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With the emergence of the internet as a new business channel and its impact on the
overall role of today‟s customers, existing models for the measurement of perceived
quality, satisfaction and loyalty are worth revisiting. This is specifically important in
light of the prominent progress of some of the new business concepts, particularly
customer experience management, and the rising emphasis on customers‟ hedonic
and emotional needs.
This study attempts to bridge the gap in existing literature by examining the online
customer experience in its entirety, attending within the study to both the utilitarian
and hedonic needs of online customers and giving special attention to emerging
aspects in the online environment, such as customer engagement in self-driven
experiences. Therefore, the study includes a comprehensive review of a large body of
knowledge, both in consumer behaviour and marketing literature as well as quality
management literature, in addition to a scrutiny of 50 studies for different evaluation
models in the online environment. This is in order to identify a list of attributes and
factors that impact customer evaluations of online experiences.
Upon the synthesis of the list of attributes and factors that impact customer
evaluations of online experiences, an online blog was created as an environment for
asynchronous focus groups. The online blog was beneficial in creating a deeper
understanding of what online customers want and what impacts their experiences.
Following, an online questionnaire was administered in two stages, once for measure
purification purposes which received 90 pilot responses and once for mass data
collection purposes which received 366 responses.
As a result of this study, an integrated model for the measurement of online customer
experience that emphasises the significance of the emotional component was
proposed. The model consists of three components, each serve a specific
measurement purpose. The XQual construct which consists of 7 attributes and 30
factors, is a performance measure of the experience in relation to specific aspects that
address customers‟ utilitarian and hedonic needs. The satisfaction continuum consists
of four factors and is an output measure for each experience or transaction with the
online firm. The loyalty continuum consists of four factors and is an outcome
measure that indicates customers‟ attitudinal commitment towards the online firm.
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1. CHAPTER ONE: INTRODUCTION
1.1. Background
Today, the internet has become fundamental to the global economy with more than a
billion users worldwide (OECD 2008). It has turned into a major economic and
social force that has almost substituted some of the more traditional communication
methods and it is continuing to affect a broad range of other important activities in
people‟s everyday lives.
As a result, the significance of measuring and monitoring customer perceived
quality, satisfaction and loyalty in the online environment has been recognised
through an increasing number of studies, for example see: (Santos 2003); (Bauer,
Hammerschmidt et al. 2005); (Fundin and Nilsson 2003); (Parasuraman, Zeithaml et
al. 2005); and (Birgelen, Ghijsen et al. 2005).
Interestingly, the internet does not make a soft or humble introduction to the business
environment. On the contrary, the online environment, in contrast to conventional
fronts, brings a significant change to the customer experience (Parsons 2002; To,
Liao et al. 2007). Online customers are not passive recipients of marketing
campaigns, they are central players who enjoy and value the experience of their
increased control and freedom (Wolfinbarger and Gilly 2001).
As a result, consumer behaviour and marketing literature have witnessed the
emergence of recent studies advocating that online customers are motivated by more
than simply gathering information and purchasing products. Online customers value
their experience on many different levels (Mäenpää, Kanto et al. 2006); they
appreciate the online experience in its own right (Monsuwe, Dellaert et al. 2004),
enjoy the fun and play aspects (Hoffman and Novak 1996; Hoffman, Novak et al.
2000), and look for emotional and experiential satisfaction throughout their online
experience (Kim and Shim 2002).
As explained above and given the diverse fields of literature that this study sources
and bases its foundation on, particularly, the consumer behaviour and marketing
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literature as well as the quality management literature, intensive study of both bodies
of knowledge were conducted in relation to the measurement of the online customer
experience.
Firstly, focus was directed to the experiential needs in the online business
environment. Early and emerging studies in consumer behaviour and marketing
literature were examined to develop a better understanding of the utilitarian and
hedonic needs of online customers. Accordingly, a synthesis of customer needs that
includes both the utilitarian and hedonic types was developed.
Secondly, an intensive study of the quality management literature was carried out to
understand the conceptual and methodological foundation for perceived quality,
satisfaction and loyalty in the online environment. Additionally, fifty studies that
addressed different types of measurement in the online environment were intensively
examined. The aim was to identify a list of quality attributes that affect customers‟
evaluation of their online experience. Quality attributes refer to the characteristics or
features that must be ensured, in the design of the online experiences, in order to
fulfil all different types of customer needs. The study also aimed at defining online
customer satisfaction and loyalty and identifying the link between these two
constructs and customer perceived quality.
Accordingly, a broad range of factors that influence customer perception, in the
online environment, were identified. A list of more than 250 factors was collected
and sorted. A synthesis of the factors produced a group of 7 main quality attributes
that addressed both the hedonic and utilitarian needs of online customers, and acted
as the antecedents for the experience quality (XQual) construct. The XQual factors
were mapped against the entire online experience including, pre-purchase, purchase
and post-purchase stages.
In addition to the XQual attributes, factors that constituted the satisfaction and
loyalty continuums were also defined based on previous studies in both the
marketing and quality management literature.

Additionally, a proposed model that

integrated the three types of measurement for the online environment was developed,
i.e. perceived quality, satisfaction and loyalty, and their interrelationships were all
defined.
2
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1.2. Research problem
Despite the valuable contributions of the existing measurement studies in suggesting
attributes and factors that are important in impacting on customers‟ evaluation of
their online experience. Generally, the examination of these studies revealed some
limitations in the existing models, and in their individual inability to attend to recent
developments in the online business environment, particularly in the area of
customer engagement in self-driven experiences or in catering for the multiple types
of customer needs, especially the hedonic ones.
Additionally, conceptual and measurement issues, in the available models still exist.
Consequently, overlaps between the factors that impact on customer perceived
quality, satisfaction and loyalty are evident, this makes reaching a consensus
regarding what constitutes each one of the three constructs a challenging task.
Moreover, factors relating to the measurement of online customer experiences are
fragmented and diversified in different bodies of literature. Little attempt has been
made to integrate all types of measurement or to study the interrelationships between
them. As such, there is an absence of unified theories that review the entire online
experience holistically, from all the different perspectives. Most existing studies look
at the online customer experience from a single perspective such as technology and
therefore produce a set of variables that might explain a small proportion of what
impacts the customer‟s online experience, but this does not contribute to illuminating
what truly impacts the online customer‟s experience in its entirety.

1.3. Research opportunity
There is a need for a holistic and integrated model for the measurement of
customers‟ online experience that:


Addresses the unique characteristics of the online environment and its impact
on consumer roles and behaviours;



Takes the views of online customers into consideration, and addresses all of
their different needs;
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Tackles the entire life cycle of online customer experiences, starting from
pre-purchase activities;



Uses a triangulated approach that combines both quantitative and qualitative
methods to gain an in-depth and detailed understanding of online customers‟
experiences according to what they truly think;



Generates a generic model that can be used in online firms to help them
improve their offerings.

1.4. Research aims and objectives
This research attempts to fill the gaps specified in the previous section, by
identifying the attributes that affect perceived quality, satisfaction and loyalty in
online customer experience. Additionally it aims to develop an integrated model for
the measurement of online customers‟ experience, which addresses both the
utilitarian and hedonic needs of customers at all stages of the experience life cycle.
The specific objectives of this research can be then summarised as follows:


To identify the attributes of perceived quality in the online customer
experience.



To identify the satisfaction factors in the online customer experience.



To identify the loyalty factors in the online customer experience.



To identify the relationship between perceived quality, satisfaction and
loyalty in the online customer experience.

1.5. Research questions
The above objectives can be translated into the following research questions:
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What are the perceived quality attributes of a total online customer
experience?



What are the satisfaction attributes of a total online customer experience?



What are the loyalty attributes of a total online customer experience?



What is the relationship between customer perceived quality, satisfaction and
loyalty in the online environment?

1.6. Research expected contributions
Based on the aforementioned section, the expected contributions of this research will
be to bridge the gap in the existing literature of online customer experience, by
proposing an integrated model for its measurement. The proposed model will
emphasise the different types of customer needs, and will address the entire life cycle
of the experience, and not only the technological interface with its users.
This study will use a holistic research design that sources its foundations from
different bodies of knowledge, to build a taxonomy of factors that affect customer
experiences in the online environment. Additionally, an online blog will be created
and will serve as an environment for asynchronous focus groups, to help develop a
better and more in-depth understanding of the topic. The use of this emerging field
of research methods is expected to enrich the exploration process, due to the
relevancy of the setting between the research topic and its methods.

1.7. Research methodology
This study represents an exploratory research that aims to identify factors that affect
customers‟ evaluation of their online experiences. The understanding of „what‟
factors and „how‟ they interrelate, in a relatively new business environment and
under emerging characteristics, necessitate the use of a mixed-method approach
where both qualitative and quantitative data collection tools are applied.
The qualitative methods will be used to create deep understanding of customers and
their perceptions of their online experiences, and to confirm the list of attributes that
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will be identified within the intensive literature review. Additionally, a quantitative
methodology will be used to help validate the attributes identified throughout the
study, this will measure the association between them and maximise the statistical
leverage.
1.7.1. Review of existing body of literature
The study starts by comprehensively scrutinising the relevant literature concerning
measurement of customers‟ online experience. This includes all possible references
available, including:


textbooks,



academic papers,



online resources.

The purpose of the literature review is to identify results from other studies that are
related to the current study (Brewer and Hunter 1989).
The first part of the literature review will intensively review the consumer behaviour
and emerging marketing literature in the area of customer experience. This will be
followed by a review of the conceptual and measurement approaches in the quality
management literature, particularly in relation to theories and models of perceived
quality, satisfaction and loyalty. This is for the purpose of developing a taxonomy of
factors that affects customers‟ evaluation of their online experiences.
A construct for the measurement of customers‟ online experience will then be
proposed, based on the analysis and synthesis of the literature. Components of the
proposed construct will be then refined and validated in subsequent phases of the
research, in order, to reach to the final model.
1.7.2. Online focus groups
Online focus groups represent an emerging qualitative method that is advantageous
in many ways (Wolfinbarger and Gilly 2001). It serves the purpose of this study as it
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will help gain a richer understanding of online customers wants and needs, as well as
identifying what impact their online experiences. Additionally, one of the main
advantages of this type of focus groups is that participants can overcome global time
differences; they will also have more time allowances to accommodate for variable
typing skills, and more importantly to allow time to focus and reflect on their
responses (Oringderff 2004), therefore the use of asynchronous focus groups for this
study will allow participants to log in and respond to discussion threads on their own
time and at their comfort.
An online blog will be created for the purpose of this study as the platform for the
online focus group. Respondents will represent a diversified group of online
customers who have had a recent online experience. Online discussion threads will
be created to initiate respondent discussions and will be centred on understanding
online customers‟ motivations and the factors that affect the evaluation of their
experiences.
1.7.3. Online questionnaire
A survey is a form of planned data collection, for the purpose of description or
prediction, or as a guide to action, or for the purpose of analysing the relationships
between certain variables (Oppenheim 1999). Remenyi et al. (1998) stated that a
survey involves the collection of data from a large group of people or a population.
It is more often used as the sole or primary source of gathering quantitative data in
management research. It can be used for description, explanation, and/or hypothesis
testing.
Generally, questionnaires allow data to be gathered regarding aspects such as „what‟,
„when‟, „where‟, „how much‟, or „how long‟ (Bryman 1995; Remenyi, Money et al.
1998). However, they are often less valuable as a methodology, than when the
research is seeking answers to the „who‟, „how‟ or „why‟ questions.
Online questionnaires were chosen for this study not only for the relevancy of their
setting to this study. Web based or online questionnaires, in particular, are
advantageous to respondents and researchers as they are easily reachable, easy to fill
out, and consume less time for completing and managing. Therefore, they offer a
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faster response rate, automate the data collection and analysis processes and can offer
automatic coding of the responses (Collis and Hussey 2003).
As discussed earlier, based on the research objective to identify factors that impact
on customer‟s evaluations of their online experience and to identify the link between
these factors, a questionnaire will be designed and distributed to validate the
construct of these factors.
1.7.4. Data analysis
Data analysis is the process whereby researchers take the raw data that have been
entered into a data matrix and create further information that can be used in
achieving the objectives for which the research was undertaken (Kent 2001).
In this research, the qualitative data analysis will stem from the online blog, which
will be created as the platform of the online focus groups. To analyse the blog
content, Atlas.ti will be used. Atlas.ti is a content analysis software and is suitable for
the analysis of this study in terms of the software structure and study complexity
(Barry 1998). Content analysis is a scientific instrument and a methodological
research design that can be used to analyse the apparent content of a certain subject
in a systematic and objective way, aiming to arrive at certain reasoning (Kent 2001).
However, quantitative analysis approaches in comparison to qualitative approaches
allow the reporting of summary results in numerical terms that can be presented with
a specified degree of confidence.
To have a thorough interpretation of the data, it is important that the data can be
organised in a specific way, so that it may be analysed efficiently. There are a
number of computer programmes that can be used to analyse survey research data.
Such programmes allow users to quickly sort information and review the data from
different angles. Computer software programmes with database spreadsheets are
widely available; Microsoft Access and Microsoft Excel are some of the commonly
available programmes that can be used. More advanced statistical programmes such
as Statistical Package for the Social Sciences (SPSS) are also suitable for data
storage, but to use these more sophisticated statistical analyses programmes, greater
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technical skills are required. The SPSS software will be used for this study and
analysis tests will be identified as advised by Churchill (1979) for similar constructs‟
purification and validation and for hypothesis testing.

1.8. Outline of thesis
Figure 1.1 details the outline of this thesis as described below.
Chapter One provides an overview of the proposed study, and discusses the main
research stages.
Chapter Two includes the first part of the literature review, which is primarily
concerned with the consumer behaviour and emerging marketing literature in the
area of customer experience.
Chapter Three provides the second part of the literature review, which addresses the
conceptual and measurement approaches in the quality management literature,
particularly in relation to theories and models of perceived quality, satisfaction and
loyalty.
Chapter Four provides a detailed discussion of the proposed construct for the
measurement of online customers‟ experiences based on the taxonomy created as a
result of the previous two chapters.
Chapter Five details the research design and proposed methods for the study.
Furthermore, it explains the reasons for selecting particular methods of data
collection, describes the design of the data collection instruments and discusses the
proposed data analysis and reporting procedures.
Chapter Six outlines the results of the online blog content analysis, in relation to the
main discussion threads and against the study objectives, where initial confirmation
of the proposed constructs and its components will take place.
Chapter Seven presents the results of the pilot online questionnaire and data
analysis for measure purification according to the analysis methodology advised by
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Churchill (1979). This chapter also provides a descriptive analysis of the pilot data in
terms of the different respondent profiles and website information.
Chapter Eight highlights the results of the mass online questionnaire data analysis,
particularly reliability and validity testing based on Churchill (1979) as well as the
hypothesis testing. This chapter also provides a descriptive analysis of the mass data
in terms of the different respondent profiles and website information.
Chapter Nine provides an integrated discussion of the results from all stages of the
research and directly relates this to the set research questions. The overall findings as
reported in this chapter will be used to propose an integrated model for the
measurement of customer experience in the online environment.
Chapter Ten concludes the study by summarising the main findings, discussing its
limitations, highlighting the different types of contributions, and finally sets out
recommendations for further research.
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Figure 1-1: Outline of the thesis
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1.9. Conclusion
This chapter attempted to elucidate the need for research to be conducted to identify
the factors that affect customers‟ evaluation of the online experience. It presented the
background of the research, followed by the research problem that justifies the need
for this study, despite the growing body of literature in the area of customer
experience.
Furthermore, this chapter identified the research opportunities and potential
contributions whether at the conceptual or methodological level. It also clarified the
main objectives of the study which aimed primarily at identifying the factors that
impacted customers‟ evaluation of their online experience, and the relationships
between these factors.
Finally, the mixed-method approach that will be adopted in this study was explained,
which consists of: an intensive literature review to different bodies and knowledge,
asynchronous focus groups through an online blog and online questionnaire. The
chapter then concluded by laying out the outline of the thesis structure and content.
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2. CHAPTER TWO: CUSTOMER EXPERIENCE
IN THE ONLINE ENVIRONMENT
2.1. Introduction
Over a short period of time, the internet has become fundamental to the global
economy with more than a billion users worldwide (OECD 2008). It has turned into a
major economic and social force that has almost substituted some of the traditional
communication forms and has continued to affect a broad range of other important
activities of people‟s everyday lives.
Online environments differ in multiple ways from conventional environments.
Emerging research points out those online customers are more empowered and more
engaged in online self-driven activities.
Today‟s business world is not only affected by the change in customers‟ roles as a
result of technological facilities and advancements. The attention of today‟s business
world is moving from offering products and services to building great customer
experiences, reviving by that some early contributions from consumer behaviour
literature on experiential motives of customers.
Due to the changes brought to the business environment by technological
advancements and the internet, it is worth understanding how such changes have
impacted today‟s customer needs and motivations in order to gain a better
understanding of the online experiences that they desire.
This chapter therefore starts with laying out the background for this study, by
discussing the phenomenon of the internet economy and its main characteristics. It
then addresses online customer needs and motivations by explaining the customer
experience concept from its early inception days in the consumer behaviour literature
moving to the more recent and contemporary contributions in this area.
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2.2. The internet economy
The internet has grown over the past three decades from an experimental research
network to a network that underpins a range of new economic activities along with
functions and infrastructures that support today‟s economy, from financial markets
and energy to health services to transport (OECD 2008).
The ever-changing technological advancements on the internet, the increasing
growth in electronic commerce size and scope, as well as continuing growth in the
popularity of blogs, online video and news websites is changing the ways in which
people are entertained and informed, and is making internet access and use an
increasingly ubiquitous convenience (Britton and McGonegal 2008).
Jonathan Carson, President of Nielsen Online stated:
The Internet is no longer a niche technology, it is mass media and an utterly
integral part of modern life. Almost no aspect of life remains untouched by
online media. As our lives become more fractured and cluttered, it isn't
surprising that consumers turn to the unrivalled convenience of the Internet
when it comes to researching and buying products. (Nielsen 2007)
Although the growth of internet usage differs from one country to another, the most
apparent and dominating note is that it is growing everywhere, despite being at
varying speeds. Figure 2.1 outlines the growth of internet users in a selection of
countries during 1999, 2002 and 2006.
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Figure 2.1 Internet users per 100 population for a selection of countries
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Another indicator of internet growth and total usage of the internet comes from
looking at the number of host computers connected to the internet (Britton and
McGonegal 2008). The number of hosts has shown a growth from 1.25 million hosts
in Jan 2002 to round 5.5 million hosts in Jan 2008 (ISC 2008).
The internet has brought substantial economic advantages to the world. Businesses
have used the internet, not only as a new delivery channel to customers, but also as a
means to introduce efficiency gains to business. Nestlé, the multinational food giant
receives all of its orders from supermarkets over the internet for quicker and cheaper
transactions. Similarly, UPS, the shipping company, used online networks in 2006 to
optimise its delivery routes, and saved around 12 million litres of fuel. Healthcare
systems are increasingly making use of the internet through remote patient
monitoring and electronic record management to increase affordability, quality and
efficiency (OECD 2008).
The internet is also impacting upon public policy areas. At the public sector level for
instance, e-government has become the prime tool for delivering and supporting
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government services and managing interactions with citizens and businesses (OECD
2008).
At the customer level, the internet is permeating all economic and social domains. It
has made consumers‟ and citizens‟ activities more efficient, faster, and cheaper, and
has also extended social interaction possibilities in different ways. It has empowered
consumers and citizens by allowing greater access to information, and turned them
into active players who have the platform to create new content and interact in new
ways (OECD 2008).
The emergence of „Web 2.0‟, which refers to websites that feature user-generated
content, allows for activities such as blogging, podcasting, and tagging. A blog is an
online diary or journal that is usually accompanied by pictures, links, and other
content. A podcast is a recording of audio, available on the internet for downloading
and typically released in a serial format like an audio version of a newspaper opinion
column or daily news broadcast. Tagging is the labelling of blog posts so that the
content can be categorised and organised with other related items (Britton and
McGonegal 2008).
In a report analysing the trends around blogs and bloggings, it was reported that as of
mid 2007, there were over 70 million weblogs, 120,000 new weblogs being created
worldwide each day and about 1.4 blogs created every second of every day (Sifry's
Alerts 2007).
Blogs are found to have a positive impact on the economy. According to a report
published by eMarketer (2008a), blogs are becoming a preferred way to get
information about products; 50% of surveyed blogs readers do trust blogs for
purchase decisions.
Consequently, and as a result of electronic advancements, consumers are becoming
more informed about product attributes, availability, and pricing, a 2007 survey
reported that 92.5 percent of adults in the United States regularly or occasionally go
online before they make a purchase (Mahoney 2007).
Bringing more information to customers through the internet seems to pay back.
Britton and McGonegal (2008) state that as the internet gradually is relying more on
16

Chapter Two

Customer Experience in The Onlin e Environment

online product information and reviews, more people become regular internet
shoppers for an expanding variety of goods.
Thirty-four percent of all adults in the USA use the internet for personal shopping,
indicating an increase of 57.7% between autumn 2002 and autumn 2006; this is the
third growing activity after use of emails and obtaining news (ClickZ 2006). A recent
report published by OECD revealed that over 25% of the adult population of all
OECD countries shopped online in 2007 for goods or services (OECD 2007). An
average of 30% of the adult population use the internet for banking services, 25% use
the internet for music purchases and downloading, 24% use the internet for online
travel services, 20% for formalised educational activities, 30% for interacting with
government authorities, while 43% of business firms used the internet to process
government services.
Online shopping is constantly growing; the Global Online Survey on internet
shopping habits published by Nielsen Online in Jan 2008 revealed some stunning
statistics. The report revealed that globally, more than 50% of internet users had, in
the previous month, made at least one purchase online, indicating a dramatic increase
of online shoppers worldwide with the highest percentage of shopping online being
found in South Korea (99% of adults with internet access), followed by the UK
(97%), Germany (97%), Japan (97%) then the US (94%) (Nielsen 2007). The same
study revealed an increase of 40% between 2005 and 2007, reaching a total of 875
million online shoppers (Nielsen 2007) which is almost 20% of the total world
population. According to a Forrester research project, online retail sales increased
from $74 billion in 2002 to $172 billion in 2005 and are estimated to grow $329
billion in 2010. The same study also reported that internet users‟ ability to shop
online has significantly improved from 16% to 32%, since March 2001 (Forrester
2005).
Although the size and scope of online business is growing dramatically, there seem
to be some particularly popular goods and services. Research by Nielsen Online
reported that the most purchased items via the internet over a period of three months
were books (41%) making an increase of 7% against a similar survey that took place
a number of years earlier. Some of the biggest buyers came from developing
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countries, such as China, Brazil, Vietnam and Egypt which are considered fastgrowing markets for online business. This was followed by clothing, accessories and
shoes (36%) making an increase of 16%, followed by videos, DVDs and games
(24%), airline tickets (24%) and then electronic equipment (23%) (Nielsen 2007).
According to this report, travel was found by customers to be a category extremely
suited to the internet due to the efficient accessibility of an extremely wide range of
comparable information, with more than 70% of Indians, 60% of Irish and UAE
internet users reserving their airline tickets online (Nielsen 2007).
Online shopping is making big steps in some sectors. Fashion shoppers, for instance,
are well accustomed to using the net for window-shopping prior to making in-store
purchases, nevertheless, through the use of more recent technologies such as
visualisation tools and personalising services or more liberal shipping and return
policies, the market of online apparel shopping is growing (eMarketer 2007). US
online apparel sales, which include footwear and accessories, reached $18.3 billion
in 2006 making an increase of 31% compared to 2005.
Growth of the online music industry witnessed dramatic increases too during the last
few years. Purchases of online music increased by 56% between 2005 and 2006 with
the sales of 500 million music files (The NPD Group 2007)
Online sales are expected to grow over the coming years, According to a report by
eMarketer, online sales will continue to rise steadily in the UK business-to-consumer
market during the next few years: business-to-consumer e-commerce sales in the UK
will total $116.6 billion with an increase of more than 28% over 2007, and it is
expected to reach $169.6 billion by 2012. The percentage of online buyers from the
total number of internet users reached 76.6% in 2007 (with 26.2 million buyers aged
14 and above) and is expected to steadily increase over the coming years to reach
78.8% in 2012 (eMarketer 2008b).
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2.3. Characteristics of online web-based business environments
Upon the advent of the World Wide Web, firms started to make their products and
services available to customers online, opening up the traditional communication and
delivery channels to online (electronic), web-based environments.
The interaction between customers and firms on the internet is mediated through the
technology, where customers rely entirely on sight and sound, instead of sight,
sound, texture and smell as in traditional experiences (Rowley, 2006).
In this study, the term „online business environment‟ refers to the online, web-based
business setting as a channel for customers to order any kind of product or service.
The World Wide Web (WWW) is defined by Hoffman and Novak (1996) as an
„Internet-based global information initiative‟ that was first proposed by Tim BernersLee at the European Laboratory for Particle Physics (CERN) in Geneva, Switzerland
and was released to the internet community in 1991. According to the authors, it was
the first example of a hypermedia computer-mediated environment that made it
possible for people on the internet to search, retrieve, browse, and add information to
the environment based on a body of software and group of protocols and
conventions.
Rowley (2006) argues that service delivery through the online environment is very
different from service delivery through any other channel, be it physical stores, post
and mail order, telephone, or „on location‟. He believes that the main differences
between service delivery online and other channels, is the interactivity which allows
consumers to add their information and allows organisations use this as a basis for
customisation. Online environments are different as they integrate marketing with
operation through exchange of information.
Demangeot and Broderick (2007) also argue that online environments are too
different from offline environments; online environments are virtual, small and flat,
comprise two sensory representations, while offline environments are real, large and
comprise four sensory representations.
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Online environments may lack some of the qualities that traditional stores may offer,
such as the ability to interact with a salesperson face-to-face, touching or trying the
merchandise, or perhaps some of the sensory attributes of a store such as the smell.
Those attributes when important to customers, will cause consumers to choose
conventional settings over online settings (Monsuwe, Dellaert et al. 2004).
Nevertheless, the technological revolution of the internet and its advert as a new
environment for customers has brought more opportunities for service consumption
(Laukkanen 2006).
Consumers have also responded to this expansion of environments, and have become
more receptive to new electronic channels, becoming more sophisticated and
demanding, especially for more service quality and more service availability (Coelho
and Easingwood 2003). Instead of dealing with whatever is pushed by organisations,
the customers‟ role has changed from isolated to connected, from unaware to
informed and from passive to active (Prahalad and Ramaswamy 2004).
According to Monsuwe, Dellaert et al. (2004), online environments fulfil customer
needs more than conventional environments, due to the following reasons:


The ability to browse the whole product assortment with minimal efforts.



Consumers have increased competency in making better shopping decisions
due to their ability to obtain critical knowledge about firms, products and
brands.



Consumers can compare products‟ features, prices and availability in a more
effective and efficient manner.



Shopping can take place with a level of anonymity especially with sensitive
products.



Online shopping saves time to consumers and offers high level of
convenience.

Therefore, the way businesses understand their online environment‟s dynamics is
very important. It is believed that the ability of a business to create and maintain its
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online presence through a website that fulfils the needs of customers will become a
distinguishing feature of its success (Huang 2003).
In an attempt to understand the dynamics of online environments, some of its main
characteristics are discussed below.
2.3.1. Convenience and web-mediated control
Technology as a mean of communication between customers and organisations is
found to have better convenience and control over conventional environments.
Convenience is reported in the literature as one of the most important relative
advantages for the internet (Wolfinbarger and Gilly 2001; Mäenpää, Kanto et al.
2006; To, Liao et al. 2007). It refers to the degree of comfort and ease in customers‟
personal effort and in savings of time (Lawler and Joseph 2006) . Availability of
technology round the clock diminishes the time and distance constraints applied by
traditional settings (Rowley, 2006), provides 24/7 access, and allows customers to go
online according to their own schedule and comfort (Mäenpää, Kanto et al. 2006). It
also eliminates frustrations resulting from fighting traffic or looking for a parking
space, or waiting in long checkout lines, and offers a single „stop‟ shopping that
eliminates travel to and from stores (Childers, Carr et al. 2001)
Linked to convenience is customer control (Rowley, 2006), where customers are
presented with defined choices in relation to the service experience they wish to
engage in. Online customers can choose the channel they prefer to acquire a product,
the product mode of delivery, product degree of customisation, and the extent they
wish to be engaged in the design and delivery of the product, or even take control of
service delivery to other customers.
The interaction between the customer and the organisation is largely led and
controlled by the consumer (Wolfinbarger and Gilly 2001). The web is believed to
give consumers the power to become a central player who exerts increased control in
the online environment, instead of being a passive recipient of marketing and selling
activities (Hoffman and Novak 1996).
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2.3.2. Interactive communication
Communication throughout the online environment is also different from that in
conventional settings, it is interactive in a two-way direction and replaces face-toface interactions.
Chang (2006) believes that one of the reasons why electronic technology makes the
online shopping experience different from its counterpart in the traditional store
setting, is that the human-human interaction has been replaced by human-computer
interaction, where communication activities that usually occur in physical stores, are
converted into text, pictures and video clips.
Choi, Lee et al. (2004) argue that the online environment is fundamentally different
from conventional environments because of the possibility of bi-directional many-tomany communication in online shopping. The many-to-many interactive
communication model allows customers to interact not only with business and other
customers, but also with the tools and content themselves (Hoffman and Novak
1996). The communication is a two-way communication where consumers to provide
content, often outside the firm‟s control, to the environment in a radical departure
from conventional media (Novak, Hoffman et al. 2000).
Interactivity has been emphasised as critical and distinguishing attribute in computer
mediated communications (Huang 2003). Managing the interactivity of customers‟
online experiences is comparable to managing the physical contact in a traditional
store (Chen and Chang 2003).
Interactivity refers to the degree to which customers and firms can communicate
directly with one another, anytime and anywhere (Blattberg and Deighton 1991).
Interactive communication between customers and firms may occur at any time
during the customer online experience, it may refer to the exchange of information
between a website and its customers (Huang 2003) or to a company‟s response to a
customer‟s request as well as confirmation of orders (van Riel, Liljander et al. 2001).
Alpar (1999) defines interactivity with three variables: transaction support, active
response for email contact requests, dialogue possibility via live chats (synchronous
communication) or via black boards or asynchronous discussion groups.
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According to Lim and Dubinsky (2004), online interactivity with customers can take
several forms such as software downloading, e-form enquiry, order status tracking,
customer comments and feedback, FAQs or personal-choice helpers. This is in
addition to customer support interactivity where facilities such as toll-free phone
numbers or call centre numbers and email addresses for customer support are also
very important.
2.3.3. Information services
Several scholars have argued that information is one of the most important benefits
of the web and one of the distinguishing characteristics from traditional businesses.
When compared to conventional shopping channels, information availability and
content are considered key benefits of online shopping (Wolfinbarger and Gilly
2001; Zeithaml, Parasuraman et al. 2002; Prahalad and Ramaswamy 2004; Kim, Ma
et al. 2006). (Korgaonkar and Wolin 1999) argue that one of the reasons for the
usage of internet is to gratify the need for information. Consumers can make more
informed decisions due to availability of unprecedented information (Prahalad and
Ramaswamy 2004)
Online environments have been characterised by the high reach and richness of
information (Evans and Wurster 1999). Information reach refers to the number of
products and people that are reachable quickly and cheaply in online environments
despite geographical boundaries, and richness refers to the detail and depth of
information that can be accumulated, offered, and exchanged between participants
within the environment.
Consumers today have a global view, the variety of information they can access is
almost unlimited, be it firms, products, performance, technologies, prices, or
consumer actions and reactions (Prahalad and Ramaswamy 2004).
Another form of information provided by the internet, unlike conventional stores, is
through use of software agent websites. Such websites provide online customers with
a huge variety of products and comparative prices on products from different
integrated sources. Among the information provided on such websites there are
displays of multiple customer online post-shopping evaluations on each linked store.
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The availability of such information allows customers to make better and more
informed decisions on which internet store to choose based on what they think they
will trust and feel comfortable with when conducting their online shopping (Wang
and Huarng 2002).
One of the many advantages provided by availability of large amounts of rich
information on the internet, is that it provides a vast potential for exploration
(Demangeot and Broderick 2007). At any one point in time, customers „can only
display one page, but can carry in the form of hyperlinks, clickable images or search
engines, the promise of thousands more pages to explore‟.
2.3.4. Self-service
Online consumers are expected to help themselves during the experience, they have
to figure out how to reach for information they require, how to select and compare
between products, and how to complete the product purchase transaction by
themselves. The internet allows consumers to experience self-service which „can be
conceptualised as the transference of control to the customers‟ (Rowley, 2006). The
author argues that one distinguishing factor of service delivery on the web is that
customers must learn from the interface, or from other friends and family who have
experienced it, and that customer experience may be significantly influenced by
customer performance, which could have unpredictable consequences for customer
expectations and evaluation of service quality.
This is why self-service technology may create reasons for customer frustration and
irritation when their skills (i.e. computer skills) and the challenges (i.e. the task) are
not equally matched (Moon and Frei 2000).
2.3.5. New types of products
The web has also introduced a new type of product to customers, i.e. digital or
information products (Wang, Tang et al. 2001). Examples of such products include
digital books, papers, music, online transactions, etc.

The author argues that

traditional methods of measuring customer satisfaction seem conceptually and
operationally inappropriate for such products.
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2.3.6. Experience-intense involvements
The advanced and more sophisticated technologies provided now on the web allow
for a differentiated experience that is richer and requires a high level of consumer
involvement.
Mascarenhas, Kesavan et al. (2006) argue that many internet-based companies show
a clear example of customer-value-chain involvement, where the active interaction
and participation of customers‟ involvement at various touch points in the service or
product value chain, adds value to customers, not only through the more useful,
convenient and state-of-the-art product, but also through the competitive experience
of co-creating the product with the company.
Lawler and Joseph (2006) stipulate that beyond the basic catalogue content of
apparel products, more sophisticated features are being brought to this business
through tools such as „try clothing on‟ virtual dress models or dressing rooms which
involve advanced functionality such as: (3D) dynamic images that can be
manipulated by customers; consumer personalised 360-degree models; contrasted
product colours; rich information text; zooms of pictures of products with high
resolution; product simulations; 3D navigational shopping tools; and speedy „oneclick express checkouts‟, etc. Such features are enriched by customised tips and
guides such as „great get together‟ product recommendations and personalised
buying guides. Therefore the authors argue that the high level of customer
involvement indicates that experience is richer on self-service and shopping virtual
dress model sites.
Klein (2003) argued that experience-intense environments affect positively the
intensity of consumer attitudes and beliefs towards advertised products.
Playfulness of websites, for instance, as a way of creating customer engagement, has
been highlighted as a way to create a pleasant and enjoyable customer experience
and quality of online presence (Chen and Yen 2004). In online exchange or
brokerage businesses, customers perceive the internet brokerage like a game where
they follow the financial rates all day and take action when needed. The internet has
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influenced the customers‟ ability to play with the service and enjoy their experience
(Laukkanen 2006)
Additionally, one of the differentiating attributes of internet environments is also its
ability to support the emergence of virtual communities around users (Hagel and
Armstrong 1997). Such communities of customers, including hobbyists and
enthusiasts, allows for experiential e-commerce (Wolfinbarger and Gilly 2001).
2.3.7. Price competitiveness
Due to the fact that the internet enables online customers to compare product
information, including prices, in a cost effective manner, product/service was
reported as a key attribute for customers (Lim and Dubinsky 2004). Searching online
has been even more accelerated with the availability of electronic agents who
automate this process (Reibstein 2002).
Using data from an online shopping site „BizRate.com‟, which allows customers to
browse products they seek by performing a product search and automatic sort
according to certain categories, it was found that the number one attribute chosen by
customers as the sorting variable was price, followed by „on-time delivery‟
(Reibstein 2002).
Wang and Huarng (2002) pointed out that online sites which do not keep their
competitive price promise by trying to sell product accessories with extra prices, or
who include hidden prices, such as insurance charges or extra shipping fees
discourage customers and they tend to turn away.
Competitive or lower prices were found to influence customer satisfaction (Ho and
Wu 1999; Kim, Ma et al. 2006; Trabold, Heim et al. 2006) and purchase intentions
(Kim, Ma et al. 2006).
2.3.8. Sociality
Customer motivation literature reports that online customers are motivated by social
activities that create an exciting shopping experience through talking, watching
people and meeting friends and allows for communication and forming affiliations
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with other people who share the same interests or enjoy the same thing (Parsons
2002).
Literature supports also that building social communities heighten customers‟
involvement with the firm and enhance their sense of collective belonging (Rajgopal,
Venkatachalam et al. 2000).
Although some researchers believe that customers do not perceive the internet as a
way to enhance their people network and sociability, and therefore believe that the
influence of communities and forums are not strong enough for consumers to sense
the value in online shopping environments (To, Liao et al. 2007). Parsons (2002)
argued that through the ability to communicate with others as well as belong to a
reference group, the concept of communities on the Internet acts as a key customer
motivation and driver behind the online experience, with an obvious distinct
advantage that online environments provide a social experience in the comfort of the
customer‟s home. The author argues that engaging in social communities elevates
customer status and therefore satisfies another social motivation.
Other benefits of engaging in social communities have been also reported, such as
the ability to escape easily from daily reality, and blend information about trends
with sales opportunities; this generates interest from customers and affects their
loyalty. Investing in website relationship services through building a virtual
community generates a critical mass of customers which eventually motivates repeat
purchases and decreases customers‟ propensity to switch to rivals (Rajgopal,
Venkatachalam et al. 2000).

2.4. Customer

needs

and

motivations

in

online

business

environments
As discussed above, online environments differ in multiple ways from conventional
environments. New internet technologies have empowered customers (Prahalad and
Ramaswamy 2004), allowed for their engagement in self-driven activities (Rowley,
2006), and provided platforms for customers to become part of a social group and
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enjoy control over the experience in online environments (Hoffman, Novak et al.
2000).
Online environments differ in multiple ways from conventional environments. It is
more convenient (Wolfinbarger and Gilly 2001; Mäenpää, Kanto et al. 2006; To,
Liao et al. 2007) and provides customers with a large opportunity for control over
their choices and what they engage in (Rowley 2006). The online environment is
fundamentally different from conventional environments because of its bi-directional
many-to-many communication possibility (Choi, Lee et al. 2004), the availability of
wide and rich information selection (Wolfinbarger and Gilly 2001; Zeithaml,
Parasuraman et al. 2002; Prahalad and Ramaswamy 2004; Kim, Ma et al. 2006), and
the offering of new type of products (Wang, Tang et al. 2001).
Due to the changes brought to the business environment by technological
advancements and the internet, it is worth understanding how such changes have
impacted today‟s customer needs and motivations. Understanding consumer
motivation is believed to affect the understanding of experiences they desire and
what satisfies them more (Wolfinbarger and Gilly 2001).
In order to answer this important question, „how does today‟s online business
environment impact needs and motivations of online customers?‟ one has to
understand the fundamental concepts of consumer behaviour and motivation studies.
2.4.1. Customer needs and motivations in the consumer behaviour literature
Since the early studies of marketing around the 1950s, academics and businesses
have been on a continuous quest to understand the factors involved in identifying and
meeting consumers needs and delivering value to the consumers (Yu 2006).
Traditionally, customers approach consumption activities with a specific set of
possible motivations (Tauber 1972). Originally, motivation occurs because of
unfilled needs (Schiffman and Kanuk 2004). Pooler (2003) argued that consumer
needs are of several layers, each layer stacked upon the other, where the hierarchy of
customer needs are satisfied in a succession process, one level at a time, starting
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from physical survival needs, security needs, belongingness and social acceptance,
esteem needs and ending with self-actualization.
Similarly, consumer behaviour scholars have argued that customers are motivated
by a range of psychosocial needs that go beyond the need for buying a product or
service (Tauber 1972; Westbrook and Black 1985; Arnold and Reynolds 2003;
Pooler 2003).
Tauber (1972) outlined that shopping, for instance, occurs to meet a variety of needs,
only some of which involve spending money. Customer motivations according to the
author include a set of personal and social aspects.
Personal motives consist of role playing, recreation, self-gratification, physical
activity, learning about new trends and sensory stimulation. While social motives
consist of social experiences, communication with others who have a similar interest,
affiliation with peer groups, obtaining status and authority, and gaining pleasure from
bargaining and negotiation. Table 2.1 outlines the definition of each of those
motives.
Table 2.1 Personal and social types of customer motivations
Consumer needs and

Definition

motivations
Personal

Role playing

motives

The different roles a customer needs to fulfil in the
course of daily activities and the certain activities
that must be carried out in order to fulfil this role,
be it a father, a mother, a career woman, etc.

Recreation

Diversion from the problems and stresses of the
daily life routine.

Self

A need for reward after a long hardworking job for

gratification

instance, where emotional states and moods lead to
rationalisation of shopping behaviours.

Physical

Exercise carried out by customers moving inside a

activity

store or from one store to another

Learning

The enjoyment of seeing new items and getting
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about

new new ideas, new products, new trends.

trends
Sensory

Colour, sound, and scent are all critical dimensions

stimulation

that motivate consumers to shop and enhance
consumption experience.

Social

Social

Social activities create an exciting shopping

motives

experiences

experience through talking, watching people and
meeting friends.

Communicati

Communicate and form affiliations with people

on with

who share the same interests or enjoy the same

others

thing.

Peer group

The desire to be like peers or to model a reference

attraction

group.

Status and

The opportunity of customers to command

authority

attention and respect and feel power in the limited
master-servant relationship with sales staff.

Pleasure of

Bargaining for a lower price or getting better value,

bargaining

provides a unique form of enjoyment for some.
Source: (Tauber 1972)

Sheth (1983) has suggested that there were two classes of motives underlying
shopping patronage: functional and non-functional, of which Tauber‟s (1972)
motivations were the non-functional (Parsons 2002).
The contribution of Tauber‟s study brought to the attention of researchers the fact
that customers are motivated not only by the need to acquire a desired product, but
also a need to gain satisfaction for various non-product-related needs, and finally a
need to satisfy non-acquisition-related wants or needs (Westbrook and Black 1985).
In other words, this means that customers are not only motivated by the utilitarian
value of the products, they are also motivated for the satisfaction obtained during the
experience, resulting from non-product related needs and non-acquisition related
needs. The authors however emphasised that product acquisition needs and choice
optimisation needs are two additional important motivation attributes missed by
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Tauber‟s study, and argued that they lead to satisfaction resulting from selfactualisation and achievement.
One of the breakthrough studies in this area is the study of (Holbrook and Hirschman
1982; Hirschman 1984) which introduced the concepts of customer hedonic
motivation in relation to utilitarian motivation, expanding the thinking around
shopping motivation to include factors such as pleasure, feeling, aesthetics, emotion,
and enjoyment as additional motivations, compared to product acquisition
motivations.
Utilitarian motivation advocates that customers start from a mission or task which is
the need to acquire a product/service, and the acquired benefit depends on whether
the mission is completed or not, or whether the mission is completed efficiently and
more effortlessly (Holbrook and Hirschman 1982; Hirschman 1984; Batra and
Ahtola 1991; Babin, Darden et al. 1994). Utilitarian motivation relates therefore to
mission critical, goal oriented and rational needs (Holbrook and Hirschman 1982;
Hirschman 1984; Babin, Darden et al. 1994).
Customer utilitarian motivation is transaction-oriented with the intention to purchase
what is needed as quickly as possible and without distraction and is evaluated by the
terms „success‟ and „accomplishment‟ (Thompson, Locander et al. 1999).
Hedonic motivation on the other hand refers to consumption behaviours in fulfilment
of happiness, fantasy, awakening, sensuality, and enjoyment needs (Hirschman
1984). Values gained from hedonic motivation are experiential and emotional.
According to this perspective, what triggers customers is the need to enjoy the
experience by itself, and not the mere need of obtaining a product, or completing a
mission. The study of hedonic motivation is seen to be a study of shopping
enjoyment (To, Liao et al. 2007).
A synthesis of some of the main studies on customer needs in consumer behaviour
literature produced the table below, which clearly outlines that customer needs and
motivations in the traditional business environment exceed the functional or
utilitarian needs of choice optimisation and product acquisition to include other
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emotional or experiential needs such as the feeling of fun and enjoyment, self or
social gratification, etc.
Table 2.2 Synthesis of customer needs and motivations in conventional business
settings
Type of needs

Customer needs

Studies

Functional

Convenience

(Buttle 1984)

(utilitarian)

Selection, choice

(Westbrook and Black

needs

optimisation

1985)

Product/service functional

(Westbrook and Black

attributes, anticipated utility 1985)
Experiential

Role playing

(Tauber 1972) (Arnold

(emotional)
needs

and Reynolds 2003)
Diversion from daily

(Tauber 1972) (Buttle

routine, relaxation, time-

1984)

killing
Self-gratification

(Tauber 1972) (Arnold
and Reynolds 2003)

Physical/mental activity

(Tauber 1972) (Buttle
1984)

Learning about new trends,

(Tauber 1972) (Arnold

idea shopping, acquire

and Reynolds 2003)

information

(Buttle 1984)

Sensory simulation

(Tauber 1972)

Social experience (positive

(Tauber 1972) (Buttle

sociality)

1984) (Arnold and
Reynolds 2003)

Communication with others

(Tauber 1972)

Affiliation with peer groups

(Tauber 1972)

Obtaining status and

(Tauber 1972)

authority
Bargaining hunting and

(Tauber 1972) (Pooler

negotiation

2003)
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Compare alternatives

(Buttle 1984)

Self-expression

(Buttle 1984)

Adventure

(Arnold and Reynolds
2003)

Fun, fantasy, feelings

(Holbrook and
Hirschman 1982)

Similarly, studies of customer needs and motivations in online environments have
also included the same types of needs, affirming that customers approach the internet
as a new business channel to satisfy both their functional and experiential
(emotional) needs.
Table 2.3 Synthesis of customer needs and motivations in online business
settings
Type

of Customer needs

Studies

needs
Functional

Convenience

(Wolfinbarger and Gilly 2001)

needs

Product /service

(To, Liao et al. 2007)

customisation
Transaction efficiency

(Mäenpää, Kanto et al. 2006)

(time saving)
Selection, choice

(Wolfinbarger and Gilly 2001)

optimisation
Information

(Wolfinbarger and Gilly 2001)

acquisition,
information
availability
Lack of sociality

(Wolfinbarger and Gilly 2001)

Cost saving

(To, Liao et al. 2007)

Product/service

(Mäenpää, Kanto et al. 2006)

functional attributes,
anticipated utility
Ease of use

(Childers,
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(Monsuwe, Dellaert et al. 2004)
Usefulness

(Childers,

Carr

et

al.

2001)

(Monsuwe, Dellaert et al. 2004)
Experiential

Role playing

(Parsons 2002)

needs

Diversion from daily

(Parsons 2002)

(emotional)

routine, relaxation,
time-killing
Self-gratification

(Parsons 2002)

Physical/mental

(Parsons 2002)

activity
Learning about new

(Parsons 2002)

trends, idea shopping,
acquire information
Sensory simulation

(Parsons 2002)

Social experience

(Mathwick, Malhotra et al. 2001)

(positive sociality)

(Parsons 2002) (Wolfinbarger and
Gilly 2001)

Communication with

(Parsons 2002)

others
Affiliation with peer

(Parsons 2002)

groups
Obtaining status and

(Mathwick, Malhotra et al. 2001)

authority

(To, Liao et al. 2007) (Parsons
2002)

Bargaining hunting

(Parsons 2002) (Wolfinbarger and

and negotiation

Gilly 2001)

Adventure

(To, Liao et al. 2007)

Aesthetics , auxiliary

(Mathwick, Malhotra et al. 2001)

features

(Mäenpää, Kanto et al. 2006)

Exploration, browsing

(Mäenpää, Kanto et al. 2006)

Tele-presence

(Mäenpää, Kanto et al. 2006)

Enjoyment

(Childers,
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(Monsuwe, Dellaert et al. 2004)
Involvement with

(Wolfinbarger and Gilly 2001)

product class
Positive surprise

(Wolfinbarger and Gilly 2001)

The study of Hirschman and Holbrook (1982) not only provided clear definitions of
customer motivations by shifting from the utilitarian only paradigm to the conceptual
hedonic viewpoint but added fun, fantasy and feelings to function. It also broke new
grounds for future studies on consumer behaviour models and intentions (To, Liao et
al. 2007) and highlighted the experiential aspect of consumer behaviour.
In order to understand more the experiential aspects of online consumer behaviour,
the following sections are dedicated to addressing the customer experience concept,
starting from early theories of consumer behaviour and moving to more recent
literature from the marketing discipline.
2.4.2. Traditional and evolving consumer behaviour models
Traditional models that explain consumer behaviour have evolved to address the new
changing attitudes of today‟s consumer who is becoming more sophisticated and
demanding (Yu 2006).
Traditionally, consumer behaviour research has emphasised the importance of
utilitarian performance of goods as the primary value to consumers, where utility is a
function of product tangible attributes. This is perhaps understood from the economic
view of products as objects, for which consumers desired to maximize utility
(Hirschman 1984).
According to Holbrook (2000), marketing and consumer researchers awoke two
decades ago to the importance of hedonic consumption and the experiential aspects
of consumer behaviour (Holbrook and Hirschman, 1982). The unit of emphasis at the
time was consumption experience which was described by the headings of fantasies,
feelings, and fun or the „three Fs‟ (Holbrook 2000). Whereas consumption here
refers to two major phases: (1) the transaction between the consumer and the firm
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including a range from discrete transaction to relationship building; and (2) the use of
the product transacted (Addis & Holbrook, 2001).
Holbrook (2000) argues that customers do value the consumption experience and did
always, it is however, our understanding of their behaviour that has evolved to
become closer to reality:
Consumers still sensuously savor their food. They still daydream about their
summer vacations. They still feel sad in tear-jerking movies and happy when
their team wins the championship. They still play tennis or golf for fun and
derive esthetic pleasure from a Bruckner symphony or a Dickens novel. So
consumers themselves have not changed. Rather, our own understanding of
them has been radically revised.
Resulting from this shift in paradigm, consumers have increasingly been viewed less
as computer-like decision makers who focus on buying in the form of purchasing
outcomes to more subjective flesh-and-blood humans who respond emotionally to
consumption situations and use products in various playful leisure activities
(Holbrook 2000).
The previously popular utilitarian view, advocates that consumers are concerned with
purchasing products in an efficient and timely manner to achieve their goals with a
minimum of irritation; desired outcomes of this experience will be achievement of
pre-identified end goals (Hirschman 1984).
In an attempt to expand the traditional theories of consumption, Holbrook and
Hirschman (1982) and Hirschman (1984) were first to focus on what they termed, the
hedonic perspective of consumption. A more general approach would suggest that
hedonic consumption refers to the aesthetic, intangible, and subjective aspect of
consumption, and considers also the potential entertainment and enjoyment resulting
from the fun and play arising from the experience itself.
Hedonic consumption designates „those facets of consumer behavior that relate to the
multi-sensory, fantasy and emotive aspects of the consumption experience‟
(Hirschman 1984). Multi-sensory refers to „the receipt of experience in multiple
sensory modalities including tastes, sounds, scents, tactile impressions and visual
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images‟. It is important to mention here, that according to the author, consumer
experience is generated not only by responding to multi-sensory impressions from
external stimuli through encoding these inputs, experience is also generated from
internal imagery of sights, sounds, and tactile sensations which can be historic
imagery of a past event evoked and recalled by a stimuli or a fantasy imagery
produced not based on a previous experience. All are experienced by the consumer.
Emotions, or emotional arousal relate to feelings such as joy, love, hate, jealousy,
fear, rage, etc. According to the author, seeking emotional arousal is a major
motivation for the consumption of products, ranging from sporting events and plays
to clothes and food (Hirschman 1984).
Although the traditional models of consumer behaviour stipulate that consumers
differ from each other by their demographic and socio-economic backgrounds, the
hedonic perspective emphasises the fact that consumers are distinct individuals with
emotions and different personalities (Mäenpää, Kanto et al. 2006).
It is important to understand that the hedonic perspective of consumer behaviour
does not replace the traditional perspective; it represents an important extension of
the latter and aims to offer a complementary perspective for conceptualising some
neglected yet important phenomena in the area (Hirschman 1984).
Table 2.4 Comparison between the hedonic and traditional perspectives of
consumer behaviour
Traditional perspective

Hedonic perspective

Mental

Emphasis on the belief

Focuses also on the different

construct

(cognition) component of

sensory channels used by

mental activities.

consumers to perceive and
experience products.

Focus on verbal

Supplements verbal data with data

information processing.

supplied by sensory modalities.

Emotion is represented by

Explores the broader dimension of

the construct of affect as a

emotions such as strong feelings

consumer‟s evaluation of a

of aguish and rapture in response
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product attribute.

to products.

Suitable for goods whose

Appropriate for products whose

tangible qualities and

selections are based also on

utilitarian performance

satisfying emotional wants.

serves as primary value
determinant.
Utilitarian motives

Emotional desires dominate in the

dominate in the choice of a

choice of a product.

product.
Product is perceived as a

Product is imbued with a

concrete object.

subjective meaning or symbol that
supplements the concrete
attributes it possesses.

Tied to actual reality.

Tied to imaginative (selfconstructed) reality.

Product class

Based on information

Focused on sensory-emotive

cognitive seeking

seeking with acknowledgment of

dimension.

existence of two dimensions.

Low involvement

All products can be hedonically

experienced products.

experienced by consumers. Study
emphasised more intense and
involving products.

Focus on packaged goods

Investigates aesthetics

(toothpaste, cereal,

products/services that generate

detergent, cigarettes) and

unusually strong emotional

major durables (appliances, involvement and potentially more
automobiles) as objects for

important in the life of consumers.

study.

Such as the performing art (opera,
ballet, dance, theatre), the plastic
art (painting, photography,
sculpture, crafts) and high-culture
products such as movies, concerts,
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sporting events, fashion and
apparel.
The consumption of products
requires and generates substantial
mental activity from the consumer
due to the inspiration of multisensory imaginary and
consumption of emotional
resources. The brain activity is
most likely to be predominately
right-brain oriented.
Patronage decisions are

Patronage decisions regarding

based primarily on the

hedonically consumed products

product tangible features.

are based primarily on the
symbolic elements of the product.

Product

Hedonic perspective includes the

usage

psychological experiences that
accompany product usage.
Hedonic responses is the essence
of the usage experience.
Emphasises the importance of the
dynamic interaction between the
consumer and the product
(dynamic usage experience)
which may have reciprocal effects
on both.
Allocation of resources is

During product usage, mental

exclusive to money.

energies are exerted to create
emotional and imaginary
responses. Resources allocation
extends to emotional-imaginary
type too.
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Individual

Takes a post-hoc approach

Consider that individual

differences

to sources of interpersonal

differences in ethnic background,

variances in which

social class and gender cause

consumers adopt certain

products to vary in the emotions

behaviours such as brand

and fantasies or even the amount

loyalty, satisfaction, etc.

of emotions and fantasies they
inspire in consumers.
Source: (Hirschman 1984)

Consumers can be hedonic or utilitarian or both hedonic and utilitarian (Hirschman,
1982). Hedonic consumers seem to value experience and enjoyment, and approach
the consumption activity with no substantial plan in mind, while utilitarian
consumers are rational information processors who approach the consumption
activity with a substantial plan in mind.
The weight of the consumption experience depends also on the difference between
the subjective and objective types of responses a product/service receives by a
customer (Addis and Holbrook 2001). For instance, if the technical performance of a
product has more influence on the consumer and his objective response was greater
than his subjective response, this is called a utilitarian type of experience as depicted
in figure 2.2.
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Figure 2.2 Utilitarian products vs. hedonic products

Source: Addis (2001: 45)
Following the Hirschman and Holbrook studies (Holbrook and Hirschman 1982;
Hirschman 1984), hedonic dimensions of consumption have been well recognised by
consumer behaviour researchers (see for example, (Babin, Darden et al. 1994)
(Havlena and Holbrook 1986) (Westbrook and Black 1985) (Richins 1997)
(Holbrook 1986); (Holbrook 1994) (Holbrook and Corfman 1985) (Oliver 1999)
(Hirschman 1984) (Firat 1987). Thus generating more interest in the broader concept
of experiential consumption and distinguishing between the consumer behaviour
models, the information processing and the experience seeking models (Yu 2006).
2.4.3. Information-processing model
The information processing model emphasises the rational choice of consumers and
regards them as logical thinkers who make purchase decisions through problem
solving and information processing (Holbrook and Hirschman 1982).
Holbrook and Hirschman (1982) outlined that the origins of this theory started in
early microeconomics and classical decision theory which emphasised that decision
making is based on pure rational choice; this moved towards the largely irrational
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buying needs based on motivation research and ended up with a bounded rationality
approach and use of logical flow models: the „information processing model‟.
According to this model, consumer behaviour can be presented in logical flow
models where various inputs (some environmental and some from the consumer) are
processed by an intervening response system (which consists of three elements;
cognition, affect and behaviour) which in turn generates output consequences. The
model is closed with a learning feedback loop which results when output
consequences are appraised against certain criteria, such as individual differences,
search activity, type of involvement, and task definition (Holbrook and Hirschman
1982).
Figure 2.3 Information processing paradigm of consumer behaviour

Source: Hirschman (1984)
The cognition variable in this model outlines that customers‟ memory, knowledge
structure, beliefs, thought generation and protocols determine their affective
responses in terms of attitudes and preferences which in turn guide behavioural
effects such as buying, purchase, decision and choice making. The three variables
relate in a causal flow with a feedback loop of satisfaction to present learning effects
(Hirschman 1984).
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The model may be found more appropriate with low-involvement, frequentlypurchased consumer durables, such as detergents or canned peas, for which
consumers may be unable to make valid perceptual or affective distinctions among
more than a few different brands (Holbrook and Hirschman 1982).
The model has been extended and reviewed by many researchers resulting in more
refined models. Nevertheless, although the refinements touched base with different
aspects (including but limited to, product feature effects, attitude toward the ads,
attitude toward the brand, feedback loops, changes in process order, etc. or
separating key parts of the model), the refinements brought slight modifications to
the model and preserved its foundation spirit emphasising product acquisition and
choice as the ultimate outcome of the model (Yu 2006).
One of the main limitations of this paradigm that is does not count for the role of
emotions; on the contrary, it views consumers exclusively as thinkers and rational
information-seeking decision makers, at the same time, products are viewed
according to the model as collections of functional and tangible attributes
(Hirschman 1984).
The model also focuses on brand choice and/or purchase decisions emphasising only
the economical aspect of the buying behaviour with product choice and acquisition
as the ultimate outcome (Holbrook 1986). According to the author, this is not
surprising, as the model is presented from the view of marketing managers whose
major concern is the determinants of sales or market share.
2.4.4. Experience-seeking model
Morris Holbrook and Beth Hirschman contributed to driving a paradigm shift in the
understanding of consumer behaviour. The authors published two papers on the
consumption experience (Hirschman 1984), and the experiential aspects of
consumption (Holbrook and Hirschman 1982) to challenge the original model
explained above and its several refinements and they introduced a new outlook on
the consumption process overall. The new model looks at consumption as a complex
process that „entails multi-way interactions among physiological, cognitive,
behavioral, and experiential components‟ and involves a steady flow of fantasies,
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feelings, and fun. The consumers of this process are not cognitive thinkers only, on
the contrary, the model is based on the argument that the difference between
machines and consumers is that human beings experience emotions (Holbrook and
Hirschman 1982; Hirschman 1984).
In their paper, Holbrook and Hirschman (1982) highlighted the neglected importance
of the experiential aspect of consumption and urged for further research in this area:
According to the authors:
The behavior of people in general and of consumers in particular is the
fascinating and endlessly complex result of a multifaceted interaction between
organism and environment. In this dynamic process, neither problem-directed
nor experiential components can safely be ignored.
They also added:
By focusing single mindedly on the consumer as information processor, recent
consumer research has tended to neglect the equally important experiential
aspects of consumption, thereby limiting our understanding of consumer
behavior.
Experiential consumption or hedonic consumption, addresses playful leisure
activities, sensory pleasures, daydreams, aesthetic enjoyment and emotional
responses (Mäenpää, Kanto et al. 2006), experiential consumption expands consumer
behaviour literature by emphasising the 3Fs „fantasies, feelings and fun‟ or the 4Es
„experience, entertainment, exhibitionism and evangelising‟ (Holbrook 2000).
In order to better understand the experiential perspective of customer behaviour,
components of the experience seeking model (Figure 2.4) are explained in detail, as
outlined by (Holbrook and Hirschman 1982).
2.4.4.1.


Environmental input
Explores the symbolic meanings (which all products carry no matter how
mundane) of more subjective characteristics of the product, such as its
cheerfulness, sociability, elegance, etc. in contrast with the conventional
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model which focuses on the tangible benefits and its utilitarian functions
which are usually based on objective features and characteristics.


It emphasises the nature of experiential stimuli as multi-sensory and
psychophysical, in contrast to the stimuli generated by product attributes and
verbal descriptions.



The experiential view of consumer behaviour should focus on the effect of
external messages sent to the consumer (syntactic structure) instead of
studying consumer responses to the semantic aspects of communication
content.

Figure 2.4 Experience seeking paradigm of consumer behaviour

Source: Hirschman (1984)
2.4.4.2.


Consumer input
The experiential view of consumer research emphasises the importance of
considering consumers‟ time as another resource invested, in addition to the
monetary resources.
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It involves primary process thinking which means that consumers are
engaged in the activity in pursuance for immediate pleasure or gratification.
Experiential consumption seeks fun, fantasy, amusement, arousal, sensory
stimulation, and enjoyment. This is in contrast with the information
processing view which regards consumers as secondary-process thinkers
(resulting from socialisation) and problem-solvers who consider the purchase
process as goal-directed activities of searching for information, retrieving
memory cues, weighing evidence, and arriving at carefully considered
judgmental evaluations.



Consumer involvement in the experiential view of consumer behaviour
exceeds the typical personally relevant multiplicity of cognitive responses to
include attention, interest and excitement, by emphasising degree of
activation or arousal. Involvement is therefore more emotional and is
associated with the right brain. This is instead of it being a left-brain
phenomenon that relates to cognitive responses associated with analytic,
logical, problem-oriented activities.



Activity searching is related heavily to exploratory behaviour, where stimulus
ambiguity and working through arousal are the determinants of the search
activity.



Consumer input offers considerable attention to consumers‟ individual
differences and the revival of personality and allied variables of consumers,
such as subculture and personality constructs. This is mainly due to the
relative inability of typical customer classifications such as demography,
socio-economic status, etc to predict consumer behaviour.

2.4.4.3.


Intervening response system
Focuses on subconscious and private cognitive processes such as fantasies,
fun, daydreams, etc. instead, the information processing model focuses on
memory and views consumers as a complex knowledge structure embodying
intricately interwoven subsystems of beliefs referred to as „memory schemas‟
or „semantic networks‟.
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The experiential perspective recognises a full scale of relative emotions that
includes diverse feelings of love, hate, fear, joy, boredom, anxiety, pride,
anger, disgust, sadness, sympathy, lust, ecstasy, greed, guilt, elation, shame
and awe. This is in contrast to the conventional information processing model
that emphasises only one subset of consumers‟ emotions, i.e. like or dislikes a
brand.



At the behavioural level, the purchase (brand choice) process is perceived as
the ultimate and most important behavioural outcome according to the
information processing model. According to the experiential view, this is
only a small fraction of the phenomenological data that comprises the entire
experience of consumption. According to the author, research and
investigation in this area is vital for consumer behaviour research.



The conventional model views the consequences of consumer choice in terms
of functionality and usefulness of the product, leaving the criteria for
evaluation purely utilitarian. By contrast, in the experiential view, the
consequences of consumption are viewed in terms of fun, enjoyment and
pleasure that it offers or evokes. Therefore the criteria for evaluation are
aesthetic in nature and depend on the consumer‟s type of involvement, search
activity, and personality.



Learning according to the conventional model views brand satisfaction as a
strong reinforcement of future behavioural responses and repeat purchases.
The experiential view considers that although brand satisfaction constitutes
one important experiential component that affects repeat purchase, the stream
of associations that occur during consumption, including emotions, may be
equally important.

It is important to mention that the experience-oriented paradigm does not advocate
abandoning the information processing approach, it was intended to supplement and
enrich it (Holbrook and Hirschman 1982).
Despite the fact that consumer behaviour studies tend to emphasise products that
arouse strong emotions or perhaps extreme states of feelings, such as games,
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adventure and sports, performing arts and music, it is not possible to emphasise more
that all products involve goods that perform services that provide consumption
experiences (Holbrook 2000).
Hirschman (1984) argued that looking at the consumption experience from a
subjective view suggests that almost all acts that involve the consumption of
products have stimulation of our thoughts and/or our senses as their outcomes and
therefore people consume products for the overall phenomenon of „experience
seeking‟.
Experience seeking according to the author is divided into four types:


Cognitive experience seeking, where the objective of the experience sought is
to stimulate cognitive activity and stimulate a thought process, such as taking
a course to gain knowledge. Information seekers are individuals who may
share some characteristics, they are largely affluent, highly educated, highly
exposed to the mass media, difficult to satisfy, influential but not innovative
and politically liberal.



Sensory experience seeking is where the objective of the experience is to
stimulate sensory activity and activate one or multiple sense organs, example
of this type of experience seeking includes purchasing a music CD to listen
to. Sensory seekers are usually innovative and risk takers.



Novelty seeking is where the objective is the desire of the individual to seek
out novel stimuli. Novelty experience seeking taps only into the cognitive or
sensory experience that a consumer may desire to have.



Experience seeking is where the objective of the consumption experience
consists of the three above types of experiences collectively.

Following on from early contributions in the area of experiential consumer
behaviour, the literature witnessed substantial support for the model and associated
subjects (see for example, (Hirschman 1984; Westbrook and Black 1985; Havlena
and Holbrook 1986; Holbrook 1986; Firat 1987; Oliver 1993; Holbrook 1994;
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Holbrook 1997; Richins 1997; Holbrook 2000; Carù and Cova 2003a; Caru and
Cova 2003b).
In addition to the early grounding contributions in this field, marketing literature has
witnessed a stream of recent research and publications embracing the original
thinking of initial studies and highlighting the importance of customer experience
(Schmitt 1999; Berry, Carbone et al. 2002; Gilmore and Pine 2002; Milligan and
Smith 2002; Shaw and Ivens 2002; Smith and Wheeler 2002; LaSalle and Britton
2003; Shaw 2007).
The following sections are dedicated to discussing the more recent contributions in
the area of customer experience.

2.5. Customer experience in the marketing literature
Following on from early research by consumer behaviour scientists and marketers in
the 1980s, which advocated that every consumption event provides some form of
experience (Hirschman 1984), the concept of customer experience has been
increasingly perceived in the literature as a fundamental factor in today‟s economy
(Gilmore and Pine 2002), a central element of consumers‟ lives (Carù and Cova
2003a) as well as understanding of customer needs and motivations (Holbrook
2000).
Carù and Cova (2003a) summarised the evolvement in the literature by saying:
The notion of experience entered the field of consumption and marketing with
Holbrook and Hirschman’s pioneering article of 1982. Twenty years later, this
notion has become a key element in understanding consumer behavior, and, in
some views, a foundation for the economy and marketing of the future.
This perhaps is owed to the constantly increasing external challenges that
organisations are facing (Gilmore and Pine 2002). Globalisation and technological
advancements have put firms face-to-face with more sophisticated and demanding
customers (Coelho and Easingwood 2003) who are connected, informed and active
(Prahalad and Ramaswamy 2004). Customers of today are in the driving seat and are
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given millions of options that are only one click away from them with the minimal
switch cost.
Customer experience has been perceived as a strategic and competitive advantage to
firms. An IBM research project conducted in 2005 concluded that „to create a new
and lasting source of competitive advantage, businesses must manage the customer
experience‟. Senior business leaders agree that differentiating solely on the
traditional physical elements such as price, delivery and lead times is no longer a
sustainable business strategy, differentiating through customer experience is today‟s
rescue for companies when differentiation in goods and services is becoming almost
impossible (Thompson, Locander et al. 1999).
The increasing attention towards the concept of customer experience was also
associated with a rising literature on how organizations should use this concept and
manage or engineer the customer experience. The term Customer Experience
Management (CEM) was defined by Bernd Schmitt as “the process of strategically
managing a customer's entire experience with a product or company" (Schmitt,
2003). Due to the importance of understanding the implications of the customer
experience concept on organizations, Appendix I provides a brief on what CEM
means in practice as an organization strategy and as a project, it also outlines the
concept of total CEM and customer experience engineering as two associated
concepts.
Participating in reviving the concept in the marketing literature, (Gilmore and Pine
2002) wrote that „experiences are the fourth economic offering [after commodities,
services and goods] and as distinct from services as services are from goods‟.
According to the authors, the progression in economic offerings is moving the
emphasis of companies from fungible materials extracted from the natural world
(commodities), to tangible products that are standardised and then inventoried by
companies (goods), to intangible activities performed for a particular client
(services), to events that engage individuals in a memorable and personal way
(experiences) (Gilmore and Pine 2002).
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Figure 2.5 The progression in economic value

Source: (Gilmore and Pine 2002)
Characteristics of the experiences as the new economy offerings are very different
from what companies are accustomed to. They are usually revealed over a duration
and involve sensations as the factors of demands. Table 2.5 outlines differences
between experiences and other economic offerings.

Table 2.5 Economic distinctions
Economic

Commodities

Goods

Services

Experiences

Economy

Agrarian

Industrial

Service

Experience

Economic

Extract

Make

Deliver

Stage

Fungible

Tangible

Intangible

Memorable

Key attribute

Natural

Standardised

Customised

Personal

Method of

Stored in bulk

Inventoried

Delivered

Revealed

offering

function
Nature of
offering
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supply

after

on demand

production

over
duration

Seller

Trader

Manufacturer

Provider

Stager

Buyer

Market

User

Client

Guest

Factors of

Characteristics Features

Benefits

Sensations

demand
Source: (Gilmore and Pine 2002)
Accordingly, characteristics of the experiences as the new economy offerings are
very different from what companies are accustomed to. They are usually revealed
over time and involve sensations as the factors of demands.
2.5.1. Definition of customer experience
To start with a definition for the term „customer experience‟ it is perhaps useful to
understand what is meant by the term „experience‟ in general.
According to Carù and Cova (2003a), „the concept of experience is still ill-defined
or, worse, defined in ideological terms‟ indicating the over-emphasis in the
marketing literature on terms like „extraordinary experience‟ or „memorable
experience‟ and the way it assumes that every customer experience should be one.
The authors illustrated how different disciplines define experience differently as in
the table below.
Table 2.6 Definitionsoftheterm‘experience’accordingtodifferentdisciplines
Science

Different from the scientific experience which provides universal knowledge
valid for all, the common experience provides particular knowledge to the
individual.

Philosophy

Experience is a personal trial that generally transforms the individual and
leads to accumulation of „experience‟ and thus knowledge. Experience is
gained when what happens (events) is translated into knowledge through
accumulation and not if it remains a simple lived occurrence. Personal
knowledge seems to be increasingly rare and undermined as it has been
replaced by scientific knowledge.

Sociology and

Experience is a cognitive (such as a test) and subjective activity that allows
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individuals to develop and construct reality. Individuals are not programmed
or playing a social role, they are involved in tasks that are demanded by their
personal experiences and construct their personalities.

Anthropology

Experience is a singular event that happens to the individual and involves an

and ethnology

intensity of personal feeling that takes individuals out of the flow of
everyday life, it represents how individuals live their own cultures. It is
different from individual behaviour concerning the routine through which
the consumer simply passes and which can be observed by an external
observer.
Interestingly, experience in this definition is not directly accessible by
researchers (who only have access to their own experiences) so they can only
interpret oral or written expressions of individuals which articulate and
present their own experiences.

Source: (Carù and Cova 2003a)
As far as the marketing and consumer behaviour discipline is concerned, the
experience definition suffers a lack of unity (Carù and Cova 2003a).
One of the earliest definitions for the term customer experience appeared in the
consumer behaviour literature by Holbrook and Hirschman (1982) who refer to it as
a personal event or occurrence that is associated with important emotional
significance and founded in the interaction with the consumed product or service.
This definition limits the customer experience to the consumption process and refers
to the experience generated during the course of service or product consumption.
According to Gentilea, Spillera et al. (2007):
Customer experience originates from a set of interactions between a customer
and a product, a company, or part of its organization, which provoke a
reaction. This experience is strictly personal and implies the customer’s
involvement at different levels (rational, emotional, sensorial, physical and
spiritual).
One of the most recent definitions for the term „customer experience‟ was laid out by
Colin Shaw (2007) in his recent book The DNA of customer experience. The author
illustrates that:
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A customer experience is an interaction between an organisation and a
customer. It is a blend of an organisation’s physical performance, the senses
stimulated and emotions evoked, each intuitively measured against customer
expectations across all moments of contract.
CRMguru carried out research to define customer experience from an expert and
consumer point of view. Results of the survey showed that customer experience
relates to interactions with an organisation‟s people, processes or systems and
products. Experience also relates to the feelings or emotional responses generated by
the interactions according to other expert respondents (Thompson, Locander et al.
1999).
Customer respondents preferred the definition: „The sum of all my interactions with
a brand‟s products, services and people‟. Another highly selected definition was:
„The feelings and thoughts resulting from all impressions, tangible and intangible,
from anyone or anything representing, directly or indirectly, an organisation, brand
or product‟. The study therefore concluded that customer experience is a customer‟s
perception of interactions with a brand; where experience is about what the
interaction incited in a customer, including thoughts and feelings and where the
brand relates to the organisation as a symbol and not a logo or marketing or
advertising communication.
Unlike the definition of (Holbrook and Hirschman 1982), recent definitions for
„customer experience‟ expanded the scope of the term to include not only the
consumption process but also all touch points with the brand, including pre-purchase
advertising, enquiring, etc.
Defining customer experience as an event/occurrence originated from the interaction
with the product/service/firm (Holbrook and Hirschman 1982; Gentilea, Spillera et
al. 2007) or the interaction itself (Shaw, 2007; Thompson, 2006; (Berry, Carbone et
al. 2002) which is grounded in the original roots of the word meaning in the English
language dictionary.
The word „experience‟ originated from the Latin „experienti‟ which means the „act of
trying‟ and is defined by the Oxford English Dictionary as a „an event or occurrence
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which leaves an impression on one‟ or a „practical contact with and observation of
facts or events‟ (Soanes and Stevenson 2005). In the Cambridge English Dictionary,
it is also defined as „something that happens to you that affects how you feel‟ or „the
process of getting knowledge or skill which is obtained from doing, seeing or feeling
things‟ (Cambridge 2007).
According to the anthropological definition of this term, customer experience seems
to be personal and represents a singular event that is unique to an individual (Carù
and Cova 2003a). Similarly, (Addis and Holbrook 2001; Gilmore and Pine 2002)
stipulated that customer experience is unique to each customer.
Gentilea, Spillera et al. (2007) argue that despite the differences in interpretations of
the customer experience concept, they share common core characteristics:


Customer experience has a temporal dimension that originates from the entire
set of contact points between the customer and the firm and what it offers.



It is strictly personal.



It involves or engages the customer at different levels; rational, emotional,
sensorial, physical and also „spiritual‟.

In conclusion, customer experience can be defined as ‘a personal event that is
stimulated by customer’s interaction at any touch point with the firm and its
productsorservices.’
This definition will be further elaborated, and then specified for the online
environment in the following sections where more details are provided on what
generates customer experience, and how.
2.5.2. Characteristics of total customer experience (TCE)
The total customer experience is a term that was first suggested by Mascarenhas,
Kesavan et al. (2006) to refer to:
… a totally positive, engaging, enduring, and socially fulfilling physical and
emotional customer experience across all major levels of one’s consumption
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chain and one that is brought about by a distinct market offering that calls for
active interaction between consumers and providers.
It is a state of desired customer experience as it should be.
There are two components for TCE:


Internal or subjective components that result from customers‟ involvement or
interaction with the firm and are inherently internal and personal, i.e. exist
only in the mind of the customer through their engagement on an emotional,
physical, social, intellectual or even spiritual level.



External or objective component which relates to the distinct economic
offering including the designed and offered product/service/experience
potential and firm-customer interaction potential along all interaction points.
This type is designed by the firm and is external and impersonal to the
customer.

This is perhaps why Shawn Smith differentiates between customer experience and
customer service, by stipulating that customer service is driven by the perception of
the organisation, it is basically what the organisation does to the customer
(expression), however, customer experience, is what the customer receives at every
touch point with the brand (impression) (GCCRM 2007).
Mascarenhas, Kesavan et al. (2006) argued that customer real customer experiences
which are offered by firms that do a good job in anticipating and fulfilling customer
needs and wants better than competitors have common characteristics implied by
this definition:


Total customer experience is generated through two components: a distinct
market offering and high involvement between consumers and providers that
creates the right blend of both physical and emotional elements along all
moments of customer contact with the firm. This means that the higher the
joint interactive participation between the firm and the customer, and the
higher the quality of this interaction, the higher the TCE.
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The active involvement between the firm and the customer makes TCE a
powerful form of product/service augmentation. Where if the core product is
located in the innermost circle of a graphical presentation, its service
components are in the circle that surrounds it, then experience belongs to the
outermost circle. The experience is dependent upon the inner two circles of
product and service and transcends it.



Total experiences are cherished by customers before, during and long after
product use.



The emotional and subjective experience of TCE is uniquely personal and
changeable which means that a customer may experience a different quality
level of TCE with the same service at a different time

2.5.3. How customer experience is generated
Building on existing definitions for the term „customer experience‟, as laid out
above, customer experience relates to the reaction generated by a customer during his
interaction with the product or service or the brand at large. The question now is
what drives this reaction? How are customer experiences generated? What happens
during the interaction process to create a desired customer experience?
There are two views on how customer experience is generated. The first view
considers that customer experience results from a staging process performed by the
company to engage customers in memorable (Gilmore and Pine 2002), extraordinary
(LaSalle and Britton 2003) experiences that make customers exploit all their senses
and emotions (Schmitt 1999). According to this view, companies „intentionally use
services as the stage and goods as props to engage an individual‟ on a physical,
intellectual, emotional or even spiritual level (Gilmore and Pine 2002).
The second view considers that creating a unique and compelling customer
experience occurs by involving customers in the formation of a co-created and coowned customer experience that suits his/her own personalised needs (Prahalad and
Ramaswamy 2004; Mascarenhas, Kesavan et al. 2006). According to this view,
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companies do not stage experiences, they provide platforms that can be employed by
consumers to co-create their own, unique experiences (Caru and Cova 2003b).
Whether staged by the company, or co-created with the customer, Shaw (2007)
draws our attention to the fact that 50% of customer experiences are driven by
customers‟ emotions. Shaw (2007) believes that customer experience is a blend of
two experience categories: physical or rational customer experience and emotional
experience; each category has a different type of driver.


Customer rational experience: driven by product or service specific physical
features, such as price, location, opening times, channel used for delivery
including phone, online, stores, etc.



Customer emotional experience: driven by customers‟ emotions and how they
feel during their interaction with all touch points with the organisation. A
separate section is outlined later for types of the emotional component of
customer experience.

In another and perhaps more comprehensive perspective Berry, Shankar et al. (2006)
stipulated that there are three types of clues that drive or generate customer
experience. Experience clues are initiated by the organisation and sent to the
customer. Those clues incite or evoke perceptions, reactions or an impression by the
customer.
2.5.3.1.

Functional clues – basic and minimal requirements

Functional clues relate to the so called technical quality of offerings, reliability and
competence of the service. In other words, this component of the experience is
generated from fulfilment of minimal requirements of the product/service.
In order not to underestimate the importance of functional clues, it is very important
to remember that functional clues relate to the core of any service, in other words, the
main reason for customers approaching a company for a product or a service.
As reported by customers, the main reason for switching between companies and
leaving one service provider to another is core service failure such as a service
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mistake or billing error (Keaveney 1995). Nevertheless, customers who may switch
between suppliers for the reason of failing to fulfil basic functional requirements are
unlikely to be surprised when the service is performed completely (Berry, Shankar et
al. 2006).
2.5.3.2.

Mechanic clues – sensory impression

The mechanic component of the experience refer to sensory presentation of the
service such as smells, sounds, sights, textures, etc.
Mechanic clues come from inanimate objects to offer a physical representation of the
intangible service. Accessories of a graduation ceremony and a certificate hanging on
the wall are among the mechanic clues a student would receive to feel more than the
core service itself which is learning. The tablecloths on a restaurant tables, the design
and layout of the restaurant, its equipments, furnishings, signs, colours, textures,
sounds, lighting and smells are all among the mechanic clues that the customer
receives about the service, all without a single word spoken. According to the author,
mechanic clues not only attract customers to do business with the company, they also
help attract the right type of customers.
Mechanic clues are also important because they are used to make a positive first
impression on the customer even before he makes his purchase decision. They also
provide customers with information about what they can expect during a service
performance, and therefore affect their perception of the service quality.
2.5.3.3.

