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Abstract

The key to economic viability for both traditional “brick and mortar” and online stores is service quality. Yet while there is significant research devoted to measuring service quality in a traditional retail environment, due to the newness of the medium, there is a dearth of research addressing service quality in an online setting. Understanding the different service quality dimensions of e-commerce and identifying the relative importance of these dimensions is the primary focus of this study.  


This research began by utilizing the well validated instrument for assessing service quality in a traditional retail setting, SERVQUAL. This study sought to assess SERVQUAL’s reliability and validity in an online context as well as identify any new dimensions which the SERVQUAL did not contain. In an exploratory manner, this study identified four new aspects based on interviews: (1) lack of annoying banners, (2) online assistance, (3) ease of use, and (4) technical aspects dealing with site security and quick response time. Using a modified testing instrument which included these new dimensions, 204 surveys of experienced e-commerce users where conducted. The study found that the technical aspects of security and response time as well as the ease of use of the web site both increased customer loyalty. Conversely, lack of annoying advertisements and tangibles were of minor importance in predicting both loyalty and trust. It was concluded that service quality has significantly different factors in online stores than in bricks-and-mortar stores and the established SERVQUAL scales need to be modified to reflect these differences. Implications and limitations of the study are discussed.
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Introduction and Motivation

In light of the tumultuous environment in which e-commerce, indeed the economy itself, has recently found itself, online retailers and investors alike are paying much more attention to the bottom line. Commercial websites are desperately seeking to develop business plans and models which will help them survive as a going concern. The development of a loyal customer base has been found to be a key ingredient of profitability and growth (Chow and Reed 1997, Heskett, et al. 1994). Defined as a behavioral intention to return to the vendor for more business (Reichheld and Schefter 2000, Zeithaml, et al. 1996), customer loyalty has been shown to be a vital component of successful commercial ventures, both for online retailers as well as traditional “brick and mortar” retailers. Retailers do not have to work as hard to satisfy loyal customers (Heskett, et al. 1994, Reichheld and Sasser 1990, Zeithaml, et al. 1996), nor do they have to concentrate as much on competitive pricing of their products (Chow and Reed 1997, Reichheld and Sasser 1990, Reichheld and Schefter 2000, Zeithaml, et al. 1996). Some studies estimate that if retailers can increase their loyal customer base, they will see their profits increase by a factor ranging from six to seventeen times the percentage increase in loyal customers (Reichheld and Sasser 1990). 

While this increase in profitability due to returning customers is important in a traditional retail environment, it is critical to online stores. This is due to the 20% to 40%  higher cost of attracting new customers and the lack of impediments barring customers from easily visiting competing vendors with the click of a mouse (Reichheld and Schefter 2000). In an environment where customers are much less loyal than in a traditional retail setting, holding on to these customers becomes essential to economic viability. Indeed, even when online stores can retain a loyal customer base, due to the above mentioned reasons, most of these stores do no even recognize a profit off of these consumers until the second year of their purchases (Reichheld and Schefter 2000). Perhaps one of the most widely recognized examples of a successful online retailer, Amazon.com, can attribute a great deal of this success to the high rate of retuning customers (The-Economist 2000). 

Thus, with the significance of customer loyalty recognized by both traditional and online vendors, the development of such customers becomes of paramount importance. Both research and experience has shown that the two pronged approach of  improved service quality and increased customer trust are the means to accomplish this development (Reichheld and Schefter 2000). Type of industry or retail area making little difference, across the traditional business spectrum, service quality has been demonstrated to be a vital component of developing a loyal customer base (Hartline and Ferrell 1996, Heskett, et al. 1994, Reichheld and Sasser 1990, Zeithaml, et al. 1996) and especially so in the case of e-commerce (Jarvenpaa and Todd 1997). Indeed, may current trade journals and newspapers have gone so far to say that the lack of adequate service quality is directly responsible for the downfall of many “dot coms” (Berman and Green 2000, Solomon 2000). Service Quality is also indirectly related to customer loyalty as increased customer trust through superior customer service, (i.e., service quality), has been linked to the success or attracting returning customers (Reichheld and Schefter 2000). In an online environment, studies have demonstrated that the trust the consumer has in the e-commerce vendor is directly related to their willingness and desire to make purchases via the World Wide Web (Gefen 2000, Jarvenpaa and Tractinsky 1999).

