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Abstract: Online tourism is one of the most successful e-commerce implementations (Turban et al., 2010) and
therefore investigating its success factors has increasing importance. This paper investigates the determinants
of tourist satisfaction in on-line tourism. To this end, a factor analysis was performed. The results confirmed
the five factor model illustrated by the study of e-satisfaction with on-line retailing in the United States,
conducted by Szymansky and Hise (2000). In addition, the unique effect of each determinant on e-satisfaction
was investigated using regression analysis. Then a comparison was made among the results of this study and
those of other two studies which had studied e-satisfaction in different contexts. This research yields insights
for managers of e-tourism firms, by introducing the factors with the highest impact on tourism e-satisfaction.
Results show that the effect of the determinants of e-satisfaction cannot be generalized to the whole e-retailing
sector, since the importance and effect of each determinant on e-satisfaction can vary in different industries.
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INTRODUCTION [2]. In 2008, U.S. online travel sales increased 12 percent

It is about fifty years that the first mainframe that U.S. online tourism sales reach $163 billion by 2012
computer was developed, thirty years since the personal [3-4].
computer was introduced and more than two decades E-tourism is generated when traditional travel agents,
since the World Wide Web was launched and yet their tour operators, national tourist offices, airlines, car rental
influences on daily operations is  pervasive.  It  was in firms, hotels and other accommodation providers offer
the  mid-1990s  when  a  flurry of internet service their services online. This enables the tourists to
providers  began offering dial-up access and schedule their trip online and hence provides a new way
consequently e-services became widely available to mass of doing business for tourism service providers. Fast
consumers [1]. Due to the continuous growth of internet communication, global accessibility and minimal costs are
use, many tourism firms were motivated to offer their the immediate consequences of going online for tourism
services on-line. Nowadays, being online is so important organizations. E-tourism benefits both tourists and
that if a tourism service is not on the web, it may well be tourism organizations. Tourists can easily search for
ignored by the millions of people who now have access to anything  they  require,  obtain  useful  information  and
internet and expect every tourism service to have a can  book their  travel  needs  on-line.  On  the  other
comprehensive presence on the web. Using internet and hand,  tourism  firms  can offer tourism services on-line
information technology is increasingly becoming critical that can be sold directly to the customers and eliminate
for the success of tourism and hospitality organizations the   high    rates    of    commissions    of    intermediaries.

compare to 2007 and reached $105 billion [3]. It is expected
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Moreover, it improves customer services and encourages Literature Review: Tourism and information
greater cooperation between providers of different
services in the tourism industry.

Manufacturers of products can apply different
marketing methods to attract customers. A study by Hu
and his colleagues [5] showed that sampling is a strong
indicator for product quality that reduces product
uncertainty and attracts interested shoppers. However
unlike durable goods, intangible tourism services, due to
their nature, cannot be physically displayed or inspected
at the point of sale before the trip. Therefore, tourism
products are highly dependent on the way they are
represented and offered by the tourism firms. As
information constitutes the heart of the travel industry [6],
utilizing and managing a suitable Information Technology
is essential for tourism organizations to satisfy their
customers.

One of the important issues in the e-business is to
provide an appropriate level of quality of tourism services
[7] which leads to tourists' satisfaction. Although a
number of works have reported findings on tourists'
satisfaction and on-line satisfaction separately, however
despite its importance, few studies have been conducted
on satisfaction of online tourism. This has mainly been
due to the fact that the researches  are  usually  done in
a  special  context  and  then  the  author  tries to
generalize it to other contexts. However due to the
importance of e-tourism and the differences of this
industry with others, there is a crucial need to conduct
such research in this context. Additionally it can be
argued  that  relative  to  the  importance   of  e-tourism
this field has not received sufficient attention by
researchers, therefore it requires more attention in the
academic field.

This paper intends to fill this gap by identifying the
most important determinants of e-satisfaction in the
tourism industry. Like Szymanski and Hise [8] this study
considers e-satisfaction (satisfaction in online context) to
be the consumers' judgment of their online purchasing
experiences as compared to their experiences with
traditional stores.

