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As with any other information system (IS), the success of online shopping depends largely on customer satisfaction
and other factors that will eventually increase customers’ loyalty intentions. This article integrates two major
variables of technology acceptance model (TAM), trust, and fairness to construct a model for investigating the
motivations behind customers’ loyalty intentions towards online shopping. The hypothesised model is validated
empirically using data collected from 311 customers of an online shopping store. The results indicated that
distributive, procedural and interactional fairness were strong predictors of trust, which in turn influenced
satisfaction. Distributive fairness and interactional fairness exhibited significant positive effects on satisfaction.
Perceived usefulness and satisfaction influenced loyalty intention towards online shopping. Perceived ease of use acts
indirectly on loyalty intention through the mediating effect of perceived usefulness. Implications for theory and

practice and future research directions are discussed.
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1. Introduction

The proliferation of network access and advances
in Internet/Web technology has facilitated the rapid
growth of electronic commerce (e-commerce). Accord-
ing to UNCTAD’s E-commerce and Development
Report (UN 2003), the global e-commerce market will
reach US$12.8 trillion by 2006. Recognising the advan-
tages of online transactions, many organisations have
turned to business-to-customer (B2C) e-commerce
initiatives to meet business needs and objectives.
According to Forrester Research, online shopping or
B2C e-commerce sales in the United States will grow
from $172 billion in 2005 to $329 billion in 2010
(Johnson and Tesch 2005). Concurrent with the
organisational interest in online shopping, a large
number of academic papers have been published on
online shopping (Gefen et al. 2003, Pavlou and
Fygenson 2006, Pavlou et al. 2007). These developments
reflect the significance of online shopping among
scholars and practitioners.

The goal of this study is to explore customers’ loyalty
intentions towards online shopping. As with any other
information system (IS), the success of online shopping
depends largely on user satisfaction and other factors that
will eventually increase customers’ loyalty intentions
towards it (DeLone and McLean 2003). The importance
of loyalty intentions is evident from the fact that customer

turnover can be costly, given that it costs more to acquire
new customers than to retain existing ones (Hart et al.
1990, Reichheld and Schefter 2000). In view of this,
electronic vendors (e-vendors) should look for ways to
increase customers’ satisfaction levels and loyalty inten-
tions. One approach an e-vendor can take is to improve
technological attributes of the online shopping Web site
(Pavlou 2003). However, having a Web site with good
technological attributes does not guarantee the success of
online shopping. Another promising approach involves
the reduction of uncertainty (Pavlou 2003), and the
development and maintenance of customer—vendor
relationships (Gefen et al. 2003).

Online shopping inherently involves higher levels of
uncertainty than shopping in a bricks-and-mortar
store 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).
Fairness and trust are especially critical when un-
certainty and information asymmetry are present
(Kumar et al. 1995, Ba and Pavlou 2002, Pavlou
2003, Diekmann et al. 2004) and are at the heart of
relationships of all kinds (Lind et a/. 1993, Morgan and
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Hunt 1994). According to uncertainty management
model, fairness can remove trust-related uncertainty
and alleviate much of the discomfort that uncertainty
would otherwise generate (Van den Bos and Lind
2002). Fairness offers a useful means through which to
explain and understand individuals’ feelings of trust or
mistrust (Saunders and Thornhill 2003). Literature in
marketing and organisational justice has shown that
fairness perceptions have direct effects on trust (e.g.
Pillai ez al. 2001, Aryee et al. 2002, Ramaswami and
Singh 2003). However, the impacts of fairness percep-
tions on customers’ trust in an e-vendor are still
unclear in the online shopping context.

Online shopping can be considered as an exchange
of time, effort, and money for receiving products or
services. According to Zeithaml (1988), it is the overall
assessment of what is received and what is given that
shapes individuals’ satisfaction with online shopping.
Adams’ (1965) equity theory 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. Accordingly, a more complete study
of the motivations underlying customers’ satisfaction
and loyalty intentions towards online shopping should
address issues related to fairness. Marketing and
organisational justice researchers (Niehoff and
Moorman 1993, Blodgett er al. 1997, Ramaswami
and Singh 2003) have identified three important
dimensions of fairness: fairness of outcomes (distribu-
tive fairness), fairness of decision-making procedures
(procedural fairness), and fairness of interpersonal
treatment (interactional fairness). This study follows
prior research in arguing that customers’ satisfaction
with online shopping is influenced by distributive
fairness, procedural fairness, and interactional fairness.

The primary interface for customers to purchase
products and services online is the Web site, a form of
information technology (IT). As with most ISs, Web
application acceptance and usage can be partially
explained by technology acceptance model (TAM)
(Davis 1989). TAM is a widely used theory of IT
adoption in IS research. While TAM initially focused
on system usage in the workplace, recent research has
applied it to understanding online shopping (Gefen
et al. 2003, Pavlou 2003, Vijayasarathy 2004). There-
fore, loyalty intentions towards online shopping
should consider the major TAM constructs, which
theorise that intention to accept or use an IT is
determined by perceived usefulness and perceived ease
of use.

By explicating the unique role of fairness, this
article aims at contributing to the continued develop-
ment and success of online shopping. A research model
for this purpose is developed by integrating two major

variables of TAM with trust and the three dimensions
of fairness, which are essential when uncertainty and
information asymmetry are present in the technology-
driven environment of online shopping. The hypoth-
eses are validated empirically using data collected from
311 customers of an online store. Research questions
addressed in this study are: (i) whether the three
dimensions of fairness indeed have a positive effect on
customers’ trust in an e-vendor, (ii) whether the three
dimensions of fairness, trust, and perceived usefulness
are important determinants of customers’ satisfaction
with online shopping, (iii) whether perceived usefulness
and satisfaction are significant determinants of custo-
mers’ loyalty intentions and (iv) whether perceived ease
of use acts indirectly on loyalty intention through the
mediating effect of perceived usefulness.

2. Literature review
2.1. TAM

TAM posits that IT usage is a direct function of
behavioural intention to use, which is in turn a function
of perceived usefulness and attitude towards usage.
Attitude towards usage is jointly determined by
perceived usefulness and perceived ease of use. Davis
(1989) defined perceived usefulness as ‘the degree to
which a person believes that using a particular system
would enhance his or her job performance’ and
perceived ease of use as ‘the degree to which a person
believes that using a particular system would be free of
effort’. TAM also incorporates a causal relationship
between perceived ease of use and perceived usefulness.
Venkatesh and Davis (2000) proposed an extended
TAM or TAM2, in which attitude was dropped from
the model because it was found to be a weak mediator.

TAM was originally developed to predict users’
initial adoption of a new IT. However, Bhattacherjee
(2001) argued that long-term validity of an IS and its
eventual success depend on users’ continued use
(continuance) rather than its initial adoption. Bhatta-
cherjee (2001) proposed an expectancy-confirmation
model of IS continuance (ECM-IS) that is adapted
from the expectancy-confirmation theory (ECT). The
ECT theorises that repurchase intention is determined
by post-consumption satisfaction, which in turn is
determined by post-consumption confirmation and
pre-consumption expectation. The ECM-IS considers
perceived usefulness as post-adoption expectation and
posits that it influences satisfaction and subsequent IS
continuance intention. Bhattacherjee and Premkumar
(2004) provided empirical evidence that users’ beliefs
change over time and users form post-usage perception
of usefulness as they experience IT usage.

