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ABSTRACT 
 

The advent of the internet and e-commerce has brought a new way of marketing 

and selling many products. There are evidences indicating that the e-service quality is an 

essential  strategy to success, probably more important than low price and a good web 

presence.  

The purpose of this thesis is to gain a better understanding of e-service quality 

dimensions that affect the customer perceptions of e-service quality in online shopping.  

On the basis of a detailed literature review, a framework was firstly developed. 

Then, five most important dimensions of the e-service quality, (i.e. website design, reliability, 

responsiveness, trust and personalization) were selected out for exploring how these 

dimensions affect the customer perceptions of e-service quality in online shopping , which 

constitute the research questions of this thesis.  



  

After that, a quantitative research approach was used and the data gathered 

through online survey of customers who have purchased before from the ONLINE 

Gemstone Store, “Gemorbit” to analyze the research questions and framework. This 

research was undertaken by using the service provided by www.surveymonkey.com and 

was unique to only experienced and registered members of the online gemstone store. As 

they have previous experience in shopping online a more suitable view will be obtained 

which would be beneficial for the research.  

 The analytical results show that the dimensions of website design, reliability, 

responsiveness, trust and personalization do affect overall service quality and customer 

satisfaction moreover the last two dimensions were also significantly related to customer 

purchase intentions. 

With respect to future research scope different methodologies can be used like 

personal interviews, focus groups etc to get a much personal view of the proposed 

question. Also similar research for other product categories can be undertaken for more 

specific results.  

Today is the generation of ecommerce where majority of the businesses have 

online storefronts thus making this research very relevant and important. Thus the results of 

this study provide valuable references to senior managers and online business owners on 

how to improve their services for more profitable results.  

 

 

http://www.surveymonkey.com/
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CHAPTER 1 

 

INTRODUCTION 

1.1 Introduction 

With the rapid global development of the electronic commerce (e-commerce), more 

businesses are attempting to gain competitive advantage by using the e-commerce to 

interact with customers. According to a Fast Company survey, Internet buyers as a 

percentage of all Internet users grew from just 19 percent in 1995 to 71 percent in 1999 

(Ibid). Consequently, the competition among online retailers has become fiercer and fiercer. 

For example, more and more online companies publish the features and prices of their 

products in the advertising campaigns, so that customers can become well informed of the 

price-transparency disadvantage, the competitors have utilized three strategies  

(1) Geographic differentiations,  

(2) E-service quality differences, and  

(3) Modest levers of switching costs.  

The growth of the online shopping has reduced the role of the physical geography 

for many consumers and some implicit costs, such as those for the convenience and time 

utility, have also been shrunk by this geographical irrelevance. Therefore, the e-service 

quality differentiation has become the most important thing for attracting and retaining 

customers in the online shopping. Moreover, businesses with the experience and success 

using the e-commerce module are becoming to more and more realize that the key 



  

determinants of the success or failure are not only the website presence and low price but 

also include the electronic service quality, i.e. e-service quality. 

The E-service quality can be defined as “extent to which a website facilitates 

efficient and effective shopping, purchasing, and delivering of products and services”. E-

service quality can not only potentially increase the attractiveness, hit rate, customer 

retention, and positive word-of-mouth, but also maximize the online competitive advantages 

of the e-commerce business. Therefore it is obvious that more attention should be paid on 

the e-service quality. Moreover, the online shopping environment provides vast selection, 

information screening, reliability, and product comparison, which enables that consumers 

reduce the decision-making efforts. Thus, E-service quality has become one of the key 

determinants of the success for online retailers. 

 

1.2 Statement of the problem 

The internet has become a platform for business transactions. Many companies are 

adopting Internet-based e-service modules for conducting business transaction and sharing 

business information with their customer and business partners. Previous studies have 

revealed that the e-service quality in online environment is an important determinant of the 

effectiveness of the e-commerce. Thus, it is particularly interesting and important for 

academics and practitioners, especially those in the field of the e-commerce to analyze 

customer evaluations of the online shopping. The ability of e-services to satisfy the demand 

of customers is assisting businesses in reducing service  



  

 

costs and obtaining more benefits. Furthermore, the customer’s perception of e-service 

quality is one of the most critical determinants of the businesses’ success. 

 

1.3 Objective of The study 

The thesis provides a theoretical model in order to explain the Customer 

perceptions of e-service quality in online shopping. The model refines explanation on the 

influences of e-service on all customer responses, such as perceived service quality, 

customer satisfaction, and purchase intentions. Specifically, the thesis is aimed to 

 1. Determine that e-service quality critically affects customer satisfaction  

 2. To develop marketing strategies for online shopping 

 

1.4 Expected benefits 

The major benefit is that it implies how important customer loyalty and retention is 

as when this happens there is no need for the company to spend excessive time and 

money to do any vigorous campaign for new customers even though they get some they 

would like but there is no frantic hunt for customers. 

As the Thesis employs the use of Survey to gauge the overall perceived e-service 

quality of customer perception, it becomes an important two-way communication tool in 

itself as it is able to communicate to the customer that the online store gives importance to 



  

the customer's satisfaction, also about the store’s willingness to let customer set standards 

and keep working towards continuous improvement.  

 

Also A scale produces quantitative data that can be extremely useful when the 

questions are directly focused on specific information needs. For example in the Thesis our 

survey results show that website design is not a major factor in providing customer 

satisfaction or retention, the most important aspect is Trust, thus an informed decision can 

be made to allocate more training and improvement to that specific variable. 

 

1.5 Significance of the study 

Relief from traffic, attractive offers and the option of getting goods delivered at 

doorstep is making supermarket culture a passé, as large number of persons are spending 

more time shopping online. With myths and wrong perceptions about the concept of online 

shopping fading away gradually, people are now able to realize the true potential of this 

industry and are experimenting with this new shopping experience. 

To managers of companies with a Web presence, an awareness of how customers 

perceive service quality is essential to understanding what customer’s value in an online 

service transaction. 

Many companies are adopting internet based e-services for conducting business 

transactions and sharing business information with their customers and business partners. 

Previous studies (Yang, 2001) have revealed that the e-service quality in online 



  

environments is an important determinant of the effectiveness of the e-commerce. Thus, it 

is particularly interesting and important for academics and practitioners, especially those in 

the field of e-commerce to analyze customer evaluations of online shopping (Wu, 2003). 

The ability of e-services to satisfy the  

 

demands of customers is assisting business in reducing service costs and obtaining more 

benefits (Lu and Zhang 2003). Furthermore, the customers' perceived e-service quality is 

one of the critical determinants of the online businesses' success (Yang, et al. 2004) 

Previous research in e-service quality has primarily focused on the interaction of the 

consumer and the Web site while missing the big picture that e-service quality is composed 

of more than Web site interactivity. 

Based on the reasons above the purpose of this thesis is to gain a better 

understanding of the dimensions that affect the customer perceived e-service quality in 

online shopping. 

 

1.6 Research question 

Our research questions are proposed on the basis of five dimensions of the e-

service quality, i.e. the website design, reliability, responsiveness, trust and personalization. 

According, the following research questions are developed for this thesis: 

Website Design 

1. How does website design affect the perceived e-service quality in online shopping? 



  

Reliability 

2. How does reliability affect the perceived e-service quality in online shopping? 

Responsiveness 

3. How does responsiveness affect the perceived e-service quality in online shopping? 

Trust 

4. How does trust affect the perceived e-service quality in online shopping? 

Personalization 

5. How does personalization affect the perceived e-service quality in online shopping? 

Customer Satisfaction  

6. Overall service quality in online store positively influences customer satisfaction. 

Purchase Intention 

7. Customer satisfaction with an online store positive influences purchase intention. 

 

1.7 Definition of terms 

Tangibles: Appearance of physical facilities, equipment, personnel, and 

communication materials. 

Reliability: Ability to perform the promised service dependably and accurately. 

Responsiveness:  Willingness to help customers and provide prompt service. 

Assurance:  Knowledge and courtesy of employees and their ability to inspire trust 

and confidence. 

Empathy:  Caring, individualized attention the firm provides its customers. 



  

Website design: A multidisciplinary pursuit pertaining to the planning and production 

of Web sites, including, but not limited to, technical development, information structure, 

visual design, and networked delivery. 

 

Personalization: is the process of tailoring pages to individual users' characteristics 

or preferences. Commonly used to enhance customer service or e-commerce sales, 

personalization is sometimes referred to as one-to-one marketing; because the enterprise's 

Web page is tailored to specifically target each individual consumer. Personalization is a 

means of meeting the customer's 

Trust: Assured resting of the mind on the integrity, veracity, justice, friendship, or 

other sound principle, of another person; confidence; reliance.

 

1.8 Organization of the study 

The content of this is as following  

Chapter one contains statement of the problem, scope, objective and organization 

of the study.   

Chapter two composes of reviews of related literatures.  

Chapter three consists of theoretical framework and methodology. 

Chapter four includes an analysis present the data which is gathered through the 

online survey and 



  

Chapter five about the data analyzing and will be finished by conclusion further 

researches within the research area of customer perceptions of e-service quality in online 

shopping. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  

 

CHAPTER 2 

 

LITERATURE REVIEW 

 

This chapter consists of theories relevant to the research area. In order to give 

readers a clear idea about the research area we will firstly introduce the E-commerce 

SERVQUAL model, second dimensions of e-service quality and then addressed Lee and 

Lin’s (2005) dimensions. Finally we will explain online shopping and customer satisfaction. 

 

2.1 E-commerce 

With the Internet users increasing and the network technologies rapid developing, 

the e-commerce is perceived as one of the most important applications of the computer and 

communication technologies. According to Turban et al. (2002), “the E-commerce is an 

emerging concept that describes the process of buying, selling or exchanging products, 

services and information via computer networks, including the Internet.” The e-commerce, 

via the Internet, is completely revolutionizing business institutions, operations, products and 

services, as we have then know today, just as the telephone, television, fax and email have 

change the way in which businesses and consumers communicate with each other. 

 

 



  

Internet is changing the way consumers shop and buy goods and services, and has 

rapidly evolved into a global phenomenon. Many companies have started using the internet 

with the aim of cutting marketing costs, thereby reducing the price of their products and 

services in order to stay ahead in highly competitive markets. Companies also use Internet 

to convey, communicate and disseminate information, to sell the product, to take feed back 

and also to conduct satisfaction surveys with customers. Customers use the Internet not 

only to buy the product online, but also to compare prices, product features and after sale 

service facilities they will receive if they purchase the product from a particular store. The 

Internet provides a unique opportunity for companies to more efficiently reach existing and 

potential customers. 

The quality of a business’ service offering has become a key differentiator in the 

increasingly competitive international marketplace that firm now face (Zeithaml et al., 2000) 

and is viewed as the key element to business achievement. Additionally, supplementary 

services (information-based services, co-located with the product and delivered 

electronically) are recognized as a source of customer value and competitive advantage. 

 

2.2 Service quality 

The worldwide trend toward the service quality was first initiated in the 1880s when 

businesses realized that the quality product, in itself, was not guaranteed to maintain a 

competitive advantage (Van de Wal et al., 2002). The market research has already shown 

that customers who are dissatisfied with a service will tell their  



  

 

experiences to other people. Therefore, the potential; i.e. potential customer base will be 

reduced by the poor service. As the service becomes more and more important and the 

competition becomes fiercer and fiercer in an industry, both consumers and managers 

should pay special attentions to the service quality (Tai, 1994). The term “quality” is widely 

used as a measure of excellence (Madu & Madu, 2002). According to Parasuraman et al. 

(1985, p.42). Service quality can be defined as “the comparison between customers’ 

expectations and perceptions of services”.  The term perception pertains to the consumers’ 

beliefs concerning the received or experienced service (Parasuraman et al., 1988). It is 

believed that the perceived service quality contributes to positive business outcomes, such 

as greater levels of customer satisfactions, and by extension, favorable marketing 

behaviors, such as repurchases and positive word-of-mouth behaviors (Taylor and hunter, 

2002).  

During the past three decades, a number of researchers have sought to discover 

the attributes of the services, which contribute most significantly to relevant assessments 

(Parasuraman et al., 1985). The work conducted by Parasuraman et al. (1985) has been 

regarded as the most prominent, which reveals 10 dimensions of service quality: 

 

 

 

 



  

 

Reliability
It mean that the firms perform the service right at the first time. 

It also means that the firms honors its promises.

Responsiveness
It concerns the willingness or readiness of employees to 

provide service

Competence
It means that the possession of the required skills and 

knowledge to perform the service

Access It involoves the approachability and ease of contact

Courtesy
It involves the politeness, respect, consideration, and 

friendliness of contact personnel (Including receptionists, 

Communication
It means keeping customer informed in the language they can 

understand and listening to them

Credibility It involoves the trustworthiness, believability an honesty

Security It is the freedom from any danger, risk or doubt

Understanding Knowing
It involves making the effort to understand the customers' 

needs

Tangibles It includes the physical evidence of the services

Service quality 

Dimensions
Measurement Critiria

  
 

Table 2.1 Dimensions of service quality 
Source: Parasuraman et al, (1985) 

 
Based on the dimensions of the service quality listed, Parasuraman et al., (1985) 

developed a model for the determinants of the perceived service quality, which indicated 

that the perceived service quality was the consumer’s comparison between the expected 

service and the perceived service. In 1988, Parasuraman et al., further purified and distilled 

these ten dimensions (Table 1.1) to five. 

 (1) Tangibles;  

 (2) Reliability;  



  

 (3) Responsiveness;  

(4) Assurance and  

(5) Empathy 

 

In turn, these five attributes constitute the base of a global measurement devise for 

the service quality, called SERVQUAL. Each item in SERVQUAL was measured based on 

the customer’s perceptions. According SERVQUAL, Parasuraman et al., (1985) proposed 

that service quality is function of differences between expectation and performance along 

the quality dimensions. They developed a service quality model (Figure 2.1) based on gap 

analysis. The various gaps visualized in the model are: 

 



  

Words of mouth 
communication 

Personal needs

Management perceptions of 
the consumer expectations 

Translation pf perceptions 
into service quality 

specification 

Perceived service

Expected service 

Past experience 

Service delivery 
(including pre and 

post contacts) External 
communica
tions to the 
consumer 

Consumer 

Marketer 

Gap 1 
Gap 3 

Gap 2 

Gap 5 

Gap 4 

 

Figure 2.1 Model of service quality Gaps 

Source: Parasuraman et al., (1985) 
 

Gap1: Difference between consumer’s expectations and management’s perception of those 

expectations: management may have inaccurate perceptions of what consumers 

(actually) expect. The reason for this gap is lack of proper market/customer focus. 

