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FOREWORD    

The Annual Conference of the EuroMed Academy of Business aims to provide a 

unique international forum to facilitate the exchange of cutting -edge information 

through multidisciplinary presentations on examining an d building new theory and 

business models for success through management innovation.   

It is acknowledged that the conference has established itself as one of the major 

conferences of its kind in the EuroMed region, in terms of size, quality of content, 

and standing of attendees. Many of the papers presented contribute significantly to 

the business knowledge base.   

The conference attracts hundreds of leading scholars from leading universities and 

principal executives and politicians from all over the world  with the participation or 

intervention of Presidents, Prime Ministers, Ministers, Company CEOs, Presidents of 

Chambers, and other leading figures.   

This year the conference attracted about 200 people from over 35 different countries. 

Academics, practitioners, researchers and Doctoral students throughout the world 

submitted original papers for conference presentation and for publication in this 

Book. All papers and abstracts were double blind reviewed. The result of these 

efforts produced empirical, concep tual and methodological papers and abstracts 

involving all functional areas of business.  
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EFFICIENCY IN ITALIA N SAVING BANKS: IS U NITY THE STRENGTH?  

Alfiero, Simona 1; Elba, Filippo 2; Esposito, Alfredo 1; Resce, Giuliano 3 

1Dept. of Management, University of Turin, Turin, Italy  
2Dept. of Science for Economics and Business, University of Florence, Florence, Italy  
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ABSTRACT  

This study investigates the Italian SBs sector efficiency over the 2010 ɬ2015 period. The 

measure of efficiency, in the first stage, is estimated via Data Envelopment Analysis ɬ Slack 

Based Model. In the second stage we compare the performance of SBs belonging to bank 

groups with those stand -alone via Policy Evaluation. Results show that when comparing SBs 

belonging to a banks group with stand -alone SBs, although a positive but not significant ATT, 

we find no relevant differences between the SBs part of group and the stand-alone. However, 

with reference to Technical Efficiency the stand-alone SBs experience the worst performance 

while after an insight into the inefficiency decomposition it is clear that difficulties are due to 

managerial inefficiency.   

 

Keywords: Saving Banks, Efficiency, Data Envelopment Analysis, Policy Evaluation, Average 

Treatment Effect on the Treated, Performance, Group, Stand-alone 

INTRODUCTION  

The banking sector is continuing to play a crucial role in countries economies and Saving Banks (SBs), 

part of it, are fundamental in economic developments (Gardener et al., 1997; Iannuzzo et al., 2010). The 

competitive pressures led to the restructuring  of Italian SBs . The government set the sectorial reform 

by issuing the Amato Law no. 218 of 30 July 1990 in order to reorganize the sectors legal framework 

leading to the transformation of public banks into JSCs.  

Researchers have investigated the influence of firm ownership structure affecting performance (e.g. 

)ÌÕÚÌÕɯÈÕËɯ,ÌÊÒÓÐÕÎɯƕƝƛƚȮɯ%ÈÔÈɯÈÕËɯ)ÌÕÚÌÕɯƕƝƜƗȺȭɯ#ÜÌɯÛÖɯÐÛɯÉÌÐÕÎɯÊÖÔÔÌÙÊÐÈÓÓàɯÊÖÔ×ÌÛÐÛÐÝÌȮɯ*ġÏÓÌÙɯ

(1996) pointed out the the relevance of the SBs efficiency evaluation stating that they would require an 

efficient management and sound earning capacity and be subject to those same competitive forces 

within the EU banking system.  

In Italy, we know that SBs had a congruous influence on local territories. With respect to the present 

framework, the aim o f our study seeks to investigate whether, and to what extent, belonging to a 

banking group improves performance in terms of efficiency.  
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Our study, addresses this fundamental research question: is there a relative efficiency recent trend that 

led the transformation of the Italian SBs and allows for its shifting from a territorial proximity to a 

territorial branding and finally to a partial sectorial demise?  

In Section 2 we trace a theoretical background and a brief note on the Italian SBs sector while Section 3 

focuses on data specifications and methodology. Section 4 focuses on the SBs efficiency results of SBs 

belonging to Groups versus those Stand-alone. Section 5 highlights conclusions and remarks. To the 

best of our knowledge, this is the only study of  its kind.  

THEORETICAL BACKGROU ND AND A BRIEF NOTE ON THE ITALIAN SBS 

SECTOR  

Studies on the Italian banking sector efficiency are few examples are those conducted by Favero-Papi 

(1995) and Resti et al. (2015) about the determinants as scale inefficiencies and regional disparities while 

there is one on Italian cooperative banks as per Barra et al. (2013). Casu and Girardone (2002) compared 

results obtained in different countries focusing on commercial banks. Since the work of Sherman and 

Gold (1985), considered the first on the banking industry, scholars refer to the DEA technique as a 

useful tool to measure the relative efficiency of banks as in Berger and Humphrey (1997), Fethi and 

Pasiouras (2010) and Tsolas (2011). Berger and DeYoung (1997) and Williams and Gardener (2003) 

shows that a low levels of efficiency lead to lack of credit monitoring and inefficient control of 

operating expenses. The main reason for the use of the DEA technique is the smallest number of 

observation requirements and because it takes into account multiple inputs and outputs 

simultaneously, compared to ratios where one input relates to one output at each time as per 

Thanassoulis (1993). Italian SBs started operating in the nineteenth century as institutions in which the 

credit and social aspects were intertwined, rooted in social and economic goals. However, at the end of 

the twentieth century due to sectoral regulatory developments they turn into full joint stock companies 

operating under complete commercial principle taking into co nsideration both stakeholder values and 

shareholder value. In order to add some useful information to the actual banking framework, the Bank 

of Italy's annual report states that Ɂ ÛɯÛÏÌɯÌÕËɯÖÍɯƖƔƕƙɯ(ÛÈÓàɯÏÈËɯƕƗƝɯÉÈÕÒÚɯÉÌÓÖÕÎÐÕÎɯÛÖɯƛƙɯÉÈÕÒÐÕÎɯÎÙÖÜ×ÚȮɯ

424 standalone banks, and 80 branches of foreign banks. Last year the number of banks decreased by 20: there 

were 16 new licences and 36 terminations, of which 26 were due to bank consolidation, 8 to liquidation and 2 to 

voluntary termination of the banking liÊÌÕÊÌɂ and that Ɂ(Õɯ-ÖÝÌÔÉÌÙɯƖƔƕƙɯÈɯÚÖÓÜÛÐÖÕɯÞÈÚɯÍÖÜÕËɯÛÖɯÛÏÌɯÊÙÐÚÐÚɯÖÍɯ

four banks under special administration, holding around 1 per cent of system-wide deposits. The solution was 

based on the new rules introduced in the Italian legal system in transposing Directive 2014/59/EU on the 

ÙÌÊÖÝÌÙàɯÈÕËɯÙÌÚÖÓÜÛÐÖÕɯÖÍɯÊÙÌËÐÛɯÐÕÚÛÐÛÜÛÐÖÕÚɯÈÕËɯÐÕÝÌÚÛÔÌÕÛɯÍÐÙÔÚɯȹ!11#Ⱥɂ Banca di Italia, (2015).  
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According to the Bank of Italy's information, the Italian Government after some financial scandals 

issued the Law Decree on the 22 November 2015, n. 183 (a.k.a. ɁËÌÊÙÌÛÖɯÚÈÓÝÈɯÉÈÕÊÏÌɂ, 2015) choosing to 

terminate four banks while setting up four new substitute entities.  

DATA SPECIFICATIONS AND METHODOLOGY  

The analysis covers the 2010 - 2015 period and the data source is Bankscope (2015).  

DATASET SAMPLE  2015 2014 2013 2012 2011 2010 

TOTAL SBs  23 29 34 37 40 38 

GROUP 11 16 20 22 25 23 

NO GROUP 12 13 14 15 15 15 

Table 1.  The SBs sample dataset for the 2010 - 2015 period.  

In order to measure banking efficiency there are two main approaches: the intermediation approach of 

Sealey and Lindley (1977), which considers the bank as intermediators by transforming the production 

factors into outputs and the production approach. In t he first part of the analysis, we evaluate the 

efficiency of SBs as per the Slacks based Model of Tone (2001) while in the second part we compare the 

performances of the SBs part of a bank group with the performances of those SBs via policy evaluation 

tools. Table 2 provides the variables descriptive statistics.  

Variables Type  Min  Median (A)  Max  Mean (B) Dev. st.  A/B* 

Impaired Loans 

Input  

  29 248 4.858  690 979  0,36 

Total Assets   584 2.926 50.587  6.492 10.029  0,45 

Total Expenses   15 69 1.218  138 209  0,50 

Loans 

Outpu

t 

  428 2.185 36.029  4.662 6.991  0,47 

Pre-tax Profit    -2.169 7 401  0 179  68,26 

Total Customer 

Deposits   274 1.491 27.283  3.033 4.512  0,49 

*discounted values at 2010 prices 

Table 2.  The whole period 2010 - ƖƔƕƙɯËÈÛÈÚÌÛɯËÌÚÊÙÐ×ÛÐÝÌɯÚÛÈÛÐÚÛÐÊÚȭɯ#ÈÛÈɯÐÕɯ,ÓÕȭɯÖÍɯȥɯɬ Source: Bankscope - 

Bureau Van Dijk (2016). 

Total assets, operating expenses and impaired loans are inputs variables. With reference to the outputs 

side we chose the total loans, customer deposits (considered by many as an input and by others as an 

output) and pre -tax profits. The main reason for the use of Efficiency Frontier Techniques like DEA, a 

non-parametric technique, lies in the fact that frontier approaches appears to be superior to standard 

financial ratios analysis (Iqbal and Molyneux, 2005) as, also, per the Basel Committee report (2006) 

which stated that the frontier efficiency measures provides a better comprehension over traditional 

ratios, especially on corporate governance issues. We refer to DEA as per Charnes et al. (1978) and 

Banker et al. (1984) in a SBM as per the Tone (2001) version with t multiplying all the variables.  
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The linear program is the following:  

ÍÉÎ
ȟȟȟ
† ὸ ὖὤ

ὸ ὖὛ ρ

ὼ ὢ‗ ὤ
ώ ὣ‗ Ὓ

‗ πȟὛ πȟᾀ π

 (1) 

 where the vector of actual inputs is under evaluation,  the costs matrix of banks sample,  is the vector 

for inputs excesses, is the vector of firms outputs under evaluation,  is the matrix with the outputs of all 

the firms sample,  is the vector with the  output slacks,  is the vector of intensity and  and  are the 

vectors that contains weights. Uncovering the effects of being part of a group on efficiency is arduous 

because of the merge of a bank does not happens randomly. In order to evaluate this kind of influence, 

we perform an impact evaluation considering SBs part of a group as the ɁÛÙÌÈÛÔÌÕÛɂ variable.  Our 

check relies on a set of banking sector ratios measures such as, Impaired Loans to Gross Loans Resti et 

al. (2015), Loans to Customer Deposits (WÐÓÓÐÈÔÚɯÈÕËɯ&ÈÙËÌÕÌÙȮɯƖƔƔƗȺɯÈÕËɯ ÓÛÜÕÉÈıɯÈÕËɯ,ÈÙØÜõÚɯ

(2008), and Interest Income on Loans to Average Gross Loans (Foos et al., 2010). Moreover, we add the 

Cost to Income Ratio (Beccalli et al., 2006), Hess and Francis (2004) and Mathuva (2009) and the Tier 1 

Regulatory Capital as per Merle (2013) and Beltratti and Stulz (2009). To address self-selection bias 

(heterogeneity in treatment propensity that relates to the variables of outcomes), we refer to the PS 

Matching as per Rosenbaum and Rubin (1983): 

ὖὢ  0ÒὈ ρȿὢ ὉὈȿὢ  (2) 

where is the PS: the conditional probability of receiving the treatment that in our case is being part of 

group) given certain characteristics.  

ITALIAN SBS EFFICIEN CY RESULTS AND GROUP  VERSUS STAND -ALONE  

The figures 1.1 and 1.2 highlights, respectively, the combined relative efficiency level over the 2010 ɬ 

2015 period under CRS, VRS and the SE efficiency (adopting nominal values) and the combined and 

aggregate level of those SBs belonging to a Group or Stand-alone.  
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SBs combined DEA CRS, VRS and SE 

efficiency (nominal values)                                                     

(1.1) 

 

SBs combined DEA efficiency of Group ɬ Stand 

Alone (discounted values)                                    

(1.2) 

 

Figure 1. The Efficiency of Italian SBs over the 2010 - 2015 period on the base of two different perspectives.  

The following figures 2.1 and 2.2 highlight, respectively, the combined level of the relative efficiency 

over the 2010 ɬ 2015 period under CRS, VRS and the SE efficiency (adopting nominal values) and the 

combined and aggregate level of those SBs belonging to a Group or Stand-alone. 

SBs CRS Group vs. Stand-alone (2.1) 

 

SBs VRS Group vs. Stand-alone (2.2) 

 

Figure 2.  The efficiency of Italian SBs over the 2010 ɬ 2015 period, belonging or not to a bank group, on 

Constant Return to Scale (2.1.) and Variable Return to Scale (2.2) on the base of discounted values. 

Yet we face the first self-selection problem: is the performance difference due to the Groups policies or 

to the self stand-alone performance? A merger or a takeover is never a casualty. Hence, we choose to 

compare the last performances by controlling a set of variables using the PS Matching approach. 

