
 

References 

Ahn, T., S. Ryu, and I. Han (2007). The impact of Web quality and playfulness 
on user acceptance of online retailing. Information & Management, 
44(3), 263-275. 

Akhter, S.H. (2003). Digital divide and purchase intention: Why demographic 
psychology matters. Journal of Economic Psychology,  24(3), 321-327. 

Alpar, P., M. Porembski and S. Pickerodt (2001). Measuring the efficiency of 
website traffic generation. International Journal of Electronic 
Commerce, 6(1), 53 – 74. 

Andreason, A.R. (1985). Consumer responses to dissatisfaction in loose 
monopolies. Journal of Consumer Research, 12, 135–141.  

Andrews, R.L. and I.S. Currim (2003). A comparison of segment retention 
criteria for finite mixture logit models. Journal of Marketing Research, 
40, 235–243. 

Atchariyachanvanich, K., H. Okada and N. Sonehara (2007). What keep 
customers repurchasing through the internet? ACM SIGecom 
Exchanges, 6(2), 47-57.  

Auger, P. (2005). The impact of interactivity and design sophistication on the 
performance of commercial websites for small businesses. Journal of 
Small Business Management, 43(2), 119 – 137. 

Barnes S.J. and R.T. Vidgen (2006). Data triangulation and web quality metrics: 
A case study in e-government.  Information & Management, 43(6), 
767-777. 

Barua, A., P. Konana, A. Whinston and F. Yin (2001). Measures for e-business 
value assessment. IT Professional, 3(1), 47-51. 

Barwise, P., A. Elberse and K. Hammond (2002). Marketing and the Internet: A 
Research Review. In B. Weitz and R. Wensley (Eds.), Handbook of 
Marketing (3–7). New York: Russell Sage. 

129 

http://www.sciencedirect.com/science/journal/01674870
http://www.sciencedirect.com/science?_ob=PublicationURL&_tockey=%23TOC%235871%232003%23999759996%23425466%23FLA%23&_cdi=5871&_pubType=J&_auth=y&_acct=C000050221&_version=1&_urlVersion=0&_userid=10&md5=29b465e0218abe5587538c7a69854582


Linking the Customer Purchase Process to E-commerce 

Beatty, R.C., J.P. Shim and M.C. Jones (2001). Factors influencing corporate 
website adoption: a time-based assessment. Information and 
Management, 38(6), 337–354. 

Becker, G.S. (1965). A theory of the allocation of time. The Economic Journal, 
75(299), 493–517. 

Begin, L., A. Tchokogue and H. Boisvert (2001). Strategic Deployment of E-
commerce, I. Quentin (Ed.), Quebec, Canada.  

Bendoly, E., J.D. Blocher, K.M. Bretthauer, S. Krishnan and M.A. 
Venkataramanan (2005). Online/in-store integration and customer 
retention. Journal of Service Research, 7(4), 313-327. 

Bhattacherjee, A. (2001a). Understanding information systems continuance: An 
expectation-confirmation model. MIS Quarterly, 25(3), 351-370. 

Bhattacherjee, A. (2001b). An empirical analysis of the antecedents of 
electronic commerce service continuance. Decision Support Systems, 
32, 201-214. 

Bitner, M.J., S.W. Brown and M.L. Meuter (2000). Technology infusion in 
service encounters. Journal of the Academy of Marketing Science, 
28(1), 138-149. 

Biyalogorsky, E. and P. Naik (2003). Clicks and mortar: The effects of online 
activities on offline sales. Marketing Letters, 14, 21-32. 

Blodgett, J.G and R.D. Anderson (2000). A Bayesian network model of the 
consumer complaint process. Journal of Service Research, 2(4), 321–
328. 

Butler, P. and J. Peppard (1998). Consumer purchasing on the Internet: 
Processes and prospects. European Management Journal, 16(5), 600-
610. 

Castañeda, J.A., F. Muñoz-Leiva and T. Luque (2007). Web Acceptance Model 
(WAM): Moderating effects of user experience. Information & 
Management, 44(4), 384-396. 

Chakraborty, G., V. Lala and D. Warren (2003). What do customers consider 
important in b2b websites? Journal of Advertising Research, 43(1), 50-
61. 

Chandy, R.K. and G.J. Tellis (2000). The incumbent’s curse? Incumbency, size, 
and radical product innovation. Journal of Marketing, 64, 1–17. 