Humanic clues – exceeding customer expectations

The humanic component is generated from the behaviour and appearance of service
providers – choice of words, tone of voice, level of enthusiasm, body language,
neatness, and appropriate dress, etc.
Humanic clues according to this classification are created by employees and provide
personal and enduring customer-provider interaction. Humanic clues are sent to
cultivate emotional connectivity with the customer to strengthen their trust and
deepen their loyalty.
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Humanic clues, especially in interaction-intense services, are of highest importance
and have impacts on service satisfaction and loyalty. Other clues are not expected to
overcome poor humanic clues.
The three types of clues were classified under two categories according to how they
are processed in customers‟ minds (Berry, Carbone et al. 2002)


Functionality clues which relate to the actual functioning of the
product/service and the promise it was supposed to deliver. Such clues are
interpreted primarily by the logical circuitry of the brain.



Emotions clues which relate to all types of mechanic and humanic clues
coming from the smells, tastes, textures, sights of the product/service and,
tastes and textures of the good or service, the environment in which the
service/product was offered as well as clues resulting from interactions with
employees.

According to this model, functional clues primarily influence customers‟ cognitive or
calculative perceptions of service quality. Mechanic and humanic clues primarily
influence customers‟ emotional or affective perceptions.
In summary, customer unique experiences are driven by clues that influence
customers‟ thoughts, feelings and behaviours (Berry, Carbone et al. 2002; Berry,
Shankar et al. 2006) and therefore customer interaction with the firm.
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Figure 2.6 Experience clues

Source: (Berry, Carbone et al. 2002)
This model supports the early consumer behaviour literature which introduced the
experience-oriented paradigm (Holbrook and Hirschman 1982) and advocated that
almost all acts of interactions with the product/service create stimulation of our
thoughts, senses and emotions (Hirschman 1984).
Obviously, customer experience entails both utilitarian and hedonic or emotional
components. According to Addis and Holbrook (2001), experiences can be more
utilitarian, more hedonic or balanced according to the respective weights of the
contributions by the objective product-based and subjective consumer-related
component (Addis and Holbrook 2001).
The carry off from this section is that the technical competence of a product or
service, which fulfils a customer‟s utilitarian needs, does not compose the whole
perception of a product or service according to customers and should be
complemented by the fulfilment of hedonic needs which represent the emotional side
of customer perception of the experience.
The section below outlines in more detail the emotional component of customer
experience as a key dimension.
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2.5.4. Experience and emotions
Originally, consumption experience was associated with strong emotional
significance (Holbrook and Hirschman 1982; Holbrook 1986; Holbrook 1997).
Consumption emotions are defined by (Phillips 1999) as „the set of balanced,
directed affective responses that the consumer experiences as a result of engaging in
consumption of a product or service‟. Havlena and Holbrook (1986) refer to
consumption emotions as the set of emotional responses elicited specifically during
consumption experiences or product usage.
Recent studies that broadened the scope of customer experience to include all touch
points with the brand have also emphasised its emotional component (Berry,
Carbone et al. 2002; Gentilea, Spillera et al. 2007; Shaw 2007).

Shaw (2007)

research, for instance, has proved that more than 50% of customer experiences are
about emotions. Experience can be rich in value if it offers the right emotional
benefits.
Shaw (2007) therefore outlined three clusters of emotions that drive value; therefore
organisations should focus on these when they design their desired customer
experiences. The three value driving clusters of emotions are: the attention cluster,
the recommendation cluster and the advocacy cluster.
The attention cluster: includes the feelings of being stimulated, interested,
exploratory, energetic and indulgent at the beginning of an experience with a product
or service whether by seeing an ad, or making the first few visits to a place, etc.
According to Shaw, these types of emotion have a direct impact on customers‟ shortterm spend.
The attention cluster includes the type of emotions that will decline gradually over a
period of time from „strongly felt‟ to „not felt at all‟ if nothing is done to alter the
experience and the type of emotions evoked.
The recommendation cluster: includes the feelings of being valued, cared for,
trusted, focused, and safe.
The advocacy cluster: includes the feelings of being happy and pleased.
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Both the recommendation and the advocacy clusters build a long-term relationship
with a customer and incite customers to recommend a brand and therefore create
loyal customers.
According to Shaw (2007), once an organisation is successful in attracting a
customer by evoking the attention emotions, it must work to retain them and create
loyal customers who keep coming back again and again. This is where organisations
need to evoke the recommendation cluster and then create advocates by inciting the
advocacy clusters.
The significant difference between the two clusters is that the recommendation
cluster is reactive where the consumer may only recommend a brand if they are
asked, where advocates are proactive and will advocate the use of the organisation
brand without even being asked.
Table 2.7 Types of Emotional Clusters Associated with Customer Experience
Emotional cluster

Types of feelings

Attention cluster

Feelings of being stimulated, interested, exploratory,
energetic and indulgent at the beginning of an experience
with a product or service whether by seeing an ad, or
making first few visits to the place, etc.

Recommendation

Include the feelings of being valued, cared for, trusted,

cluster

focused, and safe.

Advocacy cluster

Include the feelings of being happy and pleased
Source: (Shaw 2007)

2.5.5. When customer experience is generated
To understand the process of customer experience, let‟s discuss first when does
customer experience occur?
As explained above, early contributions from the consumer behaviour research
argued that customer experience generates mainly from the consumption process,
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using the term „consumption experience‟ (see for example, (Holbrook and
Hirschman 1982; Hirschman 1984; Holbrook 1997).
Nevertheless, customer experience has been seen since then as much more than the
consumption experience. The shopping experience, for instance, encompasses
customer service, the provision of information and guidance, the chance to try out,
and the search for the new (Parsons 2002).
In conventional business settings, customer experience relates to all touch points
between a customer and an organisation, across all events of contacts or „moments of
truth‟ (Schmitt 1999). The touch points can start by seeing a brand advertisement
followed by a visit to a website or making a phone call or visiting a store, followed
by making a purchase and receiving the order, to dealing with after-sales service and
so on. Dunn and Davis (2003) gathered possibilities of interaction with a brand
around the purchasing process and called it a „Brand Touch Point Wheel‟. The wheel
defines three distinct components of the customer experience:


Pre-purchase experience, where the customer interacts with the brand through
a website, advertising material or collaterals.



Purchase experience, where customers interact with the brand during
product/service assortment, points of display purchase, product performance
and parts delivery.



Post purchase experience, where customers interact with the brand by
experiencing product quality during consumption, loyalty programs, billing
and customer service.
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Figure 2.7 Brand touch point wheel

Source:(Dunn and Davis 2003)
Schmitt looked at customer experience from a broad perspective and outlined the fact
that customer experience generates from different sources according to the
experience type (Schmitt 1999) and referred to that as the experiential world:


The experience provided by the brand, which relates to the look and feel and
special features of the brand when you touch it and first use it.



The experience provided by the product category, which relates to the
functionality of the product itself in general and what the product/service is
supposed to deliver.



The experience provided by the usage or consumption situation of the brand.



The board-based experience associated with the customer‟s socio-cultural
contexts; this relates to the broader social and cultural aspects of the brand
consumption experience, which relates usually to consumers‟ lifestyles and
the impression they wish to leave.
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Figure 2.8 The four layers of the experiential world

sociocultural
/Business
context

usage and
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situation
Product
category
experience
Experience
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Source: Schmitt (2003)
According to Schmitt, customers receive stimuli through different means that trigger
experience along the four experiential layers; stimuli according to the above
classification can be received during the consumption process itself as in the third
layer or through media tools such as magazines, movies, advertisements, etc.
(Schmitt 1999).
Another classification of the stages of customer experience was made by (Arnould,
Price et al. 2002 ):


Pre-consumption experience which includes searching for, planning,
foreseeing and imagining the experiences, including day-dreaming about it.



Purchase experience which includes the actual choice, payment and any
encounter with the service and the surrounding environment during that.



Core consumption which includes the actual sensation, the satiety, the
satisfaction/dissatisfaction, the irritation/flow, and the transformation.
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Remembered consumption experience which incorporates past experiences
that are based on accounts of stories and on arguments with friends about the
past and which move towards the classification of memories.

Except for the mechanism of Schmitt (2003) which describes how each experience
type is generated in the different layers of the experiential world in a similar
classification of the „experience clues‟ theory stipulated by Berry, Shankar et al.
(2006), customer experience is classified around the purchase stage, what happens
before it (pre-purchase) and what comes after it (post-purchase).
2.5.6. Stages of the online customer experience
Minocha, Dawson et al. (2006) classifies the customer experience into six stages:
expectations setting, pre-purchase, e-purchase, post-purchase, consumption and post
evaluation, among which the second, third and fourth stages represent the actual
interaction with the online environment and hence the online customer experience.


Expectations setting: During this stage the customer draws upon a number of
influences to create his/her personal benchmark of service quality
expectations which are going to play a vital role in the decisions made later
on. Influences can be social, organisational or individual influences and they
include the customer‟s motivations, his needs along with the benefits and
costs of shopping online, recommendations, word-of-mouth, advertising,
brand, his own experiences of interacting with off-line business channels of
that and other organisations, etc



Pre-purchase stage: During this stage the customer chooses a website, carries
out the necessary searches for a product or service and makes a decision
about whether or not to make a purchase. Such decisions are influenced by
several factors such as website usability, information provided, the price, the
credibility of the website, the delivery mechanisms and refunds policy, etc.



E-purchase: During this stage the customer selects the product/service and
completes the transaction; this usually involves entering personal details,
billing and delivery information, and payment details.
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Post-purchase: This stage involves tracking the order and the receipt of the
product/services. During this stage the customer may need to query an order,
complain about the state of the delivery, or question his payment handling.
He might need to contact the organisation at touch points other than the
website.



Consumption: This represents the actual usage or consumption of the product
or service.



Post TCE evaluation: At this stage, the customer will review his online
experiences and compare that with his benchmark of expectations that were
set during Stage 1, and therefore assess whether or not he/she has received
value from this experience.
Figure 2.9 The total customer experience in online environments

Source: Minocha, Dawson et al. (2006)
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2.6. Online customers
Wolfinbarger and Gilly (2001) divided online customers into experiential oriented
and goal-oriented. Experiential customers have an ongoing, hobby-type interest, and
enjoy auctions, involvement with a hobby/product class and a bargain. Experiential
consumers are interested in the excitement and community created by bidding sites
and they enjoy surprises such as new products and features.
2.6.1. Goal-oriented customers
Goal-oriented customers are interested as much in the freedom and control of the
transaction as they are the outcome of the experience. They are interested in finishing
the task as quickly as possible with the fewest clicks without wasting any time, and
with maximum ease of use, they like to do the job themselves and to receive
immediate responses to their questions. Goal-oriented customers enjoy control over
the experience in terms of the information they receive, the sites they visit, the time
they choose to make the purchase. They also enjoy the freedom provided by the
online experience, where they do not need to interact with a salesperson, or wait in
lines to receive the service.
This type of customer is motivated to shop online only when they have a specific
purchase in mind, where they use the online environment largely for planned
purchases, which they can complete at a convenient time, indicating a less committed
experience compared with offline settings and less pressure due to the facility that
allows them to pick up their purchasing process where it was left off, which in turn
increases

their

feeling

of

control.

Goal-oriented

consumers

emphasise

accomplishment, and therefore they start with a purpose in mind, go to a specific site,
look for a specific product, find the best price for a specific item and make repeat
purchases.
Goal-oriented customers were found to appreciate the convenience, informativeness,
selection and lack of sociality in online environments, which contributed to their
increased feelings of freedom and control.
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2.6.2. Experience-oriented customers
On the other hand, experiential shoppers are interested in fun as the ultimate outcome
of the experience. They like to be engaged in a site that draws them in, allows them
to interact with other consumers, and shows them great choices. They like to browse
sites that are related to their hobbies and give them a unique experience. Experiential
shoppers enjoy the fun provided by reading reviews, getting drawn into a site, the
excitement of bidding, window shopping and surprises.
Experiential customers were found to value some specific benefits of the online
environment such as the opportunity for surprise/uniqueness/excitement, positive
sociality, online deal searching and involvement with a product class. Online
consumers associate the experience with fun and are interested in ongoing hobbytype searches which allow for many experiential benefits where products change
often, or are unique or collectible; consumers‟ activities involve an element of risk
and gaming. Consumers enjoy chatting with other customers concerning their shared
hobbies, checking sites of interest and looking for new items, updated information
and new deals.
In conclusion, experiential customers, emphasise enjoyment through surfing/trying a
new site, looking for a new thing, looking for ideas, checking favourite sites
regularly, bargain hunting for what is on sale and killing time.

2.7. Compelling, memorable and extraordinary online experiences
Hoffman and Novak (2007) argue that despite the efforts of marketers over the past
decade to gain some understanding of marketing strategies that attract visitors to the
wide range of commercial websites, less is known about the factors that make using
the web a compelling experience for its users and the impact of that on consumer
behaviour.
Rather than addressing customer perceived quality per se, Hoffman and Novak‟s
focus was flow as a means to establishing a „compelling online experience‟. Flow -or
experiential flow as it was called by (Huang 2003)- is a construct that has been
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highly emphasised in the marketing literature related to online environments (Novak,
Hoffman et al. 2000; Novak, Hoffman et al. 2003; Hoffman and Novak 2007).
Traditionally, flow or experiential flow has been defined as the optimal experience
through which we feel „in control of our actions, masters of our own fate…we feel a
sense of exhilaration, a deep sense of enjoyment‟ (Csikszentmihalyi 1975).
According to Hoffman and Novak (1996) online flow is „the state occurring during
network navigation which is characterised by a seamless sequence of responses
facilitated by machine interactivity, intrinsically enjoyable, accompanied by a loss of
self-consciousness, and self-reinforcing‟. They also argue that „creating a
commercially compelling website depends on facilitating a state of flow‟.
Flow relates to users‟ complete engagement and immersion in web activities so that
there is little attention left to consider anything else (Hoffman and Novak 1996).
Accordingly, flow creates a compelling experience through congruence of skill and
challenge, interactivity, vividness, and motivation.
Flow is both cognitive and affective (Huang 2003). It is also believed to consist of
the following four components: a sense of control over the computer interaction, the
degree to which the user‟s attention is focused on the interaction, the curiosity
aroused during the interaction, and the extent to which the user finds the interaction
intrinsically interesting (Trevino and Webster 1992).
According to Novak, Hoffman et al. (2000), flow is a cognitive state that creates
compelling online experiences which are positively correlated with fun, recreational
and experiential uses of the web, expected use of the web in the future as well as the
amount of time consumers spend online.
As a result of the flow, self-consciousness disappears, the consumer‟s sense of time
becomes distorted, and the state of mind arising as a result of achieving flow on the
web is extremely gratifying.
Flow during online navigation is determined by Hoffman and Novak (1996) as:


High levels of skill and control.
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High levels of challenge and arousal.



Focused attention.



Enhanced interactivity and telepresence.

According to that, to experience flow while engaged in online interactive
environments, consumers must perceive a balance between their skills and the
challenges of the interaction, which both must be above a critical threshold. Enough
challenge is necessary to arouse consumers, too much challenge or too little
challenge can cause consumers to log off out of frustration or boredom.
Flow was also reported in utilitarian and hedonic online shopping (Sénécal, Gharbi et
al. 2002; Bridgesa and Florsheimb 2008). Not only was this contrary to expectations,
it was found that reported flow experiences were actually more prevalent among
goal-directed users (Novak, Hoffman et al. 2003).
Despite the fact that the construct has been widely studied over the past decade in
marketing and related fields, it has proven to be an elusive construct to measure and
model (Hoffman and Novak 2007). Nevertheless, and for the purpose of this study,
factors that help create a compelling experience and therefore may be associated with
the flow construct will be examined in following chapters.

2.8. Conclusion
This chapter provided a detailed discussion on the emergence of the online (webbased) environment as a new and ever-expanding business channel. It captured the
main characteristics of the environment that make it different from conventional
business fronts.
The chapter then shed light on the impact of the online business environment on
customers‟ needs and motivations based on classic and more recent consumer
behaviour studies which addressed both the utilitarian and hedonic perspectives of
customer needs and which emphasised the importance of the experiential perspective
of consumer behaviour.
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The chapter then progressed to discuss in detail the main contributions in the area of
customer experience as sourced out from the marketing literature, both in the
traditional and online environment to provide a better understanding of the concept
in general. This included the definition of customer experience, the process of
customer experience and its association with emotions. Stages of online customer
experiences; pre, during and post purchase and characteristics of online customers
whether recognized as goal-oriented or experience-oriented were also laid out in this
chapter. Finally, a general discussion of the flow construct which is believed to
create a compelling online experience was also addressed.
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3. CHAPTER THREE: PERCEIVED QUALITY,
SATISFACTION AND LOYALTY IN THE
ONLINE ENVIRONMENT
3.1. Introduction
Understanding what customers want and what they evaluate when they interrelate
with a firm is very important to developing service marketing and service
management models (Gronroos 1984). Firms that draw enough attention to
measuring and managing customer perceived quality, satisfaction and loyalty are
providing indicators that they are „customers focused‟ (Hoisington and Naumann
2003).
With the advent of the internet as a new communication and delivery channel, the
significance of measuring and monitoring online customer perceived quality has
been recognised through an increasing number of studies. Service quality is a seen as
a key determinant for success of online business (Santos 2003), creating competitive
advantage (Bauer, Hammerschmidt et al. 2005), influencing customer satisfaction
(Fundin and Nilsson 2003) and impacting customer loyalty (Parasuraman, Zeithaml
et al. 2005). Online customer satisfaction on the other hand is perceived as in
important determinant of customer loyalty (Birgelen, Ghijsen et al. 2005). Research
has shown that increases in online customer retention and loyalty has substantial
positive implications on a firm‟s profitability (Reichheld 1994; Hoisington and
Naumann 2003).
This chapter outlines the evolvement in the theory and application of perceived
quality, satisfaction and loyalty models in the online environment. It then concludes
with limitations of existing models in coping with recent advancements in the
business environment, particularly with the emerging developments in the area of
customer experience as explained in Chapter Two.
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3.2. Customer perceived quality
Perceived quality or „quality as perceived by customers‟ (Gronroos 1984) is a
concept that is established around customer needs. The imminent emphasis on
customers and understanding customer needs was evident in preaches of all quality
gurus. Although Deming‟s philosophy of the quality concept was built around
reducing or eliminating variations, understanding customer needs was central to his
approach (Zairi 2005). He states in his book Out of the Crisis: „everybody has a
customer, and if he does not know who it is and what constitutes the needs of the
customer … then he does not understand his job‟ (Deming 1986).
Understanding and fulfilling customers‟ needs was also central to Juran‟s philosophy
of quality. Juran considers that fulfilling specific needs of specific consumers is what
he calls the „Basic Quality Mission‟, despite any kind of changes customers‟ needs
may experience (Juran 1977).
Inspired by theories and thoughts of quality gurus, researchers and practitioners
moved in a continuous quest that is still ongoing today to identify quality attributes
that fulfil needs of the „king‟ customer. Understanding customer needs and fulfilling
them no matter how they change from time to time has been always the crux of
quality (Dale 2003).
Quality attributes refer to characteristics or features that must be built in a
product/service design in order to fulfil customer needs (Juran 1977). Those
attributes are equally important to customers and to the firm as they affect customer
evaluation of a product/service/store, which in turn impacts customer satisfaction,
choice between alternatives and purchase decisions (Lim and Dubinsky 2004), and
customer loyalty.
The following section outlines the shift in emphasis of research on quality attributes
and customer needs from products to services to e-services.
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3.2.1. Product quality
Quality management literature on quality attributes can be traced back to the Quality
Control Handbook by Juran (Juran 1977) who stipulates that quality attributes of
products are:


Life of product



Appearance



Extent of maintenance required



Reliability



Interchangeable features



Luxury features



Factor of safety



Ease of installation and use



Ability to take overload or unexpected load.

Garvin (1987) made also a contribution in the area of product quality attributes,
suggesting that quality products must have the following characteristics:


Performance or the primary purpose of the product.



Features, such as the added secondary characteristics.



Reliability, which relates to the consistency of performance of the product
over time.



Durability, or useful lifetime of the product.



Serviceability, or ease of servicing the product when necessary such as
resolving conflicts and complaints from customers and after sales service
issues.
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Conformance against customer expectations.



Perceived quality or reputation.



Aesthetics and sensory characteristics and outward appearance including the
feel and look of the product.

Around the same time, results of a study of public opinion of what constituted quality
of products in the USA market was published by Hutchens (1989). The list of quality
attributes included:


Performance



Durability



Ease of repair, service availability, warranty and ease of use



Price



Appearance



Brand name.

3.2.1.1.

The KANO model

Professor Noriaki Kano developed the KANO model in the 80s to help organisations
understand the needs of their customers on what they perceive as quality products.
The model is also used to identify organisations‟ internal capabilities to better serve
customers and to understand the impact of what the organisation delivers on its
customer satisfaction (Kano, Seraku et al. 1984).
The model highlighted the fact that not all product attributes delivered by the
organisation have the same impact on customers. Organisations have to understand
what is more important to customers to optimise their operation and process
capabilities to reach an optimal customer impact level. The Kano model classifies
product attributes according to their relations with customer satisfaction into three
dimensions, as follows:
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Basic quality: refers to the minimal features of a product that assures its
proper functionality. Those attributes are always taken for granted by
customers as minimal requirements and are usually not spoken out.



Performance quality: refers to the features of a product that if delivered will
cause customer to be happy and satisfied. It usually refers to the product
features that differentiate one supplier from the other according to the
customer.



Attractive quality: refers to the unspoken and unexpected features of a
product that if offered, customers will be very delighted. Take for example an
unexpected value added to a purchased product such as a discount on next
purchase or a good gift.
Figure 3.1 Kano model

Source: Kano et al. (1984)
Developing a comprehensive list for customers‟ needs using the KANO model
stretches organisations to think about meeting customers basic requirements, lifting
customers expectations and aiming at delighting them (Zairi 1994).
According to this model, a competitive product meets basic expected attributes,
maximises performances attributes and includes as many „excitement‟ attributes as
financially feasible. This is in order to move customers from having unfulfilled
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requirements and being dissatisfied to become very satisfied with fulfilled
requirements.
The model also outlines that product attributes are dynamic, where over time an
attribute will change from being indifferent, to attractive, to one-dimensional, and
finally to a must-be item following a lifecycle.
Although originally developed for product attributes, the model has been adopted
and used in the service environment, such as the use of the KANO model in
supermarket store settings (Shim, Shin et al. 2002), healthcare services (Jané and
Domíngues 2003), banking services (Bhattacharyya and Rahman 2004) or even in ebusiness settings (Tan, Xie et al. 1999; Fundin and Nilsson 2003; Nilsson-Witel and
Fundin 2005).
Nilsson-Witel and Fundin (2005) demonstrated in their study that in online ordering
of cinema tickets, most of the e-service quality dimensions are perceived as must-be
attributes such as „web navigation possibilities‟, „treatment of personal information‟
and „reliability of information‟. However, services such as „select seating online‟ and
„SMS services online‟ were found to be the backbone service attributes of attractive
quality creation.
3.2.1.2.

Quality function deployment (QFD)

QFD is a tool that was originally developed by Yoji Akao – who is regarded as the
father of QFD – to identify and document customer requirements for quality product
design. The tool is defined as:
… a method for developing a design quality aimed at satisfying the consumer
and then translating the consumer's demands into design targets and major
quality assurance points to be used throughout the production phase (Akao
1990).
The QFD uses a number of matrices to translate stated customer requirements into
engineering or design parameters. This is why the tool is regarded as one of the very
strictly structured tools with strong orientation to customer satisfaction (Zairi, 1994).
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Additionally, it has been reported as a very useful tool to communicate customer
requirements and needs throughout the organisation (Gonzalez, Quesada et al. 2003).
Although QFD was originally designed to help in the product design process, it has
been applied in service settings, with a primary goal of determining and fulfilling
customer needs (Jeong and Oh 1998; Gonzalez, Quesada et al. 2003; Gonzalez,
Quesada et al. 2004; Zairi 1994).
From the above, studies on quality attributes of products that would fulfil customer
needs were related to the functionality of the product, its appearance and specific
features, its durability and maintainability. An important contribution to the study of
customer needs and product quality attributes was brought forward by the necessary
classification suggested by the KANO model, which although originated for the
study of product quality, has proved useful even in services and e-services settings.
Study of product quality – and then services – was also enhanced by the powerful
QFD tool that drives product design by clearly identified and documented customer
needs.
3.2.2. Service quality
Many studies suggest that there is a fundamental difference between products and
services, such as differences in the intangibility of attributes, the way products and
services are consumed, the time between service production and consumption, or
even the direct relationship between customers and employees and their impact on
perception of customers (Grönroos 1998; Gabbott Mark 2000; Edvardsson, Enquist
et al. 2005). Parasuraman, Zeithaml et al. (1985) stated that existing knowledge
about good quality is insufficient to understand service quality due to the unique
characteristics of services, such as intangibility, inseparability and heterogeneity.
Over the past several years, discussions on issues related to service quality have
focused the debate on whether service quality should be defined and measured as
perceptions or as a disconfirmation (Dabholkar, Shepherd et al. 2000).
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Service quality as a disconfirmation

The Grönroos and SERVQUAL models are considered the two most influential
models of service quality in conventional business settings, they are usually
identified as representing the American and the Nordic perspectives respectively
(Choi, Lee et al. 2004). The two models adopted the disconfirmation theory to define
and measure service quality.
Grönroos model
Gronroos (1984) defines perceived service quality as:
The outcome of an evaluation process, where the consumer compares his
expectations with the service he perceives he has received, i.e. he puts the
perceived service against the expected service [and therefore] the quality of the
service is dependent on two variables: expected service and perceived service.
This definition is based on the argument that services are considered products that
require high level of involvement, and that the consumer will be exposed to a lot of
resources and activities to notice and hence evaluate. Therefore, „the consumer‟s
experience of a service can be expected to influence his post-consumption evaluation
of the service quality which he has experienced‟. Additionally, customer
expectations can be influenced by different marketing activities such as advertising,
selling and pricing. It can also be influenced by consumers‟ traditions and ideology
such as religion and political involvement, or by a consumer‟s previous experience
and word-of-mouth (Gronroos 1984).
In order to define what a consumer evaluates during a service encounter, Gronroos
(1984) defines that ‘the service is basically immaterial and can be characterized as
an activity where production and consumption to a considerable extent take place
simultaneously’. Just as perceived performance of a product can be divided into an
instrumental performance and an expressive performance. The service according to
Grönroos comprises of:


A technical outcome which represents what the consumer receives as a result
of the interaction with a service provider, as the technical result of the
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production process itself. For instance, a room and a bed for a hotel guest, a
meal for a restaurant customer, a ride from one destination to another for a
train passenger, a delivery of goods from one place to another, etc.


A functional outcome which represents how the consumer receives the
technical outcome functionally, it relates to the buyer-seller interactions: i.e.
the contacts consumers have with the various resources and activities of the
service provider when the service production process (generation of the
technical outcome) is taking place. For instance, accessibility to a service
provider, appearance and attitude of staff, etc.

Based on that, the author argues when evaluating quality of a service, consumers
address two aspects:


Technical quality which corresponds to the evaluation of the technical
outcomes of a service (analogous to instrumental performance of a product).
It can be measured by the consumer in an objective manner as any technical
dimension of a product.



Functional quality which corresponds to the evaluation of how the technical
outcome was received (analogous to expressive performance of products).
Evaluation of functional quality is subjective.

The consumers therefore, according to the author, evaluate not only the technical
outcome they receive in a service encounter but also how they receive it. Perceived
quality is thus „the result of a consumer‟s view of a bundle of service dimensions,
some of which are technical and some of which are functional in nature. When this
perceived service is compared with the expected service, we get the perceived
service quality.‟
The author argues that the impact of functional quality on the evaluation of perceived
service is greater than the technical quality; as supported by the author‟s research
involving 219 management executives of different service firms, this is given that
perceived technical quality is at least satisfactory.
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Figure 3.2 Technical and functional quality

Source: Grönroos (1984)
SERVQUAL
Following the same line, the SERVQUAL method, originating from three imminent
marketing scholars, Zeithaml, Parasuraman and Berry stipulates that regardless of the
type of the service, customers use basically similar criteria to evaluate service
quality. Perceived service quality is a result of the consumers‟ comparisons of
expected service with perceived service

(Parasuraman, Zeithaml et al. 1985;

Parasuraman, Zeithaml et al. 1986; Zeithaml, Parasuraman et al. 1990; Parasuraman,
Berry et al. 1991; Parasuraman, Berry et al. 1991).
Service quality is an overall evaluation that represents the consumer‟s judgment
about an entity‟s overall excellence or superiority. „It is a form of attitude, related but
not equivalent to satisfaction, and results from a comparison of expectations with
perceptions of performance‟ (Parasuraman, Zeithaml et al. 1988). They add that
perceived service quality is a global judgment or attitude relating to the superiority of
the service.
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In order to develop a sound conceptual foundation for investigating service quality,
the authors undertook an exploratory study to investigate this concept (Parasuraman,
Zeithaml et al. 1985). The research conducted 12 focus group interviews with
consumers, in additional to in-depth interviews with 14 executives from four
nationally recognised service firms in: retail banking, security brokerage, credit
cards, product repair and maintenance.
Interviews of customers and executives were undertaken to help the authors answer
several key questions related to what is perceived as key attributes of quality service
from the perspective of customers and from the perspective of executives, how these
perceptions are discrepant, and whether these perceptions can be combined in a
general model of service quality from the perspective of the customer.
The 12 focus groups for customers comprised of 3 for each service, and focus group
discussion focused on instances of and reasons for customer satisfaction and
dissatisfaction with a service. They also considered descriptions of an ideal service,
what service quality means to customers, what factors are important in the evaluation
of service quality, and performance expectations of the service.
The results of the study revealed that although some perceptions about service
quality are industry-specific, commonalities among the industry prevailed during the
interviews with executives and the focus groups with customers and allowed for
establishing a general model of service quality.
One of the main outcomes of this study was the suggestion that there are a series of
gaps that exist in relation to executives‟ perceptions of service quality and the tasks
associated with service delivery to customers.
Gap 1: consumer expectation-management perception gap: This gap represents
that executives of service firms may not always understand what features constitute
high quality to consumers, what features are critical to meeting customer needs, and
what levels of performance are needed for high quality service. Some of the
attributes that were highly emphasised by the customers were rarely mentioned by
the executives, such as privacy and confidentiality of banking and security services,
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the physical and security features of credit cards, and firm size in the maintenance
and repair industry.
Gap 2: management perception-service quality specification gap: This represents
the discrepancy between the management perceptions of consumer expectations
(when needs and expectations are known) and the actual specifications established
for a service due to reasons such as lack of resources, market conditions, or perhaps
lack of management commitment.
Gap 3: service quality specifications-service delivery gap: This represents the
discrepancy between well designed service (with clear specifications and guidelines
for high quality performance) and the actual delivery of the service due to the strong
influence on the service quality as perceived by customers.
Gap 4: service delivery-external communications gap: This represents the
discrepancy between service delivery and the external communication whether in the
form of exaggerated promises through marketing campaigns or the absence of
communicating important information about the service aspects intended to serve
consumers well.
Gap 5: expected service-perceived service gap. This gap indicates that judging the
degree of service quality depends on how consumers perceive the actual service
performance in comparison of how they expected of it.
Based on the above, the authors suggest that perceived service quality depends on the
size and the direction of Gap 5, which in turn is a function of the other four types of
gaps associated with the design, marketing and delivery of services. This model
posits that if service providers intend to increase customer satisfaction, they have to
shorten/diminish disconfirmation between the expected service quality and service
quality received by consumers.
GAP5 = f (GAP1, GAP2, GAP3, GAP4)
The authors then added that according to the focus groups results, components of
perceived service quality, regardless of the service type, can be summarised in ten
categories (which potentially overlap) which they call „service quality determinants‟.
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The initial exploratory study revealed ten components for service quality, namely:
accessibility,

communication,

competence,

courtesy,

credibility,

reliability,

responsiveness, security, tangibles and understanding (knowing the customer)
(Parasuraman, Zeithaml et al. 1985).
Figure 3.3 Service quality model
CONSUMER

Word of mouth
communications

Personal needs

Past experiences

Expected service

GAP5
Perceived service

MARKETER
Service delivery (including pre
and post purchase contacts)

External communications
to consumers
GAP4

GAP1

GAP3

Translation of perceptions into
service quality specs.

GAP2
Management perceptions of
consumer expectations

Source: (Parasuraman, Zeithaml et al. 1985)
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Table 3.1 The ten components of service quality
Component

Definition

Reliability

Consistency of

Evidence

performance and
dependability. The firm

 Accuracy in billing
 Keeping records correctly
 Performing service at the designated
time

performs the service
right the first time. The
firm honours its
promises.
Responsiveness

 Mailing
a
transaction
slip
immediately
 Calling the customer back quickly
 Giving prompt service such as
setting up appointments quickly
 Knowledge and skill of the contact
personnel, or operational support
personnel
 Research
capability
of
the
organisation

Willingness or
readiness of employees
to provide services.

Competence

Possession of the
required skills and
knowledge to perform
the service.

Access

 Service is easily accessible by
telephone
 Waiting time to receive service is
not extensive
 Convenient hours of operation
 Convenient location of service
facility
 Consideration of the consumers‟
property
 Clean and neat appearance of public
contact personnel

Approachability and
ease of contact.

Courtesy

Politeness, respect,
consideration and
friendliness of contact
personnel including
receptionists, telephone
operations, etc.

Communication Keeping customers
informed in a language
they can understand
and listening to them. It
means that the
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 Explaining the service itself
 Explaining how much the service
will cost
 Explaining the trade-offs between
service and cost
 Assuring the consumer that a
problem will be handled
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company has to adjust
its language for
different consumers –
increasing the level of
sophistication with a
well-educated customer
and speaking simply
and plainly with a
novice.
Credibility

 Company name
 Company reputation
 Personal characteristics of the
contact personnel
 The degree of hard sell involved in
interactions with customers

Trustworthiness,
believability, honesty.
It involves having the
customer‟s best
interests at heart.

Security






Freedom from danger,

Physical safety
Financial security
Confidentiality
Learning the customer‟s specific
requirements
 Providing individualised attention
 Recognising the regular customer

risk or doubt.
Understanding/
knowing

Making the effort to

the understand the

customer

customer‟s needs

Tangibles

Physical evidence of

 Physical facilities
 Appearance of personnel
 Tools or equipments used to provide
the service
 Physical representation of the
service
 Other customers in the service
facility

the service

The authors believed that it is quite possible that the relative importance of the ten
components of service quality in moulding consumer expectations may differ from
their relative importance in comparison with consumers‟ perceptions of the actual
delivery of service.
The authors also outlined that ease of evaluation for the ten determinants is not
always equal depending on the service properties, be it search properties, experience
properties and credence properties. Only two (tangibility and credibility) of the
88

Chapter Three

Perceived quality, satisfaction and loyalty in the online environment

determinants are of search properties which are related to attributes that the
consumer can determine prior to the purchasing of the service/product, i.e. colour,
price, feel, fit, style, etc. Whereas credence properties (competence and security) are
difficult to evaluate or sometimes impossible to evaluate even after purchase and
consumption, i.e. medical services or mechanical services that require an expert to
evaluate how they were performed. Experience properties, which represent most of
the determinants of the model, can only be discerned after purchase or during the
consumption, such as taste or dependability (Parasuraman, Zeithaml et al. 1985).
Following the initial study, the authors developed a 22-item instrument called the
SERVQUAL to assess customer perceptions of service quality (Parasuraman,
Zeithaml et al. 1986) where service quality as perceived by the customer is viewed as
a degree and direction of discrepancy between expectations and perceptions of
customers, where expectations are „desires and wants of consumers, i.e. what they
feel a service provider should offer rather than would offer‟.
In the development of the SERVQUAL instrument, the authors used the 10
components of perceived service quality that were produced in the original study in
1985 (Parasuraman, Zeithaml et al. 1985), and their description served as the basis
structure from which items were derived to build the SERVQUAL initial pool of
items starting with 97 items. Each item was recast into two different statements: one
to measure consumers‟ expectations about a firm over a seven-point scale and the
other to measure, using the same scale, consumers‟ perceptions of the same firm.
Throughout the survey process, questions against each of the dimensions are used to
determine:


The relative importance of each attribute.



Measurement of performance expectations for an „excellent‟ organisation
according to the customer.



Measurement of the actual performance for the organisation in question
according to the customer.
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Results of the first scale purification stage indicated that the ten determinants that
were defined in the initial research in 1985 were found to overlap (Parasuraman,
Zeithaml et al. 1988), the purified tool used only five dimensions but claimed to
capture facets of the ten originally conceptualised determinants. The SERVQUAL
tool uses data collected from sample customers via a survey. Questions of the survey
were designed originally around five dimensions which relate to the following predetermined customer needs (Parasuraman, Zeithaml et al. 1988):


Tangibles: Appearance of physical facilities, equipment, personnel, and
communication materials.



Reliability: Ability to perform the promised service dependably and
accurately.



Responsiveness: Willingness to help customers and provide prompt service.



Assurance: Knowledge and courtesy of employees and their ability to
convey trust and confidence.



Empathy: The firm provides care and individualised attention to its
customers.

Assurance and empathy were argued to capture the seven of the initial determinants
(communication, credibility, security, competence, courtesy, understanding and
access).
The same study was then replicated in five nationally known companies from three
industries, retail banking, insurance and phone repair where a questionnaire was
collected from 1,936 customers who were verified to be representative of the
customer databases of the selected companies (Parasuraman, Berry et al. 1991). After
pre-testing the questionnaire, the authors chose to change the wording of few of the
items for better clarity and to avoid overlaps. They also added a section in the
questionnaire to allow customers to provide an overall weight (out of 100) to each
category in the scale, i.e. reliability, responsiveness, etc. The model is built on the
basis that quality consists of a set of different factors (reliability, responsiveness,
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etc), and therefore, the overall measure of quality can be obtained in the form of an
average score across all five dimensions (Parasuraman, Zeithaml et al. 1994).
After refinement, items of the scale included (Parasuraman, Berry et al. 1991):
Tangibles:

Appearance

of

physical

facilities,

equipment,

personnel,

and

communication materials. Which relates to the company having;


Modern-looking equipment.



Physical facilities that are visually appealing.



Employees who are well-dressed and appear neat.



Materials associated with the service are visually appealing.

Reliability: Ability to perform the promised service dependably and accurately.
Which includes:


When the firm promises to do something by a certain time, it does so.



When a customer has problems the firm shows sincere interest in solving
them.



The firm is dependable.



The firm provides its services at the time they promise to.



The firm insists on free-error records.

Responsiveness: Willingness to help customers and provide prompt service.


The firm informs customers when exactly the service will be performed.



Firm employees offer responsive services.



Firm employees are always willing to help customers.



Firm employees are not too busy to respond to customer requests.
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Assurance: Knowledge and courtesy of employees and their ability to convey trust
and confidence.


Behaviour of employees instils confidence in the customer.



Customers feel safe in their transactions with the firm.



Employees are consistently courteous.



Employees have the knowledge to answer customer questions.

Empathy: The firm provides care and individualised attention to its customers.


The firm gives the customer individual attention.



Employees of the firm give customers personal attention.



Employees understand customers‟ specific needs.



Employees have the interest of customers at heart.



Employees have operating hours convenient to their customers.

In light of the limitations of the scale in relation to the potential overlaps between the
factors, and the major inconsistencies in the findings of various replicated studies
pertaining to the factor structure and therefore discriminant validity of the construct,
Parasuraman, Berry et al. (1991a) outlined that SERVQUAL serves as a diagnostic
methodology to uncover broad areas of the shortfalls and strengths of a company
service quality through the evaluation of core criteria. „SERVQUAL is a useful
starting point, not the final answer, for assessing and improving service quality‟
(Parasuraman, Berry et al. 1991a).
In addition to the measure limitations stated by its authors, the SERVQUAL measure
has also been criticised in the literature for the inappropriateness of the use of the
disconfirmation model to measure customer perceived quality (Santos 2003). Cronin
and Taylor (1992) and Cronin and Taylor (1994) suggest that the current
conceptualisation as well as operationalisation of SERVQUAL is inadequate where
little theoretical and empirical evidence supports the expectations-performance gap
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as a basis for service quality measurement, the construct is based on the satisfaction
paradigm rather than an attitude model.
Cronin and Taylor (1992) outlined that the definition of service quality and the
conceptualisation of its measurement according to the SERVQUAL model is
ambiguous. This is due to the reason that service quality according to SERVQUAL is
based on describing service quality as a form of attitude which requires a long-term
evaluation of the performance of the firm, yet it results through the SERVQUAL
from the comparison between customer expectations and service performance.
The authors argue that the literature suggests that attitudes are formed about a service
provider on the basis of consumer‟s prior expectations about the performance of the
firm (during the consumer‟s first encounter) and which is modified by the consumer
experience during subsequent encounters with the service provider. In relation to
that, Parasuraman, Berry et al. (1991) and Parasuraman, Zeithaml et al. (1994) argue
that SERVQUAL is designed to measure service quality (an attitude level) at a given
point of time, irrespective of the process through which it was formed. They continue
that „SERVQUAL is a tool to obtain a reading of the attitude level, not a statement
about how the level was developed‟
This ambiguity in definition makes the distinction between the service quality and
the satisfaction constructs very difficult. Although, according to Parasuraman, Berry
et al. (1991a) the perception of service quality is based on the disconfirmation model,
service quality and satisfaction are assumed to be two distinct constructs (which do
relate but are not equivalent) where the main distinction between the two is that
perceived service quality is a form of attitude and long term evaluation based on the
comparison of what a consumer should expect, where satisfaction is a transaction
based measure based on the comparison of what consumers would expect.
Yet, Cronin and Taylor (1992) believe that since the disconfirmation (satisfaction
evaluation) leads to a repetitive revision in the initial level of perceived service
quality after the first encounter with the firm and therefore modifies the consumer‟s
purchase intentions, satisfaction mediates the effect of perceived service quality
(prior to each purchase) causing a revised service quality perception, and therefore
satisfaction becomes part of the revised perception of service quality. Thus, and since
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the disconfirmation framework appears to be a mediator for the service quality it
cannot be used as the primary measure of service quality. Cronin and Taylor (1994)
believe that the generalisation of the satisfaction paradigm to service quality
evaluation, which was also supported by the qualitative evidence apparent in the
focus group interpretations used in the SERVQUAL model, could reflect the general
ambiguity inherent in the service quality literature in relation to the distinction
between service quality and consumer satisfaction.
Cronin and Taylor (1994) argue, based on conceptual advances in the literature, that
the expectancy-disconfirmation (used as a basis for SERVQUAL) is distinct from
either consumer satisfaction judgment or perceived service quality measurements,
and therefore the SERVQUAL scale measures neither the first nor the latter
construct.
Another issue of criticism was related to the use of the quality component model
instead of the antecedent model. The model is built on the basis that quality consists
of a set of different factors (reliability, responsiveness, etc), and therefore, the overall
measure of quality can be obtained in the form of an average score across all five
dimensions (Parasuraman, Zeithaml et al. 1994). Dabholkar, Thorpe et al. (1996)
argue that this view of service quality fails to capture the effect of the relevant factors
as antecedents of service quality. They stipulated that „consumers evaluate different
factors related to the service but also form a separate overall evaluation of the service
quality (which is not a straightforward sum of the components)‟. This is why the
authors believe that the SERVQUAL measure fails to capture customers‟ overall
evaluations of service quality by using the component model framework, and it does
not include a separate, reliable construct of overall service quality. Organisations
have therefore to measure customer evaluations of service quality through each
factor.
In relation to this issue, Brady and Cronin Jr (2001) argue that one of the main
disadvantages of this approach is that it does not view „customer perceived quality‟
as a separate construct, rather its components are summed to obtain an estimate of
service quality.
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Recognising controversies related to the SERVQUAL as a service quality measure,
Parasuraman, Zeithaml et al. (1994) compared both the expectation-based and the
performance-based models (explained in the section below) and discovered that the
performance-based

approach

outperforms

the

disconfirmation

approach,

nevertheless, they recommended the continued use of their gap-based measure due
to its superior diagnostic capacity.
3.2.2.2.

Service quality as perception

As explained above, there has been quite some criticism in the literature for the use
of the disconfirmation approach as a basis for the service quality construct. The
performance-only perception is believed to offer more solid theoretical and empirical
evidence (Cronin and Taylor 1992; Cronin and Taylor 1994), a more complete
understanding of perceived quality (Dabholkar, Thorpe et al. 1996) in a shorter,
simpler as well as a more efficient way (Hudson, Hudson et al. 2004; Jain and Gupta
2004; Carrillat, Jaramillo et al. 2007), while also offering a better validity of results
(Teas 1993) and a stronger indicator of service quality than expectations (Page Jr and
Spreng 2002). Consequently, the performance-only perception approach has proved
to be a superior approach compared to the disconfirmation approach (Brady and
Cronin Jr 2001).
The common theme of all aforementioned studies supports that the disconfirmation
approach is unnecessary for the measurement of perceived quality and the
perception-only measure is sufficient (Santos 2003).
Cronin and Taylor (1992) argue that the literature and their empirical evidence
support the fact that perceived service quality can be best conceptualised as an
attitude which can be operationalised by measuring the current performance of the
service in order to capture consumers‟ perceptions of the service quality.
Attitude has been defined in the literature as a function of customers‟ beliefs about
the performance of characteristics or attributes of a store/product/service and the
degree of subjective importance a customer attaches to those attributes (Lim and
Dubinsky 2004).
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Measuring perceived quality as an attitude can be operationalised using the
adequacy-importance model (Cronin and Taylor 1992) where consumers‟ state their
importance-weighted evaluation of the performance of each specific attribute of a
product or service, and therefore current performance captures consumers‟
perceptions of the service quality offered by a certain service provider compared to
its weighted importance. Nevertheless, empirical research provided by the authors
stipulated that performance-based evaluation is a better indicator of perceived service
quality than importance-based SERVPERF, and therefore the SERVPERF
(performance-only) approach is a more appropriate way to measure service quality.
The SERVPERF scale, suggested first by Cronin and Taylor (1992), was built based
on the performance-only approach where perceived service quality relates to the
cognitive evaluation of a specific long-term attitude at a single point in time,
therefore service quality is measured as the overall evaluation of the excellence and
superiority of service performance.
The SERVPERF lays out a clear distinction between perceived service quality and
satisfaction where perceived service quality relates to the evaluation of a specific
long-term attitude at a single point in time, whereas satisfaction evaluation is a
transitory judgment made on the basis of a specific service encounter and is believed
to affect and degenerate into overall service quality judgments over time (Cronin and
Taylor 1992).
Therefore Brady et al. (2002) argue that the satisfaction or the disconfirmationexpectation (not service quality) constructs are process constructs, and rely on
consumer experience during a service encounter and therefore are not appropriate for
the measurement of customer attitude. Perceived service quality is a long-term
attitude and is not constrained to a specific consumer experience and therefore the
performance-based SERVPERF better reflects the long-term service quality attitude.
The methodology of applying the SERVPERF includes asking customers to evaluate
how they feel about the service provider performance in relation to specific features
or factors – which according to Brady et al. (2002) may differ from one industry to
another – and then require the customer to evaluate his/her own perception of the
service quality and satisfaction about the service. Accordingly, this model will allow
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for the antecedents/consequent conceptualisation where the judgment of service
quality and satisfaction will follow consumers‟ evaluations of certain performance
dimensions of the service provider.
They used the initial 22 factors that were identified by Parasuraman, Zeithaml and
Berry in 1985 before being collapsed into the five known dimensions and used them
to define the domain for service quality. Data was collected through interviews from
660 consumers selected to represent an entire city in USA; all who used the service
providers of four industries: banking, pest control, dry cleaning and fast food.
In support of the performance-based service quality model, Dabholkar, Shepherd et
al. (2000) argued that the antecedents model adopted by this approach provides a
more complete understanding of service quality and how these evaluations are taking
place. They therefore advocate that this approach offers a simpler way of measuring
service quality and provides a better indication regarding the overall impressions of
the service. Dabholkar et al. (2002) believe that „viewing related dimensions as
antecedents to service quality is a natural step in the progression of the service
quality construct‟ and should increase the understanding of service quality
evaluation, and the role of specific factors (as antecedents) in forming this
evaluation.
In simple terms, the antecedent model of factors means that consumers evaluate
different factors related to the service but also form a separate overall evaluation of
its quality which is not a straightforward sum of the components, as suggested by the
SERVQUAL model. Hence, the factors serve as antecedents to the customer‟s
overall evaluation of the service and that, in turn, influences behavioural intentions
(Dabholkar, Shepherd et al. 2000).
3.2.2.3.

A single vs. multiple item measure

Nevertheless, the SERVPERF has been criticised for using a single-item scale to
measure service quality, customer satisfaction and behaviour intentions, which is
found to be incompetent in addressing the richness of those constructs and the
complexity of human perceptions (Dabholkar, Shepherd et al. 2000). In particular,
service quality according to the authors, is a multi-faceted construct that cannot be
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examined by a single-item scale, nor its relationship with customer satisfaction or
behaviour intention, even if the number of its dimensions and the relationship
between them did not receive a consensus in the literature (Parasuraman, Zeithaml et
al. 1994).
Similar, and despite their agreement with the antecedents-performance-based
approach for measuring service quality, Dabholkar, Shepherd et al. (2000) establish
doubts that by using a single-item measure it will be possible to ascertain the
reliability of this construct. They therefore propose that a multilevel and
multidimensional measure is better to reflect customer perceived quality taking into
account the complexity of human perceptions.
In support of the same notion, and as customers tend to break service quality
dimensions into various sub-dimensions when they evaluate it (Carman 1990), Brady
and Cronin Jr (2001) suggest that the service quality construct is a multidimensional
and hierarchical construct. It therefore includes both primary dimensions and subdimensions as customers aggregate their evaluations of the sub-dimensions to form
their perceptions of an organisation‟s performance on each of the primary
dimensions. Perceptions formed at the sub-dimension level lead to an overall service
quality perception. The authors further explain that customers form their service
quality perceptions based on the evaluation of service performance at multiple levels
and ultimately combine these evaluations to arrive at an overall service quality
perception.
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Figure 3.4 Multiple level evaluations of service quality
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3.2.3. Perceived quality in online environments
Rapid expansion of the information and digital economy, accompanied by a shift in
the overall economy from goods to services, has led to the emergence of the eservice era (Rowley 2006). Compared to the extensive amount of research on
traditional service quality during the past two decades, theory and practice of eservice is still in its infancy (Santos 2003).
Until recently, only a limited number of scholarly articles dealt directly with how
consumers assess service quality in online environments (Parasuraman, Zeithaml et
al. 2005). However, research on service quality of online environments is growing.
This is due to the fact that service quality is recognised as a key determinant for
building competitive advantages to online business through differentiating service
offers (Santos 2003; Bauer, Hammerschmidt et al. 2005) and impacting customer
satisfaction (Rowley 2006). E-service quality has also been recognised as a driver for
potential strategic benefits including improved customer retention rates and
profitability (Zeithaml, Parasuraman et al. 2000; Rust and Kannan 2003;
Parasuraman, Zeithaml et al. 2005; Herington and Weaven 2007) and a key strategy
for business success that is probably more important than web presence and price
(Zeithaml, Parasuraman et al., 2002; Wolfinbarger and Gilly 2003). Quality of online
services was also correlated to retention of customers and customer loyalty (Watcher
2002) and believed to affect the overall success of business (Cox and Dale 2001).
A rich stream of academic researches on e-service quality which addressed both the
motivations and antecedents for the adoption of e-service, as well as the parameters
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used to judge e-service quality from a consumer perspective has emerged over the
past few years (Rowley 2006).
Quality attributes and customer satisfaction in the online environment has also
captured the attention of research firms such as Bizrate.com, Forrester Research,
comScore Networks and Jupiter Communications/Media Metrix, who developed
methodologies that attempt to measure customer satisfaction as well as overall
website quality and who have published various attributes related to consumer
ratings of online experiences (Wolfinbarger and Gilly 2003).
In a synthesis of existing studies, it was found that academic research has generally
identified a number of criteria for the evaluation of service quality delivery through
websites including: (1) information availability and content, (2) ease of use or
usability, (3) privacy/security, (4) graphic style, and (5) fulfilment (Zeithaml,
Parasuraman et al. 2002).
Carrying out similar efforts, Rowley (2006) developed a synthesis of the main
quality attributes in e-service. According to his study, quality attributes of e-services
generally included the following:


Site features



Security



Communication



Reliability



Customer support



Responsiveness



Information



Accessibility



Delivery
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Personalisation.

The literature has also witnessed the introduction of several new models to address
perceived quality in the online environment, including the well-known model e-SQ
(Zeithaml 2002; Zeithaml, Parasuraman et al. 2002; Parasuraman, Zeithaml et al.
2005), eWebQual (Loiacono, Watson et al. 2002), eTailQ (Wolfinbarger and Gilly
2003), and E-SEQUAL (Minocha, Dawson et al. 2006). The models are discussed in
detail in the following section.
3.2.3.1.

E-SQ model

According to Zeithaml, Parasuraman et al. (2002), a comparison of the way
consumers evaluate service quality in online and offline settings reveals differences
in several matters, particularly, the role of expectations, the number and nature of
dimensions, and cognitive-emotional content and curvilinearity along the
dimensions.
Expectations
The authors argue that expectations are not as well formed and articulated to online
customers, except for dimensions that address issues of order fulfilment and
reliability of delivering what is ordered and promised, having items in stock, billing
accuracy, etc.
Equivalence of dimensions and perceptual attributes
Service quality dimensions that matter most to online customer may be partially
different from conventional settings, whether in terms of the nature or count of
dimensions or the perceptual attributes that are related to and define each dimension.
According to Zeithaml et al. (2002), „Most, but not all, new dimensions relate
specifically to technology‟. This indicates that although the offline experience may
be similar to online experience in some aspects, it differs in other aspects.
Cognitive/emotional content
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While empathy is a critical dimension in offline settings indicating customers need to
receive understanding, reassurance, courtesy, and other aspects of personal attention,
it did not seem to be a key attribute in online settings, expect in service recovery,
where customers face an issue and seek special assistance. Instead, the customers
that participated in the research were interested only in having efficient transactions.
This is why Zeithaml et al. (2002) concludes that purchasing online seems to be a
very goal-oriented behaviour and is associated with a more cognitive service quality
evaluation than an emotional one, as compared to customer assessments of service
quality in offline settings. The authors also found that positive feelings of warmth or
attachment did not surface in the focus groups to characterise the online experience.
Emotions were expressed in the event of problems, such as anger and frustration, but
in these cases they seemed to be less intense than those associated with traditional
service encounters.
The authors stated, „It is important to note that when purchasing items online,
customers are typically goal oriented and that entertainment-related criteria
associated with online use in general (such as flow and other experiential aspects) are
not relevant when the context is purchase‟ (Zeithaml, Parasuraman et al. 2002).
Curvilinear relationships
Evaluation of online service quality attributes varied among customers, resulting
with an inverted U-shaped relationship between performance and perceived e-service
quality on measured attributes. Some customers appreciate receiving several
notifications or confirmation communications from the provider related to his/her
placed order, some do not. Some would like to see a large amount of information and
high-quality animations, others would prefer simplicity. Similarly, some customers
value personalisation of look and feel of sites, where personalisation may be
indifferent to others or even a distracting element.
E-service quality (e-SQ) has been defined as „the extent to which a website facilitates
efficient and effective shopping, purchasing and delivery‟ (Zeithaml 2002), which
includes both pre- and post-website service aspects, i.e. all phases with customer‟s
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interaction with the website including the interaction and post-interaction service
aspects such as fulfilment and returns (Parasuraman, Zeithaml et al. 2005).
The same three authors that developed the service quality model also worked on
determining the dimensions of the e-service quality construct (Zeithaml 2002). The
authors believed – based on previous empirical studies – that customer evaluation of
people-technology interaction is different from conventional settings, and therefore
attributes that customers desire in an ideal website can be influenced by other factors,
such as customer segment, customer positive or negative feelings about the
technology, customer acceptance to technology, self-reported and actual use of
technology, customer readiness, etc. (Parasuraman, Zeithaml et al. 2005)
By using a three-stage research process starting from exploratory focus groups and
followed by two phases of empirical data collection and analysis, the research
indicated that the e-service quality construct has seven dimensions that form two
scales: a core e-SQ scale and a recovery scale.
The core e-SQ represents „the main dimensions that consumers want in shopping on
the internet‟. They argued that most consumers use the web for its shopping
facilitation, and therefore do not expect the personal interaction and warmth that they
expect from traditional service firms, they are concerned with other aspects of
service quality unless they face a problem and need to have questions answered.
Therefore, dimensions that customers use to measure customer perceptions of service
quality are fourfold: efficiency, reliability, fulfilment, and privacy.
The dimensions of the recovery e-SQ (which is considered a sub-scale of e-SQ)
focus on handling service problems and enquiries and become salient only to online
shoppers who run into problems and have non-routine encounters with the site; these
are responsiveness, compensation and contact.
The e-SQ has seven dimensions and a total of 22 items (Parasuraman, Zeithaml et al.
2005).
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Table 3.2 E-SQ attributes and factors
Attribute
Efficiency

System
availability

Fulfilment

Privacy

Factors

Definition

Ease and speed of accessing  This site makes it easy to find
what I need
the site. Ability of the
 It makes it easy to get
customers to get to the
anywhere on the site
website, find their desired  It enables me to complete a
transaction quickly
product
and
information  Information at this site is well
organised
associated with it and check
 It loads its pages fast
out with minimal effort.
 This site is simple to use
 This site enables me to get on
to it quickly
 This site is well organised
The
correct
technical  This site is always available for
business
functioning of the site.
 This site launches and runs
right away
 This site does not crash
 Pages at this site do not freeze
after entering the order
information
The extent to which the site‟s  It delivers order when promised
promises about order delivery  This site make items available
for delivery within a suitable
and item availability are
time frame
fulfilled.
Incorporates  It quickly delivers what I order
 It sends out the items ordered
accuracy of service promises,  It has in stock the items the
company claims to have
having products in stock and
 It is truthful about its offerings
delivering the products in the  It makes accurate promises
about the delivery of products
promised time.
The degree to which the site is  It protects information about
my web-shopping behaviour
safe and protects customer
 It does not share my personal
information.
Includes
information with other sites
assurance
that
shopping  The site protects information
about my credit card
behaviour data are not shared
and

that

credit

card
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information is secure.

of  It provides me with convenient
options for returning items
problems
and
returning
 This site handles product
through the site. The ability of
returns well

This site offers a meaningful
a company to provide
guarantee
appropriate information to  It tells me what to do if my
transaction is not processed
customers when a problem
 It takes care of problems
occurs, have mechanisms for
promptly
handling returns and providing

Responsiveness Effective

handling

online guarantees.
Compensation

The degree to which the site  This site compensates me for
problems it creates
compensates customers for
 It compensates me when what I
problems. Compensation is the
ordered does not arrive on time
dimension
that
involves  It picks up items I want to
return from my home or
receiving money back, return
business
shipping and handling.

Contact

The availability of assistance  This site provides a telephone
number to reach the company
through telephone or online
 This site has customer service
representatives. The need of
representatives available online

It offers the ability to speak to a
customers to be able to speak
live person if there is problem
to a live customer service
agent online or through the
phone – requiring seamless
multiple channel capabilities
on the part of e-tailors.

The e-SQ value is generated by adding the rating of the efficiency, system
availability, fulfilment and privacy scale items ending up with a single-item overall
quality measure with a 10-point scale where 1 represents poor and 10 represents
excellent (Zeithaml 2002).
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Additionally, the construct counted for the link between the e-SQ, value and loyalty
using previously developed constructs for the latter two. Both value and loyalty were
measured by summing the scores of the items they consist of, which in case of value
consists of the price of the product/service, the overall convenience of using the site,
the extent to which the site gives the user a feeling of being in control, and the
overall value the user gets for his/her money and effort. In case of loyalty intentions,
the scale consisted of five elements: saying positive things about the site to other
people; recommending the site to someone who seeks the consumer advice;
encouraging friends and others to do business with the site; considering the site to be
the consumer‟s first choice for future transactions; and doing more business with the
site in the coming months.
3.2.3.2.

WebQual

WebQual is perhaps the most empirically grounded of the scales that focus
specifically on the website interface (Wolfinbarger and Gilly 2003).
WebQual is based on the contention that websites are a hybrid form of an
information system and marketing interaction and therefore it is a measure that was
developed relying on theories from both disciplines, it uses the general theoretical
frames of the Theory of Reasoned Action (TRA) and the Technology Acceptance
Model (TAM) as starting points to develop a measure of website quality that predicts
consumer reuse of the site (Loiacono, Watson et al. 2002).
The authors extended the two types of beliefs that the TAM model adopts to explain
adoption of a website: usefulness and ease of use to a third dimension. The authors
stipulated that direct predictors of consumer intention are driven by his/her belief of
website ease of use, website usefulness whether used for gathering information or
carrying out a transaction, and on website entertainment (Loiacono, Watson et al.
2002).
The ease of use dimension was divided into two aspects, ease of understanding of the
web pages and ease of navigation between pages.
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The usefulness dimension was addressed from two angles: first, usefulness in
gathering information whether as a pre-purchase search where information is sought
in order to facilitate the purchase decision, or as an ongoing, relatively regular basis
search, independent of specific purchase needs. The dimensions included quality of
information such as accuracy, relevance and/or completeness, and availability of
tailored communications to meet the unique needs of the consumer, such as
interactive functions including search fields or online customer assistance.
Usefulness in carrying out transactions included functional fit-to-use which relates to
the extent to which the website meets a user‟s functional task needs, ease of
understanding, response time when a customer faces a problem, trust in the website
and the level of online support or customer service. This includes quick responses to
emails or the availability of online customer support functions, such as chat. Online
completeness relates to whether all or most of the necessary transactions can be
completed online, and the relative advantage of completing transactions over the web
compared to other alternative means. A consistent company image is also important
across all points of contact with the customer to avoid inconsistent material that may
cause confusion and frustration to customers.
Later on, the authors merged quality information and functional fit-to-use into one
element and excluded multiple-time customer service from the testing.
The entertainment dimension is presented according to Loiacono et al. (2002) to
create a pleasant experience and to account for consumers who are seeking to engage
in the „full experience‟, and are looking to be entertained by the process of searching,
whether a purchase is made or not. Elements of this dimension start with aesthetics
and visual appeal, innovativeness, emotional appeal achieved by a pleasing
atmosphere, and an image that encourages continued browsing.
WebQual consists of 12 constructs: a summation score of consumer evaluation of all
is positively correlated to a consumer‟s intention to purchase and repurchase from
the site.
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Table 3.3 WebQual constructs
Attribute

Factor

Questions

USEFULNESS

Informational fit-to-

The information on the website is

task

pretty much what I need to carry out
my tasks
The website adequately meets my
information needs.
The information on the website is
effective.

Tailored

The website allows me to interact with

communications

it to receive tailored information.
The website has interactive features,
which help me accomplish my task.
I can interact with the website in order
to get information tailored to my
specific needs.

Trust

I feel safe in my transactions with the
website.
I trust the website to keep my personal
information safe.
I trust the website administrators will
not misuse my personal information.

Response time

When I use the website there is very
little waiting time between my actions
and the website‟s response
The website loads quickly
The website takes a long time to load

EASE OF USE

Ease

of The display pages within the website

understanding

are easy to read.
The text on the website is easy to read.
The website labels
understand.
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Intuitive operations

Learning to operate the website is easy
for me.
It would be easy for me to become
skilful at using the website.
I find the website easy to use.

ENTERTAINMENT Visual appeal

The website is visually pleasing.
The website displays visually pleasing
design.
The website is visually appealing.

Innovativeness

The website is innovative.
The website design is innovative.
The website is creative.

Emotional appeal

I feel happy when I use the website.
I feel cheerful when I use the website.
I feel sociable when I use the website.

Despite the strong empirically grounded efforts of the WebQual scale, it has been
criticised for considering student perceptions as they had not necessarily ever made a
purchase at the site that they evaluated; this forced the authors to skip the
investigation of „customer service‟ as some of the respondents did not make an actual
purchase (Wolfinbarger and Gilly 2003).
Additionally, and although this model considers the entertainment as one of its main
factors, addressing by that the hedonic needs of customers, it leaves this factor open
for consumers who are seeking to engage in the fun of the online experience whether
they have purchased from the site or not, and therefore this model does not provide a
complete picture of perceptions of actual customers who go through the full online
experience including pre-purchase, purchase and post purchase.
Overall, the WebQual scale is geared to better design websites to affect the
interaction perceptions of the users. Since the model is geared towards helping
website designers, the scale is seen as more applicable to interface design rather than
service quality measurement (Zeithaml, Parasuraman et al. 2002).
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E-SEQUAL

E-SEQUAL by Minocha, Dawson et al. (2006) is an online service quality
framework that is based on integrating both the e-CRM and human-computer
interaction (HCI) strategies for the effective design and development of e-tailing
environments, relying on the customer perception of a total experience.
They argue that integrating both strategies will help to look at the broad picture of
the service delivery system within which the virtual customer-organisation
interaction takes place. The HCI literature has a uni-dimensional view and is
primarily focused on the usability of the core website and the design criteria, or the
heuristics necessary to create usable customer-focused online environments.
Complementing that, the relationship marketing literature suggests that a customer
assesses the service quality at every point in which he may interact with a business
(each different point is called a touch point).
The framework was designed after employing a range of techniques (naturalistic
observations, group interviews and semi-structured interviews for data collection,
and critical incident techniques for obstacles (negative incidents), documentation and
analysis) to capture customers‟ expectations, experiences and perceptions of service
quality for the total customer experience, including pre-purchase, purchase and
consumption process of customers in online environments.
Minocha et al. (2006) believe that the total customer experience consists of six
stages: expectations setting, pre-purchase, e-purchase, post-purchase, consumption
and post total customer experience (TCE) evaluation.
For the development of e-SEQUAL, the authors focused on capturing the customer‟s
expectations of desired service quality for three stages that comprise the service
encounter, i.e. pre-purchase, e-purchase and post-purchase. They did that by focusing
on identifying service quality obstacles which represent those situations in which the
expectations of service quality across the service encounter were not met. By
developing this understanding of obstacles, the framework would identify criteria or
heuristics that would prevent such obstacles from occurring, and hence generate a
positive TCE through the proper design and usability of e-commerce environments.
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Also, understanding obstacles is important as they can often cause breakdowns in the
customer-organisation relationship where customers either abandon shopping on a
site and move to a competitor site or choose not to return for a repeat purchase or
visit.
The obstacles were defined as „those aspects of an e-commerce environment which
made it unpleasant, onerous, inefficient, or impossible for the customer to achieve a
positive TCE‟. The obstacles could be generated from:


Usability problems resulting from the use of ambiguous terminology; of
flashy features that could not be accessed by all customers or could cause
computers to crash; ineffective search mechanisms that make it hard for the
customer to find the product/service he is seeking to purchase; or even due to
a mismatch of cultural requirements and expectations.



Situations that adversely influence, or erode, the customer-organisation
relationship, such as: the existence of hidden costs (shipping costs, taxes
tariffs); ambiguity of important information or difficulty in accessing
important information; or the existence of distracting pop-up surveys that
appear at inopportune moments; pushing the customer to provide information
before he/she decides to pursue the purchase decision, such as asking a
customer to register prematurely; sending automatic newsletter registration
after a purchase from which it is difficult to unsubscribe; or even
unsupportive or responsive customer services.

The study identified obstacles that consumers reported at each stage of the service
encounter and documented them on an obstacle card that described the service
encounter in which it occurred, a consequence of the obstacle – whether a breakdown
occurred – and the customer‟s response to the situation which arose as a result of the
obstacle, and most importantly a suggestion of the requirements and design solutions
that could resolve the obstacle.
The heuristics in E-SEQUAL represent the requirements that resolve or avoid
specific obstacles in order to enhance the customer‟s perception of value received
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from the online experience; in addition to that it provides explicit practical guidance
for the web designer or marketing manager in terms of online environment design.
The table below provides a list of the heuristics for website design to ensure pleasant
experience pre-purchase, during and post purchase.
Table 3.4 E-SEQUAL heuristics or criteria for website design
Pre-purchase criteria
 Match existing
shopping experiences
 Support the novice
customer
 Match customer

e-purchase criteria
 Support the customer
interface experience
 Ensure ease of
navigation
 Ensure that

Post-purchase criteria
 Integrate front-end
and back-end
processes
 Provide a reliable
customer service

expectations of online

information required

 Maintain continuity

experience

from the customer is

across touch points

 Give cues to enhance
trustworthiness
 Support the customer
interface experience
 Ensure ease of

explained upfront
 Ensure customers are
in control
 Cater for different
technologies

 Ensure customers are
in control
 Match the provided
service to the service
intended

navigation
 Provide quality
information
 Cater for different
technologies
For instance, „give cues to enhance trustworthiness‟ criterion or heuristic is explained
in practical terms in the following guidelines:


Keep sites up to date.



Have signs of credibility on the home page.



Provide complete contact details and different mechanisms for contact.
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Avoid hiding extra costs, e.g. for credit card use or for delivery‟.

Naturalistic observations of 12 users were carried out using genuine self-motivated
online experiences, followed by an interview to further discuss issues from the
observation. This was followed by customer-led group-interview sessions with
between 6 and 8 different customers to discuss good and bad experiences with online
environments. This was then followed with interviews from the first group of
customers to discuss consumption, post experience evaluation and potential repeat
business using the critical incident technique for obstacles (negative incidents
documentation and analysis).
In addition to the small sample size used for the development of this model (less than
30 throughout all phases of research), the model did not provide any link between
customers‟ perceived quality, satisfaction and loyalty and therefore does not provide
a full picture of overall customer experience with the online environment. The results
of the study also included criteria that should be addressed in the design of the
website and not attributes for the perceived quality of online customers that can be
later translated as design requirements.

3.3. Customer satisfaction
Service quality is positively related to customer satisfaction. Traditionally, customer
satisfaction has been highlighted intensively in the literature that addresses
conventional business settings. Customer satisfaction is perceived as a very
important construct due to its strong impact on the firm revenue (Fornell 1992),
loyalty and repeat purchase intentions (Cronin and Taylor 1992; Dabholkar 1996).
Satisfied customers are seen as key to long term business growth and success
(Kristensen, Dahlgaard et al. 1992).
The understanding of satisfaction in online environments including the exploration of
dimensions and determinants of satisfaction in online environments is at a relatively
nascent stage (Evanschitzky, Iyer et al. 2004). Questions are being raised as to
whether the dimensions used to evaluate satisfaction in conventional settings are
appropriate for the online environment (Anderson and Srinivasan 2003;
Evanschitzky, Iyer et al. 2004).
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Traditionally, satisfaction has been defined as an affective, emotional reaction
growing and resulting out of confirmation or disconfirmation of product expectations
(Oliver 1980). It is a complex emotional response following experience with a
product (Oliver 1981). Satisfaction is the „consumer's fulfilment response‟ (Oliver,
Rust et al. 1997b) or „the summary psychological state resulting when the emotion
surrounding disconfirmed expectations is coupled with a consumer‟s prior feelings
about the consumer experience.‟ The author continues… „satisfaction may be best
understood as an ongoing evaluation of the surprise inherent in a product acquisition
and/or consumption experience‟ (Oliver, Rust et al. 1997b). It is believed that
satisfaction is related to a specific transaction, where incidents of satisfaction over
time result in perceptions of service quality (Parasuraman, Zeithaml et al. 1988).
More recently, customer satisfaction in online environments or „e-satisfaction‟ has
been defined as „the contentment of the customer with respect to his or her prior
purchasing experience with a given electronic commerce firm‟ (Anderson and
Srinivasan 2003). Although the authors built on traditional satisfaction definitions
and linked it to the emotional state of customers (feeling of contentment), they have
excluded it from the prior purchase stage of the customer experience.
3.3.1. Measurement of customer satisfaction
Likewise the perceived quality construct, unfortunately there is no universally
accepted scale or method that exists nowadays for the measurement of satisfaction
despite the general literature agreement on its importance. Gilbert and Veloutsou
(2006) argue in this regard, that the measurement of customer satisfaction is more
exploratory in its development and that there are several theories that underpins the
best way to measure customer satisfaction; including: the confirmationdisconfirmation approach, the performance-only approach and the total satisfaction
approach. The three theories are explained briefly below:
3.3.1.1.

Confirmation-disconfirmation approach

The expectancy-disconfirmation model as explained by Oliver (1981) has been
traditionally used to explain the satisfaction construct. In brief the model illustrates
that satisfaction happens in a series of well-defined steps that start with the consumer
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forming certain expectations about the likely performance of a product, i.e.
consumers are expected to form pre-consumption expectations before they observe
the product attribute performance, later the consumer evaluates the product actual
performance and then compares the actual performance to his/her own expectations.
According to this theory, satisfaction judgment results from a cognitive process of
combining customers‟ perceptions with expectations. Naturally, confirmation
happens if consumers expectations matches (is equal to) the actual performance of
the product. Positive disconfirmation takes place if product actual performance was
greater than customers‟ expectation, and negative disconfirmation is experienced if
expectations were greater than the product actual performance.
Following studies proved satisfaction is a complex construct, central to it is the
presence of affect and emotions. Oliver (1993) argued that satisfaction dynamics are
more complicated than to be simplified with cognitive processes only through the
expectancy disconfirmation model. He outlined that the cognitive (expectancy
disconfirmation) and the affective responses in post-purchase decisions can be seen
as two independent and distinct components of satisfaction, since one is processed
through deliberate information processing and the other is performed under subconsciousness. However he also found that the disconfirmation process is more
influential and had the greatest effect on satisfaction judgment. Additionally, (Oliver
1993) confirmed that satisfaction with the functional elements or attributes of a
product generates consumers‟ affect. Attribute satisfaction generates positive affects,
while attribute dissatisfaction generates negative affect.
On almost similar thought, Oliver, Rust et al. (1997) presented satisfaction as a
hybrid model between cognition and emotion and investigated the positive affect
between customer delight and satisfaction and its relationship with pleasant surprise.
Lassar, Manolis et al. (2005) have also examined the role of consumption emotions
in satisfaction, and found out that positive affect derived from arousal and a
preliminary appraisal about the hedonic value of product positively impacted
satisfaction. The section below summarizes early scholars‟ contribution in emotions‟
role in satisfaction judgments.
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A tool of particular note that adopts the confirmation-disconfirmation approach is the
Customer Satisfaction Index (CSI) (Gilbert and Veloutsou 2006). The customer
satisfaction index is used also as a methodology for the measurement of customer
satisfaction by applying structural equation modelling. This methodology is the basis
for the Swedish Customer Satisfaction Barometer(SCSB) (Fornell 1992) and the
American Customer Satisfaction Index (Anderson and Fornell 2000). It measures a
set of different aspects that collectively form the index rating from 0 to 100, those are
customer expectation, perceived quality, perceived value (product versus price),
customer satisfaction, customer complaints and customer loyalty (Fornell 1992). This
approach of customer satisfaction measurement is a powerful approach that aims at
cross-economy comparisons for different types of companies from different
industries (Kanji and Wallace 2000).
3.3.1.2.

Performance-only approach

This method measures customers‟ perception of certain product/service technical and
functional features using customer satisfaction surveys, based on the performanceonly approach of service quality (Gilbert and Veloutsou 2006). The main difference
between this approach and the previous one is that this approach does not enquire
about customers expectations; instead it focuses on measuring customer's reaction to
the delivered service/product and the environment through which it was delivered.
In customer satisfaction survey, attributes of satisfaction are usually constructed
around whether customers are “happy with the company's overall services” “pleased
with the company's overall service” and “satisfied with the company's overall
services” (Eggert and Ulaga 2002). Similar themes are usually used to measure
consumers' satisfaction in the online environment (Tih and Ennis 2006).
3.3.1.3.

Overall satisfaction

Gilbert and Veloutsou (2006) also report a third theory for customer satisfaction
measurement. The overall satisfaction theory is concerned with the cumulative
satisfaction of customers with specific products/services and with the firm,
resembling by that a more general attitude of customers towards the firm and its
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products, and therefore it is more like a stored evaluation in customers‟ memory than
an on-the-spot transactional evaluation. This definition and theory of measurement
for service quality is approaching the attitudinal loyalty which will be explained in
details in the coming sections.
3.3.2.

Measurement of customer e-satisfaction

Measurement of customer satisfaction is carried out usually through the use of
customer satisfaction surveys and customer satisfaction indices (Dahlsten 2003)
based on the theories explained above.
In the study of online customer satisfaction, some scholars have developed defined
attributes for e-satisfaction. Alpar (1999) considered that e-satisfaction attributes
includes Ease of use, Information content, Entertainment value and Interactivity.
Szymanski and Hise (2000) and Evanschitzky, Iyer et al. (2004) found out that esatisfaction attributes include Convenience, Merchandizing (product offering and
product information), Site design and financial security. Kim, Ma et al. (2006) on the
other hand consider that e-satisfaction attributes include Information needs, Service
performance & reputation, Convenience, Price benefits, Technological inclination
and Safety.
Nevertheless and despite the strong theoretical foundation that associates satisfaction
to emotions as explained in section 3.3.1, Liljander and Strandvik (1997) outline that
emotions have not been traditionally included in the satisfaction models or linked to
the quality models based on an explicit or implicit assumptions that measurement of
those constructs are largely cognitively based. The authors then call for considering
the role of emotions and suggest that they should be conceptually included when
evaluating services in addition to the cognitive evaluation.
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Fortunately, more recent studies highlighted the importance of examining customers‟
emotions to understand their satisfaction (Burns and Neisner 2006) and that positive

consumption emotions led to an increase in satisfaction, likewise, negative emotions
led to a decrease in satisfaction (Phillips 2002).

3.3.3. Satisfaction and emotions
Consumer behaviour literature has emphasised the role of emotion in consumer
motivation and the consumption process, as explained in detail in Chapter Two.
Consumer behaviour scholars have also explored the interplay between cognition and
emotion in other fields such as buying, post-purchase behaviour and satisfaction
studies.
Oliver (1994) indicates that (Westbrook and Black 1985) is credited with introducing
affect to the stream of research on the cognitive basis of satisfaction at the time.
Westbrook and Black (1985) noticed the growing recognition of the impact of
emotion on consumer motivation in pre-purchase related literature and advanced the
thinking to a new level to address emotions in information processing and choice
studies, particularly the impact of emotions on satisfaction and post-purchase
decisions. After which came growing empirical evidence supporting the fact that
emotions impact upon consumers‟ satisfaction judgments and purchase intentions
(Oliver 1993; Lassar, Manolis et al. 2005).
Based on Izard‟s theory of emotion, Westbrook and Black (1985) tested affect and its
impact on satisfaction judgments and discovered that satisfaction judgment is not
only determined by the cognitive comparison process between expected and received
service but also by additional processes that involve retrieving and integrating
affective experience generated by product consumption, in other words, the
Westbrook and Black (1985) study revealed that this relationship is not mediated by
customer‟s expectations and disconfirmation beliefs only, which results from the
cognitive (or semantic) comparison process – as typically assumed – but also by an
additional process that involves the retrieval and integration of product-related
affective experiences.
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They discovered that pleasant and unpleasant affective responses resulting in the
post-purchase period are related to satisfaction appraisal or judgment. The authors
proved that there is a positive relationship between affect and consumer satisfaction
and other consequences of satisfaction such as word-of-mouth and complaints.
Accordingly, two independent dimensions of emotions exist: positive and negative.
Westbrook (1987) revealed also that affect factors impact satisfaction almost as
much as cognitive belief variables. He added that both pleasant and unpleasant
affective responses are related to satisfaction judgments, oppositely in direction but
equally in magnitude across two different product categories: automobile and cable
home service companies and therefore he suggested that understanding of consumer
satisfaction can be calculated by capturing the affective state of the consumer and
summarising the relative frequencies of positive and negative emotions during the
consumption experience.
They study by Westbrook and Black (1985) found also that affect is an important
component in the satisfaction judgment process. Nevertheless, it concluded that
satisfaction seems to be more sophisticated in nature than corresponding to relative
frequency of appearance of positive and negative emotion.
As a result of this study, it was also found that consumers who experience emotions
of happiness/contentment and delight or pleasant surprise are the most satisfied
consumers. They share frequent joy and infrequent negative emotions. On the other
hand, consumers who experience no emotion or unpleasant surprise and
angriness/upset are less satisfied in a descending order respectively (Westbrook and
Black 1985).
The study also revealed that emotion related to satisfaction relates to a threedimension space. The negative space comprises of a variety of negative emotions and
the positive space has two, rather than one single, dimension as suggested by
Westbrook and Black (1985). The two different experiential bases of high
satisfaction, which also involve a high level of joy, come from pleasure linked to
surprise and pleasure coupled with high interest.
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Pleasant surprise, according to Westbrook and Oliver are uni-polar and are believed
to be the reason behind the positive affective response of most successful
consumption experiences, interest on the other hand was found to be bi-polar.
Nevertheless, Oliver (1993) found that the positive emotions related to satisfaction
are exclusive to the joy emotion (pleasure and pleasant surprise) and not interest,
where interest was found as a state of arousal or activation which can be associated
with negative or positive experiences, i.e. negative and positive affects
A summary of the aforementioned studies outline the following main findings:


Positive and negative affect states emerge from consumers‟ reactions to
product features performance.



