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摘 要

本研究以現金卡之消費者為調查對象，引用Berry et al.(2002)之服務便利性概念以及Dabholkar(1996)提出之整體情感模式為

理論基礎，探討科技介入服務接觸之後，對消費者之服務便利性認知與服務品質評價之影響。 研究結果顯示： 1. 當消費

者對使用科技產品的態度愈正面時，消費者對使用現金卡之後續利益便利性的認知有正面的影響。 2. 當消費者愈重視與服

務人員互動的需求時，消費者對使用現金卡之容易取得、交易以及後續利益便利性的認知有正面的影響。 3. 當消費者對使

用現金卡之交易以及後續利益便利性的認知愈高時，消費者服務品質的認知會有正面的影響。 4. 當消費者對使用科技產品

的態度愈正面時，消費者對服務品質認知會有正面影響。 5. 當消費者愈重視與服務人員互動的需求時，消費者對服務品質

認知會有正面影響。 關鍵字：現金卡，服務便利性，自助服務科技，服務品質

關鍵詞 : 現金卡 ; 服務便利性 ; 自助服務科技 ; 服務品質

目錄

目錄 封面內頁 簽名頁 授權書⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.⋯...iii 中文摘要⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯v 英文摘要⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯vi 誌謝⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯vii 目錄⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯viii 圖目錄⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯x 表目錄⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯xi 第一章 緒論

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.1 第一節 研究背景與動機⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.1 第二節 研究

目的⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.5 第二章 文獻探討⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.6 第一節 現金

卡的起源與發展⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.6 第二節 服務便利性⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯11 第三節 自助服務

科技⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯20 第四節 自助服務科技服務品質⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯25 第三章 研究方法⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯34 第一節 研究架構⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯34 第二節 研究假說⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯35 第三節 變數之衡量⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯37 第四節 研究對象與問卷設

計⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.41 第五節 資料分析方法⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.42 第四章 資料分析⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.53 第一節 樣本結構分析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.53 第二節 結構模型之評估⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.59 第三節 結構模型評估之結果⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.63 第五章 結論與建議⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.68 第一節 研究結論⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.68 第二節 管理意涵⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.72 第三節 研究限制⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.75 第四節 後續研究建議⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.76 參考文獻⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯.78 附錄：研究問卷⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 94 圖目錄 圖2-1 服務便利性模式⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯12 圖2-2 消費

者對自助服務科技之預期服務品質模式⋯⋯⋯⋯⋯13 圖3-1 研究架構⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯....35 

圖4-1 結構模型概念圖⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯59 圖4-2 連續χ2差異性檢定決策樹模型圖⋯⋯⋯⋯⋯⋯⋯⋯

⋯...62 圖4-3 結構模型分析結果圖⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯64 表目錄 表2-1 現金卡簡介表⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯9 表2-2 自助服務科技的分類與應用⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯22 表2-3 影響自助服務科技服務品質因素

彙整表⋯⋯⋯⋯⋯⋯⋯29 表2-4 自助服務科技服務品質構面之彙整⋯⋯⋯⋯⋯⋯⋯⋯⋯33 表3-1 服務便利性探究性因素分

析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯44 表3-2 自助服務科技服務品質探索性因素分析⋯⋯⋯⋯⋯⋯⋯45 表3-3 信度分析⋯⋯⋯⋯

⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯47 表3-4 各構面之驗證性因素分析⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯49 表3-5 各構面之適

配度評估⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯50 表3-6 各構面ψ值之相關矩陣⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯ 51 表3-7 各構

面之區別分析結果表⋯⋯⋯⋯⋯⋯⋯⋯⋯........51 表4-1 樣本回收情形⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯..53 表4-2 基本

資料分析次數分配表⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯..54 表4-3 曾使用之自助服務科技次數分配表⋯⋯⋯⋯⋯⋯⋯⋯..55 表4-4 

最常使用之自助服務科技次數分配表⋯⋯⋯⋯⋯⋯⋯⋯55 表4-5 各構面之描述性統計⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯58 

