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ABSTRACT

This paper examines the relationships between key drivers of e-service customer’s intention to continue to use an e-service. We confirm the Expectancy Confirmation Theory (ECT) that customers’ satisfaction in using an e-service is determined by the degree of customer confirmation or disconfirmation with the level of services provided by e-service provider. Customer satisfaction, in turn influences the intention to continue to use an e-service. Perceived usefulness of an e-service is found to influence continuance intention both directly and indirectly through the mediating effect of satisfaction. We also illustrated that negative affectivity, a dispositional affective stable broad trait predetermines the level of customer satisfaction with an e-service. Perceived switching costs were not a significant moderator for the effects of perceived usefulness and satisfaction on continuance intention. Furthermore implications for practitioners are also discussed. 
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Introduction 

In today’s turbulent E-commerce environment, possessing cutting edge technology and value-added services are not sufficient anymore, online companies need to have a long-term client relationship strategy and constantly understand customer retention behavior and know how to satisfy customers’ needs to keep them coming back. Industry’s studies reveal that on average, the cost of acquiring a new customer is five to ten times greater than the cost of retaining a current one. Such evidence underscores the relevancy and timeliness of studying customer retention behavior. 
In academics, there is a consensus among researchers in customer retention that satisfaction is a major determinant of customer loyalty which in turn is an indicator of competitive advantage (Olsen, 2002, Montfort et al. 2000). Expectancy confirmation theory (ECT) has been widely used by researchers in the studies related to customer satisfaction (Oliver, 1980, Spreng et al., 1996; Wirtz & Bateson, 1998). However, it has also been used to extend beyond satisfaction to repurchase intention (Bolton et al., 2000; Bhattacherjee, 2001). Bhattacherjee (2001) brought the expectation (dis)confirmation paradigm of ECT from consumer behavior literature to explain IS continuance intention. The results from his studies support the hypothesized relationships between (dis)confirmation, satisfaction, perceived usefulness, and continuance intention. However, the individual difference due to trait negative affectivity has never been studied before in the context of ECT. Similarly, the concept of perceived switching cost that has been studied in marketing literature also has never been part of ECT.
We contend that it would be more beneficial to introduce the concept of negative affectivity and perceived switching costs to explain satisfaction and continuance intention in the e-service context. The objective of this study is to introduce the concepts of negative affectivity and perceived switching costs to the continuance intention model. Thus the research questions are:
(1) To what extend do satisfaction and perceived usefulness affect customers’ continuance intention of e-service?

(2) To what extend do (dis)confirmation and perceived usefulness affect the satisfaction of customer in the use of e-service?

(3) Does perceived switching costs moderate the level of continuance intention of customers in using e-service?

(4) Does negative affectivity affect the level of satisfaction of customers in using e-service?

We choose to study continuance intention of e-service because of its pervasiveness and the apparent importance of customer retention practices in the industry. E-services range from the electronic provision of traditional services, such as investing and airline ticketing, to intelligent interactivity in post-sales product support. (de Ruyter, Wetzels, and Kleijnen; 2001)
TheORETICAL BASIS and HYpotheses

In this section we will discuss the theoretical basis supporting the hypotheses of the study. Please refer to the theoretical model shown in figure 1.

Expectancy Confirmation Theory
According to expectancy confirmation (ECT) theory, the satisfaction of customer is determined by customer expectation prior to using the service and the (dis)confirmation of that expectation (Oliver, 1980). The term (dis)confirmation represents the (mis)match between the expectation and perceived performance. Positive disconfirmation happens when the perceived service or product performance exceeds the expectation. In contrast, negative disconfirmation happens when the real performance is lower than the expectation prior to use. Confirmation happens when the real performance is exactly the same as expectation. Positive disconfirmation and confirmation form a satisfaction, or affect. Satisfied consumers form a repurchase intention, while dissatisfied consumers discontinue its subsequent use or purchase. From this point on, for simplification purpose we use the term confirmation to refer to a continuum of the level of disconfirmation (negative disconfirmation-confirmation(positive disconfirmation).
Satisfaction has been defined in many ways by many authors. Recently, Oliver (1996, pp.12) defines satisfaction as: “Satisfaction is the consumer’s fulfillment response. It is a judgment that a product or service feature, or the product or service itself, provided (or is providing) a pleasurable level of consumption-related fulfillment, including levels of under- or over fulfillment.” Empirical evidence supports ECT’s hypothesis that satisfaction is a major determinant of continuance intentions (or repurchase intention) (Oliver, 1989; Bhattacherjee, 1989). Several industry studies provide anecdotal evidence to support this relationship. For example, a study by Inteco in 1998 cites negative experiences and dissatisfaction resulting from slow access or engaged lines, poor help lines, and other technical problems as ISPs’ subscribers’ primary reasons for quitting or staying with the service. The result of the study by Bhattacherjee (2001) also confirmed that satisfaction with system use is the strongest predictor of users’ continuance intention (R2 = 0.32). Thus, our first hypothesis is:

