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Abstract

Co-operative enterprises comprise some of the largest and most enduring business entities
throughout the world, and are an important element within the wider social economy. Unlike
conventional investor owned firms (IOF), co-ops have a dual purpose that is both economic
and social. Their success and sustainability depends on their ability to deliver value to
members who are both customer/suppliers and owners, which complicates the process of
managing a co-op. Although marketing science has a strong track record of measuring value
perception, customer commitment and loyalty, little attention has been given to co-ops in past
research. This paper outlines the nature of co-op member vale creation and recognition, and
proposes that extant marketing theory and method can be applied to co-ops.
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Introduction

Although they represent some of the largest and oldest business entities in the world, co-
operative enterprises have not enjoyed the same level of public profile or academic attention
as other forms of business. According to the International Co-operative Alliance co-operatives
employ around 100 million people globally and support the livelihood of an estimated 3
billion people (ICA 2008). Such enterprises were found in all countries and a wide range of
sectors. The 300 largest co-operatives had annual turnovers ranging from US$600 million to
US$53 billion (Cronan 2007).

Co-operatives (co-ops) existed in France and Scotland from the 16" Century (Williams 2007;
McFadzean 2008), however, the modern co-operative movement traces its origins back to the
foundation of the Rochedale Society of Equitable Pioneers in 1844 (Fairbairn 1994). By the
end of the 19" Century co-ops were found throughout Europe (Gide 1922), and across the
world (Birchall 2011).

Designed as a mechanism to assist impoverished weavers, the Rochedale Society established
a set of principles that continue to guide co-ops almost unchanged to today. These principles
include voluntary and open membership, not subject to religious, racial, gender, and political
or social bias; and a democratic member control based on a one-member-one-vote principle.
Membership involves a trading (patronage) relationship with the co-op, and importantly does
not imply charity (Holyoake 1908).

An important consideration for co-ops is how to recognise and reward members for their
patronage, and ensure that member loyalty is retained through a perceived value by members
of their engagement with the co-op. The purpose of co-ops is to enhance the economic
benefits of members by lowering costs or improving prices at point of sale (Royer 2004).
However, they also have other purposes not associated with financial goals (Birchall and
Simmons 2004). Some members also engage in greater patronage while others free ride,
creating potential tensions (Cook 1995).

Little research has been undertaken into the relationship between member value creation and
recognition and the impact on member loyalty within co-ops. James and Sykuta (2005)
suggest that research should focus on the nexus between organisational trust, member
property rights and organisational design. In this paper we explore the application of
marketing theory in the field of customer value perception and loyalty to the measurement of
member value in co-ops. Of importance in this analysis is the unique nature of the co-
operative enterprise. Members have both a patronage relationship with the enterprise as is the
case for suppliers or customers in mainstream businesses, but they are also the owners of the
entity through their control over the share capital and voting rights.

The measurement of customers’ value perceptions (Sweeney and Soutar, 2001), loyalty
(Bloemer, deRuyter and Wetzels 1999), and trust (Brunetto and Farr-Wharton 2007) have
been explored within the marketing literature. However, these constructs have not often been
examined in a co-operative enterprise context. Consequently, the present paper examines their
potential use and raises a series of questions that need to be addressed before undertaking
such research.
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The Nature of Co-operative Enterprise

Co-ops differ from conventional “investor owned firms” (IOF) in five important ways. First,
the customers of the co-op are also its owners. Second, the price of the co-op’s share capital is
generally fixed by its articles of incorporation, and the shares are not traded on an open
market. Third, co-ops can offer members deferred patronage refunds; essentially returning to
them the cost of their transactions with the co-op. Fourth, co-ops can enjoy tax exemptions
and may operate with a single tax on income. Finally, the co-op exists for the sole purpose of
delivering value to its members as customers (Van Sickle and Ladd 1983).

Unlike their 10F counterparts, co-ops are recognised as having a dual function, or what
Fairbairn (1994) has referred to as a ‘symbiosis’, in which the co-op plays the role of a union
or alliance, and a business simultaneously. Levi and Davis (2008) describe the co-op as the
“enfants terribles of economics”, because they do not fit neatly into the existing three sectors,
namely: government (first sector); private (second sector) or third sector comprising the non-
profit and social enterprises. In essence they comprise a ‘fourth sector’ lying between the
private and third sectors (Sabeti 2009). While the IOF is designed to maximise shareholder
returns through profit taking, the co-op is designed for ongoing patronage with benefits to its
members who retain control (Mooney et. al. 1996). The co-op offers a unique alternative to
the conventional choices of private versus public, or public versus non-profit (Pestoff 1991).

