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Abstract

IS service satisfaction involves assessing botiomat and emotional components of the service
encounter. Given the extensive prior literaturetba rational components of service satisfaction
this study explores the mediating role of modal teane - as the basis for the emotional
component of service satisfaction - on IS servargiouance. The paper provides a measurement
instrument for this purpose and uses it to show ithpact of modal emotions on IS service
satisfaction measurement. The study tests the emabtend rational components of service
satisfaction by way of a survey in a large utiltierganization and finds that modal emotions do
mediate the influence of the rational componersten¥ice satisfaction on an individual's intention
to continue using an IS service.

Keywords: Emotions, continuance, IS services, survey
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Introduction

Recent developments in the IS literature have hjgteéd the need to redefine IS output in terms eise.
Developments such as software-as-a-service (SpaimemRiecken 2006) have shown that what traditlgnahs
considered a product or technical artifact has rimmen refashioned as a service to specific cliehtese
developments have led to a need to better undergten factors that influence the evaluations ofervise by
individuals and their intentions to reuse or comirusing the service. Literature, particularly fromarketing and
operations management, has advocated the develbpifrieetter theories regarding service (Vargo anddh 2004;
2008). As a discipline, IS needs to also recogniis “servitization” trend and contribute to thebdée with
conceptualizations of IS services that lead tauthderstanding of the place of IS in the servicestaltation.

An important aspect of a successful IS servictsiseiuse or continued use (Bhattacherjee 2001z @etiGuinea and
Markus 2009; Kettinger et al. 2009; Limayem et28l07). Indeed, recent studies have shown thatdhtnued use
of an IS artifact is at least “equally importantatbaining information technology implementatiohirayem et al.

2007, pp.706). For an IS service, the continudrasavior is even more essential (as in the casmlofe service
providers) (Parthasarathy and Bhattacherjee 19%@ttBcherjee 2001) given that the reuse of theelSice is

usually the main reason for the existence of mdnhese IS service providers. In a recent artiklettinger et al.

(2009) specifically investigate continuance of Evices in an internal (intra-organizational) sejtand also find
that satisfaction, in addition to the perceivedé®vice value, are important drivers of IS serdgeoatinuance.

One of the basic assumptions of IS continuancearekas that IS continuance is based on a ratiandlconscious
processes of evaluation of past experiences angctegh benefits and costs associated with the ugedt service
or artifact (Bhattacherjee 2001; Limayem et al. 200rtiz de Guinea and Markus 2009). This ratiocnaluation
component has been measured in previous researitie luse of proxy measures such as perceived nssfjland
satisfaction (e.g. Jaing et al 2002).

Another important dimension of the satisfactionoassed with an IS service is the emotional respoof an
individual to the received service (Limayem et2007; Ortiz de Guinea and Markus 2009). Identifyinlgether
emotions influence the assessment of an IS searidethe process through which emotions work taiarte the
evaluation of a service are important for explajnistecisions and biases that do not result fromtiana or
cognitive evaluation. In Fineman'’s (1993) view, amgations are “emotional arenas” where affect@mdtion play
an important role in decision making. Most impottéor the present discussion, researchers nowduntiaintain
that “the impact of cognitive evaluations on bebav mediated, at least in part by affective reses (cognitive
evaluation gives rise to feelings that in turn efffieehavior)” (Loewenstein et al. 2001, p. 271).

In IS too, emotions are starting to be accepted petential explanatory variable. For example, Badah et al.
(2009) looks at affect to explain the consumergeuio buy impulsively in an online environment &ehudry and
Pinssoneault (forthcoming) investigate emotionfiigances on technology adoption. Even given these tnends in
affect research in IS, there still is a need fdtdvaunderstanding the influence of emotions omdBables (Beaudry
and Pinssoneault, forthcoming). Therefore, thearetequestion proposed by this paper is to invatithe rational
and emotional components of satisfaction with arséBszice and how these components impact the hatis

intentions to continue using the IS service. Mauecsfically, the paper investigates the importaotemotions —
and specifically modal emotions — as a mediatothef rational aspects of IS service satisfactionl®rservice
continuance intentions.

