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The effects of historical satisfaction, provided services characteristics and
website dimensions on encounter overall satisfaction: a travel industry case

study.

ABSTRACT

Purpose - The aim of this paper is to study the real role of historical satisfaction, i.e.
satisfaction only deriving from past experiences, excluding the most recent, in B2C service
contexts when services are experienced offline, while the actual services are purchased online

through the service providers’ website.

Design/methodology/approach - The proposed conceptual framework was tested by
focusing on a particular travel industry firm which is responsible for providing travel services
as well as managing the website where these services are purchased. The study population
included customers who had purchased at least two travel tickets during the last 12 months
online. In order to reduce possible self-selection bias and to improve the generalizability of
the web survey findings post-stratification was applied. The measurement model was
evaluated by using confirmatory factor analyses. The direct and indirect effects of historical
satisfaction on encounter overall satisfaction were analyzed using structural equation

modeling.

Findings - The direct effect of historical satisfaction on encounter overall satisfaction was
observed to be higher than its indirect effect through offline service dimensions and website
dimensions. It was also observed that offline service dimensions have a direct impact on
encounter overall satisfaction, while they do not have an indirect impact since the website

dimensions do not have a direct effect on encounter overall satisfaction.
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Research implications - Historical satisfaction is really important in building encounter

overall satisfaction for services purchased previously online but experienced offline.

Practical implications - The results could provide managers with useful tools for allocating
resources and also build an even higher level of encounter overall satisfaction. They also shed

light on how historical satisfaction molds offline service perception for services sold online.

Originality/value - To our knowledge, only one empirical paper focused on ‘historical
satisfaction’, while no studies have taken into consideration the fact that service offline
dimensions and e-CS could be indirectly linked by website quality dimensions, the issue

studied in this paper.

Keywords: Historical Satisfaction; Encounter Overall Satisfaction; Offline Service
Dimensions; Website Dimensions; Online B2C Service Context; Structural Equation

modeling.

Article classification — Research paper

Page 2 of 37



Page 3 of 37

coNOULT A WN =

The TQM Journal

1. Introduction
Satisfaction is still one of the main factors determining consumer behavior, but over the last
ten years the scenario in which firms operate has radically changed and today they are able to
operate simultaneously on the ‘traditional’ (physical) and the electronic marketplace.
Therefore, customer satisfaction studies have started exploring the actual antecedents and
drivers of online customer satisfaction (e.g., Evanschitzky et al., 2004), due to the many
opportunities offered by the interactive marketing (Shankar and Malthouse, 2007) to firms
and the increasing importance of ‘purely digital journeys’ (Banfi et al, 2013). When
operating in B2C online contexts, e-customer satisfaction (e-CS) is one of the most important
outcomes (e.g., Hsu et al., 2012). Great benefits have been reaped from e-CS such as (Hsu et
al., 2012): (i) e-CS drives consumers to continue to shop online (e.g., Bhattacherjee, 2001);
(i1) e-CS is an antecedent of loyalty (Anderson and Srinivasan, 2003; Dhiranty et al,. 2017);
(iii) e-CS is a key factor for maintaining loyal customers in the long run (Evanschitzky et al.,
2004); (iv) it enhances positive word-of-mouth (e.g., Bhattacherjee, 2001; Koufteros et al.,
2014, Phamand Ahammad, 2017) and repurchase intention (e.g., Kim, 2010; Koufteros et al.,
2014; Lee, 2016; Pham and Ahammad, 2017); (v) e-CS is a driver able to support the market
share and profitability of firms (Reichheld and Schefter, 2000). There are many empirical
contributions on e-CS in B2C contexts which range from qualitative (e.g., Yang et al., 2001)
to quantitative studies and from simpler (e.g., Szymanski and Hise, 2000) to more complex
recently implemented models (e.g., Audrain-Pontevia ef al., 2013). Some of the quantitative
papers have analyzed website dimension/variable or e-service effects on e-CS (e.g., Lin,
2007; Ba and Johansson, 2008; Hsu et al., 2012; Ma, 2012; Hung ef al., 2014), while others
have focused on both online and offline e-CS drivers with the aim of illustrating the ‘full
picture’ concerning products and/or services sold online but experienced offline (e.g., Lin et

al., 2011; Ha, 2012; Zhang, 2013). To the authors’ knowledge, only one empirical paper
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focused on ‘historical satisfaction’ (HSat) (Koufteros et al., 2014), that is prior experience in
an online environment, while no studies have taken into consideration the fact that service
offline dimensions and e-CS could be indirectly linked by website quality dimensions.
Historical satisfaction, which “captures cumulative or summary satisfaction with the e-tailer,
not including the most recent transaction” (Koufteros et al., 2014, p. 9), has been studied in a
baseline model with the aim of analyzing the order fulfillment quality service in terms of
‘timeliness’, ‘availability’, ‘condition’ and ‘accuracy’ effects on encounter satisfaction with a
single e-tailer (Koufteros et al., 2014), therefore an online retailer who is not responsible for
the offline determinants of customer satisfaction (i.e. product/service quality, price, etc.).
However, historical satisfaction has not yet been studied for service providers whose services
are experienced offline, while the tickets are purchased online on their websites.
Consequently the effects of both offline service dimensions and website dimensions on
encounter overall satisfaction have not been investigated in this research context. It is
important to note that this study was not carried out in a multi-channel context as finding out
how and to what extent they contribute to overall customer satisfaction was not the aim of
this study (e.g., Montoya-Weiss et al., 2003; Shankar et al., 2003). Moreover, this study is
not focused on customer satisfaction towards an e-tailer (e.g., Harris and Goode, 2004;
Koufteros et al., 2014; Nawi and Al Mamun, 2014). Encounters overall satisfaction will be
analyzed bearing in mind the offline elements represented by travel service characteristics
and the electronic element represented by the website owned by the travel service provider,
that is when a single firm is responsible for both the quality of the services it provides offline
and its website.