表4-6 結構模式參數⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯60 表4-7 巢狀分析之五種模式的定義⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯⋯61 表4-8 巢狀模式分析表⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯63 表4-9 結構模型配適度指標⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯64 表4-10最大概似法之γ估計值⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯...65 表4-11最大概似法之β估計值⋯⋯⋯⋯⋯⋯

⋯⋯⋯⋯⋯.......66 表5-1 研究假設實證結果⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯⋯68



參考文獻

一、中文部份 1. 丁以翔(2003)，服務便利性對服務品質的影響之實證研究，東吳大學企業管理學系碩士論文。 2. 王子駿(2003)，科技準

備性與服務便利性對使用科技基礎服務影響之研究─以第三代行動通訊為例，淡江大學企業管理學系碩士論文。 3. 吳良民(2003)，銀行

業小額消費性貸款行為之質性分析，國立中正大學企業管理研究所碩士論文。 4. 徐椿輝(1997)，網際網路上服務品質之探討，國立台灣

科技大學管理研究所碩士論文。 5. 郭獻元(2003)，自助服務科技服務品質評量模式之研究，國立台灣科技大學企業管理系碩士論文。 6. 

陳嘉珮(2003)，銀行關係行銷策略對關係品質與顧客忠誠度影響之研究─以國內現金卡市場為例，東吳大學國際貿易學系碩士論文。 7. 

陳界銘(2003)，現金卡元祖，經濟日報17版，04/06。 8. 戚立強(2002)，銀行業顧客關係管理之市場區隔研究─以現金卡為例，國立台北

科技大學生產系統工程與管理研究所碩士論文。 9. 張靜宜(2003)，服務設計影響服務便利性知覺之研究，東吳大學企業管理學系碩士論

文。 10. 張敬芝(2003)，網路購物服務品質衡量模式建構之研究，元智大學企業管理學系碩士論文。 11. 張紹勳(2001)，『研究方法』，

滄海書局。 12. 彭若青(2000)，銀行總動員─搶攻電子商務，管理雜誌，314期， 78-81。 13. 曾寶璐(2003)，現金卡殺人事件，商業周刊

，186期，137。 14. 萬海洲(2003)，現金卡市場對網際網路與傳統人員之行銷組合 重視因素探討，逢甲大學保險所碩士論文。 15. 熊丹

鷰(2001)，使用自助服務科技與服務缺失關聯性之研究，淡江大學管理科學學系碩士論文。 16. 財政部金融局全球資訊網(2003)，金融機

構辦理信用卡與現金卡之實際情形， http://www.boma.gov.tw 二、英文部份 1. Allen, D. S. (1997), ”Where’s the productivity growth?”

Federal Reserve Bank of St Louis, Review, (March/April), 15-25. 2. Alstad, J. (2002), ”Use your service edge to your online advantage,”

American Banker, 167(46), 1-3. 3. Anderson, E. W. and Thomas, Jr. (1971), ”Identifying the Convenience Oriented consumer, ”Journal of

Marketing Research, 8(May), 179-183. 4. Anderson, E. W. and Thomas, Jr. (1972), ”Convenience Orientation and Consumption Behavior,”

Journal of Retailing, 48(Fall), 49-71. 5. Anderson, E. W. and Shugan, S. M.(1991), ”Repositioning for Changing Preferences: The Case of Beef

Versus Poultry,” Journal of Consumer Research, 18(September), 219-232. 6. Bateson, J. E. G. (1985), ”Do we need service marketing?”