This paper is organized as follows. In section 2, we
will review the related literature and section 3 is devoted
to the methodology of our research. Section 4
demonstrates the characteristics of the respondents to the
questionnaire. The results of our work are demonstrated
in section 5. Finally in section 6, a discussion on the
obtained results concludes the paper.

communication technology (ICT) are two of the most
important and dynamic motivators of the evolving global
economy [9-10]. Today, due to the nature of tourism
products and services, consumers are more interested
than ever in gaining as much information as possible
regarding tourism products and services to minimize their
buying risk and increase their satisfaction. Travelers
cannot pre-test the product or easily get a refund if the
trip does not meet their expectations; hence access to
reliable, accurate, timely and relevant information is crucial
to help them make an appropriate choice [11].

Tourism-related services have emerged as a leading
product type for promotion and distribution through the
Internet [12]. However, a good representation of the
services is as important as being online to make the
business successful. In fact, making tourism service
information accessible to customers does not guarantee
their effective distribution. Well-designed mechanisms
must allow customers to process their purchase efficiently
[13]. If a tourism organization can better represent its
destination (services) on the internet than others, then it
may attract those tourists who are uncertain about where
to travel.

As the usage of e-tourism increases, understanding
what creates a satisfying customer experience becomes
crucial. Unfortunately despite this importance there have
been few investigations related to the satisfaction with
on-line industries especially on-line tourism. There have
been several works related to satisfaction with traditional
ways of businesses [14-20] and in particular, there have
been plenty of studies related to tourists' satisfaction in
the traditional (offline) model of tourism [21-24]. These
authors have introduced several models and determinants
of tourists' satisfaction.

Park and his colleagues [25] examined the role of
perceived web site quality on willingness to use online
travel agencies. They found that ease of use of the
website is the most important dimension in determining
willingness to use online travel agencies. Attributes
based on which customers evaluate e-services are studied
by scholars like Finn [26] and Parasuraman et al. [27].
Moreover, studying the different aspects of online
shopping has been the subject of some researches.
Jarvenpa and Todd [28] applied a conceptual approach to
their investigation of consumer attitudes towards early
features of e-shopping. They divided shopping factors
perceived by online buyers into four categories: product
perceptions, shopping experience, customer service and
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consumer risks. Burke [29] conducted similar research in The initial questionnaire for the current study was
a different context. Burke’s work reported that on-line designed in different sections and the questionnaire was
shoppers were most satisfied with the convenience, finalized after conducting a pilot test. The first section of
product quality, value provided and product selection the questionnaire is designed to obtain the respondents'
offered by the on-line shopping experience. Szymansky demographic data and behavioral characteristics: gender,
and Hise [8] discussed an e-satisfaction model for online age, occupation, purposes of their trip and the number of
purchasing and have introduced five factors affecting e- times travel agencies and e-tourism websites were used
satisfaction. They conceptualized e-satisfaction as the per year. Sections 2 and 3 consist of the main questions
consumers' judgment of their Internet retail experience related to the model in this research. Items are gathered
compared to their experiences with traditional retail stores. from the previous studies, in particular the Servequal
Their study was among the first studies considering Model [23] and the e-satisfaction model [8].
satisfaction in an online context. However they In section 2, items presented pertain to the different
considered  the  general  context of e-retailing, hence, aspects of tourism services that can affect customer
there is a need to study e-satisfaction in other contexts. satisfaction. The items questions in this section
This will assist both practice and academia to investigate investigate the perceptions of tourists toward on-line
factors affecting e-satisfaction in various contexts to see tourism organizations compared with traditional travel
if this model can be generalized to all contexts. agencies. This comparison between e-shops and their