The varying experiences consumers have with multi-faceted product features
or service contact points are sometimes negative and sometimes positive;
those become the source of summary positive and negative affect.



The two summary emotional states that consumers form based on positive
and negative affects impact the satisfaction judgments. Both emotional states
are independent and uncorrelated, which means a consumer may have both
states throughout the consumption experience.

3.3.4. Relationship between product/service performance, emotions and
satisfaction
Although customers‟ emotions are clearly linked to the product/service performance
and customer satisfaction, clarity on how this link takes place does not yet exist. The
following different views as synthesized by Phillips (2002) provide more
elaboration:
View 1: Emotions form after the consumption and as a result of product/service
performance
Some of the existing literature argues that when consumers perceive the performance
of the product as good, they experience positive emotions which then affect their
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satisfaction judgment. And, vice versa, when they perceive the product performance
as bad, they experience negative emotions. Therefore, consumption emotions occur
as a direct result of the consumption experience and evaluation of product
performance. Researches that support this view, even if implicitly, include
(Westbrook and Black 1985; Oliver 1993; Phillips 2002; Lassar, Manolis et al. 2005)
This view advocates that the consumption emotions are formed as a result of
evaluating product performance, which means that good or bad product quality will
generate affective reactions (Phillips 2002).
View 2: Emotions as a result of disconfirmation
This view advocates that the process of disconfirmation places a role in the
generation of the consumption emotions, which makes the satisfaction judgment
precede the formation of emotions (Oliver, Rust et al. 1997), i.e. the formation of
consumption emotions is derived from disconfirmation through reaction to the
surprise in the consumption experience.
In other words, this view assumes that customers‟ affective reactions depend on
whether performance is better or worse than expected (Phillips 2002). The
implications of this includes acknowledging that a consumption experience may
evoke positive emotions even though the product performance is not particularly
high, given that expectations were low; and vice versa, high product performance
will unlikely lead to positive emotions if the customer expected more. Contrary to
this view, Phillips (2002) found that consumption emotions are not a function of
disconfirmation.
3.3.5. Emotion theories
According to Huang (2001), emotions in the marketing literature, and their impact on
consumer satisfaction, consumer intentions and post-purchase decisions can be
rooted to four theories that were borrowed from the psychology literature: the
Differential Emotion Theory and Scale by Izard (1977), the Circular Model of
Emotions by Plutchik (1980), the PAD Model and Scale of Affect by Mehrabian and
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Russell (1974), and the PANAS by Watson, Tellegen and Clark (Loiacono, Watson
et al. 2002).
A brief discussion of the four emotion theories will be discussed in order to establish
a foundation of the grounding theories behind emotions in satisfaction judgments.
3.3.5.1 Differential emotion theory
Izard (1977) developed a differential emotion scale (DES) that consists of 10
fundamental emotions that are simply categorised into three dimensions: negative,
positive and neutral as follows:


Two positive emotions: interest and joy.



Seven negative emotions: sadness, anger, disgust, contempt, fear, shame, and
guilt.



One neutral emotion: surprise, it consists of both negative such as shock,
positive such as delight and neutral such as amazement.

The 10 fundamental emotions were identified by observing facial muscle reactions or
expressions. According to this theory, all other types of emotion are a result of the
interaction between any of the 10 fundamental emotions.
Table 3.5 Izard taxonomy of positive and neutral affective experiences
Fundamental affect

Nature of subjective experience

Valance

Interest

Engaged, attentive, caught-up, curious,

Positive (emotional

fascinated; when intense, a feeling of

quality)

excitement and animation
Joy

Sense of confidence and significance,

Positive

feeling loved and lovable, a good
relationship to the object of joy
Surprise

Feeling sense of interruption of

Neutral

ongoing thought, brief uncertainty,
amazement and being startled.

Izard (1977)
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This emotion theory has been applied widely by many researchers in the marketing
literature (see for example (Westbrook and Black 1985; Oliver 1993; Lassar,
Manolis et al. 2005) to study the consumption emotion, consumer satisfaction and
post purchase decision dynamics. According to Oliver (1993), Izard‟s theory is more
favourable as a foundation to understand consumption emotions in general, and
customer satisfaction/dissatisfaction in particular, due to the assured validity and
reliability of the DES instrument. Similarly, Westbrook (1987) reported that there is
substantial evidence for the validity of Izard‟s emotion typology and its applicability
to consumption settings. Nevertheless, the authors argued that the two positivenegative dimensions are sufficient to explain post-purchase behaviour and
satisfaction.
3.3.5.2 Circumplex model of emotions
Plutchik attempted to organise the mysterious world of emotions into a simple
classification (Plutchik 1980). Like Izard he identified a set of basic or fundamental
emotions, two positive, four negative and two neutral; a mixture of which form all
other types of secondary emotions. This theory provides a structural model that
describes the interrelations among emotions.
The eight fundamental emotions consist of anger, fear, sadness, disgust, surprise,
curiosity, acceptance, and joy. Like primary colours, primary emotions are believed
to blend together to form the full spectrum of human emotional experience. Plutchik
makes an evolutionary argument for the primacy of these eight by showing that each
is related to behaviour with survival value (e.g. fear motivates fight, anger motivates
fighting).
As in Figure 3.5, below, the three-dimensional circumplex model outlines the
relations among the emotion concepts. Components of the circle in the centre
constitute the eight fundamental emotions which are arranged as four pairs of
opposites. The cone‟s vertical dimension represents intensity, and the circle
represents degrees of similarity among the emotions. In the exploded model the
emotions in the blank spaces are the primary dyads – emotions that are mixtures of
two of the primary emotions.
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The theory was used as a foundation in many advertising emotions studies (see for
example (Havlena and Holbrook 1986; Holbrook 1986). Huang (2001) argues that
due to the circular structure of emotions in the circumplex model, it was found
difficult to correlate with the satisfaction-dissatisfaction reactions.

Figure 3.5 Circumplex model of emotion

Source: Plutchik (1980)
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Table 3.6 Circumplex model of emotion

Source: Plutchik (1980)
3.3.5.3 The pleasure-arousal-dominance (PAD) model
The theoretical rationale and experimental foundations for the PAD model were
detailed by Mehrabian and Russell (1974). The model consists of three practically
independent dimensions that are used to describe and measure emotional states
(moods, feelings, affective conditions): pleasure/displeasure, arousal/non-arousal,
and dominance/submissiveness.
„Pleasure/displeasure‟ recognises the positive or negative affective feature of
emotional states indicating the consumers‟ preferences, „arousal/non-arousal‟ refers
to a combination of physical activity and mental alertness elicited from consumers
through their interface with the product or the service, and „dominance/
submissiveness‟ relates to the control versus lack of control.
For example, the use of specific colour schemes, decor settings or smells in a store
can be made to increase or decrease arousal of customers in line with expected
consumer preferences, depending on consumer income, age levels and other factors.
Interestingly, consumers can prefer high or low arousal, dominance or
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submissiveness in the purchase environment, along with pleasure, to indicate a
positive experience.
For instance, anxious as an emotional state includes displeasure, arousal and
submissiveness, hostile includes displeasure, arousal and dominance, and so on,
while exuberant includes pleasure, arousal and dominance.
The model was used widely to assess consumer responses to store environments
(Lassar, Manolis et al. 2005) and in capturing emotional components of the
consumption experience (Havlena and Holbrook 1986).
3.3.5.4 PANAS model
PANAS is an acronym that stands for the theory of positive and negative affect
schedule. This theory was developed by Watson, Tellegen and Clark (1988) to
present a mood scale of two independent primary emotional dimensions: positive and
negative.
The PANAS consists of 10 positive emotions (interested, excited, strong,
enthusiastic, proud, alert, inspired, determined, attentive, and active) and 10 negative
emotions (distressed, upset, guilty, scared, hostile, irritable, ashamed, nervous,
jittery, and afraid).
The concept of negative/positive affect is not new in the psychology literature, on the
contrary, in several studies of the structure of affect, positive and negative emotions
have consistently emerged as two dominant and relatively independent dimensions.
However the PANAS scale is believed to be a stable, brief and easy to administer
scale where participants are asked to rate items on a scale from 1 to 5, based on the
strength of emotion they feel where 1 = „very slightly or not at all,‟ and 5 =
„extremely‟ (Watson et al., 1988).
The bi-dimensional nature of this model corresponded in the marketing literature to
the satisfaction/dissatisfaction concepts. Scholars who investigated this model as a
basis for consumption emotions and their impact on consumer satisfaction and post
purchase decisions include (Lassar, Manolis et al. 2005) and (Mooradian and Olver
1997).
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3.4. Customer loyalty
Understanding how and why a sense of loyalty builds up in customers remains one of
the crucial management issues of today (Luarn and Lin 2003).
Loyalty is „a deeply held commitment to re-buy or repatronise a preferred
product/service consistently in the future, thereby causing repetitive same-brand or
same brandset purchasing, despite situational influences and marketing efforts
having the potential to cause switching behavior‟ (Oliver 1999). Loyalty is also
defined „as the enduring psychological attachment of a customer to a particular
service provider‟ (Butcher, Sparks et al. 2001).
Loyalty is „the willingness of someone – a customer, an employee, a friend – to make
an investment or personal sacrifice in order to strengthen a relationship‟. In the
firm‟s language, this means customers sticking with a firm due to the fact that they
are treated well, receive good value for money in the long-term, regardless of the
price at a particular transaction (Reichheld 1994).
Customer loyalty is also very important in online environments, because acquiring
customers on the internet can be very expensive (Jiang and Rosenbloom 2005).
(Anderson and Srinivasan 2003) define e-loyalty as „the customer‟s favorable
attitude toward an electronic business resulting in repeat buying behavior.‟
3.4.1. Behavioural and attitudinal loyalty
Loyalty can be divided into three types: behavioural loyalty, attitudinal loyalty and
situational loyalty (Mascarenhas, Kesavan et al. 2006). The latter is usually
expressed as a contingent relationship between the customer and the brand in
situations such as availability, products on sales, etc. It is therefore less critical than
the first two in impacting upon long-term results and market shares (Mascarenhas,
Kesavan et al. 2006) and therefore will not be emphasised in this study.
Primarily, early conceptualisations of service loyalty focused on behavioural
outcomes such as repeat purchasing intentions of customers (Jones and Taylor 2007).
Behavioural loyalty is expressed in terms of customers‟ revealed purchase and usage
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behaviour and is usually conditioned on customer satisfaction (Mascarenhas,
Kesavan et al. 2006). Such an approach considers that the retention/defection rate
(Hoisington and Naumann 2003) or „zero defect‟ (Reichheld 1994), and historical
purchasing of one‟s own brand and competing brands (Mascarenhas, Kesavan et al.
2006) is the most important measure of loyalty.
According to this approach, loyalty is a behavioural concept and therefore can be
measured through the „defection rate‟ and the revenue changes. Defection rate
represents the percentage of customer accounts that go latent in a year representing
the fact that a customer has switched to another supplier. Revenue changes should
also be examined to identify those customers that maintain an active account, yet
drastically reduce the purchase level (Hoisington and Naumann 2003).
Behavioural measurement mentality represents the corner stone of this approach.
Reichheld (1994) outlines that loyalty-based marketing efforts must focus on
developing consensus around „zero defects‟ as the most relevant measurement,
which should be linked to the firm cash flows and profits. They suggested a number
of steps to achieve that:


Customer targeting – Based on the retention measurement, the firm can
identify and concentrate on customers who behave like long-term annuities.
Firms must be able to find and keep the right customers, those to whom the
firm can deliver the best value over a sustained period of time.



Defection analysis – when defection happens, firms should spend significant
time and resources on analysing the root in order to improve and perhaps
revise processes, procedures, etc. Failure analysis tools such as root-cause
analysis adapted from the TQM principle can be applied in such cases.
Defection analysis and developing recovery systems are worthy, not only in
the short-run by bringing defectors back, but also in the long run yielding to
significant profits.



Value proposition renewal – linked to defection analysis, firms must be
willing and ready to monitor, improve and maybe revise the fundamental
value propositions that attracted customers from the very beginning, or that
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are causing defectors. Updating product lines, changing services, targeting
catalogues and coupons are a few tools that firms should consider for coping
with customers‟ changing needs.
As such, this approach of customer loyalty has centred on customer retention as a
surrogate for loyalty since it has a precise, measurable and calculable net value
represented by an annual retention rate, frequency of purchases, and a share of the
wallet (Reichheld 1994).
More recent studies have shown criticism of the behavioural approach for lacking a
conceptual basis, and for over emphasising the behavioural outcome-based view.
They have therefore suggested that loyalty consists of both relative attitude and
behavioural intention outcomes (Jones and Taylor 2007) (behaviour measured
through hard figures and attitude measured as perception measures).
As such more attitudinal-based definitions of loyalty started to appear. Take for
example the definition of Dick and Basu (1994) who defined loyalty as a more
favourable attitude toward a brand or a firm compared to other alternatives, or the
definition of Anderson and Srinivasan (2003) for e-loyalty as mentioned earlier.
Unlike the behavioural outcomes, relative attitude or attitudinal loyalty refers to an
affective evaluation of the brand (Jones and Taylor 2007) and is usually expressed as
an ongoing relationship between the customer and a brand, often conditioned on
positive customer preferences towards the brand, and strongly influenced by
significant others (Mascarenhas, Kesavan et al. 2006). Non-behavioural loyalty can
be perceived in attitudes of customers in different forms, examples include advocacy
(Butcher, Sparks et al. 2001), strength of preference (Jones and Taylor 2007), or
identification (Rowley 2006).
Measurement of customer loyalty has also witnessed some new advancements to the
literature in addressing the attitudinal perspective and emphasising that customer
loyalty is about much more than repeat customer purchases or retention rates.
Bourdeau (2005) outlines the fact that although the literature identifies a myriad of
different types of outcome behaviours that firms can attain from loyal customers,
nevertheless, a well-defined and tested conceptualisation, as well as a measure of
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customer loyalty, does not exist. The sections below introduce some of the important
concepts that emerged in the literature for the measurement of loyalty.
3.4.2. Net promoter measure
Reichheld (2003) developed what he called the „net promoter measure‟ (NPS) to
calculate firms‟ potential share growth through indications of customer loyalty.
NPS is a measure for customer loyalty that is obtained by calculating the percentage
of customers who are enthusiastic promoters of a brand minus the percentage of
detractors. The scale is simple in nature; it includes only one question that should be
answered by customers on a scale of 10. „How likely is it that you would recommend
[brand or company] service or experience to a friend or colleague?‟ Customers are
divided into three categories according to their answers (Shaw 2007). Respondents
who answer 9 or 10 are promoters, 0-6 are detractors, and 7 or 8 are passive
satisfiers.


Promoters:

loyal

customers

who

encourage

customers

to

behave

commercially the way they do. This category of customers is considered
positively emotionally engaged.


Passive customers: satisfied customers nevertheless may decide to stop doing
business with a company for any small efforts from a competitor. This
category represents consumers who are emotionally neutral.



Detractors: customers who are not really satisfied with the company (service
or experience received), they are mostly trapped customers who would stop
doing business with the company at the first chance they get. They are also
considered negatively emotionally engaged.

Reichheld (2003) argues that comparison across regions, branches, customer
segments, sales agents or even competitors can reveal root-causes and best practices
that can be shared.
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3.4.3. Loyalty as a hierarchy
Oliver (1999) conceptualised that there are three hierarchical phases corresponding
to the loyalty continuum moving from shallow to deep levels of loyalty. The stages
are:


A cognitive preference over other competitive brand attributes resulting from
customer belief of brand superiority.



An affective preference toward the product.



A greater intention (conation) to purchase the product beyond that for
competing products.

These cognitive-affective-conative hierarchal phases of loyalty explain the differing
levels of loyalty. Customer loyalty builds up as each of the phases are realised
starting by establishing a belief about a superior brand, then liking it more than any
other offering, then developing by that a clear affective preference, and finally,
intending to buy the brand as opposed to other competitive brands (Oliver, Rust et al.
1997b).
According to Oliver (1999) customers develop a cognitive preference for a brand or
„cognitive loyalty‟ based on the intrinsic attribute performance of the service and
shallow information on the brand, or a recent experience with the firm; this kind of
loyalty is generally reserved for low involvement and mundane purchases.
Affect loyalty, on the other hand, is deeper and through this customers begin to like
the brand and form a commitment to the firm. The more intense a customer‟s affect,
the higher the level of their commitment to the brand. Conative loyalty is obviously
the most desirable target for the firm, where customer commitment is deeper causing
strong motivations to re-buy, and resulting from repeated positive cognitive and
affective experiences with the service.
As customer commitment to a service provider evolves and deepens moving from
one stage to another, loyalty outcomes become stronger and more prevalent
(Bourdeau 2005).
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3.4.4. Emotional attachment
the literature is advocating that loyal customers are so because they are emotionally
attached to the service provider (McEwen and Fleming 2003; McEwen 2004; Coyles
and Gokey 2005).
The customer engagement measure (CE11) was developed by Gallup as a measure
that quantifies the strength and nature of a customer‟s emotional connection to a firm
(McEwen and Fleming 2003) and makes satisfaction and loyalty measures more
meaningful.
According to the McEwen and Fleming study, customers who are emotionally
engaged with a firm make more transactions, or spend more than any other type of
customer, even those who are „extremely satisfied‟ (McEwen and Fleming 2003).
For example, customers who were fully and emotionally engaged with their banks
maintained balances in their accounts that were 26% greater than less engaged
customers. Fully engaged customers to supermarket chains visited the store 20%
more often and spent 33% more than less engaged counterparts, similarly, retail
outlets and car dealers with fully engaged customers achieved 11% higher sales
volumes than stores with lower customer engagement (McEwen and Fleming 2003).
In brief „customer engagement is a measure of the overall strength of a company‟s
customer relationships; it reflects the degree to which customers have formed
emotional as well as rational bonds to the brands they buy and own‟ (McEwen 2004).
According to the author, unlike traditional measures of loyalty, such as defection
rate, this measure focuses on the degree to which customers are emotionally
connected to the brand as this is claimed to be the factor that matters.
The CE11 is an 11-question metric that measures rational formulations of customer
loyalty according to four key factors, represented by adding (L3) to (A8)
(Applebaum 2001). (L3) measures the overall customer satisfaction, intention to
repurchase, and intention to recommend while the (A8) measures the emotional
attachment represented by customer confidence, integrity, pride and passion.
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Table 3.7 CE 11 metric
CE11 = (L3) + (A8)
L3

Customer

Overall, how satisfied are you with [brand]?

satisfaction
Intent to

How likely are you to continue to

repurchase

choose/repurchase [brand]?

Intent to

How likely are you to recommend [brand] to

recommend

a friend/associate?

A8 Emotional

CONFIDENCE [Brand] is a name I can always trust.

attachment
[Brand] always delivers on what they
promise.
INTEGRITY

[Brand] always treats me fairly.
If a problem arises, I can always count on
[brand] to reach a fair and satisfactory
resolution.

PRIDE

I feel proud to be a [brand] customer.
[Brand] always treats me with respect.

PASSION

[Brand] is the perfect company for people
like me.
I can't imagine a world without [brand].
Source: (Applebaum 2001)

(McEwen 2004) explain that the application of this measure has revealed that
customers develop an emotional attachment to a brand or firm in a cumulative way,

133

Chapter Three

Perceived quality, satisfaction and loyalty in the online environment

starting with confidence as the foundation and ending up with passion as the
pinnacle.
The emotional attachment measure (A8) consists of four components:


Confidence: which reflects the customers‟ belief that the firm can be trusted
all the time and everywhere to keep the promise it makes.



Integrity: refers to the customer‟s belief that the firm will always be
accounted to stand behind its services and products and resolve any occurring
problems and will always treat the customer fairly.



Pride: reflects the extent to which customers feel associated with the
firm/brand and are proud of this personal association.



Passion: reflects the customer belief that this brand/firm is irreplaceable and
represents a perfect fit for the customers‟ personal need.

In similar work related to customers‟ emotions and its impact on loyalty, the
emotional signature measure was explained (Shaw 2007). Through the emotional
signature, organisations define what emotions are most valuable to customers and
then think how to evoke these emotions in order to increase customer loyalty. The
components of the emotional signature (sourced out from the three value-driver
emotional clusters) were found to be independently related to „likelihood to
recommend‟ using the NPS measure which makes it directly linked to financial
revenue growth, as explained earlier.
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Figure 3.6 Value map of emotion clusters: how they link to benefit outcomes

3.4.5. The experience ladder
Looking at firm-customer interaction from a total customer experience point of view
(Mascarenhas, Kesavan et al. 2006) proposed a typology of customer loyalties across
the three essential interactive elements of a customer experience: physical moments,
emotional involvement moments, and value chain moments.
The typology is based on the foundation that when customers have a high total
customer experience, they will automatically create high and lasting customer
loyalty. High total customer experience is a result of offering products and services
that provide strong physical attributes-based satisfaction, high emotional experience,
as well as high perceived value. On the other hand, for products/services providing
low physical experience, emotional involvement and customer perceived values,
lasting loyalty will fail to generate. Partial total customer experience and therefore
loyalty, takes its position between the aforementioned two extremes.
According to Mascarenhas et al. (2006), this approach implies very important points,
among which is that loyalty is not a one-step process, it is in fact a long step-by-step
or sequential process that moves in an ascending/descending direction. The upwards
or downwards movement of loyalty depends on how the customer experiences the
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impact of the three total customer experience variables at a given point in time. Also
interestingly, the authors argue that ascending loyalty is a slower process than
descending loyalty given the volatility of customer preferences and lifestyles
(Mascarenhas, Kesavan et al. 2006).
Although the authors come up with an impressive list of types of loyalties, they do
not provide many details on what is meant by physical, emotional or value
experiences; neither do they clarify each type of loyalty.
Table 3.8 The experience ladder
Product’s

Product’s

Product’s

Combined

Customer

physical

emotional

value

characteristics

loyalty

High performance zone

Platinum loyalty

Consumer actualization

Lifetime loyalty

Customer delight

Family loyalty

Market challenge zone

Plastic loyalty

experience experience experience
High

High

High

Low

Customer

high Precarious

expectations

loyalty

Customer ambivalence

Unpredictable
loyalty

Low

High

Functionality zone

Performance-

Customer rationality

based loyalty

Benefits quantification

Reasoned loyalty
Objectified
loyalty

Low

Commoditization zone

Standardized

Consumer conformance

loyalty

Consumer alliance

Compliance
loyalty
Acceptance
loyalty
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High

High

Personalization zone

Subjective

Consumer passion

loyalty

Country of origin

Fleeting loyalty
Ethnocentric
loyalty

Low

Mass

customization Multi-brand

zone

loyalty

Mass emotions appeal

Emotional

Consumer indifference

loyalty
Polygamous
loyalty
Trend-based
loyalty

Low

High

Low

customer Poverty-based

expectations

loyalty

Low self-esteem

Needs-based

Low-buying power

loyalty
Indigent loyalty

Low

Disaster zone

Platinum

Customer disgust

disloyalty

Customer agony

Lifetime loyalty
Global disloyalty

Source: Mascarenhas, Kesavan et al. (2006)

3.5. Limitations of existing online measurement models
In light of the literature foundation that was presented in this chapter and in Chapter
Two, 50 studies for the measurement of customer perceived quality, satisfaction and
loyalty in the online environment were intensively examined, as presented in
Appendix II. Studies were synthesised according to their underlining theories or used
models, measured variables, attributes and research methodologies.
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The examination of existing studies took place to gain better understanding of
attributes and measurement of perceived quality, satisfaction and loyalty in the
online environment as identified through different models and a better understanding
of how these models compare to each other. This was undertaken in light of the
theories that underpin the measurement of perceived quality, satisfaction and loyalty
– as presented in this chapter – and the fundamentals of the customer experience
concept whether in the traditional or emerging literature, as presented in Chapter
Two.
Generally, attributes of online perceived quality were concentrated around the
following themes, although some were more prevailing than the others:

1.

Usability

15. Customisation

2.

Accuracy of information

16. Site design

3.

Interactivity

17. Novelty

4.

Reliability

18. Credibility

5.

Security and assurance

19. Personalization

6.

Communication

20. Performance

7.

Accessibility

21. Competence

8.

Availability

22. Courtesy

9.

Responsiveness

23. Timeliness

10. Functionality

24. Security

11. Convenience

25. Customer support

12. Appearance

26. Privacy

13. Aesthetics

27. Entertainment

14. Empathy

28. Enjoyment

The research methodologies that were used to define the attributes differ from one
study to the other, ranging from literature review and taxonomy of existing studies
(Cox and Dale 2001), content analysis of customer anecdotes of critical incidents
(Jun and Cai 2001), case study (Ho and Wu 1999), or website evaluation (Alpar
1999; Lawler and Joseph 2006) to online or offline questionnaires only (Huang 2003;
Li and Zhao 2003; Evanschitzky, Iyer et al. 2004; Kim, Lee et al. 2004; Birgelen,
Ghijsen et al. 2005; Lee and Lin 2005; Nilsson-Witel and Fundin 2005; Ibrahim,
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Joseph et al. 2006; Herington and Weaven 2007; Bai, Lawb et al. 2008) or interviews
followed by questionnaires (Gefen and Devine 2001; Janda, Trocchia et al. 2002;
Bauer, Hammerschmidt et al. 2005) or focus groups followed by a questionnaire
(Jayawardhena 2004; Kim, Ma et al. 2006).
Generally, and despite their valuable contributions in suggesting attributes and
factors that are important in impacting customer evaluations of online experiences,
examination revealed some limitations in the existing models and their inability to
attend to recent developments in the literature, particularly in the area of customer
experience or catering for multiple types of customer needs. This section is dedicated
to laying out the analysis of those studies and to explaining limitations of existing
models.
3.5.1. Conceptual issues
Generally, literature on customer perceived quality, customer satisfaction and loyalty
in online environments is characterised by a number of conceptual and measurement
issues that were perhaps inherited from the literature of conventional business
settings; issues pertaining to the distinctions between the three constructs and their
relationships are of relevance to this study and are explained in this section.
In the area of perceived quality of online environments, the expectation-based theory
seems to be dominating (e.g. (Gefen and Devine 2001; Zeithaml, Parasuraman et al.
2002; Jayawardhena 2004; Long and McMellon 2004; Lee and Lin 2005;
Parasuraman, Zeithaml et al. 2005). This is followed by the performance-based
theory (e.g. (Santos 2003; Bauer, Hammerschmidt et al. 2005; Ibrahim, Joseph et al.
2006). The KANO model has also been used to identify quality attributes in the
online environment (e.g. (Zhang and von Dran 2002; Fundin and Nilsson 2003;
Bauer, Hammerschmidt et al. 2005; Nilsson-Witel and Fundin 2005) as has the QFD,
theory reasoned action and technology acceptance mode (Loiacono, Watson et al.
2002).
As a result, and by adopting the expectation-based theory, the bulk of customer
perceived quality literature in online environments continues to conceptualise factors
associated with the perceived online quality as dimensions (or components) of the
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construct rather than as antecedents. Unfortunately, this view does not regard
perceived quality as a separate construct, rather its components are summed to obtain
an estimate of service quality (Dabholkar, Shepherd et al. 2000).
Therefore, debate related to the measurement of service quality has emphasised the
question as to whether service quality should be measured as a perception or as a
disconfirmation. Research advocating the first method suggests that perceived
service quality is equivalent to customer perception or evaluations of the different
dimensions of the service provided (e.g. (Cronin and Taylor 1992). The
disconfirmation-based measurements suggest that service quality can be measured by
identifying the difference between customer perceptions and expectation of services
provided (Parasuraman, Zeithaml et al. 1985; Parasuraman, Zeithaml et al. 1988).
Additionally, many of the published researches fail to adequately define the three
constructs based on a solid theoretical foundation to address the relationships
between them. Researchers tended to focus on developing a list of attributes and
demonstrated how they relate to specific outcome measures such as perceived
quality, satisfaction or loyalty (see for example (Alpar 1999; Janda, Trocchia et al.
2002; Huang 2003; Birgelen, Ghijsen et al. 2005; Bai, Lawb et al. 2008; Hsu 2008).
(Wolfinbarger and Gilly 2003) argue that this may be one reason behind the variation
of attributes that result from different studies.
Accordingly, one can find overlapping attributes between the three interrelated, yet
separate constructs: i.e. perceived quality, customer satisfaction and loyalty. Some
studies have identified lists of attributes as antecedents or components for the
customer satisfaction construct in direct relationship without referring to the
relationship with the service quality construct (Alpar 1999; Ho and Wu 1999;
Szymanski and Hise 2000; van Riel, Liljander et al. 2001; Evanschitzky, Iyer et al.
2004; Kim, Ma et al. 2006). Similarly, (Srinivasan, Anderson et al. 2002) also
developed a list of attributes as antecedents for the loyalty construct without referring
to the relationship with the perceived quality or satisfaction constructs.
For instance, (Dabholkar, Thorpe et al. 1996) argue that customer satisfaction and
perceived quality were not always seen as the distinct constructs they truly are, and
have been wrongly equated.
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The confusion between the two constructs (perceived quality and satisfaction) may
be owed to the commonalities between the foundation of the early satisfaction
theories and the disconfirmation model of perceived quality. The expectation-based
perceived quality approach which advocates that perceived service quality stems
from a comparison of what consumers expect a service provider should offer with
their perceptions of the actual performance of the service provider (Parasuraman,
Zeithaml et al. 1988). In a similar conceptualisation line to the expectationdisconfirmation model of customer satisfaction (Oliver 1981) (Parasuraman,
Zeithaml et al. 1988) argue that „perceived service quality is viewed as the degree
and direction of discrepancy between consumers‟ perceptions and expectations,
however, they also outlined that „expectation‟ in the service quality context is
different from that used in satisfaction, which basically relates to predications made
by a customer about what is likely to happen during a particular exchange or
transaction. On the other hand, expectations in the service quality literature „are
viewed as desired or wants of customers‟, nevertheless, the SERQUAL model asks
customers to evaluate specific service attributes according to their expectations and
not needs.
Therefore, and given the fact that contributions of such studies do not suggest
distinct antecedents for the satisfaction or the loyalty constructs that are different
from the service quality components or antecedents, such studies, despite their useful
contribution add to the confusion in the literature by not supporting the fact that the
service quality, customer satisfaction and loyalty constructs are separate constructs
(Dabholkar, Thorpe et al. 1996; Dabholkar, Shepherd et al. 2000; Dahlsten 2003).
The inherited differing views on the relationship between perceived quality,
satisfaction and loyalty in conventional settings add also to the confusion on the
relationships between the three constructs in the online environment. Unfortunately,
ambiguity about the role customer satisfaction plays in relation to perceived quality
and loyalty in online environments still exists.
The literature has also witnessed different views on the relationship between both
constructs. (Brady and Cronin Jr 2001) summarised the three competing theories that
are evident in the literature in addressing the relationship between service quality and
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satisfaction, and therefore the relationship between satisfaction and customer
behaviour intentions. Accordingly, the first theory advocates that service quality is an
antecedent of satisfaction where the cognitive service quality evaluation leads to a
primarily emotive satisfaction assessment, which, in turn, drives behavioural
intentions. The theory is based on the fact that the cognitive orientation of service
quality will lead to the generation of satisfaction which, due to its emotive nature,
can affect behavioural intentions. This theory also acknowledges the mediating role
of satisfaction on service quality. Examples of studies in support of this theory
include (Dabholkar, Shepherd et al. 2000; Fynes and Voss 2001).
The second theory hypothesises a non-recursive path between the two constructs; the
effect between the two constructs is situation-specific and the temporal sequence
would depend on transaction-specific variables, which means that factors such as the
nature of the service, the type of customer, etc. may drive the nature of the
relationship between the service quality and satisfaction link. For instance,
cognitively oriented customers are more likely to evaluate service quality first then
develop a satisfaction judgment. While emotionally driven customers are more likely
to begin with affective-oriented assessments before they judge the service quality,
and therefore draw a relationship that makes satisfaction an antecedent to service
quality.
The third theory suggests that satisfaction acts as an antecedent of service quality and
therefore assumes a direct link between service quality and consumer behavioural
intentions, where perceived service quality is seen as a global construct that directly
affects behavioural intentions.
Consequently, some studies propose that service quality is an antecedent to delight
(Herington and Weaven 2007) or satisfaction (Jun and Cai 2001; Rotondaro 2002;
Kim, Lee et al. 2004; Ribbink, van Riel et al. 2004; Birgelen, Ghijsen et al. 2005;
Bai, Lawb et al. 2008) which mediates the relationship with purchase intentions (Lee
and Lin 2005; Bai, Lawb et al. 2008) or loyalty (Ribbink, van Riel et al. 2004;
Birgelen, Ghijsen et al. 2005). Others assume that there is a direct relationship
between perceived quality and purchase intentions (Loiacono, Watson et al. 2002;
Lee and Lin 2005) or loyalty (Gefen and Devine 2001) that is mediated by value
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(Zeithaml, Parasuraman et al. 2002; Parasuraman, Zeithaml et al. 2005), or a direct
relationship between perceived quality on one hand, and satisfaction and future
purchase intentions on the other (Janda, Trocchia et al. 2002). Other studies did not
address the perceived quality construct and proposed that satisfaction is an
antecedent to purchase intentions not a mediator (Kim, Ma et al. 2006).
Brady and Cronin Jr (2001) argue that the many studies which consider the effect of
either service quality only or satisfaction only on consumer behaviour intentions and
do not test models that include both of these constructs may lead to biased results,
which may overstate the importance of the impact of one or both of these variables
on consumers intentions and hence haze the antecedent role of service quality and
satisfaction that should be studied.
3.5.2. Measurement issues
The significance of measuring and monitoring online customer perceived quality has
been recognised through an increasing number of studies. Service quality is a key
determinant for success of online business (Santos 2003), creating competitive
advantage (Bauer, Hammerschmidt et al. 2005), influencing customer satisfaction
(Fundin and Nilsson 2003) and impacting upon customer loyalty (Parasuraman,
Zeithaml et al. 2005). Online customer satisfaction is seen as an important
determinant of customer loyalty (Birgelen, Ghijsen et al. 2005).
The literature is in general agreement that loyal customers are a source of positive
returns for the firm (Oliver 1999), academics and practitioners acknowledge the
importance of loyal customers, and recognise that they spread positive word-ofmouth, spend more and buy more frequently, are more motivated to search for
information and are more resistant to advertising promotions of competitors
(Reichheld 1994; Jiang and Rosenbloom 2005). Research has shown that increases in
online customer retention and loyalty has substantial positive implications on the
firm profitability (Reichheld 1994; Hoisington and Naumann 2003). In addition to all
reported benefits, loyalty is also embraced due to the evidence that acquisition of a
new customer is a far more expensive process than retaining an already existing
customer (Berry 1995).
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Measurement and management of online customer perceived quality, satisfaction and
loyalty is seen of great importance to firms as they affect firms‟ growth, competitive
advance and overall success. Nevertheless, there seems to be great debate in the
literature as to the best tools and the best measures that firms should focus on,
whether in online or offline environments. (Cronin and Taylor 1992; Dabholkar,
Shepherd et al. 2000) argue that consumers may not buy products with the highest
quality, best price, or most convenience; there may be other factors affecting their
satisfaction and therefore influencing their purchase intentions.
Perceived quality and customer satisfaction are usually measured through customer
surveys, through which customers provide their perceptions on quality and/or
satisfaction.
The design of customer surveys is influenced by the different measurement models
available. Some surveys ask customers to provide information about their
expectations, and importance of attributes and then satisfaction, other surveys ask
customers to provide an evaluation of the performance of specific attributes in
addition to satisfaction. Obviously, design of customer surveys is affected by the
underpinning model adopted. In addition to the differences in the design of customer
surveys depending on the measurement model adopted, issues related to the content
of the survey do exist.
(Brady and Cronin Jr 2001) explain that despite agreement on the importance of
delivering superior service quality and achievement of customer satisfaction the
debate rests on whether these surveys should focus on quality service, including its
technical, functional and environmental components, or on significance of the more
emotional satisfaction assessment.
Part of the problem with existing customer satisfaction surveys or indices is that the
score is determined by customers‟ past experience on, for instance, the functionality
of the computer or the cleanliness of the hotel room (Applebaum 2001) and never
addresses the emotional connection with customers – which is seen as an important
indicator of how healthy the relationship between the customer and the firm is
(Applebaum 2001; McEwen and Fleming 2003) – or their intentions to recommend
the brand to others (Reichheld 1994; Applebaum 2001).
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Over emphasis on attributes of perceived quality may drive the firm in the wrong
way. (Dahlsten 2003) explains that existing practices in dealing with customer
satisfaction results can be completely mistaken and can drive firms to be reactive
about the result and to become internally focused, over emphasise preventing
dissatisfaction and fixing what went wrong instead of increasing satisfaction and
developing what will and should go right, which requires an external focus.
On a different note, customer satisfaction surveys and customer satisfaction indices
are also considered to have serious flaws when it comes to addressing customer
loyalty. Customer surveys fail to consistently demonstrate connection to real
customer loyalty and growth despite the resources and efforts invested in their design
and administration (Reichheld 2003).
Issues related to the measurement of loyalty go beyond the flaws in existing practices
of customer surveys and their inability to relate to actual loyalty. (Bourdeau 2005)
outlines that the literature identifies a myriad of different types of outcome
behaviours that firms can attain from loyal customers, nevertheless, a well-defined
and tested conceptualisation, as well as a measure of customer loyalty, does not exist.
Customers may buy again and again from a firm because they are trapped by inertia,
indifference or existing switching barriers. On the other hand, loyal customers may
buy less of a product or service due to their reduced need for it, or as their lifestyles
change (Reichheld 2003) and therefore retention rates may provide a valuable link to
profitability but not to growth.
On a similar note (McEwen and Fleming 2003) outline the fact that repeated
purchase behaviour is usually motivated, or bribed, by the firm‟s offer of gifts,
discounts and rewards. They therefore explain that behavioural measures of loyalty,
such as repeated purchase, are often misleading and do not differentiate between
loyal customers those with no commitment.
3.5.3. Issues of attributes disparity
Despite numerous studies in the area of measurement of the online environment from
a customers‟ perspective, There is growing appreciation of the significant variability
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in the outcomes of these studies in relation to the dimensions under consideration and
testing (Kim, Ma et al. 2006).
Looking at the examined 50 studies, little commonality exists among the scales
developed to address what matters most to customers when evaluating online quality,
customer satisfaction or loyalty. Studies adopt different underlining theories, varying
research techniques and end up with a long list of attributes that are similar in some
cases and different in many others.
Perceived quality for instance is sometimes reflected in a categorised list of
variables, under which a list of distinct quality variables belongs. Such as in the case
of Bauer, Hammerschmidt et al. (2005) who clustered the quality attributes under
core services, additional/supplementary services, and problem solving or solution
services. Similarly, Fundin and Nilsson (2003) classify quality attributes under
„attractive quality‟ and „must-be quality‟. Jun and Cai (2001) use three different
classifications: customer service quality, online systems quality and banking service
product quality. Loiacono, Watson et al. (2002) use ease of use, usefulness, and
entertainment, while Parasuraman, Zeithaml et al. (2005) use two classifications:
core service and recovery service. Three are used by Chen and Chang (2003), these
are

interactivity (connection

quality,

website

design),

transaction

(value,

convenience, assurance, entertainment, evaluation) and fulfilment (order processing,
delivery, post-sales service).
Conversely, other studies preferred to reflect quality attributes lists under no
particular categorisation, and record factors directly such as reliability, tangibility,
assurance, empathy, etc (see for example (Alpar 1999; Gefen and Devine 2001;
Birgelen, Ghijsen et al. 2005; Ibrahim, Joseph et al. 2006; Hsu 2008).
It is also important to mention here that it has not always been easy to match the
dimensions from one study to another, due to the existence of different approaches
used to classify the factors or different definitions or terminology used for factors.
One can find similarity across the factors identified (whether categorised or not),
nevertheless, terminology is used sometimes to reflect different things, and therefore
clear consensus on what defines many of the factors does not exist.
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The term „reliability‟ for instance, may refer to the ability of the firm to perform the
promised task accurately and dependably and therefore is interpreted as: accurate and
on time delivery and accurate product presentation in online settings (Zeithaml,
Parasuraman et al. 2002); the technical functioning of the website (Zeithaml 2002);
on-time delivery of ordered goods, accurate supply of information as well as errorfreeness of links (van Riel, Liljander et al. 2001); reliability in services with website
design and consistency of performance and dependability (Cox and Dale 2001);
website consistency of performance over time, such as updating website material
promptly and providing customers with accurate information, availability of the
website and its accessibility; speed and ability to quickly download information as
well as reliability of information and customer transactions (Madu and Madu 2002);
or even, the firm‟s reputation and the website security and privacy policies (Lim and
Dubinsky 2004).
Wolfinbarger and Gilly (2003) explain that one of the reasons behind this wide
variation between the list of attributes and the difference between results of studies is
due to the great variation of the conceptual and methodological approaches used by
researchers.
3.5.4. Inability to address all characteristics of the online business environment
As discussed in Chapter Two, the online environment is different in many ways from
traditional fronts. The technological revolution of the internet and its advent as a new
environment for customers has brought more opportunities to the overall customer
experience (Laukkanen 2006). New internet technologies have empowered
customers (Prahalad and Ramaswamy 2004), allowed for their engagement in selfdriven activities (Rowley 2006), and provided the platforms for customers to become
part of a social group and enjoy control over the experience (Hoffman, Novak et al.
2000).
Although most – if not all – of the studies on measurement of the online environment
from the customer point of view have emphasised the technology aspects (see
Appendix II), this emphasis came to address the technology as a new interface but
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did not address the other and perhaps more important characteristics of this media,
particularly in engaging customers who lead their experiences.
Existing studies resembled measurement models for the offline environment and
added attributes that addressed the functionality of the site, its ease of use, reliability,
security, etc. to tackle the technical attributes of the technological interface.
In an important study of the e-service, Rowley (2006) stipulated that e-business has
three main characteristics. First, that it is technology-mediated, second, it is an
information service where the primary value exchanged between the two parties is
information and therefore it exists to gratify the need for information. Third and
perhaps the most important that it is a self-service in which no direct assistance or
interaction with a human service agent exists. Customers in this case are required to
learn a new role without the assistance of a service agent to assist in the learning of
the new script, customers instead learn from the interface, or from more experienced
friends and family.
Rowley (2006) explains in this context that many of the existing models or
frameworks were built based on traditional service quality dimensions coupled with
web interface quality dimensions, or technology-related dimensions. Therefore they
take as a point of departure for building the model or construct, the traditional
business settings complemented by technology-related factors and not necessarily the
special nature of online business settings, even if they introduce new names such as
WebQual, eQUAL, SITEQUAL, e-SQ and ETailQ.
This perhaps explains why results of those studies resemble the original work on
service quality and complement it with additional features that are mostly related to
technological infrastructure.
3.5.5. Lack of the entire experience view
A customer‟s online experience consists of many important stages, ranging from
information search, evaluation of range of products, decision making, transaction,
and post purchase stages related to delivery, returns and customer service
(Wolfinbarger and Gilly 2003). Nevertheless, except for the study of (Minocha,

148

Chapter Three

Perceived quality, satisfaction and loyalty in the online environment

Dawson et al. 2006), no study has been found to explicitly address customer
perceived quality of the online experience at all different stages.
Study of customer perceived quality of online experience at all stages is particularly
important due to the important role each stage plays in comprising an overall quality
experience. Minocha, Dawson et al. (2006) explain that the pre-purchase stage is
important as it plays an important role in changing browsing or potential customers
into customers who are willing to make a purchase. Additionally, obstacles faced by
a customer at the e-purchase and post purchase stage and are likely to create a
negative customer perception.
Rowley (2006) also explains that the nature of the service experience and customer
evaluation of the entire experience is likely to vary depending upon the activities
being completed through his/her engagement which ranges from information
collection through customer support to transactions. The author argues that „with
taxonomy of tasks models on service components, and their respective contribution
to the service experience would be one step towards understanding the range of eservice encounters, and being able to identify the similarities and differences
between such encounters‟.
Existing models for the measurement of perceived quality in online environments
seem to overlook this perspective, the WEBQUAL model by Loiacono, Watson et al.
(2002) is based on the technology acceptance model (TAM) and therefore focuses on
the website interface design aspects for both the pre-purchase and e-purchase stages,
yet overlooks the post-purchase dimension by not addressing customer support and
related attributes sufficiently. The model has been also criticised for eliminating the
customer service attribute for various methodological reasons (Wolfinbarger and
Gilly 2003) and therefore is not perceived as a scale that captures service quality
fully (Zeithaml, Parasuraman et al. 2002).
The (e-SQ) model claims to address all phases of customer experience with the
website (Parasuraman, Zeithaml et al. 2005). In fact, it provides a particular
emphasis on the post-purchase stage by emphasising the service recovery aspect, but
does not provide enough emphasis on the e-purchase stage as it neglects factors
related to ease of transaction.
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In support of that Minocha, Dawson et al. (2006) compared three of the frameworks
of service quality, namely, the Zhang and von Dran model, the WEBQUAL and eSERVQUAL and argued that there are significant differences in their contributions
towards improving the quality of online services. Zhang and von Dran and
WEBQUAL focus on the technical quality of the website and the customer
interaction with the web, rather than the service quality provided to customers
through the website at every touch points in the environment, yet they neglect the
post-shopping experience such as delivery or customer support. E-SERVQUAL on
the other hand does not provide enough attention to interaction with the website and
emphasises instead the post-purchase experience.
Wolfinbarger and Gilly (2003) critique this approach in the following words:
Rather than view customer service as a core element of a typical online
purchase experience as other researchers do, they suggest that customer
service comes into play only when a customer problem occurs and only after
the online transaction is made, ignoring that online consumers sometimes need
pre-purchase customer service.
From the above, it is evident that existing studies seem to fail in suggesting quality or
satisfaction attributes that provide a balanced view on all stages of online customer
experience. The post-purchase stage in particular seems to be the least sufficiently
addressed (e.g. (Alpar 1999; Janda, Trocchia et al. 2002; Evanschitzky, Iyer et al.
2004; Jayawardhena 2004; Kim, Lee et al. 2004; Herington and Weaven 2007; Bai,
Lawb et al. 2008).
3.5.6. Lack of the hedonic perspective
The web-based business environment, in contrast to physical storefronts, represents
a new way of customer experience (To, Liao et al. 2007) and a significant change in
the business environment (Parsons 2002). Online customers are not passive
recipients of marketing campaigns, they are central players who value the experience
of increased control in the online environment (Wolfinbarger and Gilly 2001).
Historically, with initial internet offerings to potential customers including
information and order-taking services, it was believed that the internet was most
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appropriate for customers with utilitarian needs, such as purchase of commodities,
for which competition is based on price and availability (Benjamin and Wigand
1995). The arrival of the internet as a new business medium, re-diverted people‟s
attention back to the functional aspects of customer motivation, such as convenience,
price and product range/access (Parsons 2002). It is believed that this lack of interest
in the non-functional motives for online experience may be driven by the assumption
that recreational and psychological gratification feelings that many people experience
in conventional business settings do not exist in online environments (Salomon and
Koppleman 1992). Another reason could be caused by the lack of personal
examination of tastes, scents and tactile impressions of products (Childers, Carr et al.
2001).
Parsons (2002) argued that „Consumers have been portrayed as time-poor, turned off
by the drudgery of regular shopping, and desperate to spend their non-work time in
more recreational pursuits, as arguments for the growth and sustainability of Internet
shopping‟ , however, „our analysis of e-shopping has focused on the practical and
functional rather than on the non-functional. Functional attributes according to
(Parsons 2002) include saving time, improved information, greater flexibility,
security, privacy, etc.
Interestingly, several studies have emphasised that motivations that trigger online or
even values gained by customers are of a utilitarian type. (Morganosky and Cude
2000) for instance, indicated that convenience and time efficiency are the primary
factors for online customers; both are of utilitarian nature. Keeney (1999) compiled a
list of 10 fundamental values in online settings, nine of which were of utilitarian
nature, just one related to pleasure.
To, Liao et al. (2007) investigated utilitarian and hedonic motivations for online
shopping and found that utilitarian motivation has more influence on search intention
and purchase intention than hedonic motivation. The authors believed that customers
with hedonic motivations tend to buy things from physical stores rather than through
the internet channel.

Similarly, Bridgesa and Florsheimb (2008) believe that

utilitarian values may be more important for purchasers and hedonic values may be
more important to searchers, and that online buying may be increased by providing
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website characteristics that serve utilitarian goals rather than offering hedonic value.
The authors warned marketers who engage consumers seeking hedonic value from
running the risk of ensnaring them in the negative consequences of pathological
internet use (PIU), especially when consumers engaged in the online environment
have low self-esteem. They therefore encourage marketers and website designers to
focus on means of enhancing the utilitarian value of retail sites, such as ease of
navigation, information availability, convenient ordering and options for delivery.
Similarly, although Wolfinbarger and Gilly (2001) suggest that hedonic and
utilitarian motivations generalise to the online environment as well, resulting in two
types of behaviours, they argue that hedonic customers are a minority. The authors
conducted an online survey with 1,013 members of the Harris Interactive online
panel and found that 71% of shoppers said that their most recent online purchase had
been previously planned, indicating a more goal-oriented shopping type, while 29%
said they had been browsing when they made their purchase, indicating a more
experiential shopping style.
Wolfinbarger and Gilly (2001) argued, as a result of this study, that online retailers
should focus more on easy to access and use information about products, full
selections, and customer service, but less on content and community – both
important factors for experiential consumers, who are a minority.
Nevertheless, several studies advocated that online customers are motivated by more
than gathering information and purchasing a product. An increasing amount of recent
research suggests that drivers of online buying are not exclusive to functional
attributes only and as e-customers become more experienced, they increasingly seek
hedonic value through online means too (Bridgesa and Florsheimb 2008).
A number of scholars suggested that online consumer motivations include both
utilitarian and hedonic dimensions, where some online customers can be described as
„problem solvers‟ with goal-directed behaviour which is instrumental, purposive, and
task-specific. Whereas others (experience-oriented) perceive online shopping as
„enjoyment‟ or as an „unstructured and recreational‟ process with hedonic and
ritualised orientation and appreciate the online shopping experience for its own sake,
apart from any other consequence (see for example (Hoffman and Novak 1996;
152

Chapter Three

Perceived quality, satisfaction and loyalty in the online environment

Monsuwe, Dellaert et al. 2004; Hoffman, Novak et al. 2000; Wolfinbarger and Gilly,
2001).
According to those studies, goal-oriented customers engage in the purchase of
products/service or searches for information to complete the purchasing task as
efficiently as possible, whereas experience-oriented customers engage in the online
experience seeking for the potential entertainment that results from the fun and play
arising from the online shopping experience (Wolfinbarger and Gilly, 2001).
Kim and Shim (2002), for instance, suggest consumers are satisfying the needs of
experience and emotion through online environments. (Parsons 2002) confirmed the
Tauber 11 list of personal and social motives for online customers with the
replacement of physical activity with mental activity. (Mäenpää, Kanto et al. 2006)
outlined that all consumers are about experience, yet with different levels and
suggested that customers, including the less and the more hedonic, have different
personalities, hence different needs, and therefore approach the online experience
with different perspectives.
Babin and Attaway (2000) stipulated that consumer satisfaction and share of
purchase is positively affected by positive feelings associated with a website which is
related to both hedonic and utilitarian shopping value. Specific feelings of control
and enjoyment while using the internet were also found positively related to
intentions to purchase (Dabholkar 1996).
Technology is seen as a potential platform for providing better, not only
instrumental, characteristics that allow ease of use and usefulness; it also provides
media tools that foster enjoyable and immersive hedonic experiences. Childers, Carr
et al. (2001) believe that the new media allows for more immersive and hedonic
experiences. He added that looking at shopping media technologies as „cold
information systems, rather than immersive, hedonic environments, is likely to be
fundamentally misguided, especially for products with strong hedonic attributes‟.
Although Childers, Carr et al. (2001) emphasised that the role and relative
importance of instrumental characteristics versus immersive/hedonic characteristics
would vary according to the context, the so-called goal oriented shoppers (as
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conventionally perceived), such as online grocery shoppers, proved to emphasise
enjoyment as one important factor when online due to media tools such as interactive
menus, recipes, and product preparation videos which are likely to increase the
enjoyment of shopping experience. Accordingly, (Childers, Carr et al. 2001)
advocate that consumers may expect to find more enjoyment in interactive
environments compared to physical environments.
Parsons (2002) argues that barriers mentioned in the literature, or used by
practitioners to indicate that online shopping cannot compete with conventional
shopping due to lack of non-functional motives, are shallow barriers. According to
him, the internet can actually outperform physical stores, especially in motives such
as learning about trends, diversion, and communications with others with similar
interests. (Parsons 2002) argues that „just as online retailers must make their „store‟
more fun, the traditional store must make its offering more informative, more
flexible and more accessible‟ applying digital technology to improve the visitors‟
experience and get more engagement.
Wolfinbarger and Gilly (2001) argue that the potential for experiential behaviour is
increasing with the involvement of more young surfers who have grown up on the
net as fully-fledged consumers. He added that indicators, such as longer average time
spent on sites, frequent visits, and many pages being accessed, are measures that can
be used to identify experiential consumers. Although they outlined the need to
identify this category of customers and emphasise their needs, this should happen
without jeopardising the search needs of goal-oriented consumers who appear to the
authors as being more predominant.
Nevertheless, studies that address the hedonic (experiential) view of customer online
experience still are few. Examples that do, include (Alpar 1999; Loiacono, Watson et
al. 2002; Kim, Lee et al. 2004) who emphasise the importance of the entertainment
value in impacting upon customer satisfaction with the website. Other hedonic
factors that were included in perceived quality or satisfaction studies include the eScape ((Birgelen, Ghijsen et al. 2005), attractiveness of site design (Evanschitzky,
Iyer et al. 2004; Hsu 2008), sensation (Janda, Trocchia et al. 2002), playfulness (Liu
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and Arnett 2000), aesthetics (Madu and Madu 2002; Yang and Fang 2004),
enjoyment (Zhang and von Dran 2002) and novelty (Huang 2003).

3.6. Conclusion
As explained in this chapter, studies on understanding customer needs, perceived
quality, satisfaction and loyalty have shown evolvement from focus only on the
traditional business setting to also include the online environment.
A significant amount of literature is growing in the area of online measurement,
although measurement models of the online environment have generally inherited the
conceptual and measurement approaches adopted in the offline environment.
Generally, emphasis has moved from functionality, appearance and specific features,
durability and maintainability in case of the product to responsiveness, reliability and
customer interaction with employees and physical environment in case of services, to
similar service features with the addition of attributes related to the technological
infrastructure such as security, site features, accessibility, etc. in case of e-service.
This chapter explained the most commonly used customer perceived quality models:
i.e. disconfirmation and performance. It also addressed the conceptual foundation
behind satisfaction and loyalty measurement and their evolvement and use in the
online environment.
Therefore, and despite the growing literature, the extant field suffers from some
significant limitations that prohibit it from coping with customer experiential needs
and the new advancements of technology. The chapter explained therefore the
conceptual and methodological issues of perceived quality, satisfaction and loyalty
models. It also addressed the general lack of emotional perspective and the whole
experience perspective of customer interactions with websites, paving by that the
ground for Chapter Four which introduces the proposed construct of this study.
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4. CHAPTER FOUR: INTEGRATED
MEASUREMENT OF ONLINE CUSTOMER
EXPERIENCE: A PROPOSED CONSTRUCT
4.1. Introduction
Following the early contributions of consumer behaviour scientists and marketers in
the 1980s, which introduced the experiential perspective of consumer behaviour
(Holbrook and Hirschman 1982; Hirschman 1984), the concept of customer
experience has been increasingly perceived in the literature as a fundamental factor
in today‟s economy (Gilmore and Pine 2002); a central element of consumers‟ lives
(Carù and Cova 2003a) that is paramount for understanding their needs and
expectations (Holbrook 2000).
The arising literature on the importance of the customer experience concept,
associated with changes of customer attitudes due to online technological
advancements in the business environment (Prahalad and Ramaswamy 2004; Rowley
2006) considered the emerging need to pay attention to the measurement of customer
experience in the online environment (Novak, Hoffman et al. 2000; Chang 2006;
Minocha, Dawson et al. 2006).
Studying the contributions of the different bodies of knowledge indicates that
existing quality management literature – except perhaps for few studies (Novak,
Hoffman et al. 2000; Fundin and Nilsson 2003; Zairi 2007, Zairi 2009) – seems to
overlook customers‟ hedonic needs and the whole experiential perspective in the
online environment. Existing perceived quality, satisfaction and loyalty models seem
to suffer from some significant conceptual and methodological limitations that need
to be reconsidered to address the emerging and ever-growing online environment.
This chapter attempts to bridge the gap between the marketing and quality
management studies by proposing a construct for the integrated measurement of
online experience. The chapter starts by explaining briefly the underpinning theories
behind the proposed construct and provides some details on its components.
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4.2. Underpinning theories for the proposed construct
Two bodies of literature were reviewed to propose a construct for integrated online
customer experience; the customer experience literature in the marketing discipline
as detailed in Chapter Two, and measurement studies in the quality management
literature with emphasis on the online environment, as detailed in Chapter Three.
This section provides a summary that will act as the theoretical foundation for the
construct.
4.2.1. Online customer experience in the consumer behaviour and marketing
literature
Early consumer behaviour literature emphasised that customers‟ motivations go
beyond the utilitarian motives of mere product or service acquisition to include
hedonic motives such as feelings, emotions, aesthetics, pleasure and enjoyment that
satisfy the experiential needs of customers (Holbrook and Hirschman 1982;
Hirschman 1984). As a result of that, the experiential behaviour model emerged to
advocate that customers are triggered by the need to enjoy the experience by itself in
addition to the mere need to obtain a product, or complete a mission (Hirschman
1984; Babin, Darden et al. 1994; Addis and Holbrook 2001).
A stream of research advocating the need to emphasise the experiential perspective
of consumer behaviour and experience management emerged in the last two decades
(Forlizzi and Ford 2000; Addis and Holbrook 2001; Gilmore and Pine 2002;
Milligan and Smith 2002; Smith and Wheeler 2002; Shaw and Ivens 2002; LaSalle
and Britton 2003; Caru and Cova 2003b; Prahalad and Ramaswamy 2004)
The online environment, in contrast to physical storefronts, represents a significant
change in customer experience (To, Liao et al. 2007; Parsons 2002). Online
customers are not passive recipients of marketing campaigns, they are central players
who value experiencing increased control and freedom (Wolfinbarger and Gilly
2001).
The literature is witnessing the emergence of recent studies advocating that online
customers are motivated with more than gathering information and purchasing
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products. All online customers are about the experience even if at different levels
(Mäenpää, Kanto et al. 2006), they appreciate the online experience for its own sake
(Monsuwe, Dellaert et al. 2004), value the fun and play associated with the online
experience ( Hoffman and Novak 1996; Hoffman, Novak et al. 2000), and look for
emotional and experiential satisfaction (Kim and Shim 2002).
4.2.2. Measurement of the online customer experience in quality management
and marketing studies
The significance of measuring and monitoring customer perceived quality and
satisfaction in the online environment has been recognised through an increasing
number of studies (Fundin and Nilsson 2003; Santos 2003; Bauer, Hammerschmidt
et al. 2005; Birgelen, Ghijsen et al. 2005; Parasuraman, Zeithaml et al. 2005). The
literature is also in general agreement that loyal customers are a key source of
different positive returns for the firm (Reichheld 1994; Berry 1995; Oliver 1999;
Hoisington and Naumann 2003; Reichheld 2003; Jiang and Rosenbloom 2005)
Studies on understanding customer needs and attributes of quality and their impact
on customer satisfaction and loyalty have moved emphasis from products (Juran
1977; Garvin 1984; Garvin 1987) to services (Parasuraman, Zeithaml et al. 1985;
Parasuraman, Zeithaml et al. 1986; Zeithaml, Parasuraman et al. 1990; Parasuraman,
Berry et al. 1991a; Parasuraman, Berry et al. 1991b; Boulding, Kalra et al. 1993;
Zeithaml, Parasuraman et al. 2002) to e-service (Dabholkar 1996; Kaynama and
Black 2000; Zeithaml, Parasuraman et al. 2000; Cox and Dale 2001; Jun and Cai
2001; Yoo and Donthu 2001; Loiacono, Watson et al. 2002; Madu and Madu 2002;
Waite and Harrison 2002; Wolfinbarger and Gilly 2002; Zeithaml, Parasuraman et al.
2002; Li and Zhao 2003; Santos 2003; Surjadaja, Ghosh et al. 2003; Jayawardhena
2004; Long and McMellon 2004; Yang and Fang 2004; Gounaris, Dimitriadis et al.
2005; Lee and Lin 2005; Parasuraman, Zeithaml et al. 2005; Kim, Ma et al. 2006).
Nevertheless, literature on customer perceived quality, customer satisfaction and
loyalty in online environments is characterised by some conceptual and measurement
issues, that are perhaps inherited from the literature of conventional business settings.
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In the area of customer perceived quality, a critical question remains unanswered on
whether quality should be measured as a perception or as a disconfirmation.
Research that advocated the first approach suggests that perceived quality is
equivalent to customer perception or evaluation of the different dimensions of the
service provided (example: (Cronin and Taylor 1992). The disconfirmation-based
measurement suggest that quality can be measured by identifying the difference
between customer perceptions and expectation of services provided (Parasuraman,
Zeithaml et al. 1985; Parasuraman, Zeithaml et al. 1988).
The expectation-based theory seems to be dominating (see for example (Gefen and
Devine 2001; Zeithaml, Parasuraman et al. 2002; Jayawardhena 2004; Long and
McMellon 2004; Lee and Lin 2005; Parasuraman, Zeithaml et al. 2005) followed by
performance-based theory (see for example (Santos 2003; Bauer, Hammerschmidt et
al. 2005; Ibrahim, Joseph et al. 2006).
As a result, and by adopting the expectation-based theory, the bulk of customer
perceived quality literature in online environments continues to conceptualise factors
associated with the perceived online quality as dimensions (or components) of the
construct rather than as antecedents.

Unfortunately, this view does not regard

perceived quality as a separate construct, rather its components are summed to obtain
an estimate of service quality (Dabholkar, Shepherd et al. 2000).
The literature has also witnessed different views on the relationship between both the
perceived quality and customer satisfaction constructs (Brady and Cronin Jr 2001).
Interestingly, the two constructs have been also wrongly equated (Dabholkar,
Shepherd et al. 2000; Dahlsten 2003); customer satisfaction and perceived quality
were not always seen as distinct constructs (Dabholkar, Shepherd et al. 2000).
In addition to the variant theories that seed the foundation for measurement of the
online environment, there also seems to be a great debate in the literature on what
should be measured and what tools firms should focus on, whether in online or
offline environments. Factors that affect customer satisfaction and loyalty, regardless
of the product quality, are still not understood (Cronin and Taylor 1992; Dabholkar,
Shepherd et al. 2000). Results of customer satisfaction surveys fail to consistently
demonstrate connection to real customer loyalty and growth (Reichheld 1994).
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Customer loyalty indicators measured by customer retention rates may also be
insufficient to understand customer attitudes and their impact on business growth
(McEwen and Fleming 2003; Bourdeau 2005).

4.3. The need for a revolutionary and integrated approach
The significant change in the business environment due to the introduction of online
technologies, accompanied by the existing gap between the marketing and quality
management literature calls for an integrated model for the measurement of online
customer experience.
Figure 4.1 Gap in the literature

The integrated measurement model should address at least the following four
dimensions:


Hedonic perspective of the customer experience in the online environment in
addition to the utilitarian perspective.



All stages of the online experience.



The self-driven and firm-driven factors that are important to customers.
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Holistic types of measurement that show relationships between measures.

The following section details each one of these dimensions and considers how they
contribute to the development of an integrated model for the measurement of online
customer experience.
4.3.1. Integration between hedonic and utilitarian perspectives
Although the utilitarian and hedonic motivations have been extensively applied to
physical storefront studies, few studies explore whether both utilitarian and hedonic
motivations exist in the internet environment (To, Liao et al. 2007).
Utilitarian motivation means that customers start from a mission or task which is the
need to acquire a product/service, and the acquired benefit depends on whether the
mission is completed or not, or on whether the mission is completed efficiently and
more effortlessly (Holbrook and Hirschman 1982; Batra and Ahtola 1991; Babin,
Darden et al. 1994).
Hedonic motivation on the other hand refers to consumption behaviours in fulfilment
of happiness, fantasy, awakening, sensuality, and enjoyment needs (Hirschman
1984). Values gained from hedonic motivation are experiential and emotional
(Babin, Darden et al. 1994).
An increasing amount of recent research suggests that drivers of online buying are
not exclusive to functional attributes and as e-customers become more experienced,
they increasingly seek hedonic value through online means too (Hoffman and Novak
1996; Hoffman, Novak et al. 2000; Monsuwe, Dellaert et al. 2004; Bridgesa and
Florsheimb 2008)
Nevertheless, studies that address the hedonic view of customer online experience
are still few. Examples of which include the studies of (Alpar 1999; Loiacono,
Watson et al. 2002; Kim, Lee et al. 2004) who emphasise the importance of the
entertainment value in impacting customer satisfaction with the website. Other
hedonic factors included in perceived quality or satisfaction studies in the online
environment included emphasis on factors like the e-scape by (Birgelen, Ghijsen et
al. 2005), attractiveness of site design (Evanschitzky, Iyer et al. 2004; Hsu 2008),
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sensation (Janda, Trocchia et al. 2002), playfulness (Liu and Arnett 2000), aesthetics
(Madu and Madu 2002; Yang and Fang 2004), enjoyment (Zhang and von Dran
2002) and novelty (Huang 2003).
Figure 4.2 Perspectives of customer experience

Utilitarian
Customer Experience

Hedonic

4.3.2. All stages of the online customer experience
A customer‟s online experience consists of many important stages ranging from
information search, evaluation of range of products, decision making, transaction,
and post purchase stages related to delivery, returns and customer service
(Wolfinbarger and Gilly 2003). Generally, existing models for the measurement of
perceived quality in online environments seem to overlook this perspective
(Minocha, Dawson et al. 2006).
The following three stages constitute a direct encounter or interaction between the
firm and the customer in the online business environment (Minocha, Dawson et al.
2006).
1. Pre-purchase stage: during this stage the customer chooses a website, carries
out the necessary searches for a product or service and makes a decision
about whether or not to make a purchase. Decisions are influenced by several
factors such as website usability, information provided, the price, the
credibility of the website, the delivery mechanisms and refunds policy, etc.
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2. E-purchase: during this stage the customer selects the product/service and
completes the transaction; this usually involves entering personal details,
billing and delivery information, and payment details.
3. Post-purchase: this stage involves tracking the order and the receipt of the
products / services. During this stage, customer may need to query an order,
complain about the state of the delivery, or question his payment handling.
He might need to contact the organisation at touch points other than the Web
site.
Figure 4.3 Stage of the online customer experience

The nature of the service experience, and the perception of the customer on his/her
evaluation of the entire experience is likely to vary depending upon the activities
being completed through his/her engagement which ranges from information
collection through to customer support to transactions and shopping (Rowley 2006).
Studying customer perceived quality of his/her online experience at all stages has
been found to be particularly important due to the important role each stage plays in
comprising an overall quality experience. (Minocha, Dawson et al. 2006) explains
that the pre-purchase stage is important as it plays an important role in changing
browsing or potential customers into customers who are willing to make a purchase.
Additionally, obstacles that may be faced by a customer at the e-purchase and post
purchase stages are likely to prevent a negative customer perception. Accordingly,
factors that have been identified throughout the literature review will be mapped
against the three experience stages at the end of section 4.5.
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4.3.3. Integration between self-driven and firm-driven perspectives
The advanced and more sophisticated technologies provided now on the web allow
for a differentiated experience that is richer and requires a high level of customer
involvement (Lawler and Joseph 2006). The more „involving‟ nature of the online
medium causes customers to be in a „lean forward‟ mode, as opposed to a „lean
backward‟ mode during exposure to traditional media messages (Cleary, 1999 cited
in (Patwardhan 2004).
Online consumers experience self-service which „can be conceptualised as the
transference of control to the customers‟ where customers drive their own experience
by figuring out how to reach for information they require, how to select and compare
between products, and how to complete the product purchase transaction by
themselves (Rowley 2006). Firm-driven perspective as opposed to self-driven
perspective refers to aspects of the experience that are enforced by the firm and not
controlled by the customer, such as the website design, the tools and platform
selected by the firm, the site layout and content provided by the firm, etc.
More importantly, today‟s websites include advanced features that allow customers
to drive their own experience through a high level of involvement in personalisation,
customised products/services, simulations (Lawler and Joseph 2006) or support from
virtual communities around users (Hagel and Armstrong 1997), and highly involved
customer bases of hobbyists and enthusiasts (Wolfinbarger and Gilly 2001).
Active participation and customer involvement at various touchpoints in the service
or product value chain, adds value to customers not only through the more useful,
convenient and state-of-the-art product but also through the competitive experience
of co-creating the product with the company so that it suits exactly the customers‟
needs and expectations (Mascarenhas, Kesavan et al. 2006).
Consequently, and due to the immersive and interactive qualities of online
exchanges, recent literature has started to emphasise involvement as an important
factor for pleasant or compelling online experience (Hoffman and Novak 1996;
Childers, Carr et al. 2001; Patwardhan 2004; Huang 2006; Demangeot and Broderick
2007) but with no clear link to customers‟ perceived quality, satisfaction or loyalty.
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Unfortunately, factors that address customer engagement and self-driven experiences
have been generally overlooked from existing models that measure customer
perceived quality in the online environment.
Figure 4.4 Types of quality factors in the online experience

Self-driven
Customer
Experience
Firm-driven

4.3.4. Integration between performance, output and outcome measurement
As explained in the last section of Chapter Three, overlap in the measurement of
perceived quality, satisfaction and loyalty for online customer experience is evident.
Many studies focus on identifying attributes for one of the constructs and overlook
its relationship with the other two constructs.
(Brady and Cronin Jr 2001) argue that the many studies which consider the effect of
either customer perceived quality only or satisfaction only on consumer behaviour
intentions or loyalty and do not test models that include both of these constructs may
lead to biased results, which may overstate the importance of the impact of one or
both of these variables on consumers‟ intentions.
A model that identifies attributes and key factors for perceived quality, customer
satisfaction and loyalty to measure the online customer experience is necessary;
taking into consideration the fact that the three constructs are separate – yet highly
interrelated.
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Figure 4.5 Integrated model of measurement

Performance

Output
(transaction)

Measurement Types

Outcome

4.4. An integrated construct for the measurement of online
customer experience
Accordingly, the proposed construct outlined below was developed to provide a
holistic view on the measurement of online customer experience that caters for:


The hedonic and utilitarian perspectives of customer needs.



All stages of the entire online experience.



Self-driven and firm driven experiences.



And integrates the three types of experience measurement: performance
measurement using the XQual measure, transaction measurement using the
satisfaction measure and outcome measurement using the loyalty measure.

The coming sections of this chapter are dedicated to explaining the proposed
construct. More details on testing of the proposed construct and associated
hypothesis are provided in Chapter Seven and Eight.
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Figure 4.6 An integrated model for the measurement of customer online
experience – a proposed construct

4.5. Experience quality: performance measure
Performance-based measurement of perceived quality can be performed by asking
customers to evaluate how they feel about the service provider performance in
relation to specific features or factors (Cronin and Taylor 1992).
The performance-based measurement was used as an underpinning foundation for
this measure as it is believed to: outperform the disconfirmation approach
(Parasuraman, Zeithaml et al. 1994); offer more solid theoretical and empirical
evidence (Cronin and Taylor 1992; Cronin and Taylor 1994); give a more complete
understanding of perceived quality (Dabholkar 1996) in a shorter (Carrillat, Jaramillo
et al. 2007), simpler and more efficient way (Hudson, Hudson et al. 2004; Jain and
Gupta 2004); provides better validity of results (Teas 1993) and is a stronger
indicator of service quality than expectations (Page Jr and Spreng 2002); and proved
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to be a superior approach compared to the disconfirmation approach (Brady and
Cronin Jr 2001).
The performance-based measurement of perceived quality adopts the antecedents
conceptualisation model where the judgment of quality follows consumers‟
evaluation of certain performance dimensions of the service provider (Cronin and
Taylor 1992; Cronin and Taylor 1994). This approach for quality measurement
allows consumers to evaluate different factors related to the service but also form a
separate overall evaluation of its quality that is not a straightforward sum of the
components.
Analogous to the service quality literature, measurement of experience quality can be
performed using the customers‟ evaluation of the performance of certain factors
related to their experience with the website. Performance measurement of online
customer experience refers to customers‟ perceptions of the performance of certain
factors that are recognised as antecedents of the experience quality. The term XQual
will be used to indicate the measurement of customers‟ perceived quality of their
online experience. The XQual measure integrates all types of factors that apply to the
special nature of the online environment as outlined below.
4.5.1. Integrated factors
Online users seem to appreciate factors of hedonic nature, authors report that
escapism (Monsuwe, Dellaert et al. 2004; Birgelen, Ghijsen et al. 2005),
entertainment (Alpar 1999; Loiacono, Watson et al. 2002; Kim, Lee et al. 2004;
Bauer, Hammerschmidt et al. 2005); and site playfulness (Chen and Yen 2004) affect
customer perception, of the quality of their online experiences.
Customer experience is believed to consist of functional clues, that affect customer
perceptions of the calculative quality, mechanic clues and humanic clues that affect
customers‟ perception of the emotional quality (Berry, Carbone et al. 2002). Those
clues are driven by the firm to enrich the customer experience (Berry, Shankar et al.
2006). Where the functional clues relate to the so called technical quality of
offerings, reliability and competence of the service, the mechanic component of the
experience refers to sensory presentation of the service such as smells, sounds,
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sights, textures, etc. and the humanic component is generated from the behaviour and
appearance of face-to-face service providers – choice of words, tone of voice, level
of enthusiasm, body language, neatness, and appropriate dress, etc.
Obviously, the humanic clues do not apply in the context of the online environment
(Monsuwe, Dellaert et al. 2004). However, and in compensation of that, the online
environment allows for self-driven experiences (Wolfinbarger and Gilly 2001;
Lawler and Joseph 2006; Rowley 2006) where the customer is engaged in the
creation of the value chain through different means. Involvement is reported to
produce hedonic value to the customer as well as utilitarian value, but to a lesser
extent (Demangeot and Broderick 2007).
Accordingly, performance factors can be classified, as in Figure 4.7 below, where
functional and sensory clues are driven by the firm, and where customer involvement
clues are driven by the customer. Functional clues will impact the utilitarian quality
perception, while both the sensory and involvement factors will impact the hedonic
quality perception.
Figure 4.7 Integrated perspective of quality factors

Additionally, and since customer experience relates to all touch points between a
customer and an organisation, across all events of contacts or „moments of truth‟
(Schmitt 1999), the factors identified will be mapped against the three main stages of
customer online experience: pre-purchase, during purchase and post-purchase
experience.
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In conclusion, the measure XQual will be used to indicate the measurement of
customers‟ perceived quality of their online experience and will refer to the result of
the customer evaluation process regarding how they perceive the performance of the
experience in relation to certain factors that address both the utilitarian and hedonic,
self driven and firm driven aspects of the experience.
4.5.2. The XQual
Through an intensive scan of the literature (see Appendix II), the following seven
attributes and 29 factors were found to be important in impacting customers‟
evaluations of perceived quality and therefore will be considered antecedents to the
XQual measure. These factors are; Ease of use, Reliability, Quality of Information,
Responsiveness, Security, Appearance and Customer involvement/engagement.
More details on each attribute and its factor constituents are explained in the sections
below.
Analogous to the definition of quality attributes for a service or product which refers
to the characteristics or features that must be built in a product/service design in
order to fulfil customer needs (Juran 1977), quality attributes for the online
experience refer to the characteristics or features that must be ensured in the design
of experiences in order to fulfil customer needs. Quality factors on the other hand
refer to the specific aspects that are found to have significant impact on the
perception of each attribute.
4.5.2.1.

Ease of use

Ease of use is considered an important factor in evaluating customers‟ perceived
quality (Childers, Carr et al. 2001; Jun and Cai 2001; Loiacono, Watson et al. 2002;
Santos 2003; Ribbink, van Riel et al. 2004; Yang and Fang 2004; Baia, Lawb et al.
2008), in affecting customer satisfaction (Alpar 1999; Ho and Wu 1999; Baia, Lawb
et al. 2008) and in creating more loyal customers (Rajgopal, Venkatachalam et al.
2000; Loiacono, Watson et al. 2002; Ribbink, van Riel et al. 2004).
Ease of use was originally emphasised extensively in the literature addressing the
technology adoption dynamics in the workplace contexts. Davis, Bagozzi et al.
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(1989) developed a technology acceptance model (TAM) to understand workplace
adoption of new technology and found that ease of use and usefulness were the main
identified determinants. The model stipulates that the first determinant of a person‟s
attitude toward using new technology in the workplace, is perceived „usefulness‟ of
the technology; this refers to the degree to which using the technology will enhance
and improve the user‟s job performance.
Korgaonkar and Wolin (1999) employed the TAM to examine the impact of online
service quality on portal site usage and found that perceived ease of use influences
actual portal site use, attitude toward using the portal site, and behavioural intention
to reuse the portal site. Additionally, their findings indicated that perceived ease of
use is more important than perceived usefulness.
Literature has reported that ease of use or „usability‟ in the online context means the
ability of customers to get an overview of the structure, as well as ease of navigation
(Madu and Madu 2002), it is related to and affected by the site‟s search functions and
organisation, overall design and download speed (Zeithaml, Parasuraman et al. 2002)
as well as response speed and navigation support (Alpar 1999).
Similarly, Loiacono, Watson et al. (2002) considered that usability includes ease of
understanding of the web pages through display of information being easy to read
and understand as well as ease of operating and navigating between pages or intuitive
operations.
Szymanski and Hise (2000) outlined in their study that well-designed websites
through the use of uncluttered screens, the provision of easy-to-follow search paths
and fast downloading of information not only assures an easy to use website but also
provides pleasurable experiences and positively impacts customer satisfaction.
Demangeot and Broderick (2007) explored the sense-making of the site and outlined
that the ability of the site to: match prevalent web conventions (web intuitiveness);
provide links that lead to the pages and information the customer expects (links
relevance); respond effectively to the consumers‟ moves and provide the user with
progressively more relevant content (content relevance); use clear visual and textual
material; and generally to behave in a way that is anticipated by the user (clarity of
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screen) are factors that affect sense making of the website and therefore its ease of
understandability and navigation.
Obviously, ease of use is an attribute related to the website design that the company
chooses to apply in order to make it easy for customers to understand, navigate and
operate. Therefore ease of use will be defined in this study as the degree to which the
site is easy to understand (website understandability), easy to navigate (website
navigability) as well as easy to operate or perform required transactions (ease and
speed of transactions).


Ease of understanding

Different methods that help in making the website easy to read and understand have
been emphasised by many authors. Rajgopal, Venkatachalam et al. (2000)
highlighted the use of an intuitive layout with tightly integrated content, useful
demonstrations, extensive online help and consistency in website design, tight
integration of data and providing efficient access to information commonly accessed
by consumers. Alpar (1999) addressed choice between graphics and text, choice
between presentation with or without frames, and use of new web technologies to
facilitate website usability. Zeithaml (2002) and Parasuraman, Zeithaml et al. (2005)
highlighted the importance of making it easy for customers to find what they need
and to provide a well organised site and information, etc. Long and McMellon (2004)
included different ease of use aspects under the attribute „tangibility‟ such as ease in
finding products, organisation of site, complexity and level of confusion of site, etc.