H1: Customer satisfaction positively affects the continuance intention of e-service.

According to ECT confirmation and/or positive disconfirmation positively influence customer satisfaction. The reverse causes dissatisfaction. It is to note that in the original ECT, confirmation is inversely related to expectation and directly related to perceived performance. However, the result of the study by Monfort et al. (2000) on financial services suggests that the relevancy of disconfirmation is fairly apparent and that expectation have only an indirect influence on satisfaction. This finding supports Bhattacherjee’s extended ECT model that does not take expectation prior to use into account. Furthermore, since confirmation depends upon both expectation and performance, and expectation is dropped from previous works, we also do not take expectation and performance into account.
Previous studies of ECT provide support for the relationship between confirmation and satisfaction (Oliver, 1980, Bhattacherjee, 2001). Thus we hypothesize that:

H2: User confirmation is positively associated with user satisfaction

Since IS user continuance decision is similar to consumer’s repurchase decision of ECT because both decisions (1) follow an initial (acceptance or purchase) decision, (2) are influenced by the initial use (of e-service or product) experience, and (3) can potentially lead to ex-post reversal of the initial decision (Bhattacherjee, 2001). Thus, continuance intention was used in lieu of repurchase intention in extended ECT model of Bhattacherjee (2001). However, in order to adapt ECT to a different context it is better to extend the theory, due in part to its limitations and to the requirement of the IS context. 

ECT extended with Perceived Usefulness

TAM posits that perceived usefulness and perceived ease of use are fundamental determinants of user acceptance of IS. (Davis, 1989) Davis (1989) defines perceived usefulness as: “the degree to which a person believes that using a particular system would enhance his or her job performance. …A system high in perceived usefulness is one for which a user believes in the existence of a positive user-performance relationship.” Bhattacherjee integrated perceived usefulness into ECT and hypothesized that it is the predictor of continuance intention. He found that perceived usefulness explains almost 19% of continuance intention. Thus, hypothesis 3 is:
H3: Perceived usefulness positively affects continuance intention of e-service.

Perceived usefulness drawing from TAM is a kind of post-consumption expectation. In consumer behavior, ECT’s ex-ante expectation’s predictability to satisfaction has been supported by numerous studies as shown in the literature. Similarly, ex-post expectation (perceived usefulness) must also be associated with satisfaction. Thus, we formulate our fourth hypothesis as follows.

H4: Perceived usefulness positively affects Satisfaction.

In TAM, perceived ease of use is positively related to perceived usefulness. We argue that perceived ease of use and confirmation is similar in the sense that both of them are cognitive constructs stem from a person’s ex-post belief after performing an action (initial use of e-service). Hence we believe that higher level of confirmation will elevate the level of perceived usefulness while lower one will degrade the perceived usefulness of the e-service. The support for this is found in the theory of cognitive dissonance (Festinger, 1957) which posits that a person experiences cognitive dissonance if the pre-acceptance expectation is higher than the perceived performance after acceptance, and the person tends to adjust his/her perception according to the reality. Thus we hypothesize that:

H5: User confirmation is positively associated with their level of perceived usefulness of e-service

Negative affectivity affects Satisfaction
The concept of negative affectivity has been introduced by Watson and Clark (1984). It is defined as a stable and pervasive individual difference characterized by a tendency to experience aversive emotional states. According to Watson and Clark, people with high level of negative affectivity tend to:

· focus more on negative side of oneself

· be less satisfied with self and life in general

· report more negative emotions across time

· emphasize on how individual feel about the world rather than on how to handle oneself in the world.

