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Exploring the continuance
intentions of consumers for B2C

online shopping
Perspectives of fairness and trust

Yen-Ting Chen and Tsung-Yu Chou
Department of Distribution Management,

National Chin-Yi University of Technology, Taichung County, Taiwan

Abstract

Purpose – Like any product purchases, the success of online shopping depends largely on user
satisfaction and other factors that further affect customers’ intentions to continue shopping online
(continuance intentions). This study seeks to integrate fairness theory with the trust concept to
construct a model for investigating consumers’ continuance intentions toward online shopping.

Design/methodology/approach – An online survey collected data from 226 users with online
shopping experience to empirically validate the hypothesised model.

Findings – The results indicate that distributive fairness and interactional fairness exert significant
positive effects on customers’ satisfaction and trust in vendors. Satisfaction is a strong predictor of the
continuance intentions of consumers. However the fact that the relationship between trust in vendors
and consumers’ continuance intentions is insignificant offers insight into trust: consumers continue
shopping online with certain levels of misgiving.

Originality/value – – The findings suggest that a user’s trust in an online vendor can be enhanced
by increasing fairness, particularly distributive fairness and interactional fairness. This also implies
that an online user’s satisfaction and trust are not just related to products: therefore vendors should
put effort into the pre- and post-sale experiences.

Keywords B2C, Fairness, Trust, Satisfaction, Continuance intentions, Online operations, Shopping,
Modelling, Customer satisfaction

Paper type Research paper

Introduction
Flourishing internet use has made all industries engage in this medium. The digital
economy is spreading like wildfire across international boundaries; in particular the
volume of business-to-customer (B2C) purchases has increased with surprising speed.
According to Forrester Research online shopping or B2C electronic commerce
(e-commerce) sales in the United States reached $141 billion in 2008 and is projected to
grow to $248.7 billion by 2013 (Evans et al., 2009). Concurrent with the commercial interest
in online shopping, a large number of academic papers have been published related to
online shopping (Gefen et al., 2003b; Pavlou, 2003). These developments illustrate that
e-commerce draws a great deal of attention from scholars and practitioners.
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The goal of this study is to explore customers’ intentions to continue online
shopping (continuance intentions). As with any other product purchase, the success of
online shopping depends largely on user satisfaction and other factors that increase
customers’ continuance intentions. Koufaris (2002) indicated that emotional and
cognitive responses to a consumer’s first visit to a web-based store can influence their
intentions to return and their likelihood to make as yet unplanned purchases. In view of
this, electronic shops (e-vendors) should look for ways to increase customers’
satisfaction levels and continuous shopping intentions. A promising approach involves
the reduction of uncertainty (Pavlou, 2003), and the development and maintenance of
customer-vendor relationships (Gefen et al., 2003b).

Online shopping inherently involves higher levels of uncertainty than visiting a
physical shop because online transactions lack the physical assurances of traditional
shopping experiences (Grabner-Kraeuter, 2002). Information asymmetry is a problem
in online shopping in which the customers often have incomplete or distorted
information about the product (Ba and Pavlou, 2002), the process, the outcome, and the
e-vendor (Grabner-Kraeuter, 2002). Previous studies found that trust is vital to online
settings (Collier and Bienstock, 2006; Gefen and Straub, 2003) and trust has been
identified as a key factor in online shopping (Gefen et al., 2003b; Gefen and Straub,
2003; Grabner-Kraeuter, 2002; Pavlou, 2003). More specifically trust is a key enabler in
relations between geographically dispersed people in the virtual community (Gefen
et al., 2003b; McKnight and Chervany, 2001; Swan and Nolan, 1985). Fairness and trust
are especially critical when uncertainty and information asymmetry are present (Ba
and Pavlou, 2002; Diekmann et al., 2004; Kumar et al., 1995; Pavlou, 2003) and are at the
heart of relationships of all kinds (Lind et al., 1993; Morgan and Hunt, 1994). While
trust focuses on the undesirable opportunistic behaviour of e-vendors, fairness is
concerned with an individual’s perceptions of the output/input ratio, the process, and
interpersonal treatment. Research on marketing and organisational justice has shown
that fairness has a direct effect on trust and satisfaction (Aryee et al., 2002; Folger and
Konovsky, 1989; Ramaswami and Singh, 2003). However the importance of fairness,
especially the direct relationship between fairness and satisfaction, is still unclear in
the online shopping context.

As with any consumption behaviour, electronic commerce involves a trade-off
between total benefits received (e.g. receiving products or services) and total sacrifice
(e.g. valuable time, effort, or money). According to Zeithaml (1988) the overall
assessment of what is received and what is given shapes individuals’ satisfaction with
online shopping. Adams’ equity theory (1965) theorises that individuals seek a fair
balance between input (what is given) and output (what is received) and become
satisfied and motivated whenever they feel their inputs are being fairly rewarded.
Marketing and organisational justice researchers (Tax et al., 1998; Ramaswami and
Singh, 2003) have identified three important dimensions of fairness: fairness of
outcomes (distributive fairness), fairness of decision-making procedures (procedural
fairness), and fairness of interpersonal treatment (interactional fairness). Thus a more
complete study of the motivations underlying customers’ continuance intentions
toward online shopping should address issues related to fairness.

By exploring the unique role of fairness, this paper aims to contribute to the
continued development and success of online shopping. A research model for this
purpose is developed by integrating the concept of trust with the three dimensions of
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fairness, which are essential given the uncertainty and information asymmetry of the
technology-driven environment of online shopping. The hypotheses are validated
empirically using data collected from 226 customers at a shopping website.

The rest of this paper is organised as follows. The next section presents the
theoretical foundation for this study. The research model is described and the
hypotheses are presented in the subsequent section. Then the research methodology is
outlined, and the results of the analyses are presented. After that the findings are
discussed. The paper concludes with a discussion of the theoretical and practical
implications of the findings, and the study’s limitations.

Literature review
Trust
Trust has been the focus of a great deal of attention and study within many contexts,
such as in social psychology (Deutsch, 1960), sociology (Strub and Priest, 1976), and
economics (Dasgupta, 1988). More recently trust has been applied in marketing contexts
(Moorman et al., 1992, 1993) to explain exchange relationships between parties and how
they affect decision making (Doney and Cannon, 1997). All the studies suggest that trust
is central to interpersonal and commerce relationships and is also widely applied in
organisations. The previous literature on electronic shopping has contributed greatly to
our understanding of how trust in a shopping website can affect attitude toward, and
willingness to engage in, online shopping (Jarvenpaa et al., 2000; Lee and Turban, 2001).

Trust assumes the existence of some kind of relationship between two parties and
the expectation of one about the other’s behaviour in this relationship. In other words
people trust others based on their expectations of the other person. Worchel (1979) has
classified trust into three categories based on the perspectives of personality theorists,
sociologists and economists, and social psychologists. The differences between these
three perspectives on trust are summarised in Table I, along with equivalent concepts
of individual, societal and relationship trust from Kini and Choobineh (1998). They
further defined trust as the confidence and dependence on the reliability, integrity, and
truth of another party.

Trust has been recognised as a critical antecedent for electronic commerce due to its
tendency for insufficient information (information asymmetry) and the impersonal nature
of the online environment (uncertainty) (Ba, 2001). Many studies have indicated that trust
should be built before individuals engage in transactions. Nowadays the electronic
commerce marketplace is a popular trading environment. However it comes with risks.
Transactions can only be made based on a certain level of trust on the part of the
consumer (Tan and Thoen, 2000; Corbitt et al., 2003; Chong et al., 2003). Trusting intention
means that a potential online shopper is willing to expose themselves to the possibility of
loss and transact with the shopping website, that is, willing to purchase from it
(McKnight and Chervany, 2001). These insights are extended by Chaudhuri and Holbrook
(2001) who found strong evidence of a significant relationship between brand trust and
both purchase and attitudinal loyalty. Many studies have incorporated the trust construct
into the interpretation of electronic commerce models, as summarised in Table II.

Fairness theory
Equity theory draws from exchange, dissonance and social comparison theories to
make predictions about how individuals manage their relationships with others
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(Huseman et al., 1987). Although the concepts of equity, fairness, and distributive
justice were recognised as long ago as Aristotle, they were not formulated until Adams
did so in 1963. Equity theory identifies the individual’s basic needs for fairness in
social exchanges and views changes in human attitudes and behaviour as attempts to
restore fairness or equity ( Joshi, 1989). Equity theory serves as one of the major
paradigms in explaining consumer satisfaction or dissatisfaction because it addresses
the issue of a human being’s eternal quest for fairness and equity in social exchanges
(Huppertz et al., 1978; Liechty and Churchill, 1979; Swan and Mercer, 1981).

Extensive research on organisational and social fairness has identified three distinct
dimensions of fairness: distributive fairness, procedural fairness, and interactional
fairness (Tax et al., 1998; Smith et al., 1999; McColl-Kennedy and Sparks, 2003).
Distributive fairness reflects a more outcome oriented and instrumental evaluation,
while procedural and interactional fairness are more relationship oriented
(Martinez-tur et al., 2006).

Distributive fairness involves resource allocation and the perceived outcome of
exchange (Adams, 1965). Distributive justice is based on equity theory. Adams’ equity
theory (1965) is described as a classical social exchange theory, which posits that an
individual’s perception of fairness is determined by comparing the outcome/input ratio
for oneself with that of referent others. When the ratios are equal, people are satisfied.
People become unmotivated, reduce input, and/or seek change whenever they feel their

Worchel (1979) Kini and Choobineh (1998) Trust conceptualisation

Personality theorists Individual trust Trust is a belief, an expectancy of feeling that
is deeply rooted in the personality
Trust is developed on the basis of past
experience

Sociologists and
economists

Societal trust Considers the trust between individuals and
institutions
Trust is developed wherein individuals have
to trust an institution, an organisation, or
societal structures, such as a judicial system
or an educational system

Social psychologists Relationship trust Trust is an expectation of the occurrence of an
event or a relationship (Deutsch, 1960)
Trust is the willingness of one person to
increase his or her vulnerability to the actions
of another person whose behaviour he or she
cannot control. The decision to trust is a
personal decision dependent on the
individual’s expectation of the outcome (Zand,
1972)
Trust is characterised in terms of the
expectations and willingness of the trusting
party in a transaction, the risks associated
with acting on such expectations, and the
contextual factors that either enhance or
inhibit the development and maintenance of
trust (Lee and Turban, 2001)

Table I.
Three categories of trust
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inputs are not being fairly rewarded (Adams, 1965). The general view in the social
sciences, particularly in economics, suggests that people tend to evaluate the exchange
relationship primarily on the basis of outcomes (Yilmaz et al., 2004).