Literature Review
Continuance

We define continuance of an IS service as a patiemepeating behavior that involves the reuse pfeviously

consumed IS service. For the purpose of this rebeare define IS service use as an IS service copson activity

which takes place when an IS service provider sepgn IS service to an IS service recipient. Riierature has
shown that the significant antecedent variablesSazontinuance differ from the antecedents relet@is adoption
(Limayem et al. 2007). Indeed, much of the IS amwptesearch shows that for continued use, thersadidoption
antecedents are no longer significant (e.g. Kanahast al. 1999, Venkatesh et al. 2002). Saliené@spthat set
continuance apart from initial use of an IS senace the recurring nature of continuance (Limayérale2007),

and the importance of prior-usage (Venkatesh &(l2).
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To mitigate the explanatory shortcomings of acasggamodels, IS research turned to a related th&om
psychology and consumer behavior research, namelgcéation — confirmation theory (ECT) (Oliver 1988CT
was initially proposed for the consumer and seruickistries (e.g. Patterson et al. 1997; Swan aawitk 1981)
and holds that reuse intentions are based primarilyhe satisfaction with the prior use of the B@nor product
(Oliver 1980). Based on ECT, Bhattacherjee (200bppses a model of IS continuance that links satigfn and
perceived usefulness to the intention of an IS tsepntinue using the IS. In concordance with E€Atisfaction is
central to Bhattacherjee’s (2001) model of IS awmince. This satisfaction is based on the expextembbme an IS
service user expects from the service encountds. @tpected outcome is then confirmed or discorddrby the
actual outcome of the service encounter. The moséipe the outcome and evaluation of the servieeanter, the
more satisfied the service consumer will be and rfwre likely he or she is to continue using theviser
(Bhattacherjee 2001).

Service Satisfaction

Literature on service satisfaction has been deeelgmimarily in marketing, but also has been ingaséd in IS
contexts (Jiang et al. 2002; Westbrook 1980) arsldealt with some of the satisfaction components\arious
dimensions of the service received. For exampkngliet al. (2002) looked at aspects such as tlaiorship
between recipients of IS service and IS staff dtitude IS staff has towards those requestingiceifvtom them,
and the quality of information provided. The satction with an IS product, be it technology, infation or
process, has been an important IS success factlrofi@ and McLean 1992, 2003) and is usually on¢hef
dependent variables investigated in many IS stu@igs Ives et al. 1993; Jiang et al 2002; Kettirayed Lee 1995;
Rai et al. 2002; Saarinen 1993). This is an imparsaiccess factor especially for a service oriefii@dtion since
the satisfaction of recipients with the servica idear measure of how the service provider pegorm

Satisfaction has been defined as a “psychologicaffective state related to and resulting fronogrétive appraisal
of the expectation-performance discrepancy (corsiiom)” (Bhattacherjee 2001, pp 354) where lowegrestation

and higher performance can lead to higher satisfa¢hrough the mechanisms of confirmation/disconéition.

This definition stresses both the affective/emailstate and the rational appraisal of the comptsneiithe service
as described by Jiang et al. (2002). The rationaippnent of satisfaction is defined as a ratiopalraisal of the
level to which certain expectations about an 1§iserhave been fulfilled. The emotional componergatisfaction
investigates the emotional response to the IS @®rencounter. To our knowledge, the literature has
investigated both of these components of satigfadti the same model, or indeed, made the distindtietween
these components of satisfaction. The one notataleption is Ortiz de Giunea and Markus’s (2009)grdpat calls
for better theorizing about how rational and emmiocomponents of satisfaction contribute to interd to

continue using an IS.

While the rational component of satisfaction hasrb@avestigated extensively in IS literature (Jiatgal. 2002;
Karahanna et al. 1999; Ortiz de Guinea and Mark@®2Venkatesh and Davis 2000), the emotional carapbof

satisfaction has suffered from an endemic confusioout what emotions are and how they should b&sidiked.