Marketing, Consumer Services: New Insights, Marketing Science Institute, Cambride, MA, 77-115. 7. Bateson, J. E. G. (1977), ”Self-service

consumer: an exploratory study,” Journal of Retailing, 61(3), 49-76. 8. Bagozzi, R. P. (1990), ”Buyer behavior models for technological products

and services: A critique and proposal,” In:W.Johnston, ed., Advances in telecommunications management, Vol.2,CT:JAI Press, 43-69. 9. Baily,

M. and Gordon, R. J. (1988), ”The productivity slowdown, Measurement issues, and the explosion of computer power,” Broodings Papers on

Economic Activity, 2, 347-431. 10. Berry, L. L. (1979), ”The Time-Buying Consumer,” Journal of Retailing, 55(Winter), 58-69. 11. Berry, L. L.

and Parasuraman, A. (1991), Marketing Services: Competing Through Quality. New York: The Free Press. 12. Berry, L. L., Seiders, K., and

Grewal, D. (2002), ”Understanding Service Convenience,” Journal of Marketing, 66(July), 1-17. 13. Bellante, D. and Foster, A. C. (1984), 

”Working Wives and Expenditure on Services,” Journal of Consumer Research, 11(September), 700-707. 14. Bettman, J. R., Johnson E. J., and

Payne, J. W. (1990), ”A Componential Analysis of Cognitive Effort in Choice,” Organization Behavior and Human Decision Processes,

45(February), 111-139. 15. Bitner, M. J., Booms, B. H. and Tetreault, M. S. (1990), ”The service encounter: Diagnosing favorable and

unfavorable incidents,” Journal of Marketing, 54(January), 71-84. 16. Bitner, M. J., Brown, S. W., Meuter, M. L.(2000), “Technology Infusion in

Service Encounters,” Journal of the Academy of Marketing Science, 28(1), 138-149. 17. Bives, G. E. and Volker, C. B.(1986), ”A Value-Added

Approach to Household Production:The Special Case of Meal Prepration,” Journal of Consumer Research, 13(September), 272-279. 18. Black,

C. I., and Kaynama, S. A. (2000), ”A proposal to Assess the Service Quality of Online Travel Agencies: An Exploratory Study,” Journal of

Professional Services Marketing, 21, 63-88. 19. Booms, B. H. and Bitner, M. J. (1981), ”Marketing strategies and organization structures for

services firms,” In Donnelly, J. and George, W., eds., Marketing of Services, American Marketing Association, Chicago, TL, 47-51. 20. Breakwell,

G. M., Fife-Schaw, C., Lee, T., and Spencer, J. (1986),” Attitudes towards new technology in relation to social beliefs and group memberships: A

preliminary investigation,” Current Psychological Research and Reviews, 5(1), 34-47. 21. Brown, L. G. (1989), ”The Strategic and Tactical

Implications of Convenience in Consumer Product Marketing,” Journal of Consumer Marketing, 6(Summer), 13-19. 22. Brown, L. G. (1990), 

”Convenience in Services Marketing,” Journal of Services Marketing, 4(Winter), 53-59. 23. Brown, S. and Meuter, M. L. (2000), ”Technology

infusion in service encounters,” Journal of the Academy of Marketing Science, 28(1), 138-149. 24. Bucklin, L. (1963), ”Retail Strategy and the

Classification of Consumer Goods,” Journal of Marketing, 27(January), 51-56. 25. Byers, R. and Lederer, P. (2001), ”Retail bank service

strategy: a Model of traditional, electronic, and mixed distribution choices.” Journal of Management Information System, 18(2), 133-156. 26.

Carman, J. M. (1990), ”Consumer Perceptions of Service Quality: an Assessment of the SERVQUAL Dimensions,” Journal of Retailing, 66,

33-55. 27. Carman, J. M., Payne, A. and Ballantyne, D. (1991), Relationship Marketing: Bringing Quality Customer Service and Marketing

Together, Butterworth-Heinemann, London. 28. Cline, K. (1997), ”Call centers:the heart of direct banking,” Banking Strategies,

(November/December), 88-96. 29. Copeland, M. T. (1923), ”Relation of Consumers’ Buying Habits to Marketing Methods,” Harvard

Business Review, 1(April), 282-289. 30. Cowles, D. (1989), ”Consumer perceptions of interactive media,” Journal of Broadcasting and Electronic

Media, 33(1), 83-89. 31. Cowles, D. and Crosby, L. A. (1990), ”Consumer acceptance of interactive media,” The Services Industries Journal,

