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E-services and Customer Relational Benefits in the
Context of Web-Based Self-Service

HsiuJu Rebecca Yen - Jé-Shen Chen ~ Pei-Ting Lu ~ T. G Sheu
Department Business of Administration, Yuan Ze University

Abstract

The applications of Web related technology in service encounter and service delivery are
becoming popular gradually. Internet-based self-service technology has been one major
tactic for providing e-service, but its impacts on maintaining customer relationships still
remain questionable. The current study aims to explore the customer relational benefits and
customer loyalty in the context of Internet-based self-service technology and the role of
relational benefits at mediating the relationship between e-service and customer loyalty. The
first stage of this study interviewed experienced customers and discovered that confidence
benefits, decision efficiency benefits, and economic benefits are the major benefits of
maintaining a relationship with service providers in the e-service context. Survey data from
412 wvalid participants also revealed that site interactivity and reliability were positively
correlated with confidence benefits.  Site interactivity and personalized service were found to
be positively associated with decision efficiency benefits.  Also, convenience and
personalized services correlated positively with economic benefits. All three types of
benefits significantly predicted customer satisfaction and loyalty. The relationships between
certain e-service attributes and customer satisfaction and loyalty were partially mediated by
each relational benefit. Finally, implications and future research directions based on the
findings were discussed.

Keywords: e-service, internet-based self- service technology, customer relational benefits,
relationship marketing
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(customer relational benefits) » 38| & £ & B EZ B #1775 Berry, 1995; Gwinner et al.,
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HEAHZRERE - BERFRTHEF > T M Reliability)Bp LR ALE L — B EEH
#Z(Parasuraman et al., 1985; 1988) ; A MR# e \LEEE+ » Xie et al. (1998) IR BB T £ A
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o LM BB RS SWRE o Bk AR TEAMRSE ) REL T EEREHE
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(Z) #EE8 B BRI R EUR BRI R TR Z B R

RRBEREMNBREEFBEHLEEEGERFXABRENTRIIAR BRI EE
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LEEER S FWAA 0 B A KRR LA # i % R (Helgeson and Ursic, 1993; Moore et al.,
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IRFS e (E HRRTHRBC B U FIE BERER A E

—WHRGE
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AFERKRBEEAELA BRI ASH LML LA BRBNERZIAE  HA
BATHEF K 0 EEE 500 A Uk 457 A 0 BB S M RPTA M)A
WA —EEE WA 412 4 - 412 HHEBEAT » FhibplmE 0 Biis
52.7% 0 dcMAl 473% ; Fdb & 0 A 21 B 25 ReVHREES S B (52.7%) c HAEREAK
BRI RATALERAEH 84% ; MEF T LAEMFRALBIEF R AL 492% 0 B
FEHB AL E S (813%)
(D) -EHEITE

RIEAXPR B ZIWAEM  THARARERSEBHEF X ETERLE 2828
AR 8 BB AR N  BENGA S BESERREREF AN  WARF
S HF 5 EEGARIP 5 535 4 (Smith and Reynolds, 2000) » ABFRIXA 6 SR EE
FHBTEREE FREFLIHZEA K TEFTTIRAE, 2] TEFTRAE ) 2 HMSG
o ATRRREMS -

1. FR# e 1b4F it

AR OLAZEB ANRBERAERMRES TR HTEAL - "TRRARE T Es
Z% TR T BALRE ) FEAES -
TEAEE ARG BEFAE &4 T E4T%EE | (performance) (Dabholkar
and Bagozzi, 2002)s " #EE i AAEH ) (Meuter et a., 20000 X HARL R 5 THE
ZE & WA THEBHAERESE R BT RENRS 0 AR ZAEEHE -
IREEE AR AN MR R RS T EFAE T L - TR Z B
B o | #4537 § Dabholkar and Bagozzi (2002)F73% i 6945 & B8 - L =84
o
FELL L &) - % 4 Srinivassan et al. (2002)3% & ¢4 " 345 & $5(Contact Interactivity) |
f TR RBE(Care) ; 2B EME > AMRMELEIH LS " WERABES
FIRIFNERREEEEO LG GRE » LR =AEETAE -
{EFE - 73 Srinivassan et al. (2002)¥2 Meuter et al. (2000)$F5ME | M 2 25 - A
R TR S TEETREIERTEZAR  HIRETRES —
RIBRA®BIHR ) AR =AHER -
A TEARES - % Srinivassan et al. (2002)Z 343 » AFF M T EALIRE , £ &
L TEERBEBEELBIBHERAERS  FAEETR O REZECHEIMR
B ARHwAEAKSESR

