-value=O.OOOOO), other fit indices were indicative of acceptable to good fit 
(i.e., SB(RMSEA) = 0.041, NFI = 0.98, CFI = 0.99, IFI = 0.99, SRMR = 0.047, AGFI = 
0.87). 
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Table 34 

Standardized Loadings and Error of Estimates for Measurement Model67
• 

1) .... i~~~m> .i/ 
::"': '.' . :". :~:: : : :.:"" ;çrôÎlbach . Standardized Standard Error 

j;I~~~ja Il\,:i;,' '.' '.' . '::':';:;' ,[toading(Ây) ,., of Estimate(&j) / 
/':::" ." ...• .. :i' ',,:. . <:,:.,.,::::::. 

GoodCbeer 
GCI .87 .25 
GC2 .84 .22 

.916 
GC3 .88 .22 
GC4 .87 .24 
Role Spanning 
RSI .76 .43 
RS3 .82 .32 

.883 
RS4 .82 .33 
RS5 .88 .23 
Approachability 
API .95 .10 
AP3 .88 .22 .921 
AP4 .86 .27 
Caring 
CI .84 .30 
C2 .88 .22 

.914 
C3 .86 .25 
C4 .86 .26 
Self-Disclosure 
SDI .92 .15 

.922 
SD2 .85 .28 
SD4 .92 .15 
Authenticity 
AUI .96 .08 

.945 
AU2 .90 .19 
AU3 .92 .15 
Positive Affect 
Average of Pa_l, Pa_lO, 

.92 .15 
and Pa 16 
Average ofPa_3, Pa_5, and 

.90 .20 .922 
Pa 14 
Average ofPa_9, Pa_12, 

.87 .24 
Pa 18, Pa 19 
Negative Affect 
Average ofNa_2, Na_8, and 

.79 .37 .887 
Na 20 

T .94 .Il 

67 See Appendix 4 for description of items. 
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and Na 17 
Average ofNa_6, Na_7, 

.84 .29 
Na 11, and Na 13 
Integrity 
Integl .85 .27 
Integ2 .91 .18 .905 
Integ3 .86 .26 
Competence 
Compl .91 .18 
Comp2 .88 .22 

.934 
Comp3 .89 .21 
Comp4 .86 .26 
Benevolence 
Benel .93 .14 

.938 
Bene2 .89 .20 
Bene3 .92 .15 
Overall Web Site Satisfaction 
Satl .91 .18 
Sat2 .87 .25 .898 
Sat3 .94 .12 
Sat4 .94 .Il 

Next, we attempted to demonstrate condition 2. Using LISREL, Site­

Communality (modeled as a Ç,I) and Trust and Positive Affect (modeled as 111 and 

112). Running this model produced significant standardized paths as weil 

(Yll = .53 and Y2) = .51)68. This met condition 2. Finally, the last condition that 

needed to be met to demonstrate mediation was condition 3. Under LISREL, 

Trust and Positive Affect were modeled as ç,) and Ç,2, respectively whereas Overall 

Web site Satisfaction was modeled as 111 69. The standardized paths produced 

between Trust and Overall Web site Satisfaction was Yll = .82 (p<.OOI) and 

between Positive Affect and Overall Web site Satisfaction was YI2 = .12 (p<.001). 

This met condition 3. Together, meeting the four (4) conditions stipulated by 

68 Fit indices for this model showed that its fit was acceptable: SB(K') = 755.80, df=516, 
p-value=O.OOOOO, SB(RMSEA) = 0.039, NFI = 0.97, CFI = 0.99, IFI = 0.99, SRMR = 
0.052, AGFI = 0.84. 

69 This model showed a worse fit than the previous two models. Fit indices suggests that 
this model could be best classified as having poor / acceptable fit: SB(X2

) =352.95, 
df=114, p-value=O.OOOOO, RMSEA=0.083, NFI = 0.98, CFI = 0.99, IFI = 0.99, SRMR = 
0.034, AGFI = 0.90. 
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Baron and Kenny (1986) showed that the impact ofSite-Communality on Overall 

Web site Satisfaction was completely mediated by Trust and Positive Affect. 

Overall, our Site-Communality measure behaved as expected relative to other 

measures important in B2C e-commerce providing good evidence of the 

nomological validity of our measure of Site-Communality. Although not directly 

related to Site-Communality itself, it is nevertheless interesting to note that, 

contrary to our hypotheses, no significant relationships were found between Trust 

and both Positive and Negative Affect and between Negative Affect and Overall 

Web site Satisfaction. As such, hypotheses H4, H5, and H8 are not supported. 

We have no explanation for these results and suggest that further research is 

needed to explore the relationship between Affect and Trust in e-commerce 

contexts. 
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Table 35 

Results for Hypotheses of Model 2 

<' 
, ;1I~t~~~'·":· ):: 1\:,::, Result , .... ,: c» ',' ". " 

Hl: There is a positive relationship between Site-Communality Supported 
and Trust. 
H2: There is a positive relationship between Site-Communality Supported 
and Positive Affect. 
H3: There is a negative relationship between Site-Communality Supported 
and Negative Affect. 
H4: There is a positive relationship between Trust and Positive Not Supported 
Affect. 
H5: There is a negative relationship between Trust and Negative Not Supported 
Affect. 
H6: There is a positive relationship between Trust and Overall Supported 
Web Site Satisfaction. 
H7: There is a positive relationship between Positive Affect and Supported 
Overall Web Site Satisfaction. 
H8: There is a negative relationship between Negative Affect and Not Supported 
Overall Web Site Satisfaction. 
H9: The relationship between Site-Communality and Overall Supported 
Web Site Satisfaction will be non-significant. 

10.2.2 - Testing Model3 -Site-Loyalty 

A second model was tested to assess the nomological validity for our Site-Loyalty 

measure which entailed investigating the paths between Overall Web site 

Satisfaction, Trust, the Attitudinal Component of Site-Loyalty and the 

Behavioural Component of Site-Loyalty (Model 3, see Figure 22). Indicators are 

not shown in the model for the sake of parsimony. Details regarding the 

standardized Ioadings and errors of estimates are provided in Table 37. To run this 

model under LISREL, Trust was specified as a ç. AH other latent variables were 

specified as TJs. As such, aH indicator variables are modeled as YjS and their error 

terms as EjS. Fit indices for this model are presented in Table 36. Although the 

SB(X2
) was non-significant suggesting a poor fit of the data to the theorized 

model, other fit indices suggest that contrary. AlI except AGFI were above the 

minimum recommended values for good fit. Nevertheless, AGFI was within 

the .80 - .89 range suggesting reasonable fit. 
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*sig<.05; **sig<.Ol; ***sig<.OOl; ns = non significant 

~ 
\V 

.32·" 

Figure 22. Results for Model3 - Structural Model Used to Assess Nomological Validity ofSite-Loyalty 



Table 36 

Fit indices for Model 3 

F'itÏIÎilèx. 
, 

"RècomrJièndèd?Value MOdel' CharactériStiê: P)\" , " ML(~:') p> .05 855.89 (df=512, p=O.OOOO) 
SB(X;t) p> .05 731.13 (df=512, p=O.OOOO) 
NFI >.90 .98 
CFI >.90 .99 
IFI >.90 .99 
SB(RMSEA) <=.06 0.038 
AGFI >=.90 0.83 

(between .80 to .89 indicates 
reasonable fit) 

ML(,t.l) 1 df <3 1.67 
SRMR <.08 0.056 

Overall, the resulting standardized paths are mostly as expected showing 

nomological validity for Site-Loyalty. Specifically, the paths between Trust and 

Overall Web site Satisfaction and between Trust and Behavioural Site-Loyalty are 

significant and positive as expected (i.e., YIO 1 = .86, P < .001; YI21 = .32, P < .001, 

respectively). The standardized path between Trust and the Attitudinal 

Component of Site-Loyalty was YII 1 =.10 and non-significant. As such, our 

initial results suggest that Trust has no direct, positive and significant impact on 

the attitudinal component ofSite-Loyaity when Overall Web site Satisfaction is 

taken into account in the model. Our results did not rule out the possibility that 

Trust does impact on the attitudinai component of Site-Loyaity and that this 

relationship was being completely mediated via Overall Web site Satisfaction. 
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Table 37 

Standardized Loadings and Error of Estimates for Measurement Model7o• 

'têi...<Yi) .• L . Stalld~rdized ~:;!:;:(!;ror of ..•..•... rJ~r:~:~it .•.•... <Lo~di~g(Â.y) ..•. , ••..• >: ..... '. >" .• :~ 

.. Relative Attitude 
RAI .90 .19 
RA2 .90 .19 

.935 
RA4 .86 .25 
RA5 .88 .23 
Emotional Attachment 
EMOI .75 .44 
EM02 .84 .29 .854 
EM03 .85 .27 
Word of Mouth 
WOMI .93 .13 
WOM2Recoded .73 .46 

.924 
WOM3 .93 .13 
WOM4 88 .22 
Intention to Use 
USEI .95 .09 
USE2 .95 .10 .955 
USE3 .90 .18 
Resistance to Switch 
RES 1 .81 .34 

.853 
RES2 .84 .30 
RES3 .79 .38 
Intention to lovest More 
INVI .93 .13 
INV2 .89 .20 .898 
INV4 .77 .40 
Inteerity 
Integl .85 .27 
Integ2 .91 .18 .905 
Intep .86 .26 
Competence 
Compl .90 .18 
Comp2 .88 .23 

.934 
Comp3 .89 .21 
Comp4 .86 .23 
Benevolence 
Benel .93 .14 

.938 
Bene2 .89 .20 
Bene3 .92 .15 
OverallWeb Site Satisfaction 
Satl .91 .17 
Sat2 .86 .25 .898 

70 See Appendix 4 for description of items 
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To test for complete mediation, we again foIlowed the Baron and Kenny (1986) 

procedure. Condition 4 had already been established when we ran Model3 (see 

Figure 22 above). First, to verify condition l, we ran a LISREL model to assess 

whether a direct relationship existed between Trust (modelled as Ç1) and the 

Attitudinal Component ofSite-Loyalty (modelled as 1'11) without the presence of 

Overall Web site Satisfaction. The results ofthis model showed that Trust had a 

positive and significant impact on the Attitudinal Component of Site-Loyalty (Y11 

= .63, p<.OOI)71. As such, condition 1 was met. To test condition 2, we ran a 

model with Trust (modelled as Ç1) as the independent variable and Overall Web 

site Satisfaction (modelled as 1'11) as the outcome variable. This model produced a 

positive and significant path between Trust and Overall Web site Satisfaction (Y11 

= .86, p<.OOI)72. Finally, we ran a model to assess condition 3; the impact the 

Overall Web site Satisfaction (modelled as Ç1) on the Attitudinal Component of 

Site-Loyalty (modelled as 1'11). The standardized path between was Overall Web 

site Satisfaction and the Attitudinal Component of Site-Loyalty was significant 

and positive (Y11 = .66f3. Given that aIl four conditions held, complete mediation 

between Trust and the Attitudinal Component ofSite-Loyalty by OveraIl Web site 

Satisfaction was established. Table 38 shows which hypotheses were / were not 

supported. 

71 This model showed very good fit with SB(\.-'2) = 167.45, df= 1l3, p-value = 0.00067, 
RMSEA = 0.040, NFI = 0.98, CFI = 0.99, IFI = 0.99, SRMR = 0.036, AGFI = 0.90 

72 This model showed an overall good fit with SB(X2
) = 118.48, df= 73, p-value = 

0.00061, RMSEA = 0.045, NFI = 0.99, CFI = 0.99, IFI = 0.99, SRMR = 0.034, AGFI = 
0.90 

73 This model almost reached significance. Overall, fit indices indicated an excellent 
mode!: SB(X?) = 57.23, df= 41, P-value = 0.04742, RMSEA = 0.036, NFI = 0.99, CFI = 
1.00, IFI = 1.00, SRMR = 0.025, AGFI = 0.94. 
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Table 38 

Results for Hypotheses of Model 3 

}:':', '::\" ":," '" 'llypotileses "( ",."'" 
, 

, , .... ,,::::,., " ,ReS~lt" '......:.·i:.::.::·i. 
HIO: There is a positive relationship between Trust and Supported 
Overall Web site Satisfaction 

Not Supported 
HIl: There is a positive relationship between Trust and (Complete mediation via 
the Attitudinal Component of Site-Loyalty. Overall Web site 

Satisfaction) 
H12: There is a positive relationship between Trust and Supported 
the Behavioural Component of Site-Loyalty. 
H13: There is a positive relationship between Overall Supported 
Web site Satisfaction and the Attitudinal Component of 
Site-Loyalty. 
H14: There is a positive relationship between Overall Supported 
Web site Satisfaction and the Behavioural component of 
S ite-Loyalty. 

As mentioned previously, there exists no single criterion pertaining to establishing 

adequate sample size in factor analysis/SEM. Popular perspectives include: 

1. STV ratio. The subjects-to-variables ratio should be no lower than 5 

(Bryant & Yarnold, 1995; Hatcher, 1994). 

2. Rule of 200. There should be at least 200 cases, regardless of STV 

(Gorsuch, 1983; Hoelter, 1983; Guadagnoli & Velicer, 1988; Kelloway, 

1998). 

3. The between 5:1 and 10:1 Rule. There should be a ratio of 5 to 10 

cases for each estimated parameter in the model (Bentler & Chou, 1987; 

Floyd & Widaman, 1995). 

Our sample size for testing Model 3 did meet two of the three criteria of adequacy. 

This model had 83 free parameters. According to Bentler and Chou's (1987) 

suggestion for adequate sample size, such a model would likely require a 

minimum sample size of 405. Our sample of305 was below this. However, the 

model had 35 measured variables. Given our sample size of305, this resulted in a 

subject-to-variable ratio of about 8 to 1 which was nevertheless above the 

minimum of 5 to 1 ratio advocated by STV (Bryant & Yarnold, 1995; Hatcher, 
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1994). Moreover, our sample size of305 was above the minimum of200 

advocated by Gorsuch (1983), Guadagnoli and Velicer (1988) and Kelloway 

(1998). 

10.3 - Summary 

In this chapter, we addressed reliability issues and assessed construct and 

nomological validity of our measures of Site-Communality and Site-Loyalty. 

Convergent and discriminant validity (i.e., construct validity) were demonstrated. 

