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Abstract

Past literature has suggested that the relationship between enterprises and customers
is likely to change over time; still, most scholars test their theoretical models by using
measures of the relational constructs that represent a static point in time. Based on
relationship dynamics theory, this study adopts the concepts of gratitude velocity and
trust velocity, and uses longitudinal data gathered from online customers to examine how
these constructs influence customers’ attitudinal and behavioral loyalty. We find gratitude
velocity and trust velocity have significant positive effects on both forms of customer
loyalty respectively. We also find that relationship benefits also have positive impacts
on velocity. Our findings strengthen the literature regarding relationship marketing in
e-commerce.

[ Keywords ] customer gratitude, latent growth curve model, relationship dynamics theory
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A Dynamic Examination of Online Customer Gratitude and Trust
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FRANE AOE B HR A — (IR RE - (i & b =2 I FE HER% M A P8 (L - 120 Dwyer, Schurr,
and Oh (1987) 5 HIEAZ BATRA R HA  BEIHEE SR 1 » Kim, Ferrin, and Rao (2009)
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L0 et By B 1] 52 2B 25 AR B T 5 (<7 — 2 &I (Grayson and Ambler, 1999) -

Il » Palmatier, Houston, Dant, and Grewal (2013) £ " Bi{R% 8% | (Relation-
ship Velocity) FUFFE /515 » B T 5T IR ] 8 U B 2 2 20 > 8 H A E iy R =R
MAmE - GERA T BN R EEA | (Latent Growth Curve Model; LGCM) T fi#
EE B EIR > H DL E {3 2 5 (Business to Business; B2B) BB 22 (L F
WseE & » Sullg T AR ST G 2 SR o R 12 BB [ (Business to
Customer; B2C) A T 1S M B 1Y & A B L E IR G - RPN - HhibZE 2 [
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'k E AT A BEEHEE S » AR T MBS ety R
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B EEE BT R R B 22 AR - AR R T #H3 - T6E AR
FEFEEWGRT )  BETHEBEEESTEZEE 2020 FEIUZAFEEEE 20.6%  BR
BT ESEEIR 2 4%  HEETERET 9.5% @ 7] FUHEE BB Kl TS
HIR R - R DIER B S e e HE S -

B b EEE RS I REIEE R (Big Data) T fEEL 3 7R E
BAREE (MM - NP BEEE AR EETamEEdRT Ll © 7 H AR R e
e E s s e s ~ b e -~ A B ER AT E T P E R
Z 17 % (Bart, Shankar, Sultan, and Urban, 2005; Ordenes, Ludwig, De Ruyter, Grewal,
and Wetzels, 2017; Huggins, White, Holloway, and Hansen, 2020) °
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Y - [EEFEHHIEERE T - BERERITTH RIS 2% R @ g s A 8y DIF A B ETGE & &
AIMHBAE N - T8 I 42 B 2 T 7= B g & B B BB (Park and Kim, 2003; Peppers
and Rogers, 2004; Ordenes et al., 2017) - B HEF a0 oeHlfEH - T {E1F ) (Trust)
& —{EIEE EEWRE AT TA T (Turban, King, Viehland, and Lee, 2006) * A5 fd 1%
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et al., 2009) °