The aim of this paper is to determine the effects of historical satisfaction, provided services
characteristics and website dimensions considered as a whole, on encounter overall

satisfaction following the most recent purchase made online. These issues will be analyzed by
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referring to previous studies and by creating a new framework which connects these
constructs. To the best of the authors’ knowledge this is the first study which jointly
considers historical satisfaction and both offline and online determinants of encounter overall
satisfaction when services are purchased online by customers of a single firm and delivered
offline.

This study contributes to the literature on e-customer satisfaction in various ways. Firstly,
findings of this study confirm the results obtained by Koufteros et al. (2014) concerning the
meaningful role of historical satisfaction on encounter overall satisfaction as well as its
effects on some dimensions of offline services, in the e-service context. Secondly, the impact
of information, service and system quality on website dimensions are analyzed by adding
new insights in this domain, since no previous studies have considered them in combination
with historical satisfaction. Studying these issues have important managerial implications, as
it is more important to understand customer satisfaction (CS) and its drivers online than
offline since e-CS offers more opportunities for personalizing products and/or services
offering features and interaction, compared to the latter - CS offline (Wind and Rangaswamy,
2001). The paper is organized as follows. In the conceptual background section the key
constructs are defined and existing literature and empirical evidence supporting each
relationship contributing to the proposed conceptual framework are examined leading to the
development of specific research hypotheses. The following section presents the
methodology, including sample information and measurements. The result section presents
the model used for testing hypotheses and discusses the findings of the study.. Managerial

implications, limitations and future avenues of research conclude the paper.

2. Conceptual background and hypotheses
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With the aim of developing the conceptual framework, reported in Figure 1, a review of
existing literature concerning both offline and online CS, customer relationship management

(CRM) and e-CRM, service management and interactive marketing is carried out.

Figure n. 1. Conceptual model

[Insert Figure 1 about here]

“Customer satisfaction can be defined —as the result of a cognitive and affective evaluation,
where some comparison standard is compared to the actually perceived performance. The
satisfaction judgment is related to all the experiences made with a certain supplier concerning
his products, the sales process, and the after-sale service” (Gandhi and Kang, 2009, p. 130).
This definition allows for the distinction of the transaction-specific and cumulative response
of customers regarding their experience with a product and/or service or a firm respectively
(Bitner and Hubbert, 1994; Oliver, 1997; Jones and Suh, 2000; Shankar et al., 2003; Lam et
al., 2004). Transaction-specific satisfaction can be understood as the cognitive response of
customers in experiencing a single product and/or service (e.g., Oliver, 1997; Lam et al.,
2004) which therefore refers to the ‘traditional’ definition of CS (e.g., Westbrook, 1981;
Westbrook and Reilly, 1983; Kim, 2010). Cumulative satisfaction (Van Doorn and Verhoef,
2008; Oliver, 2010) mainly refers to an affective response deriving from a series of different
transaction-specific customer experiences with a single firm over a certain period of time
(e.g., Bitner and Hubbert, 1994; Oliver, 1999; Shankar et al, 2003; Lam et al, 2004).
Cumulative satisfaction is normally called overall satisfaction in literature. This can be
defined as the whole consumption experience (Koufteros et al, 2014) and a pleasurable
situation deriving from consumption which fulfills the customers’ needs, desires, etc. (Oliver,
1999). Therefore, customers’ previous satisfaction levels experienced with a single firm are

updated and adjusted to a certain extent by recent consumer experiences (Koufteros et al.,
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2014). At the same time, this cumulative satisfaction and/or dissatisfaction may affect
customers’ subsequent attitudes and decisions towards a particular firm (e.g., Bitner and
Hubbert, 1994; Van Doorn and Verhoef, 2008; Oliver, 2010). With the aim of defining the
real nature of overall satisfaction, cumulative satisfaction has been recently studied as
historical satisfaction in an online context. Historical satisfaction differs from overall
satisfaction since it excludes the most recent encounter satisfaction and/or dissatisfaction
level experienced during the customers’ most recent online journeys (Koufteros et al., 2014),
thus capturing the affective response of overall satisfaction, while excluding the most recent
cognitive response. Therefore, the cognitive response included in overall satisfaction is
captured by encounter satisfaction which is the satisfaction level recently experienced by
customers with firm products and/or services which are more memorable due to the “recency
effect” (Koufteros et al., 2014, p. 10). In fact, recent experiences are more likely to be
remembered and therefore have a greater impact than past experiences (Oliver, 2010;
Koufteros et al., 2014). Bearing in mind the aim of this paper, encounter overall satisfaction
(EOS) is defined as the encounter satisfaction experienced online following the customer’s
most recent purchase made through a service provider website for services which are then

experienced offline using the same service provider.

2.1 The relationship between historical satisfaction and encounter overall satisfaction

To the authors’ knowledge, the only paper on historical satisfaction concerns encounter
satisfaction experienced through an e-tailer, that is an e-commerce intermediary who is not
responsible for the quality of products and/or services provided by its suppliers (Koufteros et
al., 2014). In this study, it was observed that historical satisfaction has a pervasive effect on
the model relationships considering timeliness, availability, condition and billing accuracy

and it is essential for encounter satisfaction resulting in repurchase intention and word-of-
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mouth. It was also observed that historical satisfaction cannot be fully superseded by current
encounter satisfaction and/or ‘order fulfillment service quality’. In this study, the constructs
controlled by the e-tailer, pertaining to customer satisfaction experienced offline with the
product bought online in terms of order fulfillment quality, were adopted, using constructs
mainly taken from previous studies (e.g., Mentzer et al., 1989). In research contexts when
the service provider is responsible for both for the service quality experienced offline and the
website through which e-commerce is carried out, it is reasonable to assume a strong effect
of historical satisfaction on encounter overall satisfaction since the two aspects of the
transaction are managed by the same firm. Therefore, the hypothesis is formulated as follows:

H1: Historical satisfaction has a direct effect on encounter overall satisfaction.
Moreover, when the customers’ level of historical satisfaction is high, it positively influences
the customers’ subsequent attitudes and decisions towards a particular firm (e.g., Bitner and
Hubbert, 1994; Van Doorn and Verhoef, 2008; Oliver, 2010), and leads to a less negative
evaluation of transaction-specific experiences that were not entirely satisfactory. Therefore, it
seems reasonable to consider the following hypothesis:

H2: Historical satisfaction has a direct and pervasive effect on offline service
dimensions.
Furthermore, historical satisfaction may have an indirect impact on encounter overall
satisfaction through offline service dimensions, considering that historical satisfaction, as an
affective construct, is able to influence the customers offline service dimension evaluation of
the most recent journeys experienced offline, even if some characteristics have been partially
modified at the moment the encounter wishing to purchase a new ticket. Therefore, the
following hypothesis is put forward:

H3: Historical satisfaction has an indirect effect on encounter overall satisfaction

through offline service dimensions.
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Since a high level of historical satisfaction could have a direct impact on encounter overall
satisfaction as well as an indirect effect on customers’ evaluation of the offline service
dimensions (see above), the intensity of the two effects will be explored. In this domain, it is
reasonable to consider that the direct effect of historical satisfaction on encounter overall
satisfaction is greater than its indirect effect through offline service dimensions, which also
involves a transaction-specific evaluation deriving from the perceived quality of the offline
service dimensions. Therefore the following hypothesis can be specified:

H4: The direct effect of historical satisfaction on encounter overall satisfaction is

greater than the indirect effect through offline service dimensions.

2.2 The relationship between offline service dimensions and encounter overall satisfaction
Several studies have been carried out on the effects of offline service dimensions on e-CS in
the B2C context (e.g., Lu, 2003; Shankar et al., 2003; Schaupp and Bélanger, 2005; Ba and
Johansson, 2008) which have proved to positively influence e-CS. Moreover, encounter
satisfaction levels experienced at the most recent offline travel experiences represent the
cognitive response of customers, which can be remembered more easily due to the “recency
effect” (Koufteros et al., 2014, p. 10). Therefore, offline service dimensions are expected to
have a direct and positive effect on encounter overall satisfaction. As a consequence, the
following hypothesis is proposed:

H5: Offline service dimensions have a direct and positive effect on encounter overall

satisfaction.
To the authors’ knowledge, previous studies, carried out in an online B2C context when
services are sold online but experienced offline, have not analyzed the effect of website
dimensions on the relationship between offline service dimensions and encounter overall

satisfaction. Nevertheless, website dimensions are essential for determining e-CS together
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with offline service dimensions (e.g., Yang et al., 2001; Schaupp and Bélanger, 2005; Ba and
Johansson, 2008, Lin et al.,, 2011; Ha, 2012; Zhang, 2013). Indeed, online channel attributes
and tools assist e-service providers in enhancing e-CS (e.g., Szymanski and Hise, 2000;
Anderson and Srinivasan, 2003; Roy and Butaney, 2014). Online channel attributes and tools
can be easily modified, giving firms more opportunities to tailor their services to customers
(Ansari and Mela, 2003; Thirumalai and Sinha, 2011) compared to offline contexts (e.g.,
Rezabakhsh et al., 2006) thus supporting e-CS. It is important to note in this domain that
“customer value for customization strategies in electronic retailing varies systematically
across product types” (Thirumalai and Sinha, 2009, p. 25). Considering the importance of the
website, as an interface, it is possible that website quality and its three dimensions can play
significant roles in perceiving some service attributes which have changed since the
customers’ most recent offline experience. For example new services which the encounter
has not yet experienced (i.e., recently purchased means of transport with enhanced
characteristics) and also price and price offerings which can easily and rapidly change and
which are communicated to the customer through the website during the purchasing decision-
making process. In this case, customers evaluate new service characteristics without having
experienced them, while relying on website dimensions (i.e., information, interactivity,
perceived degree of trust). Therefore, the following hypothesis is specified:
H6: The effect of offline service dimensions on encounter overall satisfaction is

indirect through website dimensions.

2.3 Website dimensions and their effect on encounter overall satisfaction
In this study, website dimensions are expected not to play a significant role both in the
relationship between offline service dimensions and encounter overall satisfaction (see

above) and per se on encounter overall satisfaction. Indeed, website dimensions are only
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evaluated at the moment of purchase as online customers are more influenced by the website
characteristics and their changes which normally occur rapidly on the websites of both the
firm in question and its competitors (Lariviére et al., 2011), resulting in a website dimension
transaction-specific evaluation at the moment of purchase. Moreover, it is likely that website
performance cannot fully supersede the historical satisfaction effect on encounter overall
satisfaction which develops over time and has a cumulative nature, even if historical
satisfaction can be updated following more recent experiences (Koufteros et al, 2014).
Finally, it has been already empirically demonstrated that overall satisfaction with a single
service provider in a multi-channel context is the result of service quality experienced both
offline and online, and therefore does not only derive from online experiences (Montoya-
Weiss et al., 2003). Therefore, the following hypothesis is proposed:
H7: Website dimensions do not have a significant effect on encounter overall
satisfaction.