Having esti mated the PS and following the Becker-Ichino (2002) algorithm, we detect the ATT, where 

the treatment is to be part of a group.  
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Methodology  
  CRS (Technical Efficiency)   VRS (Managerial Efficiency) 

  ATT Std. Err. 95% Conf. Interval  ATT Std. Err. 95% Conf. Interval 

Stratification    0,178 0,086 0,003 0,374  0,231 0,124 -0,049 0,421 

Nearest neighbour   0,200 0,078 -0,123 0,319  0,238 0,126 -0,059 0,420 

Radius   0,118 0,057 0,006 0,228  0,155 0,062 0,041 0,300 

Kernel   0,171 0,077 0,022 0,299  0,222 0,115 -0,012 0,398 

Table 4. The ATT Results, Non-treated (0 ɬ Stand Alone) vs Treated (1 - Group).  Confidence intervals are bias-

corrected; bold values are statistically significant (95%). 

As table 4 shows, although the ATT is slightly positive but not particularly significant revealing that the 

economic side controls shows no significant differences between the 20 SBs part of a bank group and 

the 16 stand-alone. 

CONCLUSIONS  

Our study shows the level of relative efficiency of the combined Italian SBs over the 2010 ɬ 2015 period. 

In comparison to their belonging to a group or not we observe no significant differences. In addition, 

via policy evaluation tools, we find no relevant dichotomie s among SBs belonging to groups with those 

not part of it.  
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ABSTRACT  

This paper discusses the influence of celebrities travel narratives, which may result from 

interviews or planned fam -trips articles. Celebrities often play the role of tourism brands 

endorsers as their stories may generate high levels of engagement and electronic word -of-

ÔÖÜÛÏȭɯ3ÏÌɯ×È×ÌÙɯÈÓÚÖɯÌß×ÓÖÙÌɯÛÏÌɯÙÖÓÌɯÖÍɯÛÏÌɯÊÏÐÓËÏÖÖËɯÔÌÔÖÙÐÌÚɯÖÕɯÈËÜÓÛÚɀɯÛÖÜÙÐÚÔɯÊÏÖÐÊÌɯ

decision making. A qualitative study was conducted through the content analysis of 13 

ÐÕÛÌÙÝÐÌÞÚɯ×ÜÉÓÐÚÏÌËɯÖÕɯƖƔƕƛɯÐÕɯÛÏÌɯÕÌÞÚ×È×ÌÙɯɁ3ÏÌɯ3ÌÓÌÎÙÈ×ÏɂɯÐÕɯÛÏÌɯÚÌÊÛÐÖÕɯɁ3ÙÈÝÌÓȯɯ

"ÌÓÌÉÙÐÛàɯ(ÕÛÌÙÝÐÌÞÚɂȭɯ2ÖÔÌɯÊÌÓÌÉÙÐÛÐÌÚɯhave vivid childhood memories of significant events 

linked to tourism journeys . Emotions and sensorial memories involving food are recognized 

are key elements for designing and co-creating new experiences. Negative circumstances can 

have a long-term impact on children. (ÚÚÜÌÚɯÙÌÓÈÛÌËɯÞÐÛÏɯÛÏÌɯÈÐÙ×ÖÙÛɀÚɯÚÌÊÜÙÐÛàɯ×ÙÖÊÌËÜÙÌÚȮɯÖÙɯ

how to spend the waiting time for flight are the major concerns and stress sources in the 

ÛÖÜÙÐÚÛÚɀɯÑÖÜÙÕÌàȭɯ 

 

Keywords: Tourism marketing, childhood memories, celebrity, travel narratives, content analysis. 

INTRODUCTION  

This paper discusses the influence of celebrities travel narratives, which may result from interviews or 

planned fam-ÛÙÐ×ÚɯÈÙÛÐÊÓÌÚȭɯ3ÙÈÝÌÓÌÙÚɀɯËÌÊÐÚÐÖÕÚɯÈÙe increasingly dependent on the opinions of travel 

writers (Williams and Shaw, 1995). According to Dann (1999, quoted by Rozier-Rich and Santos, 2011) 

ɁÛÙÈÝÌÓɯÕÈÙÙÈÛÐÝÌÚɯÖÍÍÌÙɯÈÓÓÜÙÐÕÎɯËÌÚÊÙÐ×ÛÐÖÕÚɯÖÍɯÍÈÙÈÞÈàɯÓÖÊÈÓÌÚȰɯÚ×ÈÊÌɯÈÕËɯÛÐÔÌɯÈÙÌɯÍÙÌØÜÌÕÛɯÊÈÛÌÎÖÙÐÌÚ 

which are generalizable across cultures and eras; narratives focus on the journey; and lastly, from 

ȿÞÙÐÛÐÕÎɯÖÜÛɀɯÛÏÌɯÛÖÜÙÐÚÛɯÌß×ÌÙÐÌÕÊÌȮɯtravel writers connect with the anti -ÛÖÜÙÐÚÛɯÞÐÛÏÐÕɯÛÏÌɯÙÌÈËÌÙɂɯȹ××ȭɯ

182-183). 

Celebrities act as cultural icons and ambassadors in mass media-driven societies (Lee et al., 2008). If 

the travel narrative is made by a celebrity, an additional mechanism of persuasion occurs as the 

celebrity play the role of endorser of the brand of the destination, attraction or tourism op erator, 

producing positive/ negative (electronic) word -of-mouth ɬ eWOM (Lund, Cohen and Scarles, 2017). 
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The celebrities create a sense of warmness and touch in the minds of travellers, which is also believed 

to influence their interest and decision to visi t tourism destinations (Rajaguru, 2014). 

Travel narratives is a phenomenon that have exponentially increased in recent years throughout the 

media outlets (Rozier-1ÐÊÏɯÈÕËɯ2ÈÕÛÖÚȮɯƖƔƕƕȺȯɯ×ÙÐÕÛɯÔÌËÐÈɯȹ-ÈÛÐÖÕÈÓɯ&ÌÖÎÙÈ×ÏÐÊȮɯ%ÖËÖÙɀÚɯ3ÙÈÝÌÓɯ

Guides, Lonely Planet 3ÙÈÝÌÓɯ&ÜÐËÌȮɯ1ÐÊÒɯ2ÛÌÝÌɀÚɯ3ÙÈÝÌÓɯ&ÜÐËÌÉÖÖÒÚȮɯÛÙÈÝÌÓɯÚÌÊÛÐÖÕÚɯÐÕɯÔÖÚÛɯÔÈÑÖÙɯ

newspapers); television (The Travel Channel, The Discovery Channel, The Food Network, Globe 

3ÙÌÒÒÌÙȺȰɯÙÈËÐÖɯȹ3ÙÈÝÌÓɯÞÐÛÏɯ1ÐÊÒɯ2ÛÌÝÌÚȮɯ3ÈÓÒÐÕɀɯ3ÙÈÝÌÓȮɯ/ÌÛÌÙɯ&ÙÌÌÕÉÌÙÎɀÚɯ3ÙÈÝÌÓɯ2ÏÖÞ); podcasts 

ȹ ÔÈÛÌÜÙɯ 3ÙÈÝÌÓÌÙȮɯ %ÖËÖÙɀÚȮɯ -ÈÛÐÖÕÈÓɯ &ÌÖÎÙÈ×ÏÐÊȺȰɯ ÐÕ-ÍÓÐÎÏÛɯ ÔÈÎÈáÐÕÌÚɯ ȹ2Òàɯ ,ÈÎÈáÐÕÌȮɯ  ÛÛÈÊÏõȮɯ

Hemispheres, en Route, American Way Magazine, Go Magazine); and countless websites on the 

Internet (Expedia. com, IgoUgo.com, Orbitz.com, Traelocity.com, Concierge.com). 

 On other hand, several media have already created a space for common tourists share their travel 

stories, photos and recommendations providing an opportunity for word -of-mouth and viral 

marketing.  

This paper acknowledges the claim of Rozier-Rich and Santos (2011) that there is a gap in the travel 

and tourism literature concerning the examination of travel articles. Moreover, the role of the 

ÊÏÐÓËÏÖÖËɯÔÌÔÖÙÐÌÚɯÖÕɯÈËÜÓÛÚɀɯÛÖÜÙÐÚÔɯÊÏÖÐÊÌɯËÌÊÐÚÐÖÕɯÔÈÒÐÕÎɯÏÈÚɯÉÌÌÕɯËÐÚÊÜÚÚÌËɯÉàɯ,ÈÙÚÊÏÈÓÓɯ

(20ƕƖȮɯ×ȭƗƖƕȺɯÞÏÖɯÊÓÈÐÔÌËɯÛÏÈÛɯɁÔÌÔÖÙàɯÐÚɯÈɯÊÙÜÊÐÈÓɯÍÈÊÛÖÙɯÐÕɯÊÏÖÖÚÐÕÎɯÈɯËÌÚÛÐÕÈÛÐÖÕȰɯÐÛɯÐÔ×ÈÊÛÚɯÖÕɯÛÏÌɯ

tourist experience at the destination and on the sharing of the experience with others after the trip, 

notably through narration, photography, and memory o ÉÑÌÊÛÚȮɯÚÜÊÏɯÈÚɯÚÖÜÝÌÕÐÙÚɂȭɯ,ÈÙÚÊÏÈÓÓɯȹƖƔƕƘȮɯ

×ȭƗƗƙȺɯÙÌÍÐÕÌËɯÛÏÌɯÊÖÕÊÌ×ÛÜÈÓÐáÈÛÐÖÕɯÖÍɯȿ×ÌÙÚÖÕÈÓɯÔÌÔÖÙàɯÛÖÜÙÐÚÔɀɯÈÚɯɁÈɯÍÖÙÔɯÖÍɯÛÙÈÝÌÓɯÔÖÛÐÝÈÛÌËɯÉàɯ

ÔÌÔÖÙÐÌÚɯÖÍɯÖÕÌɀÚɯÖÞÕɯ×ÈÚÛɯÈÕËɯÍÖÊÜÚÌËɯÖÕɯÛÏÌɯÙÌÝÐÚÐÛÐÕÎɯÖÍɯÚÐÛÌÚɯÈÕËɯËÌÚÛÐÕÈÛÐÖÕÚɯÈÚÚÖÊÐÈÛÌËɯÞÐÛÏɯÒÌàɯ

moments ÐÕɯÈɯ×ÌÙÚÖÕɀÚɯÓÐÍÌɯÖÙɯÛÏÌɯÙÌÛÙÈÊÐÕÎɯÖÍɯÔÌÔÖÙÈÉÓÌɯ×ÙÌÝÐÖÜÚɯÑÖÜÙÕÌàÚɂȭ 

LITERATURE REVIEW  

Travel narratives as a form of publicity 

 ÊÊÖÙËÐÕÎɯÛÖɯ&ÈÙÛÕÌÙɯȹƕƝƝƗȺȮɯÉàɯÜÛÐÓÐáÐÕÎɯÛÙÈÝÌÓɯÈÙÛÐÊÓÌÚɯÈÚɯÈɯÔÌÈÕÚɯÖÍɯÞÏÈÛɯÏÌɯÛÌÙÔÌËɯɁÊÖÝÌÙÛɯ

×ÜÉÓÐÊÐÛàɂȮɯɁÊÙÌËÐÉÐÓÐÛàɯÐÚɯÐÕÊÙÌased as the image is now presented by a person who does not appear to 

ÏÈÝÌɯÈÕàɯÊÖÕÕÌÊÛÐÖÕɯÞÐÛÏɯÛÏÌɯËÌÚÛÐÕÈÛÐÖÕɯÌßÊÌ×ÛɯÛÏÙÖÜÎÏɯ×ÙÐÖÙɯÝÐÚÐÛÈÛÐÖÕɂɯȹ×ȭɯƖƔƕȺȭ 

/ÜÉÓÐÊÐÛàɯÏÈÚɯÉÌÌÕɯËÌÍÐÕÌËɯÈÚɯɁÌËÐÛÖÙÐÈÓɯÚ×ÈÊÌȮɯÙÈÛÏÌÙɯÛÏÈÕɯ×ÈÐËɯÚ×ÈÊÌȮɯÐÕɯ×ÙÐÕÛɯÈÕËɯÉÙÖÈËÊÈÚÛɯÔÌËÐÈȮɯto 

×ÙÖÔÖÛÌɯÈɯ×ÙÖËÜÊÛȮɯ×ÓÈÊÌɯÖÙɯ×ÌÙÚÖÕɂɯȹ+ÖËÈȮɯ-ÖÙÔÈÕɯÈÕËɯ!ÈÊÒÔÈÕȮɯƖƔƔƙȮɯ×ȭƚƘȺȭɯ3ÏÌÙÌɯÈÙÌɯÚÌÝÌÙÈÓɯ

forms of publicity in travel and tourism context, namely the informative travel articles made opinion -

makers, specialists, frequent travelers whose travelling expertise are acknowledge. Rozier-Rich and 

Santos (2011) also compared the efficacy between travel brochures (advertising) and travel articles 

(publicity) and confirmed the influence of age and gender in travel narrative processing by measuring 
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the persuasiveness effect using the transportation scale and SKEP (Skepticism toward advertising 

scale). 

For example, Rozier-1ÐÊÏɯÈÕËɯ2ÈÕÛÖÚɯȹƖƔƕƕȮɯ×ȭƗƝƙȺɯËÌÍÐÕÌËɯÛÙÈÝÌÓɯÈÙÛÐÊÓÌÚɯɁÈÚɯÕÈÙÙÈÛÐÝÌÚɯ×ÙÐÔÈÙÐÓàɯ

concerned with providing instruction and interpretation of rece nt travel experiences written in a non -

fictional narrative story format, from a first -person account, and published in regional and national 

ÕÌÞÚ×È×ÌÙÚɯÈÕËɯÔÈÎÈáÐÕÌÚɂȭɯ ÊÊÖÙËÐÕÎɯÛÖɯ/ÌÙÈɯȹƖƔƕƛȮɯ×ȭƗƗƖȺɯÏÐÎÏÓàɯÊÙÌÈÛÐÝÌȮɯÚÒÐÓÓÌËȮɯÊÖÓÓÈÉÖÙÈÛÐÝÌȮɯ

and connected traveller creates value not only for himself/herself and the company, but also for other 

travellers. Similarly, Labrecque (2014) applied the parasocial interaction theory (PSI), described as an 

illusionary experience that makes consumers interact with media  representations of presenters, 

celebrities or characters as if they are present and engaged in a reciprocal relationship. 

