	Level
	Primary Bond
	Potential for Sustained Competitive Advantage
	Main Element of Marketing Mix
	Web Example

	One
	Financial
	Low
	Price
	www.cdnow.com

	Two
	Social Build 1:1 Relationships Build Community
	Medium
	Personal Communications
	www.palmpilot.com

	Three
	Structural 
	High
	Service Delivery
	www.my.yahoo.com


Table 1. Different Levels of Relationship Marketing (Mohammed et al. 2000)

	Study
	Major variables 
	Publication
	Suggested theory

	Khalifa and Liu 
	Consumer Satisfaction
	HICSS* (2002)
	Expectation Disconfirmation Theory

	Ho and Wu 
	Consumer Satisfaction
	HICSS* (1999)
	Expectation Disconfirmation Theory

	Cho, Im, Hiltz, and Fjermestad
	Customer Complaints
	HICSS* (2002)
	Cognitive Dissonance Theory, Hirschman’s Theory of Exit, Voice, and Loyalty

	Zhang and Dran 
	User Satisfaction/

Website quality
	HICSS* (2001)
	Herzberg’s theory

SERVUAL***

	Krishnan et al. 
	Overall Customer Satisfaction
	Management Science (1999)
	Bayesian approach

	Lee, Kim and Moon
	Trust, Transaction Cost, & Customer Loyalty
	CHI** (2000)
	No suggested theory

	Dutta and Segev
	Customer Relationship
	HICSS* (1999)
	A theory of Cyber-Transformation****

	Li, Kuo, & Russell 
	Consumer Online Buying Behavior
	Journal of Computer-Mediated Communication (1999)
	Channel Theory

	Cho and Ha
	Utility
	Journal of Business & Economics Research (2004b)
	Von Neumann-Morgenstern utility theory

	Goodwin and Ross
	Complaining Behavior
	Journal of Services Marketing (1990)
	Equity Theory

	Cho and Ha
	E-Satisfaction & Behavioral Intention to use websites
	Journal of Business & Economics Research (2004a)
	Uses and gratification theory

Theory of reasoned action

	Kimery and McCord
	Intention to Purchase
	HICSS* (2002)
	Exchange theory, theory of reasoned action and planned behavior

	Cho, Im, Hiltz, and Fjermestad
	Propensity to Complain
	Advances in Consumer Research (2001)
	Hirschman’s theory of exit, voice, and loyalty

	Cho, Im, Hiltz, and Fjermestad
	Propensity to Complain
	Business Process Management Journal (2003) 
	Dissonance theory
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 *** The study applied organizational behavior theories to IS and Marketing
**** The study introduced the market-space model
Table 2. Theories Applied on eCRM Studies
	Study
	Major Dependent variable(s) 
	Publication
	Suggested Factors affect Customer Satisfaction/Dissatisfaction
	Comments

	Hoxmeier and DiCesare
	Response Time
	Americas Conference on Information Systems (2000)
	Ease of use, satisfaction ***, system power, and reuse
	_

	Rumpradit and Donnell
	Speed, Accuracy, Confidence, and Satisfaction
	HICSS* (1999)
	Learning style preferences and user Interface with command/action techniques
	​_

	Cho and Ha 
	E-Satisfaction & Behavioral Intention to use websites
	Journal of Business & Economics Research (2004a)
	Information quality, convenience, technology, community, entertainment, price, and brand name factor
	The study applied Fishbein and Technology Acceptance Model

	Cho, Im, Hiltz, and Fjermestad
	Customer Complaints
	HICSS* (2002)
	Expectation of Product and Technology, Web Assessment factors such as Information, Settlement, & Agreement factors
	The study investigated customer complaints by reviewing negative feedback system.

	Cho, Im, Hiltz, and Fjermestad
	Propensity to Complain
	Advances in Consumer Research (2001)
	Degree of dissatisfaction, importance of purchase, perceived benefits from complaining, personal characteristics, and situational influences
	The study examined impact of propensity to complain to complaint behavior. 

	Zhang and Dran
	User Satisfaction/

Website quality expecctations
	HICSS* (2001)
	Visual design, accuracy of info, site responsiveness, easy to navigate, clear layout of info, timely info, etc. 
	The study applied Kano model to website quality model.

	Lee, Kim, and Moon
	Customer Loyalty
	CHI** (2000)
	Comprehensive Information, Shared Value, Communication, Uncertainty, Number of Competitors, & Specificity
	The study used a multi-phased model of customer loyalty.

	Lowengart and Tractinsky
	Importance of Perceived Characteristics of the stores
	Journal of Electronic Commerce Research (2001)
	Product Value, Shopping Experience, Service Quality, & Risk
	The study applied choice model, called Multinominal Logit (MNL) Model.

	Cho, Im, Hiltz, and Fjermestad
	Propensity to Complain
	Business Process Management Journal (2003)
	Perceived Price, Information Search Effort, and Ego Involvement, the Degree of Dissatisfaction
	The study applied product category (non-sensory vs. sensory product in the online environment.

	Dutta and Segev
	Customer Relationship
	HICSS* (1999)
	Interactivity, connectivity, product, price, promotion, and placement
	_

	Li, Kuo, & Russell 
	Online consumer behavior
	Journal of Computer-Mediated Communication (1999)
	Communication, distribution, and accessibility utilities, and four types of shopping orientation
	Suggested a conceptual model on consumer online buying behavior.

	Cho and Ha
	Utility & Willingness to Purchase
	Journal of Business & Economics Research (2004b)
	Information quality, price sensitivity, quality of the website, customer service, and brand name familiarity
	Applied product category and different levels for each factor.

	Gehrke and Turban 
	Effectiveness of website
	HICSS* (1999)
	Page loading speed, business content, navigation efficiency, security, and marketing/customer focus
	The study examines experts’ recommendations of how to create an effective website.

	Schubert and Dettling
	Website effectiveness
	HICSS* (2002)
	Information, agreement, settlement, and after-sales phase, community components, and final section. 
	The study applied Fishbein and Technology Acceptance Model.****

	Kimery and McCord
	Intention to Purchase
	HICSS* (2002)
	Attention to assurance seals, trust in e-retailer, perceived risk, and attitude toward e-retailer
	The exploratory research model has been applied in this study. 
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  *** Satisfaction has been used as a predictor rather than a dependent variable in this study. 

**** The study has been developed from the previous study by Schubert and Selz (1999).
Table 3. Models/Variables Applied on eCRM Studies









































































