Navigability

Consumers move in the online environment through navigation; Childers, Carr et al.
(2001) defined navigation as the „process of „exploring‟ the interactive environment
in alternative ways to seek out product-related information‟. It is also the process of
self-directed movement through the media which involves nonlinear search and
retrieval methods (Hoffman and Novak 1996).
Navigability or ease of navigation on the other hand is defined as „the extent to
which a site is perceived to have unrestrained connectedness, including links to other
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parts of the site and to other sites to allow easy information retrieval‟ (Huang 2003).
Hyperlinks and internal page links can create a feeling of being connected to the
world by allowing customers to jump from one point in cyberspace to another with
minimal required effort, enhancing by that the online experience.
Navigability refers also to the ease of access to services, ease of download of pages,
ease of search and site user-friendliness (Birgelen, Ghijsen et al. 2005). Lim and
Dubinsky (2004) define navigation in terms of speed to get to and download website
pages.

Speed of download of pages allows also for ease of navigation and is

considered one of the main reasons why customers choose to use websites (Cox and
Dale 2001).
Ease of navigation was reported to be an important factor that affects purchase
intentions even for expensive products and in making consumers less price sensitive
(Lynch and Ariely 2000). Similarly, Loiacono, Watson et al. (2002) agreed that poor
response time could frustrate customers and encourage them to switch to a different
website. Madu and Madu (2002) explained „Online users can easily be turned off
when the Web site is not easy to navigate, difficult, and thereby time consuming‟.
Demangeot and Broderick (2007) highlighted that context familiarity, which refers to
„the ability of the site to produce an online navigation similar in experience to that of
the offline shopping activity‟, makes ease of navigability and therefore a better
customer experience.
Additionally, waiting time needed to download pages during the navigation process
is seen also to be of great impact on customer satisfaction (Lim and Dubinsky 2004).
When a customer‟s wait to download a page during browsing is shorter than
expected, consumer satisfaction increases, and conversely, if the waiting time is
longer than expected, consumer satisfaction decreases.
To conclude, navigation time and efforts in online environments are analogous to the
physical effort extended to locate items in traditional settings. Navigability of the site
relates therefore to the ease and speed of locating items/information.


Ease of transaction
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Ease of use may also be related to ease of performed transaction (Liu and Arnett
2000; Tih and Ennis 2006). Customers require ease in operation not only during the
browsing and downloading of information, but also during performing the
transaction and this therefore refers to the smoothness of the transaction process.
Ease of transaction impacts upon customer perceptions of the quality of the website
design (Wolfinbarger and Gilly 2003) and is considered one of the core services that
affect customer satisfaction and repurchase intensions (Tih and Ennis 2006).


Speed of transaction

Speed of transactions was one way to explain ease of use according to (Alpar 1999).
Wolfinbarger and Gilly (2003) highlighted the importance of quickness to complete a
transaction on the website as an important factor of website design that influences
customers‟ perceived quality.
Transaction efficiency according to Chen and Chang (2003) includes factors like site
download time, and the time elapsed between making an order and delivering an
order.
Transaction speed or efficiency was also highlighted as one of the performance
factors by Janda, Trocchia et al. (2002), one of the efficiency factors by
Parasuraman, Zeithaml et al. (2005), or as one of the accuracy/convenience factors
by Ibrahim, Joseph et al. (2006).
4.5.2.2.

Reliability

Reliability (fulfilment or consistency in performance) is an important factor in
impacting customers‟ perceived quality (Cox and Dale 2001; Gefen and Devine
2001; Jun and Cai 2001; Madu and Madu 2002; Rotondaro 2002; Zeithaml,
Parasuraman et al. 2002; Fundin and Nilsson 2003; Li, Tan et al. 2003; Wolfinbarger
and Gilly 2003; Long and McMellon 2004; Yang and Fang 2004; Lee and Lin 2005;
Ibrahim, Joseph et al. 2006; Rowley 2006), satisfaction (Rotondaro 2002; Fundin and
Nilsson 2003; Lee and Lin 2005; Trabold, Heim et al. 2006) and loyalty (Gefen and
Devine 2001).

174

Chapter Four

Integrated measurement of online customer experience: A proposed construct

Reliability or fulfilment is the dominant dimension of service quality in traditional
business settings (Zeithaml, Parasuraman et al. 2002). Similarly, it has been also
reported to be an important determinant of customer e-satisfaction (Wolfinbarger and
Gilly 2003).
According to Madu and Madu (2002), reliability is also concerned with availability
of the website, its accessibility, speed and ability to quickly download information,
as well as reliability of information and customer transactions.
Santos (2003) explained that reliable websites process their online orders accurately,
charge customers correctly, deliver products on time, and deliver products similar to
those described in the website and in the stated condition.
Yang and Fang (2004) outlined that reliability means keeping the service and
promotion promise, accurate order fulfilment, accurate records and quotes, accuracy
in billing and accurate calculation of commissions.
The attribute of reliability overlaps in many cases with „fulfilment‟ and
„performance‟. Janda, Trocchia et al. (2002) defines fulfilment (which overlaps
according to the authors with reliability dimensions in the e-SERVQUAL) as the
firm‟s ability to deliver products accurately as well as its willingness to rectify
mistakes occurring during the transaction.
Quality and availability of customer support was one of the reliability or fulfilment
factors highlighted by Chen and Chang (2003) who used this term to refer to delivery
schedule and options, warranty services, return and exchange policies and charges,
availability and quality of technical support and availability of post-sales services.
Cox and Dale (2001) define reliability as consistency of performance and
dependability. This definition is closely related to the performance attribute by Janda,
Trocchia et al. (2002) which refers to the „firm‟s ability to confirm, process and
deliver their online order correctly and speedily‟, to indicate customer perception of
the amount of time required to complete an entire sales transaction as well as its
accuracy, additionally, the authors added that this attribute also means the ability and
willingness of the firm to rectify mistakes when they occur with minimal hassle to
the customer.
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Lim and Dubinsky (2004) outlined that, in determining reliability of an online firm,
customers tend to evaluate the firm reputation, the website security and privacy
policies.
Although the meaning of the word „reliability‟ may seem self-evident, it has been
defined in many different ways that apply to widely divergent phenomena. By
synthesising the main factors presented in the different definitions of the term,
reliability in this study means the ability of the website to function whenever needed,
to process the transaction accurately, make on-time delivery of the order, make
accurate delivery of the order and the ability to rectify problems whenever they
occur.


System functionality

Functionality of websites was highlighted as an important factor for online quality
(Cox and Dale 2001; Zeithaml 2002; Yang and Fang 2004; Jayawardhena 2004;
Parasuraman, Zeithaml et al. 2005) and customer satisfaction (Szymanski and Hise
2000).
Zeithaml (2002) defines technical reliability as the degree to which the website is
available and functioning properly. It indicates consistency of the virtual operation
performance through accessibility and availability of the site over time (Madu and
Madu 2002).
Cox and Dale (2001) point out that accessibility is crucial for websites because of the
24*7*365 concept of e-business where customers can browse the internet on a
continuous basis. The authors elaborate that if a website is unavailable or
inaccessible for a significant amount of time, customers will probably not try to use it
again and will instead click to a competitor.
Parasuraman, Zeithaml et al. (2005) call this factor „system availability‟ and define it
as the correct technical functioning of the site which means that the site is always
available for business, launches and runs right away, it does not crash and does not
freeze after the customer enters his/her order.


Accuracy of transaction
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Accuracy in transaction records and billing was one of the reliability factors
highlighted by Yang and Fang (2004). Accuracy of transactions was also considered
to be one of the core online services by Tih and Ennis (2006) that impacts
satisfaction and repurchase intentions and one of the accuracy factors that impact
customers‟ perceived quality in online banking.


On-time and accurate delivery

According to Zeithaml, Parasuraman et al. (2002), reliability is defined as the ability
of the firm to perform the promise accurately and dependably and therefore is
interpreted as accurate and on-time delivery as well as accurate product presentation
in online settings.
On a similar note, van Riel, Liljander et al. (2001) believed that reliability relates to
on-time delivery of ordered goods, accurate supply of information as well as errorfreeness of links. Santos (2003) explained that reliable websites not only offer quick
and accurate transactions, they also deliver products on-time, deliver products similar
to those described in the website and in the same condition. On-time delivery was
also considered to be one of the performance factors used by Janda, Trocchia et al.
(2002) referring to the „firm‟s ability to confirm, process and deliver their online
order correctly and speedily‟.
Wolfinbarger and Gilly (2003) outlined also that reliability or fulfilment factors
means customers receiving what they have ordered as presented accurately by the
website and on time, as promised. Parasuraman, Zeithaml et al. (2005) consider that
reliability includes factors like accurate and on-time delivery of the order as
promised, and being truthful about the offerings.
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Ability to rectify problems

Reliability is also related to the ability of the firm to rectify problems and sort them
out whenever they happen. Trabold, Heim et al. (2006) elaborated that reliability
relates to download speed, operational competence, on-time delivery and ease of
returns and refunds. Where on-time delivery tends to exhibit significant positive
relationships with customer e-satisfaction among those variables, ease of return and
refund policies are ranked second.
Janda, Trocchia et al. (2002) explained that in case mistakes occur, the firm must be
willing and able to rectify the situation with minimal hassle to the customer, they
consider this to be part of the performance factors.
Parasuraman, Zeithaml et al. (2005) highlight the importance of providing customers
with convenient options for returning items, handling product returns well, offering
meaningful guarantees as part of the responsiveness factor in the recovery eSQ. In
the context of this study, the ability to solve problems related to order returns is
considered part of the reliability attribute, whereas promptness of solving problems is
part of the responsiveness attribute, as explained below.
4.5.2.3.

Responsiveness

In the context of this study, responsiveness is defined as the website promptness in
communication, responding to customers‟ enquiries and in promptness of the
company in handling occurring problems in the post purchase stage.


Customer support promptness to enquiries

Quality and availability of customer support was one of the reliability or fulfilment
factors highlighted by Chen and Chang (2003). Responsiveness, one of the qualities
of customer support services is defined as „the degree to which a site is perceived to
respond to users‟ needs‟ Huang (2003) or the courtesy of the customer service staff,
the flexibility of the website policies and the way the firm addresses customers‟
concerns in relation to order cancellations, refunds, etc. (Madu and Madu 2002).
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Responsiveness can be measured by the promptness with which the firm responds to
customer enquiries such as emails (Zeithaml, Parasuraman et al. 2002) and can be
operationalised through the use of email management systems to create the feeling
that a site reacts responsively to customers‟ needs (Huang 2003).
Long and McMellon (2004) outline that factors of responsiveness include having
customer support that responds to customer requests promptly and provides prompt
response to customer enquiries. Similarly, prompt response to phone calls, prompt
services and prompt response to emails was included by Yang and Fang (2004) to
define responsiveness.
Wolfinbarger and Gilly (2001) outline that whenever customers have an enquiry in
the online environment, they expect responsive customer support and speedy answers
in response to their individual enquiries. According to the authors, customers who do
not receive prompt answers to their enquiries are willing to terminate their
relationship with the firm and purchase from a website that offers more
responsiveness customer service (Wolfinbarger and Gilly 2001).
Well-trained and responsive customer service employees are vital to solve
miscommunication problems between the website and service provider and therefore
are vital for online businesses (Wang and Huarng 2002). Jun and Cai (2001)
summarised qualities of customer service to include customer service quality,
reliability, responsiveness, competence, courtesy, credibility, access, communication,
understanding the customer, collaboration and continuous improvement.


Promptness in communication

Communication here refers to the activities performed by the firm to keep online
customers informed (Santos 2003). Importance of keeping online customers updated
with timely communication was highlighted by different authors (Cox and Dale
2001; Rotondaro 2002; Long and McMellon 2004). Responsiveness in the context of
this factor refers to promptness of the site in providing relevant communication that
is important to customers (Long and McMellon 2004). Yang and Fang (2004) outline
the fact that responsiveness includes promptness in order confirmation.
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Speed of transaction is related to a customer‟s perception of the ease of transaction,
and therefore both factors may be interrelated. The accuracy of information may also
be related to reliability ((van Riel, Liljander et al. 2001; Zeithaml, Parasuraman et al.
2002), however it has been addressed in this study under quality of information.


Promptness in solving problems

Responsiveness is defined by Parasuraman, Zeithaml et al. (2005) as the effective
handling of problems and returning through the site, the ability of a company to
provide appropriate information to customers when a problem occurs, and
mechanisms for handling returns and providing online guarantees.
Assurance and ability to solve customers‟ problems was also highlighted by Liu and
Arnett (2000) as part of the quality of service attribute, and as part of competence by
Yang and Fang (2004).
4.5.2.4.

Information quality

Information quality with its different aspects has been emphasised in impacting
customer perceived quality (Liu and Arnett 2000; Li, Tan et al. 2003; Rowley 2006),
their satisfaction (Alpar 1999; Szymanski and Hise 2000; Trocchia and Janda 2003;
Evanschitzky, Iyer et al. 2004) and loyalty.
Loiacono, Watson et al. (2002) outlined that customers seek information for one of
two reasons, either as an ongoing search on a relatively frequent basis, independent
of particular purchase needs, or as a pre-purchase search where information is sought
to facilitate a purchase decision. However, they added that regardless of the reason
for seeking information, certain characteristics are important to assure quality of
information. In this study those characteristics are information extensiveness,
accuracy, clarity, and updatedness.


Information extensiveness

Information extensiveness relates to the availability of complete and relevant
information required to finish an online transaction. Studies report that two-thirds of
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online transactions are not completed due to lack of complete information that are
required to finish the online purchase (Haney 2000).
Wolfinbarger and Gilly (2001) believe that many firms continue to overlook two of
the building blocks of any website that are necessary for customers to finish their
transactions, i.e. complete information about products/services in addition to intuitive
design interfaces for ease of use. The authors argue that goal-oriented customers are
too busy to look for alternatives; they prefer to find the selection and information
they require to complete the transaction efficiently.
Demangeot and Broderick (2007) outlined the fact that extensiveness of information
can relate to marketer and non-marketer information, where non-marketer
information means product information originating from non-marketer sources such
as promotional and advertising material.
The literature reports that availability and depth of information is an important factor
for comparing products and making a selection, influencing customer satisfaction
and improving their intentions to revisit and repurchase from a particular website
(Zeithaml, Parasuraman et al. 2002).
Lim and Dubinsky (2004) argue that despite the fact that delivering electronic
information in internet shopping sites is less expensive than paper catalogues,
research reported that e-retailers do not provide sufficient information to describe
their products.

They therefore advise e-retailers to offer a balanced amount of

information that allows customers to obtain enough information about the products
without becoming tired and stressed from examining too much product information.
Szymanski and Hise (2000) stipulated that more extensive or richer information leads
to better buying decisions and higher levels of customer satisfaction. Studies suggest
that the availability of relevant information in websites will help overcome
customers‟ fears and concerns about a particular product (Janda, Trocchia et al.
2002) and therefore improve the credibility of the site.
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Information accuracy

Lim and Dubinsky (2004) highlighted the importance of information accuracy in
catalogue shopping as critical factor in influencing customers‟ purchase decisions as
customers are unable to touch products and examine them.
Accuracy of information about availability of products seems also to be of
importance to customers. Customers were found to complain if they placed an order
assuming that products were available and yet waited a long time before products
were delivered due to inaccuracy of information or perhaps poor inventory
management (Wang and Huarng 2002).
Accuracy of information helps improve customer perceptions of website reliability
(Birgelen, Ghijsen et al. 2005). Accuracy has been reported as an important factor for
information quality by (Jun and Cai 2001; Loiacono, Watson et al. 2002; Li, Tan et
al. 2003).


Information updatedness

Madu and Madu (2002) argue that online sites should not be only rich in content and
accuracy but also timeliness. They add that when a website is not frequently updated,
it fails to deliver the expected performance. Information timeliness or currency has
been reported as an important factor that influences customer perception of website
quality (Jun and Cai 2001; Li, Tan et al. 2003) and satisfaction (Alpar 1999; Hsu
2008).


Information clarity

Clarity of information means that information should be presented in a form that is
readable and not ambiguous (Madu and Madu 2002).
4.5.2.5.

Security

Financial security and non-financial security (privacy) are important factors that
impact upon customers‟ perceived quality (Jun and Cai 2001; Janda, Trocchia et al.
2002; Loiacono, Watson et al. 2002; Madu and Madu 2002; Fundin and Nilsson
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2003; Santos 2003; Wolfinbarger and Gilly 2003; Jayawardhena 2004; Yang and
Fang 2004; Bauer, Hammerschmidt et al. 2005; Birgelen, Ghijsen et al. 2005;
Rowley 2006; Hsu 2008), satisfaction (Szymanski and Hise 2000; Gefen and Devine
2001; van Riel, Liljander et al. 2001; Fundin and Nilsson 2003; Evanschitzky, Iyer et
al. 2004; Birgelen, Ghijsen et al. 2005; Kim, Ma et al. 2006; Trabold, Heim et al.
2006) and loyalty (Gefen and Devine 2001; Birgelen, Ghijsen et al. 2005).
Janda, Trocchia et al. (2002) found that security has two forms: financial and nonfinancial:


Financial security

Financial security relates to the risks associated with conveying financial information
online (e.g. a credit card number) (Janda, Trocchia et al. 2002). Financial security
means protecting customers from the risk of fraud or financial loss due to the use of
customers‟ credit cards or other financial information (Zeithaml, Parasuraman et al.
2002).
Madu and Madu (2002) report that customers are worried about the abuse of their
personal information, and therefore believe that quality of online sites depend on the
ability of the website to safeguard and protect customers‟ financial and personal
information. In a similar way, (Szymanski and Hise 2000) reported that dissatisfied
customers were not comfortable with a company keeping their credit card numbers
on file which may be used in an illegitimate way. Therefore, Janda, Trocchia et al.
(2002) advised online websites to educate customers about the security systems
applied and perhaps disclose the steps taken to safeguard and protect customers‟
personal information.


Privacy (non-financial security)

Non-financial security according to Janda, Trocchia et al. (2002) relates primarily to
the risks associated with revealing customers‟ personal information such as his/her
contact details. Non-financial security or privacy according to Zeithaml,
Parasuraman et al. (2002) means protecting customers‟ personal information from
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sharing with other websites, protecting customers‟ anonymity and providing
informed consent.
Long and McMellon (2004) included in their empathy variables measurement of
security of transactions and privacy of customer information, similarly, van Riel,
Liljander et al. (2001) also used the assurance term to refer to the trustworthiness of
the customer, the safety of online transactions, and providing a policy for dealing
with personal information.
4.5.2.6.

Appearance

Sensory stimulation coming from colour and sound are believed to be critical
dimensions that motivate consumers to shop and that enhance the consumption
experience in traditional settings (Tauber 1972) and in the online environment
(Parsons 2002).
Multimedia friendliness that is produced by voice effects, pictures and visuals creates
an appealing appearance of the electronic environment, and hence enhances the
overall customer experience by increasing the enjoyment and entertainment of
customers (Mäenpää, Kanto et al. 2006).
Appearance is defined as „the proper use of colour, graphics, images, and animations,
together with the appropriate size of the Web pages‟, it is usually the first factor
observed by customers (Santos 2003).

Birgelen, Ghijsen et al. (2005) refer to

website appearance „attractiveness‟ as e-scape and define its sub-features as the
attractive display of information, appealing layout and colour and attractiveness of
design.
Website aesthetics, attractiveness and visual appeal in the online experience is
believed to increase perceived service quality, customer satisfaction (Birgelen,
Ghijsen et al. 2005), joy (Birgelen, Ghijsen et al. 2005; Mäenpää, Kanto et al. 2006)
and customer entertainment (Loiacono, Watson et al. 2002). Appealing appearance
of the site is believed to attract customers during their first or repeat visits even if the
actual product was less appealing (Santos 2003).
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Synthesis of existing literature and an online blog showed that this attribute can
include three factors: appealing website aesthetics, professional appearance of the
site and website novelty.


Website aesthetics

Website aesthetics refers to the visual impact of the site which is defined as the
„degree to which the site‟s design grabs attention, is attractive, and conveys a clear,
unique image of the retail web site‟ (Demangeot and Broderick, 2007). It refers to
the visual attractiveness of the website appearance; it is concerned with the colour
combinations that are used, the sound effects, the animation, the size and type of
fonts, and the clarity and readability of texts (Madu and Madu 2002). It is also about
good colour schemes that are easy on the eye and visually attractive web interfaces
(Jayawardhena 2004). It is also concerned with the size of the web page and
graphics, where plenty of white space to facilitate reading is important, along with
proportional sizes of graphics (Santos 2003).
It is important to mention however that design of website aesthetics should be always
carried out with balance. It has been outlined that although the provision of appealing
graphics, images, animations, etc. have a positive impact on customers‟ perceptions
of a quality website, too many or too few images or animations may have a negative
impact on customers (Santos 2003). Cox and Dale (2001) explain that the use of
flashy graphics and complicated animation can also discourage customers from using
a site, therefore, designing the aesthetics of websites have to be carried out with
considerations for balance.


Professionalism of the site appearance

Professional appearance of the website has been considered an important factor that
affects customers‟ perceived quality and satisfaction (Hsu 2008). Colour is
considered an important factor of quality as it serves to reflect the corporate image of
the website and this is important for customers and gives them confidence in using
the site.
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Website novelty

Novelty refers to website attributes that customers find unexpected, new, surprising,
and unfamiliar. Novelty can be created by both freshness and newness of content and
innovation in information technology (Huang 2003). Innovativeness or novelty of
websites was characterised as an entertainment variable by Loiacono, Watson et al.
(2002) and was found to influence customers‟ perceived quality of the online
experience and their purchase and repurchase decisions.
Although Wolfinbarger and Gilly (2001) outlined the need to identify this category
of customers and emphasise their needs, this should happen without jeopardising the
fulfilment of search needs of goal-oriented consumers who appear to these authors to
be more predominant. They used the example of Buick.com which allows surfers to
view the car from every angle for goal-oriented shoppers with sufficient information
about the car, while engaging experiential shoppers with surprise and novelty.
4.5.2.7.

Involvement/engagement

The advanced and more sophisticated technologies provided now on the web allow
for differentiated experiences that are richer and require a high level of customer
involvement (Lawler and Joseph 2006). The more „involving‟ nature of the online
medium causes customers to be in a „lean forward‟ mode, as opposed to a „lean back‟
mode during exposure to traditional media messages (Cleary, 1999 in (Patwardhan
2004) which indicates that customer do drive their own experience. Marketers
consider the internet to be the fourth marketing channel on account of its potential to
attract, engage and involve customers (Chen and Yen 2004).
Conventionally, consumer involvement in the consumption process exceeds the
typical personal relevance multiplicity of cognitive responses to include attention,
interest and excitement, by emphasising the degree of activation or arousal.
Involvement is therefore more emotional and is associated with the right brain. This
phenomenon means that consumers are engaged in the activity in pursuit of
immediate pleasure or gratification (Holbrook and Hirschman 1982).

186

Chapter Four

Integrated measurement of online customer experience: A proposed construct

Similarly, and due to the immersive and interactive qualities of online exchanges,
recent literature started to emphasise involvement as an important factor for pleasant
or compelling online experience (Hoffman and Novak 1996; Childers, Carr et al.
2001; Patwardhan 2004; Huang 2006; Demangeot and Broderick 2007) but with no
clear link to customers‟ perceived quality, satisfaction or loyalty. Involvement is
reported to produce hedonic value to a customer as well as utilitarian value but to a
lesser extent (Demangeot and Broderick 2007).
Patwardhan (2004) defines involvement in an online setting as a „psychological state
of the participatory experience‟ that is multidimensional in nature and represents a
heightened cognitive (rational, thinking) and emotional engagement during exposure
to each online activity.
Demangeot and Broderick (2007) believe that involvement is a state that results from
the interaction between the customer and the content of the site. Therefore they
classify involvement into „cognitive involvement‟ which relates to the extent to
which customers attend, think about, focus or exert mental effort during their
engagement with a certain online activity, while „emotional involvement‟ refers to
the extent to which customers feel emotionally involved or affected during their
engagement to drive a certain online activity.
McEwen (2004) outline that customer involvement through interaction and
participation, continuous feedback, co-creation and co-ownership of products have a
dual positive impact both on customers and the firm.
In addition to influencing the quality of the online experience (Cox and Dale 2001;
Gefen and Devine 2001; Madu and Madu 2002; Zeithaml 2002; Jayawardhena 2004;
Kim, Lee et al. 2004; Lim and Dubinsky 2004; Long and McMellon 2004; Ribbink,
van Riel et al. 2004; Yang and Fang 2004; Bauer, Hammerschmidt et al. 2005;
Parasuraman, Zeithaml et al. 2005; Ibrahim, Joseph et al. 2006), customer
satisfaction (Alpar 1999; Kim, Lee et al. 2004; Birgelen, Ghijsen et al. 2005) and
loyalty (Gefen and Devine 2001; Srinivasan, Anderson et al. 2002; Ribbink, van Riel
et al. 2004); interactivity of websites were reported to influence positively joy of the
experience (Gefen and Devine 2001; Birgelen, Ghijsen et al. 2005).

187

Chapter Four

Integrated measurement of online customer experience: A proposed construct

Customer online engagement takes different forms through customer interaction with
the website through asynchronous or synchronous communication, personalisation,
customisation, and exploration.


Personalisation

Personalisation or individualisation which is defined as „the extent to which a site is
perceived to provide information personalised to the unique needs of each user‟, this
can operationalised through the use of information-filtering agents to provide users
with personalised information that meets their unique needs (Huang 2003).
Loiacono, Watson et al. (2002) refer to this as tailored communication where
interactive functions like search fields assist customers to access „more exactly‟ the
information needed as opposed to general information only.
Individualisation has been referred to in the literature as empathy or paying personal
and individualised attention to customer needs (Gefen and Devine 2001; Madu and
Madu 2002; Li, Tan et al. 2003; Jayawardhena 2004; Long and McMellon 2004;
Herington and Weaven 2007), having the right level of personalisation (Wolfinbarger
and Gilly 2003; Lee and Lin 2005; Rowley 2006), or understanding or knowing the
customer (Cox and Dale 2001; Jun and Cai 2001).
Wolfinbarger and Gilly (2001) stipulate that personalisation increases the sense of
customer control and freedom especially when it is used in order tracking, providing
purchases history, sending email notification of relevant products and special deals.
Nevertheless some online buyers looked at personalisation negatively especially
when it reduces the feeling of anonymity and therefore takes away the feeling of
control and freedom. (To, Liao et al. 2007) believe that this is due to the fact that
personalisation sometimes takes place without the customers‟ being alerted or told,
and therefore consumers might not be aware of the personalisation and may not even
realise the benefit. Or the level of customisation may not be sophisticated enough to
meet consumer requirements.
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Customisation

Customisation or adaptation of products or services by customers to suit his/her own
needs is emphasised for its impact on customers‟ quality perception (Madu and
Madu 2002) satisfaction and loyalty (Birgelen, Ghijsen et al. 2005).


Synchronicity

Synchronicity is defined as „the extent to which users feel that they have real-time bidirectional feedback‟. With a higher degree of synchronicity, the information
provided is more immediately available to users. Online customer services and
online chat make synchronicity possible (Huang 2003).
Real-time chat rooms which provide customers with the opportunity to interact with
representations from the firm and other customers allow for the creation of engaging
interactions on the web that are believed to drive a sensational customer experience
(Janda, Trocchia et al. 2002).


Participation

Participation is defined as „the extent to which a site and its users actively interact‟ or
are actively engaged in the information exchange. Participation happens when
companies give the opportunity to customers to create content, modify or add
information to the site (Huang 2003).
Interactivity of a website is not only concerned with communication with the firm
either for information and customer support, it also relates to communication with
online communities. Sharing customer reviews are perceived to give customers an
indirect experience with the products and services even before purchase. Consumer
behaviour tends to be influenced by external environments, such as promotion (Lim
and Dubinsky 2004).


Demonstrability

Demonstrability is defined as „the extent to which a site is perceived to simulate or
incorporate humanlike characteristics‟. It refers to a unique different kind of
interactivity, i.e. interactivity with the products. Therefore it requires media richness
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to supports a variety of symbols in the presentation of the site and the use of different
format modalities such as text, audio, visual, or touch to allow for this kind of
interaction (Huang 2003). An example of this was mentioned by (Janda, Trocchia et
al. 2002) who believe that having multimedia facilities that allow customers to
interact with the product provides a sensational experience to online customers, such
as the use of virtual mannequins which allow customers to „try-on‟ items prior to
purchase.


Exploration and learning

Learning is one of customers‟ motivation for online shopping (Parsons 2002). With
online environments customers have global, instant and up-to-date access to material,
and experience the enjoyment of seeing new items, getting new ideas and exploring
new products and new trends, which of course adds more pressure to the retailer to
keep up with trends and satisfy needs of customers.
The interactive nature of the online media, does not only allow for building
relationships between the customer and the service provider, it also increases
customers‟ ability to learn new skills and information from the environment through
browsing and exploration (Liu and Arnett 2000).
In highlighting the role of exploration on customers‟ involvement, Demangeot and
Broderick (2007) argued that whenever customers perceive that a site is worthy of
exploring, their interest and arousal are likely to create an enjoyable online
experience. The authors argue that involvement resulting from the exploration of a
site‟s content not only provides further knowledge and interest to know about the
product, it also creates an intrinsically enjoyable experience.
Mäenpää, Kanto et al. (2006) also elaborated that customer engagement in
exploration and curiosity stimulates browsing, and outlined that the exploratory
behaviour of customers involves intrinsically motivated consumption processes,
whether it was about exploratory product acquisition or exploratory information
seeking.
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Site playfulness

Site playfulness has been mentioned in the literature as one way to encourage
customer involvement. This factor does not refer to personal playfulness as an
individual trait (Loiacono, Watson et al. 2002), yet it refers to the ability of the site to
encourage customers to engage in a playful interaction. Liu and Arnett (2000) outline
that firms must be creative to encourage customer playfulness through enjoyable,
exciting and charming features; the feeling of participation and escapism enhances
their perception of the website quality. They outline that playfulness of websites
entails customers enjoying visiting the websites, the customer motivation to feel
participation, the promotion of customer excitement, charming features to attract
customers, and the promotion of customer concentration.
4.5.2.8.

The XQual matrix

As presented above, the XQual measure consists of 7 attributes, namely; Ease of use,
Reliability, Quality of Information, Responsiveness, Security, Appearance and
Customer involvement/engagement. Table below provides taxonomy of those factors
with reference to previous studies that supported them.
Table 4-1 Taxonomy of quality factors of online customer experience
1.

Ease of use

Navigability

(Alpar 1999); (Baia, Lawb et al.
2008); (Long and McMellon 2004);
(Birgelen, Ghijsen et al. 2005);
(Szymanski and Hise 2000); (Tih
and Ennis 2006); (Yang and Fang
2004); (Zhang and von Dran 2002);
(Loiacono, Watson et al. 2002); (Li,
Tan et al. 2003); (Zeithaml 2002);
(Parasuraman, Zeithaml et al. 2005);
(Cox

and

Dale

2001);

(Jayawardhena 2004)
Ease

of (Baia,

understanding
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(Herington and Weaven 2007); (Ho
and Wu 1999); (Loiacono, Watson
et al. 2002); (Long and McMellon
2004); (Szymanski and Hise 2000);
(Tih and Ennis 2006); (Yang and
Fang 2004); (Zhang and von Dran
2002); (Li, Tan et al. 2003);
(Zeithaml

2002);

(Parasuraman,

Zeithaml et al. 2005)
Ease of transaction

(Tih

and

Ennis

2006);

(Wolfinbarger and Gilly 2003); (Liu
and Arnett 2000)
Speed of transaction

(Janda, Trocchia et al. 2002; Yang
and Fang 2004; Ibrahim, Joseph et
al. 2006; Tih and Ennis 2006;
Trabold, Heim et al. 2006)

2.

Reliability

Website

(Parasuraman, Zeithaml et al. 2005);

functionality

(Zeithaml

2002);

(Bauer,

Hammerschmidt et al. 2005); (Cox
and Dale 2001); (Jayawardhena
2004); (Yang and Fang 2004);
(Bauer,

Hammerschmidt

et

al.

2005); (Kim, Ma et al. 2006);
(Rotondaro 2002)
Accuracy

of (Tih and Ennis 2006); (Yang and

transactions

Fang 2004); (Ibrahim, Joseph et al.
2006)

On-time delivery

(Ho and Wu 1999; Janda, Trocchia
et al. 2002; Wolfinbarger and Gilly
2003; Long and McMellon 2004;
Yang and Fang 2004; Parasuraman,
Zeithaml et al. 2005; Rowley 2006;
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Tih and Ennis 2006; Trabold, Heim
et al. 2006; Hsu 2008)
Accuracy of order (Zeithaml, Parasuraman et al. 2002);
delivery

(Santos 2003); (Wolfinbarger and
Gilly 2003)

Ability

to

solve (Parasuraman, Zeithaml et al. 2005);

problems
3.

Responsiveness

(Trabold, Heim et al. 2006)

Promptness

in (Trabold, Heim et al. 2006); (Liu

solving problems

and Arnett 2000); (Yang and Fang
2004)

Responsiveness

of (Alpar

1999);

customer support to Hammerschmidt
enquiries

et

(Bauer,
al.

2005);

(Birgelen, Ghijsen et al. 2005); (Cox
and Dale 2001); (Gefen and Devine
2001); (Ho and Wu 1999); (Ibrahim,
Joseph et al. 2006); (Kim, Lee et al.
2004); (Jun and Cai 2001); (Lee and
Lin 2005); (Li, Tan et al. 2003);
(Lim

and

Dubinsky

2004);

(Loiacono, Watson et al. 2002);
(Long and McMellon 2004); (Madu
and Madu 2002); (Ribbink, van Riel
et al. 2004); (Rowley 2006); (Yang
and Fang 2004); (Parasuraman,
Zeithaml et al. 2005); (Zeithaml
2002); (Huang 2003)
Timely

(Santos 2003); (Cox and Dale

communication

2001); (Long and McMellon 2004);
(Rotondaro 2002); (Yang and Fang
2004)

4.

Quality

of

Accuracy

(Birgelen, Ghijsen et al. 2005);
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(Kim, Ma et al. 2006); (Jun and Cai

information

2001); (Li, Tan et al. 2003); (Liu
and Arnett 2000)
Timeliness

(Alpar 1999); (Hsu 2008); (Kim, Ma
et al. 2006); (Jun and Cai 2001);
(Jun and Cai 2001); (Li, Tan et al.
2003); (Tih and Ennis 2006)

Extensiveness

(Bai, Lawb et al. 2008); (Bauer,
Hammerschmidt

et

al.

2005);

(Janda, Trocchia et al. 2002); (Kim,
Ma et al. 2006); (Li, Tan et al.
2003); (Liu and Arnett 2000); (Long
and McMellon 2004); (Wolfinbarger
and Gilly 2003); (Huang 2003)
Clarity

(Kim, Ma et al. 2006); (Long and
McMellon 2004)

5.

Security

Financial

(Bauer,

Hammerschmidt

et

al.

2005); (Wolfinbarger and Gilly
2003); (Trabold, Heim et al. 2006);
(Zhang

and

von

Dran

2002);

(Parasuraman, Zeithaml et al. 2005);
(Zeithaml 2002); (Janda, Trocchia et
al. 2002); (Kim, Ma et al. 2006);
(Liu and Arnett 2000); (Szymanski
and Hise 2000); (Janda, Trocchia et
al. 2002); (Evanschitzky, Iyer et al.
2004); (Lim and Dubinsky 2004);
(van Riel, Liljander et al. 2001)
Privacy

of (Wolfinbarger and Gilly 2003);

information

(Trabold, Heim et al. 2006); (Zhang
and von Dran 2002); (Parasuraman,
Zeithaml et al. 2005); (Zeithaml
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2002); (Janda, Trocchia et al. 2002);
(Kim, Ma et al. 2006); (Janda,
Trocchia et al. 2002); (Lim and
Dubinsky

2004);

(van

Riel,

Liljander et al. 2001); (Loiacono,
Watson et al. 2002)
Anonymity

6.

Appearance

of (Parasuraman, Zeithaml et al. 2005);

information

(Zeithaml 2002)

Website

(Birgelen, Ghijsen et al. 2005); (Hsu

Attractiveness
aesthetics

and 2008); (Loiacono, Watson et al.
2002); (Long and McMellon 2004);
(Madu and Madu 2002); (Yang and
Fang 2004); (Zhang and von Dran
2002); (Jun and Cai 2001); (Kim,
Lee et al. 2004)

Professional
appearance

(Hsu 2008); (Cox and Dale 2001);
of

site
Website

7.

Involvement

the (Kim, Lee et al. 2004); (Santos
2003)

Novelty (Loiacono, Watson et al. 2002);

(innovativeness)

(Huang 2003)

Participation

(Lim and Dubinsky 2004); (Huang
2003)

Synchronicity

(Janda, Trocchia et al. 2002)
(Huang 2003)

Customization

(Madu and Madu 2002)
(Birgelen, Ghijsen et al. 2005)

Personalization

(Alpar

1999;

Hammerschmidt

et

Bauer,
al.

2005);

(Birgelen, Ghijsen et al. 2005);
(Ibrahim, Joseph

et

al.

2006),

(Jayawardhena 2004); (Lim and
Dubinsky 2004); (Ribbink, van Riel
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et al. 2004); (Loiacono, Watson et
al. 2002); (Wolfinbarger and Gilly
2003); (Long and McMellon 2004);
(Long and McMellon 2004); (Huang
2003)
Demonstrability

(Janda,

Trocchia

et

al.

2002);

(Huang 2003)
Exploration

(Liu and Arnett 2000); (Demangeot
and Broderick 2007); (Mäenpää,
Kanto et al. 2006)

Playfulness

(Liu and Arnett 2000; Chen and
Chang 2003; Laukkanen 2006)

Based on the above, a matrix of the attributes, their corresponding factors and the
type of factors perspective they belong to is outlined in the table below. The matrix
also arranges the factors according to the experience stage they mainly affect as
explained in section 4.3.2, and includes factors that are both self-driven by the
customer or firm-driven by the online provider as explained in section 4.3.3. The
matrix was arranged in this manner, in order to ensure that the factors are integrated
and no important aspect has been overlooked.
Table 4-2 Matrix of the XQual factors
Attribute

Ease of use
Utilitaria
n

Function
al

Reliability

Factor

PrePurchase
of


Ease
understanding
Ease
of
navigation
Ease
of
transaction
Speed
of
transaction
Availability and
accessibility
Accuracy
of
transaction
Accurate
delivery of order
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During
Purchase

Post
Purchase
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Sensory

Hedonic

Engagem
ent

On time delivery
of order
Ability to rectify
problems or ease
of order return
Customer
support
promptness
to
Responsive- enquiries
ness
Promptness in
communication
Promptness in
solving problems
Clarity
of
information
Accuracy
of
Quality of information
information Extensiveness of
information
Updateness of
information
Anonymity
of
information
Privacy
of
Security
information
Financial
security
Site aesthetics
and
attractiveness
Professional
Appearance
appearance
Site novelty
Aesthetics
of
order packaging
Content
participation
Synchronous
interaction with
staff
through
chat
Customer
engagement Demonstration
and simulation
Personalization
Customizability
Explorability
Site playfulness
Firm-driven
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4.6. Satisfaction: transaction measurement
The understanding of satisfaction in online environments including the exploration of
dimensions and determinants is at a relatively nascent stage (Evanschitzky, Iyer et al.
2004).
Anderson and Srinivasan (2003) defined e-satisfaction as „the contentment of the
customer with respect to his or her prior purchasing experience with a given
electronic commerce firm‟.
Customer satisfaction matters because it affects customers‟ behavioural outcomes
(Zeithaml, Berry et al. 1996), considerable emphasis in the literature has been put on
linking perceived service quality, customer satisfaction and behavioural intentions
and financial results (Oliver, Rust et al. 1997b).
Consequently, recent studies have started to theorise that there may be other levels
beyond mere customer satisfaction and adequate quality (referring to the mere
evaluation of performance of product attributes) that could impact customers‟
behavioural consequences (Oliver, Rust et al. 1997). Kano, Seraku et al. (1984), for
instance, outlined in their „attractive quality‟ theory that the fulfilment of unspoken
and unexpected features of a product will lead to customer delight.
Recent thinking has begun to focus on delight as a higher level of satisfaction which
may create exceptional outcomes (Oliver, Rust et al. 1997) such as unshakable
customer loyalty (Arnold, Reynolds et al. 2005).
Although not addressed enough in the literature, satisfaction/dissatisfaction has a unidimentional continuum that can entertain extreme positive states of emotional
responses and highly positive satisfaction states such as positive surprise (Oliver,
Rust et al. 1997).
Based on the above, the feeling of satisfaction will be presented as a continuum that
starts with feelings of fulfilment of needs, to feelings of enjoyment, to pleasant
surprise. Customers experience the upgrade of these feelings to reach a state of
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delight as the ultimate satisfaction feeling. Components of the satisfaction continuum
are explained below.
Defining satisfaction attributes in this way conforms with Cronin and Taylor's (1994)
definition of satisfaction as a judgment that is experiential in nature. According to
this study, satisfaction reflects both cognitive elements through customers‟ feelings
of fulfilment of needs and emotional components which includes feelings of
enjoyment and pleasant surprise.
4.6.1. Fulfilment of basic needs
Traditionally, Oliver (1980) defined satisfaction as an affective, emotional reaction
growing and resulting out of confirmation or disconfirmation of product
expectations. It is a complex emotional response following experience with a product
(Oliver 1981).
Based on the expectancy-disconfirmation theory – as explained in Chapter Three –
satisfaction is also defined as „the summary psychological state resulting when the
emotion surrounding disconfirmed expectations is coupled with a consumer‟s prior
feelings about the consumer experience‟ (Oliver, Rust et al. 1997). Satisfaction is a
transaction-based measure that is related to a specific exchange with the
product/service (Parasuraman, Berry et al. 1991a; Parasuraman, Zeithaml et al.
1994).
The expectancy-disconfirmation model as explained by Oliver (1981) has been
recognised for its success in explaining the satisfaction dynamics (Phillips 1999). In
brief, the model illustrates that satisfaction happens in a series of well-defined steps
that start with the consumer forming certain expectations about the likely
performance of a product, i.e. consumers are expected to form pre-consumption
expectations before they observe the product attribute performance, later the
consumer evaluates the product actual performance and then compares the actual
performance to his/her own expectations.
Naturally, confirmation happens if consumer expectations match (are equal to) the
actual performance of the product. Positive disconfirmation takes place if product
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actual performance was greater than customer expectations, and negative
disconfirmation is experienced if expectations were greater than the product actual
performance.
According to this model (Oliver 1981), satisfaction happens when customers
perceive the performance of the product attribute to be fulfilling of their needs and
according to their pre-defined expectations. In this study, this feeling of fulfilment
will be considered the first step on the satisfaction continuum. Therefore, fulfilment
of basic needs relates to customers‟ feelings about the performance of certain factors
(quality of the experience) in relation to their pre-determined needs.
Obviously, customer needs in the online environment differ from one customer to
another. Wolfinbarger and Gilly (2001) argue that utilitarian shoppers are committed
the accomplishment of a goal of product acquisition as effortlessly and efficiently as
possible, while experiential shoppers focus on the experience as much as they focus
on the product acquisition. Some customers expect to exert control on the virtual
world through their self-initiated activities (Hoffman, Novak et al. 2000).
4.6.2. Enjoyment and pleasant surprise
Disconfirmation of customer expectations against the performance of specific
product attributes may not be sufficient enough to address the entire concept of
customer satisfaction. Affect or emotions have been found to be an important
component in the satisfaction judgment process (Westbrook and Black 1985;
Havlena and Holbrook 1986; Lassar, Manolis et al. 2005); satisfaction is a function
of positive affect and disconfirmation (Oliver, Rust et al. 1997)
Customers can experience different levels of satisfaction and express different
emotional profiles when they evaluate their experience with a product or a service
(Westbrook and Black 1985). Customer delight represents an extreme positive
emotional state on the satisfaction continuum (Arnold, Reynolds et al. 2005).
Customer delight is defined as a profoundly positive emotional state that is generally
resulting from having customers‟ expectations exceeded to a surprising degree (Rust
and Oliver 2000)
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Herington and Weaven (2007) stipulated that there is a general agreement in the
literature that delight is considered a second level emotion. Based on the emotion
typologies that were explained in Chapter Three, delight is characterised by a blend
of lower order emotions like pleasure and surprise (pleasant surprise) (Westbrook
and Black 1985) or a mixture of joy and surprise (Plutchik 1980) or a function of
surprising consumption, positive affect (joy) and arousal (Oliver, Rust et al. 1997),
(Westbrook and Black 1985) labelled customers with the highest levels of joy and
positive surprise as „delighted customers‟.
Oliver, Rust et al. (1997) stipulated that „satisfaction may be best understood as an
ongoing evaluation of the surprise inherent in a product acquisition and/or
consumption experience‟, he then added that the unexpected high levels of
satisfaction or service performance initiate positive affect (joy), which in turn causes
the delight sequence.
It takes a large positive discrepancy between the product/service performance and
expectations to generate the feeling of surprise (Oliver 1989). Surprise arises when
the performance differs significantly from expectations, or when features of a
service, or some combination of them show the capacity to perform exceptionably
well (Oliver, Rust et al. 1997).
The appreciation of enjoyment and pleasant surprise by customers fits the context of
the online environment. Generally, some of the reasons that were found to be
substantial in motivating customers to use the online environment were not directly
linked to the acquisition of a product or service. Customers use the online
environment for an opportunity to divert from the problems and stresses of daily life
routines, due to a need for reward after a long hardworking job for instance, where
emotional states and moods lead to rationalisation of shopping behaviours, or to
enjoy bargaining for a lower price or getting better value which provides a unique
form of enjoyment for some shoppers (Parsons 2002). Laukkanen (2006) believes
that the internet has generated additional dimensions for the exchange business, fun
and enjoyment seem to enhance the overall customer experience (Koufaris 2001;
Koufaris and Hampton-Sosa 2002) and to encourage customers‟ repeat visits to the
site (Rice 1997).
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4.7. Loyalty: outcome measure
Loyalty is defined „as the enduring psychological attachment of a customer to a
particular service provider‟ (Butcher, Sparks et al. 2001).
Loyalty is „a deeply held commitment to rebuy or repatronize a preferred
product/service consistently in the future, thereby causing repetitive same-brand or
same brandset purchasing, despite situational influences and marketing efforts
having the potential to cause switching behavior‟ (Oliver 1999). The author
conceptualised three hierarchical phases corresponding to the loyalty continuum
moving from shallow to deep levels of loyalty. The stages are:


A cognitive preference over other competitive brand attributes resulting from
customer belief of brand superiority.



An affective preference toward the product.



A greater intention (conation) to purchase the product beyond that for
competing products.

This cognitive-affective-conative hierarchal phase of loyalty explains the differing
levels of loyalty. Customer loyalty builds up as each of those phases are realised
starting by establishing a belief about a superior brand, then liking it more than any
other offering, developing by that a clear affective preference, then finally, intending
to buy the brand as opposed to other competitive brands (Oliver, Rust et al. 1997).
According to Oliver (1999), customers develop a cognitive preference for a brand or
„cognitive loyalty‟ based on the intrinsic service attribute performances and shallow
information on the brand or a recent experience with the firm, this kind of loyalty is
generally reserved for low level involvement and mundane purchases.
Affect loyalty on the other hand is deeper and through this customers begin to like
the brand and form a commitment to the firm. The more intense the level of customer
affect, the higher the level of their commitment to the brand. Conative loyalty is
obviously the most desirable target for the firm, where customer commitment is
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deeper causing strong motivations to rebuy, and resulting from repeated positive
cognitive and affective experiences with the service.
Continuing to build on the affect loyalty concept, increasing literature is advocating
that the ultimate state of loyalty is emotional attachment. Loyal customer are loyal
because they are emotionally attached to the service provider (McEwen and Fleming
2003; McEwen 2004; Coyles and Gokey 2005).
As customer commitment to a service provider evolves and deepens, moving from
one stage to another, loyalty outcomes become stronger and more prevalent
(Bourdeau 2005).
According to this study, customer loyalty will be presented on a continuum that starts
with trust, moves to advocacy to identification and reaches to emotional attachment;
the ultimate state of loyalty. Components of the continuum are explained below
4.7.1. Trust
Trust in online environments, or e-trust is defined „as the degree of confidence
customers have in online exchanges, or in the online exchange channel‟ (Ribbink,
van Riel et al. 2004).
The role of trust in affecting customer intention to purchase online has been
emphasised by the literature (see for example, (Rajgopal, Venkatachalam et al. 2000;
Koufaris and Hampton-Sosa 2002; Madu and Madu 2002; Ribbink, van Riel et al.
2004; Hsu 2008) Customers‟ perceived trust in a website affects their willingness to
take the risk of buying something virtually (Hsu 2008). Lack of trust has been
reported as one of the most frequently cited reasons for not making online purchases
by customers (Lee, Park et al. 2001). It is therefore reasonable to expect that
customers would have to trust a website before becoming or remaining customers
(Herington and Weaven 2007).
The online medium is relatively new and is still a challenge to many customers who
do not have enough experience in it (Monsuwe, Dellaert et al. 2004). The online

203

Chapter Four

Integrated measurement of online customer experience: A proposed construct

medium is considered to be more risky and uncertain compared to conventional
business settings. Online transactions are conducted at a distance with no product
physical inspection, or discussions with salespersons (Hsu 2008) and with
uncertainty about privacy and security of information (Lee, Park et al. 2001) which
in turn creates a sense of powerlessness among online shoppers (Monsuwe, Dellaert
et al. 2004).
Generally, customer levels of trust, whether interpersonal (between the website and
the customer) or institutional (between the customer and the computer system or
internet), affects customer intentions to purchase and re-purchase online (Monsuwe,
Dellaert et al. 2004).
According to Madu and Madu (2002), trust is closely associated with security as well
as system integrity, customer trust of a website affects their willingness to purchase
online or even disclose personal information. The authors outlined that online sites
can build customer trust by being highly reliable and dependable in the way they
respond to customer requests, enquiries and complaints.
A study carried out by Koufaris and Hampton-Sosa (2002) showed that a positive
customer experience with a website, through perceived ease of use and usefulness
will lead to a favourable customer perception of the site as more trustworthy. They
also confirmed that customer trust in a website is an important determinant of
customer intentions to buy and loyalty.
Functionality and usability of website designs are very important determinants to
earn the trust of customers as with a lack of salespersons, the website becomes the
most important factor to customers.
Leading firms in trust, or customer confidence as it was called by Rajgopal,
Venkatachalam et al. (2000) maintain highly reliable websites as well as
knowledgeable and accessible customer service and offer quality and security
guarantees. The authors mention other factors that contribute to customer confidence
and trust, such as the firm‟s technological abilities and independence, years in
business as well as years in the online business, in addition to membership in trade
organisations.
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High levels of security and privacy of a site lowers customers‟ perceptions of risk
involved in the transaction (Monsuwe, Dellaert et al. 2004) and therefore has a
positive impact on customer trust (Lee, Park et al. 2001). Therefore, trust is reported
as an outcome attitude resulting from online service quality (Herington and Weaven
2007) and directly affect loyalty (Ribbink, van Riel et al. 2004).

4.7.2. Advocacy
Butcher, Sparks et al. (2001) outline that loyal customers who become active
advocates for the service may provide positive word of mouth (Zeithaml, Berry et al.
1996; Johnson, Gustafsson et al. 2001; Jones and Taylor 2007), recommend the
service to other prospective customers (Fisk, Brown et al. 1990; Reichheld 1994),
encourage others to use the service, or defend the virtues of the service provider
(Kingstrom 1983).
Reichheld (1994) outlines that customer willingness to recommend a product/service
to someone else, like a friend or a colleague is one of the best indicators of loyalty.
In this case a customer acts as a reference and puts his/her own reputation on the line.
The literature supports the fact that advocacy reflects a higher level of customer
commitments to a service provider (Bourdeau 2005).
4.7.3. Identification
Consumers identifying or relating to a brand or a service provider occur when they
affiliate themselves with the firm, share certain values with it (Bourdeau 2005), and
take a sense of ownership over the service (Butcher, Sparks et al. 2001).
Butcher, Sparks et al. (2001) explain that identification is implicit in the intuitive
notions of customers expressing themselves through the service provider they choose
or visit regularly. Which means that service providers will be seen by the loyal
customer as an extension of one‟s self identity, identifying a service provider as „my
service provider‟ or acknowledging a collective representations with the service
provider using „us‟ and „we‟ (Jones and Taylor 2007).
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4.8. Conclusion
The inability of existing online customer experience measurement models to address
the complexity of today‟s business environment, and its impact on the role of
customers –see chapter three for limitations- is calling for the development of an
integrated model for the measurement of online customer experience.
Following to an intensive review of the literature in both consumer behaviour and
marketing literature as well as quality management literature, and the synthesis of 50
studies related to the area of customer experience measurement in the online
environment, an integrated construct for the measurement of online business
experience was proposed in this chapter. The construct includes three types of
measurement, experience quality, satisfaction and loyalty.
The experience quality measure (XQual) refers to customers‟ perceived performance
of a certain online experience in relation to specific factors that address the utilitarian
and hedonic aspects of their pre-purchase, purchase and post-purchase experience.
This measure does not cover the measurement of the consumption experience of the
service or the product through offline interactions between the customer and the
product/service.
The XQual construct consists of 29 integrated factors that were categorised under
seven attributes; namely: Ease of use, Reliability, Responsiveness, Quality of
information, Security, Appearance and Customer engagement. The construct
integrates self-driven factors and firm driven factors, as well as functional, sensory
and engagement factors that satisfy customers‟ hedonic and utilitarian needs.
Satisfaction of online customers on the other hand refers to a transaction-based
measure that is related to a specific exchange between the customer and the online
environment and is based on what customers expect compared to what they receive.
The satisfaction construct consists of three main components: fulfilment of basic
needs, enjoyment and pleasant surprise. The construct is built based on a progressive
conceptualisation representing the growth of customer satisfaction to reach its
ultimate state, i.e. delight.
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Loyalty of online customers is the customers‟ progressive commitment to buy from a
certain website. The loyalty construct consists of three progressive components,
namely: trust, advocacy and identification. The construct advocates that the higher
the level of customer loyalty as progressing from one component to another, the
higher the emotional attachment customers generate.
The construct that has been proposed in this chapter will be purified and validated
using qualitative and quantitative research methods as will be explained in detail in
the following chapters.
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5. CHAPTER FIVE: RESEARCH DESIGN AND
METHODOLOGY
5.1. Introduction
In order to identify the most effective research method for this study and for the
achievement of its objectives, this chapter outlines some of the main research
philosophies and analyses their main underpinning assumptions and dimensions as
well as their relative characteristics.
Since this study is about developing a measure for a construct, measure development
methodology is also discussed, with an in-depth analysis of the selected data
collection and analysis methods and their benefits in light of the research objectives
and research questions.

5.2. What is research?
Research is a powerful word that is used in our everyday life to mean many different
things for different people. This word sometimes influences our perceptions and
decisions and many times changes our preferences and even beliefs.
Collis and Hussey (2003) refer to research as a systematic and methodological
process of enquiry or investigation that aims to add knowledge to a specific issue by
providing a coherent and logical route to a reliable outcome.
Ghauri and Gronhaug (2002) outlined another definition that describes research as a
process that people undertake to increase their knowledge by discovering and finding
out things.
From the common words in the two definitions, research is characterised by a
systematic process established in the first place for a purpose: finding knowledge
about a specific issue or area.
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Obviously, research in management and business will have the same characteristics
as research in any other discipline; it has to be systematic and purposeful.
Nevertheless, according to Easterby-Smith (1991), there are specific features that
distinguish management research:


It is trans-disciplinary: which means that it relates to and uses knowledge
from other disciplines which usually enrich the management research with
more insights that cannot be gained separately in within each discipline alone.



It is commercially-oriented: research access to powerful management
people is usually limited unless a commercial or personal advantage is seen
as promising.



It is practice-focused: management research usually either has a practical
implication or a potential for practical consequences of the findings.

The third feature of management research represents perhaps the biggest challenge
for it, where researchers have to present rigorous theoretical and practical
endeavours. Saunders et al. (2003) has referred to this challenge saying that
„business and management research not only needs to provide findings that advance
knowledge and understanding, it also needs to address business issues and practical
managerial problems‟.
Operation management in particular has also been characterised by addressing the
entire organisation including both of its elements: the human and physical (Drejer,
Blackmon et al. 1998).

5.3. Research philosophies
The conception of objective knowledge has been seen as the focal aim of science
(Smith 1998), the assumption however, on what constitutes objective knowledge and
how to create it affects the way we collect and interpret empirical evidence.
Research philosophies relate to one‟s perception of the nature of knowledge and how
it is created, this perception is very important as it affects how we go about our
research and how we design it.
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Business research comprises of cognitive, affective, as well as behavioural
components, therefore it can be grounded on strong qualitative or strong quantitative
methodology (Saunders, Lewis et al. 2003), unfortunately though, many researchers
start thinking about their research data collection method, whether they should
administer a questionnaire or conduct an interview, before they think about the
research philosophy they are adopting and the underpinning assumptions.
Terminology in the area of research philosophies seems to be overwhelming, so
much so that one cannot grasp of all the „isms‟ and the „ologies‟ in the subject area.
Nevertheless, Collis and Hussey (2003) consider that despite the „considerable
blurring‟ in the subject literature, the two main philosophies – sometimes referred to
as paradigms, or approaches – are: positivist and interpretivist or realism. Both
philosophies represent two extremes of a continuum.
The assumptions and perceptions that underpin each of the two extreme philosophies
shape their characteristics. Moving along the continuum relaxes these assumptions
and allows the emergence of other philosophies. According to Creswell (2003) the
main aspects that researchers should consider are ontological, epistemological,
axiological, rhetorical and methodological. The ontological aspect relates to how the
researcher perceives the nature of reality, the epistemological and axiological are
concerned with the relationship between the research and the researcher and the role
of value in the research respectively.
5.3.1. Positivism
Positivists consider reality as objective and external to them. Positivists are also
independent from what they research, and their researches are value-free and
unbiased (Creswell 2003).
Researchers adopting this philosophy believe that they are objective analysts who
interpret data in a detached manner unleashed from any value influence. They deal
with things as hard facts; they seek to understand the relationships between these
facts and assume that this relationship constitutes established scientific laws
(Saunders, Lewis et al. 2003).
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Positivists therefore consider that the process of research in social sciences should be
similar to what is conducted in physical and natural sciences where results can be
materialised into law-like regularities in order to be generalised (Creswell 2003).
Remenyi et al. (1998) explains that a positivist prefers „working with an observable
social reality and that the end product of such research can be law-like
generalisations similar to those produced by physical and natural scientists‟.
Blaikie (1993) outlines that six general common assumptions are shared among
positivists, as in the table below:
5.1

Common assumptions among positivists

Assumption

Definition

Naturalism

The idea that it is possible to transfer the methods and assumptions of
natural science to the study of social objects.

Phenomenalism

Only knowledge gained through observed experience can be taken
seriously.

Nominalism

Concepts have no use other than names. Words are seen as pure
reflection of things.

Atomism

Objects of scientific study are discrete, that is the objects cannot be
broken down into any smaller parts.

Scientific laws

General statements which describe and explain empirical regularities
which occur in different places and at different times.

Facts/values

Facts and values are seen as distinct. Only facts can be regarded as
scientific. Facts can be empirically verified, and values which involves
subjective assessment and claims about what ought to be. Thus values
cannot be observed, measured or explained.

Source: Blaikie (1993)
As a result of the assumptions of this philosophy, positivists adopt a deductive
research methodology in which the theory is developed from the literature. A
hypothesis is then developed and tested through a suitable research design that relies
on measurable observations and quantitative results or statistical analysis to interpret
the problem of research. During this process, positivists look for associations or
causalities between the studied variables based on quantitative evidence.
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Remenyi, Money et al. (1998) outlines that the positivist approach is often
designated as quantitative research, which believes that the subject under analysis
should be measured through objective methods rather than being inferred
subjectively through sensation, reflection or intuition.
Positivism researchers look for causal explanations and fundamental laws, and break
down the whole into its simplest possible elements in order to simplify and facilitate
analysis (Easterby-Smith 1991; Delanthi, Baldry et al. 2002).
As discussed above, some of the main implications of this approach include the need
for independence of the observer from the subject being observed, and the
formulation of hypotheses for subsequent verification.
5.3.2. Interpretivisim/realism
The answer to the ontological and epistemological enquiries of „what is reality‟ and
„what we consider valid knowledge of that reality‟ is laid out by interpretivists as:
reality is subjective and researchers interact with the subject of research affecting the
knowledge and facts that are produced out of it. The distance between the problem of
research and the researcher is minimal (Creswell 2003). The realism philosophy
(interpretative or phenomenological) understands reality as holistic, and socially
constructed, rather than objectively determined.
In support of this philosophy, Susman and Evered (1978) stipulate that realism, an
approach which emerged in the last half of the twentieth century, might solve an
arising problem in management research, the „epistemological crisis‟ resulting from
the application of the positivism philosophy in the social sciences. et al.
Saunders et al. (2003) argued that the social world of business and management is far
too complex to lend itself to theorising by definite laws in the same way as the
physical science. They continued that business situations are complex, unique, and a
function of a particular set of circumstances and individuals.
Based on the axiological assumption that underpins this philosophy, interpretivists
are involved in the research; therefore researchers‟ values and beliefs help to identify
what is considered to be fact and also to interpret the findings of the research
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(Creswell 2003). Collis and Hussey (2003) explain that interpretivists consider that
reality is within us, therefore the process of investigating reality and the subjective
state of the researcher has its impact on what reality is. This qualitative approach
focuses on the meaning of the observation and not the measurement.
Interpretivists do not gather facts or simply measure how often certain patterns occur,
they rather appreciate the different constructions and meanings people place upon
their own experiences and the reasons for these differences. The realism approach
tries to understand and explain a phenomenon, rather than search for external cause
or fundamental laws (Easterby-Smith 1991; Remenyi, Money et al. 1998).
Driven by those assumptions, interpretivists carry out inductive research in which the
theory is developed based on the analysis of the data collected, a small sample of
objects is examined for a specified period of time in order to understand and interpret
what is happening, and also to find patterns that are repeated in similar situations
(Creswell 2003).
Easterby-Smith (1991) summarised the main differences between positivist and
realist philosophies as in the following table.
5.2: Main

differences between positivists and realists

Theme

Positivist paradigm

Basic beliefs

The

world

is

Realist paradigm

external

and The world is socially constructed

objective.

and subjective.

Observer is independent.

Observer is part of what is

Science is value free.

observed.
Science is driven by human
interests.

Researchers should

Focus on facts.
Look

for

Focus on meanings.
causality

fundamental laws.

and Try

to

understand

what

is

happening.

Reduce phenomena to simplest Look at the totality of each
elements.

situation.

Formulate hypotheses and test Develop ideas through induction
them.

from data.
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Preferred method in Operationalise concepts so that Use
the research

multiple

methods

to

they can be measured.

establish different views of the

Take large samples.

phenomena.
Small samples investigated in
depth or over time.

Source: Easterby-Smith (1991)
5.3.3. Mixed method approach
Remenyi et al. (1998) argued that the aforementioned two philosophies or
approaches, i.e. positivism and realism are not totally different when it comes to their
impact on research. If a convincing argument and a proper validation are made,
findings of the two approaches should be able to add to the body of knowledge. The
authors see that the two approaches are complementary to each other, whether
adopted separately or jointly.
Remenyi et al. (1998) labelled this mix of positivism and realism as a „more realistic‟
approach that is often used in management studies. According to them, the world is
essentially non-deterministic and the positivist approach or the realist approach alone
would not be a good choice in the context of business and management studies.
However, it is perhaps important to understand the strengths and weaknesses of each
philosophy or paradigm in order to make the best use of each one. The table below
lists the strengths and weaknesses of each paradigm.
5.3

Strengths and weaknesses of positivist and realist paradigms

Paradigm Strengths

Weaknesses

Positivist

Provide wide coverage of the

Not very effective in understanding

range of situation

processes or the significance that

Fast and economical.

people attach to actions.

Of considerable relevance to

The methods used tend to be rather

policy makers when statistics

inflexible and artificial.

are aggregated from large

Not very helpful in generating

samples.

theories.
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Does not support policy makers to
infer what changes and actions should
take place in the future because of
their focus on the past and present
Realist

Ability to understand people‟s

Data collection can be tedious and

meaning.

require more resources.

Ability to adjust to new issues

Analysis and interpretation of data

and ideas as they emerge.

may be more difficult.

Contribute to theory generation.

Harder to control the pace, progress

Data gathering methods are

and end-point of research process.

more natural than artificial.

Policy makers may give low

Ability to look at change

credibility to results from qualitative

process over time.

approach.
Source: Easterby-Smith (1991)

Similarly, Bryman (1995) claims that each of the qualitative and quantitative
research methods have several advantages and disadvantages (Table 5.4). According
to this author, using a mixed method approach increases the reliability of the study.
5.4

Dissimilar features in quantitative and qualitative methods

Quantitative

Qualitative

Brief or non-existent contact between

Close contact with participants

researcher and informants
Researcher is an outsider looking into

Researcher has to get close and be

field by applying pre-defined framework

insider to field of investigation

to investigate subject
Operationalised theory or concepts

Theory or concepts emerge as research
develops

Structured approach which is researcher-

Open and unstructured approach and

driven

subject-driven

Time and place-independent findings,

Findings that relate to specific time

rigid, hard, rigorous and more reliable

periods and locales. Rich and deep
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content
Views social world in static manner and

Views linkages between events and

neglects role and influence of change in

activities and explores people‟s

social life.

interpretations of factors which produce
such connections.
Source: Bryman (1995)

Remenyi et al. (1998) defines mixed methods approach of research ‘as the class of
research where the researcher mixes or combines quantitative and qualitative
research techniques, methods, approaches, concepts or language into a single study‟.
Philosophically, it is the „third wave‟ or third research movement beyond the
paradigm wars that offers a logical and practical alternative. The mixed research
makes use of the pragmatic method and system of philosophy. Its logic of enquiry
includes the use of induction (or discovery of patterns), deduction (testing of theories
and hypotheses), and abduction (uncovering and relying on the best of a set of
explanations for understanding one‟s results) (Johnson, Gustafsson et al. 2001).
Mixed methods research uses a method and philosophy that attempt to fit together
the insights provided by qualitative and quantitative research into a workable
solution. Along these lines, Johnson and Onwuegbuzie (2004) advocate the
consideration of the pragmatic method of the classical pragmatists (e.g. Charles
Sanders Peirce, William James, and John Dewey) as a way for researchers to think
about the traditional dualisms that have been debated by the purists. Taking a
pragmatic and balanced or pluralist position will help improve communication
among researchers from different paradigms as they attempt to advance knowledge
(Maxcy, 2003; Watson, 1990 cited in Johnson and Onwuegbuzie, 2004). Pragmatism
also helps to shed light on how research approaches can be mixed fruitfully; the
bottom line is that research approaches should be mixed in ways that offer the best
opportunities for answering important research questions.
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5.4. Rationale for this research approach
Making the assumption that a specific research philosophy is better than the other is
like falling in a trap (Saunders, Lewis et al. 2003). Each one of the aforementioned
philosophies and certainly all the others are suitable for different contexts, each one
is characterised by different sets of assumptions and therefore works best for a
specific environment.
Understanding the assumptions made by each philosophy is very important. Collis
and Hussey (2003) stipulate that researchers can not choose the right research
philosophy unless they are aware of the assumptions each philosophy makes. The
above section was dedicated to establishing an understanding around assumptions
that underpin some of the most important research philosophies. Saunders et al.
(2003) add that the starting point for selecting a philosophy is the research question
and the way the researcher goes about developing the theory; both aspects will be
used to determine the approach that will be adopted in this research.
The section below outlines the philosophy that this research is adopting in light of
the research questions and the way the theory of the research is built.
5.4.1. Research objectives
The primary objective of this study includes identifying the attributes of customer
perceived quality, satisfaction and loyalty in a total online customer experience.
Additionally, it aims to identify the relationship between the three constructs, i.e.
customer perceived quality, satisfaction and loyalty in online, web-based
environments. The primary objective for this research includes also developing a
measure for the three constructs mentioned.
Main research problems/questions include:


What are the perceived quality attributes of a total online customer
experience?



What are the satisfaction attributes of a total online customer experience?
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What are the loyalty attributes of a total online customer experience?



What is the relationship between customers‟ perceived quality, satisfaction
and loyalty in the online environment?

The predicted outcomes for this study include:


An integrated model for the measurement of online customer experience that
includes list of attributes for the three constructs of perceived quality,
satisfaction and loyalty in online customer experience, and identifies the
relationship between the three constructs.

5.4.2. Mixed method approach for this research
As described above, the ultimate goal of this study is to develop a theory of a
regulation-like relationship between a set of attributes and quality, satisfaction and
loyalty in online customer experience. This relationship is aimed hopefully to be
generalized in a form of a model that can be applied in online firms. Generalising the
model is of specific importance in this research in order to be able to produce an
applicable and practical addition to the knowledge body of this field (Saunders,
Lewis et al. 2003).
The assumption made here is that it is possible to identify a law-like relationship
between two or more variables and to be able to generalise it to organisations is
approaching the positivism philosophy as described above. By adopting this
thinking, we look at management as a science that can emulate the progress of the
natural sciences.
It will be however almost impossible to confirm the variables of the theory without
looking deeply at the views of online customers, taking into consideration the real
interaction they have with the online environment and the impact they themselves
have in this context. Therefore the assumption of the positivism alone with its
extreme perception of people as objects and the negligence of human experience can
not be tolerated here.
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We need therefore to look at online firms as they really are: open environments that
possess more fluid settings, shifting by that from the positivism perception of
controlled laboratory-like settings and moving towards realism.
Moving towards the realism will endorse the use of qualitative methods that allow
for deep thinking of the study objectives that caters for the views of online customers
and their interactions with the organization, and the overall business environment.
The selection of quantitative methodology fits well in this study to help answer the
four research questions, which require identifying „what‟ stages constitute the total
customer experience and what quality attributes they include in an easy to analyse
and more economical mass surveying process – compared to qualitative methods.
Following that a quantitative methodology will be selected to collect data from a
large scale sample size in order to allow for generalisation. Collecting data from a
wide-ranging sample size will allow for generalisation of the tested model and for
measuring association between its components (Saunders, Lewis et al. 2003) and to
maximise statistical leverage (Mahoney 2007).
In order to confirm findings from the literature review and to understand the deep
views of customers in relation to this topic taking into consideration dynamics of
their interaction with the online environment, a qualitative methodology will be used
in order also to answer the first three research questions effectively by confirming the
list of factors that have been identified in the literature review stage.
The use of only one method is more vulnerable to error linked to that particular
method (Patton 1990). Therefore, although mixed-methods entail a commitment to
greater amounts of money and time, they have the advantage of removing the bias
that is often associated with the use of a single technique. Consequently, it is best
whenever possible to undertake research using a variety of data collection methods.
This action will overcome the disadvantages which may be caused by the selected
methods.
In light of the above, a mixed-method approach is found to be the best fit for this
study; where empirical evidence that matches the pre-defined theoretical propositions
from the literature will be used, without ignoring the voice and impact of customers.
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Therefore, a mix between the positivist and realist philosophical approaches and
quantitative and qualitative research methodologies will be adopted.
A use of mixed data collection methods from the same study subject, i.e. customers
will be also used not only to match with the epistemological and methodological
assumptions made in this study but also to increase validity of data and reliability of
results.
The use of a mixed-method approach in this study will allow for both inductive and
deductive theory development approaches, where the definition of the quality
attribute construct will be initially defined using existing literature to be tested later
using a mass survey (inductive). Before that, the construct will be confirmed using
focus groups from all selected case studies to inspire the developed theory
(deductive).
Although the triangulation in data collection tools was selected mainly to conform to
requirements of research objectives as described above, it was also favoured as it
establishes more confidence in the concluding research results (Robson 2002; Collis
and Hussey 2003; Saunders, Lewis et al. 2003) and it reduces the „method effect‟ as
described by Saunders et al. (2003), by overcoming the weaknesses associated with
each method.

5.5. Measure development and research design
For the purpose of measure development, we adopt the accepted paradigm for
developing measures of constructs by (Churchill 1979) and augmented by many
scholars in areas that are relevant to this study (e.g. (Brady and Cronin Jr 2001;
Arnold and Reynolds 2003; Long and McMellon 2004; Parasuraman, Zeithaml et al.
2005).
The method suggested by (Churchill 1979) consists of eight steps, namely:
specifying domain of construct, generating sample of items, collecting data,
purifying measures, collecting data, assessing reliability, assessing validity, and
developing norms.
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Figure 5.1 Measure development

Source: (Churchill 1979)
5.5.1. Specifying domain of construct
The first step of the suggested procedure involves specifying the domain of the
construct. Researchers must be exact in describing what is included in the construct
definition and what is excluded, and must consult the literature when conceptualising
constructs and specifying domains.
According to what has been laid out in Chapter Four, this study is about
conceptualising three constructs, namely: online experience quality (or XQual),
online customer satisfaction and customer loyalty.
Online experience quality refers to customers‟ perceived performance of a certain
website in relation to specific factors that address the utilitarian and hedonic aspects
of their pre-purchase, purchase and post-purchase experience. This measure does not

221

Chapter Five

Research design and methodology

cover measurement of the performance of offline interactions between the customer
and the firm.
Satisfaction of online customers on the other hand refers to a transaction-based
measure that is related to a specific exchange between the customer and the online
environment. A construct for delight, the ultimate state of customer satisfaction was
developed.
Loyalty of online customers is the outcome measure of the customer experience; it
refers to customers‟ progressive commitment to buy from a certain website. A
construct for emotional attachment, the ultimate state of loyalty was developed.
The relationship between the three constructs is hypothesised as below. A hypothesis
is seen as a statement that conjures a suggestive relationship between an independent
and dependent variable (Fellows and Liu, 1997). It is tentative, because it can only
be confirmed once it has been empirically verified. Bouma and Atkinson (1995)
suggest that a hypothesis is a statement that asserts a relationship between two or
more concepts and is developed to order to focus the aim of the research. In judging
the usability of hypotheses, Goode and Hatt (1952) suggest that they must be
conceptually clear, should have empirical referents, and must be specific, related to
available verification techniques, and related to a body of theory.
Accordingly, the following hypotheses are postulated to test the antecedents of each
construct and the relationship among them:


H1: Hedonic attributes (customer engagement and appearance) have a
positive impact on customers‟ perceived quality of their online experience



H2: An integrated perspective of Experience Quality based on a combination
of utilitarian and hedonic attributes directly impact customers‟ delight



H3: Fulfilment of customers‟ needs, enjoyment and pleasant surprise impact
customers‟ delight.



H4: Customers delight directly impact customers‟ emotional attachment
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H5: Trust, advocacy and identification impact customers‟ emotional
attachment.

5.5.2. Generating sample of items
The second step of the procedure, as outlined by Churchill (1979), is to generate
items that capture the domain of the constructs. According to the author, the
literature review can provide a source for item generation as it indicates how the
variables have been defined previously in the literature and how many dimensions or
components are there. Focus groups can also be used according to the author to
advantage in the item-generation stage.
At the beginning of this stage, the emphasis is to develop a set of items that tap each
of the construct dimensions. Towards the end, this stage focuses on editing
statements or refining questions waiting for actual data collection.
Accordingly, and in the context of this study, a proposed construct has been
developed based on the supporting literature as outlined in Chapter Four.
Given the existing lack of qualitative data in the area of customer integrated
perception of online quality, satisfaction and loyalty, the use of focus groups,
particularly online focus groups, was necessary in this study for a number of reasons:


To understand motivations that drive customers to buy services and products
online. Understanding consumers‟ motivation is believed to affect the
understanding of experiences desired by customers as well as website quality
and satisfaction attributes (Wolfinbarger and Gilly 2001).



To confirm the list of the quality experiential factor, i.e. customer
engagement factors, which were generated from the literature review and to
ensure that no other important factors have been overlooked.



To confirm the definition of customer delight identified from the literature
review and to ensure no other important factors have been overlooked.
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To confirm the link between customer loyalty and emotional attachment as
been identified from the literature review and to ensure no other important
factors have been overlooked.



To explore the significance of the emotional component in the online
experience.

On the basis of the insights from the online focus groups, the first draft of the
questionnaire will be developed to include all sample of items identified for the three
constructs. The first draft of the questionnaire will be presented to a panel of experts
(consisting of 10 individuals) and a panel of regular online customers (total of 10) for
review and feedback. The main aim of this task is to simplify the questionnaire
according to the feedback from the two panels by rewording any confusing or
unclear language.
Robson (2002) asserts that the two things that threaten reliability are „error‟ and
„bias‟ whether coming from the subject or the researcher. There are several ways of
controlling reliability. The step is important not only to avoid potential errors in the
questionnaire and therefore impact its reliability, but also simplifying the
questionnaire before it get distributed to a larger sample size, can improve the clarity
of the questionnaire, length, format and structure (Parasuraman, Zeithaml et al.
2005).
The charts below outline the sample of factors for the XQual, delight and emotional
attachment constructs.
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Figure 5.2 Sample of factors for the XQual construct
E1: Ease of understanding
E2: Ease of navigation

Ease of
Use

E3: Ease of transaction
E4: Speed of transaction
RE1: Functionality

Reliability

RE2 Accuracy of transaction
RE3: Ability to solve problems
RE4: On time delivery of order
RE5: Accuracy of order delivery

Responsiveness

RS1: Promptness to enquiries
RS2: Timely communication
RS3: Promptness in solving problems
Q1: Clarity of information

Quality of
Information

Q2: Accuracy of information
Q3: Extensiveness of info
Q4: Updateness of info
S1: Protecting customers’ anonymity

Security

S2: Privacy of information
S3: Financial security
A1: Visual attractiveness

Appearance

A2: Professional appearance
A3: Site novelty
C1: Synchronous communcation
C2: Content participation

Customer
Engagement

C3: Personalization
C4: Customizability
C5: Demonstration
C6: Explorability
C7: Site playfulness
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Figure 5.3 Sample of factors for the delight construct

D2: Enjoyment
D1: Fulfillment
of basic needs

D3: Pleasant
surprise

Delight

Figure 5.4 Sample of factors for the emotional attachment construct

Emotional
Attachment

E1: Trust

E3: Identification
E2: Recommendations
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Figure 5.5 Sample of factors for the XQual, delight and emotional attachment
constructs
E1: Ease of understanding
E2: Ease of navigation

E4: Speed of transaction

Ease of
Use

E3: Ease of transaction

D2: Enjoyment
D1: Fulfillment
of basic needs

RE1: Functionality

RE3: Ability to solve problems

Reliability

RE2 Accuracy of transaction

RE4: On time delivery of order

D3: Pleasant
surprise

Delight

RE5: Accuracy of order delivery

RS2: Timely communication
RS3: Promptness in solving problems

Responsiveness

RS1: Promptness to enquiries

Q1: Clarity of information

Q3: Extensiveness of info
Q4: Updateness of info

Quality of
Information

Q2: Accuracy of information

Experience
Quality
(XQUAL)

S1: Protecting customers’ anonymity

S3: Financial security

Security

S2: Privacy of information

A1: Visual attractiveness

A3: Site novelty
C1: Synchronous communcation

Appearance

A2: Professional appearance

C2: Content participation

C4: Customizability
C5: Demonstration

Customer
Engagement

C3: Personalization

Emotional
Attachment

C6: Explorability

E1: Trust

E3: Identification

C7: Site playfulness

E2: Recommendations
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5.5.3. Measure purification
(Churchill 1979) stipulates that upon collecting the first batch of sample data, the
measure should be tested based either on the coefficient alpha value or factor
analysis.
In the context of this study, the online questionnaire will be used to collect pilot data
to purify the measure based on the reliability analysis that will be carried out. As
mentioned above, the questionnaire will be developed upon the completion of the
focus groups in order to take into consideration any necessary modifications to the
original construct that was presented in Chapter Four.
As advised by (Churchill 1979), measure purification can be undertaken through a
reliability analysis using a reliability coefficient alpha. In the case of this study, the
reliability analysis of the three constructs will be carried out by grouping the quality
factors according to the seven dimensions and adding them to the factors of delight
and emotional attachment. The list of factors will be reduced – if necessary – by
examining item-to-total correlation and deleting items whose elimination may
improve the reliability of the coefficient alpha.
Any observed pattern of a high proportion of missing data may also lead to deletion
of factors if found appropriate (Parasuraman, Zeithaml et al. 2005).
Accordingly, if the coefficient alpha value was low, a confirmatory factor analysis
can be then carried out on the factors to confirm whether the number of
conceptualised dimensions in the construct can be verified empirically (Churchill
1979).
In this regard, (Parasuraman, Zeithaml et al. 2005) applied an exploratory factor
analysis using principal component analysis as the extraction method, oblimin (with
kaiser normalisation) as the rotation method and beaks-in-eigenvalues criterion to
determine the initial number of factors to retain. They then applied a confirmatory
factor analysis (CFA) to further assess the factor structure of the construct.
Iteration, which will be required if the alpha coefficients are too low and the
restricting of the items under each dimensions is found to be unproductive and does
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not improve alpha coefficient values. In this case, researcher can repeat the first two
steps to find out what may have gone wrong (Churchill 1979). Reasons can be
sourced to: improper delineation of the construct, the pool of sample items does not
cover all aspects of the domain, lack of clarity of the item wording may have caused
vague results, etc.
In this case, a series of iterations to eliminate items with low loadings on all factors
or high cross loadings on two or more factors can be carried out, followed by factor
analysis of the remaining items to bring the final list of factors (Parasuraman,
Zeithaml et al. 2005).
5.5.4. Mass data collection and reliability assessment
Both the terms reliability and validity are concerned with the findings of any research
project. In order to make sure that results of the research and its findings are credible
enough to be used by other researchers and organisations, reliability and validity of
the research findings should be addressed throughout all research design phases.
According to Collis and Hussey (2003) reliable research is research that if repeated,
research findings will not change. Validity on the other hand is concerned with the
extent to which the research findings represent accurately what is happening in the
event. Both reliability and validity of the research can be addressed using different
tools and tests, and the test of validity always comes after the test of reliability, as
„unless a measure is reliable, it cannot be valid‟ (Robson 2002).
Reliability refers to „the stability or consistency with which we measure something‟
(Robson 2002), that if two or more researchers, studying the same phenomenon with
similar purposes, should reach approximately the same results (Gummesson, 2000).
According to Churchill‟s (1979) methodology for construct development, the main
source of error within a measure is the sampling of items. If the sample is appropriate
and the items are all right (after editing and refinement), the measure will be
perceived to have face and content validity, therefore the author suggests that
coefficient alpha is the basic statistic for determining the reliability of the measure
based on internal consistency of results.
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Mitchell (1996) agrees that an internal consistency method which correlates the
responses to each question in the questionnaire to other questions in the same
questionnaire is a useful tool to assure reliability in questionnaires.
Upon running the measure purification stage, another round of the questionnaire will
be carried out to collect mass data. Accordingly, this step will be performed on the
collected mass data to assure that the construct includes internally consistent or
homogenous sets of items. The same methodology applied above will be repeated on
the mass data.
Additionally, problems such as low response rate could create a problem as they
reduce the reliability and the extent to which survey findings can be generalised to
the population from which the survey is drawn (Snow and Thomas, 1994).
Therefore and in order to increase the response rate, the following will be
undertaken:


Respondents who open the questionnaire to answer it will be encouraged to
send the link to their friends and family members who might be interested in
participating.



