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Abstract

Comparedo offline shopping,the online shoppingexperiencemay be viewed aslacking human
warmthandsociability asit is moreimpersonalanonymousautomatedandgenerallydevoid of face-to-
faceinteractions Thus,understandindpnow to createcustomeioyalty in online environmentge-Loyalty)
is a complexprocessin this papera modelfor e-Loyalty is proposedand usedto examinehow varied
conditionsof social presenceén a B2C e-Servicescontextinfluence e-Loyalty and its antecedentsf
perceivedusefulnesstrustandenjoyment.This modelis examinedhroughan empirical studyinvolving
185 subjectausingstructuralequationmodelingtechniquesFurtheranalysisis conductedo revealgender
differences concerning hedonic elements in the model on e-Loyalty.
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1. Introduction

In recentyears,researcherbavebegunto exploresimilaritiesanddifferenceshetweenshopping
for productsand servicesin online versustraditional retail environmentgfor example,Burke, 2002;
Erogluetal., 2003;Koernig,2003).Unlike traditionalretail shopping partiesin anonline encountehave
no direct contact- in an environmentwith few socialcues.Whenshoppingonline, the social proximity
and face-to-faceinteractionwith salespeopleand other shoppersare replacedby a complex socio-
technical system that is not well understood by the consumer (Riegelsberger et al., 2003).

In anonline environmenttransactiondranscendime andspace(Brynjolfssonand Smith, 2000).
This separatiorof time and spaceis referredto as dis-embeddingGiddens,1990), andis thoughtto
createnegativeconsequencefor consumertrust, as well as hampere-Commercedevelopmentand
growth (Riegelsbergeet al., 2003). To addresghis concern,Riegelsbergeandcolleagueg2001;2003)
recommendvirtual re-embeddingn the Web environmentto incorporatesocial cuesin online design
(such as photos, video, text or speech).SteinbrYcket al. (2002) confirm that virtual re-embedding
effectively increasenline trust. Specifically, they found that photographselp createsocial presence,
andbring the virtual interactioncloserto a face-to-facecommunication Social presencénasdesirable
consequencei an online context,andis describedasthe feeling or senseof warmth and sociability
within a website (Gefen and Straub, 2003).

If vendorsin eitherreal or virtual settingsareto be successfulthenit is imperativethat they
attractandretainloyal customergPullmanand Gross,2004). Loyalty is a commitmentoy a custometto
a particularbrand,websiteor online serviceproviderwhenalternateoptionsareavailable(Shankaret al.,
2003). Customerloyalty hasa dramaticimpact on a firmOsfinancial ObottomlineO(Reichheldand
Schefter2000).Evena smallincreasdn the percentagef loyal customersesultsin elevatedprofits and
valueto afirm (Heskettetal., 1997).In traditionalstores loyalty canbe enhancedy socialinteractions
betweensalesassistantand customerg(Tauber,1972). In online environmentsestablishinga social
connectionbetweenthe vendorand consumelis more complicateddue to physicaland social distance
(Schijns, 2003) and a more impersonal, anonymous and automated shopping context (Head et al., 2001).

Despitesomeobviouschallengesof creatingpositive shoppingexperiencesinstilling loyalty
amongonline customerds an ongoing priority for vendors.Online loyalty hasbeendescribedas an
enduring psychologicalattachmentby a customerto a particular online vendor or service provider
(Butcheret al., 2001). Dependingon the focus of the researchthis loyalty hasbeenmanifestin either
customerattitudesor behaviorstoward the vendor (Andersonand Srinivasan,2003). In electronic
environmentsloyalty (termede-Loyalty) canalsoreferto a virtual shopperQstentionto visit a website
again,or to considerpurchasingfrom it in the future (Cyr et al., 2005; Koernig, 2003). Thereis an
implied Olikelihoodof a purchasedecisionOratherthana requiremenfor an actualpurchasgDevarajet
al., 2003). Consequently, we use this definition of e-Loyalty in the current research.

In online environmentsa few studieshaveestablishedhat loyalty is relatedto trust (Anderson
andSrinivasan2003;Flavianetal., 2005;LaurnandLin, 2003),andto the designof the website(Simon,
2001;Yoon, 2002). To date,mostof the work in this realmhasbeenin productratherthane-Services
environmentsasin the currentwork. An exceptionis thework by LaurnandLin (2003),wherea model
for loyalty is developed within an eServices context. These authors note:

OWhile the importance of brand loyalty has been recognizedin the marketing
literatureEthe conceptualizatiorand empirical validation of a loyalty modelfor the e-
Servicesontexthasnot beenaddressede-Commercesuccessespeciallyin the business-
to-consumerarea, is determinedin part by whether consumersshow loyalty to a
particular e-Services provider they cannot touch.O (p. 156)

Althoughincreasechumbersof womenareaccessinghe Internetwith intentionsto shoponline,
relatively little is known aboutgenderdifferencesin e-CommercgDittmar et al., 2004). Researchn
which gender-relatedttitudesandactivitieson the Internethavebeenexaminedsuggestsvomenareless



satisfiedthan men, and lesslikely to purchaseonline than men (Garbarinoand Strahilevitz, 2004;
Rodgersand Harris, 2003). This may be the result of websitesthat are not compatiblewith womenOs
designpreferencegMossand Gunn,2005),andbecausevomenperceivewebsitesdifferently from men
(Cyr andBonanni,2005; RodgersandHarris, 2003). Further,womenmay be morereceptiveto websites
whereemotiveor Ohedonic@lementsarepresen{RodgersandHarris, 2003;Van Slyke et al., 2002). To
our knowledge, we know of no investigation focused on online female shoppers and loyalty.

This paperis aimedto furtherthe understanding@f e-Loyalty within an e-Servicesontext,with
emphasion two under-exploreclements(1) socialpresenceand(2) gender. Someresearcherbave
exploredthe impactof socialpresencen the antecedent® attitude(HassaneirandHead,2005/06)and
behavioralintention (Gefenand Straub,2003). However,social presencéasnot beenexaminedwithin
the context of e-Loyalty. Similarly, the impact of genderon e-Loyalty antecedentss not fully
understood. Hence, in this paper we seek to answer the following research questions:

Research Question ¥What determines loyalty within a B2C e-Services website?

ResearchiQuestion2: Whatrole doessocialpresencelay in influencingloyalty andits
antecedents within a B2C e-Services website?

ResearchQuestion3: How doesgenderinfluencethe impactof hedonicelementson
loyalty within a B2C e-Services website?