Levin and Stokes (1989) found that negative affectivity was a dispositional determinant of job satisfaction. Previous works in the area of job satisfaction also found that negative affectivity was significantly associated with job/task satisfaction (Levin & Stokes ,1989; Judge, Heller & Mount, 2002). Job satisfaction and satisfaction resulting from using an e-service are very similar because both are affective reaction toward stimuli. Woodroof and Burg (2003) also found significant negative relationship between negative affectivity and satisfaction with system use. Furthermore, studying the role of negative affectivity, an aspect of individual differences is inline with prior works in information systems discipline. Those works attempted to study the role of individual differences in systems success (Zmud, 1979; Agarwal and Prasad, 1999). Thus, we hypothesize that:

H6: Negative affectivity negatively affects satisfaction with e-service use.

Perceived switching costs as moderator of continuance intention
Perceived switching costs are consumer perception of times, money, and effort associated with changing service providers (Jones, Mothersbaugh, and Beatty, 2000). Switching costs are not confined only to the economic cost but it also includes psychological and emotional costs (Yang & Peterson, 2004). Switching costs vary from industry to industry. In e-service setting, switching costs might include those that are monetary, behavioral, searching and learning related hassles. Economic models of consumer behavior argue that consumers tend to weight the costs and benefits of a product or service before buying decision (Hauser & Wernerfelt, 1990, Ratchford, 1982). Hence, perceived switching cost should have negative effects on the discontinuance decision. When switching costs is perceived to be higher than switching benefits, customer is more likely to stay than to switch despite the dissatisfaction with e-service.
The results from previous studies support the hypothesis that perceived switching costs are the moderator of continuance intention or loyalty (Jones, Mothersbaugh, and Beatty, 2000) Yang and Peterson, 2004 found significant moderating effects of switching costs on loyalty through satisfaction and perceived value (a construct similar to perceived usefulness) for above-average satisfaction group. Thus we formulate the hypothesis 7 and hypothesis 8 as the following:

H7: The higher the level of perceived switching costs, the greater is the likelihood that customer satisfaction will lead to greater customer continuance intention.

H8: The higher the level of perceived switching costs, the greater is the likelihood that customer’s perceived usefulness will lead to greater customer continuance intention.

[image: image4.wmf]2

2

2

1

included

excluded

included

R

R

R

-

-

[image: image1.png]Perceived
Usefulness

Costs

s I
n . P
‘ontinuance
(dis)eonfirmation | Satisfaction
Intention
1w s
6
Perceived
Negative Switchin
Affectivity k ¢





Figure 1: Theoretical Model and Hypotheses
Instruments

There are six constructs examined in this study: continuance intention, satisfaction, confirmation, perceived usefulness, negative affectivity and perceived switching costs. Constructs will be measured using multiple-items scales, drawn from previous research by Bhattacherjee (2001), Watson and Clark (1984), and Jones, Mothersbaugh, and Beatty (2000). Table 1 summarizes the constructs, the definition, and instrument for each constructs. 
Table 1: Instruments
	Construct
	Operational Definition
	Instrument

	Continuance intention


	User’s Intention to continue using the service
	Extended from Mathieson (1991)

	(dis)confirmation


	User’s perception of the congruence between expectation of e-service use and its actual performance


	Adapted from Bhattacherjee (2001)

	Satisfaction


	Users’ affect with (feeling about) prior e-service use.


	Adapted from Bhattacherjee (2001)

	Perceived usefulness


	User’s perception of the expected benefits of e-service use.


	Adapted from Davis (1989)



	Negative affectivity


	A stable and pervasive individual difference characterized by a tendency to experience aversive emotional states.


	Watson and Clark (1984)

	Perceived switching costs
	Consumer perceptions of the time, money, and effort 

associated with changing service providers.
	Jones, Mothersbaugh, and Beatty (2000)


Methodology

We employed online survey. Data were collected from undergraduate students in three sections of an introductory statistics class in the college of business administration of a U.S. university. The survey was conducted in a lab session and the measurement process was just a part of classroom activities. The subjects were rewarded with extra credit for participating in the survey. When they arrived at the computer room, they were assigned randomly to a computer which was already logged on to the survey web page. They were asked about a real e-service that they are using in everyday life. Totally there were 108 students filling out the survey.

