E-COMMERCE, ISAAC et VOLLE, 2011
REFERENCES COMPLEMENTAIRES DU CHAPITRE 8

Awad N. F. et Ragowsky A. (2008), « Establishing trust in electronic commerce through online word of
mouth: An examination across genders », Journal of Management Information Systems, vol. 24, n°4, pp.
101-121.

Baraglia R. et Silvestri F. (2007), « Dynamic personalization of web sites without user intervention »,
Communications of the ACM, vol. 50, n°2, pp. 63-67.

Bock G.-W., Lee S.-Y.T. et Li H.Y. (2007), « Price comparison and price dispersion: Products and
retailers at different Internet maturity stages », International Journal of Electronic Commerce, vol. 11,
n°4, pp. 101-124.

Chiou-Wei S.-Z. et Inman J.J. (2008), « Do shoppers like electronic coupons?: A panel data analysis »,
Journal of Retailing, vol. 84, n°3, pp. 297-307.

Clemons E. K. et Gao G. (2008), « Consumer informedness and diverse consumer purchasing behaviors:
Traditional mass-Market, trading down, and trading out into the long tail », Electronic Commerce
Research and Applications, vol. 7, n°1, pp. 3-17.

Cotte J., Chowdhury T.G. et Ratneshwar S. et Ricci L.M. (2006), « Pleasure or utility? Time planning
style and web usage behaviors », Journal of Interactive Marketing, vol. 20, n°1, pp. 45-57.

Dellaert B.G.C. et Dabholkar P.A. (2009), « Increasing the attractiveness of mass customization: The
role of complementary on-line services and range of options », International Journal of Electronic
Commerce, vol. 13, n°3, pp. 43-70.

Fiore A.M., Kim J. et Lee H.H. (2005), « Effect of image interactivity technology on consumer
responses toward the online retailer », Journal of Interactive Marketing, vol. 19, n°3, pp. 38-53.

Gupta P., Yadav M.S. et Varadrajan R. (2009), « How task-facilitative interactive tools foster buyers'
trust in online retailers: A process view of trust development in the electronic marketplace », Journal of
Retailing, vol. 85, n°2, pp. 159-176.

Halbl G. et Trifts V. (2000), « Consumer decision making in online shopping environments: The effects
of interactive decision aids », Marketing Science, vol. 19, n°1, pp. 4-21.

Hauser J.R., Urban G.L. et Liberali G. et Braun M. (2009), « Website morphing », Marketing Science,
vol. 28, n°2, pp. 202-223.

Holzwarth M., Janiszewski C. et Neumann M.M. (2006), « The influence of avatars on online consumer
shopping behavior », Journal of Marketing, vol. 70, n°4, pp. 19-36.

Huang P., Lurie N.H. et Mitra S. (2009), « Searching for experience on the web: An empirical
examination of consumer behavior for search and experience goods », Journal of Marketing, vol. 73,
n°2, pp. 55-69.

Kalika M. et Bourliataux-Lajoinie S. (2001), « L'analyse des comportements de navigation sur un site
marchand », Recherche et Applications en Marketing, vol. 16, n°2, pp. 76-86.



Keeling K., McGoldrick P. et Beatty S. (2010), « Avatars as salespeople: Communication style, trust,
and intentions », Journal of Business Research, vol. 63, n°8, pp. 793-800.

Kocas C. et Bohlmann J.D. (2008), « Segmented switchers and retailer pricing strategies », Journal of
Marketing, vol. 72, n°3, pp. 124-142.

Kukar-Kinney M. et Close A.G. (2010), « The determinants of consumers' online shopping cart
abandonment », Journal of the Academy of Marketing Science, vol. 38, n°2, pp. 240-250.

Kukar-Kinney M. et Grewal D. (2007), « Comparison of consumer reactions to price-matching
guarantees in Internet and bricks-and-mortar retail environments », Journal of the Academy of
Marketing Science, vol. 35, n°2, pp. 197-207.