Conceptualizing the travel experience 

If the travel narratives aim to tell a story of the travel experience, it is also important to analyze the 

notion of experience. Volo (2009) followed the notion of Tsai (2005) that the holistic consumer 

experience can be seen as made of two facets: a phenomenological level ɬ of which consumers are 

fully aware ɬ and a cognitive level where the transformation and learning happen. Therefore, the 

Ìß×ÌÙÐÌÕÊÌɯÐÚɯÊÖÔ×ÖÚÌËɯÖÍɯÈÓÓɯÛÏÌɯÌÝÌÕÛÚɯÛÏÈÛɯÖÊÊÜÙɯÉÌÛÞÌÌÕɯÚÌÕÚÈÛÐÖÕɯȹÐȭÌȭȮɯÈÕɯÖÉÚÌÙÝÌÙɀÚɯÈÞÈÙÌÕÌÚÚɯÖÍɯ

an energy form impinging on a receptor physiologically designed to transduce it) and perception (i.e., 

the interpretation of the sensation), as well as memory (i.e., the subsequent organization and recall of 

such interpretations), which will have been modified and con ditioned in the interim by many if not all 

ÖÍɯÛÏÌɯ×ÙÐÖÙɯÈÕËɯÚÜÉÚÌØÜÌÕÛɯÖÊÊÜÙÙÌÕÊÌÚɯÖÍɯÛÏÐÚɯȿÚÌÕÚÈÛÐÖÕȮɯ×ÌÙÊÌ×ÛÐÖÕȮɯÐÕÛÌÙ×ÙÌÛÈÛÐÖÕȮɯÚÌØÜÌÕÊÌȭ 

!ÈÚÌËɯÖÕɯ63.ɯËÌÍÐÕÐÛÐÖÕɯÈÕËɯÛÏÌɯÐÕÚÐÎÏÛÚɯÍÙÖÔɯÛÖÜÙÐÚÛÚɀɯÚ×ÖÕÛÈÕÌÖÜÚɯÈÕÕÖÛÈÛÐÖÕÚȮɯ5ÖÓÖɯȹƖƔƔƝȮɯ×ȭƕƕƝȺɯ

defines tourist  Ìß×ÌÙÐÌÕÊÌɯ ÈÚɯ ɁÈÕàɯ ÖÊÊÜÙÙÌÕÊÌɯ ÛÏÈÛɯ ÏÈ××ÌÕÚɯ ÛÖɯ Èɯ ×ÌÙÚÖÕɯ ÖÜÛÚÐËÌɯ ÛÏÌɯ ɁÜÚÜÈÓɯ

ÌÕÝÐÙÖÕÔÌÕÛɂɯÈÕËɯÛÏÌɯɁÊÖÕÛÙÈÊÛÌËɯÛÐÔÌɂɯÍÖÙɯÞÏÐÊÏɯÈɯÚÌØÜÌÕÊÌɯÖÍɯÛÏÌɯÍÖÓÓÖÞÐÕÎɯÌÝÌÕÛÚɯÏÈ××ÌÕÚȯɯ

energy reflecting the state of the environment impinges on sensory organs, the energy pattern is 

ÛÙÈÕÚÔÐÛÛÌËɯÊÌÕÛÙÈÓÓàɯÈÕËɯÐÚɯÐÕÛÌÙ×ÙÌÛÌËɯÈÕËɯÊÈÛÌÎÖÙÐáÌËɯÈÊÊÖÙËÐÕÎɯÛÖɯÖÕÌɀÚɯÒÕÖÞÓÌËÎÌɯÈÊØÜÐÙÌËɯ

through time and is integrated and may be stored in the form of memory under some conditions (and 

ÛÏÜÚɯÚÖÔÌɯÓÌÈÙÕÐÕÎɯÞÐÓÓɯÖÊÊÜÙȺɂȭɯ 

Moreover, the human capacity of memory allows individuals to anticipate experiences, and their 

ÐÕÕÈÛÌɯÈÉÐÓÐÛàɯÛÖɯÊÈÛÌÎÖÙÐáÌɯËÐÚÚÐÔÐÓÈÙɯÛÏÐÕÎÚȮɯÈÓÓÖÞÚɯÛÏÌÔɯÛÖɯÚÖÙÛɯȿÈÕÛÐÊÐ×ÈÛÌËɯÌß×ÌÙÐÌÕÊÌÚɀɯÐÕÛÖɯÛÏÖÚÌɯ

they might seek and those they would avoid.  

.ÕÌɯÚÛÙÖÕÎɯÊÖÔ×ÖÕÌÕÛɯÖÍɯÛÏÌɯȿ×ÌÙsonal memory tourism is about revisiting the house in which oneself 

was raised, the house to which many childhood memories are attached. 

3ÏÌɯÐÕÍÓÜÌÕÊÌɯÖÍɯȹÛÖÜÙÐÚÔȺɯÊÏÐÓËÏÖÖËɯÔÌÔÖÙÐÌÚɯÖÕɯÈËÜÓÛÚɀɯÛÖÜÙÐÚÔɯÊÏÖÐÊÌɯËÌÊÐÚÐÖÕ-making and behavior 
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Marschall (2012) ÐÕÛÙÖËÜÊÌËɯÛÏÌɯÊÖÕÊÌ×ÛɯÖÍɯȿ×ÌÙÚÖÕÈÓɯÔÌÔÖÙàɯÛÖÜÙÐÚÔɀȮɯÞÏÐÊÏɯÙÌÝÖÓÝÌÚɯÈÙÖÜÕËɯÛÙÈÝÌÓɯ

associated with personal memories ɬ not only the revisiting of places associated with happy 

memories, but also the return to sites of personal trauma and suffering in a quest for healing. 

Marschall (2014) compared it with other similar concepts such as Heimwehtourismus or 

'ÌÐÔÈÛÛÖÜÙÐÚÔÜÚȮɯȿÏÖÔÌÓÈÕËɯÛÖÜÙÐÚÔɀɯÈÕËɯÈÕÖÛÏÌÙɯÍÖÙÔɯÖÍɯÙÖÖÛÚɯÛÖÜÙÐÚÔɯÞÐÛÏɯÈɯÚÛÙÖÕÎɯÌÔ×ÏÈÚÐÚɯÖÕɯ

personal or family memory.  

Therefore, remembering the adult memories of childhood holidays (Nenga, 2003; Shaw, Havitz and 

Delemere, 2008; Small, 2008, Yin, Poon and Su, 2017) will help to assess the personal memory tourism 

related not only to real places but also to a fictional world that made a deep impression on t he mind. 

However, according to Small (2008), till the first decade of this century, t he meaning of holidays for 

children and the role of the holiday in constructed subjectivities were largely absent in academic 

writings. Small (2008) used the social constructionist research method of memory -work to examine the 

memories of childhood holidays of Australian women and girls. She concluded that shared, fun, 

physical activities are common positive memories of childhood holidays across the generations.  

The study of Cullingford (1995), who studied the attitudes toward holidays overseas of British 

children aged seven to 11 years, is the exception to that absence. This author found that children had 

clear ideas of which countries were attractive as holiday destination s or even the differences in being 

abroad. Travel meant good weather, eating out, or enjoying the entertainment of a beach holiday with 

ÍÙÐÌÕËÚɯȹ&ÙÈÔȮɯƖƔƔƙȺȭɯ"ÏÐÓËÙÌÕɯÛÙÈÝÌÓÓÐÕÎɯÈÉÙÖÈËɯÞÏÌÕɯÛÈÒÌÕɯÛÖɯÛÏÌɯȿȿÚÐÎÏÛÚɀɀɯÚÏÖÞÌËɯÈɯÎÙÌÈÛɯËÌÈÓɯÖÍɯ

interest.  

Furtherm ore, memory researchers have consistently reported that the experiences recalled most 

frequently are those that are emotional in nature (e.g., Dudycha and Dudycha, 1933; Waldfogel, 1948) 

or symbolic to the consumer and represent a new lens for viewing bran d meaning (Braun-LaTour, 

LaTour and Zinkhan (2007). These findings are aligned with Agapito, Mendes and Valle (2013) study 

who pointed out that the sensory dimensions ( sight, hearing, smell, taste, and touch) have an 

important role in the construction o f the memories of tourism experiences. 

Moreover, research has shown that a childhood event may become experiential and memorable, and 

influence the adult behavior, as it may impel the desire of recreating nostalgic experiences, involving 

products and brands associated to symbolic meanings (Braun-LaTour et al., 2007; 

*ÈÜ××ÐÕÌÕɪ1åÐÚåÕÌÕȮɯ&ÜÔÔÌÙÜÚɯÈÕËɯ+ÌÏÛÖÓÈȮɯƖƔƕƗȺȭ 

,ÖÙÌɯ ÙÌÊÌÕÛÓàɯ *ÈÜ××ÐÕÌÕɪ1åÐÚåÕÌÕȮɯ &ÜÔÔÌÙÜÚɯ ÈÕËɯ +ÌÏÛÖÓÈȮɯ ȹƖƔƕƗȺɯ ÙÌÊÖÎÕÐáÌËɯ ÐÕɯ ÊÏÐÓËÏÖÖËɯ

memories several themes involving eating related to tourist e xperiences, as well as memories of 

commensal eating and homemade food. The study suggests that remembered eating and food 

experiences are characterized by the self, place, food, context and time.  
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For Sharpley and Jepson (2011) childhood memories, in particular those related with rural countryside 

(Pesonen and Komppula, 2010), can evoke special feelings and connections to a place, leading to place 

ÐËÌÕÛÐÛàɯÖÙɯËÌ×ÌÕËÌÕÊÌȭɯ(Õɯ×ÈÙÛÐÊÜÓÈÙȮɯ'ÌÐÕÛáÔÈÕɯȹƕƝƝƝȮɯ×ȭɯƘȺɯÊÖÕÊÓÜËÌËɯÛÏÈÛɯÚÌÛÛÐÕÎÚɯÛÏÈÛɯÏÈÝÌɯÈɯȿÚÌÕÚÌɯ

of personal or human history are conducive to spiritual well -ÉÌÐÕÎɀȭ 

Emotions elicited by places and experiences 

According to Servidio and Ruffolo (2016) there is a relationship between emotional involvement and 

recall of memorable tourism experiences. Pan, Lee and Tsai (2014, p. 60) present the definition of 

ÈÍÍÌÊÛÐÖÕɯÈÛÛÙÐÉÜÛÌËɯÛÖɯÈɯ×ÓÈÊÌȮɯÈÊÊÖÙËÐÕÎɯÛÖɯ1ÜÚÚÌÓÓɯÈÕËɯ/ÙÈÛÛɯȹƕƝƜƔȺȮɯÈÚɯɁÛÏÌɯÌÔÖÛÐÖÕɯÐÕËÜÊÌËɯÉàɯÈɯ

×ÓÈÊÌɯÈÕËɯÐÚɯÌß×ÙÌÚÚÌËɯÉàɯÈɯ×ÌÙÚÖÕɯÐÕɯÓÈÕÎÜÈÎÌɂȭɯ3ÏÌɯÊÈÛÌÎÖÙÐÌÚɯÖÍɯÈÍÍÌÊÛÐÝÌɯÍÌÌÓÐÕÎÚɯÐÕÊÓÜËÌɯÈÙÖÜÚÐÕÎȮɯ

exciting, relaxing, pleasant, distressing, gloomy, sleepy and unpleasant (Russell and Pratt, 1980). By 

ÛÏÌɯÚÈÔÌɯÛÖÒÌÕȮɯÈÍÍÌÊÛÐÝÌɯÐÔÈÎÌɯËÌÈÓÚɯÞÐÛÏɯÛÏÌɯÌÔÖÛÐÖÕÈÓɯÙÌÚ×ÖÕÚÌɯÖÍɯÈÕɯÐÕËÐÝÐËÜÈÓɯÛÖɯÈɯ×ÓÈÊÌɯȹ.ɀ-ÌÐÓÓɯ

and Jasper, 1992) expressed in mental pictures. Based on the affection-then-action argument, the 

ÊÜÙÙÌÕÛɯÚÛÜËàɯÞÖÙÒÚɯÉÈÊÒÞÈÙËɯÍÙÖÔɯÉÌÏÈÝÐÖÙÚɯÛÖɯÙÜÓÌÚȮɯÜÚÐÕÎɯÈɯ×ÙÖÊÌÚÚɯÖÍɯÐÕËÜÊÛÐÖÕɯÉÌÊÈÜÚÌɯÛÖÜÙÐÚÛÚɀɯ

real motives may be revealed through observation and reading their travel stories (Dann, 1981). 

Behavior in th is study is represented by the travel taken and the outcome is the photos taken and 

stories told by the photo suppliers.  

 ÊÊÖÙËÐÕÎɯÛÖɯ5ÖÓÖɯȹƖƔƔƝȺɯÛÖÜÙÐÚÛÚɀɯÌß×ÌÙÐÌÕÊÌÚɯÏÈÝÌɯÉÌÌÕɯÜÚÜÈÓÓàɯÚÛÜËÐÌËɯÉàɯÔÌÈÕÚɯÖÍȯɯȹÈȺɯÚÛÙÜÊÛÜÙÌËɯ

surveys; (b) travel diaries; (c) structured or unstructured interviews; (d) observant participation (e) 

spontaneous travel narrative on periodicals (e.g., Kim, 2014); (f) memory-work (e.g., Small, 1999). 

Recently, alternative unobtrusive methods have been used in the field of environmenta l sciences, 

varying from diaries to videos, sensory devices and use of GPS systems.  