This confusion is not specific to the IS field. fine psychology literature, “defining “emotions’ @snotorious
problem” (Scherer 2005, pp. 695) which is still andebate (Niedenthal et al. 2005). What is reguis a better
understanding of the types of emotions, or moreegily valenced affective states (Frijda 1986)t dr@ important
to IS research.

Valenced Affective States

Valenced affective states, describe the intrinfli@etiveness (positive valence) or aversivenesgdtive valence)
of an event, person, object, or situation (Frij886).
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In psychology research, valenced states are nowptedt as an explanatory mechanism through whidfereit
cognition influences valenced states, or the reyehe existence of these effects is regarded@srg little debate
in the research literature (Loewenstein et al. 2000Most importantly, research now posits that “thgact of
cognitive evaluations on behavior is mediatedeast in part, by affective responses (cognitivduatin gives rise
to feelings that in turn affect behavior)” (Loewtsin et al. 2001, p. 271).

Given the modern interest in emotions researchrdl2891), many new theories and knowledge abouttiernm
have recently been developed. Most of the resedefines emotion as a complex phenomenon involvignym
components and subsystems such as cognitive ansiopgical components, motor and facial expression,
behavioral tendencies, and subjective feeling @2891; Scherer 1984). All these taken togethegevaped under
the term of the componential model of emotion (8eh2005).

The componential theories of emotion (Ellsworth é@aherer 2003; Frijda 1987; Lazarus 1991; Sche®&41
Scherer 2005; Smith and Ellsworth 1985) represditdy of research that focuses on the cognitivepmmants of
emotion. Research in this stream shows that cagnénd emotion are interdependent in that emotioesdonses
are a result of an individual's subjective evaloatof a goal or need centered event. Emotions dieceat result of
the appraisal process elicited by an individuakpasure to a stimuli represented by an event, ¢bpsrson, etc.
Each of these exposures and subsequent appraadl$d a different emotional response from theviddal. This

can potentially lead to a very large number of eomatl responses (Scherer 1984, 1994). Even samfdlese
different emotional responses can be categorizegkireral families of emotions that are commonlyileiidd by

individuals (Scherer 2000). Scherer (2000) groupss different families of emotions under the geneeiom of

modal emotions.

Modal emotions are defined as the prototypical @utes of frequently occurring combinations or pateof
appraisal (Scherer 1994, Scherer 2000). Modal emetare to be distinguished from mood and affeet tdutheir
more dynamic and integral nature (Scherer 2000)ddl@motions are episodic and dynamic. They have a
beginning and an end, and are of a relatively kdightion (Scherer 2005). Modal emotions are atsegral to a
stimulus (i.e. event/person/object specific) (La®arl991), and usually have a clear cause and aitisegn
component (Forgas 1991). Modal emotions have speaifd focused impacts on actions and behaviongdéFr
1986). Scherer (2000, 2005) proposes a categanizafiemotions based on

Affect, as distinguished from modal emotions isideatal in nature (i.e. not event/person/objectcHjn
(Bodehausen 1993) and can refer to feelings imglpleasantness or unpleasantness in a broad $&ijda (994),
a personality trait (Watson et al. 1988), or ariuate (Scherer 2000).

Finally, mood is also an incidental (i.e. no paiée object of focus of the emotions, sometimesnewéh an
unknown cause) type of valenced state which is ilountensity, diffuse and relatively long-lastintzdrd 1991;
Forgas 1991; Frijda 1994). In comparison with magtabtions, mood is less intense, and longer lagkedy and
Barsade 2001).

Modal emotions are well suited to describe the @met elicited by a service encounter given thatiser
encounters are usually of a relatively short doratind they require an assessment of informationrasults and
require the recipient to take some action basedham the service encounter is developing. Also, dbal of a
service encounter is usually salient to the reaipand can result in intense responses (espediatlye case of a
negative service outcome).

Positive modal emotions, when related to an ISisergncounter, are favorable, beneficial or posijiwalenced
affective responses to an appraisal process tisaahabject the IS service encounter. Negative headations, on
the other hand are un-favorable, detrimental, ajatieely valenced affective responses to an apgr@igcess
focused on an IS service encounter.