10(3), 521-540. 32. Dabholkar, P. A. (1992), ”Role of affect and need for interaction in on-site service encounters,” In:Sherry JF, Stemthal B,

editors. Advances in consumer research, Vol.19, Provo, UT: Association for Consumer Research, 563-569. 33. Dabholkar, P. A. (1994), 

”Technology-based service delivery: a classification scheme for developing marketing strategies,” In Swartz, T., Bowen, D. and Brown, S.,eds.,

Advaces in Services Marketing and Management, Vol.3, Greenwich, CT:JAI, Press,241-271. 34. Dabholkar, P. A. (1996),” Consumer Evaluations

of New Technology-Based Self-Service Options: An Investigation of Alternative Models of Service Quality,” International Journal of Research in



Marketing, 13, 29-51. 35. Dabholkar, P. A. (2000), ”Technology in Service Delivery: Implications for Self-Service and Service Support,” In

Handbook of Service Marketing and Management, eds. Teresa A. Swartz and Dawn Iacobucci. Thousand Qaks, CA: Sage Publications, 103-110.

36. Dabholkar, P. A., Thorpe, D. and Rentz, J. (1996), ”A measure of Service quality for retail stores: scale development and validation,”Journal

the Academy of Marketing Science, 24(1), 3-16. 37. 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(8), 982-1003. 38. Davis, F. D., Bagozzi, R. P. and Warshaw, P. R.

(1992),”Extrinsic and Intrinsic motivation to use computer in the workplace,” Journal of Applied Social Psychology, 22(14), 1109-1130. 39.

Davis, M. M. and Vollmann, T. E. (1990), ”A Framework for Relating Waiting Time and Customer Satisfaction in a Service Operation,”

Journal of Services Marketing, 4(Winter), 61-69. 40. Dickerson, M. D. and Gentry, J. W. (1983), ”Characteristics of adopters and non-adopters of

home computer,” Journal of Consumer Research, 10(September), 225-235. 41. Downs, A. (1961), ”A Theory of Consumer Efficiency,” Journal

of Retailing, 37(Spring), 6-12. 42. Dube-Rioux, L., Schmitt, B. H., and Leclerc F. (1989),” Consumers’ Reaction to Waiting: When Delays

Affect the Perception of Service Quality,” In Advances in Consumer Reseach, Vol.16, T. Srull, ed. Provo, UT: Association for Consumer

Research, 112-125. 43. Durrande-Moreau, A. and Usunier, J. (1999), ” Time Styles and the Waiting Experience,” Journal of Service Research,

2(2), 173-186. 44. Eastlic, M.A. (1996), ”Consumer intention to adopt interactive tele- shopping,” Marketing Science Institute, Cambridge, MA,

96-113. 45. Etezadi-Amoli, J., Farhoomand, A. F. (1996), ”A Structure Model of End User Computing Satisfaction and User Performance,”

Information & Management, 30, 65-73. 46. Etgar, M. (1978), ”The Household as a Production Unit,” In Research in Marketing, Vol.1, Jagdish

N. Sheth, ed. Greenwich,CT: JAI Press, 79-98. 47. Feldman, L. P. and Hornik, J. (1981), ”The Use of Time: An Integrated Conceptual Model,”

Journal of Consumer Research, 7(March), 407-419. 48. Fennema, M.G. and Kleinmuntz, D. N. (1995), ”Anticipations of Effort and Accuracy in

Multiattribute Choice,” Organization Behavior and Human Decision Processes, 63(July), 21-32. 49. Fiske, S. T. and Taylor, S. E. (1984), Social

Cognition. Reading, MA: Addison Wesley. 50. Forman, A. M. and Sriram, V. (1991), ”The depersonalization of retailing: Its impact on the 

‘lonely’ consumer,” Journal of Retailing, 67(2), 226-243. 51. Garbarino, E. C. and Edell, J. A. (1997), ”Cognitive Effort, Affect, and Choice,

” Journal of Consumer Research, 24(September), 147-158. 52. Garvin, D. A. (1984), ”What Does Product Quality Really Mean,”Sloan