Although TAM initially focused on IS use in the
workplace (Hu et al. 1999, Venkatesh and Davis 2000),
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the theory is applicable and has been successfully
adopted to study online shopping behaviour. Prior
research suggests that TAM needed to be extended by
incorporating additional variables in order to improve
its specificity and explanatory power (Hu et al. 1999,
Moon and Kim 2001). Some studies have extended
TAM and applied it to examine behavioural intention
towards online shopping (Gefen et al. 2003, Pavlou
2003, Vijayasarathy 2004). However, little empirical
work has been done to extend TAM and apply it to
study post-consumption intention, i.e. loyalty inten-
tion. Additionally, fairness is a fundamental basis for
relationship maintainability in online shopping (Lind
et al. 1993). However, prior TAM-based studies have
ignored the importance of fairness in the online
shopping context.

2.2. Fairness and trust

Before 1975, the study of fairness was primarily
concerned with distributive fairness. Much of this
research was derived from initial work conducted by
Homans (1961) and Adams (1965). Homans’ (1961)
simple formula for distributive fairness stressed that ‘a
man’s rewards in exchange with others should be
proportional to his investments’. Based in theories of
social exchange, dissonance, and social comparison,
distributive fairness focuses on the role of equity, where
an individual assesses the fairness of an exchange by
comparing the output/input ratio for oneself with that
of referent others (Adams 1965). Procedural fairness
began with Thibaut and Walker’s (1975) work on
dispute-resolution processes. Thibaut and Walker
suggested that people’s reactions to third-party alloca-
tion and dispute-resolution decisions are influenced by
the fairness of the decision-making procedures, inde-
pendent of the influence of the fairness or favourability
of the outcomes. Bies and Moag (1986) separated out
the interpersonal aspect of procedural fairness, labelled
as interactional fairness. The differentiation between
three dimensions of fairness is well established, not only
in the study of consumer behaviour (Teo and Lim 2001,
Martinez-tur et al. 2006) but also in other research
areas such as organisational fairness (Aryee et al. 2002,
Ramaswami and Singh 2003), service recovery (Smith
et al. 1999), complaint handling (Blodgett et al. 1997,
Maxham and Netemeyer 2002), and Web-based learn-
ing (Chiu et al. 2007).

Trust is defined as a belief that the trustee will
behave according to the trustor’s expectations by
showing ability, benevolence and integrity (Mayer
et al. 1995). Ability is the belief in the trustee’s ability
to fulfil its obligations as expected by the trustor.
Benevolence is the belief that the trustee will not act
opportunistically against the trustor, even given the

opportunity. Integrity is the belief that the trustee will
be honest and keep its commitments (Pavlou and
Fygenson 2006). Fairness is concerned with an
individual’s perceptions about the output/input ratio,
the procedure that produces the outcome and the
quality of interpersonal treatment. Accordingly, trust
and fairness are conceptually distinct.

Existing research indicates employees’ perceptions
of fairness drive managerial and organisational trust.
That is, to the extent employees are confident their
manager or organisation is treating them fairly, they
will be inclined to trust their manager or organisation.
For example, Aryee et al. (2002) indicated that dis-
tributive fairness, procedural fairness, and interactional
fairness were significant predictors of trust in organisa-
tion, whereas interactional fairness had a strong effect
on trust in the supervisor. Ramaswami and Singh
(2003) found that distributive fairness and interactional
fairness had a significant effect on salespeople’s trust in
the supervisor. Fairness perceptions are also involved
in overall customer satisfaction (Clemmer and Schnei-
der 1996). Despite the fact that consideration of the
three dimensions of fairness provides a richer portrait
of the relationships between fairness and customer
satisfaction, there is a lack of empirical studies on the
topic. Some exceptions are the research carried out by
Clemmer and Schneider (1996), Teo and Lim (2001),
and Martinez-tur ez al. (2006). However, the relative
strength of the three dimensions of fairness on
customers’ trust in the e-vendor and satisfaction is still
unclear in the online shopping context. No empirical
work has been done to address this issue.

3. Research model and hypotheses

The proposed theoretical model is shown in Figure 1.
Because TAM has been used to explain continued use of
IT and B2C channels (Devaraj et al. 2002, Bhattacherjee
and Premkumar 2004, Wixom and Todd 2005) and can
be backward looking, it is plausible to integrate two
major variables of TAM with satisfaction, trust and the
three dimensions of fairness. The role of satisfaction as a
predictor of intention is critical and has been well
established in IS, marketing, and the reference dis-
ciplines (see Oliver 1980, Bhattacherjee 2001, DeLone
and McLean 2003). Both theoretical and empirical
support exists for the strong association between inten-
tion to engage in a behaviour and the actual behaviour
(Davis et al. 1989, Venkatesh and Davis 2000). Here, we
have chosen to use loyalty intention as a surrogate
for actual behaviour, and define it as ‘the subjective
probability that a customer will continue purchasing
products from the online store in the future’. Repurch-
ase intention and willingness to recommend have been
widely used as indication of loyalty intention (Boulding
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Figure 1. Online shopping loyalty intention model.

etal. 1993, Homburg and Giering 2001, Kao et al. 2007).
In this study, the measure of loyalty intention focuses
on repurchase intention, which is analogous to
Bhattacherjee’s (2001) concept of continuance inten-
tion. Trust and fairness are considered because of the
uncertainty and information asymmetry of the online
shopping environment. Our research model does not
include the direct effects of perceived ease of use on
satisfaction and loyalty intention because for experi-
enced repeat customers, perceived ease of use (a process
variable) concerns seem to be resolved and displaced by
extrinsic goals (outcome variables), e.g. perceived
usefulness of online shopping (Karahanna ef al. 1999).
All seven key variables are defined and explained, and
their relationship with loyalty intention is proposed as
follows.

3.1.

Distributive fairness refers to the extent to which
consumers feel that their invested efforts are fair when
compared with the final online shopping outcomes.
Equity theory postulates that individuals who are
fairly rewarded experience satisfaction and will be
motivated to engage in a certain behaviour (Adams
1965). According to Kumar ez al. (19995), distributive
fairness is helpful in building good relationships
between customers and vendors, which in turn will
lead to customers’ satisfaction. Pillai ez al. (2001) argue
that when outcome distributions are considered fair,
higher levels of trust are likely to ensue. In other
words, customers’ trust in the vendor will be built
when the products they receive are proportional to
their investments. Although the influence of fairness
perceptions on customer trust and satisfaction has not
been explicitly examined in the online shopping
research, support for the relationships can be found
in other settings. For example, Chiu et al. (2007) found

Distributive fairness

that distributive fairness exerted a significant influence
on learners’ satisfaction with Web-based learning.
Prior research indicates that distributive fairness is a
significant predictor of employees’ trust in the organi-
sation (Aryee et al. 2002) and trust in the supervisor
(Ramaswami and Singh 2003). Therefore:

H1: Distributive fairness is positively associated with
customers’ trust in the e-vendor.

H2: Distributive fairness is positively associated with
customer satisfaction.