The presence of a marketing department does not automatically guarantee market 

focus. It requires the appropriate management processes, market analysis tools and 

attitude. 



  

 
Gap2: Difference between management’s perceptions of consumer’s expectations and 

service quality specifications: there may be an inability on the part of the 

management to translate customer expectations into service quality specifications.  

This gap relates to aspects of service design. For example, an airline may find that 

its customers require a better meals service on its short-haul routes. This 

requirement needs to be translated into food and beverage menus for different 

times of the day. 

 
Gap3: Difference between service quality specifications and service actually delivered: 

guidelines for service delivery do not guarantee high-quality service delivery or 

performance. There are several reasons for this. These include: lack of sufficient 

support for the frontline staff, process problems, or frontline/contact staff 

performance variability. For instance, the airline of the previous example may 

introduce an exotic and extensive menu that does not leave enough time to serve or 

consume. This results in a perception of poor quality. The manner of service also 

influences the perception f quality. If the stewards or stewardesses are not 

competent r friendly, once again the investment in the meal service will not improve 

perceptions of quality. 

 
 

 



  

Gap4: Difference between service delivery and the communications to consumers about 

service delivery: consumer expectations are fashioned by the external 

communications of an organization. A realistic expectation will normally promote a 

more positive perception of service quality. A service organization must ensure that 

its marketing and promotion material accurately describes the service offering and 

the way it is delivered. This is why in service organizations it is counter-productive 

to separate the operations and marketing functions. 

 
Gap5: Difference between consumer’s expectation and perceived service. This gap 

depends on size and direction of Gap 5, which in turn depends on the nature of the 

gaps associated with marketing design and delivery of services. 

 
The above model is a diagnostic tool. If used properly, it will enable the 

management to identify systematically service quality shortfalls. In other words, it facilitates 

the identification of gaps between a numbers of variables affecting the quality of the 

offering. This model is externally focused. If used correctly it has the potential to assist the 

management to identify the pertinent service quality factors from the perspective of the 

customer. 

 

 

 

 



  

2.3 E-service Quality  

The Internet is fast becoming an important new channel for business in many 

sectors, which raises e-services as the emergent business paradigm in the industrialized 

work. Obviously, the influence of the Internet on creating e-services has been revolutionary 

for both providers and their customers (Boyer, et al., 2002). According to Boyer et al. 

(2002), a unique opportunity was provided by e-services for businesses to offer new models 

for service design strategies and new service development. Firstly, all providers of services, 

whether they are traditional ‘brick-and-mortar’ or pure Internet players, now have more 

delivery channel options for competing. Secondly, they can offer many new services more 

economically with both greater geographic reaches and product varieties. As a 

consequence, the e-service market creates opportunities for providing value-added services 

offered by different companies (Casati and Shan, 2001). 

Nowadays, the most experienced and successful e-commerce businesses are 

beginning to realize that the key determinants of successes or failures are not merely the 

web presence or low price but also the delivering of the high e-service quality (Yang, 2001; 

Zeithaml, 2002). The recent research shows that the price and promotion are no longer the 

main drawbacks for customers to make a decision on a purchase (Schneider and Perry, 

2002). More and more sophisticated online customers would rather pay a higher price to e-

retailers who provide high quality services. 

 

 



  

 

Although the exploration of the e-service quality “is in its early stages” and studies 

do not fully concur about the dimensions and statements explored (Ziethaml et al. 2002), 

the following points can be identified on the basis of Ziethaml et al’s (2002) work: (1) 

multiple factors influence the e-service quality instead of only a single factor; (2) the 

recovery service involves different dimensions than core dimensions and most of the 

‘personal service’ issues belong to the category of the recovery services instead of the core 

services; (3) the satisfaction, intention to purchase and purchase are affected by the e-

service quality; and (4) the perceptions of the e-service quality are related to the technology 

readiness and the customer-specific construction. 

 
2.4 Dimensions of E-service Quality 

SERVQUAL does not mention the e-service quality, since the five dimensions 

primarily address the customer to employee interactions instead of the customer-to-web site 

interactions. Accordingly, some researchers attempted to identify the key attributes that best 

fit the online business environments: 

Josepth et al. (1999) uncovered six underlying dimensions of the online banking 

service quality: convenience/accuracy, feedback/complaint management, efficiency, queue 

management, accessibility and customization. Zeithaml et al. (2000) uncovered 11 

dimensions of the online retailing services quality in a series of group-focused interviews, 

which were the access, ease of navigation, efficiency, flexibility, reliability, personalization, 

security/privacy, responsiveness, assurance/trust, site aesthetics, and price knowledge. 



  

 

Based on 54 student’s evaluations on three UK-based Internet bookshops, Barnes 

and Vidgen (2001) extended the SERVQUAL scale and established a WebQual Index. The 

index addressed the following seven customer service quality aspects: reliability, 

competence, responsiveness, access, credibility, communication and understanding the 

individual. Additionally, an important article by Cox and Dale (2001) noted the traditional 

services quality dimensions, such as competence, courtesy, cleanliness, comfort and 

friendliness, were no longer relevant in the context of the online retailing, whereas other 

factors, such as the accessibility, communication, credibility, understanding, appearance 

and availability were critical to the success of online business. The online retailing service 

quality dimensions pointed by Cox and Dale (2001) are based on a review of the literatures. 

 Parasuraman (2002) examined the issue of the e-service quality, too. His initial 

research in the area indicated that there were eleven dimensions of the e-service quality, 

which were the same as those proposed by Zeithaml et al. (2000). Then, based on a 

sample of 540 Internet users, Parasuraman (2002) conclude that there were four key 

dimensions: efficiency, fulfillment, reliability and privacy. Wolfinbarger and Gilly (2002) 

uncovered four factors of online retailing experiences, through group-focused interviews, a 

content analysis and online survey of 1013 panel members: web site design, reliability, 

privacy/security, and customer service. 



  

 Zeithaml et al. (2002) conducted a critical review of extant literatures on the e-

service quality literature and identified seven dimensions of the e-service quality: efficiency, 

reliability, fulfillment, privacy, responsiveness, compensation and contact.  

These seven dimensions were further classified into two categories: a core service 

scale for measuring the customers’ perceptions of the e-retailers’ service quality when 

customers experienced no problem with the site (efficiency, reliability, fulfillment and 

privacy) and a recovery service scale for measuring the site (efficiency, reliability, fulfillment 

and privacy) and a recover service scale for measuring the e-retailers’ service recovery 

when problem occurred (responsiveness, compensation and contact). 

 Yang et al. (2003), who advanced 14 dimensions, noted that: it was the initial step 

in planning service quality improvement endeavored through listening to the voices of their 

customers. In turn, the identification of customers’ expectations related to the Internet 

purchasing provided the frame of reference for online companies to assesses their overall 

service quality. Their dimensions were responsiveness, credibility, ease of use, reliability, 

convenience, communication, access, competence, courtesy, personalization, continuous 

improvement, collaboration, security/privacy, and aesthetics. Later on, on the basis of 

Zeithaml et al.’s (2002) study, Parasuraman et al. (2004) developed a four-dimensional e-

service quality scale: efficiency, fulfillment, system availability, and privacy. By removing 

statements and referring only to the service recovery, Parasuraman et al., (2004) formed a 

three dimensional scale (E-Recs-Qual): responsiveness, compensation and contact. 



  

 Recently, Lee and Lin (2005) identify the main factors influencing the customer 

perceptions of the e-service quality in online shopping, using a modified version of the 

SERQUAL model. Those factors are: (1) web site design; (2) reliability; (3) responsiveness; 

(4) trust; and (5) personalization. 

 
 

Customer perceptions of 

E-Service Quality 

Dimensions

Definition

Web site Design
Customer perceptions of the degree of the user friendliness in using an 

online store

Reliability
Customer perceptions of the reliability and security of the service 

provided by an online store.

Responsiveness
Customer perceptions of the responsiveness and helpfulness of the 

service provided by an online store

Trust
Customer perceptions of the lever of the trust merchanisms provided by 

an online store

Personalization
Customer perceptions of the degree to which an online store provides 

differentiated services to satisfy specific individual needs  
Table 2.2 Customer perceptions of E-service Quality Dimensions 
Source: Lee and Lin (2005) 
 
2.4.1 Website Design 

Web is rapidly becoming the platform, through which many companies deliver 

services to businesses and individual customer. These customer-to-website interactions in 

online retailing, to a great extent, replace the traditional customer-to-employee interactions. 



  

Website has become a standardized infrastructure for a great number of deliver 

applications including the access to information, communication, e-commerce, energy 

management and sophisticated tele-medium applications. The goal of some websites is to 

deliver services to its intended audiences and to do so with a modern design.  

According to Kim and Lee (2002), the website design describes the appeal of the user 

interface design presented to customers. 

Another important aspect of the website is to enable customers to function more 

independently and conduct many transactions on their own (Jun et al., 2004). They can 

search for particular product/services, chat with other members in virtual communities, and 

obtain advice or comments from peers. Therefore, the website should be well-organized 

enabling consumers to navigate smoothly and in an enjoyable manner and designing of the 

database should be timely, informative, and user friendly (Jun et al., 2004). 

Recently, several studies on the e-commerce note that some features of websites 

are important for business to succeed. For example, D’Angelo and Little (1998) argue that 

the factors such as navigational and visual characteristics and the practical considerations, 

such as the image, background, color, sound, video, media and content are critical features 

of a website. Similarly, Zeitham et al., (2000) shows two important factors that are critical 

for a website: aesthetics and navigation. The aesthetics and appearances of a website are 

referred as the “e-scope”. The e-scope is comparable to the traditional service scope and 

reflects how information is presented through the use of colors, layout, pictures, and font 

sizes as well as styles (Semejin et al., 2005). Websites with adequate navigation quality 



  

consistently enable users to find what they want easily, via a dependable and well-

performing search engine offering fast and logical maneuverability (Zeithaml et al., 2000) 

Cox and Dale (2001) discovered and statistically validated four quality factors of a 

website, which were: ease of use, customer confidence (how does the website generate 

customer trust), online resources (the capability of the website to offer product/services) and 

relationship services (how does the website bond with the customer and inspire loyalty) 

In addition, Zeithaml et al. (2002) unmoved several quality dimensions related to the 

commercial websites: ease of navigation, flexibility, efficiency, site aesthetics and security. 

Voss (2003) proposed three key quality factors relating to the customer-cantered 

service in a virtual environment- trust, information and status, and configuration and 

customization, of which two dimensions: i.e. information and status, and configuration and 

customization are associated with the capability of websites. Wang (2003), who examined 

the service quality, provided an instrument based on a study of 260 adult respondents. The 

final form encompassed both the dimensions and the actual statements comprising 

“reliability”, “responsiveness”, “assurance”, and “empathy”. 

Customers are willing to visit more often too and stay longer times with the 

attractive websites. Contrarily, the poor design of websites will make the company lose an 

opportunity to enhance the company image if it does not necessarily directly lose 

customers. According to Turban et al. (2004), a successful website design should meet 

customers’ expectations and problems. Furthermore on the basis of the work conducted by 



  

Meister et al. (2000), the biggest challenge of the e-services quality is to balance the 

greater customization possible (which typically results in more complex websites) with a  

simple, accessible and easily used web interface. The influence of website designs on the 

e-service quality has been studies extensively. For instance, a recent empirical study finds 

that the factors of the website design are the strong predictors of customer quality 

judgments, satisfactions, and loyalties for Internet retailers (Wolfinbarger and Gilly, 2003) 

Overall the website design is important factor in determining the customers-

perceived e-service quality and it has significant and positive impacts on customers’ 

perceived e-service quality. 

 
2.4.2 Reliability 

Reliability represents the ability of a website to fulfill orders correctly, deliver 

products promptly, and keep personal information secure. In an e-commerce context, the 

reliability often refers to a functional quality dimension and at the same time to the reliability 

of the information content provided on the website. Online consumers apparently want to 

receive the right quality and right quantity of items that they have ordered within the time 

frame promised by the online retailers and they expect to be billed accurately (Jun et al., 

2004). Accordingly, to be considered as reliable, online service providers must deliver the 

promised services accurately and within the promised time frame. 

The “reliability” factors comprise four items: accurate online transactions, accurate 

records, correct performances, and fulfillments of promise (Yang et al., 2004). The reliability 

of the information provided on the website is operational as accurate.  



  

 

Accurate website provides visitors with the information that is considered as useful 

and reliable, and most likely to occur effectively when the information is provided in an 

attractive manner. 

The importance of the reliability has been emphasized by the information 

technology-based service (Lee and Lin, 2005). Besides Lee and Lin (2005) argue that the 

dimension of the reliability has a direct positive effect on the perceived e-service and the 

customer satisfaction. 

Consequently, in order to simultaneously achieve high levels of the consumers’ 

perceived e-service quality and satisfaction, online retailers should particularly focus on the 

dimension of the reliability (Jun et al., 2004). According to Zeithaml et al. (2000), Barnes 

and Vidgen (2001), Parasuraman (2002), Wolfinbarger and Gilly (2002), Yang and Jun 

(2002), Zeithaml et al. (2002), Santos, Wang (2003), Yang et al. (2003), and Lee and Lin 

(2005), the reliability is the most important determinant of the perceived e-service quality. 

 
2.4.3 Responsiveness 

The responsiveness describes how often an online store voluntarily provides 

services (e.g. customer inquires, information retrieval and navigation speed) that are 

important to its customers (Parasuraman et al., 1988; Yang, 2001; Kim and Lee, 2002). 

According to Wang (2003), the “responsiveness” measures the ability of a company to 

provide the appropriate information to customers when a problem occurs, a mechanism for 

handling returns, and arrangement for online guarantees. 