Moreover, two models were tested to demonstrate nomological validity. Overall, 

Site-Communalityand Site-Loyalty behaved much as expected when situated in a 

Web oftheoretically related constructs such as positive and negative affect, 

satisfaction, and trust. In the next chapter, we discuss how we used structural 

equation modelling to test our main model and hypothesis that Site-Communality 

has a significant and positive impact on the attitudinal and behavioural 

components ofSite-Loyalty. 
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Chapter Il - Main Model and Hypotheses 

11.1 - Overview 

In previous chapters, we conducted Confinnatory Factor Analysis for Site­

Communality and Site-Loyalty and established nomological validity ofthese 

measures. In this chapter, we report the results of using SEM to test our main 

model and its corresponding hypotheses (i.e., H16, Hl7 and HI8) that Site­

Communality has a direct positive impact on Site-Loyalty. We also test whether 

'Communal-Orientation in Traditional Commercial Environments' is a moderator 

of the relationship between Site-Communality and Site-Loyalty. Although a direct 

relationship between Site-Communality and Site-Loyalty is theorized, we expect 

that the effect of Site-Communality will be much stronger for consumers scoring 

higher on 'Communal-Orientation in Traditional Commercial Environments'. If 

supported, it would suggest that customer preferences in traditional commercial 

environments should he reflected in the design of online environments as weIl. 

11.2 - Testing Model4 - The Impact of Site-Communality on Site-Loyalty 

LISREL 8.54 was used to test our main hypothesis that Site-Communality 

positively impacts Site-Loyalty (Model4, see Figure 7). LISREL's path diagram 

showing the standardized solution is presented in Figure 2374 helow. The model's 

SB(X2
) is 1212.07 (P = 0.0000) suggesting a poor fit of the data to the theoretical 

model and the AGFI = 0.80 suggests a reasonable fit (Hartwick & Barki, 1994). 

However, other fit indices such as SB(X2)/df= 1.58, SB(RMSEA) = 0.044, NF! 

= .98, CFI = .99, IFI = .99, SRMR = .065 show that the model fits the data weIl. 

74 See Appendix 4 for description of items 
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Table 39 

Results for Hypotheses of Model4 

H17: There is a positive relationship exists between Site­
Communality and the Behavioural Component of Site­
Lo al . 
HI8 (and HI5): There is a positive relationship between the 
Attitudinal and Behavioural Corn nents of Site-Lo al . 

Result 

Supported 

Supported 

Supported 

Overall, the model indicates strong support for hypotheses H16, H17, and H18 

(see Table 39). Site-Communality positively impacts on Site-Loyalty and there is 

a positive relationship between the Attitudinal Component of Site-Loyalty (i.e., 

AttLoy) and the Behavioural Component of Site-Loyalty (i.e., BehLoy). The path 

between Site-Communality and Attitudinal Component of Site-Loyalty (i.e., 

AttLoy) is high, positive and significant (i.e., 0.76, p < .001). Similarly, the path 

between Site-Communality (i.e., SiteComm) and Behavioural Component of Site­

Loyalty (i.e., BehLoy) is positive and significant as well (i.e., 0.15, p < .01) but 

not as strong as that between Site-Communality and Attitudinal Component of 

Site-Loyalty. In addition, the high, positive and highly significant path between 

Attitudinal Component ofSite-Loyalty and Behavioural Component of Site­

Loyalty (0.85, p < .001) cIearly suggests that the attitudinal component of Site­

Loyalty strongly mediates the relationship between Site-Communality and the 

behavioural component ofSite-Loyalty but not completely. 
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Figure 23. SEM Model Showing the Impact of Site-Communality on the Attitudinal and Behavioural Components of Site-Loyalty 



11.3 - Moderating Effect of Communal-Orientation in Traditional 
Commercial Environments 

In Social Psychology, Communal-Orientation refers to a person's preference or 

propensity for establishing communal-relationships with particular others (i.e., 

Clark, Ouellette, Powell, & Milberg, 1987). Parallels have appeared in marketing 

research. There is empirical evidence showing that consumers vary in the degree 

to which they enjoy and even seek out communal-relationships in traditional (i.e., 

off-line) commercial settings (e.g., McAdams, 1988; Reynolds & Beatty, 1999; 

Beatty et al., 1996; Price & Arnould, 1999; Bames, 1997). This preference state is 

believed to be stable over time (see M.S. Clark's email in Appendix 6). 

Previously, we argued that this preference may also extend to online 

environments as weIl. This suggests that the positive impact of Site-Communality 

on Site-Loyalty may be moderated by the customer's 'Communal-Orientation in 

Traditional Commercial Environments'. If supported, one would expect that 

customers scoring higher in communal-orientation may be more positively 

affected by Web sites high in Site-Communality resulting in stronger Site-Loyalty. 

Stated differently, the interaction between 'Communal-Orientation in Traditional 

Commercial Environments' and Site-Communality' may affect Site-Loyalty. 

One can examine a statistical interaction between two or more independent 

variables using ANOV A or MANOV A. However, these statistical analysis 

methods require that the independent variables be categorical in nature (e.g., 

gender, ethnicity, etc.) To test continuous moderating variables using these 

techniques requires researchers to convert them categorical variables by enacting 

a median split resulting in a dichotomous variable. However, there are limitations 

associated with this practice (see Aiken and West, 1991). Instead, a growing 

number of researchers are beginning to employ SEM to test moderation effect of 

continuous variables (for a review ofthese techniques see Cortina, Chen, & 

Dunlap, 2001). We chose to employ the method developed by Ping (1995). 

According to Cortina et al. (2001), this method is relatively easy to implement and 



yields solutions comparable in quality to other, more complex methods (e.g., 

Kenny & Judd, 1984). 

The Ping (1995) method is a two-step approach. It requires that the researcher use 

SEM to estimate two models. The first model (called the 'additive model') can be 

thought of as a 'main etIects' model. The interaction term is omitted from the 

analysis. Values obtained from the additive model are then used to fix certain 

parameters in the 'multiplicative mode!'. This second model is similar to the 

additive model but includes the interaction term. 

The interaction etIect between Site-Communality and 'Communal-Orientation in 

Traditional Commercial Environments' on Site-Loyalty is presented in Figure 24. 

This model is referred to as the multiplicative model from now on. 
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Interaction Item 
(X1+X2)(Z1+Z2) 

Y: Average of 
Overall Site-Loyalty 
items 

Figure 24. Multiplicative Model Showing Interaction Effects Between Site­

Communalityand Communal-Orientation in Traditional Commercial Settings on 

Site-Loyalty 

In this model, Ove raIl Site-Communality, 'Communal-Orientation in Traditional 

Commercial Environments' and the interaction term are modeled as çs (KSIs). 

The dependent variable, Overall Site-Loyalty, is measured using one indicator (Y). 

Basing ourselves on the work by Ping (1995), the following steps were taken to 

test for interaction: 

1) Averaging was used to compute composites (a.k.a., parcels) for Overall­

Site Communality, the remaining items of 'Communal-Orientation in 

Traditional Commercial Settings' and Overall Site-Quality. Specifically, 

we created two (2) composite indicators (i.e., Xl and X2) for Overall Site­

Communality (Çl) and two (2) composite indicators (i.e., Zl and Z2) for 

'Communal-Orientation in Traditional Commercial Environments' (Ç2) 

using the RAND (i.e., random) parceling method discussed in Landis, 
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Beai, and Tesluk (2000). For the single indicator ofOverall Site-Loyalty 

(Y), we simply averaged its three (3) items together. Overall, the 

following composite items were created: 

Y = Average ofall Overall Site-Loyalty Items 
Xl = (SiteComml+SiteComm4)/2 
X2 = (SiteComm2+SiteComm3)12 
Zl = (ComOri1+ComOri2)/2 
Z2 = (ComOri3) 

Using these composite indicators, the Cronbach alpha coefficients for the 

composite measures ofOverall Site-Communality (i.e., items Xl and X2) 

and 'Communal-Orientation in Traditional Commercial Environments' 

(i.e., items Zl and Z2) were recomputed. The values were .947 and .730, 

respectively. Both were above the acceptable 0.7 threshold (Nunnally, 

1967). 

Next, following Ping (1995), centering was performed in SPSS on all the 

composite indicators created in step 1. Mean centering produces indicators 

with means of zero. Centering is done by subtracting the mean of an 

indicator from each case value ofthat indicator. After centering, while still 

in SPSS, we computed (Xl +X2)*(Zl +Z2) which would serve as the 

indicator of the interaction term (S3). Finally, the following covariance 

matrix was generated: 

>(X1+X2)* 
y Xl X2 ';,(1:1+Z2)" 

y 1.650 
Xl 1.337 2.626 
X2 1.284 2.309 2.508 
Zl .171 .398 .306 1.716 
Z2 .137 .552 .438 1.232 2.567 

(~r+X2)·(Zl + -2.163 -1.370 -1.488 .374 .421 69.065 Z2) 

2) The loading (Â.x:z) and the error (9EX:Z) for the indicator of the interaction 

term were calculated using the following equations: 
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(e.q. 2) eEX:Z = (Â-xl + Â-x2i * v AR(X) * (eEzl + e Ez2) + (Â-zl + Â-z2i * 
v AR(Z) * (eExl + e Ex2) + (et:zl + eEz2) * (eExl + eEx2). 

The values on the right si de of these equations were obtained by running 

an 'additive model' and examining its output. The LISREL syntax is given 

below. 

TI Additive Model 
DA NI=5 NO=300 MA=CM 
LA 
YXI X2Z1 Z2 
CMSY 
1.650 
1.337 2.626 
1.284 2.309 2.508 
.171 .398 .306 1.716 
.137 .552 .438 1.232 2.567 
MO NX=5 NK=2 TD=SY PH=SY LX=SY 
FR LX(I,I) LX(l,2) LX(2,1) LX(3,1) LX(4,2) LX(5,2) 
PD 
OU IT=lOO AD=OFF RS 

The additive model is identical to the multiplicative model shown in 

Figure 23 except that the interaction term (S3) is omitted from the analysis. 

The ML(X2
) of the additive model achieved significance (=3.62, df=3, p­

value=0.30544, RMSEA=0.026) showing excellent fit of the data to 

theoretical model. From the additive model (unstandardized solution) and 

equations 1 and 2, the following values were then obtained: 

Â-xl = 1.56 
Â-x2 = 1.48 
Â-zl = 0.89 
Â-z2 = 1.38 
eul =.19 
eEx2 = .32 
et:zI=.92 
e Ez2 = .65 
VAR(X) = 1 
VAR(Z)= 1 

The values for Â-x:zand e EX:Z were 6.9008 and 17.93799, respectively. 
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3) In order to employ the Ping (1995) method, unidimensionality needed to 

be assessed for the indicators of Çl and Ç2 in the additive model. As such, 

we verified that each indicator loaded on its factor and not on the other 

(i.e., no cross-loadings were present)75. 

4) In the multiplicative model, the values obtained in Step 3 were used to 

'fix' the relevant paths of the interaction term in the multiplicative model. 

In addition, the correlation between Ksi 1 and Ksi 3 (CP31) and between Ksi 

2 and Ksi 3 (CP32) were both fixed to zero (0). The LISREL syntax for the 

multiplicative model was as follows: 

TI Multiplicative Model 
DA NI=6 NO=305 MA=CM 
LA 
y Xl X2 Zl Z2 'X1Z1' 
CMSY 
1.650 
1.337 2.626 
1.284 2.309 2.508 
.170 .394 .294 1.670 
.134 .541 .425 1.166 2.606 
-2.054 -1.247 -1.348 .452 .496 67.722 
MO NX=6 NK=3 TD=SY PH=SY LX=SY 
FR LX(I,I) LX(1,2) LX(1,3) LX(2,1) LX(3,1) LX(4,2) 
LX(5,2) LX(6,3) 
FI PH(3, 1) PH(3,2) 
VA 0 PH(3,1) PH(3,2) 
FI LX(6,3) 
VA 6.9008 LX(6,3) 
FI TD(6,6) 
VA 19.93799 TD(6,6) 
PD 
OU IT=100 AD=OFF SS RS 

The multiplicative model had a significant ML(X2
) = 8.76 (df= 7) with a p-value 

= 0.26997 (RMSEA = 0.029) suggesting an excellent fit. The standardized 

estimated values for the multiplicative model are shown in Figure 25 below. 

75 See Gerbing and Anderson (1988) for a further discussion of unidimensionality in 
SEM. 
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.97*** 

Interaction Item: 
(X1+X2)(Z1+Z2) 

Y: Average of 
Overall Site-Loyalty 
items 

*sig<.05; **sig<.Ol; ***sig<.OOl; ns = non significant 

Figure 25. Results of the Multiplicative Model- Standardized Solution. 

Given that the data was centered prior to analysis, the standardized coefficient 

of .68 (y Il) means that one (1) standard deviation increase in the independent 

variable (SI) leads to an increase of .68 in the dependent variable Overall Site­

Communality (Y). Surprisingly and contrary to our hypothesis, the path between 

the interaction term (S3) and the dependent variable (Y) is negative and significant. 

As such, although moderation is present, it appears that it is working in the 

opposite direction that we initially hypothesized. 

As such, although there is a direct positive relationship between Overall Site­

Communalityand Overall Site-Loyalty, it appears that Site-Communality has a 

weaker impact on Site-Loyalty for those consumers who describe themselves as 

high in 'Communal-Orientation in Traditional Commercial Environments'. This 

result is non-intuitive. It is possible, however, that for consumers higher in 

'Communal-Orientation in Traditional Commercial Environments', being exposed 
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to a Web site high in Site-Communality may actually remind them ofwhat they 

may be losing out on when doing business via Web sites relative to more 

traditional service settings where communality may experienced tirst hand. Better 

understanding of this moderating effect is beyond the scope of this thesis but is 

worthy of further study. 

11.4 - Summary 

In this chapter, we addressed our main model and hypotheses. We tind strong 

empirical support for a positive linkage between Site-Communality and the 

attitudes and behavioural intentions typically associated with Site-Loyalty. 

However, contrary to our prediction, the relationship between Site-Communality 

and Site-Loyalty was not greater for respondents high in 'Communal-Orientation 

in Traditional Commercial Environments'. A summary ofresults, discussion and 

conclusion is presented in the next chapter. 
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Chapter 12 - Summary of Findings, Contribution, Limitations and 

Conclusion 

12.1 - Summary of Findings 

As an increasing number of companies are turning to on-line environments as a 

means of servicing their customers, Web sites are becoming the first and 

sometimes only point of contact with customers. Although these environments 

allow companies to reach a greater number of customers, they also facilitate 

switching, making it much more difficult to retain customers (Bakos, 1997). As a 

result, identifying Web site design factors that leave visitors with good 

impressions (Smith, 2000) and foster Web Site-Loyalty has become very 

important. 