The traditional co-op business model faces a number of generic challenges in relation to
raising, retaining and investing capital, which originate from the lack of transferability,
liquidity, and appreciation of member’s investment in their co-operative (Cook 1995).
Horizon and portfolio issues also arise as the members’ commonly have a shorter investment
horizon than the organization and do not always see a personal benefit from organizational
decisions aiming at increasing the business’ competitive position in the market (Cook and
Iliopoulos 1999). Managing a co-operative is therefore a complex task, as it commonly
requires balancing member and organizational needs.

Addressing these ‘generic’ problems is one of the key challenges facing a co-op’s managers.
In addition to running a sustainable business and delivering benefits to members, the co-op is
also expected to make a significant contribution to its local community (Skurnik 2002).
Concern for the community is one of the seven principles that underlie the foundations of co-
operative enterprise (ICA 2010). It has also propelled many co-ops into the forefront of the
social entrepreneurship movement (Novkovic 2008; Defourny and Nyssens 2010). Compared
with IOF, co-ops face increased difficulties in dealing with their members who are essentially
‘owner-customers’ or ‘supplier-owners’. In many cases they are ‘supplier-owner-customers’.
Common ownership means that a new member has almost immediate access to all the benefits
that earlier generations of members have accumulated. The perceived value that members
derive from their co-op membership is therefore essential to their willingness to sacrifice the
opportunities that they might have otherwise derived from an 10F form of business (Nilsson
2001).

Member Value Creation and Recognition in Co-operatives
Because co-ops don’t openly trade their share capital or issue dividends, it is more difficult to

directly measure the value they deliver to members (Nembhard 2002). Due to their dual role
and the status of members as owner-customers, co-ops require a different set of lenses when
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seeking to examine member value creation and recognition. While an IOF seeks to extract the
maximum return from its suppliers and customers, a co-op will aim to optimise the returns to
both its members and its own operations (Bontems and Fulton 2009). Hansmann (1996)
suggests that the formation of a co-operative enterprise is justified where the cost of
contracting with a firm’s suppliers or customers exceeds the costs of these suppliers and
customers owning the firm (Bontems and Fulton 2009). It is also important that there be a
high level of heterogeneity amongst the members of the co-op, because the cost of ownership,
including agency costs and those of collective decision making, rise as the goal congruency
falls among members (Hart and Moore 1996).

Krivokapic-Skoko’s (2002) literature review into the benefits received by members of
agricultural co-ops identified at least five. First, co-ops provide their members with market
access and reduce the level of market risk by serving as a key customer. Second, the co-op
offers members financial benefits from enhanced pricing. Third, membership of a co-op offers
enhanced levels of productivity through the pooling of marketing resources and from bulk
purchasing. Fourth, the co-op is an access point for enhanced information and support.
Finally, co-op membership provides greater opportunities for local community development
and self-help. This social enterprise function of the co-op has endeared it to economists in
search of mechanisms for community self-development (Holford et al 2008). The ability of
the co-op to retain its cohesion and engender member loyalty is contingent on its ability to
demonstrate the value of membership (Torgerson 1977). This can be particularly important in
grower co-ops, or those dealing with members who are businesses rather than individuals.
Such members are more likely to take greater interest in the co-op’s governance and financial
management (Ozdemir 2005).

Nilsson (2001) suggests that where the co-op members see their roles as patrons (suppliers
and customers) and investors (owners) being of equal importance the outcome will be an
‘entrepreneurial’ co-0p. In the United States this has become known as a “New Generation
Co-op” and allows ownership rights in the form of tradable and appreciable delivery rights
limited to member-patrons (Cook and Iliopoulos 1999; Cook and Chaddad 2004). This
creation of an internal market for share capital amongst members has also been identified as
offering benefits to retail consumer co-ops (Mikami 2010). If a co-op’s members only value
their patronage rights the structure will be a traditional co-op. Yet if members see more value
in their investment than their patronage the co-op will most likely demutualise and convert to
an I0F. Where members see little value in both their ownership and patronage rights the co-
op will degenerate (Nilsson 2001).