3.2.  Procedural fairness

Procedural fairness refers to the perceived fairness of
policies and procedures involved in the online transac-
tion effort. 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 engaging in
activities that enhance customers’ perceptions of
procedural fairness. Folger and Greenberg (1985)
argued that how outcomes are determined may be
more important than the actual outcomes. Prior
research indicates 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).
Researchers (Folger and Konovsky 1989, Maxham
and Netemeyer 2002) suggest that perception of
procedural fairness enhances the probability of main-
taining a long-term overall satisfaction between
exchange parties. According to Cohen-Charash and
Spector (2001), procedural fairness is associated with
trust in the online vendor because procedural fairness
indicates that the vendor acts fairly as a rule and hence
can be trusted. Prior studies found that procedural
fairness was significantly and positively related to
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customer satisfaction with the purchase of products
and services (Clemmer and Schneider 1996, Teo and
Lim 2001, Martinez-tur et al. 2006). Support for the
role of procedural fairness on trust is provided by Pillai
et al. (2001) and Aryee et al. (2002). Therefore:

H3: Procedural fairness is positively associated with
customers’ trust in the e-vendor.

H4: Procedural fairness is positively associated with
customer satisfaction.

3.3. Interactional fairness

Interactional fairness refers to the extent to which
consumers feel that they have been treated fairly by
customer service representatives throughout the online
shopping process. This study focuses on the online
store’s response manner. 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
encounter interactional fairness from customer service
representatives’ efforts via telephone calls and email
responses. Therefore, interactional fairness is applic-
able to the online shopping context. Because 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. Harris (2003) showed that
interactional fairness was significantly associated with
customers’ satisfaction with online complaint hand-
ling. According to Folger and Konovsky (1989), when
online vendors demonstrate respect for the rights and
dignity of buyers through communication and high-
quality interactions, they signal that customers are
valued and that promotes trust in vendors. Support for
the role of interactional fairness on trust is provided by
Aryee et al. (2002) and Cohen-Charash and Spector
(2001). Therefore:

HS5: Interactional fairness is positively associated with
customers’ trust in the e-vendor.

H6: Interactional fairness is positively associated with
customer satisfaction.

3.4. Trust

Following Pavlou and Fygenson (2006), trust is
defined as the buyer’s belief that the seller will behave
benevolently, capably, and ethically. According to
theory of reasoned action (TRA) (Azjen and Fishbein

1980), trust beliefs create favourable feelings towards
online shopping. According to Morgan and Hunt
(1994), trust is an important factor in consumer
outcome evaluation; i.e. consumers’ trust in the
e-vendor influences their satisfaction. Some researchers
have observed or theorised, in accordance with social
exchange theory (see Blau 1964), that trust evaluations
will exert a direct influence on perceptions of satisfac-
tion (e.g. Singh and Sirdeshmukh 2000, Chiou 2004).
Lin and Wang (2006) found that trust plays a pivotal
role in driving customer satisfaction in the mobile
commerce context. Therefore:

H7: Customers’ trust in the e-vendor is positively
associated with their satisfaction.

3.5. Satisfaction

Satisfaction refers to customers’ evaluation 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 impact
ongoing behaviour (Patterson and Spreng 1997).
Oliver (1980) theorises that satisfaction is positively
associated with future intention, both directly and
indirectly via its impact on attitude. In the final step of
satisfaction formation processes, satisfaction deter-
mines intentions to patronise or not to patronise the
store in the future (Swan and Trawick 1981). Prior
studies have provided empirical support for the
relationship between customers’ satisfaction and loy-
alty intentions in the context of B2C e-commerce
(Devaraj et al. 2002, Tsai et al. 2006). Accordingly, the
following hypothesis is proposed:

H8: Customers’ satisfaction is positively associated
with their loyalty intentions.

3.6. Perceived usefulness

Perceived usefulness is defined as the extent to which a
consumer believes that using online shopping will
enhance his/her transaction performance. According
to Ajzen and Fishbein (1980), a person who believes that
performing a given behaviour will lead to mostly
positive outcomes will hold a favourable feeling towards
performing the behaviour. According to Davis et al.
(1989), individuals form loyalty intentions towards
online shopping based largely on a cognitive appraisal
of how it will improve their shopping performance.
According to Bhattacherjee (2001), an individual is
more likely to form favourable feelings of satisfaction
and intend for continued usage when such usage is
perceived to be useful. Customers accomplishing the
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shopping task of product acquisition in an efficient
manner will be more likely to exhibit stronger repurch-
ase intentions (Babin and Babin 2001). Prior research
shows that perceived usefulness has a significant effect
on customer satisfaction (Devaraj et al. 2002) and
loyalty intention (Cyr et al. 2006). Therefore:

H9: Perceived usefulness is positively associated with
loyalty intention.

H10: Perceived usefulness is positively associated with
customer satisfaction.

3.7.  Perceived ease of use

Perceived ease of use refers to the extent to which a
consumer believes that online shopping will be free of
effort. TAM implies that, other things being equal, an
online shopping Web site perceived to be easier to use
is more likely to induce perception of usefulness. Davis
et al. (1989) argued that improvements in ease of use
may also be instrumental, contributing to increased
performance. To the extent that increased ease of use
leads to improved performance, ease of use would have
a direct effect on perceived usefulness (Venkatesh and
Davis 2000). Prior studies have provided evidence for
the effect of perceived ease of use on perceived
usefulness in the context of online shopping (Devaraj
et al. 2002, Gefen et al. 2003, Pavlou 2003). Accord-
ingly, the following hypothesis is proposed:

H11: Perceived ease of use is positively associated with
perceived usefulness.

3.8. Control variables

e [nternet experience. Because online shopping
involves Internet use, rich Internet experience
stimulates individuals to engage in online trans-
actions (Pavlou et al. 2007). Hence, Internet
experience is proposed as control variable on
loyalty intention.

e Shopping experience. The number of a buyer’s
online transactions with the target online vendor
is also controlled for, because shopping experi-
ence is likely to have an impact on future online
shopping intentions (Shim et al. 2001).

4. Research methodology

4.1. Subjects and procedure

The unit of analysis in this study is the individual cus-
tomer of an online shopping store (PChome Online).
Established in Taiwan in 2000, PChome is the earliest
and most famous online shopping store in Taiwan. It
was the nation’s largest online store in 2004, and it

currently offers over 15,000 different commodities
(Chen 2004). The population of interest is all
individuals who used PChome for online shopping
and had experience in contacting customer service
representatives. To validate the measures of interac-
tional fairness, we required respondents to indicate
whether they had contact experience. To collect data
from active buyers, only those respondents that had at
least one transaction on PChome in the past six
months were selected.

The data for the study was collected in June 2007
via an online survey, because it is not geographically
limited and can reduce survey cost and time (Dillman
2000). In addition, an online survey is consistent with
the context of this study, which focuses on the usage of
online shopping. The duration of the survey was two
months. A questionnaire was created for the online
survey and placed on a Web site at the National
Central University in Taiwan. Public notice of the
survey was published on a number of bulletin board
systems (BBS) and chat rooms. A total of 1174 surveys
were received. However, 850 respondents did not have
any experience in contacting customer service repre-
sentatives and 13 respondents did not make any
purchases in the past six months. The remaining 311
usable questionnaires were used for analysis. Comple-
teness of the survey data was assured by making it
impossible for respondents to submit responses with
missing values. Table 1 summarises the demographic
profile of respondents.

4.2. Measurement development

All measurement items (see Table 2) were adapted from
the literature. A pretest of the questionnaire was

Table 1. Demographic profile (N = 311).