METHODOLOGY  

A qualitative study was conducted through the content analysis of 13 interviews (see Table1) 

×ÜÉÓÐÚÏÌËɯÖÕɯƖƔƕƛɯÐÕɯÛÏÌɯÕÌÞÚ×È×ÌÙɯɁ3ÏÌɯ3ÌÓÌÎÙÈ×ÏɂɯÐÕɯÛÏÌɯÚÌÊÛÐÖÕɯɁ3ÙÈÝÌÓȯɯ"ÌÓÌÉÙÐÛàɯ(ÕÛÌÙÝÐÌÞÚɂ 

http://www.telegraph.co.uk/travel/celebrity -interviews/.  

The interview script usually consists of twelve research questions which are presented below: Q1- 

How often do you travel?; Q2 - What do you need for a perfect holiday?; Q3- What is the earliest 

memory of travelling abroad?; Q4 - What is your most adventurous travel experience?; Q5- What is 

your favourite Hotel?; Q6 - What is the most relaxing destination?; Q7-What is the best holiday ever? 

Q8- What is your favourite city?;  Q9- What is your best travel advice? / Best piece of travel advice? 

/Best travel tip?; Q10- What are the travel essentials?; Q11- What do you hate about travelling? Q12- 
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Where do you intend to go next? However, this study will not only analyse the questio ns Q6, Q8 and 

Q12. 

Table 1- Sample description.  

Name gender occupation interview date  

Johanna Konta Female Tennis player  18th May 2017 4:48 PM 

Eleanor Tomlinson Female Actress and British 

model  

11th May 2017 6:02 PM 

Ian Rankin Male Writer  8th May 2017 3:45 PM 

Jennifer Saunders Female Actress, comedian and 

English screenwriter  

27th April 2017 10:33 AM 

Tom Chaplin  Male Singer  24th April 2017 10:48 AM 

Michael Ball Male English actor and 

singer 

18th April 2017 12:27 PM 

Irvine Welsh  Male Scottish Author  6th April 2017 12:58 PM 

Rankin Male Photographer 27th March 2017 9:41 AM 

John Blashford-Snell Male Colonel - former British 

Army officer, explorer 

and author. 

24th March 2017 11:31 AM 

Dan Snow Male British TV presenter 17th March 2017 3:59 PM 

Mathew Horne Male Actor  8th March 2017 2:13 PM 

Alessandra Ambrosio  Female Super model  2nd March 2017 1:13 PM 

Sir Don McCullin  Male Veteran British war 

photographer  

 28th February 2017 1:50 PM 

Source: Authors  

DISCUSSION OF RESULT S 

A content analysis performed on the answers to the first question (How often do you travel?), reveals 

that the majority of celebrities undertake most of the trips, over the course of a year, for working 

reasons. For the second research question (What do you need for a perfect holiday?) excerpts from 

ÊÌÓÌÉÙÐÛÐÌÚɀɯÙÌÚ×ÖÕÚÌÚɯÈÙÌɯÎÐÝÌÕȯɯ 

Ɂ%ÖÖËɯÐÚɯÈɯ×ÈÚÚÐÖÕȮɯÚÖɯÈÚɯÓÖÕÎɯÈÚɯÛÏÌɯÍÖÖËɯÐÚɯÎÖÖËȮɯ(ɯÞÖÜÓËɯÉÌɯÏÈ××àɯÈÕàÞÏÌÙÌȭɯ(ÛɯËÖÌÚÕɀÛɯÏÈÝÌɯÛÖɯÉÌɯÍÈÕÊàȮɯÑÜÚÛɯ

fresh, good quality produce. Plus, some chill-out time on a sunny beach.ɂɯɧ)ÖÏÈÕÕÈɯ*ÖÕÛÈɧȰɯɁI love both sun 

and snow holidaysȭɂɯɧ$ÓÌÈÕÖÙɯ3ÖÔÓÐÕÚÖÕɧȰɯ 

According to Pearce (2005), there are four common factors in travelling motivations: cultural 

captivation, immersion into nature, seeking familiarity, and relieving day -to-day stress. 
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The answers of celebrities are aligned with Cai and Combrink (2007) who proposed the push and pull 

theory in tourism. Push factors include learning, relaxation, challenge, outdoor activities, status, rest 

and socialization. Pull factors are understood, such as safety, entertainment, nature, monuments, 

ÌËÜÊÈÛÐÖÕȮɯÉÜËÎÌÛɯÈÕËɯÊÜÓÛÜÙÌɯÈÙÌɯ×ÌÙÊÌÐÝÌËȮɯÈÚɯËÌÛÌÙÔÐÕÐÕÎɯÍÈÊÛÖÙÚɯÖÍɯÛÖÜÙÐÚÛÚɯȿÔÖÛÐÝÈÛÐÖÕȭɯ 

Next, the content analysis about third question (Earliest memory of travelling abroad?) was carried 

ÖÜÛȭɯ3ÏÐÚɯØÜÌÚÛÐÖÕɯÖ×ÌÙÈÛÐÖÕÈÓÐáÌÚɯÛÏÌɯÔÈÑÖÙɯÙÌÚÌÈÙÊÏɯØÜÌÚÛÐÖÕɯÖÍɯÛÏÐÚɯÚÛÜËàȭɯ$ßÊÌÙ×ÛÚɯÍÙÖÔɯÊÌÓÌÉÙÐÛÐÌÚɀɯ

ÙÌÚ×ÖÕÚÌÚɯÈÙÌɯÎÐÝÌÕɯÉÌÓÖÞȭɯɁWe used to travel all the time to Wales to see family and had regular trips to the 

seaside at St Ives or Tintagel when we lived in Plymouth, but we only ever had one holiday abroad: Sardinia 

when I was eight. I remember climbing to the top of some ancient monument atop a hill in the blistering heat, 

and having to sit with mum before reaching the top, while dad insisted on carrying onȭɂɯɧ,ÐÊÏÈÌÓɯ!ÈÓÓɧ 

This event seems to influence the future decisions as Michael Ball prefers Mediterranean destinations 

and the sunscreen is one essential object for travelling. He still have concerns about security and 

comfort.  

McCabe (2009), in a social tourism context, examined the reasons for a holiday amongst low-income 

families and other groups who experience barriers to participation in tourism. Childhood memories 

were understood as being special because as McCabe (2009, p.ƚƛƛȺɯÚÛÈÛÌËȯɯɁÛÏÌàɯÈÙÌɯËÐÍÍÌÙÌÕÛɯÛÖɯÛÏÌɯ

memories of adults who experience the world differently and perhaps this reflects a desire to provide 

children with memories of innocent and happy times. Negative circumstances can have a long -term 

impact on childrenȮɯÈÕËɯÛÏÌÙÌɯÐÚɯÈɯËÌÚÐÙÌɯÛÏÈÛɯÛÏÌÚÌɯÈÙÌɯÕÖÛɯÛÏÌɯÖÕÓàɯÛÏÐÕÎÚɯÛÏÈÛɯÈÙÌɯÙÌÔÌÔÉÌÙÌËȭɂɯ 

ɁWhen I was about seven, I remember going to Hungary to visit relatives on my own, and being chaperoned 

around the airports because I was an unaccompanied minor. I remember the seats seemed huge. My family are 

scattered all over the country. Budapest is a beautiful city and Lake Balaton is another stunning place. I love 

Hungarian food, because of the wonderful dishes my grandparents servedȭɂɯɧ)ÖÏÈÕÕÈɯ*ÖÕÛÈɧ 

Along the interview , Johanna Konta reveals that influence of food remains as an important criterion 

for the choice of favourite destination, hotel and restaurants.  

ɁCaravan or crofting holidays in Scotland. My mother is from Dalry in Ayrshire. I remember leaping into the 

freezing sea and running straight back out and being slathered in some foul-smelling gloop to keep the midges at 

bayȭɂɯɯɧ)ÌÕÕÐÍÌÙɯ2ÈÜÕËÌÙÚɧ 

Ɂ6ÌɀËɯÎÖɯÖÕɯ$ÜÙÖÊÈÔ×ɯÏÖÓÐËÈàÚɯÐÕɯÛÏÌɯÚÖÜÛÏ-west of France at Mimizan Plage. My dad loved the big breakers 

àÖÜɀËɯÎÌÛɯÛÏÌre to go bodyboarding. I had incredibly fair skin, so inevitably I turned beetrootȭɂɯɧ3ÖÔɯ"ÏÈ×ÓÐÕɧ 

2ÖÔÌɯÌßÊÌÙ×ÛÚɯÍÙÖÔɯÊÌÓÌÉÙÐÛÐÌÚɀɯÙÌÚ×ÖÕÚÌÚɯÛÖɯÛÏÌɯÍÖÜÙÛÏɯÙÌÚÌÈÙÊÏɯØÜÌÚÛÐÖÕɯȹ,ÖÚÛɯÈËÝÌÕÛÜÙÖÜÚɯÛÙÈÝÌÓɯ

experience?) were analysed. Most of the experiences belong ÛÖɯÛÏÌɯɁÌÚÊÈ×ÐÚÔɂɯÊÈÛÌÎÖÙàɯÈÊÊÖÙËÐÕÎɯÛÖɯ

Pine and Gilmore (1998) grid as they implied an active participation of the celebrity tourist in activities 

such as trekking or swimming.  
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ɁAfter filming the first season of Poldark, I went with the cast on a trip to Iceland. We started off in Reykjavik 

and then went into the mountains and swam in naturally heated poolsȭɂɯɧ$ÓÌÈÕÖÙɯ3ÖÔÓÐÕÚÖÕɧ 

ɁThree weeks in India with Natalie. We hired a driver who took us all over northern India, including the city of 

Agra where the Taj Mahal is. We stayed in the Oberoi Hotel and swam at night under the moonlight in their 

×ÖÖÓɯÈÙÌÈȭɯ(ɀËɯ×ÓÈÕÕÌËɯÖÕɯ×ÙÖ×ÖÚÐÕÎȮɯÉÜÛɯÞÈÚɯ×ÈÙÈÕÖÐËɯÛÏÈÛɯÛÏÌɯÙÐÕÎɯÞÖÜÓËɯÎÌÛɯÓÖÚÛɯÖÙɯÔàɯÚÜÙ×ÙÐÚÌɯÞÖÜÓËɯÉÌɯ

uncovered. In the end, I chickened outȭɂɯɧ3ÖÔɯ"ÏÈ×ÓÐÕɧ 

ɁTrekking through the Peruvian Andes with my children 10 years ago. We flew to Lima and started from Lake 

Titicaca. Then we took a train to Cuzco. We wove through the valley floor with the mountains around us ɬ the 

views were breath taking. We hiked up to MacÏÜɯ/ÐÊÊÏÜȮɯ×ÈÚÚÐÕÎɯÈÓ×ÈÊÈÚɯÈÕËɯÊÈÔ×ÐÕÎɯÈÓÖÕÎɯÛÏÌɯÞÈàȭɯ(ɀËɯÓÖÝÌɯÛÖɯ

return to do the Inca Trailȭɂɯɧ)ÌÕÕÐÍÌÙɯ2ÈÜÕËÌÙÚɧȭ 

3ÏÌɯÊÏÖÐÊÌɯÍÖÙɯÖÕÌɺÚɯÍÈÝÖÜÙÐÛÌɯ'ÖÛÌÓɯȹ10ɯƙ- Favourite Hotel?) reveals a desire for privacy, moments of 

relaxation, good food and a beautifuÓɯÝÐÌÞɯÈÚɯÞÌɯÊÈÕɯÕÖÛÐÊÌɯÍÙÖÔɯÛÏÌɯÌßÊÌÙ×ÛÚɯÛÏÈÛɯÍÖÓÓÖÞȯɯɁThe Fasano 

in Rio de Janeiro ɬ for work or pleasure. The view from the pool is gorgeousȭɂɯɧ ÓÌÚÚÈÕËÙÈɯ ÔÉÙÖÚÐÖɧȰɯɁThe 

Peponi on Lamu Island in Kenya is beautiful. The food is excellent food and there is a lovely beach offering serene 

ÚÌÈɯÝÐÌÞÚȭɂ |Colonel John Blashford -2ÕÌÓÓɧȰɯɁ'ÖÛÌÓɯ2×ÓÌÕËÐËÖɯÐÕɯ/ÖÙÛÖÍÐÕÖɯÛÏÌɯÔÖÚÛɯÌß×ÌÕÚÐÝÌɯ×ÓÈÊÌɯÖÕɯ&ÖËɀÚɯ

green earth, but it was a birthday treat. Also, the Graycliff in the Bahamas, where Edward and Mrs Simpson 

stayed. I actually prefer villas, so I can wake up and make my own breakfast and have some privacyȭɂɯɧ,ÐÊÏÈÌÓɯ

!ÈÓÓɧȰɯɁ(ɯÓÖÝÌɯÛÏÌɯ/ÙÌÚÛÖÕÍÐÌÓËɯ'ÖÛÌÓɯÐÕɯ$ËÐÕÉÜÙÎÏȮɯÞÏÌÕɯÞÌɀÙÌɯÛÏÌÙÌɯÍÖÙɯÛÏÌɯÍÌÚÛÐÝÈÓȭɯ!ÜÛɯÛÏÌɯÓÖÕÎÌÚÛɯ-ÈÛÈÓÐÌɯÓÐÒÌÚɯ

staying away from Freya is two nights, so spa breaks have become very important. The Lime Wood Hotel in 

Hampshire is great for thatȭɂɯɧ3ÖÔɯ"ÏÈ×ÓÐÕɧ 

From the content analysis about the seventh research question (Best holiday ever?), the majority of 

celebrities mentioned food; thus, no matter what the research question is, the celebrities almost always 

mention food as a factor of attractiveness.  