2. EEMAAA B

AHF % 44 Gwinner et al. (1998)FT IR B X B EHAH BMARBEELR 4K
XHR-ZHHER BB e L THEEMGHNEZIEM I L LAHEWT ¢
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1SHEFAS PP AR AR A A EPT RO M% A B RFFIE - R T RA R
5B  FABECAESRE S ARGER  THRIEGEENERE Lt
FPA & A R E R & o
REHNBEFZ  rREEERNERAEESCEMS R EAZIREL  REABEECH
TR — R KB RO RARGA S B ZAMARERRLE
F & o
BT et - PRAE A RMER > THREZEEERE S lE L RES
JER L TR EER EoEm o 3%t v P AR B SR 3 o
3EEGEAEALRE
AFRATHEE R TERE  FARERGH B2 RIS o R4 Szymanski
and Hise (2000) B 4858 /5 % E E 003 3% > A BB EE T L L T EEHNHE
BMEEHAEEIE p EAMENTS CAME TR AEBRBHOER T HE
Wb AR o R =M E A - A S WE Bl 4 # Srinivasan et al. (2002)
HABRAERER HARLEL HELRAEREEAERARGRITRA o &
R AEEFEWAEZIME -
(=) ~ IREtaAR
AR EB%A AMOS 4.0 Z #%k5¢(Arbuckle and Wothke, 1999)i47 &4 542 X o
#r > 3B 4&4% Anderson and Gerbing (1988)Z i 4T — B X ¥k - B —ME AT &
MREHZRERL E R ETEREBARELEABRRZIRE - S TE-FRBA
XA EFAER A RELUBEFPAIRAAFEF AR L ALREZEZ £ R -

=~ MRBRBH
(—) AERK

Bk AFRKARELEE  RBAXAH RS TALHZ BT LG G B
TEATERIEAAS AR R L) » AL LA RE - T AR BREHS

BEITREEREIH - ¥ T@EsEEE | TEANRSE T IEEMNE | AR T EIER
B FEHEA—HE GALRBEZIRET AT B REMA
&A% EZ Cronbach a8/ M THEBEGHZ I Bk 070 FTLEARNEL

reliability) » B & @ 1Z B LRSS BAZ AT AT EAANLT T TIFPHH A
FRMRZ - BT "HWBES  ZaSEESB 060 24 LS B mAEEHES 0.70
VA L (3 B.% 1) » %4 Nunnally and Bernstein (1994)fr 23 2 /2% » Ja-T A RAFFHAZ
RELLAGHAEZZE -

EXRENIWHY » RARIFREE G BRI BN - ZHEEMEHS - AA&
WAL REGHFSHETEN B RRESN c EABREAH T H - 2ARFHEAZHE
B BMEAE-wEE EFEX(FEH 2 =205.233, df=71, p<.001, GFI=.903,
AGFI=.856, CFI=.886) & & RI#E 4% & 12 ( x 2 =204.231, df=67, p<.001, GFI=934,
AGFI=.900, CFI=.930)- 8 H ¥ #ifM R 2 wWEREFRA L FHF AL EFEE L E
(A %2=91.001, Adf=4,p<.001) -
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BEWAHNSF & ZHA F2HX(y° =59.384, df=24, p<.001, GFI=.969,
AGFI=941, CFI=971)d 35 % e FiAMET R AR FHEX X BB (REH S ¢ ° =305.172,
df=26, p<.001, GFI=.845, AGFI=.732, CFI=.775) - £ F H 12 £ R LR E R BE L (A ¥
=045.788, Adf=2,p<.001)- AL RS F & BESETERBELEREREE FZHEK
it B ( x 2=18.290, df=4, p<.001, GF1=.983, AGFI=.935, CFI=985) » pte:i 78 4 A HF
2y — 2 B X (5 2=88.319, df=5, p<.001, GFI=915, AGFI=.746, CFI=911) » &R i$ 2| Bg % £
£(A 2270029, Adf=1,p<001)« %4k - AT H R R BEAEMBEREENIT &
SE A K, L B B A5 AR L % K R TR R a9 B T A A E(y ? =709.057, df=305,
p<.001, GFI=.901, AGFI=.866, CFI=.919) -