 130 



References 

Chatterjee, D., R. Grewal and V. Sambamurthy (2002). Shaping up for e-
commerce: Institutional enablers of the organizational assimilation of 
web technologies. MIS Quarterly, 26(2) 65–89. 

Chebat, J.C., Davidow, M., and Codjovi, I. (2005), Silent voices: Why some 
dissatisfied consumers fail to complain, Journal of Service Research, 7 
(4), 328–342. 

Chin, W.W. (1998). The Partial Least Squares Approach to Structural Equation 
Modeling. In G.A. Marcoulides (Ed.), Modern Methods for Business 
Research (295–336). Mahwah, NJ: Lawrence Erlbaum Associates.  

Chircu, A.M. and R.J. Kauffman (2000). Limits to value in electronic 
commerce-related IT investment, Journal of Management Information 
Systems, 17(2), 59-80. 

Chircu, A.M. and V. Mahajan (2006). Managing electronic commerce retail 
transaction costs for customer value. Decision Support Systems, 43, 
898-914. 

Chu, W., B. Choi and M.R. Song (2005). The role of on-line retailer brand and 
infomediary reputation in increasing consumer purchase intention. 
International Journal of Electronic Commerce, 9(3), 115–127. 

Chu, S.C., L.C. Leung, Y.V. Hui and W. Cheung (2007). Evolution of e-
commerce web sites: A conceptual framework and a longitudinal study. 
Information & Management, 44(2), 154-164. 

Coelho, F., C. Easingwood and A. Coelho (2003). Exploratory evidence of 
channel performance in single vs. multiple channel strategies. 
International Journal of Retail and Distribution Management, 31(11), 
561-573. 

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences. 
Lawrence Erlbaum Associates, Hillsdale, NJ. 

Daniel, E., H. Wilson and A. Myers (2002). Adoption of e-commerce by SMEs 
in the UK. Towards a stage model. International Small Business 
Journal, 20(3), 253-270. 

Day, R.L. and E.L. Jr. Landon (1977). Toward a Theory of Consumer 
Complaining Behavior. In A. Woodside, J. Sheth and P. Bennet (Eds.), 
Consumer and Industrial Buying Behavior. North Holland, New York, 
NY. 

Dayal, S., T.D. French and V. Sankaran (2002). The e-tailer’s secret weapon. 
The McKinsey Quarterly, 2, 73-79. 

 131



Linking the Customer Purchase Process to E-commerce 

Dehning, B., V. J. Richardson, A. Urbaczewski and J. D. Wells (2004). 
Reexamining the value relevance of e-commerce initiatives. Journal of 
Management Information Systems, 21(1), 55-82. 

Deleersnyder, B., I. Geykens, K. Gielens and M.G. Dekimpe (2002). How 
cannibalistic is the Internet channel? A study of the newspaper industry 
in the United Kingdom and the Netherlands. International Journal of 
Research in Marketing, 19(4), 337-348. 

DeLone, W. H. and E.R. McLean (1992). Information systems success: The 
quest for the dependent variable. Information Systems Research, 3, 60-
95. 

DeLone, W. H. and E.R. McLean (2004). Measuring e-Commerce Success: 
Applying the DeLone&McLean information systems success model. 
International Journal of Electronic Commerce, 9(1), 31-47. 

De Matos, C.A., J.L. Henrique and C.A. Vargas Rossi (2007). Service recovery 
paradox: A meta-analysis. Journal of Service Research, 10(1), 60-77. 

Dess, G.G. and R.B Robinson (1984). Measuring organizational performance in 
the absence of objective measures: The case of the privately-held firm 
and conglomerate business unit. Strategic Management Journal, 5(5), 
265-273. 

Devaraj, S., M. Fan and R. Kohli (2002). Antecedents of B2C channel 
satisfaction and preference: Validating e-commerce metrics. 
Information Systems Research, 13(3), 316-333. 

Devaraj, S., M. Fan, and R. Kohli (2003). E-loyalty: Elusive ideal or 
competitive edge? Communications of the ACM, 46(9), 184–191. 

De Wulf, K., N. Schillewaert, S. Muylle and D. Rangarajan (2006). The role of 
pleasure in web site success. Information & Management, 43(4), 434-
446. 

Dholakia, R.R. and N. Kshetri (2004). Factors impacting the adoption of the 
Internet among SMEs. Small Business Economics, 23, 311–322. 

