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The Moderating Effect of Online Purchase Experience on the Evaluation of Online Store
Attributes and the Subsequent Impact on Market Response Outcomes

Byoungho Jin, Oklahoma State University
Jin Yong Park, Dong-Eui University

ABSTRACT
The purpose of this study was to propose and test an integrative

theoretical model that allows one to determine the relative importance
of online store attributes on market response outcomes (i.e., trust,
satisfaction, and loyalty), and to examine the moderating effect of
online purchase experience on the impact of online store attributes
on trust and satisfaction. The empirical results showed that
merchandising was the most important attribute to enhancing both
trust and satisfaction, followed by security/privacy and order
fulfillment. The findings also revealed that the source of consumer
trust changes as consumer purchase experience increases, whereas
the source of consumer satisfaction remains the same regardless of
consumer purchase experience.

INTRODUCTION
One of the critical aims of retailers is to increase consumers’

market response outcomes, such as trust, satisfaction, and loyalty.
In the online retailing setting, several online store aspects (i.e.,
website design, security, website quality, etc.) are individually
studied as important antecedents of market response outcomes.
Although prior studies pertaining to market response outcomes and
their antecedents have contributed to understanding consumers’
online shopping behavior, some critical gaps remain. First, individual
links of market response outcomes with online store aspects are
well established. Examples are trust-loyalty (e.g., Harris and Goode
2004), satisfaction-loyalty (e.g., Shankar, Smith, and Rangaswamy
2003; Wallace, Giese, and Johnson 2004), trust-satisfaction (e.g.,
Singh and Sirdeshmukh 2000), website design-satisfaction (e.g.,
Montoya-Weiss, Voss, and Grewal 2003), and privacy-trust and
satisfaction (e.g., Wagner and Rydstrom 2001). However, integrative
attempts of outcomes with online store aspects are lacking. In order
to understand consumers’ online purchases, it is important to
integrate these disparate discoveries so the relative importance of
each factor can be judged and appropriately implemented by
retailers.

Second, prior studies implicitly assume that consumers’ evalu-
ation of online store attributes and the impact on market response
outcomes is identical across customers. Several pieces of evidence
suggest this assumption might be too simplistic. According to
Hoffman, Novak, and Peralta (1999), consumers’ evaluation of an
online retailer is likely to be different by customers’ Internet usage
patterns. Online trust varies by a consumer’s buying experience
(Liu, Dixon, and Murphy 2002) and is moderated by the consumer’s
degree of trust propensity (Lee and Turban 2001) and duration of
relationship (Gounaris and Venetis 2002). Extending these notions,
this study posits that consumer evaluation of online store attributes
and the impact on consumer trust and satisfaction vary by the degree
of consumer online purchase experience. For example, inexperi-
enced e-shoppers might consider the security and order fulfillment
aspects of e-tailers more important than other online attributes in
building trust, which in turn may lead to customer loyalty. This
study attempts to fill such gaps in the literature. Therefore, the
purpose of this study is to propose and test an integrative theoretical
model that identify the relative importance of each online store
attribute on market response outcomes (i.e., trust, satisfaction, and
loyalty), and to examine the moderating effect of online purchase
experience on the impact of each online attribute on trust and
satisfaction.

RESEARCH MODEL AND HYPOTHESES

Online Store Attributes and Trust
In the literature, a significant number of studies focus on a

discrete aspect of online store attributes in examining its impact on
market response outcomes (e.g., Loiacono, Watson, and Goodhue
2002; Montoya-Weiss et al. 2003; Wagner and Rydstrom 2001;
Wolfinbarger and Gilly 2003; Yoo and Donthu 2001). Because a
single online store aspect does not determine consumers’ reaction
to e-tailers, this study considers a comprehensive set of online store
attributes, rather than a single aspect. Lindquist (1974-75) synthe-
sized store attributes into nine categories: merchandising, service,
clientele, physical facilities, convenience, promotion, store atmo-
sphere, institutional factors, and past transactions. Considering this
classification and incorporating online specific characteristics from
intensive literature review, this study considers six aspects of online
store attributes: website design, order fulfillment, communication,
merchandise, security/privacy, and promotion.