With this in mind, we began this thesis with a review of the loyalty concept. It 

revealed that, in early conceptualizations, loyalty was typically defined and 

measured as a behaviour (e.g., Newman & Werbel, 1973; Reynolds, Darden, & 

Martin, 1974). Many critics, however, argued that this behavioural perspective 

could not effectively differentiate between loyalty and behaviourally similar 

concepts, such as, customer indifference (i.e., repurchasing devoid of preference). 

These cri tics stressed the importance of developing measures which could 

confirm that positive attitudinal biases within the customer's psyche were actually 

the driving force behind repeat purchasing and repatronage (e.g., Day, 1969; Lutz 

& Winn, 1974). These calls were answered by researchers who reconceptualized 

loyaltyas a composite construct made up ofboth positive relative attitude and 

repeat patronage behaviour (e.g., Dick & Basu, 1994). In parallel, research also 

revealed that several states of loyalty can emerge depending on which factors lead 

the customers in developing a positive attitudinal bias. Loyalty is believed to be at 

its least enduring and most shallow state when positive relative attitude is founded 

on such things as service performance and better pricing (i.e., utilitarian factors). 

In this cognitively-founded loyalty state, customers remain highly susceptible to 
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switching. Conversely, stronger states ofloyalty often emerge from affective 

relational phenomena (see Oliver, 1999). 

Empirical findings support the loyalty benefits resulting from fostering affective 

ties in service environments (e.g., Chow & Holden, 1997; Fournier & Yao, 1997; 

Macintosh & Lockshin, 1997; Sheth & Parvatiyar, 1995). For instance, in 

traditional commercial environments, studies evidence that very loyal customers 

often perceive and describe their relationships with employees as being more like 

those among friends (Price & Arnould, 1999). Such relationships are often 

characterized by demonstrations of caring, warmth, interest in aspects of the 

other' s life outside of business, etc. (Goodwin, 1996). Interestingly, research also 

reveals that the loyalty benefits ofthese highly affect-Iaden relationships are not 

strictly limited to the relationships that occur between customers and company 

representatives. Consumers can affectively relate to brands and products as well 

and exhibit particularly strong loyalty (Oliver, 1999; Aggarwal, 2004). 

Our review of Web site design factors found to be influential on Web site quality 

(and, by extension, on Web site loyalty) suggests that studies have focused 

primarily on utilitarian aspects (e.g., ease of use, perceived usefulness, meeting aIl 

the customer's transactional needs by offering rich content and functionality) and, 

to sorne extent, the entertainment (hedonic) value and aesthetics of sites. 

Seemingly, what we have termed and described as affective/relational factors 

have received very little attention in the literature on Web site design. 

Aside from studies into trust which demonstrate the importance of conveying 

benevolence (a.k.a., affective trust, goodwill), many researchers dismiss 

affective/relational factors as irrelevant to Web site design (e.g., Cox & Dale, 

2001; van Iwaarden, van der Wiele, BalI, & Millen, 2003; Zeithaml, Parasuraman, 

& Malhotra, 2001) given the self-service nature ofWeb-based commercial 

environments. These authors speculate that, at best, these factors only become 

contingently important, coming into play only when customer/employee 

253 



communications actually occur (i.e., in email messages or during telephone 

conversations with company representatives). 

The empirical findings reported in this thesis show the contrary. We investigated 

and found that the precepts of what have been termed 'close', 'intimate', or, more 

specifically, 'communal' relationships can be effectively communicated via Web 

site content and design and that such communications positively impact the 

attitudes and behavioural intentions typically associated with loyalty toward a 

Web site. For this purpose, we developed and validated multidimensional 

measures ofSite-Communality and Site-Loyalty. Site-Communality was defined . 

and operationalized as the extent to which Web site content signaIs that a 

company's relationship with ifs customers goes beyond the formaI, 'tit for tat' 

business dealings that are typically expected from purely commercial exchanges, 

and instead, more closely abide by the norms and behaviours evocative of 

friendships and/or family relations. From an extensive literature review, we 

identified Site-Communality as a latent construct made up of six (6) dimensions, 

these are (1) Conveying good cheer to visitors, (2) Role spanning (e.g., relating to 

visitors on a 'human level' rather than strictly on a business level), (3) Signalling 

approachability during times of need, (4) Demonstrations of caring for their 

customers, (5) Company self-disclosure, and (6) conveying authenticity / non­

instrumentality. As for Site-Loyalty, we operationalized it as a composite measure 

made up of both attitudinal and behavioural components (Dick & Basu, 1994). 

Based on our review of the loyalty literature, we identified relative attitude and 

emotional attachment as dimensions of the Attitudinal Component of Site-Loyalty 

and Word-of-Mouth, Intention to Use/Revisit, Resistance to 

SwitchingiCompetitors ' Attempts at Counter Persuasion, and Willingness to 

Invest More (time, money, etc.) as dimensions of the Behavioural Component of 

Site-Loyalty. 

In aIl, three (3) separate data collections were performed using online 

questionnaires. Of the three (3) samples collected, two (2) ofthese were used for 
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the purposes of exploratory factor analysis while the last was reserved for the 

purposes of conducting confinnatory factor analysis and to test our models and 

hypotheses. Each participant in our study was asked to evaluate one among 

several Web sites from a company with which (s)he was not familiar with. The 

participant's non-familiarity with the Web site (s)he evaluated was our way of 

ensuring that past experience would not emerge as a confounding factor, 

influencing the participant's evaluation. AIso, the Web sites included in this study 

were chosen (1) so as to maximize variability on Site-Communality and (2) from 

several different industries. The latter helped us minimize any potentially 

confounding industry effects. This, we believe, makes our findings more 

generalizable across the many areas ofB2C e-commerce. Specifically, sample 1 

(nI = 249) was submitted to exploratory factor analysis using principal axis 

factoring with oblimin rotation in SPSS 12.0. This allowed us to purify the initial 

set of items generated so as to tap each dimensions of Site-Communality and 

which had remained after the card sorting exercise. Sample 2 (n2 = 242) was run 

through the same process, however, it was used specifically to purify the items 

designed to tap into the dimensions of Site-Loyalty. A final sample (n3 = 305) was 

submitted to confirmatory factor analysis using LISREL VIII. This allowed us to 

(l) further refine our instruments, (2) establish nomological validity (see Models 

2 and 3), (3) test our main model (Model 4 in Figure 7 - the impact of Site­

Communality on Site-Loyalty), and finally, (4) to test a potential moderation 

effect where we hypothesized that as customer's 'Communal-Orientation in 

Traditional Commercial Environments,76 increases, so does the relationship 

between Site-Communality and Site-Loyalty. 

The moderation hypothesis arose from a review of literature into commercial 

relationships in traditional service settings. It revealed that, for sorne customers, 

the interpersonal service encounter not only provides functional benefits, but 

serves human needs as weil (e.g., McAdams, 1988; Gremler & Gwinner, 2000; 

76 Defined as the extenl 10 which a consumer enjoys 'getting to know' emp/oyees (i.e., 
waitress, bank teller, hair stylist) and re/aling with them on a more persona/-/eve/ than is 
typically requiredfor the effective de/ivery of a service. 
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Price & Arnould, 1999) and that these relationships can he an important source of 

affect for many customers (Reynolds & Beatty, 1999). This review of literature 

also revealed that, for other customers, front-line employees represent nothing 

more than a necessary conduit for service delivery - simply a means to an end. 

Many customers simply do not develop, nor want to develop 'close' relationships 

with salespeople and employees (Bearden, Malhotra, & Uscâtegui, 1998; Beatty 

et al., 1996; Crosby, Evans, & Cowles, 1990; Sheaves & Bames, 1996). Sorne 

customers actually react unenthusiastically to an organization's efforts at 

establishing close, interpersonal relationships (Bearden, Malhotra, & Uscâtegui, 

1998; Chow & Holden, 1997). Given these results, our moderation hypothesis 

Was postulated so as to reflect the possibility that customers' preferences for 

engaging in communal behaviours in traditional commercial environments may 

influence their evaluations of Site-Communality. 

Overall, our study reveals that Site-Communality has a strong, positive, direct and 

significant impact on the attitudes and behavioural intentions typically associated 

with Site-Loyalty. However, contrary to our expectations regarding moderation, 

our results show that the positive relationship between Site-Communality and 

Site-Loyalty is attenuated, rather than accentuated, by the visitor's 'Communal­

Orientation in Traditional Commercial Environments'. Apparently, the stronger 

the customer's Communal-Orientation in Traditional Commercial Environments, 

the lower the positive impact ofSite-Communality on Site-Loyalty. This result is 

counter-intuitive. However, one possible explanation for this unexpected result is 

that when strongly communally-orientated consumers are exposed to a Web site 

high in Site-Communality, these visitors may actually he reminded ofwhat they 

would he missing out on if they elected to conduct their business online rather 

than in choosing more traditional channels. Nevertheless, this interesting result 

deserves further investigation. We next offer discuss the practical implications of 

our findings and directions for further research. 
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12.2 - Contribution 

This research makes several contributions. The first pertains to research into Web 

site design. To our knowledge, no empirical study before this one has investigated 

whether recent findings into the applications of Communal-Relationship Theory 

into commercial settings can help companies design Web sites which more 

effectively promote Web site loyalty. As such, this area ofresearch is innovative. 

Moreover, this research is highly cross-disciplinary melding the areas oflS, 

Marketing, Communications and Social Psychology. This, we hope, may 

encourage other IS researchers to venture 'off the beaten track' and explore 

theories and ideas which may not have previously surfaced in IS research but may 

nevertheless be applied to Web site design. Most importantly, perhaps, is that by 

(l) acknowledging the lack or past research into Web site design factors classified 

as affective/relational factors and (2) by evidencing their importance and 

significance, our work may encourage future research into exploring and 

identifying theories which point to the existence of other affective/relational 

factors which positively influence Web site 10yaIty. 

Second, for practitioners, this study clearly suggests that companies providing 

services/products via Web sites should not simply focus on the utilitarian aspects 

when designing their Web sites (e.g., facilitating transactions, making Web sites 

easy to use and navigate). Other researchers aside from us have explicitly 

recognized the utilitarian tendencies in Web site design research and practice (see 

Loiacono et al., 2002) or have indirectly acknowledged this tendency by turning 

their attention to investigating such factors as aesthetics and the hedonic value of 

Web sites (e.g., Bames & Vidgen, 2000, 2001; Constantinides, 2004; Jun & Cai, 

2001; O'Neill, Wright, & Fitz, 2001). However, our research offers companies a 

new avenue of exploration; that is, incorporating the precepts of communal­

relationship theory into their Web site design philosophies as a means of 

attracting, and potentially even retaining customers. 
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Third, our study provides both practitioners and researchers with validated, 

multidimensional measures of Site-Communality and Site-Loyalty. Researchers 

may use our measure of Site-Loyalty to compare and investigate the effectiveness 

ofvarious Web site design factors. Both measures can he used by comparues to (a) 

evaluate their existing Web site, (b) to help them choose the best Web site among 

competing designs, and (c) to evaluate how their Web site fare relative to those of 

competitors or industry leaders (i.e., for benchmarking purposes). Moreover, a 

major benefit of multidimensional measures when compared to overall 

(unidimensional) measures is better diagnosticity (Nygren, 1991). Consequently, 

our measures can also help a company identify and address specific areas of 

concem on its Web site which may need improvement or redesign. For instance, 

using a global measure of Site-Communality may reveal that visitors perceive a 

company's Web site as disaffected. Although informative, it would provide little 

information or direction on where and what to improve upon. Identifying and 

rectifying the problem(s) would then require the expenditure of additional 

resources such as using potentially expensive and time-consuming consumer 

focus groups. Instead, a multidimensionality measure such as ours can more easily 

reveal the specific shortcomings ofa Web site. For example, our instrument may 

identify that a company's Web site is lacking on the dimensions of 

approachability and good cheer (i.e., warmth). Carefully selected images or other 

content (e.g., written content) could then easily be added to this Web site to stress 

these specific aspects of Site-Communality. In this particular case, pictorial 

content showing friendly, helpful employees (see Figure 26 below) may help the 

company counter such perceptions. The Web site could then be easily re­

evaluated with our instrument to assess the effectiveness of these additions. 
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Figure 26. Example of an Image Likely to Convey Approachability and Good 

Cheer. 

Research in the areas of Communications and Advertising clearly suggests that 

visitors' expectations regarding the type ofrelationship which they can anticipate 

from a company can be elicited via particular images and other types of content 

(e.g., Aaker et al., 1986; Holbrook & Moore, 1981; Rice & Case, 1983; Rice & 

Love, 1987). Sorne years ago, in a Saturn company TV commercial, an employee 

meets a pleasantly surprised customer at the airport to deliver her new Saturn car 

after she had been out of the country for a period oftwo-years and had placed an 

order for her new car priOf to her arrivaI. Such messages create communal 

relationship expectations in customers by conveying behaviours more associated 

with those of a caring friend than those of a company representative simply doing 

hislher job. Similarly, we believe that images and other Web site content can be 

used to elicit communal expectations which, in turn, can become 'framing 

devices' (see Goffman, 1974) defining and shaping actual and future interactions 

between relational parties (Burgoon, 1993). 
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Although beyond the scope of this thesis, research is definitely needed to identify 

what type of content can best increase perceptions of Site-Communality across 

these dimensions. Nevertheless, in Table 40, we provide sorne recommendations 

for particular shortcomings across the individual dimensions of Site-Communality. 
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Table 40 

Shortcomings on Dimensions of Site-Communality and Recommended Actions 

Shortcoming (Dimension of Site- Recommendation 
Communality) 
(Wannth and) Good Cheer Images or messages which convey 

positive emotions to visitors (e.g., 
friendly, smiling, cheerful employees). 

Role-Spanning Images or messages which affirm and 
validate what visitors' care about 
outside of business (e.g., images which 
evoke the importance of family). 

Approachability Images or messages which encourage 
users to contact the company when 
needed (e.g., images of employees 
helping customers over the telephone, 
providing company contact information 
on all pages of the Web sites). 

Demonstrations of Caring Using images or messages which 
communicate empathy for customer 
problems. 

Self-Disc10sure Images and other content which reveal 
the company's concem and 
involvement in areas unrelated to its 
core business activity (i.e., involvement 
in good causes). 

For small online companies, images of 
its employees and biographical 
information about its employees. 

Authenticity The posting of third-party consumer 
reports to help customers make better 
decisions. 