We use structural equation modeling technique called Partial Least Square (PLS-Graph, Version 03.00) to analyze the results. PLS is suitable for theory building research that emphasizes on predictive power of the model (Chin, 1999; Gefen, Straub & Boudreau, 2003). PLS allows researchers to integrate measurement model and structural model (Bollen, 1989). 

According to Chin (1998) the minimum required sample size is determined by the largest of the two possibilities: (1) the block with the largest number of formative indicators; or (2) the dependent latent variable with the largest number of independent latent variable influencing its. If we use the regression heuristic of 10 cases per predictor, the sample size requirement would be 10 times either (1) or (2), whichever is greater (Chin, 1998). In our case there is no formative indicator, all items are reflective, so, (1) is ruled out, according to (2) the dependent latent variable that has the largest number of independent latent variables is continuance intention, which has 5 independent latent variables when the main and interactions effects of perceived switching costs are considered. By applying the heuristic rule, the minimum sample size is 50. Thus, our sample size of 108 is sufficient for structural equation modeling with PLS.

Results

After data cleaning and influential data point analysis two subjects were dropped from the sample. So totally we have 106 subjects. They are composed of 57 (53.8%) male and 49 (46.2%) female. They age between 19 and 54, however the majority of them (82.1%) age between 19-25 and 91.5% of them are below 30 years old. 90.1% of the subjects are in their junior and senior years of college. 84.9% of them report using the e-service free of charge and 89.6% of them are using the service voluntarily. So the sample is mad up overwhelmingly of those who use e-service free of charge and voluntarily. 90.6% of the sample reported using the e-service at least 2-3 times per week. 35.8% of them use portal sites including Yahoo, Google and MSN, 21.7% use online banking, 11.3% use online course management systems including WebCT and Blackboard, 9.4% use online game, 8.5% use online music. Online shopping and other types of e-service account for the rest 13.2% of the sample.
We took gender as control variable and perform a t-test of mean difference for continuance intention and satisfaction, the two dependent variables in this study. The results of t-tests show no sign of difference in the two variables resulting from the gender difference.
Appendix 1 presents the item loadings from a sample of 106 subjects. All items load on their assigned construct with relatively small cross-loadings. Most loadings are above .70 and all of them are above the acceptable level of .60. All loadings are found to be significant at p<.001 level. However, the loading for CI4 (If I could, I would like to discontinue the use of my chosen online service), is below .60; so, they are dropped from the measurement model. 
In PLS construct reliability is acceptable when Internal Composite Reliability (ICR) is above .70 for each construct (Thomson, Barclay, & Higgins, 1995). It is analogous to the Cronbach’s alpha (Gefen, Straub & Boudreau, 2003). Table 2 reports the ICR, Average Variance Extracted (diagonal element), and the inter-construct correlations. In PLS, the convergent and discriminant validities are assessed by checking the AVE (Average Variance Extracted) of each construct. The validities are achieved when AVE for each construct is larger than its correlation with the other constructs, and that each item has a higher loading on its assigned construct than on the other constructs, preferably above .70 (Gefen et al., 2003). Note that, AVE of each construct is substantially higher than the inter-construct correlations and all items loadings are higher than .70. Thus, in this study both criteria of construct validity are met. Furthermore, the internal composite reliability of all constructs is larger than the acceptable level of .80. Thus, all constructs are reliable and the measurement model is successfully tested.
Table 2: Correlation of latent constructs, AVE, and Internal Composite Reliability

	
	ICR
	Latent Constructs

	
	
	CONF  
	CI        
	NA        
	PU        
	SAT     
	 PSC

	Confirmation (CONF)
	0.902
	0.754
	
	
	
	
	

	Continuance Intention (CI)
	0.920
	0.701
	0.794
	
	
	
	

	Negative Affectivity  (NA)        
	0.903
	-0.286
	-0.187
	0.483
	
	
	

	Perceived Usefulness (PU)
	0.955
	0.686
	0.708
	-0.263
	0.842
	
	

	Satisfaction (SAT)
	0.941
	0.603
	0.534
	-0.37
	0.512
	0.760
	

	Perceived Switching Costs
	0.835
	0.06
	-0.004
	0.06
	0.179
	-0.056
	0.628


Notes:
1. ICR : Internal Composite Reliability 
2. Diagonal elements are the average variance extracted; off-diagonal elements are correlations between constructs.