Dholakia, R.R., M. Zhao and N.  Dholakia (2005). Multichannel retailing: A 
case study of early experience. Journal of Interactive Marketing, 19(2), 
62-74. 

Downie, G. (2003). Internet marketing and SMEs. Management Services, 47, 8-11. 

Drucker, P. F. (1954). The Practice of Management. Harper & Row, New York. 

 132 



References 

Dunning, J., A. Pecotich and A. O’Cass (2004). What happens when things go 
wrong? Retail sales explanations and their effects. Psychology and 
Marketing, 21(7), 553–572. 

Dutta, A. and R. Roy (2004). A process-oriented framework for justifying 
information technology projects in e-business environments. 
International Journal of Electronic Commerce, 9(1), 49-68. 

E-Business Market Watch, January 2007. The European e-business report, 
2006/07 edition, A portrait of e-business in 10 sectors of the EU 
economy, 5th synthesis report of the e-Business Watch. www.ebusiness-
watch.org. 

Embretson, S.E. and S.P. Reise (2000). Item Response Theory for 
Psychologists. Lawrence Erlbaum Associates, Inc. 

Engel, J.F., R.D Blackwell and P.W. Miniard (1995). Consumer Behavior: 
International Edition. Fort Worth, TX:  Harcourt Brace College 
Publishers: the Dryden Press. 

Éthier, J., P. Hadaya, J. Talbot and J. Cadieux (2006). B2c web site quality and 
emotions during online shopping episodes: An empirical study. 
Information & Management, 43(5), 627-639. 

Forman, C. and A. Goldfarb (2006). Diffusion of Information and 
Communication Technologies to Businesses. In T. Hendershott (Ed.), 
Handbook of Economics and Information Systems. Elsevier.  

Fornell, C. and B. Wernerfelt (1987). Defensive marketing strategy by customer 
complaint management: a theoretical analysis. Journal of Marketing 
Research, 24, 337–346.  

Fornell, C. and J. Cha (1994). Partial Least Squares. In R.P Bagozzi (Ed.), 
Advanced Methods of Marketing Research (52–78). Basil Blackwell, 
Cambridge, MA.  

Geyskens, I., K.Gielens and  M.G.Dekimpe (2002). The market valuation of 
Internet channel additions. Journal of Marketing, 66, 102-119. 

Goetzinger, L., J.K. Park and R. Widdows (2006). E-customers’ third party 
complaining and complimenting behaviour. International Journal of 
Service Industry Management, 17(2), 193–206. 

Goméz, M.I., E.W. McLaughlin and D.R. Wittink (2004). Customer satisfaction 
and retail sales performance: An empirical investigation. Journal of 
Retailing, 80, 265-278. 

 133



Linking the Customer Purchase Process to E-commerce 

Grandon, E.E. and C. Ranganathan (2001). The impact of content and design of 
web sites on online sales. Proceedings of the 7th Americas Conference 
on Information Systems, 920-926. 

Harrison-Walker, J.L. (2001). E-complaining: a content analysis of an Internet 
complaint forum. Journal of services marketing, 15(5), 397-412.  

Hart, C.W.L., J.L. Heskett and W.E. Jr. Sasser (1990).  The profitable art of 
service recovery. Harvard Business Review, 68(2), 148-156. 

Heinze, N. and Q. Hu (2006). The evolution of corporate web presence: A 
longitudinal study of large American companies. International Journal 
of Information Management, 26(4), 313-325. 

Hoekstra, J.C., P.S.H. Leeflang and D.R. Wittink (1999).The customer concept: 
The basis for a new marketing paradigm. Journal of Market-Focused 
Management, 4(1), 43-76. 

Hofstede, G. and G.J. Hofstede (2005). Cultures and Organizations:  Software 
of the Mind. McGraw-Hill, NY. 

Hofstede, G. (2001). Culture’s Consequences: Comparing Values, Behaviors, 
Institutions, and Organizations Across Nations. Thousand Oaks, CA. 

Hofstede, G. (1983). The cultural relativity of organizational practices and 
theories. Journal of International Business Studies, 14, 75-89. 

Holloway, B.B. and S.E. Beatty (2003). Service failure in online retailing. A 
recovery opportunity. Journal of Service Research, 6(1), 92–105. 

