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Sample size and survey administration: The
conventional requirement of four to five
observations per item is considered sample size
sufficiency (Hair et al. 1998). Some scholars
(Connolly et al.2010, Akinci et al. 2010, Boshoff
2007)have conducted study on fairly large sample
size and there are few studies (Vos et al. 2014,
StamenkovandDika 2016) considered sample size
(table 1). Other studies under review took base of
sample size ie. approx. 150 to 500 respondents.
However a sufficiently large sample size should be
considered to validate the results of the study.

Online or off line, are the two methods of collecting
primary data for conducting any study. For
identifying and reaching online shoppers, online
methodology is considered more efficient
(Szymanski and Hise, 2000). Approximately 60% of
the studies under review administered online
survey (table 1). For conducting online survey
various methods are adopted by researchers such as
survey sent by e- mail, e-mail containing hyperlink
to questionnaire, web survey etc, There are some
studies (Sahadev and Purani 2008, Liang 2012)
which have used both online as well as offline
methods of survey administration. However some
scholars did not adopted online surveys due to its
low response rate (Herington andWeaven 2009).
Hence it is advised to researchers that they should
report logic behind choosing a particular mode for
administrating a survey.

Dimensionality Analysis for assessing factor
structure (EFA, CFA)

Researchers use exploratory factor analysis (EFA) or
confirmatory factor analysis (CFA) to estimate or
assess dimensionality of the scale. EFA is used to
uncover the underlying structure of a relatively
large set of variables. It does not involve any pre-
hypothesized factor structure. Some studies, which
are under review conducted EFA only (Herington
and Weaven 2009, Connolly etal. 2010,Santouridis et
al. 2012, Vos et al. 2014). EFA helps in selecting most
suitable solution on the basis of theoretical
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interpretability among various computed solutions.

CFA tests are considered as a prehypothesized factor
structure or model. Around 40 % of the studies
reviewed (Sahadev and Purani 2008, Chiou et al.
2009, Saha et al. 2010, Sheng and Liu 2010, Falk et al.
2010, Akinei et al. 2010, Kimand Kim 2010, Zavareh
etal. 2012, Rafiq et al. 2012, Pearson et al. 2012, Ariff
et al.2012, Suh et al. 2013, Khan et al. 2014,
Kandulapati 2014, Barrera 2014, Roger-Monzo 2015)
applied only CFA to test their models. The argument
given by these researchers for not using EFA before
conducting CFA is the existence of already the
oretically supported base of E-S5-QUAL scale.
Moreover CFA provides goodness of fit indicators to
evaluate whether factor structure fit into data or not.
It further helps in comparing several model
specifications and allows the researchers to examine
the invariance of a specific parameter in the factor
solution.

Whereas some studies (Boshoff 2007, Yang and Tsai
2007, , Marimon et al. 2010, Yaya et al. 2011, Lee and
Wu 2011, Marimon et al. 2012, Bernardo et al. 2012,
RaoandRao 2013, Llach et al. 2013, Cetinsoz 2015,
Stamenkov and Dika 2016, Cristobal- Fransi 2017)
applied both EFA and CFA in their studies. Liang
2012 used E-5-QUAL scale for the online gaming
websites, which have hedonic elements like fun or
pleasure in it also added one new dimension
‘entertainment’ in the scale but he did not apply any
psvchometric tests to reject/accept the
items/ dimension.

Reliability and Validity: The ability of an instrument
to measure consistently, is termed as the reliability of
the scale. Cronbach’s alpha or composite reliability
are the two main tests available for assessing the
reliability of any measure. Cronbach (1951)
developed a, indicates the degree to which a set of
items measures a single unidimensional latent
construct, The composite reliability also known as
jorskog’s p coefficient, takes into account the actual
factor loadings, rather than assuming that each item
is equally weighted in the composite load
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determination (Sun et al. 2009). Most of the papers
under review indicated good reliability of each
dimension presented with Cronbach a coefficient
ranging between 0.70 to 096 (Nunnally and
Bernstein, 1994, Peterson , 1994) which demonstrates
high internal consistency.