Two to three reminders will be sent to the surveyed sample, one and two
weeks after launching the survey.



Participants are encouraged to fill in the questionnaire by offering them an
executive summary of the study as a token of appreciation to their
participation.

5.5.5. Assessing validity of the construct
Validity is the extent to which a question or scale is measuring the concept, attribute
or property it says it is (Robson 2002). In relevance to this study, content and
construct validity are discussed below.
„Content validity is a judgmental evaluation of how well the content of a scale
represents the measures‟ (Burns and Bush, 1998). It refers to the judgment that an
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instrument is measuring what it is supposed to which is based primarily upon the
logical link between the questions and the objectives of the study. Evidence for
content validity is subjective and logical rather than statistical (Kaplan and Saccuzzo,
2005).
For the case of this study, each question in the focus group discussion boards or the
questionnaire will be linked to the hypothesis of the study which it is trying to test to
avoid adding any unnecessary questions or missing an important question.
Construct validity of the measure can be established by determining the extent to
which the measure correlates with other measures of same nature and is designed to
measure the same things, and to determine also if the measure behaves as expected
(Churchill 1979).
Construct validity of a measure can be established when the scores obtained from the
data of two different instruments measuring the same concept are highly correlated,
therefore correlation analysis and factor analysis can be used to establish this kind of
validity (Churchill 1979)).
Factor analysis, which will be used in this study, is a multivariate statistical
technique that is used to confirm the dimensions of the concept that have been
operationally defined and tested, as well as indicate which of the items are most
appropriate for each dimension.
Based on the above, the use of the mixed-method approach and the Churchill method
for measure development will allow for both an inductive and a deductive theory
development approach; where the initial development of the measure will be carried
out using existing literature and focus groups (deductive). Measures will be then
purified and tested for reliability using an online questionnaire (inductive). Section
5.6, below, outlines in detail the research methods that are used in this study.
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Figure 5.6 Research methods
Review of existing body of
literature

Build proposed constructs based
on a synthesis of literature

Carry out online focus groups to
validate factors

Purify measure using online questionnaire
and through a reliability test

Mass data collection through online
questionnaire and test for reliability

Construct validation

5.6. Research methods
This section describes the research methods that will be used in this study as
described in the research design above.
5.6.1. Review of existing body of literature
The study started with a comprehensive scrutiny of relevant literature from a
diversified body of literature including consumer behaviour and marketing studies as
well as quality management literature. This included all possible references
available, including:


Textbooks



Academic papers
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Professional magazines

Carrying out an intensive literature review is necessary in order to not overlook
relevant knowledge in related areas to the research studies (Brewer and Hunter
1989).
The literature review of this study was divided into two parts, one that addressed the
traditional and emerging models of customer experience, particularly from the
marketing field in offline and online environments. The other part addressed
perceived quality, satisfaction and loyalty and their emerging online models.
Fifty studies were intensively reviewed to identify attributes that are perceived
important according to customer views of their online experiences. As a result of this
review and a synthesis of the existing attributes, the initial draft of the measure of
three constructs, i.e. perceived quality, satisfaction and loyalty was developed as
outlined in Chapter Four.
In addition to identifying comprising attributes of the three constructs, relationships
between the three constructs were suggested through the model based on existing yet
competing theories in this regard.
5.6.2. Online focus groups
As organisations today face fragmented markets that consist of consumers with
highly diverse opinions and preferences, focus groups are a useful research technique
for uncovering and exploring the many perspectives of an issue and for gaining a
broader and richer understanding of consumer needs and expectations (MontoyaWeiss, Massey et al. 1998).
Today, technology enables the conduct of focus groups composed of diverse
individuals and potentially mitigates the challenging dynamics of such groups in
traditional settings (Montoya-Weiss, Massey et al. 1998). Online focus groups
represent an emerging qualitative method that allows researchers to capture primary
data from a geographically dispersed population (Oringderff 2004).
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In this study, a diversified group of online customers who have purchased or
performed a transaction online in the last six months will be selected to participate in
an online focus group.
5.6.2.1.

Benefits and limitations of online focus groups

Focus groups in general can be very advantageous for research as the amount and
range of data increases through collecting information from several people at the
same time. In addition, natural controls and group dynamics can be applied within
the discussion to identify and eliminate extreme opinions and also to highlight the
most important topics or when there is a consistency and shared agreement among
participants (Robson 2002).
Quality of views of participants is usually of a high level, where participants are
empowered and able to contribute with own-word comments and with deep data that
can be investigated and clarified spontaneously. Additionally, more contributions are
encouraged where the views of participants may incite others to comment and add to
the discussion (Robson 2002).
Although there are several disadvantages associated with the use of focus groups
such as possibility of generalisation (Collis and Hussey 2003), in this case, results of
the focus groups will be complemented by results of a mass survey to overcome this
challenge.
In addition to the contextual relevance of this research study, being a study of
customer evaluation of online experience, and the environment used for the online
focus groups, i.e. the internet, (Wolfinbarger and Gilly 2001) summarise several
further advantages that are exclusive to online focus groups:


Online qualitative research provides the advantage of obtaining individuals‟
as well as groups‟ reactions to research questions, while minimising the
opportunity for individuals to dominate the group or persuade other
respondents by the power or force of their personalities.
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Online focus groups evoke dialogues between participants in an honest as
well as a direct way and are usually less constrained by social conventions
present in traditional focus group settings.



Online qualitative research methods are exceptionally suited for engaging
internet savvy respondents.



Online research methods offer flexibility to respondents who can use their
own computers in their own comfort without the need to travel.



Such methods are appealing to participants with time constraints.



Online focus groups reach audiences that are geographically located in far or
diverse places, overcoming by that physical boundaries and constraints.

Oringderff (2004) outlines also in this regard that online focus groups are also less
expensive to run. A wider diversity of respondents can be included because the
online environment is largely not affected by size of the group, their time zones or
urban and remote locations. Usually, there is no need to manually transcribe the
discussion sessions which saves time but also enhances accuracy in the written
transcripts. Recruitment of participants is usually easier than in traditional focus
groups due to convenience benefits offered to participants, and online focus groups
can run as long or short as required, and can be assembled and disassembled quickly.
Additionally, and due to the complete anonymity features that can be offered during
online focus groups, participants who might feel uncomfortable revealing themselves
for whatever reason might be more inclined to participate in online discussions
where anonymity can be protected fully. Finally, online focus groups can offer social
equalisation among participants where individual‟s socio-economic status, ethnicity,
nationality and gender can be left unknown to other participants which may raise
potential issues of contention in traditional settings.
According to (Montoya-Weiss, Massey et al. 1998), online focus group participants
are more likely to focus on ideas of the research instead of on their interpersonal
differences, which suggests that computer technology may actually facilitate
dialogue between participants that could have never happened in traditional settings.
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Additionally, privacy is offered to participants in online focus groups, they are likely
to talk more freely than in traditional focus groups. Therefore, the online
environment is more conducive to eliciting honest and therefore more valid data.
Oringderff (2004) however, reported that online focus groups have their own
limitations and can be disadvantageous when:


Research participants are not internet savvy or have no computer access. In
this case, recruitment of participants may be difficult if not impossible.



Online security is not protected against hacking. A researcher may lose the
content generated through the environment if security measures are not in
place and checked.



Authentication of participant identity is not accurate. Since the internet
environment can offer full anonymity features to participants, measures to
authenticate participants and their fit as a suitable sample is important and
should be put in place.



Moderation of online groups can be very demanding and time consuming.
Moderators need to monitor the contributions of participants constantly
especially if the participants are located in different geographical areas. This
may require the recruitment of additional moderators.



Moderator‟s knowledge of netiquettes is important to avoid the use, or
allowing the use of language that has negative effects, or might be offensive
to some people. This includes knowing the emerging net vocabularies and
special symbols that are used now to replace physical expressive functions
and conventions in printed text that convey specific emotions and transmit
subtle meanings.

5.6.2.2.

Types of online focus groups

(Oringderff 2004) explains that there are two types of online focus groups: the
synchronous focus groups and the asynchronous focus groups, which are explained
by the author as follows:
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Synchronous focus groups are similar to traditional focus groups that are carried out
face-to-face and involve real time interaction between participants and the
moderator. Synchronous focus groups use chat rooms or other software that
accommodate virtual classrooms instead of physical classrooms. The main advantage
of this type of focus groups compared to the asynchronous focus group is that initial
reactions and opinions of participants are more spontaneous in real-time interaction.
Although this type of focus group resembles in many ways the traditional focus
group, it is difficult to manage when participants are in different time zones.
On the other hand, asynchronous groups allow participants to log in and respond to
discussion threads in their own time. The main advantage of this type of focus group
is that participants can overcome global time differences; they also will have more
time allowances to accommodate for variable typing skills, and more importantly to
focus and reflect on responses.
Asynchronous focus groups were found more appropriate for this study as they
would allow online participants from all over the world to discuss issues related to
their experience regardless of the time zone differences. Diversity of the focus group
composition promotes richer interaction among participants through the generation
and deliberation of a broader range of ideas (Montoya-Weiss, Massey et al. 1998).
Asynchronous interaction was found advantageous also for this study because
participants were asked to recall their experiences and reflect on their feelings, which
required time and focus from participants, an allowance that was available by this
type of focus group. Asynchronous focus groups are known to product in-depth and
rich responses compared to any other type of focus groups (Oringderff 2004).
The following sections provide details on how the online focus groups were managed
throughout this research, as outlined in the figure below, starting with creating the
online environment, recruitment of participants, moderation of the contributions and
ending with the analysis of qualitative content generated.
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Figure 5.7 Online focus groups

Types of online
focus groups

Asynchronous
focus groups



Synchronous
focus groups

Recruitment of participants

Oringderff (2004) outlines that recruitment of participants for online focus groups
can be done by compiling a list of related websites or discussion forums and posting
a message or an invitation about the creation of the researcher‟s online focus group
in those discussion forums or websites. She argues though that upon recruiting
participants, researchers should verify demographic data of the recruited participants
to make sure that they represent the desired sample for the research.
Recruitment of potential participants focused on engaging online customers who
were diverse with respect to gender, age, country of residence, and level of online
experience. Diversity of the focus group composition promotes richer interaction
among participants through the generation and deliberation of a broader range of
ideas (Montoya-Weiss, Massey et al. 1998).


Moderation of asynchronous online focus groups

Traditionally, focus groups require a highly skilled moderator to be able to address
all questions under study in the assigned time and to manage conflicts that may arise
between participants (Saunders, Lewis et al. 2003). Focus group moderators should
stimulate the discussion among participants by encouraging interaction and
maintaining an unbiased focus on the subject matter (Montoya-Weiss, Massey et al.
1998).
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In online focus groups moderators may encourage participants to use longer
sentences/add more text to compensate for the lack of expressive functions of paraverbal cues used in traditional focus groups (Montoya-Weiss, Massey et al. 1998).
In the case of asynchronous online focus groups, moderators are expected to play
several key roles. Based on personal experience, (Oringderff 2004) explains that
moderation of asynchronous online focus groups requires:


Setting rules and procedures for running the focus group, this can be in the
form of Frequently Asked Questions (FAQ). The moderator role entails also
ensuring that all are strictly adhering to these rules vigilantly and consistently
including participants and moderator. This should also include setting rules
about the time duration of the group if it is limited.



Devoting time to monitor the discussion which occurs across multiple time
zones for any comments or acts that violate focus group rules.



Keeping the discussion focused on the themes of the discussion threads and
stop wandering to unrelated subjects.

Montoya-Weiss, Massey et al. (1998) outlined that the level of involvement of the
online focus group moderator is a function of the topic and research purpose.
Moderators can be involved at the lower end, for exploratory topics such as ideageneration sessions, where it is best to allow participants to express themselves and
explain what is important for them without any biased intervention of the moderator.
In less involved focus groups, and to enhance research productivity, moderators can
run multiple discussions at the same time.
When the involvement is at the higher end, the online focus group will be more like a
structured group interview where the discussion and the group dynamics are
controlled by the moderator to answer specific questions. An example of high
involvement moderation is when moderators filter the comments before they get
published, or when participants are only allowed to contribute when they receive
permission from the moderator after signalling that they have a comment.
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Moreover, the structure of the focus group and the objectivity of the researcher are
elements to be taken into account in order to get as high reliability as possible
(Saunders et al., 2000). The relatively low level of involvement of the moderator in
the focus group assured lack of bias and therefore more reliable results.


Analysis method of qualitative data

Analysis of qualitative data is usually undertaken by content analysis software.
Content analysis software divides into three major categories, according to intended
function: dictionary-based content analysis which performs text analysis functions
such as word counting, sorting, and simple statistical tests; development
environments which are designed to partially automate the construction of
dictionaries through the analysis of text; and annotation aids which perform content
analysis through digitising researchers‟ marginal notes or comments and crossreferences (Lowe 2002).
Nudist and Atlas.ti represent the main available qualitative data analysis software
(Barry 1998; Lowe 2002). Whilst both Nudist and Atlas.ti have many similarities,
they differ in the structure of the software and the project management capabilities.
Atlas.ti seems to be more sophisticated in terms of software development than Nudist
where it has a more complex interconnected and hypertext structure, and therefore it
is more intuitive and easier to learn. Atlas.ti was reported as a visually attractive and
creative software, with a well designed interface, has no limits on units of coding, is
capable of hyper-texting links between data/codes/documents, has powerful network
displays, can assist in creative and visualised theoretical thinking, and can process
audio and visual material (Barry 1998). Atlas.ti has also a wide variety of annotation
styles such as the mapping structures and can be fully cross-referenced (Lowe 2002).
While Nudist has a more sequential, linear structure, a less friendly interface and
therefore it is less intuitive and easy to learn (Barry 1998).
Nudist is reported to have a number of features and project management tools that
aid researchers in analysing more complex projects and to keep track of progress on
complex projects too. It is therefore more suited to handling more than one group,
different types of data or longitudinal data. It is also more suitable when the
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researcher needs to link quantitative data when analysing the qualitative data, or
when multiple researchers at different sites are working on the same research piece
where data needs to be combined (Barry 1998).
Conversely, Atlas.ti on the other hand is more suited for less complex projects such
as having a one group of participants, often with quite small sample sizes, and
generating only one mode of data collection, such as online focus groups as in this
study, and when research is carried out over a relatively short period of time.
Despite the fact that Atlas.ti might not be suited for quite complex projects, the
program is highly developed and extremely professionally constructed and has been
very well-thought of among qualitative researchers (Lowe 2002). Therefore, and due
to both reasons; i.e. software structure and project complexity, Atlas.ti was found to
be more suitable for this study.
5.6.3. Online questionnaire
Bourque and Fielder (1994) state that surveys which can be carried out using several
data collection methods, such as face-to-face interviews, in-depth interviews or
questionnaires, help researchers to gather data at a particular point of time, and aim
to describe the nature of existing conditions or determine the relationships that exist
between specific events. Bryman (1989) points out that a survey is considered an
appropriate means for gathering data when:


Information sought is realistically specific and familiar to respondents.



Researchers have considerable prior knowledge of the problem and the range
of responses likely to emerge.

A questionnaire, as a one form of surveys, represents planned data collection for the
purpose of description or prediction, it is used to analyse the relationships between
certain variables (Oppenheim 1999). Remenyi et al. (1998) stated that the
questionnaire involves the collection of data from a large group of people or a
population. It is more often used as the sole or primary source of quantitative data in
management research. It can be used for description, explanation, and/or hypothesis
testing.
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Questionnaires are known as a good tool that is able to answer the „what‟, „when‟,
„where‟, „how much‟, or „how long‟ research questions (Bryman, 1995; Remenyi et
al., 1998). Questionnaires are advantageous as they can reach a lot of people easily
and therefore allow for wide-scale data collection that will be sufficient to answer
questions in a relatively economical and easy-to-analyse manner (Saunders, Lewis et
al. 2003).
Other benefits of the questionnaire as a data collection method is that it has the
advantages of being economic, efficient, the ability of generalisation, standardisation,
flexibility, relative ease of administration, engages a possible large sample of
respondents, and is suitable for statistical analysis (McClintock, Brannon et al. 1979;
Hammersley 1987).
Web-based or online questionnaires in particular are advantageous to respondents
and researchers as they are easily reachable, easy to fill out, and consume less time
filling in or managing. They also offer a faster response rate, automate the data
collection and analysis processes and offer automatic coding of the responses (Collis
and Hussey 2003).
The online questionnaire has disadvantages that include, for example, the exclusion
of an audience who might not be familiar with technological advancements, however
in the case of this study, participants are already used to this type of facility through
their online experience and therefore this type of survey is relevant to the context of
this study.
5.6.3.1.

Sampling method

For many research questions and objectives, it will be impossible for a researcher
either to collect or to analyse all the data available, for reasons of time, money and
often access. Using sampling enables a higher overall accuracy than a census, due to
the time-saved. According to Saunders et al. (2000), sampling techniques can be
divided into two types:
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Non-probability or judgmental sampling

Non-probability sampling does not involve a random selection of the population, and
therefore it may or may not represent the population well, and it will often be
difficult to know how close it is to representing the universe.


Probability or representative sampling

Probability sampling is most commonly associated with survey-based research where
the researcher needs to make inferences from the sample about a population to
answer the research questions or to meet the research objectives. By using
probability sampling, the probability that the study represents the population is
known because the confidence intervals for the statistic can be estimated.
In general, researchers prefer probabilistic or random sampling methods to nonprobabilistic ones, and consider them more accurate and rigorous (Saunders et al.
2000). However, in applied social research there may be circumstances where it is
not feasible, practical or theoretically sensible to do random sampling. It is therefore
necessary to consider a wide range of non-probabilistic alternatives. Figure 5.8,
below, illustrates the types of available sampling methods.
In cases like this study, where the population is widely dispersed and large, and
requires a great deal of effort to get hold of the whole population, cluster sampling
may be the most appropriate sampling technique (Robson 2002).
Cluster sampling according to the author, involves dividing the population into a
number of clusters which are chosen on a random basis. The sub-population within
each cluster is then contacted as the sample of the study (Robson 2002).
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Accordingly, and for the sake of this study, contacts of online customers were
obtained from online customer communities on well-known sites such as
Amazon.com and eBay.com or groups of online customers on Yahoo.com, and
Myspace.com. One group on Facebook.com and another group on Yahoo.com were
also created for the same purpose.
5.6.3.2.

Questionnaire design

Questionnaires receive sometimes serious criticisms for being inherently positivistic
and therefore are incapable of grasping the meaningful aspects of social behaviour by
looking only at „bits‟ of behaviour and specific opinions out of the context in which
they occur (Remenyi et al., 1998).
March (1982) and De Vaus (1996) stipulate however that, in many cases, it is not the
questionnaire per se that is at fault; rather, it is the inappropriate use of it which
contributes to its undeserving poor reputation. They further recommend that the
questionnaire should be only used when it is the most appropriate method and suits
the research problem and most importantly when the researcher is equipped with the
skills and time to design and use the questionnaire as a data collection tool.
According to Saunders et al. (2003) the validity and reliability of the data, as well as
the response rate, depends to a large extent on the design of the questions, the
structure of the questionnaire and the rigour of pilot testing.
Another minor problem could be the response error, because of ambiguous wording
and the inherent lack of interactivity (Pinsonneault and Kreamer, 1993). In order to
solve this problem, a follow up phone call will be made to potential respondents to
enquire about their progress in completing the questionnaire and to ask whether any
additional information is required. Again, this increases the cost of the study but
ensures the chances of an increased response rate, and is considered a minor
drawback. In order to overcome all potential design problems, the following steps
will be undertaken to assure the creation of well-designed survey:
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Each question in the questionnaire will be linked to the hypothesis of the
study which it is trying to test to avoid adding any unnecessary questions or
missing an important question.



The questionnaire will be reviewed by a panel of 10 experts who often carry
out questionnaire design. The questionnaire will be then amended according
to their reviews.



The questionnaire will be piloted to 10 participants to check clarity of
language and ease of flow.

The layout of self-administered questionnaires should be attractive to encourage the
respondents to fill them in, while not appearing too long (Saunders et al., 2003). The
following steps will be taken to comply with the above advice:


To make the questionnaire look short, it will be divided into sections; number
of pages will appear at the top of the page to show respondents their progress
after the completion of each page (Saunders et al., 2003).



Questions with similar sets of possible responses will be laid as a table where
questions are placed in rows and potential responses in columns. This will
reduce apparent length without reducing legibility (Saunders et al., 2003).



The questionnaire will consist mainly of closed ended questions in order to
facilitate quantitative analysis, since deep views of online customers will be
obtained through the focus groups.



Accordingly and in order to satisfy the research objectives, two types of
questions will be used:
o

Classification questions: which involve the categorisation of the
respondents and the website they are talking about, as below:

o

Investigative questions: which are the questions that we need to answer in
order to satisfactorily address each research question and meet each
objective (Cooper and Schindler, 2001). In our research, we will need

245

Chapter Five

Research design and methodology

opinion data from the respondents. Thus a Likert scale will be used with
five options, to provide the respondents the option to indicate their level of
agreement with the statements provided. This rating scale will help in the
statistical analysis at a later stage (identifying association and
interdependence between variables as well as conducting comparative
analysis).
5.6.3.3.

Administering the questionnaire

The questionnaire will be distributed online as a web-based survey. Web-based
surveys offer a number of advantages to both the researcher and the respondents.
They are easily reachable, easy to fill out, and consume less time for the respondents.
Web-based questionnaires offer a faster response rate and make the data collection
and analysis processes easier. It also offers automatic coding of the responses (Collis
and Hussey, 2003).
5.6.3.4.

Questionnaire data analysis

A fundamental aspect in undertaking any analysis of relationships or change is the
ability of the measurement tool or instrument to accurately capture the underlying
constructs. The quantitative data analysis will test the psychometric properties of the
instrumentation utilized in this study. Psychometric properties are defined as “the
elements that contribute to the statistical adequacy of the instrument in terms of
reliability, validity, and internal consistency”. Analysis is performed by utilizing data
collected for the psychometric tests and using the SPSS software. Psychometric
properties (construct validity and internal consistency) of the proposed construct in
this study are tested in relation to the pilot and mass sample utilized in the present
investigation based on the steps and tests suggested by (Churchill 1979) and
explained in sections 5.5.3, 5.5.4 and 5.5.5 above . Following satisfactory results of
reliability and validity tests for the proposed construct, further analysis will be
conducted to test the relationships between the components of the constructs, i.e.
hypotheses testing using suitable statistical tests as will explained in details in
Chapter Eight.
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5.7. Conclusion
This chapter reviewed and discussed some of the research design and methodology
issues that researchers need to deal with. In addition, the chapter attempted to briefly
clarify the debate on quantitative and qualitative research, and concluded that neither
is superior to the other. Consequently, the mixed-method approach has been adopted
for combining the quantitative and qualitative methods used to collect the data. The
researcher has chosen to apply asynchronous focus groups in the form of an online
blog, as well as an online questionnaire survey.
This chapter has set the foundation for data collection. The next chapters discuss the
analysis of data collected from the online focus groups and questionnaire.
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6. CHAPTER SIX: QUALITATIVE DATA
ANALYSIS
6.1. Introduction
This chapter is based on the content generated through the online blog that was
created for the purpose of this study. The qualitative data collected from participant
contributions are analysed and discussed in this chapter, based on which an amended
version of the proposed model is then presented at the end of this chapter.
The chapter starts with descriptive statistics of frequencies to represent participants‟
gender, age, level of online experience and country of residence to indicate the
diversity of the sample of participants.
The following chapter (Chapter Seven) investigates further the reliability of the
tested constructs by analysing quantitative data collected through the online
questionnaire.

6.2. The asynchronous focus groups
As presented in Chapter Five, the online focus groups were primarily undertaken
with the intention to better understand motivations that drive customers to buy
services and products online, to confirm the list of factors that were identified
through the literature review, to confirm the link between the three studied
constructs, i.e. experience quality, satisfaction and loyalty, and to explore the
significance of the emotional component in the online experience.
Collecting and analysing data from the asynchronous focus groups followed a
structured road map of four steps. Each of the four steps was carried out to assure
quality of the outcomes and fulfilment of the intended purpose. The figure below
provides a summary of the steps in relation to this study.
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Figure 6-1 Summary of study steps

6.2.1. The online blog
The online focus group was administered through an online blog which was
developed by the researcher using blogger.com. The online blog opened in December
2008 and closed in March 2009. Forty-four participants were actively engaged in the
discussion. Each participant provided some profile information regarding their age,
gender, educational level, country of residence and level of online experience: 370
comments with a total of 16,900 words were contributed by participants.
6.2.2. Recruitment of participants
For the sake of this study, contacts of online customers were obtained from online
customer communities on well-known sites such as Amazon.com and eBay.com or
groups of online customers on Yahoo.com, Facebook.com, and Myspace.com. In
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order to assure that participants of the blog were all customers who had previous
online experience, the blog was open by invitation only.
Contacts of 300 online customers were obtained from online customer communities
on well-known sites such as Amazon.com and eBay.com or groups of online
customers on Yahoo.com, Facebook.com, or Myspace.com.
An email was sent to the list of online customers providing a brief on the research
and inviting them to join the blog. A total of 43 customers accepted the invite and
joined as blog contributors. Diversity of the sample was assured after examining
participants‟ profiles.
6.2.3. Blog moderation
Accordingly, participants who joined the blog were then welcomed though an email
and requested to provide personal details such as age, gender, country of residence
and online experience level. The email also explained all key information about the
study; the same information was also displayed on the blog main page.
A blog protocol was developed and posted on the front page of the blog to explain
the purpose of the blog, the future research of the content and the code of
participation. Appendix III outlines the blog protocol.
According to the blog protocol, participants were allowed to use the „display‟ name
that they preferred. Participants were made aware that content of the blog including
participant details would be used for research purposes; however participants were
not required to provide their real names.
The researcher was also the administrator of the blog and the moderator of the
discussions. This gave the researcher the privilege to invite participants, to post new
threads of discussion, to upload information related to the research, to keep the
discussion focused around the thread themes and to delete inappropriate comments as
defined by the blog protocol.
In order to initiate participants‟ contribution, the researcher placed, in addition to the
first discussion thread which was a welcome and „get to know each other‟ thread,
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four more discussion threads that triggered the discussion of multiple themes at the
same time. Participants checked the discussion threads periodically and contributed
to the discussion threads as much or as little as they wished to.
6-2

Snapshot of the blog

According to the blog protocol, participants or – or blog contributors – could post as
many comments as they wished and at whatever time. The discussion was generated
from participants‟ answers to the questions provided in the blog original posts and
their comments on other participants‟ contributions.
Although sending reminder emails was planned in case participation level was not
high, this was not needed as participants were motivated and the content kept
flowing in the right direction.
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As a result, the quantity and quality of data from participant contributions in the
online blog was both rich and extensive serving the initial purpose of the online
focus groups, particularly in enhancing the understanding of the three studied
constructs using online customers‟ deeper views.
6.2.4. Qualitative data analysis
Due to reasons related to software structure and project complexity (see Chapter Five
for details), Atlas.ti content analysis software was found suitable for this study. The
transcriptions of the blog were automatically generated. The transcripts were then
loaded into Atlas.ti to allow for content coding according to the key themes in every
discussion thread and as per the construct developed and illustrated in Chapter Four.
Two stages of coding were conducted. The „open coding‟ organised and focused the
content in relation to every studied topic, by identifying and classifying the key
themed responses of participants. This type of coding allowed the analysis to move
from looking at concrete material to more organised descriptions of the subject
matter. The second type of coding „selective coding‟ was undertaken after open
coding was carried out to explore links between coding categories when they were
associated in participants‟ responses. Relation maps or networks were also generated
to provide a visual presentation for each coded theme.
Rather than reporting particular tabulations, researchers analysing qualitative data
can report a degree of consensus on main themes without necessarily claiming
specific proportions and orders of magnitude, in particular when such information
can have managerial implications (Wolfinbarger and Gilly 2001).
In the case of this study, both consensus on main themes as well as specific
proportions and orders of magnitude were reported when appropriate.
Therefore, preponderance of responses will be used as a strategy to guide the content
analysis of this study. Nevertheless, and in order not to overlook any clues that may
be relevant to this study, individual responses that may not gain a lot of recognition
will be also surfaced and reported.
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6.3. Descriptive analysis
From the 300 online customers contacted to join the online blog, 44 accepted the
invite, 31 declined the invite primarily due to lack of time. Participants who joined
the blog were asked to provide some profile information about themselves. The blog
had the facility for those who wished to publish their profiles too. The sample of
participants included online customers aged from 18 to 67, and included a fairly
equal representation from each gender with 52.3% males. According to the
participants, 2 were novices with little experience, 17 had intermediate online
experience and 25 were experienced online customers.
6-3

Gender distribution of participants

52.30%

47.70%

Female
Male

6-4

Age distribution of participants

6.80% 2.30%

Less than 20

4.50%

21-30
15.90%

40.90%

31-40
41-50

29.50%

51-60
above 60
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Figure6.5Participants’levelofonlineexperience
4.60%

Novice Experience

38.60%
56.80%

Intermediate
Advanced

Participants were also diverse in terms of the country of their residence, with more
people coming from the Americas and Europe. This is perhaps expected as the
growth of internet usage in countries like the Americas and Europe is more evident
(see Figure 2.1 in Chapter Two).
Figure6.6Participants’countryofresidence

Americas

4.50% 4.50%
9.10%
38.60%

11.40%

Europe
East Asia and the Pacific
Middle East and North
Africa
South and Central Asia

31.80%

Products and services that were purchased by the online focus group sample
consisted of many varieties, including travel and event tickets, games, software,
music and movies, books, personal and home electronics, clothes and accessories,
jewellery, furniture, automobiles, insurance services, banking services, educational
services and government services.

6.4. Content analysis
The blog had four main discussion threads that corresponded to the main research
objectives and supported the answering of questions, as follows:
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In the first discussion thread, participants were asked to explain the reasons
for which they became online customers.



In the second discussion thread, participants were asked to explain what
constitutes highly engaging websites, to outline if they prefer highly engaging
or less engaging websites and to explain why.



In the third discussion thread, participants were asked to share their most
delightful online experience, to describe it and to explain why they
considered it to be so.



In the fourth and final discussion thread, participants were requested to share
how they expressed their loyalty and emotional attachment to a certain
website and to explain whether their loyalty grows over time.

Table 6.1 outlines the link between the main purpose of the online focus groups and
the discussion threads
Table 6.1 Objectives of the discussion threads in the online blog
#

Blog objectives

Related discussion
thread

Ob1

Understand the motivations of online customers

Discussion thread # 1

Ob2

Confirm the list of quality factors that were identified

Discussion thread # 2

in Chapter Four

and #3

Confirm the satisfaction continuum factors that were

Discussion thread # 3

Ob3

identified in Chapter Four
Ob4

Confirm the loyalty continuum factors that were

Discussion thread # 4

identified in Chapter Four
Ob5

Confirm linkages between the constructs

Discussion thread # 3
and # 4

Ob6

Explore the significance of the emotional component

Discussion thread # 3

in the online experience

and # 4

Generally, participants of the online focus group were positive about their online
experiences. Throughout the discussion threads, words like „fantastic‟, „enriching‟, „a
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breeze‟, „trendy‟, „different‟, „smart‟, „new‟, „super cool‟, „empowering‟ were used
to describe participants‟ experiences with the internet.
Participants explained how the type of products and services they buy on the internet
has evolved over time to include a larger variety. Some have started using the
internet for travel services such as airline tickets, hotels and car rentals, which has
then evolved to include downloading music, auction sites, buying everyday
groceries, etc. One participant bought his own brand new car online, another took
online guitar lessons!
An example of that is here, as mentioned by a respondent:
The internet is a one-stop shop, I can buy almost everything. From collector
items to pre-owned items to brand new ... I can find almost everything I need.
He then added … I'm certain we've only scratched the surface of the full
potential of e-commerce.
The internet offers today a new package of different sorts of things that customers
appreciate. The availability of the vast amount of information, customer forums and
communities incited one participant to explain:
I’m online everyday not only for the commercial activities but for the social
and educational ones.
Over time, the internet has found its way to change people‟s lives by being an
essential part of everyday activities. A Singaporean participant explained how the
internet has impacted everyday life in Singapore by saying:
The government has totally transformed online, so we rarely visit government
offices and wait in queues like before. Online banking is also very popular, it’s
convenient and I can’t imagine going back to off line banking, I actually don’t
have time for it. I'm also doing my masters online.
Despite the emerging and notable growth in e-business, not all products seem to be
appealing to online customers. Several respondents of the blog seem to agree that
buying clothes online might not be a good idea as they may vary in sizes, fabric and
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colour and due to the lack of possibility to try them before the purchase. One
respondent explained:
I dislike buying clothes online, I never know what they will really look like,
what the colour is, the fabric – big on that – and how it fits. Think anyone who
buys shoes or jeans online must be mad.
On the other hand, other respondents enjoyed shopping online for clothes and
applauded the well-thought of return policies for the convenience they offer in case a
purchased product was not as expected.
With clothes shopping in particular I find the changing rooms in shops are
usually cramped and badly lit and often you have to wait in a long queue which
personally puts me off trying on an item, thus the retailer loses the sale. With
online shopping I can order as many items as I like, try them all on in the
comfort of my own home and then just return anything unsuitable.
Ease of order return seems to be a very important factor that encourages people to
buy online. Analysis of the third discussion thread explains this factor in more detail.
Some respondents also reported that delivery is still a challenge when ordering a
service or a product online, especially with international customers, who might suffer
from delayed delivery or extra import charges that they are not aware of. A couple of
contributions explain in detail:
The drawbacks of online shopping are that you need to plan in advance as you
will have to wait for things to be delivered … If you don’t need the item for a
week or two then by all means online shopping is the best.
Buying anything from overseas can also be deceiving though – I once bought a
rare edition of Monopoly from an auction site in America, and whilst I knew in
advance of the seller’s shipping charges I was caught out by the extortionate
UK import duties, which added £15 to the price.
The sections below outline, in detail, analysis of participants‟ contributions with
regard to each discussion thread.
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6.4.1. Discussion thread 1: What online customers really want?
Understanding consumer motivation is believed to affect the understanding of
experiences desired by customers as well as website quality and satisfaction
attributes (Wolfinbarger and Gilly 2001). The first discussion thread aimed at
identifying online customers‟ motivations for placing an order online or performing a
transaction online. Customers were asked to explain the reasons for which they
became online customers.
Participants provided several reasons that explain why they choose the online
environment to order products or services. Main reasons included convenience, fun
and enjoyment, freedom and control, availability of information, selection of
products, financial cost savings and lower prices. Details are provided below.
6.4.1.1.

Convenience

Especially impressive is the frequency with which participants mentioned
convenience as their main motivation for using the online environment. Participants
emphasised that convenience is a great advantage of the internet; the internet has
offered ease and comfort when it comes to purchasing services or products. Some
respondents refer to convenience by using the words „hassle-free‟ or „stress-free‟ to
indicate the level of comfort and ease offered by the online experience.
The fact that customers can purchase anything, anytime and anywhere seems to be
much appreciated. Examples of participant contributions include:
I like shopping online because it makes life much easier, I can do what I want
and buy what I need at the convenience of my home.
It’s convenient, can be done anywhere and anytime.
The internet is a life saver… it’s more convenient than any other channel
available today. I’d rather write a 500-word email than make a phone call.
Apparently convenience can take different forms or mean several things according to
online customers. Coding of the transcript highlighted several interpretations of
convenience, such as time saving, reducing the overall efforts, elimination of
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commutation problems, 24/7 availability and therefore better accessibility to services
and products.
Elimination of transportation and its burdens was noticeably mentioned by many
participants. Traffic jams and parking problems are headaches that online customers
are happy to avoid. Enthusiast respondents described the internet as a „lifesaver‟ or a
„godsend‟ during holidays due to this reason.
But to tell you the truth, shopping on the internet is almost a lifesaver in a
country like the USA, especially on occasions. Shopping for my gifts has to be
done online, my friends and family members are spread out over thousands of
miles … no need to make several trips to the post office, it’s fantastic and very
convenient.
Saving time required to order a product or a service was also mentioned by
participants to define convenience. A working mum appreciates the time she saves
for her family because of the internet. She explained:
Well, I became a frequent online customer for convenience reasons mainly. As
a working mum, it’s amazing how I can almost do everything online without
the need to waste time away from my family.
Other busy participants explained their motives saying:
Because I'm juggling multiple projects most of the time, primarily I need a
quick and convenient way to buy what I need without taking 2 or 3 hours
driving around, searching, standing in line, or maybe not even find what I was
looking for.
It saves time and energy; I don’t need to allocate time for shopping, I can shop
whenever I’m doing all my other stuff. So there is no time pressure...
Convenience to participants also means being able to order a product, or perform a
transaction, from anywhere, at any time without the need to be physically located in
a specific place. A British participant who lives in the USA elaborated:
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You don’t need to be physically present to pay your taxes or apply for services
even if you are away. Living in the US and having family in the UK, the
internet is incredibly convenient for me.
The comfort of shopping at home, and reducing the overall efforts of preparing for
buying was also highlighted by participants as another form of convenience. Online
customers appreciate the fact that they are not required to conform to dress codes or
socially acceptable conventions when they shop online or perform online
transactions. One participant mentioned that home is the most comfortable place for
shopping and elaborated saying:
I shop for almost everything online, in PJs with feet up, a glass of drink in one
hand, mouse in the other and I start searching and buying.
Another participant explained:
Over the past two years I have grown used to buying many different things over
the web ranging from low value items such as books and CDs to higher value
things such as watches, plane tickets and even a Caribbean cruise…All of this I
have been able to do from the comfort and convenience of my desk, without the
need to get dressed and go out…
Browsing online pages is also easier to customers compared to walking and
wandering between stores. A participant explained:
It is so much easier for me to sit at the computer and find just what I am
looking for without walking through store after store.
Participants appreciated the convenience provided by home delivery of online
purchases which allows them to receive purchased products in comfort and without
the need to bear product carrying burdens.
A single student explained:
I go online when I need to purchase bulky items because I prefer to have them
delivered directly to me then having to use public transport and carry them
from shop to home (example electronic equipment).
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Similarly another participant explained:
The internet comes in very handy when I buy bulky items, they usually get
delivered very quickly by mail and I don’t have to go and specially pick them
up.
According to participants, convenience also means the availability and accessibility
of the internet 24/7. Being able to access the internet whenever you need it is
providing a much more convenient solution than any other available channels.
I shop online because of the 24 hours availability a day, I usually don’t have
time to shop until it’s 1 or 2 am, so as you see online shopping is much more
convenient and works very well for me.
Additionally, and since the availability of information about products and their prices
made the internet a quite good platform for comparison shopping; some respondents
have reported that they buy their stuff online because of the availability of this
facility which provides a much more convenient option compared to the traditional
environment. Two examples are provided below:
The main reason I shop online is that I can easily make price comparisons
between several different retailers. If I were to do the same on the high street it
would probably take me the whole day and involve going to several different
shopping centres in order to find the same choice.
I also love comparison shopping, and needless to say, online is the best place
to do it without having to go from store to store.
6.4.1.2.

Fun and enjoyment

The second highest most mentioned reason for purchasing online products or
services was the „fun and enjoyment‟ involved in the online experience. Analysis of
the focus group content indicated that customers approach the online environment
with a desire to have fun and to be entertained with an enjoyable experience. The
online experience in other words seems to be appreciated by customers for the sake
of the experience itself. Here are a couple of examples to explain:
There is also something else about online shopping; it’s a lot of fun.
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Similarly another participant shared his agreement by saying:
There is something very cool about sitting in my pyjamas in bed shopping late
at night and finishing all your transactions or buying a few things.
I was an early adopter of e-commerce; beginning in 1995. I agree with the
other posters, that primarily the fun, excitement, and convenience of shopping
online were my primary motivations. I still find it fun and relaxing, it has also
evolved over the years to being my main research tool, and the way to find the
best bargains.
According to participants, fun and enjoyment of the online experience can be
generated from different sources. Participants reported that fun can be generated
from browsing new products and observing new releases of products.
The internet is also a lot of fun and I’m always excited about the new products
we get to see everyday...
Another participant explained:
… and also because you learn about new products and new releases which is
also fun because you feel ahead of other people.
Fun and enjoyment is also generated by websites that engage customers in any way.
One of the respondents highlighted how personalisation of the online experience
makes it much more enjoyable. He explained:
Planning for your purchases makes online shopping more fun. I love
personalized pages that remind me what I bought before, it's good to watch the
patterns of my life and observe how my needs change over time.
Spending more time exploring the site as an indication of enjoyment of the entire
experience was also reported by participants.
It is very interesting to mention here that analysis of the first discussion thread
indicated that whether online customers spend a lot of time browsing with no specific
goal for a particular purchase or whether they are the type who plan for their
purchase and approach the online environment with a specific goal in mind, the two
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types reported their appreciation of the fun and enjoyment that the online experience
entails. Below are two examples of both types of experiences


Planned experience

I enjoy planning for my purchases, it makes me feel more organised and I can
always come back to finish the purchase anytime I want, most of the sites allow
you now to save your transactions even before you purchase.


Less planned experience

For me, I like to use the internet because I really enjoy it... I enjoy the power of
accessing a lot of information at my comfort without needing to worry about
traffic jams and peak hours. I like the experience by itself. I’m not one of the
people who would rush to finish a transaction and leave the site, I appreciate
the overall experience of getting to know a lot of things, I feel in control of
what I want to buy, when and for how much.
A few respondents also mentioned that they use the online environment because of
the enjoyable experience created from sociality with other customers. Getting to
know people who share the same interests and socialising with them seems to be
appreciated by some online customers.
The internet is fun because I can gain a lot of friends online and also negotiate
easily with other people.
Another continued:
… it’s always very exciting to be put in contact with people who have the same
interests like you, whether other customers or even business owners, I
personally enjoy socialisation online and I always found it rewarding.
6.4.1.3.

Control and freedom

Participants pointed out that one of the motivations for them to use the online
environment is the fact that they are more „empowered‟ and „in control‟ of what they
do during the online experience.

Participants specified that online customers
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appreciate how the internet allows them to perform things according to their needs
and requirements with a lot of freedom. One student participant explained:
It’s very good to be in control of your time and to study at your comfort. I think
the internet is giving us a lot of freedom to do things according to our needs
and that's great. He then continued in another comment: Doing things online is
more empowering and you feel in control.
The participants also reported that the online environment allows them to choose
what kind of experience they prefer and have. One of the participants explains in
detail:
The internet offers a lot of control over what you buy, how you buy and how
much you pay for it. Customers are more empowered and make the experience
by themselves. If you want an enjoyable experience, you can have that, and if
you want a quick and economical transaction, you can easily go for that too. I
have bought many items over the net, and I can tell that experiences differ
according to how you want to make your decision. Lastminute.com have been
excellent in everything especially their fast delivery so I always go back to
their website. EmpireDirect are usually very slow to send me the item I ordered
but when you are saving £150+ on a single item, sometimes it’s worth the
hassle. My point here is that customers can choose who to deal with and on
which basis.
Interestingly, coding of the transcript showed that „control and freedom‟ was
associated with both „convenience‟ of the online environment and feelings of „fun
and enjoyment‟. Examples of how control and freedom were linked to convenience
as well as fun and enjoyment are provided below:
One participant said:
More importantly, the internet gives the feeling of being in control [control], you
access the internet at anytime, anywhere [convenience] ... you enjoy [enjoyment and
fun] the freedom [freedom] of knowing as much information as you need to make
more informed decisions…
Another participant added:
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I enjoy the power of accessing a lot of information at my comfort without
needing to worry about traffic jams and peak hours. I like the experience by
itself [enjoyment]. I’m not one of the people who would rush to finish a
transaction and leave the site, I appreciate the overall experience of getting to
know a lot of things in a short period of time, I feel in control of what I want to
buy, when and for how much [control and freedom].
In conclusion, online customers who seem to value the convenience offered by the
internet or the control and freedom they have over the experience, still value the
feelings of fun and enjoyment entailed in it. Accordingly, online customers appear to
want everything from their online experiences, they want efficient and effortless
transactions, the feelings of control and freedom and they also want to enjoy the
entertainment and fun that comes with it. More discussion of this point is provided in
Chapter Nine.
6.4.1.4.

Availability of information

Participants also pointed out that the availability of information acts as one
motivation for online customers to utilise the online environment. „Getting to know
more information‟ about the products and services they buy, the firms that sell them
and the competition in the market is very important to today‟s customers and seems
to affect their buying decisions. Online customers consider themselves more
educated and owe that to the rich information available on the internet. One
participant reported:
I guess the internet made us more educated customers and we should
appreciate this fact.
Another confirmed:
I can see the latest trends, know what’s new and what’s not, be updated on the
latest fashion or gadgets without leaving home.
It was also noticed that participants who mentioned the „availability of information‟
as a reason for buying products and services online often highlighted that this reason
enhances the online experience and makes it more enriching. Online customers seem
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to appreciate the online experience by itself due the information they gain or skills
they learn when they browse the internet. Some examples below explain this view:
I appreciate the whole experience of online shopping; it’s like learning a new
skill.
Another participant explained:
I enjoy the experience by itself. It’s enriching and you learn because of the
huge amount of information around you.
The availability of information seems also to enhance the online experience by
making it more fun and enjoyable:
But to be honest, the internet is also a lot of fun and I’m always excited about
the new things we get to know everyday... so that’s actually the icing on the
cake :).
Similar to „convenience‟, this motivation, i.e. availability of information, was also
associated with the reason „freedom and control‟. The availability of a vast amount
of information on the internet seems to give online customers the feeling of being in
control and being more empowered to take more educated decisions.
I enjoy the power of accessing a lot of information at my comfort without
needing to worry about traffic jams and peak hours….I like to use the internet
because I really enjoy it... I appreciate the overall experience of getting to
know a lot of things in a short period of time.
6.4.1.5.

Lower prices

A lower price of products or services was another reported motive for using the
online environment. Respondents explained that the internet is appealing for
shopping because it generally offers lower prices compared to traditional stores.
Global competition that is transparently exposed through the net may be one reason
for this, one respondent explained:
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I’m convinced that, because competition is global online and price-comparison
bots are constantly monitoring the market, online is where I’ll find the lowest
prices for things.
Additionally, another reason for lower prices may be due to the fact that websites
seem also to offer discounts that encourage customers to buy online. A couple of
examples are provided below:
I can find more discounts and coupon codes. I hardly ever buy any clothes at
‘the mall’ or even local boutiques anymore. I go for window shopping though
and look at the prices and immediately know where I can get the same piece
online for less.
I also forgot to mention that due to the variety of suppliers online, prices
usually are more reasonable, which is a very good advantage of the internet.
Discounts are always available and if you plan your purchases you end up
buying most of your stuff half price.
Some online customers explained that they take advantage of such discounts and
delay their shopping or wait longer times to receive better prices
I buy online because of the coupon codes – when I go shopping, I can’t buy
anything because I am always thinking about where online I can get the same
item for a discount. Most of the time, I know immediately, but other times, I just
don’t buy until I know for sure I can’t get it at a better price.
Prices usually are more reasonable, which is a very good advantage of the
internet … Discounts are always available and if you plan your purchases you
end up buying most of your stuff half price.
The internet seems also to be appreciated as a good bargain place; some online
customers tend to compare prices between different suppliers. The internet is
obviously a convenient channel for that. One respondent explained:
It’s like a bargain place, where I can find almost everything I need, and then
added:
On one occasion I used an American website to buy a CD by an English band:
the cost of the CD and the shipping was under $10, whilst in the shops in
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Finland it was about $18! I have also managed to find CDs in America that I
have been unable to buy here.
6.4.1.6.

Selection of products

Respondents also pointed out that the internet offers a wider „selection of products‟
and sometimes better stock levels compared to traditional stores. This by itself is a
rightful reason for customers to buy online. One respondent explained:
I shop online for better selection of products, it’s much easier to find things in
my size online, and you can’t beat the variety of styles and colours available
online.
Another added explaining his experience last Christmas with scarce stock levels in
traditional stores:
I found the high-street stores extremely frustrating this Christmas … they
always seemed to sell out of the item I want a week before Christmas day! On
the other hand, I bought 80% of my presents online and received nothing but
great service and decent stock levels!
Respondents also highlighted that some products are only available online, or can
only be accessed online due to the difficulty in accessing their traditional stores,
making the internet the only source for such products.
It’s the best way to source hard-to-find, or nearly impossible to find items.
Another added: I find online shopping a great way to uncover stuff I want that I
can’t find locally.
Another advantage of the internet as explained by participants is that it offers
exclusive products that can only be found online and through specific websites. One
respondent elaborated on the exclusivity of some of the products available online by
saying:
There are things I can find online that I could never buy locally, because the
only vendors who have such things are individuals with obscure expertise
operating out of basements.
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Financial cost saving

Respondents have also highlighted that the internet is more financially economical
than the traditional environment because customers do not need to commute and
therefore they save money by shopping online. Some of the examples on
participants‟ contribution in this regard:
I save energy both needed for the car and also energy I need for searching and
browsing my desired items.
One business owners among the respondents explained this advantage of the internet
by saying:
It’s a huge time saver and cash savings tool in running my restaurant and
catering operation. I purchase everything from supplies, to travel, to specialty
food items, to new and used equipment for my business without need for me or
my staff to travel.
Finally, the following network figure provides a summary of the content analysis for
the first thread of the online blog. Customers in general reported several reasons for
their motivations to order online or to perform a transaction online. The network
provides the titles of those motives and outlines the frequency of comments that
supported each motive.
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Figure 6.7 Network of coded content for the first discussion thread

6.4.2.

Discussion thread 2: Customer engagement

Emerging literature in the marketing field stipulates that the internet is advantageous
because it provides customers with the opportunity to lead their own co-created or
self-driven experiences through highly-engaging websites. The advanced and more
sophisticated technologies provided now on the web allow for differentiated
experiences that are richer and require high levels of consumer engagement (Klein
2003; Lawler and Joseph 2006; Mascarenhas, Kesavan et al. 2006). Instead of
dealing with whatever is pushed by organisations, customer roles have changed from
isolated to connected, from unaware to informed and from passive to active
(Prahalad and Ramaswamy 2004).
The online focus group aimed to understand this phenomenon. Therefore, the second
discussion thread explored the aspect of „customer engagement‟ and customer
preferences towards it. Customers were asked to define highly engaging websites, to
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outline if they prefer highly engaging or less engaging websites and to explain why,
and most importantly, to explain the factors that make websites more engaging as
perceived by online customers.
During the discussion many examples of successful websites were mentioned to
prove respondents‟ arguments. Some of the examples that were emphasised included
Dell and its two blogs Direct2Dell blog and IdeaStorm project, Sun blog,
Ponoko.com, Zazzle.com, BatchBook, myFICO.com, Lloyds TSB, Zappos.com,
tesco.com, Amazon.com, eBay.com, etc.
6.4.2.1.

Preference for highly engaging websites

The majority of customers who participated in the online focus groups, preferred to
have more engaging websites, or what they called „rich websites‟. Some respondents
actually emphasised that companies of today do not have the luxury to be less
engaging.
Today, I guess all websites should be engaging …. Overall, I love the
experience of rich websites. Another respondent agreed with this comment
saying: I agree…I’m not sure if websites now have the luxury to be less
engaging.
It is however important to mention here, that some respondents argued that highly
engaging websites are necessary for specific products or services only and do not
apply to others. One respondent summarised this view by saying:
I think this [need for customer engagement] also depends on what you want to
buy, why you are buying it and how much you are willing to pay. There are
items that are less engaging in nature like airline tickets may be. Other items
are more engaging. I don’t imagine buying a car or a house online without
talking about with it with the staff and other customers, and reading what
people say about their experiences and stuff like that. It all depends and it’s all
in the hand of the customer.
Respondents who argued that the need for customer engagement depends on the
product type based their argument on the fact that with simple commodity types of
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merchandise such as common electronic devices for instance, less is more: websites
should be well organised, simple, and fast yet enjoyable. On the other hand, where
products or services require some level of customisation or a high level of
involvement, like automobiles or computers, websites should be more engaging and
customers should be given tools to build their own solutions and provide feedback,
etc. In both types of products, respondents agreed that websites should be enjoyable
to browse even if in a simpler way on websites for commodity products.
Products were also differentiated by respondents according to the uniqueness of the
product. A few respondents reported that if the online business is selling unique
products that the owner is manufacturing, a more differentiated experience is
expected and the website has to get a little more creative and be more involving. In
the case of websites that sell a combination of several brands just like „brick-andmortar‟ stores sell in buildings, simple and straightforward websites that are clearly
organised is expected. In both cases however, respondents highlighted the
essentiality of customer reviews and customer communities to allow for customer
discussions and sharing of feedback.
In conclusion, although there was a general agreement on the advantage of engaging
websites, some left their agreement conditional to the type of product. Some
respondents assumed that customers of today have the right to have highly engaging
websites while others advocated that engaging websites are only needed with certain
types of products. What follows is a taste of the „enthusiastic‟ discussion that took
place in this regard with emphasis on engagement through blogs and customer
forums:
Although I agree that engaging websites, especially through online
discussions, are important, websites of commodity products, and there are tons
of them, will never attract me through more engagement. If I brush my teeth or
wash the supper dishes, I don’t want to go and blog about it, if companies
engage customers through blogs, not every product should be blogged about.
We customers know that companies sometimes overdo things because they
want to become what they are not… engaging websites should be created only
when engagement matters to the customer… I (personally) care to see more
engaging websites – through conversations in particular – for products that
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require certain advice about before purchasing, and by the way the list of those
are huge. I usually engage in conversations when there is something I need to
clarify or learn more about. Some products will never require highly engaging
websites.
Replying to that, another respondent said:
Very interesting, but why do we rule out the chance of engagement through
conversations for customers who would like to blog about their tooth brushes!
If customers decide they want to do this, then I think companies have to allow
them to do that. When I first lived by myself, I used to appreciate advice about
very silly stuff such as the detergents I should use to clean different things at
home, so I guess if the customers need it, companies should provide it.
An important view was raised by respondents highlighting that if engagement is
required all the time, it needs to be done „in moderation‟ with some product types, to
be exclusive to customer views and feedback. Several respondents highlighted that
engaging websites should not be performed on the account of simplicity. Online
customers according to them will still appreciate organised and simple websites even
if highly engaging.
A respondent commented:
I'd rather have a simple to navigate website that is reliable than a slow
sophisticated website that struggles to open a new window.
Another agreed:
The simple elegance and efficiency of say Amazon or eBay makes the
transaction fast and enjoyable, part of the reason I go back to those sites time
and again.
Nevertheless, simplicity does not contradict customer engagement according to
respondents. Good website designs can mesh the two and provide customers with
highly engaging, yet simple experiences. One respondent outlined how customer
engagement does not contradict with simplicity by saying:
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I also love sites that incorporate music and create a unique and welcoming
ambience or even have three-dimensional activities. Personalised websites that
are smart and know what you want before you look for it do always amaze me.
This of course should not contradict with simplicity, smart icons that allow
customers to know what’s new and where to go next are always very important.
Examples of how websites should keep a balance between engagement and
simplicity are elaborated in the contribution of the some of the respondents.
Engaging, useful sites that create a shopping experience similar to a live
shopping experience eventually will keep me there, rather than send me out to
a brick and mortar to find what I need, assuming it is available locally … And,
I might stay longer than I had planned because of that robustness …. But, since
I’m a pragmatic shopper, the interface still needs to be easy to navigate, robust
enough to help me make a good buying decision, and easy to make a purchase.
One respondent who was supportive of highly engaging websites warned that in an
attempt to design highly engaging websites, firms can mistakenly introduce features
that cause customer distraction with unnecessary noises and visuals. He explained:
With that said, I’m not with too flashy websites that are distracting and
annoying, but there is a fine line between what’s interesting and what’s
annoying. Simple and elegant can also be a good thing!
Agreeing to that, another respondent explained:
I am easily annoyed by websites that seem enamoured with bells and whistles
that really don’t enhance the customer experience, or even slow the process.
Websites should be efficient first and foremost, but also provide everything the
shopper might want to make a buying decision appropriate to the product or
service, such as customisation features, discussion boards, etc.
Coding and analysis of the blog content confirmed five of the factors that were
previously identified – in Chapter Four – for the attribute „customer engagement‟.
The following section describes those factors in detail according to customers‟
contributions.
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Different methods of customer engagement

Respondents of the online blog pointed out that highly engaging provides the
opportunity to customers for (1) participation, (2) customisation, (3) personalisation,
(4), simulation and (5) synchronous communication. Those factors were intensively
reported in the online blog content and seem to affect the quality of the online
experience according to respondents‟ views. The following network provides a
summary.
Figure 6.8 Network of the second discussion thread
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6.4.2.2.1

Engagement through participation or asynchronous customer-staff

communication
The term „participation‟ refers in this study to customers creating or modifying
content to the site through customer reviews and other type of content, whether that
required a reply from the company or not.
In many of the posts, respondents define „highly engaging‟ websites as those with the
ability to allow customers to add their enquiries and feedback and to provide
responses in return when needed. This type of communication does not happen in
real time and therefore is called asynchronous communication.
Blogs and customer forums are examples of means for asynchronous communication
with the website. Respondents mentioned that some websites are becoming very
creative as they respond to customer feedback and enquiries. Answers to customers‟
enquiries can be posted nowadays in unconventional ways such as videos and timely
newsletters, etc.
Respondents brought several examples of websites that have been highly engaging
through asynchronous communication between customers and staff. Among which is
Dell.com who administer two blogs Direct2Dell blog and IdeaStorm project at
http://en.community.dell.com/blogs/direct2dell

and

http://www.ideastorm.com.

Through these customers blog about Dell with comments or enquiries and every time
they receive responses which allow customers to take care of their computers and
gadgets without the need for technical staff interventions. Examples also included
blog.sun.com
One respondent confirmed this by saying:
I agree that the Dell blog and support forums are outstanding. I have found
technical solutions for computer problems on two occasions that prevented the
need to call the computer doctor.
Another respondent said:
From all engagement shapes, online discussions with the firm is the most
important one for me, I enjoy maintaining what I buy myself, but often you still
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need advice from the company… this is how blogs have made customers more
responsible for what they buy and more educated about what they buy.
Another respondent outlined how the online community has kept him hooked to the
website by saying:
I personally, in terms of more engaging websites, will give an example of a
website that kept me hooked. There is lots I could write about on the
functionality that BatchBook gives me but, honestly, their online community is
the one thing which has kept me hooked. They are amazing, always willing to
engage with the customer, respond to feedback and solve problems quickly.
Online discussions have also been also recognised to be useful to customers even
those who don‟t place enquiries. Respondents reported that customers usually check
those blogs and learn from previous questions and answers.
If you are not the type of customers who does not like to be immersed in the
experience, you can just observe and that’s not bad for the amount of
information you can gain for a little time you invest.
Highly engaging websites through participation allow customers to interact also with
each others, answer questions, share advice and exchange stories about their
experiences. Customers are providing the information and content while remaining
engaged with the company.
Customer communities seem to be key in enhancing the online customer experience.
Parent communities, for instance, support other parent customers and patient
communities support other patient customers. Very notable examples were
mentioned by a couple of the blog participants:
A female respondent explained:
I’m a mother of three children and I have to tell you that I love what early
learning centre done with their website. I don’t buy something every time I visit
the site but I always like to check out the site for new play ideas which are
usually submitted by other parents … also the product reviews are a must-tosee before I buy toys or even birthday gifts.
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Another respondent added:
My mother in law had a very interesting experience with her breast cancer
care centre. They have developed an online forum where patients used to post
more than a thousand posts every month… They were amazing in the kind of
care they offered and the type of support community they created.
Respondents reported that customer reviews are a wonderful way to understand the
product and customer satisfaction with it without the need to talk to anyone.
One respondent explained:
The reader reviews at Amazon.com are a must-read and a must-write when I
buy books, I don’t believe everything, but I know how to pick between a good
review and a fake review. They always give me an idea of the content of the
book.
In conclusion, respondents seem to value to a large extent the two-way
communication and dialogue with staff throughout the online experience. This kind
of engagement represents to respondents a relationship between the customer and the
site that is important for the quality of the online experience.
6.4.2.2.2 Engagement through simulation
Another factor for customer engagement, as pointed out by respondents, was
simulation and demonstration. Customers appreciate websites that simulate humanlike objectives or virtual life experience and allow them to experiment and try
different options or modes. One participant acknowledged the „brilliance‟ of IKEA,
which he and his wife love by saying:
… because it allows you to simulate your house layout, try their products and
play with the accessories.
Another respondent appreciated how games websites allows customers to experiment
with the product, even before their releases.
Some customers emphasised that good quality sites create a shopping experience
similar to a live shopping experience. One of the respondents explains an example:
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Brookstone’s have an exciting 3D walkthrough store, you can stroll through
virtual aisles complete with product displays.
Using virtual tools to simulate and demonstrate a real-life experience is „definitely
the future of online shopping‟, a respondent explained:
I recently attended a virtual tradeshow for the cruise line industry. By moving
my cursor around the screen, I could enter the exhibit hall, find vendors that
had products I was interested in, chat with exhibitors to learn more, and
download product information. I could also ‘wander’ out of the expo hall and
into the education centre to locate speakers, download video and audio-based
presentations, and enter a networking lounge to chat with others attending the
virtual show.
Book stores have also found ways to allow customers to simulate the offline book
store experience by relying on personalised information based on previous purchases
or searches. One participant explained:
Similarly, beta.bordersstores.com have now a ‘magic shelf’ to browse a
customisable rotating display of books, music and movies, it’s so fun and
original.
In conclusion, respondent contributions in the online blog confirmed the importance
of this factor; i.e. „simulation‟, and its impact on enhancing customer perceived
quality of their online experiences.
6.4.2.2.3 Engagement through customisation
Respondents reported customisation as another factor that distinguishes „highly
engaging‟ websites. Customisation was defined by respondents as engaging the
customer in tailoring the design of a product or a service to fit his/her own needs.
Respondents pointed out that some products are more known to customisation than
others, websites for products like automobiles should typically be more engaging.
One participant explained how customisation helps customers build their own
solutions for products like automobiles and computers:
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For products that require some level of customisation, like automobiles or
computers, sites like Dell and Chevrolet (and most auto sites) are really
fantastic for enabling the shopper to build their own solutions and crystallise
their vision.
Nevertheless, more websites are taking this path and introducing more customisation
options to perhaps unconventional products. One example of highly engaging
websites through customisation was Zazzle.com which allows customers to custom
make all sorts of products they sell. A participant pointed out that this feature in the
website made her come back to it all the time:
I keep checking the site out every now and then. Their latest discovery is shoes!
Last time I bought from Zazzle, I uploaded images and made my own shoes…
crazy...
In conclusion, respondent contributions in the online blog confirmed the importance
of this factor, i.e. „customisation‟, and its impact on enhancing customer perceived
quality of their online experiences.
6.4.2.2.4 Engagement through personalisation
Similarly, personalisation was anther factor mentioned by respondents to describe
„highly engaging websites‟. Personalisation refers here to receiving messages or
information about the products dedicated to specifically customers based on
information they provided, previous purchases, searches or visits. Personalisation
was also applauded because it makes the customer feel attended to and cared for.
One respondent reported‟
I also think that receiving a personalised message from the website, simple
things such as being addressed by my name make me feel more respected and
listened to.
Other reported benefits include the fact that personalisation helps make the online
interaction easier and smoother. Websites that recognise its customers do not request
for the same information twice. They also provide customers with information or
updates about products based on their previous records before they ask.

280

Chapter Six

Qualitative data analysis

A respondent explained:
Amazon does a great shop in offering personalised shopping experience which
to me is what a company needs to do to engage me more. I only need to enter
my name, and I receive all the relevant information I need to know without any
hassle.
Another respondent agreed:
I love the way they use all information about me and my purchases to
personalise my page and recommend relevant stuff to me, that’s very smart.
In conclusion, respondent contributions in the online blog confirmed the importance
of this factor, i.e. „personalisation‟, and its impact on enhancing customer‟ perceived
quality of their online experiences.
6.4.2.2.5 Engagement through synchronous communication
Several participants highlighted the importance of having real-time communication
with the company staff. Synchronous communication was reported as an important
engagement factor especially when customers have enquiries and need prompt help
or advice. Live chat facilities were found popular for such type of engagement. One
respondent mentioned how personalisation can help in customer engagement
especially when linked to a synchronous communication facility.
One morning I received an email from Kiyonna Clothing – a Sitebrand
customer that designs stylish plus-size women’s apparel in sizes 10-32. And
this email was different! The email personally invited me to have a LiveChat
with someone I think called Kim, a style expert and personal shopper. With just
one click, I could chat live with an expert and have all my fashion questions
answered … just like I would expect if I walked into the store itself! I’ve always
liked sites that serve the LiveChat option and to me, this is a great way to get
personal in the inbox. It’s a great example of thinking differently and I love it.
The email also pointed me to the website, but this LiveChat invite was such a
refreshingly nice way of putting customers first since it truly says ‘Amber, it’s
Kim and I’m here IN PERSON to help you get PERSONAL answers to your
PERSONAL questions. It wasn’t an intrusive invitation and it wasn’t a hard281
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sell. Plus, to cover all the bases, Kiyonna offered 3 ways I could connect with
Kim – via LiveChat, email or a toll-free phone call. Sheer brilliance I say!
Synchronous types of communication can also be used to allow help to customers
who require urgent help. In a breast cancer care centre, online customers were
allowed to interact with medical staff, in real time and were offered timely advice.
My mother in law had a very interesting experience with her breast cancer
care centre …. they also had ‘live chats’ and used to have online conversations
with medical staff or even other patients all the time.
Although it was not highlighted to the same extent as the other factors, „synchronous
communication‟ was still mentioned by respondents of the online blog as an
important factor that impacts perceived experience quality.
6.4.2.2.6 Customer engagement and impact on the entire online experience
Whether customer engagement happened through asynchronous communication and
customer participation, demonstration and simulation, customisation, personalisation
or real-time communication between staff and customers, customer engagement
seems to highly improve the customer online experience.
I appreciate meaningful engagement; it improves the customer experience with
the website but it adds a lot of value. I’m impressed with myFICO.com, the
consumer division of Fair Isaac; it helped me understand how to protect my
financial health.
In relation to improving the online experience, respondents have linked engaging
websites with how fun the experience is: engaging websites seem to directly impact
the enjoyment of the experience. Some of the examples include:
I’m with engaging websites, they require a little extra effort, but they’re worth
it, because they are fun, and interesting.
I myself came across few websites that have been revamped recently to allow
for more customer engagement and they are a lot of fun.
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A fun, visual, more 3-d, interactive interface catches my attention, and I’m
likely to be reeled in. And, I might stay longer than I had planned because of
that robustness.
Highly engaging websites seem also to provide online customers with a feeling of
empowerment and ownership. One respondent gave a clear example of this benefit
saying:
I’m a very loyal customer to Kraft, and I’m an active member of its community.
Two years back I took part in some brainstorming sessions the company
organised online to learn about new kinds of dieting and healthy products. As a
result, Kraft learned that it customers didn’t feel they needed to deprive
themselves or diet – what they really wanted was the ability to control how
much they ate. This is why we have now the 100 calorie packs, the small, oneperson bags of Oreos and Ritz crackers. This gives you a feeling of ownership
and you becoming involved in the decision making, very empowering and
meaningful to all.
Another added:
Dell is making great efforts to engage customers and it works very well. Its
community online not only provides better experience to customers, it actually
empowers them. From my experience, I know the input we provide is accessible
by Dell’s management which provides better transparency and responsiveness
from their side. It’s a win-win relationship. If you are the type of customer who
does not like to be immersed in the experience, you can just observe and that’s
not bad for the amount of information you can gain for a little time you invest.
Respondents also emphasised that engaging websites make customers feel
appreciated and listened to. Online customers value, in return, companies that spend
time to understand what customers think and what experience they want to have and
reflect that on their websites. One respondent explained:
I love more engaging sites and does not matter what they sell. I really value
those companies that spend some more time to know what customers think and
how to utilise that, and this sometimes starts even before you visit the website.
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Another respondent agreed saying:
I also think that receiving a personalised message from the website; simple
things such as being addressed by my name make me feel more respected and
listened to…
Engaging websites seem also to help deliver the customer voice directly to the right
people, overriding all bureaucratic layers. Respondents reported that online
customers feel more empowered than ever because of the transparency of the online
environment. Customer communities and blogs, for example, were reported to help
drop the veil between the customer and the company and indicate the firms‟
seriousness to keeping an eye on their customers‟ comments and responding to
overall themes and concerns.
Personally I prefer more engaging websites. I wanted to respond to Fiona
though about how online communities can help hard wire our voice directly
into companies without getting bogged down in layers of corporate
bureaucracy or message mediation. This is cool, this is why I prefer to write a
comment more than I make a phone call. This is basically the reason why I like
those websites, I feel more empowered through my feedback which I give in
public and expect the company to do something about it.
Similarly, another respondent agreed:
To me, companies engaging their customers in blogs and forums are like
parents talking to their kids about sex; parents know that their kids are going
to talk about sex with someone at some point in time. This is why, it is best if
that ’someone’ is the parent before it’s anybody else. I think companies have to
accept the fact that we (customers) are going to talk about the company and
their products someway and with someone...luckily the internet allows us talk
about how we feel about a product more than ever, and provides us with the
platform to do that, smart companies I think should provide this platform by
themselves, to listen to customer views, and try to learn from it and do
something about it.
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Other respondents appreciated more engaging websites for sociality purposes and to
be able to share advice, questions and exchange experiences with customers who
have similar interests. One respondent commented:
Sometimes it’s important to have customer communities who share the same
interest, that’s very good for customers and for the business itself.
And another said:
The website allows customers to interact with each other, answer questions,
share advice and exchange stories about their experiences. I’m a very active
customer in the community. The customers are providing the information and
content while remaining engaged with the company. This sort of engagement is
the kind of thing I see true value in.
Interestingly, when answering questions of this discussion thread; several comments
arose to associate customer engagement with trust, emotional attachment and loyalty.
Respondents reported that knowing that companies care about engaging customers
and listening to them increases the level of trust of the website.
I trust websites that put some thought in to considering what the customer
wants. We want modern and interactive websites; we want to share our views
and to be listened to. We want websites that are flexible to change because we
also change...
Another respondent said:
Companies can offer high quality engagement and therefore increases my level
of trust.
Similarly, loyalty was mentioned as a result of good engaging websites. One
respondent explained that engaging websites can become a compelling hook to keep
bringing customers back.
But back to the engagement point, if the site does not provide a compelling
hook to keep the buyer there, the back button prevails.
Another explained:
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Customer engagement is simply connecting with your customer and easily you
are well on the way to building loyalty.
In conclusion, it was noticed as a result of the analysis of this discussion thread, that
highly engaging websites improve the overall online experience. Respondents of the
online blog reported that customer engagement not only improves the overall quality
of the experience, it makes it more fun and enjoyable. Highly engaging websites
seem to increase customer trust in the online provider and increase emotional
attachment of the customer.
6.4.3.

Discussion thread 3: Most delightful experiences

The third discussion thread aimed at understanding what make delightful online
experiences according to customers. Participants were asked to recall and share their
most delightful online experiences, to describe them and to explain why they
consider them so. Figure 6.9 summarises the respondents‟ contributions in this
regard.
The discussion helped to verify the list of quality factors that were produced as a
result of the literature review and to make sure that no other factors were overlooked.
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Figure 6.9 Network of the third discussion thread – delightful experiences

6.4.3.1.

Delightful experiences are full of emotions

Generally, discussion posts of this thread were the lengthiest; respondents were
elaborate in describing their most delightful experiences. Appendix IV includes two
examples of those lengthy contributions:
In fact, one respondent made a comment about the length of some posts saying:
… a company that inspires a customer to write this much about it, has
definitely done something right. It made me think that the internet has raised
the bar now and we all expect the most innovative and thoughtful. We all want
to enjoy our experiences and we expect the best to happen every single time,
not only to meet our expectations but to go beyond them.
When describing their most delightful experiences, respondents were generally very
passionate and used avid language whether in describing the website or the online
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provider, this included: „love‟, „adore‟, „fond of‟, „impressed‟ to indicate feelings of
admiration (Plutchik 1980). Experiences were described with affectionate words like
„touching‟, „personal‟, „sentimental‟, „memorable‟ and „exciting‟.
Some examples include:
Moving experience
An album book I made for my mum (from Blurb). It took me four hours to make
it online with so many pictures, little text but my mom was moved enough to cry
in delight for an hour on the phone when she got it.
Sentimental experience
My most recent delightful online shopping experience was with Design A
Mosaic. It took me about 20 minutes to upload my photos and place the order.
The customer service was also helpful when I had some special requests for
one of the photo mosaics. The website gives this sentimental feeling when you
are working on the design and give you a lot of guidance on how to end up
with the most personalised photos.
Impressive experience
I’m also a fan of Amazon, I have rarely had any problems with them, and never
anything that was not immediately and satisfactorily addressed, I order a
thousand dollars and more of stuff each year through them and my experience
has always been delightful. I’m impressed by Amazon’s success and its
reputation speaks for itself.
More specifically, many words were used to indicate respondents‟ joy and surprise
emotions. Respondents used words like „fun‟, „enjoyable‟ as an indication of the
emotions of „joy‟ (Izard 1977) and words like „amazing‟ and „surprising‟ to indicate
feelings of positive surprise (Plutchik 1980).
The section below provides also some examples of the terminology used to describe
the most delightful experiences of respondents.
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Delightful experiences exceeds customer expectations

In describing their most delightful online experiences, respondents clearly outlined
that delightful experiences should exceed customers‟ expectations. Delightful
experiences according to online customers seem to go beyond fulfilment of minimal
needs.
While explaining how delightful experiences exceed customers‟ expectations, several
different methods were mentioned. According to respondents, a firm can exceed
customer expectation by offering quicker delivery of order than expected or better
prices, shorter processing time, easier order return or money refund, etc.
One regular respondent, who is also an interior designer, reported that she is fond of
IKEA, because she can get very good quality prints and frames that resemble actual
art and exceed her expectations for the price she pays for them. Exceeding
expectations can also happen when the firm recovers an experience that does not go
well the first time.
A respondent explained:
I had things gone wrong twice with them [Amazon.com], and the way they
fixed the problem exceeded all my expectations. With the 30 day return policy,
I shipped my damaged items back using their return address label, so basically
I paid nothing, shipment money was reimbursed to me, and received my item
within two days, this is heavenly compared with other companies who assume
no responsibility whatsoever.
The discussion thread indicated that fulfilment of customers‟ basic needs is not good
enough to achieve customer delight.
6.4.3.2.1 Delightful experiences are enjoyable and pleasantly surprising
Especially impressive is the frequency of times the words „enjoyable experience‟ and
„surprising experience‟ were mentioned by participants to describe their delightful
experiences . Table 6.2 provides some sample verbatim.
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Table 6.2 Description of delightful experiences
Enjoyment - My experience with Amy Ruppel for example is always a delight from start to finish
….there is no way you don’t enjoy searching and buying…
Enjoyment - …I always enjoyed the variety of music available along with the ability to download
today’s leading movies…
Enjoyment and amazement - I think my most delightful experience was when I bought a range of
automatic open garbage cans when I moved to my new place. I truly enjoyed my order… People are
amazed at how little I paid for it, which makes me so proud :)…
Enjoyment and surprise - I love Amazon ….placing an order is always easy and enjoyable. I have
never been disappointed….I contacted them about the return on a Sunday afternoon. Within 24 hours
the machine was picked up, which was a fab surprise….
Fun and surprise - Most delightful experiences are those which were fun to order and managed to
surprise me most when I received them…
Enjoyment - My experience finding and buying techie stuff on-line has been always very special, those
sites were a joy to navigate…
Enjoyment - I have certainly enjoyed figuring out how to win on eBay, watching out for those last
minute Charlies who raise bids when time’s nearly gone, etc.
Surprise - … the online experience at IKEA’s website is very special. One of my most delightful
experiences happens with IKEA both when I shop online or in the physical store. My love for IKEA is
immense. I love it because I can spend hours shopping, filling up my cart with tens of stuff, and
somehow manage to be pleasantly surprised at the checkout because I always end up spending less
than I expected.
Surprise - …everything I've gotten from Etsy.com, has been absolutely perfect. Talking to the artists is
always enriching. And they always know how to pleasantly surprise you with their packed with care
and aesthetic wrapping…
Enjoyment and surprise - My best shopping experience ever (and be careful because I shop online a
lot :)) is when I buy from 20ltd.com. The products offered in this site are all limited edition and
handcrafted. The website is sensational, remarkably simple and very focused. Aesthetics of the site are
incredibly sexy and music choice is always great. Although expensive, shopping on this site has been
always fun, surprising and inspiring.
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Given the high frequency of the „enjoyment‟ factor that was used by respondents to
describe their most delightful experiences compared to pleasant surprise, the
satisfaction continuum will be reordered to make pleasant surprise on the second
level after fulfilment of basic needs. This will be later tested by analysis of the online
questionnaire.
6.4.3.2.2 Quality factors lead to delightful experiences
Throughout the discussion, many quality factors were used to explain customers‟
delightful experiences. Quality factors that were mentioned included: accuracy of
order, availability of information, clarity of information about items, creative
aesthetics, ease of navigation, ease of order return, ease of understanding, easy and
quick check-out, on time delivery, order delivered in desired condition,
personalisation, privacy, quickness, responding to enquiries and problems, security,
site novelty, timely updates on order status, usability, website simplicity. Figure 6.10
lists all factors that were mentioned by respondents in this discussion thread.
Attempts to find a link that associated online customers‟ feelings of enjoyment and
surprise, i.e. delight, with particular quality factors seemed unable to produce any
significant results. Respondents, who reported enjoyment and surprise when
describing their most delightful experiences, seemed to vary in the reason behind this
delight. Quality factors that were highlighted or mentioned throughout this
discussion thread were diverse, as shown in the table above.
Nevertheless, some factors were emphasised more than others, for instance,
aesthetics of order packaging was notably mentioned by respondents, on time
delivery was another emphasised factor. Below is a sample of respondent
contributions in relation to the most highlighted factors.
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Figure 6.10 Network of the third discussion thread – quality factors



Aesthetics of the order packaging

The aesthetics of the order packaging was notably emphasised by respondents when
describing their most delightful experiences. Wrapping the order or packaging it in a
unique way seems to contribute to the delightfulness of the experience. Some
examples include:
The way the order is packaged or wrapped adds to the experience
delightfulness.
Wrapping sometimes makes the whole difference in the experience. I ordered
an unfortunate (alien) animal from Cat Grey at morbidtendencies.com as a
gift, and my friend still talks about the cool wrapping. It came in a tie-died
scrap of cloth, wrapped in leaves and weird string. It was awesome.
It was also notable that this factor was associated with the surprise and enjoyment of
the experience. Respondents explained that waiting for the order to arrive, and
receiving a surprising package or gift with the order made the experience much more
delightful. One respondent explained how unwrapping the package was an
experience by itself.
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Beautiful packaging and wrapping can definitely improve the entire
experience… I’ve had wonderful experience buying from Novica. I bought a
hand-made chess set for my father; the set I bought was incredibly beautiful, to
my surprise, the set came lovingly wrapped and with a card from the people
who made it which made opening the parcel an experience in itself. Another
respondent agreed: … lovely boxes that make you feel good for having bought
them or given them as gifts.
Respondents gave examples on how sending small gifts with the order enhances the
packaging and makes the experience more delightful.
Delightful experience comes also from companies that pay attention to the
details, nice packages never stop delighting me. I love the packaging One More
Mile Running does … they send gifts (wrapped in tissue and ribbon) and
address label (To the fantastic:). Anthropologie uses white boxes and beautiful
tissue. Perpetual Kid always sends extra little toys and stuff, little cute
memorable surprises that I love!
Another elaborated:
Most delightful experiences are those which were fun to order and managed to
surprise me most when I received them. For example, I bought a T-shirt and a
CD from the band ‘The Octopus Project’ and they included a bunch of wicked
little knickknacks, like a glow-in-the-dark spider ring, and a bunch of candy.
They have more types of merchandise available than usual for a band, I really
enjoy their stuff and ordering from them online.