In the following sectionswe presenta brief overview of traditional and online shopping,our
researchmodelandhypothesisgiscusghe researchmethodologyemployedin this study;andpresenthe
resultsof an empiricalanalysisusedto validatethe proposedmodel. The paperendswith a discussion,
conclusions and some directions for future research.

2. Traditional and Online Shopping Environments

In manyways, shoppingis a communicatiorprocess Shoppergain informationin a variety of
forms, andmakedecisionsasto whethera purchases desirableln recentyears,with the introductionof
e-shoppingthat communicationprocesshas beendramatically altered. Face-to-facecommunication
between a customer and vendor is supplanted by an electronic medium that replaces a real salesperson.

Bordia claims that Ocomputerand electronicnetworkshave revolutionizedcommunicationO.
(1997,p. 99) Relatedto this phenomenonsocial psychologicakffectsof computercommunicatiorhave
beencomparedwith face-to-facecommunication.Findings have demonstratedhat an absenceof
nonverbalcuesto Oembellistmeaningor social contextregardinggender,age or status(potentially
hamperscommunicationefficiency (Ibid.) In turn, new capabilitiesfor communicatingcontentvia the
Web arecreated(TsaoandLin, 2001).Includedin the realmof computer-mediatedommunicatiorare
text-baseccommunicatior(email or OchatG)r morerecently,intelligentagentshatassistcustomerswith
online purchasingdecisions(Steckelet al., 2005). The use of agentshasthe benefitof providing the
consumemwith anelementof interactivity, which replacesn someform the exchangef informationasit
occurs in a face-to-face environment (Haubl and Trifts, 2000).

Additionally, for manyconsumersshoppingenjoymentresultsfrom proximity to othershoppers,
and someresearchersuggesthat consumerwisit storesseekingsocialinteractions(Tauber,1971),or
evensocialsupport(WestbrookandBlack, 1985).In a traditionalstore,it is further positedthat shoppers
derivepleasurgrom the sights,soundsor smellsof the retail environmeni{Cox et al., 2005). Relatedto
this, Kotler (1973-74)refersto the Oatmosphericatd shoppingas the consciousdesigningof spaceto
producespecific emotionaleffectsin the buyerthat enhancepurchaseprobability. In contrast,online
shoppingoffers large productselection accessibilityand convenienceWhile Internetshoppingmight be
perceivedto expandthe scopeof information search comparingmany alternativeson pricesor product



featuresmay prove overwhelmingfor some consumerdeadingto sub-optimaldecision-makingor
frustration (Steckel et al., 2005).

For retailing of servicessuchasfor hotels,restaurantspr banks,the physicalenvironmentplays
anespeciallyimportantrole in determininga consumerGgsponséKoernig, 2003).Bitner (1992)studied
ambientcuesthat affect the five sensesand found themto be importantfor shoppersseekingservices.
Bitner found that the more intangible the product, the strongerwas the influence of thesecueson
consumerevaluations.As online shoppingenvironmentsgrew, questionsemerged,including how
demonstrate@ffectsof in-storecuesmight apply in the online context(Eroglu et al., 2003). Research
concerninghis questionsupportgherole of shoppingcuesandatmosphericén online settingsb creating
an interestingparallelwith traditional storeenvironmentsHowever,exactly how suchcuesare created
online, especiallythosethatencouragesocialinteractionandsupportto shoppersr inducethemto return
to a website, are ill understood.

In generalwhencomparedo atraditionalstoreenvironmentpnline shopping:(1) lacksphysical
cuesthat help engendetrust (suchasinvestmentsn physicalbuildings,facilities and personnel){2) is
perceivedas providing lesscontrol over consumerdataduring and following its transfer;(3) hinders
physicalevaluationof products,asconsumersanonly reply on the sense®f vision andsound;and (4)
possesses lower barriers to entry and exit for vendors (Roy et al., 2001; Yoon, 2002).

3. Research Model and Hypotheses

To facilitate an investigationof how to betterunderstandhe online shoppingexperiencen a
servicecontext,and to addressthe researchquestionspreviously outlined, a model for e-Loyalty is
presentedn Figure 1. This modelemploysthe technologyacceptancenodel (TAM), enjoyment,and
perceivedsocial presenceas antecedentdo e-Loyalty. Elementsof the model and support for
hypothesized causal links are elaborated below.

[Place Figure 1 about here]

3.1. e-Loyalty

Consumerloyalty has beendefined by Zeithaml et al. (1996) as intention to stay with an
organization.In traditional settings,this may be achievedby the physical setting or through the
demeanouof salespersonnelln online settings,LaurnandLin (2003)asserthat Ounderstandirigow or
why a senseof loyalty developsin customergemainsoneof the crucial managemerissuesof our dayO
(p- 156). Delivering value-addedservices,with easily accessiblecapabilitiesrelatedto information
designor navigationenablesonline vendorsto build sustainingrelationshipswith customergde Ruyter
atal., 2001).If online shopperdike the designandcapabilitiesof a website thentheyaremorelikely to
revisit the website (Rosen and Purinton, 2004).

Although online loyalty is often measuredisingbehavioralindicessuchasthe amountof time a
visitor spendson the site or frequencyof returnvisits to a website,it is difficult to determineif Web
visitors areactuallyloyal to a site. Wind et al. (2002) observethatoften shopperaill accessnformation
online but buy offline, thusmakingdetermination®f e-Loyalty problematic Basedon previousresearch,
online loyalty or e-Loyalty hasbeenconceivedasa Oconsumer@gentionto buyOfrom a website,and
that consumerswill not changeto anotherwebsite(Flavianet al., 2005). In a study in which website
designwasinvestigatedasa precursoto loyalty acrosscultures,Cyr etal. (2004;2005)definede-Loyalty
asintentionto revisit a websiteor to purchasdrom it in the future.In the currentinvestigation e-Loyalty
is similarly definedasperceivedoyalty towardsan online site, with intentto revisit the site, or to makea
purchasdrom it in the future. Therefore throughoutthis paper,e-Loyalty refersto OperceivetbyaltyO
towards an online service provider, as opposed to actual loyalty behavior, such as repeat visits/purchases.



LaurnandLin (2003) conceptualizee-Servicesas Oarinteractivecontent-centerednd Internet-
basedcustomerservice,driven by customersandintegratedwith relatedorganizationatustomersupport
processeandtechnologiesvith the goal of strengtheninghe customer-serviceroviderrelationship@p.
185). Feathermanand Pavlou (2002) outline that e-Servicesenable electronic communication,
informationgatheringtransactiorprocessinganddatainterchangéetweeronline vendorsandcustomers
acrosstime and space.Travel agenciesairlines, car rental companiesreal estateagencies,online
publishersand many other serviceprovidersare keento enhanceonline capabilitiesto meetcustomer
expectationsand demandghat will encouragevisitors to return at a later date. It is within suchan e-
services context that we examine e-Loyalty in the current investigation.