Website quality perception is generated from the customers’ evaluation of how good a
website looks and how well it works, especially when compared to other websites (Wu et al.,
2012). Much research has been carried out on websites, as firm-customer interfaces;
regarding its characteristics as antecedents of e-CS (e.g., Pereira et al., 2017); considering e-
tailing websites (e.g., Lin, 2007; Roy and Butaney, 2014); firm owned e-commerce websites
(e.g., Kim and Stoel, 2004; Hsu et al., 2012; Ma, 2012; Tandon et al., 2016) or both of them
(e.g., Casalod et al., 2008). In the B2C online context, several papers have already considered
offline and online determinants combined and studied their effect on e-CS (e.g., Lin et al.,
2011; Ha, 2012; Zhang, 2013) or overall customer satisfaction (e.g., Shankar et al., 2003).
Website quality has been already considered a multi-dimensional concept encompassing
information, service and system quality (e.g., McKinney et al., 2002; Lin, 2007) and in

consideration of these studies the Information System (IS) Success Model is used. This model
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was used to investigate information and system quality separately and added the service
quality to the updated model as the third dimension of website quality to measure IS
effectiveness while studying e-CS (DeLone and McLean, 2003).
“Information quality is a measure of value perceived by a customer of the output produced by
a website” (Lin, 2007, p. 367); it is important because customers do not always easily find
correct and complete information, which makes them leave the website and probably visit
another (e.g., Szymanski and Hise, 2000; Lin, 2007; Liao ef al., 2011) although other factors
(attitudinal, behavioral and demographic) are also responsible for changes in online service
preferences (Keaveney and Parthasarathy, 2001).
System quality pertains to “perceived user friendliness in shopping at an online store” (Lin,
2007, p. 366), in that intuitive, straightforward and safe procedures assist customers in their
online purchasing journeys, thus resulting in simpler transactions (Liang and Chen, 2009).
Service quality is represented by judgments and evaluations concerning how services are
delivered online (Santos, 2003; Lin, 2007) considering that virtual environments are the
marketplaces in which encounter contact service is provided through technology (Ma, 2012).
Information, system and service quality are all deemed to have positive but different effects
on e-CS (Chen and Cheng, 2012; Hsu et al., 2012). Therefore, the following hypothesis is
formulated:

HS: Service quality has a more important effect on website dimensions than

system quality, which in turn has a stronger effect on website dimensions than

information quality.

3. Research methodology

3.1 The travel industry

12
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The travel industry was selected for various reasons. Firstly travel firms are suitable for
analyzing the association between offline service elements (offline service dimensions) and
online elements deriving from the purchase procedure of these services (website dimensions),
while also bearing in mind historical satisfaction in order to identify their joint effects on
encounter overall satisfaction. Indeed, the selected travel firm is responsible for providing
travel services as well as managing the website where these services are purchased. Secondly,
the “travel and tourism industry is rated among the top three product or service categories
wherein purchases are made via the Internet” (Ha, 2012, p. 327; Shankar et al, 2003).
Thirdly, the history of the online travel industry dates back to many years ago and was among
the first product/service categories sold online, thus making most online customers feel at

ease when purchasing tickets online (Shankar et al., 2003).

3.2 Measurement Item Description

The questionnaire was specifically developed for this study and the measurement items were
adapted from previous literature (see Appendix A in the supplemental material). By focusing
on a particular travel firm it is possible to customize items in the questionnaire in order to
suit the characteristics of the firm in question and elicit more accurate responses. Therefore,
improvements were made concerning the specific characteristics of the travel firm and the
research context of this study. A pre-test was carried out in order to verify the instruments An
11-point scale, anchored at 0 (=fully dissatisfied) and 10 (=fully satisfied) was used to
measure all constructs in the conceptual model. This scale was chosen since it has several
advantages over other approaches. Leung (2011) suggested using an 11-point scale as it
increases sensitivity and can be considered an interval-level scale. Moreover, since the 11-
point scale reduces skewness and kurtosis, it is closer to normality than other scales. In

addition, this scale can help to avoid categorization effects thus providing a larger range of
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variance and improving the quality of data analysis (Scherpenzeel, 2002). Another advantage
is that the 11-point scale is easily understood since many people are familiar with the “0 to
10” rating system (Dawes, 2008; Thirumalai and Sinha, 2011). Three different offline service
dimensions for this study are selected which are connected to quality and price and have been
already used in previous literature (e.g., Shankar et al, 2003). In particular, for service
quality “tangibles” (e.g., “physical facilities, equipment” etc.) and “responsiveness” (‘“‘the
willingness or readiness of employees and/or professionals to provide services”) together
with “knowledge” (“the knowledge and competence of service providers, possession of the
necessary skills etc.”) are considered since they had been already previously used in the
offline service context (Schmenner, 1986; Olorunniwo et al., 2006, p. 61). The fourth
dimension “recovery” (Schmenner, 1986; Olorunniwo et al., 2006) is excluded since the aim
of the paper is to study satisfaction following the customers’ most recent purchase online.
“Tangibles” are represented by means of transport while “responsiveness” and “knowledge”

are included in the characteristics concerning travel services.

3.3 Data collection

The data for the study were collected by carrying out a web-based survey. In this way it is
possible to contact respondents more easily than with other self-administered survey
techniques while maintaining respondents’ anonymity and overcoming time and place
constraints. As the online website for purchasing journeys is owned by the same company
that provides travel services offline, empirical analyses are focused on online customers who
purchase journeys through the website. Therefore, the study population included customers
who had purchased at least two travel tickets during the last 12 months online (8,907
customers), thus enabling us to effectively analyze the influence of offline service dimensions

together with historical satisfaction and website dimensions on encounter overall satisfaction.