To measure modal emotions, a convergent measureofiealt emotional components is required to provitle
researcher with a clear and pragmatic understanafiige emotion elicited by an event (Scherer 208a5sed on
Russell’'s (1983) division of emotions by valancegjiive and negative) and arousal (active/passi8eherer
(2005) proposes a modal emotion framework that n@mpghe salient characteristics of modal emotiortss
framework exhibits 16-20 distinct emotions labelahie in a measurement inventory that covers althef
components and facets of modal emotions (Schei@$)20
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Research Model and Hypotheses Generation

Expectation-confirmation theory (Oliver 1980) exded by Bhattacherjee (2001) suggests that IS agantice

intentions are driven primarily by the satisfactiexperienced by an individual in a current/prionvgse encounter.
This argument is built on the finding that currentprior evaluations of IS service encounters laadndividual to

form certain opinions or assessments of the sepiceided which, in turn will affect his or her @rition to reuse
the IS service (Bhattacherjee 2001; Limayem €2@0D7; Oliver 1980). These opinions that are forinased on the
confirmation or disconfirmation of an expected ame are driven by multiple factors which includeagional

decision based on rational calculations of benefitd costs (such usefulness of the IS service)aandmotional
component that is influence by emotional resporieegast and current encounters, coupled with ladagdng

attitudes and personality traits (Bhattacherjeel2@liver 1980; Ortiz de Guinea and Markus 2009%)e Tational

component of satisfaction is based on the assessmficine quality of the service encounter (suctaesuracy of
information provided, promptness of the servicetip@ation in the service decision making, etclja(g et al.
2002). The higher the perceived quality of thisvieer the more likely a service recipient is to ¢oné using that
service. Thus we posit:

H1: Higher levels of the rational component of Sfafition positively influences IS service continceumtentions.

These rational components of satisfaction are nedli@ part by the emotional response a servicpiestt has to a
service encounter (Lowenstein et al. 2001). Thesetiens can be of a positive or negative naturdé¢gar 1984,
2005) depending on the quality and outcome of #wige encounter. Given the nature of satisfactihich
increases with positive experiences and decreaisesagative experiences (Westbrook and Oliver, 1) 9@ posit
that a positive assessment of the service encowilepositively influence the emotions felt in edlon to the
service encounter (will give rise to positive erno8) whereas a negative assessment of the sendoarer will
negatively influence the emotions related to theise encounter (give rise to negative emotions).

Satisfaction

Positive
Emotion

Continuance
Intention

Satisfaction -
rational
companent

Negative
Emotion

Figure 1: Research Model

H2a. Higher levels of the rational component ofsfattion positively influences the positive emaosoassociated
with the IS service encounter.

H2b: Higher levels of the rational component oisfattion negatively influences the negative emutiassociated
with the IS service encounter.

Finally, given the link between satisfaction anatomued use of a service or artifact (Bhattache?@@l, Limayem
et al. 2007) where higher (positive) satisfactieads to intentions to continue using an IS seraitiélct, we posit
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that the emotional component of satisfaction wijngficantly influence the decision of an individua continue
using an IS service. More specifically, positive atimns associated with the service encounter wakigvely
influence the intentions to continue the use of&service, while negative emotions will negativeifluence the
continuance intentions.

H3a: Positive emotions associated with the IS sengncounter positively influence IS service camdimce
intentions.

H3b: Negative emotions associated with the IS sengncounter negatively influence IS service caoatite
intentions.