3.2. Trust and e-Loyalty

In traditionalcommercefrustis essentiabnd may be createdthroughdirect interactionswith a
salespersomgr moregenerallythroughthe relationshipestablishedetweerthe consumeandthe vendor
(Qui and Benbasat2005). Moormanet al. (1993, p. 82) define trust as Oawillingnessto rely on an
exchangepartnerin whom one hasconfidenceQOThe establishmenof trustand commitmentarevital to
the exchange, and are dependent on developing shared values and effective communication.

Specificto Web-enabledetail interactionsnumerousresearcherfiave pointedout that online
trustis fundamentato online purchasententions(Flavianet al., 2005; McKnight et al., 2004).Similar to
traditional shopping,trust is focussedon consumerconfidencein the websiteas part of a buyer-seller
transactionalexchange,and the consumerOwillingness to rely on the seller and take actionsin
circumstancesvheresuchaction makesthe consumenwulnerableto the seller (Jarvenpaaet al., 1999).
Corritoreetal. (2003,p. 740) providea definition of onlinetrustfor usersinteractingwith transactionabr
informationalwebsitesthat encompasse®anattitude of confidentexpectatiorin an online situationor
risk that oneOsulnerabilitieswill not be exploitedOFurther, theseauthorsoffer a comprehensiveeview
of online trust and suggestthat individual trust hasboth cognitive and emotionalelementsHowever,
unlike the vendor-shopperrelationship establishedin traditional retail settings, the primary
communicatiorinterfacewith the vendoris aninformationtechnologyartefact,the website.Nohria and
Eccles (1992) suggestthe following conditionsposea threatto building online trust: absenceof
simultaneousexistencein time and space absenceof humannetwork attributes(i.e. audio, visual, and
sensual), and absence of feedback and learning capability.

In researchin which online trustis the primary focus, it is now well recognizedthat a multi-
dimensionalconstructof trustis most appropriateTrust may result from a consumerQOiselief that an
online vendordemonstratesbility, benevolenceor integrity (McKnight et al., 2002). Alternately, in
studiessuchasthis onewhentrustis oneelementincludedto betterunderstandh more comprehensive
userreactionto a website thentrustasa singleconstructhasbeenused(Gefenetal., 2003; Koufarisand
Hampton-Sosa, 2002).

Many studieshaveshownthatif trustis presenthenthereis a greatemwillingnessto buy from an
online vendor (Flavian et al., 2005; Laurn and Lin, 2003). Hence we hypothesize that:

H1: Higher levels of trust will result in higher e-Loyalty toward an e-Services website.
3.3. TAM and e-Loyalty

A Webservicessiteis aform of informationtechnobgy. As such,online purchasententionsand
attitude towardsa website,and by extensione-Loyalty, can be partially explainedby the technology
acceptancenodel,or TAM (Davis,1989;Davisetal., 1989).TAM hasa history of usein thelS field and
is consideredobustin a wide variety of contexts,including e-Commercgfor example,Gefenet al.,
2000; Moon and Kim, 2001). Accordingto TAM, the intentionto acceptor usea new technologyis
determinedby its perceivedusefulnesgPU) and perceivedeaseof use (PEOU) of the technology.In
researclexaminingTAM in e-ServicesGefenand Straub(2003)show a positive relationshipbetween



PEOUandPU, and perceivedusefulnessand purchasententions. In the currentinvestigation,loyalty
replacesattitude or purchaseintention as the dependentvariable in relation to TAM. Hencewe
hypothesize that:

H2: Higher perceived usefulness will result in higher e-Loyalty toward an e-Services website.

H3: Higherperceivedeaseof usewill resultin higherperceivedusefulnessowardan e-Services
website.

3.4. Enjoyment and e-Loyalty

More recently,the original TAM modelhasbeenaugmentedo includea OhedonicGomponent
(Childersetal., 2001;DabholkarandBagozzi,2002).In someresearctihis hedonicelements referredto
as Oenjoyment®an der Heijden, 2003). Accordingto Childerset al. (2001) motivationsto engagein
online retail shoppinghaveboth utilitarian andhedonicdimensions. They note: OWeb-shoppingrovides
an expandedopportunity for companiesto createa cognitively and aestheticallyrich shopping
environmentEO (p. 511). In two separatestudies,the aboveauthorsfound enjoymentto be positively
relatedto attitude towardsa website.Childerset al. (2001) specifically note, Oenjoyments a strong
predictorof attitudein the web-shoppingcontextQ(p. 526). Similarly, van der Heijden (2003) found
enjoymentpositively relatedto attitudetoward the use of websites.In the work by van der Heijden,
attitudeasa constructincludedpositive attitudetoward the website,aswell asintentionto visit the site
frequently.In the currentresearchye expectthatif usersenjoy a website theyaremorelikely to havea
positiveattitudetowardsit andconsequentlyisit it againor havee-Loyalty towardsthat site. Hence we
hypothesize that:

H4: Higher levels of enjoyment will result in higher e-Loyalty toward an e-Services website.
3.5. Social Presence and the Web Experience

As notedin the introduction,online trust canbe establishedhroughthe virtual re-embeddingf
socialcuesandcontent(Riegelsbergeet al., 2001;2003). This includesinformationthat enablegreater
socialpresencen a website,and helpsto approximateface-to-facecommunicationsSocial presences
definedas Otheextentto which a mediumallows usersto experienceothersas being psychologically
present@Gefenand Straub,2003,p. 11). Socialpresencés embeddedn communicatiortheory(Shortet
al., 1976), and is characterizedoy someresearchersas the capability of the medium to transmit
informationrichness(Strauband Karahanna1998). Socialpresencémplies a psychologicalconnection
with the user,who perceiveshe websiteas OwarmQpersonal sociable thuscreatinga feeling of human
contact(Yoo and Alavi, 2001). Examplesof websitefeaturesthat encouragesocial presencenclude
socially-richtext content,personalizedyreetings(Gefenand Straub,2003), humanaudio (Lombardand
Ditton, 1997), or humanvideo (Kumar and Benbasat2002). Gefenand Straub (2003) suggestthat
picturesandtext areableto conveypersonabresencén the samemannerasdo personaphotographor
letters.Hassaneirand Head(2005/06)showedemotivetext andpicturesof humansasresultingin higher
perception®f socialpresenceavithin websitesn this study,socialpresenceaefersto perceptiondy the
userthatthe websitehashumancontact,andis personal sociable warm, andsensitive.ln the following
paragraphsve exploresupportfor relationsbetweernperceivedsocialpresencendthe variousconstructs
of the model proposed in Figure 1 above.