Reliability does not dependent on validity though
validity is dependent on reliability of an instrument.
Validity is the extent to which an instrument
measures what it intends to measure (Tavakol and
Dennick, 2011). There are six types of validity
classified under two categories. One is translation
validity (which includes face validity and content
validity), and the other is criterion wvalidity (it
includes predictive / nomological validity,
concurrent validity, convergent validity and
discriminant validity) (Drost 2004).

Face validity is the weaker form of construct validity
than the content validity, as it includes subjective
judgment on operationalization of a construct. It is
used by Kim and Kim 2010 (table 1) for the purpose
of translation of English language questionnaire into
Korean language. Content validity on the other hand
gives more insight about the domain of the concept,
as expert advice is used to judge whether the
measure fully represents the domain. Many studies
under review have adapted the E-S-QUAL, as per
their field of study, hence content validity becomes
more important. Marimon et al. 2010, Akinci et al.
2010, Zavareh et al. 2012, Ariff et al. 2012, Suh et al.
2013and Stamenkov and Dika, 2016 established
content validity in their respective studies.

Convergent validity reflects the extent to which two
measures capture a common construct. Poor
convergent validity can affect the magnitudes and
interpretability of research findings (Carlson
andHerdman 2012). One way of calculating this
type of validity is the average variance extraction.
According to FornellandLarcker (1981), Hair et al.
(1998), if average variance extracted (AVE) extracted
from each construct exceeds 0.5 of the total variance
supported convergent validity, Scholars like
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(Cristobal- Fransi 2017, StamenkonandDika 2016,
Barrera et al. 2014, Suh et al. 2013, Akinci et al.2010)
in their studies applied it. The other test to assess the
convergent validity of an instrument is to assess
factor loadings on individual items both after
running exploratory factor analysis as well as
confirmatory factor analysis (Parasuraman et al.
2005), which was further applied by Boshoff 2007,
Connolly 2010. In a recent study conducted by Yaya
et al.(2016), experts were of the opinion that it is not
necessary to use more than one of these methods
because some of these criteria overlap .But however
they maintained that convergent validity must be
reported by the researchers.

Scale’s discriminant validity is viewed as the extent
to which measures of constructs that theoretically
should not be related to each other (Yaya et al. 2016).
The AVE values must be higher than the variance
shared between a subscale so that, when performing
correlations between them, the values on diagonal
(corresponding to the square root of the AVE values
of each of them) should be greater than the other
factors of each row and column that corresponds to it
and the correlations between the dimensions
comprising the construct should not exceed 0.8
(Baggozzi and Yi 1988). This test is applied by
various scholars (Cristobal- Fransi 2017, Stamenkon
and Dika 2016, Roger-Monzo 2015). One test
suggested by (FornellandLarcker 1981) to assess the
discriminant validity is when average variance
extracted for each factor is greater than the squared
correlation between the construct and the other
construct in the model used by (Yaya et al.2011,
Barrera etal.2010, Akinci etal. 2010). Falk et al. (2010)
used nested model confirmatory analysis approach
to test the discriminant validity. In this approach, for
each pair of factors, a constrained model is
constructed in which the covariance between them is
fixed to unity. Then an unconstrained model is
constructed by freeing the covariance between the
factors and then on the basis of Chi-square values
between constrained and unconstrained models
with one degree of freedom, discriminant validity is
identified.
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Predictive/ Nomological Validity test measures
some outcomes in the future from the measured
constructs (Drost 2004). If the constructs perform as
predicted by theory (based on traditional service or
emerging evidence on the field), then it can infer that
the measurement of the constructs is
nomologicallyvalid (Yaya et al. 2012). Some authors
modeled e-5Q as a first order exogenous (predictor)
construct that influences the higher order constructs
of predictive dimensions in the proposed model (
Akinci et al. 2010, Marimon et al. 2010,Chiou et al.
2009). While others on the basis of strong positive
inter-correlations among the dimensions of e-50Q,
predict validity about the relationship between the
respective dimensions with e-5Q and further treat e-
SQ as asecond order latent construct in the structural
model (Roger-Monzo 2015, Kandulapati and
Bellamkonda 2014).