In light of this, where does this leave e-commerce? It has been noted that customer loyalty is the key to economic survival, and increased service quality, both directly and indirectly, through trust, is the means to accomplish increased customer loyalty. Yet, defining exactly what service quality is in the context of online stores, and assessing its effectiveness, remains as an open issue. Traditional, brick and mortar, stores have a widely validated instrument, SERVQUAL (Zeithaml, et al. 1996), to assist in the definition and assessment of service quality. Yet, SERVQUAL was designed without the World Wide Web in mind and as such, its ability to capture the many unique aspects that are inherent in a virtual, online, e-commerce environment, remains open to question. 

Specifically, many key aspects of SERVQUAL revolve around the human interaction that takes place in a traditional retail environment; human interaction which is absent when one purchases online. As such, the utility of the SERVQUAL in an e-commerce setting may not be appropriate. Thus, the main research question this study attempts to answer is “What is service quality in the context of business to consumer (B2C) e-commerce?” This study will attempt to (1) isolate these dimensions of service quality in an online environment, (2) through reliance on both prior research and individual interviews, develop an instrument with which to assess them, and (3) compare the instrument’s reliability and predictive validity with that of the SERVQUAL scales. 

LITERATURE REVIEW

Service Quality

Creating customer loyalty is essential for online vendors because the huge cost of attracting new customers online is only offset after many purchases from the same customer. Retaining customers is therefore an imperative for online vendors (Reichheld and Schefter 2000). In general, one way of retaining customers is through increased service quality (Heskett, et al. 1994, Reichheld and Schefter 2000, Zeithaml, et al. 1996). The reason for this is that in many cases quality service is an integral part of the product or service the customer is paying for. Hence, customers are more inclined to go back to a vendor who provides good service, and tend to reject a vendor who does not (Heskett, et al. 1994, Reichheld and Sasser 1990, Reichheld and Schefter 2000, Watson, et al. 1998). In traditional companies, service quality as perceived by customers directly influences customer loyalty (Zeithaml, et al. 1996).  

Quality Service is the customers’ subjective assessment that the service they are receiving is the service that they expect (Parasuraman, et al. 1985, Watson, et al. 1998). In a “bricks and mortar” store, service quality deals with the appearance of the store and the nature of the relationship between the service providers and the customer. One of the most widely used scales of service quality, SERVQUAL (Parasuraman, et al. 1985), identified five service quality dimensions that apply across traditional, i.e. not online, industries (Zeithaml, et al. 1996). These dimensions are: (1) Tangibles, an appealing physical environment; (2) Reliability, the belief that the service provider is providing service in a reliable and dependable manner; (3) Responsiveness, the perceived willingness of the service provider to help its customers; (4) Assurance, instilled confidence through courtesy and ability; and (5) Empathy, meaning individualized attention. 

Whether these aspects of service quality also relate to an online store is unclear. An appealing environment, such as neatly dressed salespersons and a clean well-organized store, while important in a “bricks and mortar” store is of little relevance with an online store. At most, the neatness and organization of the bitmap pictures it shows might be important, but that is hardly on the same scale as the neatness of a real store that a customer physically visits. The other aspects of service quality, reliability, responsiveness, assurance, and empathy in a “bricks and mortar” store are created through interaction with human service providers. Human service providers are mostly missing in online stores where service is typically provided by an automated, non-human, interface. In fact, that automated interface is one of the distinguishing characteristics of online stores. Arguably then, service quality aspects may be different in an online store. But, what constitutes online service quality remains an open question. 