Knowing what satisfies tourists while they search on- counterparts  in  the  traditional  market  is  done  using
line and scheduling their trip, which is the first phase of the same methodology as [8]  in their e-satisfaction model.
the process, is a very important issue for tourism firms' The traditional travel agencies are considered as the
managers that helps them survive in such a competitive reference because almost everyone has had an experience
market. Moreover, as Evanschitzky et al. [30] have with them therefore it would be a suitable comparison for
mentioned, the examination of consumer satisfaction in an inferring their e-satisfaction. In this section respondents
on-line context is not only a critical performance outcome, are asked to compare each item regarding on-line tourism
but also a primary predictor of customer loyalty and an with traditional travel agencies, relating to their previous
internet retailer's success. Anderson and Srinivason [31] experiences. Their e-satisfaction level measure is in a 5-
showed that the impact of e-satisfaction on e-loyalty is point scale, (1) Much worse than, (2) Worse than, (3) The
the greatest contingent to the presence of some customer same, (4) Better than and (5) Much better than.
level moderators such as convenience, motivation, Items in section 3 are related to tourism websites’
purchase size and business level factors such as trust and design. In this section respondents are asked to mention
perceived value. their satisfaction level on a 5-point scale - (1) Very

Usually scholars of e-commerce conduct their dissatisfied, (2) Dissatisfied, (3) Fair, (4) Satisfied and (5)
researches in the general context of online shopping and Very  satisfied.  After   designing   the  questionnaire a
try to generalize their studies. However, due to the nature pre-test was also conducted.
of the tourism industry, specific research in this context is Before data collection, in order to validate the
needed. The current study attempts to find factors which questionnaire, the questionnaire was reviewed by tourism
affect tourist’s satisfaction while they are purchasing on- experts and scholars expert in designing questionnaires.
line. Following on from Szymansky and Hise’s [8] work in Then a pilot test was conducted and the questionnaire
e-retailing to identify factors affecting e-satisfaction in was given to 10 people from our sample to check if all
tourism industry, we have investigated the consumers' items and questions are easy to understand and whether
judgment of their e-tourism experience compared with any changes were required. Some modifications were
their experience of traditional travel agencies. applied after fulfilling these two phases.

Methodology: The first part of this work that constitutes study are those who have experienced e-tourism at least
its qualitative part is focused on the design of a once before. For the purpose of data collection, Beauvais
questionnaire. The next part is quantitative and elaborates airport  in Paris agreed to cooperate with this research.
on gathering survey data to test the e-satisfaction model The airport serves airlines like Ryanair, which sell the
and assess determinants of the e-satisfaction model in the majority of their tickets online. Beauvais airport permitted
tourism industry. us to distribute the questionnaire in the airport area in

The suitable population to collect data from for this
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front of check-in desks. As the questionnaire was in
English, people were asked first if they spoke English and
the questionnaires were given to those whose responses
were positive. In order to get better results and eliminate
redundant results, only one questionnaire was given to
each group. The advantage of this sampling was that the
respondents were completing the questionnaire during
their trip and the problem of recalling information, which
usually exists in data collection, is not an issue here.

A Total of 150 questionnaires were distributed. 115
questionnaires were returned and after eliminating void,
missing valued questionnaires and outliers the number of
valid responses was reduced to 99.

Respondent Characteristics: Table 1 shows the
demographic characteristics of respondents. 53% of
respondents are female and more than 50% of the
respondents are aged between 18-34 years old. Table 2
shows the purpose of the trip and also the usage of travel
agencies and tourism websites per year. It demonstrates
that more than half of the respondents use travel agencies
once a year at most but the percentage for using tourism
websites is different. About 50% of responders use
tourism websites at least four times a year.

Using SPSS 13, an exploratory factor analysis using
principal component with varimax rotation was performed
to investigate the underlying factors which affect the
satisfaction of customers with e-tourism. In effect, we
identify the dimensions that affect tourists' satisfaction
while they are purchasing on-line compared with the
occasions they used traditional travel agencies.