Homburg, C., W.D. Hoyer and M. Fassnacht, (2002). Service orientation of a 
retailer’s business strategy: Dimensions, antecedents, and performance 
outcomes. Journal of Marketing, 66, 86-101. 

Hong, W. and K. Zhu (2006). Migrating to Internet-based e-commerce: Factors 
affecting e-commerce adoption and migration at the firm level. 
Information & Management, 43(2), 204-221. 

Howard, J.A. (1977). Consumer Behavior: Application of Theory, New York: 
McGraw-Hill. 

Hsu, P.F., K.L. Kraemer, and D. Dunkle (2006). Determinants of e-business use 
in U.S. firms. International Journal of Electronic Commerce, 10(4), 9-
45. 

Huang, J.H., C.T. Huang and S. Wu (1996). National character and response to 
unsatisfactory hotel service. International Journal of Hospitality 
Management, 15(3), 229–243. 

 134 



References 

Huizingh, K.R.E. (2002). The antecedents of web site performance. European 
Journal of Marketing, 36(11/12), 1225-1247. 

Huizingh, K.R.E. (2002). Towards successful e-business strategies: A hierarchy 
of three management models. Journal of Marketing Management, 18, 
721–747. 

Hulland, J. (1999). Use of partial least squares (PLS) in strategic management 
research: A review of four recent studies, Strategic Management 
Journal, 20(2), 195 – 204. 

Ives, B. and G.P. Learmonth (1984). The information system as a competitive 
weapon. Communications of the ACM, 27(12), 1193-1201. 

Ives, B. and R.O. Mason (1990). Can information technology revitalize your 
customer service? Academy of Management Executive, 4(4), 52–69.  

Kelderman, H. (1997). Loglinear Multidimensional Item Response Models for 
Polytomously Scored Items. In W. van der Linden and R.K. Hambleton 
(Eds.), Handbook of Modern Item Response Theory (287–304). New 
York: Springer-Verlag New York Inc. 

Khalifa, M. and V. Liu (2002-3). Satisfaction with Internet-based services: The 
role of expectations and desires. International Journal of Electronic 
Commerce, 7(2), 31-49. 

Kolesar M.B. and R.W. Galbraith (2000). A services-marketing perspective on 
e-retailing: Implications for e-retailers and directions for further 
research. Internet Research, 10, 424-438. 

Larivière, B. and Van den Poel, D. (2005), Investigating the post-complaint 
period by means of survival analysis, Expert Systems with Applications, 
29 (3), 667–677. 

Lassila, K.S. and J.C. Brancheau (1999). Adoption and utilization of 
commercial software packages: Exploring utilization equilibria, 
transitions, triggers, and tracks. Journal of Management Information 
Systems, 16(2), 63-90. 

Lederer, A.L., D.A. Mirchandani, and K. Sims (2001). The search for strategic 
advantage from the World Wide Web. International Journal of 
Electronic Commerce, 5(4), 117–133. 

Lee, R.P. and R. Grewal (2004). Strategic responses to new technologies and 
their impact on firm performance. Journal of Marketing, 68, 157-171. 

 135



Linking the Customer Purchase Process to E-commerce 

Leeflang, P.S.H. and D.R. Wittink, (2000). Building models for marketing 
decisions: Past, present and future. International Journal of Research in 
Marketing, 17, 105-126. 

Levy, M. and P. Powell (2003). Exploring SME Internet adoption: Towards a 
contingent model. Electronic Markets, 13(2), 173–181. 

Liang, T.P. and H.J. Lai (2002). Effect of store design on consumer purchases: 
An empirical study of online bookstores. Information and Management 
39(6), 431–444. 

Lohmoller, J.B. (1989). Latent Variables Path Modeling with Partial Least 
Squares. Physica-Verlag. Heidelberg.  

Loiacono, E.T., R.T. Watson and D.L. Goodhue (2007). WebQual: An 
instrument for consumer evaluation of web sites. International Journal 
of Electronic Commerce, 11(3), 51-87. 

Luo, X. and M. Seyedian (2003-4). Contextual marketing and customer-
orientation strategy for e-commerce: An empirical analysis. 
International Journal of Electronic Commerce, 8(2), 95-118. 

Lusch, R.F. and J.R. Brown (1996). Interdependency, contracting, and relational 
behavior in marketing channels. Journal of Marketing, 60(4), 19-38. 

