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Abstract

This study aims at exploring the role of satisfactand trust in online purchase and evaluatingrtipact that
may happen due to customized information. The sfuaposes a model that satisfaction and trust atk b
mediated by customized information to achieve higention of online purchase. Data from Egypt, as a
example of the developing countries is collectedl arsed to determine the relationship between both;
satisfaction and trust on one side and online msehntention of textiles on the other side. It Mi@amd that
both; satisfaction and trust are mediated by thornized information provided.
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1. Introduction

The Internet nowadays provides a competitive ptatftor online marketing, and online shopping becswital
for consumers. Consumers depend on online revievanaffective channel of getting information reljag a
certain product or service before making purchassstbns. Thus, the internet becomes an integralgiaour
lives as well as an important tool to consumergfochasing goods.

Online purchasing involves many activities assedawith the customer’s action of buying productmirthe
internet using e-commerce technology. The intealsd provides a powerful platform for corporatiotes
market, advertise, and sell their products andiseswvhile providing a labor-efficient and costeetive way to
distribute information instantaneously to millioogspotential clients in the global market (Aman/if 2010).
Therefore, virtual businesses allow the entrepret@ie closer to their customers as they can éingent,
flexible and dynamic particularly through use otisb media (Nobre and Silva, 2014; Schaupp and riRélg
2014). In addition, they are a part of a wider exoit context that is responsible for radical transfations in
business and encompasses digital networks and coication infrastructure. That is why the utilizatiof
ICTs and modern technology has become inevitallevery institution.

The paradigm shift in how customers relate to cargsais caused by the ever-growing influence ofibernet.
It started in 2005 with group buy marketplacestenweb and in 2008, new types of group buy sysiepeared
like the Group on that grew popular and people vsatesfied with it, especially with the coupon-bdeisiness
model and social network based system like the Baok (Matsuo and Palacios, 2013).

Previous studies showed that there are two maitoravhich play the important role in online pursba
intentions. They are customer satisfaction regardhe web site (Bai et al., 2004, 2008; Ha et2010; Lu and
Stepchenkova, 2012; Nusair and Kandampully, 2008) low the customer trust the service provider (l€im
al., 2011; Sparks and Browning, 2011; Wen, 2009).

This paper comes to evaluate the role of satisgfa@ind trust of customers on their intention tochase online
through exploring the customized information pr@ddo them. The next section will present a revidwecent
studies which previously discussed similar ideds]enthe third section will discuss the researanfework as
well as the materials and tools that the reseansfieuse in the current research. The fourth sectvill provide
the empirical study of the research, while thenfdection will discuss the results through whiotoaclusion is
obtained.

2. Review of Literature

2.1 Virtual Business

Online business or, in other words, virtual businean be defined as the use of the internet toarktand
empower business processes, electronic commerganiaational communication and collaboration witlin
company and with its customers, suppliers, andrastekeholders (Combe, 2006). Furthermore, it cddd
stated as the process of buying and selling goodsmices, customer servicing, the collaboratidh Wwusiness
partners, conducting e-learning and conductingtedeix transactions in the business. It is alsfindd as the
paperless exchange of business information usiectrehic data interchange (EDI),e-mail, electromidletin
boards, electronic funds transfer (EFT) and simiéahnology’ (Aman Et Al, 2010). Others have sidttvirtual
businesses are virtual agencies made up of indepemd interdependent network of companies basekigin
technology to facilitate the transaction of shabeshefits such as skills, knowledge, cost reductioth eore
competences. They have been also identified as sr&fastarting a business with limited resourcescesi for
example, they obviate the need to rent or buy cortialepremises (Naveed and Daniel, 2016).

The virtual model of businesses is ever-flowing adjustable for the sake of accommodating the dlatbhg
business conditions. Virtual businesses are cylmnputerized and unrealized. However, it is posdiblutilize
this tool to virtualize the whole business or paiftits operations in order to benefit from divergeommercial
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opportunities via e-commerce (Gokmen, 2011).

Virtual businesses could be constructed to virsgala part of traditional organizational structuresmi-
permanent, interdependent, partially independetitgmographically scattered units in order to dgvelccepted
performance while being alert to ever changing maakd consumer needs (Gokmen, 2011).