To verify if factor analysis could be applied, Kaiser-
Meyer-Olkin measure of sampling adequacy (KMO
measurement) and Bartlett's test analysis were conducted.
Results show that KMO is greater than 0.5, (=0.79) which
signifies the number of samples is big enough to use
factor analysis (Table 3). Moreover the Bartlett's test is
significant (significant level 0), which proves the
applicability of factor analysis.

In order to test the reliability and internal consistency
of each factor, Cronbach's alpha scores and correlation
coefficient were calculated. Cronbach's alpha was
calculated only for convenience and site design, since
other factors i.e. product information, product offering
and financial security, include only 2 items. For factors
with 2 items, instead of Cronbach's alpha, correlation
coefficient  between  the  two  items  was calculated
(Table 4). The Cronbach's alpha scores and the correlation
coefficient ranged from 0.53 to 0.82  for  the  five  factors.

Table 1: Demographic profile of the respondents
Variable Percent

Gender Male 53
Female 47

Age Group 18 – 24 24.8
25 – 34 25.7
35 – 44 20.4
45 – 54 17.7
55 – 64 10.5
>65 0.9

Occupation Executive 20.9
Professional 18.2
Clerical Work 10.0
Student 26.4
Retired 0.9
Housewife 1.8
Others 21.8

Table 2: Purpose of respondent’s current trip and usage of travel agency and
tourism website/year

Variable Percent
Purpose of the trip Business 11.5

Leisure 57.5
Visiting Friends and Family 23.9
Others 7.1

Use of Travel Agency per year Less than one 37.3
Once 20
Twice 18.2
Three times 13.6
Four times 2.7
Five times or more 8.2

Use of tourism websites per year Less than one 11.5
Once 10.6
Twice 11.5
Three times 20.4
Four times 10.6
Five times or more 35.4

Table 3: KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.790
Bartlett’s Test of Sphericity  Approx. Chi-Square 560.772

 Df 91
 Sig. 0.000

Since 0.5 is the minimum value for accepting the reliability
test [32] the results of factor analysis in this research are
considered reliable. The factor loadings are also shown in
Table 4.

RESULTS

To investigate the factors affecting customer
satisfaction in e-tourism and to determine whether the
Szymansky and Hise [8] five-factor measurement model
reflects the underlying mental model in e-tourism or not,
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Table 4: Factor loading and reliability results (Cronbach's alpha for factors including more than 2 items, Correlation Coefficient for factors including 2 items)

Factors Factor Loading Cronbach's alpha Correlation coefficient

Factor 1: Site Design Attractive website 0.864 0.817 -

Friendliness ease of use 0.682

Uncluttered screens 0.645

Factor 2: Convenience Purchase any time 0.797 0.682 -

Purchase anywhere 0.737

Time efficiency 0.711

Factor 3: Financial Security  Formal privacy 0.897 - 0.65

 Safe feeling in transactions 0.807

Factor 4: Product Information  Quantity of information 0.832 - 0.643

 Quality of information 0.740

Factor 5: Product Offering  Number of tourism services 0.753 - 0.53

 Variety of tourism services 0.789

Table 5: Coefficients (Dependent Variable: E-satisfaction)

Unstandardized Coefficients Standardized Coefficients

---------------------------------------------- --------------------------------

Model B Std. Error Beta t Sig.

Fact 1: Site Design 5.328 1.196 0.377 4.455 0.000

Fact 2:Convenience 5.280 1.189 0.375 4.439 0.000

Fact 3: Financial Security 1.674 1.191 0.119 1.405 0.163

Fact 4: Product Information 2.039 1.193 0.144 1.709 * 0.091

Fact 5: Product Offering 2.290 1.190 0.163 1.924 * 0.057

*:  Value <0.1

Table 6: Regression result, comparison of the three studies

E-satisfaction in Tourism E-satisfaction E-satisfaction model In e-finance

Predictor Variable (Current study) (Szymansky, 2000) (Evanschitzky et al., 2004)