Characteristics Statistics
Gender
Male 130 (41.8%)
Female 181 (58.2%)
Age Mean = 25.6, SD = 5.61
Education
Junior high school 19 (6.1%)
High school 15 (4.8%)

Some college 202 (65%)

Master 75 (24.1%)
Job
Employment 171 (55%)

Student 140 (45%)

Years of experience Mean = 8.08, SD = 2.19
with the Internet

Number of times product
bought on PChome in the
past six months

Mean = 3.86, SD = 4.05
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Table 2. Summary of measurement scales.
Construct Measure Mean SD Loading
Perceived ease of use (PEOU); composite reliability = 0.93
PEOUI1 It is easy to become skillful at using the Web site 5.60 1.06 0.84
PEOU2 Learning to operate the Web site is easy 5.52 1.07 0.84
PEOU3 The Web site is flexible to interact with 5.31 1.07 0.81
PEOU4 My interaction with the Web site is clear and understandable 5.50 1.01 0.86
PEOUS The Web site is easy to use 5.54 1.03 0.87
Perceived usefulness (PU),; composite reliability = 0.92
PU1 The Web site enables me to search and buy goods faster 5.21 1.04 0.84
PU2 The Web site enhances my effectiveness in goods searching and buying 5.24 1.07 0.86
PU3 The Web site makes it easier to search for and purchase goods 5.46 1.09 0.85
PU4 The Web site increases my productivity in searching and purchasing goods 5.45 0.96 0.85
PUS The Web site is useful for searching and buying goods 5.22 1.17 0.75
Distributive fairness (DF); composite reliability = 0.91
DF1 I think what I got is fair compared with the price I paid 4.93 1.14 0.84
DF2 I think the order fulfilment process is appropriate 5.12 1.00 0.82
DF3 I think the value of the products that I received from the online store is 4.95 1.16 0.86
proportional to the price I paid
DF4 I think the products that I purchased at the online store are considered to 4.36 1.16 0.74
be a good buy
Procedural fairness (PF); composite reliability = 0.84
PF1 I think the procedures used by the online store for handling problems 4.62 1.09 0.78
occurring in the shopping process are fair
PF2 I think the online store allows customers to complain and state their views 5.17 1.04 0.73
PF3 I think the policies of the online store are applied consistently across all 4.69 1.20 0.72
affected customers
PF4 I think the online store would clarify decisions about any change in the 4.62 1.22 0.77
Web site and provide additional information when requested by
customers
Interactional fairness (IF); composite reliability = 0.91
IF1 Customer service representatives of the online store treat me with respect 5.03 1.04 0.85
when interacting with me through email or telephone
IF2 Customer service representatives of the online store treat me with 5.12 1.04 0.91
friendliness when interacting with me through email or telephone
IF3 Customer service representatives of the online store treat me with politeness 5.23 1.06 0.88
when interacting with me through email or telephone
Trust (TR),; composite reliability = 0.88
TRI1 Based on my experlence with the online store in the past, I know it is honest 4.82 1.29 0.83
TR2 Based on my experience with PChome in the past, I know it is not 4.71 1.27 0.76
opportunistic
TR3 Based on my experience with the online store in the past, I know it keeps its 4.89 1.11 0.83
promises to customers
TR4 Based on my experience with PChome in the past, I know it is trustworthy 4.99 1.13 0.84
Customer satisfaction (CS),; composite reliability = 0.91
CS1 I think purchasing products from the online store is a good idea 5.04 1.10 0.86
CS2 I am pleased with the experience of purchasing products from the online 5.06 1.09 0.91
store
CS3 I like purchasing products from the online store 4.74 1.06 0.81
CS4 Overall, I am satisfied with the experience of purchasing products from the 5.16 1.09 81
online store
Loyalty intention towards online shopping (LI); composite reliability = 0.91
LIl I intend to continue purchasing products from the online store in the future 5.33 0.89 0.86
LI2 It is likely that I will continue purchasing products from the online store in 5.46 1.06 0.86
the future
LI3 I will continue purchasing products from the online store in the future 5.42 1.07 0.90
Internet experience (IE),; Composite reliability = 1.00
1E1 How many years have you been using the Internet? 5.33 0.89 0.86
Shopping experience (SE); composite reliability = 1.00
SEl How many times have you purchased products from the online store in the 5.33 0.89 0.86

past six months?
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performed using 20 part-time university students
majoring in IT-related courses to assess the question-
naire’s logical consistency, ease of understanding,
sequence of items, and contextual relevance. The
comments collected from these students led to several
minor modifications of the wording. For all the
measures, a seven-point Likert scale was adopted with
anchors ranging from strongly disagree (1) to strongly
agree (7).

Items for measuring perceived ease of use and
perceived usefulness were adapted from Davis (1989)
and Gefen et al. (2003). Items for measuring distribu-
tive fairness, procedural fairness, and interactional
fairness were based on Folger and Konovsky (1989),
Moorman (1991), and Maxham and Netemeyer (2002).
Items for measuring trust were based on Gefen et al.
(2003). Satisfaction was measured with items based on
Oliver and Swan (1989) and Maxham and Netemeyer
(2002). Items for measuring loyalty intention towards
online shopping were adapted from Moon and Kim
(2001) and Vijayasarathy (2004).

4.3. Data analysis

Data analysis involved analyses of the measurement
model and structural model using LISREL 8.50. The
measurement model was first evaluated in terms of
reliability, convergent validity and discriminant valid-
ity. The measurement model (containing 36 items) is
estimated at once. Table 2 presents the composite
reliability values and the factor loadings (lambdas) of
the complete model.

Reliability was examined using the composite reli-
ability values. As shown in Table 2, all the values were
above 0.7, which is the commonly acceptable level for
explanatory research. Additionally, the convergent
validity of the scales was verified using two criteria

suggested by Fornell and Larcker (1981): (i) all indi-
cator loadings should be significant and exceed 0.7 and
(i1) average variance extracted (AVE) for each con-
struct should exceed the variance due to measurement
error for a given construct (i.e. AVE should exceed
0.50). For the current confirmatory factor analysis
(CFA) model, all loadings were above the 0.7 threshold
(see Table 2). Table 3 shows that all AVE were well
above the recommended value level of 0.5.

Finally, 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 3 lists the correlations among the con-
structs, 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 was acceptable. Therefore, we conclude that
the scales have sufficient construct validity.

Five model-fit indexes were used to assess the
overall goodness of fit of the structural model: normed
chi-square (chi-square divided by degrees of freedom:
»*/df), adjusted goodness of fit index (AGFI), non-
normed fit index (NNFI), comparative fit index
(CFI) and root mean square error of approximation
(RMSEA). Table 4 summarises the overall fit indices of
the research model. The fit indices surpass the recom-
mendations suggested by earlier studies (Joreskog and
Sérbom 1993, Chau 1997), suggesting adequate model
fit.