PLS estimates item loadings and test their significant level with t-value. Figure 2 reports the result of the proposed model without interactions. So, the first six hypotheses are tested collectively using the structural equation modeling approach. We use bootstrapping technique (200 iterations) to obtain corresponding t-value for each hypothesized path coefficient. All proposed relationships are found to be significant at p<0.05 except for the relationship between perceived usefulness and satisfaction which is only significant at p<0.10 level. As a conclusion all first 6 hypotheses are confirmed, except for hypothesis 4.

The findings of this study are somewhat different from the findings of Bhattacherjee (2001). In his study of e-banking customers, he found that satisfaction with system use is the strongest predictor of users’ continuance intention (R2 = 0.32). In our study perceived usefulness (PU) is the strongest predictor of continuance intention, accounting for 50% of variance explained (R2 = 0.50). This probably has something to do with the nature of free e-service. Customers in free e-service setting probably don’t expect providers to provide much of the customer services. As a result satisfaction plays less important role in the decision to continue to use free e-service. Another difference is the relationship between perceived usefulness and satisfaction (SAT). We found no significant relationship between PU and SAT at p<0.05.
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Note: * p<0.1, ** p<0.05, *** p<0.01
                      Measurement model is not shown here for simplicity
Figure 2: Proposed model without interactions
The role of Negative Affectivity

The hypothesized relationship between Negative Affectivity (NA) and satisfaction is significant at P<0.05 level. So the hypothesis 6 is confirmed.
To gauge the level of the effect that negative affectivity has on continuance intention, we calculated the effect size, ƒ2. It takes into account the change in R-square due to the addition of each latent variable into the structural model.
 According to Chin (1998), “ƒ2 of 0.02, 0.15, and 0.35, similar to J. Cohen’s (1998) operational definitions for multiple regress, can be viewed as a gauge for whether the predictor has a small, medium, or large effect at the structural level.” Table 3 shows the ƒ2 values calculating when NA is added into the structural model. Effect size of 0.08 (for adding negative affectivity) and is between small and medium effect. However, according to Chin (1998) the effect size has to be considered together with the weight of standard path coefficient. Standard path of at least 0.2 (β = 0.2) can be considered that the added construct has a place in the model beyond the variation happened by chance, or it is considered meaningful (Meehl, 1990). In this study, the path between NA and SAT is β = -0.22 and it is significant at p<0.05; so it is meaningful to add NA into the proposed model. 
Table 3: Effect size (ƒ2 ) of NA and moderating effects of PSC on continuance intention

	Description
	R-square
	Effect size ƒ2
	Std. Path

	R-square of SAT before and after adding Negative Affectivity
	0.39(0.43
	0.075
	-0.22

	R-square of CI before and after adding Interaction effects of PSC
	0.54(0.61
	0.176
	PSC-CI: -0.07
PUxPSC-CI: 0.18
SATxPSC-CI : 0.20


The Moderating Effects of Perceived Switching Costs
Figure 3 presents the results of the proposed model with interaction effects of PSC
. Perceived switching costs
 (PSC) has negligible direct effect on CI; it yields a path coefficient of β = -0.07 and statistically it is not significant. The reason that PSC has inverse relationship with continuance intention is probably because the majority of the subjects use the e-services free of charge and on the voluntary basis. When the e-service is offered free of charge one can imagine that users can switch the service easily without much of obligation, so the more they perceived that the e-service providers impose switching cost the less they want to stay using the e-service.
The effect size of 0.18 (for adding interaction effects of PSC) is considered to be of medium effect which means they are meaningful in explaining the variability in continuance intention. However, adding the interaction effects of PSC into the model does not yield any significant path coefficient., the only path that can be considered meaningful according the above criterion is the path between the interaction effect of PU and PSC and CI which is at exactly 0.02 (β = 0.20). As a conclusion the hypothesis 7 and hypothesis 8 are rejected. Furthermore, adding the interactions effects of PSC make the significant level of the effect of satisfaction on continuance intention to drop from p<0.01 to p<0.05.
The findings regarding PSC are consistent with those of Yang and Peterson (2004). They also did not find any significant moderating effects of PSC on customer loyalty through perceived value (a construct similar to PU) and satisfaction. 
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Figure 3: Proposed model with interactions
Results of the model as it is applied to different subgroups