Site design  0.377  0.21  0.26

Convenience  0.375  0.24  0.27

Financial Security  0.119 *  0.21  0.03 *

Product information  0.144  0.11  0.14

Product offering  0.163  0.01 *  0.03 *

*: Not significant

a factor analysis was performed on the independent Table  5  shows  that  the regression coefficient for
variables. Obtained results revealed that the five factors site  design  and  convenience  are   statistically
explain 72% of variance in the data. All items are loaded significant   ( =0).   In   addition,   product  information
heavily onto one of the factors and all five factors are and product  offering  are  significant  ( <0.1)  as  well.
logically and easily interpretable (Table 4). The factors are But despite the expectations, financial security does not
site design, convenience, financial security, product have any significant relationship with e-satisfaction.
information and product offering. Moreover, the result shows that site design and

Similar to [8] and [30] a regression analysis was used convenience with =0.38, have been tied as the first most
to estimate the unique effect of each individual factor on important factors that  affect on-line satisfaction in
consumers' e-satisfaction level. Cases with standard tourism industry. The results demonstrate that the
residuals above three were identified as outliers and were product offering is the third affecting factor and product
eliminated. The results of the regression analysis are information is the next important factor in tourism e-
shown in Table 5. satisfaction.
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The results of regression analysis are shown in the Notable benefits behind purchasing on line would be
Table 6. A comparison of the results with those obtained
in [8] in on-line retailing and [30] in the e-finance
application, are also provided in the table.

In replication research, the "sameness" of the results
is emphasized [33], therefore it should be noted that in
this study similar to [8] and [30], site design and
convenience were the two factors which had the highest
impact on e-satisfaction. Moreover, regression results in
[8] confirmed the significant effect of only four of the
factors, similar to  the  regression  result  in  our  study.
On the other hand, this research and the one conducted
by Evanschitzky [30], found no support for the impact of
financial security on e-satisfaction, whilst [8] confirmed
that financial security has a significant impact on
customer satisfaction in e-retailing. Notably, [8] and [30]
found no significant support for the impact of product
offering on e-satisfaction while in this study, product
offering has been shown to have a significant impact on
e-satisfaction in the tourism industry. This comparison
shows that we cannot generalize the result of an e-
satisfaction model to different industries, since the effect
of each determinant on e-satisfaction can vary in different
industries.

DISCUSSIONS

Although e-satisfaction has a great role in the
retention and loyalty of customers and consequently
helps to maximize the profit of the tourism organization, no
research has investigated the predictors of e-satisfaction
in this industry. It might be due to the fact that the
scholars usually try to generalize the result of research to
different industries. This research illustrates a model
identifying factors that affect e-satisfaction in tourism
industry. These factors are convenience, site design,
product information, product offering and financial
security.

Obtained results showed that site design and
convenience have the highest influence on e-satisfaction
in the tourism industry. Being tied together, these two
factors constitute the most important determinants of
tourism e-satisfaction. Convenience factor encompasses
the increase in the time efficiency and the possibility for
customers to shop anytime and from anywhere which are
important issues for tourists. Moreover Site design factor
implies that a good website offering e-tourism services
should be fast, friendly and uncluttered. This confirms
other studies by [34-35] in the context of e-tourism,
indicating the quality of firm web sites is a key indicator
of how well a company is likely to satisfy its customers.

counted as the larger variety of product offerings and
more product information [8]. In the context of this
research, we observed that the perception of superior
product information and product offering do not have a
dramatic  impact on e-satisfaction level. Although
superior product information and product offering do
impact e-satisfaction to a statistically significant degree,
it can be argued that the practical significance of these
effects is not that great. In fact the coefficients of these
two factors are less than the half the coefficient values of
site design and convenience. Findings of this research
show that special attention to site design and
convenience would result in improvements pertaining to
satisfaction in the tourism industry. Moreover, it shows
that e-tourism firms should increase the trust of their
customers in the security of financial related issues.