  

 

A quick response to requests is likely to increase the perceived convenience and 

diminish the uncertainly, and is also important way for companies to show that they are 

customer-oriented and act benevolently toward customers. Therefore, customers expect 

online stores to respond to their inquiries promptly and customers have identified a fast 

response as an element of high-quality services. 

According to Turban et al. (2004), the most popular online customer service tool is 

e-mail, which is inexpensive and fast. E-mail is used to disseminate and conduct responses 

to customer inquiries. Though the responsiveness in general has a positive influence on the 

perceived e-service quality, it should be noted that it might impact quality perceptions 

negatively if customers feel that they are bombarded with e-mails from the company 

(Zeithaml et al., 2000). 

According to Yang et al. (2004), the responsiveness is the foremost critical factor in 

determining the customer service quality. Moreover the responsiveness as a leading 

determinant in e-service operations. Overall, in order to achieve high levels of the 

consumers’ perceived e-service quality and their satisfactions simultaneously, online 

retailers should particularly focus on the dimensions of the responsiveness, too (Zeithaml et 

al., 2000; Barnes and Vidgen, 2001; Gefen, 2002; Keynama and black, 2002; Parasuraman, 

2002; Zeithaml et al., 2002; Yang et al., 2003; Parasuramanet al., 2004; Lee and Lin, 

2005). 

 



  

2.4.4 Trust 

Trust is at the center of the e-commerce with much academic discourse surrounding 

the security, promise fulfillment, and confidence. Kim and Lee (2002) defined the trust as 

the customer willingness to accept the vulnerability of an online transaction based on their 

positive expectations regarding future online store behaviors. Trust is a significant 

antecedent of participations in commerce generally, and especially in online settings 

because of the increased ease with which online shopping can behave opportunistically. 

According to Bandyo-padhyay (2002), the trust is a mutual issue since buyers need 

to have trust in sellers in terms of e-service quality as well as the confidentiality of data. 

The lack of the trust in the online transactions has been identified by the e-retailers as one 

of the major obstacles in the adoption of online shopping in a large number of discussions. 

Since this shopping medium is relatively new and most of people have only little 

experiences with it, the shopping on the Internet provides a challenge to many consumers. 

Trust should be even more important in e-commerce than in the traditional E-

commerce because of the paucity of rules in regulating the e-commerce and because 

online services and products typically are not immediately verified. For the online shops, it 

is critical to maintain the high level of trust unless they have established entities in the non-

cyber-business environment (Turban et al., 2002). 

 

 

 



  

The online shopping context comprises the interaction between customers and 

online stores. In addition, Daffy (2001) emphasize the importance of the trust in developing 

a sustainable relationship among a company, its customers and its business partners. 

Thereafter, trust is one of the most substantial dimensions of e-service quality and the 

trustworthiness has significant and positive impacts on the online buyers’ perceived service 

quality (Zeithaml et al., 2000; Parasuraman, 2002; Voss, 2003; Lee and Lin, 2005). 

 
2.4.5 Personalization 

Personalization involves the individual’s attention, the personal thank-you notes 

which a customer receives from online stores, and the availability of a message area for 

commenting customer questions (Yang, 2001). The heart of personalization is to satisfy the 

individual customer’s unique needs. Thus, personalization has the potential to completely 

revolutionize the ways in which a web-based business markets its products and maintains 

its customers’ relationships. 

According to Raisch (2001), personalization was one of the most effective methods 

of solving the problem of “managed-chaos”, which existed in the current of the 

measurement and data mining in the web-centered area of industries. Moreover, it was 

influential for online service products to apply the personalization during the process of 

providing services to customers because both environmental variables and customers’ 

characteristics variables influenced the online customer’s decision-marking process. 

 

 



  

According to Huang and Lin (2005), the personalization gives each customer a 

unique experience. In order to match services with the individual customer, usually 

customers are asked to fill in questionnaires by conducting interviews; customers’ behaviors 

are analyzed (Turban et al., 2004). Therefore, personalization constitutes also one of the 

factors in determining the customers’ perceived e-service quality (Zeithaml et al., 2002; 

Parasuraman, 2002; Yang and Jun, 2002; Yang et al., 2003; Lee and Lin, 2005). 

 
2.5. Online Shopping 

With the development of Internet and web-based technologies, online customers are 

gradually obtaining unlimited accesses to the information which they require and are 

enjoying a wider range of choices in selecting products and services with highly competitive 

prices. That is why some consumer-purchases are mainly on the basis of the cyberspace 

appearance such as pictures, images, quality information, and video clips of the product, 

instead of the actual experience. The online shopping environment enables consumers to 

reduce their decision-making efforts by providing vast selection, information screening, 

reliability and product comparison (Alba et al., 1997). 

“Online shopping is a complex process, which can be divided into various sub-

processes, e.g. the navigations, the research of information, the online transactions and the 

customer interactions.” (Lee and Lin, 2005). 

 

 

 



  

The online shopping fulfills several consumer needs more effectively and efficiency 

than the conventional shopping. Firstly, with the online shopping, consumers can browse 

the entire product-assortment with the minimal effort, inconvenience and time investment. 

Secondly, consumers can efficiently obtain the critical knowledge about firms, products and 

brands, and thereby increase their competency in making sound decisions while shopping. 

Thirdly, consumers can easily compare product features, availability, and prices more 

efficiently and effectively in the online shopping than the conventional shopping. Fourthly, 

the online shopping provides a level of anonymity when shopping for certain sensitive 

products. Finally, the online shopping offers a high level of conveniences for those whose 

time costs are perceived to be too high to invest in the conventional shopping. 

 
2.6 E-service Quality in online shopping 

As the Internet has been spreading, it has become a popular marketing channel. It 

is particularly interesting for academics and practitioners, especially those in the field of e-

commerce to analyze customer evaluations in the online shopping (Wu, 2003). “Online 

shopping is a complex process, which can be divided into various sub-processes, e.g. the 

navigations, the searches of information, the online transactions and the customer 

interactions.”(Lee and Lin, 2005). The total population shopping online in 2002 is 66 million 

and this figure is expected to double by 2007 (Nua Internet Surveys, 2002). Moreover, 

revenues from the online retailing continue growing too. A recent Forrester Research 

Report forecasts that the online retail sales would reach US$269  

 



  

billion in 2005, from US$45 billion in 2000 (Dykema, 2000). According to Grewal et al. 

(2004), the online shopping can fulfill several consumers’ needs more effectively and more 

compare with the conventional shopping. 

The E-service quality is one of the key determinants of the success of online 

retailers (Jun,et al., 2004). According to Zeithaml (2002), online retailers fail primary due to 

the poor quality services, which are rendered to their customers. Online customers expect 

fast, friendly and high quality services (Singh, 2002). They also want choices, conveniences 

and responsive services with a personal touch. Moreover, customers are unlikely to 

evaluate each sub-process in detail during a single visit to a store. On the contrary, they will 

perceive the services as an overall process and outcome. For online consumers, the e-

service quality of a high standard is the means by which the potential benefits of the 

Internet are realized (Yang, 2001). 

According to Cai and Jun (2003), first, the e-service quality greatly influences 

customers’ satisfactions and intention to shop online and second, the e-service quality is 

critical in attracting potential customers. Instead of trying to maximize indiscriminately the 

quality of the e-service provided, the company should design and implement a realistic 

program to achieve an optimum level of the e-service quality and the e-service quality is an 

essential component of the customer-centric strategy. 

Therefore, many practitioners and academicians in online shopping have recently 

focused on the e-service quality to attract potential customers and how to retain current 

customers. Additionally, Zeithaml (2002) emphasized that companies should 



  

 

focus on e-services quality including all cues and encounters that occurred before, during 

and after transactions. 

 According to Zhaobin (2005), found that website design, website reliability/fulfillment, 

website customer service and website security/privacy are the four dominant factors which 

influence consumer perceptions of online purchasing. The four types of online New Zealand 

buyers; i.e., trial, occasional, frequent and regular online buyers; perceived the four website 

factors differently. These buyers have different evaluations of website design and website 

reliability/fulfillment but similar evaluation of the website security/privacy issues, which 

implies that security/privacy issues are important to most online buyers.  

 
 

Online Purchase 
Behavior 

Outcome 
Website Design Factors Type of Online Buyers 

Frequent 
Regular 

Trial 
Occasional 

Website design 
Website Reliability/Fulfillment 
Website Customer service 
Website Security/Privacy 

 

Figure 2.2 Online shopping model 
Source: Zhaobin Chen, 2005 

 

 

 

 



  

 

2.7 Customer Satisfaction & Purchase intentions 

 Customer satisfaction is defined as a customer’s overall evaluation of the 

performance of an offering to date. This overall satisfaction has a strong positive effect on 

customer loyalty intentions across a wide range of product and service categories 

(Gustafsson, 2005) 

The satisfaction judgment is related to all the experiences made with a certain 

business concerning its given products, the sales process, and the after-sale service. 

Whether the customer is satisfied after purchase also depends on the offer’s performance 

in relation to the customer’s expectation. Customers form their expectation from past buying 

experience, friends’ and associates’ advice, and marketers’ and competitors’ information 

and promises (Kotler, 2003) 

Factors which determine the extent of expectations are: customer needs, total 

customer value and total customer cost. It is mentioned by researchers who study customer 

choice that choosing a product or service is only one of the stages customers go through. A 

purchase decision is influenced by the buyer’s characteristics. These include cultural, social, 

personal and psychological factors. In addition to the buyer’s decision process. The typical 

buying process develops through five stages: 1) new recognition; 2) information search; 3) 

information evaluation; 4) purchase decision; and 5) post-purchase evaluation (Reichheld et 

al., 2000). 



  

Although buyers may skip or reverse some stages, basically they pass sequentially 

through all five stages in buying a product. Value reflects what customers do in evaluating, 

obtaining, using and disposing of the product or service. Values can  

 

be defined as principles or standards of an individual as a whole. They reflect an individual 

judgment as to what is valuable or important in life. Customer delivered value is a result of 

comparison of total customer value with total customer cost. 

Information about the opinion of the customer regarding a product or service is of 

essential importance, and can be obtained in several ways, such as customer surveys, 

phone interviews, and customer panel discussions. It is also important to measure customer 

orientation continuously (Rampersad, 2001). 

What the company thinks its customer wants is not necessarily the same as what 

the company thinks it has to offer is not necessarily the same as what the company actually 

offers is not necessarily the same as how the customer experiences this is not necessarily 

the same as what the customer really wants (Rampersad, 2001). 

 The satisfaction influences the online purchase decision and future behavior 

intentions (Anderson and Srinivassan, 2003). Battacherjee’s model (2001) shows that the 

intention to continue with online financial transaction is determined by satisfaction with 

previous purchase experience. It is therefore to be expected that when a consumer is 

satisfied with e-shopping, purchase frequency and spending will increase. 



  

One of the applications of interest in the concept of e-segmentation centers on the 

joint application of sociodemographic, behavioral and attitudinal variables, providing an 

integrating perspective. It is essential to understand attitudes towards e-commerce, 

consumption patterns and the importance of satisfaction with e-shopping to develop 

effective strategies to attract and maintain consumers (Donthu and Garcia 1999). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  

 

CHAPTER 3 

 

RESEARCH METHODOLOGY 

 
3.1 Introduction 

The conceptualization presented in this chapter allows us to provide readers with a 

framework of theories on the research topic in this thesis. Most important of all, the 

research questions based on Lee and Lin’s (2005) five dimensions, i.e. the website design, 

reliability, responsiveness, trust and personalization, are dimensions of the e-service quality.  

The content of this chapter includes: 

3.1 Introduction 

3.2 Conceptual framework 

3.3 Research design and Methodology 

3.2.1 Sampling Plan 

3.2.2 Data Collection Method 

3.2.3 Data Analysis 

 
3.2 Conceptual framework 

The conceptualization presented in this chapter allows us to provide readers with a 

framework of theories on the research topic in this thesis. Most important of all, the 



  

research questions based on Lee and Lin’s (2005) five dimensions, i.e. the website design, 

reliability, responsiveness, trust and personalization, are dimensions of the e- 

service quality. Thus, Figure 3.1 is a graphical illustration of how these dimensions affect 

the customer perceptions of e-service quality in online shopping, The model proposed that 

e-service quality dimensions are casually linked to the two performance measures of overall 

service quality and customer satisfaction, and in turn influence customer purchase 

intentions. 

Website design 

Reliability 

Responsivenes

Trust 
Customer 

satisfaction 

Personalization 

Overall 
service 
Quality 

Purchase 
intentions 

H1a 

H2a 

H3a 

H5a 

H4a 

E-service quality dimensions 

H1b 

H2b 

H3b 

H4b 

H5b 

H6 

H7 

 

Figure 3.1 Conceptual framework 

 
 This study used the revised SERVQUAL scale items to establish dimensions of e-

service quality through website design, reliability, responsiveness, trust, and personalization. 

The relationship among the e-service quality dimensions, overall service quality and 

customer satisfaction is hypothesized and discuss bellowed. 



  

1. Website design:  Website design quality is crucial for online stores. Website 

design describes the appeal that user interface design presents to customers.  

 The influence of website design on e-service performance has been studied 

extensively. Hence, the following hypothesis is proposed. 

 H1a.  Website design in an online store positively influences overall service quality. 

 H1b.  Website design in an online store positively influences customer satisfaction. 

 2. Reliability:  Reliability represents the ability of the website to fulfill orders correctly, 

deliver promptly and keep personal information secure. The importance of reliability has 

been emphasized by the information technology-based service. Moreover, Zhu et al. (2002) 

argued that reliability dimension has a direct positive effect on perceived service quality and 

customer satisfaction. Online stores must provide mistake-free service and secure online 

transactions to make customers feel comfortable using online shopping. The following 

hypothesis thus is proposed. 

 H2a.  Reliability in online store positively influences overall service quality. 

 H2b.  Reliability in online store positively influences customer satisfaction. 