We also tested the model with four different subgroups of the sample for confirmatory purposes; voluntary group, free-service group, free-serice&voluntary group, and high-satisfaction group. 
There is no major difference in the results of total sample from the voluntary group, free group, and free-service&voluntary group. The only notable difference is the beta weights of the path between PSC and CI are larger in voluntary (β = -0.10), free-service (β = -0.20) and free-service&voluntary (β = -0.15) groups than that of the sample. This result supports our suggestion above that the reason that PSC has negative relationship with CI stems from the nature of free service and voluntariness of use. Another notable result is the moderating effect of PSC on the effect of SAT to CI becomes significant at p<0.1 level for both free-service and free-service&voluntary groups. 
Yang and Peterson (2004) found that the moderating effects of perceived switching costs on the relationships between perceived quality and loyalty, and between satisfaction and loyalty are significant for the high-satisfaction group. We took the summated scores of satisfaction items with the value of 5 or above to form the high-satisfaction group. The results are different from those of Yang and Peterson (2004). We did not find any significant moderating effects of perceived switching costs.
Contribution and IMplications
We introduced customer broad trait of negative affectivity as antecedence of satisfaction.  So, customers are somewhat predisposed to satisfy or not satisfy with the use of an e-service. Understanding this can help practitioners and researchers in IS to parcel out the variance of satisfaction stemming from the trait of customer. Hence, the real effect of promotional efforts, customer services quality and perceived usefulness that are the determinants of customer satisfaction can be clearly examined.
Likewise, understanding that perceived switching costs are not the significant moderator of the effects that perceived usefulness and satisfaction have on continuance intention means switching costs are not something that gives e-service provider edge in online commerce. Hence they should focus on satisfying customer with customer services and make the e-service useful enough to keep the customers from switching to competitors instead of trying to erect the switching barriers.

Limitations

The results of the study are limited primarily to the free e-service and voluntary use groups. It is interesting to use the model in the paid e-service environment. In this study we are unable to test the differences between the utilitarian and the hedonic groups of e-service users because the combination of online game and online music users that make up the hedonic group is smaller than the required sample size of 50 to test the whole model. Furthermore the sample is composed primarily of those that are aged between 19 and 25. So, the application of the model to the general population should be the subject for further studies. 
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APPENDIX 1: Item Loadings for all latent variables

	Latent Variable
	Items
	CONF
	CI
	NA
	PU
	SAT
	PSC

	Confirmation (CONF)
	conf1b
	0.85***
	0.58
	-0.26
	0.53
	0.64
	-0.01

	
	conf2b
	0.87***
	0.62
	-0.18
	0.60
	0.43
	0.15

	
	conf3b
	0.88***
	0.63
	-0.30
	0.66
	0.49
	0.02

	Continuance Intention (CI)
	ci1
	0.54
	0.84***
	-0.21
	0.56
	0.41
	0.09

	
	ci2
	0.68
	0.91***
	-0.16
	0.66
	0.54
	-0.05

	
	ci3
	0.65
	0.92***
	-0.14
	0.67
	0.48
	-0.03

	Negative Affectivity  (NA)        
	Panasn1
	-0.24
	-0.19
	0.65***
	-0.20
	-0.28
	0.01