In this study, trust is defined as a belief or expectation that the
word or promise by the merchant can be relied upon (i.e., credibil-
ity) and that the seller will not take advantage of the consumer’s
vulnerability (i.e., benevolence) (Geyskens et al. 1996). While few
studies have attempted to find out the relative influence of each of
the online store attributes in building consumers’ trust toward the
online store, literature provides evidence of individual attributes
doing so. For example, Lohse and Spiller (1999) claimed that
information content and website design played an important role in
building customer trust as these attributes replace the salesperson
and physical surroundings of a traditional retail store. Security/
privacy, order fulfillment, and communication dimensions are
conceptually suggested as important consumer trust builders (i.e.,
Hoffman et al. 1999; Urban et al. 2000), but empirical support has
not been provided. Neither is empirical evidence available with
respect to merchandise. It is expected, though, that providing
merchandise that satisfies customers’ needs will be positively
related to customer trust toward e-tailers. One of the most important
factors that attracts consumers online is saving money (Abbott et al.
2000). Accordingly, providing monetary incentives may create the
impression that the e-tailer is benevolent (i.e., trustworthy). In line
with previous literature and reasoning, the following hypotheses
are developed.

H1: The following online store attributes have a positive
influence on consumer trust toward e-tailier.
H1a. Website design,
H1b. Order fulfillment,
H1c. Communication,
H1d. Merchandising,
H1e. Security/Privacy, and
H1f. Promotion

Online Store Attributes and Satisfaction
Satisfaction is defined as the perception of pleasurable fulfill-

ment and occurs when retailer performance matches or is higher
than consumers’ expectations (Oliver 1997). Overall, prior studies
indicate that satisfaction toward an e-tailer depends primarily on
customers’ evaluation of performance on various online store
attributes. Specifically, the relationship of website design to satis-
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faction has received moderate attention. In two service contexts
(i.e., a financial service institution and a university), Montoya-
Weiss et al. (2003) found that three website design factors (informa-
tion content, navigation structure, and graphic style) influenced
customers’ use of an online channel and overall satisfaction. Of the
three website design factors, information content perceptions ex-
erted stronger effects on overall satisfaction than navigation struc-
ture or graphic style. Site design and convenience were found to
have a more prominent role in consumer e-satisfaction than greater
breadth of offerings (Szymanski and Hise 2000). Communication
with customers by providing information has been found to be
important in enhancing customer satisfaction toward e-tailers, too.
Shankar et al. (2003) found that ease of obtaining information and
depth of information at the website increased overall satisfaction.
Information quality also affected satisfaction levels (Park and Kim
2003). Wagner and Rydstrom (2001) provided additional support
that customer satisfaction is a positive function of communication,
user-friendliness, and privacy. The security and privacy aspect is a
significant contributor to customer satisfaction (Park and Kim
2003; Szymanski and Hise 2000; Wagner and Rydstrom 2001).
While the influence of the merchandise aspect on customer satisfac-
tion remained unexplored, this study deems that retailers’ success-
ful merchandising has a strong impact on consumers’ satisfaction
levels as consumers seek merchandise that will satisfy their needs
through e-tailers. The promotion aspect may lead marginally to
customer satisfaction as expectation of savings may be better met
by placing online orders than by purchasing offline. This view is
supported by Jin and Sternquist (2004), who found that price
savings create higher levels of satisfaction. Taken together, we put
forth the following hypotheses.

H2: The following online store attributes have a positive
influence on consumer satisfaction toward e-tailier.
H2a. Website design,
H2b. Order fulfillment,
H2c. Communication,
H2d. Merchandising,
H2e. Security/Privacy, and
H2f. Promotion

Trust and Satisfaction
While the notion that satisfaction precedes trust is well

established in the marketing channel (e.g., Garbarino and Johnson
1999; Geyskens, Steenkamp, and Kumar 1998), we posit that trust
leads to satisfaction in the e-tailing context, where trust serves a
pivotal role in attracting customers to shop (Hoffman et al 1999;
Reichheld and Schefter 2000; Urban, Sultan, and Qualls 2000).
Unlike offline retail stores, the inability to interact with a salesperson
and merchandise, as well as electronic payment methods, increases
consumers’ perceived risk of online purchasing. Consequently,
trust may provide a stimulus to purchase over the Internet. Singh
and Sirdeshmukh (2000) proposed a circular trust model. That is,
trust before a specific exchange episode enhances consumers’
postpurchase satisfaction, which in turn increases postpurchase
trust. As such, this study suggests that customer satisfaction can be
achieved only when customers feel comfortable about placing
orders over the Internet. Recent empirical findings by Harris and
Goode (2004) support a positive direct trust-satisfaction link.
Therefore, we expect customer satisfaction to be reflective of
customer trust toward the e-tailer.