 3. Responsiveness:  Customers expect online store to respond to their inquiries 

promptly. Responsiveness describes how often an online store voluntarily provides services 

(e.g. customer inquiries, information retrieval and navigation speed) that are important to its 

customers. (Parasuraman et al., 1988) Researchers examining the responsiveness of web-

based services have highlighted the importance of perceived service quality and customer 



  

satisfaction (Yang and Jun, 2002; Zhu et al., 2002). The following hypothesis is thus 

proposed. 

 H3a.  Responsiveness in an online store positively influences overall service quality. 

 H3b.  Responsiveness in an online store positively influences customer satisfaction. 

 4. Trust:  Online shopping context comprises the interaction between customers and 

online stores. Numerous studies have emphasized the importance of online trust between 

customers and online stores. Trust is a significant antecedent of participation in commerce 

generally, and especially in online settings because of the increased ease with which online 

stores can behave opportunistically (Reichheld and Schefter, 2000). Moreover, trust is 

defined as customer willingness to accept vulnerability in an online transaction based on 

their positive expectations regarding future online store behaviors. That is, trust encourages 

online customer purchasing activity and affects customer attitudes toward purchasing from 

an online store. Consequently, the following hypothesis is proposed. 

 H4a.  Trust in an online store positively influences overall service quality. 

 H4b.  Trust in an online store positively influences customer satisfaction. 

 5. Personalization:  The lack of real-time interaction tends to prevent potential 

customers from purchasing through online shopping (Yang and Jun, 2002). Personalization 

involves individualized attention, personal thank you notes from online stores and the 

availability of a message area for customer questions or comments. The following 

hypothesis is proposed. 

 



  

 

 H5a.  Personalization in an online store positively influences overall service quality. 

 H5b.  Personalization in an online store positively influences customer satisfaction. 

 6. Purchase intentions:  As the internet has become a popular marketing channel. 

Analyzing customer evaluations of online shopping is particularly interesting to academics 

and practitioners, especially in the field of e-commerce.  

 The theory of reasoned action proposes that behavior can be predicted from 

intentions that correspond directly (in terms of action, target and context) to that behavior. 

This study thus postulated that consumer purchase intentions provide an acceptable proxy 

for actual online purchase behavior. The following hypotheses are proposed.  

 H6.  Overall service quality in an online store positively influences customer 

satisfaction. 

 H7.  Customer satisfaction with an online store positively influences purchase 

intentions. 

 

3.3 Research design and Methodology 

For the purpose of understanding the customer perception of e-service quality of 

online shopping, our Research focused on Gemorbit.com which had its own set of online 

customers. Thus the Database has been collected from Gemorbit.com customers. 

 



  

The survey was prepared on www.surveymonkey.com Survey monkey is an online 

portal which has an easy-to-use tool for the creation of online surveys. Its primary strength 

is its intuitive Web interface, which makes it easy for even non-technical people to create 

surveys and export collected data. It has advanced features, like the ability to branch 

questions based on response and exporting to different formats, including HTML, CVS and 

SQL. It’s easy to use and very flexible—especially when creating questions and accessing 

survey results. You can either create from scratch or use templates. Participants can 

access from the web. You can add logos and banners, change colors and customize in 

many different ways. Survey Monkey creates a unique URL (web address) for each survey 

developed, and that URL is embedded in the learning activity. For those not using a 

learning management system or web site, the survey can be emailed to the Respondents 

as well. 

So the Questionnaire was prepared and then invitation links to respond to the 

Questionnaire was sent out to the customers on the Gemorbit.com Database.  

A total of over 1500 questionnaires were emailed, but we got only 144 responses. 

 
3.3.1 Sampling Plan 

Target population  

 The target population in this research was customers of Gemorbit.com. The sample 

data in this study was obtained from surveymonkey.com. Use of the homogeneity sample 

also has the advantage that we could assure that subjects had a basic familiarity with the 

category.  

http://www.surveymonkey.com/


  

Sample size 

The Database of Gemorbit .com had a total of 1500 customers. Email invitations 

were sent to the customers to participate and answer the survey, but we received 

responses from only 144 respondents.  

 
3.3.2 Data Collection Method 

 In this research, primary data was collected by questionnaires prepared in 

www.surveymonkey.com. The questionnaire is a flexible method for data collection 

implementation and easy to interpret the result.  

The respondents had experience in shopping from an online gemstone in 

Gemorbit.com and answered the questionnaire.  The questionnaire contained the personal 

data of respondents, overall service quality (website design, reliability, responsiveness, trust 

and personalization), customer satisfaction and purchase intensions measures.  

144 sets of answered questionnaires were received by surveyonkey.com between 

November to December, 2006. 

Before the official survey, a pilot test was conducted to evaluate the content and 

reliability of the questionnaire. 30 respondents (in online store) were selected for pilot study 

and 30 questionnaires were obtained, producing a response rate of 100%. The pilot test 

was conducted to identify the reliability of the measurement scales. The Cronbach Alpha of 

pilot test is 0.9445 that greater than 0.7 

 

 

http://www.surveymonkey.com/


  

3.3.3 Data Analysis 

The researchers will use SPSS (Statistical program for the Social Science) program 

to analyze the collected data. Frequencies and percentages were employed in presenting 

the descriptive profile. After the answers to the questionnaires were collected, the scores of 

each subject were coded and summed to obtain the scores of each measuring instrument 

and its subscales. The level of significance at 0.05 was established to determine the 

acceptance or rejection of each research question. 

The questions were about expectation and opinion therefore, the data used reverse 

scoring to attain precise measurement of the constructs. The reverse score on a 5-point 

Linkert type scale of the opinion question. 

After calculating the Means of opinion toward services, the scale as following used 

to interpret the level of opinion: 

  4.21 – 5.00   strongly agree 

  3.41 - 4.20   agree 

  2.61 – 3.40   neutral 

  1.81 – 2.60   disagree 

  1.00 – 1.80   strongly disagree 

 

Level of opinion were 0.8 calculated from  

  = (highest point – lowest point) / scale point 

  = (5 – 1) / 5 = 0.8 



  

 

Before testing the hypotheses, to verify the reliability and dimensionality of the 

conceptual Framework was needed. Therefore, the first step of data analysis was to purify 

the measurement scales and to identify their dimensionality. For the purpose of purification, 

three techniques were used: Demographic analysis, Factor analysis, items to total 

correlation. 

1. To confirm the Demographic analysis. 

2. To confirm the dimensionality analysis of the constructs, principle 

components factor analysis with initial Eigen values 

In the second step, the relationships between researches variables were assessed 

(Linear Regression Analysis) 

In the third step, the Correlation analysis was employed to recognize the correlation 

between two variables. Pearson correlation coefficient was used to judge whether there was 

positive, negative or no correlation between two variables. The following statistical 

techniques were employed to test the hypotheses.  

The above forms of data analysis were conducted from the SPSS statistical 

packages. 

 

 

 



  

CHAPTER 4 

 

FINDING AND DISCUSSION 

 
 This chapter presents the results of data analysis. The study was conducted in the 

following stages. First section of this chapter is the demographic profile of respondents.  

The second section is factor analysis and reliability tests of measurement scales including 

the evaluations of principle components factor analysis. In the third section, the Stepwise 

Regression analysis was used to predict the relation between research variables and 

demographic profile. After that, the test of the hypotheses is examined.  

In the fourth section, this study used correlation analysis to determine the 

correlation between two variables. Pearson correlation coefficient was employed to judge 

whether there was positive, negative or no correlation between two variables. 

The content of this chapter is as follows: 

4.1 Demographic Profile 

4.2 Descriptive Statistics 

4.3 Factor Analysis 

4.3.1 Website Design 

4.3.2 Reliability 

4.3.3 Responsiveness 

4.3.4 Trust 



  

 

4.3.5 Personalization 

4.3.6 Customer Satisfaction 

4.3.7 Purchase Intensions 

4.4 Prediction of Research Variables among Demographic Profile and 

Dimensions. 

4.5 Prediction of Research Variables follow the hypotheses 

4.6 Hypothesis Examine 

4.7 Discussion 

 
 
4.1 Demographic Profile 

In the official survey, the research sample comprised 144 subjects who participate 

in the experiment. The response rate of the questionnaire is 100%. The detailed data of the 

respondents is listed in Tables 3 – 10. 

Gender Frequency Percentage 
- Male 79 54.9 
- Female 65 45.1 
Total 144 100 

  
Table 4.1 Sample Analysis – Gender 

 



  

Table 4.1 shows the gender of the respondents in this research. It consists of 79 

male respondents and 65 female respondents or 54.9% and 45.1% in percentile 

respectively. 

 

Marital Status Frequency Percentage 

- Single 57 39.6 

- Married 87 60.4 

Total  144 100 

 
Table 4.2 Sample Analysis – Marital Status 

 
Table 4.2 shows the marital status of the respondents. It consists of 87 respondents 

as married (60.4%) and 57 with the single status (39.6%). 

 
Education Level Frequency Percentage 

- High School/Technical/Trade School 26 18.1 

- College Graduate 30 20.8 
- Professional Degree (MBA/MS etc.) 30 20.8 

- Doctorate 14 9.7 
- Some College 24 16.7 
- Graduate School (PG) 20 13.9 

Total  144 100 
  

Table 4.3 Sample Analysis – Education Level 
 



  

From Table 4.3, we understand that a large percentage of respondents’ education 

level is College graduate (20.8%) and Professional degree (20.8%). The next group is High 

school, technical or trade school (18.1%). Followed by some college (16.78), Graduate 

School (13.9%). The least is respondents whose education level was a Doctorate (9.7%). 

 

Age Group Frequency Percentage 
- 16-24 years old 2 1.4 
- 25-34 years old 12 8.3 
- 35-44 years old 30 20.8 
- 45-55 years old  45 31.3 
- 55 years old or Over 55 38.2 

Total  144 100 
  

Table 4.4 Sample Analysis – Age Group 
 

Table 4.4, the major group of respondents is 55 years old or over (38.2%). The next 

group represented is 45-55 years old (31.3%). Followed by 35-44 years old (20.8%), and 

25-34 years old (8.3%), respectively. The least is 16-24 years old with 1.4% of total 

respondents. 

 
Annual Household Income (US$) Frequency Percentage 

- Under $10,000 2 1.4 
- $10,000-24,999 9 6.3 
- $25,000-39,999 21 14.6 
- $40,000-54,999 22 15.3 
- $55,000-69,999 29 20.1 
- $70,000 or Over 61 42.4 



  

Total  144 100 
 
Table 4.5 Sample Analysis – Annual Household Income per year 
 

Table 4.5 shows that the majority of respondents have an Annual household income 

of more than US$70,000 (61%). The respondents who receive income between US$55,000-

69,000 are in the second rank (20.1%). The next group consists of respondents with annual 

income between US$40,000-54,999, US$25,000-39,999 and US$10,000-24,999 which got 

15.3%, 14.6% and 6.3%, respectively. The under US$10,000 per year is the least 

percentage from total respondents at 1.4%. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



  

 
 
 
Country of Residence Frequency Percentage 

Australia  5 3.5 
Belgium  1 0.7 
Brazil 1 0.7 
Canada  10 6.9 
Denmark  1 0.7 
France  3 2.1 
Germany  1 0.7 
India 2 1.4 
Israel  1 0.7 
Italy  3 2.1 
Japan 1 0.7 
Kuwait  1 0.7 
Mexico  2 1.4 
Monaco 1 0.7 
Netherlands 1 0.7 
Norway 1 0.7 
Romania  1 0.7 
Russia 2 1.4 
Saudi Arabia  1 0.7 
Slovenia  1 0.7 
South Africa  1 0.7 
South Korea  1 0.7 
Switzerland  1 0.7 

Taiwan  1 0.7 
Thailand  1 0.7 
United Kingdom  3 2.1 
United States  95 65.9 
Vietnam 1 0.7 



  

Total  144 100 
Table 4.6 Sample Analysis – Country of Residence 

From Table 4.6, the maximum number of present respondents’ country of residence 

is United States counting for 65.9%. Canada ranks second at 6.9 %. The third rank of the 

present country of residence is Australia which gets 3.5%. The fourth rank has equal 

amount of percentage 2.1% with France, Italy, and United Kingdom. The fifth rank has 

equal amount 1.4% with India Mexico and Russia. The least comprises of respondents from 

Belgium, Brazil, Denmark, Germany, Israel, Kuwait, Romania, Saudi Arabia, Slovenia, 

South Africa, South Korea, Monaco, Netherlands, Norway, Switzerland, Taiwan, and 

Thailand at 0.7%. 

 

Time for using Internet Frequency Percentage 
- 1-3 years 10 6.9 
- 4-6 years 25 17.4 
- Over 6 years 109 75.7 
Total  144 100 

 
Table 4.7 Sample Analysis – Time for using Internet 

From Table 4.7 it is represented that 109 respondents have been using Internet for 

over 6 years accounting for 75.7% of the total. 25 respondents had been using internet 

between 4-6 years at second rank 17.4%. Only 10 respondents had been using the internet 

for a period of 1-3 years accounting for only 6.9%. 

 



  

 

 

 

Time for using online purchasing/transactions Frequency Percentage 
- Less than 6 months  6 4.2 
- Between 6 months to Less than 1 year 10 6.9 
- Between 1-2 years 17 11.8 
- Between 3-4 years 38 26.40 
- More than 4 years 73 50.7 

Total  144 100 
Table 4.8 Sample Analysis – Time for using online purchasing or transaction. 

From Table 4.8 it is shown that large number of respondent’s time for using online 

purchasing or transacting is more than 4 years accounted for 50.7%. The second rank is 

between 3-4 years at 26.4%. The third rank is between 1-2 years which gets 11.8% and the 

last two groups are between 6 months to less than 1 year and less than 6 months at 6.9% 

and 4.2%, respectively. 