Simon(2001)examinedsocial presencef websites. Simonnotesthat Oinformatiorrichnessand
social presenceare closely relatedconceptsGand that Oinformatiorrich, consumerorientedwebsites
should help reduceambiguity, increasetrust/reducerisk, and encourageusersto purchasewith lower
levelsof consumedissonance(®. 26). HassaneimndHead(2005/06)showedhigheruserperceptionof



socialpresencen websitesselling apparelto resultin higherlevelsof trustin the online vendor.Gefen
and Straub(2003) conducteda studywhich confirmedthat social presenceesultedin trustwithin ane-
Services application. Hence we hypothesize that:

H5: Higher perceived social presence will result in higher levels of trust in an e-Services website.

Althoughwe know of no specificwork in which socialpresencas testedin directrelationshipto
e-Loyalty, Simon (2001)asnotedabove,doessuggesthatinformationrich websiteswhich exudesocial
presenceare morelikely to encourageauserpurchase®n a websitethanthosethat do not. Furthermore,
Gefenand Straub(2003) and Hassaneirand Head (2005/06) have shown social presenceas having a
relationship (mediatedthrough trust) to purchaseintention from and attitude towards a website
respectivelylt is reasonablehento expecta directrelationshipbetweerperceivedsocialpresencende-
Loyalty sincee-Loyalty partially overlapswith purchasententionand attitude.We thereforeoffer the
following exploratory hypothesis:

H6: Higher perceivedsocial presencewill resultin higher e-Loyalty toward an e-Services
website.

We now examinethe relationshipdbetweerperceivedsocialpresenceindthe TAM constructof
PU and PEOU. The relation betweensocial presenceand PEOU hasnot beensupportedin previous
researchn this area(Gefenand Straub2003;HassaneimndHead2005/06)andassuchis notincludedin
our researchmodel.On the otherhand,Gefenand Straub(2003) testedfor a relationbetweenperceived
socialpresencandPU for ane-Servicesvebsitebut foundinsignificantresults.However,Hassaneirand
Head (2004b,2005/06)found this relationshipto be significantin two independenempirical studies
involving productwebsites Giventhe mixed results,we wish to re-examinghe relationshipof perceived
social presence to PU in this study.

H7: Higher perceivedsocial presencewill resultin higherperceivedusefulnessn ane-Services
website.

Heeter(1995)foundthatusersexperimentingwith a virtual reality entertainmensystemenjoyed
the systemmorewhentheyfelt a strongersenseof socialpresenceHassaneirandHead(2004a,2005/06)
examinedthe impactof socialpresencen enjoymenton a productwebsiteselling apparelwith positive

results.Here,we wish to testthis relationship,but in an e-Servicessetting. Therefore,we hypothesize
that:

H8: Higher perceivedsocial presencewill resultin higherlevelsof enjoymentin an e-Services
website.

3.6. Gender and Hedonic Elements

Genderdifferenceshavebeenexploredin variousinformation systemscontexts. For example,
empiricalwork from Venkateshand Morris (2000) supportsthat PU is mostimportantfor men, while
PEOU is most important for women. Similarly, Venkateshand Davis (2003) found performance
expectancy stronger for men and effort expectancy stronger for women.

Relevantto the currentinvestigationwomenmay be more responsiveo Oemotive®@lementsof
websitedesignthanmen,althoughmanywebsitesdo not currentlyaddresshis need.RodgersandHarris
(2003) notethatinadequategperceivedemotionalbenefitsmay be an underlyingreasorwhy womenare
lessinvolvedin e-Commercectivity. This is supportediy researctby Dittmar et al. (2004,p. 440) who
write: OMenaremorefunctionalin their buying attitudesEwhereasvomenstresssocial-experientiahnd
identity-relatedconcernsandin particular,emotionalinvolvementOOtherresearcheragreethatmenare



more concernedwith information seeking(Maltby et al., 2003), while women exceedmen on socio-
emotionaltraits (Sanchez-Franc@®006).As such,thereis enoughmotivationfor us to explorewhether
therole of hedonicelementsn our model(i.e. perceivedsocial presenceand enjoyment)would vary by
gender.

Positive emotionstoward a productor servicecan increasecognition toward the offering or
company and Opositiveemotionalstatescan promptcustomergo returnto a brandor companyagainin
the future (Rodgersand Harris, 2003, p.323),which is e-Loyalty. Relatedto the currentinvestigation
RodgersandHarris (2003) outline, Otherés goodreasorto think thatemotionswill interactwith gender
to predictsatisfactioror, moreto the point, dissatisfactiorwith e-shoppingparticularlyamongthe female
consumer.@. 323) Empirical datasupportghis claim andtheseresearcherfound that perceivedabsence
of emotional benefits are a primary reason why women lack support for e-Commerce activity.

Van Slyke et al. (2002)examinedifferencedn perceptionof Web-basedhopping.The authors
indicatethat Oingeneralwomenview someforms of shoppingasmoreof a socialactivity thando menO,
and that Oif womentend to gain benefit from the social aspectsof traditional shopping,Web-based
shoppingmay be viewedlessfavorably, thusaffect|ngwomenOperceptlonSJf therelativeadvantagend
compatibility of Web-basedshopping@p. 85). They continue,Osincavomenenjoy the social aspectof
shoppingmerchantsnaywish to considersuchfeaturesaschatroomsandthreadedliscussiongo build a
shoppingcommunityand reducethe solitary natureof online shopping.@p. 85). Basedon the forgoing
discussion, we hypothesize that:

H9: Higher levels of enjoyment will have a higher positive impact on e-Loyalty toward an e-
Services website for females compared to males.

H10: Higherlevelsof perceivedsocialpresencewill havea higherpositiveimpacton e-Loyalty
toward an e-Services website for females compared to males.

4. Research Methodology

4.1. Participants

A total of 185 subjectssuccessfullycompletedthe survey. Most participantsvererecruitedfrom
two major CanadianUniversities(McMasterUniversity and Simon FraserUniversity), and consistedof
undergraduatstudentsgraduatestudentsfaculty, and staff. Walczuchand Lundgren(2004)advocate
the use of studentsfor e-retailing researchas they have the opportunity to use the Internet for
communicatiorand commercialtransactionsand are a representativeand appropriatesamplefor such
studies. Table 1 summarizeghe demographigrofile of the study participants. All respondentsvere
recruitedby email,andwereenteredn alottery drawfor a $200Amazon.conyift certificatein exchange
for their participation.