Thibaut and Walker’s (1975) studies of reactions to the dispute resolution process
led to the development of their theory of procedural fairness. Procedural fairness is
concerned with the processes by which outcomes are allocated or distributed among
parties in an exchange. Thibaut and Walker (1975) identified two types of control as
essential determinants of procedural fairness: control over the presentation of evidence
(process control) and control over the final decision (decision control). Leventhal (1980)
suggested six procedural fairness rules, including consistency, bias suppression,
accuracy, correctability (a mechanism to appeal decisions), representativeness, and
ethicality. Thibaut and Walker’s (1975) instrumental model of procedural justice posits
that individuals care about procedures because fair procedures are thought to lead to
fair outcomes.

Bies and Moag (1986) highlighted the interpersonal aspect of procedural justice
(referred to as interactional fairness), which emphasises the perceived fairness of
interpersonal treatment and communication. Moreover they identified truthfulness
(honesty and lack of deception), courtesy, respect for individual rights, propriety of
behaviour (without prejudice), and justified decisions as typical fair treatment (Bies
and Moag, 1986). Interactional fairness is linked directly to contemporary social
exchange theories (Cropanzano et al., 2001). Theorists argue that in social exchanges,
subjects not only consider the economic importance of outcomes, but also the quality of
the relationships among individuals.

Moreover equity theory postulates that the lack of procedural fairness or
distributive fairness leads to distress and dissatisfaction with the agents responsible

Authors Trust construct Predicted variable

Chong et al. (2003) Seller trust;
Intermediary trust

Online purchase intentions

Lee and Turban (2001) Trustworthiness of internet
merchant;
Trustworthiness of internet shopping
medium;
Contextual factors

Consumer trust in internet shopping

Ba (2001) Trust through community
responsibility system

Shopping intentions

Tan and Thoen (2000) Trust in other parties;
Trust in control mechanisms

Electronic payment and cross-border
electronic trade

Pavlou (2003) Technology Acceptance Model
construct

Transaction intentions

Gefen and Straub (2003) Technology Acceptance Model
construct;
User trust

Purchase intentions

Gefen and Straub (2004) E-trust (integrity, predictability,
ability, benevolence)

Purchase intentions
Table II.
Electronic commerce
models that include trust
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for the distribution of the resources (Leventhal, 1980). Oliver and Swan (1989a)
examined interpersonal equity and satisfaction in relation to transactions. They found
that fairness has a significant mediating role in satisfaction with the outcome and
input, suggesting that satisfaction is sensitive to both equity and the components of
equity. They also pointed out that fairness is positively related to satisfaction,
especially influencing merchant and product satisfaction (Oliver and Swan, 1989b).

Prior studies of fairness and justice predominantly applied the concept to work
environments and conflict resolution, covering topics such as job satisfaction (Lind and
Tyler, 1988; Moorman, 1991), work outcomes (Aryee et al., 2002; Ramaswami and Singh,
2003), service recovery (Smith et al., 1999; McColl-Kennedy and Sparks, 2003), and
complaint handling (Tax et al., 1998). The perception of justice is also involved in overall
customer satisfaction (Clemmer and Schneider, 1996). Despite the fact that considering
the three dimensions of fairness provides a richer portrait of the relationships between
fairness and customer satisfaction, there has been little empirical study on the topic.
Some exceptions are the studies carried out by Clemmer and Schneider (1996), Teo and
Lim (2001), and Martı́nez-tur et al. (2006). Considering distributive, procedural, and
interactional justice, Teo and Lim (2001) observed significant relationships between
these different dimensions of fairness and customer satisfaction with computer retailers.
However the possible impact of these three dimensions of fairness in regard to customer
satisfaction has rarely been discussed in the context of online shopping.

The relationship between fairness and trust in the online context
Trust is indeed a crucial component of online contexts that has been investigated in prior
research (Hoffman et al., 1999a; Ratnasingham, 1998; Gefen and Straub, 2004, 2003), both
in terms of the antecedents (Jarvenpaa et al., 1998) and consequences, such as
knowledge-sharing, the desire to exchange information, knowledge generation (Ridings
et al., 2002) and its significant effect on consumer behaviour (Schurr and Ozanne, 1985).

The presence of trust in others’ abilities, benevolence, and integrity (Kini and
Choobineh, 1998) affects information exchange in a variety of online settings. In this sense
the importance of trust in electronic contexts has also been consistently argued (Pavlou,
2003; Gefen and Straub, 2004; Eastlick et al., 2006; Bauer et al., 2006; Tsai et al., 2006). In
particular strong evidence has emerged that consumers are especially concerned about
payment security and potential fraud (Hoffman et al., 1999a; Ratnasingham, 1998).

Justice (fairness) is considered to be a key facilitator of trust (Colquitt et al., 2001).
Justice, regarded as the fundamental basis for relationship maintenance in a social
exchange (Lind et al., 1993), is an effective and readily available mechanism for dealing
with diverse uncertain circumstances (Van den Bos and Lind, 2002) such as the virtual
context. The relationship between justice and trust includes the idea that fair outcomes,
procedural, and interpersonal treatment involve the trustworthiness of the engaged
parties (Brockner et al., 1997).

Research model and hypotheses
The proposed theoretical model is shown in Figure 1. The role of satisfaction as a
predictor of intentions is critical and has been well-established in information systems,
marketing, and the reference disciplines (DeLone, 2003; Oliver, 1980; Bhattacherjee,
2001; Oliver and Swan, 1989a). There is both theoretical and empirical support for the
strong association between intentions to engage in behaviour and the actual
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behaviours (Eastlick et al., 2006; Mathieson, 1991; Vijayasarathy, 2004). Here we use
continuance intention as a surrogate for actual behaviour, and define it as “the
subjective probability that a customer will continue shopping online”. Among the
hypothesised relationships, it is predicted that consumers’ perceived trust in a vendor
and satisfaction regarding past transaction experiences will affect their continuance
intentions toward online shopping. Trust in a vendor and satisfaction, in turn, are
determined by distributive fairness, procedural fairness, and interactional fairness.
Table III lists the operational definitions of the constructs in this theoretical model.

Distributive fairness
Distributive fairness refers to the extent to which consumers feel that their invested
efforts are fair when compared to the final online shopping outcomes. Equity theory

Figure 1.
Research model

Construct Operational definition
No. of
items Reference sources

Distributive fairness Consumers’ perceptions of the
outcome correspond to their
expectation

3 McColl-Kennedy and
Sparks (2003)

Procedural fairness Consumers’ perceptions of the
process that dealt with their
transactions

3 Folger and Greenberg
(1985)

Interactional fairness Consumers’ perceptions of the
interaction with the online vendor
during their transactions

5 Folger and Greenberg
(1985)

Trust in vendor Consumers’ perceptions of the
trustworthiness of the online vendor

4 Chong et al. (2003)
Gefen et al. (2003a, b)

Satisfaction Consumers’ feelings about the online
transaction

4 Oliver et al. (1989a,b)

Continuance intentions Consumers’ intentions to buy from
the same website

3 Bhattacherjee (2001)
Mathieson (1991)

Table III.
Construct definition and
instrument development
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postulates that individuals who are fairly rewarded experience satisfaction and will be
motivated to engage in a certain behaviour (Adams, 1965). According to Kumar et al.
(1995) distributive fairness is helpful in building good relationships between customers
and vendors, which in turn will lead to customer satisfaction. While the influence of
distributive fairness on customer satisfaction has not been explicitly examined in the
study of online shopping, support for the relationships can be found in other settings.
For example Yilmaz et al. (2004) found that distributive fairness exerted a significant
influence on reseller satisfaction with suppliers. Teo and Lim (2001) found that
distributive fairness was the most important predictor of consumers’ satisfaction with
computer retailers. Accordingly the following hypotheses are proposed:

H1a. Consumers’ perceptions of distributive fairness are positively related to their
trust in online vendors.

H2a. Consumers’ perceptions of distributive fairness are positively related to their
satisfaction with shopping online.

Procedural fairness
Procedural fairness refers to the perceived fairness of policies and procedures
involved in online transactions. According to Seiders and Berry (1998) the
transaction process is an integral part of online shopping, thus e-vendors can
enhance customers’ satisfaction with online shopping by carrying out activities that
enhance customers’ perceptions of procedural justice. Folger and Greenberg (1985)
argued that the way outcomes are determined may be more important than the
actual outcomes. Previous studies have indicated that if consumers believe that the
procedures used to produce the outcomes are fair, they are likely to be satisfied with
the outcomes – even if the outcomes are considered unfair (Lind and Tyler, 1988).
Folger and Konovsky (1989) have suggested that the perception of procedural
justice enhances the probability of maintaining long-term overall satisfaction
between exchange parties. Studies have found that procedural fairness is
significantly and positively related to customer satisfaction with the purchase of
products and services (Teo and Lim, 2001; Martinez-tur et al., 2006; Clemmer and
Schneider, 1996). Accordingly the following hypotheses are proposed:

H1b. Consumers’ perceptions of procedural fairness are positively related to their
trust in online vendors.

H2b. Consumers’ perceptions of procedural fairness are positively related to their
satisfaction with shopping online.