Virtual businesses have been characterized as lghestablished and operated since the costs ofjliipenent,
software and web hosting have continued to decrdaseghout the years, whilst being functional whitas
improved many online businesses, particularly tHmssed in homes. Those are funded through privatess
and the business models are designed to reduceétefor working capital and expenses. They algptoéxthe
privilege of being freed from specific geographidatation, so virtual businesses allow entrepremeor
operationalize this freedom (Naveed and Daniel,620Most of them are independent or partly dependen
organizations that have flexible and agile strugttioerespond the altering business conditions.

While working on a virtual business you hire a widageof freelancers who also work from home tnspa
range of sectors like online retailing, web desidigital marketing services, IT consultancy and ibhess
services (Anwar and Daniel, 2016).The formatiomiofonline business that could be operated from hesdts
in reducing overhead costs and hence spending df@rity of their initial investment on directly delping the
business (Anwar and Daniel, 2016).Also they are &bldo conventional organizational duties suckessgn,
procurement, production, distribution, marketingles and revenue collection by means of ICTs aectrenic
business activities (Gokmen, 2011).

Many previous studies have proven that online hbased entrepreneurs or virtual businesses prefgroiw
their businesses based on jobless growth whichhrisugh sub-contracting rather than hiring a stadtédf
(Mason et al., 2011).

Recently the word “virtual” has been broadly udedspite of its widely usage, it gives an unspeafid fuzzy
definition .we can define virtual as unreal, unizsd, having no actual formation and effect whislpotential
and theoretical. Virtual appears within the forésigf one’s imagination through a fictitious and gydtal
conceptualization. Therefore, it will be uselesarifindividual virtualized a business in his miegjardless the
modern tools, especially ICTs as it is essentidhprocess of creating a real utility at the dratthermore, a
virtual or partly virtualized enterprise is the otiet is unrealized, potential and exists in thedset of a
stakeholder. Working individuals in a virtual orgeation, from a commercial aspect, still work fon a
enterprise; offices, warehouses and factories,iltlision channels and work spaces remain tangihlé,ttoe
itself process is carried out by the ICTs with dalutcome in a disseminated and extended virtigdrozation
structure. From the strategic aspect, virtual atipairtualized businesses are privileged by aipodcombining
independent or interdependent agencies throughCthie. Even though a virtual business is not talegitithin
the mindset of an individual, it still runs con@edctivities, hires laborers, uses hardware, desigrecutes
processes and etc(Gokmen, 2011).

The fast uncontrolled emergence of virtual busieess due to several factors that could be denasedhe
extensive advancement of ICTs, The dynamic ungteadi of consumer demand, market conditions and
competition, Outsourcing opportunities are bourgllend there is a widespread need to focus on core
competences, The impact of Internet, Increasingkfwsore quality, Production and marketing has beeratly
globalized, Decentralization in the business stmast, The product life cycle is very short so thera need to
innovate, New emerging markets and investment dppities (Gékmen, 2011).

The virtual business varies in scope and types. drtige supply chain of many industries has beeicadly
transformed by the development of the internet rmtated technologies. It includes the collaboraptatforms
that facilitate the sharing of information betwedifferent organizations for mutual benefit, for exae e-
marketplaces that link organizations together fayilhg and selling products and services or givingoaline
business support service. Having an online busitiegssell a product to a customer directly is ohéhe most
high profile types of virtual businesses. This typlevirtual business has attracted the outmost reunds
competitors as well as some of the most succegstubl businesses projects such as Amazon.congyead
Friends Reunited. The latter two also incorporateew type which is consumer-to-consumer elemenhedr
service by bringing consumers together for spepifigposes (Combe, 2006).