Appearance of the site

Similarly, appearance of the site and its aesthetics was reported as an important
factor that enhances the delightfulness of the customer experience. Online customers
seem to appreciate creative website designs that make them feel better about the
whole experience. A couple of examples include:
Look at UrbanOutfitters.com for instance; they’ve done a great job to make
you feel the store personality, trendiness and perhaps madness! The site design
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is frequently refreshed so you are tempted to come back and check on them. I
personally like their ‘online items only’ a great complement to their store!!


Customer engagement factors

When customers were asked to recall their most delightful experiences, many of the
experiences described were created through different means of customer engagement
with the website. Several respondents mentioned that personalisation of the website
to suit their needs based on previously provided information or previous records of
purchase made the experience more delightful. Below is one example:
I love the way they [Amazon] use all information about me and my purchases
to personalise my page and recommend relevant stuff to me, that’s very smart.
Allowing the customer to customise their own service or product to suit their unique
needs was another emphasised factor that seemed to impact online experiences and
customers‟ delight. A couple of examples are provided below:
The website gives this sentimental feeling when you are working on the design
and give you a lot of guidance on how to end up with the most personalised
photos.
Fred Aldous … responded to a site question I sent to them by telling me one of
their staff knows how to do the craft I wanted to learn, and if I wanted to know
more I could just phone up and get talked through it. They obviously love what
they do and shopping with places like that is always a nice experience.
Communication with staff was also highlighted when describing their most delightful
experiences; online customers seem to appreciate it when staff pay attention to their
comments and enquiries. This seems to leave a strong impact on online customers. A
couple of examples were provided:
Fantastic communication from the staff before I completed my purchase, gave
me all the information I needed about the available sizes.
My experience finding and buying techie stuff on-line has been always very
special, those sites were a joy to navigate and had full product information.
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Functional factors

Throughout this discussion thread, many functional factors were also associated with
customers‟ most delightful experiences. An experience can be delightful to online
customers because of the ease of navigation, or because of website usability, ease
and speed of transaction or on time delivery:
I found what I needed in two minutes, placed the order in another two, received
an immediate email confirming my order and got my CD within 24 hours, I
can’t complain, things can’t be more fun than this.
My experience was at Dell, usually I need a short but very friendly and helpful
email exchange and I get the pictures as perfect as they should be.
I have been into many delightful online experiences, many thanks to Amazon.
More than 300 purchases and several years of buying and they always prove to
me they have a fantastic business model. They have always kept me happy, best
prices, fast delivery, waiting for the UPS truck pulling up is half the fun. Best
return policies with no questions asked, it’s a great experience.
My husband and I have used Amazon for many purchases (well over 100) over
the last 4 years and always had very delightful experiences. Their return policy
is very customer friendly. The ease of finding just the right item is the best
there is and gets better every day….Their prices are rarely the lowest available
but frequently are the lowest once free shipping is included in the total price.
Delivery is usually prompt. Amazon gets our highest recommendation.


Delightfulness with „quality recovery‟

Surprisingly, online customers may find an experience delightful, even if it doesn‟t
go well the first time. Respondents emphasised the factor „ability to rectify problems‟
even if it is only important when things go wrong. The factor obviously belongs to
the post-purchase experience stage and relates to the degree of capability of the
online provider to deal with problems if they occur, particularly through proper
handling of order returns.
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The analysis of the blog content provided evidence that online experiences may not
always go well at first, customers therefore find this factor important to recover from
any mistakes that may occur, from whatever side. The bad experience a customer
faces when they receive damaged items or mistaken orders, or even items that do not
fit can be recovered easily and may even convert to a delightful experience if the
recovery process is made easy to the customer, through clear and flexible polices and
smooth transactions. Many respondents seem to have faced similar experiences and
reported this factor more than once. Some of the examples of the discussion include:
I have only had one problem with them [Amazon], with a DVD that had a
cracked case and they shipped me a new one before I put the defective one in
the mail the next day. I have never been anything but fully satisfied with
Amazon.
I have had to return the item after it was delivered, it was a small washing
machine that was faulty (I should have paid attention to the reviews). I
contacted them about the return on a Sunday afternoon. Within 24 hours the
machine was picked up, which was a fab surprise. My refund was processed
quickly.
I once had a very expensive item lost in shipment (I fought with the UPS for 2
weeks without any resolution) and they [eBay] sent me A BRAND NEW ITEM
WITHIN 2 DAYS WITH NO PROBLEM AT ALL.
6.4.4.

Discussion thread 4: Loyalty

The fourth and last discussion thread was about what defines loyalty according to
online customers. The main aim of this thread was to examine whether customers
truly express their ultimate loyalty to a brand or a website through emotional
attachment or connection. Results of this post aimed to verify and confirm the loyalty
factors that were produced as a result of the literature review and to make sure that
no other attributes were overlooked. Participants were requested to share how they
expressed their loyalty to a certain website and to explain whether their loyalty grew
over time.
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What does loyalty mean?

Gaining customer loyalty online does not seem to be an easy job. On the contrary,
with the power of the click given to customers to switch to competitors, gaining and
retaining customers seems to be a big challenge in the online environment. One of
the blog respondents explained:
Personally, I think loyalty for websites or online brands is more challenging
than that for conventional stores. Companies have really to do many things to
earn it. I believe that many websites lose their chance to earn me as a first time
customer - let alone returning customer - because of the impression they leave
on me in the first 30 seconds of browsing the site (or less). Some home pages
are lame to the extent they make you feel that if this is the kind of introduction
this company wants to make about itself then good luck with their business! If a
websites fails to provide basic information on their home page, they should not
expect customers to come visit them while hundreds of other websites are doing
a better job.
A couple of respondents were extremely critical of the concept of loyalty in the
online environment; they argued that with more educated customers through
available information online, loyalty is a naïve concept. Online customers may be
price-sensitive when there is no other differentiation taking place. One respondent
explained:
Loyalty means absolutely nothing to me, I generally go strictly by price. If
price is roughly the same, I might buy from Amazon.
Another respondent agreed:
To be honest, the concept of customer loyalty is a bit naïve. Many thanks to the
information available on the internet, we customers are not bullied anymore by
suppliers, so unless a certain website provides a product or a service that no
one else does, why should I stick to it? It makes no sense to me. If I find what I
need for cheaper prices, in a more efficient or even exciting website, I’ll switch
immediately.
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Initially, this discussion thread was not very tempting for respondents to participate
in. The amount of content that was contributed to this discussion thread was the least
at the beginning. Therefore, several probes were used to explore this concept more,
particularly in relation to the meaning of loyalty and how it links to emotional
attachment. The blog administrator (i.e. the researcher) had to highlight some key
words used by other respondents to move the discussion in the desired direction.
Indications for trust and advocacy were emphasised at the beginning and proved to
make sense to respondents and drove the discussion in the right direction.
Respondents mentioned that when loyal to a website they visit it frequently to check
upon updates, new releases, and new services and so on. They also outlined that
when a customer is loyal to a site they return to purchase over and over again.
Although this indicates that loyalty manifests itself by customer behaviour intentions
of repeat site visits and repeat purchases; this study is concerned with customers‟
attitudinal loyalty and therefore was not further explored throughout the online blog.
6.4.4.2.

Trust

Trust was a very popular factor that was mentioned often to describe respondents‟
loyalty to a site. Using the similar words of one respondent, trust seems to be
essential for customers to order from a site, let alone re-order.
It [emotional attachment] means trust in the first place because if you don’t
trust a site there is no way you purchase, let alone repurchase…
Another respondent explained how trust is important both in offline and online
settings, trust can be generated after experiencing a consistent high quality
performance.
I express my loyalty by my repeat purchase I guess and by recommending the
site to others. Generally, I believe customer loyalty grows over time, and that
applies for online business and also traditional business. In online business I
need to trust a website before I become loyal, my trust grows when I see a
consistent and improving performance of the website. If I’m loyal to a website I
recommend it to others, but I usually do not recommend it unless I try it more
than once to gain better trust in them.
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Another respondent explained:
I give the sites I’m loyal to the highest recommendations, and of course keep
buying from them or just visit the site to check for updates and if there is any
new stuff. Of course trusting a site is very important, customers should feel
assured before they from a site or come back to it.
Trust seems to be the trigger for customer loyalty in the online environment.
Customers don‟t order online or recommend a site to others unless they trust it first.
6.4.4.3.

Recommendation

Although respondents reported that by recommending a site to family members and
friends, they put their reputation at stake, recommendation (or referral or spreading
the word) was the second most frequently mentioned factor after trust. Examples
include:
I think loyalty means to me referrals too. I spend time to talk or write about
websites I like.
If a company is committed to keeping me happy, then I’ll be committed to
recommending it to all I know. The internet allows you now to write reviews
about your favourite suppliers.
Recommending a site to others seems to be a natural move after customers develop
trust in it. Many contributions in the blog came to link trust to recommendations. A
couple of examples are laid out below:
They are reliable and trustworthy. I recommend it to my friends and warn them
that they should not be confused with buying used products over Amazon and
comparing the experience with those sellers as an actual purchase from
Amazon. That is just a way a person can sell their products online and make
some profit. Despite all of that, Amazon tries to make sure all sellers are
reliable and trustworthy.
Loyalty to me means recommending the site to others. If I prefer to buy from a
site, I’d ask others to try it, but of course it has to be reliable, ‘cos I don’t want
to be embarrassed if things go wrong with my friends or family.
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Finally, recommendation seemed to have its own sentimental value to some
respondents, they felt that they paid their favourite companies back for being good to
them by recommending them to others.
They [Sun] have always treated me well, and I treat them back by
recommending them to others, that should be fair.
6.4.4.4.

Identification

Another form of loyalty as pointed out by the blog respondents was identification or
the sense of membership or belonging to a group or affinity. Similarly, having a
feeling of identification with a company, knowing that they share particular values
seems to have a lot of sentimental value to online customers.
As a loyal customer to Amazon, I feel bonded to it, I enjoy their success like if
it belongs to me.
One of the respondents appreciated how the company she buys from pays a lot of
attention to the environment, a cause she fights for, and explained that this was the
reason for her to stick to this website. Another customer explained how his favourite
automobile brand gives him a sense of affinity that they share common values and
aspire to common goals. He explained:
I happen to like being identified as a Subaru driver, because my Subaru has
been good to me and because I perceive that the brand has attributes worthy of
my esteem (mechanical reliability, corporate responsibility/ethics -- I have
even come to assume other Subaru owners tend to be like me in many non-carspecific ways, such as political and social outlook).
Identification can also happen for national identity reasons. Feeling loyal to an airline
because it represents your nation was an example of identification used by one
respondent:
I also wanted to mention the example of Qatar Airlines, it’s our national
airline, I’m a member in their privilege club, I relate to it and recommend it to
others, I feel it represents the country and it represents me. But I do
recommend them because I know they’ll treat people well.
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Identification with a website can be strong; some respondents expressed their loyalty
to a certain firm as if they truly belonged to it. One respondent commented:
Loyalty means understanding you can contribute to the future development of
something and you become proud of it. Another added: I liked to become part
of their story, especially when they were starting up because they had – and
still have – passion to do something different, I provide my advice if they ask
for customer feedback and suggestions and watch them grow and be happy
about it.
6.4.4.5.

Emotional attachment and loyalty

One can generally observe from the discussion that similar to the concept of delight,
customers are passionate when they are loyal. Descriptions of their loyalty therefore
included vivid language and emotional words. Many respondents used terms like
„bonding to the site community from staff and customers‟, „connected‟, „emotionally
connected‟, „emotionally attached‟, „emotional reaction‟, etc. to describe their
loyalty. There is clear evidence from the discussion that emotional connection or
attachment means a high state of loyalty for a customer. One respondent explained:
Loyalty means sticking to a brand and ordering only from it…but sometimes
you may like a site, but do not stick to it and try other websites, so absolute
loyalty happens only when you are connected or bonded to the brand.
Another respondent elaborated:
My wife is in love with a website that sells online fashion, she buys almost all
her stuff from that store, she keeps saying that the fashion sold there gives her
the confidence in what she is wearing, they are always fashionable, and have
unique designs, I guess she manifests her loyalty by expressing that strong
emotional reaction to the website, instead of me.
Some respondents explained how their emotional bonding or attachment to a website
would make them stand up for the company if it was required.
…. sometimes you stand up for it [website or brand], once I wrote a 1,000 word
review to defend Amazon when I saw a lot of negative reviews growing ... when
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I saw the length of my review, I laughed because I was truly carried away and
that’s sort of a bond you develop over time when you are treated well by your
favourite site ... I’m grateful for their presence on the Web and will continue to
shop there without hesitation.
Another agreed saying:
I just wanted to add that when you are emotionally connected to a site, you will
recommend it to others and may be write some reviews about it, you will feel
responsible for defending it or even promoting it ...
Additionally, and in answer to the question „does loyalty grow over time?‟, several
contributions agreed that loyalty grows over time as the relationship evolves between
the customer and the company. One respondent explained:
It’s [loyalty] just like a relationship between two parties, it either grows or
dies.
Another agreed saying:
I think emotional connection may start from the beginning and grow as long as
the site is earning your loyalty.
Although this may look to be good news to companies, emotional attachment or
loyalty does not seem to be generated easily. Respondents clarified that emotional
attachment cannot be taken for granted; it is conditional on being consistent in
offering great experiences over and over again. One respondent made a clear
comment in this regard by saying:
I think yes, loyalty changes over time, if the company keeps its promise all the
time and has shown very good track record I think we become more loyal to it
over time. If the company has been good to me, I’ll be good to them and buy
always from them, it’s kind of a bond we develop over time. But that has never
happened to me yet with online stores, because it’s still new.
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Customer engagement and emotional attachment

Notably, highly engaging websites through any means seem to be affecting
customers‟ emotional connections. Whether through customisation, personalisation,
or communication with staff, online customers seem to develop high emotional
attachment to firms when the sites are highly engaging.
One participant in the study explained that talking to artists of Etsy.com about the
products have helped establish a special connection with them and kept her coming
back to the website whenever she wants to buy gifts. Another respondent was very
passionate about her wedding experience and its associated shopping, she
acknowledged the type of personalisation she experienced during the online and
offline experience, she explained:
I feel very loyal to pinkmoon, the company that supplied most of my wedding
stuff, they worked very hard to personalise everything, doing all the shopping
online was a breeze. They definitely did a great job to represent me in
everything they put together, compared to the stress each bride goes through,
my experience with them was a lot of fun, I truly enjoyed it. Two weeks after my
wedding, they surprised me with a memory album that I never asked for, with
something from everything I bought through them... if I come across their site
again, I completely remember my wedding, they are part of my wedding
memories…I don’t think this contradicts with being a rational customer,
bonding with a brand does not mean that we are not being rational, it just
means that we have developed a relationship to last.
This perhaps explains why a few respondents highlighted that emotional attachment
is exclusive to some products, those that require high engagement from customers.
According to them, other products such as commodity products may never generate
customer emotional attachment.

6.5. Summary of qualitative data findings
The following table provides a summary of the main findings according to each
discussion thread and against the objectives of the online blog.
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Table 6.3 Summary of qualitative data findings
Discussion

Question

Main findings

Related

thread

objective

Discussion

What online

Main reasons included :

Ob1

thread 1

customers

•

Convenience

want?

•

Fun and enjoyment

•

Freedom and control

•

Availability of information

•

Selection of products

•

Financial cost savings

•

Lower prices

There is a clear association between Ob1
availability

of

information

and

control and freedom, availability of
information and enjoyment and fun,
control

and

freedom

and

convenience.
Discussion

What makes a

Generally,

participants

thread 2

highly

more engaging websites

engaging

Methods of customer engagement

website?

included:

Do you prefer

•

Participation

less or more

•

Asynchronous

engaging
websites

preferred Ob2

Ob2

communication
•

Customization

•

Personalization

•

Simulation

and

demonstration
Discussion

Describe your

Delightful experiences are described Ob6

thread 3

most delightful

by a vivid language:

experience?

•

Loved

•

Adored
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•

Fond of

•

Touching

•

Personal

•

Sentimental

•

Thoughtful

•

Impressive

Delightful experiences are full of

Ob6

emotions, they are:
•

Amazing

•

Joyful

•

Fun

•

Surprising

•

Exciting

•

Interesting

•

Delightful

experiences Ob3

exceed customer expectations
•

Delightful experiences are
pleasantly surprising

•

Delightful experiences are
enjoyable

Quality factors lead to delightful
experiences
•

Usability

•

Website simplicity

•

Ease of understanding

•

Ease of navigation

•

Clarity of information

•

Personalisation

•

Privacy

•

Creative aesthetics

•

Timely communication and
updates on order status
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•

Accuracy of order

•

Availability of information

•

Site novelty

•

Quickness

•

Easy and quick check out

•

Security

•

Ability to solve post purchase
problems

•

Ease of order return

•

Accuracy of order

•

Order aesthetics

•

On time delivery

•

Responding to enquiries and
problems

•

Demonstration

Discussion

What loyalty

Loyalty means to online customers:

thread 4

means to online

•

Trust

customers?

•

Recommendations

•

Identification

•

Emotional attachment

Ob4

High levels of loyalty are described Ob6
with strong emotional language
•

Bonded to

•

Connected to

•

Attached to

Highly engaging websites create Ob5, Ob6
high level of emotional attachment

6.6. Proposed construct - amended
In light of the blog respondents‟ contribution and the qualitative analysis of the blog
content, a few amendments to the proposed construct were found to be necessary.
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6.6.1. Quality factors
Through the analysis of the third discussion board, one more factor that was not
previously identified through the literature review exercise was identified. This factor
should be added to the construct before it is used as a foundation for the upcoming
data collection stage, i.e. the online questionnaire.
Aesthetics of the order packaging
This factor will be added to the attribute „site appearance‟ which will be in turn
renamed to become „appearance‟ as this factor does not participate in the evaluation
of the website as such, yet it does for the order when received by customers, and
therefore will be added to the post-purchase experience factors.
Although this factor does not relate to aspects of the online transaction itself, it
proved to be an important aspect of the online experience, especially in the postpurchase stage that impacts customers‟ overall online experience and impacts their
perception. It is important to understand that the ultimate tangible outcome when
ordering online is obviously the service or product purchased. In case of products, it
is understood that the condition of the received order will impact the perception of
customers on their overall experience; orders cannot be taken therefore in isolation
from what customers perform online.
As seen in this chapter, aesthetics of the order packaging when delivered was notably
emphasised by the blog respondents. Wrapping the order or packaging it in a unique
way seems to be important to online customers as respondents of the study focus
group explained.
6.6.2. Order of the satisfaction continuum factors
The satisfaction continuum in the proposed construct in Chapter Four suggests that
the order of the factors will be as follows, leading to the highest state of loyalty, i.e.
delight:


Fulfilment of basic needs
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Enjoyment



Pleasant surprise



Delight

Nevertheless and due to the frequency of the aforementioned factors in the
qualitative study, the order of the second and third factors will be switched. Many
contributions made by the respondents and the frequency of the factors mentioned in
the blog indicate that enjoyment is at a very high stage in the satisfaction continuum.
A lot of emphasis has been placed on this factor, thus justifying its reposition.
Based on the two amendments mentioned above, the following table outlines the
factors that were also confirmed throughout this exercise, the proposed construct is
amended accordingly as outlined in the figure below.
Table 6.4 Summary of factors validated through the online blogs

Quality
Factors

Factor

Literature
review

Online focus
groups

Ease of understanding

√

√

Ease of navigation

√

√

Ease of transaction

√

√

Speed of transaction

√

√

functionality

√

Accuracy of transaction

√

Accurate delivery of order

√

√

On time delivery of order

√

√

Ability to rectify problems

√

√

Customer support promptness to enquiries

√

√

Promptness in communication

√

√

Promptness in solving problems

√

Clarity of information

√

Accuracy of information

√

Extensiveness of information

√

Updatedness of information

√

Privacy of information

√

√

Financial security

√

√

Site aesthetics and attractiveness

√

√
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Professional appearance

√

Site novelty

√

√

Content participation

√

√

Synchronous interaction with staff through
chat

√

√

Demonstration and simulation

√

√

Personalisation

√

√

Customisability

√

√

Explorability

√

Site playfulness

√

Fulfilment of customers‟ needs

√

√

Enjoyment

√

√ (change in
order)

Pleasant surprise

√

√ (change in
order)

Delight

√

√

Trust

√

√

Recommendation

√

√

Highest preference

√

√

Identification

√

√

Emotional attachment

√

√

Aesthetics of order packaging

Satisfactio
n factors

Loyalty

Accordingly, the proposed construct in Chapter Four is amended as follows:

309

Chapter Six

Qualitative data analysis

Figure 6.11 Proposed construct - amended

Additionally, a new factor was added to the customer experience matrix:
Table 6.5 Amended customer experience matrix
Attribute

Functional

Utilitarian

Ease of use

Factor

PrePurchase

Ease of
understanding



Ease of navigation



Ease of transaction



Speed of transaction



Availability and
accessibility
Reliability

During
Purchase

Accuracy of
transaction
Accurate delivery of
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Post
Purchase
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order
On time delivery of
order



Ability to rectify
problems or ease of
order return



Customer support
promptness to
enquiries
Responsiveness

Quality of
information

Security



Promptness in
communication



Promptness in
solving problems



Clarity of
information



Accuracy of
information



Extensiveness of
information



Updatedness of
information



Privacy of
information





Sensory

Financial security
Site aesthetics and
attractiveness



Professional
appearance



Site novelty



Appearance



Hedonic

Aesthetics of order
packaging

Engagement



Customer
engagement

(new)

Content
participation

∆

∆

Synchronous
interaction with
staff through chat

∆

∆

Demonstration and
simulation

∆
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Personalisation

∆

Customisability

∆

Explorability

∆

Site playfulness

∆

∆

6.7. Conclusion
This chapter presented findings from the qualitative data analysis. Qualitative data
was generated through asynchronous focus groups that were carried out in the form
of an online blog. The chapter presented findings of the four discussion threads that
constituted the main discussion of the blog. As a result of the data analysis, all
quality, satisfaction and loyalty factors that were previously identified in the
literature review stage were confirmed. Slight amendments to the satisfaction
continuum were made to the proposed construct. An additional quality factor was
also identified.
Accordingly, the online questionnaire that will be used to generate pilot and then
mass data will be developed, in order to kick off the quantitative data collection
process as will be described in Chapter Seven and Chapter Eight.
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7. CHAPTER SEVEN: QUANTITATIVE DATA
ANALYSIS: MEASURE PURIFICATION
7.1. Introduction
This chapter and Chapter Eight are concerned with the analysis of the quantitative
primary data, according to the construct development steps, that were advised by
(Churchill 1979) and described in detail in Chapter Five.
This chapter will outline the analysis and results of the measure purification stage
and will initially provide a descriptive analysis of the data obtained, and will
illustrate how the diversity of the sample, that participated in the pilot data collection,
was ensured. Secondly, it will focus on the purification of the measuring instruments
throughout the analysis of the collected pilot data. In this process, item-to-total
correlation and Cronbach alpha will be used as an indicator of the reliability of the
scale measurement.
It is important to note that this chapter and the following chapter, Chapter Eight, are
aimed specifically at presenting the statistical results from the analysis. Chapter Nine
will interpret and discuss the implications and findings from Chapter Seven and
Eight within the context of the literature discussed in Chapter Two, Three and the
proposed model from Chapter Four. In other words, these two chapters (Chapter
Seven and Eight) are restricted to the presentation and analysis of the collected data,
and no general conclusions or comparisons of the results will be made, or related, to
those of other researchers.

7.2. The analysis process
This chapter is based on the data collected from online customers who participated in
the pilot online questionnaire presented in Appendix V. Before the start of the pilot
data collection, the first draft of the questionnaire was presented to a panel of 10
subject matter experts and 10 online customers for review and feedback. This step
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took place for the purpose of simplifying the questionnaire according to the feedback
from the two panels by rewording any confusing or unclear language.
During the pilot collection of data, the online questionnaire was sent to 350 online
customers; a total of 80 responses were received, with a response rate of 25.7%. As
explained in Chapter Five, contact details for online customers were obtained from
online customer communities on well-known websites such as Amazon.com and
eBay.com, and from groups of online customers sourced from Yahoo.com and
Myspace.com.
The flow chart presented below, in figure 7.1, provides an overview of how the
analysis process was carried out for this chapter and the chapter to follow. There are
two main objectives in the measure purification stage that the first part of the
analysis flow chart attempts to achieved, they are:


To examine the profile of respondents to ensure the diversity of the
participating sample in the measure purification stage, i.e. pilot data.



To test the reliability of the data using item-to-total correlation and
Cronbach‟s alpha statistical measures.

7.3. Descriptive analysis
This section focuses at providing general and background information about the
participants who partook in the pilot data collection, as well as, the websites through
which they had their experiences. The main purpose of this analysis is to highlight
the diversity of the participants of the pilot data, in relation to the:


evaluated websites;



purchased products/services;



range of times a respondent has had an experience with the website;



age of respondents;



gender of respondents;
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geographical location of respondents;



education level of respondents;



experience level of respondents.
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Figure 7.1 Model of the data analysis process
Primary Pilot Data from Online Questionnaire

Chapter Seven

Descriptive Analysis of Pilot Data
To confirm sample diversity

Reliability Testing

Item(s) Removal/Purification Process
Rejection of items if correlation is less than 0.30
Acceptance of Dimensions of constructs with a minimum Cronbach alpha
of equal to/or above 0.60

Primary Data from Online Questionnaire

Descriptive Analysis of Mass Data
To confirm sample diversity

Chapter Eight

Reliability Testing

Factor Analysis, Item-to-total & Cronbach Alpha Analysis
Rejection of items if correlation is less than 0.30
Acceptance of dimensions of constructs with a minimum Cronbach
alpha of equal to/or above 0.60

Analysis of Data for Four Objectives & Hypothesis Testing

1. To identify the
attributes of perceived
quality in online
customer experience

2. To identify the
satisfaction factors of a
total online customer
experience

3. To identify the
loyalty factors of a total
online customer
experience?

4. To identify the
relationship between the
three constructs

Factor Analysis
Single & Multiple
Regression
Analysis
Ranking Analysis
One-sample T-test

Factor Analysis
Single & Multiple
Regression Analysis
Ranking Analysis

Factor Analysis
Single & Multiple
Regression Analysis
Ranking Analysis

Factor Analysis
Single Regression
Analysis
Multiple Regression
Analysis
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7.3.1. About the website
Online customers were asked 3 questions relating to the website through which they
had encountered their online experiences; (1) the URL address of the website
through which they had their online experience, (2) the service/product they had
purchased and (3) the number of times they had encountered an experience with the
site.
As displayed in Table 7.1 below, the URL addresses of the websites are listed and
include around 51 different websites, this was important for this study, so as to
ensure that the intended diversity of participation was achieved.
Table 7.1 List of websites through which respondents had their experiences
http://en.vente-privee.com

www.fifa.com

http://store.apple.com

www.firstgroup.com

www.02.co.uk

www.halifax.co.uk

www.adorama.com/

www.hmv.co.uk

www.aircanada.com

www.jet2.com

www.amazon.co.uk

www.kays.com/

www.amazon.com

www.kurtgeiger.com/online-shop/men

www.Argos.co.uk

www.lastminute.com

www.asos.com

www.littlewoods.com/

www.autotrader.co.uk

www.liverpoolfc.tv

www.avon.co.uk

www.lloydstsb.com/personal.asp

www.barclays.co.uk/

www.MAC.com

www.cottages4u.co.uk

www.MILF.com

www.crosscountrytrains.co.uk/

www.Myprotein.co.uk

www.cyprusairways.com

www.nationalexpress.com

www.dangdang.com

www.nationalrail.com/

www.diamond.com

www.otto.de

www.ebay.co.uk

www.play.com

www.ebay.com

www.redfern-travel.com/business/

www.ebay.fr

www.scksteel.com/English/

www.ebookers.com/

www.shopbop.com
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www.emirates.com

www.t-mobile.co.uk

www.eticketing.co.uk

www.travelstay.com

www.etsy.com

www.visiondirect.com

www.eurostar.com

www.wizzair.com

www.wynsors.com/

Additionally, participants in the pilot online questionnaire were asked to list the type
of product or service that they had purchased during their online experience.
Respondents‟ answers were varied and included a wide range of different types of
products and services including banking services, automobiles, computer software,
furniture, home electronics and appliances, insurance services, jewellery and
watches, music and movies, personal electronics, pharmaceutical equipment and
sports equipment. Some products and services had a higher percentage of responses
than others, specifically: travel and event tickets (25.9%); clothes and accessories
(18.5%); and books and magazines (14.8%). The unequal distribution of purchased
products and services is shown in Figure 7.2, and conforms, to a large extent, with
recent studies on the disparate popularity of products and services when it comes to
online consumerism (Nielsen 2007). Therefore, the sample is considered diverse
enough and a true representative of the current online market.
The evaluated experiences were also diverse in terms of how many times the
respondents had had other experiences with the identified website, see Figure 7.3.
Over 45% of the sample had more than 5 experiences with the specified website.
Whereas 22.2% of the sample had only one experience with the website, and the
remaining 30.9% of the sample had a range from 2 to 5 experiences with the website.
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Figure 7.2 Range of purchased products and services
Bankingservices
Booksandmagazines
Automobiles
3.7%
25.9 %

Clothesandaccessories
14.8%

Computersoftware
1.2%

2.5%
18.5%
3.7%

Furniture
Homeelectronics(appliances
andequipments)
Insuranceservices
Jewelryandwatches

8.6%
8.6%

3.7%
2.5% 1.2%

2.5%
2.5%

Musicormovies
PersonalElectronics
(mobile,PC,etc)
Pharmaceuticalormedical
products
sportequipment
Traveltickets/Eventtickets

Figure 7.3 Range of times a respondent had an experience with the website
50.0

46.9%

40.0
30.9%
30.0
22.2%

20.0
10.0

0.0
1, this was my first time

2-5 times

319

More than 5 times

Chapter Seven

Quantitative data analysis: measure purification

7.3.2. About the respondents
The first descriptive analysis, in relation to the respondents, begins with their age.
Figure 7.4 shows that from the sample almost 50% of respondents were aged 30
years or younger, 28.4% were aged between 31 and 40, and around 22% were aged
above 41. The sample shows a near normal distribution that is skewed a bit to the
younger ages. This supports the published research that indicates a wider spread of
internet usage amongst the youngest generations, who seem to be more internetsavvy (OECD 2008).
Figure 7.4 Respondents’age
50.0
38.3 %

40.0

28.4 %

30.0
20.0

13.6 %

11.1 %

8.6 %

10.0
0.0
20 and less

21-30

31-40

41-50

51-60

Secondly, the gender distribution of the sample had an almost equal participation
from both genders, as displayed in Figure 7.5, 56.8% were male and 43.2% female.
Figure7.5Respondents’gender

43.2 %
Female

56.8 %

Male
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Additionally, participants were also asked to outline their geographical area of
residence to ensure diversity of the sample; the results are presented in Figure 7.6. A
high percentage of the sample were from Europe and the Americas, with 45.7% and
37.0% respectively. At 7.4%, the Middle East and North Africa had the same
percentage of respondents as South, East and Central Asia. The least representation
in the sample was from Africa, at only 2.5%. The unequal distribution of
participation from the different geographical areas is to be expected based on the
evident, rapid and widespread growth of internet usage in countries in the Americas
and Europe (for further information, see Figure 2.1 in Chapter Two).
Figure 7.6 Geographical location of participants
2.5 %

7.4 %

Africa

37.0 %

South, East and Central Asia
45.7 %

Europe & Eurasia
Middle East & North Africa

7.4 %

The Americas

Figure 7.7 below outlines the diversity with regards to the education level of the
participants: 43.2% of participants were at an undergraduate degree level; 38.3%
were at a graduate level; 12.3% were at a post graduate level and 6.2% were at high
school level. As the figure suggests, all education levels were fairly represented in
this sample.
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Figure 7.7 Education level of participants
50.0
43.2 %
38.3 %

40.0
30.0
20.0

12.3 %
10.0

6.2 %

0.0
High school

Under graduate

Graduate

Post graduate

Finally, the level of online experience is plotted in Figure 7.8 below, which indicates
that a diversified sample in terms of respondents‟ online experience participated in
this study. Of the respondents, 40.7% considered themselves to be experienced
online customers, 43.2% viewed their experience as at an intermediate level and 16%
deemed that they were novices.
Figure7.8Respondents’levelofonlineexperience
50.0
40.7 %

43.2 %

40.0
30.0
16.0 %

20.0
10.0
0.0
An experienced online
customer

An online customer with An online customer with
intermediate experience
novice experience
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7.4. Measure purification
Pilot data from the online questionnaire was generated automatically and extracted
into a master Excel spreadsheet. After collection, the data was prepared for data
analysis using the following three steps:


First, the data in the Excel spreadsheet was edited for the purpose of detecting
any errors or omissions. Participations with missing values were deleted and
errors in data were corrected, where possible, particularly in the question
relating to the URL address of the website.



Second, the study variables were coded into the format, for the Statistical
Package for the Social Sciences (SPSS) version 17.1, which was to be used
for the data analysis. The variables were given unique labels.



Third, the edited data was extracted into SPSS, and was then ready for
analysis.

7.4.1. Reliability and validity tests
As mentioned in Chapter Five, the item-to-total correlation and the coefficient alpha
(Cronbach alpha) represent the most common procedures used to study the measures
reliability and validity for purification purposes (Churchill 1979). The item-to-total
correlation measure, determines the relationship of a particular item to the rest of the
items in that attribute, and therefore ensures that the items making up a certain
attribute share a common core. The items should have item-to-total correlation scores
of 0.30 or above to be considered to have a high reliability (Edgett, 1991).
In addition, the estimation of reliability is also based on the „internal consistency‟
within an attribute which is the average correlation among its items (Nunnally,
1978). The basic formula for determining the reliability based on this internal
consistency is called coefficient alpha (Cronbach alpha). Nunnally (1978) suggested
that the reliability of 0.5 to 0.6 would be sufficient to ensure the reliability of items.
Therefore, the reliability analysis was carried out for the all factors in the three
constructs, namely; XQual, Delight and Emotional Attachment.
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7.4.2. Reliability and validity analysis results
Using the SPSS software to compute the item-to-total correlation and the coefficient
alpha, produced the following results.
All 45 items were found to have high item-to-total correlations, ranging from .350 to
.793 which is above the acceptable level of 0.30, as outlined in table 7.2
Additionally, the reliability coefficient ranged from .684 to .878 which is again
higher than the acceptable level of 0.60 (Nunnally, 1978). The test results will be
further discussed and interpreted in the following two chapters.
Extra tests would have been required had the alpha coefficients been too low
(Churchill 1979). In this case, the analysed results of the data collected throughout
the pilot stage confirmed the reliability of the proposed measure, including its three
constructs. Accordingly, no further changes were identified for the questionnaire and
mass data collection began. Despite the fact that the measure did not require further
amendments, after the first round of purification, mass data collection was still
necessary in order to increase the sample size to be large enough to perform the
exploratory factor analysis test (Hair et al., 1998).
Table 7.2 Reliability analysis for the research variables
Item Code

Item

Item-total
correlation

E

Ease of use

E1

Ease of understanding

.547

E2

Ease of navigation

.616

E3

Ease of transaction

.668

E4

Speed of transaction

.642

RE

Reliability

RE1

Functionality

.646

RE2

Accuracy of transaction

.350

RE3

Ability to solve problems

.516

RE4

On time delivery of order

.384

RE5

Accuracy of order delivery

.564

RS

Responsiveness

RS1

Promptness to enquiries

.572

RS2

Timely communication

.449

Cronbach‟s
alpha
.803

.817

.680
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RS3

Promptness in solving problems

.451

Q

Quality of information

Q1

Clarity of information

.647

Q2

Accuracy of information

.603

Q3

Extensiveness of information

.623

Q4

Updatedness of information

.536

S

Security

S1

Protecting customers‟ anonymity

.713

S2

Privacy of personal information

.827

S3

Financial security

.753

A

Appearance

A1

Visual attractiveness

.484

A2

Professional appearance

.498

A3

Site novelty

.485

A4

Aesthetics of order packaging

.370

C

Customer engagement

C1

Synchronous communication

.638

C2

Content participation

.566

C3

Personalisation

.437

C4

Customisability

.388

C5

Demonstration

.676

C6

Explorability

.386

C7

Site playfulness

.424

D

Delight

D1

Fulfilment of needs

.464

D2

Pleasant surprise

.677

D3

Enjoyment

.793

EA

Emotional attachment

EA1

Trust

.726

EA2

Recommendation

.655

EA3

Identification

.657

.792

.878

.684

.808

.781

.848

7.5. Conclusion
This chapter presented the measure purification stage that was carried out based on
the steps advised by (Churchill 1979).
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The chapter started by examining the general descriptive analysis of the respondent‟s
profiles and the websites through which they had their online experiences. Followed
by the reliability test, which covers all the research constructs, to find the extent to
which the measure used is reliable. Item-to-total correlation was calculated for each
variable; all variables had an acceptable correlation value ranging from .350 to .793.
Cronbach‟s alphas were used to assess the internal consistency reliability; table 7.2
shows that the reliability coefficient ranged from .684 to .878, which was higher than
the acceptable level of 0.60 (Nunnally, 1978). Accordingly, no further changes were
called for on the questionnaire. Analysis of the mass data, which started upon
completion of the measure purification stage, is presented in Chapter Eight.
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8. CHAPTER EIGHT: QUANTITATIVE DATA
ANALYSIS: HYPOTHESES TESTING
8.1. Introduction
The previous chapter presented the first stage of the quantitative data analysis, i.e.
measure purification through the use of pilot data. This chapter is concerned with the
following construct development stages based on (Churchill 1979), which includes
measure reliability and validity testing, as well as hypothesis testing.
The chapter is therefore structured in three parts: 1) descriptive data of participants in
the mass online questionnaire; 2) measure reliability and validity of the three
constructs using factor analysis, item-to-total and Cronbach‟s Alpha analysis; and 3)
hypothesis testing in relation to the research main objectives.
As Figure 8.1 the three main objectives for the analysis to be carried out through this
chapter are:


To examine the profile of respondents in the mass data collection stage in
order to ensure diversity of the sample.



To test the reliability and validity of data using Cronbach‟s Alpha, item-total
correlation and exploratory factor analysis



To test the hypothesis using relevant statistical techniques.
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Figure 8.1 Model of the mass data analysis process

Measure Purification

Primary Data from Online Questionnaire

Descriptive Analysis of Mass Data
To confirm sample diversity

Chapter Eight

Reliability & Validity Testing

Factor Analysis, Item-to-total&Cronbach’sAlphaAnalysis
Rejection of items if correlation is less than 0.30
Acceptance of Dimensions of constructs with a minimum Cronbach
alpha of equal to and above 0.60

Analysis of Data for Four Objectives & Hypothesis Testing

1. To identify the
attributes of perceived
quality in online
customer experience

2. To identify the
satisfaction factors of a
total online customer
experience

Factor analysis
Single Regression
Analysis
Multiple Regression
Analysis
Ranking Analysis

Factor Analysis
Single Regression
Analysis
Multiple Regression
Analysis
Ranking Analysis

3. To identify the
loyalty factors of a total
online customer
experience?

Factor Analysis
Single Regression
Analysis
Multiple Regression
Analysis
Ranking Analysis
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8.2. Descriptive data
Similar to the pilot data, the mass data was generated through the use of an online
questionnaire as presented in Appendix V. During the mass data collection, the
online questionnaire was sent to 1,200 online customers and a total of 360 responses
were received. Similarly, contacts of online customers were obtained from online
customer communities on well-known sites such as Amazon.com and eBay.com or
groups of online customers on Yahoo.com, and Myspace.com. One group on
Facebook.com and another group on Yahoo.com were also created for the same
purpose.
Although the online questionnaire was sent to around 1,200 online customers in total
and a total of 366 were filled,, it is not easy to calculate the response rate as the invite
letter of the questionnaire asked people to forward the questionnaire to other online
customers who may be interested in participating, and therefore the overall number
of people who received the invite for the questionnaire can never be known.
The main purpose of this analysis is to present the diversity of the mass sample;
therefore the descriptive analysis is divided into two sections:
The first section addresses the website through which respondents have had their
experiences including:


Evaluated websites



Purchased products/services



Range of times a respondent has an experience with the website.

The second section addresses profiles of respondents including:


Age of respondents



Gender of respondents



Geographical locations of respondents



Education level of respondents
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Experience level of respondents.

8.2.1. About the website
As explained in Chapter Seven, online customers were asked three questions related
to the website through which they had their online experiences; this included the
URL address of the website, the service/product they purchased and the number of
times they had an experience with the site.
As seen from the table below, the URL address question revealed around 145
different websites, this is important for this study to ensure the diversity of evaluated
experiences. Websites through which respondents had their experiences included
retail sites, airlines, banking and financial services, government services, academic
services, entertainment, etc.
Table 8.1 List of websites through which respondents had their experiences
http://eastore.ea.com

www.ebay.fr

www.nbd.com

http://en.vente-privee.com

www.ebokker.com

www.net-a-porter.com

http://hbr.harvardbusiness.org/

www.ebookers.com/

www.otto.de

http://msdn.microsoft.com/

www.ebuyer.com/

www.play.com

http://shopping.yahoo.com

www.egov.gv.qa

www.priceline.com

http://store.apple.com

www.eluxury.com

www.qantas.com.au

https://eticketing.co.uk

www.embark.com

www.qatarairways.com

https://www.boj-online.com

www.emirates.com/

www.raypub.com

www.02.co.uk

www.emiratesbank.ae

www.redfern-travel.com/business/

www.1800petmeds.com

www.emiratesislamicbank.ae

www.renchi.com

www.2rdstrom.com

www.etisalat.ae/

www.rja.com

www.acm.org

www.etsy.com

www.roomservice.ae

www.adorama.com/

www.eurostar.com

www.salik.ae/

www.airarabia.com

www.expedia.ca

www.sambaonline.com

www.airasia.com

www.expedia.co/uk

www.scksteel.com/English/

www.aircanada.com

www.fifa.com

www.sheraton.com

www.alibaba.com

www.findmeagift.com

www.shoebuy.com

www.alislami.ae

www.firstdirect.co.uk

www.shopanyamericanstore.com/

www.amazon.co.uk

www.firstgroup.com

www.shopbop.com

www.amazon.com

www.flyemirates.com

www.snapfish.co.uk

www.amazon.de

www.flyme.com

www.souq.com

www.apple.com

www.fxsol.com

www.studyresponse.org

www.argos.co.uk

www.goldenvillage.com.sg

www.surveymonkey.com

www.asos.com

www.halifax.co.uk/home/home.asp

www.taobao.com

www.asq.org

www.hervia.com

www.tesco.com

www.audible.com

www.hmv.co.uk

www.the2rthface.com

www.autotrader.co.uk

www.hotels.com

www.theglutenfreemall.com

www.avon.co.uk

www.hp.com

www.thetrainline.com
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www.ba.com

www.hsbc.com

www.ticketpro.cz

www.bankofamerica.com

www.ixwebhosting.com

www.tmlewin.co.uk

www.bankofjordan.com

www.jazeeraairways.com

www.t-mobile.co.uk

www.barclays.co.uk/

www.jcpenny.com

www.tra.ae

www.booking.com

www.jet2.com

www.travelstay.com

www.cottages4u.co.uk

www.kays.com/

www.travian.ae/

www.crosscountrytrains.co.uk/

www.kurtgeiger.com

www.tripadvisor.com/

www.cyprusairways.com

www.lastminute.com

www.turkishairline.com/

www.dangdang.com

www.lelnas.com

www.tvlicensing.co.uk/index.jsp

www.dialaphone.co.uk

www.littlewoods.com/

www.United.com

www.diamond.com

www.liverpoolfc.tv

www.victoriassecret.com/

www.diamond-book.com/

www.lloydstsb.com/personal.asp

www.virginholidays.co.uk

www.dm.ae

www.MACcosmetics.com

www.visiondirect.com

www.dnata.com

www.macys.com

www.vue.com/

www.dorothyperkins.com

www.megabus.com/uk

www.wachovia.com

www.drugonline.com

www.milf.com

www.wiggle.co.uk

www.dubaipolice.ae

www.mobile360.co.uk

www.wizzair.com

www.dundas.com

www.myprotein.co.uk

www.wynsors.com/

www.easyclicktravel.com

www.nationalexpress.com

www.zappos.com

www.easyjet.com

www.nationalexpresseastcoast.com

www.ebay.co.uk.com

www.nationalrail.co.uk/

www.ebay.com

www.natwest.co.uk

Additionally, participants in the mass online questionnaire were asked to list the type
of product or service that they purchased during their online experience.
Respondents‟ answers ranged to include a wide range of different types of products
and services including: banking services, government and academic services,
automobiles, computer software, furniture, home electronics and appliances,
insurance services, jewellery and watches, music and movies, personal electronics,
pharmaceutical equipments and sports‟ equipments, etc.
Similar to the results of the pilot data, some products/services had a higher
percentage of responses than others, specifically: travel and event tickets (25.4%),
books and magazines (11.7%), and clothes and accessories (9.3%). Again, this
unequal distribution of products and services shown in Figure 8.2 conforms to a large
extent with recent studies on the disparate popularity of products and services when
it comes to the online channel (Nielsen 2007). Therefore, the sample is considered
diverse enough and representative of the current online market.
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Figure 8.2 Purchased products and services
Automobiles
Banking&Financialservices
4.4% 2.2%

Booksandmagazines
8.2%

Clothesandaccessories
11.7%

25.4%

Computersoftware
FoodandGrocery

9.3%

GovernmentServices
Homeelectronicsandfurniture

8.5%
3.3%

6.8%

8.5%

Jewelryandwatches
4.4%
0.8%
3.6%

3.0%

Musicormovies
PersonalElectronics(mobile,PC,etc)
Pharmaceuticalormedicalproducts
Travel/Eventtickets
Videogames

Additionally, Figure 8.3 shows diversity of the number of experiences respondents
had with the website. Around 47.5% of the sample had more than 5 experiences with
the site. 16.41% of the sample had only one experience with the site, while the rest
had from 2 to 5 experiences with the site (36.1%). This indicates that the sample was
also diverse in terms of customers‟ familiarity with the site.
Figure 8.3 Range of times a respondent had an experience with the website
47.5 %

50.0
40.0

36.1 %

30.0
20.0

16.4 %

10.0
0.0
1 time

2-5 times
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8.2.2. About the respondents
Figure 8.4 shows that almost 85% of sample were aged 40 years and below, 9.3%
aged between 41 and 50 and 5.5% of the sample aged above 50. The sample shows
an almost normal distribution that is skewed a bit to the younger ages. The confirms
the findings of published research that indicates more spread of the internet among
the youngest generations who seem to be more internet-savvy (OECD 2008).
Figure8.4Respondents’age
50.0
42.9 %
40.0

35.8 %

30.0
20.0
10.0

9.3 %

6.6 %

5.5 %

0.0
20 and less

21-30

31-40

41-50

Above 50

As shown in Figure 8.5, the gender distribution of the participating sample showed
good representation from both genders, yet a higher percentage from the male
population. Males constituted 60.1% of the sample while females constituted 39.9%.
Figure8.5Respondents’gender

39.9%
Female
60.1%

Male
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In the mass online questionnaire, participants were also asked to provide their
geographical

locations.

The

sample

was

distributed

internationally

with

representation from almost all areas of the world. The highest percentage of the
sample was from the Americas (35.4%), followed by Europe (32.5%). Responses
reached 21.9% from the Middle East and North Africa, and 6.3% from Asia.
Figure 8.6 Geographical location of participants

2.7%

Africa

1.1%

Australia

21.9%
35.5%

The Americas
32.5%
Asia
6.3%

Europe

Figure 8.7 outlines the diversity in the educational level of participants: 43.8% of
participants held an undergraduate degree, 30.2% held a graduate level degree,
15.7% a post graduate level degree and 10.3% were educated to high school level. As
the figure suggests, all education levels are fairly represented in this sample.
Figure 8.7 Educational level of participants
60.0
50.0

43.8%

40.0
30.2%
30.0
20.0

15.7%
10.3%

10.0
0.0
High school

Under graduate
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Finally, the diversity of online experience of participants is plotted in Figure 8.8,
below: 42.9% of the respondents considered themselves experienced online
customers, 41.3% believed they had an intermediate level of experience and 15.8%
novice experience.
Figure8.8Respondents’levelofonlineexperience
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42.9%

41.3%

40.0

30.0
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20.0
10.0
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8.3. Reliability and validity tests
Data of the online questionnaire was generated automatically and extracted into a
master Excel sheet. After being collected, data was prepared using the same three
steps that were used to prepare the pilot data as described in section 7.4 of Chapter
Seven.
Similar to the tasks carried out and explained in 7.4.1 to confirm the reliability of the
measure, the item-to-total correlation and the coefficient alpha were used to study the
measures‟ reliability using the mass data. The items should have item-to-total
correlation scores of 0.30 and above to be considered to have high reliability (Edgett,
1991) and an alpha score of 0.5 to 0.6 would be sufficient to assure reliability of
items (Nunnally, 1978).
8.3.1. Reliability analysis results
As explained section 7.4.1, SPSS software was used to compute the item-to-total
correlation and also the coefficient alpha. It produced the following results:
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All (36) items were found to have a high item-to-total correlation, which is above the
acceptable level 0.30, as outlined in Table 8.2, the reliability coefficient ranged from
.702 to .868, which was significantly higher than the acceptable level of 0.60
(Nunnaly, 1978). The analysis results of the data collected throughout the mass stage,
re-confirm reliability of the proposed measure including all items.
The findings will be used, discussed and interpreted in the following chapter.
Table 8.2 Reliability analysis for the research variables
Item Code

Item

E

Ease of use

1.

E1

Ease of understanding

.591

2.

E2

Ease of navigation

.614

3.

E3

Ease of transaction

.699

4.

E4

Speed of transaction

.656

RE

Reliability

5.

RE1

Functionality

.655

6.

RE2

Accuracy of transaction

.482

7.

RE3

Ability to solve problems

.448

8.

RE4

On time delivery of order

.460

9.

RE5

Accuracy of order delivery

.490

RS

Responsiveness

10.

RS1

Promptness to enquiries

.555

11.

RS2

Timely communication

.548

12.

RS3

Promptness in solving
problems

.593

Q

Quality of information

13.

Q1

Clarity of information

.691

14.

Q2

Accuracy of information

.654

15.

Q3

Extensiveness of information

.716

16.

Q4

Updatedness of information

.673

S

Security

17.

S1

Anonymity of information

.691

18.

S2

Privacy of information

.800

19.

S3

Financial security

.748

A

Appearance

A1

Visual attractiveness

20.

Item-total
correlation

Cronbach‟s
Alpha
.818

.802

.741

.847

.868

.702
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21.

A2

Professional appearance

.444

22.

A3

Site novelty

.506

23.

A4

Aesthetics of order packaging

.470

C

Customer engagement

24.

C2

Synchronous communication

.562

25.

C3

Content participation

.665

26.

C5

Personalisation

.442

27.

C7

Customisability

.319

28.

C8

Demonstration

.605

29.

C9

Explorability

.333

30.

C10

Site playfulness

.352

D

Delight

31.

D1

Fulfilment of needs

.464

32.

D2

Enjoyment

.793

33.

D3

Pleasant surprise

.677

EA

Emotional attachment

34.

EA1

Trust

.801

35.

EA2

Recommendation

.756

36.

EA4

Identification

.738

.792

.781

.865

8.3.2. Factor analysis
In addition to the established internal reliability of the data using item-total
correlation and Cronbach‟s alpha as explained above, the proposed construct will
also be put through an exploratory factor analysis to ensure its reliability and
validity.
Certain requirements need to be fulfilled before factor analysis can be successfully
employed. One of the important requirements is to measure the variables by using
interval scales. Using a 5-point Likert scale in the survey questionnaire fulfilled this
requirement. A number of reasons account for the use of Likert scales. Firstly, they
communicate interval properties to the respondent, and therefore produce data that
can be assumed to be intervally scaled (Madsen, 1989; Schertzer and Kernan, 1985).
Secondly, in the marketing literature Likert scales are almost always treated as
interval scales (see for example, Aaker et al., 1995; Bagozzi, 1994; Kohli and
Jaworski, 1990; Narver and Slater, 1990; Tansuhaj et al., 1989).

337

Chapter Eight

Quantitative data analysis: hypotheses testing

Another important criterion is that the sample size should be more than 100 since the
researcher generally cannot use factor analysis with fewer than 50 observations (Hair
et al., 1998). However, this requirement has been fulfilled because there were 366
respondents in this research.
8.3.3. Results of factor analysis
The results of the tests are briefly discussed below:


Bartlett‟s test of sphericity

The result for Bartlett‟s test of sphericity (BTS) was 594.662 and the associated
significance value was very small (p=0.000).

This shows that the data were

appropriate for factor analysis.


Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy

KMO is a measure of sampling adequacy. It is an index used to compare the
magnitudes of the observed correlation coefficients to the partial correlation
coefficients. The sum of squared partial correlation coefficient between all pairs of
variables arrange from 0.0 to 1.0. Small values indicate that factor analysis is not
valid since correlations between pairs of variables cannot be explained by the other
variables. Kaiser (1974) characterises KMO measures in the 0.90s as marvellous, in
the 0.80s as meritorious, in the 0.70s as middling, in the 0.60s as mediocre, in the
0.50s as miserable, and below 0.50 as unacceptable. However, according to Kinnear
and Gray (1999), the measure should be greater than 0.50 for a satisfactory factor
analysis.
The Kaiser-Meyer-Olkin (KMO) for measurement of sample adequacy (MSA) gives
the computed KMO as 0.825, which is adequate, and above acceptable level (see
Table 8.3).
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Table 8.3 KMO and Bartlett's Test
0.825

Kaiser-Meyer-Olkin measure of sampling adequacy

Bartlett's test of sphericity

Approx. Chi-Square

594.662

df

91.000

Sig.

0.000

Source: Analysis of survey data
As the above requirements were met, the researcher concluded that factor analysis
was appropriate for this data set so the procedures for factor analysis could be
performed.


Results of principal component analysis extraction process

Factor extraction results using principal component analysis (PCA) are given in
Table 8.4. It should be noted that an eigenvalue of 1.0 is used as the benchmark in
deciding the number of factors (Hair et al., 1998; Norusis, 1993).
Table 8.4 Principal component analysis extraction results
Construct

Eigenvalue

Variance Explained (%)

Cumulative
Variance (%)

1

6.304

45.026

45.026

2

1.470

10.503

55.529

3

1.298

9.272

64.802

Extraction method: Principal component analysis

Source: Analysis of survey data
An initial (un-rotated) solution identified 13 items and three constructs with
eigenvalues of more than one, accounting for 64.802% of the variance (Table 8.4).
As Table 8.5 shows, all 13 variables scored high communalities that ranged from
0.487 to 0.797. Therefore, it could be concluded that a degree of confidence in the
factor solution was achieved.
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Table 8.5 Communalities
Initial

Extraction

Ease of use

1.000

.718

Reliability

1.000

.629

Responsiveness

1.000

.699

Quality of information

1.000

.658

Security

1.000

.590

Appearance

1.000

.487

Customer engagement

1.000

.505

Fulfilment of needs

1.000

.513

Enjoyment

1.000

.797

Pleasant surprise

1.000

.709

Trust

1.000

.700

Recommendation

1.000

.622

Identification

1.000

.741

Extraction method: Principal component analysis.

Source: Analysis of survey data


Factor rotation and factor loading

On being satisfied with the three chosen constructs, a loading of all the items within
the three constructs was examined. The Varimax technique for rotated component
analysis was used with a cut-off point for interpretation of the factors at 0.45 or
greater. The results are summarised in Table 8.6 below:
Table 8.6 Rotated component matrix
No

Component
Construct 1

F1

.716

F2

.706

F3

.773

F4

.695

F5

.731

F6

.548

F7

.474

Construct 2

F8

.661

F9

.854
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F10

.801

F11

.783

F12

.673

F13

.824

Extraction method: Principal component analysis.
Rotation method: Varimax with Kaiser normalisation.
a. Rotation converged in 7 iterations.

Source: Analysis of survey data
All items were loaded onto the expected factors for which they were designed. Factor
loadings were all higher than 0.45 so that each item loaded higher on its associated
construct than on any other construct. As suggested by Hair et al. (1998), a factor
loading higher than 0.35 is considered statistically significant at an alpha level of
0.05. This is supported by the discriminant validity of the measurement. Table 8.7
provides details on factor loading and Cronbach alpha for each construct.
Table 8.7 FactorloadingandCronbach’salpha analysis
Factor
Loading
C1: XQual

Cronbach
alpha
.832

Ease of use

.716

Reliability

.706

Responsiveness

.773

Quality of information

.695

Security

.731

Appearance

.548

Customer engagement

.474
.781

C2: Delight
Fulfilment of needs

.661

Enjoyment

.854

Pleasant surprise

.801
.848

C3: Emotional attachment
Trust

.710

Recommendation

.673

Identification

.824

Source: Analysis of survey data
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Construct naming and interpretation process

According to the factor analysis results, the three constructs were validated along
with their variables as follows:
1.

Construct 1: Xqual, which consists of 30 items and comprises of the following
attributes or factors: (1) ease of use, (2) reliability, (3) responsiveness, (4)
quality of information, (5) security, (6) appearance, (7) customer engagement.
According to the factor loading, the values are closely grouped with the highest
being „responsiveness‟ (0.788) and the lowest being „customer engagement‟
(.474). The overall mean for this factor is .66.

2.

Construct 2: Delight, which consists of 3 items: (1) fulfilment of basic needs, (2)
enjoyment, (3) pleasant surprise. The values are closely grouped with the highest
being „enjoyment‟ with a value of .854 and the lowest being „fulfilment of
needs‟ (.661). The overall mean for this factor is .772.

3.

Construct 3: Emotional attachment, which consists of 3 items: (1) trust, (2)
recommendation, (3) identification. The values are closely grouped with the
highest being „identification‟ (.824) and the lowest „recommendation‟ with a
value of .673. The overall mean for this factor is .748.
Table 8.8 Summary of the research constructs

Symbol

Construct name

Attribute

Symbol

C1

XQual

Ease of use

F1

Reliability

F2

Responsiveness

F3

Quality of information

F4

Security

F5

Appearance

F6

Customer engagement

F7

Fulfilment of needs

F8

Enjoyment

F9

Pleasant surprise

F10

Trust

F11

Recommendation

F12

C2

C3

Delight

Emotional attachment
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Identification

F13

8.4. Hypotheses testing
This study was carried out for four main objectives as follows:
Research objective 1: To identify the perceived quality attributes of a total online
customer experience.
This objective examines and identifies attributes that impact customers‟ perceived
quality of the online experience. The factor analysis procedure applied above
confirmed the XQual construct and its components as described in 8.3.3.
Additionally, this objective poses a predetermining hypothesis, which is:


H1: Hedonic factors (customer engagement and appearance) have a positive
impact on customers‟ perceived quality of their online experience.

Following, H1 will be tested by one sample t-test and regression analysis.
Research objective 2: To identify the satisfaction factors of a total online customer
experience.
This objective examines and identified the factors that impact customer satisfaction
of an online customer experience. The factor analysis procedure applied above
confirmed the delight construct, the ultimate state in the satisfaction continuum and
its other components as described in 8.3.3. Additionally, this objective poses one
predetermining hypothesis, which is:


H3: Fulfilment of customer needs, enjoyment and pleasant surprise impact
customers‟ delight in a progressive way.

Following, H3 will be tested by single and multiple regression analysis
Research objective 3: To identify the loyalty factors of a total online customer
experience.
This objective examines and identifies factors that impact customer loyalty to an
online firm. The factor analysis procedure applied above confirmed the emotional
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attachment construct, the ultimate state in the loyalty continuum and its other
components as described in 8.3.3. Additionally, this objective poses one
predetermining hypothesis, which is:


H5: Trust, advocacy and identification impact customers‟ emotional
attachment in a progressive way.

Following, H5 has been tested by a single and multiple regression analysis.
Research objective 4: What is the relationship between customer perceived quality,
satisfaction and loyalty in the online environment?
This objective examines the relationship between the three constructs in the proposed
measurement model that was presented in Chapter 5. Additionally, this objective
poses two predetermining hypotheses, which are:


H2: An integrated perspective of experience quality based on a combination
of utilitarian and hedonic factors have a positive impact on customers‟
delight.



H4: Customer delight has a positive impact on customers‟ emotional
attachment.

Following, H2 and H4 will be tested by a single and multiple regression analysis.
8.4.1. Hypotheses testing procedures
Hypotheses testing provides the mathematical underpinning for inferential statistics
employed in this study. The following steps are generally used in hypotheses testing
(Cramer, 1998; Sekaran, 1984).


Identify what the appropriate statistical test is.



Determine and set up the rejection region by looking up the critical value in
the appropriate table.



Calculate the test statistics.
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Draw the conclusion: reject or fail to reject.



Interpret the results.

The most important part in this procedure is to decide which test to use in which
situation. Generally, single and multiple regression tests are seen as the main and
most appropriate tests in the case of this study. This is because the hypotheses
address the relationships between a dependent variable (DV) and one or more than
one independent variable (IVs), as will be explained in more detail in the following
sections.
Hypotheses
H1: Hedonic factors (customer engagement and appearance) have a
positive impact on customers‟ perceived quality of their online
experience

Multiple and single
regression analysis
1-sample t-test
Ranking analysis

H2: An integrated perspective of experience quality based on a
combination of utilitarian and hedonic factors have a positive impact on
customers‟ delight

Single regression
analysis

H3: Fulfilment of customer needs, enjoyment and pleasant surprise
impact customers‟ delight.

Single regression
analysis
Multiple regression
analysis

H4: Customer delight has a positive impact on customers‟ emotional
attachment.

Single regression
analysis

H5: Trust, advocacy and identification impact customers‟ emotional
attachment in a progressive way.

1-sample t-test
Single regression
analysis
Multiple regression
analysis

8.4.2. The XQual
The impact of each of the attributes on customer evaluation of the overall experience
quality will be tested using single regression analysis to test the impact of the
hedonic factors, i.e. „customer engagement‟ and then „appearance‟ on customers‟
perceived experience quality. Later, a multiple regression test will be performed to
rank all attributes according to their impact on perceived experience quality.
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Single and multiple regression analysis

The single or multiple regression analysis is a statistical technique that can be used to
analyse the relationship between a single dependent variable and another single
independent variable in case of the single regression analysis or the relationship
between a single dependent variable and multiple independent variables in the case
of multiple regression analysis (Hair et al., 1998). Its objective is to use the
independent variable whose value is known to predict the single dependent variable
(Cramer, 1998; Hair et al., 1998). In its basic form, the multivariate regression
equation is of the form:

y  b0  b1 x1  b2 x2 ........  bk xk  
Where:
y= the predicted value on the DV,
b0=the y intercept, the value of y when all Xs=0,
X= the various IVs,
B1…k= the various coefficient assigned to the IVs during the regression.
ε= standard error of estimates.
The goal of the regression is to derive the B values known as regression coefficients,
or beta coefficient. The beta coefficients allow the computation of reasonable Y
values with the regression equation. The correlation between the obtained and
predicted values for Y indicates the strength of the relationship between the DV and
IV.
To assess the significance of the overall regression model, the results of analysis of
variance (ANOVA) were used. In multiple regression analysis this is used to test the
null hypothesis that there is no linear relationship between the dependent variable
and independent variables. The statistic used to test this hypothesis is F ratio. The F
test is used to test the significance of R, which is the same as testing the significance
of R2, and indicates the significance of the regression model as a whole. As with
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other significance tests, the usual social science cut-off is that the model should be
significant at the 0.05 level or better.
Next is the partial regression coefficient B. The B coefficient is the unstandardised
simple regression coefficient for the case of one independent variable. When there
are two or more independents, the B coefficient is a partial regression coefficient.
The beta weights are the regression B coefficients for standardised data. Therefore,
Beta (B) is the average amount the dependent variable increases when the
independent variable increases by one standard deviation and the other independent
variables are held constant. A positive coefficient shows that the predicted value of
the dependent variable increases when the value of the independent variable
increases and vice versa.
It is also important to examine the relationship between independent variables in a
regression model for undesired effects of multicollinearity and singularity.
Multicollinearity exists when variables are highly correlated (0.90 and above), and
singularity exists when the variables are perfectly correlated. Multicollinearity and
singularity indicate a high degree of redundancy of variables, and hence the need to
remove them from the analysis.
In SPSS, the classical measures for assessing both bairwise (i.e. two collinearity) and
multiple variable collinearity are:


the tolerance value, and



its inverse inflation factor (VIF).

Tolerance refers to the amount of variability of the specified independent variables
not explained by the other variables. Therefore, very small tolerance values (and
large VIF values) indicate a high level of collinearity, since it means that it is highly
predicted (collinear) with other predictor variables (Hair et al., 1998). The cut-off
threshold is a tolerance of 0.10, which corresponds to VIF values above 10. VIF
refers to the effect that the other predictors of variables have on the variance of a
regression coefficient, directly related to the tolerance value (VIFi=1/R2).
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It should be clear that the ratio of cases to independent variables must be high to
avoid a meaningless solution. If there are more IVs than cases, a regression solution
may be found which perfectly predicts the DV for each case. As a rule of thumb,
there should be approximately 20 times more cases than IVs for good results,
whereas a minimum of 5 times more cases than IVs may be used.
Finally, there are a number of different approaches for selecting and testing
predictors: enter selection (for single always, enter all altogether), forward selection,
backward elimination and stepwise selection (compare between variables). Enter
selection includes all variables in the regression model estimation. The regression
model in this selection is very straightforward, making it the easiest method to
understand and interpret. Forward selection starts with the model that contains only a
constant term, then at each step a variable that results in the largest increase in
multiple R2 will be added, provided the change in R2 is large enough to reject the null
hypothesis. Backward elimination starts with a regression model that contains all of
the independent variables, then at each step a variable that changes R2 least is
removed, provided that the change is small enough so that the null hypothesis cannot
be rejected. Finally, stepwise selection is one of the most popular sequential
approaches to variable selection (Hair et al., 1998, Norusis, 1993). This approach
allows the researcher to examine the contribution of each predictor variable to the
regression model. It resembles forward selection except that after entering a variable
into the model, the researcher removes any variables already in the model that are no
longer significant predictors. Thus, stepwise selection is a combination of forward
selection and backward elimination.
8.4.2.2.

Results of the regression analysis

This section illustrates results of the regression tests used to examine the following
hypothesis:
H1: Hedonic attributes (customer engagement and appearance) have a positive impact on
customers’ perceived quality of their online experience
H1.1: Appearance has a positive impact on customers’ perceived quality of their online
experience
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H1.2: Customer engagement has a positive impact on customers’ perceived quality of
their online experience

8.4.2.2.1 Results of the single regression analysis of ‘appearance’ on experience
quality
Single regression analysis is a statistical technique that will be used to analyse the
relationship between a dependent variable and another independent variable. A single
regression test was carried out to examine the impact of „appearance‟ on experience
quality in the online environment (Figure 8.9).
Figure 8.9 Impact of appearance on experience quality

Delight

Appearance
Experience
quality
Customer
Engagement

Emotional
attachment

To investigate this relationship, variables were entered in a single block. We found
that the proposed model explains a relatively good percentage of variance to indicate
the relationship between „appearance‟ and customer perceived quality in the online
environment. Table 8.9 shows that 16.3% of the observed variability in the relative
advantage is explained by the independent variable (R2= .163, Adjusted R2= .160).
Table 8.9 Model summary: Impact of appearance on experience quality
Model

R

R Square

Adjusted
Square

1

.403a

.163

.160

R Std. Error of the
Estimate
.64544

a. Predictors: (Constant), Appearance

Source: Analysis of survey data
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To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.10 is used.
Table 8.10 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

29.477

1

29.477

70.759

.000a

Residual

151.638

364

.417

Total

181.115

365

a. Predictors: (Constant), Appearance
b. Dependent Variable: XQual

Source: Analysis of survey data
Results from Table 8.10 show that the ratio of the two mean squares (F) was 70.759
(F-value = 70.759, P<0.001). Since the observed significance level was less than
0.000, „appearance‟ is proved to positively impact customer perceived quality in the
online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.11 below.
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Table 8.11 Results of regression coefficientsa
Coefficientsa
Unstandardiz
ed
Standardized
Coefficients Coefficients
Model
1

B
(Constant)
Appearance

2.411
.439

Beta

.403

Collinearity
Statistics
t

Sig.

12.951

.000

8.412

.000

Tolerance VIF

1.000

1.000

a. Dependent Variable: XQual

Source: Analysis of survey data
Results from Table 8.11 indicate that we can safely state that „appearance‟ (B=.403)
is quite strong in influencing customer perceptions of overall experience quality in
the online environment.
8.4.2.2.2 Results of the single regression analysis of ‘Customer engagement’ on
experience quality
Figure 8.10 Impact of customer engagement on experience quality

Delight

Appearance
Experience
quality
Customer
engagement

Emotional
attachment

The single regression analysis is a statistical technique that will be used to analyse
the relationship between a dependent variable and another independent variable. A
single regression test was carried out to examine the impact of „customer
engagement‟ on experience quality in the online environment, see Figure 8.10.
To investigate this relationship, variables were entered in a single block. We found
that the proposed model explains a relatively good percentage of variance to indicate
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the relationship between „customer engagement‟ and experience quality. Table 8.12
shows that 18.5% of the observed variability in the relative advantage is explained by
the independent variable (R2= .185, Adjusted R2= .187).
Table 8.12 Model summary: Impact of customer engagement on experience
quality
Model

R

R Square

Adjusted
Square

1

.432a

.187

.185

R Std. Error of the
Estimate
.63607

a. Predictors: (Constant), Appearance

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.13 is used.
Table 8.13 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

33.846

1

33.846

83.656

.000a

Residual

147.269

364

.405

Total

181.115

365

a. Predictors: (Constant), Customer engagement
b. Dependent Variable: XQual

Source: Analysis of survey data
Results from Table 8.13 show that the ratio of the two mean squares (F) was 83.656
(F-value=83.656, P<0.001). Since the observed significance level was less than
0.000, „customer engagement‟ is proved to positively impact customer perceived
quality in the online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.14, below.
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Table 8.14 Results of regression coefficientsa
Coefficientsa
Unstandardized Standardized
Coefficients
Coefficients
Model
1

B

Beta

(Constant)

2.218
Customer Engagement .511

.432

Collinearity Statistics
t

Sig.

11.532

.000

9.146

.000

Tolerance VIF

1.000

1.000

a. Dependent Variable: XQual

Source: Analysis of survey data
Results from Table 8.14 indicate that we can safely state that „customer engagement‟
(B=.432) is quite strong in influencing customer perceptions of the overall
experience quality in the online environment.
In summary, and as outlined above, we can safely accept the first hypothesis as the
beta values of the attribute „appearance‟ and the attribute „customer engagement‟
indicated that both attributes have a positive impact on customers‟ perceived quality
in the online environment.
H1: Hedonic attributes (customer engagement and appearance) significantly impact
customers’ perception of the quality of their online experience

√

8.4.2.2.3 Results of the multiple regression analysis of all quality attributes on
experience quality
As described above, the multiple regression analysis is a statistical technique that can
be used to analyse the relationship between a dependent variable and another set of
independent variables. A multiple regression test was carried out to examine the
impact of all seven attributes on customer perceived quality in the online
environment. Quality attributes were then ranked according to the Beta value
resulting from the multiple regression analysis to determine their relative impact on
experience quality.
To investigate this relationship, variables were entered in a single block. We found
that the proposed model explains a relatively good percentage of variance to indicate
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the relationship between customer evaluation of all attributes and customer perceived
quality in the online environment. Table 8.15 shows that 42.6% of the observed
variability in the relative advantage is explained by the independent variable (R2=
.415, Adjusted R2= .426).
Table 8.15 Model summary: Impact of all quality attributes on experience
quality
Model

R

R Square

Adjusted
Square

1

.653a

.426

.415

R Std. Error of the
Estimate
.53893

a. Predictors: (Constant), Appearance, Security, Responsiveness, Quality of
Information, Customer Engagement, Ease of Use, Reliability

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.16 is used.
Table 8.16 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

77.136

7

11.019

37.940

.000a

Residual

103.978

358

.290

Total

181.115

365

a. Predictors: (Constant), Appearance, Security, Responsiveness, Quality of Information,
Customer engagement, Ease of use, Reliability
b. Dependent Variable: XQual

Source: Analysis of survey data
Results from Table 8.16 shows that the ratio of the two mean squares (F) was 37.940
(F-value=37.940, P<0.001). Since the observed significance level was less than
0.000, all quality attributes are proved to influence customer perceived quality in the
online environment.
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To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.17 below.
Table 8.17 Results of regression coefficientsa
Coefficientsa
Unstandardize Standardized
d Coefficients Coefficients
Model

B

Beta

t

Sig.

-.987

.324

.150

2.896

.004

.594

1.683

.231

3.878

.000

.453

2.209

.201

3.319

.001

.437

2.290

.025

.445

.656

.514

1.946

.183

3.762

.000

.679

1.474

-.004

-.075

.940

.711

1.407

.088

1.752

.001

.630

1.587

1 (Constant)
Customer engagement

-.266
.178
Ease of use
.285
Reliability
.262
.027
Responsiveness
.223
Quality of information -.004
.096
Security
Appearance

Collinearity
Statistics
Tolerance VIF

a. Dependent Variable: XQual

Source: Analysis of survey data
Results from Table 8.17 indicate that we can safely reject the null hypotheses that the
coefficients for „ease of use‟ (B=.231, t= 3.878, p<0.001), „reliability‟ (B=.201, t=
3.319, p<0.01), „quality of information‟ (B=.183, t= 3.762, p<0.001), „customer
engagement‟ (B=.150, t= 2.896, p<0.001) and „appearance‟ (B=.088, 1.752,
p<0.001) are 0. However, we have to accept the null hypothesis for „security‟, since
the partial coefficient does not contribute significantly to the model (B=-.004, t= .075, p>0.05) as well as „responsiveness‟ (B=.025, t= .445, p>0.05).
The beta weights show that the perceived „ease of use‟ (B=.231) is relatively stronger
than perceived „reliability‟ (B=.201). „Reliability‟ is stronger than the perceived
„quality of information‟ (B=.183), which is stronger than the perceived „customer
engagement‟ (B=.150). „Customer engagement‟ is stronger than the perceived
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„appearance‟ (B=.088) in explaining changes in customers‟ perceived experience
quality in the online environment.
Although the impact of „responsiveness‟ and „security‟ was not found significant,
investigation of their both effects on the perceived experience quality alone reveals
that they have a significant linear relationship as provided below. This suggests that
with the other five variables in the regression model, their impact on customers‟
perceived quality was overshadowed.
8.4.2.2.4 Impact of responsiveness on experience quality
To investigate this relationship, variables were entered in a single block. We found
that the proposed model explains a relatively significant percentage of variance to
indicate the relationship between „responsiveness‟ and experience quality in the
online environment. Table 8.18 shows that 19.4 % of the observed variability in the
relative advantage is explained by the independent variable (R2=.194, Adjusted R2=
.192).
Table 8.18 Model summary: Impact of all quality attributes on experience
quality
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.441a

.194

.192

.63311

a. Predictors: (Constant), Enjoyment

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.19 is used.
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Table 8.19 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

77.136

7

11.019

37.940

.000a

Residual

103.978

358

.290

Total

181.115

365

a. Predictors: (Constant), Responsiveness
b. Dependent variable:
Experience quality

Source: Analysis of survey data
Results from Table 8.19 shows that the ratio of the two mean squares (F) was 37.940
(F-value=37.940, P<0.001). Since the observed significance level was less than
0.000, perceived „responsiveness‟ is proved to influence customer experience
quality.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.20 below.
Table 8.20 Results of regression coefficientsa
Unstandardized Standardized
Coefficients
Coefficients
Model

B
(Constant)

2.411

Responsiveness

.439

T- value Sig.

Beta

Collinearity
Statistics
Tolerance

VIF

11.157 .000
.401

9.373

.000 1.000

1.000

a. Dependent Variable: Experience quality

Source: Analysis of survey data
Results from Table 8.20 indicate that we can safely state that customer evaluation of
experience quality is dependent on customer evaluation of responsiveness as the
XQual construct suggests where the beta weight shows that the responsiveness
(B=.401) is quite strong in influencing customers‟ experience quality.
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8.4.2.2.5 Results of the single regression analysis of ‘security’ on experience quality
To investigate this relationship, variables were entered in a single block. We found
that the proposed model explains a relatively significant percentage of variance to
indicate the relationship between „security‟ and experience quality in the online
environment. Table 8.21 shows that 11.4 % of the observed variability in the relative
advantage is explained by the independent variable (R2=.110, Adjusted R2= .108).
Table 8.21 Model summary: Impact of security on experience quality
Model
1

R
.332

a

R Square

Adjusted R Square

Std. Error of the Estimate

.110

.108

.66537

a. Predictors: (Constant), Security

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.22 is used.
Table 8.22 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

35.214

1

35.214

87.855

.000a

Residual

145.900

364

.401

Total

181.115

365

a. Predictors: (Constant), Security
b. Dependent Variable:
Experience quality

Source: Analysis of survey data
Results from Table 8.22 show that the ratio of the two mean squares (F) was 87.855
(F-value=87.855, P<0.001). Since the observed significance level was less than
0.000, perceived „security‟ is proved to influence customer experience quality.
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To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.23 below.
Table 8.23 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

2.476

Security

.353

T- value Sig.