“ 3% > Palmatier, Jarvis, Bechkoff, and Kardes (2009) B BIE 2T 2% TR - AH 8RR
EHE HARIE R BB (Gratitude) BT DUBE A5 S0 ff 82 B 4R 17 6 1T ER 3 1 S
FIRg g2 2 - W BAHERS 1 " BAZ B ) (Customer Graditutde) Eil (5 {F: (Trust)— 2K 5
(Commitment) AN[F] o BER(E (R ELAREE W A TERARIT IR 72 - BB WOE — AT
i {H7E Morgan and Hunt (1994) HYRF 4 522 7~ B £2 A1 s B BEAAR AKG 2 [ 2 N R
FH) 3 EBEMEEE T E MR TR Z R RER R R EEEE FEE 2
i B RAIRRASE R DI - R E R —(EFRIRR T T AT - EE TS ESRE
411 Palmatier et al. (2009) 755 » FEH AL G E B B EER » BRI 9t DU R
RUEBE OB B GR /T T AR A e -
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A Hh g 2 B R B S AR IR B I 2R 2 & - SR B RERAfRE R - SRR K
RAME AR & E TR REAI BN RE T+ SRR [FI R [ B Y BB W B B R A
R RIETT AT DL T R R B (E (R I L -t T Palmatier et al.
(2013) Frfd " AR SR e B AR FE R R L AIBA LR L AU - HR - HiREE
JE BB (ST AYEFREAR. » B AE S (Palmatier et al., 2009) AT S BEE R &
EERE - WHE P PREIEREHER T BEREZEREUER (R 868N
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PR o AN DY K - B 11 BT ERE N - R TR S
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Theory) 5= » Palmatier et al. (2009) $&Hll 78 & B2 JEE 1T DA A S BERR (R 9% &
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& B ZEAYRITAlZ — (Palmatier, Dant, Grewal, and Evans, 2006)
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BlELE— P HEEn ) - RS EIER G EE FIF R RERIEE - BB
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and Folse (2009) 78 £ J&k & 7] DLUES B 1> 5 Bl |gH 2% [ B# £ 7Y %% [ - Watkins, Scheer,
Ovnicek, and Kolts (2006) $& /e B B <7 BRI E 2 N [FIHYIEEK © Palmatier et al. (2006)
ZEEE S T (Meta-analysis) S AERARTTHH T - BEUE— (@B ERR T - BEFS
TSR AR TRy (HEEE T E L EFA E E/xﬁ?:fﬁﬁﬁ%n?%;TLl@,\j%
FRERV A EIT Ry - Palmatier et al. (2009) HIME—F2 38 B BB HE (S (T AIEE ~
% S E{ERERBFRT /BT (Palmatier et al., 2009) ©

B R A s R LR Ry e S R R THIRR 2 BT B RY » HEEE M S -
18 SRR TR A LSHUE (EAE— % IR EUE BRI A S » 238 B R BAMRA %% (Hennig-
Thurau, Gwinner, and Gremler, 2002) » = EIERZ LES / RIS - BEZ FTESEEN
HIRAMREF 3 - B EMFE R A B a S ERE R R (AEE - REESE
%) HEEUHEEEEEYE  MBEEREE—EFERERT T A
GHHEERB RN RS E BB R R EEE L -

B R A s # R 1/ NA2 5 ~ EB S K Y28 5 B £ BfI2A (Chang, Cheung, and Tang,
2013) » B RBLSEN G - B a el fE - RREIFGEE - £S5 IRR
REIAMERT - EEETRRT SR A E 2t gt Eey - G2 —# 0
B A FEN G (Ring and Van de Ven, 1994) » & il & B R #E REE R AR ER
W HEEE R ARYR 2 (Sweeney and Webb, 2007)

B R s BE 2 A BRIV EE HRIMR L thE G A BB TS R R 1
FHATN AL (Gwinner, Gremler, and Bitner, 1998; Reynolds and Beatty, 1999) * #%
ﬁﬁ%h%tﬂﬁ@%%ﬁ%ﬂﬁﬁﬂ@ﬁ%m.Zf%zuﬁ (HD) Z0°F =

 BAGRAR IE M s B R R BRI IBIRRE -
H1b : BAFRF I 52 B R B R Bl =K -

(=) MpAEaREEZE - REVE

BT LEREE - —{I{ZE%E?JM HEHERGPRESHEEHE 1Y
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B MRS FETIEY SRR E RS mETEER - SR —EEENRERR
(Wang, Malthouse, and Krishnamurthi, 2015) ° f8E$% G HFEIR1Z2A0IPEH] - HE & 7T
DIEARSHE - 85 ik L ZEREZNIERR LEEEIER - BEER(A
TEISREE G - HEMETEREE S E (Lee and Overby, 2004; Jiang and Rosenbloom,
2005; Qu, Zhang, and Li, 2008) °