Encouraging and posting customer 
comments, feedback and opinions, and 
product reviews. 
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12.3 - Limitations 

Although we applied a rigorous validation process for developing our measures of 

Site-Communality and Site-Loyalty, our work contains limitations. Sorne ofthese 

could be addressed in future studies. First, our instruments were developed using 

data samples gathered mostly among University students. Although these subjects 

are unquestionably regular Web users (i.e., for school work, checking emails), 

they may not adequately represent ooline consumers. As such, cross-validation 

using another sample more representative of the 'average online consumer' may 

he required for greater generalization. Moreover, Galletta and Lederer (1989) 

have proposed that test-retest is necessary for establishing the reliability of new 

measures. As such, a future study could examine the stability our Site­

Communalityand Site-Loyalty instruments using the test-retest correlation 

method. 

Severallimitations also stem from: 

(1) the cross-sectional nature of our study, and 

(2) that no 'follow up' was made so as to assess whether sites deemed in 

high Site-Communality were actually revisited or adopted more often by 

our respondents. 

First, to what extent are our results generalizable over time? Although we 

demonstrate that a strong, significant, positive link exists between our measures of 

Site-Communalityand Site-Loyalty, we cannot ensure that these positive effects 

endure over time. Conceivably, the benefits ofSite-Communality may simply 

occur at the early stages of exposure to a new Web site and not go further than 

being beneficial in forging good first impressions. Arguably, to determine 

whether any factor has an enduring impact on loyalty, a longitudinal design would 

be needed. A longitudinal approach, however, would have potentially introduced 

its own problems, such as confounding. By tracking loyalty attitudes and 

behaviours over time, we could not have been able to control the emergence of 

other factors (unrelated to the Web site's design) which may have impacted on 
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loyalty. In fact, by requesting subjects to visit and evaluate a Web site which they 

were not familiar with, allowed us to control for the potential confounding effects 

ofpast experience (be it good or bad) with a company, its employees, or its Web 

site. 

Second, although we often referred to our study as an investigation into the 

impact ofSite-Communality on Site-Loyalty, we cannot guarantee that our study 

truly tapped respondents' loyalty toward the Web site. We recognize this. 

Throughout this thesis, several attempts were made to address this limitation by 

describing our work as a study into the impact of Site-Communality on the 

components of attitudinal and hehavioural Site-Ioyalty (i.e., the attitudes and 

behavioural intentions typically associated with customer loyalty toward a Web 

site). However, there does appear to be past precedence for extending our findings 

to actual Site-Loyalty, albeit cautiously. There are numerous examples of cross­

sectional studies published in peer-reviewed journals where researchers assert 

studying loyalty by measuring hehavioural intentions rather than tracking actual 

hehaviours over time (e.g., Jones & Farguhar, 2003; McAlexander, Kim, & 

Roberts, 2003; Lemmink & Mattson, 2002). 

Finally, a potentiallimitation of our study may pertain to the generalization of our 

results to the whole online consumer population. Although the basic idea ofthis 

thesis was to establish the importance ofSite-Communality, our three samples 

were predominantly made up of college students hetween the ages of 18 and 29 

years. As such, generalizability to other age groups and other populations is 

limited. However, academic research into business to consumer e-commerce often 

focuses on college students. McKnight et al. (2002) argue that university students 

are close to the online consumer population in terms of age and education. This 

group has ready access to the Internet and may represent "typical" populations of 

Internet users. Research data should he obtained in samples representative of the 

population to which the findings are to he generalized and our demographics 

match the age and gender specifications of the CUITent largest group of Internet 
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users. A collaborative report released by the Online Publishers Association (OPA) 

and comScore Networks, Inc. reveals that 18 to 34 year-olds are the most 

connected age group (Greenspan, 2004). Currently, 77% of the 18-29 year-olds 

are online representing a predominant group (Fox, 2004). Moreover, it is worth 

noting that research clearly suggests that communality increases as we age 

(Goodwin, 1996). Conventional wisdom suggests that, as we get older, we tend to 

appreciate communal relationships in commercial settings more. This further 

suggests that, even though our results were obtained from a predominantly student 

population in their 20s, the effects of Site-Communality on the attitudes and 

behaviours typically associated with Site-Loyalty may become even more 

pronounced in oIder Internet users. Nevertheless, although our subjects are similar 

in many respects to the predominant group of Internet users, it is not clear as to 

whether students are also similar to the typical Internet user in other ways. 

Therefore, generalizations should be made with care. Future studies into Site­

Communality should attempt to draw data from non-student Internet user samples 

in order to enhance generalizability of our results. 

12.4 - Future Research Questions 

Several questions pertaining to Site-Communality are worth exploring in the 

future. Sorne of these include: 

1) How beneficial is Site-Communality in fostering Site-Loyalty relative to 

other Web site designfactors already identified in the literature? A 

comparative study could be conducted using established measures such as 

WebQual™ (Loiacono et al. 2002; see also Kim & Stoel, 2004) and others. 

Given the multidimensionality ofboth our Site-Communality measure and 

the WebQual™ instrument, such a study could also allow a tiner-grain 

analysis and comparison at the dimensionallevel by revealing the 

mostlleast important dimensions across both constructs. A longitudinal 

approach could also yield insights into whether the relative importance of 
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these dimensions as experience/familiarity with a Web site grows. This 

leads us to our next question. 

2) Is the impact of Site-Communality stronger in the early stages of users ' 

familiarization with a Web site? Reibstein (2002) notes that what attracts 

customers to a site is not necessarily the same as what keeps them coming 

back on a long-tenn basis. As such, as the customer gains experience with 

a Web site and familiarizes himlherself with the company, his/her 

tendency to infer about the kind ofrelationship (s)he should come to 

expect from the company based on Site-Communality may diminish. In 

other words, we suspect that Site-Communality may be relatively more 

important in the early stages of the fonnation ofSite-Loyalty (i.e., when 

the customer has little other infonnation to go on about the site or the 

company). This is because many of the factors identified as important in 

the literature on Web site design (e.g., reliability, personalization) appear 

to be 'usage dependent'. It may take several visits to a site for a customer 

to develop a confident opinion regarding such aspects as site reliability 

and to experience the full benefits of personalization. By contrast, Site­

Communality may be particularly influential at the early stages of 

familiarization with a Web site, particularly, ifhighly visual cues to 

convey Site-Communality. The relational message contained in a picture 

may be processed relatively quickly by visitors and possibly even 

subconsciously. Arguably, a picture showing a smiling employee conveys 

a message which requires very little cognitive elaboration. As such, Site­

Communality may be a particularly powerful and important catalyst for 

positive attitudes, influencing first impressions and intentions to revisit 

and reuse the Web site. 

3) Given that Site-Communality is liIœly to foster expectations as to the type 

of relationship customers shou/d expect from the company, what are the 

consequences of not meeting these communal expectations? Our research 
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shows that authenticity/non-instrumentality is an important dimension of 

Site-Communality. Violating a relationship partner's expectations can 

have serious detrimental effects on that relationship (i.e., feelings of 

betrayal). Expectancy violation theory (Burgoon, 1993) may be 

particularly helpful in exploring the potentially negative consequences of 

companies which do not deliver on their promise of communality. 

4) Is Site-Communality as important for customers who already experience 

communality in the company's traditional environment? The henefits of 

Site-Communality may be greater for those companies which conduct their 

business strictly online. Arguably, companies which adopt a 

'complementary approach' (i.e., servicing customers via both a traditional 

brick-and-mortar locations as weil as on-line) may opt to rely on more 

traditional channels (i.e., during face-to-face interaction) to foster 

communality with their customers. Conversely, for 'pure' internet 

companies, Site-Communality may be particularly important given that the 

Web site is likely to he the only means offashioning customers' viewof 

firms. 

5) Are Web sites high in Site-Communality more effective in attracting a 

particular type ofuser? We hypothesized that as the customer's 

'Communal-Orientation in Traditional Commercial Environments' 

increases, so does the impact ofSite-Communality on Site-Loyalty. 

Interestingly, our results showed the opposite effect. We suspect that 

other moderating factors are worth looking into in order to get a hetter 

understanding into the effectiveness ofSite-Communality. Self-efficacy 

(Compeau & Higgins, 1995) may he one such factor worth exploring. 

Arguably, customers scoring low in self-efficacy with Internet 

technologies may he less inclined to transact using commercial Web sites. 

We believe that, as perception of one's self-efficacy decreases, the role of 

Site-Communality in fostering Site-Loyalty is likely to increase. Web sites 
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high in Site-Communality (i.e., signal caring, approachability, etc.) are 

more likely to convey to new users the sense that they will be provided 

with assistance when needed. 

6) What types of visual cues are most effective in conveying Site­

Communality? To address this question, research into the 

affective/relational messages conveyed by non-verbal cues (Short et al., 

1976) such as facial expression, direction of gaze, etc. may be helpful. For 

instance, research reveals that greater eye contact is associated with 

friendliness while little eye contact is more often associated with 

indifference (Argyle & Dean, 1965; Kleck & Nuessle, 1968). Exploring 

the effects of gender differences may also be worthwhile. Research 

suggests that the male gender is more often associated with exchange­

relationships while the female gender may he more closely associated with 

nurturance and caring which are characteristic of communal-relationships. 

This may be explained by the differences in sex -role socialization of 

young girls when compared to young boys. Traditionally, girls have been 

encouraged since childhood to be nurturing, responsive and empathic. 

Conversely, little boys are taught to be achieving, objective, and non­

emotional (VanYperen, Buunk, and Schaufeli, 1992), aspects more closely 

related with exchange-relationships. These findings may help understand 

why certain images may be more effective in eliciting Site-Communality 

and may even be helpful in designing anthropomorphic agents (Choi, 

Miracle, & Biocca, 2001; Walker, Sproull, & Subramani, 1994) which 

may be engineered so as to more effectively mimic relational human 

emotions such as caring, warmth, etc. 

12.5 - Conclusion 

A review of the literature on Web site design factors believed to positively impact 

on loyalty toward Web sites reveals that researchers have primarily focused on 
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utilitarian factors such as ease of use and navigation, the quality of information 

provided on the site, reliability and response time. Research also evidences the 

importance of site aesthetics and the hedonic value they may offer users. 

Seemingly, what may be termed as 'affectivelrelationalfactors' have remained 

relatively unexplored in the literature on Web site design. This is somewhat 

surprising given that research has clearly established the benefits of factors such 

as communicating caring, concem, empathy, warmth, etc. in fostering customer 

loyalty in traditional commercial environments. Surprisingly, many e-commerce 

researchers conjecturally dismiss such factors as unimportant or irrelevant to Web 

site design given the self-service nature of these environments and argue that 

these factors are only contingently important in B2C e-commerce, coming into 

play only when customer/employee communications actually occurs (i.e., during 

email exchanges or telephone conversations) (e.g., Cox & Dale, 2001; Zeithaml, 

Parasuraman, & Malhotra, 2001; van Iwaarden, van der Wiele, BaH, & Millen, 

2003). Counter to these popular conjectures, our empirical investigation shows 

that, not only can Web sites be designed to communicate the precepts ofwhat 

have been termed 'close', 'intimate', or, more specifically, communal­

relationships in Social Psychology but also that such communications have a 

strong, positive and significant impact on the attitudes and behavioural intentions 

typically associated with Web site loyalty. 
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March 28, 2003 
Card Sorting Exercise 

Thank you for participating as judge for the purpose of validating the items of a 
questionnaire. Your task, which is known as card sorting, is to associate a set of items 
(i.e., sentences) to different concepts. This task will take you less then 15 minutes and 
your efforts will he very much appreciated. 

The material provided to you includes: 
A. Four (6) sm ail envelopes. On each one is written the name of a concept and its 

definition. 
B. One (1) small envelope entitled "Unsure". 
C. 39 pieces of paper. On each is written a sentence as it will appear on the 

questionnaire we intend to develop. 
D. A larger return envelope. 

Your task is to associate each sentence to one (1) concept you believe this sentence 
pertains to and to place the piece of paper on which this sentence is written into the 
appropriate envelope. Two examples are given below: 

Example 1: A piece of paper on which is written "J am happy with this Web site" would 
Iikely go into an envelope entitIed "Satisfaction with Web site". 

Example 2: A piece of paper on which is written "This Web site is not very intuitive 
(Reverse coded)" would likely go into an envelope entitled "Perceived Ease of Use". 

Important: Ifyou unsure ofwhat envelope a particular sentence should go into, sim ply 
place it into the envelope entitled "Unsure". 

Finally, please seal each envelope before retuming them to me. 
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Thank you for your help. 

Daniel Tomiuk 

If you have any question at ail, 
please feel free to contact me at: 
398-5189 (Office) 
578-5941 (Home). 
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,::PANAS'(takenfrom··Watson,ClarkâD.~têne~en;·1988l··]:':',::';';:',';'IteDl':':;',';,f· .. ' 
InterestedPAI .... c:,:'; 
Distressed NAT,;'" ..•... ,. 
Excited,PA2,,'j,:,:' ..... 
Upset'NA2':'y'l<·· 
Strong:.'pAl;'~:;:::i,li· "j: '. 
Guilty {NA3·'sl':J'llii'::·· 
Hostile NA4 ",< 

ScaredNA5 ,'~±-,,­
EnthusiasticP A4··· 
Proud PAS ~. 

Irritable NA6 ~~ 
Alert PA6··· 
Ashamed ·NA7".· .. 
Inspired PA 7 ... . 
Nervous NA8 .... , •. 
Determined P A8 '. 
Jittery NA9 
Attentive PA9 
Active PA 10 
Affraid NAIO 

Good Cheer The extent ta whieh the content of the 
Web site eonveys a sense of friendliness and 
ositive feelin sto eus/amers. 

This Web site shows this company wants to convey 
good feelin s toward visitors. 
This Web site indicates that this company is keen 
on ex ressin ood cheer toward visitors. 
This Web site conveys positive feelings on the part 
of the corn an toward visitors. 
This Web site was designed so as to convey 

sitive feelin s to customers. 
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This Web site reminds visitors of other important 
. in life aside from business. 

This Web site contains pictures or information 
which 1 related to on a human level. 
This Web site tells me this company sees visitors 
"as " not "as customers". 
This Web site shows this company tries to relate to 
vi si tors on a personal as weIl as on a commercial 
level. 

Approachability The 'exte~tto which lize:Web", 
site's content malœsthe visitor feel that~he , 
company facilitates,encourâges andisreceptiveJo 
customer contact. ",::>C: '",: ,,',' 
This Web site encourages users to seek assistance 
when needed. 
This Web site makes it easy for users to turn to this 
company for help. 
This Web site wants users to ask for help when they 
need it. 
This Web site invites users to get in touch with the 
company whenever they need to. 