Member commitment and loyalty are contingent on members trusting their co-op (Fulton
1999; Hansen et al 2002). Of importance in developing this trust is the ability of members to
identify with the co-op as collective organisation (Ole Borgen 2001). Members must identify
with the co-op’s mission and the co-op must develop a reputation for effectively acting in its
members’ best interests (Fulton and Giannakas 2001). Member identification with the co-op’s
mission can enhance trust and commitment, but care must be taken to ensure that member
independence is recognised or this can risk breaching trust and eroding commitment
(McClintock-Stoel and Sternquist 2004). Managers of co-ops must foster “a sense of family,
good feelings and camaraderie” in order to engender trust and achieve member satisfaction,
loyalty and commitment (Morrow et al 2004). However, James and Sykuta (2005) link trust
with property rights and organisational configuration within co-ops. They suggest that a fine
balance must be struck between the member’s self-interest over their rights as shareholder,
and their desire to receive maximum benefits from patronage. While a co-op can engender
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trust and loyalty from members if it meets their expectations, it is unlikely to be the only
source of goods and services available to members (Rickenbach 2009).

Applying Marketing Theory to Member Value Perception in Co-operatives

Customer loyalty results from a consumer’s attitude towards a product or service provider and
their repeat patronage behaviour, while social norms and situational factors may serve as
mediators to these relationships (Dick and Basu, 1994). According to Oliver (1999), customer
loyalty is related to customer satisfaction that is frequent or cumulative. Consumer loyalty
moves through phases: cognitive, affective, conative and action. It is a complex issue and
early research into the existence of a direct relationship between loyalty and something like
service quality was supported by some (e.g. Zeithaml et al 1996), but not supported by others
(e.g. Cronin and Taylor 1992). Much of this was due to measurement issues, and it is evident
that there are numerous mediating factors such as the nature of the service or product,
perceived risk, confidence and reliability (Zeithaml 1988; Dick and Basu 1994).

The relationships between service quality and loyalty to service providers have also been
examined, building on earlier service quality research (see Parasuraman et al 1985; 1988;
1994). Differences have also been identified between industries (Bloemer et al 1999).
Researchers have also suggested perceived value, which is a related but separate construct to
satisfaction, is an important element in developing customer loyalty. Perceived value has been
measured as a multidimensional construct that is determined by factors such as quality, price,
emotional rewards and social acceptance (Sweeney and Soutar, 2001). Customer value
perception is essentially an assessment of the trade-off between the benefits received for the
sacrifices (e.g. money or opportunity cost) made (Zeithaml et al 1990). Sanchez-Fernandez
and Iniesta-Bonillo (2009) propose a model of perceived value leading to customer
satisfaction that involves the construct of ‘economic value’ that is in-turn the outcome of
‘efficiency’ (price-time trade-off), and ‘excellence’ (service quality). However, there is
question as to whether such measures are appropriate for co-ops, where customers are also
owners and, in some cases, are also suppliers.

As some co-0ps operate as part of a business-to-business (B2B) supply-chain, there is also a
need to understand how perceived value is generated in such markets. Evans and Berman
(2001) point to the need for attention to be given to the “total delivered product” in analysing
the business value chain. Initially identified by Kotler (2000), this represents the difference
between the total customer value and total customer costs. They propose a check list for
guiding B2B marketing strategy within supply-chains. Of importance is the need to fully
understand the value perceptions of customers and match these against competitors counter
offers. Where superior value is identified it should be communicated to all key stakeholders
including customers, suppliers and employees across the value chain to build trust and loyalty
(Evans and Berman 2001). It is also evident that within B2B markets there are added layers of
complexity when compared to consumer or B2C markets (Ulaga and Chacour 2001).

Hansen et al (2008) suggest that customer perceived value in B2B markets is influenced by
information sharing (e.g. keeping customers well informed of changes); flexibility (e.g. to
customer needs); and corporate reputation, which has the greatest impact. Perceived value
then results in positive word of mouth by customers. One antecedent that they originally
tested but removed from their model was ‘distributive fairness’, which is a measure of the
customer’s perception as to whether gains and losses within the relationship are fairly
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distributed. It would be interesting to see if such a measure was found to be of more
importance within a co-op supply-chain relationship.