H3: Consumer trust positively influences consumer
satisfaction with e-tailer.

Trust and Loyalty
Considerable studies have confirmed that trust is a significant

driver of customer loyalty (e.g., Chaudhuri and Holbrook 2001;
Reichheld and Schefter 2000). According to Reichheld and Schefter
(2000, 107), retailers must first gain trust, asserting “to gain the
loyalty of customers, you must first gain their trust. That’s always
been the case but on the web…it’s truer than ever.” Harris and
Goode (2004) concluded that trust might be more important in
establishing loyalty in online retailing than in offline purchasing.
And, Lynch, Kent, and Srinivasan (2001) found that trust is consis-
tently associated with online loyalty in a number of contrasting
national contexts.

H4: Consumer trust positively influences consumer loyalty
with e-tailer.

Satisfaction and Loyalty
Overall, a significant positive relationship between satisfac-

tion and loyalty has been sufficiently documented (Cronin, Brady
and Hult 2000; Shemwell, Yavas, and Bilgin 1998; Wallace et al.
2004). Oliver (1999, 42) viewed satisfaction as the “seed” out of
which loyalty develops. In a multichannel context, Wallace et al.
(2004) found that satisfaction is a significant predictor of loyalty for
multiple channel customers, while it is not for single channel
customers. The relationship between satisfaction-loyalty is found
to be higher online than offline (Shankar et al. 2003). Therefore, our
next hypothesis is given:

H5: Consumer satisfaction positively influences consumer
loyalty toward e-tailer.

The Moderating Effect of Online Purchase Experience
When deciding whether and how much to trust, consumers

look for cues (e.g., trustworthiness attributes). Gounaris and Venetis
(2002) found in the industrial service context that the impact of trust
antecedents is moderated by the duration of the relationship and that
the source of trust changes as the relationship progresses. For
example, as the relationship matures, higher levels of the quality
dimension (i.e., immediate outcome quality, actual performance of
the provider in delivering the service) were found to be more
important, whereas potential quality (i.e., cues) was more important
at the early phase of the relationship. Following this notion, our
study speculates that trust building cues, such as security/privacy,
order fulfillment, website design, and promotion become less
critical as e-shoppers’ experiences increase. Website design serves
as the store atmosphere (Abbott et al. 2000; Lohse and Spiller 1999)
and, accordingly, is a trustworthiness cue, especially at the beginning
of transactions with an e-tailer. E-shoppers are particularly fearful
of disclosing personal information related to security, privacy and
order fulfillment aspects (e.g., Andrade, Kaltcheva, and Weitz
2002; Hoffman et al. 1999). This concern may be lessened as their
purchase experience increases. Consumers are more likely, too, to
trust an e-tailer that continuously offers lower prices than competitors.
Inexperienced shoppers may be more reactive to this aspect as
saving money draws shoppers online (Abbott et al. 2000).
Merchandising is an actual performance of the e-tailer. Accordingly,
the merchandising aspect is thought to be more critical as an e-
shopper’s experience with an e-tailer increases. Taken together, the
following hypothesis is derived.