Lyytinen, K. and G.M. Rose (2003). The disruptive nature of information 
technology innovations: The case of Internet computing in systems 
development organizations. MIS Quarterly, 27(4), 557-595. 

Mahmood, M.A., R. Kohli and S. Devaraj (2004). Introduction to the Special 
Issue: Measuring the Business Value of Information Technology in e-
Business Environments. International Journal of Electronic Commerce, 
9(1), 5-8. 

Martinsons, M.G. and V. Martinsons (2002). Rethinking the value of IT, again. 
Communications of the ACM, 45(7), 25–26. 

Maxham III, J.G. and R.G. Netemeyer (2002). Modeling customer perceptions 
of complaint handling over time: The effects of perceived justice on 
satisfaction and intent. Journal of Retailing, 78, 239–252.  

McCarthy, R.V. and J.E. Aronson (2001). Analyzing the balance between 
consumer, business and government: The emergent Internet privacy 
legal framework, IACIS, 275-281.  

 136 



References 

McCollough, M.A., L.L. Berry and M.S. Yadav (2000). An empirical 
investigation of customer satisfaction after service failure and recovery. 
Journal of Service Research, 3(2), 121–137. 

McCollough, M.A. and S.G. Bharadwaj (1992). The Recovery Paradox: An 
Examination of Consumer Satisfaction, Service Quality, and 
Attribution-Based theories. In C.T. Allen et al. (Eds.), Marketing 
Theory and Application. American Marketing Association: Chicago.  

McGaughey, R.E. (2003). Internet editorial. Benchmarking, 10, 73. 
Mithas, S., N. Ramasubbu, M.S. Krishnan and C. Fornell (2006-7). Designing 

web sites for customer loyalty across business domains: A multilevel 
analysis. Journal of Management Information Systems, 23(3), 97-127. 

Muraki, E. (1992). A generalized partial credit model: application if an EM 
algorithm. Applied Psychological Measurement, 16(2), 159–176.  

Napier, H.A., P.J. Judd, O.N. Rivers, and S.W. Wagner  (2001). Creating a 
Winning E-business. Thompson Learning, Canada. 

Nikolaeva, R. and S. Sriram (2006-7). The moderating role of consumer and 
product characteristics on the value of customized on-line 
recommendations. International Journal of Electronic Commerce, 
11(2), 101–123. 

Nunnally, J.C. (1978). Psychometric Theory. McGraw Hill, New York.   

Nunnally, J.C. and I.H. Bernstein (1994). Psychometric Theory. McGraw- Hill, 
New York. 

Oliver, R.L. (1980). A cognitive model for the antecedents and consequences of 
satisfaction. Journal of Marketing, 17(4), 460-469. 

Ouellette, J.A. and W. Wood (1998). Habit and intention in everyday life: The 
multiple processes by which past behavior predicts future behavior. 
Psychological Bulletin, 124(1), 54–74. 

Palmer, J.W. (2002). Web site usability, design, and performance metrics. 
Information Systems Research, 13(2), 151-167. 

Pavlou, P.A. (2003). Consumer acceptance of electronic commerce: Integrating 
trust and risk with technology acceptance model. International Journal 
of Electronic Commerce, 7(3), 131-134. 

Perry, M. and Ch.D. Bodkin (2002). Fortune 500 manufacturer web sites. 
Innovative marketing strategies or cyberbrochures? Industrial 
Marketing Management, 31, 133-144. 

 137



Linking the Customer Purchase Process to E-commerce 

Peterson, R.A., S. Balasubramanian and B.J. Bronnenberg (1997). Exploring the 
implications of the Internet for consumer marketing. Journal of the 
Academy of Marketing Science, 25(4), 329-346.  

Reibstein, D. J. (2002). What attracts customers to online stores, and what keeps 
them coming back?  Journal of the Academy of Marketing Science, 
30(4), 465-473.  

Richins, M. (1983).  Negative word-of-mouth by dissatisfied consumers: A pilot 
study. Journal of Marketing, 47, 68–78. 

Ringle, C.M., S. Wende and A. Will (2005). Smart PLS – Version 2.0. 
Universitat Hamburg, Hamburg. 

Rossi, P.E., R.E. McCulloch, G.M. Allenby (1996). The value of purchase 
history data in target marketing. Marketing Science, 15(4), 321-340. 