B GRA 2K B Rk e fR R R B BA GR - BIANE A pe LR A 2L 2R - o
e TEFEEE - K EEN G £ 1EFERAY (Gwinner et al., 1998) © 1
HiFrI - BA R s e R BB (R T - EE ST RE S & - (EE I EERIE R
H o HRARR T AT E A MR A2 - I B IR Y EEE © Hennig-Thurau
et al. (2002) JREEE BRTRH i & Z @ B R T Ao B R AR - AR HHRA %
g B E 2 BER (H2) A0°F -

H2a : BALRFI B[ BE L Z WIAEIRRE -

H2b : BRI E Mg B E 2 BB -

= R R BHE A 2 e ) B R ] 5

BE RETEEE AR G L - I DU A 5 M BRI IR ZERE » 858
A1 e EIT YR - DU ERIRRVEEE - LA E T R Mgl a2
(Bartlett and DeSteno, 2006) < & —{li A Foi R » S EE IR TE) (a8
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(Palmatier et al., 2009; Soscia, 2007) °
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E o BEEHERCEENEZEER - RHESHEE  gRBHLERF
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HERMEE - 2] DR {E/TEHEC A (Reichheld and Teal, 1996; Zeithaml, Berry, and
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RA#ERIZE Z — © Kim et al. (2009) FIRFZ2 LB T-RE75 iy & ﬂﬁﬁi@%?ﬁﬁm
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BEEERENEBYRL - WEETEE © FriDay B - O EMREESSE - 5
ERL G R AT IR R AN R I - EIRA BB SN B S
SELR LY DETHE - HEREEAE ATEEEER - fFaa At
FMEBFECREFER - EITRIGHE - WEHREYNE ZKHE - AERERA
& H - R RIH O - —REEEE T =ER - FFEEENEZEZ X (Chan,
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HE—HATEMER R RS (AERAE - EiREEE ) - AEER 409 {7
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Bk 358 13 - ZHIFE LI AL 8L (82.12%) » HEFRELLEA KHRKERE BT
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o WETH

FATRFI2E (%227 Hennig-Thurau et al. (2002) ZIE(ERIE S - HIEZHEHEHEH
Frie ftny = fERA AR B2 RS - HEF 14 B - AR B (Z {1275 Palmatier et al.
(2009) ZHEEMERI EF - HIEZHZHEHE HREHEETRERE - 55 3 E - BEEHR
FE BRI ER Sy - FEREREGRAE 2% Auh, Bell, McLeod, and Shih (2007) Z #/ERIE % -
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= EEEEALEEE 3 XYZBUTEL - SRALEEN
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7. B XYZ T LRI A S E— TS
8. BME XYZ BT 4 RO RIS IR IS
9. BB XYZ BHTAETREEEY - LS R ETN
{EHAES
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(2~ ERIDITEERER

AFFELAETECEE SPSS 22 #hiTHaui e A& k34T - LA LISREL 8.80 A& 7E
TR R ERGEI TR B -

— ~ PRI
(=) IEEEBE

#f1i& Anderson and Gerbing (1988) 5% » (AR ke HICHETERINIGE » FUERF
i - H AR REEGEEE = B SRS AR - BB R T B
WSS ISR - 3t 9 (VB 35 (HRETE - fRIBECE IR CFI > 0.9 » NNFI
> 0.9 * SRMR < 0.08 * RMSEA < 0.1 B/~ B e 56 P S & (o = 1214.66 » df = 524
CFI=091 » NNFI=0.9 * SRMR = 0.079 * RMSEA = 0.08) » 1£ A] £ Z & A -

72 2 Ry X VEAE B B R MR A G T EE AH B AR B > Crombach’s o {E ST 0.685 ~
0.962 » IEHE(L AR AR 0.5~ 0.93 » FHEEENH 0.59 ~ 0.91 ; (HIT R &K
BRI E IS - AVE (B 042 » (B A #E - AEREAENE—2E -
HAEBEAHRI R 95% (EHEEM I NE 1 FREEEINE -
(=) R FEEER