DemonstrationofCariDg' .. W#e eXtenfto'ilfhic/z'Web 
site content indicates lhat the 'company bèh(Jll~$ina" 
,caring,and nurturingmanÎii!T,with itsç'UStQm~rs< ... 
This Web site wants me to know that the company 
behaves in a caring manner with customer. 
This Web site shows this company nurtures its 
customers. 
This Web site suggests customers are welllooked 
after. 
This Web tries to convey a strong sense of caring 

Item', 

, ":' 
API" 

AP2 

AP3 
" 

AP4 
" 

Iteuf '" ' 

cc', 

Cl 

C2 

'C3 " 

.. " 

C4 cc", 

for the customer. """. 
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CFA 
Analysis 

Yes 

Droppedin 
CFA 
Yes 

Yes 

Retainedin 
CFA 
,Analysis 
Yes 

" Yes 

Yes 

.. Yes 



This Web site provides more than simply business 
information about this 
This Web site reveals interesting facts about this 

not related to its business. 
This Web site shows that this company feels that 
it' s . to tell visitors about itself. 
This Web site contains more than just information 
about this business activities. 

Droppedin 
CFA 
Yes 

Authe··'·'·····"INolI=i118tru·:· îâUty1he'extentio <.; Utem 
which; ...econt~~/icon·~b~ acb~p&n.Y:;si 
feelings:izfiij}cl1hêerf/iji/r3t , îomersar-egtrtuine 

Retain.ed ,in 
.CFA··: 
Analysis 

rather Ihan simply instrUmeYl/âl 'inachievil1gsome goal. .... ... . .. . 

This Web site makes me believe that this companyAUI 
has a enuine concem for its customers. 

Yes 

This Web site has persuaded me that this company AU2 
has real feelings for its customers. 

Yes 

This Web site has convinced me that this company AU3 Yes 
honestly wants to help customers, not just sell them 
something. 

Overall S~t~Communality:Theextent towhich 
Web sitei:ontentsignalslhal qcompany 's 
relationship wilh its customer§'goes beyondthe 
formal;'Ii,fqr tat' husin~ssdêalillgs lhat art: 
typicall)li!xp~cledfr0f1lPurelycommercial· ... ·i;, 
exchangè~::,tnïd.instë.iJd.·'!'tnqte·.#lOsely iibï@.iJyihe 
norms.alltlhehaviours eVocativeoJfriêlyfshlps· 
and/or f01jJ.jIY relati()TJS • ... , .. ,., ...., .,:, .: ., .. '; ., 
This Web site makes users feellike they are dealing 
with friends rather than strangers. 
This Web site makes you feellike you can expect 
more than a "strictly business" relationships from 
this company. 
This Web site makes visitors feel like they will be 
treated "like family" 
This Web site shows this company has many of the 
qualities which l' d look for in a friend. 
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CFA 
Analysis .. 

1 

l' 

SiteComm Yes 
l ... 
SiteComm Yes 
2 

SiteComm.. Yes 
3 .... . ... 
SiteComttl Yes 
4 

. ..,.., 



Compared to other Web sites, 1 have a good feeling 
about this one. 
l'd feel quite confident in choosing this Web site 
rather than another. 

It would ain me to see this corn any fail. 
1 would like to see this company succeed. 
It would bother me to know that competitors were 
trying to ut this corn any out of business. 
1 think that it is important for Internet users to show 
their su ort for this company. 

W(jtd:Pf,:t\IqUtiJ. The user's:Wil!ipgness 10 
r~~#rn,1!I~1h;;Web sitelQ;iJt"érs? .,. 

"',,")( .",,,;, ••• ,', ',,' ,", '. ,.,<i:,' .••••• ,. •• " .'". 

1 would recommend this site to others. 
1 would discourage others from using this site 
(Reverse Coded) 
1 would say good things about this site. 
1 would encourage others to have a look at this site. 

re'(~ti$,tOllrzer" 's desirelo 
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Item 

EMOI 
EM02 
EM03 

EM04 

Item 

WOMI 
WOM2 

WOM3 
WOM4 

Yes 

Yes 

RetaiD(~(fin 

CFA" 

Yes 
Droppedin 
CFA 
Yes 

Retame',UJl' 
'·CFA .. "/,>,'<,< . 
..... , ..... : ":"."-' ..... : ... 

'ADaly~iS/'" 
Yes 
Yes 

Yes 
Yes 



If 1 were already a customer of this Web site, 1 
would quickly switch to another site offering 

better deals 
Ifl were already a customer ofthis Web site, l'd 
stay with this Web site even if others charged a 
/ittle less. 

Willingn~sst() Inv~t More .Thecustomer 's 
willingnessto·inv(!Sl more time and effort to 
familiarizèonesêlfwiththeWeb site. 
Getting to know more about what this Web site has 
to offer is worth it. 
It is worth investing time in familiarizing oneself 
with this site. 
Even ifnavigating this Web site was a little more 
difficult than others, it would still be worth using it. 
ln the future, 1 may invest more time to get to know 
this site better. 

This corn any would kee its commitments. 

• Compêt~nçêÇl'ttlsfDimension -: Adapted {rom 
McKDi· ·'~:·êtàl}2002 
This company is competent and effective in 
providin its products/services. 
This company performs its role of selling of selling 

roducts/ rovidin services ve weil. 
Overall, this is a capable and proficient Internet 
company. 
ln general, this company is very knowledgable 
about the business it is in. 
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Item 
.. 

Retained.in 
CFA 

. Analysis 
INVI Yes 

. 

INV2 Yes 

INV3 Droppedin 
CFA 

INV4 Yes 



';iBênevôlenéê;:;r:J'''' l' ..... :"~ ;:pbnension~ Ad~pte"fl!om 
:,ii\,f~~i~tv.;,' ..: 
1 believe that this company would act in my best 
interest. 
If 1 required help, this company would do its best to 
hel me. 
This company is intetested in my well-being, not 
just its OWll. 

Overall, 1 am (ranges /rom Very Pleased to Very 
Dis leased) with this Web site. 
Overall, this Web site was (ranges /rom Better than 
ex cted to Worse than ex ected). 
Overall, 1 am (ranges /rom Very delighted to Very 
disa inted) with this Web site. 
Overall, 1 am (ranges /rom Very satisfied to Very 
dissatisfied) with this Web site. 

Cômmunal;.Orientation in Commercial 
Environmentstbe extent to which a consumer 
enjoys 'ge~iifigtii:know' employees (i.e., waitress, 
banktellà,~ilÎrstylist) imd relating with them on a 

.·m:ore personal .. lèVel thon is typically required for 
ihé.ejjective deliveryofa service. 
ln traditional commercial settings, 1 usually prefer 
to have strictly business-like relationships with 
em 10 ees (Reverse Coded). 
ln traditional commercial settings, 1 often start 
chattin with em 10 ees. 
ln traditional commercial settings, 1 usually like 
getting to know at least one of the employees on a 

rsonal basis. 

337 

Retained.in< 
CFA 
Analysis" 

Yes 

Yes 

Yes 



APPENDIX5 

Questionnaire 3 (Final Questionnaire) 

338 



~McGill 
This stndy has been approved by the 

Ethics Committee of Mc Gill University 

Please note thatour abilityto deliver quality research depends on you readingthe questions 
carefully and answering honestly. Th ankyou for your support. 

Instructions: 
(1) Checkmark the Web site of a company (see'below)which you are not familiar with. 

(2) Open thisW eb site and explore' it as though you were deciding on whether to do business 
with this company or not (a period of 10 or more minutes). 

(3) Once you feel confident of your impressions about the Web site, answer the questionnaire 
provided below. This 'will alltomatically enter you into the draw. 

Enter your contact information (The following information will only 
be used to contact you'in case you win the draw). 
First Name (last name is optional): l " .~ 

Email or Tel.No with area code: 1 ,_J 



Indicate the web site you are evaluating: 
C 1MB (Clickhere to open tbis site) 

C DuBose & Associates.(Click here to open tbis site) 

C. AMFAM fusurance(Click here to open thissite) 

C CIBC (Click h~re to open this site) 

C Canammeds (Clickhere to open this site) 

C WebPhannacy (Click here to open this site) 

C First Metro Bank (Click here to open this site) 

CManchester U~ty (Click here toopenthis site) 

C Laurentian Bank (Click here to open this site) 

C RBC Insurance (Click here to open this site) 

C WestPac(Click here to open this site) 

C AlexanderInsurance Incorporated (Click hereto openthis site) 

C Scotia Bank (Click here to open this site) 

C Priority Phannacy (Click here to open this site) 

[l Man-Health Onlinê Phannacy(Clickhere to open this site) 

C International Student Insurance. (Click here to open this site) 

C J. Weinberg & Associates (Click here to open this site) 



El Colonial Savings Bank (Click here to open this site) 

C M.A.MJ Insurance (Clickheretoopenthis site) 

C IDrugstore-Online (Click here to openthis site) 

C Aetna Insurance-(Click here to open this site) 

C ' Royal and Sun. Alliance Canada (Click here to open this site) 

C Macquarie Bank (Click hereto open thls site) --

C Canadiàn Drugs (Click here to open this site) 

El County Bank (Click here to open this site) 

C LEM Insurance Services (Clickhere to open this site) 

C Citizen's Bank of Canada (Click here to open this site) 

C Arnica Insurance (Click here to open this site) 

1. After visiting this Web site, 1 feel. .. 
Extremely Quite a bit Moderately A Iittle Not at aU 

Interested El Il Il C C 

Distressed C C D C (J 

ExCited D Il C C C 

-Upset D D D C C 

Strong D C C C C 



Extremely Quite a bit Moderately A Uttle Not at ail 

Guilty C C C C C 

Hostile C, C C [J è 
Scared C [J D C C 

Enthusiastic C C [1 C C 

Proud C D C C C 

Irritable C C C C C 

Alert C El C C C 

Ashamed C [J [J C C 

Inspired C El C [J D 

Nervous C C C D C 

Detennined C C C C D 

Jittery C C D C C 

Attentive C C C C C 

Active C C C C C 

Afraid C C C D C 



2. This Web site ... 

... shows this company wants to convey good feelings 
toward visitors . 

... was designed so as to conveypositive feelings to 
customers .. 

... indicates that this company is keen on expressing good 
cheer toward visitors . 

.• . conveys positive feelings on the part of the company 
toward visitors. 

3. This Web site ... 

.. ~reminded me of people, places, or things 1 care about. 

... reminds visitors of otherimportant things in life aside 
from business . 

... contains pictures or information which 1 related to on 
a deeper, human level. 

... tells me this company sees visitors "as people", 

Neither 
Strollgly Moderately Slightly Agree Slightly Moderately Strongly 

Agree . Agree' Agree Dor . Disagree Disagree Disagree 
Disagree 

C [J C C C C C 

C C C C C C C 

C C C C C C D 

C C C C C [l .C 

Neither 
StroDgly Moderately Slightly Agree Slightly Moderately StroDgly 
Agree Agree Agree Dor Disagree Disagree Disagree 

Disagree 

e e e e c El C 

C C C C C C C 

e c c c C D C 

C D C C C C C 



Neither 
Strongly Moderately Slightly· Agrée Sligbtly Moderately Strongly 
Agree Agree Agree nor Disagree Disagree Disagree 

. Disagree 

not only lias customers", 

.. , shows this' companyiries t~ relate tovisitors on a C C C C C C C 
personal as weIl as on a comniercia1level. 

4. This Web site ... 
Neither 

Strongly Moderately Slightly Agree .' Sligbtly Moderately Strongly 
Agree Agree Agree nor Disagree. Disagree Disagree 

. Disagree 

.' ,.invites users to get in touch with the compàny C C C C· C C C whenever they need to. 

... wants users to ask for help when they need it. C C [l C C C C 

... makes it easy for users to tum to this company for C C C C C C C help. 

... encourages users to seek assistance when needed. C C C [J C C C 



5. This Web site ... 
Neitber 

Strongly Moderately Slightly 'Agree Sligbtly , Moderately Strongly 
Agree Agree Agree nor Disagree Disagree Disagree 

Disagree 

... wants me to know that the company behaves in a C [J C C' C C C caring manner with customers. 

... suggests customers are welllooked after. C C C C C C C 

... tries to convey a stroilg sense of canng for the C C C C C C IJ customer. 

... shows this company nurtures its customers. C C C C C C C 

6. This Web site ... 
Neither, 

Strongly Model;ntely Slightly ,Agree SUgbtly Moderately Strongly 

... provides more than simply business information about this 
company., 

... teveals interesting facts about this company not directly 
related to its business. 

' ... shows that this company feels that it's important to tell 
visitors about itself. 

... containsmore than just information about this company's 
business activities. 

Agree 

C 

C 

C 

C 

Agree Agree 

IJ C 

C C 

C [J 

C C 

nor Disagree ,Disagree Disagree 
Disagree 

[J [J [J C 

C C C C 

C C C, C 

C C C C 



7. This Web site ... 

... has convinced me that this company honestly wants to help 
customers, not just sell them somethlng . 

.. . haspersuaded me that thiscompany has retil feelings for 
its customers . 

... makes me believethat this company has a genuineconcem 
for its customers. 

·8. Overall, this Web site ... 

Strongly.Model·ately SIightly 
Agree Agree Agree 

C C C 

C C C 

C C C 

Neithér. 
Agree . SIightly Moderately Strongly 

nor . Disagree Disagree Disagree 
Disagree 

C C C C 

C C C C 

C Cl C C 

Neither 
Strongly Moderately Slightly Agree SIightly Moderately Strongly 

... shows this company has many of the qualities which l' d look for 
in a friend . 

.. . makes users feellike they are dealing with friends rather than 
strangers. 

.. ,makes visitors feellike they will be treated "like family". 

Agree 

C 

C 

C 

Agree Agree 

C C 

C C 

C C 

nor Disagree Disagree Disagree 
. Disagree 

(J C C [l 

C C C C 

Cl C [J C 



.. ~makes you feelilke you can expect more than a "strictly 
business" relationship from this company. 

Strongly Moderately SUghtly 
Agree Agree Agree 

c c c 

9. Indicate the degree to which you agree/disagree with the following: 

It would not surprise me to leam that this company has loyal 
customers. 

1 feel that this Web site is worthy of its customers' loyalty. 

This Web site promotes customer loyalty. 