Interactional fairness
Interactional fairness refers to the extent to which consumers feel that they have been
treated fairly by service agents throughout the online shopping process. This study
explores a shopping website’s responsiveness, focusing on the issue of consumers’
rights. Cox and Dale (2002) found that online consumers often need to contact a
customer service representative over the telephone and by other conventional
communication means. Furthermore Cho et al. (2003) argued that online consumers
might experience interactional fairness through customer service representatives’
efforts via telephone calls and email responses. Therefore interactional fairness could
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also be sustained even in an online shopping context. Since poor customer relations
and service related issues are the major complaints of online consumers (Nasir, 2004),
interactional fairness plays an important role in the success of the online transaction
process. Teo and Lim (2001) found that interactional fairness was positively and
significantly related to consumers’ satisfaction with computer retailers. Moreover
recent studies have reported that shopping websites’ responsiveness (Bauer et al.,
2006), empathy (Devaraj et al., 2003), and attentiveness – caring and individualised
attention from the e-vendor ( Jun et al., 2004) – were significantly and positively
associated with customer satisfaction with online shopping. Accordingly the following
hypotheses are proposed:

H1c. Consumers’ perceptions of interactional fairness are positively related to their
trust in online vendors.

H2c. Consumers’ perceptions of interactional fairness are positively related to their
satisfaction with shopping online.

Trust in vendors
Many empirical studies have emphasised the construct of trust while discussing
consumer intentions or behaviours in online shopping. Previous studies have shown
that trust has a positive influence on online consumers’ willingness to adopt the
technology (internet) or intentions to make a purchase from a website (Corbitt et al.,
2003). Lim (2003) indicated that there are three sources of risk in B2C electronic
commerce: technology, vendor, and product. In other words the antecedents of trust
can be the knowledge about the intermediary (internet, electronic payment, third party,
etc.), the internet vendor, and the consumer’s preconception about the product.
Jarvenpaa et al. (2000) showed that vendor reputation and size are strong predictors of
consumer trust in the vendor. Similarly word of mouth and brand image also
contribute to the formation of consumers’ perceptions of trust in vendors. The greater
the consumers’ trust, the less risk they perceive, the greater the satisfaction with their
transaction and the greater the intentions to buy online.

Trust is usually gained through the exchange of quality information, especially
through direct contact. However the major difference between conventional shopping
and e-commerce is the lack of face-to-face contact. Consumers complete the interaction
process through computer and technical interfaces. Consequently trust in e-commerce
can be identified using the Technology Acceptance Model (Gefen et al., 2003a, b;
Pavlou, 2003, 2001). Gefen et al. (2003a) found that repeat customers had greater trust
in the e-vendor, perceived the website to be more useful and easier to use, and were
more inclined to purchase from it. Their findings suggest that customers’ repurchase
intentions are influenced by both their trust in the e-vendor and their perception that
the website is useful; new customers are not influenced by perceived usefulness, but
rather by trust in e-vendors.

H3. Consumers’ trust in the vendor is positively related to their satisfaction with
online transactions.

H4. Consumers’ trust in the vendor is positively related to their intentions to
continue shopping online.
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Satisfaction
Satisfaction refers to customers’ evaluation of and affective response to the overall
experience of online shopping. Affective response is known to be associated with
intense states of arousal that lead to focused attention on specific targets and may
therefore affect ongoing behaviour (Patterson and Spreng, 1997). Oliver and Swan
theorise that satisfaction is positively associated with intentions, both directly and
indirectly, via its impact on attitude (Oliver, 1980; Oliver and Swan, 1989a). In the final
step of the satisfaction formation process, satisfaction determines intention to
patronise or not to patronise the shop in the future (Swan and Trawick, 1981). Previous
studies have provided empirical support for the relationship between customer
satisfaction and intentions in the context of B2C e-commerce (Devaraj et al., 2003; Tsai
et al., 2006; Bhattacherjee, 2001).

H5. Customer satisfaction is positively related to intentions to continue shopping
online.

Research methodology
Instrument development
All measurement items were adapted from those used in previous studies (see
Table III). A pretest of the questionnaire was performed using six experts in the
information systems field to assess its logical consistency, ease of understanding,
sequence of items, and contextual relevance. The comments collected from these
experts led to several minor modifications of the wording and the item sequence.
Furthermore a pilot study was conducted involving 20 students who had online
shopping experience. The purpose of the pilot study was to make sure that the survey
was easy for respondents to understand. Comments and suggestions on the item
contents and structure of the instrument were also solicited, and as a result the
questionnaire was further modified. Moreover a preliminary reliability analysis
showed that the Cronbach’s alpha values of all constructs exceeded 0.7
(fairness ¼ 0.776; procedural fairness ¼ 0.701; interactional fairness ¼ 0.828; trust in
vendor ¼ 0.770; satisfaction ¼ 0.804; continuous intentions ¼ 0.911), and standard
deviation of all constructs varied from 0.7 to 1.2. These results supported proceeding to
data collection. For all the measures a seven-point Likert type scale was adopted with
scores ranging from strongly disagree (1) to strongly agree (7).

Participants and procedures
The data were gathered from customers of the most popular online shopping website
in Taiwan, PChome, through a web survey. A notice about the survey was published
on a number of bulletin board systems and chat rooms. There were 268 initial
respondents, but 42 responses with missing values were deleted, so 226 eligible
respondents finished the survey within one month. Information provided by
respondents on their internet usage behaviour revealed that they were experienced
internet consumers. Table IV summarises the demographic profile of the respondents.

Concerns of common method variance
Our data were collected by using a single survey instrument, which may cause concern
about common method bias. Common method variance, variance that is attributed to the
measurement method rather than the constructs of interest, may cause systematic
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measurement error and further bias the estimates of the true relationships among
theoretical constructs (Podsakoff and Organ, 1986; Podsakoff et al., 2003; Malhotra et al.,
2006). The most widely used technique to address the issue is Harman’s one-factor test. If
a substantial amount of common method bias presents in variables, a single or general
factor that accounts for most of the variance will emerge when all the variables are
loaded together into an exploratory factor analysis (Podsakoff et al., 2003).

Accordingly all the 22 variables of this study were entered into an exploratory
factor analysis and the unrotated principal component factor analysis revealed the
existence of five distinct factors with Eigenvalues greater than 1, rather than a single
factor. The five factors collectively accounted for 66.7 percent of the total variance; the
largest factor did not account for a majority of the variance (39 percent). The results of
this analysis do not preclude the possibility of common method variance, but suggest
that common method bias is not of great concern.

Data analysis
Using LISREL confirmatory factor analysis was applied to assess the construct
reliability and validity of the six scales (distributive fairness, procedural fairness,
interactional fairness, trust in vendor, satisfaction, and continuance intentions).
Reliability was examined using the Cronbach’s alpha values. As shown in Table V all the
values were above 0.7, which is the commonly acceptable level for explanatory research.

The convergent validity of the scales was verified using two criteria suggested by
Fornell and Larcker (1981):

(1) all indicator loadings should be significant and exceed 0.7; and

(2) average variance extracted (AVE) for each construct should exceed the variance
due to measurement error for that construct (i.e. AVE should exceed 0.50).

For the current confirmatory factor analysis model, only four of the 22 loadings were
slightly below the 0.7 threshold (see Table V). AVE ranged from 0.51 to 0.78 (see
Table VI): greater than variance due to measurement error. Hence both the conditions
for convergent validity were met.

The discriminant validity of the scales was assessed using the guideline suggested
by Fornell and Larcker (1981): the square root of the AVE from the construct should be
greater than the correlation shared between the construct and other constructs in the
model. Table VI lists the correlations among the constructs, with the square root of the
AVE on the diagonal. All the diagonal values exceeded the inter-construct correlations;
hence the test of discriminant validity is acceptable. Therefore we conclude that the
scales have sufficient construct validity.

Descriptive statistics Average Standard deviation

Age (years) 28.6 5.69
Gender

Female 116 (51%) –
Male 110 (49%) –

Experience with internet (years) 7 2.47
Experience with online vendor (PChome) (years) 2.1 1.18
Shopping frequency with PChome up to survey (times) 5.4 7.82

Table IV.
Demographic details of
respondents
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Results
The structural model was tested with the data collected from the validated measures.
Five overall model-fit indexes were used: chi-square normalised by degree of freedom
(X 2/df), root mean square error of approximation (RMSEA), non-normed fit index
(NNFI), adjusted goodness-of-fit index (AGFI), and goodness-of-fit index (GFI).

Measures Mean SD Loading
Cronbach’s

alpha

Distributive fairness 0.72
DF1 I think the order handling by PChome is acceptable 5.12 1.29 0.70
DF2 I think the product quality of PChome is sufficient 4.89 1.27 0.70
DF3 I think it is worthwhile to shop on website PChome 4.99 1.11 0.74

Procedural fairness 0.81
PF1 Online vendor PChome provides explicit transaction

regulations 5.53 0.97 0.85
PF2 Online vendor PChome provides an explicit

transaction process 5.66 0.85 0.83
PF3 Online vendor PChome provides an opportunity for

aggrieved customers to have their say 5.32 0.94 0.63

Interactional fairness 0.83
IF1 Online vendor PChome provides explicit explanations

for online transaction events/ problems 4.91 0.95 0.70
IF2 I think online vendor PChome acts sincerely in dealing

with consumers 4.92 0.98 0.71
IF3 I think online vendor PChome never ignores a mail

request or a phone call 4.90 1.05 0.84
IF4 I think online vendor PChome is concerned about

customers 4.65 1.01 0.85
IF5 I think online vendor PChome respects customers. 4.84 0.98 0.46

Trust in vendor 0.75
TV1 I think online vendor PChome is honest with

customers 5.10 0.96 0.71
TV2 I believe online vendor PChome will not divulge

consumers’ personal data to other parties 5.07 1.00 0.65
TV3 I feel secure about the electronic payment system of

online vendor PChome 5.26 0.92 0.68
TV4 I know online vendor PChome provides good service 5.15 0.98 0.81

Satisfaction 0.87
SA1 I think it is pleasant to shop on the PChome website 5.11 1.02 0.81
SA2 I think it is interesting to shop on the PChome website 5.02 0.98 0.77
SA3 I like to shop on the PChome website 4.81 1.04 0.76
SA4 I am satisfied with my shopping on the PChome

website 5.23 1.05 0.82

Continuance intentions 0.91
CI1 In the future I intend to continue shopping on the

PChome website 5.35 0.94 0.91
CI2 In the future I will probably shop on the PChome

website 5.37 0.93 0.87
CI3 In the future I will shop on the PChome website as

much as I can 5.31 0.93 0.87

Table V.
Summary of

measurement scales
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Table VII presents the goodness-of-fit measures and acceptable references based on the
work by Hair et al. (1998); the fit indices are within accepted thresholds.