Research Methodology

To empirically test the relationships proposed iguFe 1, we employ a field study using survey mdtiogies.
Following Straub (1989), who advocates the usestdlBished measurement scales, satisfaction anthuance
were measured using previously validated scalepgsexd by Jiang et al. (2002) for satisfaction &ng) and
Bhattacherjee (2001) and Limayem et al. (2007)cfmmtinuance intentions (3 items). To measure thetiemal
response to the IS service encounter, we have geagblan adapted version of Scherer's (2005) GenewatiBn
Wheel with 16 emotional items (8 for positive erno and 8 for negative emotions) as follows. Pasi@motion
items used were enjoyment, amusement, pride, fagrdst, hope, satisfaction and relief, while negagémotion
items were sadness, worry, embarrassment, disappemit, envy, repulsion, contempt and irritationspendents
were presented with an introductory text statinaf they should think about their recent IS sengoeounter, go
through each label depicting an emotion and inditla¢ strength with which they felt that emotiolated to the IS
service encounter. The emotions were measuredsmala of 1 to 7, with 1 being labeled as “Emotian felt’,
while 7 being labeled as “Emotion strongly felt"o Establish content validity an extensive literatoeview was
conducted. The results of the literature review evpresented to a panel comprised of domain experts
academia and industry. In addition to the constra€tinterest, we have added three control varsableich have
been recognized as potentially important when itigating issues related to satisfaction and ematioesponses to
a stimulus (e.g. Abraham 2000; Berbner 2003; Hermog Rogers 1981). These three control variablesage,
gender and tenure with the organization.

The survey was administered to the employees afgelmid-south utility company that relies heawly IS to
conduct its business. Participants were drawn fesnployees that have used the internal IS servitdheolS
department of the organization. The IS departmédnthe organization was divided into multiple IS \dee
provisioning sub-units. There were three main sertypes provided by these subunits. The firsthebé service
types, with 35% of performed services dealt withess to IS resources such as providing and reggitinswords
and rights to users. The second type of IS serwidth 33% of IS services focused on software isssgsh as
updates, installations, patches and software eesmiution. The third service type with 32% of seevprovisioning,
pertained to hardware issues such as hardwaredgmrimstallations, network connections and emsolution. The
differences between these three services on saitia emotional response and continuance werestadistically
different (p=.05) which permitted us to pool alhsees together and obtain a stable solution farmadel. In order
to ensure the voluntariness of continuance, wesstigkin the questionnaire the fact that the indadidhas a choice
in whether to continue receiving the service frdmit current service provider or switch to a diffier service
provider (another internal unit). Survey questidmscontinuance (Appendix 1) as well as the intrithn to the
continuance section of the questionnaire cleadestthat respondents should answer these queftioascenario
where their use of the IS service is voluntary. Thevey was hosted online on the intranet of thgeta
organization. A total of 450 emails were sent @ividuals who have received a service from an irgkprovider in
the two months prior to conducting this researdi. Besponses were received of which 157 contaisabtle data
for all constructs of interest (for a response cdt84%).

Data Analysis

To test the measurement model and the structuetlaeships proposed in Figure 1, we used pargiast squares
(PLS) data analysis technique. SmartPLS (Ringlend&eand Will, 2005) was chosen because of its tabss in
regard to assumptions and requirements for datysamaTo validate our measurement model, we foddwhe
recommendations of Straub (1989) and Straub, Bewdrend Gefen (2004), particularly as they pertainalidity
of the constructs and measures.
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To examine construct validity - how well measureselate with a theoretical construct they purponneasure we
inspected two specific aspects: convergent andridistant validity. Convergent validity is achieveghen
measurement items exhibit significant loadingstairtrespective latent constructs (Gefen and Stra005). The t-
values were estimated using a nonparametric bapfsitig procedure using 500 samples (Chin, 1998) thed
results showed significant loadings for all itemsl @onstructs (loadings uniformly over .7 at a Bigance level of
a = 0.05). Further, each construct should be ingaestd in relation to its reliability of measures ihvestigate
reliability, both composite reliability and Cronlies Alpha can be used (Chin 1998, Gefen and St?&@5). Table
1 shows that both composite reliability and Crotitaé\pha are well above accepted limits for reifligéyo (Nunally
1978, Chin 1998). Table 1 also exhibits the vamaagplained (R squared) by the proposed model ¢h e&the
endogenous constructs.