H6: Online attributes-trust link is moderated by the customers’
online purchase experience.
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As with the online attributes-trust link, we expect that the
online attributes-satisfaction link is also moderated by consumers’
online purchase experience. Important attributes that affect the
satisfaction level are likely to differ by consumer decision process
stages. Chen-Yu and Kincade (2001) discovered that product image
was important in the alternative evaluation stage, while product
performance and product image affected satisfaction in a post-
purchase stage. Abbott et al. (2000) viewed satisfaction as either
latent satisfaction (i.e., initial evaluation before purchase) or manifest
satisfaction (i.e., after purchase through explicit comparison between
consumer expectation and performance). As such, they proposed
different impacts of online store attributes on latent and manifest
satisfaction. For example, they proposed that the effect of perceived
security is higher for latent satisfaction than for manifest satisfaction.
Similarly, atmospherics (i.e., website design) and price (i.e.,
promotion) are critical in latent satisfaction, but their importance is
diminished in manifest satisfaction. However, the importance of
product assortment and information availability is proposed equally
high across the two satisfaction stages. In line with the above study,
this study posits that website design, order fulfillment, security, and
promotion aspects are more important to consumer satisfaction for
consumers with less purchase experience than for their counterparts.
In contrast, merchandise and communication aspects are more
important for experienced online shoppers.

H7: Online attributes-satisfaction link is moderated by the
customers’ online purchase experience.

METHOD
Data was collected using two different formats, a mall inter-

cept method and an online survey. This mixed mode approach
mitigates coverage errors or other biases resulting from data collec-
tion methods. Males and females over 18 who reside in South Korea
and who have online purchase experience were chosen as respon-
dents. For the mall intercept method, shoppers at two major depart-
ment stores and one major discount store in Seoul, Korea, were
asked by trained interviewers to complete a questionnaire. An
online survey was conducted in cooperation with a major online
retailer. The survey was posted on the retailer’s website and visitors
were invited by means of a pop-up window to fill out the survey.

After checking equivalence of the two covariance matrices using
LISREL 8.50 (χ2=56.93, df=45, p=.11), two data sets (226 from the
mall intercept and 227 from the online survey) were combined as a
total for further analysis.

Survey Instrument Development
The questionnaire in this study was developed through three

phases. In the first phase, 58 items that measure six proposed
aspects of online store attributes (i.e., website design, order fulfill-
ment, communication, merchandising, security/privacy, and pro-
motion) were adopted from Loiacono et al. (2002); Mathwick,
Malhotra, and Rigdon (2001); Wolfinbarger and Gilly (2003); Yoo
and Donthu (2001). Twenty-two items for measuring three market
response outcomes (i.e., trust, satisfaction, and loyalty) were com-
piled from prior studies (Doney and Cannon 1997; Garbarino and
Johnson 1999; Srinivasan, Anderson, and Ponnavolu 2002) and
translated into Korean by one of the researchers who is fluent in
both English and Korean. In the second phase, based on a focus
group interview and person-to-person interview results, seven
Korean-specific website attributes (e.g., no interest up to 18 months
installment) were incorporated into the questionnaire. Lastly, a
pretest was conducted with 53 respondents. Based on results of the
pretest, the final 35 items for online store attributes and 16 items for
assessing the market response outcomes were developed. All items
were measured by the seven-point Likert scale (1=strongly dis-
agree, 7=strongly agree), except the extent of online shopping and
demographic variables. Respondents were asked to write the name
of the e-retailer from which they most frequently shopped and to
answer questions with the store in mind.

Respondents
Regarding the respondents, 67% were female, 71% were

between the ages of 25 and 39, 84.8% had earned a bachelor’s
degree or higher, 51.2% were single, and 67.9% had average
monthly incomes of $2,500 or above. This sample could be consid-
ered representative of e-shoppers as it was previously reported that
frequent e-shoppers are female with high income and education and
who are relatively young (Korea Information Strategy Develop-
ment Institute 2004, June 28).

FIGURE 1
The Proposed Research Model and Hypotheses
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Measurement Validation
To provide an assessment of the overall validity of the mea-

sures, a confirmatory factor analysis (CFA) of online store at-
tributes and market response outcomes was undertaken. The CFA
result for online store attributes indicated an acceptable fit
(χ2(174)=890.15, p=.00; GFI=.85; CFI=.83; NFI=.80; RMR=.07).
Factor loadings were generally in the .61-.85 range and statistically

significant at p<.01, suggesting construct validity. Internal consis-
tency was also proved (table 1). The CFA result of market response
outcomes showed an acceptable fit (χ2(51)=289.28, p=.00; GFI=.91;
CFI=.94; NFI=.92; RMR=.04) and factor loadings were in the .63-
.89 range, providing construct validity for the measures (trust,
satisfaction, and loyalty). Internal consistency was also verified
through construct reliability (ranging .81-.89) and Cronbach’s

TABLE 1
The Results of CFA on Evaluation of Online Store Attributes
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alpha (ranging.80-.88) (table 2). Items in one factor were averaged
for further analysis.