Lee, J., Park D.-H. et Han I. (2008), « The effect of negative online consumer reviews on product
attitude: An information processing view », Electronic Commerce Research & Applications, vol. 7, n°3,
pp. 341-352.

Lewis M. (2006), « The effect of shipping fees on customer acquisition, customer retention, and
purchase quantities », Journal of Retailing, vol. 82, n°1, pp. 13-23.

Lowry P.B., Vance A. et al. (2008), « Explaining and predicting the impact of branding alliances and
Web site quality on initial consumer trust of e-commerce web sites », Journal of Management
Information Systems, vol. 24, n°4, pp. 199-224.

Mathwick C., Wagner J. et Unni R. (2010), « Computer-mediated customization tendency (CMCT) and
the adaptive e-service experience », Journal of Retailing, vol. 86, n°1, pp. 11-21.

Mitra D. et Fay S. (2010), « Managing service expectations in online markets: A signaling theory of e-
tailer pricing and empirical tests », Journal of Retailing, vol. 86, n°2, pp. 184-199.

Moe W.W. (2006), « A field experiment to assess the interruption effect of pop-up promotions »,
Journal of Interactive Marketing, vol. 20, n°1, pp. 34-44.

Park D.-H., Lee J. et Han 1. (2007), « The effect of on-line consumer reviews on consumer purchasing
intention: The moderating role of involvement », International Journal of Electronic Commerce, vol.
11, n°4, pp. 125-148.

Park, J., Lennon S.J. et Stoel L. (2005), « On-line product presentation: effects on mood, perceived risk,
and purchase intention », Psychology & Marketing, vol. 22, n°9, pp. 695-719.

Pavlou P.A., Liang H. et Yajiong X. (2007), « Understanding and mitigating uncertainty in online
exchange relationships: A principal-agent perspective », MIS Quarterly, vol. 31, n°1, pp. 105-136.

Poddar A., Donthu N. et Wei Y. (2009), « Web site customer orientations, web site quality, and
purchase intentions: The role of web site personality », Journal of Business Research, vol. 62, pp. 441-
450.

Ratchford B. T. (2009), « Online pricing: Review and directions for research », Journal of Interactive
Marketing, vol. 23, n°1, pp. 82-90.

Riegner C. (2007), « Word of mouth on the web: The impact of web 2.0 on consumer purchase
decisions », Journal of Advertising Research, vol. 47, n°4, pp. 436-447.

Senecal S. et Nantel J. (2004), « The influence of online product recommendations on consumers’
online choices », Journal of Retailing, vol. 80, pp. 159-169.



Steenkamp J.-B.E.M. et Geyskens 1. (2006), « How country characteristics affect the perceived value of
web sites », Journal of Marketing, vol. 70, n°3, pp. 136-150.

Stenger T. (2008), « Les processus de décision d'achat de vin par Internet : entre recherche d'information
et prescription en ligne », Décisions Marketing, vol. 49, pp. 59-70.

Suri R., Swaminathan S. et Monroe K.B. (2004), « Price communications in online and print coupons:
An empirical investigation », Journal of Interactive Marketing, vol. 18, n°4, pp. 74-86.

Tam K.Y. et Ho S.Y. (2006), « Understanding the impact of web personalization on user information
processing and decisions outcomes », MIS Quarterly, vol. 30, n°4, pp. 865-890.

Xia L. et Monroe K.B. (2004), « Price partitioning on the Internet », Journal of Interactive Marketing,
vol. 18, n°4, pp. 63-73.

Xiao B. et Benbasat I. (2007), « E-commerce product recommandation agents: Use, characteristics, and
impact », MIS Quarterly, vol. 31, n°1, pp.137-209.

Yang S.-C., Hung W.-C. et Sung K. et Farn C.-K. (2006), « Investigating initial trust toward e-tailers
from the elaboration likelihood model perspective », Psychology & Marketing, vol. 23, n°5, pp. 429-
445,

Zhu F. et Zhang X. (2010), « Impact of online consumer reviews on sales: The moderating role of
product and consumer characteristics », Journal of Marketing, vol. 74, n°2, pp. 133-148