S oh o o R AR G > P34 44 B 2R {8 (average variance extracted; AVE)i #] 0.50

1981) » 2 FFHERAZMELTRLLBEHME -k 2 T RT "HW3:5% , 2 AVE
wE AR 0.50 2 470.48) » AR A EHHEHN 050 2424 > 3 H SMERAEHZAAH
FEGTFFE ETAREZIRNELLAHEEZHME -
32 EIHERITEYE
- L s e | 7 g Lo 1y

ta SRR

% %5 |1 23

 RAETHEED | (74
WRERQ) | 08 | (69
 mmEme) | 23 55 (48
 mAB@ | a3 | 24 | 45 | (69)
CEALRES) | 02 | 14 | 33 | 27 | (64)
CEeHBE) | 29 0 23 27 21 06 | (74
REREAMAD| 16 | 28 | 39 33 | 05 | 22 | (67)
GHEAA® | 01 | 6 | 32 | 14 | 22 | 08 | A1 | (64)
 REBR O | 21 47 33 32 08 38 37 | 20 | (79

R A | 32 .39 31 .08 32 39 A8 1 .56 | ((78)
1 #H ARSIy % B EIRM(Average Variance Extracted)
2. AR ARBEHRERBESHERAHE  LHERZIMBRERZFHME -

(Z) IEamfR SRR a2 METHaER

RER I ARG SR ARG B Mgl - X5iE 042 &8
FEEMAA 52 MAl B S 039 SEITREM 4 THIEE0.80 %.085) (Kline, 1998:
Maruyama, 1998) BLg A8 & £ 38 o shh > B —MAERLAGEPMATFEALSEAHR SR
Z M RREFER S LEFEIN  REESABRRFFRZTAREHR > EHHL VIF %
{& (variance inflation factor) o 4-#7 & REGFEAM K F oy TAR S E 2 VIF 5 1.063 2
1288 = B » R ER M ZAFE(VIF_>10) - ik - BG4 08 5 A8 WG R P
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7 (squared multiple correlation) » 5% 5 4% i% 0.418 > &k Kline(1998) A7 2 3 2 42 #(0.90) -
LR EFRBREIE B AR IR -

BB R AU AR EREREX - EREEB TR I HERET
i X2 GFI/E:2%] 0.90 » AGFI {532 %] 0.87 » CFI & 7r:£%] 0.93 » RMSEA 4 0.05 -
LBEHERER B AETHENEE2znEE -

BB LASEHNERRAZ I AARE-FER S BT EBBRIRE -
FAHTNMEAENBEESRTELBELREREEXIHBN &R 0665 £
0678 » HALABHRBHE SR ERNE 2 wB 27 » AXAREZEAMMNERLE
PR B BEER AN B2 AR BRARR B XEF I HE TR
TR RBEMNS 2 BREER BT THRNRERE ) AR EMNE 2 HfsERE
B3t B E(p<05) > EREBEBHBARBERI MR LHAMRABEST  ARK
A B AR o

18 A4t BB

B2z R

B#% 4 TR ZABREHGANSEFSARBEESEERBERE WA ZRE& W5
Mo RIEEENEA SRS REL M BEIREARN - B 2 b2 4ABERRET -
SMENFHNERMESTEZ MY EINAELAN 5—F 6 SANGHAREE
SR AR 2RI AR B 1245 A 5 A R 2 SRR 2 A B E] p < 0.10 2%
SHERFAHE o SRR SR L SRR B 0.504 0 G BRE A o b B
4 KRBT FAL L3 -
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BEOET LRIMAEEFERBEENAANER S A ARENEBELEHEEUA
EGERERZEEFPANEH - E—FHWE 2 EXLARBHMMA FoMBER TR
HURE S THEES | RAKEREESEE  BREZIMG AR R KRR
H52 Tmssaey ) i TEARE ) HEEARAMRENEHEERSEE  BRELH
PSR R EEABZB TN TEAMCERS T EAN ) ROENERERSEE
BWMEZEHE R B2 A&EBECER BERETELPANTZABREWE
FBEERELREZ MG B - B FEH L& RAE - &8 8 BRBREZ MR
WA RHRREHN S ZREZ AN -