The significance of individual paths was examined
and summarised in Figure 2. Ten out of eleven
paths exhibited a P-value of <0.05. As hypothesised,
distributive fairness, procedural fairness, and interac-
tional fairness were associated with trust, with path
coefficients of 0.15, 0.32 and 0.43. Hypotheses 1, 3 and

Table 3. Correlations of latent variables.
Construct
Construct AVE PEOU PU DF PF IF TR CS LI 1E SE
PEOU 0.71 0.84
PU 0.69 0.73 0.83
DF 0.67 0.49 0.53 0.82
PF 0.56 0.49 0.52 0.51 0.75
1F 0.77 0.53 0.60 0.52 0.69 0.88
TR 0.64 0.49 0.60 0.53 0.64 0.68 0.80
CS 0.71 0.62 0.74 0.58 0.56 0.67 0.68 0.84
LI 0.76 0.59 0.73 0.53 0.51 0.61 0.59 0.78 0.87
1E 1.00 0.11 0.11 —0.02 0.02 0.07 0.04 0.11 0.12 1.00
SE 1.00 0.02 0.01 —0.04 —0.02 —0.04 0.06 0.10 0.09 0.03 1.00

Note: Diagonal elements (in bold) are the square root of the average variance extracted (AVE). Off-diagonal elements are the correlations among
constructs. For discriminant validity, diagonal elements should be larger than off-diagonal elements. PEOU, perceived ease of use; PU, perceived
usefulness; DF, distributive fairness; PF, procedural fairness; IF, interactional fairness; TR, trust; CS, customer satisfaction; LI, loyalty intention;

IE, Internet experience; SE, shopping experience.
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5 were supported. Distributive fairness and interac-
tional fairness were associated with customer satis-
faction, with path coefficients of 0.13 and 0.25.
Hypotheses 2 and 6 were supported. However, con-
trary to our expectations, procedural fairness did not
have a positive and significant effect on customer
satisfaction. Hypothesis 4 was not supported. Con-
sumer trust in the e-vendor had a significant effect on
satisfaction, with a path coefficient of 0.29. Hypothesis
7 was supported. Consumer satisfaction had a signi-
ficant effect on loyalty intention, with a path coefficient
of 0.64. Hypothesis 8 was supported. Perceived
usefulness had positive effects on satisfaction and
loyalty intention, with path coefficients of 0.46 and
0.28. Hypotheses 9 and 10 were supported. Finally,
perceived ease of use had a positive effect on perceived
usefulness, with a path coefficient of 0.80. Hypothesis
11 was supported.

The explanatory power of the research model is
also shown in Figure 2. The model accounts for 65—
74% of the variance (R scores). Overall, the research
model accounts for 74% of the variance of loyalty
intention towards online shopping. In addition, the
two control variables — Internet experience and
shopping experience — were modelled as one-item
constructs with 0 error variance and modelled as direct

Table 4. Overall model fit indices for the research model.

Model fit Recommended
indices Results value
¥2/df 1.94 (2 = 969.77; df = 501) <3.0
AGFI 0.82 >0.8
NNFI 0.94 >0.9

CFI 0.94 >0.9
RMSEA 0.055 <0.08

determinants of loyalty intention in LISREL. The path
coefficients indicated that Internet experience and
shopping experience did not have a significant effect
on loyalty intention. To address the potential concern
of common method variance from the reliance on self-
report measures, we applied Harman’s one-factor test
(Podsakoff and Organ 1986) (see Appendix 1).

5. Discussion and implications

Overall, the results provide strong support for the
theoretical model of relationships among perceptions
of fairness, trust, perceived usefulness, perceived ease
of use, satisfaction, and loyalty intention towards
online shopping. A number of findings are worth
mentioning. First, perceived usefulness was found to
have significant effects on customers’ satisfaction and
loyalty intentions. As expected, online consumers
evaluated ‘performance’ as mainly depending on the
Web site’s effectiveness in searching and buying goods.
Individuals are likely to form favourable feelings of
satisfaction and increase their use of online shopping if
they believe that it will improve their shopping
performance and effectiveness.

Second, results indicate that perceived ease of use
has a strong effect on perceived usefulness (f = 0.46).
The finding suggests that perceived ease of use acts
indirectly on loyalty intention through the mediating
effect of perceived usefulness. The mediating effect of
perceived usefulness on the relationship between
perceived ease of use and loyalty intention was assessed
following Baron and Kenny’s (1986) procedures: (i)
perceived ease of use has a significant effect on loyalty
intention (f = 0.17), (2) perceived case of use has a
significant effect on perceived usefulness (f = 0.80),
and (3) perceived usefulness has a loyalty intention
(p = 0.24) but the effects of perceived ease of use on

Distributive
Fairness R?=0.65 R?=0.65
Perceived
Trust
0.46%> Usefulness ‘w‘*
Procedural Perceived
Fairness 0.29* 0.28* Ease of Use
Satisfaction Loyal.ty
0. 0.64%** Intention R2=0.74
7
. 2. i A
[ntergctlonal R*=0.73 0.03 . 0.04
Fairness L .
Control Variables Internet Shopping
Experience Experience

*p <.05, ¥ p<.01, *** p <.001 (two-tailed t-tests)

Figure 2. SEM analysis of the research model.
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loyalty intention (ff = 0.05) decreases to a insignificant
level.

Third, results indicate that all three fairness types
are related to customers’ trust, which in turn is a
significant predictor of customer satisfaction. Interac-
tional fairness is the strongest predictor of trust,
followed by procedural fairness and distributive fair-
ness. A possible explanation for the relatively strong
effect of interactional fairness is that customers have
reasonably complete information about how the
vendor interacted with them (because of the informa-
tion’s relative transparency). In addition, the extent of
explained variance in trust (R* = 0.65) implies that
distributive fairness, procedural fairness, and interac-
tional fairness are possibly among the most important
antecedents of customers’ trust in online vendors,
shedding light on the trust-building potential of the
three dimensions of fairness. Following Baron and
Kenny’s (1986) procedures, we found that a mediating
effect of satisfaction on the relationship between trust
and loyalty intention.

Fourth, distributive fairness and interactional fair-
ness are significant predictors of customer satisfaction,
which is the most dominant predictor of loyalty inten-
tion (f = 0.64). Additionally, the R* values show that
distributive fairness, procedural fairness, and interac-
tional fairness together account for 73% of the
variance of satisfaction. It seems appropriate to suggest
that creating individuals’ perceptions of distributive
fairness and interactional fairness is as important as
creating perceptions of usefulness and ease of use;
moreover, this is a primary means of enhancing
customers’ loyalty intentions towards online shopping.
TAM researchers are strongly advised to look further
into the relationships between these constructs and
explore them both conceptually as well as empirically.

Fifth, procedural fairness does not have a signifi-
cant and positive effect on satisfaction. This finding is
inconsistent with Folger and Greenberg’s (1985)
argument that the method of determining outcomes
may be more important than the actual outcomes
received. A possible explanation for the insignificant
effect of procedural fairness is that customers are not
forming perceptions about procedural fairness in every
transaction. Providing valid reasons for changing
policies and handling customers’ problems does not
happen frequently. Customers are not really interested
in policies and how problems are handled, unless they
ran into problems. If most transactions are fulfilled
according to the expectations of the customers, then
they would not be interested in it, and hence whether
they think positively or negatively about it, does not
influence their level of satisfaction. Another possible
explanation is that procedural fairness is usually
studied in the work environments and conflict

resolutions in which individuals have face-to-face
contacts. It may be more difficult for customers to
evaluate the fairness of procedures in the online
shopping environment. In other words, customers
have incomplete information about the transaction
procedures (because of the information’s relative
opacity) (Ramaswami and Singh 2003).