14
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The survey was carried out over a two-month period and with the aim of encouraging
participation, the customers were guaranteed confidentiality and were given a three-euro
voucher to be used for future journeys (Shankar et al., 2003). As a control measure, the
voucher was only granted if the questionnaire was fully and correctly filled in. In this way, no
missing data or incomplete responses were found in the sample. At the end of the survey 698
questionnaires had been collected (equal to 30.2% response rate) which is well beyond the
minimum sample size required (Bethlehem and Biffignandi, 2012). There was no coverage
error since the web survey was only intended for visitors to the site. However, a self-selection
bias may be present as the online questionnaire, which could easily be found on the firm’s
website, was available to every customer with on-line access while the completion of the
questionnaire depended on the customer's will. In particular, it was expected that frequent
travelers were more likely to fill in the questionnaire as they visit the website more
frequently. In order to reduce self-selection bias and to improve the generalizability of
research findings post-stratification was applied, which is a well-known and commonly used

weighting technique (Little, 1993; Bethlehem and Biffignandi, 2012).

3.4 Post-stratification and sample characteristics

In order to carry out post-stratification and reduce the bias of estimators, one or more
auxiliary variables are required which must satisfy three conditions: i) they must be measured
in the survey; ii) their population distribution must be known; iii) they must produce diverse
strata compared to the response probabilities.

The number of journeys purchased by each customer may be a suitable variable for post-
stratification as it fulfills the three conditions mentioned above and is also an important
aspect when considering both the travel industry and the online environment. Indeed,

frequent or infrequent website visitors are deemed to differ significantly from one another in
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evaluating website quality (Hsu et al., 2012). Due to the research context in which this study
was carried out, frequency of journeys and the number of online ticket purchases coincide for
the travel firm analyzed, even if travel tickets are purchased prior to the time of departure. In
order to make collected data comparable we decided to consider the moment of purchase
rather than the time of departure. Therefore we collected information regarding the number
of tickets purchased during the last year both for the population and the respondents which
were used for post-stratification. In particular, after having classified the auxiliary variable
“number of tickets” in L categories so that the participation propensity is similar within the
strata, it was possible to divide the population U into strata which are denoted by the subsets
Uy, Uy, ..., UL. The number of population elements in stratum Uy, is denoted by Ny, for # = 1,
2, ..., L, while the population size is equal to N =N; + N, + ... + Np. Assuming that a self-
selection sample is selected from the population, if n, denotes the number of respondents in
stratum 4, then n = n; + ny + ... + n;. The values of the n;, are the result of a Poisson sampling
process, and they are therefore random variables. Post-stratification assigns identical
adjustment weights to all elements in the same stratum given by:

_N,/N

n,/n )

(1)

Cin

In this study six strata are defined taking into account the frequency of visiting the
website to purchase a ticket since the categories of the auxiliary variable “number of tickets”
bought during the last year are: 2 tickets, 3-5 tickets, 6-11 tickets, 12-17 tickets, 18-23 tickets,
and over 24 tickets. Considering the socio-demographic characteristics of the sample, it is
important to note that of the respondents were 56.59% male and 43.41% female. The
respondents aged between 18 and 29 (46.09%) accounted for the largest portion of the
sample. More than 53.1% of the respondents were educated at graduate level or above.
Regarding employment, 47.85 % were currently employed (white or blue collar), 13.18%

were self-employed, 29.37% were students and 9.6% were retired or unemployed.
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4. Results
The two-step procedure suggested by Anderson and Gerbing (1988) was performed by first
carrying out confirmatory factor analyses (CFAs) which explore the measurement model by
evaluating unidimensionality, reliability and validity. Then the hypotheses in the conceptual
framework were tested using structural equation modeling (SEM), which examines the
relationships among latent constructs. For both steps, the pseudo-maximum likelihood was
used as estimation method (StataCorp., 2013), due to the need to account for sampling
weights. Indeed, various studies have shown that disregarding oversampling by failing to
apply survey weights to analyses can lead to biased and inconsistent parameter estimates
(Hahs-Vaughn and Lomax, 2006; Bollen et al., 2013). Therefore this issue was addressed by
using complex survey adjustments for carrying out analyses in order to ensure correct model

specification and accurate parameter estimates.

4.1 Measurement Model

Unidimensionality, reliability and wvalidity of the measures used were investigated by
performing eight first order CFAs and two second-order CFAs with STATA 13 (Brown,
2006; Bagozzi and Yi, 2012; Acock, 2013). Unidimensionality was established by assessing
the overall fit of CFA models. The measures of model fit used in this study include the
standardized root mean squared residual (SRMR). This is a measure of the accuracy of the
reproduction of each correlation on average (the recommended value is less than 0.08) and
the Goodness of Fit (GFI) which can be interpreted as R It is worth noting that other
goodness of fit measures cannot reasonably be used in this study due to the estimation
method adopted (Thompson, 1997). Table 1 shows that all the measurement models have
acceptable fit indices and this consequently verifies the unidimensionality of the constructs.

In order to evaluate the convergent validity of the measurements, three measures proposed by
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Fornell and Larcker (1981) were used, including the item reliability of each measure, the
composite reliability of each construct and the average variance extracted (AVE). For each
construct AVE was used for measuring the amount of variance that is captured by the
construct in relation to the amount of variance due to measurement error. The results reported
in Table 1 show that composite reliability is proved as all constructs are between 0.878 and
0.967. In addition, all item reliabilities are well above the suggested minimum value of 0.50.
Convergent validity was also supported given that the average variance extracted from each
construct exceeded 0.5, therefore the variance of each construct was better explained by its
measures than by error (Fornell and Larcker, 1981).

The convergent validity test indicates that the proposed constructs of the conceptual model

are adequate.