BRI By B — B Y SRR ORISR ER R TR A i 2 5 A SR 5k

=0.53 * NNFI =051 * SRMR = 0.16 * RMSEA = 0.192 > SNSRI ESEE - Bk
R [E TR R EE -

==

&2 HEdtARETEAAERARERE

1 2 3 4 5 6 7 8 9 TNy ZEE

1. BARFIES (t) 908 073  .123* 278" 052 .127* .254** .189** 260** 522 1.13
2.BERE (t) 095* 838 .723** 457** 135* 119 070 .116* .198* 447 0.88
EERE (1) A67* 752 766 573" 061 .093 .056 .082 .124* 546 0.77
4. BERE (t) 263" 520** .701** 822 .088 .124** .155** 360** 219** 6.59 0.74
5.{E1F (t,) 029  124** 064 .081 962 .832** .512** 149" 048 446 153
6. {E1F (t,) A145* 098* 075 .097* .823* 946 .642** 141 100 543 1.25
7T AE1E (L) 232 041 040 .103* .586* .796** 935 .263* 222 632 1.19

8. REERRFE (1) A70% A567** 150" .325** .168* .175** .240* .781 .502** 6.00  0.99
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&2 HEdiERRETEAMERARERE (48)

1 2 3 4 5 6 7 8 9 FHE EEE
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1. Purpose and Objective

Although previous literature has suggested that the relationship between enterprises
and customers would change over time, most studies still examine their theoretical models
by using the level of relational constructs measured at a specific time point.

Customer gratitude is a new mediator in the theory of Relationship Marketing (RM),
alongside other existed mediators such as commitment, trust and satisfaction (Palmatier,
Jarvis, Bechkoff, and Kardes, 2009). However, few RM studies of e-commerce have
taken customer gratitude into consideration. According to the research of Palmatier,
Dant, Grewal, and Evans (2006), this study use relationship benefits as the antecedents
of customer gratitude. In the past, most prior research on relationship benefits has been
related to physical service (Gwinner, Gremler, and Bitner, 1998).

This study considers relationship benefits to be an antecedent of customer gratitude
and trust, and uses the constructs of customer gratitude velocity and trust velocity to
represent changes in the rate and direction of both customer gratitude and trust. The first
purpose of this study is to explore how customer gratitude and trust influence customer
loyalty over time. The second purpose is to examine the relative effects of static and
dynamic components in order to clarify the ability of relationship velocity on predicting
customers’ future behaviors. Lastly, we observe online shopping behavior over time to
analyze how customer gratitude and trust influence customer loyalty attitudinally and

behaviorally.

2. Methodology

Palmatier, Houston, Dant, and Grewal (2013) propose the relationship dynamics
theory to discuss the rate and direction of change in a given relationship over time. Based
on the relationship dynamics theory, this study uses the concepts of gratitude velocity and
trust velocity to examine how they influence attitudinal and behavioral loyalty. We also
use the Latent Growth Curve Model (LGCM) to analyze longitudinal data collected from

18



NTU Management Review Vol. 31 No. 2 Aug. 2021

online customers. We model customers’ gratitude and trust by using data gathered at three
points in time, and we employ the latent growth curve approach to assess how loyalty is
impacted by both the static (level) and dynamic (velocity) components of the relationship
state.

We gathered our data from members of an online shopping platform. After three
waves of the survey were completed, we obtained a total of 358 valid samples. We
employ SPSS 22 and LISREL 8.80 software to perform confirmatory factor and latent
growth curve analyses and to test for validity, reliability, common method variance and
measurement invariance. All measures use a 7 point Likert scale.

In accordance with Anderson and Gerbing (1988), we employ confirmatory factor
analysis with nine constructs (relationship benefits = ¢,, gratitude and trust = ¢,-¢;,
attitudinal and behavioral loyalty = #;). The analysis results show that the measurement
model fit the data acceptably. For all measures, the Cronbach’s a is between 0.685-0.962,
the standardized factor load is between 0.5-0.93, the composite reliability is between 0.59-
0.91, and the average variance extracted is between 0.41-0.63, all of which are within
the range of acceptability. In accordance with Anderson and Gerbing’s proposed criteria
for convergent validity (1988), the correlation coefficient between constructs and the
confidence intervals do not include 1, indicating that each construct has good discriminant
validity. We test and find that goodness-of-fit for the single factor model (x* = 6791.62,
df =902, CFI = 0.53, NNFI = 0.51, SRMR = 0.16, RMSEA = 0.192) is worse than that of
the measurement model. Thus, the data collected via our questionnaires can be used to
examine the relationship between variables, without the risk of common method variance.
Before testing the hypotheses, we must confirm the longitudinal validity (gratitude and

trust) by performing a measurement invariance test (Ployhart and Vandenberg, 2010).