Strongly Moderately Slightly 
Agree Agree Agree 

C C C 

C C C 

C C C 

10. Indicate the degree to which you agree/disagree with the following: 

Neither 
Agree SIightly Moderately Strongly 
norDisagree DisagreeDisagree 

Disagree 

c c c c 

Neitber 
Agree SIightly Moderately Strongly 

nor Disagree Disagree Disagree 
Disagree 

C C C C 

Cl C C Cl 

C C C C 

Neither 
Strongly Moderately· Slightly Agree SIightly Moderately Strongly 

Agree Agree Agree . nor Disagree Disagree Disagree 
Disagree 

This Web site is an excellent choice. C C C C C C C 
Compared to others l've seen, 1 like this web site. C C C C C C C 

l'd feel quite confident in choosing this Web site rather than C C C C C D C 



Neither 
Strongly Moderately Slightly Agree Slightly Moderately Strongly 

Agree Agree Agree' nor Disagree Disagree Disagree 
Disagree 

another. 

Compared to other Web sites, l have a good feeling about this C C C [J [1 C one. 

There is nothing special about this Web site. C C C C C C 

11. Indicate the degree to which you agree/disagree with the followirtg: 
Neither 

Strollgly Moderately SUghtly Agree Slightly Moderately Strongly 

l would encourage others to have a look at this site. 

l would say good things about site. 

l would recommend this site to others. 

l would discourage others from using this site. 

Agree 

C 

C 

C 

C 

Agree Agree 

C C 

C C 

C C 

C C 

nor .. Disagree Disagree .. . Disagree 
Disagree 

C [J. C C 

C C C C 

C C [J C 

C C C C 

12. Indicate the degree to which you agree/disagree with the following: 

C 

C 



Neither 
Strongly Moderately Slightly Agree Slightly Moderately Strongly 

Agree Agree . Agree .. nor Disagree 

l would like to see ibis company succeed. 

It would pain me to see this company fail. 

l think that it is important for Internet users to show their support 
for this company. 

Tt would bother me to know that competitors were trying to put this 
company out ofbusiness. 

C. 

C 

C 

[l 

C ,C 

C C 

C C 

[l C 

13. Indicate the degree to which you agree/disagree with the following: 
Neither 

Disagree 

C 

C 

C 

C 

Strongly Moderately Slightly Agree Slightly Moderately Strongly 

l would revisit this Web site. 

l would do business with this Web site. 

l would use tbis Web site. 

Agree Agree Agree nor Disagree Disagree Disagree 

C C C 

C C C 

C C C 

Disagree 

C C 

C C 

C C 

C 

C 

C 

c 
c 
c 

C 

C 

C 

C 

Disagree Disagree 

C C 

C C 

C C 

C C 



. . . 

14. Indicate the degree to which you agree/disagree with the following: 
Neither 

Strongly Moderately Slightly Agree Slightly Moderately Strongly 
Agree Agree . Agree nor Disagree Disagree Disagree 

If1 were already a customer ofthis Web site, 1 would quickly 
switch to another site offering slightly better deals. 

IfI were already a customer ofthis Web site, l'd stay with this 
site rather than look for another. . 

If 1 were already a customer ofthisWeb site, l'd stay with this 
Web site even if others charged a /ittle less. 

If! were already a customer ofthis Web site, it wouldtake a lot 
to get me to switch. 

C C 

c: [J 

C C 

C C 

Disagree 

C c: 

c c 

C c: 

C C 

15. Indica~e the degreeto which youagree/disagree with the following: 
. N'either 

C C 

c: El 

C C 

c: [J 

Strongly Moderately Slightly Agree' SlightlyModerately 

In the future, 1 may invest more time to get to know this site' 
'better. 

It is worth investing time in familiarizing oneselfwith this site. 

Even if navigating this Web site was a little more difficult than 
others, it would still be worth using it. 

. Getting to know more about what this Web site has to offer is 

Agree Agree Agree .' nor Disagree Disagree. 
Disagree 

c c c c c c 
c c [J [J, C C 

C [J El C C [J 

[J C C C C C 

c: 

C 

[J 

c 

Strongly 
Disagree 

C 

D 

C 

C 



Neitber 
Strongly Moderately Sligbtly Agree Sligbtly Moderately Strongly 

Agree Agree Agree nor Disagree Disàgree Disagree 
Disagree 

worth it. 

16. Indicate the degree to which you agree/disagree with the following: 
Neither 

Strongly Moderately Slightly Agree Sligbtly Moderately 
Agree Agree Agree nor Disagree Disagree 

Disagree 

This company is truthful in its dealings with me. C C C C C C 

l would characterize this company as honest. C C C D C C 

This company would keep its commitments. C C C C D C 
. . 

17. Indicate the degree to which you agree/disagree with the following: 
Neitber 

Strongly 
Disagree 

c 
c 
c 

Strongly Moderately Sligbtly . Agree Sligbtly Moderately Strongly 

This company is competent and effective in providing its 
productslservices. 

This company performs its role of selling products/providing 
services very well. . 

OveraII, this is a capable and proticient Internet company. 

Agree 

C 

C 

C 

Agree Agree 

C C 

C C 

C C 

nor Disagree Disagree Disagree 
Disagree 

C C C C 

C C C C 

C C C C 



Neither 
Strongly Moderately Slightly . Agree Slightly Moderately Strongly 

Agree Agree Agree nor Disagree Disagree Disagree 
Disagree 

In genera1~ this company Îs very lmowledgeable about the 
business it is in. . c [l c c c c c 

.. 

18. Indicate the degree to which you agree/disagree with the following: 
Neither 

Strongly Moderately Slightly. Agree SIightly Moderately Strongly 
Agree Agree Agree .. nor Disagree Disagree Disagree 

Disagree 

l believe that thiscompany would act in my best interest. C C C C C C C 

IfI required help, this company would do its best·to help C C C C C C C 
me. 

This company is interested in my well-being, not just Îts C C C C C C Cl own. 

19. Overall, l am "."""""", ,.""". with this Web site, 
Neither 

Very Pleased . Very 
Pleased Dor Displeased 

Displeased 

C C C C C C C 



... . . . . 

20. Overall,this Web site was ............................ .. 
:Setter Just as 

Worse 
tbSD expected tbSD 

expected expected 

C C C C C C C 

. . 

21.0verall, l am ........................ with this Web site. 
Neitber 

Very Delighted Very 
Delighted Dor DisappoiDted 

Disappointed 

C C C C C C C 

22. Overall, l am ........................ with thisWeb site. 
Neitber 

Very Satisfied Very 
Satisti~d Dor Dissatisfied 

Dissatisfied 

C C C C C C C 



23. In traditiotlal commercial settings, ... 

.. .1 often start chatting with employees . 

.. .1 usually like getting to know at least one of the employees on 
a personal basis . 

.. .1 usually prefer to have strictly business-like relationships 
with employees. 

What is your gender? 

C Male 

C Female 

What is your age? 

C Under 18 

C 18-21 

C 22-24 

[J 25-29 

C 30-39 

C 40-49 

Strongly Moderately Siightly 
Agree Agree Agree 

C C C 

C C C 

[J C C 

Neither 
Agree Sligbtly Moderately Strongly 

nor Disagree Disagree Disagree 
Disagree 

C C C C 

C C C C 

C C C [J 



[J 50-59 

C 60-69 

C 70 and over 

What is your marital status? 

C Married 

C Single, never married 

C Widowed 

C Separated or divorced 

Which of the following best describes ymir total income before taxes last year? 

C Under $10,000 

C $10,000 - $19,999 

C $20, 000 - $29,999 

C $30,000 - $39,999 

C $40,000 -$49,999 

. C $50,000 - $59,999 

C $60,000 - $69,999 

C $70,000 - $79,999 



C $80,000 - $89,999 

C $90,000+ 

Which of the following best describes your family's total household incorne before taxes lastyear? 

C Under $10,000 

C $10,000 - $19,999 

C $20, 000 - $29,999 

C $30,000 ~ $39,999 

[J $40,000 - $49,999 

C $50,000 - $59,999 

C $60,000 - $69,999 

C $70,000 - $79,999 

C $80,000 - $89,999 

C $90,000+. 

Which of the following best describes your CUITent living situation? 

C Gurrently living at home with my parents 

C Living tempotarily away of home due to studies (e.g., University residence) 

C Living permanently in own home or in apartment 



Indicate the highest level of education you have attained? 

D Elementary School 

C High School 

C Comtnunity College or Technical School 

C Undergraduate University Degree 

C . Graduate University Degree (MBA, MSc, PhD, etc.) 

What is your occupation? 

Occupation 1 . 1 

What race/ethnicity do you identify yourselfwith? 

C Black / African American 

C Hispanie / Latino 

C Asian 

C White 1 Caucasian 

C American Indian / Amerioan Native 

C Native Hawaiian / Pacific Islander 



C Oth (pl : 'fy) 1-- -- ---. ! . er ease specl L-. _________ . . .. _ .. _____ . ...1 

C Would rather not say 

Thal!k you for participating. This research project is being conducted by Daniel Tomiuk (Assistant Professor olIS at Prairie View 
A&M - Texas) and Alain Pinsonneault (Professor of IS at McGill University). Ifyou have anyquestions or concernsabout this 
study, please email danieLtomiuk@pvamu.edu 
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Email Sent to M. S. Clark 

Dear Prof essor Clark 

1 am a Ph.D. student at McGill University in Montreal and 1 am currently working 
on my thesis which deals with how Self-Service technologies may impact on 
customer loyalty. While reviewing research on relationships in both Marketing 
and Psychology, 1 came across your work on communal versus exchange 
relationships and it caught my attention. 

My questions: 

(1) Is it correct for me to assume that the "desire for communal-relationship" is 
relatively stable in a person over time given a particular situation (e.g., interacting 
with bank personnel). 1 understand that it is not a personality trait but would it be 
correct for me to say that sorne people are relatively more communally-oriented 
while others are more exchange-oriented in particular social situations. For 
instance, the idea that certain persons may be more communally-oriented than 
others has been suggested in research founded on your work and where the 
authors speak of "orientation" (which suggests stability) ... 

Buunk, B. P., Doosje, B. J., Jans, G. J., Hopstaken, L. (1993). Perceived 
reciprocity, social support, and stress at work: The role of exchange and 
communal orientation. Journal ofPersonality and Social Psychology, 65(4), 801-
811. 

(2) If it is something that may be considered as stable, is it correct to hypothesize 
that communally-oriented customers would most likely prefer establishing 
"interpersonal relationships" with persons behind the counter while exchange­
oriented customers may be more content with "role-prescribed" relations with 
employees where interaction is considered as more instrumental (a means to an 
end). In other words, for persons who prefer exchange relationships, any 
employee would do ifhe/she gets the job done. 

Finally, 1 would greatly appreciate ifyou could suggest any additional readings on 
the topic. Here are the list of articles 1 have found on your work: 

Clark, M. S., and Mills, J. (1979), Interpersonal attraction in exchange and 
communal relationships. Journal ofPersonality and Social, Psychology, 37,12-24 

Clark, M. S., Ouellette, R., Powell, M. C., and Milberg, S. (1987). Recipient's 
mood, relationship type, and helping. Journal of Personality and Social 
Psychology, 53(1), 94-103. 
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Clark. M.S. and Mills, J. (1993). "The difference between communal and 
exchange relationships: What it is and is not", Personality and Social Psychology 
Bulletin. 19, 684-691 

Mills, J., and M. S. Clark (1982) "Communal and exchange relationships." 
Review of Personality and Social Psychology, 3, 121-144. 

Mills, J., and Clark, M. S. (1994). "Communal and Exchange Relationships: 
Controversies and Research." Pp. 29-42 in Theoretical Frameworks for Personal 
Relationships, edited by Ralph Erher and Robin Gilmour. Hillsdale, NJ: Erlbaum 

Clark, M. S. (1985). "Implications ofRelationship Type for Understanding 
Compatibility". Pp. 119-140 in Compatible and Incompatible Relationships, 
edited by William Ickes. Springer-Verlag. NY: New York 

Thank you for your time and help. 

Respectfully 
Daniel Tomiuk 
tomiuk@management.mcgill.ca 

Response trom M. S. Clark 

Dear Daniel, 

l've read your message just once. 1 think your reasoning does make sense. 

The Clark, Ouellette, Powell and Milberg (1987) piece that you have already 
found inc1udes the original report of the communal orientation scale. There is a 
chapter in which this scale and an exchange orientation scale are discussed in 
more detail and l'Il send that to you. 

l'd also like to think about your comments further and get back to you. 
l'Il do that soon. 

Margaret Clark 
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McGiU University 

ETHICS REVIEW 
ANNUAL STATUS REPORTIRENEWAL REQUESTIFINAL REPORT 

Cootim1iog review of human subjects research requires, at a minimum, the submission of an annual status report to the 
REB. This form must be oompleted to request œnewal of ethics approval. If a œnewal is not received before the expiIy 
date, the project is oonsidered no longer approved and no further research activity may be conducted. When a project bas 
been oompleted, this form cao also be used as a Final Report, which is required to properly close a file. To avoid expired 
approvals and, in the case of funded projects, the freezing of funds, this form should be retumed at least 1 mooth before the 
current approval expires. 

RED File #: 2.{)6()3 

Project TItle: The Impact and Relative Importance of Site-Communality on Site-Loyalty 
PriIlclpailavestigator: Daniel Tomiok: 
DepartmentIPhonelEmail: Faculty of ManagementIDaniel.tomiuk@maiLmcgilLca 
Faculty Supervisor (for student PI): AJain Pinsormeault 

1. Were there any significaot changes made to this research project that have anyethical Ùllplications1 _y es _X_No 
If yes, describe these changes and append any relevant docwnents that have beeo revised. 

2. Are there any ethical ooncems that arose during the course of this research? _ Yes _X_No. If yes, please describe. 

3. Have any subjects experienced any adverse events in connection with this research project? _ Yes _X_No 
If yes, please describe. 

4. _X_This is a request for renewal of ethics approval. 

5. __ TItis project is no longer active and ethics approval is no longer required. 

6. List ail CUITent funding sources for this project and the corresponding project titles if not exactly the same as the project 
title above. Indicate the Principallnvestigator of the award if not yourself. 
SSHRC: The Impact of lnfonnation Tecbnology on Organizations: A Mutli-level Analysis, Alain Pinsonneault (PI) 

...... 