5.1. Implications for theory and practice

This research has unique implications for IS practi-
tioners, especially for online shopping vendors whose
business models and revenues are based on long-term
and repeat sale of products and services. There are at
least two types of issues that differentiate online con-
sumers from offline consumers: the interface with
e-vendors and the degree of uncertainty. Compared to
shopping in a traditional bricks-and-mortar environ-
ment, customers maintain a higher level of uncertainty
about the shop, the vendor, the quality of the product,
and the settlement performance in the online shopping
environment (Tan and Thoen 2001). The important role
of distributive fairness implies that to increase con-
sumers’ satisfaction, the online store should provide
customers with all the information needed to make
proper purchasing decisions, including information
about the product and price. e-vendors can use
numerous different policies to increase consumers’
perceptions of distributive fairness, including informa-
tion policies and guarantee policies (Grabner-Kraeuter
2002). Information policies aim at reducing infor-
mation asymmetries between buyers and sellers by
applying various communicative measures such as
advertising, public relations, virtual communities, on-
line message boards, and chat rooms. Guarantee
policies comprise different instruments that offer money
back for unsatisfactory purchases and allow returns of
damaged products. Information and guarantee policies
can also build an image that e-vendors are concerned
with consumers’ rights and interests, and are sincere
in dealing with transactions, which in turn leads to
customers’ perceptions of interactional fairness.

Web site developers need to concentrate on the
technological characteristics of their Web sites (front
offices). User-friendly interfaces, easy-to-comprehend
layouts, effective search engines, updated information,
well-organised  catalogues, efficient  navigation
schemes, and simple checkout procedures may all
contribute to consumers’ perceptions of usefulness of
online shopping, which in turn leads to their loyalty
intentions towards online shopping. Therefore, in
order to attract and keep customers, it is imperative
that e-vendors do not ignore good design principles in
the construction of their Web sites (Vijayasarathy
2004). In addition, to increase consumers’ perceptions
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of usefulness and ease of use, Web site developers
could also utilise back office systems to provide
personalised content and personalised recommenda-
tions on Web sites. Such back office systems could also
be used to quickly assist customers with order status,
automatically respond to consumers’ queries, and
follow sales, orders and cancellations. Those back
office functions can increase customers’ perceptions of
distributive fairness and interactional fairness, which
in turn lead to consumer satisfaction.

Compared with pure-play vendors (Internet-based
vendors) who do not have a traditional storefront,
multi-channel vendors can support more programmes
to increase customers’ perceptions of interactional
fairness, such as universal customer service and ‘buy-
online-and-pick-up-or-return-in-store’. Multi-channel
programmes can be used to build an image that the
vendors are concerned with consumers’ rights and
interests, while displaying sincerity in dealing with
transactions. Since multi-channel programmes offer
customers more opportunities to interact with sales
and customer service staff, it is imperative that vendors
have proactive planning about customer service (e.g.
employee training and a written instruction for
customer service) to minimise the impact of unfair
interpersonal treatment.

In terms of theory building, this study attempts to
develop a theoretical research model by integrating
variables in different research streams and applying
them to a new context. The current research represents
an important contribution to theories of customer
loyalty intention by integrating fairness perceptions,
trust, and two major variables of TAM, i.e. perceived
usefulness and perceived ease of use. This study will
motivate the research community to move from
traditional IT acceptance models such as TAM to a
deeper understanding of online shopping behaviour by
integrating with variables associated with uncertainty,
i.e. trust and fairness. The results support TAM, thus
helping researchers to understand the relationships
among perceived ease of use, perceived usefulness, and
the continuance of online shopping by individual
customers. By establishing the appropriateness of
TAM as a theoretical anchor for online shopping
continuance, this study suggests that trust and the
three dimensions of fairness — distributive fairness,
procedural fairness and interactional fairness — could
improve our understanding of online shopping beha-
viour. Marketing and organisational justice research
has empirically proven the role of fairness in customer
satisfaction and the relationship between fairness and
trust. However, the role of technology acceptance
constructs and their integration with trust and fairness
has neither been theorised nor empirically validated for
the online shopping environment. The findings

demonstrate the value of considering the subjective
perceptions of fairness and trust. Indeed, fairness
perceptions engender trust and distributive fairness
and interactional fairness influence customer satisfac-
tion. Although the current research examines the
motivations of some people to use online stores as a
shopping channel, additional research could consider
why some people do not use it at all.

Our findings suggest that when procedures and
their enactment are separated, it is interactional
fairness that plays a dominant role in engendering
customers’ trust in the online vendor and satisfaction
with online shopping. Interactional fairness may be
more potent not only because of its intrinsic value (e.g.
treating customers with respect and politeness) but also
because of its signalling value (e.g. as a ‘signal’ for the
transaction procedures) (Ramaswami and Singh 2003).

5.2. Limitations

Although the findings are encouraging and useful, the
present study has certain limitations. First, as the
respondents to the survey were limited to a Taiwanese
online store, this study may have limited applicability
to other international B2C e-commerce markets.
Second, the results may have been impacted by self-
selection bias since our sample comprises only active
buyers. Individuals who had already ceased to shop
online might have different perceptions about the
influence of major TAM constructs, trust, and the
three dimensions of fairness, and so could have been
differently affected by them. Therefore, the results
should be interpreted as only explaining loyalty
intentions of current customers of online shopping.
Whether the results can be generalised to individuals
who ceased to shop online or to disaffected customers
will require additional research. Third, the online
survey system was designed to remind and force
respondents to answer all survey items. It does provide
completeness but at a cost. Respondents may prefer
not answering a question than giving an erroneous
answer. The online survey system could be redesigned
to remind respondents about unanswered items but
allow them to choose not to answer the questions.
Finally, as the data are cross-sectional and not
longitudinal, the posited causal relationships could
only be inferred rather than proven.

5.3. Future research

Prior research (Overby and Lee 2006) suggests that
online shopping involves hedonic as well as utilitarian
value. Overby and Lee (2006) found that hedonic and
utilitarian values are related to preference towards the
Internet retailer and intentions. Therefore, an
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interesting area for future research is to identify
various types of hedonic and utilitarian values and
examine their relative importance in driving customers’
loyalty intentions towards online shopping.

Parasuraman et al. (2005) proposed the concept of
electronic service (e-service) quality and developed
scales for measuring it. They also examined the in-
fluence of the e-service quality dimensions on value and
loyalty. Therefore, another interesting area for future
research is to examine the relative influence of the
e-service quality dimensions on customers’ satisfaction
and loyalty intentions towards online shopping.

Lastly, the research data — the customers’
responses — were cross-sectional and did not present
an opportunity to examine the long-term trend of
these hypothesised relationships. Further longitudinal
studies are recommended to validate our research
model in this regard.

6. Conclusion

Customer loyalty is critical to the online vendors’
endurance and success. Fairness, trust, and TAM have
been widely studied in different fields. By integrating
these perspectives, a richer understanding of custo-
mers’ underlying beliefs and subsequent loyalty inten-
tions can be gained. Future researchers and e-vendors
will find our proposed model a fertile ground for
further refinement and development to understand
how to motivate and maintain customers’ loyalty
intentions towards online shopping.

References

Adams, J.S., 1965. Inequity in social change. In: L.
Berkowitz, ed. Advances in experimental social psycho-
logy. New York: Academic Press, 267-299.