[Place Table 1 about here]

4.2. Task and Website Design

The taskfor the experimentconsistedof browsingan e-Servicesvebsitefor buying concert-
tickets. The studywasdesignedasa one-factorialexperimentmanipulatingfive levelsof websitesocial
presenceawith five independengroups. Participantsvererandomlyassignedo the five groups,where
eachparticipantwas exposedto only onelevel or condition. The experimentwas conductedentirely
online and subjectscould completethe study from any computerwith an Internetconnection,thus
increasing the online shopping task realism. Subjects were given the following task instructions:

Orouwill be presentedwith the Concertfinder.cavebsite Thisis not a real website but



has beencreatedfor usein this experiment.Note there are severalconcertchoices

indicatedin the horizontal bar at the top of the page.Pleaseview and navigatethe

variouswebsitechoicesto selecta concertyouwould like to attend.Onceyou havemade

a decision,click on O-ind Ticket€that takesyouto a surveyto complete Thisis not a

test of how fast you can finish the task, so take your time and explore the ®ebsite.

Following the completionof the task (buying a concertticket), subjectscompletedan online
guestionnairdusinga 7 point Likert scale)abouttheir experience®n the e-Servicesvebsitethey just
visited. In additionto questionghat measuredhe variousconstructsn the proposednodel,open-ended
guestionsvere posedto allow for morein-depthexplanationor clarifications. The SurveyMonkey.com
servicewas usedto hostthe surveys,asit offers a rich set of featuresfor questionnairedesignand
response tracking.

The prototypesite, called Concertfinder.caywasdesignedn termsof contentand OlookandfeelO
to resembldypical sitesof this category suchasTicketmaster.comThe featuresshownin the conditions
are typical of featuresfound on servicewebsites.Each of the five websitesconsistedof five web
pagesNonefor eachperformeror band.All conditionsfeaturedthe samecontent(for the samefive
performers or bands), but differed only in terms of social presence elements.

Thefive conditionsareshownin Graphicslab lefor anexampleband(U2). Althoughwork in
this areais exploratory,conditiontypeswere adaptedrom Burke (2002)who determinedwvhatit is that
consumersvalue regardingonline shoppingfeatures.This included: productinformation (i.e. text),
productphotographsbrand comparisonsand expertratings. With referenceto a serviceratherthana
productwebsiteasin the currentinvestigation the following conditionswere created Condition 1 was
the basictreatmentthat includedtext and the bandlogo. In Condition 2, a photo of the bandwas
included.Conditions3 and 4 featureddifferent interactiveelementsthat allowed for discussionsand
reviews/ratings Specifically, Condition 3 offeredusersthe opportunityto openup a blank window and
senda live chatmessagéo otherusersassumedo be concurrentlybrowsingthatwebpage. The number
of usersbrowsingthe currentpagewasrepresentethy a OpresendadicatorOgonsistingof a staticimage
of severalOsmileyaceOcons. Condition 4 offered usersthe opportunityto view reviewsfrom other
usersand write their own review for the performer/band. While Condition 3 was meantto simulate
synchronousnteraction, Condition 4 simulatedasynchronousnteractionwith other website users.
Finally, Condition 5 includedall of the abovementionedfeatures(text, logo, photo, synchronoushat,
asynchronous reviews).

[Place Graphics 1a to 1e about here]

The purposeof creatingthe five website conditionsfor this study was twofold. First, and
foremost,we wishedto incorporatesufficient variability in the exogenousrariable, perceivedsocial
presencdasrecommendedty Kenny et al., 1998). If only oneconditionor websiteversionis usedin a
PLS study, researchersun the risk that the exogenousvariable will not exhibit adequatevariability
amongthe participantsthusweakeninghe PLS analysis. In this study,the five conditionswere created
to generatevariability in participants@erception®f socialpresence The purposewasto ensurerigour in
the validation of the proposedmodel, ratherthan examinethe detailedinteractioneffectsof thesefive
conditions.While studyingthe main effects and cumulative/interactioreffects of the various social
presenceelementsvould be interesting it is beyondthe scopeof this researchandis left for exploration
in future work. A posthoc analysisrevealedthat the five conditionsdid generatevariability in the
exogenouwariable,perceivedsocial presence.Table 2 showsthe samplesize and meanfor perceived
social presenceacrossthe five conditions. ANOVA testsfound that the perceivedsocial presence
experiencedn Condition 5 was significantly higher than the perceivedsocial presenceof any other
condition. Significancedifferenceswere not found betweenotherconditions,likely dueto the relatively
small sub-sample sizes.

[Place Table 2 about here]



A secondanypurposeof creatingthe five conditionsfor this studywasto exploreanyinteresting
preferencesmongthe socialpresencdreatments.Someof thesepreferencesespeciallythosethatrelate
to genderdifferencesareoutlinedin the open-endedommentgresentedn the discussiorsectionof this
paper.

4.3. Instrument Validity and Reliability

Contentvalidity ensureghat constructquestions(items) are representativeand drawn from a
universalpool (Cronbach1971) In this researchdefinitionsfor perceivedsocial presencePEOU, PU,
trust, enjoymentandloyalty camefrom existingliterature,wherethey had beenshownto exhibit strong
contentvalidity. In Appendix A, a list of the constructitemsusedin the questionnairds presentedas
well as corresponding literature sources.

Constructvalidity ensureghat thereare relatively high correlationsbetweenmeasuref the
sameconstruct(convergentvalidity) and low correlationsbetweenmeasureof constructsthat are
expectedto differ (discriminantvalidity) (Straub,1989). To assesghe convergentvalidity of the
measurements;ornell and Larcker(1981) proposeexaminingthreemeasures(i) the item reliability of
eachmeasure(ii) the composite(construct)reliability of eachconstruct;and (iii) the averagevariance
extractedor eachconstruct. Theitem reliability of eachmeasuravasassessely performinga principle
componentdactoranalysis(asrecommendetly Straub,1989). Table3 showsthe completeresultsof the
principle componenanalysiswith varimaxrotationon the original 24 items(outlinedin Appendixl). As
arule of thumb,a measuremeritemsloadshighly if its loadingcoefficientis above0.6 anddoesnot load
highly if the coefficientis below0.4 (Hair etal., 1995). Fromthe original 24 items,two wereeliminated
(PUland PEOUL). PU1 waseliminateddueto low loading (0.459) on the constructof interestand
PEOU1 was eliminated due to a cross-loading (0.474) on the PU construct.