Collinearity
Statistics
Tolerance

VIF

11.134 .000
.332

6.715

.000 1.000

1.000

a. Dependent Variable: Experience quality

Source: Analysis of survey data
Results from Table 8.23 indicate that we can safely state that customer evaluation of
experience quality is dependent on customer evaluation of security as the XQual
construct suggests where the beta weight shows that the responsiveness (B=.332)
positively impacts customers‟ experience quality.
8.4.2.2.6 Ranking analysis
As explained above, all quality attributes were found significant in impacting
customers‟ perceived quality of their online experiences, whether using multiple or
single regression analysis. Appendix VI provides detailed illustrations of the single
regression analysis results for each of the quality attributes. This test was carried out
for each attribute to be able to compare the impact of each attribute on experience
quality, taking into consideration the results of the „security‟ and „responsiveness‟
attributes in the multiple regression test. Table 8.24 outlines the entire quality
attributes ranked according to their impact on customers‟ perceived quality, i.e. using
the (Beta) value for each from its single regression test.
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Table 8.24 Relativeimpactofqualityattributesoncustomers’perceivedquality
Quality Attribute

R2

F

Standardized
Beta

Sig

Ease of use

.306

162.300

.555

.000

1

Reliability

.283

143.917

.532

.001

2

Quality of
information

.192

86.670

.439

Customer
engagement

.187

83.656

.432

Appearance

.163

70.759

.403

.000

5

Responsiveness

.194

87.855

.401

.000

6

Security

.110

45.097

.332

.000

7

.000
.000

Rank

3
4

Table 8.24 outlines that individually, all quality attributes had almost the same
impact on customers‟ perceived quality in the online environment, with „ease of use‟
and „reliability‟ having the highest impact and „security‟ having the lowest impact.
One can conclude from this that both the utilitarian and the hedonic attributes are
equally important to customers.
8.4.2.3.

One-sample test of statistical significance for quality factors

evaluation
Respondents of the online questionnaire were asked to evaluate quality of their
recent online experience against specific factors: i.e. XQual factors. Customer
evaluation of the quality of each factor was measured using a Likert-type scale
ranging from 1 to 5 with the following equivalences: 1 = strongly disagree, 2 =
disagree, 3 = Neutral, 4 = agree, and 5 = strongly agree. Using the mean value, Table
8.25 provides the overall rank of each factor ordered as utilitarian (U) and hedonic
(H) factors.
Table 8.25 Overall mean of the items
Rank

Factor

Attribute

Type

Mean
value

1

Accuracy of transaction

Reliability

U

4.30

2

Ease of navigation

Ease of use

U

4.29

3

Functionality

Reliability

U

4.28

4

Ease of understanding

Ease of use

U

4.25
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5

Financial security

Security

U

4.24

6

Speed of transaction

Ease of use

U

4.22

7

Ease of transaction

Ease of use

U

4.21

8

Privacy of information

Security

U

4.18

9

Explorability

customer engagement

H

4.14

10

Updatedness of information

Quality of information

U

4.14

11

Anonymity of information

Security

U

4.13

12

Clarity of information

Quality of information

U

4.08

13

On time delivery of order

Reliability

U

4.06

14

Accuracy of information

Quality of information

U

4.06

15

Accuracy of order delivery

Reliability

U

4.05

16

Promptness in communication

Responsiveness

U

4.03

17

Extensiveness of information

Quality of information

U

4.02

18

Professional appearance

Appearance

H

3.97

19

Personalisation

Customer engagement

H

3.94

20

Promptness to enquiries

Responsiveness

U

3.80

21

Visual attractiveness

Appearance

H

3.78

22

Site playfulness

Customer engagement

H

3.61

23

Promptness in solving problems

Responsiveness

U

3.60

24

Ability to solve problems

Reliability

U

3.58

25

Customisability

Customer engagement

H

3.53

26

Content participation

Customer engagement

H

3.34

27

Aesthetics of order packaging

Appearance

H

3.28

28

Site novelty

Appearance

H

3.15

29

Demonstration

Customer engagement

H

2.86

30

Synchronous communication

Customer engagement

H

2.83

A one-sample test was conducted to determine whether these observed means of the
quality factors (see Table 8.25 above) were significantly different from the mid-point
3.0. The results are given in Table 8.26 below.
Table 8.26 One sample test of statistical significance
Test Value = 3
t

df

Sig. (2- Mean
tailed) Difference

95% Confidence
Interval of the
Difference
Lower Upper

1.

Ease of understanding

36.539

365

361

.000

1.25410

1.1866 1.3216
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2.

Ease of navigation

41.706

365

.000

1.27869

1.2184 1.3390

3.

Ease of transaction

28.598

365

.000

1.20765

1.1246 1.2907

4.

Speed of transaction

29.829

365

.000

1.21585

1.1357 1.2960

5.

Functionality

32.596

365

.000

1.27869

1.2015 1.3558

6.

Accuracy of transaction

33.800

365

.000

1.28142

1.2069 1.3560

7.

Ability to solve problems

11.668

365

.000

.57923

.4816

.6769

8.

On time delivery of order

22.989

365

.000

1.06284

.9719

1.1538

9.

Accuracy of order delivery

26.907

365

.000

1.04918

.9725

1.1259

10.

Promptness to enquiries

17.504

365

.000

.79508

.7058

.8844

11.

Promptness in communication

23.142

365

.000

1.03005

.9425

1.1176

12.

Promptness in solving problems

13.806

365

.000

.60383

.5178

.6898

13.

Clarity of information

29.503

365

.000

1.07650

1.0047 1.1483

14.

Accuracy of information

28.353

365

.000

1.05738

.9840

1.1307

15.

Extensiveness of information

27.852

365

.000

1.02459

.9523

1.0969

16.

Updatedness of information

32.339

365

.000

1.14208

1.0726 1.2115

17.

Anonymity of information

27.116

365

.000

1.12568

1.0440 1.2073

18.

Privacy of information

30.807

365

.000

1.18033

1.1050 1.2557

19.

Financial security

33.347

365

.000

1.24044

1.1673 1.3136

20.

Visual attractiveness

17.098

365

.000

.77869

.6891

.8682

21.

Professional appearance

24.775

365

.000

.96721

.8904

1.0440

22.

Site novelty

2.992

365

.003

.15301

.0524

.2536

23.

Aesthetics of order packaging

5.311

365

.000

.28415

.1789

.3894

24.

Synchronous communication

-3.137

365

.002

-.17213

-.2800 -.0642

25.

Content participation

5.700

365

.000

.33880

.2219

.4557

26.

Personalisation

12.362

365

.000

.59563

.5009

.6904

27.

Customisability

9.822

365

.000

.53279

.4261

.6395

28.

Demonstration

-2.538

365

.012

-.14208

-.2522 -.0320

29.

Explorability

29.060

365

.000

1.14481

1.0673 1.2223

30.

Site playfulness

10.726

365

.000

.61202

.4998

.7242

In Table 8.26 above, the results are found to be significantly different from the midpoint 3.0 (p<0.01).
Looking at the overall rank of the items in Table 8.25, one notices that the first 25
items out of the 30 items were ranked in a range between 3.5 and 4.30, representing a
considerable level of high quality. The first 19 items were rated above 4 and can be
said to be of high quality. The list of the first 19 factors included both hedonic and
utilitarian items with clear domination of utilitarian items.
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In the top ranked 19 items (mean above 4.0), all of the ease of use items were
included: (1) ease of understanding, (2) ease of navigation, (3) speed of transaction
and (4) ease of transaction. All quality of information items were also included: (1)
updatedness of information, (2) clarity of information, (3) accuracy of information
and (4) extensiveness of information. All three security items: (1) financial security,
(2) privacy of information and (3) anonymity of information. All reliability items
(except for „ability to solve problems‟) were also included: (1) accuracy of
transaction, (2) functionality, (3) on time delivery of order and (4) accuracy of order
delivery. One of the responsiveness items was included: (1) timely communication
and one of the customer engagement items: (1) explorability.
Items whose mean scored between 3.5 to 4.0 were: (1) professional appearance and
(2) visual attractiveness from the appearance attribute. (1) Personalisation (2) site
playfulness and (3) customisability from the customer engagement attribute. The rest
of the responsiveness attributes: (1) promptness to enquiries and (2) promptness in
solving problems, finally, was the (1) ability to solve problems from the reliability
attribute.
8.4.3. The satisfaction continuum
Satisfaction according to this study is presented as a continuum that consists of four
stages where delight represents it ultimate state. Customer evaluations of all factors
in the satisfaction continuum were measured using a Likert-type scale ranging from 1
to 5 with the following equivalences: 1 = strongly disagree, 2 = disagree, 3 = Neutral,
4 = agree, and 5 = strongly agree. The single and multiple regression analysis were
used to test the relationship between the components of the satisfaction continuum as
presented below.
8.4.3.1.

Single and multiple regression analysis

As described above, the single and multiple regression analysis is a statistical
technique that can be used to analyse the relationship between a dependent
variable(s) and another independent variable. A multiple regression test is carried out
to examine the impact of fulfilment of needs, enjoyment and pleasant surprise on
delight.
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H3: Fulfilment of customers’ needs, enjoyment and pleasant surprise impact customers’ delight in a
progressive way

8.4.3.2.

Results of the multiple regression analysis of fulfilment of needs,

enjoyment, pleasant surprise on delight
To investigate the hypothesis, entering all variables in a single block, we found that
the proposed model explains a significant percentage of variance in perceived
customer delight. Table 8.27 shows that 49.2% of the observed variability in the
relative advantage is explained by the four independent variables (R2= .492, Adjusted
R2= .488).
Table 8.27 Model summary: Impact of fulfilment, enjoyment and pleasant
surprise on delight
Model
1

R
.702

a

R Square

Adjusted R Square

Std. Error of the Estimate

.492

.488

.56760

a Predictors: (Constant), Enjoyment, Fulfilment of needs, Pleasant surprise

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variables, the
ANOVA in Table 8.28 was used.
Table 8.28 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

113.099

3

37.700

117.017

.000a

Residual

116.627

362

.322

Total

229.727

365

a Predictors: (Constant), Enjoyment, Fulfilment of needs, Pleasant surprise
b Dependent Variable: Delight

Source: Analysis of survey data
Results from Table 8.28 show that the ratio of the two mean squares (F) was 117.017
(F-value=117.017, P<0.001). Since the observed significance level was less than
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0.000, this means that the three variables were found to have a positive impact on
delight.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.29 below.
Table 8.29 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

.652

Pleasant surprise

.395

Fulfilment of needs
Enjoyment

T- value Sig.

Collinearity
Statistics
Tolerance

VIF

2.728

.007

.449

8.700

.000 .528

1.896

.164

.117

2.685

.008 .743

1.346

.253

.248

4.385

.000 .439

2.279

a Dependent Variable: Delight

Source: Analysis of survey data
Results from Table 8.29 indicate that we can safely accept the hypotheses that
fulfilment of needs (B=.117, t= 2.685, p<0.001), enjoyment (B=.248, t= 4.385,
p<0.01), and pleasant surprise (B=.449, t= 8.700, p<0.001) have a significant
influence on customers‟ perceived delight.
It also safe to state that pleasant surprise has the highest impact on delight (B=.449),
followed by enjoyment (B=.248), followed by fulfilment of needs (B=.117) as the
satisfaction continuum suggests. Accordingly, the original proposed model in
Chapter Four will be accepted instead of the amended version proposed in Chapter
Five. More discussion in relation to this point will be discussed in the next chapter.
Multicollinearity between the independent variables was minimal, as shown by the
values of tolerance that averaged between .439 and .743 and VIF that averaged
between 1.346 and 2.279, indicating that the results were reliable.
Additionally, three single regression analysis tests were run to further test hypothesis
3, i.e. examine the impact of fulfilment of needs on enjoyment, enjoyment on
pleasant surprise and pleasant surprise on delight. Finally a multiple regression test
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was carried out to examine the impact of fulfilment of needs, enjoyment and pleasant
surprise on delight.
8.4.3.3.

Results of the single regression analysis of fulfilment of needs on

enjoyment
Figure 8.11 Impact of fulfilment of needs on enjoyment
Delight

Pleasant surprise

Enjoyment

Fulfilment of needs

To investigate this relationship, variables were entered in a single block. We found
that the proposed model explains a relatively good percentage of variance to indicate
the relationship between fulfilment of needs and enjoyment in the online
environment. Table 8.30 shows that 25.6% of the observed variability in the relative
advantage is explained by the independent variable (R2.256, Adjusted R2= .254).
Table 8.30 Model summary: Impact of fulfilment of needs on enjoyment
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.506

.256

.254

.67161

a. Predictors: (Constant), Fulfilment of needs

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.31 was used.
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Table 8.31 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

56.547

1

56.547

125.364

.000a

Residual

164.188

364

.451

Total

220.735

365

a. Predictors: (Constant), Fulfilment of needs
b. Dependent Variable: Enjoyment

Source: Analysis of survey data
Results from Table 8.31 show that the ratio of the two mean squares (F) was 125.364
(F-value=125.364, P<0.001). Since the observed significance level was less than
0.000, the fulfilment of customer needs is proved to influence customer enjoyment in
the online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.32 below.
Table 8.32 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

.718

Fulfilment of needs

.696

T- value Sig.

Tolerance VIF
2.572

.506

Collinearity
Statistics

.011

11.197 .000 1.000

1.000

a. Dependent Variable: Enjoyment

Source: Analysis of survey data
Results from Table 8.32 indicate that we can safely state that customer evaluation of
enjoyment is dependent on customer evaluation of fulfilment of needs as the
satisfaction continuum proposes where the beta weight shows that the evaluation of
fulfilment of needs (B=.506) is quite strong in explaining changes in customers‟
evaluation of enjoyment in the online environment.
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8.4.3.4.

Results of the single regression analysis of enjoyment on pleasant

surprise
To investigate this relationship, variables were entered in a single block.
Figure 8.12 Impact of enjoyment on pleasant surprise
Delight

Pleasant surprise

Enjoyment

Fulfilment of needs

We found that the proposed model explains a relatively significant percentage of
variance to indicate the relationship between enjoyment and pleasant surprise in the
online environment. Table 8.33 shows that 47.2% of the observed variability in the
relative advantage is explained by the independent variable (R2. 472, Adjusted R2=
.470).
Table 8.33 Model summary: Impact of enjoyment on pleasant surprise
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.687

.472

.470

.65638

a. Predictors: (Constant), Enjoyment

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.34 is used.
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Table 8.34 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

140.052

1

140.052

325.077

.000a

Residual

156.822

364

.431

Total

296.874

365

a. Predictors: (Constant), Enjoyment
b. Dependent Variable: Pleasant surprise

Source: Analysis of survey data
Results from Table 8.34 show that the ratio of the two mean squares (F) was 325.077
(F-value=325.077, P<0.001). Since the observed significance level was less than
0.000, customer perception of enjoyment is proved to influence customer perception
of pleasant surprise in the online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.35 below.
Table 8.35 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

.375

Enjoyment

.797

T- value Sig.

Tolerance
2.179

.687

Collinearity
Statistics
VIF

.003

18.030 .000 1.000

1.000

a. Dependent Variable: Pleasant surprise

Source: Analysis of survey data
Results from Table 8.35 indicate that we can safely state that customer evaluation of
pleasant surprise is dependent on customer evaluation of enjoyment as the
satisfaction continuum proposes, where the beta weight shows that the enjoyment
evaluation (B=.687) is quite strong in explaining changes in customer evaluations of
pleasant surprise in the online environment.
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Results of the single regression analysis of pleasant surprise on

delight
To investigate this relationship, variables were entered in a single block.
Figure 8.13 Impact of pleasant surprise on delight

Delight

Pleasant surprise

Enjoyment

Fulfilment of needs

We found that the proposed model explains a relatively significant percentage of
variance to indicate the relationship between pleasant surprise and delight in the
online environment. Table 8.36 shows that 75.4% of the observed variability in the
relative advantage is explained by the independent variable (R2.754, Adjusted R2=
.754).
Table 8.36 Model summary: Impact of pleasant surprise on delight
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.869

.754

.754

.30845

a. Predictors: (Constant), Pleasant surprise

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.37 is used.
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Table 8.37 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

106.396

1

106.396

1118.326 .000a

Residual

34.630

364

.095

Total

141.026

365

a. Predictors: (Constant), Pleasant surprise
b. Dependent Variable: Delight

Source: Analysis of survey data
Results from Table 8.37 show that the ratio of the two mean squares (F) was
1118.326 (F-value=1118.326, P<0.001). Since the observed significance level was
less than 0.000, customer perception of enjoyment is proved to influence customer
perception of pleasant surprise in the online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.38 below.
Table 8.38 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

1.850

Pleasant surprise

.599

T- value Sig.

Collinearity
Statistics
Tolerance

VIF

29.255 .030
.869

33.441 .000 1.000

1.000

a. Dependent Variable: Delight

Source: Analysis of survey data
Results from Table 8.38 indicate that we can safely state that customer evaluation of
delight is dependent on customer evaluation of pleasant surprise as the satisfaction
continuum proposes, where the beta weight shows that customer evaluation of
pleasant surprise (B=.869) is quite strong in explaining changes in customers‟
evaluation of delight in the online environment.
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In conclusion, results of the multiple regression analysis showed that pleasant
surprise has the highest impact on delight (B=.449), followed by enjoyment
(B=.248), followed by fulfilment of needs (B=.117). Additionally, results of the
single regression analysis also showed that fulfilment of needs has a positive impact
on enjoyment (Beta=.506); enjoyment has a positive impact on pleasant surprise
(Beta=.687), and pleasant surprise has a positive impact on delight (Beta= .869).
Therefore, we can safely accept this hypothesis as the beta values indicated that
fulfilment of needs, enjoyment and pleasant surprise influence customers‟ delight
progressively in the online environment.
H3: Fulfilment of customers’ needs, enjoyment and pleasant surprise impact customers’

√

delight in a progressive way

8.4.4. The loyalty continuum
Loyalty according to this study is presented as continuum that consists of four stages
where emotional attachment represents it ultimate state. Customer evaluation of all
factors in the loyalty continuum was measured using a Likert-type scale ranging
from 1 to 5 with the following equivalences: 1 = strongly disagree, 2 = disagree, 3 =
Neutral, 4 = agree, and 5 = strongly agree. The single and multiple regression
analysis were used to test the relationship between the components of the loyalty
continuum as presented below.
8.4.4.1.

Single and multiple regression analysis

As described above, the single and multiple regression analysis is a statistical
technique that can be used to analyse the relationship between a dependent
variable(s) and another independent variable. A multiple regression test was carried
out to examine the impact of all three factors on emotional attachment. Results of the
tests are provided below.


H4: trust, advocacy and identification impact customers‟ emotional
attachment in a progressive way.
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Results of the multiple regression analysis of trust, recommendation

and identification on emotional attachment
To investigate the hypothesis, entering all variables in a single block, we found that
the proposed model explains a significant percentage of variance in perceived
customer delight. Table 8.39 shows that 53.4% of the observed variability in the
relative advantage is explained by the four independent variables (R2= .534, Adjusted
R2= .528).
Table 8.39 Model summary: Impact of trust, recommendation and identification
on emotional attachment
Model
1

R
.730

a

R Square

Adjusted R Square

Std. Error of the Estimate

.534

.528

.84415

a. Predictors: (Constant), Identification, Trust, Recommendation

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variables, the
ANOVA in Table 8.40 is used.
Table 8.40 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

294.255

4

73.564

103.235

.000a

Residual

257.242

361

.713

Total

551.497

365

a Predictors: (Constant), Identification, Trust, Recommendation
b Dependent Variable: Emotional attachment

Source: Analysis of survey data
Results from Table 8.40 shows that the ratio of the two mean squares (F) was
103.235 (F-value=103.235, P<0.001). Since the observed significance level was less
than 0.000, the three variables are found to impact customers‟ emotional attachment.
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To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.41 below.
Table 8.41 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

-.353

Trust

.220

Recommendation
Identification

T- value Sig.

Collinearity
Statistics
Tolerance

VIF

-1.233

.218

.123

2.717

.007 .634

1.577

.378

.311

5.609

.000 .420

2.383

.459

.464

8.394

.000 .423

2.362

a. Dependent Variable: Emotional Attachment

Source: Analysis of survey data
Table 8.41 indicates that we can safely accept the hypotheses that the coefficients for
trust (B=.123, t= 2.717, p<0.001), recommendation (B=.311, t= 5.609, p<0.01), and
identification (B=.464, t= 8.394, p<0.001), have a significant influence on
customers‟ emotional attachment. It also safe to state that identification has the
highest impact on emotional attachment (B=.464), followed by recommendation
(B=.378), followed by trust (B=.220) as the loyalty continuum suggests. More
discussion in relation to this point will be discussed in the next chapter.
Multicollinearity between the independent variables was minimal, as shown by the
values of tolerance that averaged between .352 and .634 and VIF that ranged
between 1.577 and 2.838, indicating that the results were reliable.
Four single regression analysis tests were run to further examine hypothesis 4 and to
examine the impact of customer evaluation of trust on recommendation,
recommendation on identification and identification on emotional attachment.
8.4.4.3.

Results of the single regression analysis of trust on recommendation

To investigate this relationship, variables were entered in a single block. We found
that the proposed model explains a relatively good percentage of variance to indicate
the relationship between trust and recommendation in the online environment. Table
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8.42 shows that 32.5% of the observed variability in the relative advantage is
explained by the independent variable (R2.325, Adjusted R2= .323).
Figure 8.14 Impact of trust on recommendation
Emotional attachment

Identification

Recommendation

Trust

Table 8.42 Model summary: Impact of trust on recommendation
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.570

.325

.323

.83328

a. Predictors: (Constant), Trust

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.43 is used.
Table 8.43 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

121.473

1

121.473

174.942

.000a

Residual

252.748

364

.694

Total

374.221

365

a. Predictors: (Constant), Trust
b. Dependent Variable: Recommendation

Source: Analysis of survey data
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Results from Table 8.43 shows that the ratio of the two mean squares (F) was
174.942 (F-value=174.942, P<0.001). Since the observed significance level was less
than 0.000, customer trust is proved to influence customer recommendation in the
online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in table 8.44 below.
Table 8.44 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

.083

Trust

.840

T- value Sig.

Collinearity
Statistics
Tolerance VIF

.298
.570

.766

13.227 .000 1.000

1.000

a. Dependent Variable: Recommendation

Source: Analysis of survey data
Results from Table 8.44 indicate that we can safely state that customer trust is quite
strong in influencing customer recommendation in the online environment with a
Beta value of .570.
8.4.4.4.

Results of the single regression analysis of recommendation on

identification
To investigate this relationship, variables were entered in a single block.
Figure 8.15 Impact of recommendation on identification

Emotional attachment

Identification

Recommendation

Trust
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We found that the proposed model explains a relatively significant percentage of
variance to indicate the relationship between customer recommendation and
identification in the online environment. Table 8.45 shows that 54.2% of the
observed variability in the relative advantage is explained by the independent
variable (R2= .542, Adjusted R2= .541).
Table 8.45 Model summary: Impact of recommendation on identification
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.736a

.542

.541

.84186

a. Predictors: (Constant), Recommendation

Source: Analysis of survey data
To test the equivalent hypothesis that there is no linear relationship in the population
between the dependent variable and the independent variable, the ANOVA in Table
8.46 is used.
Table 8.46 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

305.247

1

305.247

430.692

.000a

Residual

257.980

364

.709

Total

563.227

365

a. Predictors: (Constant), Recommendation
b. Dependent Variable: Identification

Source: Analysis of survey data
Results from Table 8.46 shows that the ratio of the two mean squares (F) was
430.692 (F-value=430.692, P<0.001). Since the observed significance level was less
than 0.000, high preference/recommendation of the customer is proved to influence
customer identification in the online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.47 below.
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Table 8.47 Results of regression coefficientsa

Model
(Constant)

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

-.199

T- value Sig.

Tolerance
-1.175

Recommendation .895

.736

Collinearity
Statistics
VIF

.241

20.753 .000 1.000

1.000

a. Dependent Variable: Identification

Source: Analysis of survey data
Results from Table 8.47 indicate that we can safely state that recommendation is
quite strong in influencing identification in the online environment with a Beta value
of .736.
8.4.4.5.

Results of the single regression analysis of identification on

emotional attachment
To investigate this relationship, variables were entered in a single block.
Figure 8.16 Impact of identification on emotional attachment

Emotional attachment

Identification

Recommendation

Trust

We found that the proposed model explained a relatively significant percentage of
variance to indicate the relationship between identification and emotional attachment
in the online environment. Table 8.48 shows that 77.9% of the observed variability in
the relative advantage is explained by the independent variable (R2= .779, Adjusted
R2= .778).
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Table 8.48 Model summary: Impact of recommendation and identification
Model
1

R
.882

a

R Square

Adjusted R Square

Std. Error of the Estimate

.779

.778

.39838

a. Predictors: (Constant), Identification

Source: Analysis of survey data
To test the equivalent hypothesis that there is no linear relationship in the population
between the dependent variable and the independent variable, the ANOVA in Table
8.49 is used.
Table 8.49 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

203.233

1

203.233

1280.585 .000a

Residual

57.768

364

.159

Total

261.001

365

a. Predictors: (Constant), Identification
b. Dependent Variable: Emotional attachment

Source: Analysis of survey data
Results from Table 8.49 show that the ratio of the two mean squares (F) was
1280.585 (F-value=1280.585, P<0.001). Since the observed significance level was
less than 0.000, customer identification is proved to influence emotional attachment
in the online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.50 below.
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Table 8.50 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

1.844

Identification

.601

T- value Sig.

Collinearity
Statistics
Tolerance

VIF

32.067 .000
.882

35.785 .000 1.000

1.000

a. Dependent Variable: Emotional Attachment

Source: Analysis of survey data
Results from Table 8.50 indicate that we can safely state that identification (B=.736)
has a strong influence on customers‟ emotional attachment.
In conclusion, results of the multiple regression analysis showed that identification
has the highest impact on emotional attachment (B=.464), followed by
recommendation (B=.311), followed by trust (B=.123). Additionally, results of the
single regression analysis also showed that trust has a positive impact on
recommendation

(Beta=.570);

recommendation

has

a

positive

impact

on

identification (Beta=.736), and identification has a positive impact on emotional
attachment (Beta= .882).
From the above, we can safely accept this hypothesis as the beta values indicated that
trust, recommendation and identification influence customers‟ emotional attachment
progressively in the online environment.
H4: trust, high preference, advocacy and identification impact customers’ emotional

√

attachment in a progressive way.

8.4.5. The relationship between the three constructs
This section presents the results of the hypotheses tested to confirm the relationship
between the XQual, delight and emotional attachment constructs using a single
regression analysis. Two hypotheses are used to test the relationship between the
three constructs as presented below:
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H3: An integrated perspective of experience quality based on a combination
of utilitarian and hedonic attributes directly impact customers‟ delight



H4: Customers delight directly impact customers‟ emotional attachment

8.4.5.1.

Results of the single regression analysis of customer perceived

quality on delight
Figure 8.17 Impact of experience quality on delight

Experience
quality

Emotional
attachment

Delight

To investigate this hypothesis, variables were entered in a single block. We found
that the proposed model explains a significant percentage of variance to indicate the
relationship between the customers‟ perceived quality and delight in the online
environment. Table 8.51 shows that 30.8% of the observed variability in the relative
advantage is explained by the independent variable (R2.310, Adjusted R2= .308).
Table 8.51 Model summary: Impact of experience quality on delight
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.556

.310

.308

.66011

a. Predictors: (Constant), XQual

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.52 is used.
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Table 8.52 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

71.117

1

71.117

163.210

.000a

Residual

158.609

364

.436

Total

229.727

365

a. Predictors: (Constant), XQual
b. Dependent Variable: Delight

Source: Analysis of survey data
Results from Table 8.52 show that the ratio of the two mean squares (F) was 163.210
(F-value=163.210, P<0.001). Since the observed significance level was less than
0.000, customer perceived quality is proved to influence customer delight in the
online environment.
To test the null hypothesis that the population partial regression coefficient for a
variable is 0, t-statistic and its observed significance level were used. The results are
shown in Table 8.53 below.
Table 8.53 Results of regression coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

1.218

XQual

.627

T- value Sig.

Collinearity
Statistics
Tolerance

6.189
.556

VIF

.000

12.775 .000 1.000

1.000

a. Dependent Variable: Delight

Source: Analysis of survey data
Results from Table 8.53 indicate that we can safely accept this hypothesis as the beta
weight shows that the perceived quality (B=.556) is quite strong in influencing
customer delight in the online environment.
H3: An integrated perspective of experience quality based on a combination of
utilitarian and hedonic attributes directly impact customers’ delight
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8.4.5.2.

Results of the single regression analysis of delight on emotional

attachment
Figure 8.18 Impact of delight on emotional attachment

Experience
quality

Emotional
attachment

Delight

To investigate these hypotheses, variables were entered in a single block. We found
that the proposed model explains a significant percentage of variance to indicate the
relationship between delight and customers‟ emotional attachment in the online
environment. Table 8.54 shows that 19.1% of the observed variability in the relative
advantage is explained by the independent variable (R2= .193, Adjusted R2= .191).
Table 8.54 Model Summarya
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.439a

.193

.191

1.10568

a. Predictors: (Constant), Delight

Source: Analysis of survey data
To test the equivalent null hypothesis that there is no linear relationship in the
population between the dependent variable and the independent variable, the
ANOVA in Table 8.55 is used.
Table 8.55 Summary of ANOVA table
ANOVAb
Model
1

Sum of Squares

df

Mean Square

F

Sig.

Regression

106.495

1

106.495

87.110

.000a

Residual

445.003

364

1.223

Total

551.497

365

a. Predictors: (Constant), Delight
b. Dependent Variable: Emotional attachment

Source: Analysis of survey data

383

Chapter Eight

Quantitative data analysis: hypotheses testing

Results from Table 8.55 show that the ratio of the two mean squares (F) was 87.110
(F-value=87.110, P<0.001). Since the observed significance level was less than
0.000, customer delight is proved to influence customers‟ emotional attachment in
the online environment.
To test the hypothesis that the population partial regression coefficient for a variable
is 0, t-statistic and its observed significance level were used. The results are shown in
Table 8.56 below.
Table 8.56 Results of regression coefficientsa
Unstandardized Standardized
Coefficients
Coefficients
Model

B
(Constant)

-.215

Delight

.869

T- value Sig.

Beta

.439

Collinearity
Statistics
Tolerance VIF

-.585

.559

9.333

.000

1.000

1.000

a. Dependent Variable: emotional attachment

Source: Analysis of survey data
Results from Table 8.56 indicate that we can safely accept this hypothesis as the beta
weight shows that delight (Beta=.439) is quite strong in influencing customers‟
emotional attachment in the online environment.
H4: Customer delight directly impacts customers’ emotional attachment

√

8.5. Conclusion and summary of key findings
This chapter reports on inferential statistics that enable the researcher to come to
conclusions that extend beyond the immediate data. This chapter describes the
procedures and findings of factor analysis, single regression analysis, multiple
regression analysis, one-sample test, ranking analysis and hypotheses testing, which
were used for analytical purposes.
Factor analysis for the constructs was undertaken mainly to first, validate the
measures for each construct, second to reduce the number of factors under each
construct if necessary, and finally, to create a set of factors to be treated as
uncorrelated variables as an approach to handling multicollinearity. Results of the
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factor analysis confirmed the three constructs and all their factors. Principal
component analysis (PCA) showed that factors were identified as possessing
eigenvalue more than 1.
The three confirmed constructs include:






XQual with seven main attributes:
1.

Ease of use

2.

Reliability

3.

Responsiveness

4.

Security

5.

Appearance

6.

Customer engagement

7.

Quality of information

The satisfaction continuum with three factors:
1.

Fulfilment of needs

2.

Enjoyment

3.

Pleasant surprise

The loyalty continuum with three factors:
1.

Trust

2.

Recommendation

3.

Identification

After the results of factor analysis, the hypotheses of each stage were tested. The
summary of hypotheses testing is presented in Table 8.57 below.
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Table 8.57 Results summary of hypotheses testing
Hypotheses
H1: Hedonic attributes (customer engagement and
appearance) have a positive impact on customers’
perceived quality of their online experience

Accepted

H1.1:

Appearance has a positive impact on customers’
perceived quality of their online experience

R2= .163
Beta= .403
P= .000

Accepted

H1.2:

Customer engagement has a positive impact on
customers’ perceived quality of their online
experience

R2= .185
B=.432
P= .000

Accepted

H2: An integrated perspective of Experience Quality
based on a combination of utilitarian and hedonic
attributes directly impact customers’ delight

R2= .310
B=.556
P= .000

Accepted

H3: fulfilment of customers’ needs, enjoyment and
pleasant surprise impact customers’ delight.

Accepted

H3.1:

Customer’s evaluation of pleasant surprise (PS)
have the highest impact on customers’ delight,
followed by enjoyment(E), followed by fulfilment
of needs(FN)

R2= .492
Beta (PS) =
.449
Beta
(E)=
.248
Beta (FN)=
.117
P=.000

Accepted

H3.2:

Customers’ evaluation of trust have a positive
impact on customers’ evaluation of enjoyment

R2= .256
B=.506
P= .000

Accepted

H3.3:

Customers’ evaluation of enjoyment have a
positive impact on customers’ evaluation of
pleasant surprise

R2= .472
B=.687
P= .000

Accepted

H3.4:

Customers’ evaluation of positive surprise have
a positive impact on customers’ evaluation of
delight

R2= .754
B=.869
P= .000

Accepted

H4: Customers delight directly impact customers’
emotional attachment

R2= .193
B=.439
P= .000

Accepted

H5: trust, advocacy and identification impact customers’
emotional attachment.
H5.1:

Customer’s evaluation of identification (I) have
the highest impact on customers’ emotional
attachment, followed by recommendation (R),
followed by trust (T)
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Accepted
R2= 534
Beta (I) =
.464
Beta
(R)=
.311
Beta
(T)=
.123

Accepted
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P=.000
H5.2:

Customers’ evaluation of trust have a positive
impact
on
customers’
evaluation
of
recommendation

R2= .325
B=.570
P= .000

Accepted

H5.3:

Customers’ evaluation of recommendation have
a positive impact on customers’ evaluation on
identification

R2= .542
B=.736
P= .000

Accepted

H5.4:

Customers’ evaluation of identification have a
positive impact on customers’ emotional
attachment

R2= .779
B=.882
P= .000

Accepted

Source: Analysis of Online questionnaire Data
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9. CHAPTER NINE: DISCUSSION AND MODEL
PROPOSAL
9.1. Introduction
This chapter provides a comprehensive discussion on the analysis of the results and
findings of the quantitative and qualitative data presented in Chapters Six, Seven and
Eight. It also relates the findings of this study and its analysis to relevant literature.
The chapter begins by laying out the main research findings, then discusses in detail
the proposed constructs and their interrelationships: i.e. XQual, delight and
emotional attachment. It also elaborates on the significance of the emotional
component in online customer experience and concludes with a proposed integrated
model for the measurement of online customer experience and a roadmap for its
application in online firms.
The discussion presented in this chapter is also linked to previous studies as
presented in Chapters Two and Three as well as the results of qualitative and
quantitative analysis in Chapters Six, Seven and Eight.

9.2. Main research findings
As presented in the research gap section in Chapter One, previous research tended to
focus on customers‟ utilitarian needs when evaluating perceived quality in the online
environment, with a lot of emphasis on the technology interface with users.
Additionally, little emphasis was put on the integrated perspective of the online
environment that looks at customer online experience holistically. These major
deficiencies were addressed in this study which attempts to close this research gap by
including the following key perspectives:


To study the online customer experience in its entirety.



To attend, within the study, to both the utilitarian and hedonic needs of online
customers.
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To give special attention to emerging aspects in the online environment such
as customer engagement in self-driven experiences.

A road map of the study is outlined in Figure 9.1.
Figure 9.1 Road map of the study

Literature review

Consumer behaviour &
emerging marketing
literature in the area of
customer experience

Conceptual and
measurement approaches of
perceived quality,
satisfaction and loyalty

Intensive review of 50 measurement studies
in the online environment

Construct development

Proposed construct

Asynchronous online focus
groups
online blog
Amended proposed
construct

Construct purification

Pilot online questionnaire

Discussion

Reliability, validity and
hypothesis testing

Mass online
questionnaire
Discussion of
findings

Findings of the
online blog

Findings of the
quantitative data
Relation to
previous studies
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As Figure 9.1 outlines, the study started with an intensive review of the literature,
which included a review of the consumer behaviour and emerging marketing
literature in the area of customer experience. This was followed by a review of the
conceptual and measurement approaches in the quality management literature
particularly in relation to theories and models of perceived quality, satisfaction and
loyalty. An intensive review of 50 studies for the measurement of customer
perception in the online environment was intensively examined for factors that affect
the evaluation of online customer experience.
Accordingly, a synthesis of the following factors was identified, as well as the
interrelationships among them to form the proposed constructs as presented in figure
4.6 in Chapter Four, and based on the construct development process advised by
(Churchill 1979):


Seven attributes and 29 factors for the experience quality construct.



Four factors for the customer satisfaction continuum with customer delight
representing its ultimate state



Four factors for the loyalty continuum with emotional attachment
representing its ultimate state.

Upon completion of the first construct proposal, an online blog was created and
administered as an environment for asynchronous online focus groups. The aim of
the online blog was to primarily confirm the list of factors that were identified as a
result of the literature review stage, and to investigate the emotional component in
customer online experiences. Amendments to the proposed constructs were made
according to results of the content analysis as in figure 6.11 in Chapter Six.
An online questionnaire was then carried out to validate the initial list of
attributes/factors as well as the link between the three constructs as presented in
figure 7.1 in Chapter Seven. The online questionnaire was administered in two
stages. Initially, pilot data was collected from a diversified sample for measure
purification purposes using reliability testing. Secondly, mass data was collected to
primarily validate the proposed construct reliability and validity and for hypothesis
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testing. Mass data was collected from a diversified sample in terms of respondents‟
age, gender, educational background, location and level of online experience. It also
included a wide variety in terms of purchased services/products during respondents‟
online experiences.
Subsequently, the pilot data analysis assured the reliability of the measure used in
this study. Additionally, and subsequent to the mass data analysis, reliability and
validity of all factors identified as a result of the literature review and confirmed
during the online blog were assured.
Additionally, the five hypotheses that were posed to help answer the research
questions were all accepted as follows:


The hedonic attributes; i.e. „appearance‟ and „customer engagement‟ which
provide sensory and dynamic simulation to customers‟ online experience
were found to be significant and to have a positive impact on customers‟
perceived quality.



An integrated perspective of customers‟ perceived quality that consists of
both hedonic attributes: i.e. „appearance‟ and „customer engagement‟, as well
as utilitarian attributes: i.e. „ease of use‟, „reliability‟, „responsiveness‟,
„quality of information‟ and „security‟ was found to have a positive impact on
customers‟ delight.



Fulfilment of customers‟ basic needs, enjoyment and pleasant surprise were
found to have a positive and progressive impact on customers‟ delight.



Trust, recommendation and identification were found to have a positive and
progressive impact on customers‟ emotional attachment.



The three constructs; XQual, delight and emotional attachment were found to
be interrelated as proposed in Chapter Four. Where customer perceived
quality was found to positively impact customer delight. Customer delight on
the other hand was found to positively impact customer emotional
attachment.
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The first three sections of this chapter will discuss separately the most significant
attributes and/or factors that belong to each one of the constructs. The fourth section
will discuss the linkages between the three constructs, the fifth section illustrates the
emotional significance of online customer experiences, and the sixth section will
provide an overview of the application of the proposed measurement model in online
firms.

9.3. XQual: Quality attributes for the online customer experience
As distilled from the literature review in Chapter Two and Three, a list of seven
attributes and 29 factors were identified for the XQual construct. Further
confirmation was conducted using asynchronous focus groups through an online blog
(Chapter Six), where an additional factor was identified. A change in order for two of
the factors in the satisfaction continuum was also made.
A pilot data set of a sample of 80 international online customers was collected using
an online questionnaire for construct purification purposes, analysis of which
confirmed the construct reliability and validity (Chapter Seven) and called for no
necessary changes.
Finally, analysis of the mass data collected through an online questionnaire for a
sample of 366 international online customers (Chapter Eight) confirmed the
significance of the pre-defined factors that were identified in the literature and
throughout the online focus group stages.
The relationship between all attributes and customers‟ perceived quality of their
online experience was tested using a multiple regression test. All attributes had
almost an equal positive impact on customers‟ perceived quality, with „ease of use‟
as well as „reliability‟ ranked the highest and „security‟ ranked the lowest. Table 9.1
provides a summary of each attribute rank based on the analysis results in Chapter
Eight.
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Table 9.1 Relative impact of quality attributes on experience quality
Quality attribute

Beta

Sig

Rank

Ease of use

.555

.000

1

Reliability

.532

.001

2

Quality of information

.439

.000

3

Customer engagement

.432

.000

4

Appearance

.403

.000

5

Responsiveness

.401

.000

6

Security

.332

.000

7

Additionally, the 7 attributes and their associated factors were ranked in terms of
their quality evaluation according to customers. The quality of 19 of the entire set of
factors was high, with a mean value that exceeded 4.0. Table 9.2 ranks the
respondents‟ evaluation of the quality of the entire set of factors grouped under the
seven attributes using their mean value as calculated from the online questionnaire.
Table 9.2 Relative perceived quality of factors
Attribute

Ease of use

Reliability

Responsiveness

Quality of
information

Sub Factor Title

questionnaire
Sig

Mean

Rank

Ease of understanding

.000

4.25

4

Ease of navigation

.000

4.29

2

Ease of transaction

.000

4.21

9

Speed of transaction

.000

4.22

8

Functionality

.000

4.28

3

Accuracy of transaction

.000

4.30

1

Ability to solve problems

.000

3.58

27

On time delivery of order

.000

4.06

15

Accuracy of order delivery

.000

4.05

17

Promptness to enquiries

.000

3.80

22

Promptness in communication

.000

4.03

18

Promptness in solving problems

.000

3.60

25

Clarity of information

.000

4.08

14

Accuracy of information

.000

4.06

16

Extensiveness of information

.000

4.02

19

Updatedness of information

.000

4.14

12
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Anonymity of information

.000

4.13

13

Privacy of information

.000

4.18

10

Financial security

.000

4.24

5

Visual attractiveness

.000

3.78

23

Professional appearance

.000

3.97

20

Site novelty

.003

3.15

31

Aesthetics of order packaging

.000

3.28

30

Synchronous communication

.002

2.83

33

Content participation

.000

3.34

29

Personalisation

.000

3.94

21

Customisability

.000

3.53

28

Demonstration

.012

2.86

32

Explorability

.000

4.14

11

Site playfulness

.000

3.61

24

In the following sections a detailed discussion of the findings supported by the
relevant literature will be presented.
9.3.1. Ease of use
As described in Chapter Four, „ease of use‟ is defined in this study as the degree to
which the website is easy to understand (website understandability), easy to navigate
(website navigability) as well as easy to operate or perform required transactions
(ease and speed of transactions).
As a result of the quantitative data analysis, all „ease of use‟ factors were found
significant and had the highest positive impact on perceived experience quality, with
Beta value of .551. This included: (1) ease of understanding, (2) ease of navigation,
(3) ease of transaction and (4) speed of transaction.
Additionally, usability and simplicity of the website was also highlighted by
participants of the online blog as an important factor that affected their online
experiences (Chapter Six). Several respondents who preferred to experience more
engaging websites, highlighted that engaging websites should not be performed on
the account of simplicity. One respondent commented:
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I'd rather have a simple to navigate website that is reliable than a slow
sophisticated website that struggles to open a new window.
Similarly, ease of navigation was also highlighted in the online blog; customers
emphasised the importance of this factor and its impact on the experience quality.
The high importance of ease of navigation on impacting customers‟ online
experience was also reported by several scholars ( Birgelen, Ghijsen et al. 2005; Tih
and Ennis 2006; Baia, Lawb et al. 2008)
Navigation time and efforts in online environments are analogous to the physical
effort extended to locate items in traditional settings, with the difference that online
customers have to manage this process by themselves and cannot ask for help.
Online customers‟ emphasis on the ease of navigation factor is therefore understood,
because navigability, not only represents the time and efforts customers spend in
locating items and information, it also relies on the customer to find his/her way
around and this may put customers under a lot of pressure if the website structure is
not easy enough to navigate. In support of that, (Loiacono, Watson et al. 2002)
argued that poor navigability could frustrate customers and encourage them to switch
to a different website. Similarly, (Madu and Madu 2002) explained „Online users can
easily be turned off when the Web site is not easy to navigate, difficult, and thereby
time consuming‟. In conclusion, customers seem to highly value website ease of use,
which consequently affects their perception of the quality of their entire online
experience.
This result is consistent with previous study findings, where ease of use is considered
an important factor in evaluating customers‟ perceived quality (Childers, Carr et al.
2001; Jun and Cai 2001; Loiacono, Watson et al. 2002; Santos 2003; Ribbink, van
Riel et al. 2004; Yang and Fang 2004; Baia, Lawb et al. 2008).
After establishing the soundness of this attribute and its four components, whether
through results of the online blog or questionnaire, customer evaluation of the quality
of those factors was also addressed. The mean value of responses for all „ease of use‟
factors was calculated as in Table 9.2. Respondents evaluations of the quality of all
„ease of use‟ factors were high. All „ease of use‟ factors were found among the top
19 factors according to participants (with a mean value that exceeded 4.0).
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Evaluation of navigability or ease of navigation performed as the top-rated factor
under the „ease of use‟ attribute and also performed second among the entire set of
30 factors.
Based on these findings, it can be argued that the „ease of use‟ attribute not only
positively impacts upon customer perceptions of their online experience quality,
according to this study, it has the highest impact among all other attributes.
Additionally, and given the high evaluation this attribute obtained from online
customers participating in this study, online firms should therefore continue to put a
lot of emphasis on this attribute if they wish to offer a high quality online experience.
9.3.2. Reliability
As described in Chapter Four, reliability in this study means the ability of the website
to function whenever needed, to process the transaction accurately, to deliver the
order accurately and on time and to solve customers‟ problems whenever they occur.
All factors under the „reliability‟ attribute were found significant, and had the second
highest positive impact on perceived experience quality. This included; (1) accuracy
of transaction, (2) functionality (3) on time delivery of order, (4) accuracy of order
delivery and (5) ability to solve problems.
Similarly, accuracy of transaction, which refers to the ability of the online firm to
process customers‟ transactions correctly with accurate records and billing, was also
intensively emphasised by respondents of the online blog. This finding is supported
by previous study findings that emphasised the importance of transaction accuracy in
different online business settings ( Janda, Trocchia et al. 2002; Yang and Fang 2004;
Tih and Ennis 2006).
Additionally, functionality of the website, or its technical reliability as called by
(Zeithaml 2002), which refers to the degree to which the website is available and
functioning properly through its all different purchase stages, was also intensively
emphasised by the online blog participants. The importance of this factor was
supported by several previous studies (Cox and Dale 2001; Zeithaml 2002; Yang and
Fang 2004; Parasuraman, Zeithaml et al. 2005).
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As the internet presents a promise of a convenient alternative for purchase of
products and services that are accessible 24/7 (Wolfinbarger and Gilly 2001;
Mäenpää, Kanto et al. 2006; To, Liao et al. 2007), one can imagine that this value
will not be realised if the website systems are unavailable or inaccessible when
required, and therefore emphasis of online customers on the importance of this factor
is understood and justified.
In conclusion, the findings of this study are supported by previous studies which
advocated that reliability is a dominant dimension of service quality in traditional
business settings (Zeithaml, Parasuraman et al. 2002). Reliability was also
intensively reported as a significant attribute that impacts customers‟ perceived
quality in the online environment (Cox and Dale 2001; Gefen and Devine 2001; Jun
and Cai 2001; Madu and Madu 2002; Rotondaro 2002; Zeithaml, Parasuraman et al.
2002; Fundin and Nilsson 2003; Li, Tan et al. 2003; Wolfinbarger and Gilly 2003;
Long and McMellon 2004; Yang and Fang 2004; Lee and Lin 2005; Ibrahim, Joseph
et al. 2006; Rowley 2006).
Having the soundness of this attribute and its five components established, whether
through results of the online blog or questionnaire, customer evaluation of the quality
of those factors was also addressed. The mean value of responses for all „reliability‟
factors was calculated as in Table 9.2. Respondent evaluations of the quality of all
„reliability‟ factors were high. Except for the „ability to solve problems‟ factor (mean
value equals 3.58), the quality of all other factors were found among the top 19
factors according to participants (with a mean value that exceeded 4.0).
Nevertheless, the factor „ability to solve problems‟ was emphasised by the online
blog participants when they were asked to describe their most delightful experiences
(Chapter Eight). Respondents who had faced problems in their transactions seemed
to emphasise this factor, not only that, online firms that manage this factor well
seemed to maintain customer delightfulness even if things went wrong the first time,
below is one example.
I have only had one problem with them [Amazon], with a DVD that had a
cracked case and they shipped me a new one before I put the defective one in
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the mail the next day. I have never been anything but fully satisfied with
Amazon.
The relatively low mean value of this factor despite its established soundness
indicates that online firms are not paying enough attention to the importance of the
„recovery quality‟ (Parasuraman, Zeithaml et al. 2005). This factor was proven to be
important to online customers; nevertheless, its provision is not at the same quality
level of its peer factors in the same attribute.
Based on these findings, it can be argued that the „reliability‟ attribute not only
positively impacts customer perceptions of online experience quality, according to
this study, it has the second highest impact among all other attributes. Therefore, and
given the high evaluation this attribute obtained from online customers participating
in this study, online firms should continue to put a lot of emphasis on this attribute if
they wish to offer a high quality online experience. Additionally, online firms must
establish recovery systems for experiences that do not go well the first time.
9.3.3. Responsiveness
As described in Chapter Four, „responsiveness‟ is defined in this study as the website
promptness in communication, responding to customer enquiries and in handling
problems that occur in the post-purchase stage.
As a result of the quantitative data analysis, all factors under the attribute
„responsiveness‟ were found to be significant and to have a positive impact on
experience quality, including: (1) promptness in communication, (2) promptness to
enquiries and (3) promptness in solving problems.
„Promptness in communication‟ was also highlighted by respondents in the online
blog particularly, promptness in order status updates. Several previous studies also
highlighted the criticality of keeping online customers informed and updated with
timely communication (Cox and Dale 2001; Santos 2003), such as the timely update
of order status (Yang and Fang 2004). This finding is supported by several previous
studies (including (Liu and Arnett 2000; Rotondaro 2002; Zeithaml 2002; Huang
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2003; Santos 2003; Long and McMellon 2004; Yang and Fang 2004; Parasuraman,
Zeithaml et al. 2005; Rowley, 2006; Trabold, Heim et al. 2006)
Having the soundness of this attribute and its three factors established, whether
through results of the online blog or questionnaire, customer evaluation of the quality
provision of those factors was also addressed. The quality evaluation of all
„responsiveness‟ factors was relatively low compared to other factors, except for the
factor „promptness in communication‟ with a mean value equal to 4.03.
Interestingly, the mean value (3.58) of the factor „ability to solve problems‟ under the
attribute „reliability‟ was close to the mean values of the factors „promptness in
solving problems‟ (3.6) and „promptness to enquiries‟ (3.79) under the attribute
„responsiveness‟.
As mentioned above, the relatively low mean value of this factor despite its
established soundness indicates that online firms are not paying enough attention to
the importance of the „recovery quality‟ (Parasuraman, Zeithaml et al. 2005). Based
on these findings, it can be argued that the „responsiveness‟ attribute does
significantly impact customer perceptions of their online experience quality. Online
firms who care about offering a high quality online experience should keep their
customers informed and updated with all the relevant communication, particularly in
relation to their orders. Again, online firms must also establish good customer
support and recovery systems that perform well when needed.
9.3.4. Quality of information
As described in Chapter Four, „quality of information‟ is defined in this study as the
characteristics of the website information that impact customer perceptions of
experience quality, which includes information extensiveness, accuracy, clarity, and
updatedness.
As a result of the quantitative data analysis, all „quality of information‟ factors were
found to be significant and to have a positive impact on experience quality. This
includes; (1) updatedness of information, (2) clarity of information, (3) accuracy of
information and (4) extensiveness of information. Similarly, „quality of information‟
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factors were also highlighted by participants of the online blog as important factors
that affect evaluation of their online experiences (Chapter Six).
Interestingly, participants of the online blog also highlighted that one of the main
motivations for customers to engage in online experiences was the availability of
updated and intensive information. Customer buying decisions are also affected by
the accessibility provided to online customers to high quality information about
products and services as well as different providers.
„Extensiveness of information‟ which relates to the availability of complete and
relevant information required to complete the online experience, was intensively
pointed out by respondents of the online blog as a very important factor that affects
the quality of their online experiences.
Unfortunately, Lim and Dubinsky (2004) report that despite the fact that delivering
electronic information in internet shopping sites is less expensive than paper
catalogues, e-tailors do not provide sufficient information to describe their products.
Similarly, Wolfinbarger and Gilly (2001) argue that many firms continue to overlook
providing customers with complete information about products/services to enable
them to finish their transactions. Therefore, and in light of the findings of this study,
where „extensiveness of information‟ seems to be highly appreciated by customers,
online firms must continue to pay a lot of attention to this aspect and build an online
environment that is rich with relevant information.
In conclusion, online customers seem to highly appreciate website quality of
information and this affects their perception of the quality of their entire online
experience. This result is consistent with previous study findings, where „quality of
information‟ is considered an important factor in evaluating customers‟ perceived
quality (Liu and Arnett 2000; Li, Tan et al. 2003; Rowley 2006). In fact, Rowley
(2006) believe that the advantage provided by the web in providing information
services, makes quality of the information an important factor to evaluate the online
experience, as it reduces the uncertainty and risk associated with the web.
After establishing the soundness of this attribute and its four components, whether
through results of the online blog or questionnaire, customer evaluations of the
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quality provision of those factors were also addressed. The mean value for all
„quality of information‟ factors was calculated as in Table 9.2. Respondent
evaluation of the quality of all „quality of information‟ factors was high and found to
be among the top 19 factors (with a mean value that exceeded 4.0).
Based on the aforementioned findings, it can be argued that the „quality of
information‟ attribute significantly impacts customer perceptions of their online
experience quality. Additionally, and given the high evaluation this attribute obtained
from online customers participating in this study, online firms should continue to put
a lot of emphasis on this attribute if they wish to offer a high quality online
experience.
9.3.5. Security factors
As described in Chapter Four, „security‟ is divided into two types: financial security
which refers to protecting customers from the risk of fraud or financial loss during
the online transaction, and non-financial security which refers to privacy of customer
information before and during the online transaction, as well as anonymity of
customers.
As a result of the quantitative data analysis, all „security‟ factors were found to be
significant and to have a positive impact on experience quality. This includes (1)
financial security, (2) privacy of information, and (3) anonymity of information.
This result is consistent with previous study findings, where security is considered an
important factor in evaluating customers‟ perceived quality (Jun and Cai 2001;
Janda, Trocchia et al. 2002; Loiacono, Watson et al. 2002; Madu and Madu 2002;
Fundin and Nilsson 2003; Santos 2003; Wolfinbarger and Gilly 2003; Jayawardhena
2004; Yang and Fang 2004; Bauer, Hammerschmidt et al. 2005; Birgelen, Ghijsen et
al. 2005; Rowley 2006; Hsu 2008).
After establishing the soundness of this attribute and its four components, whether
through results of the online blog or questionnaire, customer evaluations of the
quality of those factors were also addressed. The mean value of responses for all
„security‟ factors was calculated as in Table 9.2. Respondent evaluation of the
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quality of all „security‟ factors was high and found to be among the top 19 factors
(with a mean value that exceeded 4.0).
The „financial security factor‟ for instance was top-rated under the „security‟ attribute
with a mean value of 4.24 and ranked as the fifth factor among the entire set of 30
factors. Financial security of websites seems to have achieved high levels of quality
compared to other aspects.
Although the „security‟ attribute had a relatively lower impact on experience quality
as outlined in Table 9.1, this can be justified in that perhaps the quality level of most
websites, in terms of their security, is becoming really high to the extent that
customers have started to think of this attribute as a basic or a must-be attribute that
does not significantly impact their perceived quality of the entire online experience.
Nevertheless, online firms must continue to build secure online systems and provide
customers with appropriate assurances in relation to this matter, this may include
secure payment systems, clear security systems, etc. Szymanski and Hise (2000) and
Cox and Dale (2001) have reported that uncertainties about website security is one of
the main barriers to customer use of the online channel.
Based on aforementioned factor findings, it can be argued that the „security‟ attribute
positively impacts customer perceptions of their online experience quality.
Additionally, and given the high evaluation this attribute obtained from online
customers participating in this study, online firms should therefore continue to put a
lot of emphasis on this attribute if they wish to offer a high quality online experience.
9.3.6. Appearance
„Appearance‟ is defined in this study as the combination of the colour, graphics,
sounds, images, and animations together that make the look and feel of the online
environment, it also includes aesthesis of the purchased order.
As a result of the quantitative data analysis, all „appearance‟ factors were found to be
significant and to have a positive impact on experience quality including: (1)
professional appearance, (2) visual attractiveness, (3) aesthetics of order packaging
and (4) site novelty.
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Appearance of the site and its aesthetics was reported as an important factor that
enhances the quality of the experience as well as customer delight. Online customers
appreciate creative website designs that seem to make them feel better about the
whole experience.
Additionally, respondents of the online blog emphasised the hedonic component of
this attribute and seemed to value the fun and joy associated with it. Similar findings
were also reported by previous research, where website aesthetics, attractiveness and
visual appeal are believed to enhance customers‟ joy (Birgelen, Ghijsen et al. 2005;
Mäenpää, Kanto et al. 2006) and entertainment (Loiacono, Watson et al. 2002) in the
online environment.
The „aesthetics of the order packaging‟ was added to the list of factors in this
attribute upon completion of the online blog content analysis. This factor was
intensively used to describe customers‟ most delightful experiences. Wrapping the
order or packaging it in a unique way seems to contribute to the delightfulness of the
experience, enjoyment and surprise. Respondents explained that waiting for the order
to arrive, and receiving a surprising package or gifts with the order made the
experience much more delightful.
The emphasis of blog respondents on this factor seems to indicate a psychological
outlook for online customers. With conventional settings, customers usually use their
senses as an enabler that assists them in their decisions when buying a product.
While with the online environment, deferring this process to post-purchase, seems to
make customers more anticipative and apprehensive until they receive a physical
assurance through the receipt of the product. This most likely means that the mind set
of customers who are used to offline settings, leads to them approaching the online
experience with some conventional expectations.
Repeated reliable online shopping and perhaps more maturity of the customer in the
online environment may increase customer trust in online providers, and therefore
their emotional attachment. Therefore, online firms have all the reasons to emphasise
this attribute due to its importance to customers. This point in particular calls for
future research, as will be explained in Chapter Ten.
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After establishing the soundness of this attribute and its four components, whether
through results of the online blog or questionnaire, customer evaluation of the quality
of those factors was also addressed. The mean value of responses for all „appearance‟
factors was calculated as in Table 9.2. Respondent evaluation of the quality of all
„appearance‟ factors was relatively lower than other factors, which indicates that
online firms are yet to put enough emphasis on this attribute, but due to its
importance, it will be necessary if they wish to offer high quality experiences that
lead to customer delight.
9.3.7. Customer engagement
As described in Chapter Four, „customer engagement‟ is defined in this study as the
dynamic interaction between the online customer from one side and the content of
the site as well as the online organisation staff on the other side. Customer
engagement can take place through different means such as participation,
synchronous

communication,

demonstration,

customisation,

exploration,

personalisation, etc.
As a result of the quantitative data analysis, all „engagement‟ factors were found to
be significant and to positively impact perceived experience quality. Factors of
„customer engagement‟ included:

(1) synchronous communication, (2) content

participation, (3) personalisation, (4) customisability, (5) demonstration, (6)
explorability, and (7) site playfulness.
This is supported by a few previous studies that emphasised the importance of
different customer engagement factors for pleasant or compelling online experiences
(Hoffman and Novak 1996; Childers, Carr et al. 2001; Patwardhan 2004; Huang
2006; Demangeot and Broderick 2007).
This attribute was also discussed intensively in the online blog. A dedicated
discussion thread was created to explore what „engagement‟ means to online
customers and whether they prefer highly engaging or less engaging websites.
Generally, there was overall agreement on the advantage of engaging websites: some
respondents actually emphasised that companies of today do not have the luxury to
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be less engaging. Some respondents on the other hand left their agreement
conditional to certain types of products.
Participation through customer reviews, customer forms and online blogs was
impressively emphasised by the online blog respondents as a desirable way for
customer engagement. Participation is defined as the extent to which a site and its
users actively interact or actively engage in the information exchange, where
customers are given the opportunity to create content, modify or add information to
the site (Huang 2003). Respondents seem to value to a large extent the two-way
communication and dialogue with staff throughout the online experience. This kind
of engagement represents to respondents a relationship between the customer and the
site that is important for the quality of the online experience.
Several contributions in the online blog highlighted that „highly engaging‟ websites
satisfy customers‟ hedonic types of needs such as enjoyment and entertainment.
Personalisation of website pages, for instance, encourages online customers to spend
more time exploring the site and makes the experience much more enjoyable to
browse – according to the blog respondents. The same finding was reported by
Wolfinbarger and Gilly (2001) who advocate that spending more time to browse a
website indicates that customers are enjoying the hedonic aspect of the experience.
After establishing the soundness of this attribute and its seven components, whether
through results of the online blog or questionnaire, customer evaluation of the quality
of those factors was also addressed. The mean value of responses for all „customer
engagement‟ factors was calculated as in Table 9.2. Respondent evaluation of this
attribute seems relatively low compared to other quality factors. This strongly
indicates that online firms are not putting enough emphasis on this attribute despite
its importance.
Based on these findings, it can be argued that the „engagement‟ attribute positively
impacts customer perceptions of their online experience quality. Additionally, and
given the relatively low evaluation this attribute obtained from online customers
participating in this study, online firms should start to understand the importance of
this factor in impacting the experience quality and should put a lot of emphasis on it
if they wish to offer a high quality online experience.
405

Chapter Nine

Discussion and model proposal

9.4. The satisfaction continuum
As presented in Chapter Four and distilled from the literature review, satisfaction
represents an output measurement that relates to customers‟ judgment of every online
transaction or experience they have with the website. It includes both cognitive and
emotional elements and is presented as a continuum that starts with fulfilment of
needs (cognitive evaluation), to feelings of enjoyment and pleasant surprise
(emotional evaluation). Customers experience the upgrade of these feeling to reach a
state of delight as the ultimate satisfaction feeling.
Summary of the results of the regression coefficients is provided in Table 9.3. In the
following sections a detailed discussion of the findings supported by the relevant
literature will be presented.
Table 9.3 Results of regression coefficients
Standardized
Coefficients
Model

T- value Sig.

Beta

Collinearity
Statistics
Tolerance

(Constant)

2.728

.007

VIF

Pleasant surprise

.449

8.700

.000 .528

1.896

Fulfilment of needs

.117

2.685

.008 .743

1.346

Enjoyment

.248

4.385

.000 .439

2.279

a. Dependent Variable: Delight

9.4.1. Components of the satisfaction continuum
Results from the quantitative data analysis demonstrated that all factors in the
„delight‟ construct are significant and have a positive impact on customers‟ delight.
More specifically, „fulfilment of basic needs‟ (B=.117, t= 2.685, p<0.001),
„enjoyment (B=.248, t= 4.385, p<0.01) and „pleasant surprise‟ (B=.449, t= 8.700,
p<0.001) were found to have a significant influence on customers‟ perceived delight.
In describing their most delightful online experiences, online blog respondents also
clearly outlined that delightful experiences should exceed customers‟ expectations.
Delightful experiences according to online customers seem to go beyond fulfilment
of minimal needs. Additionally, and especially impressive is the frequency of times
the words „enjoyable experience‟ and „surprising experience‟ were mentioned by
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online blog participants to describe their delightful experiences.

This is not

surprising as the second highest motivation for approaching the online environment
was „fun and enjoyment‟, as pointed out by the online blog participants. Analysis of
the focus group content indicates that customers approach the online environment
with a desire to have fun and to be entertained with an enjoyable experience.
Enjoyment and pleasant surprise were reordered according to the analysis of the blog
content due to the high frequency of the times respondents use the term „enjoyment‟
when they described their most delightful experiences.
This study suggests that asking customers if they are satisfied or not, is not sufficient
any more. Customer satisfaction can be generated from fulfilment of basic needs, and
can be elevated through offering enjoyable and pleasantly surprising experiences.
The significance of the two latter factors of the satisfaction continuum that were
proved throughout this study, indicates that customer satisfaction is much more than
fulfilling basic needs, it is about offering an enjoyable and pleasantly surprising
experience and elevating customers‟ feelings to delightfulness.
Nevertheless, results of the quantitative data called for reordering the continuum to
return to the initial proposed construct. „Pleasant surprise‟ was found to have the
highest impact on delight (B=.449), followed by „enjoyment‟ (B=.248), followed by
„fulfilment of basic needs‟ (B=.117) as the satisfaction continuum suggests.
„Enjoyment‟ may be more logically placed closer to the „fulfilment of basic needs‟
factor as it may indicate customer fulfilment of hedonic basic needs. To customers,
fulfilment of all types of needs comes at the heart of their satisfaction. Pleasant
surprise is perhaps the icing on the cake that should add to their enjoyment and go
beyond their expectations.
However, this may have a different meaning from the provider point of view.
Although customers emphasise their enjoyment, „pleasant surprise‟ has the highest
impact on customer delight. This means that online providers will need to always
keep high levels of quality experiences that fulfil all customers‟ types of needs, and
therefore offer enjoyable experiences. Not only this, in addition to predictable
customer requirements, online providers have to keep feeding the enjoyment factor
through replenishing the experiences with excitement and pleasant surprises.
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„Pleasant surprise‟ seems like a mechanism that maintains customer enjoyment. It
should be therefore emphasised through innovations that build on robust experiences.
This finding is important as it indicates that customer satisfaction is not a function of
one thing, it is a continuum of different components, whose importance to customers
build up as the continuum progresses.

9.5. The loyalty continuum
As presented in Chapter Four and distilled from the literature review, loyalty in this
study refers to the attitudinal commitment of customers to an online provider that
evolves, moving from one state to another. It is presented as a continuum that starts
with trust, then moving to recommendation, and finally to identification. Customers
experience the upgrade of these feelings to reach a state of emotional attachment as
the ultimate loyalty feeling.
Loyalty in this study therefore is not concerned with the behavioural aspects which
can be manifested by customers revisiting the site and repurchasing behaviour. Those
can be measured quite easily by the online provider using today‟s technological
tools.
Summary of the results of the regression coefficients for the emotional attachment
construct is provided in Table 9.4. In the following sections a detailed discussion of
the findings supported with the relevant literature will be presented.
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Table 9.4 Results of regression coefficients

Model

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

(Constant)

-.353

Trust

.220

Recommendation
Identification

T- value Sig.

Collinearity
Statistics
Tolerance

VIF

-1.233

.218

.123

2.717

.007 .634

1.577

.378

.311

5.609

.000 .420

2.383

.459

.464

8.394

.000 .423

2.362

9.5.1. Components of the loyalty continuum
Results from the quantitative data analysis proved that all factors in the „emotional
attachment‟ construct are significant. More specifically, „trust‟ (B=.123, t= 2.717,
p<0.001), „recommendation‟ (B=.311, t= 5.609, p<0.01), and „identification‟
(B=.464, t= 8.394, p<0.001) were found to have a significant influence on
customers‟ emotional attachment.
In describing their loyalty, online customers who contributed to the online blog
confirmed the components of the loyalty continuum (Chapter Six). Starting with
„trust‟, respondents of the online blog reported that trust is essential for customers to
order from a site, let alone reorder. Customers do not seem to order online or
recommend a site to others unless they trust it first. The same finding was reported
by Herington and Weaven (2007) who argue that it is reasonable to expect that
customers would have to trust a website before becoming or remaining customers.
This confirms other previous studies that highlighted the role of trust in affecting
customer intentions to purchase online (see for example, (Rajgopal, Venkatachalam
et al. 2000; Koufaris and Hampton-Sosa 2002; Madu and Madu 2002; Ribbink, van
Riel et al. 2004; Hsu 2008).
„Recommendation‟ was also intensively emphasised by the online blog respondents
when they were asked to describe their loyalty to an online firm. This is also
supported by several previous studies that reported recommendation as one facet of
customer loyalty (Zeithaml, Berry et al. 1996; Fisk, Brown et al. 1990; Butcher,
Sparks et al. 2001; Gustafsson et al. 2001; Reichheld 2003; Jones and Taylor 2007)
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Although respondents reported that by recommending a site to family members and
friends they put their reputation at stake, recommendation (or referral or spreading
the word) was the second most frequently mentioned factor after trust.
Recommending a site to others seems to be a natural move after customers develop
trust in it. Many contributions in the blog came to link trust to recommendations.
„Identification‟ and „emotional attachment‟ were mentioned by online blog
participants as strong manifestations of loyalty. Having a feeling of identification
with a company or sharing common values seem to create a lot of sentimental value
for online customers. This finding is also supported by previous studies where
increasing literature is advocating that loyal customers are loyal because they are
emotionally attached to the service provider (McEwen and Fleming 2003; McEwen
2004; Coyles and Gokey 2005).
Therefore, this study suggests that loyalty manifests itself through attitudinal
commitment from customers that starts with trust, moves to recommendation,
identification and then emotional attachment.
The significance of all components in the loyalty continuum, as proved throughout
this study, indicates that customer loyalty can be measured through understanding of
how customers‟ feel about the online firm.
The order of the loyalty continuum also proved to be as proposed in the study. It is
also safe to state that identification has the highest impact on emotional attachment
(B=.464), followed by recommendation (B= B=.311), followed by trust (B=.123) as
the loyalty continuum suggests.
This finding is important as it indicates that customer loyalty is not a function of one
thing, it is a continuum of different components, whose importance builds up
according to customers as the continuum progresses.
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9.6. Significance of the emotional component in online customer
experience
The significance of the emotional component in the online environment was
demonstrated in this study throughout the online blog, as well as results of the online
questionnaire.

This section elaborates on the study findings in this area and

encourages online firms to address the emotional component in the online customer
experience due to its significance in the eyes of customers.
9.6.1. Customer hedonic motivations
Utilitarian needs refer to customer requirements of acquiring an online
product/service as efficiently and as effortlessly as possible. Customer utilitarian
needs can be fulfilled by the website functional quality factors, such as „ease of use‟,
„reliability‟, „responsiveness‟, quality of information‟ and „security‟. Hedonic needs
on the other hand refer to customers seeking happiness, fun and enjoyment when
approaching the online environment and those can be fulfilled by the website sensory
and dynamic engagement factors, i.e. „appearance‟ and „customer engagement‟.
As presented in Chapter Six, the first discussion thread in the online blog was
designed to understand customer motivations in the online environment. Participants‟
responses to the question: „What do online customers really want?‟ indicated that
customers perhaps want everything, they are about convenience, fun and enjoyment,
freedom and control, availability of information, selection of products, financial cost
savings and lower prices.
The internet has offered ease and comfort when it comes to purchasing services or
products. Especially impressive is the frequency with which participants mentioned
convenience as their main motive for using the online environment, which can take
different forms, such as time saving, reducing the overall efforts of preparing for
buying or during buying, reducing efforts of delivering purchased items, elimination
of commuting and commuting problems, 24/7 availability and therefore better
accessibility to services and products.
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This is supported by several extant studies. Convenience is emphasised in the
literature as one of the most important relative advantages for the internet
(Wolfinbarger and Gilly 2001; Mäenpää, Kanto et al. 2006; To, Liao et al. 2007). It
refers to the degree of comfort and ease in customers‟ personal effort and in savings
of time (Lawler and Joseph 2006) . Availability of technology round the clock
diminishes the time and distance constraints applied by traditional settings (Rowley,
2006), provides 24/7 access, allows customers to go online according to their own
schedules and comfort (Mäenpää, Kanto et al. 2006). It also eliminates frustrations
resulting from fighting traffic or looking for a parking space, and waiting in long
checkout lines and offers a single „stop‟ shopping that eliminates travel to and from
stores (Childers, Carr et al. 2001).
The second most mentioned reason for purchasing online products or services was
the „fun and enjoyment‟ involved in the online experience. Respondents indicated
that they approach the online environment with a desire to have fun and to be
entertained with an enjoyable experience. The online experience in other words
seems to be appreciated by customers for the sake of the experience itself.
Previous studies have also reported this phenomenon and referred to customers who
approach the online environment for enjoyment reasons as „experience-oriented‟
customers (Wolfinbarger and Gilly 2001; Novak, Hoffman et al. 2003).
Nevertheless, it is very interesting to mention here that analysis of the first discussion
thread in the online blog indicated that whether online customers spend a lot of time
browsing a website with no specific goal for a particular purchase, i.e. experienceoriented customers (Wolfinbarger and Gilly 2003) or whether they are the type who
plan for their purchase and approach the online environment with a specific goal in
mind, i.e. gaol-oriented (Wolfinbarger and Gilly 2003), the two types reported their
appreciation of the fun and enjoyment component that the online experience entails.
Additionally, and as described in Chapter Six, both the control and freedom
motivation as well as the availability of information motivation (which are
considered two goal-oriented motivations according to Wolfinbarger and Gilly
(2003), were associated with the fun and enjoyment motivation. Feeling empowered
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and having accessibility to a wide selection of information seems to stimulate
feelings of enjoyment that are appreciated by customers.
This means that one customer can be goal-oriented and experience-oriented
according to his needs, the type of experience he/she is engaged in, the availability of
time she/he has, etc. Therefore, classification of customers based on their
appreciation of the feelings of enjoyment and fun may not be very accurate, where
customers may still value the two contradicting extremes that were identified by
previous scholars (Wolfinbarger and Gilly 2003).
9.6.2.

XQual sensory and engagement factors

The quantitative analysis described in Chapter Eight demonstrated that the sensory
and dynamic attributes which address customers‟ hedonic needs; i.e. „customer
engagement‟ and „appearance‟, have a significant impact on perceived experience
quality, which in turn increases customers‟ delight and emotional attachment.
Notably, analysis of the online blog content showed that highly engaging websites
seem to be affecting customers‟ emotional connections to websites. Whether through
customisation, personalisation or communication with staff, online customers seem
to develop high emotional attachment with online firms when a site is highly
engaging. Additionally, and as mentioned previously, appearance was also found to
be associated with customer delight, as demonstrated in Chapter Six.
Nevertheless, overall customer evaluations of the quality of those two attributes were
generally lower than the other attributes, indicating by that the lack of emphasis
online firms are putting on addressing customers‟ hedonic needs and the emotional
component of the online experience. Online firms therefore should start to address
these two attributes more, as their impact on overall quality is significant. Online
experiences that address the hedonic needs of customers, by emphasising the
„customer engagement‟ and „appearance‟ attributes are guaranteed to increase the
overall quality of the online experience, positively influencing customers‟ delight
and emotional attachment.
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9.6.3. Emotional components in the satisfaction and loyalty constructs
As described in Chapter Six, participants of the online blog responded when they
were asked to describe their most delightful experiences with strong words like
„touching‟, „personal‟, „sentimental‟, and „memorable‟. More specifically, many
words were used to indicate respondents‟ emotions when describing their most
delightful experiences. Respondents used words like „exciting‟ and „interesting‟
which represent emotions of „interest‟ (Izard 1977) or words like „fun‟ or „enjoyable‟
as an indication of the emotions of „joy‟ (Izard 1977), words like „amazing‟ or
„surprising‟ to indicate feelings of positive surprise (Plutchik 1980), and „impressive‟
to indicate feelings of admiration (Plutchik 1980).
One can generally observe from the discussion that similar to the concept of delight,
customers are passionate when they are loyal. Loyalty therefore was described with
vivid language and emotional words. Many respondents use terms like „bonding to
the site community from staff and customers‟, „connected‟, „emotionally connected‟,
„emotionally attached‟, „emotional reaction‟, etc. to describe their loyalty. There is
clear evidence from the online blog discussion that emotional connection or
attachment means to customers a high state of loyalty.
Results of the quantitative analysis also proved that emotional attachment is the
highest state in the loyalty construct, emphasising by that the emotional component
in the online environment.
The appreciation of enjoyment and pleasant surprises by customers fits the context of
the online environment. Previous research has outlined that some of the reason that
were found substantial in motivating customers to use the online environment are not
directly linked to the acquisition of a product or service, customers use the online
environment for an opportunity to divert from the problems and stresses of the daily
life routine, due to a need for reward after a long hardworking job for instance, where
emotional states and moods lead to rationalization of shopping behaviors or to enjoy
bargaining for a lower price or getting a better value which provides a unique form of
enjoyment for some shoppers (Parsons 2002). Laukkanen (2006) believe that the
internet has generated additional dimensions for the exchange business, fun and
enjoyment seem to enhance the overall customer experience (Koufaris 2001;
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Koufaris and Hampton-Sosa 2002) and to encourage customers‟ repeat visit of the
site (Rice 1997).

9.7. Proposed model for the integrated measurement of online
customer experience
As described in Chapter Four, the significant change in today‟s business environment
due to the introduction of online technologies, accompanied by the existing gap
between the marketing and quality management literature in addressing measurement
of the online customer experience calls for an integrated model for the measurement
of online customer experience.
Upon validation of this study proposed constructs, an integrated model for the
measurement of online customer experience is proposed. Figure 9.2 depicts a holistic
approach to customer experience measurement that addresses the entire customer
experience and caters for both customers‟ hedonic and utilitarian needs.
The proposed model emphasises the emotional component of customer experience in
the online environment that has been unfortunately overlooked. It also aims at
improving customer online experiences by focusing on three types of integrative
measurements as follows:


XQual: which helps online firms develop an understanding of the
performance of the experience they offer in relation to certain significant
attributes that address both the hedonic and the utilitarian needs of customers.



Delight: an output measure that helps online firms understand customers‟
feelings upon the completion of each experience or transaction. The proven
link between XQual and delight, allows online firms to investigate the
reasons behind customers‟ feelings upon each experience using the
satisfaction factors and the XQual factors as a diagnosis tool.



Emotional attachment: an outcome measure that indicates customers‟
attitudinal commitment towards the online firm. The proven link between
emotional attachment and the other two constructs, allows firms to investigate
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the reasons behind levels of emotional attachment using the loyalty
continuum factors, the satisfaction factors and the XQual factors as a
diagnosis tool.
The model therefore captures the entirety of online customer experience from
performance, output and outcome perspectives. Where customer perceptions and
feelings are evaluated and can be diagnosed against structured factors and attributes
that help online firms continually improve the experience.
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Figure 9.2 A proposed integrated model for the measurement of online customer experience
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Existing e-quality measurement models were criticised for being built based on
traditional service quality dimensions coupled with web interface quality dimensions,
or technology-related dimensions (Rowley, 2006). Alternatively, the proposed model
in this study redefines the concept of quality in the online environment. In addition to
the functional attributes that address customers‟ utilitarian needs, this study
emphasised customers‟ hedonic needs by calling for more attention to the sensory
and customer engagement quality factors.
This study looks also at satisfaction as a continuum that starts with fulfilment of
basic needs and moves to extreme emotional feelings of delight. Asking customers if
they are satisfied or not is not enough according to this model; satisfaction can mean
many things and online firms should always aim for its highest state.
Although the proposed continuum of satisfaction does not exist in the literature with
its exact four components, some of the valuable contributions in this area have
stipulated that satisfaction is a continuum that can entertain extreme positive states of
emotional responses and highly positive satisfaction states such as positive surprise
(Oliver, Rust et al. 1997b). Delight was also emphasised as a higher level of
satisfaction (Arnold, Reynolds et al. 2005). Therefore this study supported these
findings and presented a structured continuum with four distinct components.
Delight, the extreme end of the satisfaction continuum, is only a subset in this
measurement model and not an end. Instead, emotional attachment is the ultimate
goal that online firms should aspire to achieve. By this, the proposed model drives
the notion of loyalty measurement by moving from the traditional measures of repeat
visits and repeat purchases into another direction. It looks at loyalty as a continuum
that builds up with customer commitment progressively starting from trust and
moving to emotional attachment.
This conforms with some recent studies in the area of loyalty measurement which
demonstrated criticism for over emphasising the behavioural outcomes of loyalty on
account of the attitudinal outcomes (Jones and Taylor 2007). Some recent
contributions in this area have demonstrated the importance of non-behavioural
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loyalty that can be perceived in attitudes of customers in different forms, such as
advocacy (Butcher, Sparks et al. 2001) and identification (Bourdeau 2005).
Additionally, increasing literature is advocating that loyal customers are loyal
because they are emotionally attached to the service provider (McEwen and Fleming
2003; McEwen 2004; Coyles and Gokey 2005).
Exploring and perhaps breaking new ground in the area of online experience
measurement is also called for. Online customers are today in the driving seat, they
co-create their experiences hand-in-hand with firms; they enjoy control over what
they do and appreciate being immersed in the online environment.
Recent studies have argued that new internet technologies have empowered
customers (Prahalad and Ramaswamy 2004), allowed for their engagement in selfdriven activities (Rowley, 2006), and provided the platforms for customers

to

become part of a social group and enjoy control over the experience in online
environments (Hoffman, Novak et al. 2000).
It is also important to mention that the measurement model proposed in this study
will be most valuable when it is administrated periodically to track quality, delight
and emotional attachement trends as it helps online firms to understand what needs to
be done to improve customers‟ entire online experience, especially when it is used
with other forms of monitering such as customer-generated content online. The tool
helps organisation to gain some comparative understanding in relation to the entire
online experience, such as the relative importance of specific quality attributes or
satisfaction and loyalty factors. This tool will be also most valuable when it is used
in assosication with loyalty behavioural measures such as repeat visits and repeat
purchases.

