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Investigating the moderating influence of customer characteristics on the relationship
between behavioral loyalty and its antecedents

(by Marie Helene de Canniere, 2006)
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Recommender System Acceptance by TpB in Iran Retail Market

(by Sanaz Bagherpour, 2005)
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Antecedents of to Satisfaction with Service Recovery (by Tor Andreassen, 2000)
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Service Quality Attributes Affecting Customer Satisfaction for Bus Transit

(by Laura Eboli and Gabriella Mazzulla, 2007)
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Modeling Online Retailer Customer Preference and Stickiness: A Mediated SEM

(by Sri Hastuti Kurniawan, 2007)
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The Customer’s Path to Loyalty: A Partial Test of the Partial Test of the Relationships of
Prior Experience, Justice, and Customer Satisfaction

(by Denver Eugene Severt, 2002)
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Effects of Switching Barriers on Satisfaction Repurchase Intentions and Attitudinal Loyalty

(by Claes-Robert Julander and Magnus soderlund,2003)
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Customer Food Satisfaction: Fulfillment of Expectation or Evaluation of Performance?

(by Torben Hansen, 2000)
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An examination of the effect of motivation and satisfaction on destination loyalty:
A structural model
(by Yooshik Yoon and Muzaffer Uysal, 2005)
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Away from home & seeing
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Investigating the Interrelationships among Customer Value, Customer Satisfaction,
Switching Costs and Customer Loyalty

(by Shun Yin Lam, M.Krishna Erramili, Venkatesh Shanker and Bvsan Musthy, 2002)
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When the going gets tough: Should customer service get going ?

(by Tor W. Andreassen and Line L. Olsen, 2007)
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Modeling the effects of mall atmospherics on Shopper’s Approach behavior

(by Charles Dennis and Andrew Newman, 2005
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Determinants of Consumer Willingness to Purchase Non-deceptive Counterfeit Product

(by Irena Vida, 2005)
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