(Z) P ERIERNTENZ L
53 R #i‘ﬁﬁﬁié‘EﬁF'ﬁffi’W' *i“ﬁﬁﬁﬂ'lﬁat“z&‘iﬂ”ttix

e
Chi-square 661.995 789.334
Df 317 332
HEREEEEZMEN 0.678 0.663
HHEEEREX BTSN 0.665 0.697
GFI 0.897 0.883
AGFI 0.868 0.847
CFI 0.931 0.915
RMSEA 0.051 0.058
AIC 839.995 995.248
CAIC 1286.886 1512.414
PGFI 0.700 - 0.674
PNFI 0.735 0.706
PCFI 0.781 0.748

BEARALSH XHFMER > EREFHFIEFMEIAZITRE » BN BTEHR
HEARFFHEAZHREILE  ZFATHERX RSN LRT R 25 % (Kelloway,
1998) c ik > R THRA AR BEZ FPAEBBERZI KA RAEF NI KR EHFH
R BAFHEERE  EHERBEAXZERRRBTHBE - AFEFIELTF
HBEEMGH AR ZARRGHEEN  HHALGBESEERBEREREXTE «E"J

S nEZBEERNEZIFNIBE -

ElAk kRGBT ERES N FF MR ELRERE T 25
2 GFI=0.883, AGFI=0.847, CFI=0.915, RMSEA=0.058 - X #MEESEE HBEEERE
SR IEIEN DR D] 0.697 $2 0.663 ° ik 3 2 ZIAISFEZ BTSSR, WIEER
AEBETEAAE  FAREXREAEFMIMEX - EHABZHEEAEREIBED
ro EF ARG ETEZIBEABLE > PR EBEESRE LA EAE T A
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R BRHAREAE -~ RBEREZIELFBFELL TR 2HE - A HAEKAEFTFTE
B b 129253 AE£RMES 15 PAMKAZIFHERERMBAEFIMIMEX (A x
2=127.253, Adf=15, p<.001) ¢

B3: FEFMEAZoMER

L TRAE-FIERARK » AXRALCEIZHREILRSFIHESX - 7
AX 3t JE 5] A £ 478 K (nested modeling) 547 ik - B b » diAAJE F AKX R H/H K48
7 A48 Bl = 4 % - A b Akaike’s Information Criterian (AIC) (Akaike, 1987)#2 Consistent
AIC (CAIC) (Bozdogan, 19873 5T # B2 1t x4 X 2 & #4542 (Rust et al., 1995) 7~ Ej# CFI
S# GFI #54% » AIC #2 CAIC Z ${H A& & T # Be & A 4T (Kelloway, 1998) » F AKX 2
AIC % CAIC 15452 839.995 s 1286.886 * 3k ¥ Mg X = AIC & CAIC 48] % 5%
995.248 ¥ 1512.414 o lﬁb#ﬁ#ﬁfazﬁmaﬁ& o

4 o A& Parsimony-adjusted GFI (PGFI) - Parsimony-adjusted NFI (PNFI) -
Parsimony-adjusted CFI (PCFI)¥#§# X A5 i LN # B X BB HAR + ¥ AKX 24547
152 0.700 ~ 0.735 ~ 0.781 » FE P AKX Z AW H BIFIZME S 0.674 ~ 0.706 ~ 0.748 - 4&IE WA
LS FREARARAT 0 S R XA 1 (parsimony) 2 EMANE & - AKX H B
MR XX, -

EEFAEXEY  BEHEERBELSREZIANBANEHEY » SR EH<AE
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BREGRAENGHEEREGALE ) ABEAFTHAER  WBEXZIEZHEERER
BERYVEZBEETARNER LA LEEAGFTER  AXFREZPAEX AR
M g B — % o

N EE R3]

AXAHIR e 1t o BRI AW QB RBAE 0 THEIHNEENAZEERK
ZHBE AERHHRB c LEBETZIBREMGHEHATY > ARBERGHEZE T A
IRF e ALHMBBEESEE BREIHREFERITHAE SRERARF cLHEE T
B TEBEME CTREAREMNSE R TEFEMNG  FHANSHEEHEERLOEY
RGEFRPERME - RARLER B3] 69 48% A B R AEAFH  TREB L=
HREHNG  E— P HERESETERLRE -