As mentioned, the current study and the replication
by Evanschitzky [30] found no support for the impact of
financial security on e-satisfaction while in [8] Szymansky
and Hise stated that financial security has a significant
impact on customer satisfaction in e-retailing. Since the
results of the two later studies are similar but different
from the older one, it can be argued that the difference is
due to the passage of time rather than the difference in the
industries. It can be stated that although several solutions
have been proposed for increasing financial security in
the recent years, the risks and the volume of internet
frauds have increased too, which in turn have decreased
the trust and the satisfaction of online customers toward
financial security. Moreover, [8] and [30] found no
significant support for the impact of product offering on
e-satisfaction while this factor, i.e. product offering, has
a significant impact on e-satisfaction in tourism industry.
This would be due to the nature of tourism industry and
the high dependence of tourists' satisfaction on the
products and services which are offered by tourism firms.
The above discussion shows that we cannot generalize
the result of this model to different industries, since the
effect of each determinant on e-satisfaction can vary in
different industries. The work presented in this paper
provides a theoretic foundation for reducing risk in new
advances in e-tourism. However it should be noticed that
the findings of this research are more representative of
European countries.

For future study different sectors  of  tourism
industry should be considered, hence it would be useful
to re-examine this research in different sections of this
industry separately (e.g. airlines, tickets, booking, hotel
reservation systems, museums). In addition a cross
cultural analysis of this research would contribute to the
literature of e-commerce in international business.



Middle-East J. Sci. Res., 13 (9): 1172-1179, 2013

1178

REFERENCES 15. Oliver R.L., 1981. A Cognitive Model of the

1. Boyer,  K.K.,  R.  Hallowell   and   A.V.   Roth,  2002.
E-services: operating strategy-a case study and
method for analyzing operational benefits. Journal of
operational management, 20,175-188.

2. Law, R., R. Leung and D. Buhalis, 2009. Information
technology applications in hospitality and tourism: A
review of publication from 2005 to 2007. Journal of
Travel and Tourism Marketing, 26: 599-623.

3. Grau, G., 2008. U.S. Online Travel: Planning and
Booking. eMarketer.

4. Turban,  E.,   J.K.   Lee,   D.   King,   T.P.  Liang  and
D. Turban, 2010. Electronic Commerce, 6th Ed.,
Pearson Education, Inc.

5. Hu, N., L. Liu, I. Bose and J. Shen, 2010. Does
sampling influence customers in online retailing of
digital music?. Information Systems and E-Business
Management, 8(4): 357-377.

6. Sheldon, P.J., 1994. Tourism destination databases.
Ann. Tourism Res., 21(1): 179-181.

7. Ping,   G.,     2011.     Analysis    the   Application  of
E-business for the Tourism Enterprises’ Performance
Evaluation in China. Energy Procedia, 5: 849-854.

8. Szymansky, D.M. and R.T. Hise, 2000. E-satisfaction:
an initial   examination.    Journal   of   Retailing,
76(3), 309-322.

9. Kim, M.J., N. Chung and C.K. Lee, 2011. The effect of
perceived trust on electronic commerce: Shopping
online for tourism products and services in South
Korea. Tourism Management, 32(2): 256-265.

10. Buhalis, D., 2003. Tourism: Information technology
for strategic tourism management. London: Prentice
Hall.

11. O'Connor, P., 2000. Electronic information distribution
in tourism and hospitality. Oxon, England: Cabi
Publishing.

12. Connolly, D.J., M.D. Olsen and R.G. Moore, 1998.
The Internet as  a  distribution  channel.  Cornell
Hotel  and Restaurant Administration Quarterly,
39(4): 42-54.

13. Kim, W.G., J.K. Leong and L. Lee, 2005. Effect of
service orientation on job satisfaction, organizational
commitment and intention of leaving in a casual
dining chain restaurant. International Journal of
Hospitality Management, 24(2): 171-193.

14. Anderson, E.W., C. Fornell and D.R. Lehmann, 1994.
Customer Satisfaction, Market Share and Profitability:
Findings  from  Sweden.  Journal  of  Marketing,
58(3): 53-66.