Table n. 1. Reliability assessment
[Insert Table 1 about here]

Source: Elaboration from our dataset

In order to establish discriminant validity, which is the extent to which measures of different
concepts are distinct, we referred to the Fornell and Larcker (1981) criterion which requires
the AVE of each construct to exceed the squared correlation shared between the latent
constructs (see Appendix B in the supplemental material for details). Moreover, since in the
case of a second order factor structure it is reasonable that the constructs in question are
theoretically related to a hierarchically higher order construct and share common variance,
discriminant validity in a weak sense was also assessed using the confidence interval test

(Anderson and Gerbing, 1988). The results show that the shared variance among the variables
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do not exceed the square root of the average variance explained. Finally, the confidence
interval tests support the discriminant validity of the constructs analyzed in this study.

With the aim of achieving strong validity and reliability, two second-order CFAs were
performed. The indices indicated a good fit for both website dimensions (SRMR=0.04;
GFI=0.95) and oftline dimensions (SRMR=0.032; GFI=0.93). A significant and positive
relationship was observed between all website dimensions and second-order constructs.
These results provide additional evidence to support hypothesis H8, that the dominant
dimensions of website quality include service, system and information quality. Service
quality has a greater effect on website dimensions than system quality, which in turn has a
stronger effect on website dimensions than information quality. Similarly, all of the offline
service dimensions show positive and significant relationships with the second-order
constructs. Since the higher-order solutions did not decrease model fit significantly, it can be
stated that the two second-order CFA models provided a good fit for correlations among the

first-order factors both in the website dimensions and the offline service dimensions.

4.2 Structural Equation Modeling and hypothesis testing

SEM is used to test all the hypothesized relationships in the proposed theoretical framework
(Figure 1) using STATA 13. The estimation results are shown in Figure 2. A comparison of
residual-based fit indices (SRMSR and GFI) with their corresponding recommended values
(Bagozzi and Y1, 2012) indicated a good model fit. Each hypothesis was tested by examining

path significance.

Figure n. 2. SEM Model - Standardized coefficient
[Insert Figure 2 about here]

Source: Elaboration from our dataset
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As shown in Figure 2, the analytical results indicate that encounter overall satisfaction is
significant and positively influenced by historical satisfaction (f = 0.17, p < 0.10) thus
supporting H1. The estimation results show that historical satisfaction has a strong direct
effect on offline service dimensions, thus confirming H2. Furthermore, the significance of the
hypothesized relationships of historical satisfaction was tested by estimating the indirect
effects together with the standard errors obtained using the delta method (Sobel, 1987).
Figure 2 shows that historical satisfaction has a significant indirect effect on encounter
overall satisfaction through offline service dimensions (B=.0363, Std.Err=0.0083, p<0.01)
thus supporting H3. However the direct effect of historical satisfaction on encounter overall
satisfaction is greater than the indirect effect (f=0.17 vs p=0.0363) which confirms H4.
Offline service dimensions proved to have a weak positive direct effect on encounter overall
satisfaction, thus supporting H5. However, the indirect effects of offline service dimensions
on encounter overall satisfaction is non-significant (f=.071, Std.Err=0.073 p=0.33) thus
rejecting H6. Regarding the role of website dimensions, it is worth noting that their effect on
encounter overall satisfaction is not significant (§ = 0.09, Std.Err=0.08 p>0.10). Therefore the
indirect effect of historical satisfaction on encounter overall satisfaction, through offline
service dimensions and website dimensions, is not statistically significant ($=0.067
Std.Err=0.069 p>0.10) thus confirming H7. Moreover, the proposed model explains
approximately 67.0% of the website dimension variance thus providing evidence that the
three dimensions of website quality are of great relevance. In this respect, it is essential to
verify if these standardized coefficients (which are significantly different from 0.00) are
significantly different from one another. We therefore tested the equality of coefficients by
running an adjusted Wald test of the difference. The results confirm that information quality
is significantly different (lower) than service quality at a 10% significance level (F; 697 =2.91

p = 0.088) while the difference between information quality and system quality is not
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statistically significant (F; 697 =1.53 p= 0.21). The difference between service quality and
system quality is obviously not statistically significant (F; 97 =0.28 p= 0.58) thus partially

confirming HS.

5. Discussion
This purposely-designed study showed that historical satisfaction has a direct effect on
encounter overall satisfaction. This result is explained by the particular research context and
design. Indeed, encounter overall satisfaction was measured following the most recent
purchase online which includes the expectation that the service which had been already paid
for but had not yet been taken advantage of, would be equally as satisfying as past services.
This expectation is mainly based on historical satisfaction which motivated the customer to
purchase the firm-specific travel services again online. Historical satisfaction plays a
pervasive role in encounter evaluation of offline service dimensions, also in the B2C service
research context. This result is not surprising considering that historical satisfaction is an
affective response and a cumulative construct able to “immunize against current service
failures” (Koufteros et al., 2014, p. 35). Moreover, historical satisfaction gives significance to
the direct impact of offline service dimensions on encounter overall satisfaction at the
moment the customer makes his latest online purchase. Among offline service dimensions,
price is less important than means of transport and travel services for explaining this
construct; firms can easily change prices and current offerings in various ways through online
websites. Therefore, in the online context, it is clear that customers compare prices and price
offerings at the moment of purchase. When evaluating value for price and general satisfaction
with price at the most recent purchase, they particularly rely on other offline service
dimension qualities which are more stable in the medium-long run (e.g., means of transport