Principal Investigator Signature\ -,j,..,.,r-"\""-• ......,.,j ,.-~v_--+---.. -_--::-:>=c-- Date: 44 
Faculty Supervisor Signature: . Date: Of.( 
(for student PI) ~ '-1 

For Administrative Use REB: AGR _EDU 

__ The closing report of this terminated project bas been reviewed and accepted 

~The continuing review for this project bas been reviewed and approved 

~xpedited Review .. 
Signature ofREB Chair or designate: ........,.-r-...--~--.~--07/ 
Approval Period: 0 to ---J'I:=---''-'=-'~~-=-:=-'::= 

REB-I 

Submit to LYDda MeNeit, Researeh Ethics Offieer, James Administration Dldg., no 429, fax: 398-4853 

(version Octoher 2002) 

REB-II 
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1 Drugstore-Online 

Welcome to ldrugstore-online.com! 
Now~ for your convenience, vou may also access OUI' site via Y6Wf j.dlJ.Jg.tQm. 

\'le at IDrugstore-Onllne.com are proud to be able to provide you witt> over 
2,000 QUality prescription druos, as weil as a wide variet'i of O.T.C. 
(o.-er-the-counterj medications. AIl of our products are F.D.A.·approved and a,aüable 
without a presaiption and without a physician's consultation lee. 

Save tine and money with our con,,'enient and inexpens-ive online pharmacy. 
Order directfy from us at the best posstbte prÎœs, and take advantage of our simple, 
secure and completely confidenbal serolice. Give us a try and we think ',ou'll be backl 

i 

f!F.l i 
l~ ~ .. ti,.:f'."rtlntt r..dl1tr~ rnn.,.... .... Pr.ht,arv ~.r.p, T.-.n.li.M'tj"" .. f:-ri~nJilv . . . "'1 
}·~·ID~·-.1h.>o1 '-1~~~.~~ ... .n.j,iil_"ijtlt~f;U.~lOrbI'lWio::;H~l:tSiil .. He'i47~-

IDrugstore-Online is an online pharmacy which describes itself as an alternative 

to both the disreputable online pharmacies companies and the high prescription 

cost of the big chain pharmacies. Moreover, along with access to a vast online 

pharmacy, the company promises customers reliable and prompt delivery service 

to most locations around the world. The company also guarantees that it has the 

lowest prices for prescriptions on the Web.1t continuously scans many other 

pharmacy sites and adjusts its pricing accordingly. Overall, the company's Web 

site appears to have little atTective/relational content and pricing seems to be its 

primary means of attracting customers. 
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Aetna Insurance 

I)111tlllg intorrn~tioJ~l 

te) \y'or.k f()f \:0"L1 

Aetna ;5 putting information ta warl: to 
help you make infonned deàsion5, 
8uilding on Ae!na', easier acœss to 
aflOI'dabie care tIroU\lh quality 
!)<actitioners, the power of infotmation is 
heIping people adlie.e heaIth and 
finantial seruritv, 

HSAs -- Il New And _et' Way 

OUr infonnational .... sooo:es can help ,ou 
understand how Health 5a'linOS Aa:ountl; 

(HSAs) wori: and whv they are o""..,.atïno 
50 much extitement in the health benefit5 
wol1d, 
Leammore, 

News 

Aetna And Rite Aid 
toteM Tc Fo;m 
Strilt~ Alltance Fo!'" 
Nedica:-e: Presoiption 
DruQ~n 
06115/2005 
fII!I..I!= , 

Aetna Repc.rti 
Fi!'"st-Qua!1~r 2005 
Resl,lfts 

Mlu:!::' 

Ag;;.., Comp.assic.n~1: 
Care Program Fe.at:urc$ 
Uvi!'\O Will Information _ Announ<:es ~, 

AppeMance At GoIdman 
, Sachs Twenty-Sixth , !\.et". Pa"~i.on ", . ' , , ~ 1 

ilIMii!j'!A .G~:' ':" !§j~:.~ii~~I.~iI/lS!a~;;J~1:i .... ,-4~~~., j IAd.t:.:ii~l.I:e·;~J!tiI 

Aetna describes itself as a leader in providing ofhealth, dental, group, life, and 

disability insurance. The company boasts that their focus is on meeting 

customers' needs by introducing innovative products, delivering strong customer 

service and providing easy-to-understand information on its Web site. 

There is sorne content which visitors may perceive as communal. For instance, in 

their frequently asked questions section, the Web site 
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Alexander Insurance Incorporated 

" .. ' t ~'~~~ .. ~.': .' , . '/: ~:'_ , 
,- " '.:<:~" ~ .~, .... 

{':,'ê~t~~~~~ .\ 
',;\ ',>WliY~c:ompaniesiise1:feàitscores;lÔ$$reportsand 
. }i<~:.~ ~~~rils f>Hh-> .. , '~···;F" 

'.·~ÎI ' / 

, , ':' ~1iat to d~ iD the event of~' a~~ ~ent ~:2? 
" ->,~. ;,' ?, . "/y • ;~: . 

>.: . 
givès )'qU the realhist!ll'Y Gt'anv used car, . 

, " cliel;: tœicon for a FREE.rt'. .' 

• 
'Delaware Drivers can now t<iJœ nerensn'~.nmiDg on1ine ~-2> 

'1;"." .' " .,.~ AbOut Us ~21 

Alexander Insurance Incorporated provides automobile, property, and business 

insurance. The company was founded by Alex Gonzales whose insurance career 

spans fort Y years. Us headquarters are in Delaware and includes 6 licensed 

agents. 

There appears to he little affective/relational content on this site. The Web site 

allows customers to make payments, get quotes, make changes to their policies, 

and ask questions about policies. 
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Canadian Drugs 

shipped within 
10 business doys ,,\il 

!',.,r:~:,r~.!vQd 

T)f ~;'Js 

. , , J'T'~fi/.r.~ ;;n.l'<k..#j~ALT'-~ckthrd~t;v~ryo~you(p,rS~i"-tlonswithOtn~d.I,pos~J . .... .~. .. . ~I 
~~f!'A.(O~>~."·IO~'1t_ti:llH.d;Y~;4~i.t9Ui~.:,I.~i;4i!!f~~~~1?]~~1Îl,j:eW'!;ti 

Canadiandrugs.ca is owned and operated by the Well-Being Phannacy of 

Winnipeg. The company serves both the Canadian and US market. The Web site 

allows customers to place orders quickly and easily online and allows visitors to 

email questions to the company. It has a frequently asked question section which 

gives US customers information about drugs sold in Canada and shipping 

information. 

Although the company encourages comments and suggestions from 

customers/visitors, overall, there appears to he little affective/relational content on 

the Web site aside from one message in the 'about us' section of the site which 

states "come on andjoin our family!" 
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Canammeds 

CUSTOMER SERVICE 

Meds4Ma11 is dedlcated . to proVlding access for our 
patients Wlth secure, safe and relable presa1ptlon 
drugs at affordable PrfCes. We understand the 
dlfflcultles that manv of our patients faœ With r1SIng 
high health care costs and we are COIMlItted . to 
ftnding the rlght solution and best pOœs for VOU. 

MedS4Ma~'s 'Global Pharma.:y Networlc' effers Even more saVings on brand named 
drugs if Vou choose te pufchase your medicatton (rom one of our tuUy hcensed 
overseas partoer pharmacies and fuifiUmenc centers. Meds4Mail ais<> orters a 
rewarding Affliiate and Affmity program for those who ",ish to supplement their 
income. 

Meds4Mail is a member of the canadian Intemôtlonôl Phannacy Association (C1PA) 
and uses pharmaceutical manvfacturers and wholesalers for Our canadian brand 
r,ame and generic crugs that are accred.ted and Ikensed by the Heatth Protection 
Branch of Canada. Meds4Maii is proud te be endersed by PARA (Pennsylvania 
ARianee of Retired Americans) and is one of two CBnadian Qrgamzations selected 
to provlde low cost preSCription drugs to CARA (CBlifomla Alfiance of Retired 
Americans). At Meds4Mail .' Ute Mat"ters' and our courteovs and knowledgeable 
staff are always available :0 answer your questions . 

• ij;o'~i!IU!l~"')éw.~1 ~C:1laane1t-~ fi1uS1!Ï!:~;t.:~;IIII·_"~~~~~P.;>l';Il!à~.roiii~~ 

CanammedsIMeds4Maii is a Canadian company operating out of Manitoba 

otTering phannaceutical products to both the Canadian and US market. Although 

the Web site suggests that the company's main purpose is to provide customers 

with low cost medication, there also appears to considerable atTective/reiational 

content on the site. For instance, there are messages which seemingly attempt to 

convey attention, caring, understanding, and an attempt to relate with customers. 

For instance, "(w)e understand the difficulties that many of our patients face with 

rising high health care costs and we are committed to finding the right solution 

and best prices for you". The site includes customer testimonials and encourages 

customers to contact the company 'at any time' and prides itselfin the dedication 

of their team to provide customers with the best possible service every time. 
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Canadian Imperial Bank of Commerce 

FRANÇAIS 1 2111 •• 1 SITE INDEX 

PRlVIICll SECœlTlICONT./OCT CliC 

Smart Simple Solutions 

.)0 More tlfo ,. Regisler New 

Credit Cards 

Personal Senlices rD 
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1 Choose your stage ':' Ile .it 
J;;~t~.npIfi4~èiI!J 

TIl(' Smart Money 

Learn from the experts, 
with monthly tips on the 
mone.,. matters that 
atrect you and your 
("milv 

Business SeniIces [1.1 
CIBC otrers ii wids variety of 
products & services 10 mee! 
the nseds of an\, company. 

... 4 Findthe nurut III 
. .' SruII Business i 

AdvisOl)' Team ' 

~--

CIBC is a leading North American financial institution. CIBC provides its 

financial services to more than nine million clients which includes retail, small 

business, as weIl as corporate and investment banking clients. The CIBC Web site 

contains much content which may lead visitors to perceive it as company which is 

likely to treat its customers in a warm and caring manner. For instance, they write 

"At CIBC, we are in business to help our clients, employees, and shareholders 

achieve what matters to them". Pictures of smiling employees also we1come 

visitors. Moreover, there are several pictures which seem to suggest that the 

company understands what customers deem important outside of doing business 

(e.g., their family, achieving personal goals). 
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Colonial Savings Bank 

In 1972, Colonial Savings expanded its mortgage operations by offering banking, 

mort gage lending and insurance under one corporate roof. The company boasts 

that it is among the largest mortgage servicing operations in the US. 

The Web site appears to place a focus on utilitarianism and, overall, the site does 

not seem to contain much content which may he interpreted by vi si tors as 

affective/relational. There is an exception on its 'About Colonial' page. Here the 

company writes that "(t)he company is privately held - by choice - ensuring our 

focus remains on our customers, not on the expectations of Wall Street". This 

content, however, does not particularly stand out and is located completely at the 

bottom of the page. 
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1-800-937-6213 
P.o. Ben< 2977 
Fort Wortl, l'X 76113 
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DuBose & Associates 

Insurance That Works for You 
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PER.~ONAL BUSINESS 
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Recreational Vehides 

·1 
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Dubose & Associates is an insurance company operating out of Texas since 1953. 

Their Web site is minimalist but seemingly utilizes pictorial cues in an attempt to 

convey a sense of warmth and friendliness to visitors_ The site provides 

information about the company's products and allows visitors to ask for insurance 

quotes online. Each page includes the company's contact information and invites 

customers to contact the company. 
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1MB Banking and Financial Services 

1MB WINS MONEY MAGAZINE 
BUILDING SOCIETY OF THE YEAR 

An inaeasing focua on 
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,.t..d Fix.d Hom. Loarts ff'Oln 6.97~p .... 
(Comparison Rate 7.2.34Mr;J ••• j f!t;.+.. .. ;.: .. '!., .. ": .. : .. 

The 1MB bank provides tïnancial services to customers in Australia. Their Web 

site allows for both personal and business online banking and aims to inform 

visitors as to the company' s tïnancial products. With the exception of a page 

which descrihes IMB's involvement in the community, there appears to be very 

little content which visitors are likely to perceive as affective/relational. The page 

which describes their community involvement includes messages such as "1MB 

wants to improve the future prosperity and quality of life for its customers" which 

may convey caring and an interest in more than simply providing efficient 

transactions, however, the font used is quite small and we suspect that these 

messages can easily he missed by visitors. 
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Weinberg and Assoeiates, Ine. 

Weinberg & AssocialH. Inc. is eoq>rised of a dMofse group of ..... ptdessionals ..no are committed to assm cfietU in .eacting tIIeii 
tn.nciaI goals and desiras. Our oIljedivais 10 oIways put the Mad, 01 our clients lret and utitly those naods with quaIity producta and 
seMees. We beIiew! thll pruper planning is the key la ~ indepondence and being preparee! for the unc.eIIainIies 0I1iIe. w. counsel each 
cienI to deIaRnine !he right course al action for Iheir own indiIüIaI situation and assist tIIem in making the right choices. Our goal i. simple. .• to 
dMIop along4erm reIaIionship based upon trust. honesty and integrity with VOU, ..... vaIued c~enI •. 

Our uoociat .. UliIiz. a leam lIflIlIÇ8Ch by refaning our cHntslo prolassicnals in rnany fields. prcMding comprahen8M1 planning in auch _as: 

• Estat., business, tinancial planning and related seMees 
• Pnies_ accounting and lu opaciaIist. 

• Business valuolion seMees 
• Banking seMees including commettiallending, mortgagss and equipment leasing 
• Property and casually specialisls pIO\iding ~s for business and i",k.;duats induding professional malpractice 
• long latm and skilled nursing care ptan prOllidefs 
• 0uaIifiad retirement plans specialisls 
• Group heallh and empIoyeG benofits plan specialists 
• aualified attorneys wiIh concentration in estaIe and business malte .. 

For more infolmation. or to speal< directly ta cne our experienced prcIessionals. please phone us at (847) 870·1700. or selecllhe correct tin!< to the 
left and cumplete a brief questionnaire. 

Weinberg and Associates provides financial services such as banking, tinancial 

planning, retirement planning, insurance, etc. Their Web site has changed address 

from www.roomIOO.comlinsurance to www.weinbergonline.com. Although the 

Web site is mostly informational it does provide sorne transactional features such 

as enabling vi si tors to get insurance quotes online and provides an online 

application for visitors interested in working for the company. This gives the site 

an overall "strictly business" feel. On the whole, the Web site seems to focus on 

conveying professionalism but there appears to he very little in terms of 

affective/relational content. 
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Laurentian Bank 

.. 52ft casfJbick 00 Voue rnprtgage toan' hyrry MP thj$ i$ il! 

