
E-COMMERCE, ISAAC et VOLLE, 2011 

REFERENCES COMPLEMENTAIRES DU CHAPITRE 10 

 

Balabanis G., Reynolds N. et Simintiras A. (2006), « Bases of e-store loyalty: Perceived switching 

barriers and satisfaction », Journal of Business Research, vol. 59, n°2, pp. 214. 

Caruana A. et Ewing M.T. (2010), « How corporate reputation, quality, and value influence online 

loyalty », Journal of Business Research, vol. 63, n°9-10, pp. 1103-1110. 

Chaibi L. (2007), Internet marketing - Conquérir, promouvoir, vendre et fidéliser, Paris, Electronic 

Business Group, Elenbi Editeur. 

Kumar V. (2010), « A customer lifetime value-based approach to marketing in the multichannel, 

multimedia retailing environment », Journal of Interactive Marketing, vol. 24, n°2, pp. 71-85. 

Park I., Bhatnagar A. et Rao H.R. (2010), « Assurance seals, on-line customer satisfaction, and 

repurchase intention », International Journal of Electronic Commerce, vol. 14, n°3, pp. 11-34. 

Pizzutti C. et Fernandes D. (2010), « Effect of recovery efforts on consumer trust and loyalty in e-tail: A 

contingency model », International Journal of Electronic Commerce, vol. 14, n°4, pp. 127-160. 

Spaulding T.J. (2010), « How can virtual communities create value for business? », Electronic 

Commerce Research & Applications, vol. 9, n°1, pp. 38-49. 

Steenkamp J.-B.E.M. et Geyskens I. (2006), « How country characteristics affect the perceived value of 

web sites », Journal of Marketing, vol. 70, n°3, pp. 136-150. 