Ajzen, 1. and Fishbein, M., 1980. Understanding attitudes and
predicting social behavior. Englewood Cliffs, NJ: Prentice-
Hall.

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, 23, 267-285.

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, 26, 243—
268.

Babin, B. and Babin, L., 2001. Seeking something different?
A model of schema typicality, consumer affect, purchase
intentions and perceived shopping value. Journal of
Business Research, 54, 89-96.

Baron, R.M. and Kenny, D.A., 1986. The moderator—
mediator variable distinction in social psychological
research: conceptual, strategic, and statistical considera-
tions. Journal of Personality and Social Psychology, 51,
1173-1182.

Chiu et al.

Bhattacherjee, A., 2001. Understanding information systems
continuance: an expectation-confirmation model. MIS
Quarterly, 25, 351-370.

Bhattacherjee, A. and Premkumar, G., 2004. Understanding
changes in belief and attitude toward information
technology usage: a theoretical model and longitudinal
test. MIS Quarterly, 28, 229-254.

Bies, R.J. and Moag, J.S., 1986. Interactional justice: com-
munication criteria of fairness. In: R.J. Lewicki, B.H.
Sheppard, and M.H. Bazerman, eds. Research on negotia-
tion in organizations. Greenwich, CT: Jai Press, 43-55.

Blau, P.M., 1964. Exchange and power in social life.
New York: Wiley.

Blodgett, J.G., Hill, D.J., and Tax, S.S., 1997. The effects of
distributive, procedural, and interactional justice on
postcomplaint behavior. Journal of Retailing, 73, 185-
210.

Boulding, W., Kalra, A., Staelin, R., and Zeithaml, V.A.,
1993. A dynamic process model of service quality form
expectations to behavioral intentions. Journal of Market-
ing Research, 30, 7-27.

Chau, P.Y.K., 1997. Reexamining a model for evaluating
information center success using a structural equation
modeling approach. Decision Sciences, 28, 309—334.

Chen, C.C., 2004. Yahoo! Kimo vs. PChome (in Chinese).
Global Views Monthly, 218, 126-132.

Chiou, J.S., 2004. The antecedents of consumers’ loyalty
toward Internet service providers. Information and
Management, 41, 685-695.

Chiu, C.M., Chiu, C.S., and Chang, H.C., 2007. Examining
the integrated influence of fairness and quality on
learners’ satisfaction and Web-based learning con-
tinuance intention. Information Systems Journal, 17,
271-287.

Cho, Y., Im, L., and Hiltz, R., 2003. The impact of e-services
failures and customer complaints on electronic commerce
customer relationship management. Journal of Consumer
Satisfaction, Dissatisfaction and Complaining Behavior,
16, 106-118.

Clemmer, E.C. and Schneider, B., 1996. Fair service. In: T.A.
Swartz, D.E. Bowen, and S.W. Brown, eds. Advances in
services marketing and management. Greenwich, CT: Jai
Press, 109-126.

Cohen-Charash, Y. and Spector, P.E., 2001. The role of
justice in organizations: a meta-analysis. Organizational
Behavior and Human Decision Processes, 86, 278-321.

Cox, J. and Dale, B.G., 2002. Key quality factors in web
site design and wuse: an examination. [International
Journal of Quality and Reliability Management, 19,
862-888.

Cyr, D., Head, M., and Ivanov, A., 2006. Design aesthetics
leading to m-loyalty in mobile commerce. Information
and Management, 43, 950-963.

Davis, F.D., 1989. Perceived usefulness, perceived ease of
use, and user acceptance of information technology. MIS
Quarterly, 13, 319-340.

Davis, F.D., Bagozzi, R.P., and Warshaw, P.R., 1989.
User acceptance of computer technology: a comparison
of two theoretical models. Management Science, 35, 982—
1003.



Downloaded by [Chengdu Branch of National Science Library] at 23:35 01 July 2014

Behaviour & Information Technology 359

Delone, W.H. and Mclean, E.R., 2003. The DeLone and
McLean model of information systems success: a ten-
year update. Journal of Management Information Sys-
tems, 19, 9-30.

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

Diekmann, K.A., Barsness, Z.I., and Sondak, H., 2004.
Uncertainty, fairness perceptions, and job satisfaction: a
field study. Social Justice Research, 17, 237-255.

Dillman, D.A., 2000. Mail and internet survey: the tailored
design method. New York: Wiley.

Folger, R. and Greenberg, J., 1985. Procedural justice: an
interpretative analysis of personal systems.. In: K.
Rowland and G. Ferris, eds. Research in personal and
human resources management. Greenwich, CT: Jai Press,
141-183.

Folger, R. and Konovsky, M.A., 1989. Effects of
procedural and distributive justice on reactions to pay
raise decisions. Academy of Management Journal, 32,
115-130.

Fornell, C. and Larcker, D.F., 1981. Evaluating structural
equation models with unobservable and measurement
error. Journal of Marketing Research, 18, 39-50.

Gefen, D., Karahanna, E., and Straub, D.W., 2003. Trust
and TAM in online shopping: an integrated model. MIS
Quarterly, 27, 51-90.

Grabner-Kraeuter, S., 2002. The role of consumers’ trust in
online-shopping. Journal of Business Ethics, 39, 43-50.

Harris, K.L., 2003. Justice theory in online and offline
complaint satisfaction: an empirical study. Dissertation
(PhD). George Washington University, Washington,
DC, USA.

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

Homans, G.G., 1961. Social behavior: its elementary forms.
New York, NY: Harcourt Brace.

Homburg, C. and Giering, A., 2001. Personal characteristics
as moderators of the relationship between customer
satisfaction and loyalty: an empirical analysis. Psychol-
ogy and Marketing, 18, 43-66.

Hu, P.J.H., Chau, P.Y.K., Sheng, O.R., and Tam, K.Y.,
1999. Examining technology acceptance model using
physician acceptance of telemedicine technology. Journal
of Management Information Systems, 16, 91-112.

Johnson, C.A. and Tesch, B., 2005. US eCommerce: 2005 To
2010 a five-year forecast and analysis of us online retail
sales [online]. Available from: http://www.forrester.
com/Research/Document/Excerpt/0,7211,37626,00.html
[Accessed 21 July 2006].

Joreskog, K.G. and Sérbom, D., 1993. LISREL 8: structural
equation modeling with the SIMPLIS™ command lan-
guage. Chicago, IL: Scientific Software International.

Kao, Y.F., Huang, L.S., and Yang, M.H., 2007. Effects of
experiential elements on experiential satisfaction and
loyalty intentions: a case study of the super basketball
league in Taiwan. International Journal of Revenue
Management, 1, 79-96.

Karahanna, E., Straub, D.W., and Chervany, N.L., 1999.
Information technology adoption across time: a cross-
sectional comparison of pre-adoption and post-adoption
beliefs. MIS Quarterly, 23, 183-213.

Kumar, N., Scheer, L.K., and Steenkamp, J.E.M., 1995. The
effects of supplier fairness on vulnerable resellers. Journal
of Marketing Research, 32, 54-65.

Lin, HH. and Wang, Y.S., 2006. An examination of the
determinants of customer loyalty in mobile commerce
contexts. Information and Management, 43, 271-282.

Lind, E.A. and Tyler, T.R., 1988. The social psychology of
procedural justice. New York: Plenum.