RESULTS
The hypotheses of the research model were tested with three

structural equation path models. The first model involved testing
H1-H5 with the full sample (n=453). The other two models tested
H6 and H7 (i.e., the moderating effect of online purchase experience).
To test the moderating effect, the total sample was divided into two
groups based on the respondent’s number of online purchases in the
past year. To ensure high versus low online purchase groups, the top
one-third (approximately 33%) was classified as the high online
purchase experience group (High, n=150) and the low one-third
was classified as the low online purchase experience group (Low,
n=154). High group purchased 18 times or more in a year, while
Low purchased 6 or fewer times in a year.

Testing the Proposed Model
Results pertaining to the proposed model (H1-H5) are shown

in table 3. The overall fit statistics (χ2(6)=18.49, p=.01; GFI=.99;
CFI=.99; RMSEA=.07; RMR=.03) indicated an acceptable level of
fit. In testing the effect of online store attributes evaluation on trust,
four out of six paths were statistically significant. That is, four
online attributes, Order Fulfillment (.14), Merchandising (.36),
Security/Privacy (.23), and Promotion (.12), played an important
role in improving consumers’ trust toward e-tailers. These results
are consistent with Hoffman et al (1999) and Urban et al. (2000).
However, the other two paths, Website Design-trust (.00) and

Communication-trust (.04), were insignificant. This finding
contradicts Lohse and Spiller (1999) who found that website design
increases the customer trust level. Therefore, H1b, H1d, H1e, and
H1f were accepted; H1a and H1c were rejected.

In testing the effects of online store attributes evaluation to
satisfaction, Order Fulfillment (.20), Merchandising (.27), and
Security/Privacy (.20) had significant positive effects on consumer
satisfaction toward e-tailers. These results are parallel to previous
studies (Park and Kim 2003; Wagner and Rydstrom 2001). However,
Website Design (.02), Communication (.05), and Promotion (.03)
did not increase consumers’ level of satisfaction. This finding is
inconsistent with Montoya-Weiss et al. (2003), Shankar et al.
(2003), and Szymanski and Hise (2000) who found that website
design and information were important to satisfaction. Therefore,
H2b, H2d, and H2e were accepted and the other three hypotheses
were rejected.

Hypotheses testing relationships among the three market
response outcomes (i.e., paths from trust → satisfaction (.24), trust
→ loyalty (.36), and satisfaction → loyalty (.38)), were all proved
to be significant in our path model. This finding corresponds to prior
studies (Harris and Goode 2004; Reichheld and Schefter 2000;
Wallace et al. 2004). Therefore, H3, H4, and H5 were accepted.

Testing the Moderating Effect of Online Purchase Experience
To test the moderating effect of online purchase experience,

three steps of multiple group analysis method in LISREL were
taken. First, all path coefficients across the two groups (high versus
low) were set to free (free model). The chi square value of the free

TABLE 2
The Results of CFA on Consumer Trust, Satisfaction, and Loyalty toward e-tailer
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model (χ2=18.13, df=12, p=.11) was then used as a base model for
comparison of the two groups. In the second step, all path coeffi-
cients across the two groups were constrained to be equal (con-
strained model, χ2=53.88, df=24, p=.00). The chi-square difference
test (change in χ2=35.8, df=12, p<.01) indicated that, as a group, the
constrained model was significantly poorer than the free model,
allowing us to test individual paths. Therefore, in the third step, the
individual path coefficient, taken one at a time, was compared
between the two groups (see Sauer and Dick 1993). The chi-square
of the free model (χ2 =18.13, df=12, p=.11) was also used as a base.
The twelve constrained models (six online store attributes → trust
and six online store attributes → satisfaction) were examined (i.e.,
each time, just one path was set to equal between groups and the rest
were set to free). As table 4 shows, five paths out of twelve were
significantly different between groups. That is, the effects of
Website Design, Order Fulfillment, Merchandising, and Promotion
on trust are significantly different between the groups. In the paths
to satisfaction, group difference was found in the Communication-
satisfaction path. However, this path was not significant in both
groups. This finding indirectly opposes the proposition of Abbott et

TABLE 3
The Result of Testing the Proposed Model

n=453

al. (2000) that online store attributes had differing influences on
latent and manifest satisfaction. Therefore, taken together, H6 was
partially accepted and H7 was rejected.