The advantages of virtual businesses are countldéss instance, The resources are reallocateds are
reduced, Decreasing time frame to penetrate a naskanhand reach more consumers, innovation consterfa
and easier same as Research and development opsrati the global basis, Quick response to chaimges
market demand, limiting competition and servingszoners’ needs, adjusting the businesses with ftedble
and rapid structures to lead to accomplishing npoogluction and increase profitability, frees up dker’s or
the manager’s time for him to indulge in promotiowark, the penetration of global markets by thehtdques
of networking and rational positioning, Option tstablish temporary cooperation mechanisms for teargo
investments and strategic capacity share, cybemgboizhl sourcing in order to meet the demands fasysing
more on core business activities, and a Greateredegf freedom for workers and more motivation
etc.(Gokmen, 2011).
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2.2 Customer Satisfaction

Satisfaction was viewed as the summary psycholbgitate resulting when the emotion surrounding
disconfirmed expectations is coupled with a congtsngrior experiences Oliver (1997). Satisfactianthe
ongoing evaluation of the surprise inherent in adpct acquisition and/or consumption experienced@kson
and Srinivasan, 2003). Online customer behaviouthés perceived degree of contentment with regard to
customer’s prior purchase experience with a give@ime services provider.

Regarding Customer satisfaction, there had beegralestudies, one of which is that of Walsh, @28i07) who
stated that loyalty cards, critical incidents, oastr age, gender, income and expertise were takenedicting
variables towards customer satisfaction targetirgp@mple of more than 700 customers of DIY retaikamnd
multi-group structural equation modelling, the authexamine moderating effects of several firm-eelaisers
of GSM services, their result was driven througt® 2fuestionnaires for general public users in Geyman
Moreover, Wang and Po Lo (2002) stated their retetivat customer value and service quality consiti¢ine
variables that affected customer satisfaction, rtheisult was driven through 384 questionnaires on
telecommunication service customers in China. Che(2014) stated his research that perceived vakmjce
quality; corporate image and Behavioral intenti@estribute to generating customer satisfaction dase a
sample of 470 at a newly built casino in Macau.aDakre analyzed using exploratory factor analysid a
regression analysis in China. Deng et al (2009edtdheir research that trust, perceived custonauey
Customer loyalty, age, perceived quality and gemdatribute to generating customer satisfactiogeting the
users of MIM service, their result was driven tlgbus50 questionnaires for general public users him&
BoonOoi et al (2011) stated their research thal tquality management considered the variable #dftec
customer satisfaction their result was driven tgtogsample design was based on a random sampleOof 60
service organizations in Malaysia. Questionnairesummer courses students in Malaysia.Abu-ELSarneh(e
2011) stated their research that relationship betweustomer service skills and customers’ loyaltiyough
examining the mediation effect of customer satisfacwas based on questionnaires were collected01,3
subscribers in Jordan from which 1,007 were vaiidtifie analysis in Jordan. Awwad (2011) stateddsgarch
that perceived value and service quality considéhedvariables that affected customer satisfactios;result
was driven through 447 questionnaires on mobilsatitbers of 3 major universities in Jordan.

Fraering and minor (2013) stated their researchdhstomer loyalty affected customer satisfactitejr result
was driven through 493 questionnaire on retail bankustomers in USA. Turkyilmaz et al (2013) stiateeir
research that customer perceived quality considdred/ariable that affected customer satisfactiotelecom
Turkey Company; their result was driven through g8@stionnaire on mobile subscribers in Turkey. rhuat

al (2005) stated their research that teaching sta#flity, enrolment and course organization considiehe
variables affected customer satisfaction their ltagas driven through 375 questionnaires on sumcoerses
students in Spain.

Eskafietal (2013) stated their research that lgyaltustomer value considered the variables tlffectad
customer satisfaction, their result was driven tigloa survey, the statistical population of stuéswomprised
of all Telecom subscribers of Khorasan Razavi m first half of 2009 in Iran.Kristensson et al (2p8tated
their research that customer loyalty and custommemtation considered the variables that affectestamer
satisfaction, their result was driven through fawompany representatives participated in the fivgepto
meetings/workshops with 38 participants in Swedsle® et al (2014) stated their research that custom
orientation and service quality considered the aldeis that affected customer satisfaction; thesultewas
driven through 311 questionnaires on service fismsh as hotels, transportation firms, renting aal estate,
construction services and business services in &wkdrsunluoglu (2014) stated his research thatocoer
loyalty considered the variables that affected @mstr satisfaction ,his result was driven througuastionnaire
was applied to 400 shopping Centre customers mejuEdward and Sahadev (2011) stated in theirareke
that customer perceived value, and behavioral fitles considered the variables that affected ocnst
satisfaction, their result was driven through adiio@naire was applied to 200 collected from cusieof
mobile services in India.Ryuetal (2011) statedhieirt research that Behavioral intentions , sergaality and
Perceived value considered the variables that t@fflecustomer satisfaction, their result was drittmough a
questionnaire was applied to 300 collected fromasuers at an authentic upscale Chinese restaweated in

a South-eastern state in USA.Hume and Mort ( 28&8kd in their research that service quality aecté&tved
value considered the variables that affected custaatisfaction, their result was driven througiuastionnaire
was applied to 250 collected from Australian metddan area in Australia.