Management Review, Fall, 25-43. 53. Gehrt, K. C. and Lawson, D. A. (1996), ”The Convenience of Catalog Shopping:Is There More to It Than

Time?” Journal of Direct Marketing, 10(4), 19-28. 54. Globerson, S. and Maggard (1991), ”A Conceptual Model of Self- Service,”

International Journal of Operations and Productions Management, 11, 33-43. 55. Greco AJ and Fields M. (1991), ”Profiling early triers of service

innovations: a look at interactive home video ordering services,” J Serv Mark, 5(3), 19-26. 56. Gronroos, C. (1982), ” An applied service

marketing theory,” European Journal of Marketing, 16(7), 30-41. 57. Gronroos, C.(1990), Service Management and Marketing: Mnaging the

Moments of Truth in Service Competition, Lexington, MA. 58. Gross, B. L. (1987), ”Time Scarcity: Interdisciplinary Perspectives and

Implications for Consumer Behavior,” In Research in Consumer Behavior, Jagdish N. Sheth and Elizabeth C. Hirschman, eds. Greenwich, CT:

JAI Press, 1-54. 59. Gross, B. L. and Sheth, J. N. (1989), ”Time-Oriented Advertising: A Content Analysis of United States Magazine Advertising,

1890-1988,” Journal of Marketing, 53(October), 76-83. 60. Hornik, J. (1984), ”Subjective vs. Objective Time Measures: A Note on the

Perception of Time in Consumer Behavior,” Journal of Consumer Research, 11(June), 615-618. 61. Houston, M. B., Bettencourt, L. A. , and

Wenger, S. (1998), “The Relationship Between Waiting in a Service Queue and Evaluationsn of Service Quality,” Psychology &

Marketing,15(8),735-753. 62. Howcraft, B. and Beckett, A. (1996), ”Branch networks and the retailing of high credence products,” International

Journal of Bank Marketing, 14(1), 3-11. 63. Jacoby, Szybillo, G. J., and Berning, C. K. (1976), ”Time and Consumer Behavior: An

Interdisciplinary Overview,” Journal of Consumer Research, 2(March), 320-339. 64. Joseph, M. and Stone, G. (2003),”An empirical evaluation

of US bank customer perceptions of the impact of technology on service delivery in the banking sector,” International Journal of Retail &

Distribution Management, 31(4), 190-202. 65. Katz, K. L., Larson, B. M., and Larson, R. C. (1991),” Prescription for the Waiting-in-Line Blues:

Entertain, Enlighten, and Engage,” Sloan Management Review, (Winter), 44-53. 66. Keating, B., Rugimbana, R., and Quazi, A. (2003), 

”Differentiating between service quality and relationship quality in cyberspace,” Managing Service Quality, 13(3), 217-232. 67. Kelley, S. (1989),

”Efficiency in service delivery: technology or humanistic approaches?” The Journal of Services Marketing, 3(3), 143-151. 68. Kelley, E. J. (1958), 

”The Importance of Convenience in Consumer Purchasing,” Journal of Marketing, 23(July), 32-38. 69. Kolesar, M. B. and Galbraith, R. W.

(2000),”A Service-Marketing Perspective on e-retailing: Implications for e-retailers and Directions for Further Research,” Internet research:

Electronic Networking Applications and Policy, 10(5), 424-438. 70. Kotler, P. and Zaltman, G. (1971), ”Social Marketing: An Approach to

Planned Social Change,” Journal of Marketing, 35(July), 3-12. 71. Kumar, P., Kalwani, M. U., and Dada, M. (1997), ” The Impact of Waiting

Time Guarantees on Consumer Waiting Experiences,” Marketing Science, 16(4), 295-314. 72. Langeard, E., Bateson, J. E. G., Lovelock, C. H.

and Eiglier, P. (1981), “Marketing of services:New insights from consumers and managers,” Marketing Science Institute, Cambridge, MA,

81-104. 73. Larson, R. C. (1987),” Perspectives on Queues: Social Justice and the Psychology of Queuing,” Operations Research,

35(November/December), 895-904. 74. Ledingham, J. A. (1984), ”Are consumers ready for the information age?” Journal of Advertising