Trust

Of course, service quality is not the only reason customers return for additional purchases. Another important antecedent, especially when laws and customs cannot be counted on to guarantee the outcome of the exchange, is customer trust in the vendor (Chow and Reed 1997, Gefen 2000, Reichheld and Schefter 2000). Trust is the belief that the trusted party will fulfill its expected commitments (Luhmann 1979, Rotter 1971) in a dependable (Kumar, et al. 1995a) and socially appropriate manner (Zucker 1986), and will behave ethically (Hosmer 1995).  In general, trust is necessary in situation where the business environment cannot be effectively regulated and where consequently there is a need to rely on the other party to play fair and not to take opportunistic advantage of the situation (Deutsch 1958, Fukuyama 1995, Williamson 1985). Trust is especially important in situations where the trusting party must depend on this behavior (Deutsch 1958, Meyer and Goes 1988, Rousseau, et al. 1998), such as in the case of e-commerce (Gefen 2000).  Accordingly, trust is a vital aspect of many long-term business interactions where it is impractical to guarantee all relevant outcomes and behaviors of others (Dasgupta 1988, Fukuyama 1995, Gambetta 1988, Ganesan 1994, Gulati 1995, Kumar, et al. 1995b, Moorman, et al. 1992, Williamson 1985). 

Trust is essential, Luhmann (1979) explains, because people are motivated to understand their social environment, that is what effect their behavior will have on others and what others will do. Achieving such an understanding is hindered by the fact that other people are essentially independent agents whose behavior cannot necessarily be predicted and may not even be rational. Nonetheless, since people need to understand their social environment, they employ a variety of social complexity reduction mechanisms to reduce the number of possible behaviors by others that they need to consider. In many cases, it is not enough to rely on rules and customs, i.e. agreed upon definitions of what acceptable behavior is. When rules and customs are not enough, people reduce the social complexity, among other means, by assuming away many possible undesirable behaviors that others may adopt. Assuming away such undesirable behaviors, and so simplifying the social complexity, is the essence of trust (Luhmann 1979).   
Based on these ideas, research has shown that customer trust is a significant antecedent of online purchase activity because it allows the customer to assume, rightly or not, that the online vendor’s behavior will be what it is expected to be (Gefen 2000). Trust is especially important in the online environment because of the ease with which vendors can pursue undesirable, unethical, and opportunistic behavior, including unfair pricing, misleading information, unauthorized use of credit card information, and distributing personal and purchase activity without prior permission (Gefen 2000, Kollock 1999, Reichheld and Schefter 2000). The latter received much attention lately when Amazon.com, among the largest online retailers, sold its database of customer activity (Rosencrance 2000a, Rosencrance 2000b). As a result, without trust in a specific vendor, customers will refrain from doing business with that vendor (Gefen 2000, Jarvenpaa and Tractinsky 1999) and will not return for additional purchases (Reichheld and Schefter 2000).    

Service Quality and Customer Trust

Customer trust itself is the product of superior customer service (Reichheld and Schefter 2000). The theoretical reason for that goes back to Luhmann’s (1979) and Blau’s (1964) explanation that trust is built when the trusted party behaves in a socially acceptable manner that is in accordance with what is expected of that trusted party, and that, conversely, trust is reduced when the trusted party does not behave accordingly without good reason.  Since quality service is something customers generally expect vendors to provide them with (Parasuraman, et al. 1985, Reichheld and Schefter 2000, Zeithaml, et al. 1996), high quality service should arguably build customer trust, as indeed recent case study research reports that it does also with customers of online vendors (Reichheld and Schefter 2000).  

Theory suggests that trust plays this central role through two possible mechanisms: (1) it is a social complexity reduction method (Gefen 2000), as explained above, and (2) it reduces the perceived risk of doing business with the vendor (Jarvenpaa and Tractinsky 1999). The latter, highlights the importance of perceived risks as an inhibitor of doing business on the Web, and trust as a risk reducing mechanism. In other words, while the former approach views trust as a direct psychological enabler of online business by reducing the otherwise overwhelming social uncertainty, the latter approach emphasizes the inhibiting consequences of risks. Undoubtedly, there are such risks in an online environment, as there are in many commerce activities, except that these risks are more pronounced online because the customer does not engage with a human agent and cannot therefore rely on cues, such as body language and intonation, to assess whether the vendor is trustworthy (Reichheld and Schefter 2000). Trust, by psychologically reducing the perceived threat that the other party may partake in opportunistic behavior, reduces perceived risk. Risk, in itself, inhibits online activity (Jarvenpaa and Tractinsky 1999). 