The significance of individual paths is shown in Figure 2. The results of this study
support the majority of the proposed hypotheses, which are summarised in Table VIII.
Five out of the nine paths exhibit a p-value less than 0.001 and one exhibits a p-value
less than 0.05, while the remaining three are not significant at the 0.05 level of
significance. The R-square values show that distributive fairness, procedural fairness,
and interactional fairness account for 41 percent of the variance of trust in the vendor
and 58 percent of consumer satisfaction. Trust in the vendor and consumer satisfaction

AVE DF PF IF TV SA CI

DF 0.51 0.71
PF 0.60 0.47 0.78
IF 0.53 0.47 0.53 0.73
TV 0.51 0.51 0.50 0.55 0.72
SA 0.62 0.63 0.53 0.58 0.65 0.79
CI 0.78 0.54 0.49 0.48 0.60 0.74 0.88

Table VI.
Inter-construct
correlations

Goodness measures Measured values Recommended values

X 2/df 1.78 , 2
RMSEA 0.048 , 0.05
NNFI 0.94 . 0.9
AGFI 0.85 . 0.8
GFI 0.9 . 0.9

Notes: Fit statistics: x 2 = 351.85, d.f. ¼ 197; All measures are significant at p , 0.01
Table VII.
Goodness-of-fit measures

Figure 2.
Results of the research
model
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account for 57 percent of the variance of consumers’ continuance intentions toward
online shopping.

Discussion
The study outlines the complex process in which trust, the three dimensions of fairness,
and satisfaction influence customers’ intentions to continue shopping online. Distributive
fairness is defined as what the customer receives as output in an exchange, as judged in
comparison with others. It is not easy for a consumer to obtain the transaction results of
others; however most customers refer to discussions, suggestions, or complaints posted
by others on discussion boards/forums before engaging in an exchange with online
vendors. These two significant positive relationships (i.e. the effects of distributive
fairness on trust in vendors and satisfaction) echo prior studies (Adams, 1965; Kumar
et al., 1995; Teo and Lim, 2001; Yilmaz et al., 2004) which state that distributive fairness
is helpful in maintaining good relationships between consumers and e-vendors, and
increasing consumers’ trust in vendors and satisfaction. The more information
consumers can get, the more faith they will have in the vendor and the more satisfied
they will be with online transactions. With the advancement of communication and
information technologies, it is becoming easier for consumers to compare prices and
general information online and exchange information regarding their shopping
experiences at electronic marketplaces. Consumers will not trade with a vendor if they
find other vendors offering cheaper and better deals.

The positive effect of procedural fairness on trust in vendors is significant. However
it is not significant in relation to satisfaction. This can be explained by a two factor
model of motivation proposed by Herzberg et al. (1959). Levels of employee job
satisfaction are a function of intrinsic and extrinsic factors. The presence of intrinsic
factors or motivators, such as achievement and recognition, contributes to job
satisfaction. The absence of extrinsic or hygiene factors, such as pay and job security,
produces job dissatisfaction. Herzberg et al. (1959) found that the presence of extrinsic
factors did not necessarily create satisfaction, but the absence of these factors did
create dissatisfaction. Accordingly the positive association may show that procedural
fairness acts as a hygiene factor. The items used to measure procedural fairness are
related to the process and procedures used to carry out online transactions. In
particular most shopping procedures are similar and inclined to be standard for online
shops. All e-vendors demonstrate their processes, procedures, and related regulations

Independent variable Dependent variable Path coefficient t-value R 2 Test results

H1a Distributive fairness Trust in vendor 0.4 * * 3.67 0.41 Supported
H1b Procedural fairness 0.19 * 2.15 Supported
H1c Interactional fairness 0.34 * * 3.42 Supported
H2a Distributive fairness Satisfaction 0.43 * * 4.09 0.58 Supported
H2b Procedural fairness 0.09 1.25 Not supported
H2c Interactional fairness 0.07 0.85 Not supported
H3 Trust in vendor 0.42 * * 3.70 Supported
H4 Trust in vendor Continuance intentions 0.08 0.68 0.57 Not supported
H5 Satisfaction 0.77 * * 6.43 Supported

Notes: * * p , 0.01; * p , 0.05

Table VIII.
Results of hypothesis

testing
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in statements on webpages. Those statements are quite common and there is not much
difference among e-vendors. A minimal level of procedural fairness needs to be offered,
and an increase in procedural performance does not lead to higher satisfaction. For
consumers these statements are important and necessary but are not the key issue
affecting their intentions. This is why procedural fairness can be considered a hygiene
factor for online shops. Customers take these for granted; therefore procedural fairness
does not have a vital impact on increasing customers’ satisfaction.

These findings reveal that interactional fairness had a significant positive impact on
trust in vendors. Similarly there was an insignificant but positive impact on
satisfaction. This is in agreement with prior findings that interactional fairness is the
strongest predictor of trust (Tax et al., 1998), and complies with previous works stating
that interactional fairness is positively related to consumer satisfaction (Cho et al.,
2003; Teo and Lim, 2001). However internet consumers have no chance to observe
vendors face to face. They feel satisfied whenever they contact e-vendors via telephone,
internet, or any communication channel if a response is received in a timely and
acceptable manner. Both effects suggest the necessity for e-vendors to establish
channels through which consumers can have their say, and pay attention to all useful
opinions, suggestions and complaints. More importantly e-vendors should convey
clearly to consumers that their participation is valued and could make a difference.

Our results show that consumer satisfaction has a strong positive effect on the
intention to continue shopping online. This finding echoes those of previous studies
(Oliver and Swan, 1989a, b). Consumer satisfaction is mainly based on consumers’ past
transaction experiences with the vendor. The more satisfactory experiences the
consumer has, the greater the likelihood they will return to keep trading with the same
vendor. Due to the diverse interests of consumers, their satisfaction should be assessed
based on multiple dimensions. Therefore e-vendors need to do more to increase the
level of consumer satisfaction, such as post-service, specific promotions for frequent
buyers, and showing deep concern for all customers, etc.

Earlier studies have indicated that the effect of trust on repurchase intentions tends
to be significantly positive. Our results differ slightly from previous studies. The
relationship between trust and further shopping intentions remains positive but is not
significant in this study. This implies that consumers shop with misgivings. This
might be explained by looking at the items used to measure trust in the questionnaire.
Two of four items measuring consumers’ trust in vendors deal with privacy concerns,
i.e. TV2 and TV3. Privacy concerns are always a key factor that deters consumers from
making transactions on the internet. Several studies have raised this issue and
validated the perceptions of consumers (Milne and Boza, 1999; Eastlick et al., 2006). In
many respects consumers’ privacy concerns not only involve using credit cards online,
but also e-vendors’ use of data, for example profiling and transferring user data to third
parties. Milne and Boza (1999) further highlighted that improving consumers’ trust
would not reduce consumers’ privacy concerns. This was also empirically
demonstrated by Eastlick et al. (2006) who showed the negative influence of privacy
concerns on internet purchasing. Moreover the consumers’ strong continuance
intentions indicated subjective willingness to shop online, showing that the overall
benefits customers received outweigh the cost they pay when adopting an online
channel. For example convenience, price advantage, time-saving, ease of use, etc, are
possible factors that influence consumers’ continuance intentions. These benefits are
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not addressed in this study but still increase satisfaction and continuance intentions.
Therefore the insignificant positive relationship between trust in the vendor and
continuance intentions is meaningful. It reveals that consumers like shopping online
even though they do have security/privacy concerns.

Conclusions and future research
This study makes two major contributions to e-commerce research. We conclude this
paper by considering two points of view: the theoretical and the practical.

From a theoretical point of view, this study provides researchers with a
comprehensive theoretical framework of the antecedents that drive customer
motivation to continue shopping with a particular online vendor. The model we
propose not only extends the concept of fairness into the domain of e-commerce, but also
provides insight into what respondents consider antecedents to trust and satisfaction,
and which factors further affect consumers’ shopping behaviours. Fairness is a good
point of view from which to investigate any exchange relationship and rarely discussed
in previous B2C models. We have demonstrated that online trust and satisfaction can be
explained by the prerequisite factor of fairness. The result complies with previous
studies investigating trust: all suggest that online trust positively influences consumers
to continue shopping online (Stewart, 2003; Heijden et al., 2003). However we focus on
consumers’ trust in vendors and investigate from the perspective of fairness. The results
with insignificant affects show that consumers may not entirely trust vendors and once
again align with previous studies. For example online shoppers distrust not only the
e-vendors (Fukuyama, 1995; Urban et al., 2000) and their payment systems (Baker, 1999;
Hoffman et al., 1999a), but also the nature of the internet and online shopping (Hoffman
et al., 1999b; Schoder and Yin, 2000). Consumers continue shopping online, for the most
part, because they are satisfied. This affirms that satisfaction is the strongest predictor in
assessing consumers’ behaviours in the electronic marketplace (Eastlick et al., 2006;
Martinez-tur et al., 2006; Tsai et al., 2006); satisfaction is multidimensional and it is more
complicated than trust as defined and used in a traditional marketplace.