CONCLUSION
The purpose of this study was two-fold. First, the study

proposed and tested an integrative model for examining the relative
influence of diverse online store attributes on market response
outcomes. The findings revealed that Merchandising was the most
important attribute in enhancing both trust and satisfaction, fol-
lowed by Security/Privacy and Order Fulfillment. Promotion ex-
erted the smallest contribution, increasing only consumer trust, not
satisfaction. Second, this study examined the moderating effect of
online purchase experience on the impact of each online attribute on
consumer trust and satisfaction. Specifically, Order Fulfillment,
Promotion, and Website Design were the most critical in enhancing
consumer trust for low online purchasers, while Merchandising was
the most critical in cultivating trust for high online purchasers.
Security/Privacy was found to be important in increasing trust for
both groups.
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TABLE 4
The Moderating Effect of Online Purchase Experience

An important theoretical contribution of this study stems from
discovering the relative importance of diverse online store at-
tributes in enhancing consumer trust and satisfaction. By integrat-
ing the online store attributes and market response outcomes, this
study enables us to find merchandising to be foremost in enhancing
trust and satisfaction. In addition, the merchandising aspect is
proved to be more critical in cultivating heavy purchasers. Surpris-
ingly, despite the importance of merchandising, this aspect has not
received attention in previous e-tailing study. This study provides
multiple reasons why merchandising needs to be taken into account
in future studies. A more important contribution of this study comes
from examining the differing moderating role of online purchase
experience on trust and satisfaction. That is, the source of trust
changes as consumer purchase experience increases, whereas source
of satisfaction remains the same regardless of consumer experi-
ence. Previous studies tended to assume that trust is developed as
time passes. This study suggests that consumer trust toward e-tailer
may be developed through different sources as experience with e-
tailers evolves. This result further adds to the literature that different
aspects of online store attributes need to be strategically managed,

keeping in mind consumer online purchase frequency, in order to
continue to build trust.

Our findings also generate relevant insights that are more
directly applicable to marketing management. A key empirical
finding in our study is the relative importance of merchandising in
building trust and satisfaction. This parallels Lindquist (1974-75)
that merchandise related considerations (e.g., assortment) appeared
to be the most critical dimension. This finding, thirty years ago in
the offline setting, is still highly relevant in the online context.
Therefore, e-tailers are required to maintain a competitive mer-
chandising strategy. Contrary to prior studies, website design and
communication aspects did not contribute to enhancing consumer
trust or satisfaction. This may be due to the lack of differentiation
found among e-tailers and inadequate approaches. For example,
most e-tailers use the same communication approach toward every
customer, regardless of the customer’s experiences. One possible
solution would be to tailor communication messages based on the
consumer’s purchase experience. Such a solution would be possible
using data mining. Unlike offline retailing, data mining technology
allows e-tailers to easily discern heavy purchasers versus light
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purchasers. As order fulfillment was an important aspect to gain
trust for low purchasers, e-tailers need to ensure flawless delivery
and to communicate this fact to low purchasers. For heavy purchas-
ers, the more diverse aspect of merchandising needs to be commu-
nicated because merchandising was proved to be a critical trust
cultivator for heavy purchasers. Lastly, this study found that trust
precedes satisfaction. Therefore, e-tailers need to build consumer
trust first via the identified sources of trust so it can be transferred
to satisfaction and eventually to loyalty. In building trust, e-tailers
need to remember that the same strategies may not work for every
customer.