Research Methodology

Objectives

As discussed above, service quality should increase customer loyalty both directly and through increased trust, and customer trust should also increase customer loyalty either directly or through reduced risk. But what exactly constitutes online service quality? Does SERVQUAL, designed with human service providers in mind, apply here too or are there other aspect of service quality that are more important in an online environment? To answer these questions, this exploratory study identified new aspects of service quality through interviews and then assessed their predictive validity regarding customer loyalty and trust with a survey. 

Instrument Development and Pretest

The identification and development of new online service quality dimensions was a multi-phased process. The first phase consisted of conducting sixty structured interviews. The subjects interviewed consisted of undergraduate, MBA, and executive MBA students at a medium-sized university located on the north east coast of the United States who all had experience with making purchases online. The subjects were asked the following question:

Name what you think are the five most important aspects of service quality in a website.

After each aspect listed, subjects were asked to explain in detail their answer and reasons for listing it. This explanation served to more clearly define the aspect they chose as well as to help avoid misinterpretation when they were later categorized (i.e. when the aspect of “speed” was selected by many students, some of them meant download time, others meant prompt reply to questions, some of them meant quick delivery time, etc.,).


Phase two of the study involved the transcription and categorization of the answers by two judges. Both judges also had extensive experience in making purchases in an e-commerce environment. Once the categorization of the surveys was complete, in addition to certain dimensions that were already contained in the SERVQUAL instrument, four new dimensions were identified: (1) lack of annoying banners, (2) online assistance, (3) ease of use, and (4) technical aspects dealing with site security and quick response time.


The next phase involved the development of multi-item scales which would reflect these newly identified dimensions. Additionally, the new instrument also included items reflecting perceived risk of doing business with the vendor, items dealing with trust in the vendor adapted from Gefen (2000), and items dealing with continued purchase intentions. The ease of use items were adapted from TAM (Davis 1989). The items are presented in Appendix 1. The new instrument was then pretested on a group of forty-one undergraduate students from the same institution noted above based on their experiences purchasing items from the website “Amazon.com”. Students who had no experience making such purchases where asked to not answer items dealing with the service quality of the website.


The results of the pretest demonstrated that the new instrument had both acceptable factorial validity and reliability. The scales for the new dimensions identified correlated significantly with customer intentions to purchase. The SERVQUAL items included in the pretest  loaded on three factors rather than five, with  assurance, reliability, and responsive items all loading on one factor.

Main Data Collection

The questionnaire was then examined in a more general context of returning B2C e-commerce customers. The questionnaire was given to experienced online shoppers, who were undergraduate and graduate business students at a leading business school in the Mid-Atlantic region of the US. The respondents were asked to name the last website they bought at and then to complete the questionnaire answering the questions regarding that specific website. All the items were measured on a seven-point scale ranging from strongly agree (1) through neutral (4) to strongly disagree (7). 

All the students filled in the questionnaire. Of the 413 respondents, only the 204 had previously purchased online, and so only these 204 questionnaires were included in the study. The demographics show that 84 respondents were women, and 104 were men. The remainder did not declare their sex. There were no gender differences in the data (Wilks’ lambda = .72323, p-value = .466). There was also no significant difference between graduate and undergraduate students (Wilks’ Lambda = .73906, p-value = .427). The respondents had bought on average 8.07 times in the last year. Most of the respondents were in their early 20s (n=162) or late 20s (n=22). The most frequently sites the respondents last bought at were amazon.com (n=81), bn.com (n=37), cdnow.com (n=39), half.com (n=28), ebay.com (n=10), and bmg.com (n=10). 

The factorial validity of the scales was assessed with a principal components factor analysis. Items that loaded highly on more than one factor were deleted. In this manner, items SQ16, that the vendor is consistently courteous with users, SQ19, that the vendor has operating hours that are convenient to users, SQ21, that the vendor has users’ best interests at heart, and SQ22, that the vendor understands the specific needs of their users, were deleted. All these items are from the original SERVQUAL scales. In retrospect it is not surprising that these items did not load nicely because online vendors work around the clock, making SQ19 meaningless, and do not have human interaction, making empathy and courtesy impossible. Having dropped items SQ20 and SQ21 from SERVQUAL that aspect, originally labeled empathy, is perhaps better named personalized service. The factor analysis after a varimax rotation is shown in Appendix 2. Item communality ranged between .64 and .6. Descriptive statistics are shown in Table 1. The reliability coefficients, Cronbach’s alpha, are all within the accepted thresholds (Hair, et al. 1998). The descriptive data show that, on average, respondents thought they received good service across the aspects examined, trusted the vendor, were neutral about risk, and were loyal to the vendor. 