3. Findings

We use three items to assess gratitude regarding the relationship at one point in time
(level), and the direction and rate of change of the relationship (velocity). We repeat the
same process for the construct of trust.

First, our analysis of the unconditional latent growth curve model shows that the
gratitude velocity and trust velocity are statistically significant. The results reveal that the
goodness-of-fit of the linear latent growth curve model is better than that of the non-linear

latent growth curve model.
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Second, we test Hypotheses 1 to 7 via the conditional latent growth curve model.
We find that relationship benefits have the positive impact on the level and velocity of
gratitude (f = 0.11 & 0.14), and that relationship benefits also have the positive impact
on the level and velocity of trust (f = 0.11 & 0.12). Gratitude velocity is positively and
significantly related to trust velocity (f = 0.13). The initial levels of gratitude and trust
have the positive and significant effect on the initial level of customer loyalty (both
attitudinally and behaviorally). Both gratitude velocity and trust velocity positively and
significantly affect customer loyalty (in terms of attitude and behavior).

Lastly, we compar how the level and velocity of gratitude and trust affect attitudinal
loyalty and behavioral loyalty via the chi-square difference between the free model and
the constrained model. The results are significant (4y’(1) = 12.25 & 7.26, 4y(1) = 5.69 &
16.4). We find that the mean dynamic effect of gratitude and trust on attitudinal loyalty and
behavioral loyalty is greater than that of the static.

4. Research Limitations/Implications

The results of this study suggest that gratitude can have a positive effect on trust and
customer loyalty over the long term. Gratitude is a key factor that can help enterprises
develop and maintain online customer relationships more effectively. However, our sample
is merely derived from a business-to-consumer (B2C) platform. To enhance the external
validity of our conceptual framework, future studies can further investigate business-to-
business (B2B) and consumer-to-consumer (C2C) platforms. When future studies employ
relationship benefits as a potential variable, the impact of different relationship benefits
such as trust benefits, social benefits and special benefits can also be measured. Besides,
we collect our data at three points in time, and while it allows us to analyze changing
trends among the research constructs, we still recommend that future studies collect more

data points over time in order to plot a more precise change trajectory.

5. Contribution

Although previous research has pointed out that the relationship between sellers and
buyers would change over time, most scholars still test the relational constructs in their
theoretical model by using data collected at a single point in time. In response to recent

calls in the literature, future studies should explore the relationship change rate correlation
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(Pick and Eisend, 2014). Given that the customer relationship changes over time, we use
the dynamic relationship theory and add a new mediator in the context of relationship
marketing: gratitude. Our results show that the rate of change of the relationship (velocity)
impacts the effect of customer loyalty more than that at a single point in time. Thus, long-
term dynamic research is necessary for both academia and for business practices.

Trust is another key elements of building successful customer relationships in the
virtual environment. This study reveals that relationship benefits have a positive impact on
gratitude velocity and trust velocity, and the effect of gratitude (initial) on customer loyalty
is greater than that on trust (initial), even though customer gratitude and trust both have
positive impacts on customer loyalty over time. Thus, online sellers can create unique
services and increase their competitive advantages by maximizing customer gratitude.
In other words, the enterprises should continue to provide various relationship benefits
to maintain long-term customer relationships. Examples include building social benefits
(e.g., friendship) with online customers via social media and offering customers extra
services such as gift packages for the customers. For managers of e-commerce, our study
indicates the degree to which gratitude and trust influence online consumers. Therefore,
we recommend that enterprises develop marketing strategies that focus on understanding
customer gratitude in relational exchanges in order to develop and maintain the loyalty of

online customers.
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