A couple of limitations of this study suggest potential research
opportunities. The proposed model is empirically tested only in one
country (i.e., Korea). Comparison of the model with other countries
would increase generalizability. Surprisingly, no comprehensive
and detailed measurement of online store attributes exists. As
antecedents of consumer trust, satisfaction, and loyalty, online store
attributes are critical elements that e-tailers can control. Therefore,
developing a comprehensive and detailed set of online store at-
tributes could trigger fruitful research in the future.

REFERENCES
Abbott, Michele, Kuan-Pin Chiang, Yong-sik Hwang, Jerry

Paquin, and Detlev Zwick (2000), “The process of on-line
store loyalty formation,” in Advances in Consumer Research,
Vol. 27, ed. Stephen J. Hoch and Robert Meyer, Provo, UT:
Association for Consumer Research, 145-50.

Andrade, Eduardo B., Velitchka Kaltcheva, and Barton Weitz
(2002), “Self-disclosure on the web: The impact of privacy
policy, reward, and company reputation,” in Advances in
Consumer Research, Vol. 29, ed. Susan M. Broniarczyk and
Kent Nakamoto, Valdosta, GA: Association for Consumer
Research, 350-53.

Chaudhuri, Arjun and Morris B. Holbrook (2001), “The chain of
effects from brand trust and brand affect to brand perfor-
mance: The role of brand loyalty,” Journal of Marketing,
65(2), 81-93.

Chen-Yu, H. Jessie and Doris H. Kincade (2001), “Effects of
product image at three stages of the consumer decision
process for apparel products: Alternative evaluation,
purchase and post-purchase,” Journal of Fashion Marketing
and Management, 5(1), 29-43.

Cronin, J. Joseph, Jr, Michael K. Brady, and G. Tomas M. Hult
(2000), “Assessing the effects of quality, value and customer
satisfaction on consumer behavioral intentions in service
environments,” Journal of Retailing, 76(2), 193-218.

Doney, Patricia M. and Joseph P. Cannon (1997), “An
examination of the nature of trust in buyer-seller
relationships,” Journal of Marketing, 61(2), 35-51.

Garbarino, Ellen and Mark S. Johnson (1999), “The difference
roles of satisfaction, trust and commitment in customer
relationships,” Journal of Marketing, 63(2), 70-87.

Geyskens, Inge, Jan-Benedict E. M. Steenkamp, Lisa K. Scheer,
and Nirmalya Kumar (1996),

“The effects of trust and interdependence on relationship
commitment: A trans-atlantic study,” International Journal
of Research in Marketing, 13(4), 303-17.

Geyskens, Inge, Jan-Benedict E. M. Steenkamp, and Nirmalya
Kumar (1998), “Generalizations about trust in marketing
channel relationships using meta-analysis,” International
Journal of Research in Marketing, 15(3), 223-48.

Gounaris, Spiros P. and Karin Venetis (2002), “Trust in
industrial service relationships: Behavioral consequences,
antecedents and the moderating effect of the duration of the
relationship,” Journal of Services Marketing, 16(7), 636-55.

Harris, Lloyd C. and Mark M. H. Goode (2004), “The four levels
of loyalty and the pivotal role of trust: A study of online
service dynamics,” Journal of Retailing, 80(2), 139-58.

Hoffman, Donna L., Thomas P. Novak, and Marcos Peralta
(1999), “Building customer trust online,” Communications of
the ACM, 42(4), 80-85.

Jin, Byoungho and Brenda Sternquist (2004), “Shopping is truly
a joy,” Service Industries Journal, 24(6), 1-18.

Korea Information Strategy Development Institute (2004, June
28), Report on Korean Internet retailing market, http://
www.kisdi.re.kr (in Korean)

Lee, Matthew K. O. and Efraim Turban (2001), “A trust model
for consumer Internet shopping,” International Journal of
Electronic Commerce, 6(1), 75-91.

Lindquist, Jay. D. (1974-75), “Meaning of image: A survey of
empirical and hypothetical evidence,” Journal of Retailing,
50(winter), 29-38.

Liu, Fang, Mark Dixon, and Jamie Murphy (2002), “Exploring
online buying and online trust in China,” in Asia Pacific
Advances in Consumer Research, Vol. 5, ed. R. Zwick and T.
Ping, Beijing, China: Association for Consumer Research,
336-42.