From a practical point of view, this study suggests that two dimensions of fairness
– distributive fairness and interactional fairness – are important to consumers in the
process of building trust in vendors and developing transaction satisfaction. The
implication is that efforts should be made to provide consumers with better
communication channels, and to provide better quality products that will increase
consumers’ satisfaction and willingness to continue shopping online. Comparing trust
to satisfaction, the later is a necessary factor in affecting continuance intentions; the
former is a sufficient condition. It gives us an insight into consumers’ privacy concerns
regarding online shopping. E-vendors might need to bear in mind that consumers
never lose their privacy concerns no matter how much experience they have or how
satisfied they are on the internet. Generally speaking technical trustworthiness is
treated as the most essential factor in gaining consumers’ trust in vendors. The results
of this study strongly suggest that e-vendors should make systematic attempts to
gather customers’ feedback on web design to ensure websites are used the way they
were designed to be. In addition to performance considerations, it is vital to ensure that
customers’ privacy and data security are well protected when adopting e-commerce
technology. Every possible effort needs to be made in order to increase customers’ trust
toward online vendors; indirectly this might reduce customers’ risk perceptions of
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online purchases. For example e-vendors may provide diverse payment modes,
particularly the application of delivery against acceptance. This practice is fairly
common in the business world and can be carried out either by credit card or cash. This
provides buyers with the assurance and protection that they will ultimately receive
what they initially purchased. It also eliminates a lot of risk that the buyer might
encounter if they had to pay upfront for the items or services that were obtained. In the
long run satisfaction is the main factor that e-vendors should pay the most attention to;
it can be attained via building consumers’ trust and fairness to strengthen the customer
relationship in the virtual marketplace.

One potential limitation of this study is the applicability of the results to diverse
online contexts. Future research using this model in other online shopping settings
should consider the generalisation of these results. Other variables, such as product
type and price, may also have moderating effects on the relationships between drivers
and continuous intentions. Our results reveal that most consumers intend to shop
online for products with low unit prices rather than luxury items. A consumer’s level of
trust or willingness could vary according to product price or type. Identifying present
consumers’ online intentions can help businesses make considerable profits. This
important issue is challenging and merits further investigation with other variables to
enhance the generalisation.

References

Adams, J.S. (1965), Inequity in Social Exchange, Academic Press, New York, NY.

Aryee, S., Budhwar, P.S. and Chen, Z.X. (2002), “Trust as a mediator of the relationship between
organizational justice and work outcomes: test of a social exchange model”, Journal of
Organizational Behavior, Vol. 23 No. 3, pp. 267-85.

Ba, S. (2001), “Establishing online trust through a community responsibility system”, Decision
Support Systems, Vol. 31 No. 3, pp. 323-36.

Ba, S. and Pavlou, P.A. (2002), “Evidence of the effect of trust building technology in electronic
markets: price premiums and buyer behavior”, MIS Quarterly, Vol. 26 No. 3, pp. 243-68.

Baker, C. (1999), “An analysis of fraud on the internet”, Internet Research, Vol. 9 No. 5, pp. 348-60.

Bauer, H.H., Falk, T. and Hammerschmidt, M. (2006), “eTransQual: a transaction process-based
approach for capturing service quality in online shopping”, Journal of Business Research,
Vol. 59 No. 7, pp. 866-75.

Bhattacherjee, A. (2001), “An empirical analysis of the antecedents of electronic commerce
service continuance”, Decision Support Systems, Vol. 32 No. 2, pp. 201-14.

Bies, R.J. and Moag, J.S. (1986), “Interactional justice: communication criteria of fairness”,
Research on Negotiation in Organizations, Vol. 1 No. 1, pp. 43-55.

Brockner, J., Siegel, P., Daly, J., Tyler, T. and Martin, C. (1997), “When trust matters:
the moderating effect of outcome favorability”, Administrative Science Quarterly, Vol. 42
No. 3, pp. 558-83.

Chaudhuri, A. and Holbrook, M. (2001), “The chain of effects from brand trust and brand affect to
brand performance: the role of brand loyalty”, The Journal of Marketing, Vol. 65 No. 2,
pp. 81-93.

Cho, Y., Im, I. and Hiltz, R. (2003), “The impact of e-services failures and customer complaints on
electronic commerce relationship management”, Journal of Consumer Satisfaction,
Dissatisfaction and Complaining Behavior, Vol. 16, pp. 106-18.

OIR
36,1

120

D
ow

nl
oa

de
d 

by
 N

at
io

na
l C

hi
ny

i I
ns

tit
ut

e 
of

 T
ec

hn
ol

og
y 

A
t 2

2:
08

 2
9 

Ja
nu

ar
y 

20
18

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS0065-2601%2808%2960108-2&citationId=p_1
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&system=10.1108%2F10662249910297750&isi=000084053800003&citationId=p_5
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F2393738&isi=A1997YC21900007&citationId=p_9
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1002%2Fjob.138&isi=000175207100003&citationId=p_2
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1002%2Fjob.138&isi=000175207100003&citationId=p_2
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2Fj.jbusres.2006.01.021&isi=000238523300009&citationId=p_6
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS0167-9236%2800%2900144-5&isi=000169714700004&citationId=p_3
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS0167-9236%2800%2900144-5&isi=000169714700004&citationId=p_3
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1509%2Fjmkg.65.2.81.18255&isi=000167974900006&citationId=p_10
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS0167-9236%2801%2900111-7&isi=000172056500009&citationId=p_7
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F4132332&isi=000177791000005&citationId=p_4


Chong, B., Yang, Z. and Wong, M. (2003), “Asymmetrical impact of trustworthiness attributes on
trust, perceived value and purchase intention: a conceptual framework for cross-cultural
study on consumer perception of online auction”, Proceedings of the 5th International
Conference on Electronic Commerce, Pittsburgh, Pennsylvania, ACM Press, New York, NY,
pp. 213-9.

Clemmer, E.C. and Schneider, B. (1996), “Fair service”, in Swartz, T.A., Bowen, D.E. and Brown, S.W.
(Eds), Advances in Services Marketing and Management: Research and Practice, Vol. 5,
JAI Press, Greenwich, CT, pp. 109-26.

Collier, J. and Bienstock, C. (2006), “How do customers judge quality in an e-tailer?”, MIT Sloan
Management Review, Vol. 48 No. 1, pp. 35-40.

Colquitt, J., Conlon, D., Wesson, M., Porter, C. and Ng, K. (2001), “Justice at the millennium:
a meta-analytic review of 25 years of organizational justice research”, Journal of Applied
Psychology, Vol. 86 No. 3, pp. 425-45.

Corbitt, B.J., Thanasankit, T. and Yi, H. (2003), “Trust and e-commerce: a study of consumer
perceptions”, Electronic Commerce Research and Applications, Vol. 2 No. 3, pp. 203-15.

Cox, J. and Dale, B.G. (2002), “Key quality factors in web site design and use: an examination”,
International Journal of Quality & Reliability Management, Vol. 19 No. 7, pp. 862-88.

Cropanzano, R., Rupp, D.E., Mohler, C.J. and Schminke, M. (2001), “Three roads to organizational
justice”, in Ferris, J. (Ed.), Research in Personnel and Human Resources Management,
Vol. 20, JAI Press, Greenwich, CT, pp. 1-113.

Dasgupta, P. (1988), “Trust as a commodity”, in Gambetta, D. (Ed.), Trust: Making and Breaking
Cooperative Relations, Basil Blackwell, New York, NY, pp. 49-72.

DeLone, W.H. (2003), “The DeLone and McLean model of information systems success: a ten-year
update”, Journal of Management Information Systems, Vol. 19 No. 4, pp. 9-30.

Deutsch, M. (1960), “The effect of motivational orientation upon trust and suspicion”, Human
Relations, Vol. 13 No. 2, pp. 123-39.

Devaraj, S., Fan, M. and Kohli, R. (2003), “Antecedents of B2C channel satisfaction and
preference: validating e-commerce metrics”, Information Systems Research, Vol. 13 No. 3,
pp. 316-33.

Diekmann, K.A., Barsness, Z.I. and Sondak, H. (2004), “Uncertainty, fairness perceptions, and job
satisfaction: a field study”, Social Justice Research, Vol. 17 No. 3, pp. 237-55.

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

Eastlick, M.A., Lotz, S.L. and Warrington, P. (2006), “Understanding online B-to-C relationships:
an integrated model of privacy concerns, trust, and commitment”, Journal of Business
Research, Vol. 59 No. 8, pp. 877-86.

Evans, P.F., Sehgal, V., Bugnaru, C. and McGowan, B. (2009), “US eCommerce forecast: 2008 to
2013”, available at: www.199it.com/wp-content/uploads/2010/06/002284.forrester.
usonlineretailforecast.pdf (accessed 21 September 2011).

Folger, R. and Greenberg, J. (1985), “Procedural justice: an interpretive analysis of personnel
systems”, in Rowland, K. and Ferris, G. (Eds), Research in Personnel and Human
Resources Management, JAI Press, Greenwich, CT, pp. 141-83.

Folger, R. and Konovsky, M.A. (1989), “Effects of procedural and distributive justice on reactions
to pay raise decisions”, The Academy of Management Journal, Vol. 32 No. 1, pp. 115-30.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

Exploring
continuance

intentions

121

D
ow

nl
oa

de
d 

by
 N

at
io

na
l C

hi
ny

i I
ns

tit
ut

e 
of

 T
ec

hn
ol

og
y 

A
t 2

2:
08

 2
9 

Ja
nu

ar
y 

20
18

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1037%2F0021-9010.86.3.425&isi=000170878300006&citationId=p_15
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1037%2F0021-9010.86.3.425&isi=000170878300006&citationId=p_15
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1023%2FB%3ASORE.0000041292.38626.2f&citationId=p_23
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1145%2F948005.948033&citationId=p_12
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1145%2F948005.948033&citationId=p_12
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS1567-4223%2803%2900024-3&citationId=p_16
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1080%2F07421222.2003.11045748&isi=000181700200002&citationId=p_20
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F1251829&isi=A1997WT80400003&citationId=p_24
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS1067-5671%2896%2905053-6&citationId=p_13
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F256422&isi=A1989T388100006&citationId=p_28
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&system=10.1108%2F02656710210434784&citationId=p_17
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1177%2F001872676001300202&isi=A1960CCW4500002&citationId=p_21
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1177%2F001872676001300202&isi=A1960CCW4500002&citationId=p_21
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2Fj.jbusres.2006.02.006&isi=000238782000001&citationId=p_25
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2Fj.jbusres.2006.02.006&isi=000238782000001&citationId=p_25
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&isi=000241152600009&citationId=p_14
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&isi=000241152600009&citationId=p_14
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F3151312&isi=A1981LC54900004&citationId=p_29
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&system=10.1016%2FS0742-7301%2801%2920001-2&citationId=p_18
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1287%2Fisre.13.3.316.77&isi=000177971400006&citationId=p_22


Fukuyama, F. (1995), Trust: The Social Virtues and the Creation of Prosperity, Free Press,
New York, NY.

