Supplementary Table S2. Fornell-Larcker Criterion

Perceived
Promotional
Construct Customer Communication Perceived Service Relationship
Satisfaction Effectiveness Personalization Marketing
(CS) (PPCE) (PSP) (RM)
Cust Satisfacti
tstomer Satistaction 0.813 0.714 0.749 0.716
(CS)
Perceived Promotional
Communication 0.714 0.886 0.685 0.763
Effectiveness (PPCE)
Perceived Service
Personalization (PSP) 0.749 0.685 0.873 0.788
Relationship Marketi
¢ aionsiup Aarketing 0.716 0.763 0.788 0.883

(RM)

Note. Bold diagonal values represent the square root of the average variance extracted (AVE), while off-diagonal
values represent the correlations between constructs.

Interpretation: The square root of AVE for each construct exceeds the corresponding inter-construct
correlations. The results therefore provide additional evidence of discriminant validity under the Fornell-

Larcker criterion.