ɁRome. I have been a few times now. For my first visit, with my parents, we did quite a bit of sightseeing. We 

visited the Vatican and Colosseum, and found some great restaurants and gelaterias. I have a bit of a thing about 

gelato.ɂɯɧ)ÖÏÈÕÕÈɯ*ÖÕÛÈɧ 

ɁI was caught up in a gun battle in Salvador in the Eighties. I was climbing a roof with soldiers when it 

collapsed. I ended up falling through the air, and breaking my arm, elbow and the bones in the back of my rib 

cage; I lay on the ground all night as the battle raged all about me. That, or the occasion I had a burger made out 

of rat meat ɬactually, surprisingly goodȭɂɯɯɧ2ÐÙɯ#ÖÕɯ,Ê"ÜÓÓÐÕɧ 

ɁI went to Bestival, on the Isle of Wight in 2007. The music, the weather, the friends ɬ it all made it feel like a 

×ÙÖ×ÌÙɯÏÖÓÐËÈàȭɯ(ɀÝÌɯÉÌÌÕɯÛÖɯ1ÌàÒÑÈÝÐÒɯÍÐÝÌɯÛÐÔÌÚȭɯ-ÌÞɯ8ÌÈÙɀÚɯ$ÝÌɯÐÕɯƖƔƔƜɯÞÈÚɯ×ÙÌÛÛàɯÚ×ÌÊÛÈÊÜÓÈÙȭɂɯɧ,ÈÛÏÌÞɯ

Horne|  
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From the content analysis about the ninth research question (Best travel advice? / Best piece of travel 

advice? /Best travel tip?), we can highlight the use of comfortable clothes and shoes and the adoption 

of some objects that make their trips easier and comfortable such like tea bags. Excerpts from 

ÊÌÓÌÉÙÐÛÐÌÚɀɯÙÌÚ×ÖÕÚÌÚɯÈÙÌɯÎÐÝÌÕɯÉÌÓÖÞȭ 

Ɂ#ÙÌÚÚɯÊÖÔÍÖÙÛÈÉÓàȭɯ(ɯÏÈÝÌɯÚÖÔÌɯÎÙÌÈÛɯ ÚÐÊÚɯÎÌÈÙɯÛÏÈÛɯ(ɯÞÌÈÙȮɯÈÕËɯ(ɯÊÈÕɀÛɯÍÓàɯÞÐÛÏÖÜÛɯÔàɯÍÓÐÎÏÛɯÚÖÊÒÚȭɂɯɧ)ÖÏÈÕÕÈɯ

Konta|  

Ɂ3ÏÐÕÒɯÈÉÖÜÛɯÈÐÙ×ÖÙÛÚɯÈÕËɯÞÖÙÒɯÖÜÛɯÞÏÈÛɯàÖÜɀÙÌɯÎÖÐÕÎɯÛÖɯËÖɯÐÍɯÐÛɯËÖÌÚÕɀÛɯÞÖÙÒɯÖÜÛȭɯ ÕËɯÉÜàɯÈɯpass for one of the 

lounges so you can escape the chaosɂȭɯɧ)ÌÕÕÐÍÌÙɯ2ÈÜÕËÌÙÚɧ 

Ɂ'ÈÝÐÕÎɯÛÙÈÝÌÓÓÌËɯÚÖɯÔÜÊÏȮɯ(ɀÝÌɯÚÌÌÕɯÚÖɯÔÈÕàɯ×ÌÖ×ÓÌɀÚɯÚÜÐÛÊÈÚÌÚɯÓÐÝÌɯÈÕËɯËÐÌȭɯ(ɯÐÕÝÌÚÛÌËɯÐÕɯÈɯÛÖ×-of-the-line Tumi 

ÚÜÐÛÊÈÚÌɯÛÏÈÛɯÊÖÚÛɯÈÙÖÜÕËɯȥƝƔƔȭɯ$ÝÌÙàÖÕÌɯÓÈÜÎÏÌËɯÈÕËɯÚÈÐËɯÞÏÈÛɯa waste of money, but it still looks as good as 

ÕÌÞɯÈÕËɯ(ɯÕÌÝÌÙɯÏÈÝÌɯÛÖɯÞÖÙÙàɯÈÉÖÜÛɯÊÙÈÔÔÐÕÎɯÛÏÐÕÎÚɯÐÕɯÉÌÊÈÜÚÌɯ(ɯÉÖÜÎÏÛɯÖÕÌɯÓÈÙÎÌÙɯÛÏÈÕɯ(ɯÛÏÖÜÎÏÛɯ(ɀËɯÕÌÌËȭɂɯ

|Tom Chaplin|  

Ɂ4ÚÌɯÈɯÓÐÎÏÛÞÌÐÎÏÛɯÚÜÐÛÊÈÚÌȮɯÓÐÒÌɯÛÏÖÚÌɯÍÙÖÔɯ2ÈÔÚÖÕÐÛÌȮɯÉÌÊÈÜÚÌɯÛÏÌàɀÙÌɯÝÐÙÛÜÈÓÓàɯÐÕËestructible and have 

ɁÚÔÈÙÛɂɯÛÌÊÏÕÖÓÖÎàɯÓÐÒÌɯÊÏÈÙÎÐÕÎɯ×ÖÙÛÚȭɂɯɧ1ÈÕÒÐÕɧ 

From the content analysis about the tenth research question (Travel essentials?), by the Excerpts from 

celebrities, we can see that most celebrities rank their iPhones followed by books or audio books, 

ÈÔÖÕÎɯÖÛÏÌÙɯÖÉÑÌÊÛÚȭɯ$ßÊÌÙ×ÛÚɯÍÙÖÔɯÊÌÓÌÉÙÐÛÐÌÚɀɯÙÌÚ×ÖÕÚÌÚɯÈÙÌɯÎÐÝÌÕɯÉÌÓÖÞȭ 

ɁMy phone, as I read scripts on it, and notebooks, in which I write down thoughts about workȭɂɯɧ$ÓÌÈÕÖÙɯ

Tomlinson|  

ɁMy iPhone because it has all my music on it, decent headphones and a good book, or four. I take books I can 

leave behind for others to enjoyȭɂɯɧ(ÈÕɯ1ÈÕÒÐÕɧ 

ɁCredit cards, audio books and podcastsȭɂɯɧ1ÈÕÒÐÕɧ 

According to the excerpts from celebrities, the content analysis about the eleventh research question 

((What do you hate about travelling?), revealed some of the negative emotions celebrities have about 

traveling specially regarding the security procedures at airports, versus to the positive emotions they 

stated in previous responses. Excerpts from ceÓÌÉÙÐÛÐÌÚɀɯÙÌÚ×ÖÕÚÌÚɯÈÙÌɯÎÐÝÌÕɯÉÌÓÖÞȭ 

ɁWhen hotels overlook the little details, which can make a difference between a good stay and a great stay. And 

travelling through American airports: it took me three hours to clear through Atlanta last time. Infuriatingȭɂɯ

|Tom Chaplin|  

ɁI hate airports with all their red tape, and the power customs officials seem to like, to lord over travellers. I love 

travelling by train ɬ ÐÛɀÚɯÔÜÊÏɯÓÌÚÚɯÏÈÚÚÓÌȭɂɯɧ#ÈÕɯ2ÕÖÞɧ 

Ɂ3ÏÌɯÕÐÎÏÛɯÉÌÍÖÙÌɯ(ɯÎÖɯÈÞÈàȭɯ(ɀÔɯÕÖÛɯÚÜÙÌɯÞÏàɯÉÜÛɯ(ɯÎÌÛɯØÜÐÛÌɯÈÕßÐÖÜÚȭɯ(ÛɯËÐÚÚÐ×ÈÛÌÚɯÖÕÊÌɯ(ɀÔɯÛÏÌÙÌɯÈÕËɯÚÌÛÛÓÌɯÐÕȭɂɯ

|Mathew Horne|  
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CONCLUSIONS  

This paper highlights the role of celebrity travel narratives as they engage in eWOM recommendations 

to destinations, hotels, restaurants and experiences. People perceive these celebrities endorsers as role 

models and opinion makers. Therefore, tourism operators and managers must acknowledge their 

comments and design new tourism products that meet their expectations.  

The content analysis of the interviews allow researchers to identify some patterns and future trends. 

Some celebrities have vivid childhood memories of significant events linked to tourism journeys . 

Negative circumstances of childhood may also inhibit the preference for similar destinations, cities or 

activities. 

$ÔÖÛÐÖÕÚɯÈÕËɯÚÌÕÚÖÙÐÈÓɯÔÌÔÖÙÐÌÚɯÐÕÝÖÓÝÐÕÎɯÌÈÛÐÕÎɯÈÚɯ*ÈÜ××ÐÕÌÕɪ1åÐÚåÕÌÕȮɯ&ÜÔÔÌÙÜÚɯÈÕËɯ+ÌÏÛÖÓÈɯ

(2013) recognized are key elements for designing and co-ÊÙÌÈÛÐÕÎɯ ÕÌÞɯ Ìß×ÌÙÐÌÕÊÌÚȭɯ "ÜÚÛÖÔÌÙÚɀɯ

opinions and reviews about tourism service companies are a crucial co-creation tool for customers 

(Pera, 2017; Wang and Fesenmaier, 2004). The travel experience of a single customer is now accessible 

to multitudinous community members and, subsequently, shapes their future purchase behaviour . 

On the other hand, it seems thÈÛɯÛÏÌɯÓÖÎÐÚÛÐÊɯÐÚÚÜÌÚɯÙÌÓÈÛÌËɯÞÐÛÏɯÛÏÌɯÈÐÙ×ÖÙÛɀÚɯÚÌÊÜÙÐÛàɯ×ÙÖÊÌËÜÙÌÚȮɯÖÙɯ

ÏÖÞɯÛÖɯÚ×ÌÕËɯÛÏÌɯÞÈÐÛÐÕÎɯÛÐÔÌɯÍÖÙɯÍÓÐÎÏÛɯÈÙÌɯÛÏÌɯÔÈÑÖÙɯÊÖÕÊÌÙÕÚɯÈÕËɯÚÛÙÌÚÚɯÚÖÜÙÊÌÚɯÐÕɯÛÏÌɯÛÖÜÙÐÚÛÚɀɯ

journey.  

Further research should assess the relationship between the variables related with qualitative content 

analysis and the metrics regarding the engagement and social media eWOM (eg. number of likes and 

shares). 
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Ìß×ÌÙÐÌÕÊÌÚɯÛÏÙÖÜÎÏɯÕÈÙÙÈÛÐÝÌÚɂȮɯ3ÖÜÙÐÚÔ Management Perspectives, No. 20, pp. 151-160, ISSN 2211-9736. 

2ÏÈÙ×ÓÌàȮɯ1ȭȮɯÈÕËɯ)Ì×ÚÖÕȮɯ#ȭɯȹƖƔƕƕȺȮɯɁ1ÜÙÈÓɯÛÖÜÙÐÚÔȯɯ ɯÚ×ÐÙÐÛÜÈÓɯÌß×ÌÙÐÌÕÊÌȳɂȮ Annals of tourism research, Vol. 38 

No.1, pp.52-71. 

2ÏÈÞȮɯ2ȭɯ,ȭȮɯ'ÈÝÐÛáȮɯ,ȭɯ$ȭȮɯÈÕËɯ#ÌÓÌÔÌÙÌȮɯ%ȭɯ,ȭɯȹƖƔƔƜȺȮɯɁ(ɯ#ÌÊided to Invest in My Kids' Memories: Family 

5ÈÊÈÛÐÖÕÚȮɯ,ÌÔÖÙÐÌÚȮɯÈÕËɯÛÏÌɯ2ÖÊÐÈÓɯ"ÖÕÚÛÙÜÊÛÐÖÕɯÖÍɯÛÏÌɯ%ÈÔÐÓàɂȮ Tourism Culture & Communication,  Vol. 8 

No.1, pp. 13-26. 

2ÔÈÓÓȮɯ )ȭɯ ȹƕƝƝƝȺȮɯ Ɂ,ÌÔÖÙà-ÞÖÙÒȯɯ  ɯ ÔÌÛÏÖËɯ ÍÖÙɯ ÙÌÚÌÈÙÊÏÐÕÎɯ ÞÖÔÌÕɀÚɯ ÛÖÜÙÐÚÛɯ Ìß×ÌÙÐÌÕÊÌÚɁȮɯ 3ÖÜrism 

Management, Vol. 20 No.1, pp. 25-35. 

2ÔÈÓÓȮɯ)ȭɯȹƖƔƔƜȺȮɯɁ3ÏÌɯÈÉÚÌÕÊÌɯÖÍɯÊÏÐÓËÏÖÖËɯÐÕɯÛÖÜÙÐÚÔɯÚÛÜËÐÌÚɂȭ Annals of Tourism Research, Vol. 35 No.3, pp. 

772-789. 

3ÚÈÐȮɯ2ȭɯȹƖƔƔƙȺȮɯɁ(ÕÛÌÎÙÈÛÌËɯÔÈÙÒÌÛÐÕÎɯÈÚɯÔÈÕÈÎÌÔÌÕÛɯÖÍɯÏÖÓÐÚÛÐÊɯÊÖÕÚÜÔÌÙɯÌß×ÌÙÐÌÕÊÌɂȭɯ!ÜÚÐÕÌÚs Horizons, No 48, 

pp. 431-441. 