9.8. Application of the proposed measurement model in online firms
In order for online firms to better utilise the experience measurement model
proposed in this study, its application should be carried out in a broader process that
addresses following necessary tasks and puts the proposed measurement model of
this study in the overall context of the organisation. The process presented below was
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developed for this purpose. It consists of five main steps: development of the XQual
matrix, experience configuration, experience construction, experience measurement
and learning and innovation.
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Figure 9.3 Application of the proposed model in online firms
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9.8.1. The XQual matrix
Identifying the desired experience through understanding customers‟ needs is a vital
step that represents the basis for all subsequent steps. This study identified a list of
30 quality factors that are important for the quality of online customer experience
and impact upon customers‟ delight and emotional attachment. Understanding of
those factors is important before online firms commence later stages of the
experience design and construction.
The „XQual matrix‟ is a practical tool that documents the online firm‟s
understanding of the wants and needs of its customers, it helps online firms to
simplify the process and to get hold of all factors in one sheet. It distinguishes
between the pre-purchase, during and post-purchase stages of the online experience
and addresses both utilitarian and hedonic needs of customers. The following
provides a guide that helps online firms in the implementation of the first step of this
process.
Table 9.5 XQual matrix
Attribute

Factor

Pre-purchase

Ease of use

Functional

Utilitarian

Reliability
Responsiveness
Quality of
information

Sensory

Appearance

Engagement

Hedonic

Security

Customer
engagement
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Keep the factors balanced

It is understood that the nature of online business varies from one firm to another,
and therefore some factors may be more relevant or more important than others, and
therefore receive more attention or focus. Nevertheless, online firms should
remember when setting up the experience matrix, that all types of customer needs are
fulfilled including utilitarian and hedonic needs. One of the most vital things to
consider before designing the online experience is that the experience factors are of
three types and the integration between the three types can make up the desired
experience.
Quality factors that keep a balance between the functional aspects of the experience
through technology and virtual settings and the sensory aspects though attractive
aesthetics, as well as the engagement aspects that affect the emotional aspect of the
experience, are very important for a differentiated experience.
Accordingly, the experience factors should capture the functional and sensory
elements that the customer encounters in the website as well as the dynamic elements
that are generated from the customer engagement in the online experience.


The functional factors of the experience relate to how well the site works, its
ease of use, reliability, quality of information, security and responsiveness.
They relate therefore to the website content, transaction management
systems, customer support, etc.



The sensory factors relate to the aesthetic appeal of the site, its look and feel,
colours, graphics and animations, the position of displaying logos, ads, the
packaging of the order, etc.



The engagement factors relate to the dynamic interaction between the website
and the customer throughout all possible interfaces, features of the website
that are supposed to create an interesting and engaging experience for
customers during their online experience throughout all stages. This includes
synchronous communication, participation, demonstration, personalisation
and customisation, etc.
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Develop an XQual matrix for each customer segment

It also important to understand how the desired experience varies from one customer
segment to another and perhaps develop separate XQual cards for each customer
segment when variations are substantial.
Identifying customer segments should also be done from an experience point of
view. First time customers to some kinds of business may have different wants and
needs and therefore different desired experiences from frequent customers.
Obviously, customers with novice levels of online experience may also have
different needs and accordingly different desired experiences from customers with
intermediate or advanced experience.
9.8.2. Experience configuration
In the first step of this process, the online firm answered questions related to the
attributes and factors necessary for a high quality experience across all experience
stages, and considered what impacts customer delightfulness and emotional
attachment. They therefore reflected an understanding of online customer needs and
wants. The questions that should be answered at this stage are: How should they
fulfil customer needs? How can they deliver those factors to customers? How can
they build a high quality online experience, impact customers‟ delight and emotional
attachment?
Accordingly, and next to each of the factors included in the experience matrix, the
online firm should decide on and make a list of things that it has to work on to
achieve the desired state of experience and to give the right message to customers as
outlined in the examples provided in figure 9.6.
9.8.2.1.

Form and train a cross-functional team

Obviously, the answer to this issue differs from one firm to another and therefore the
online firm should assemble a team to assume the responsibility of designing the
desired experience according to the pre-defined experience matrix.
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The team is recommended to be a cross-functional team with representations from all
the major functions and operational processes of the company with a large number of
employees who have daily contact with customers. This team will be also responsible
for the measurement process, as will be explained later.
Sufficient training on the concept of customer experience, the different types of
factors that it encompasses, and the significance of its emotional component should
be provided to the team. This team should also be trained on the impact of using
different sensory and engagement elements, such as colours, font sizes, dynamic
interaction tools, etc.
9.8.2.2.

Decide on an experience theme

(Berry, Carbone et al. 2002) suggest deciding on an „experience motif‟ which is a
„verbal characterisation of the desired take-away of customer perception‟ to help
online firms create the right experience design that addresses the emotional needs of
customers.
The experience motif refers to the theme of the experience desired to be offered by
the company. It is mainly a unifying element that acts as a reference point for the
team when deciding on the new experience elements during its design, such as
„recognised, reassured and engaged‟ or „create a feeling of psychological comfort‟,
„extraordinary people‟, or „classy treatment‟ (Berry, Carbone et al. 2002).
Amazon.com, for instance, has chosen this theme to guide its customer experience
design, „The best service is no service‟. Accordingly, it offers a very simple purchase
process, and provides the right amount of information, displayed on suitable pages to
minimise and eliminate unnecessary and unwanted contact with customer service
staff.
The experience theme will help inspire the team on how to operationalise each of the
XQual factors in a defined context. For instance, if the online firm is about
„quickness and efficiency‟, then a 1-click purchase process could be one of the
experience configurations that should be put in place and properly communicated
throughout the website.
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An example of that is provided by Zappos.com which intended to have „an extremely
simple and fast site‟, therefore the site was stripped down with no ads and left with
no animations. As a result, Zappos.com was one of the top 50 internet retailers for
broadband customers in September 2006 (Gabbay 2006).
9.8.2.3.

Reflect satisfaction and loyalty higher states

The experience design team should understand the significance of the emotional
component of the experience which has been neglected, unfortunately, for a long
period of time despite its crucial impact on customers‟ delight and attachment.
Most importantly, the team should address the delight and emotional attachment
higher levels of states when deciding on the experience factors. Enjoyment, pleasant
surprise and identification should inspire the team when deciding on the experience
components. Whenever needed, experience elements that are built in co-creation
with the customer should also be addressed.
For instance, when the sixth book of the hugely popular Harry Potter series was
released, Amazon.com wanted to recreate its customer experience and to provide a
unique and pleasantly surprising experience to engage its customers and to keep
them hooked to the website. Amazon.com did all the things a physical bookstore
would do, but the company‟s genius realised that it could and should do many other
things conventional shops would not do. Some of its recent strategies have included:


Creating its first-ever Harry Potter Kids Review Panel where fans under the
age of 18 could send „audition videos‟ to Amazon explaining why they
believed they should be selected as Amazon‟s Harry Potter experts.



Implementing a special delivery programme where famous celebrities like
Harrison Ford and Anna Kournikova delivered Amazon orders to surprised
customers. Videos of the special delivery were then captured in short videos
for customers‟ to view on the Amazon website.



Amazon‟s 10th anniversary concert featuring performances by Bob Dylan
and Norah Jones was viewable live on the Amazon website.
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Another example is provided by Zappos.com which offers on time delivery all the
time, but also addresses the surprise element. Zappos decided to surprise its valued
and returning customers with next day air shipment which shortened the delivery
time from 5 to 7 days to 1 or 2 days for free. Similarly, Waitrose offers environmentfriendly delivery options to identify with customers who care about the environment.
Fiskars.com intended to create crafting ambassadors who were not gurus in crafting,
to allow customers to relate to their community and belong to it.
Nevertheless, online firms should also be careful about experience configuration
when it comes to the „emotional‟ component. According to (Schmitt 1999), in
interface design with the customer, companies should create the right mix between
each pair of the following three key interfaces when addressing the emotional
component of the experience:


Essence and flexibility: where essence refers to the key operations,
interaction and exchanges. In other words, it relates to the operational
processes the customer goes through in his contact with the company.
Flexibility on the other hand relates to providing the customer with a living
space that makes it easy for him to complete his interaction.



Style and substance: where the style refers to the manner of expressing the
first two key aspects of the interface „essence and flexibility‟, the friendliness
of customer support staff is part of the style. The substance, by definition,
refers to real tangibles delivered through a certain style. The substance can be
overwhelming or just done with the right balance.



Time, refers to the duration of the experience at every contact point. Deciding
on the right engagement time of customers is very important, how long the
experience should last and when the customer should leave are key questions.
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Table 9.6 Experience configurations
Attribute

Factor

Pre-purchase

Ease of use

Ease of
navigation

Search engine
with smart
options

Ease of
transaction

Functional
Engagement

Hedonic

Sensory

Utilitarian

Reliability

During
purchase

Post-purchase

1-click
purchase
process

On time
delivery of
order

1 day faster
delivery than
expected
Environmentfriendly
delivery
schedule

Responsiveness

Promptness in
communication

Order status
notification
Delivery
shipment
notifications

Quality of
information

Extensiveness
of information

Look inside the
„book‟
Search inside
the „book‟

Updatedness of
information

Latest inventory
level is
available

Security

Financial
security

Secured
payment
gateway

Appearance

Aesthetics of
order packaging

A gift added to
order

Customer
engagement

Content
participation
(reviews and
feedbacks) and
socialise

User-generated
content through
customer forum
wish-list

Synchronous
interaction with
staff through
chat

Offering a
unique 24/7
customer
service, with a
number
displaced in
every page in
the site
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Personalisation

Personalised
communication
to customers
such as when
their favourite
brand is
available

Customisability

Build-to-order
manufacturing
model

Personalised
recommendations

Study financial and operational feasibility

Upon deciding on the changes that need to be introduced to make the desired
experience a reality, the online firm should study what kind of data, knowledge,
technology and resources need to be acquired in order to accomplish this task.
Online firms should carry out the experience design stage in the organisational
context and therefore this stage should be associated with the financial, operational,
motivational, training business processes.
9.8.2.5.

Prioritise the experience configurations

Upon deciding on the desired experience elements, and their financial and
operational implications, the online firm should carry out a prioritisation exercise
that plots the value and cost of each experience element in order to be able to decide
which elements should be constructed immediately and which should be delayed for
later, and which should be abandoned entirely. All experience elements should be
ranked by the team to provide an understanding of the comparative effect of the
elements on the desired customer experience and their impact on the firm resources
and operations.
Ultimately, at the end of this stage, the team is required to find those combinations of
experience elements that have the highest impact for the target customer they have
studied within the allowed resources and operational limitations.
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Finally, one should remember that the experience configurations should be defined
as per the XQual matrix, and therefore experience elements may differ according to
the customer segment that is under study.
Dell.com for instance offers a totally differentiated experience for its large business
and institutional customers. Dell dedicates account teams comprised of engineers and
consultants to provide a single source of assistance and to specifically tailor solutions
for these customers unique to their needs. It also constructed Premier
(http://premier.dell.com) for its business customers, which is a secure, customisable
procurement and support site, or extranet, designed for Dell large business clients.
The portal allows for:


Easy order through a custom online store that ensures access to all products
and their prices.



Easy tracking which allows customers to view real-time order status,
purchase history details and online invoices.



Easy control which includes custom access groups that allow customers to
define what they see within the portal.

9.8.3. Experience construction
Experience construction includes some of the critical tasks that online firms should
carry out to ensure that the agreed experience elements will become a reality of that
customer experience. The team that was appointed at the early stage of this process
should identify proper responsibility for the construction of each experience element.
9.8.3.1.

Prototyping

Prototyping the experience before its hard launch should also be considered by
online firms, experimenting with options and scenarios related to the site such as the
home page design, moving features around the page, different algorithms for
personalisation, changing search relevance rankings, etc. which can be all tested
against customer perception or operational measures (as will be explained in the next
stage) to help with the construction of the final state.
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Utilise the technology factor

Obviously, technology can be used to simplify and improve customers‟ online
experience, whether built in-house, or purchased or subcontracted.
Customer functional needs can be fulfilled by the design of a simple to use website
and the use of proper transaction-processing systems which accept and validate
customer orders, place and track orders with suppliers, manage and assign inventory
to customer orders, ensure proper shipment of products to customers, respond to a
number of different status enquiries, multiple shipping addresses, gift-wrapping
requests, and multiple shipment methods. These systems allow the customer to
choose whether to receive single or several shipments based on availability and to
track the progress of each order. These applications also manage the process of
accepting, authorising, and charging customer credit cards, etc.
Technology applications can also be used to facilitate the fulfilment of customers‟
hedonic needs. Technology can be used to help customers design their own product
or service, engage in social communities, provide feedback and help other customers.
Technology available today provides data for personalisation of content to different
users. Amazon.com recommends, based on this technology, new release books and
top-sellers, related products and promotions.
9.8.3.3.

Address the people factor

The design of a new experience should not be done in isolation of the people in the
online firm. Proper communication with staff during the design and construction
stages is important to create enough awareness in the firm and to ensure support and
understanding from all employees.
Training should also be conducted across the organisation to create awareness of the
customer experience concept, its utilitarian and emotional components, the
importance of the engagement factors and their significance in impacting customers‟
emotional attachment, the ultimate state of customer loyalty.
Training should also be carried out to familiarise employees in charge with the
communication with customers, on how to manage the synchronous and
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asynchronous communication, how to respond to customer issues and concerns, how
to consistently convey the right messages to customers, and how to understand
customer reactions to the experience encounters and respond accordingly and
appropriately. This is why designing and launching new motivational schemes that
are specifically related to the customer experience concept in the online firm may be
necessary.
9.8.4.
9.8.4.1.

Experience measurement
Perception measures

Typically the measurement model provided by this study outlines three types of
perception measures that online firms should carry out to ensure the delivery of high
quality experience, customer delight and emotional attachment. Designing a
questionnaire that includes the three measures and carrying it out periodically will
provide online firms with a good understanding of the change in its customers‟
perceptions and a diagnosis on what causes the change in perception.
9.8.4.2.

Operational and behavioural measures

Other measurement related to the operation inside the firm was not captured
throughout this study, yet it still needs to be addressed by online firms to give a
better indication of how to continually improve customer experience and loyalty.
For instance, behavioural metrics related to repeat customer site visit and repeat
purchases are still very important measures that online firms need to monitor in
addition to customers‟ perceptions. Interestingly, web-based technologies can give
online firms a unique window into human behaviour through generated data about
customers made every visit, every click and mouse twitch. Data captured throughout
the online environment can involve every page viewed, every search and every
purchase. Online firms should have a clear strategy and support system for acquiring
and crunching these vast amounts of data.
Online firms have the tools to draw all sorts of conclusions about its customers, when
considering itself a repository of facts, and not only a mere store, customer needs and
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wants can be easily gauged. The technology available nowadays and used in some
online stores, such as Amazon.com, allows for many data driven automations in
order to improve customer experience, such as customer channel preferences, most
visited websites, duration of stay on each page, etc.
9.8.4.3.

Learning and innovations

The factors identified in this study provide a good start for online firms, however,
typically, customer experience, when designed and launched, should still be followed
by revisions and improvements. Online firms should accommodate for any changes
in their customer needs and also consider implications for change in the environment,
such as the introduction of new technological advancements and therefore should
repeat this exercise periodically. Online firms should carry out careful and intensive
exercises regularly to determine the needs and wants of their online customers during
the pre-purchase, purchase and post-purchase stages.
Understanding of customers‟ wants and needs should be carried out in light of what
matters most to customers, and what affects their evaluation of the experience and
their decisions.
Schmitt (1999) suggested that CEM (customer experience management) initiatives
have to be followed by innovations of all types that keep improving the experience of
customers. Innovations that can affect the experience can be of two types:


Breakthrough innovations which relate to the launch of new products.
Counting for and integrating customer experience in the design process is
very important. This is practically possible with prototype testing and piloting
where customer feedback is taken into consideration from an experiential
point of view.



Small innovations across any of the brand touch points.

9.8.4.3.1 Engage all necessary stakeholders
Online firms should establish a network of stakeholders who can feed in their open
sources for learning and innovations. Talking to suppliers for instance can always
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enlighten the thinking inside the online firm, e.g. technology partners are usually
more informed than anyone else on new advancements of technology and how it can
help improve customer experience. Establishing affiliations with research and
development centres, and universities can also bring the latest thinking to online
firms and feed them with emerging and new ideas.
9.8.4.3.2 Customer needs through user-generated content
Today, the participative nature of Web 2.0 makes it easy for online firms to listen
more to customer insights. Online blogs or forums provide a great platform for
customers to provide their feedback and to express their opinions. Companies should
take advantage of such platforms and monitor what matters most to customers in
order to be captured in later stages.
Firms can establish online blogs and encourage the formation of customer
communities to receive and monitor the flow of communication between customers
and customers or company staff for the purpose of understanding the wants and
needs of customers and therefore enabling redesign of the experience or refinement
of it. Customer insights received through online blogs and communities should be
treated seriously, given adequate attention and considered for the stages of
experience design and construction.
The online firm should also understand the experiences offered by competitors and
use what can be learned to inspire the online experience of its own. Obviously, this
can include direct competitors who are in the same industry or offer the same
product/service category or new entrants to the market and even players outside the
company‟s industry whose experience offered to customers can be of inspiration.

9.9. Conclusion
This chapter presented the key findings and analysis of data derived from integration
of different two data sources: the online blog and online questionnaire presented in
Chapters Six, Seven and Eight. Interpretation of the results has been guided by
previous empirical studies in the context of scrutiny of the relevant literature review.
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Moreover, this chapter discussed, the attributes of the XQual measure, in light of the
findings upon data analysis, it also discussed the satisfaction continuum as well as
the loyalty continuum.
The emotional significance of the emotional component was also discussed in this
chapter in light of the content analysis of the first discussion thread of the online
blog, customer engagement attributes in the XQual measure and the components of
both the satisfaction and loyalty measures particularly their higher states.
The chapter has also presented an integrated measurement model for the online
experience that consists of three different types of measures; i.e. experience
performance through the XQual, transaction measure through the satisfaction
continuum and an outcome measure through the loyalty continuum. The chapter then
concluded by proposing an application process for the proposed measurement model
that is aimed to put it in practice in the organizational context of online firms.
The final chapter presents the overall conclusions drawn from the study and
suggestions for future research are discussed.
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10. CHAPTER TEN: CONCLUSION AND
RECOMMENDATIONS
10.1.Introduction
This chapter presents conclusions and recommendations from the research. It
provides an overall summary of the major findings, resulting from this study, and
details the drawn conclusions.
The research presented in the preceding chapters represents an exploratory study of
the integrated measurement of customer experience in the online environment. The
research methodologies were carefully designed and helped achieve the following
objectives:


Evaluating the customer experience, concepts and theories of consumer needs
and motivations in the field of consumer behaviour, and the emerging
marketing literature.



Evaluating the existing models and theories for the measurement of perceived
quality, satisfaction and loyalty, particularly, in the online environment.



Identifying and synthesising the attributes and/or factors associated with the
measurement of perceive quality, satisfaction and loyalty in the online
environment that address all types of customer needs, both the utilitarian and
hedonic.



Understanding the significance of the emotional component of the customers‟
online experience, using asynchronous focus groups through an online blog.



Validating the set of attributes and factors identified in the literature review
using content and data generated through the online blog and the online
questionnaire respectively.
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Proposing an integrated model for the measurement of online customer
experiences.

The research design and methodology incorporated a systematic study of literature,
followed by extensive data collection, analysis and interpretation.
The findings of the online blog and online questionnaire were presented and analysed
in Chapters Six, Seven and Eight of this study. These findings were then discussed,
summarised and integrated, and were then reviewed and related to previous pertinent
studies. The composite findings, presented in Chapter Nine, formed the basis of an
integrated measurement model for online customer experiences that consists of three
constructs: XQual, delight and emotional attachment. This concluding chapter
summarises the findings and outlines the study‟s contribution to both research and
practice. It then outlines the study‟s limitations and provides suggestions for future
research directions.

10.2.Overview of the research
The emergence and increasing growth of internet usage is having a significant impact
on today‟s business environment and on consumers. Customers of today are in the
driving seat, they are taking advantage of the internet, as a medium, which allows
them to be more empowered and engaged, and gives them the facility to co-create
their experiences, and to be in more control than ever before.
Existing literature in the area of online experience measurement is suffering from
limitations; this includes the inability to attend to recent developments in the online
business environment, particularly in the area of customer engagement. Additionally,
existing literature appears to under-emphasise the multiple types of customer needs,
especially the hedonic ones.
The literature is loaded with lists of attributes that impact on the customers perceived
quality, satisfaction and loyalty in the online environment; however, many
conceptual and measurement issues in the available models still exist. Overlaps
between the three concepts are evident which makes reaching a consensus on what
constitutes each one a challenging task.
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In an attempt to bridge the existing research gap, this study will hopefully contribute
to creating a better understanding in the area of measuring online customer
experiences, from an integrated view.
This study adopted a holistic view in its approach to the measurement of online
customer experience. It addressed both the hedonic and utilitarian needs of online
customers. It also gave special attention to emerging concepts in the online
environment, particularly in the area of customer engagement in self-driven
experiences.
Accordingly, a model was proposed to address the measurement of online customer
experiences from an integrated perspective. The model was developed and built
based on an intensive review of a large body of literature, particularly in the
consumer behaviour and marketing fields (presented in Chapter Two), and from the
quality management field (presented in Chapter Three). As a result of the literature
review, a proposed construct, to outline the constituents and relationships between
experience quality, satisfaction and loyalty, were laid out. Components of the
proposed construct were defined and explained to demonstrate how it contributes to
building an integrative view for the measurement of online customer experiences
(Chapter Four).
An online blog was created to serve as an environment for the asynchronous focus
groups. The online focus groups were primarily used to confirm the list of attributes
and factors identified in the literature review and to investigate the emotional
components of customers‟ online experiences. Components of the proposed construct
and the relationship between its components were also confirmed using an online
questionnaire.
Validation of the proposed construct was performed in two separate stages. Initially,
pilot data was collected for measure purification purposes and this data was then
reliability tested using values of item-to-total correlation and Cronbach‟s coefficient
alpha. Secondly, mass data was collected to confirm the proposed constructs
reliability and validity using exploratory factor analysis, item-to-total correlation and
Cronbach‟s coefficient alpha. Hypotheses were then tested to confirm the proposed
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relationships between the constructs using single and multiple regression analysis,
and one sample t-tests.
As a result of the quantitative data analysis, all the factors identified in the literature
review and confirmed during the online blog were found to be statistically
significant. The relationships between the proposed constructs were also validated.

10.3.Key findings
This study provides a number of significant findings, details of which are presented
below.
Contributions from the online blog identified that customers approach the online
environment for both utilitarian and hedonic motivations. Convenience, enjoyment
and fun, freedom and control, availability of information, lower costs and better
prices were the main motivators for online customers to engage in online
experiences. This indicates that online customers approach the online environment
with both hedonic needs (seeking feelings of fantasy and fun) and utilitarian needs
(accomplishment of a task as effortlessly and efficiently as possible).
This study caters for the customers‟ hedonic needs in the online environment as well
as their utilitarian needs. It proves the positive impact of a set of 7 attributes on
customer experience quality in the online environment, this includes: ease of use;
reliability; responsiveness, quality of information, security, appearance and customer
engagement.
It also emphasises attributes like „appearance‟ through which the sensory
components of the customers‟ experience is stimulated, and „customer engagement‟
which represents the two-way dynamic interaction between the customer and the site
content as well as the online provider.
This study also presented the concept of satisfaction as a continuum that consisted of
four main components. This includes: fulfilment of basic needs, enjoyment, surprise
and delight. Analysis of the quantitative data, using single and multiple regression
analysis, demonstrated the progressive positive relationship between the four
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continuum components, starting with „fulfilment of basic needs‟ and moving through
to „delight‟, the ultimate satisfaction state.
Similarly, the loyalty concept was also presented as a continuum that consisted of
four main components, including: trust, recommendation, identification and
emotional attachment. Analysis of the quantitative data, using single and multiple
regression analysis, demonstrated the progressive positive relationship between the
four continuum components, starting with „trust‟ moving through to „emotional
attachment‟, the ultimate loyalty state.
The relationship between the three constructs; experience quality, delight and
emotional attachment was also investigated in this study, using both single and
multiple regression analysis. The integrated perspective of experience quality, based
on both utilitarian and hedonic factors, was found to have a strong positive impact on
customers‟ delight. Furthermore, customers delight was found to have a strong
positive impact on customers‟ emotional attachment.

10.4.Major contributions of the study
10.4.1. Theoretical contributions
Measurement of online customer experience studies have, to date, mainly
emphasised the user-technology interface perspective and therefore have
predominantly focused on functional quality attributes such as usability, reliability
and responsiveness. This study is one of few that caters for the significant emotional
component of customers‟ online experiences, as well as focus on the new
advancements in the online environments that allow customers to co-create their own
experiences.
Additionally, this study presents a taxonomy of factors for an integrated
measurement of online customer experience, that looks holistically at the customer
experience concept from varied schools of thoughts.
Most of the existing literature that measures customer experience in the online
environment looks for high quality or satisfaction trends and then extrapolates its
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impact on loyalty; they generally assume that if customers express satisfaction then
loyalty will automatically happen. Although a lot of criticisms have been reported in
the literature concerning the limitations of reviewing quality and satisfaction with
regard to their relationship in leading to customer loyalty, the research and practice
in this field continues to work with these limitations.
This study has hopefully contributed to bridging this gap by providing a more
structured proposal for the relationship between the three concepts. It first redefines
the meaning of quality measurement in the online environment by including
customers‟ hedonic needs. It then extends the definition of satisfaction by
introducing the satisfaction continuum that not only plays a mediator role between
experience quality and loyalty, but it upgrades further from one state to another as
customer satisfaction feelings increase. Finally, it extends the definition of loyalty by
presenting the loyalty continuum. Loyalty according to this study does not happen
merely due to customer satisfaction; loyalty has its own continuum that exhibits
customers‟ evolving feelings that may ultimately reach the highest state of emotional
attachment.
10.4.2. Methodological contributions
Several studies, identified in the literature review, have tackled the concept of
customer experience measurement in conventional settings. This study represents
one of few and addresses the customer experience concept in the online environment
using a holistic research design that sources its foundations from consumer
behaviour, marketing and quality management bodies of knowledge.
This study has also used the life cycle of online customer experiences to understand
the different types of factors that might affect its measurement. It therefore addressed
the interrelationships between the different factors in a structured and systematic
way.
An e-environment for data collection was created in the form of an online blog for
the purpose of this study, moving forward the concept of a conventional focus group
in a confined environment. This research method did not only help the researcher in
the evaluation process for the proposed construct, it actually enriched the research
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process significantly due to the relevance of the online setting and was worthy of the
associated challenges. This is particularly important because the use of online
research methods is still an emerging field and the number of published studies in
this area is limited.
10.4.3. Practical contributions
The study suggests a structured model for the measurement of online customer
experiences. Through which, online firms will be able to evaluate customer
perceptions and feelings in a diagnostic way, against predefined factors and
attributes, and will therefore be able to continually improve the experience.
This study provides online firms with a proposed model for the integrated
measurement of their customers‟ experiences in the online environment.
Additionally, it proposed a road map for its own implementation, thus providing
more insight into making use of the model for online firms.

10.5.Limitations of the study
As in any research, this research was also subject to certain limitations. However,
every care was taken in structuring this research to ensure that these limitations
would not significantly affect its contributions.
First, this study is one among very few that addresses the measurement of the online
customer experience from an integrated perspective and goes beyond the emphasis
on the technological interface. It furthermore validated its proposed model through
the use of a large and diversified sample. Other important perspectives such as the
customers‟ psychology, educational level, age, level of experience, and geographical
location, to name a few, were not addressed in this study in terms of their impact on
the proposed model and therefore require further exploration.
Second, the „customer engagement‟ attribute may be more relevant to certain types
of products or services than others. Customers who approach the online environment
for commodity products may not approach this attribute in the same way as
customers who engage in online experiences to buy products such as automobiles.
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The impact of „customer engagement‟ on the quality of the experience, customer
delight and emotional attachment may differ according to the product or service
purchased. This aspect was not addressed in this study.
Third, the importance of the „customer engagement‟ attribute was also emphasised
based on the assumption that customers were aware of the online environment and
had a sufficient education level that would allow them to manoeuvre their experience
and make the right decisions. Customer level of competence in terms of education
level and degree of internet familiarity may impact upon the results of the proposed
model. Nevertheless, it was not addressed in the study.
Fourth, although the study proposed a road map for the application of the integrated
measurement model, this road map represents only a suggestion for its application by
online firms; nevertheless the proposed map was not tested or validated throughout
this study.
Fifth, based on the subject of this study, the road map provides high level insight on
how to apply the measurement model; however it does not provide enough detail on
how to reengineer the provision of the experience for the purpose of delighting
today‟s customers and creating stronger emotional attachment.
Sixth, this study is about customer perception measures. It provides a structured tool
to capture customer evaluations of the performance of specific attributes relating to
their experiences as well as associated feelings. Operational or technical
measurements relating to the performance of the online provider, in relation to
customer experiences, were not addressed in this study.
Seventh, this study does not address behavioural loyalty measures, such as repeated
purchases or repeated visits. In addition, it does not address the impact of customers‟
attitudinal loyalty; i.e. emotional attachment on their behavioural loyalty.
Finally, despite the fact that this study relied to a large extent on experienced
customers, during the data collection stages, the behavioural mindset for the use of
the online environment is still evolving. A complete paradigm shift and more
maturity from online customers through better awareness and confidence in the
online environment, may call for further evaluation of the proposed model in this
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study. In other words, the evolvement of this kind of research will always depend on
the development of the online customers‟ mindsets.

10.6.Future research directions
Despite the study‟s attempt to be exhaustive and to cover a broad area of research,
there are many areas in which future research is needed, in order to further expand
the findings from this study and to provide more conclusive answers.
Firstly, further empirical testing and refining of the proposed measurement model,
and exploring relationships among its various variables, will be necessary in the
future. In order to repeat this study for further empirical testing purposes, data may
be collected from a larger diversified sample of online customers.
Secondly, comparative sets of studies may be required to be carried out to further
explore the differences in customer perceived quality, satisfaction and loyalty and the
impact that different cultures, or customers with different education levels, or ages
might have on the proposed model.
Thirdly, further comparative studies may also be required for customers with
different levels of online experience. Internet-savvy customers may appreciate
different attributes compared to those of novice customers, whose loyalty may be
driven by different sets of factors.
Fourthly, the impact of the „customer engagement‟ attribute, on the quality of the
experience, should also be investigated with different product types ranging from
commodities to highly-involving products. Similarly, the impact of this attribute on
experience quality should also be investigated on customers with different familiarity
levels with the online environment.
Fifthly, this study could also be repeated for different types of industries, such as
airlines, banking, electronics or entertainment as findings related to each industry or
service sector may differ and should therefore be investigated. This study focused
only on the providers‟ online environment and did not tackle traditional sales outlets.
A blended type of provider may be further explored in future research.
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Sixthly, further research is required to validate the road map that was proposed for
the application of the integrated measurement model. More insight should be gained
on each step in this road map and its implementation.
Seventhly, the link between customers‟ attitudinal loyalty metrics that were
identified in this study, with other behavioural loyalty metrics such as repeated visits
and repeated purchases, could also provide an interesting area to be explored in
future studies.

10.7.Conclusion
This study presented an integrated model for the measurement of online customer
experiences, depicted in figure 9.2, through the comprehensive scrutiny of the
relevant literature, analysis of online customers‟ contributions in an online blog and
later via an online questionnaire.
The model proposes that offering high quality online experiences that address
customers‟ hedonic and utilitarian needs and provide enjoyment and pleasant
surprise leads to customers‟ delight. Customers‟ emotional attachments, the ultimate
state of loyalty, are achieved when customer experiences are delightful and when the
customers trust their online providers, advocate them and identify with them.
Finally, it is hoped that the theoretical and research findings presented in this
research can aid the application of better online experience management in the
future, as well as in serving as a consultative tool for online firms.
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Appendix I: Fundamentals of customer experience
management (CEM)
Increased attention towards the concept of customer experience was associated with
a rise in literature on how to manage and reengineer customer experience. The term
CEM was defined by Bernd Schmitt as „the process of strategically managing a
customer‟s entire experience with a product or company‟ (Schmitt 1999). Due to the
importance of understanding the implications of the customer experience concept on
organisation, this section provides a brief on what CEM means in practice as an
organisation strategy and as a project, it also outlines the concept of total CEM and
customer experience engineering as two of the two associated concepts.
Customer experience management as a strategy
The degree to which the organisation is oriented towards delivering a great
experience to its customer should be key to any organisational strategy and the way it
drives its vision. CEM can be a very strategic concept that helps shape the strategy of
an organisation and the way it delivers it vision (Schmitt 1999).
(Shaw 2005) classified organisations according to their orientation towards customer
experience and divided them into four categories using the Naïve to Natural Model.
Each category represents the strategic position or stand of an organisation.
The Naïve to Natural Model™ is claimed to be a very high level measure that
determines the direction of a firm‟s strategy. It allows organisations to use the CEM
concept as a strategy to help understand their orientation, or decide on one.

446

Appendix I

Figure A.1 The Naïve to Natural model

Source: (Shaw 2005)
As the model suggests orientation for customer experience starts from the top and
plays a key role in determining the organisation‟s strategy and the way it intends to
deliver its vision. Determining the orientation of the organisation or its strategy in
other words, may move the organisation from the naïve position to the natural
position. What now follows is an explanation of all four strategic positions of an
organisation in relation to customer experience management.
Naïve orientation
By definition, this is the type of organisation that focuses on itself (product, service
and processes) to the detriment of the customer. It is „inside out‟ rather than „outside
in‟.
Obviously, these organisations are mostly unaware of the importance of
understanding customer needs and driving the organisation around that, or unaware
of how to do that. In some cases, organisations in this position do not lack awareness,
yet they do not care because their customers are a nuisance.
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Transactional orientation
These are organisations that have recognised the importance of customers, and have
largely paid attention to some areas of interaction with the customer during the
customer/company transaction. However they only focus on the physical aspects of
the customer experience. Similar to the naïve orientation organisations adopting this
approach are only reactive to customer demands.
Core measures that matter to transactional organisations relate to accessibility of
services, reliability, delivery times, responsiveness, etc. Any other aspects (nonphysical) of customer experience may appear but not as a result of deliberation or
pre-planning.
It is also common to see management claiming that customer centricity is among
their values, however, this is not really evident in the strategy or how the business is
running.
Enlightened orientation
As the name suggests, enlightened organisations are those who appreciate the impact
of managing customer experience, including the emotional aspect of it. Such
organisations recognise the need for a holistic, coordinated, and deliberate approach
to the customer experience. Organisations who adopt this position take a proactive
approach towards customer needs by orchestrating emotionally engaging customer
experiences.
In such organisations, customer experience has been brought to the forefront of the
agenda by the management and board. Time has been spent to agree on a customer
experience statement or policy, which has then been communicated to employees.
Processes have been revised or new processes added, not only to deliver great
physical experience but also to stimulate customers‟ emotions and therefore deliver
great emotional experience too.
Enlightened organisations do also appreciate the importance of employee experience
and undertake actions to account for it.
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Natural orientation
Looking at the discussion above, one may think that enlightened organisations
occupy the highest rank among organisations who wish (and should) deliver a
differentiated service by adopting the CEM strategy.
Natural organisations focus on the complete customer experience naturally. They are
very proactive when it comes to customer needs.
This type of organisation understands first the DNA of their customers‟ experience,
and builds the whole organisation around that by looking at the product or service as
a secondary offering. It therefore uses specific senses to evoke planned emotions and
therefore deliver memorable customer experiences. It involves the customer in the
design of the customer experience.
Customer experience management as a project
Despite the fact that CEM can be a very strategic concept that helps shape the
strategy of an organisation and the way it delivers its vision (Shaw 2005),
introducing the CEM in an organisation can be done as a project that goes into
several sequential or parallel steps. Implementing a CEM project involves the
following steps (Schmitt, 2003):
Analysing the experiential world of the consumer
This is a vital step in any CEM project, the results of which form the basis of all
subsequent steps. In order to understand the experiential value chain, companies have
to go into an intensive exercise through which they determine the target customer,
analyse the customer experience world, track the experience touch points and
understand the competitive landscape.
Understanding and enriching the experiential value offered to customers can be
achieved by identifying the customer experiential world through the following
structured steps (Schmitt 1999). According to Schmitt this is only possible by
obtaining as much as possible from customer insights including customers‟ values,
lifestyles, self-concepts, work styles, etc.
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Identify the precise target customer for the planned experience.

An analysis of the target customer that a company serves is very important, whether
they are business customers (distributors, wholesalers, retailers), or individual
customers.
Although this concept is not new, and identifying target customers is basically one of
the old management rules, the emphasis here is oriented around understanding the
different target customers from an experience point of view. Obviously, the
experience desired by the individual customer who buys to directly consume by
himself, is different from the desired experience of a business client who has predetermined goals which need to be met.
Schmitt has highlighted under this area, that in understanding the customer target
from an experience point of view it is also important to consider usage rate and
loyalty. According to him, consumers buying for the first time have different
expectations from a product/service than those of repetitive purchases. Similarly,
expectations and experiences of consumers who have been loyal to a brand are
different from those who have not been sticking to one brand and move from one
brand to another. This is perhaps due to awareness gained through switching and
comparisons that come along. „Experiences depend on frequency of usage and
loyalty.‟.


Define the experiential world of customers.

As mentioned above, the experiential world of consumers consists generally of four
layers, the experience of the product or the brand, the product category experience,
the usage and consumption situation and the socio-cultural context.
Respectively, each company has to layer the experiential world of its customers,
starting with lifestyles, and funnelling it down to understanding customer usage
situations, including the usage nature and users themselves, ending up with an
understanding of the nature and users of the product category and then the brand.
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The main purpose of this process is to understand the context that surrounds the
customer experience and how the customer perception is affected by more than the
product in his/her hand.


Track customer experience along all the touch-points between the company
and the customer. This includes awareness of the brand too.

The emphasis of Schmitt throughout the touch points was to develop an
understanding of customer experiences and how they can be enriched throughout the
decision making process of customers. This is why the touch points are exclusive to
the need recognition for the product, information search, information processing,
choice, purchase, usage, disposal, etc. Interestingly, the focus of Schmitt in tracking
the customer experience touch point was through emphasis on the decision making
process


Survey the competitive landscape and examine how competition can affect
the customer experience.

Understanding the experiences offered by competitors and using what can be learnt
to shape the company‟s next moves is essential. Schmitt (1999) referred to this as
experiential benchmarking. Analysis of a competitive landscape includes direct
competitors in the same industry and product/service category. It also includes new
entrants to the market and even players outside the company industry whose
experiences offered to customers can be of inspiration.
Building the experiential platform
The purpose of building an experiential platform is to communicate an organisation,
its brand and the value it offers to customers. Communication is carried out
internally and externally.
The experiential platform consists of three strategies: the experiential positioning, the
experiential value promise and the overall implementation theme.
Experiential positioning: is an image-driven depiction of the experience that the
brand stands for, it must reflect relevancy to the buyers or users of the brand.
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Experiential value proposition: is mainly the conversion of the experiential
positioning into reality. It refers directly to what an experiential positioning will do
for a customer and what the customer will get in terms of experience when dealing
with the company.
It is similar to the value proposition which relates to what value the customer gets by
doing business with a certain customer, given that the value can be functional and
experiential.
The above two strategies will help the company identify how it would present to the
customer and what experience it must deliver.
Through the overall implementation theme, the company has to determine a concrete
manifestation of the platform; this is basically a concept that fits with the style and
content of the brand and all of its elements.
Designing the brand experience
Upon analysing the customer‟s experiential world and determining the experiential
value proposition and value theme, the company will need to determine its brand
experience.
This refers to all the static elements that the customer encounters with the brand,
such as the logo, brochure, packaging, advertising and even the product itself. In
other words, the brand experience refers to the perception created within a customer
when he is in direct contact with the static aspects of the brand that has been
manufactured in the factory or in the marketing department, such as communication
material. Therefore, this section is not involved with the dynamic experience of the
customer with the company where one-to-one interaction is required through phone
calls, store visits, online purchases or online searches.
Brand experience has three key aspects:


Product experience which relates to the customer experience generated from
the customer encounter with the product. This experience is generated from
the following attributes:

452

Appendix I

o

The functional attribute of the product (how well the product/service
works) which is of less importance now due to the availability of high
quality products in almost every sector. Customers buy cars with a
default expectation that it will function. The functionality of the car
may or may not affect the customer experience or his perception of the
product as this feature is expected to be there.

o

The experiential features generated from the real life consumption of
the product or service. Products are expected to generate an interesting
and engaging experience for customers during the consumption.

o

The experience generated from how the product works, and this refers
to elegance, simplicity, uniqueness, intricacy, etc.

o


The aesthetic appeal of the product, its design, colour, shape, etc.

The look and feel surrounding the product, or in other words the brand
identity, which refers to the brand name, logo, packaging, where the product
is displayed, the store design or the website design and graphics.



The experiential communication, which refers to the experience generated
within customers when receiving communication material about the brand
through different media tools, including advertising. Communication material
has to provide value through information and entertainment. According to
Schmitt, consumers of today are different and perceive advertising
differently. „Today‟s consumers, especially young customers, are marketsavvy and hate being manipulated‟.

Structuring the customer interface
This refers to the dynamic exchange of information and/or service that takes place
between the company and the customer throughout any possible interfaces, which
includes face-to-face interaction, voice or written personal but distant interaction,
electronic interaction on an e-commerce site through email or SMS, which takes
place using a template or mass-produced communication.
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It goes without mentioning that with the introduction of e-commerce, integration of
all communication methods to deliver almost the same delightful experience is very
important to companies.
As this type of communication between customers and the company is very
interactive and dynamic, companies have to study all touch points within this
interactive experience to answer at least the following questions:


What is the actual moment of truth? What are customers‟ needs, expectations,
and wants at the particular touch point? How does this vary from one
customer segment to another?



What is the ideal service interaction? What are the service delivery
imperatives? How does the firm deliver great anticipatory service?



How does the firm personalise the service interaction and use the critical
touch point to foster relationship building? How does this vary from one
customer segment to another?



How does the firm use the critical touch point and the interaction to bring
each brand‟s values to life? How does it make the brand more distinct and
much more relevant to targeted customer and travel occasion segments?



How does the firm create differentiated service signals that can be owned by
the brand? How does the firm create barriers to switching?



What knowledge, analysis and technology are required to make all this
happen?

Engaging in continuous innovation
Typically, customer experience when designed should still be followed by revisions
and improvements. Schmitt (2003) suggested that CEM initiatives have to be
followed by innovations from all types that keep improving the experience of
customers.
Innovations that can affect the experience can be of three types:
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Breakthrough innovations: which relate to the launch of new products.
Counting for and integrating customer experience in the design process is
very important. This is practically possible with prototype testing and piloting
where customer feedback is taken into consideration from an experiential
point of view.



Small innovations: across any of the brand touch points.



Marketing innovations: which relate to promoting the experience generated
by the brand through new and innovative ways, such as events, brand
celebrations, etc.

Customer

experience

management

as

a

process-engineering

customer

experience
Engineering customer experience is also a term that has emerged in recent literature
and it looks at managing the customer experience as a process.
(Berry, Carbone et al. 2002) propose a four-phase process for engineering the
customer experience. They argue that those stages have proved effective in different
types of situations ranging from shopping and retail to building a home.
Phase I: Acquisition of service experience design skills
The following main tasks are included in this stage:


Assembling a cross-functional team with representatives from all the major
functions and operational processes of the company. It is important to involve
a large number of representatives from people who have daily contact with
customers.



Train the team on concepts and methodologies of customer experience
engineering and the concept of customer experience. This should also include
creating awareness and ability to recognise the different types of clues and
their impact. The training conducted should be also carried out across the
organisation to create clue-consciousness and customer empathy throughout
the organisation with specific attention to creating/honing employees‟
455

Appendix I

intuitive and perceptive skills to enable them to respond to daily issues with
customers and to create a culture of treating employees as facilitators of
experience architecture.


The team will be responsible for clarifying the experience that will be
delivered and evaluating it against a number of criteria to identify the motif
and isolate those places where sticktion could support this motif.

Phase II: Data collection and analysis
Collecting data about how customers evaluate the experience represents the second
stage of this process. It is argued that in this regard using typical surveying methods
that provides quantitative factual evidence may be misleading and it is thus believed
that sensory impressions can outweigh factual evidence in forming perceptions about
the experience. The following steps are therefore recommended:


Recruiting customer panels as customer representation and exposing them to
either the existing experience or a realistic mock-up of a planned experience.



Monitoring and recording what they see, hear, taste, touch, smell and feel is
captured in detail at each phase of the experience and in response to each
designed clue.



If possible, and in order to benchmark for what Berry et al. call „best of
breed‟ clues, conduction of a comparable study at competitor locations is
recommended.
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Phase III: Service clue design
The second stage of this process requires gathering as much input as possible before
the assigned team unleash their imagination to generate a detailed index of additional
clues, the impact being to enhance or detract from the desired „takeaway perception‟.
This phase is led by an „experience architect‟ who is responsible for the process of
analysing, creating, categorising and modifying humanics and mechanics clues.
The ultimate goal is to eliminate the negative service clues and/or to move them into
the „commodity zone‟, and to insert highly differentiated clues to build preferred
experience.
Evaluating the impact of experiences and sequencing them is carried out technically
according to the authors using a tool called an engineered Experience Blueprint.
The Experience Blueprint is a set of blueprint drawings that include graphic
depiction of the service clues at all phases of a particular experience – each phase is
referred to as a layer.
For each one of the experience layers, a set of specifications that summarise the
ranking of the clues, their impact, estimated financial costs and operational impact is
prepared on a corresponding page. This process of evaluating layered clues helps
build a cumulative perception of the aggregate effect of the certain clues in
establishing a composite experience impression for customers.
The authors believe that clues then should be organised in three groups, those „that
should have been implemented yesterday‟, obviously, this includes immediate fixes
and removal of negative clues; the second group includes the set of clues that „we
can implement today‟ to create a preferred experience; and those „to be done in the
future‟ for reasons that prevent them from taking place immediately – such as
technology constraints.
Ultimately, at the end of this stage, the team is required to find those combinations of
clues that have the highest impact for the target customer they have studied.
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Phase IV: Implementation and verification
This stage includes prototyping as many constituencies of clues as possible, while a
subset of the clues is chosen to validate costs, specifications, and impact.
The same tool „graphic depiction‟ is then used to communicate the design to the
entire organisation in order to promote understanding and buy-in.
Total experience management
Total experience management is a term used by (Berry, Carbone et al. 2002). The
authors highlighted the necessity of going through the following steps to effectively
implement total experience management:
Recognising the clues and conducting the experience audit
As explained earlier, clues can be of different types and they all make up the
customer experience whether coming from the product/service functional attributes,
the physical settings around it, or the gestures/comments or even appearance of
employees.
Managing the total customer experience highlights the need to shed light on all types
of clues related to the emotional component of the experience which, according
Berry et al. (2002) have been neglected for a long period of time, despite its crucial
impact on customers‟ perceptions and satisfaction.
In order for companies to gain a deeper understanding of the clues processed by
customers during their encounters with the company, companies have to initiate
contact with customers through discussions or observations
The „experience audit‟ tool is suggested to help companies get close to their
customers in a literal sense. The tool relies on using different recording technological
facilities, such as stationary video cameras as well as pinhole cameras hidden in a
researcher‟s wristwatch or clothing, to document the actual experience with the
customer. Results of such processes are expected to reveal customers‟ emotions at
different times of the transaction according to their body language and gestures.
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The experience audit also relies on conducting in-depth interviews with customers
and employees to find out the perspective of both and reveal how they feel about
different aspects of an experience at each transaction.
Decide on the ‘experience motif’ that addresses the emotional needs of customers
Once the audit has been completed, the team in charge of overhauling the customer
experience should use the results to develop an „experience motif‟ to address the
emotional needs of customers. The experience motif refers to the organisation‟s core
values and branding strategy; in other words, the theme of the experience which is
desired to be on offer by the company. It is mainly a unifying element that acts as a
reference point for the team when deciding on the clues that need to be sent to create
the new customer experience.
The motif can be described in a few words to describe the desired experience or the
theme of the customer experience intended to be received. Feeling „recognised,
reassured and engaged‟ or „create a feeling of psychological comfort‟ are two
suggested motifs. Other motifs can be „extraordinary people‟, „classy treatment‟,
„state-of-the-art‟ (Berry, Carbone et al. 2002).
A motif is „a succinct, verbal characterisation of the desired take-away customer
perception‟.
According to the authors, the ultimate reason for deciding on an experience motif is
to simulate a scene of mechanic and humanic clues with graphical and narrative
presentation in order to leave the desired perception and hence create the intended
experience.
The desired clues are then used as a road map of drawings and narratives to
implement the necessary changes.
To decide on the experience motif, or in other words, select the right experience
design or experience engineering, (Berry, Carbone et al. 2002) recommend the
following best practices:


Assume control, with style
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Companies should assume control over its customers‟ experiences. This establishes
its style. Although the word style was not defined by Berry et al. (2002) in this
article, a few examples were made indicating that style can be boldness or subtlety,
commands or suggestions, politeness or bluntness, personal or impersonal.


Mechanics and humanics

Berry et al. (2002) suggest that companies have to start paying a lot of attention to
humanic clues sent to customers. Training of employees is necessary:
Managers have a fairly good understanding of mechanics clues because they are
often an important part of product design - the shape, quiet operation, colors, smells,
and textures of a new car, for example. Not as obvious, perhaps, is the extent to
which new technologies can enhance the range and impact of mechanics.
They suggest that paying the same amount of attention to humanics is necessary.
They argue that empowering personnel to deal with customer rising issues or
problems „on the spot‟ whenever they occur is not the right strategy, because it does
not assure consistency in delivering the desired experience unless employees are
carefully selected and trained to be equipped with highly intuitive skills that assess
and sense customer reactions to service encounter clues and respond accordingly and
appropriately.


Thematic „Sticktion‟

By this, Berry et al. (2002) mean that the company should be careful about the
motive it uses to brand the offering. Some negative themes may backfire. However,
no clues were really given to provide hints on what would be a good theme and what
would not.


Integrate process and experience designs

Deciding on the experience motif and designing the desired customer experience
should not be done in isolation. It must be intimately associated with the financial,
operational, motivational, and training business processes.
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Berry et al. (2002) argue that customer experience frameworks should be reinforced
by a complementary employee motivational scheme. Customer experience and
design of humanic and mechanic clues must be dealt with in the same way as any
other business process in the company, and therefore it should involve objectives for
desired performance, identification and sequencing of tasks, resources, decisions, and
human accountabilities. The authors argue that any process design or reengineering
project is half complete if it does not consider the experience design process.
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Appendix II: Attributes and factors for the measurement of online experience in the
literature
Reference
(Alpar 1999)

Dependent
Underlining
variable
models
Satisfaction with ------------------a website

Attributes
Ease of use
Information content
Entertainment value
Interactivity

Onsite and offsite websites evaluation. Students were
asked to rate 10 sites while performing specific tasks
(non purchase) for offsite evaluation in addition to
online internet population evaluations of more than
20 sites with over than 1000 users.
Questionnaire to Chinese online customers of travel
agencies

(Bai, Lawb et Website quality, ------------------al. 2008)
satisfaction and
purchase
intentions

Functionality
Usability

(Bauer,
e-banking portal
Hammerschm quality
idt et al.
2005)

Core services :
Security, trust worthiness
Basic service quality (choice, condition of basic
services, payment transaction)
Additional/ supplementary services:
Cross-buying service quality (online loans, all-in
finance products)
Added value (enjoyment and entertainment, nonbank services)
Problem solving services solution services:
Transaction support (convenience of transaction
processing, interactivity, information provision,
decision support, customer care)
Responsiveness

Kano Model
Servperf
approach of
measurement

Used research method
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Initial item pool generated by expert interviews at
banks, e-business consultancies, and in-depth
discussions with portal users. Followed by a
questionnaire to 20 online users to refine the
instrument. Followed by a survey to 120 German
users of e-banking portals. Sample was tested for
demographic representation.
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(Birgelen,
Ghijsen et al.
2005)

Perceived
quality,
satisfaction, joy
and loyalty of a
BBQ web
service

-------------------

Assurance
Navigation
e-Scape
Accuracy
Responsiveness
Customisation

Online survey, focusing on four different online
industries; books and CDs, computer hardware and
electronics, computer software, and airline travel
tickets. Data collected from 150 customers

(Cox and
Dale 2001)

Service quality
of e-commerce

Conventional
models

Accessibility
Communication
Availability
Credibility
Reliability
Understanding or knowing the customer
Appearance
Functionality
Integrity
Responsiveness
Security

Literature review (good for review of conventional
models)

(Szymanski and
Hise 2000)

Convenience
Product offerings
Product information
Site design
Financial security

2000 customers of internet shopping and internet
banking in Germany completed an online survey

Must-be (web navigation possibilities, treatment of
personal information, reliability of information)
Attractive quality (select seating online, SMS
services online, advanced booking, trailers)

Pilot study for 23 students to refine the questionnaire.
Main questionnaire was responded to by 165 students
from 3 different universities.

(Evanschitzky e-satisfaction
, Iyer et al.
2004)

(Fundin and
Satisfaction and Kano model
Nilsson 2003) service quality
(NilssonWitel and
Fundin 2005)
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(Gefen and
Service quality
Devine 2001) of online stores
and customer
loyalty

SERVQUAL

Tangibility
Reliability
Responsiveness
Assurance
Empathy
Lack of Annoying Banners
Beneficial Search Engines
Site Security
Quick Response Time
Customer Recognition

17 structured interviews were conducted with
experienced online shoppers, mainly executive MBA
students to identify any additional dimensions to
SERVQUAL. This was then pre-tested on a group of
41 undergraduate who assessed amazon.com.
followed by a questionnaire for 176 student assessing
Barnes and Nobel

(Herington
and Weaven
2007)

Service quality
in online
banking and its
impact on
customer
delight,
relationship
building and
loyalty
Customer
satisfaction on
the internet –
online shopping

e-S-QUAL &
(Ribbink, van
Riel et al. 2004)

Attention to personal needs
Site organisation
User friendliness
Efficiency

A convenience sample of 200 respondents from
online bankers in Australia through a self-complete
survey

-------------------

A pilot case study followed by multiple cases and
then a survey of 5 employees of one store of highest
online purchases in Taiwan. All used to verify the
model.

e-SQ, value,
trust, Customer
satisfaction,
loyalty and
customer
complaints

-------------------

Logistical support
Technological characteristics
Informational characteristics
Home page presentation
Product characteristics
Relevance and value of information to the customer
Up-to-date information
On-time delivery
Correctness of order fulfilment
Web connection speed
Returns process for unsatisfactory or defective
products
Performance of customer service
Logical layout of product list
Search facilities

(Ho and Wu
1999)

(Hsu 2008)
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Proper use of personal information
Confidentiality of customer information
Attractiveness of the website
Professional appearance of the website
Complexity
Interactivity
Novelty

(Huang 2003) Website
attributes to
satisfaction of
information and
entertainment
needs of
customers
(Ibrahim,
Electronic
Joseph et al. service quality
2006)
perceptions of
UK online
banking
customers

-------------------

importanceperformance
analysis (IPA)

Convenience/accuracy
Accessibility/reliability
Good queue management
Personalization
Friendly/responsive customer service
Targeted customer service
Undefined

A questionnaire survey of a total of 135 online
banking customers in the UK.

(Janda,
Internet retail
Trocchia et al. service quality
2002)

-------------------

Performance
Access
Security
Sensation
Information

58 qualitative in-depth interviews to identify
dimensions followed by a questionnaire for a multiitem scales of 446 respondents who made at least one
internet purchase within the last six months.

(Jayawardhen Service quality
a 2004)
in internet
banking

SERVQUAL

Access
Web interface
Trust
Attention
Credibility

Focus groups of students e-banking employees to
form the basis for instrument development, followed
by a questionnaire of 249 e-banks customers for
scale purification followed by a questionnaire for
second and final purification.
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Online survey for students or practitioners in the
information management fields - 243 valid
questionnaires.
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(Kim, Lee et
al. 2004)

Website quality
and satisfaction
for apparel
retailers

WebQual™

Informational fit-to-task
Transaction capability
Response time
Web appearance
Entertainment
Trust

Data were collected from 273 female online apparel
shoppers through a mail survey distributed to
customers who had shopped in the last three months.

(Kim, Ma et
al. 2006)

e-satisfaction
and purchase
intentions

-------------------

Information needs
Service performance & reputation
Convenience
Price benefits
Technological inclination
Safety

Focus groups to verify the attributes. Followed by a
questionnaire filled by hotel guests who used online
booking in the Chinese hotel industry.

(Jun and Cai
2001)

Internet banking SERVQUAL
service quality
with additional
two attributes

Customer service quality (reliability,
responsiveness, competence, courtesy, credibility,
access, communication, understanding the
customer, collaboration, continuous improvement)
Online systems quality (content, accuracy, ease of
use, timeliness, aesthetics, and security)
Banking service product quality (product
variety/diverse features)

Customer anecdotes of critical incidents in internet
banking were content-analysed.

(Lawler and
Joseph 2006)

Freedom and
------------------control for goalfocused
shoppers

Accessibility and convenience
Availability of information
Lack of sociality
Media richness
Selection

Analysis of online businesses of 19 apparel firms in
the United States by 68 graduate students

(Lee and Lin
2005)

Service quality
of online
shopping,
customer
satisfaction and

Web site design
Reliability
Responsiveness
Trust
Personalisation (negative)

15 online shoppers were used as pretesting subjects
to refine the questionnaire. Questionnaire was
collected from a total of 305 questionnaires
distributed to senior year undergraduate students

SERVQUAL
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purchase
intention

(Li, Tan et al. Service quality
2003)
online

SERVQUAL

Tangibles
Reliability
Responsiveness
Assurance
Empathy
Quality of information
Navigation of traditional and web-based
communication

200 respondents from around the world filled in an
online survey. Questionnaire was developed after
conducting a pilot study

(Lim and
Dubinsky
2004)

Attributes for e- Expectancytailers‟
value approach,
evaluation

Merchandise characteristics
Interactivity characteristics
Reliability characteristics
Navigation characteristics

Questionnaire filled in by a convenience sample of
252 students

(Liu and
Arnett 2000)

Web site design
quality

-------------------

Quality of information and service
System use
Playfulness
System design quality

Survey of 122 webmasters of Fortune 1,000
companies

(Loiacono,
Watson et al.
2002)

WEBQUAL
(Web quality)
purchase and
repurchase

TRA (theory
reasoned
action) & TAM
(Technology
Acceptance
Model) &QFD

Usefulness (information fit to task, tailored
communication, trust, response time)
Ease of use (ease of understanding, intuitive
operation)
Entertainment (visual appeal, innovativeness,
emotional appeal)
Complimentary relationships (consistent image ,
online completeness, relative advantage)

Literature review and 3 exploratory projects for
model development.
Data collection from 510 undergraduate students for
model first round refinement.
Data collection from 336 students for measurement
validation and 2nd round refinement of model. Data
collection from 310 students for measurement
validation and final round of model refinement
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(Long and
McMellon
2004)

Online Retail
service quality

SERVQUAL

Tangibility
Reliability
Responsiveness
Assurance
Empathy
Communication (Clarity, Content, Intent)
The Purchase Process (Ordering, Shipping,
Packaging)

Pool of items was generated through content analysis
of 500 customer comments covering a wide range of
online services including banking, brokerage, retail
(music, clothing, books, computer hardware,
software), travel, and internet service providers. The
questionnaire was built based on the Servqual
method. Answered by 477 respondents who
purchased items from any retail site. Study covered
both US and Indian markets

(Madu and
Madu 2002)

e-quality

-------------------

Performance
Features
Structure
Aesthetics
Reliability
Storage capability
Serviceability
Security and system integrity
Trust
Responsiveness
Product/service
Differentiation and customization
Web store
Policies
Reputation
Assurance
Empathy

Literature review (good for review of conventional
models)
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(Monsuwe,
Consumer
------------------Dellaert et al. attitudes/
2004)
intentions
towards eshopping & nonfunctional
shopping
motivation
(Parasuraman, e-service quality ------------------Zeithaml et al.
2005)

Usefulness
Ease of use
Enjoyment

Literature review

Core e-SQ (Efficiency, system availability,
fulfilment, privacy)
Recovery e-SQ (responsiveness, compensation and
contact)
Diversion
Self gratification
Role playing
Learning about new trends
Sensory stimulation
Mental activity
Social experience
Communication with others
Peer group attraction
Status and authority

Focus groups followed by two stages of empirical
data collection and analysis

(Rajgopal,
Quality of
------------------Venkatachala online customer
m et al. 2000) experience

Ease of use
Customer confidence (trust)
Onsite resources (selection)
Relationship services
Cost

Electronic data collection from scorecards compiled
by Gomez Advisors, a leading rating agency.

(Ribbink, van Quality, trust
Riel et al.
and loyalty on
2004)
the internet

Ease of use
Web site design
Customisation
Responsiveness
Assurance

Online questionnaire for a snowball sample starting
with 350 students that were online shopping for
books and CDs.

(Parsons
2002)

Motivation and
Pleasant
experience

-------------------

-------------------
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(Rotondaro
2002)

Online service
------------------quality and
satisfaction
(clear distinction
between both)

Access
Safety
Communication
Friendly interaction
Tangibles
Reliability

Used the Critical Incident Technique to define
requirements and customer needs using two groups
of people with pre-define characteristics. Study
covered purchase of books and CDs online.

(Rowley
2006)

Quality of
------------------customer
experience of eservice

Site features
Security
Communication
Reliability
Customer support
Responsiveness
Information
Accessibility
Delivery
Personalisation

Literature review and suggestion for emphasis on
customer perception of e-service experience.

(Santos 2003) e-service quality Performancebased

Incubative dimension (ease of use, appearance,
linkage, structure and layout and content)
Active dimension (reliability, communication,
support, efficiency, security, incentive)

30 focus groups, each had 6-10 members from
students of a UK business school.

(Srinivasan,
Anderson et
al. 2002)

Customization
Contact interactivity
Care
Community
Cultivation
Choice
Character

An instrument was developed and pretested. It was
followed by data collected from 1,211 online
customers.

e-loyalty

-------------------
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(Szymanski
and Hise
2000)

Convenience
Merchandising – product offerings
Merchandising – product information
Site design
Financial security

3 Focus groups (with 7-8 respondents each) to
develop the model followed by online survey to test
the model with 1007 respondents.

(Wolfinbarger Motivation,
------------------and Gilly
quality and
2001)
satisfaction for
online shopping
experience

Goal directed shopping (Accessibility/convenience,
Selection, Information availability
(informativeness), Lack of sociality)
Experiential shopping (Involvement with product
class, Positive sociality, Positive surprise, Bargain
hunting)

4 online and offline focus groups (64 participants)
with diversity of age, sex, online experience and
product purchases. Purchases included books, CDs,
toys, software, hardware, travel, lingerie, and a
house!!

(Tih and
Ennis 2006)

Satisfaction and ------------------repurchase
intentions across
industry

Core service
Website
Recovery service

(To, Liao et
al. 2007)

Search and
purchase
intention/
motivation
factors
Driver of online
satisfaction by
quality
dimensions
across sectors

-------------------

Utilitarian motivation
Hedonic motivation

Literature review. Additional items were identified
through two focus groups and 61 personal interviews.
Structured questionnaire after peer review and two
pilot rounds was conducted online and filled in by
136 customers of internet banking, airline ticketing
and book retailing.
Multi sample was selected. Total of 206 surveys were
collected from people with online experience from
the industry. Street distribution and students.

ePublicEye.co
m customer
experience
evaluation
dimensions

Website design
Fulfilment/reliability
Security/privacy
Customer service

(Trabold,
Heim et al.
2006)

e-satisfaction

-------------------

Automated data collection from ePublicEye.com site
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(Janda,
Service quality ------------------Trocchia et al. of Internet retail
2002)

Performance
Access
Security
Sensation
Information

58 semi structured interviews with online shoppers

(van Riel,
Liljander et
al. 2001)

Satisfaction and ------------------loyalty of a
portal site in the
healthcare sector

Core service
Supporting services
User interface

Questionnaire items were developed through
interviews with 5 portal users. This was followed by
online survey filled by 53 doctors who were
subscribers to a journal.

(Yang and
Fang 2004)

Service quality

Responsiveness
Reliability
Credibility
Competence
Access
Courtesy
Continuous improvement
Communication
Service portfolio
Content
Timeliness
Security
Aesthetic
ease of use
System reliability
System flexibility

Content analysis of five of the most influential online
brokers were selected for study – Fidelity Investment,
Charles Schwab, Ameritrade, TD Waterhouse, and ETrade for a total of 740 effective consumer
anecdotes.
Ethnographic content analysis of 848 customer
reviews of online banking services of 20 of the most
influential internet banks was carried out to identify
salient online service quality dimensions. Followed
by a web-based questionnaire survey effort produced
data from 235 online customers proceeded by a
questionnaire pre-testing.

Taxonomy
(copy)
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(Zhang and
von Dran
2002)

Customer
quality
expectations of
websites

Kano model

(Zeithaml
2002)

e-Service quality Disconfirmatio
n model

Information content
Cognitive outcomes
Enjoyment
Privacy
User empowerment
Visual appearance
Technical support
Navigation
Organisation of information content
Credibility
Impartiality
Core eSQ
Recovery-SQ
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Appendix III: Online blog protocol
Before you start, please spend few moments to write something about
yourself in your profile and to read the Blog Protocol.
Blog Protocol
Content of this blog is generated for academic purposes only and to support the
research project undertaken by the blog main author and administrator (Wafa‟) in the
area of customer online experience.

Posts in this blog represent some of the questions in this research study, and therefore
initiation of new posts should be made only by the blog administrator. Contributors
can make comments to those posts at any time and as many times as required. If, for
any reason, you wish to initiate a new post, permission from the administrator should
be secured in advance.

Participation in the blog is limited to “experienced online customers” and is by
invitation only. If you would like to invite an experienced online customer to this
blog, please inform the administrator to do the needful

The administrator will notify you in case a change in this protocol will take place.
As an “experienced online customer”, your comments and views are of utmost value
to this research project, therefore and in order to keep the discussion focused and
constructive, the following guidelines will protect all contributors and therefore must
be adhered to by all.






Please respond insightfully and respectfully. Feel free to express your
agreements and disagreements with other comments as long as they are
intended to support or challenge thoughts but not people.
Personal attacks, content of hatful or violent nature, comments of
promotional or commercial nature are not welcome and will not be tolerated.
They are not constructive and serve no purpose in moving our discussion
further. The administrator has the right to delete comments of this nature.
Three repeated incidents of such nature from the same contributor will force
the administrator to remove the contributor from the blog.
Comments in this blog will not be moderated, i.e. will be published
immediately without the main author review. Therefore, please review your
comments and make sure they express what you want to say before you hit
the “submit” button.
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Appendix IV: Third discussion thread in the online
blog - examples of the length of contributions
My first purchase from Ocado of course ... I love it and it keeps impressing me week
after week. I’ve done online shopping before with other supermarkets, but Ocado
really are different. The service they offer is no different to other supermarkets, but
the way they do it is. When I ordered first time from Ocado, I learnt that they work in
partnership with Waitrose, and because I don’t live in the delivery area of my
Ocado, but live in the delivery area of Waitrose, I got my delivery scheduled with no
problems, very convenient. I booked my delivery slot before I started shopping, and
the system allowed me to check whether there would be a van in my area during the
next week, thereby reducing pollution from sending vans back to the same area
repeatedly. Although I didn’t get a reduced delivery fee for doing this, but I got a
free warm feeling inside. Minimum order is £40, and with orders over £70, delivery
is free. Delivery slots are an hour long. I booked my slot in advance, to avoid the
pain of selecting items for an hour before discovering I couldn’t have them delivered
for 2 weeks, by which time we’d be down to eating the unidentified pieces of meat at
the back of the freezer.
My shopping turned up on time and it always does, and unlike other services where
the sullen delivery driver unloads your shopping as fast as they can before scurrying
off into the night, first time I bought from Ocado, the driver didn't seem in a rush,
and explained the process to me as a new shopper. As with other companies,
substitutions are made and if you don’t want them, you just hand them back.
However - and this is the clever bit - all shopping is thoughtfully put into different
coloured bags, indicating whether it is for the freezer, fridge or cupboard. Yes, I
know other stores put frozen things together, but once you’ve covered every kitchen
surface with bags, you have frozen stuff defrosting while you try desperately to find it
in the hundreds of identical bags.
At the end of the day, online shopping is about saving time - what could be better
than knowing when your shopping will arrive before deciding what to get, it arriving
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in a 60minute time window, and then immediately knowing where it’s supposed to go
in the kitchen, thereby saving time sorting it all out?
Another respondent who is also an owner of a restaurant explained his most
delightful experience by saying:
… .com. It’s not exciting, but it retains all prior orders for the customer, and enables
the shopper to reorder items or entire orders with a single click. The log in is simply
our telephone number and zip code, enabling any one of my managers to place
orders. I don’t think a transaction take less than 2-3 minutes. Furthermore, they offer
free shipping and their pricing is far better than anywhere. I've found (so much so
that I showed our POS guy, and he now buys their products and resells them at a
premium). If you don’t order on your typical schedule, a rep calls to solicit an order.
Clearly their efficiency and expertise enables them to be a price leader. I know it’s
not thrilling, but as a business operator, it adds real value, and I actually look
forward to using the site.
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Appendix V: Online Questionnaire
Dear Sir/Madam
Ref: An Integrated Model for the Measurement of Online Customer Experiences: An Empirical
International Study
Thank you for choosing to participate in this study which is being undertaken to assess the attributes
for the measurement of customer experience in the online environment.
An online experience represents your interaction with a website to purchase any product, ranging from
books and tickets to cars and houses. It also refers to your online transactions such as online banking,
e-government services, etc.
Throughout this questionnaire you will be asked to evaluate your most recent online experience, in a
total time commitment that will not exceed 10 minutes. Your answers will of course be treated
confidentially and the information will be used only for the purpose of the study.
Since the success of the research is dependent upon receiving the maximum number of responses, we
would appreciate if you could invite other online customers from your friends or family members to
complete this questionnaire.
We look forward to receiving your completed questionnaire in the near future and many thanks for
your kind support and co-operation.
Wafa‟ Abu Snieneh
PhD researcher
European Centre for TQM
School of Management
University of Bradford
w.abusneineh@bradford.ac.uk

Professor M. Zairi
Director of The European Centre for TQM
Juran Chair in TQM
School of management
University of Bradford
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As an online customer, you will be evaluating your most recent online experience you have had
during the last six months. You need to choose ONE website, recall your most recent experience with
it, and evaluate that experience as required throughout this questionnaire.
Please take a moment to decide which website and what specific experience you would like to
evaluate before you start with the questionnaire.

About the Website
1. URL address of the Website: ………………………………………………………………….
2. What did you purchase?

Travel tickets/Event tickets

Banking services

Video games

Brokerage services

Computer software

Pharmaceutical or medical products

Music or movies

Insurance services

Books and magazines

Furniture

Personal Electronics (mobile, PC, etc)

Automobiles

Home
equipments)

electronics

(appliances

and

A house
A course

Clothes and accessories
Jewelry and watches
Other (please specify)

3. How many times have you purchased from this site?
1, this was my first time
2-5 times
More than 5 times, I am a frequent customer to this site
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About you
4. Name (Optional)

5. Gender:
Male
Female
6. Age:
20 or less

41-50

21-30

51-60

31-40

Above 60

7. Where do you live?
Africa
The Americas
East Asia and the Pacific
Europe & Eurasia
Middle East & North Africa
South and Central Asia
Australia and New Zealand
Other (please specify)

8. Your education level:
High school
Under graduate
Graduate
Post graduate
9. You consider yourself as:
An online customer with novice (beginner) experience
An online customer with intermediate experience
An experienced online customer
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Experience quality
How do you evaluate your experience with the website?
Strongly
agree
The website was easy to navigate
The website was simple and easy to
understand
The website was available and accessible
whenever you need it
The website was visually attractive
The website had a professional appearance
The website allowed me to interact real
time with the company
The website allowed me to add and modify
to its content
The website simulated or incorporated
humanlike characteristics
The website provided personalised
information to my unique needs
The website allowed me to customise the
product/service according to my unique
needs
The website was novel (included
unexpected, new, surprising, and
unfamiliar features)
The website included clear information
The website included a complete and
relevant selection of information
The website included accurate information
The website included updated and timely
information
The website was prompt in responding to
your enquiries
The website was prompt in responding to
your enquiries
Privacy of my information was protected
by the site
The website was worthy of exploring
Website was secured and protected you
from the risk of fraud or financial loss
The website allowed you to perform the
transaction accurately
Your anonymity was protected by the site
The website allowed me to perform the
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Agree

Neutral

Disagree

Strongly
disagree
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transaction quickly
Timely communication on order status
were available
Order was delivered on time with no
delays
The order was delivered accurately
The website was prompt in solving my
problems
The website was able to solve your
problems
The packaging of the order was artistic
The website was playful

The overall quality of the entire
experience was high

Strongly
agree

Agree

Natural

Disagree

Strongly
disagree

Neutral

Disagree

Strongly
disagree

Your delight
How do you describe your experience?
Strongly
agree

Agree

The experience was fulfilling of my basic
needs.
The experience was enjoyable.
The experience was pleasantly surprising.

This experience was delightful

Strongly
agree

Agree
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Natural

Disagree

Strongly
disagree
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Your loyalty
How do you evaluate the following in relation to your loyalty?
Strongly
agree

Agree

Neutral

Disagree

Strongly
disagree

I trust this website/brand.
I advocate this website/brand (recommend
it to others).
I feel that this website/brand represents
who I am and what I value.

I am emotionally attached to this website

Strongly
agree
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Natural

Disagree

Strongly
disagree
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Appendix VI: Single regression analysis for quality
attributes on XQual


Results of single regression test for „ease of use‟ on experience quality

Model Summary
Mode
l
R
1

.555a

R Square

Adjusted
Square

.308

.306

R Std. Error of the
Estimate
.58662

a. Predictors: (Constant), Easeofuse
ANOVAb
Model
1

Sum of Squares df

Mean Square

F

Sig.

Regression

55.852

1

55.852

162.300

.000a

Residual

125.263

364

.344

Total

181.115

365

a. Predictors: (Constant), Easeofuse

b. Dependent Variable: XQual
Coefficientsa
Unstandardized
Coefficients
Model
1

B

Standardized
Coefficients

Collinearity
Statistics

Std. Error Beta

t

Sig.

(Constant) 1.048

.230

4.556

.000

Ease of use .685

.054

12.740

.000

.555

a. Dependent Variable: XQual
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Tolerance VIF

1.000

1.000
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Results of single regression test for „reliability‟ on experience quality

Model summary

Model

R

R Square

Adjusted
Square

1

.532a

.283

.281

R Std. Error of the
Estimate
.59715

a. Predictors: (Constant), Reliability
ANOVAb
Model
1

Sum of Squares df

Mean Square

F

Sig.

Regression

51.319

1

51.319

143.917

.000a

Residual

129.796

364

.357

Total

181.115

365

a. Predictors: (Constant), Reliability

b. Dependent Variable: XQual
Coefficientsa

Model
1

Unstandardized
Coefficients

Standardized
Coefficients

B

Beta

Std. Error

(Constant) 1.105

.239

Reliability .694

.058

.532

a. Dependent Variable: XQual
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Collinearity
Statistics
t

Sig.

4.620

.000

11.997

.000

Tolerance VIF

1.000

1.000
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Results of single regression test for „quality of information‟ on experience
quality

Model Summary

Model

R

R Square

Adjusted
Square

1

.439a

.192

.190

R Std. Error of the
Estimate
.63394

a. Predictors: (Constant), Quality of Information
ANOVAb
Model
1

Sum of Squares df

Mean Square

F

Sig.

Regression

34.831

1

34.831

86.670

.000a

Residual

146.284

364

.402

Total

181.115

365

a. Predictors: (Constant), Quality of Information
b. Dependent Variable: XQual
Coefficientsa
Unstandardized
Coefficients

Standardized
Coefficients

Collinearity
Statistics

Model

B

Std. Error Beta

t

Sig.

1

1.771

.237

7.486

.000

9.310

.000

(Constant)

Quality of
.535
Information
a. Dependent Variable:

.057

.439

XQual

485

Tolerance VIF

1.000

1.000
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Results of single regression test for „customer engagement‟ on experience
quality

Model Summary

Model

R

R Square

Adjusted
Square

1

.432a

.187

.185

R Std. Error of the
Estimate
.63607

a. Predictors: (Constant), Customer engagement

ANOVAb
Model
1

Sum of Squares df

Mean Square

F

Sig.

Regression

33.846

1

33.846

83.656

.000a

Residual

147.269

364

.405

Total

181.115

365

a. Predictors: (Constant), Customer engagement
b. Dependent Variable: XQual

Coefficientsa
Unstandardized
Coefficients

Standardized
Coefficients

Collinearity
Statistics

Model

B

Std. Error Beta

t

Sig.

1

(Constant)

2.218

.192

11.532

.000

Customer
engagement

.511

.056

9.146

.000

.432

a. Dependent Variable: XQual
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Tolerance VIF

1.000

1.000
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Results of single regression test for „appearance‟ on experience quality

Model Summary

Model

R

R Square

Adjusted
Square

1

.403a

.163

.160

R Std. Error of the
Estimate
.64544

a. Predictors: (Constant), Appearance

ANOVAb
Model
1

Sum of Squares df

Mean Square

F

Sig.

Regression

29.477

1

29.477

70.759

.000a

Residual

151.638

364

.417

Total

181.115

365

a. Predictors: (Constant), Appearance
b. Dependent Variable: XQual

Coefficientsa
Unstandardized
Coefficients

Standardized
Coefficients

Collinearity Statistics

Model

B

Std. Error Beta

t

Sig.

1

2.411

.186

12.951

.000

8.412

.000

(Constant)

Appearance .439

.052

.403

a. Dependent Variable: XQual
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Tolerance

VIF

1.000

1.000
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Results of single regression test for „responsiveness‟ on experience quality

Model Summary

Model

R

R Square

Adjusted
Square

1

.441a

.194

.192

R Std. Error of the
Estimate
.63311

a. Predictors: (Constant), Resposivness

ANOVAb
Model
1

Sum of Squares df

Mean Square

F

Sig.

Regression

35.214

1

35.214

87.855

.000a

Residual

145.900

364

.401

Total

181.115

365

a. Predictors: (Constant), Resposivness
b. Dependent Variable: XQual
Coefficientsa
Unstandardized
Coefficients

Standardized
Coefficients

Model

B

Std. Error

Beta

1 (Constant)

2.162

.194

Resposivness .475
a.
Dependent
XQual

.051

.401

Variable:

488

Collinearity
Statistics
t

Sig.

11.157

.000

9.373

.000

Tolerance VIF

1.000

1.000
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Results of single regression test for „security‟ on experience quality

Model Summary

Model

R

R Square

Adjusted
Square

1

.332a

.110

.108

R Std. Error of the
Estimate
.66537

a. Predictors: (Constant), Security

ANOVAb
Model
1

Sum of Squares df

Mean Square

F

Sig.

Regression

19.965

1

19.965

45.097 .000a

Residual

161.149

364

.443

Total

181.115

365

a. Predictors: (Constant), Security
b. Dependent Variable: XQual

Coefficientsa
Unstandardized Standardized
Coefficients
Coefficients

Model

B

Std.
Error

1

(Constant)

2.476

.222

Security

.353

.053

Beta

Collinearity
Statistics

t

Sig.

Tolerance VIF

11.134 .000
.332

6.715

a. Dependent Variable: XQual
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.000

1.000

1.000
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