2.3 Trust

The importance of trust has been noted acrossiatyaf disciplines, even though the conceptualizadf the
construct varies (Hosmer, 1995; Grabner-Kra “utel ldaluscha, 2003). Social psychologists definsttas an
expectation about the behavior of others in tratimag, focussing on the contextual factors thateseither to
enhance or inhibit the development and maintenariceust (Lewicki and Bunker, 1995). In e-commerce
research, trust has been defined as an individuslgefs regarding various attributes of the otiparty
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(McKnight and Chervany, 2002). This definition ipesially related to an individual's beliefs relatéal
customized or personalized information providedabgertain web site. Hence customers who like ttaditguof
customized information provided by a certain web wiill likely have more trust in the web site (F2004). As
such, trust and its association with customizedrmition and other online service characteristesdnto be
further examined. As a core component of servicd salationship quality, trust has been recognized a
important by both academics and practitioners glideut, 2001). Since trust generates associatodsfeelings
that tend to be self-relevant and held with mongagaty, it is proposed that overall satisfacticengrates trust
(Ganesan, 1994; Selnes, 1998). Trust is suggested &n antecedent to satisfaction (Nusair and &apdily,
2008; Singh and Sirdeshmukh, 2000). Since the ginakzation of trust may vary subtly in its focmsanchor,
this study conceptualizes online trust with thevieer provider or vendor as the belief that the laraof an
online vendor is dependable (Chau et al., 2007jsfaation in a series of service encounters diyeaftfects
trust (Leisen and Hyman, 2004). Lack of trust i€ @i the most frequently cited reasons for consamet
purchasing from internet vendors (Grabner-Kra “ated Kaluscha, 2003). But the majority of resednals
focussed on the importance of initiating, buildiremd maintaining trust between buyers and seller&ey
facilitators of successful e-commerce (Luo, 200Z;KMight and Chervany, 2002). Meanwhile, a number of
empirical studies have investigated the role ddttim the specific context of e-commerce, focussinglifferent
aspects of this multi-dimensional factor (PavioRQ2; Flavian et al., 2006).

2.4 Customized Information

Sawhney and Kotler(2001) emphasize that customefigared offerings are particularly important ineth
modern online environment. Offers customized toividdial preferences may provide superior value if
marketers are able to identify such preferencem@8son, 2005). Moreover, with the vast range oficd®o
available online, firms can add value by providihg most tailored information to simplify the decis process
(Jun and Holland, 2012; Murthi and Sarkar, 2003hc& people typically pay most attention to message
directly relevant to their own individual situat®ncustomized communications have the potentiakthuce
information overload and better aid customer denssi(Ansari and Mela, 2003). Based on the onlingketing
literature (Ansari and Mela, 2003; Ha, 2002; Sinmm<2005; Srinivasan et al., 2002), this study eptualizes
customized information as value-added personaliz@dmation, which has been organized or givencétme to
help or recommend customers make subsequent danéimel purchases. Customized information assumes an
important antecedent position in our models becaseimonson (2005) argues, with the proliferatidn
internet-based service providers, any one comphaly grovides uniquely tailored customized informatto
individual customers may be perceived as providingerior value. Research also suggests that thgruwemcy
between online users’ evaluation and customizearindtion will influence their future activities (B4 et al.,
1997; Schlosser, 2003). Thus, the inclusion ofamgted information has the potential to better axplkhe
effects of the three main constructs of trustfuad®, and satisfaction on purchase intent.