Rust R.T., C. Moorman and P.R. Dickson (2002). Getting return on quality: 
Revenue expansion, cost reduction, or both? Journal of Marketing, 66, 
7-24. 

Saeed, K.A., Y. Hwang and V. Grover (2002-3). Investigating the impact of 
web site value and advertising on firm performance in electronic 
commerce. International Journal of Electronic Commerce, 7(2), 119-
141. 

Saeed, K.A., V. Grover and Y. Hwang (2005). The relationship of e-commerce 
competence to customer value and firm performance: An empirical 
investigation. Journal of Management Information Systems, 22(1), 223–
256. 

Saeed, K.A., V. Grover and Y. Hwang (2005). The relationship of e-commerce 
competence to customer value and firm performance: An empirical 
investigation. Journal of Management Information Systems, 22(1), 223-
256. 

Schneider, B. and D. Bowen (1999). Understanding consumer delight and 
outrage. Sloan Management Review, 41, 35–46. 

Schneider, B., S.S. White and M.P. Paul (1998). Linking service climate and 
customer perceptions of service quality: Test of a causal model. Journal 
of Applied Psychology, 83, 150–163.  

Shrout, P.E. and N. Bolger (2002). Mediation in experimental and 
nonexperimental studies: New procedures and recommendations. 
Psychological Methods, 7(4), 422-445. 

 138 



References 

Singh, J. (1989). Determinants of consumers’ decisions to seek third party 
redress: An empirical study of dissatisfied patients. Journal of 
Consumer Affairs, 23(2), 329–363.  

Smith, A.K. and R. Bolton (1998). An experimental investigation of service 
failure and recovery: Paradox or peril? Journal of Service Research, 
1(1), 65-81. 

Smith, J.B. and M. Colgate (2007). Customer value creation: A practical 
framework. Journal of Marketing Theory and Practice, 15(1), 7–23. 

Sorescu, A.B., R.K. Chandy and J.C. Prahbu (2003). Sources and financial 
consequences of radical innovation: Insights from pharmaceuticals. 
Journal of Marketing, 67, 82–102. 

Srinivasan, R., G.L. Lilien and A. Rangaswamy (2002). Technological 
opportunism and radical technology adoption: An application to e-
business. Journal of Marketing, 66, 47–60.  

Srinivasan, R., G.L. Lilien and A. Rangaswamy (2004). First in, first out? The 
effects of network externalities on pioneer survival. Journal of 
Marketing, 68, 41–58. 

Srinivasan, S.S., R. Anderson and K. Ponnavolu (2002). Customer loyalty in e-
commerce: An exploration of its antecedents and consequences. 
Journal of Retailing, 78(1), 41-50. 

Standing, C. and C. Lin (2007). Organizational evaluation of the benefits, 
constraints, and satisfaction of business-to-business electronic 
commerce. International Journal of Electronic Commerce, 11(3), 107-
134. 

Strauss, J. and D.J. Hill (2001). Consumer complaints by e-mail: An 
exploratory investigation of corporate responses and customer 
reactions. Journal of Interactive Marketing, 15(1), 63–73.  

Sungwook, M., M.U. Kalwani and W.T. Robinson (2006). Market pioneer and 
early follower survival risks: A contingency analysis of really new 
versus incrementally new product-markets. Journal of Marketing, 70, 
15–33. 

Sunil M., R. Narayan, M.S. Krishan and C. Fornell (2007). Designing web sites 
for customer loyalty across business domains: a multilevel analysis. 
Journal of Management Information Systems, 23(3), 97–127. 

 139

http://www.sciencedirect.com/science/journal/00224359


Linking the Customer Purchase Process to E-commerce 

Tarafdar, M. and J. Zhang (2005-6). Analysis of critical website characteristics: 
a cross-category study of successful websites. Journal of Computer 
Information Systems, 14-24.  

Teerling, M.L. (2007). Determining the Cross-Channel Effects of Informational 
Web Sites. Research School Systems, Organization and Management, 
Labyrinth Publications.  

Tenenhaus, M., V.E. Vinzi, Y. Chatelin and C. Lauro (2005). PLS path 
modeling. Computational Statistics & Data Analysis, 48, 159-205. 

Teo, T.S.H. and Y. Pian (2004). A model for web adoption. Information and 
Management, 41, 457–468. 

The Economist, 21st Edition (2006). The world in 2007. The world in figures: 
Industries: E-commerce, 106. 

