List of References

Achrol, R. (1991). Evolution of the marketing organization: new forms for turbulent
environments. Journal of Marketing, 55 (4), 77-93.

Ancarani, F., Jacob, F., & Jallat, F. (2009). Cross-country analysis of price levels and
dispersion in online and offline environments: an empirica analysis in France and
Germany. Journal of Product & Brand Management, 18 (7), 497-505.

Andaleeb, S. (1992). The trust concept: research issues for channels of distribution in
Sheth, J.N. (Ed.), Research in Marketing, 11. Greenwich: JAI Press.

Anderson, E., & Mittal, V. (2000). Strengthening the satisfaction-profit chain. Journal of
Service Research, 3 (2), 107-20.

Ba, S., & Pavlou, P. (2002). Evidence of the effect of trust building technology in
electronic markets: price premiums and buyer behaviour . MIS Quarterly, 26 (3), 1-26.

Bachler, D. S. (2004). Building brand loyalty through individual stock ownership.
Journal of Product and Brand Managment, 13 (7), 488-497.

Ballester, E. D., & Aleman, J. (2005). Does brand trust matter to brand equity. Journal of
product and brand management, 14 (3), 187-196.

Beatty, S., & Ferrell, E. (1998). Impulse buying: modeling its precursors. Journal of
Retailing, 74 (2), 169-192.

Becerra, E. P., & Korgaonkar, P. K. (2011). Effects of trust beliefs on consumers' online
intentions. European Journal of Marketing, 45 (6), 936 - 962.

Binninger, A. (2008). Exploring the relationships between retail brands and consumer
store loyalty. International Journal of Retail and Distribution Managment, 36 (2), 94-
110.

Biswas, D., & Burman, B. (2009). The effects of product digitalization and price
dispersion on search intentions in offline versus online settings: the mediating effects of
perceived risks. Journal of Product & Brand Managemen, 18 (7), 477— 486.

Blackston, M. (1992). Observations: building brand equity by managing the brand’s
relationships. Journal of Advertising Research, 32, 79—-83.

Bogozzi, R., & Yi, Y. (1988). On the evaluation of structural equation model. Journal of
Academy of Marketing Science, 16 (1), 74-94.

Bove, L., & Johnson, L. (2000). A customer-service worker relationship model.
International Journal of Service Industries Management, 11 (5), 491-511.

Bravo, R., Iversen, N. M., & Pina, J. '(2011). Expansion strategies for online brands
going offline. Marketing Intelligence & Planning, 29 (2), 195-213.

76



Byrmne, B. (2010). Structural equation modeling with AMOS: Basic concepts,
applications, and programming. New Jersey: Lawrence Erlbaum.

Cabral, N. (2014, April 21). http://www.ftlk/special report. Retrieved from
http://www.ft.lk:  http://www.ft.1k/2014/04/21/sri-lanka-preparing-for-a-new-future-in-
the-face-of-new-trends/

Cassab, H., & MacLachlan, D. (2009). A consumer-based view of multi-channel service.
Journal of Service Management, 20 (1), 52-75.

Chaudhuri, A., & Holbrook, M. (2001). The chain of effects from brand trust and brand
affect to brand performance: the role of brand loyalty. Journal of Marketing, 65, 81-93.

Chernatony, L. d., & Riley, F. D. (1998). Modelling the components of the brand.
European Journal of Marketing, 32 (11/12), 1074 - 1090.

Chircu, A., Davis, G., & Kauffman, R. (2000). The role of trust and expertise in the
adoption of electronic commerce intermediaries. Minneapolis: Carlson School of
Management, University of Minnesota.

Choi, J., & Park, J. (2006). Multichannel retailing in Korea: Effects of shopping
orientations and information seeking patterns on channel choice behavior. International
Journal of Retail & Distribution Management, 34 (8), 577-596.

Czepiel, A. (1990). Service encounters and service relationships: implications for
research. Journal of Business Research, 20 (1), 13-21.

Dagger, T. S., & O’Brien, T. K. (2010). Does experience matter? Differences in
relationship benefits, satisfaction, trust, commitment and loyalty for novice and
experienced service users. European Journal of Marketing, 44 (9/10), 1528-1552.

Delgado-Ballester, E. (2004). Applicability of a brand trust scale across product
categories; A multigroup invariance analysi. European Journal of Marketing, 38 5/6, 573-
592.

Delgado-Ballester, E., & Herna'ndez-Espallardo, M. (2008). Building online brands
through brand alliances in internet. European Journal of Marketing, 42 (9/10), 954 - 976.

Delgado-Ballester, E., & Munuera-Alema’n, J. L. (2005). Does brand trust matter to
brand equity? Journal of Product & Brand Management, 14 (3), 187—196.

Doney, M., & Cannon, J. (1997). An examination of the nature of trust in buyer-seller
relationships. Journal of Marketing, 61, 35-51.

Dowling, G., & Staelin, R. (1994). A model of perceived risk and intended risk-handling
activity. Journal of Consumer Research, 21, 119-34.

77



Ekeledo, 1., & Sivakumar, K. (2004). The impact of e-commerce on entry-mode strategies
of service firms: a conceptual framework and research propositions. Journal of
International Marketing, 12, 46-70.

Erdem, T., & Swait, J. (2004). Brand credibility, brand consideration, and choice. Journal
of Consumer Research, 31 (1), 191-198.

Esch, F., Langner, T., Schmitt, B., & Geus, P. (2006). Are brands forever? How brand
knowledge and relationships affect current and future purchases. Journal of Product and
Brand Management, 15, 98-105.

Fernando, C. (2012, January 21). http://archives.dailynews.lk. Retrieved from
http://www.dailynews.lk: http://archives.dailynews.1k/2012/01/21/bus30.asp

Fornell, C., & Larcker, D. (1981). Evaluating structural equation Models with
unobservable variables and measurement error. Journal of Marketing Research, 18 (1),
39-50.

Forsythe, S., & Shi, B. (2003). Consumer patronage and risk perceptions in internet
shopping . Journal of Business Research, 56 (11), 867-75.

Furkhan, 1. (2013, 06 10). Lanka Business Online. Retrieved from
http://www.lankabusinessonline.com: http://www.lankabusinessonline.com/news/sri-
lanka-e-commerce-to-grow-exponentially-if-paypal-liberalized:-it-industry/2028538703

Ghosh, A. (1990). Retail Management. Chicago: Dryden pres.

Gommans, M., Krishnan, K., & Scheffold, K. (2001). From brand loyalty to e-loyalty: a
conceptual framework. Journal of Economic and Social Research, 3, 43-58.

Grabner-Krauter, & Kaluscha, S. a. (2003). Empirical research in on-line trust: a review
and critical assessment. International Journal of Human-Computer Studies, 58, 783-812.

Ha, H. (2004). Factors influencing consumer perceptions of brand trust online. Journal of
Product & Brand Management, 13 (5), 329-342.

Hahn, K., & Kim, J. (2009). The effect of offline brand trust and perceived internet
confidence on online shopping intention in the integrated multi-channel context .
International Journal of Retail and Distribution Management, 37, 126—141.

Hair, J. F., Black, B., Babin, B., Anderson, R. E., & Tathman, R. L. (2010). Multivariate
Data Analysis, 7 ed. Prentice Hall.

Harris, L. C., & Goode, M. M. (2010). Online servicescapes, trust, and purchase
intentions. Journal of Services Marketing, 24 (3), 230 - 243.

Hausman, A. (2001). Variations in relationship strength and its impact on performance
and satisfaction in business relationships. Journal of Business & Industrial Marketing, 16
(7), 600-616.

78