Constructreliability was assessedsing CronbachOs-value. As shownin Table 3, -values
rangedfrom 0.859(for PEOU)to 0.963(for e-Loyalty). Nunnally (1978)recommendshatthe Cronbach
_ of ascaleshouldbe greaterthan 0.7 for itemsto be usedtogetherasa construct. Therefore,all our
constructs passed the test of construct reliability.

FornellandLarcker(1981)suggestedhatthe averagevarianceextracted AVE) from a construct
should exceed0.5. As shownin Table 3, all constructssatisfiedthis criterion. Thus, the proposed
constructsdemonstratectonvergentvalidity on all three measuregproposedby Fornell and Larcker
(1981).

[Place Table 3 about here]

Discriminantvalidity was assessetb ensurethat constructsdiffered from eachother. As per
FornellandLarcker(1981),the correlationshetweeritemsin anytwo constructshouldbe lower thanthe
squareroot of the averagevariancesharedby itemswithin a construct. As shownin Table4, the square
root of the varianceshareetweera constructandits itemswasgreaterthanthe correlationshetweerthe
constructand any other constructin the model, satisfying Fornell and Larcker©$1981) criteria for
discriminantvalidity. Theaboveresults therefore confirm thatour instrumentencompassesatisfactory
construct validity.

[Place Table 4 about here]
5. Results
A structuralequationmodeling (SEM) approachwas adoptedin our dataanalysis,asit can

simultaneouslytest the structuraland measurementnodels(Bagozziand Yi, 1989) andit providesa
morecompleteanalysisfor theinter-relationshipsn a model(Fornell,1982) The variance-base@artial



LeastSquare(PLS) methodwaschosenover covariance-basemhethods suchasLISREL, asit supports
both exploratoryand confirmatoryresearcl{Gefenet al., 2000) andit canbe appliedto relatively small
samplesizes(Fornell and Bookstein,1982). Chin (1998) and Gefen et al. (2000) advisethat the
minimum samplesizefor a PLS analysisshouldbe the largerof (i) 10 timesthe numberof itemsfor the
most complex construct;or (ii) 10 times the largestnumberof independentvariablesimpacting a
dependenvariable. In our model,the mostcomplexconstruct(perceivedsocial presencehas4 items
andthe largestnumberof independentwariablesestimatedfor a dependenvariableis only 4 (for e-
Loyalty). Thetotal samplesizefor this studywas 185, with 85 menand100women. Thus,our sample
sizesaremorethanadequatdor PLS estimationproceduresisedin this paperfor the overallmodeland
the individual gender models.

SincePLS doesnot generatean overallgoodness-of-fitndex (aswith LISREL), modelvalidity is
primarily assessedy examiningthe structural pathsand R? values (Chweloset al., 2001). As
recommendedChin, 1998), bootstrappingwith 500 sub-samplesyvas performedto testthe statistical
significanceof eachpath coefficientusingt-tests. For the overall model (combinedmalesandfemales,
n=185)shownin Figure 2, all path coefficientsof the hypothesizedcausallinks are significant. Thus,
hypothesesi; throughHg aresupported. Approximately63% of the variancein theloyalty towardsan e-
Serviceswebsiteis accountedor by the variablesin the model(R?= 0.637). All the R? of theendogenous
constructs in the model exceed the 10% benchmark recommended by Falk and Miller (1992).

Figures3a and 3b show the resultsof the PLS analysisof our model for males(n=85) and
females(n=100),respectively. For males,approximately53% of the variancein theloyalty towardsan e-
Serviceswebsiteis accountedor by thevariablesin the model,whereasfor females approximately76%
of thevarianceis accountedor. Theresultsshowthatincreasegerceivedsocialpresencédnasa positive
andsignificantimpacton perceivedusefulnesstrustandenjoymentfor both menandwomen. However,
perceivedsocialpresencalid not havea significantdirectimpacton loyalty of an e-Servicesvebsitefor
men, while it did for women. Similarly enjoymentdoesnot havea significantimpacton e-Services
websiteloyalty for men,while it doesfor women. Thus,hypothese$ly andH,o aresupported. Table5
provides the t-values of path coefficients and summarizes our hypotheses testing results.

[Place Figures 3, 4a and 4b about here]
[Place Table 5 about here]
6. Discussion and Conclusions

As outlinedin the introductionof this paperwe soughtto explorethreeresearchjuestions.First,
we found that loyalty within a B2C e-Serviceswebsiteis influencedby perceivedusefulnesstrust,
enjoymentaswell asperceivedsocial presence.Secondwe discoveredhat perceivedsocial presence
doesnot only influencee-Loyalty directly, but also hasan indirectimpactby positively influencingits
antecedent§.e. perceivedusefulnesstrustandenjoyment).Third, we uncoveredsomesubtledifferences
in the aboveeffectsacrossgender. Femalesveremoreinfluencedby the impactof hedonicelementn
loyalty within a B2C e-Servicesvebsitethanmales. Enjoymentwasfound to havea significantimpact
on e-Loyalty for females,whereasthis relationshipwas insignificant for males. Similarly, while
perceivedsocial presencéhasa significantimpacton enjoymentfor both gendersijts directimpacton e-
Loyalty was demonstrated for females but not males.

Furtheranalysisof the open-endedjuestiongevealedsomeinterestinginsightsinto the studyOs
findings. Many of the malesin our study centeredheir commentsaroundthe information providedon
the websites. For example,malesstressedhat the websiteshad C‘)verylittle informationOfocusing on
specificssuchas Onadigital certificatesOQnoseatingchartsOandthe needfor OarDaboutiageGnd Oa
Ocontaats(pageO Interestingly whenfemalescommentedn the lack of informationthey usedphrases
suchas:Owhat donQOlike aboutthis websiteis thatthe informationprovidedis not enoughto engagethe



viewersO Womensoughtcontentto Oengagefiem,whereasnenweremoreutilitarian in their comments
by providing a list of missing information.