Torkzadeh, G. and G. Dhillon (2002). Measuring factors that influence the 
success of Internet commerce. Information Systems Research, 13(2), 
187–204. 

Torkzadeh, G. and G. Dhillon (2002). Measuring factors that influence the 
success of Internet commerce. Information Systems Research, 13(2), 
187-204. 

TWICE: This Week in Consumer Electronics (2000).  Lowe's selling white 
goods over relaunched website, 15(28), 47. 

Venkatraman, N. and V. Ramanujam (1986). Measurement of business 
performance in strategy research: A comparison of approaches. 
Academy of Management Journal, 11(4), 801–814.  

Venkatraman, N. and V. Ramanujam (1987). Measurement of business 
economic performance: An examination of method convergence. 
Journal of Management, 13(1), 109–122.  

Verhoef, P.C., S.A. Neslin and B. Vroomen (2007). Multichannel customer 
management: Understanding the research-shopper phenomenon. 
International Journal of Research in Marketing, 24(2), 129-148. 

Vermunt, J.K. (2001). The use of restricted latent class models for defining and 
testing nonparametric and parametric Item Response Theory models. 
Applied Psychological Measurement, 25(3), 283–294.  

Vermunt, J.K. and J. Magidson (2005a). Latent Gold 4.0 User’s Guide. 
Belmont, MA: Statistical Innovations Inc. 

 140 



References 

Vermunt, J.K. and J. Magidson (2005b). Technical Guide for Latent Gold 4.0: 
Basic and Advanced. Belmont Massachusetts: Statistical Innovations 
Inc. 

Von Davier, M. and K. Yamamoto (2004). Partially observed mixtures of IRT 
models: An extension of the generalized partial-credit model. Applied 
Psychological Measurement, 28(6), 389-406. 

Voorhees, C.M., M.K. Brady and D.M. Horowitz (2006). A voice from the 
silent masses: An exploratory and comparative analysis of 
noncomplainers. Journal of the Academy of Marketing Science, 34(4), 
514–527. 

Wade, M.R. and S. Nevo (2005-6). Development and validation of a perceptual 
instrument to measure e-commerce performance. International Journal 
of Electronic Commerce, 10(2), 123-146. 

Walsh, J. and S. Godfrey (2000). The Internet: A new era in customer service. 
European Management Journal, 18(1), 85-92. 

Wareham, J., J.G. Zheng and D. Straub (2005). Critical themes in electronic 
commerce research: A meta-analysis. Journal of Information 
Technology, 20, 1-19. 

Ward, J.C. and Ostrom, A.L. (2006), Complaining to the masses: The role of 
protest framing in customer-created complaint web sites, Journal of 
Consumer Research, 33 (2), 220–230. 

Warrington, T.B., N.J. Abgrab and H.M. Caldwell (2000). Building trust to 
develop competitive advantage in e-business relationships. Consumer 
Research, 10(2), 160–168. 

Wierenga, B., P.A.M. Oude Ophuis, and K.R.E. Huizingh (1994). Hierarchical 
scaling of marketing decision support system. Decision Support 
Systems, 12, 219–232. 

Willcocks, L., C. Sauer and Associates (2000). Moving to E-business. Random 
House. 

Wold, H. (1982). Soft Modeling: The Basic Design and Some Extensions. In 
K.G. Joreskog and H. Wold (Eds.), Systems under Indirect Observation. 
Part 2 (1–54). North-Holland, Amsterdam. 

Wold, H. (1985). Partial Least Squares. In S. Kotz and N.L. Johnson (Eds.), 
Encyclopedia of Statistical Sciences (581–591). Vol. 6. Wiley, New 
York.  

 141



Linking the Customer Purchase Process to E-commerce 

Woodruff, R.B. and S.F. Gardial (1996). Know Your Customer: New 
Approaches to Understanding Customer Value and Satisfaction. 
Blackwell Business, Cambridge Mass., USA. 

Woodruff, R.B. (1997). Customer value: The next source for competitive 
advantage. Journal of the Academy of Marketing Science, 25(2), 139–
153. 

Wu, F., V. Mahajan and S. Balasubramanian (2003). An analysis of e-business 
adoption and its impact on business performance. Journal of the 
Academy of Marketing Science, 31(4), 425-447.  

Wu, F. and Y.K. Lee (2005). Determinants of e-communication adoption: The 
internal push versus external pull factors. Marketing Theory, 5(1), 7–31.  