 

4.2 Descriptive Statistic 

4.2.1 Website design 

Website Design Mean S.D. Level of opinion  

1. The online natural gemstone store is 
visually appealing. 

4.12 .760 Agree 

2. The user interface of the online natural 
gemstone store has a  
well-organized appearance. 

4.13 .722 Agree 



  

3. It is quick and easy to complete a 
transaction at the online natural 
gemstone store. 

4.26 .802 Strongly Agree 

Total 4.29 .785 Strongly Agree 

 

Table 4.9 The results of website design 

  

Based on the survey questionnaire from table 4.9 we realize that the customer 

perceptions of website design in online gemstone shopping is: It is quick and easy to 

complete a transaction at the online natural gemstone store portrayed by the mean of 4.26 

and S.D. 0.802, the user interface of the online natural gemstone store has a well-

organized appearance as shown by the mean 4.13 S.D. 0.722, and the online natural 

gemstone store is visually appealing with mean of 4.12 and S.D.0.76. The cumulative Mean 

was reached at 4.29 and S.D .785 which shows that the respondents ‘Strongly Agreed’ that 

the Website design is Good and coaxed respondents to make purchase.  

 
4.2.2 Reliability  

Reliability Mean S.D. Level of 
opinion 

1. The online natural gemstone store 
delivers on its undertaking to do certain 
things by a certain time. 

4.06 .925 Agree 

2. The online natural gemstone store 4.06 .878 Agree 



  

shows a sincere interest in solving 
customer problems. 

3. Transactions with the online natural 
gemstone store are error-free. 

3.97 .904 Agree 

4. The online natural gemstone store has 
adequate security. 

3.96 .732 Agree 

Total 4.18 .879 Agree 

 
Table 4.10 The results of Reliability 

Based on the survey questionnaire from table 4.10 we realize that the customer 

perceptions of reliability in online gemstone shopping is : The online natural gemstone store 

delivers on its undertaking to do certain things by a certain time as shown by the mean of 

4.06 and S.D 0.925, the online natural gemstone store shows a sincere interest in solving 

customer problems portrayed by the mean 4.06 S.D. 0.878, transactions with the online 

natural gemstone store are error-free as shown in  the mean 3.97 SD.0.904, and the online 

natural gemstone store has adequate security with mean 3.96 S.D. 0.732. Hence with a 

cumulative mean at 4.18 and S.D .879 respondents ‘agree’ that the online gemstone store 

is Reliable. 

 

4.2.3 Responsiveness 

Responsiveness Mean S.D. Level of 
opinion 



  

1. I think the online natural gemstone store 
gives prompt service. 

4.16 .871 Agree 

2. I believe the online natural gemstone store 
is always willing to help customers. 

4.09 .900 Agree 

3. I believe the online natural gemstone store 
is never too busy to respond to customer 
requests. 

3.98 .880 Agree 

Total 4.17 .888 Agree 

 
Table 4.11 The results of Responsiveness 

 

 

 

Based on the survey questionnaire from table 4.11 we realize that the customer 

perceptions of responsiveness in online gemstone shopping is: They think the online natural 

gemstone store gives prompt service portrayed by the mean 4.16 S.D. 0.871, they believe 

the online natural gemstone store is always willing to help customers as shown in the mean 

4.09 S.D. 0.90, and I believe the online natural gemstone store is never too busy to 

respond to customer requests with mean of 3.98 S.D.  0.88. At a cumulative mean of 4.17 

and S.D .888 respondents ‘agree’ that the online gemstone store is Responsive to their 

needs and requirements. 

 



  

4.2.4 Trust 

Trust Mean S.D. Level of 
opinion 

1. I believe the online natural gemstone 
store is trustworthy. 

4.28 .897 Strongly Agree 

2. The online natural gemstone store 
instills confidence in customers. 

4.13 .907 Agree 

Total 4.27 .894 Strongly Agree 

 
Table 4.12 The results of trust 

 Based on the survey questionnaire from table 4.12 we realize that the customer 

perceptions of trust in online gemstone shopping are: They believe the online natural 

gemstone store is trustworthy as shown by the mean 4.28 S.D. 0.897, and the online 

natural gemstone store instills confidence in customers with mean 4.13 S.D. 0.907.  

Respondents ‘strongly agree’ over putting their trust in the online gemstone store as shown 

by the cumulative mean of 4.27 and S.D .894 

 

4.2.5 Personalization 

Personalization Mean S.D. Level of 
opinion 

1. The online natural gemstone store 
provides the targeting e-mail to 

4.06 .716 Agree 



  

customers. 

2. The online natural gemstone store 
provides the recommendation of books 
by customers’ preferences. 

3.65 .826 Agree 

3. The online natural gemstone store 
provides customers free personal 
homepage. 

4.00 .762 Agree 

Total 3.99 .783 Agree 

 
Table 4.13 The results of Personalization 

Based on the survey questionnaire from table 4.13 we realize that the customer 

perceptions of trust in online gemstone shopping are: The online natural gemstone store 

provides the targeting e-mail to customers portrayed by the mean 4.06 S.D. 0.716, the 

online natural gemstone store provides customers free personal homepage with mean 4.0 

S.D. 0.762, and the online natural gemstone store provides the recommendation of books 

by customers’ preferences as shown in the mean 3.65 S.D. 0.826. A cumulative mean of 

3.99 and S.D .783 portrays that respondents found “in agreement” that the online gemstone 

store personalized to their need and requirements.  

 

4.2.6 Customer Satisfaction 

Customer Satisfaction  
Mean S.D. 

Level of 
opinion 



  

Overall, I’m satisfied with online natural 
gemstone store online experience. 

4.12 .987 Agree 

Total 4.12 .987 Agree 

 
Table 4.14 The results of customer satisfaction 

From table 4.14 we realize that the customer perceptions of trust in online 

gemstone shopping are: they are satisfied with online natural gemstone store online 

experience as shown in the mean 4.12 S.D. 0.987. A mean of 4.12 and S.D .987 indicates 

that respondents ‘agree’ that online gemstone store provides ideal customer satisfaction. 

  

4.2.7 Purchase Intentions 

Purchase intentions 
Mean S.D. 

Level of 
opinion 

1. If I purchase natural gemstone store in 
the next 30 days, I will use the online 
natural gemstone. 

3.76 .904 Agree 

2. I strongly recommend that others use the 
online natural gemstone store. 

3.99 .910 Agree 

Total 3.95 .905 Agree 

 
Table 4.15 The results of Purchase intentions 

 



  

From table 4.15 we realize that the customer perceptions of trust in online 

gemstone shopping are: They strongly recommend that others use the online natural 

gemstone store with mean 3.99 S.D. 0.910, and if they purchase natural gemstone store in 

the next 30 days, they will use the online natural gemstone as shown in the mean 3.76 S.D. 

0.904. Leading to a cumulative mean of 3.95 and S.D .905 which indicate that respondents 

would ‘Agree’ to consider making purchase again from the online gemstone store.  

 

4.3 Factor analysis 

The framework of this study consists of 5 dimensions: Website design, Reliability, 

Responsiveness, Trust and Personalization.  

These abovementioned dimensions were already proved from a previously 

conducted thesis by Lee and Lin, 2005 which affect customer perceptions. These factors 

are relevant to our study as well, and to further confirm the dimensionality and reliability of 

these constructs, purification processes comprising of principle component factor analysis, 

item to total correlation analysis and Cronbach’s alpha analysis are applied to reach a 

conclusive result.  

Confirmatory Factor analysis is conducted to examine the reliability and validity of 

the measurement model. Questionnaire items with higher factor loadings are selected. 

Correlation analysis assessed the degree of multi colinearity among variables. Coefficient 

alpha (Cronbach alpha) measured the internal consistency of each identified factors. In 

other words, item to total correlation and Cronbach alpha are applied to  



  

 

identify the internal consistency and reliability of the construct. Whether the items of each 

factor are accepted or not depend on the following criteria: 

1. The Eigen value should be greater than 1. 

2. The Matrix rotation, the factor loading of each item should be greater than 0.5. 

3. Item to total correlation of each item should be greater than 0.7 and be 

significant 

4. Cronbach alpha of each factor should be greater than 0.7. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



  

Name of Factors 
Factor 

Loading 
Eigen 
Value 

Cronbach 
Alpha 

Website Design   2.504 0.8976 
Q1. The online natural gemstone store is visually appealing. 0.919   
Q2. The user interface of the online natural gemstone store has a 
well-organized appearance. 0.951 

 
 

Q3. It is quick and easy to complete a transaction at the online 
natural gemstone store. 0.869 

 
 

Reliability   2.804 0.8544 

Q1. The online natural gemstone store delivers on its undertaking to 
do certain things by a certain time. 0.919 

 

 

Q2. The online natural gemstone store shows a sincere interest in 
solving customer problems. 0.872 

 

 
Q3.  Transactions with the online natural gemstone store are error-
free. 0.842 

 
 

Q4. The online natural gemstone store has adequate security. 0.701   
Responsiveness   2.452 0.8883 

Q1. I think the online natural gemstone store gives prompt service. 0.9   
Q2.  I believe the online natural gemstone store is always willing to 
help customers. 0.924 

 
 

Q3.  I believe the online natural gemstone store is never too busy to 
respond to customer requests. 0.888 

 

 
Trust   1.908 0.9518 

Q1.  I believe the online natural gemstone store is trustworthy. 0.977   
Q2. The online natural gemstone store instills confidence in 
customers. 0.977 

 
 

Personalization   2.322 0.8507 
Q1. The online natural gemstone store provides the targeting e-mail 
to customers. 0.886 

 
 

Q2. The online natural gemstone store provides the recommendation 
of books by customers’ preferences 0.848 

 
 

Q3. The online natural gemstone store provides customers free 
personal homepage. 0.905 

 
 

Table 4.16 Factor analysis of dimensions of E-service quality 



  

 
This study selects 15 items to measure subject’s perceptions of e-service quality in 

online shopping as the Website design, Reliability, Responsiveness, trust and 

Personalization. Principal factor analysis with Matrix rotation is undertaken to identify a set 

of underlying factors of the framework. Eigen values are used to determine the number of 

factors. 

Table 4.16 presents the result of factor loading for the measurement of perceptions 

responses. For the Website design, it is shown that 3 items have significant high loading 

scores loading on one dimension. Table 18 also shows the internal consistency of all the 

factors.  All variables within factor have a high coefficient of item to total correlation (greater 

than 0.7). In addition, the coefficient of Cronbach alpha value is 0.8976 that high coefficient 

further confirms the reliability of the measurement items. For the Reliability, it is shown that 

4 items have significant high loading scores on one dimension. In addition, the coefficient of 

Cronbach alpha value is 0.8544 that high coefficient further confirm the reliability of the 

measurement items. 

For the Responsiveness, it is shown that 3 items have significant high loading 

scores on one dimension. In addition, the coefficient of Cronbach alpha value is 0.8883 that 

high coefficient further confirms the reliability of the measurement items. For the Trust, it is 

shown that 2 items have significant high loading scores on one dimension. In addition, the 

coefficient of Cronbach alpha value is 0.9518 that high coefficient further confirm the 

reliability of the measurement items. For the Personalization, it is shown that 3 items have 

significant high loading scores on one dimension. In addition, the coefficient of Cronbach 



  

alpha value is 0.8507 that high coefficient further confirm the reliability of the measurement 

items. 

According to the characteristic of the items belonging to each factor, we name the 

five factors as follows: 

1. Factor 1 “”Website design”   

Eigen value = 2.504, Explained Variance = 83.46% 

Compose of Website design is well organized, is visually appealing and quick 

and easy transaction. 

2. Factor 2 “Reliability” Ability to perform the promised service dependably and 

accurately. 

Eigen value = 2.804, Explained Variance = 70.1% 

Compose of service delivery, solving customer problem, transaction error free 

and has adequate security. 

3. Factor 3 “Responsiveness” Willing to help customers and provide prompt service. 

Eigen value = 2.452, Explained Variance = 81.74% 

Compose of willing to help customer, prompt service and never too busy to 

respond customer. 

4. Factor 4 “Trust” Assured resting of the mind on the integrity, veracity, justice, 

friendship, or other sound principles, of another person; confidence; reliance. 

Eigen value = 1.908, Explained Variance = 95.4% 

Compose of the trustworthiness and confidence in customer. 



  

 

5. Factor 5 “Personalization” 

Eigen value = 2.322, Explained Variance = 77.40% 

Compose of providing customers free personal homepage, targeting e-mail to 

customers and provide recommendation of books by customers’ preferences. 

 

4.4 Prediction of Research Variables among Demographic Profile and Dimensions 

For this section, the Linear Regression analysis is employed in order to predict the 

relationship between research variables and Demographic. The Stepwise Regression is 

applied to analyze the data because we will be selecting the best of independent variables 

to forecast the relationship. In this method, the independent variables are selected into the 

process one by one. Then, the process will be analyzed the relationship between the 

independent variables. 

 

 

 

 



  

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor Demographic 

Beta Std. Error Beta 

t Sig. 

(Constant) 3.244 .511  6.343 .000 
Status -.118 .146 -.084 -.809 .421 

Gender .164 .143 .118 1.153 .252 
Education .030 .044 .077 .689 .492 

Age .018 .074 .027 .239 .812 
Income .115 .055 .249 2.082 .040* 

Time use 
internet 

-.054 .125 -.052 -.434 .665 

Website 
design 

Online 
purchasing 

.072 .076 .120 .947 .346 

* P < 0.05 

Table 4.17 The relationship analysis of Demographic and website design 

 

 According to table 4.17, we can find that INCOME of the Household has an affect 

on the perception of Website Design. The other variables do not have a significant affect on 

customer perception of Website Design. 

 

 

 

 

 

 

 

 



  

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

  
 Demographic 
  Beta Std. Error Beta 

t 
  

Sig. 
  

Reliability (Constant) 3.750 .571   6.569 .000 
  Status -.168 .163 -.111 -1.032 .305 
  Gender .133 .159 .088 .837 .405 
  Education .009 .049 .021 .184 .854 
  Age .013 .083 .018 .159 .874 
  Income .042 .062 .084 .685 .495 
  Time use 

internet 
-.170 .139 -.152 -1.223 .225 

  Online 
purchasing 

.122 .085 .188 1.446 .152 

*P < 0.05 

Table 4.18 The relationship analysis of Demographic and Reliability 

From table 4.18, we realize that none of the variables have any significant affect on 

the perception of Reliability. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

  
 Demographic 
  Beta Std. Error Beta 

t 
  

Sig. 
  