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. Admin-
istrative Science Quarterly, 38, 224-251.

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 Psycho-
logy, 36, 100-119.

Maxham, J.G. III and Netemeyer, R.G., 2002. Modeling
customer perceptions of compliant handling over time:
the effects of perceived justice on satisfaction and intent.
Journal of Retailing, 78, 239-252.

Mayer, R.C., Davis, J.H., and Schoorman, F.D., 1995. An
integrative model of organizational trust. Academy of
Management Review, 20, 709-734.

Mcfarlin, D.B. and Sweeney, P.D., 1992. Distributive and
procedural justice as predictors of satisfaction with
personal and organizational outcomes. Academy of
Management Journal, 35, 626-637.

Moon, J.W. and Kim, Y.G., 2001. Extending the TAM for a
World-Wide-Web context. Information and Management,
38, 217-230.

Moorman, R.H., 1991. Relationship between organizational
justice and organizational citizenship behaviors: do
fairness perceptions influence employee citizenship?
Journal of Applied Psychology, 76, 845-855.

Morgan, R.M. and Hunt, S.D., 1994. The commitment—trust
theory of relationship marketing. Journal of Marketing,
58, 20-38.

Nasir, V.A., 2004. e-Consumer complaints about on-line
stores. Journal of Consumer Satisfaction, Dissatisfaction
and Complaining Behavior, 17, 68-87.

Niehoff, B.P. and Moorman, R.H., 1993. Justice as a
mediator of the relationship between methods of moni-
toring and organizational citizenship behavior. Academy
of Management Journal, 36, 527-556.

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

Oliver, R.L. and Swan, J.E., 1989. Consumer perceptions
of interpersonal equity and satisfaction in transactions:
a field survey approach. Journal of Marketing, 53,
21-35.

Overby, J.W. and Lee, E.J., 2006. The effects of utilitarian
and hedonic online shopping value on consumer pre-
ference and intentions. Journal of Business Research, 59,
1160-1166.


http://www.forrester.com/Research/Document/Excerpt/0,7211,37626,00.html
http://www.forrester.com/Research/Document/Excerpt/0,7211,37626,00.html

Downloaded by [Chengdu Branch of National Science Library] at 23:35 01 July 2014

360 C.-M. Chiu et al.

Parasuraman, A., Zeithaml, V.A., and Malholtra, A., 2005.
E-S-QUAL: a multiple-item scale for assessing
electronic service quality. Journal of Service Research,
7, 213-235.

Patterson, P.G. and Spreng, R.A., 1997. Modeling 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, 8, 414—434.

Pavlou, P.A., 2003. Consumer acceptance of electronic
commerce: integrating trust and risk with the technology
acceptance model. International Journal of Electronic
Commerce, 7, 101-134.

Pavlou, P.A. and Fygenson, M., 2006. Understanding and
predicting electronic commerce adoption: an extension of
the theory of planned behavior. MIS Quarterly, 30, 115-
143.

Pavlou, P.A., Liang, H., and Xue, Y., 2007. Understanding
and mitigating uncertainty in online exchange relation-
ships: a principal-agent perspective. MIS Quarterly, 31,
105-136.

Pillai, R., Williams, E.S., and Tan, J.J., 2001. Are the scales
tipped in favor of procedural or distributive justice? An
investigation of the U.S., India, Germany, and Hong
Kong (China). International Journal of Conflict Manage-
ment, 12, 312-332.

Podsakoff, M. and Organ, D., 1986. Self-reports in organiza-
tional research: problems and prospects. Journal of
Management, 12, 531-544.

Ramaswami, S.N. and Singh, J., 2003. Antecedents and
consequences of merit pay fairness for industrial sales-
people. Journal of Marketing, 67, 46—66.

Reichheld, F.F. and Schefter, P., 2000. E-loyalty: your secret
weapon on the Web. Harvard Business Review, 78, 105—
113.

Sanchez, J.I. and Brock, P., 1996. Outcomes of perceived
discrimination among Hispanic employees: is diversity
management a luxury or a necessity? Academy of
Management Journal, 39, 704-719.

Saunders, M.N.K. and Thornhill, A., 2003. Organisational
justice, trust and the management of change. Personnel
Review, 32, 360-375.

Seiders, K. and Berry, L.L., 1998. Service fairness: what it is
and why it matters. The Academy of Management
Executive, 12, 8-21.

Shim, S., Eastlick, M.A., Lotz, S.L., and Warrington, P.,
2001. An online prepurchase intentions model: the role of
intention to search. Journal of Retailing, 77, 397-416.

Singh, J. and Sirdeshmukh, D., 2000. Agency and trust
mechanisms in consumer satisfaction and loyalty judg-
ments. Academy of Marketing Science, 28, 150-167.

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, 36,
356-372.

Swan, J.E. and Trawick, I.F., 1981. Disconfirmation of
expectations and satisfaction with a retail service. Journal
of Retailing, 57, 40-67.

Tan, Y.H. and Thoen, W., 2001. Toward a generic model of
trust for electronic commerce. International Journal of
Electronic Markets, 5, 61-74.

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 and
Distribution Management, 29, 109—124.

Thibaut, J. and Walker, L., 1975. Procedural justice: a
psychological analysis. Hillsdale, NJ: Lawrence Erlbaum.

Tsai, H.T., Huang, H.C., Jaw, Y.L., and Chen, W.K., 2006.
Why on-line customers remain with a particular e-tailer:
an integrative model and empirical evidence. Psychology
and Marketing, 23, 447-464.

United Nations, 2003. E-commerce and development report
2003. New York and Geneva.

Van den Bos, K. and Lind, E.A., 2002. Uncertainty mana-
gement by means of fairness judgments. /n: M.P. Zanna,
ed. Advances in experimental social psychology. San
Diego, CA: Academic Press, 1-60.

Venkatesh, V. and Davis, F.D., 2000. A theoretical extension
of the technology acceptance model: four longitudinal
field studies. Management Science, 46, 186-204.

Vijayasarathy, L.R., 2004. Predicting consumer intentions to
use on-line shopping: the case for an augmented tech-
nology acceptance model. Information and Management,
41, 747-762.

Wixom, B.H. and Todd, P.A., 2005. A theoretical integration
of user satisfaction and technology acceptance. Informa-
tion Systems Research, 16, 85-102.

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

Appendix 1

Traditionally, researchers using the Harman’s one-factor
technique load all of the variables in their study into an
exploratory factor analysis (EFA). We utilised a CFA
approach to Harman’s one-factor test (McFarlin and
Sweeney 1992, Sanchez and Brock 1996). The rationale for
this test is that if common method variance poses a serious
threat to the analysis and interpretation of the data, a single
latent factor would account for all manifest variables
(Podsakoff and Organ 1986). A 10-factor model was tested
first. Fit indices produced by Lisrel suggested the seven-
factor model fit reasonably well: normed chi-square = 1.87
(* = 906.99; df =484), AGFI = 0.82, NNFI = 0.94, CFI
0.95 and RMSEA = 0.053. The one-factor model did not fit
the data well: normed chi-square = 8.45 (3> =4527.28;
df = 536), AGFI = 0.49, NNFI = 0.67, CFI = 0.68 and
RMSEA = 0.155. These results suggest that common
method variance did not pose a serious threat in the study.