"mjted time offvrl 

.. The Active Mortgage works for you by offering you the 
be:n rate ayajlable Our launçb aftar 3 526 Click here and 
start siving 

,. Ravrnpnd McMaOY$ aPDojnted president and cbief 
execytiVI offiç,c of Laurent jan Bank and B2B Trust as of 
Ay9YSt 1 2Q02 

Founded in 1847, the Laurentian Bank ranks in the top 10 ofCanadian chartered 

banks. Although its Web site now includes more pictorial content which visitors 

may perceive as conveying warmth (see below), at the time of data collection, the 

design of the site was much more utilitarian (see above) . 
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LEM Insurance Services 

Lawrence E. ~litcben 
LEM Insurance Services 

6009 Wal ......... ay Dr. Garia.d, Texas 75043 
P ....... : 972-226-1646 Fax: 972-226-4430 

Freelnstant Online Insurance Quotes 

LEMlasara.ceSen'iceswa • .started in 1992 with eupbasis on providinq insuran.ce aQd 
:tinancia.l ~rvloes Lor bnsiness and irl<1ividna.ls. The agency pTOVldes services for employeea bene:tlt., 

-and ~irc·. iD.ur~~ pl.annill9 for per.ons wlU l..,aired ris.... InsoranQe Quoting Service - Pree Instant OnllDO 
InSllt"ance Qt:IOt:1Jlq Service rot" the sta.tes or l'lOTida and. ,'Te%a.s. 

LEM Insurance Services, established in 1992, offers insurance and financial 

services to both businesses and individuals. Primarily, the company's Web site 

offers information about the company and its products. It also enables visitors to 

request insurance quotes online. Although the company welcomes customer 

comments and requests, overall, it appears that the Web site contains little content 

which would suggest to visitors that this company relates with its customers in a 

communal fashion. 
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Macquarie Bank was established in Australia in 1969. Today, it offers a range of 

investrnent banking, commercial banking and retail financial services (e.g., 

personal banking, online bill pay, online stock trading) in Australia and overseas. 

In terms of affective/relational content, there is very little. Although Macquarie 

Bank' s Web site is rich in content, this pertains almost exclusively to describing 

the company's products and history information. In fact, the company's choice of 

content seems to suggest that it tries to communicate professionalism above aIl. 

The site even includes a diagram showing the company's organizational structure 

which may leave sorne visitors with a sense offormality. 
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Man-Health Online Pharmacy 

(Screen shot unavailable) 

At the time the survey was conducted, Man-Health Online was an online 

pharmacy offering its products to customers in the Canada and the US. More 

recently, however, the Web site has ceased operations. Even with an extensive 

search on several internet search engines, no explanation could he found by the 

authors so as to give an indication as to what had happened to the online company 

(i.e., buy out, bankruptcy, etc). The Web site was operational during data 

collection. The Web site itself was chosen for our study given that it was deemed 

high in afTective/relational content. 
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Established in 1842 in New Zealand, Manchester United is a credit union which 

came into existence as a resuIt of no adequate health care assistance, no insurance 

and no fonn of government funding for social welfare. The Web site allows 

customers to purchase such things as health insurance and even book their travel 

accommodations online. It is replete with content which visitors may qualify as 

communal. For instance, in the 'about us' section of the site, the company writes: 

"The original idea behind a friendly society came about in Great Britain 

over 400 years ago. A simple idea, but brilliant for its time. People who 

knew and trusted each other pooled funds so that, in the event of sickness 

or hardship, individual members could draw upon funds fcom the pool that 

they had contributed to. Today the philosophy hasn't changed and we take 

pride that it is still People Helping People." 
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Priority Pharmacy 
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Priority Phannacy, a US-based company established in 1979, provides next-day 

home delivery phannaceutical products to consumers and specializes in 

medications for chronic life threatening illnesses. The site allows customers to fill 

prescriptions online. 

Affective/relational content appear to abound on every page of the Web site. The 

Web site has pictures and includes testimonials such as "(. . .) a staffthat truly 

cares about them" and "Thank you (. . .) l'Il spread the word to my friends that if 

they want a pharmacy that really cares about their needs, they need to go to 

Priority" which appear to convey wannth, caring, and attempts to relate to 

customers on a personal rather than simply a professionallevel. 
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Scotia Bank offers customers online banking and brokerage services. Its Web site 

would likely be perceived as high in Site-Communality given its rich 

affectivelrelational content. Pictures are cheerful showing people in everyday 

activities and messages such as "Whether you've landed your first "real" job, just 

been married, purchased a home, had a child or are ready to retire, Scotiabank 

offers ( ... ) solutions to help you reach your goals" suggesting the company is 

attempting to relate to customers on more than simply a commerciallevel. 
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WebPharmacyRX 

Transfer Factor 

4life transfer factor plus 

Trilnsfer Factor Plus 

4Life Transfer Factor Plus 
Secure OnUne Order 

Product Pridng 

Transfer Factor Plus is the next generation in Immune system sdence. It combines 
the benefits of Transfe< Fact<>r XF with ThymuPro and Cordyvant to activatie the 
whole hnmune system at ooee, giving Vou superior protection. 

WebPhannacyRX is a Canadian online drugstore offering mail order low cost 

drugs and medications to US customers. The company boats over 300 

medications available with savings of between 40%-90% off their US 

counterparts. Their Web site enables online consultations with doctors. It appears 

that the company's Web site was changed from http://www.webpharmacyrx.com/ 

to http://www.web-phannacy-rx.us/. Overall, it appears that the Web site contains 

little affective/relational content. 
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Westpac bank is headquartered in Australia and offers financial services. 

Although most of the Web site's pages appear to contain little affective/relational 

content, visitors can follow two links; 'corporate accountability' and 'in the 

community' which contain information regarding the company's social charter 

and community involvement. Arguably, ifvisitors are exposed to this information, 

it may reflect a caring quality on the company. 
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First Metro Bank 

First Metro Bank came into operations in 1988 in the southem US. It offers 

customers online personal and commercial banking and mortgages as weIl. 

Mainly, information on their Web site are descriptions oftheir products and 

services. OveraIl, there appears to he little affective/relational content on the 

company's Web site. 
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CountyBank 
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Located in Califomia, County Bank was established in 1977. The company has 

been listed on the Fortune Small Business 100 list for two consecutive years. The 

company provides tinancial services to both businesses and individuals and the 

company's Web site offers online banking. The Web site reads that "County Bank 

has become known for the brand of friendly, personalized customer service they 

deliver and the wide range ofproducts and banking services". Overall, the 

company has opted to express their affectivelrelational message on the Web site 

via images of smiling employees to convey helpfulness and positive emotions to 

visitors. In fact, the Web site contains not only the names of contact employees 

but their pictures as well. 
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Citizens Bank of Canada 
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In 1997, Citizens Bank was fonned by Vancouver City Savings Credit Union, one 

of the best known financial institutions in Western Canada. The bank operates as 

a branchless national bank. The company describes itself as a company operates 

on the beliefthat it is possible to "do good while doing well". 

Content which may convey communality to visitors is plentiful across the 

company's Web site. For instance, approachability is signaled by such content as 

"Ifyou have any questions, anytime, anywhere, ( ... t)here's always someone here 

to take yOuf calI and help you handle everything you need" and "At Citizens Bank, 

we want to hear what you have to say". The Web site also contains pictures of 

smiling persons which, arguably, may help convey caring and positive feelings to 

visitors. 
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Royal & Sun Alliance 
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Sun Alliance is one of the oldest insurance companies in Canada with roots dating 

back to 1845 .. The company has seemingly chosen to communicate 

affective/reiational messages mainly through the use of images and informing 

visitors of its corporate citizenship .. Pictures of what appear to be caring, attentive 

and helpful employees are plentiful potentially leaving customers with a sense 

that the company is approachable. Moreover, messages such as "We recognize 

that you have responsibilities outside the work environment" suggests an attempt 

at role-spanning. 
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Community Center 
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RBC's trademark "First for you" attests to the company's customer focus. 

Chartered in 1869 as the Merchants' Bank of Halifax, it was renamed The Royal 

Bank of Canada in 1901. The company provides financial services (i.e., online 

banking, investment, and insurance). Arguably, pictures of employees with 

messages such as "We are continuously working to identify ways to serve you 

better, to simplify your banking affairs, and to minimize your cost ofborrowing" 

may help convey a sense of attention and caring to visitors. Pictures of what 

appear to be happy customers engaged in everyday activities may also help 

communicating to visitors that, for the company, the importance of customer 

happiness goes beyond simply providing good service (i.e., role-spanning). 
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M.A.M.I Insurance 
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M.A.M.I Insurance specializes in offering insurance to non-residents, aliens or 

tourists ofthe V.S. Their Web site allows customers to request an ontine quote 

and to explore their offerings. The Web site's design perhaps focuses more on 

utilitarian aspects. Seemingly, there is little content which may he categorized as 

atIective/relational and from which a visitor can get an impression as to whether 

the company behaves with its customers in a communal manner. 
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AMF AM Insurance 
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American Family Insurance has been in business for more than 75 years. Its Web 

site informs visitors as to its products and allows customers to request quotes 

online. There appears to be considerable affective/relational content on this Web 

site as weIl. Pictures of smiling employees interacting with customers may help 

convey caring, warmth and approachability. In addition, the Web site contains 

several written relational messages which may strengthen these impressions, such 

as, "We've made it our business to take care ofyou by providing the products you 

need and the excellent service you expect". The company also appears to try to 

relate to customers on a personallevel by recognizing events in life which may be 

important to customers. It states, "Life is full of twists and turns, ups and downs. 

( ... ) These life events and more make us who we are. ( ... ) We'lI he there to assist 

you ... every step ofthe way". Finally, there is also considerable self-disclosure on 
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this site into the company's activities outside of business (e.g., community 

involvement ). 
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International Student Insurance 
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International Student Insurance (ISI) is a company which primarily offers students 

health insurance. The Web site allows customers to apply for an online policy 

online. This Web site would likely be considered by visitors as having little 

communal content. Instead, its purpose appears to be to inform visitors as to the 

products the company offers. 
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Amica Insurance 
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Arnica insurance offers customers auto, home, marine, and life insurance products. 

Its Web site appears to contain significant communal content. The company 

boasts that offering customer care is of prime importance. Customer testimonials 

abound and the Web site also contains a "How are we doing?" page which 

encourages customers feedback and inputs. The site also prompts customers to 

ask for help whenever needed. Moreover, the Web site acknowledges the 

importance of, what the company caUs, "customer life events" which suggests that 

the company relates to aspects of the customer's life unrelated to business. Finally, 

the company adds numerous customer testimonials which attest to the company' s 

communal behaviours toward customers. For example, "There are good insurance 

companies and there are great insurance companies. But then there are unique and 

reaUy special ones, and that's where Arnica fits in. Y ou're working with people 

and notjust with a business" (Deb P., Farmington, ME). 
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APPENDIX9 

Correlations between items of Site-Communality 
and Site-Loyalty remaining after confirmatory factor analysis 
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GCl GC2 GC3 GC4 RSI RS3 RS4 RS5 API AP3 AP4 Cl C2 C3 C4 SDI SD2 SD4 ATI1 ·AU2 AU3 

GCl 1 .669 .761 .740 .356 .387 .509 .492 .433 .425 .369 .510 .462 .458 .492 .347 .293 .397 .465 .392 .441 . 
GC2 .669 1 .731 .732 .408 .440 .538 .512 .452 .480 .391 .516 .490 .476 .545 .375 .288 .392 .475 .408 .446 

GC3 .761 .731 1 .760 .328 .401 .480 .480 .412 .403 .378 .491 .451 .433 .462 .364 .314 .402 .421 .365 .400 

GC4 .740 .732 .760 1 .361 .409 .490 .488 .444 .470 .413 .532 .505 .480 .515 .309 .263 .357 .448 .377 .445 

RS1 .356 .408 .328 .361 1 .653 .584 .657 .386 .375 .280 .425 .468 .424 .469 .407 .348 .437 .490 .482 .438 

RS3 .387 .440 .401 .409 .653 1 .597 .743 .396 .385 .340 .462 .548 .433 .528 .483 .433 .495 .571 .590 .509 

RS4 .509 .538 .480 .490 .584 .597 1 .697 .460 .446 .375 .572 .639 .547 .624 .510 .490 .546 .656 .630 .608 

RS5 .492 .512 .480 .488 .657 .743 .697 1 .432 .407 .363 .496 .579 .493 .616 .479 .406 .512 .578 .553 .547 

API .433 .452 .412 .444 .386 .396 .460 .432 1 .833 .811 .541 .460 .498 .498 .316 .320 .327 .426 .420 .421 

AP3 .425 .480 .403 .470 .375 .385 .446 .407 .833 1 .747 .576 .453 .473 .516 .311 .313 .322 .412 .399 .434 

AP4 .369 .391 .378 .413 .280 .340 .375 .363 .811 .747 1 .529 .431 .489 .445 .247 .284 .243 .408 .365 .386 

Cl .510 .516 .491 .532 .425 .462 .572 .496 .541 .576 .529 1 .713 .721 .700 .377 .402 .437 .611 .588 .595 

C2 .462 .490 .451 .505 .468 .548 .639 .579 .460 .453 .431 .713 1 .767 .731 .458 .444 .500 .680 .629 .644 

C3 .458 .476 .433 .480 .424 .433 .547 .493 .498 .473 .489 .721 .767 1 .729 .381 .416 .414 .634 .561 .607 

C4 .492 .545 .462 .515 .469 .528 .624 .616 .498 .516 .445 .700 .731 .729 1 .408 .415 .468 .661 .602 .647 

SD1 .347 .375 .364 .309 .407 .483 .510 .479 .316 .311 .247 .377 .458 .381 .408 1 .778 .847 .517 .526 .508 

SD2 .293 .288 .314 .263 .348 .433 .490 .406 .320 .313 .284 .402 .444 .416 .415 .778 1 .769 .594 .570 .567 

SD4 .397 .392 .402 .357 .437 .495 .546 .512 .327 .322 .243 .437 .500 .414 .468 .847 .769 1 .527 .542 .556 

AU1 .465 .475 .421 .448 .490 .571 .656 .578 .426 .412 .408 .611 .680 .634 .661 .517 .594 .527 1 .854 .878 

AU2 .392 .408 .365 .377 .482 .590 .630 .553 .420 .399 .365 .588 .629 .561 .602 .526 .570 .542 .854 1 .820 

AU3 .441 .446 .400 .445 .438 .509 .608 .547 .421 .434 .386 .595 .644 .607 .647 .508 .567 .556 .878 .820 1 