and travel services). However, the direct and indirect effects of historical satisfaction on
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encounter overall satisfaction through offline service dimensions seems to drastically reduce
the effect of website dimensions on encounter overall satisfaction in this research context.
This finding does not confirm the results of previous studies in other contexts (e.g., Lin,
2007), even if a reduced effect of website design has been recently observed in two studies
carried out in Malaysia concerning young adults in an online shopping context (Ludin and
Cheng, 2014) and e-tailers (Alam et al., 2008). This result can be explained by the common
characteristics of online customers. Internet and e-commerce are globally wide-spread, yet
not everyone has access to the internet and even if they do, there are still some obstacles for
purchasing online such as transaction security (e.g., Peterson et al., 1997). Therefore, it is
reasonable to assume that people who purchase online and/or have decided to do so, have had
prior experience or are used to purchasing online. In this way customers can update their
experiences and skills over time and evaluate service provider website quality at the moment
of purchase, independently of the last purchase made through that specific online service
provider. This is in line with the samples selected for carrying out studies in this domain
which frequently consider university or under-graduate students (e.g., Kim et al., 2012; Roy
and Butaney, 2014) who are deemed to have good computer skills and to frequently purchase
through the internet (e.g., Oliver, 2010; Lin et al, 2011; Audrain-Pontevia et al., 2013;
Zhang, 2013; Koufteros et al., 2014). However, it seems clear that the transaction-specific
evaluation associated with the website dimensions, also influenced by ongoing changes in
competitors’ websites, cannot supersede offline service dimensions which remain quite stable
over time (i.e. travel services or means of transport), and above all the effect of historical
satisfaction which reflects the customers’ entire experience with that particular service
provider. Concerning website dimensions, it was observed that information, system and
service quality are important for explaining website quality, thus supporting previous

literature on the multi-dimensional nature of website quality (e.g., DeLone and McLean,
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2003; Lin, 2007). However, it is only possible to partially confirm previous findings since it
was observed that service quality is more important than information quality for explaining
website quality, while the differences between information and system quality and between
system and service quality do not appear to be statistically significant, unlike previous
findings (Hsu et al., 2012; Chen and Cheng, 2013).

The managerial implications deriving from this study appear to be extremely challenging.
Firstly, service providers who sell their services online through their own website, but deliver
them offline, should focus on building even stronger historical satisfaction since this can only
be achieved when customers are always satisfied with the same service provider. In order to
achieve this, service providers could also consider carrying out effective recovery actions that
are able to “appease unsatisfied customers” (Kuo and Wu, 2012, p. 127). In this way service
providers will also generate “post-recovery satisfaction” which refers to the secondary
service (Kuo and Wu, 2012, p. 129) which in turn is able to contribute to historical
satisfaction, although further research is required in this field. Secondly, managers should
also consider that historical satisfaction plays a pervasive role and is able to positively
influence, without necessarily determining it, the entire evaluation of the encounter’s most
recent online purchase with the service provider also through offline service dimensions.
Therefore, it is essential to manage each of the offline service dimensions effectively which
in turn may influence the website dimensions. Indeed, it is essential to deliver satisfactory
offline services and improve website dimensions continuously in order to support the
perception of offline service dimensions through the service provider’s own website, even if
it does not appear to affect encounter overall satisfaction alone. Finally, managers should
consider that there may be new customers with no historical satisfaction with the single
service provider which could enhance website dimensions in order to create a lasting

relationship with ‘fresh’ customers. In this way the service provider would be able to build
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historical satisfaction with ‘fresh’ customers in the future, although further research is

required in this domain.

6. Conclusions
This study contributes to e-CS literature in various ways: (i) it studies a different B2C online
context with data collected from customers of a single firm; (ii) it confirms the effect of
historical satisfaction on encounter overall satisfaction in a different research context; (iii) it
corroborates the relevance of the offline service dimensions investigated, namely tangibles,
responsiveness and knowledge (Schmenner, 1986; Olorunniwo et al, 2000); (iv) it
highlights the strong influence of offline service dimensions on website dimensions; (v) it
highlights a different and insignificant effect of website dimensions on encounter overall
satisfaction when historical satisfaction is considered.
There are some limitations in this study. One of the most important it is that it does not take
loyalty into account as one of the main consequences of customer satisfaction Moreover, the
effect of historical satisfaction on repurchase intention and/or word-of-mouth, directly or
through encounter overall satisfaction, has not been analyzed in this study. Finally, the non-
recursive relationship between encounter overall satisfaction and historical satisfaction was
not been considered due to technical problems with non-recursive models (Kline, 2011;
Acock, 2013) which represents another limitation of this study.
In future research studies it may be interesting to include loyalty as well as other expected
consequences of customer satisfaction such as word-of-mouth in the model.
Another interesting future topic could be to analyse the effect of historical satisfaction on
repurchase intention and/or word-of-mouth, directly or through encounter overall satisfaction.
This may enable scholars to better understand the role of historical satisfaction in order to

prevent customers from switching to a competitor as well as negative word-of-mouth.
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Construct Measures Item reliability | Composite AVE SRMR CD
reliability

Website Information Quality (WIQ) 0.943 0.770 0.006 0.976
0.816
0.806
0.933
0.792
0.603

Website System Quality (WSYQ) 0.945 0.775 0.013 0.957
SY1 0.752
SY2 0.826
SY3 0.895
SY4 0.866
SYS5 0.614

Website Service Quality (WSQ) 0.957 0.850 0.005 0.962
0.758
0.822
0.818
0.771

Transport Service Quality (TSQ) 0.939 0.836 0.001 0.950
TS1 0.775
TS2 0.897
TS3 0.871

Quality of the Means of Transport (TMQ) 0.940 0.759 0.011 0.949
T1 0.687
T2 0.653
T3 0.714
T4 0.803
T5 0.847

Price 0.967 0.908 0.001 0.967
0.915
0.909
0.898

Historical Satisfaction (HSAT) 0.878 0.708 0.001 0.912
HS1 0.556
HS2 0.874
HS3 0.682

Encounter Overall Satisfaction (EOS) 0.938 0.800 0.003 0.973
EOS1 0.625
EOS2 0.724
EOS3 0.923
EOS4 0.705
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Figure 1 Conceptual framework
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Appendix A: constructs, items and measures

The constructs, items and measures used in this study as well as their references are reported in
Table Al. It is worth noting that a preliminary list of items was presented to a panel of experts in
the field, such as website engineers and customers, who suggested additional items, recommended
the removal of some redundant items and clarified the wording of various items. Therefore, several
minor modifications of the content and structure of the items were made prior to the formal survey.