Gefen, D. and Straub, D. (2003), “Managing user trust in B2C e-services”, e-Service Journal, Vol. 2
No. 2, pp. 7-24.

Gefen, D. and Straub, D.W. (2004), “Consumer trust in B2C e-commerce and the importance of
social presence: experiments in e-products and e-services”, Omega – International Journal
of Management Science, Vol. 32 No. 6, pp. 407-24.

Gefen, D., Karahanna, E. and Straub, D.W. (2003a), “Potential and repeat e-consumers: the role of
and trust vis-à-vis TAM”, IEEE Transactions on Engineering Management, Vol. 50 No. 3,
pp. 307-21.

Gefen, D., Karahanna, E. and Straub, D.W. (2003b), “Trust and TAM in online shopping:
an integrated model”, MIS Quarterly, Vol. 27 No. 1, pp. 51-90.

Grabner-Kraeuter, S. (2002), “The role of consumers’ trust in online shopping”, Journal of
Business Ethics, Vol. 39 No. 1, pp. 43-50.

Hair, J.F., Anderson, R.E., Tatham, R.L. and Black, W.C. (1998), Multivariate Data Analysis,
5th ed., Prentice Hall, Upper Saddle River, NJ.

Heijden, H.V.d., Verhagen, T. and Creemers, M. (2003), “Understanding online purchase
intentions: contributions from technology and trust perspectives”, European Journal of
Information Systems, Vol. 12 No. 1, pp. 41-8.

Herzberg, F., Mausner, B. and Snyderman, B.B. (1959), TheMotivation toWork, Wiley, New York,
NY.

Hoffman, D.L., Novak, T.P. and Peralta, M.A. (1999a), “Building consumer trust in online
environments: the case for information privacy”, Communications of the ACM, Vol. 40
No. 4, pp. 80-5.

Hoffman, D.L., Novak, T.P. and Peralta, M.A. (1999b), “Information privacy in the marketspace:
implications for the commercial uses of anonymity on the web”, The Information Society,
Vol. 15 No. 2, pp. 129-39.

Huppertz, J.W., Arenson, S.J. and Evans, R.H. (1978), “An application of equity theory to
buyer-seller exchange situations”, Journal of Marketing Research, Vol. 15 No. 2, pp. 250-60.

Huseman, R.C., Hatfield, J.D. and Miles, E.W. (1987), “A new perspective on equity theory: the
equity sensitivity construct”, Academy of Management Review, Vol. 12 No. 2, pp. 222-33.

Jarvenpaa, S., Knoll, K. and Leidner, D. (1998), “Is anybody out there? Antecedents of trust in
global virtual teams”, Journal of Management Information Systems, Vol. 14 No. 4,
pp. 29-64.

Jarvenpaa, S.L., Tractinsky, N. and Vitale, M. (2000), “Consumer trust in an internet store”,
Information Technology and Management, Vol. 1 No. 1, pp. 45-71.

Joshi, K. (1989), “The measurement of fairness or equity perceptions of management information
systems users”, MIS Quarterly, Vol. 13 No. 3, pp. 343-58.

Jun, M., Yang, Z. and Kim, D. (2004), “Customers’ perceptions of online retailing service quality
and their satisfaction”, International Journal of Quality & Reliability Management, Vol. 21
No. 8, pp. 817-40.

Kini, A. and Choobineh, J. (1998), “Trust in electronic commerce: definition and theoretical
considerations”, Proceedings of the Thirty-First Annual Hawaii International Conference
on System Sciences, IEEE, Los Alamitos, CA, pp. 51-61.

Koufaris, M. (2002), “Applying the technology acceptance model and flow theory to online
consumer behavior”, Information Systems Research, Vol. 13 No. 2, pp. 205-20.

OIR
36,1

122

D
ow

nl
oa

de
d 

by
 N

at
io

na
l C

hi
ny

i I
ns

tit
ut

e 
of

 T
ec

hn
ol

og
y 

A
t 2

2:
08

 2
9 

Ja
nu

ar
y 

20
18

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F249010&isi=A1989CC00400007&citationId=p_45
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F30036519&isi=000181423100004&citationId=p_34
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&isi=A1987G677600001&citationId=p_42
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2979%2Fesj.2003.2.2.7&citationId=p_31
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&system=10.1108%2F02656710410551728&citationId=p_46
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1023%2FA%3A1016323815802&isi=000176809500006&citationId=p_35
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1023%2FA%3A1016323815802&isi=000176809500006&citationId=p_35
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1145%2F299157.299175&isi=000079418000022&citationId=p_39
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1080%2F07421222.1998.11518185&citationId=p_43
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2Fj.omega.2004.01.006&isi=000224193400001&citationId=p_32
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2Fj.omega.2004.01.006&isi=000224193400001&citationId=p_32
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1109%2FHICSS.1998.655251&citationId=p_47
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1109%2FHICSS.1998.655251&citationId=p_47
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1080%2F019722499128583&isi=000081239500007&citationId=p_40
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1023%2FA%3A1019104520776&citationId=p_44
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1109%2FTEM.2003.817277&isi=000185838300006&citationId=p_33
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1287%2Fisre.13.2.205.83&isi=000175929200007&citationId=p_48
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1057%2Fpalgrave.ejis.3000445&isi=000182030400005&citationId=p_37
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1057%2Fpalgrave.ejis.3000445&isi=000182030400005&citationId=p_37
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F3151255&isi=A1978FA46600008&citationId=p_41


Kumar, N., Scheer, L.K. and Steenkamp, J. (1995), “The effects of supplier fairness on vulnerable
resellers”, Journal of Marketing Research, Vol. 32 No. 1, pp. 54-65.

Lee, M.K.O. and Turban, E. (2001), “A trust model for consumer internet shopping”, International
Journal of Electronic Commerce, Vol. 6 No. 1, pp. 75-91.

Leventhal, G.S. (1980), “What should be done with equity theory”, in Gergen, K.J., Greenberg, M.S.
and Willis, R.W. (Eds), Social Exchanges: Advances in Theory and Research, Plenum Press,
New York, NY, pp. 27-55.

Liechty, M.G. and Churchill, G.A. (1979), “Conceptual insights into consumer satisfaction with
services”, in Beckwith, N., Houston, M., Middlestaedt, R., Monroe, K.B. and Ward, S. (Eds),
Educators Conference Proceedings, American Marketing Association, Chicago, IL,
pp. 509-15.

Lim, N. (2003), “Consumers’ perceived risk: sources versus consequences”, Electronic Commerce
Research and Applications, Vol. 2 No. 3, pp. 216-28.

Lind, E.A. and Tyler, T.R. (1988), The Social Psychology of Procedural Justice, Plenum Press,
New York, NY.

Lind, E.A., Kulik, C.T., Ambrose, M. and de Vera Park, M.V. (1993), “Individual and corporate
dispute resolution: using procedural fairness as a decision heuristic”, Administrative
Science Quarterly, Vol. 38 No. 2, pp. 224-51.

McColl-Kennedy, J.R. and Sparks, B.A. (2003), “Application of fairness theory to service failures
and service recovery”, Journal of Service Research, Vol. 5 No. 3, pp. 251-65.

McKnight, D. and Chervany, N. (2001), “What trust means in e-commerce customer relationships:
an interdisciplinary conceptual typology”, International Journal of Electronic Commerce,
Vol. 6 No. 2, pp. 35-59.

Malhotra, N.K., Kim, S.S. and Patil, A. (2006), “Common method variance in IS research:
a comparison of alternative approaches and a reanalysis of past research”, Management
Science, Vol. 52 No. 12, pp. 1865-83.

Martinez-tur, V., Peiro, J.M., Ramos, J. and Moliner, C. (2006), “Justice perceptions as predictors of
customer satisfaction: the impact of distributive, procedural, and interactional justice”,
Journal of Applied Social Psychology, Vol. 36 No. 1, pp. 100-19.

Mathieson, K. (1991), “Predicting user intentions: comparing the technology acceptance model
with the theory of planned behavior”, Information Systems Research, Vol. 2 No. 3,
pp. 173-91.

Milne, G.R. and Boza, M.E. (1999), “Trust and concern in consumers’ perceptions of marketing
information management practices”, Journal of Interactive Marketing, Vol. 13 No. 1,
pp. 5-24.

Moorman, C., Zaltman, G. and Deshpande, R. (1992), “Relationships between providers and users
of market research – the dynamics of trust within and between organizations”, Journal of
Marketing Research, Vol. 29 No. 3, pp. 314-28.

Moorman, C., Deshpande, R. and Zaltman, G. (1993), “Factors affecting trust in market research
relationships”, Journal of Marketing, Vol. 57 No. 1, pp. 81-101.

Moorman, R.H. (1991), “Relationship between organizational justice and organizational
citizenship behaviors: do fairness perceptions influence employee citizenship?”, Journal
of Applied Psychology, Vol. 76 No. 6, pp. 845-55.

Morgan, R.M. and Hunt, S.D. (1994), “The commitment-trust theory of relationship marketing”,
Journal of Marketing, Vol. 58 No. 3, pp. 20-38.

Nasir, V.A. (2004), “E-consumer complaints about online stores”, Journal of Consumer
Satisfaction, Dissatisfaction and Complaining Behavior, Vol. 17, pp. 68-87.