5ÖÓÖȮɯ2ȭɯȹƖƔƔƝȺȮɯɁ"ÖÕÊÌ×ÛÜÈÓÐáÐÕÎɯÌß×ÌÙÐÌÕÊÌȯɯÈɯÛÖÜÙÐÚÛɯÉÈÚÌËɯÈ××ÙÖÈÊÏɂȮɯ)ÖÜÙÕÈÓɯÖÍɯ'ÖÚ×ÐÛÈÓÐÛàɯ,ÈÙÒÌÛÐÕÎɯÈÕËɯ

Management, Vol.18 No. 2-3, pp. 111-126. 
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8ÐÕȮɯ"ȭȮɯ/ÖÖÕȮɯ/ȭɯÈÕËɯ2ÜȮɯ)ȭɯȹƖƔƕƛȺȮɯɁ8ÌÚÛÌÙËÈàɯÖÕÊÌɯÔÖÙÌȳɯ ÜÛÖÉÐÖÎÙÈ×ÏÐÊal memory evocation effects on tourists' 

post-ÛÙÈÝÌÓɯ×ÜÙÊÏÈÚÌɯÐÕÛÌÕÛÐÖÕÚɯÛÖÞÈÙËɯËÌÚÛÐÕÈÛÐÖÕɯ×ÙÖËÜÊÛÚɂȮɯ3ÖÜÙÐÚÔɯ,ÈÕÈÎÌÔÌÕÛȮɯ-ÖȭɯƚƕȮɯ××ȭɯƖƚƗ-274. 

6ÈÓËÍÖÎÌÓȮɯ2ȭɯȹƕƝƘƜȺȮɯɁ3ÏÌɯÍÙÌØÜÌÕÊàɯÈÕËɯÈÍÍÌÊÛÐÝÌɯÊÏÈÙÈÊÛÌÙɯÖÍɯÊÏÐÓËÏÖÖËɯÔÌÔÖÙÐÌÚɂȮɯ/ÚàÊÏÖÓÖÎÐÊÈÓɯ,ÖÕÖÎÙÈ×ÏÚȯɯ

General and Applied, Vol. 62 No.4, pp. 1-39. 

6ÈÕÎȮɯ8ȭɯÈÕËɯ%ÌÚÌÕÔÈÐÌÙȮɯ#ȭɯ1ȭɯȹƖƔƔƘȺȮɯɁ3ÖÞÈÙËÚɯÜÕËÌÙÚÛÈÕËÐÕÎɯÔÌÔÉÌÙÚɀɯÎÌÕÌÙÈÓɯ×ÈÙÛÐÊÐ×ÈÛÐÖÕɯÐÕɯÈÕËɯÈÊÛÐÝÌɯ

ÊÖÕÛÙÐÉÜÛÐÖÕɯÛÖɯÈÕɯÖÕÓÐÕÌɯÛÙÈÝÌÓɯÊÖÔÔÜÕÐÛàɂȮɯ3ÖÜÙÐÚÔɯ,ÈÕÈÎÌÔÌÕÛȮɯ5ÖÓȭɯƖƙɯ-ÖȭƚȮɯ××ȭɯƛƔƝɯɬ722. 
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THE INTEGR ATIVE MODEL OF ONLIN E RELATIONSHIP QUALI TY 

Alves, Gisela 1; Machado, Ana 1Ȱɯ5ÌÙõÉȮɯ5ÈÕËÈ2 

1IPAM Porto (European University, Laureate International Universities), Porto, Portugal  
2School of Economics and Management (EEG), University of Minho, Braga, Portugal and Research 

Centre of GOVCOPP, University of Aveiro, Aveiro, Portugal  

ABSTRACT  

Previous studies examined relationship quality and its determinants and dimensions within 

specific contexts, thus creating a highly fragmented view on relationship quality. Th is study 

synthetized these fragments and suggests an overall model of online relationship quality to be 

used as a foundation for future research regardless of the industry, type of the organisation, 

market segment or country. The integrative model of onlin e relationship quality was 

developed highlighting all the previously validated determinates and dimensions of this 

debated concept and listing all possible moderators that can influence relationship quality in 

any type of online contexts. Besides providing  an integrative base for academic researchers in 

the domain of relationship quality, this study offers an online relationship quality matrix for 

business practitioners. This matrix highlights the main connections between determinants and 

dimensions of onli ne relationship quality along with the relative strength of these connections, 

so managers can see clearly the links between antecedents and outcomes, which can assist 

them building sharper customer relationship strategies for online interactions.  

 

Keywords: Relationship quality, online relationship quality, satisfaction, commitment, trust, 

relationship characteristics, website characteristics. 

INTRODUCTION  

(ÕɯÛÖËÈàɀÚɯÍÈÚÛ-paced and highly competitive environment, where customers are looking for instant 

satisfaction and have prompt access to vast number of alternative sellers online, businesses are 

increasingly dependent on strong relationships with their customers to achieve success (Morgan and 

Hunt 1994). The recent evolution of information and communicat ion technologies empowered not 

only customers, but also enabled companies to offer their services and sell their products online 

providing them with a significant competitive advantage over others operating only offline. This 

ÖÕÓÐÕÌɯȿÙÌÝÖÓÜÛÐÖÕɀɯÊÙÌÈÛÌËɯÔÖre opportunities for dynamic interaction between the company and its 

customers, furthermore, it has contributed greatly to reduce the complexity of the transaction and 

created the possibility for increased level of customisation and sophisticated personali sation (Asgari 
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Hamid, Asgari and Mousavipour, 2012). The link between online relationship quality and customer 

loyalty, the ultimate marketing goal (Kotler, Armstrong, Harris and Piercy, 2013), has never been so 

clear (Walsh, Hennig-Thurau, Sassenber and Bornemann, 2009). 

There is substantial literature (e.g. Athanasopoulou, 2009; Brun at al., 2014, 2016; Carr, 2006; Hennig-

Thurau and Klee, 1997; Vieira et al., 2008) on how companies can strengthen their customer relations 

i.e. enhance the relationship quality both in online and in traditional contexts. However, the available 

literature is critically fragmented. Not only there is no consensus on the definition of what relationship 

quality means, and what are its main building blocks, but there is also a fier ce disagreement on what 

are the main factors that shapes it. Athanasopoulou (2009) suggests that this strong disagreement is 

rooted in the fact that relationships quality is highly context specific. This means that a specific 

environment changes the factors that influence relationship quality, and the relative impact of the 

determinants is perceived differently in different an industry, organizational environment, culture or 

in a specific market segment.  Thus, Athanasopoulou (2009) recommends that for acadÌÔÐÊÚȮɯɁÛÏÌɯ

nature of online relationships needs further studying in order to create an established framework for 

ÍÜÛÜÙÌɯÙÌÚÌÈÙÊÏɯÐÕɯÛÏÐÚɯÝÌÙàɯÊÖÔ×ÓÌßɯÍÐÌÓËɂɯȹ×ȭɯƚƔƘȺɯÈÕËɯ5ÐÌÐÙÈȮɯÌÛɯÈÓȭɯȹƖƔƔƜȺɯÈÕËɯ6ÖÖɯÈÕËɯ$ÕÕÌÞɯȹƖƔƔƘȺɯ

add that in order make progress one must first accept a general view of the concept. Following these 

recommendations, this study conceptualizes an integrative model for online relationship quality 

based on the synthesis of the available but highly fragmented literature. This model is suggested as a 

foundation for future research, as it accumulates all the validated determinants and dimensions of 

online relationship quality, and it also incorporates all the possible moderators. Thus, it can be a very 

useful starting point to build on regardless of the specific context studied. 

RELATIONSHIP QUALITY  

The concept of relationship quality has been studied since the 1990s, however there is still no 

consensus among the academics about its conceptualization. Relationship quality is considered as one 

of the pillars of relationship marketing (Gummesson, 2002; Hennig -Thurau, Langer and Hansen, 2001) 

and, it has gained considerable importance as a measure of successful business relationships 

(Palmatier et al., 2006). 

Relationship quality reflects the nature of  the relationship between the company and its customers 

(Hennig -3ÏÜÙÈÜɯÌÛɯÈÓȭȮɯƖƔƔƖȰɯ2ÔÐÛÏȮɯƕƝƝƜȺȭɯ1ÌÓÈÛÐÖÕÚÏÐ×ɯØÜÈÓÐÛàȮɯÈÚɯ×ÌÙɯ"ÙÖÚÉàɯÌÛɯÈÓȭɯȹƕƝƝƔȺȮɯÔÌÈÕÚɯɁÛÏÈÛɯ

the customer is able to rely on the salesperson's integrity and has confidence in the salesperson's 

ÍÜÛÜÙÌɯ×ÌÙÍÖÙÔÈÕÊÌɯÉÌÊÈÜÚÌɯÛÏÌɯÓÌÝÌÓɯÖÍɯ×ÈÚÛɯ×ÌÙÍÖÙÔÈÕÊÌɯÏÈÚɯÉÌÌÕɯÊÖÕÚÐÚÛÌÕÛÓàɯÚÈÛÐÚÍÈÊÛÖÙàɀɯȹ×ȭɯƛƔȺȭɯ

*ÐÔɯ ÈÕËɯ "ÏÈɯ ȹƖƔƔƖȺɯ ÈÙÎÜÌɯ ÛÏÈÛɯ ÙÌÓÈÛÐÖÕÚÏÐ×ɯ ØÜÈÓÐÛàɯ ÙÌÍÌÙÚɯ ÛÖɯ ÛÏÌɯ ÊÜÚÛÖÔÌÙÚɀɯ ×ÌÙÊÌ×ÛÐÖÕÚɯ ÈÕËɯ

evaluations of the service provided, communication and cÖÕËÜÊÛɯÖÍɯÛÏÌɯÊÖÔ×ÈÕàɀÚɯÙÌ×ÙÌÚÌÕÛÈÛÐÝÌȭɯ%ÖÙɯ
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+ÐÜȮɯ+ÐɯÈÕËɯ9ÏÈÕÎɯȹƖƔƕƔȺȮɯÙÌÓÈÛÐÖÕÚÏÐ×ɯØÜÈÓÐÛàɯÐÚɯÛÏÌɯÌßÛÌÕÛɯÖÍɯÛÏÌɯ×ÈÙÛÐÌÚɀɯÞÐÓÓÐÕÎÕÌÚÚɯÛÖɯ×ÜÙÚÜÌɯ

common interests, mutual understanding, reciprocity, loyalty and long -term cooperation. According 

to Keating, Rugimbana and Quazi (2003), relationship quality corresponds to the quality of the 

interactions between the parties (company and its customers), and is viewed as accumulated value of 

the interactions. Crosby et al. (1990) refers to relationship quality as a complex and multidimensional 

construct, as it is can be understood as the total value of a relationship reflecting all the different 

phases, which it passes through (Palmatier et al., 2006). 

By reviewing all the above definitions and descriptions of relatio nship quality, it can be clearly seen, 

there is no consensus regarding the definition of this concept. According to Hennig -Thurau (2000), 

one of the possible reasons for this is that there are several different types of relationships in various 

markets that can be studied and drawn conclusions from. However, the authors do not agree on the 

definition of relationship quality, all of them stress that there are many benefits associated with this 

concept, namely loyalty, collaboration, operational improvement, safety and business continuity 

(Akrout, 2014). 

Dimensions of Relationship Quality  

Relationship quality is a debated concept, it manifests not only in the lack of consensus regarding its 

conceptualization, but also, regarding the definition of the dimension s that build it (Hennig -Thurau et 

al., 2002; Huntley, 2006). For example, according to Dwyer et al. (1987), Crosby et al. (1990), Moorman 

et al. (1992) as well as Wray, Palmer and Bejou (1994), trust and satisfaction are the main domains of 

relationship qu ality. While, Woo and Ennew (2004) and Song, Su and Liu (2012) argue that 

cooperation and the environment are the most relevant aspects of relationship quality. Similarly, 

Rauyruen and Miller (2007) establish that trust, commitment and satisfaction are the  key facades and 

add also the quality of service, but Dorsch et al. (1998) suggest that besides trust, commitment, 

satisfaction, the essential additions are: customer orientation, minimal opportunism and ethical 

profile. Also, Smith (1998), Hennig-Thurau et al. (2002), Ndubisi (2014) and Lai (2014) propose that 

trust, commitment and satisfaction are the main pillars of relationship quality. While, Tsai and Hung 

(2016) exclude commitment and satisfaction and argue that the main dimensions of this concept 

should only be based on trust, that flow from cooperation, adaptation and communication.  

Based on the disagreement above, it can be concluded that the considered dimensions of relationship 

quality are diverse and in essence quite different. Woo and Ennew (2004) reasons that it is because 

there are various definitions of relationship quality, which lead to inconsistency in theorizing 

regarding the constructs that build it. These authors also advocate that the nature of the dimensions of 

relationship quality dep ends on the specific contexts that the relationship is studied, and the different 

contexts provide different set of constructs.  
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Despite of the fact that the list of constructs is grouped in a different way, there seems to be a set of 

dimensions that major ity of the studies consider as building blocks of relationship quality: trust, 

commitment and satisfaction (Athanasopoulou, 2009; Vieira et al., 2008). Building on this notion, this 

study accepts the relevance and foundational nature of trust, commitment a nd satisfaction in studying 

relationship quality, and builds its research on this basis (Table 1). 

Authors  Dimensions of Relationship 

Quality  

 

Dorsh et al. (1998) 

Trust 

Satisfaction  

Commitment  

Customer orientation  

Minimal opportunism  

Ethical conduct 

Smith (1998), Hennig-Thurau et al. (2002), Ulaga and Eggert (2006), Moliner 

ÌÛɯÈÓȭɯȹƖƔƔƛȺȮɯ5ÐÌÐÙÈȮɯÌÛɯÈÓȭɯȹƖƔƔƜȺȮɯ#Ìɯ"ÈÕÕÐöÙÌɯÌÛɯÈÓȭɯȹƖƔƕƔȺȮɯ1ÈÍÐØɯÌÛɯÈÓȭɯȹƖƔƕƗȺȮɯ

Ndubisi (2014), Lai (2014), Athanasopoulou (2009) 

Trust 

Satisfaction  

Commitment  

Dwyer et al.  (1987), Crosby et al. (1990), Moorman et al. (1992), Wray at al. 