Conclusions and Future Research Directions

In this paper we overviewed the unique nature of the co-op and suggested a need to develop
better mechanisms for measuring and understanding member value creation. Due to the
member’s status as ‘supplier-owner-customer’ they co-create the value in the co-op. This is of
prime importance as co-ops move to value add products and develop a market orientation
(Beverland 2007). The value generated within a co-op through member-supplier participation
should be adequately recognised to ensure ongoing loyalty (Ole Borgen, 2011). Indeed, co-
ops have long recognised the need to keep their members well informed (Bloomquist, 1983)
and to find equitable mechanisms for the distribution of member benefits (Buccola and
Subaei, 1985). New forms of co-ops have emerged in response to the need to better balance
the competing needs of ownership and patronage and the social and economic objectives of
the enterprise (Cook and Chaddad, 2004; Downing et al., 2005). However, marketing has had
little input into this debate.

This is surprising as marketing can contribute significantly to our understanding of members’
perceived value and its relationship with their trust and loyalty. The concepts and tools to do
this are well-established, although they may need to be adapted if they are to be sensibly used
in a co-op context. A key research question that needs to be answered is how co-ops can
measure and communicate the true value of membership. In addressing this question
attention needs to be given to a number of additional questions, including:

1. How well are different member value propositions seen and understood by the various
stakeholders within a co-op (e.g. members, co-op managers and the board)?

2. What is a co-op’s role in capturing value in an integrated or vertical value chain?

3. What is the most appropriate way of communicating value to a co-op’s members and
stakeholders?

4. What are the causes of free-riding by members and can value recognition and
communication be used to minimise such behaviour?

Answers to these questions will provide important information to co-op managers and to the
member Boards that oversee their activities and, as noted earlier, marketers have the tools
available to provide this type of information. Marketing researchers have a real opportunity to
play a major role in increasing our understanding of this very significant sector.



Page 6 of 10 ANZMAC 2011

References

Beverland, M. (2007). "Can Cooperatives Brand? Exploring the interplay between
cooperative structure and sustained brand marketing success." Food Policy 32(4): 480-
195.

Birchall, J. (2011) People-Centred Businesses: Co-operatives, Mutuals and the Idea of
Membership, London, Palgrave MacMillan.

Birchall, J., and Simmons, R. (2004). "What Motivates Members to Participate in Co-
operative and Mutual Businesses?" Annals of Public & Cooperative Economics 75(3):
465-495.

Bloemer, J., de Ruyter, K., and Wetzels, M. (1999). "Linking Percieved Service Quality and
Service Loyalty: A Multi-Dimensional Perspective.” European Journal of Marketing
33(11/12): 1082-1106.

Bloomquist, D. J. (1983). "US Regional Cooperative Stresses Member Relations."
Agricultural Administration 12(2): 67-75.

Bontems, P., and Fulton, M. (2009). "Organizational Structure, Redistribution and the
Endogeneity of Cost: Cooperatives, Investor-Owned Firms and the Cost of
Procurement.” Journal of Economic Behavior & Organization 72(1): 322-343.

Brunetto, Y., and Farr-Wharton, R. (2007). "The Moderating Role of Trust in SME
Owner/Managers' Decision-Making about Collaboration.” Journal of Small Business
Management 45(3): 362-387.

Buccola, S. T., and Subaei, A. (1985). "Optimal Market Pools for Agricultural Economics."
American Journal of Agricultural Economics 67(1): 70-80.

Cook, M. (1995). "The Future of U.S. Agricultural Cooperatives: A Neo-Institutional
Approach." American Journal of Agricultural Economics 77(December): 1153-1159.

Cook, M. L., and Chaddad, F. R. (2004). "Redesigning Cooperative Boundaries: The
Emergence of New Models." American Journal of Agricultural Economics 86(5):
1249-1253.

Cook, M. L., and Iliopoulos, C. (1999). "Beginning to Inform the Theory of the Cooperative
Firm: Emergence of the New Generation Cooperative.” Finnish Journal of Business
Economics 4(99): 525-535.

Cronan, G. (2007). Review of International Co-operation ICA General Assembly Edition.
Geneva, Switzerland, International Co-operative Alliance, 100(1/2007).

Cronin, J. J., and Taylor, S.A. (1992). "Measuring Service Quality: A Re-examination and
Extension." Journal of Marketing 56(3): 55-68.

Defourny, J., and Nyssens, M. (2010). "Social Enterprise in Europe: At the Crossroads of
Market, Public Policies and Third Sector.” Policy and Society 29(3): 231-242.