Exploring
continuance

intentions

123

D
ow

nl
oa

de
d 

by
 N

at
io

na
l C

hi
ny

i I
ns

tit
ut

e 
of

 T
ec

hn
ol

og
y 

A
t 2

2:
08

 2
9 

Ja
nu

ar
y 

20
18

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1177%2F1094670502238918&citationId=p_56
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1287%2Fisre.2.3.173&isi=000209837200001&citationId=p_60
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1037%2F0021-9010.76.6.845&isi=A1991GT80300011&citationId=p_64
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1037%2F0021-9010.76.6.845&isi=A1991GT80300011&citationId=p_64
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F3152110&isi=A1995QE92600005&citationId=p_49
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS1567-4223%2803%2900025-5&citationId=p_53
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS1567-4223%2803%2900025-5&citationId=p_53
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1080%2F10864415.2001.11044235&isi=000173411800004&citationId=p_57
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1002%2F%28SICI%291520-6653%28199924%2913%3A1%3C5%3A%3AAID-DIR2%3E3.0.CO%3B2-9&citationId=p_61
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1080%2F10864415.2001.11044227&isi=000171494200006&citationId=p_50
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1080%2F10864415.2001.11044227&isi=000171494200006&citationId=p_50
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F1252308&isi=A1994NW35300002&citationId=p_65
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1007%2F978-1-4899-2115-4&citationId=p_54
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1287%2Fmnsc.1060.0597&isi=000243077000005&citationId=p_58
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1287%2Fmnsc.1060.0597&isi=000243077000005&citationId=p_58
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F3172742&isi=A1992JE83200003&citationId=p_62
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F3172742&isi=A1992JE83200003&citationId=p_62
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1007%2F978-1-4613-3087-5_2&citationId=p_51
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F2393412&isi=A1993LJ03100003&citationId=p_55
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F2393412&isi=A1993LJ03100003&citationId=p_55
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1111%2Fj.0021-9029.2006.00005.x&isi=000236554400005&citationId=p_59
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F1252059&isi=A1993KH92100006&citationId=p_63


Oliver, R. (1980), “A cognitive model of the antecedents and consequences of satisfaction
decisions”, Journal of Marketing Research, Vol. 17 No. 4, pp. 460-9.

Oliver, R. and Swan, J. (1989a), “Consumer perceptions of interpersonal equity and satisfaction in
transactions: a field survey approach”, The Journal of Marketing, Vol. 53 No. 2, pp. 21-35.

Oliver, R.L. and Swan, J.E. (1989b), “Equity and disconfirmation perceptions as influences on
merchant and product satisfaction”, Journal of Consumer Research, Vol. 16 No. 3, pp. 372-83.

Patterson, P.G. and Spreng, R.A. (1997), “Modelling the relationship between perceived value,
satisfaction and repurchase intentions in a business-to-business, services context:
an empirical examination”, International Journal of Service Industry Management, Vol. 8
No. 5, pp. 414-34.

Pavlou, P.A. (2001), “Integrating trust in electronic commerce with the technology acceptance
model: model development and validation”, in DeGross, J. (Ed.), Proceedings of the
7th Americas Conference on Information Systems, ACM, New York, NY, pp. 816-22.

Pavlou, P.A. (2003), “Consumer acceptance of electronic commerce: integrating trust and risk
with the technology acceptance model”, International Journal of Electronic Commerce,
Vol. 7 No. 3, pp. 101-34.

Podsakoff, P.M. and Organ, D.W. (1986), “Self-reports in organizational research: problems and
prospects”, Journal of Management, Vol. 12 No. 4, pp. 531-44.

Podsakoff, P.M., MacKenzie, S.B., Lee, J.Y. and Podsakoff, N.P. (2003), “Common method biases
in behavioral research: a critical review of the literature and recommended remedies”,
Journal of Applied Psychology, Vol. 88 No. 5, pp. 879-903.

Ramaswami, S.N. and Singh, J. (2003), “Antecedents and consequences of merit pay fairness for
industrial salespeople”, Journal of Marketing, Vol. 67 No. 4, pp. 46-66.

Ratnasingham, P. (1998), “The importance of trust in electronic commerce”, Internet Research,
Vol. 8 No. 4, pp. 313-21.

Ridings, C., Gefen, D. and Arinze, B. (2002), “Some antecedents and effects of trust in virtual
communities”, The Journal of Strategic Information Systems, Vol. 11 Nos 3-4, pp. 271-95.

Schoder, D. and Yin, P.L. (2000), “Building firm trust online”, Communications of the ACM,
Vol. 43 No. 12, pp. 73-9.

Schurr, P. and Ozanne, J. (1985), “Influences on exchange processes: buyers’ preconceptions of a
seller’s trustworthiness and bargaining toughness”, Journal of Consumer Research, Vol. 11
No. 4, pp. 939-53.

Seiders, K. and Berry, L.L. (1998), “Service fairness: what it is and why it matters”, Academy of
Management Executive, Vol. 12 No. 2, pp. 8-20.

Smith, A.K., Bolton, R.N. and Wagner, J. (1999), “A model of customer satisfaction with service
encounters involving failure and recovery”, Journal of Marketing Research, Vol. 36 No. 3,
pp. 356-72.

Stewart, K. (2003), “Trust transfer on the World Wide Web”, Organization Science, Vol. 14 No. 1,
pp. 5-17.

Strub, P.J. and Priest, T.B. (1976), “Two patterns of establishing trust: the marijuana user”,
Sociological Focus, Vol. 9 No. 4, pp. 399-411.

Swan, J. and Nolan, J. (1985), “Gaining customer trust: a conceptual guide for the salesperson”,
Journal of Personal Selling and Sales Management, Vol. 5 No. 2, pp. 39-48.

Swan, J.E. and Mercer, A.A. (1981), “Consumer satisfaction as a function of equity and
disconfirmation”, in Hunt, H.K. and Day, R.L. (Eds), Conceptual and Empirical
Contributions to Consumer Satisfaction and Complaining Behaviour, School of Business,
Indiana University, Bloomington, IN, pp. 2-8.

OIR
36,1

124

D
ow

nl
oa

de
d 

by
 N

at
io

na
l C

hi
ny

i I
ns

tit
ut

e 
of

 T
ec

hn
ol

og
y 

A
t 2

2:
08

 2
9 

Ja
nu

ar
y 

20
18

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1509%2Fjmkg.67.4.46.18690&isi=000185853700004&citationId=p_75
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1086%2F209028&isi=A1985AFN5200008&citationId=p_79
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1080%2F00380237.1976.10570947&citationId=p_83
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F1251411&isi=A1989U217100002&citationId=p_68
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&isi=000182935400005&citationId=p_72
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&system=10.1108%2F10662249810231050&isi=000076359100004&citationId=p_76
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1086%2F209223&isi=A1989CN82800011&citationId=p_69
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1177%2F014920638601200408&isi=A1986G162600007&citationId=p_73
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS0963-8687%2802%2900021-5&isi=000180056700005&citationId=p_77
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F3152082&isi=000081965400005&citationId=p_81
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&system=10.1108%2F09564239710189835&isi=000071441000005&citationId=p_70
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1037%2F0021-9010.88.5.879&isi=000185539000008&citationId=p_74
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1145%2F355112.355127&isi=000165515700022&citationId=p_78
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1287%2Forsc.14.1.5.12810&isi=000183128400002&citationId=p_82
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F3150499&isi=A1980KR80300005&citationId=p_67


Swan, J.E. and Trawick, I.F. (1981), “Disconfirmation of expectations and satisfaction with a
retail service”, Journal of Retailing, Vol. 57 No. 3, pp. 49-67.

Tan, Y.-H. and Thoen, W. (2000), “Toward a generic model of trust for electronic commerce”,
International Journal of Electronic Commerce, Vol. 5 No. 2, pp. 61-74.

Tax, S.S., Brown, S.W. and Chandrashekaran, M. (1998), “Customer evaluations of service
complain experiences: implications for relationship marketing”, Journal of Marketing
Research, Vol. 62 No. 2, pp. 60-76.

Teo, T.S.H. and Lim, V.K.G. (2001), “The effects of perceived justice on satisfaction and
behavioral intentions: the case of computer purchase”, International Journal of Retail
& Distribution Management, Vol. 29 No. 2, pp. 109-25.

Thibaut, J.W. and Walker, L. (1975), Procedural Justice: A Psychological Analysis, Lawrence
Erlbaum Associates, Hillsdale, NJ.

Tsai, H., Huang, H., Jaw, Y. and Chen, W. (2006), “Why online customers remain with a particular
e-retailer: an integrative model and empirical evidence”, Psychology and Marketing, Vol. 23
No. 5, pp. 447-64.

Urban, G., Sultan, F. and Qualls, W. (2000), “Placing trust at the center of your internet strategy”,
Sloan Management Review, Vol. 42 No. 1, pp. 39-48.

Van den Bos, K. and Lind, E. (2002), “Uncertainty management by means of fairness judgments”,
Advances in Experimental Social Psychology, Vol. 34, pp. 1-60.

Vijayasarathy, L.R. (2004), “Predicting consumer intentions to use online shopping: the case for
an augmented technology acceptance model”, Information andManagement, Vol. 41 No. 6,
pp. 747-62.

Worchel, P. (1979), “Trust and distrust”, in Austin, W.G. and Worchel, S. (Eds), The Social
Psychology of Intergroup Relations, Wadsworth, Belmont, CA, pp. 174-87.

Yilmaz, C., Sezen, B. and Kabadayi, E.T. (2004), “Supplier fairness as a mediating factor in the
supplier performance-reseller satisfaction relationship”, Journal of Business Research,
Vol. 57 No. 8, pp. 854-63.

Zand, D. (1972), “Trust and managerial problem solving”, Administrative Science Quarterly,
Vol. 17 No. 2, pp. 229-39.

Zeithaml, V.A. (1988), “Consumer perceptions of price, quality, and value: a means-end model
and synthesis of evidence”, Journal of Marketing, Vol. 52 No. 3, pp. 2-22.