2.5 Purchase Intention

Purchase intention is defined as a consumer’sngitiess to purchase products or services from &plartweb
site. Purchase intention may be influenced by aividual's willingness to trust web sites (Yoh ét, 2003;
Yoon, 2002). While trust is considered as an imgoarfactor in e-commerce (Corbitt et al., 2003}iséaction
also has a significant impact on purchase intesti(ffiore et al., 2005; Wen, 2009). Generally, tlireat
relationship between satisfaction, trust, and pasehintentions is assumed to be positive; butrttigdct effect
through positive attitudes may also be valuableafbetter understanding of online purchasing beinain their
review of the literature on behavioral intentionghe purchase of services, Cronin et al. (2008)afestrate that
the model structure appears highly dependent omalere of the study. In the next section we prepiosir
different models of the relationships between the fvariables in the study — customized informattoumst with
the e-service provider, attitude with the web stg] satisfaction with the web site on purchasentins.

While there are benefits, social media also prasehallenges for small businesses. Many small kasimen
and women are not technologically savvy and kndthe labout social media. Thus, a major barrier dorall
businesses is the time and knowledge necessatgrtaad maintain a web and social media presence.
According to an Experian Business Information Sohg (2007) study, theaverage age of a small bssine
owner was50 (the data were collected in2004). T¥as supported by an SBSI survey that showed “Small
Business owners are slightly older than the US [adjom; 76percent areatleast45years
ofage,andl6percentare65years or older” (Small BgsirReport, 2009). The inference from this inforomats
that older business owners are not as comfortatdefamiliar with digital web-based technologiesyasinger
people who grew up with them. However, this chakeis not difficult to overcome. In fact, there anany
relatively simple web creation websites geared tdvemall business owners, which allow businessesriate

a simple and feature-lacking presence on the webowi the potential offered in the expansive otiof a
professional website” (Guarino, 2013). Another Bhaje is that several social media sites — in amdito a
website — create fragmented media that businesskbldrd to manage efficiently (McLeod, 2010).
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3. Resear ch M ethodology

The current research is applied in Egypt as orthefleveloping countries and the idea of virtuadibesses is
considered as emerging and yet there are no ergtugies applied in the area. The researcher foausdke
textile sector as it is considered the sector Withlargest portion of sales online. This conclns®done based
on a pilot study of 200 consumer who is doing anlghopping and around 70% of them argued that dhey
using online shopping in purchasing textiles. Theearcher used online tools and groups to distriliug
research questionnaire through which a total of#3pondents had been collected.

The four constructs under study; Customized Infaiona Satisfaction, Trust and Online Purchase ftiben
were measured utilizing 16 items adapted from gtielil scales reference to a study done by Swin@#4, 2nd
five-point Likert scale response format (1 = stigndisagree and 5 = strongly agree). The threecadtent
facets of purchase intentions measured were thewiolg: customized information, with three itemsapted
from Srinivasan et al. (2002); satisfaction, wiibefitems adapted from Anderson and Srinivasan 3pQagust,
with five items adapted from Flavian et al. (2006).

4. Data Analysis

Cronbach’s alpha was calculated to ensure databikdy (Hair et al, 2003). The parameter estimaad the
average variance extracted (AVE) for each constugre obtained (Anderson and Gerbing, 1988) usiktps
18. The cronbach’s alpha values for the four caletérranged from 0.76 to 0.89 in the sample untietys The
factor loadings ranged from 0.62 to 0.79. The AVBged from 0.67 to 0.84. As shown in Table 4.1,GRA
model provided good fit to the data. The Chi- Sqdastatistic was significant at 0.01 significanewel.
Regarding other indices, the Tucker-Lewis index IfTiherforms the best followed by the root-mean-squa
error-of-approximation (RMSEA) (Sharma et al., 2p0Sharma et al. (2005) recommend that TLI showd b
used to evaluate model fit because TLI performsbiébst as long as the size of factor loadings is00 §reater.
The TLI estimates were 0.921and the RMSEA estimate 0.049. On the basis of the validation sampke, w
assessed discriminant validity with Fornell anddker's (1981) criterion. Table 4.2 shows that thealest
AVE exceeds the squared correlation between eaictopthe relationship value dimensions. This iradés a
satisfactory level of discriminant validity.