(1994) 

Trust 

Satisfaction 

Woo and Ennew (2004), Song at al. (2012) Cooperation  

Environment  

Tsai and Hung (2016) Trust 

 

Rauyruen and Miller (2007)  

Trust 

Satisfaction  

Commitment  

Service quality  

Table 1 - Relationship Quality Dimensions  

Trust 

Trust is generally considered as a fundamental element to develop and maintain long -term 

relationships (Crosby et al., 1990; Dwyer et al., 1987; Palmatier et al., 2006). Trust is critical in a variety 

of relationships, whether interpersonal or inter -institutional, and is an essential factor in determining 

relationship quality (Yu and Chen, 2014).  

According to Bart, Shankar, Sultan and Urban (2005), trust requires the willingness of one of the actors 

in the relationship to accept vulnerability and dependence on the other side, with the expectation that 

they can achieve a particular goal. Aurier and Lanauze (2012) define trust as the belief that the other 

party will behave in such a way that expectation s will be exceeded, interests will be met, and this 

pattern will be maintained in the long run.  



11th Annual Conference of the EuroMed Academy of Business                                                      51 

 

Research Advancements in National and                                       ISSN: 2547-8516 

Global Business Theory and Practice                                                                          ISBN: 978-9963-711-67-3 

The concept of trust encompasses three other important dimensions: honesty, benevolence (the belief 

that the other party in the relationship will show benevole nce in his actions) and competence (the 

ÉÌÓÐÌÍɯÛÏÈÛɯÛÏÌɯÖÛÏÌÙɯÈÊÛÖÙɯÞÐÓÓɯÉÌɯÊÖÔ×ÌÛÌÕÛɯÛÖɯÈÊÛɯÐÕɯÍÈÝÖÜÙɯÖÍɯÛÏÌɯÙÌÓÈÛÐÖÕÚÏÐ×Ⱥɯȹ%àÕÌÚȮɯ!ĶÙÊÈɯÈÕËɯ

Voss, 2005; Moorman et al., 1992; Vidal, 2012).  

Commitment 

Moorman et al. (1992) consider that commitment is essential to maintain a relationship, and it is a key 

factor in pursuing a successful outcome. Dwyer et al. (1987), in line with Palmatier (2008) and Bobot 

(2011), propose that the essence of the commitment is the adoption of a long-term orientation that 

accepts to make short-term sacrifices for long-term benefits. Hennig -Thurau and Klee (1997) describe 

this concept of commitment as a long-term customer orientation adopted on an on -going basis, and 

grounded in an emotional bond and the belief that remaining in the relationship would produce 

greater net benefits than ending it. Roberts et al. (2003) considers that compromise is the main 

dimension that distinguishes successful relationships from failures, since it is through the compromise 

that the parties solve the problems of the relationship. Compromise is when one party in the 

relationship is willing to make extra effort and sacrifice certain personal benefits to maintain the 

relationship. Thus, committed stakeholders are the most tolerant towards each other (Sun, 2010). 

Satisfaction 

This dimension of relationship quality represents the emotional perspective of the relationship 

ȹ/ÈÓÔÈÛÐÌÙɯÌÛɯÈÓȭȮɯƖƔƔƚȺɯÈÕËȮɯÈÊÊÖÙËÐÕÎɯÛÖɯ ÒÙÖÜÛɯȹƖƔƕƘȺȮɯÐÛɯÊÈÕÕÖÛɯɁÍÜÕÊÛÐÖÕɂɯÐÕɯÛÏÌɯÈÉÚÌÕÊÌɯÖÍɯÛÏÌɯ

remaining dimensions (trust and com mitment) in building loyalty and lasting relationship 

(Bettencourt, 1997). 

The conceptualization of satisfaction has been widely and fiercely discussed (Hennig-Thurau et al., 

2002), but generally refers to the post-purchase process and it is based on the ÊÖÕÚÜÔÌÙÚɀɯÌÝÈÓÜÈÛÐÖÕɯÖÍɯ

the performance of the acquired product/service. For Crosby et al. (1990) and Dwyer et al. (1987) this 

concept represents a positive affective/emotional evaluation based on the overall assessment of the 

performance of the other party in the relationship. So, satisfaction can be described as the sum of the 

positive and negative outcomes of the relationship. Roberts, Varki and Brodie (2003) stresses the 

cognitive aspect of this concept, arguing that satisfaction is a cognitive assessment, based on the 

personal experience of each of the parties regarding all the events occurred in the relationship. So, the 

relevance of satisfaction within the framework of relationship quality is based on the notion that it 

offers a summary assessment of past interactions between the parties, and this summary projects 

expectations for the future interactions; thus, in total, it provides a general evaluation of the 

relationship (Crosby et al., 1990; Roberts et al., 2003). 

Determinants of Relationship Quali ty 
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Vieira et al. (2008) proposed a conceptual model of relationship quality based on their review of 

relationship quality literature. The conceptual model displays four determinant factors (antecedents) 

of relationship quality: mutual goals, communication,  domain expertise, and relational value, as 

ËÌÌÔÌËɯÛÏÌɯÔÖÚÛɯÐÔ×ÖÙÛÈÕÛɯÉÜÛɯɁÈËËÐÛÐÖÕÈÓɯËÌÛÌÙÔÐÕÈÕÛÚɯÔÈàɯÕÌÌËɯÛÖɯÉÌɯÐÕÊÓÜËÌËɯÐÕɯÖÙËÌÙɯÛÖɯÊÖ×Ìɯ

ÞÐÛÏɯÛÏÌɯÊÖÕÛÌßÛɯÚ×ÌÊÐÍÐÊÐÛàɯÖÍɯÙÌÓÈÛÐÖÕÚÏÐ×ɯØÜÈÓÐÛàɂɯȹ×ȭɯƖƜƔȺȭ 

The concept of mutual goals was originally defined b y Wilson (1995) as the degree to which parties 

share goals that can only be achieved through joint action and maintenance of the relationship. The 

existence of goal congruity offers the right conditions for both parties to benefit from participating in a 

relationship (McQuiston, 2001). This concept of mutual goals prompts the development of trust and, 

consequently, increases satisfaction with the relationship (Vieira et al., 2008). 

Communication is next factor driving relationship quality. It has been considered the most basic 

activity during the exchange relationship, and essential to establish interaction between the parties 

involved (Williams et al. 1990). Effective communication enhances trust , and so, plays a crucial role in 

influencing relationship qua lity (Crosby et al., 1990; Lagace, Dahlstrom and Gassenheimer, 1991; 

Morgan and Hunt 1994; Parsons, 2002).  

.ÛÏÌÙɯÔÖÚÛɯÊÖÔÔÖÕÓàɯÜÚÌËɯËÙÐÝÌÙɯÖÍɯÙÌÓÈÛÐÖÕÚÏÐ×ɯØÜÈÓÐÛàɯÐÚɯÛÏÌɯÚÈÓÌÚ×ÌÙÚÖÕɀÚɯËÖÔÈÐÕɯÌß×ÌÙÛÐÚÌɯ

(Crosby et al. 1990; Lagace et al. 1991; Parsons 2002)ȭɯ(ÛɯÐÚɯËÌÍÐÕÌËɯÈÚɯÛÏÌɯÊÜÚÛÖÔÌÙɀÚɯ×ÌÙÊÌ×ÛÐÖÕɯÖÍɯÛÏÌɯ

ÚÈÓÌÚ×ÌÙÚÖÕɀÚɯÓÌÝÌÓɯÖÍɯÛÌÊÏÕÐÊÈÓɯÒÕÖÞÓÌËÎÌɯÈÕËɯÏÐÚɯÈÉÐÓÐÛàɯÛÖɯËÌÔÖÕÚÛÙÈÛÌɯÚÜÊÏɯÒÕÖÞÓÌËÎÌ (Crosby et 

al. al., 1990; Parsons, 2002). Empirical research has shown that knowledgeable salespeople are more 

like ly to engender trust in their customers and more effectively meet customer needs, which suggests 

that expertise influences relationship quality (Parsons, 2002). 

Finally, relational value is also another key element in determining relationship quality. Relational 

ÝÈÓÜÌɯÙÌÍÌÙÚɯÛÖɯÛÏÌɯ×ÈÙÛàɀÚɯÌß×ÌÊÛÌËɯÕÌÛɯÉÌÕÌÍÐÛÚɯÍÙÖÔɯÈɯÙÌÓÈÛÐÖÕÚÏÐ× (Dwyer et al., 1987), balancing 

relational benefits and sacrifices (Gronroos, 2000). According to Hennig -Thurau et al. (2002) and 

Morgan and Hunt (1994), the parties stay in relationships as long as there are expectations of receiving 

the promised benefits, which  are not only economical but also social benefits (Hennig-Thurau et al., 

2002). Empirical work confirms that relationship -specific investment leads to greater commitment 

(Palmatier et al. 2007).  

Links Between the Determinants and the Dimensions of Relationship Quality  

The below matrix displays the specific links between the determinants (antecedents) and the 

dimensions of relationship quality (Table 2), provid ing a snap-shot view of what dimensions of the 

relationship can each influencing factor improve. These interconnections, while provide valuable 

insight for academia, give a very practical guideline for practitioners on how to enhance and in some 

cases recover relationship quality with customers.  
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 Dimensions of Relationship Quality   

Determinants of Relationship 

Quality*  

  Trust Satisfaction Commitmen

t 

Mutual Goals  P+ P-   

Communication  P P   

Domain Expertise P     

Relational Value     P 

* positive (P), strongly positive (P+), slightly or indirectly positive (P -) 

Table 2 - Influence of the determinants (antecedents) of relationship quality on the dimensions of 

relationship quality in the traditional (face -to-face) setting  

ONLINE RELATIONSHIP QUALITY  

Online relationship quality is an integrative and multidimensional concept just as relationship quality 

in the offline context (Brun, Rajaobelina and Ricard, 2014). Asgari et al. (2012) also conceptualise 

online relationship quality in the same way as off line relationship quality, however, Vieira et al. (2008) 

argue that the determinants of online relationship quality are fewer than that in the offline context, 

comprising of communication, transactional and relational functions only. The communication 

function refers to the interactions between the online company and its customer. This function has a 

prominent role in the online context due to the recent technological advancements, as it created more 

opportunities for customer -company contact (Asgari et al., 2012). From transactional point of view, 

Asgari et al. (2012) suggest that several factors influence relationship quality from the accessibility, 

security and design of the website, through the content available on the website, to the complexity of 

the purchase. While the relational function encompasses online service quality and the level of 

personalise ability of the website (Asgari et al., 2012). Taking these research findings into 

consideration, online and offline relationships are quite distinct, mai nly due to physical distance and 

the different media used, however, the main principles of relationship marketing, in particular, 

relationship quality, can and should be taken and applied from the offline to online context (Ching 

and Ellis, 2006). 

Dimensio ns of Online Relationship Quality  

Just as in offline context, online relationship quality is also comprised of several dimensions (Asgari, 

et al., 2012; Rafiq et al., 2013). While, Asgari, et al. (2012) suggest that online relationship quality 

consists of only online satisfaction (e-satisfaction) and trust (e-trust), Walsh et al. (2009), Rafiq et al. 

(2013), Aggarwal and Bhardwaj (2016) as well as Vize, Coughlan, Keneedy and Ellis-Chadwick (2016) 

argue that the dimensions of relationship quality match in bo th online and offline environments, 
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namely, trust, commitment and satisfaction. Walsh et al. (2009), clarify this contradiction by 

suggesting that the difference between online and offline relationship quality, their relevance and 

impact is rooted in the fÈÊÛɯ ÛÏÈÛɯ ÛÏÌɯ ÐÕÛÌÙÈÊÛÐÖÕɯ ÉÌÛÞÌÌÕɯ ÛÏÌɯ ÊÜÚÛÖÔÌÙɯ ÈÕËɯ ÛÏÌɯ ÊÖÔ×ÈÕàɀÚɯ

representative happens in two different environments.  

E-trust 

E-trust is described as the level of trust and conviction that a customer has regarding the success of the 

online purchase (Ribbink, Riel, Liljander and Streukens, 2004). E-trust is a particularly relevant 

dimension of relationship quality in the online co ntext, where customers increasingly rely on the 

Internet for information and purchase, and online contact increasingly contributes to customer loyalty 

(Shankar, Smith and Rangaswamy, 2003).  

According to Bart, et al. (2005), trust in the offline context di ffers considerably from trust in the online 

context, as the latter relies solely on the online website through the use of technology. However, these 

authors also suggest that the interaction between a customer and a website is similar to the personal 

interaction in a physical store, as trust is developed based on the interaction with the company 

representative in the former case and with website in the online setting. Also, similarly to the offline 

environment, e-trust is established based on a set of customer perceptions compared to customer 

expectations about the website. Alike Bart, et al. (2005), Mukherjee and Nath (2007) also consider the 

concept of trust being different in the two different environments, and point out several aspects 

justifying this di fference, e.g., the absence of human contact; the physical distance between the actors 

(costumer and seller) and between the customer and the product. Li, Jiang and Wu (2014) too supports 

that this dimension of relationship quality is more relevant in the online environment than offline, as 

consumers perceive more inherent risks in online purchase, and associate these risks with the lack of 

physical contact with both the product(s) and the seller(s).  