Responsiveness 3.276 .605   5.412 .000 

  Status -.054 .172 -.034 -.315 .754 
  Gender .304 .169 .189 1.800 .075 
  Education .016 .052 .035 .307 .759 
  Age .035 .088 .046 .404 .687 
  Income .018 .066 .033 .270 .788 
  Time use 

internet 
-.124 .147 -.105 -.842 .402 

  Online 
purchasing 

.122 .090 .177 1.364 .176 

*P < 0.05 

Table 4.19 The relationship analysis of Demographic and Responsiveness 



  

 

From table 4.19, we realize that none of the variables have any significant affect on 

the perception of Responsiveness. 

 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

  
 Demographic 
  Beta Std. Error Beta 

t 
  

Sig. 
  

Trust  (Constant) 3.942 .672   5.864 .000 
  Status -.326 .191 -.184 -1.703 .092 
  Gender .061 .187 .035 .326 .745 
  Education .034 .057 .068 .589 .557 
  Age .071 .097 .084 .730 .467 
  Income .037 .073 .064 .514 .609 
  Time use 

internet 
-.019 .164 -.015 -.116 .908 

  Online 
purchasing 

.042 .100 .055 .421 .675 

*P < 0.05 

Table 4.20 The relationship analysis of Demographic and Trust 

According to table 4.20, we realize that none of the variables have any significant 

affect on the perception of Reliability. 

 

 

 

 

 

 



  

 

 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

  
 Demographic 
  Beta Std. Error Beta 

t 
  

Sig. 
  

Personalizati
on 

(Constant) 
3.285 .496   6.620 .000 

  Status -.177 .141 -.130 -1.254 .213 
  Gender .184 .138 .136 1.330 .187 
  Education -2.112E-

05 
.042 .000 .000 1.000 

  Age .149 .072 .229 2.069 .042* 
  Income .066 .054 .146 1.224 .224 
  Time use 

internet 
-.109 .121 -.109 -.901 .370 

  Online 
purchasing 

.008 .074 .014 .109 .914 

* P < 0.05 

Table 4.21 the relationship analysis of Demographic Personalization 

According to table 4.21, we can find that Age group of respondents has an affect on 

the perception of Personalization. The other variables do not have a significant affect on 

customer perception of Personalization. 

 

4.4 Examining Hypotheses 

The statistical significance of all the structural parameter estimates is examined to 

determine the validity of the hypothesized paths. Table 4.34 lists the structural parameter 

estimates and the hypothesis testing results. 



  

Correlation is a statistical technique which can show whether and how strongly pairs 

of variables are related. It measures the relation between two or more variables. In order to 

evaluate the correlation between variables, it is important to know the “magnitude” or 

“strength” as well as the significance of the correlation. There are several different 

correlation techniques but the most widely used type of correlation coefficient is Pearson r, 

also called linear or product moment correlation. The main result of a correlation is called 

the correlation coefficient (r) and ranges from -1.0 to +1.0. The closer r is to +1 or -1, the 

more closely the two variables are related. The value of -1.0 represents a perfect negative 

correlation while a value of +1.00 represents a perfect positive correlation. A value of 0.00 

represents a lack of correlation. 

If r is positive, it means that as one variable gets larger the other gets larger too. On 

the other hand, if r is negative it means that as one gets larger, the other get smaller, often 

called an “inverse” correlation. While correlation coefficient are normally reported as r = (a 

value between -1 and +1), squaring them makes it easier to understand. The square of the 

coefficient (or r square) is equal to the present of the variation in one variable that is related 

to the variation in the other. After squaring r, we should ignore the decimal point. An r value 

of .5 mean 25% of the variation is related (.5 squared = .25). An r value of .7 means 49% 

of the variable is related (.7 squared = .49).  

 

 

 



  

Hypothesis 1a: Website Design of an online store positively influences overall service 

quality. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Website Design .972 .330   2.941 .004 
  Q1 .447 .138 .432 3.242 .002* 
  Q2 -.294 .163 -.271 -1.805 .074 
 Q3 .623 .101 .636 6.162 .000* 

* P < 0.05 
Q1, Q2, Q3: from table 4.16 

Table 4.22 Coefficient among Website design and overall service quality 

According to table 4.22, we can find that the website design has a major influence 

on the overall service quality as Q1: The online natural gemstone store is visually appealing 

and Q3: It is quick and easy to complete a transaction at the online natural gemstone store 

has the confident level at 95%. Hence H1a is supported. 

 

 

 

 

 

 

 

 

 



  

 

Hypothesis 1b: Website Design in an online store positively influences customer satisfaction. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Website Design .665 .492   1.353 .180 
  Q1 .102 .205 .079 .499 .619 
  Q2 -.008 .243 -.006 -.034 .973 
  Q3 .718 .150 .582 4.774 .000* 

* P < 0.05 

Q1, Q2, Q3: from table 4.16 

Table 4.23 Coefficient among Website design and Customer satisfaction 

From table 4.23, we find out that the website design does indeed have a major 

affect on customer satisfaction as our Q3: ‘It is quick and easy to complete a transaction at 

the online natural gemstone store’ has strong relationship on Customer satisfaction at the 

confident level 95%. Hence H1b is supported. 

 

 

 

 

 

 

 

 



  

Hypothesis 2a: Reliability in an online store positively affects overall service quality. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Reliability (Constant) .591 .222   2.656 .009 
  Q1 .375 .076 .441 4.924 .000* 
  Q2 .281 .069 .314 4.097 .000* 
  Q3 .094 .053 .124 1.753 .083 
  Q4 .156 .060 .146 2.591 .011 

* P < 0.05 
Q1, Q2, Q3, Q4: from table 4.16 

Table 4.24 Coefficient among Reliability and Overall service quality 

According to table 4.24, we can find that with respect to the reliability, Q1: The 

online natural gemstone store delivers on its undertaking to do certain things by a certain 

time and Q2: The online natural gemstone store shows a sincere interest in solving 

customer problems has a strong effect on the overall service quality again at the confident 

level of 95%. H2a is supported. 

Hypothesis 2b: Reliability in an online store positively influences Customer satisfaction. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Reliability (Constant) .204 .344   .595 .554 
  Q1 .272 .118 .254 2.310 .023 
  Q2 .176 .106 .157 1.667 .099 
  Q3 .456 .083 .480 5.526 .000* 
  Q4 .069 .093 .051 .739 .462 

* P < 0.05 
Q1, Q2, Q3, Q4: from table 4.16 

Table 4.25 Coefficient among Reliability and Customer satisfaction 



  

From table 4.25, we can find that the Reliability as Q3: Transactions with the online 

natural gemstone store are error-free has positive influence on Customer satisfaction at the 

confident level 95%. H2b is supported. 

Hypothesis 3a: Responsiveness in online store positive influences overall service quality. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Responsiveness .411 .351   1.172 .244 
  Q1 .352 .124 .310 2.837 .006 
  Q2 .566 .130 .515 4.347 .000* 
  Q3 -.020 .117 -.018 -.172 .864 

* P < 0.05 
Q1, Q2, Q3: from table 4.16 

Table 4.26 Coefficient among Responsiveness and Overall service quality 

From table 4.26, we can find that the Responsiveness as Q3: I believe the online 

natural gemstone store is never too busy to respond to customer requests has an affect on 

Customer satisfaction at the confident level 95%. Thus H3b is supported. 

Hypothesis 3b: Responsiveness in online store positive influences customer satisfaction. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Responsiveness  .380 .393   .965 .337 
  Q1 .375 .139 .330 2.700 .008** 
  Q2 .320 .146 .291 2.193 .031** 
  Q3 .156 .131 .139 1.191 .237 

** P < 0.1 
Q1, Q2, Q3: from table 4.16 
Table 4.27 Coefficient among Responsiveness and Customer satisfaction 



  

 

From table 4.27, we can find that the Responsiveness as Q1: I think the online 

natural gemstone store gives prompt service and Q2: I believe the online natural gemstone 

store is always willing to help customers has an affect on Customer satisfaction at the 

confident level 90%. Thus H3b is supported. 

 

Hypothesis 4a: Trust in an online store positively influences overall service quality. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Trust (Constant) 1.034 .211   4.901 .000 
  Q1 .608 .115 .694 5.303 .000* 
  Q2 .148 .113 .171 1.304 .196 

* P < 0.05 
Q1, Q2: from table 4.16 

Table 4.28 Coefficient among Trust and Overall service quality 

According to table 4.28, we can find that the trust as Q1: I believe the online natural 

gemstone store is trustworthy has strong relationship on the overall service quality at the 

confident level 95%. H4a is supported. 

 

 

 

 

 

 



  

 

Hypothesis 4b: Trust in online store positively influences customer satisfaction.  

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Trust (Constant) .233 .293   .795 .429 
  Q1 .762 .159 .691 4.791 .000* 
  Q2 .149 .157 .137 .946 .347 

* P < 0.05 
Q1, Q2: from table 4.16 
Table 4.29 Coefficient among Trust and Customer satisfaction 

From table 4.29, we can find that the Trust Factor strongly influences Customer 

satisfaction as Q1: I believe the online natural gemstone store is trustworthy has a strong 

confident level at 95%. Thus H4b is supported. 

 

Hypothesis 5a: Personalization in an online store positively influences overall service quality. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Personalization (Constant) .777 .331   2.350 .021 
  Q1 .459 .116 .418 3.969 .000* 
  Q2 .232 .090 .243 2.568 .012 
  Q3 .189 .114 .183 1.656 .101 

* P < 0.05 
Q1, Q2, Q3: from table 4.16 

Table 4.30 Coefficient among Personalization and Overall service quality 



  

According to table 4.30, we can find that the Personalization Q1: The online natural 

gemstone store provides the targeting e-mail to customers has strong affect on the overall 

service quality as the confident level is at 95%. H5a is supported. 

 

Hypothesis 5b: Personalization in online store positively influences customer satisfaction. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Personali
zation 

(Constant) 
.416 .478   .870 .387 

  Q1 .545 .167 .394 3.254 .002* 
  Q2 .363 .130 .303 2.787 .006 
  Q3 .038 .165 .029 .229 .819 

* P < 0.05 
Q1, Q2, Q3: from table 4.16 
Table 4.31 Coefficient among Personalization and Customer satisfaction 

 

From table 4.31, we can find that the Personalization Q2: The online natural 

gemstone store provides the recommendation of books by customers’ preferences has 

major positive affect on Customer satisfaction at the confident level of 95%. H5b is also 

supported. 

 

 

 

 

 



  

Hypothesis 6: Overall service in an online store positively influences customer satisfaction. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

(Constant) -.455 .363   -1.250 .214 
 Website design .006 .116 .004 .053 .958 
 Reliability .491 .178 .373 2.758 .007 
 Responsiveness .121 .138 .098 .877 .383 
 Trust .459 .113 .409 4.079 .000* 
 Personalization .036 .130 .025 .277 .783 

* P < 0.05 

Table 4.32 Coefficient among overall service quality and Customer satisfaction 

According to table 4.32, we can find that the overall service quality has strong 

influence on customer satisfaction as Trust stands at the confident level of 95%. Thus H6 is 

supported. 

 

Hypothesis 7: Customer satisfaction with an online store positively influences purchase 

intentions. 

Unstandardized 
Coefficients 

Standardized 
Coefficients Factor 

Beta Std. Error Beta 

t 
  

Sig. 
  

Customer 
satisfaction 

(Constant) 
.025 .067   .373 .710 

  Q1 .265 .033 .277 8.007 .000* 
  Q2 .734 .035 .735 21.238 .000* 

* P < 0.05 

Table 4.33 Coefficient among Customer satisfaction and Purchase intentions 

 



  

From table 4.33, we can find that the Customer satisfaction has a strong affect on 

purchase intention as the confident level is at 95%. H7 is supported. 

 

 
Website 
Design Reliability 

Responsi
veness Trust 

Personaliz
ation 

Service 
quality 

Customer 
satisfaction 

Purchase 
intentions 

Website 
Design 

1 .563(**) .578(**) .534(**) .565(**) .670(**) .570(**) .500(**) 

Reliability 
.563(**) 1 .800(**) .786(**) .659(**) .838(**) .806(**) .733(**) 

Responsivene
ss 

.578(**) .800(**) 1 .687(**) .622(**) .850(**) .702(**) .665(**) 

Trust 
.534(**) .786(**) .687(**) 1 .634(**) .840(**) .807(**) .823(**) 

Personalizatio
n 

.565(**) .659(**) .622(**) .634(**) 1 .756(**) .640(**) .618(**) 

Service quality 
.670(**) .838(**) .850(**) .840(**) .756(**) 1 .769(**) .757(**) 

Customer 
satisfaction 

.570(**) .806(**) .702(**) .807(**) .640(**) .769(**) 1 .855(**) 

Purchase 
intentions 

.500(**) .733(**) .665(**) .823(**) .618(**) .757(**) .855(**) 1 

** Correlation is significant at the 0.01 level (2-tailed). 

Table 4.34 Pearson Correlation Coefficient 

 
This study examines the relationship between the dimensions of e-service quality 

and purchase intentions mediated by overall service quality and customer satisfaction in 

online shopping context. The analytical results show that in an online store; Website design 



  

positively affects overall service quality (r = 0.670, p<0.01) and customer satisfaction (r = 

0.570, p < 0.01), providing support for H1a and H1b.  

Moreover, online store reliability significantly and strongly has positive affects on 

overall service quality (r = 0.838, p < 0.01) and customer satisfaction (r = 0.806, p < 0.01), 

supporting H2a and H2b. Furthermore, responsiveness in the online store has strong 

positive affects on overall service quality (r = 0.850, p < 0.01) and customer satisfaction (r = 

0.702, p < 0.01), so H3a and H3b is supported. From H4a and H4b, trust in the online store 

also shows as a positive relationship with the overall service quality (r = 0.804, p < 0.01) 

and a strong positive relationship with customer satisfaction (r = 0.807, p < 0.01). Thus, 

H4a and H4b is supported. Personalization in the online store aresupported to overall 

service quality (r = 0.756, p < 0.01) and customer satisfaction (r = 0.640, p < 0.01), So, H5a 

and H5b are supported as well. 