	
	Panasn2
	-0.22
	-0.15
	0.73***
	-0.25
	-0.31
	0.07

	
	Panasn3
	-0.21
	-0.23
	0.63***
	-0.20
	-0.21
	0.04

	
	Panasn4
	-0.30
	-0.17
	0.75***
	-0.09
	-0.26
	0.02

	
	Panasn5
	-0.11
	-0.07
	0.70***
	-0.29
	-0.22
	-0.05

	
	Panasn6
	-0.19
	-0.06
	0.67***
	-0.23
	-0.41
	0.06

	
	Panasn7
	-0.14
	-0.16
	0.68***
	-0.19
	-0.12
	0.01

	
	Panasn8
	-0.12
	0.03
	0.73***
	-0.07
	-0.14
	0.04

	
	Panasn9
	-0.12
	-0.07
	0.69***
	-0.03
	-0.26
	0.25

	
	Panasn10
	-0.23
	-0.12
	0.72***
	-0.14
	-0.20
	0.01

	Perceived Usefulness (PU)
	pu1
	0.62
	0.60
	-0.23
	0.93***
	0.49
	0.17

	
	pu2
	0.58
	0.61
	-0.31
	0.92***
	0.43
	0.18

	
	pu3
	0.62
	0.59
	-0.19
	0.91***
	0.46
	0.19

	
	pu4
	0.68
	0.77
	-0.23
	0.91***
	0.50
	0.13

	Satisfaction (SAT)
	sat1
	0.65
	0.58
	-0.35
	0.55
	0.88***
	-0.07

	
	sat2
	0.57
	0.53
	-0.38
	0.50
	0.89***
	0.05

	
	sat3
	0.44
	0.34
	-0.28
	0.41
	0.86***
	-0.05

	
	sat4
	0.44
	0.35
	-0.32
	0.32
	0.86***
	-0.08

	
	sat5
	0.45
	0.46
	-0.26
	0.38
	0.87***
	-0.11

	Perceived Switching Costs (PSC)
	psc1
	0.13
	0.05
	-0.13
	0.23
	0.09
	0.76***

	
	psc2
	0.00
	-0.06
	0.15
	0.06
	-0.20
	0.82***

	
	psc3
	0.02
	0.00
	0.11
	0.15
	-0.02
	0.80***


Note: All loadings are significant at p<0.001, denoted by ***

APPENDIX 2: Questionnaire Items
Negative Affectivity

Read each item and then circle the appropriate answer in the space next to that word. Indicate to what extent you generally feel this way. This is, how you feel on the average. The scale is measure on 5-point scale; Very Slightly or Not at all, A little, Moderately, Quite a bit, and Extremely
	1.
	Distressed

	2.
	Upset 

	3.
	Guilty  

	4.
	Scared  

	5.
	Hostile 

	6.
	Irritable

	7.
	Ashamed

	8.
	Nervous

	9.
	Jittery

	10.
	Afraid


Satisfaction

How do you feel about overall experience of your chosen online service use? (The items are measured on 7-point semantic differential scale.)
S1: Very dissatisfied-Very satisfied

S2: Very displeased-Very pleased

S3: Very frustrated-Very contented

S4: Absolutely terrible-Absolutely delighted

S5: Very unhappy with-Very Happy with

The rest of the items are measured on 7-point Likert-type scale between 2 extreme values strongly agree and strongly disagree

Continuance Intention

CI1: I intend to continue using my chosen online service.
CI2: I plan to continue using my chosen online service.
CI3: I expect to continue using my chosen online service.
CI4: If I could, I would like to discontinue the use of my chosen online service.
(Dis)confirmation

C1: My experience with using my chosen online service was better than what I expected.
C2: The service level provided by my chosen online service provider was better than what I expected.
C3: Overall, most of my expectations from using my chosen online service were confirmed.
Perceived Usefulness

PU1. Using my chosen online service improves my performance.

PU2. Using my chosen online service increases my productivity 

PU3. Using my chosen online service enhances my effectiveness 

PU4. Overall, my chosen online service is useful
Perceived Switching Cost

PSC1. In general it would be a hassle changing my chosen online service.

PSC2. It would take a lot of time and effort changing my chosen online service. 

PSC3. For me, the costs in time, money, and effort to switch my chosen online service is high.
















































Note: 


Black diagram is from Bhattacherjee’s Model


Red diagram is our proposed extension


H stands for hypothesis
























































� It is calculated by using the following formula (Chin, 1998): ƒ2.=� EMBED Equation.3  ��� Where R2included and R2excluded are the R-squares provided on the dependent latent variable when the independent variable is included or excluded from the structural model respectively


�  Interaction effects are calculated by multiplying the standardized score of the items measuring PSC with their respective standardized item scores from SAT, and PU as per instruction in. (Chin, Marcolin, & Newsted; 2003)


� PSC is not hypothesized to have direct effect on CI; but since we study the interaction effects of PSC it is suggested to include the main effect in the model so the real interaction effects are properly shown. (Chin, Marcolin, & Newsted; 2003)
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