Research, 24(4), 31-37. 75. Lee, J. and Allway, A. (2002), ”Effects of personal control on adoption of self-service technology innovations,” Journal

of Services Marketing, 16(6), 553-572. 76. Lee, Y. L. and Hing, N. (1995), ”Measuring quality in restaurant operations: an application of the

SERVQUAL instrument,” Interna- tional Journal of Hospitality Management, 14(3/4), 293-310. 77. Li, Y. N., Tan, K. C. and Xie, M. (2002), 

”Measuring web-based service quality,” Total Quality Management, 13(5), 685-700. 78. Lloyd, N. (2000), ”You Paid That Bill With a Single

Click. Or Did You?” The New York Times, (July 2), 20. 79. Lovelock, C. H. and Young, R. F. (1979),”Look to consumers to increase



productivity,” Harvard Business Review, 57(May/June), 168-178. 80. Mabry, B. D. (1970), ”An Analysis of Work and Other Constraints on

Choices of Activities,” Western Economic Journal, 8(Septemer), 213-225. 81. Maister, D. H. (1985), ”The Psychology of Waiting Lines,” In

The Service Encounter, John A. Czepiel, Michael R. Solomon, and Carol F. Surprenant, eds., Lexington, MA:Lexington Books,113- 123. 82.

Meuter, M. L., Ostrom, A. L., Roundtree, R. I., and Bitner, M. J. (2000), ”Self-Service Technologies: Understanding Customer Satisfaction with

Technology-Based Service Encounters,” Journal of Marketing, 64(July), 50-64. 83. Meuter, M. L., Ostrom, A. L., Bitner, M. J., and Roundtree,

R. I. (2002), ”The influence of technology anxiety on consumer use and experiences with self-service technology,” Journal of Business Research,

56, 899-906. 84. Mick, D.G. and Fournier, S. (1998),” Paradoxes of technology: consumer cognizance, emotions and coping strategies,” J

Consum Res,25(Septemer),123-147. 85. Milligan, J. W. (1997), ”What do customers want from you? Everything!” US Bank, 107(12), 38-45. 86.

Mohr, L. A. and Bitner, M. J. (1995), ”The Role of Employee Effort in Satisfaction with Service Transactions,” Journal of Business Research,

32(3), 239-252. 87. Morganosky, M. (1986), ”Cost- Versus Convenience-Oriented Psychology and Marketing, 3(Spring), 35-46. 88. Murphy, P. E.

and Enis, B. M. (1986), ”Classifying Products Strategically,” Journal of Marketing, 50(July), 24-42. 89. Nickols, S. Y. and Fox, K. D. (1983), 

”Buying Time and Saving Time: Strategies for Managing Household Production,” Journal of Consumer Research, 10(September), 197-208. 90.

Oliver, R. L. and Swan, J. E. (1989), ”Consumer Perception of Interpersonal Equity and Satisfaction in Transactions: A Field Survey Approach,

” Journal of Marketing, 53(Appril), 21-35. 91. Palvia, P. C. (1996), ”A Model and Instrument for Measuring Small Business User Satisfaction

with Information Technology,” Information & Management, 31, 151-163. 92. Parasuraman, A., Zeithaml, V. A. and Berry, L. L.(1985), ”A

conceptual model of service quality and its implications for further research,” Journal of Marketing, 49(Fall), 41-50. 93. Parasuraman, A.,

Zeithaml, V. A. and Berry, L. L. (1988), ” SERVQUAL : a multiple-item scale for measuring consumer perceptions of service quality,” Journal

of Retailing, 64(1), 12-40. 94. Parasuraman, A., Zeithaml, V. A. and Berry, L. L. (1991), ”Refinement and reassessment of the SERVQUAL scale,

” Journal of Retailing, 67(4), 420-450. 95. Parasuraman, A. (1996), ”Understanding and leveraging the role of customer service in external, and

internal marketing Presented at the Frontiers in Services Conference, Nashville, TN,” (October). 96. Parasuraman, A. (2000), ”Technology

readiness index(TRI): a multiple item scale to measure readiness to embrace new technologies,” J Serv Res, 2(4), 307-320. 97. Pruyn, Ad and