Antecedents and Consequences of Satisfaction
Decisions.    Journal      of      Marketing   Research,
17: 460-469.

16. Oliver, R.L., 1997. Satisfaction: A behavioral
perspective on the consumer. New York, McGraw-
Hill.

17. Parasuraman, A., V.A. Zeithaml and L.L. Berry, 1988.
SERVQUAL: A Multiple-Item Scale for Measuring
Customer Perceptions of Service Quality. Journal of
Retailing, 64(1): 12-40.

18. Zeithaml, V.A., L.L. Berry and A. Parasuraman, 1996.
The Behavioral Consequences of Service Quality.
Journal of Marketing, 60: 31-46.

19. Gómez, M.I., E.W. McLaughlin and D.R. Wittink,
2004. Customer satisfaction and retail sales
performance: an empirical investigation. Journal of
Retailing, 80(4): 265-278.

20. Flint, D.J., C.P. Blocker and P.J. Boutin Jr., 2011.
Customer value anticipation, customer satisfaction
and loyalty: An empirical examination. Industrial
Marketing Management, 40(2): 219-230.

21. Alegre, J. and J. Garau, 2010.  Tourist  satisfaction
and dissatisfaction. Annals of Tourism Research,
37(1): 52-73.

22. Wang, X., J. Zhang, C. Gu and F. Zhen, 2009.
Examining Antecedents and Consequences of
Tourist Satisfaction: A Structural Modeling
Approach.  Tsinghua  Science and Technology,
14(3): 397-406.

23. Akama, J.S. and D.M. Kieti, 2002. Measuring tourist
satisfaction with Kenya's wildlife safari: a case study
of Tsavo West National Park. Tourism management,
24: 73-81.

24. Haber, S. and  M.  Lerner,  1998.  Correlates of
Tourist Satisfaction. Annals of Tourism Research,
25(4): 197-201.

25. Park, Y.A., U. Gratzel and E. Sirakaya-Turk, 2007.
Measuring Web Site Quality for Online Travel
Agencies. Journal of Travel and Tourism Marketing,
23(1): 15-30.

26. Finn, A., 2011. Investigating the non-linear effects of
e-service quality dimensions in  customer
satisfaction. Journal of Retailing and Consumer
Services, 18(1): 27-37.

27. Parasuraman, A., V.A. Zeithaml and A. Malhotra,
2005. E-S-QUAL: a multiple- item scale for assessing
electronic service quality. Journal of Service
Research, 7: 213-234.



Middle-East J. Sci. Res., 13 (9): 1172-1179, 2013

1179

28. Jarvenpa, S.L. and P.A. Todd, 1997. Consumer 32. Nunnally, J.C., 1967. Psychometric theory. New York:
reactions to electronic shopping on the World Wide McGraw-Hill.
Web. International Journal of Electronic Commerce, 33. Monroe, K.B., 1992. Editorial: On replication in
1(2): 59-88. consumer research: Part 1. Journal of consumer

29. Burke, R.R., 2002. Technology and the customer research, 19(1), Preface.
interface: What consumers want in the physical and 34. Udo, G.J., K.K. Bagchi and P.J. Kirs, 2010. An
virtual store. Journal of the Academy of Marketing assessment of customers’ e-service quality
Science, 30: 411-432. perception, satisfaction and intention. International

30. Evanschitzky, H., G.R. Iyer, J. Hesse and D. Ahlert, Journal of Information Management, 30(6): 481-492.
2004. E-satisfaction: a re-examination. Journal of 35. King, S.F. and J.S. Liou, 2004. A framework for
Retailing, 80: 239-247. internet channel evaluation. International Journal of

31. Anderson, R.E. and S.S. Srinivasan, 2003. E- Information Management, 24(6): 473–488.
satisfaction and E-loyalty: A contingency framework.
Psychology and marketing, 20: 123-138.