H6-H7 relate to the links among overall service quality, customer satisfaction and 

purchase intentions. Overall service quality has positive affects on customer satisfaction (r = 

0.769, p < 0.01), therefore, H6 is supported. Additionally, customer satisfaction was found 

to have a strong significantly on online store purchase intentions, so H7 (r = 0.855, p < 

0.01) is supported. 

 

 

 

 



  

 

4.6  Discussion  

This study developed instrument dimensions of e-service quality through modifying 

the SERVQUAL model in the online shopping context. The dimensions of e-service quality 

include website design, reliability, responsiveness, trust and personalization. Moreover, this 

study developed a research model to examine how e-service quality dimensions affect 

overall e-service quality, customer satisfaction, and purchase intentions. The analytical 

results of this study from Table 36 are discussed below. 

First, the analytical results showed that trust strongly affects overall service quality 

and customer satisfaction and purchase intentions for online stores. This analytical result is 

consistent with that of Gunasekaran (2005), who found that trust is a strong determinant of 

e-service performance that identified trust as key driver of perceived service quality and 

customer satisfaction. Online stores thus must act honestly in the best interest of customer 

during the transaction processes, which are the pre/after purchase knowledge, and 

information contents (i.e. the information provided by the store about their 

policies/guarantees and the other information provided to customers on the website). In 

addition, the interface properties (i.e. graphics, colors, etc), the background information of 

the online shop, and different kinds of advertisement are also crucial things for the 

management. 



  

Secondly, reliability dimension is a significant predictor of overall service quality, 

customer satisfaction and purchase intentions for an online shop. The online store should 

provide accurate information on its site, fulfill orders correctly, deliver the correct  

 

and advertised product, follow the schedule and keep personal information secure for 

positively influencing the perceived e-service quality in online shopping. More over, it is also 

significant for the online shop to fulfill their promises to customers and build good brand 

strategies for the online shop. Other studies also found reliability to be an effective 

determinant of web-based service quality (Wolfinbarger and Gilly, 2003). Therefore, to 

enhance customer satisfaction and purchase intentions, online stores should start improving 

the dimensions of reliability, such as capability of delivering products as promised, providing 

up-to-date and accurate information, and strengthening the security of online transactions. 

 Third, the dimension of responsiveness mildly affects overall service quality and 

customer satisfaction for online stores. This finding might be caused by the fact that 

customers expect high responsiveness from the prompt delivery of products, but might 

tolerate slower financial transactions if such transactions have increased security Van de 

Wal, 2002). The online shop should pay attention to immediate responding, e.g. providing 

the appropriate service/information to customers when a problem occurs, providing the fast 

navigation speed, arranging for online guarantees and quickly responding to customer 

requests. Besides, the information retrieval is also influential for the online shop to better 

understand the customers. 



  

Next the study found out that dimensions of personalization is not so much an 

important predictor of overall service quality and customer satisfaction for online stores. This 

might indicate that customers are afraid that the online stores will sell personal information 

to other organizations without their knowledge or permission. Notably,  

 

increasing numbers of online customers have expressed concern regarding potential 

misuses of personal information and abuse of privacy (Yang Z. 2001).The online shop 

should satisfy the individual customer’s unique needs. Besides, it is also very meaningful for 

the managements to understand the customers by providing individual attention, personal 

acknowledgements which customers note from online stores, and availabilities of message 

areas for customers to make comments and suggestion.  

However, perhaps most surprising is the Website design which is not a significant 

predictor of overall service quality and customer satisfaction in this study but its importance 

should not be underestimated. The Online store should pay careful attention to website 

design regarding the suitable/special content, suitable linkage/choice, network connection, 

navigation (to know where you are and where are you going, find and understand the 

information easily, and offer fast and logical maneuverability), visual characteristics 

(structure/layout) and opening 24 hours. Moreover, well-performing search engine; friendly 

links, image, backgrounds and colors on the website; e-scape of the website; and timely, 

informative as well as user-friendly databases should also be focused on. 

 



  

 

CHAPTER 5 

 

CONCLUSION AND RECOMMENDATION 

 

Conclusions 

 The conclusions drawn from this study make contributions in two main areas. First, 

this study developed the instrument dimensions of e-service quality by modifying the 

SERVQUAL model to consider in an online shopping context. Second, this study identified 

e-service quality dimensions that affect overall service quality and customer satisfaction, 

which in turn are significantly related to purchase intentions. 

Website design is an important dimension of the e-service quality in online 

shopping. There are lots of important factors of the website design that can affect the 

perceived e-service quality in online shopping; e.g. the suitable/special content, suitable 

linkage/choice, network connection, navigation (to know where you are and where you are 

going, easily find and understand the information, and offer fast and logical 

maneuverability), visual characteristics (structure layout) and opening for 24 hours. 

Moreover, this study also reveals that from the perspectives of some customers, 

there are still some other factors of the website design that can affect the perceived e-

service quality in online shopping. They are well-performing search engine; friendly links, 



  

images, backgrounds and colors on the website; e-scapes of the website; timely, 

informative as well as user-friendly databases. 

 

This study indicates that reliability is an influential factor for determining e-service 

quality in online shopping too. Reliability can affect the perceived e-service quality in online 

shopping through providing the accurate information, fulfilling the orders correctly, delivering 

the products following the schedule, and keeping the personal information secure. Another 

important thing is that when the online shop delivers the product/services to their 

customers, it should also trace the transporting process and timely inform the customer. 

 

Responsiveness is a meaningful dimension affecting the perceived e-service quality 

in online shopping. After this study, it is found that responsiveness influences the perceived 

e-service quality in online shopping through several factors. One of the important factors is 

to provide the appropriate service/information to customers when a problem occurs. 

Besides, the navigation speed, the arrangement for online guarantees and quick response 

to requests are also significant factors of the responsiveness that can also affect the 

perceived e-service quality in online shopping. 

 

The study implies that trust a vital dimension of the perceived e-service quality in 

online shopping. The pre/after purchase knowledge and information content (i.e. the 

information provided by the store about their policies/guarantees and the other information 



  

provided to customers on the website) are important factors of the trust affecting the 

perceived e-service quality in online shopping. 

 

The finding in this study indicates that personalization is one of the crucial 

dimensions of the service quality in online shopping. In the personalization, satisfying the 

individual customer’s unique needs is the important factors affecting the perceived e-service 

quality in online shopping. 

Besides, in some customers’ opinion, it may also be a possible determinant of the 

personalization affecting the perceived e-service quality in online shopping to provide 

individual attention, personal acknowledgements which customers note from online stores, 

and availabilities of message areas for customers to make comments and suggestion. 

It can be seen from this study that the dimensions, i.e. website design, reliability, 

responsiveness, trust and personalization, influence the customer perception of e-service 

quality through their respective factors. Correspondingly, by answering the research 

questions, a better understanding of how these dimensions affect the customer perception 

of e-service quality has been gained. 

 This study has the following implications for practitioners initiating or currently 

conducting internet commerce. First, this study suggests that to enhance customer 

purchase intentions, online stores should develop marketing strategies to better address the 

trustworthy, reliability, and responsiveness of web-based services. Online stores can devote 

valuable corporate resources to the important e-service quality attributes identified by this 



  

study. For example, improvement of the level of credibility, security, and prompt services is 

a necessity for both attracting and retaining online customers, since these factors 

significantly affect customer satisfaction and purchase intentions.  

Second, web site design cannot be ignored. Website design is an important means 

to provide customer usefulness and ease of use during online transaction processes. 

 Another important implication of this study relates to personalization and online 

customer privacy. As internet technologies become increasingly sophisticated and web sites 

can deliver more targeted content, demand for personalization continues to grow. On the 

other hand, studies have indicated that many online customers are very concerned about 

the threats to their personal privacy. Online stores thus must try to ensure that customers 

receive relevant information while simultaneously protecting their privacy, because 

personalization should not be intrusive. Moreover, onlie stores should carefully consider the 

extent to which actively providing members with personal services is necessary given 

limited human and material resources. 

 

Recommendation 

 The contribution has been made to support and enrich the existing theories about 

the perception of e-service quality in online shopping. Moreover, based on the existing 

theories, this study has tested how the five dimensions (i.e. website design, reliability, 

responsiveness, trust and personalization) affect the perceived e-service quality in online 

shopping. Finally, through this study, we have find out some new factors or dimensions 



  

which can also affect the perceived e-service quality in online shopping and should be 

implemented in order to improve e-service provided to the customer.  

 

1) The first factor that emerges as a possible determinant of the website design 

affecting the perceived e-service quality is that the website should be user friendly 

by providing easy to understand links and clear layout, which will attract the 

customers to surf with ease on the online shop. Hence this makes it one of the 

most important aspects to the stores success online and this aspect should be 

addressed on priority, as if a user has trouble on the site in any way, chances are 

they will not be back. So the customers comfort and needs have to be given special 

consideration.  

 
The various ways to achieve this is to make sure that a proper navigation system 

which is both easy to use and understand is implemented. The customers should be easily 

able to move between the various pages, find any items that they are looking for without 

creating confusion. Plus a single layout and theme is maintained with respect to font size, 

color scheme and link order which gives the customer a sense of comfort with the pages of 

the online store.  

It should be made sure that the network connection speed is optimum and the 

customers can breeze through fast and accurately loading pages is also very important. 

 



  

2) The second factor that emerges as a possible determinant of the Responsiveness, 

aiming to improve the perceived e-service quality is that the online store should 

work for 24 hours, which will make it more convenient and accessible to customers 

all over the world. This factor is pretty much self explanatory, as when a store is 

working all through the day, it is accessible and can provide prompt and immediate 

service which only adds to the perceived eservice quality of the store, making it 

much more desirable to the customer.  

 
3) The third possible factor that may become a possible determinant of Trust aspect of 

the customers perceived e-service quality is that the online store should uphold 

sufficient security levels in communications and meet data protection requirements 

regarding the privacy of the online transactions and personal details of the 

customer. In this age of technology and growth where majority of the transactions 

are taking place on the internet, it makes this issue even more relevant as each 

customer is concerned about how his details will either be used or misused. So the 

online store should take ample precautions to relieve the customers of their fears by 

using the proper measures.  

 
4) The fourth new factor which can be a determinant of the reliability aspect, affecting 

the perceived e-service quality is when the product is delivered to the customer it 

should be imperative that it is the correct item, with the ability to track and estimate 

approximate time of delivery irrespective of the place where the item is being 



  

delivered. As keeping into mind all the other factors if the customer does not get 

timely delivery of the correct product then the whole exercise is futile. The store 

should be clear about the delivery time for different countries along with a safe and 

secure package in the course of delivery.   

 

5) Finally another factor which can be a possible determinant of the Personalization 

Aspect affecting the perceived e-service quality is the efforts going on to establish a 

Brand name for the online store. This will make the customers easier to relate to the 

products and the services offered by the store as the Brand Building exercise can 

be made to build a particular image for the store making association to the product 

much more desirable for the online customer. This will be very useful in sustaining 

and maintaining the service in the long run giving your online business store 

longevity and Survival in this competitive atmosphere.  

 

Future Research 

Several future research directions exist. First, future research can use different 

methodologies, such as longitudinal studies, focus another product and interview to 

examine the relationship between service quality and customer purchase behavior in online 

shopping contexts. Second, as the growth of the internet and online shopping will continue, 

and future research can replicate similar studies solely involving online shoppers, measuring 

actual purchase behaviors instead of intentions. This procedure is designed to understand if 



  

there are any significant difference in the perceptions of e-service quality of internet users 

and internet purchasers. Third, although the scales used for measuring dimensions of e-

service quality are similar to existing scales, further research might consider developing 

more elaborate measures to allow for richer coverage of e-service quality scales. Finally, 

evidence exists that the relative importance and possible meaning of website quality may 

differ across cultures. Thus, the study can be replicated in different cultures to provide 

cross-culture comparisons. 

 
Limitations 

This study suffers two main limitations. First, this study only considered online 

natural gemstone store, it is unclear whether the analytical results can be generalized to 

other online marketplaces, Further we can apply the research model to examine other 

online stores, because online customer perceptions of service quality are context-dependent 

and thus their detailed effects on purchase intentions may be related to specific products 

and services. Also this research concentrated on a broad customer base not keeping in 

account the demographic location of the respondents in specific. 

 

 

 



  

 

BIBLIOGRAPHY 

 

Alba, J., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., Sawyer, A. and Wood, S. (1997), 

“Interactive home shopping: consumer, retailer, and manufacturer incentives to 

participate in electronic marketplaces”, Journal of Marketing, Vol.61, pp. 38-53. 

Anderson, R.; Srinivasan, S. (2003): “E-Satisfaction and E-Loyalty: a contingency 

framework”. Psychology and Marketing, 20 (2), pp. 123-138. 

Bandyo-padhyay, N. (200), E-commerce: Context, Concepts and Consequences, McGraw-

Hill International (UK) limited, pp.79 and pp.237. 

Barnes, S.J. and Vidgen, R. (2001), “An evaluation of cyber-bookshops the WebQual 

method”, International Journal of Electronic Commerce, Vol.6 No.1, pp.11-30. 

Boyer, K.K., Hallowell, R. and Roth, A.V. (2002), “E-service: operating strategy-a case study 

and a method for analyzing operational benefits”, Journal of Operation Management , 

Vol.20, pp.175-188. 

Cai and Jun (2003), “Internet users’ perceptions of online service quality: a comparison of 

online buyers and information searchers”, Managing Service Quality, Vol.13 No.6, 

pp.504-519. 

Casati, F. and Shan, M. (2001), “Dynamic and adaptive composition of e-service”, 

Information systems, Vol.26, pp.143-163. 



  

Cox, J. and Dale, B.G. (2001), “Service quality and e-commerce: an exploratory analysis”, 

Managing Service Quality, Vol.11, No.2, pp.121-131. 

 

 

Daffy, C. (2001), “Customer experience management”, European Quality, Vol. 8 No.4, 

pp.50-55. 

D’Angelo, J. and Little, S. (1998), “Successful Web pages: what are they and do they 

exist?”, International Technology and Libraries, Vol.17 No.2, pp.71-81. 

Donthu, N; Garcia, A. (1999): “The internet shopper”. Journal of Advertising Research, may-

june, pp.52-58. 