Focusingon the commentsprovidedby womenfor the variouswebsiteconditions,we observed
thatfemalesexpressednore notabledifferencesin termsof enjoyment. For the basictreatmenthatonly
includedtext and the bandlogo (Condition 1), femalescommentedhat it was Oboring,not enough
pictures,no senseof wbrancyOthat it had Onoemotion,it doesnot evokeany response.A cold non-
interactivesiteOthat Ovisuallyjt is not very appealingatallE thereshouldbe morepicturesOandthatit
was OnoffriendlyO. In contrastwhencommentingon the highersocial presenceonditions(especially
Condition 5 that incorporatedall social presenceslements)femalesnotedthat they Ofeltrelaxedand
enjoyedreadingitO,Oitarousedtheir] curiosity of eachband,making[them] wantto listento all of their
musicOandit felt Omordike a party chatroomthana cold, impersonawebsitejust selling stuff/ticketsO.
Thesecommentssupportour findings that femalesappearto be seekingwarmth/sociabilityand
enjoyment as part of their website experience, in the context of eServices.

Fromatheoreticalperspectivethis studyproposesandvalidatesa new modelfor e-Loyalty. The
literaturehasbeenvery sparseon the importantconceptof loyalty in online environments. Our model
validatesrelationshipghathavebeenshownin somepreviousstudies(suchastheinfluenceof truston e-
Loyalty), andvalidatesnew relationshipgsuchasthe influenceof enjoyment,perceivedusefulnesand
socialpresencen e-Loyalty). This studyalsoextendssocialpresencandgenderresearchn the B2C e-
Servicesdomain. Thisis thefirst studyto showthatsocialpresencénasa directandindirectimpacton e-
Loyalty andsuggestshattheimpactof hedonicelementqperceivedsocialpresencendenjoyment)on e-
Loyalty variesaccordingto gender. Our resultscautionresearcheragainstgeneralizingacrossgenders
(or other demographic variables) in their pursuit to better understand the online domain.

From a practitionerpoint of view, the resultsfrom this study can haveimmediateand direct
implicationsfor developerof B2C e-Servicesvebsites. Repeajpurchasefrom loyal customersarewhat
distinguishthe mostsuccessfutommercialventuresfrom the mediocreor failed endeavours.Website
developersshould considerinfusing social presencen their websitedesigns,asit canhavea positive
impacton the e-Loyalty evokedwithin their customers.In particular,online vendorsthatcaterto females
may experiencenorepronouncedandpositiveimpactsof conveyinga senseof warmthandsociabilityon
their websites. While our study showedthat perceivedsocial presencenasboth a direct and indirect
impacton e-Loyalty for women,a male audiencemay also benefitfrom the infusion of socialpresence
through its indirect impact on e-Loyalty (significantly influencing the antecedentso e-Loyalty).
Developersof e-Servicesvebsitesthat caterto femalesare also encouragedo exploreother meansof
increasing the enjoyment that is experienced on their sites.

There are somelimitations of this researchthat should be noted. First, generalizabilityis a
concernthat plaguesmost researchstudies. Futurework should determinethe extentto which the
findings presentedn this paperapplyto otherpersonscontextsandtimes. Most participantdn this study
wereuniversity students. While this groupis a representativand appropriatesamplefor an e-Services
study,otherdemographicsamplegage,culture,educationgetc.) shouldbe explored. Similarly, only one
type of e-Servicesvas employedin this study (purchasingconcerttickets). Othertypesof e-Services
may reveal different results. Second,this study was conductedon an experimentalwebsite where
observedbehaviormay differ from actual/naturabehavioron actual (and branded)websites. Future
researchshould explore the behaviorof both loyal and non-loyal online usersof actual e-Services
websites. Third, only one researchmethodwas employed(surveyanalysisfollowing an experimental
task), potentially leadingto a bias due to commonmethodvariance. Futurework can employ other
evaluationmethods suchasformal usability testing,eyetracking,log analysis,andfocusgroups. This
could also serveto provide a richer understandingf the effectsof social presenceand genderon e-
Loyalty.

In the online environmentwherespaceandtime areseparatethetweertransactingparties,virtual
re-embeddingtrategiesanutilize socialcuesto infusesocialpresencehroughthe Web interface. This
can help bring the virtual interactioncloserto the face-to-facecommunicationfound in traditional
shopping environments, leading to an enhanced online experience and ultimately, greater e-Loyalty.



Appendix A. Survey Items and Sources

Note: The surveyconsistedf the following statementshatwererankedon a 7-point Likert scale:from
Overy strongly disagreeO to Overy strongly agreeO.

Perceived Social Presen¢8ource:Gefen and Straub, 2003)
SP-1: There is a sense of human contact in the website.
SP-2: There is a sense of personalness in the website.
SP-3: There is a sense of sociability in the website.

SP-4: There is a sense of human warmth in the website.
SP-5: There is a sense of human sensitivity in the website.

Perceived UsefulnedSourceHassanein and Head, 2005/06 with some adaptation for context)
U-1: The website provides good quality information.

U-2: This website improves my performance in assessing entertainment choices.

U-3: This website increases my effectiveness for entertainment choices online.

U-4: This website is useful for assessing entertainment choices online.

Perceived Ease of Ug&ource Hassanein and Head, 2005/06 with some adaptation for context)
EOU-1: This website is easy to use for concert assessment.

EOU-2: | can quickly find the information | need on this website.

EOU-3: This is a user-friendly website.

EOU-4: My interaction with this website is clear and understandable.

Perceived Trus{SourcesCyr et al., 2004; 2005; Gefen and Straub, 2003)
T-1: | can trust this website.

T-2: | trust the information presented on this website.

T-3: | feel this online vendor would provide me with good service.

Perceived EnjoymenfSource Hassanein and Head, 2005/06)
E-1: | found my visit to this website interesting.

E-2: | found my visit to this website entertaining.

E-3: | found my visit to this website enjoyable.

E-4: | found my visit to the website pleasant.

Perceived LoyaltfSourcesCyr et al., 2004; 2005)

L-1: | would use this website again.

L-2: 1 would consider purchasing from this website in the future.
L-3: I would consider using this website in the future.