Table 4.1 CFA Analysis of the Resear ch Constructs

Variables Loadings AVE Cronbach’s
Alpha

Customized information 0.785 0.732

This web site makes purchase recommendations thi@hrmy needs 0.721

The web site enables me to order products or ss\thtat are tailor-made0.685

for me

| believe that this web site is customized to mgdse 0.801

Satisfaction 0.820 0.901

| am satisfied with this web site 0.792

This web site offers what | expect from a good wité 0.726

This web site gives me a feeling of satisfaction 764.

| think that | made the correct decision to uss theb site 0.792

Compared with other web site, | would rate this ase(one of the best-0.801
one of the worst)

Trust 0.791 0.855
| think that this web site usually fulfils the coriiments it assumes 0.788
This web site does not make false statements 0.734

| think that this web site has sufficient experieric the marketing of the 0.872
products and services that it offers

| think that information offered by this site ismisére and honest 0.698

Purchase I ntention 0.772 0.897
| would like to visit this web site in the future 667

| will purchase other products or services at b site 0.827

| would like to buy new service products at the sit 0.769
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Table 4.2 Discriminant Validity of the Resear ch Constructs
Variables Mean SD 1 2 3 4 Alpha
Customized information 4.32 0.856 0.62 0.732
Satisfaction 4.74 0.981 0.75 0.54 0.901
Trust 421 0.798 0.73 0.43 0.62 0.855
Purchase I ntention 4.01 0.765 0.65 0.56 0.61 0.73 0.897

Table 4.3 shows the results of testing the relatigps of the structural equation modelling of tlesearch
variables. It could be observed that there is miiigint impact of customized information on pursbantention
as p-value = 0.000 which is less than 0.01. Alserd is a significant impact of both; Satisfactaord Trust on
Customized Information, as p-values = 0.000 whgckess than 0.05. This means that there is a dimgxct of
both; Satisfaction and Trust on Customized Infofomat On the other hand, it was found that therens
insignificant impact of Satisfaction on Purchaseetion, as P-value = 0.062, which is greater tha@b. Also, it
was found that there is an insignificant impactTofist on Purchase Intention, as P-value = 0.073¢chwis
greater than 0.05. This means that there is netd#féect of both; Satisfaction and Trust on Pusehintention.
The relationships obtained above means that theo@ized Information fully mediates the relationshgtween
Satisfaction and Purchase Intention as the impiaitteoformer on the latter was insignificant, whitere was a
significant impact of customized information on ghase Intention. Also, Customized Information fully
mediates the relationship between Trust and Puech@sntion as the impact of the former on thectatas
insignificant, while there was a significant impa€tcustomized information on purchase Intention.

Table 4.3 SEM Results

Estimate S.E. C.R. P

Purchase Intention <--- Satisfaction .231047 3.091 .062
Purchase Intention <--- Trust .224.033 1.781 .073
Purchase Intention <--- Customized Information 43M32 5.108 ***
Customized Information <--- Satisfaction .537.067 5.231 ***
Customized Information <--- Trust 429.054 5.226 ***

5. Discussion and Conclusion

This study is a proof of the value of the customizgformation on purchase intention. It had beewvpd that
there is a direct impact of customized informationpurchase intention. Also, it had been provedtttiere is an
indirect impact of both; satisfaction and trustotlgh the mediation impact of customized informati®hus,
there is a great contribution of customized infaioraon the intention towards online purchase. Phns/es the
importance of customized information on virtual inesses in the textile field

The results of the study could be summarized agr@ater customized information positively affectistomer
satisfaction (2) satisfaction does not affect pasehintention (4) customized information has a tp@si
influence on trust and (5) trust does not direaffect intention

References

Ha Hong-Youl Janda Swinder , (2014),"The effectto$tomized information on online purchase intergtipn
Internet Research, Vol. 24 Iss 4 pp. 496 — 519

Anderson, J.C. and Gerbing, D.W. (1988), “Strudtatpuation modeling in practice: a review and rescwnded
two step approach”, Psychological Bulletin, Vol31@p. 411-423.

Anderson, R.E. and Srinivasan, S.S. (2003), “Eskmttion and e-loyalty: a contingency framework”,
Psychology & Marketing, Vol. 20 No. 2, pp. 123-138.

Ansari, A. and Mela, C.F. (2003), “E-customizatipdburnal of Marketing Research, Vol. 40 No. 2, ppl-
145.

Chau, P., Hu, P.J., Lee, B. and Au, A. (2007), ‘fBkang customers’ trust in online vendors and thizopout
decisions: an empirical study”, Electronic CommeRmsearch and Application, Vol. 6 No. 2, pp. 171-
182.