Table 1: Latent Variables Quality Metrics Table 2: Latent Variable Correlation Matrix
Composite Cronbach’s Negative | Positive
Reliability R Square Alpha Cont. Emotions Emotions Sat.
Continuance 0.98 0.35 0.97 Cont. .97
Nega_tlve 0.98 0.10 0.97 Neg. -0.41 .92
Emotions
Pos. 0.24 -0.14 |.81
Positive
Emotions |03 030 0.92 sat. 052 |-03L | 055 |.80
Satisfaction | 0.95 0.95 Note: Bolded numbers on diagonal represent thersqumt of the

AVEs for each construct

Discriminant validity is established by investigefi the latent construct correlations and squardé obctheir
respective Average Variance Extracted (AVE). AMEsdribes the variance explained by measuremens itete
latent construct they measure. Gefen and Stra@b)2stipulate that the "square root of the AVEdach construct
should be much larger than the correlation of flecHic construct with any of the other construaotthe model and
should be at least .50." Table 2 displays the qu@ot of the AVE for each construct (boldfacetba diagonal)
and also the correlation between constructs. Tha daggest that these conditions are met and thggest
appropriate discriminant validity.

The analysis of the data shows that both componehtatisfaction are significantly related to tH& $ervice
continuance intentions of individuals. The struaturelation between the rational component of fati®n is

positively related (.475, p<0.001) to IS servicenttmuance intentions. Similarly, the paths betwéss rational

component of satisfaction and positive (.552, p@0)Gand negative emotions (-0.320, p<0.001) arb bignificant.

Interestingly, while the path between the negatiw®tions (-0.266, p<001) felt by an individual tethto a service
encounter and the IS service continuance intentadrthat individual is, as expected, negative, thkationship

between the positive emotions (-0.058, p=ns) aasatiwith an IS service and IS service continuaves found to
be insignificant. Thus, all hypotheses with theeption of H3a were supported. We also analyzedntheence of

the control variables on continuance intentionslzane found that none of the control variables duayl statistically
significant influence on continuance.

While the posited mediation (partial mediation) eiotions between the rational component of IS eervi
satisfaction and the intention to continue the ¢®vise still exists, it appears that negative eoratiare more

important than positive emotions in assessing #hedrvice and in constructing intentions to cordinging the 1S

service.

To further investigate the influence of emotionstlie appraisal process, and recognizing that sasyehplogy
theorists propose a moderation effect of emotiansygpraisal processes (e.g. Forgas 1995), we ctawiacpost-
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hoc analysis of positive and negative modal emstion the relationship between satisfaction andicoahce
intentions. The results of the moderation analysis do ndedgignificantly from the partial mediation modé,
that both the direct effect and the moderating ctfigf positive modal emotions on the relationshigtween
satisfaction and continuance intentions are stit statistically significant (t=.940, p=ns and #8885 p=ns
respectively). The direct effects and moderatideat$ of negative modal emotions are still statdty significant
(t=3.682 p<0.001 and t=2.469, p<0.001 respectivahg negatively influence the relationship betwsatisfaction
and continuance intentions. Finally, the impacsatisfaction on continuance behaviors is significard positive
(t=2.107, p<0.001). This brings additional supgorthe idea that emotions are indeed important wheasuring IS
service satisfaction and continuance intention#fy Wie caveat that positive emotions seem not todoeelated to
the behavioral intentions investigated.

Satisfaction

Control Variables:

Age
Gender
Tenure

Satisfaction -
rational
companent

Continuance
Intention
R*=35%

Megative
Emotion
RZ=10%

e e e e e e e e e e

Figure 2: Rational and Emotional Components of IService satisfaction and their
impact on IS service continuance