Table 1: Descriptive Statistics

	Construct
	Mean (std.)
	Reliability

	Loyalty (Continued Purchase Activity)
	2.67 (1.31)
	.76

	Trust 
	2.74 (1.24)
	.92

	Perceived Risk
	3.78 (1.31)
	.89

	Service Quality (Tangibles)
	2.59 (1.05)
	.90

	Service Quality (Assurance, Responsiveness, and Reliability)
	3.01 (1.00)
	.93

	Service Quality (Empathy / Personalized Service)
	3.14 (1.04)
	.83

	Service Quality (Lack of annoying ads)
	3.50 (1.35)
	.88

	Service Quality (Online Assistance)
	3.22 (1.26)
	.92

	Service Quality (Technical aspects of security & response time)
	3.05 (1.24)
	.85

	Service Quality (ease of use)
	2.10 (1.07)
	.96


Next, the predictive validity of the new aspects of online service quality was assessed with a set of linear regressions. It was expected that customer loyalty would be increased by customer trust and by service quality, that service quality should also increase trust, and that trust should decrease perceived risk. First, each aspect was examined by itself to see whether it predicts loyalty and trust. Then, the combined set of service quality aspects was examined together to assess the relative importance of each aspect. Table 2 summarizes these regressions. All the identified aspects of service quality significantly increased, although not evenly, both customers’ loyalty and trust. Table 2 shows that the most important aspects of service quality that directly increase loyalty is the new aspects of ease of use, which would be expected given that TAM (Davis 1989) predicts IT usage, and to a lesser degree online assistance and technical aspects of security and response time and the SERVQUAL, except for tangibles. On the other hand the three SERVQUAL aspects of service quality, together with ease of use, are the most pronounced in increasing trust, possibly because the SERVQUAL aspects relate to the human side of service and it is human interaction that builds trust. 




Table 2: Predictive Validity

	                                                   Dependent Variable

Independent Variable
	Loyalty

R2 (()
	Trust

R2 (()

	SERVQUAL
	
	

	Service Quality (Tangibles)
	.13 (.36**)
	.30 (.54**)

	Service Quality (Assurance, Responsiveness, and Reliability)
	.19 (.44**)
	.40 (.63**)

	Service Quality (Empathy / Personalized Service)
	.17 (.42**)
	.37 (.61**)

	New Aspects
	
	

	Service Quality (Lack of annoying ads)
	.5 (.23**)
	.7 (.27**)

	Service Quality (Online Assistance)
	.20 (.45**)
	.26 (.51**)

	Service Quality (Technical aspects, security & response time)
	.18 (.43**)
	.20 (.45**)

	Service Quality (ease of use)
	.34 (.58**)
	.32 (.57**)


** = significant at a .01 level

However, when combining all the aspects of service quality in the analysis, the data emphasize that some aspects are more important than others. The data show that loyalty was increased by trust (( = .29, p-value <.001), by the technical service quality aspects of security and response time (( = .19, p-value <.01), by ease of use (( = .35, p-value <.01), and reduced by perceived risk (( = -.11, p-value <.05), explaining 48% of its variance, but not by the other aspects of service quality. Perceived risk was explained by trust alone (( = -.15, p-value <.05), albeit rather weakly with an R2 of only 3%. Trust was increased by the service quality aspect of assurance, responsiveness, and reliability (( = .23, p-value <.01), by a personalized service (( = .19, p-value <.05), by ease of use (( = .32, p-value <.01), and by online assistance (( = .18, p-value <.01), explaining 53% of its variance. Apparently, the new dimension of a lack of annoying advertisements is of minor importance, possibly because it deals with reduced nuisance rather then with increased desirable aspects of quality. Tangibles also was of minor importance in predicting both loyalty and trust.  