Table Al: Constructs, items, measures used in the study

CONSTRUCT ITEM MEASURE/REFERENCE

Website Information Quality I1 | Accuracy

(WIQ) 12 | Usefulness

Question: The respondents were 13 | Completeness

asked to rate their satisfaction 14 | Relevance

level on the following 15 | Timeliness

characteristics of thle website All items have been adapted from Delone & McLean (2003) and are
information quality normally considered as informativeness characteristics (Lin, 2007).
Website System Quality Accessibility - adapted from DeLone & McLean (2003), Lin
(WSYQ) SY1 | (2007)

Question: The respondents were Ease of use - adapted from DeLone & McLean (2003), Lin
asked to rate their satisfaction SY2|(2007)

level on the following Navigability - studied by e.g., Al-Kasasbeh, Dasgupta, & AL-
characteristics of the website SY3 | Faouri (2011)

system quality Interactivity - studied by e.g., Palmer (2002), Yadav &

SY4 | Varadarajan (2005)
Website design - adapted from DeLone & McLean (2003), Lin

SY5 | (2007)
Website Service Quality Responsiveness - Zeithaml et al. (2002); DeLone & McLean
(WSQ) S11(2003)
Question: The respondents were S2 | Perceived control - Ba & Johansson (2008)
asked to rate their satisfaction Reliability - e.g., DeLone & McLean (2003); Wolfinbarger &
level on the following S3 | Gilly (2003)
characteristics of the website Perceived degree of trust - DeLone & McLean (2003); Lin
service quality S4|(2007); Kim et al. (2012); Wu et al. (2012)
Transport Service Quality TS1 | Driver courtesy and professionalism
(TSQ) TS2 | Driving ability and expertise
Question: The respondents were TS3 | Service reliability

asked to rate their satisfaction
level on the following
characteristics of the transport
service quality

Items adapted from previous studies (e.g., Olorunniwo et al., 2006)

The Quality of the Means of T1 | Cleanness

Transport T2 | Comfort

Question: The rqsponfients'were T3 | Cooling/Heating System

asked to rate their ;atlsfactlon T4 | Perceived Safety

level on the following T5 | Accessibility and Usability

characteristics of the quality of

the means of transport Items adapted from previous studies (e.g., Olorunniwo et al., 2006)
Price (PRICE) P1 | Price Level - adapted from Koufteros et al. (2014)
Question: The respondents were P2 | Value For Money - adapted from Koufteros et al. (2014)
asked to rate their satisfaction P Price Satisfaction Experienced at the Most Recent Buying
level on the following price Experiences - adapted from Shankar et al. (2003)
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characteristics | |

Historical Satisfaction (HSAT) HS1 Past Travel Experiences with the Service Provider, Excluding

Question: The respondents were the Most Recent Journeys

asked to rate their satisfaction HS2 | Excellence of Transport Quality Services Provided Historically

level concerning historical Service Fulfillment Expectations Experienced Historically with
. . .. HS3 . .

satisfaction characteristics the Service Provider

Items adapted from Koufteros et al. (2014)

Encounter Overall Satisfaction Overall Satisfaction Level following their most Recent Tickets

(EOS) EOSI | Purchased on Line — adapted from Shankar et al. (2003);

Question: The respondents were Koufteros et al. (2004)

asked to rate their satisfaction Overall Service Fulfillment following the most Recent Purchase
. . EOS2 .

level at their last shopping Made on Line

journey online on the following EOs3 | Overall Service Quality Experience following the most Recent

characteristics Purchase Made on Line

Overall Satisfaction about the Service Provider following the
most Recent Purchase Made on Line
! The scale used for all items ranged from 0 to 10 (O=completely unsatisfied 10= completely satisfied).

EOS4

Appendix B Measurement Model: pattern of correlations among factors

The conceptual model (Figure 1) suggests that website dimensions and offline service dimensions
are second-order factors and are respectively a function of three first-order constructs. In particular,
the website construct is a function of information quality, system quality and service quality while
the offline service construct is a function of means of transport, price and travel services. Therefore,
firstly first-order CFA solutions are evaluated and then the magnitude and pattern of correlations
among factors in the first-order solution are examined.

Table B1 shows the squared inter-correlations among the study variables. They represent the shared
variance among the variables and do not exceed the square root of the average variance explained.
For each latent variable, AVE was greater than the squared correlation between the latent variable
in question and the other latent variables included in the model. Although some of the correlation
coefficients were found to be relatively high, the 95% confidence intervals for the inter-factor
correlation did not include one. In particular, the correlation coefficient between web system quality
and web service quality is close to the value of AVE but its confidence interval did not include one.
Consequently, these confidence interval tests support the discriminant validity of the constructs
analyzed. Discriminant validity is therefore justified in this study.

Table B1: Inter-construct correlations

WIQ  WSYQ WSQ TSQ TMQ Pric,.  HSAT EOS
WIQ 0.770
WSYQ 0.703 0.775
WSQ 0.714 0.770 0.850
TSQ 0.456 0.495 0.510 0.836
TMQ 0.417 0.499 0.487 0.717 0.759
Price 0.247 0.288 0.322 0.434 0.475 0.908
HSAT 0.416 0.445 0.322 0.705 0.687 0.662 0.708
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\ EOS‘ 0.416‘ 0.071\ 0.469‘ 0.054\ 0.065\ 0.042\ 0.061‘ 0.800‘
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