Smidts, A. (1998), ”Effects of Waiting on the Satisfaction with the Service: Beyond Objective Time Measuring,” International Journal of

Research in Marketing, 15(4), 321-334. 98. Pyun, C., Scaggs, L. and Nam, K. (2002),”Internet banking in the US, Japan, and Europe,”

Multinational Business Review, Fall, 73-81. 99. Rayport, J. F. and Sviokla, J. J. (1994), ”Managing in the marketspace,” Harv Bus Rev,

(November/December), 2-11. 100.Rayport, J. F. and Sviokla, J. J. (1995), ”Exploiting the virtual value chain,” Harv Bus Rev,

(November/December), 14-24. 101.Reed, T. P. (1998), ”A case for shared branching: the personal touch remains,” Credit World, 87(1), 10-11.

102.Reilly, M. D. (1982), ”Working Wives and Convenience Consumption,” Journal of Consumer Research, 8(March), 407-418. 103.Rust, R.

(1998), ”Editorial: What Is the Doamin of Service Research?” Journal of Service Research, 1(November), 107. 104.Seiders, K., Berry, L. L., and

Gresham, L. (2000), ”Attention Retailers: How Convenience Is Your Convenience Strategy?” Sloan Management Review, 49(3), 79-90.

105.Soberon-Ferrer, H. and Dardis, R. (1991), ”Determinants of Household Expenditures for Services,” Journal of Consumer Research,

17(March), 385-397. 106.Solomon, M. R., Surprenant, C. H., Czepiel, J. A., and Gutman, E. G. (1985), ”A role theory perspective on dyadic

interactions: The service encounter,” Journal of Marketing, 49(Winter), 99-111. 107.Srinivasan, S. S., Anderson, R., and Ponnavolu, K. (2002).”

Customer Loyalty in E-Commerce: An Exploitation of its Antecedents and Consequences,” Journal of Retailing, 78, 41-50. 108.Strober, M. H.

and Weinberg, C. B. (1980), ”Strategies Used by Working and Nonworking Wives to Reduce Time Pressures,” Journal of Consumer Research,

6(4), 338-348. 109.Surprenant, C. F. and Solomon, M. R. (1987),” Predictability and Personalization in the Service Encounter,” Journal of

Marketing, 51(April), 86-96. 110.Talor, S. (1994), ”Waiting for Service: The Relationship Between Delays and Evaluations on Service,” Journal

of Marketing , 58(April), 56-69. 111.Talor, S. and Todd, P. A. (1995), ”Understanding information technology usage: a test of competing models,

” Inf Syst Res, 6(2), 114-176. 112.Tom, C. and Lucey, S. (1997), ”A Field Study Investigating the Effect of Waiting Time on Customer

Satisfaction,” Journal of Psychology, 1(November), 655-660. 113.Voli, P. K. (1998), ”The Convenience Orientation of Service Consumers: An

Empirical Examination,” doctoral Dissertation, College of Business and Public Administration, Old Dominion University. 114.Williams, F.,

Phillps, A. F. and Lum, P. (1985), ”Gratifications associated with new communication technologies,” In: K. E. Rosengren et al., eds., Media

gratifications research, SAGE Publications, Beverly Hills, 241-252. 115.Wong, A. and Sohal, A. (2002), ”Customer’ perspectives on service

quality and relationship quality in retail encounters,” Managing Service Quality, 12(6), 424-433. 116.Yale, L. and Venkatesh, A. (1986), 

”Toward the Construct of Convenience in Consumer Research,” In Advances in Consumer Reseach, Vol.13, Richard J. Lutz, ed. Provo, UT:

Association for Consumer Research, 403-408. 117.Zeithaml, V. A. and Gilly, M. C. (1987),”Characteristics affecting the acceptance of retailing

technologies: A comparison of elderly and nonelderly consumers,” Journal of Retailing, 63(1), 49-68.