Conclusions and Discussion

Service quality is a complex issue containing many aspects. In an exploratory manner, this study attempted to ascertain if there are any new dimensions of service quality that are unique to an online setting and if so, identify these dimensions and develop an instrument for measuring them. Based on interviews with experienced online shoppers, four new aspects were isolated: (1) lack of annoying banners, (2) online assistance, (3) ease of use, and (4) technical aspects dealing with site security and quick response time.

 Based on the interviews, Lack of annoying banners was a major issue with many of the subjects, yet ironically, both linear and multiple regressions indicated that it had little effect on the trust or loyalty of the consumer. As hypothesized above, this may be due to the fact that while these advertisements may be an annoyance to shoppers, and quite possibly detract from the overall shopping experience, it was not a significant enough hindrance to affect the perceived service quality of the site, nor the consumer’s intention to return. Online assistance was of relative importance when looked at in linear regressions, yet when taken as a whole with the other factors relative to the other factors, it did not contribute much to the customer’s trust or loyalty. This suggests that though it is an issue of significance for some customers, it ranks fairly low by comparison with the two remaining new dimensions of online service quality. 

Not surprisingly, the dimension of “ease of use” ranked high both in subject interviews, as well as demonstrated significance in both linear and multiple regressions. Having shown high predictive validity in many non-internet related technology acceptance model studies (Davis, 1989) it is not unreasonable to believe that it would show positive results when translated into the realm of e-commerce. Technical aspects dealing with site security and quick response time, also demonstrated strong predictive validity for loyalty in both linear and multiple regressions. This factor, while being one of the strongest in both interviews and many of the test results, does not fail to suffer from certain limitations. The term “Technical Aspects,” is not the most concrete of phrases and further evaluation of this construct and associated scales, as well as further evaluation of the other new dimensions addressed in this research, would serve to refine and strengthen their validity.


This study also demonstrated that while the SERVQUAL scales in an unmodified form, do not serve to fully capture all the dimensions of service quality as they relate to e-commerce. A modified SERVQUAL, however, with revisions that take into account the unique aspects of service quality in an online environment has much to offer. Thus, perhaps the answer lies between the two extremes of utilizing SERVQUAL completely vs. developing brand new scales in an attempt to assess service quality. In addition to adding the four new dimensions discussed earlier, our study found that the additional five factors of the SERVQUAL should be narrowed down to three dimensions, with assurance, reliability, and responsive items all loading on one factor. The factor of empathy, perhaps can be more truly operationalized in an online environment by being renamed “personalized service,” as the majority of empathetic qualities involve human to human interaction, rather than the human to computer interaction which takes place in cyberspace.

Though this study was exploratory in nature, hopefully it can serve as a starting point down this road for researchers to further understand the issues surrounding service quality and e-commerce.  One limitation of this study is that its participants were all from the same geographic location, and to a high degree, the same cultural background. The role that differing cultures play on usage of e-commerce websites has received a tremendous amount of  “hype” in trade publications (Quinn, 2000; Rasmusson, 2000) but the majority of it has been either descriptive or prescriptive in nature, with little empirical evidence offered.  Hofstede’s research in cultural dimensions has been applied in various technological diffusion studies (Straub, 1994; Straub et al., 1997; Hill et al., 1998; Rose et al., 1998; Straub et al.,2001), but little research has attempted to apply these dimensions to the World Wide Web or to understanding service quality characteristics of e-commerce websites. Some research has even presented the idea that national culture has a very limited role, if any, in the world of international business and/ or e-commerce. The theory behind this idea is that due to factors such as the unique nature of the Internet, the increasing interconnectedness among peoples and nations, and the tremendous growth of international business, as well as international media, a “world culture” has evolved which is independent of nationality or geographic borders (Walker, 1996; Nicovich and Cornwell, 1998; Alden et al., 1999). The next step for research into online service quality is to assess, along with the newly developed factors developed in this research, the significance of cultural influences in e-commerce. Only then can service quality be understood in the borderless world of e-commerce.
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Appendix 1: Items Used

Demographics

1. Gender 

2. Age 

3. How many times have you bought products on the World Wide Web in the last year.


Customer Loyalty 

Use1. I would use my credit card to purchase from the vendor.

Use2. I would not hesitate to provide personal information to the vendor. 