About the authors
Yen-Ting Chen is an Assistant Professor in the Department of Distribution Management at
National Chin-Yi University of Technology, Taiwan. She received her PhD in information
management from the Department of Administration Management, National Central University
in 2006. Her research focuses on marketing, electronic commerce, knowledge management,
business intelligence and enterprise resource planning.

Tsung-Yu Chou is an Associate Professor in the Department of Distribution Management at
National Chin-Yi University of Technology. He received a PhD in shipping and transportation
management from National Taiwan Ocean University in 2003. His research interests include
logistics management, customer relationship management, marketing and fuzzy theory.
Tsung-Yu Chou is the corresponding author and can be contacted at: arthur@ncut.edu.tw

Exploring
continuance

intentions

125

To purchase reprints of this article please e-mail: reprints@emeraldinsight.com
Or visit our web site for further details: www.emeraldinsight.com/reprints

D
ow

nl
oa

de
d 

by
 N

at
io

na
l C

hi
ny

i I
ns

tit
ut

e 
of

 T
ec

hn
ol

og
y 

A
t 2

2:
08

 2
9 

Ja
nu

ar
y 

20
18

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F2393957&isi=A1972M522900007&citationId=p_97
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&isi=A1981MS97000003&citationId=p_86
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2Fj.im.2003.08.011&isi=000221482500006&citationId=p_94
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F1251446&isi=A1988P366500001&citationId=p_98
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1080%2F10864415.2000.11044201&isi=000166016700006&citationId=p_87
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1002%2Fmar.20121&isi=000237166000007&citationId=p_91
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F1252161&isi=000072903200005&citationId=p_88
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.2307%2F1252161&isi=000072903200005&citationId=p_88
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS0148-2963%2802%2900485-X&isi=000221495200007&citationId=p_96
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&system=10.1108%2F09590550110382039&citationId=p_89
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&system=10.1108%2F09590550110382039&citationId=p_89
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F14684521211209572&crossref=10.1016%2FS0065-2601%2802%2980003-X&isi=000176431300001&citationId=p_93


This article has been cited by:

1. R. Curras-Perez, C. Ruiz, I. Sanchez-Garcia, S. Sanz. 2017. Determinants of customer retention in virtual
environments. The role of perceived risk in a tourism services context. Spanish Journal of Marketing -
ESIC 21:2, 131-145. [Crossref]

2. Maria Leonilde R. Varela, Goran D. Putnik, Maria do Sameiro Carvalho, Luís Ferreira, Maria Manuela
Cruz-Cunha, V. K. Manupati, K. Manoj. 2017. Analysing Critical Success Factors for Supporting Online
Shopping. International Journal of Web Portals 9:2, 1-19. [Crossref]

3. Yeolib Kim, Robert A. Peterson. 2017. A Meta-analysis of Online Trust Relationships in E-commerce.
Journal of Interactive Marketing 38, 44-54. [Crossref]

4. Wei Guo, Ruo-Yu Liang, Lei Wang, Wei Peng. 2017. Exploring sustained participation in firm-hosted
communities in China: the effects of social capital and active degree. Behaviour & Information Technology
36:3, 223-242. [Crossref]

5. DaviesGary, Gary Davies, Olmedo-CifuentesIsabel, Isabel Olmedo-Cifuentes. 2016. Corporate misconduct
and the loss of trust. European Journal of Marketing 50:7/8, 1426-1447. [Abstract] [Full Text] [PDF]

6. Hyeon Gyu Jeon, Kun Chang Lee. 2016. A Study on the Trust Tansference and Continuance Intention
to Purchase in Offline-Online Multi-Channel Shopping Contexts : Emphasis on the Moderating Effects
of Neuroticism. Korean Management Science Review 33:2, 89-115. [Crossref]

7. M. L. R. Varela, M. F. Ferreira, G. G. Vieira, V. K. Manupati, K. Manoj. A multi-perspective integrated
framework of critical success factors for supporting on-line shopping 1-6. [Crossref]

8. Cayetano Medina, Ramón Rufín. 2015. Transparency policy and students’ satisfaction and trust.
Transforming Government: People, Process and Policy 9:3, 309-323. [Abstract] [Full Text] [PDF]

9. Mei-Ju Lin, Wei-Tsong Wang. 2015. Explaining Online Customer Repurchase Intentions from a
Relationship-Marketing Perspective. Journal of Organizational and End User Computing 27:3, 1-26.
[Crossref]

10. Norshidah Mohamed, Ramlah Hussein, Nurul Hidayah Ahmad Zamzuri, Hanif Haghshenas. 2014.
Insights into individual's online shopping continuance intention. Industrial Management & Data Systems
114:9, 1453-1476. [Abstract] [Full Text] [PDF]

11. Ilias O. Pappas, Panos E. Kourouthanassis, Michail N. Giannakos, Vassilios Chrissikopoulos. 2014. Shiny
happy people buying: the role of emotions on personalized e-shopping. Electronic Markets 24:3, 193-206.
[Crossref]

12. Shu-Fong Chang, Jen-Chi Chang, Kuo-Hua Lin, Bin Yu, Yu-Cheng Lee, Sang-Bing Tsai, Jie Zhou,
Chao Wu, Zi-Chun Yan. 2014. Measuring the Service Quality of E-Commerce and Competitive Strategies.
International Journal of Web Services Research 11:3, 96-115. [Crossref]

13. Ilias O. Pappas, Adamantia G. Pateli, Michail N. Giannakos, Vassilios Chrissikopoulos. 2014. Moderating
effects of online shopping experience on customer satisfaction and repurchase intentions. International
Journal of Retail & Distribution Management 42:3, 187-204. [Abstract] [Full Text] [PDF]

14. Ahmad Fadhil Bin Yusof, Noorminshah Binti A. Iahad. Theoretical model for continuance use of mobile
phone wellness application 459-474. [Crossref]

15. Lori N. K. Leonard, Cynthia K. Riemenschneider. 2013. The Web: Testing Impact on Individual
Productivity of Users. Journal of Internet Commerce 12:3, 247-267. [Crossref]

16. Shun-Po Chiu, Huey-Wen Chou, Chao-Min Chiu. 2013. The Antecedents of Buyers' Perceived Justice
in Online Markets. Cyberpsychology, Behavior, and Social Networking 16:7, 536-542. [Crossref]

D
ow

nl
oa

de
d 

by
 N

at
io

na
l C

hi
ny

i I
ns

tit
ut

e 
of

 T
ec

hn
ol

og
y 

A
t 2

2:
08

 2
9 

Ja
nu

ar
y 

20
18

 (
PT

)

https://doi.org/10.1016/j.sjme.2017.07.002
https://doi.org/10.4018/IJWP.2017070101
https://doi.org/10.1016/j.intmar.2017.01.001
https://doi.org/10.1080/0144929X.2016.1212402
https://doi.org/10.1108/EJM-11-2014-0729
http://www.emeraldinsight.com/doi/full/10.1108/EJM-11-2014-0729
http://www.emeraldinsight.com/doi/pdfplus/10.1108/EJM-11-2014-0729
https://doi.org/10.7737/KMSR.2016.33.2.089
https://doi.org/10.1109/CISTI.2016.7521370
https://doi.org/10.1108/TG-07-2014-0027
http://www.emeraldinsight.com/doi/full/10.1108/TG-07-2014-0027
http://www.emeraldinsight.com/doi/pdfplus/10.1108/TG-07-2014-0027
https://doi.org/10.4018/joeuc.2015070101
https://doi.org/10.1108/IMDS-07-2014-0201
http://www.emeraldinsight.com/doi/full/10.1108/IMDS-07-2014-0201
http://www.emeraldinsight.com/doi/pdfplus/10.1108/IMDS-07-2014-0201
https://doi.org/10.1007/s12525-014-0153-y
https://doi.org/10.4018/ijwsr.2014070105
https://doi.org/10.1108/IJRDM-03-2012-0034
http://www.emeraldinsight.com/doi/full/10.1108/IJRDM-03-2012-0034
http://www.emeraldinsight.com/doi/pdfplus/10.1108/IJRDM-03-2012-0034
https://doi.org/10.1109/ICRIIS.2013.6716755
https://doi.org/10.1080/15332861.2013.859037
https://doi.org/10.1089/cyber.2012.0539


17. Mun Young Ju, 이이이. 2012. A Study on the Factor Affecting Continuance Intentions of Bio Resource
Information System. The e-Business Studies 13:4, 275-291. [Crossref]

18. Mei-Ju Lin, Wei-Tsong Wang. Explaining Online Customer Repurchase Intentions from a Relationship-
Marketing Perspective 1230-1259. [Crossref]

19. Barbara Aquilani, Elsa Serpico, Cecilia Silvestri, Alessandro Ruggieri. Offline and Online Customer
Satisfaction in B2C Markets 377-430. [Crossref]

20. Shu-Fong Chang, Jen-Chi Chang, Kuo-Hua Lin, Bin Yu, Yu-Cheng Lee, Sang-Bing Tsai, Jie Zhou,
Chao Wu, Zi-Chun Yan. Measuring the Service Quality of E-Commerce and Competitive Strategies
431-450. [Crossref]

21. Barbara Aquilani, Elsa Serpico, Cecilia Silvestri, Alessandro Ruggieri. Offline and Online Customer
Satisfaction in B2C Markets 311-364. [Crossref]

D
ow

nl
oa

de
d 

by
 N

at
io

na
l C

hi
ny

i I
ns

tit
ut

e 
of

 T
ec

hn
ol

og
y 

A
t 2

2:
08

 2
9 

Ja
nu

ar
y 

20
18

 (
PT

)

https://doi.org/10.15719/geba.13.4.201211.275
https://doi.org/10.4018/978-1-5225-2599-8.ch058
https://doi.org/10.4018/978-1-4666-9466-8.ch018
https://doi.org/10.4018/978-1-4666-9466-8.ch019
https://doi.org/10.4018/978-1-4666-6547-7.ch014