HHERFRZEDR  ATHARERARFTEERETHH -

— - BREMRERZE W

RS BREBENZHMEGH e LI RBELRETE FHERKERF LR Z
P EHEMNENRAFRERASRAGRIERZREZI— o b EHERB G
MFE EBRE LR IEE RN TLTEAEAMERR e LXMBMBE T LRAEEY-

A e b b ey AR B Koo BRARBFEHAHFEENFI MR ZT-ABRAERA
#zZ FEM(e.g., Goodwin and Gremler, 1996; Gremler and Gwinner, 2000; Gremler et al.,
2001) - MR e LZBBET » HERBEELNS - FEXHWEEFSRALNELZ e
X IR AT B AL —~RAREY BRI ER - BRI 5wsE 465 T R85 A
B RGHELRRE ESERNBEEADRZFREMN T —RER R THHK
# o ARG AARLZE @ E AT S - BEFHRT T

TEW & FHLTEBME > MEAARAEL  RAATREGE  REFZEZHALEF Y - TR BRR
HT BHRAREDETLE - BAGMANSH—EZERARE - A& - Ghbw)

WA XA TRERLEFOARITAHRENEH AT - BEARZRE
#3255 du ] A 3% 1% (Price and Arnould, 1999) » B st » A#F REHRAR c L EE R
HEgd XM BMARBEARGKRE - $R 0 wRIRF e CEFRHER IR G AR
T RAREB e /L MmRAEEE » L HMLTH H 2 ARF BT Fl(Selnes and Hansen,
2001) -

R BENE 2 AR TRER THEEX SFHEUE LR
Y BEFTXIBZRRR  BEERERLTEHR - wREZEEZRF e AR
REER > BB RADEN EZRZERI I HmARER - BIRRRPTRIS TR -
BHABHAEETEANREZ e LRBNFBEHE TR £ e LRBEEATRERS
A —AMAARR R -

AFEENR  BHRYANRINBERANZBRAER - KE L REXRFEHNE
BAEEYZRRBREEFIHEMAEEN  OHEHERG T EBENE RN AYE




IRES e (LHBRITHAM S E—UIBREEBRBRE AL

EEBHALEHEE > FARRGEAREREA - SO EETREARYE e L1y g
BAE  mBSAE BREATEN>STAMNE -

B M EAALIE RS BB R T AL ) AR HEE NGRS - MY
M TEACRASREARGHN S SRR SREZMOELAEEEGAN £
RN E A ASEERANEESEERBRE - BRAET - BALREHRLRA
SHRAS e AL A h A8 TR E I ES 0 R SRR e LR E ¥ R BB K —F -
PR A AR TE AL T AN BACRS G ERG T LR BT RBIE - $H
LA AL RS M AR

WHAEELBE AREERRREE  RAAEWIEAN B RHNZLE 4
@AM o BAREGEETRADASLE {22 8T iAokt - SBAEALMS LAR
SR BHFSMEARET  TRIMERWZRE - Bk £EELETLEADRME
FELMEZXEREY > AEMRE  REABRLIFRALL  BASEEFRE—F
it

— - EBERA

EEAEBREBERL T THEARAGEZM  TABNBEFTR - 5 FHRK
(Venkatesh, 1998) » fmi# % XBRALAE h » IRAF e L TR ARBEL R  RFEEMGEE
F 7 I8 #(Selnes and Hansen, 2001) - & #ig 4k ey P - e92E 84 £ H 0518 e ILIEIK
RARIBA AR FFTHRBERGRIZITEZ T - #H30MORHF e ILEBEEME
THZEL  RFEZEARPHRESATHEANER -

BALIRES e L2 B3 HBEEE N AARERER KHMET TR E0EFEAE MK
FEREMNBEEIREH - BT AR F ENARFORENT > HNEE
R—AEFGMEHNE > FTRARBEZEZS IR EZERFE - SFHIAME - Kot
RZERLERLERBEER A BRFAHEE  JBRBILESE LR BUERPIT 24T 2
WBRARAME  AERMEEE AR c (L P8 > EWMBEEREMES B RAAEL
oy R AR A B R RACEE NS