Perceived Risk with Vendor (new scale) 

PR1. There is a significant threat doing business with the vendor 

PR2. There is a significant chance of loss in doing business with the vendor 

PR3. There is a significant risk in doing business with the vendor 

PR4. My credit card information may not be secure with the vendor 

Trust 

TR1. Even if not monitored, I’d trust the vendor to do the job right

TR2. I trust the vendor

TR3. I believe the vendor is trustworthy

Existing Dimensions of Service Quality (SERVQUAL)

Tangibles 

SQ1. The website or shop has an up-to-date appearance 

SQ2. The website or shop is visually appealing

SQ3. The products are neat in appearance

SQ4. The appearance of the website or shop are in keeping with its services 

Reliability

SQ5. When the vendor promises to do something by a certain time, it does 

SQ6. When I have a problem, the vendor has a sincere interest in solving it 

SQ7. The vendor is dependable 

SQ8. The vendor provides its services at the time it promises to do so 

SQ9. The vendor insists on error-free records 

Responsiveness

SQ10. The vendor tells customers exactly when services will be performed 

SQ11. The vendor gives prompt service to customers 

SQ12. The vendor is always willing to help customers 

SQ13. The vendor is never too busy to respond to customer requests

Assurance

SQ14. The vendor’s behavior instills confidence in customers
SQ15. Customers feel safe in their transactions with the vendor

SQ16. The vendor is consistently courteous with customers 

SQ17. The vendor has the knowledge to do its job 

Empathy

SQ18. The vendor gives customers individual attention 

SQ19. The vendor has operating hours that are convenient to customers 

SQ20. The vendor gives customers personal attention 

SQ21. The vendor has the customers’ best interests at heart 

SQ22. The vendor understands the specific needs of its customers

Lack of annoying ads (New Items)

SQ23. There are no annoying banners or ads at the vendor

SQ24. The information needed is presented without annoying distractions

SQ25. The vendor provides the services requested without un-requested ads.

Online assistance

SQ26. There are additional beneficial features at the vendor.

SQ27. The vendor provides helpful & important information even when not asked to. 

SQ28. The vendor guides its customers in a helpful and important 

Site security and response time

SQ29. The information I enter is protected from eavesdroppers 

SQ30. The information I enter is secure 

SQ31. The website responds quickly 

SQ32. I do not have to wait long periods of time when at the website

Ease of Use 

SQ33. The website is easy to use 

SQ34. It is easy to become skillful at using the website

SQ35. Learning to operate the website is easy 

SQ36. The website is flexible to interact with 

SQ37. My interaction with the website is clear and understandable 

SQ38. It is easy to interact with the website

Appendix 2: Factor Analysis with Varimax Rotation 

	
	Service Quality 

(Assurance, Responsiveness, and Reliability)
	Service Quality

Ease of Use
	Service Quality 

(Tangibles)
	Service Quality

(Online Assistance)
	Service Quality

(Technical aspects of security and response time)
	Service Quality 

(Lack of annoying ads)
	Trust 
	Service Quality

(Empathy/

Personalized)
	Continued Purchase Activity

	SQ10
	.80601
	.14439
	.09330
	.13711
	.15355
	.05341
	.04002
	.06113
	.07241

	SQ11
	.77775
	.14311
	.21781
	.13352
	.15746
	.09456
	.23705
	.00808
	.07974

	SQ12
	.76179
	.16068
	.16414
	.19735
	.07869
	.14611
	.16501
	.07443
	.12812

	SQ14
	.75358
	.17262
	.12536
	.20860
	.09145
	.06012
	.17606
	.19488
	-.03372

	SQ9
	.73941
	.09616
	.13859
	.08481
	.15128
	.12707
	.11726
	.00567
	-.03576

	SQ13
	.73679
	.13746
	-.00634
	.04308
	.16219
	.14364
	.10042
	.10220
	-.01565

	SQ8
	.71128
	.20597
	.30094
	.16184
	.17108
	.01112
	.21469
	.13937
	.05989

	SQ6
	.66615
	.14095
	.26272
	.27206
	.16704
	.21047
	.02918
	.11573
	.13562

	SQ5
	.64642
	.13273
	.36710
	.08752
	.14847
	.05821
	.06965
	.20579
	.27711

	SQ7
	.62331
	.13449
	.33884
	.32154
	.22956
	.15422
	.17958
	.12898
	.06090

	SQ15
	.59787
	.21868
	.15831
	.39559
	.05058
	.06375
	.14196
	.31437
	.05257

	SQ17
	.56600
	.18731
	.31695
	.15467
	.12239
	-.04700
	.22923
	.44420
	.00541

	
	