Open-ended questions

Following the surveyitems,threeopen-endedjuestionsvere presentedo usersin a blanktextarea.The
guestions were:

1. After viewing this website, what do you like about it, and why?
2. After viewing this website, what don't you like about it, and why?
3. How do you feel when exploring this site?
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Figure 1: Proposed Research Model

0.321%**

Figure 2: PLS Structural Model (n=185)

0.213 0.449*+*

Figure 3a: PLS Model for Males (n=85) Figure 3b: PLS Model for Females (n=100)




Table 1: Participant Demographic Profile

| All (n=185) | Male (n=85) | Female (n=100)
Average Age 28 29 28
No. hours spent online 26.2 29.2 23.7
No. years shopping online 4.1 4.5 3.8
No. purchases online in last year 8.6 10.3 7.2

Table 2: Perceived Social Presence Across the Five Conditions

Condition Sample size Mean*
1 (basic) 34 3.43
2 (photo) 37 3.64
3 (synchronous chat) 35 3.78
4 (asynchronous reviews) 38 4.07
5 (all) 41 4.98

* on a 7-point Likert Scale

Table 3: Principle Component Analysis with Varimax Rotation

Component
1 2 3 4 5 6
SP1 775 .148 .188 .199 122 .152
SP2 753 278 231 .145 .241 134
SP3 .691 .282 .267 .270 .223 .023
SP4 782 .290 .242 .164 .140 151
SP5 736 .186 .309 .218 .170 121
PU1 .237 .205 273 .459 .180 .338
PU2 .263 161 .246 .808 .150 167
PU3 .233 .222 .268 753 211 157
PU4 .228 .338 116 761 .252 178
PEOUL1 .193 .260 .042 474 .628 .103
PEOU2 .048 .189 .163 .303 724 215
PEOUS3 277 .249 .262 .074 793 .198
PEOU4 277 .042 .227 116 792 .166
T1 .120 .251 111 .087 .154 816
T2 .078 .072 .185 176 .184 .864
T3 .203 271 .193 .226 175 738
E1l .281 313 732 .216 .220 .155
E2 .336 .243 770 .188 .160 .190
E3 .322 173 .803 173 192 .199
E4 311 214 .695 .282 .259 .200
L1 .348 753 .265 .244 .164 .249
L2 316 .768 .238 .241 .156 .250
L3 .296 .808 214 .246 197 .206
L4 .262 750 .263 .261 .249 .199
_-value 0.922 0.963 0.938 0.912 0.859 0.869
AVE 0.559 0.593 0.564 0.593 0.599 0.653




Table 4: Discriminant Validity Tests*

SP PEOU PU Trust Enjoy e-Loyalty
SP 0.748
PEOU 0.618 0.774
PU 0.453 0.510 0.770
Trust 0.720 0.623 0.536 0.808
Enjoy 0.700 0.665 0.586 0.680 0.751
e-Loyalty 0.559 0.562 0.515 0.598 0.564 0.770

*Diagonal elements in bold (the square root of AVE) should exceed the inter-construct correlations below and
across them for adequate discriminant validity Fornell and Larcker (1981).

Table 5: Results of Hypotheses Testing

Hypothesis  Causal path Path coefficient t-Values Supported
H, Trust-> e-Loyalty 0.220 3.513*** Yes
H, PU - e-Loyalty 0.243 3.481%** Yes
Hs PEOU-> PU 0.316 4.548%+* Yes
H, Enjoyment-> e-Loyalty 0.179 2.814** Yes
Hs PSP-> Trust 0.453 7.112%** Yes
Hs PSP-> e-Loyalty 0.321 4.079*** Yes
H-, PSP-> PU 0.441 6.508*** Yes
Hg PSP-> Enjoyment 0.720 19.372%** Yes
Ho F>M: Enjoyment> e-Loyalty F: 0.208 F: 2.499* Yes
M: 0.170 M: 1.637
Hio F>M: PSP-> e-Loyalty F: 0.449 F: 5.955%** Yes
M: 0.213 M: 1.687
Notes:

* denotes significance at the .05 level; ** denotes significance at the .01 level; *** denotes significance at the .001 level
PU=Perceived Usefulness; PEOU=Perceived Ease of Use; PSP=Perceived Social Presence; F=Female; M= Male
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Trish rock band U2 was formed in 1976 in Dublin. It featres Bono (Paul David
Hewson) on vocals and guitar, The Edge (David Howell Evans) on guitar and
piano, vocals, and bass, Adam Clayton, on bass and guitar, and Larry Mullen Jr. on
drums.

Their first recording was released in September 1979 -- a three-song EP entitled
U23. The band signed a world-wide contract with Island Records in March 1980.

U2’s discography includes The Unforgettable Fire (1984), The Joshua Tree (1987),
Achtung Baby (1991), and the most recent How to Dismantle an Atomic Bomb
(2004).

Fri 06/23/05 07:30 PM
General Motars Place
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Irish rock band U2 was formed in 1976 in Dublin. It features Bono (Paul David
Hewson) on vocals and guitar, The Edge (David Howell Evans) on guitar and
piano, vocals, and bass, Adam Clayton, on bass and guitar, and Larry Mullen Jr. on
drums.

Their first recording was released in September 1979 -- a three-song EP entitled
U23. The band signed a world-wide contract with Island Records in March 1980.

U2’s discography includes The Unforgettable Fire (1984), The Joshua Tree (1987),
Achtung Baby (1991), and the most recent How to Dismantle an Atomic Bomb
(2004).

Graphic 1a: Condition 1 (basic)

Graphic 1b: Condition 2 (photo)
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Irish rock band U2 was formed in 1976 in Dublin. It features Bono (Paul David Hewson)
on vocals and guitar, The Edge (David Howell Evans) on guitar and piano, vocals, and
bass, Adam Clayton, on bass and guitar, and Larry Mullen Jr. on drums.

Their first recording was released in September 1979 -- a three-song EP entitled U23. The
band signed a world-wide contract with Island Records in March 1980.

U2’s discography includes The Unforgettable Fire (1984), The Joshua Tree (1987),
Achtung Baby (1991), and the most recent How to Dismantle an Atomic Bomb (2004).
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Irish rock band U2 was formed in 1976 in Dublin. It features Bono (Paul David Hewson)
on vocals and guitar, The Edge (David Howell Evans) on guitar and piano, vocals, and
bass, Adam Clayton, on bass and guitar, and Larry Mullen Jr. on drums.

Their first recording was released in September 1979 -- a three-song EP entitled U23. The
band signed a world-wide contract with Island Records in March 1980.

U2’s discography includes The Unforgettable Fire (1984), The Joshua Tree (1987),
Achtung Baby (1991), and the most recent How to Dismantle an Atomic Bomb (2004).

Graphic 1c: Condition 3 (synchronous chat)

Graphic 1d: Condition 4 (asynchronous reviev
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Irish rock band U2 was formed in 1976 in Dublin. It features Bono (Paul David Hewson)
on vocals and guitar, The Edge (David Howell Evans) on guitar and piano, vocals, and
bass, Adam Clayton, on bass and guitar, and Larry Mullen Jr. on drums.

Their first recording was released in September 1979 -- a three-song EP entitled U723, The
band signed a world-wide contract with Island Records in March 1980.

U2’s discography includes The Unforgettable Fire (1984), The Joshua Tree (1987),
Achtung Baby (1991), and the most recent How to Dismantle an Atomic Bomb (2004).
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