Dick, A. S., and Basu, K. (1994). "Customer Loyalty: Toward and Integrated Conceptual
Framework." Journal of the Academy of Marketing Science 22(2): 99-113.

Downing, M., Volk, T.A., and Schmidt, D.A. (2005). "Development of new generation
cooperatives in agriculture for renewable energy research, development, and
demonstration projects.” Biomass and Bioenergy 28(5): 425-434.



Page 7 of 10 ANZMAC 2011

Evans, J. R., and Berman, B. (2001). "Conceptualizing and Operationalizing the Business-to-
Business Value Chain." Industrial Marketing Management 30(2): 135-146.

Fairbairn, B. (1994). The Meaning of Rochdale: The Rochdale Pioneers and the Co-operative
Principles. Centre for the Study of Co-operatives, University of Saskatchewan.

Fulton, M. (1999). "Cooperatives and Member Commitment.” The Finnish Journal of
Business Economics 4(99): 418-437.

Fulton, M., and Giannakas, K. (2001). "Organizational Commitment in a Mixed Oligopoly:
Agricultural Cooperatives and Investor-Owned Firms." American Journal of
Agricultural Economics 83(5): 1258-1265.

Gide, C. (1922). Consumers' Co-operative Societies. New York, Alfred A Knopf.

Hansen, H., Samuelsen, B., and Silseth, P. (2008). "Customer Perceived Value in B-t-B
Service Relationships: Investigating the Importance of Corporate Reputation.”
Industrial Marketing Management 37(2): 206-217.

Hansen, M. H., Morrow, J.L., and Batista, J.C. (2002). "The Impact of Trust on Cooperative
Membership Retention, Performance, and Satisfaction: An Exploratory Study." The
International Food and Agribusiness Management Review 5(1): 41-59.

Hansmann, H. (1996) The Ownership of Enterprise, Boston, Harvard University Press.

Hart, O., and Moore, J. (1996). "The Governance of Exchanges: Members' Cooperatives
versus Outside Ownership." Oxford Review of Economic Policy 12(4): 53-69.

Holford, W. D., Aktouf, O., and Ebrahimi, M. (2008). "Balanced Wealth Creation across
Cooperative Economics.” Futures 40(5): 424-437.

Holyoake, G.J. (1908) The History of Co-operation, London, T. Fisher Unwin.

ICA (2008) “Statistical Information on the Cooperatives Movement”, International
Cooperative Alliance, [available online] www.ica.coop/members/member-stats

ICA (2010) “Statement of the Co-operative Identity”, International Co-operative Alliance
[available online] www.ica.coop/coop/principles.html

James, H. S., and Sykuta, M.E. (2005). "Property Right and Organizational Characteristics of
Producer-owned Firms and Organizational Trust." Annals of Public & Cooperative
Economics 76(4): 545-580.

Kotler, P. (2000) Marketing Management, Tenth Edition, Prentice Hall, Upper Saddle River,
NJ.

Krivokapic-Skoko, B. (2002). The Concept and Classifications of Agricultural Co-operatives
ACCORD Paper No. 8. Bathurst, Australian Centre for Co-operative Research &
Development, Charles Sturt University.

Levi, Y., and Davis, P. (2008). "Cooperatives as the "enfants terribles" of economics: Some
implications for the social economy." Journal of Socio-Economics 37(6): 2178-2188.

McClintock-Stoel, L., and Sternquist, B. (2004). "Group Identification: The Influence of
Group Membership on Retail Hardware Cooperative Members' Perceptions.” Journal
of Small Business Management 42(2): 155-173.

McFadzean, J. (2008) “The Co-operators — A History of the Fenwick Weavers”, East
Ayrshire North Communities Federation Ltd.


http://www.ica.coop/members/member-stats
http://www.ica.coop/coop/principles.html

Page 8 of 10 ANZMAC 2011

Mikami, K. (2010). "Capital Procurement of a Consumer Cooperative: Role of the
Membership Market." Economic Systems 34(2): 178-197.

Mooney, P.H., Roaring, J., and Gray, T.W. (1996) “The de/repolitiszation of cooperation and
the discourse of conversion”, Rural Sociology, 61(4): 559-579.

Morrow, J. L., Hansen, M. H., and Pearson, A. W. (2004). "The Cognitive and Affective
Antecedents of General Trust Within Cooperative Organizations.” Journal of
Managerial Issues 16(1): 48-64.