Lohse, Gerald L. and Peter Spiller (1999), “Internet retail store
design: How the user interface influences traffic and sales,”
Journal of Computer Mediated Communication, 5(2), http://
www.ascusc.org/jcmc/vol5/issue2/lohse.htm.

Loiacono, Eleaner T., Richard T. Watson, and Dale L. Goodhue
(2002), “WEBQUAL: A measure of website quality,” in
Marketing Educator’s Conference: Marketing Theory and
Applications, Vol. 13, ed. K. Evans and L. Scheer, 432-37.

Lynch, Patrick D., Robert J. Kent, and Srini S. Srinivasan
(2001), “The global Internet shopper: Evidence from
shopping tasks in twelve countries,” Journal of Advertising
Research, 41(3), 15-23.

Mathwick, Charla, Naresh Malhotra, and Edward Rigdon (2001),
“Experiential value: Conceptualization, measurement and
application in the catalog and Internet shopping environ-
ment,” Journal of Retailing, 77(1), 39-56.

Montoya-Weiss, Mitzi M., Glen B. Voss, and Dhruv Grewal
(2003), “Determinants of online channel use and overall
satisfaction with a relational, multichannel service provider,”
Journal of the Academy of Marketing Science, 31(4), 448-58.

Oliver, Richard L. (1997), A behavioral perspective on the
consumer, New York: Irwin/McGraw-Hill.

             (1999), “Whence consumer loyalty?” Journal of
Marketing, 63(Special Issue), 33-44.

Park, Chung-Hoon and Young-Gul Kim (2003), “Identifying key
factors affecting consumer purchase behavior in an online
shopping context,” International Journal of Retail and
Distribution Management, 31(1), 16-29.

Reichheld, Frederick F. and Phil Schefter (2000), “E-loyalty:
Your secret weapon on the Web,” Harvard Business Review,
78(4), 105-13.

Sauer, Paul L. and Alan Dick (1993). “Using moderator
variables in structural equation

models,” in Advances in Consumer Research, Vol. 20, ed. Leigh
McAlister and Michael L. Rotschild, Prove, UT: Association
for Consumer Research, 637-40.



Advances in Consumer Research (Volume 33) / 211

Shankar, Venkatesh, Amy K. Smith, and Arvind Rangaswamy
(2003), “Customer satisfaction and loyalty in online and
offline environments,” International Journal of Research in
Marketing, 20(2), 153-75.

Shemwell, Donald J., Ugur Yavas, and Zeynep Bilgin (1998),
“Customer-service provider

relationships: An empirical test of a model of service quality,
satisfaction and relationship-oriented outcomes,” Interna-
tional Journal of Service Industry Management, 9(2), 155-
68.

Singh, Jagdip and Deepak Sirdeshmukh (2000), “Agency and
trust mechanisms in consumer satisfaction and loyalty
judgments,” Journal of the Academy of Marketing Science,
28(1), 150-67.

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

Szymanski, David M. and Richard T. Hise (2000), “E-satisfac-
tion: An initial examination,” Journal of Retailing, 76(3),
309-22.

Urban, Glen L., Fareena Sultan, and William J. Qualls (2000),
“Placing trust at the center of your Internet strategy,” Sloan
Management Review, 42(1), 39-48.

Wagner, Janet and Gabrielle Rydstrom (2001), “Satisfaction,
trust and commitment in consumers’ relationship with online
retailers,” in European Advances in Consumer Research,
Vol. 5, ed. Andrea Groeppel-Klein and Franz-Rudolf Esch,
Berlin, Germany: Association for Consumer Research, 276-
81.

Wallace, David W., Joan L. Giese, and Jean L. Johnson (2004),
“Customer retailer loyalty in the context of multiple channel
strategies,” Journal of Retailing, 80(4), 249-63.

Wolfinbarger, Mary and Mary C. Gilly (2003), “eTtailQ:
dimensionalizing, measuring and predicting etail quality,”
Journal of Retailing, 79(3), 183-98.

Yoo, Boonghee and Naveen Donthu (2001), “Developing a scale
to measure the perceived quality of an Internet shopping site
(SITEQUAL),” Quarterly Journal of Electronic Commerce,
2(1), 31-45.