	
	
	
	
	
	
	
	

	SQ36
	.16698
	.87051
	.15753
	.08317
	.08191
	.00952
	.01893
	.12393
	.03545

	SQ35
	.18253
	.85818
	.16998
	.02766
	.04287
	-.00823
	.16028
	.01984
	.06896

	SQ33
	.15730
	.85510
	.16842
	.07990
	.10516
	.07609
	.14502
	-.03284
	.02944

	SQ34
	.17484
	.85417
	.14637
	.11415
	.13517
	-.01735
	.18399
	-.01299
	.05273

	SQ37
	.16528
	.83772
	.15956
	.05906
	.05824
	.07708
	.14130
	.14756
	.13183

	SQ38
	.12794
	.83497
	.24093
	.08953
	.06036
	.03945
	.11014
	.13490
	.21177

	
	
	
	
	
	
	
	
	
	

	SQ2
	.22786
	.27702
	.81550
	.08201
	.09223
	.15424
	-.00021
	.08461
	.01250

	SQ3
	.26685
	.32501
	.78572
	.02702
	.13254
	.08780
	.16405
	.05300
	-.00812

	SQ1
	.35090
	.30640
	.73376
	.24176
	.02622
	.01968
	-.03454
	.05061
	.06658

	SQ4
	.38066
	.29380
	.67348
	.09385
	.15447
	-.00246
	.22392
	.02637
	.06777

	
	
	
	
	
	
	
	
	
	

	SQ27
	.24577
	.04437
	.10634
	.84162
	.16121
	.14901
	.18650
	.05930
	.08521

	SQ28
	.32336
	.10750
	.10599
	.81938
	.11686
	.07167
	.13978
	.11110
	.09548

	SQ26
	.31107
	.18336
	.11153
	.77492
	.19290
	.09917
	.14545
	.10464
	.10177

	
	
	
	
	
	
	
	
	
	

	SQ31
	.27507
	.00259
	.17697
	.19470
	.77496
	.01531
	.14641
	.05594
	.20173

	SQ30
	.26538
	.22931
	.06841
	.24541
	.76696
	-.05166
	.13458
	.17876
	.09880

	SQ32
	.17804
	.08699
	.01266
	-.06861
	.76480
	.20706
	.10781
	-.06966
	-.05958

	SQ29
	.22089
	.17340
	.17724
	.32462
	.68241
	.08804
	.00639
	.23852
	.06572

	
	
	
	
	
	
	
	
	
	

	SQ23
	.13643
	.06565
	.00978
	.05748
	.04268
	.89653
	.04404
	.08776
	.07029

	SQ25
	.12435
	-.05731
	.10538
	.09038
	.06024
	.87022
	.07904
	.03593
	-.04407

	SQ24
	.18987
	.09063
	.07408
	.11360
	.10611
	.86934
	.04419
	.09743
	.09217

	
	
	
	
	
	
	
	
	
	

	TR3
	.30424
	.26478
	.07955
	.26696
	.15546
	.09953
	.76103
	.18112
	.03169

	TR1
	.30954
	.27286
	.11007
	.13706
	.10876
	.12113
	.75984
	.10587
	.23706

	TR2
	.32008
	.29928
	.12094
	.20357
	.18222
	.06460
	.75649
	.12860
	.10187

	
	
	
	
	
	
	
	
	
	

	SQ18
	.40377
	.18015
	.08827
	.09192
	.12520
	.20961
	.20120
	.70168
	.08782

	SQ20
	.38429
	.09266
	.07709
	.29325
	.18163
	.21768
	.13539
	.61904
	.02442

	
	
	
	
	
	
	
	
	
	

	USE2
	.07655
	.29929
	.05303
	.19672
	.12972
	.12218
	.15632
	.09799
	.76565

	USE1
	.29614
	.37117
	.04602
	.11421
	.14321
	.00133
	.42011
	-.07007
	.54098
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