Nembhard, J. G. (2002). "Cooperatives and Wealth Accumulation: Preliminary Analysis."
American Economic Review 92(2): 325-329.

Nilsson, J. (2001). "Organisational Principles for Co-operative Firms." Scandinavian Journal
of Management 17(3): 329-356.

Novkovic, S. (2008). "Defining the Co-operative Difference." Journal of Socio-Economics
37(6): 2168-2177.

Ole Borgen, S. (2001). "Identification as a Trust-Generating Mechanism in Cooperatives"
Annals of Public and Cooperative Economics 72(2): 209-228

Ole Borgen, S. (2011). "Product Differentiation and Cooperative Governance." Journal of
Socio-Economics 40(3): 327-333.

Oliver, R. L. (1999). "Whence Consumer Loyalty." Journal of Marketing 63(4): 33-44.

Ozdemir, G. (2005). "Cooperative-Shareholder Relations in Agricultural Cooperatives in
Turkey." Journal of Asian Economics 16(2): 67-325.

Parasuraman, A., Zeithaml, V. A., and Berry, L. L. (1988). "SERVQUAL.: A multiple-item
scale for measuring consumer perceptions of service quality.” Journal of Retailing
64(1): 12-40.

Parasuraman, A., Zeithaml, V. A., and Berry, L. L. (1994). "Alternative Scales for Measuring
Service Quality: A Comparative Assessment Based on Psychometric and Diagnostic
Criteria." Journal of Retailing 70(3): 201-230.

Parasuraman, A., Zeithaml, V.A., and Berry, L.L. (1985). "A Conceptual Model of Service
Quality and Its Implications for Future Research.” The Journal of Marketing 49(4):
41-50.

Pestoff, V. (1991) Between Markets and Politics: Co-operatives in Sweden, Campus Verlag,
Frankfurt am Main.

Rickenbach, M. (2009). "Serving Members and Reaching Others: The Performance and
Social Networks of a Landowner Cooperative." Forest Policy and Economics 11(8):
593-599.

Royer, J. S. (2004). Cooperative Theory: A Neoclassical Approach. [available online]
http://agecon.unl.edu/royer/theory.pdf, unpublished lecture, University of Nebraska

Sabeti, H. (2009) The Emerging Fourth Sector, Fourth Sector Networking Group, Aspen
Institute and W.K. Kellogg Foundation, Washington DC.

Sanchez-Fernandez, R., and Iniesta-Bonillo, M.A. (2009). "Efficiency and Quality as
Economic Dimensions of Perceived Value: Conceptualization, Measurement and
Effect on Satisfaction.” Journal of Retailing and Consumer Services 16(6): 425-433.



Page 9 of 10 ANZMAC 2011

Skurnik, S. (2002). "The Role of Cooperative Entrepreneurship and Firms in Organising
Economic Activities - Past, Present and Future." The Finnish Journal of Business
Economics 1(02): 103-124.

Sweeney, J. C., and Soutar, G.N. (2001). "Consumer Perceived Value: The Development of a
Multiple Item Scale.” Journal of Retailing 77(1): 203-220.

Torgerson, R. E. (1977). "Farmer Cooperatives.” Annals of the American Academy of
Political and Social Science 429(Jan77): 91-102.

Ulaga, W., and Chacour, S. (2001). "Measuring Customer-Perceived Value in Business
Markets: A Prerequisite for Marketing Strategy Development and Implementation.”
Industrial Marketing Management 30(6): 525-540.

Van Sickle, J. J., and Ladd, G.W. (1983). "A Model of Cooperative Finance." American
Journal of Agricultural Economics 65(2): 273-281.

Williams, R. C. (2007). The Cooperative Movement: Globalization from Below. London,
Ashgate Publishing Ltd.

Zeithaml, V. A. (1988). "Consumer perceptions of price, quality, and value: a means-end
model and synthesis of evidence.” Journal of Marketing 52(3): 2-22.

Zeithaml, V.A., Berry, L.L., and Parasuraman, A. (1996) “The Behavioural Consequences of
Service Quality”, Journal of Marketing, 60(2): 31-46.

Zeithaml, V.A., Parasuraman, A., and. Berry, L.L. (1990) Delivering Quality Service,
Balancing Customer Perceptions and Expectations, New York, The Free Press.