Dykema EB. (2002),“Online retail’s ripple effect”. Forrester Report, September. Available at: 

http://www.forrester.com/ER/Research/Report/0,1338,10723,00.html. 

 Gunasekaran, A and Ngai, E.W.T. (2005), “E-commerce in Hongkong: an empirical 

perspective and analysis”, Internet Research. Vol 15. No.2 

Gustafsson Anders, Johnson Michael D., & Roos Inger, 2005. “The Effects of Customer 

Satisfaction, Relationship Commitment Dimensions and Triggers on Customer 

Retention”, American Marketing Association, ISSN:0022-2429. 

http://www.forrester.com/ER/Research/Report/0,1338,10723,00.html


  

Josepth, M., McClurer,C. and Josepth, B. (1999). “Service Quality in the banking sector: the 

impact of technology in service delivery”, International Journal of Bank marketing, 

Vol.17 No.4, pp.182-191. 

Jun, M., Yang Z. And Kim D.S.(2004), “Customers’ perceptions of online retailing service 

quality and their satisfaction”, International Journal of Quality & Reliability 

Management, Vol.21 No.8, pp.817-840. 

 

 

Kim. J. and Lee, J. (2002) “Critical design factors for successful e-commerce systems”, 

Behavior and Information technology, Vol.21 No.3, pp.185-189. 

Kotler Philip, 2003. Marketing Management, Pearson Education. Inc Fifth edition 

Lee, G.G. and Lin, H.F. (2005), “Customer perceptions of e-service quality in online 

shopping” International Journal of retail & Distribution Management, Vol.33 No.2, 

pp.161-176. 

Lever R. (2001), Internet commerce slump likely to be temporary: analysts. France: Agence 

France-Presse, 24 May. 

Lu. J. and Zhang G. Q. (2003), “Cost benefit factor analysis in e-services”, International 

Journal of Service Industry Management, Vol.14, pp.570-595. 

Madu, C.N. & Madu, A.A. (2002), “Dimensions of e-quality”, International Journal of Quality 

& Reliability Management, Vol.19 No.3, pp.246-258.  



  

Meister, F., Patel, J., Fenner, J., 2000. E-commerce platforms mature. Information Week, 

Vol.809, 23 October, pp.99-102. 

Nua Internet Surveys, (2002) Available online: 

http://www.nua.ie/surveys/index.cgi?f=VS&art_id+905357609&rel=true

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985), “A conceptual model of service 

quality and its implications for future research”, Journal of Marketing, Vol.49, Fall, 

pp.41-50. 

Parasuraman, A., Ziethaml, V.A. and Berry. L.L. (1988), “SERVQUAL : a multiple-item scale 

for measuring consumer perceptions of service quality”, Journal of Retailing, Vol.64 

No.1 pp.12-40. 

Parasuraman, A. (2002), “Technology readiness and e-service quality: insights for effective 

e-commerce”, E-commerce Seminar Series North Carolina State University, Raleigh, 

NC, 17 Aprial. 

Parasuraman, A., Ziethaml, V.A. and Malhotra, A., (2004), “E-S-QUAL: a multiple item scale 

for assessing electronic service quality (04-112)”, Marketing Science Institute, 

working paper series no.04-003. 

Raisch, W. D. (2001), The E-Marketplace: Strategies for Success in B2B E-commerce, 

McGraw-Hill. pp. 288. 

Rampersad Huber; 2001, 75 painful questions about your customer satisfaction; The TQM 

Magazine; Vol.13, No.5, PP. 341-347 

http://www.nua.ie/surveys/index.cgi?f=VS&art_id+905357609&rel=true


  

Reichheld FF, Schefter P. (2000), “E-loyalty: your secret weapon the web”, Harvard 

Business Review. Vol.78, PP.105-113 

Schneider, G.P. and Perry, J.T. (2002), Electronic Commerce, Course Technology, Third 

Edition. 

Semejin, J., van Reil A.C.R., van Birgelen M.J.H. and Streukens, S. (2005), “E-services and 

offline filfilment: how e-loyalty is created”, Management Service Quality, Vol.15 No.2, 

pp.182-194. 

Singh, M. (2002), “E-services and their role in B2C e-commerce”, Managing Service Quality, 

Vol.12 No.6, pp.434-446. 

Tai, C.-Y. (1994), Quality Management, 2nd ed., San Min Publisher, Taipei, Taiwan. 

 

 

Taylor, S.A. and Hunter, G.L. (2002), “The impact of loyalty with e-CRM soft ware and 

services”, International Journal of Service Industry Management, Vol.13 No.5, 

pp.452-474. 

Turban, E. Lee, J. King, D. and Chung, H. M. (2002), Electronic Commerce: A Managerial 

Perspective, Pretice-Hall, Inc. 

Turban, E., King, D, Lee, J. and Viehland, D., (2004), Electronic Commerce 2004: A 

Managerial Perspective, Pearson Education, Inc. 



  

Van der Wal, R.W.E., Pampallis, A and Bond, C. (2002), “Service quality in a cellular 

telecommunications company: a South African experience”, Management Service 

Quality, Vol.12 No.5, pp. 233-236. 

Voss, C.A. (2003) , “Rethinking paradigms of service-service in a virtual environment’, 

International Journal of Operations & Production Management, Vol.23 No.1, pp.88-

104. 

Wang, M. (2003),“Assessment of E-service Quality via E-satisfaction in E-commerce 

Globalization”, at: http://www.is.cityu.edu.hk/research/ejisdc/vol11/v11c10.pdf. 

Wolfinbarger M. and Gilly, M.C. (2002), “ComQ: dimensionalizing, measuring and predicting 

quality of the e-tail experience”, Available at: http://www.crito.uci.edu/2/pub.asp

Wolfinbarger  M. and Gilly, M.C. (2003), “eTailQ: dimensionalizing, measuring and 

predicting etail quality”, Journal of Retailing, Vol.79 No.3, pp.183-189. 

Wu, S.I. (2003), “Relationship between consumer characteristics attitude toward online 

shopping”, Marketing Intelligence & Planning, Vol.21 No.1, pp.37-44 

 

 

Yang Z. (2001), “Customer perceptions of service quality in internet-based electronic 

commerce”, Proceedings of the 30th EMAC Conference, Bergen, pp.37-44. 

Yang, Z., Peterson, R.T. & Cai, S. (2003). “Service quality dimensions of Internet retailing: 

An exploratory analysis”, Journal of services Marketing, Vol.17 No.7, pp.685-700. 

http://www.is.cityu.edu.hk/research/ejisdc/vol11/v11c10.pdf
http://www.crito.uci.edu/2/pub.asp


  

Yang, Z ., Jun, M. And Peterson Robin T. (2004), “Measuring customer perceived online 

service quality”, International Journal of Operations & Production Management, 

Vol.24 No. 11, pp1149-1174. 

Zeithaml, V.A., Parasuraman, A., & Malhotra, A. (2000). “A conceptual framework for 

understanding e-service quality: Implications for future research and managerial 

practice.” Working paper, Report 00-115. Cambridge, MA: Marketing Science 

Institute, pp.1-49. 

Zeithaml, V.A. (2002), “Service excellence in electronic channels”, Management Service 

Quality, Vol.12 No.3, pp.135-138. 

Zeithaml, V.A., Parasuraman, A., & Malhotra, A. (2002). “Service quality delivery through 

Web sites: A critical review of extent knowledge.” Journal of the Academy of 

Marketing Science, Vol.30, pp.362-375. 

Zhaobin Chen. (2005), “Web-based shopping: consumers’ attitudes towards online shopping 

in New Zealand”, Journal of Electronic Commerce Research, Vol.6, No.2. 

Zhu, F.X., Jr, W.W. and Chen, I. (2002), “IT-based services and service quality in consumer 

banking”, International Journal of service, Vol13 No.1, pp.69-90. 

Appendix A   
 
Questionnaire Design: Customer perception of e-service quality in online shopping 
 
The Questionnaire has been divided into two parts in order to let respondents more time to 

concentrate and reply to each question. 

 



  

Part 1 consists of consists questions asking the subjects to specify their demographics such 

as gender, age, education, income, and familiarity with internet for gathering characteristics 

of sample. 

 

Part 2 is further divided into two parts: 

Part 2.A, was formulated taking a modified ServQual instrument as the basis to measure 

the E-service Quality. A few modifications were made to the original instrument. This 

includes replacing assurance and empathy with trust and responsiveness as the primary 

attributes. 

 

There are 15 Questions with 5 levels of answers on a Likert Scale. The questions 

are identified based on the 5 service attributes:  Design, Reliability, Responsiveness, Trust 

and Personalization. 

 

The Questionnaire Sheet is separated in two parts where on the Left side the questions 

regarding the performance of the service is posed while to the right we measure the level of 

actual service performance. The 5-point Likert Scale is used to obtain the  

answers where “1” is strongly disagree, “2” is disagree, “3” is neutral, “4” is agree, “5” is 

strongly agree.  

 



  

Part 2.B, we analyze the Performance Measures pertaining to Customer Satisfaction and 

Purchase Intensions. Again the answers are obtained using the 5-point Likert Scale 

 

Part 1   Personal Data 
 
Your e-mail address: ________________________________ 
 
Your Marital Status:  Single   Married 
 
Number of children: _________________________________ 
 
Gender:  Male   Female 
 
Education level: 
  

High School/Technical/Trade School 
  
 Some College 
 
 College graduate 
 
 Graduate School (PG) 
 
 Professional Degree (B. Tech/MBA/MS etc.) 
 
 Doctorate 
 

 

Your Age group 



  

 
 16-24   25-34   35-44 
 

45-55 55 or over 
 
Your country of Residence: ______________________________ 
 
Annual Household Income (US$) 
  

Under $10,000     $10,000-24,999 
  

$25,000-39,999     $40,000-54,999 
  

$55,000-69,999     $70,000 or over 
How long have you been using the Internet? 
 

1-3 years      4-6 years 
 
6 years or over 

 
How long have you been using Internet for online purchasing/transactions? 
 
 Less than 6 months    6 months to one year 
  

1-2 years     3-4 years 
  

More than 4 Years 
 

 

 



  

 

Part 2 

The Following Questionnaire has been designed to gauge your perceptions regarding the 

degree of user friendliness of the Store, the Reliability and Security provided by the Store, 

the promptness of communication and information provided, the level of trust mechanism 

provided by the store and the level of personalization you feel leading to understand 

respondents overall satisfaction and Quality offered by the Store which will result in future 

visits and purchases. 

 



  

Website Design

        1             
strongly 
disagree

       2        
 

Disagree

       3        
    

Neutral

      4       
        

Agree 

5   
strongly 

agree

The online natural gemstone store is 
visually appealing.

The user interface of the online natural 
gemstone store has a well-oraganized 
appearance

It is quick and easy to complete a 
transaction at the online natural 
gemstone store 

Reliability

        1             
strongly 
disagree

       2        
 

Disagree

       3        
    

Neutral

      4       
        

Agree 

5   
strongly 

agree
The online natural gemstone store 
delivers on its undertaking to do certain 
things by a certain time
The online natural gemstone store 
shows a sincere interest in solving 
customer problems
Transactions with the online natural 
gemstone store are error-free 
The online natural gemstone store has 
adequate security

Responsiveness

        1             
strongly 
disagree

       2        
 

Disagree

       3        
    

Neutral

      4       
        

Agree 

5   
strongly 

agree

I think the online natural gemstone store  
 gives prompt service

I believe the online natural gemstone 
store is always willing to help customers

I believe the online natural gemstone 
store is never too busy to respond to 
customer requests  

 



  

Trust

     1        
Strongly 
disagree

2 3 4  5     
strongly 

agree

I believe the online natural gemstone 
store is trustworthy

The online natural gemstone store instills 
confidence in customers

Personalization

      1        
Strongly 
disagree

2 3 4   5     
strongly 

agree

The online natural gemstone store 
provides the targeting e-mail to customers   
The online natural gemstone store 
provides the recommendation of books by 
customers' preferences
The online natural gemstone store  
provides customers free personal 
homepage

Customer satisfaction

      1        
Strongly 
disagree

2 3 4   5     
strongly 

agree

Overall, I am satisfied with online natural 
gemstone store online experience

Purchase intentions

     1        
Strongly 
disagree

2 3 4  5     
strongly 

agree
If I purchase natural gemstone store in 
the next 30 days, I will use the online 
natural gemstone

I strongly recommend that others use 
the online natural gemstone store

 

 

 

 

 

 

 



  

 

Appendix B 

 

Overview Gemorbit.com 

At Gemorbit we view success as satisfying one customer at a time. Gemorbit 

started its operations on November 28, 2003 and is registered in Bangkok, Thailand the 

colored gemstone capital of the world. In the years since its inception, under the guidance 

of our forward thinking M.D and C.E.O, Mr. Nisar A. Shaikh, Gemorbit has grown from a 

single E-bay store front to several sister concerns, and through its extensive sales network 

has morphed into an independent virtual gemstone and jewelry purchasing experience. 

The main strength of Gemorbit lies in a “rapid procurement system” developed 

specifically for procuring hard to find and exquisite gemstones at the best prices possible. 

Our in house gem experts are a seasoned bunch with numerous years of experience in 

procuring gemstones from the far off exotic locations that we have fondly begun to 

associate gemstones with. The procurement begins with buying gemstones in the rough 

and processing these uncut rough gemstones right to the point where you find fine 

cut gems on our site. Our cutting factory works in close coordination with our jewelry 

manufacturing unit therefore ensuring that we have an edge as to what’s hot and what’s not 

in the close knit world of fine gemstones and jewelry. We strive to bring you only those 

quality pieces that have been pointer picked by our staff and have passed a stringent 

number of tests to assure you are getting a product of the highest quality. 



  

 

Gemorbit routinely has its procurement team expand its horizons on the locations 

and people that it procures its gemstones from. The team works in close coordination with 

smaller gemstone miners and procurers, thus ensuring the authenticity of the individual 

gemstones. We do not intentionally enhance the colors of our gemstones in our images nor 

do we try to portray the gems as something that they are not. 

As the Gemorbit site evolves the team is constantly evaluating ways to improve the 

customer experience and usability of the site.  
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