Clout, J. (2001), “Winning trust is the key to gegtahead”, Financial Review, August, p. 29.

Corbitt, B.J., Thanasankit, T. and Yi, H. (2003Jrust and e-commerce: a study of consumer persgstfi
Electronic Commerce Research and Applications, ¥™o. 3, pp. 203-215.

Cronin, J.J., Brady, M.K. and Hult, G.T. (2000), s#essing the effects of quality, value, and custome
satisfaction on consumer behavioral intentionsivise environments”, Journal of Retailing, Vol. X6.
2, pp. 193-218.

Davis, L., Wang, S. and Lindridge, A. (2008), “Guk influences on emotional responses to onlineesto

178



International Journal of African and Asian Studies www.iiste.org
ISSN 2409-6938 An International Peer-reviewaardal E-L,!ll
Vol.23, 2016 NS'E

atmospheric cues”, Journal of Business Research6¥dNo. 8, pp. 806-812.

Doney, P.M. and Cannon, J.P. (1997), “An examimatid the nature of trust in buyer seller relatidpsh
Journal of Marketing, Vol. 61 No. 2, pp. 35-51.

Douglas, S.P. and Craig, C.S. (2007), “Collabomtwd iterative translation: an alternative appnoachack
translation”, Journal of International MarketingglV15 No. 1, pp. 30-43.

Doran, K.B. (2002), “Lessons learned in cross-caltuesearch of Chinese and North American conssitner
Journal of Business Research, Vol. 55 No. 10, gp-&9.

Eagly, A.H. and Chaiken, S. (1993), The Psycholofgttitudes, Harcourt College Publishers, Fort \or

Eastlick, M.A., Lotz, S.L. and Warrington, P. (2008Jnderstanding online B-to-C relationships: ategrated
model of privacy concerns, trust, and commitmedturnal of Business Research, Vol. 59 No. 8, pp.
877-886.

Ferrer, E. and McArdle, J. (2003), “Alternativeustiural models for multivariate longitudinal dataalysis”,
Structural Equation Modeling, Vol. 10 No. 4, pp34524.

Fiore,A.M.,Jin,H.and Kim,J.(2005), “For funandptdiedonicvaluefor fromimageinteractivity and respesm
toward on online store”, Psychology & Marketing,|V22 No. 8, pp. 669-694.

Fishbein, M. and Ajzen, I. (1975), Belief, Attitudintention, and Behavior: an Introduction to Theand
Research,

Addison-Wesley, MA. Fishbein, M. and Ajzen, |. (198“Acceptance, yielding and impact: cognitive ggeses
in persuasion”, in Petty, R.E., Ostrom, T.M. anad&k, T.C. (Eds), Cognitive Responses in Persuasion,
Hillsdale, NJ, pp. 339-359.

Lynch, P.D. and Beck, J.C. (2001), “Profiles ofeimtet buyers in 20 countries: evidence for regiensjc
strategies”, International Journal of Business B&jdvol. 32 No. 4, pp. 725-748.

MacKenzie, S.B., Lutz, R.J. and Belch, G.E. (1988he role of attitude toward the ad as a mediaibr
advertising effectiveness: a test of competing @axglions”, Journal of Marketing Research, Vol. 28 N
2, pp. 130-143.

Manganari, E.E., Siomkos, G.J., Rigopoulou, |.0d &techopoulos, A.P. (2011), “Virtual story layceffects
on consumer behavior: applying an environmentaklipsipgy approach in the online travel paper”,
Internet Research, Vol. 21 No. 3, pp. 366-346.

Mattila, A.S. and Enz, C.A. (2002), “The role of ation in service encounters”, Journal of Servicedech,
Vol. 4 No. 4, pp. 268-277.

McKnight, D.H. and Chervany, N.L. (2002), “What stumeans in e-commerce customer relationships: an
interdisciplinaryconceptual typology”, InternationBurnal of Electronic Commerce, Vol. 6 No. 2, pp.
35-59.

Melone, N.P. (1990), “A theoretical assessment fed tser-satisfaction construct in information syste
research”, Management Science, Vol. 36 No. 1, R T.

179