Brun et al., (2014) conceptualize online trust based on the three dimensions of competence (the 

ÐÕËÐÝÐËÜÈÓɀÚɯ×ÌÙÊÌ×ÛÐÖÕɯÖÍɯÛÏÌɯ×ÈÙÛÕÌÙɀÚɯÚÒÐÓÓÚɯÈÕËɯÈÉÐÓÐÛÐÌÚȺȮɯÐÕÛÌÎÙÐÛàɯȹÛÏÌɯÉÌÓÐÌÍɯÛÏÈÛɯÛÏÌɯÛÙÜÚÛÌËɯ×ÈÙÛàɯ

adheres to accepted rules of conduct, such as honesty and keeping promises) and benevolence 

(seeking joint gÈÐÕÚɯÈÕËɯÉÌÐÕÎɯÊÖÕÊÌÙÕÌËɯÈÉÖÜÛɯÛÏÌɯÖÛÏÌÙɀÚɯÞÌÓÍÈÙÌȺȭ 

E-commitment 

E-commitment has not been considered as relevant in the online setting as it has been for the offline 

context (Brun et al., 2016), however, Chung and Shin (2010) highlight the importance of e-commitment 

in both environments.  

Ching and Ellis (2006) also support the relevance of e-commitment in the online settings by arguing 

that online customers are less likely to develop loyalty to the company or the brand due to the high 

anonymity as well as physical and social distance between the parties involved in the purchase 
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process. Therefore, the strong sense of commitment is essential for developing and maintaining online 

relationships (Brun et al., 2016). 

"ÖÔÔÐÛÔÌÕÛɯ ÙÌ×ÙÌÚÌÕÛÚɯ ɁÛÏÌɯ ÊÖÕÚÜÔÌÙɀÚɯ ×ÚàÊÏÖlogical attachment toward the online service 

provider, along with his/her willingness to maintain the customer -ÍÐÙÔɯÙÌÓÈÛÐÖÕÚÏÐ×ɂɯȹ+ÐÈÕÎɯÈÕËɯ"ÏÌÕȮɯ

2009, p. 222). In the offline context, commitment is conceptualized as having three dimensions: 

affective, calculative and normative, while majority of the studies examining online settings usually 

focus only on the first two (Brun et al., 2014). However, to ensure the full complexity of commitment 

in online relationship quality, the three dimensions of affective  commitment, normative commitment 

and calculative (or continuance) commitment should be taken into account (Brun et al., 2014). 

Affective commitment represents the psychological bond that emerges from favourable feelings 

toward a firm (Gruen et al., 2000), and develops because the consumer identifies with the company 

ÈÕËɯÓÐÒÌÚɯÛÏÌɯÊÖÔ×ÈÕàɀÚɯÞÌÉɯÚÐÛÌɯȹMeyer and Herscovitch, 2001). Calculative commitment results 

from a rational and economic calculation (Meyer and Herscovitch, 2001), like it may be difficult f or 

ÊÜÚÛÖÔÌÙÚɯÛÖɯÚÛÖ×ɯÜÚÐÕÎɯÈɯÊÖÔ×ÈÕàɀÚɯÞÌÉɯÚÐÛÌɯÉÌÊÈÜÚÌȮɯÍÖÙɯÌßÈÔ×ÓÌȮɯÛÏÌàɯÏÈÝÌɯÐÕÝÌÚÛÌËɯÏÌÈÝÐÓàɯÐÕɯÐÛÚɯ

use or there are no better alternatives available (Brun et al., 2014). Normative commitment is 

demonstrated through behaviours rising from a sense of obligation (Gruen et al., 2000), like customers 

ÔÈàɯÍÌÌÓɯÈÕɯÖÉÓÐÎÈÛÐÖÕɯÛÖɯÊÖÕÛÐÕÜÌɯÜÚÐÕÎɯÈɯÊÖÔ×ÈÕàɀÚɯÞÌÉɯÚÐÛÌɯÉÌÊÈÜÚÌɯÖÍɯÛÏÌɯÉÌÕÌÍÐÛÚɯ×ÙÌÝÐÖÜÚÓàɯ

received (Brun et al., 2014).  

E-satisfaction 

Evanschitzky, Iyer, Hesse and Ahlert (2004) as well as Szymanski and Hise (2000) suggest that e-

satisfaction manifests when clients compare the experience of the online service with offline service 

provision. Anderson and Srinivasan (2003) define e-satisfaction as customer contentment with the 

purchase experience at a particular online company. According to McKinney et al. (2002) and 

Sanchez-Franco (2009), e-satisfaction is associated with the characteristics of the website as the 

customers perceive it, because there is no other contact point in the online environment.  Shankar, 

Smith and Rangaswamy (2003) have found that the service encounter satisfaction is not statistically 

different online versus offline, however, overall satisfaction (the cumulative effect of a set of discrete 

service encounters or transactions with the service provider over a period of time) is higher online 

than offline. These authors also list the main determinants of customer satisfaction offline, such as ease 

of obtaining information, frequency of use, service performance and prior experience. Based on their 

research findings Shankar, Smith and Rangaswamy (2003) suggest that in the online setting 

satisfaction is influences, besides the actual service received, ease of obtaining information has a 

stronger positive effect on overall satisfaction onlin e than offline; frequency of use has a lesser 

negative effect on overall satisfaction online than offline; and the depth of information at the website 
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increases service encounter satisfaction, and from there contributes to overall satisfaction with the 

onl ine service provider.  

Determinants of Online Relationship Quality  

Brun, Rajaobelina and Ricard (2016) argue that there are several factors that contribute to online 

relationship quality, and that these factors can be divided into relational characteristics  and website 

characteristics. Relational characteristics resemble the factors of the offline context, which also 

coincide with and influence the online context (Ching and Ellis, 2006). Website characteristics are 

composed of factors derived exclusively fro m the online environment (Chung and Shin, 2010). 

Brun et al. (2016) suggest that relational characteristics that promote online relationship quality are 

communication, conflicts, and the perceived benefits of the relationship. With regards to the 

characteristics of the website, Brun et al. (2016) have identified convenience, website design, 

information quality, ease of use, and security/privacy as the most relevant factors contributing to 

online relationship quality (Table 3).  

Relational Characteristics 

Communication  It influences positively the dimensions of online relationship quality, namely online 

trust (Mukherjee and Nath, 2007) and online satisfaction (Chung and Shin) and also 

has a positive impact on offline commitment (Palmatier et al., 2006). Alt hough not 

very significant in its overall positive impact, it exerts significant positive impact on 

online relationship quality for women (Brun et al., 2016).  

Conflict  It negatively influences all dimensions (Palmatier et al., 2006). 

Perceived 

Benefits of 

Relationship 

It influences positively the three dimensions of online relationship quality: trust, 

commitment and satisfaction (Palmatier et al., 2006). 

Website Characteristics 

Convenience It positively influences trust and commitment, in online context  Toufaily and 

Perrien, 2006). While it contributes to overall online relationship quality, it is found 

to be the least important antecedent of it (Brun et al., 2016). 

Website design It directly influences satisfaction, in an online context, but indirectly  also has an 

impact on trust and commitment (Chung and Shin, 2010). 

Quality of 

Information 

(depth of 

information)  

It influences trust (Ladhari and Leclerc, 2013), commitment (Bauer, Grether, and 

Leach, 2002) and satisfaction (Ladhari and Leclerc, 2013) in online context. The 

depth of information at the website increases service encounter satisfaction, which 

increases overall satisfaction (Shankar et al., 2003). 

Ease of Use It is the most important antecedent of online relationship quality (Brun et al., 20 16). 

It influences positively online satisfaction (Casalo, Flavian, and Guinaliu, 2008), 

online trust (Flavian, Guinaliu, and Gurrea, 2006) and, despite the lower intensity, 
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online commitment (Brun et al., 2016). Ease of obtaining information has a stronger 

effect on overall satisfaction (Shankar et al., 2003). 

Security/privacy  It directly influences satisfaction, in an online context, but indirectly also has an 

impact on online trust and online commitment (Chung and Shin, 2010).  

Table 3 ɬ Determinants of  online relationship quality  

According Brun et al. (2016), website characteristics are more important for developing enduring 

online relationships than the relationship characteristics, because there is no physical contact during 

the online experience, so ÛÏÌɯÊÜÚÛÖÔÌÙɯÙÌÓÐÌÚɯÖÕÓàɯÖÕɯÛÏÌɯÞÌÉÚÐÛÌɀÚɯÐÕÍÖÙÔÈÛÐÖÕɯÊÖÕÛÌÕÛȮɯÚàÚÛÌÔɯËÌÚÐÎÕȮɯ

and technology quality (McKinney, Yoon, and Zahedi, 2002). However, all of these factors, whether 

they are part of the website's feature set or relational characteristics, influence the dimensions of 

relationship quality and so, can be considered as antecedents of it (Brun et al., 2016). The ease of use, 

website design and security/privacy have the greatest total impact on online relationship quality, 

while perceived benefits, conflict, convenience and communication have the least impact on the 

overall relationship quality (Brun et al., 2016).  

Links Between the Determinants and the Dimensions of Online Relationship Quality  

The below matrix (Table 4) displays the impact that each determinant of online relationship quality 

has on each dimension: e-trust, e-satisfaction and e-commitment. Thus, it provides a practical guide 

on cause-effect correlations within online customer relationships.  

 Dimensions of Online Relationship Quality  

  E-Trust E-Satisfaction E-Commitment  

Relational Determinant of Online Relationship Quality  

Communication  P P P 

Conflict  N+ N+ N+ 

Perceived Benefits of 

Relationship 

P P P 

Website-related Determinant of Online Relationship Quality  

Convenience P P- P 

Website design P- P+ P- 

Quality of Information  P P+ P 

Ease of Use P+ P+ P- 

Security/privacy  P- P+ P- 

*negative (N), strongly negative (N+), positive (P), strongly positive (P+), slightly or indirectly positive 

(P-) 

Table 4 - Influence of the determinants on the dimensions of relationship quality in the online 

environment  
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Moderators of Online Relationship Quality  

Athanasopoulou (2009) found in her literature review on relationship quality that only a fraction of 

the studies (4 out of 47) incorporate moderating variables, however their impact can be significant.  

Gender is highlighted as one of the most impactful mo derator, since males and females tend to differ 

in relationship quality perceptions and in the types of antecedents that influence these perceptions 

(Athanasopoulou, 2009). Ease of use, the most important antecedent of online relationship quality, is 

parti cularly critical for women, and communication has significant positive impact on online 

relationship quality among women (Brun et al., 2016).  

Also, the age of the customers as moderator of relationship quality found to be relevant by Obal and 

Kunz (2013) advocating for significant difference between Generation Y and Baby Boomers in terms of 

e-trust and how it built. Brun et al., (2016) discovered that the impact of perceived relationship 

benefits is stronger for Generation Y than for Baby Boomers, and security/privacy is not significant for 

Generation Y, but it is for Baby Boomers. 

Product importance and in general the industry context may also moderate the links within the 

relationship quality model especially, for example, when the supplied product is cri tical for the 

production of the end product, or when accurate service delivery is critical for the customer such as in 

medical or legal services (Athanasopoulou, 2009). In the comparison of three different industries 

&ĞÔÌáȮɯ&ÖÕáâÓÌá-#ąÈá, ,ÈÙÛąÕ-Consuegra and Molina (2017) also conclude that the main benefits 

perceived of relationship quality is specific regarding different services.  

The influence of national culture on cross-national buyer -seller relationship has already been 

identified a s a critical (Dash, Bruning and Guin, 2006). High mutual and symmetric interdependence 

in a buyer-seller relationship is a crucial factor in building trust and commitment (e.g. Kumar et al., 

1995; Geysken et al., 1996), but culture-determined power distanc e moderates this interdependence, 

and from there affects relationship quality (Dash, Bruning and Guin, 2006).  

The most important moderator, however, according to Athanasopoulou (2009), is the age of the 

relationship, because relationship quality changes wi th time and as it ripens it can possibly turn to 

loyalty.  

Proposed Conceptual Model  

The literature on the determinants and dimensions of online relationship quality is fragmented 

focusing only some specific links between the determinants and the dimension of relationship quality. 

Also, hardly any of the studies incorporate the moderators of relationship quality, which found to 

have significant influence on the overall perception of online relationship quality (Athanasopoulou, 

2009; Brun et al, 2016). Furthermore, none of the studies considered multiple moderators and their 

individual effect on the dimensions on relationship quality. So, this study puts the pieces together and 
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conceptualizes an integrative online relationship quality model that considers not only previously 

verified determinants and dimensions of online relationship quality, but also an informed list of 

moderators that can influence it in the online context. The aim is to advance both academic research in 

online relationship quality domain, an d to offer valuable insight for business professionals providing 

online services to better care for their customers in this digital age increasing their satisfaction, trust 

and commitment and ultimately gaining their loyalty.  

 

Figure 1 ɬ Integrative onlin e relationship quality model  

CONCLUSION  

This study proposed an inclusive relationship quality model for the online context built from the 

fragmented previous literature, where there is hardly any consensus about the definition of 

relationship quality never theless their antecedents, building blocks and moderators. The proposed 

conceptual model is a generic display of the links and cause-effect affiliations of online relationship 

quality synthesized from different industries, countries and various market segm ents. Following 

 ÛÏÈÕÈÚÖ×ÖÜÓÖÜɀÚɯȹƖƔƔƝȺɯÊÖÕÊÓÜÚÐÖÕɯÛÏÈÛɯÛÏÌɯÓÐÚÛɯÖÍɯÝÈÙÐÈÉÓÌÚɯÖÍɯÙÌÓÈÛÐÖÕÚÏÐ×ɯØÜÈÓÐÛàɯȹËÌÛÌÙÔÐÕÈÕÛÚȮɯ

dimensions and moderators) is always context-specific, or building on the findings of this study that 

the variables of relationship quality  are significantly different in online and in traditional contexts 

(Table 1 - 4) the proposed model (Figure 1) is suggested to be considered for future research as a 

foundation, and modified based on the specific nature of the context studied. It is expect ed to be 

significantly different in various business contexts (B2B or B2C), in various industries and regarding 

specific services/products as well as in different cultural environment.  

However, there are vast differences in the determinants and list of mo derators that influence 

relationship quality, it seems accepted by the majority of the researchers (Table 1) that the core 


































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