BREAN BEe ki VRELFTEHB/E RPELEEERMELIHOARMEZETR
A B L AR ES 2R AN EBEBEBERF R ER R LML
SABBMGBEZHHE FABAR Y BB RERF LSS HRYRA
1% B HALEERT WM AEEZOBHYRG e ILBEEFHRRABRRE S > 2
T—EERPE - _

McWilliam (2000)£ 3% 4% LA A HRERFABFZARDSEE SRR HBEEZ
MMGOEERE  EREREARBERIEHBEZAR  BFHAF LR 8L — (A%
M ERBRATH AR BEBZ BN HEAHER T ARARBE TSGR - Bt
ELEMMBRAANTHAHBELENRERALE > REFEGHZE4E - ABLE
LWEAZ By ZAREBARROFEBADEAR  LILBRESH RS G AEHF
MG Bt @RAFIINREZILETHRRLDEDRRF ¢ LA E FAIAR
M B FREE -
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EEEAERE BEHF S E2REERALEEBHAERBEETZLER LHRAG B
BRFHAARE c LEEFRZBEFHATENAEHZIRTI TR - AHHEF
A AR B DR IRA e LATRE R R0 EIHA B - 2 RBEH PR AR ER
R HEBEECRE  ARFAFEFTHRIRR - B FENEFHBETREEE
BIBAM BB BB RHE RIS ESNBEEIER S R T R4
BEHNEEZIN  RERE—FREWASENERORFRET & > ARBETHEL
EoRERNME -

ERBEEHEMNE A RLERLEDR DETARBRE XL RIE 8 BRBH
HHE BABRHNETHREMRSEELOESSERMAEZING  EORSEE
HEEBLEZHEERERE - Bkt AROEREM ¢ Ll R TEE RS
HHEEBHRZI RN YAETAGEFEERNGHENE X B AR e bR
HoRF BEHGHETHRALSEARF LB EBEETLEEREREZ ALY - B
B R ERCRIEF R cLEGHERZIRARMBE B8 7THEEXRLENSE(K
HHEB e LFTEALEVEERAMAIMNE - ZBHMEHNEZ AL RFERTERER
SEBEHEENGZIENFE -

= - IR KRR ZE 2

AR ERIRIEE A B RBAREENAA B8 FHRE c LHABEER
G2BE A AARERBIEMTRAG e LTRSRZBM - il » BRFe bz
mHES  CTHRHBLAEERNGHNEELEE  ARAARETAREHEBEHEER
1A B2 AR e L2 4 o

HRMEMGM R L EFHAMES  EREARBBLE L ERFEE » Ralpigm
BEREMANTES - G BEMGABZNER A A MBS B AT
RV ER - AR ERGE FHIRTHRBEER T AT RKZF GRS e AR S
HARF e LMBAHEL ARERBETRIELE Rk MEFEAERGERERE
NBREBEBARZEE  RFABETIHEEMFAN AN BLTRARE - RRHFE
TABEERAANTILARFTR > B—FRARKERF e LBEZBEMEHEZNG -

FHY o RARRBE MG R R ¢ bHEEHNEEHGMBEMGEASZE
B BRBBBEENGZA R T HAMAAEREITHAZ T B (Fournier, 1998; Fournier
and Mick, 1999) - Bt > RHFEHARF e LBHRBEBEEZRAHE - BEERT B R
BEZBERERBIERBIES  LEERATHRBEEAE  AAFETURRILE
BERH > ARBLEZ AR HARMGERL ETBEEFZ FHFETNR -

g - #5658

REMIRF ¢ LN E M F &8 Ty XA RS ZHEH? A5 RRE A IR
HREZIRI 2R e LK - EEGMAMNZARDA > RERK—ARE - R4
R efbx MM REZBYERGHE  ERBEEZHMGRK - ARER
BARBABRBEN L ARAREHEE THELAER  ARZAREMY e b
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EGd o BRE —RASGEREGLIEE o RHBEHEA ¢ LIBNE FEE T
B A RE MRS P EAARA S T RH B2 R Pl EAEZEE 0 1
SHEMA S HBAEREMS  AARATE - BILAKRENE  REML T RN
FESARE  ELERA BT AL LG ¢ KA W% L4 % BRI
BT B MEFEBEAEZABERA  SETHBE S WMA ¢ LHIEH %
A SBACIE S -
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