Discussion

This research extends the understanding of ISaesatisfaction by showing the inner workings diséaction and
the interplay between two important individual campnts of satisfaction that have not yet been eaoaly

examined. We empirically investigate a nomologiwativork of satisfaction and continuance of userof&aservice
that breaks the satisfaction construct into a nai@ssessment component and an emotional respongsonent.
We show that emotions do indeed mediate the rdtmssessment of quality that is part of IS sergatsfaction.
We also show that both the rational assessment @oamp and the emotional response component signtfic
impact the intentions of an individual to continuging an IS service. Interestingly, we find thasifige emotions
do not seem to have a significant influence on inoance of the use of an IS service, but negativetiens

significantly and negatively influence continuanogentions. An explanation for this result may betf even
though both negative and positive emotions arei@nited by the rational appraisal of the serviceemier (rational
component of satisfaction), positive emotions tditiby positive appraisal of the service encouaternot strong
enough to influence behavioral intentions (contm&. On the other hand, a negative appraisal efstrvice
encounter leads to strong negative emotions reltdethe 1S service performed, which in turn sigrafitly

influences continuance behavioral intentions. lageerrent research on service recovery findsribgative service

! We thank the anonymous reviewer for suggestirgtiffie of post-hoc moderation analysis.
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experiences have a strong influence on variousvi@isaexhibited by individuals (e.g. Andreassen@DeWitt et
al. 2008). This finding can be important to praetnd especially service recover management siscggests that
managers of IS services should focus more on nitiganegative perceptions and emotions relatedhd¢oservices
provided, rather than investing resources in angatigh levels of positive emotions about theiviz.

The overall empirical findings offer support foetidea that emotions play an important part intangdS service
satisfaction and that they explain additional vaci& in IS service continuance intentions above laeybnd the
variance explained by just rational componentsatiffaction (the variance explained by the ratia@wmhponent of
satisfaction alone in IS service continuance we%)2Tn following calls for a better understandinigeanotions as
influencing factors of IS phenomena (Beaudry ams&ineault, forthcoming; Ortiz de Guinea and Markd89)
this study provides an overview of emotions anesttio clarify some of the confusion related to tileatment of
emotions in IS research.

The limitations of our study are related to the aobself reported measures for both our dependanalie and the
independent variables and to the usual limitati@sslting from a limited sample and common methatls. also
acknowledge the fact that other variables do imgactinuance, with important examples being hakinayem
2007), usefulness (Bhattacherjee 2001), IS semabee (Kettinger et al. 2009), etc. While all theseiables are
important for the investigation of IS service contnce, the purpose of this work in progress waddauofy the
moderating influence of emotions in an IS servioatimuance setting. The larger study, of whichghesent is only
a pilot, will investigate the influence of thesdé@t salient antecedents of IS service continuaaxeyell as propose
a host of other emotion related constructs that aireelevance to IS continuance and IS servicegares.
Furthermore, the available data does not alloviHerinvestigation of the distribution of respondeatross various
organizational units. Due to regards to anonynilg, researchers were not able to secure informatout which
units of the organization individual respondentsobged to. Future research can investigate wheshecific
organizational units differ in terms of their pgwtiens of IS service satisfaction and emotionapoeses to IS
services. Future research should also further tigats the effect of emotional aspects of IS senappraisal on
other salient rational IS service components antdgot in depth qualitative and laboratory reseatwt can
provide additional insights into this importantuss

Conclusion

Understanding how IS service satisfaction forms laomt it impacts IS service usage continuance ioitamt given
the servitization of IS activities. This paper pgo®s an understanding of two important componefil§ cervice
satisfaction — a rational component and an emadtioomponent - and provides empirical support far tise of
modal emotions in quantifying IS service satisfaatilt is our intention to clarify the impact of etional

constructs, specifically, and valance states iregdrand thereby generate more interest from |18arebers, given
that emotions can indeed provide useful explanataiS phenomena.
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Appendix 1: Modal Emotion Scale Items (adapted fronScherer’s (2005) Geneva Emotion Wheel

framework)

Emotion Item Type of Emotion Loading Measuremerdl&c

1: Enjoyment 752

2: Amusement 671

3: Pride .841

4: Joy . . .865

5 Interest Positive Modal Emotions 889

6: Hope .850

7: Satisfaction .825

8: Relief 726 Not Felt Strongly Felt

9: Sadness 951 1 2 3 45 6 7

10: Worry .870

11: Embarrassment .962

g Elnsvayppomtment Negative Modal Emotions .8'79505

14: Repulsion .975

15: Contempt 975

16: Irritation 921
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