Xue, L., G. Ray and A. Whinston (2006). Strategic investment in switching 
cost: An integrated customer acquisition and retention perspective. 
International Journal of Electronic Commerce, 11(1), 7-35. 

Zeithaml, V.A. (1988). Consumer perceptions of price, quality and value: A 
means-end model and synthesis of evidence. Journal of Marketing, 52, 
2–22.  

Zeithaml, V.A. (2002). Service excellence in electronic channels. Managing 
Service Quality, 12, 135-138.  

Zhu, K. and K.L. Kraemer (2002). E-commerce metrics for net-enhanced 
organizations: Assessing the value of e-commerce to firm performance 
in the manufacturing sector. Information Systems Research, 13(3), 275–
295. 

Zhu, K. and K.L. Kraemer (2002). E-commerce metrics for net-enhanced 
organizations: Assessing the value of e-commerce to firm performance 
in the manufacturing sector. Information Systems Research, 13(3), 275-
295. 

Zhu, K. (2004). The complementarity of information technology infrastructure 
and e-commerce capability: A resource-based assessment of their 
business value. Journal of Management Information Systems, 21(1), 
167–202. 

Zwass, V. (2003). Electronic commerce and organizational innovation: Aspects 
and opportunities. International Journal of Electronic Commerce, 7(3), 
7–37. 

 

 142 


	 
	Acknowledgements 
	Table of Contents
	1 Introduction 
	1.1 Importance of e-commerce 
	1.2 Customer purchase process  
	1.3 Goal of the thesis  
	1.3.1 Research problems  

	1.4 Outline of the thesis 
	2 Stages of Website Advancement: Assessment based on Goals to Support the Customer Purchase Process 
	2.1  Introduction 
	2.2 Conceptual framework 
	2.2.1 Customer value 
	2.2.2 Stages of website advancement 
	2.2.3 Website goals 
	2.2.4 Firm and industry characteristics  

	2.3 Study design 
	2.3.1 Sample 
	2.3.2 Measurements 
	2.3.3 Model 

	2.4 Results  
	2.4.1 Model selection  
	2.4.2 Dimensions of website advancement 
	2.4.3 Hierarchies of website goals  
	2.4.4 Effects of firm and industry characteristics 

	2.5 Conclusion and discussion  

	Appendix I  
	Measurement scales 

	3 Transactional and Informational Functions of Websites:      Which is More Important for Success? 
	3.1  Introduction 
	3.2 Conceptual framework  
	3.2.1 Informational and transactional website functions  
	3.2.2 Website functions and success 
	3.2.3 Chain of performance measures  
	3.2.4 Constructs  
	3.2.4.1 Informational and transactional success  
	3.2.4.2 Overall website success and company performance 
	3.2.4.3 Website features  


	3.3 Methodology 
	3.3.1 Sample characteristics  
	3.3.2 Measurements  
	3.3.2.1 Performance measures  
	3.3.2.2 Measurement of website features  
	3.3.2.3 Formative and reflective constructs  

	3.3.3 Methodology  

	3.4 Results 
	3.4.1 The model fit 
	3.4.2 Measurement model results 
	3.4.3 Structural model results 
	3.4.4 Alternative models specifications   

	3.5 Conclusions  

	Appendix II 
	 
	The website features for each of the customer purchase process stages  

	4 The Effect of Complaint Behavior and Service Recovery Satisfaction on Intentions to Repurchase on the Internet 
	4.1  Introduction 
	4.2 Conceptual development  
	4.2.1 Satisfaction with online purchases 
	4.2.2 Complaint behavior about online purchases 
	4.2.3 Past purchase behavior and consumer characteristics 
	4.2.4 Country groups 
	4.2.5 Research framework 

	4.3 Study design 
	4.3.1 Survey description 
	4.3.2 Measurements 
	4.3.3 Sample description 
	4.3.4 Methodology  

	4.4 Results 
	4.5  Discussion 
	4.5.1 Conclusion 
	4.5.2 Managerial implications 
	4.5.3 Limitations and future research 


	Appendix III 
	Questionnaire Eurobarometer 60.0, September 2003 

	5 Discussion and Implications 
	5.1 Summary of the findings and theoretical implications  
	5.2 Managerial implications 
	5.3 Future research 

	Summary 
	Samenvatting 
	References 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