Out of 36 studies reviewed (table 1), most of the
studies reported convergent and discriminant
validity, with a few exceptions like, Kurt and Atrek
2012, Liang et al. 2012, who did not report
convergent and discriminant validity. The studies
reviewed indicated that irrespective of any
particular method or test applied to measure
nomological validity, in most of the cases
relationships between the dimensions of E-5-QUAL
and predictive dimensions were confirmed.

Observation regarding dimensionality validated:
Out of the 36 studies reviewed, 19 studies (approx.
half of the studies) reported four dimensions which
were in line with the universal dimensions proposed
by the Parasuraman et al. (2005) for measuring
service quality delivered by customers’ online web
sites. It has also been observed that scholars have
altered the number of items in dimensions, names of
the dimensions and wordings of the statements as
per their context of the study. Disagreement over one
dimension "fulfillment’ is also found across studies.
Boshoff (2007) and Yaya et al. (2011) removed
‘fulfillment’ dimension from their model while Rafiq
et al. (2012) and chiou et al. (2009), regarded
‘fulfillment’ as one of the core elements for online
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services. The review of literature also shows that
dimensional structure is very unstable even within
same sector and country as well. For example,
Marimon et al. 2012 and Yaya et al. 2011 both
conducted study to measure the service quality
provided by online banking websites in Spain. The
number and items used by both researchers in their
study is not same as Marimon et al. 2012, used five
dimensions namely efficiency, system availability,
privacy, responsiveness and contrast, while Yaya et
al. 2011 used efficiency, system availability and
privacy. Similarly, dimensions and items within
dimensions, considered for measuring e-service
quality provided by general online retailing
companies operating in different cultures or
countries, were also different. Barrera et al
2014(Spain), used five dimensions with 22 items, Vos
et al. 2014 (Greece) used four dimensions with 22
items, Sheng and Liu 2010 has considered four
dimensions with 18 items. Lot of disagreement felt
across studies about the importance or relevance of
the dimensions which suggested by Parasuraman et
al. (2005) for measuring e-service quality.

CONCLUSION

The present study has raised some concerns about
the different methodology used by researchers
associated with the re-assessment of E-S-QUAL in
different countries for varied e-services.Review of
literature shows that all the studies are of the same
view about the multidimensionality of the e-service
quality as a construct. However, disagreement
found in reviewed studies regarding the
dimensionality of the e-service quality construct
across industry or country. Bauer et al. (2006) draws
attention towards the inability to measure the
hedonic elements of service quality which are crucial
determinants of service quality. Boshoff 2007, who
was one of the first to examine the relationship
between e-quality and e-loyalty, proposed that the
E-5-QUAL scale should have six dimensions rather
than the original four. He also advised that proper
examination and evaluation of the dimensions
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should be done by researchers before capturing the
data by the original scale given by Parasuraman etal.
2005, Some studies (Roger-Monzo et al. 2015, Rao
and Rao 2013,Connolly et al. 2010)reported the same
results as reported by Parasuraman et al. 2005,
Majority of the studies documented contrast results
regarding the comparative importance of
dimensionsof e-service quality. For example Privacy
is found to be least important dimension in the
studies conducted by Bernardo et al.(2012), Rafiq et
al. (2012) while the results of the studies done by
Kurtand Atrek (2012) , Kim and Kim (2010) reported
it as most important dimension for e-service
quality. After reviewing more than 35 studies it can
be concluded that the E-S-QUAL scale which is
claimed to be a generic scale given by Parasuraman
et al. 2005, for measuring e-service quality is
however gives researchers an idea about the
important dimensions and attributes which should
be considered for measuring any e-service quality
but it does not provide the exhaustive list of items.
Variables can be different across industry and
culture, Scholars should keep in mind the nature of
the service and the context of the study before
applying the scale in adopted form. A thorough
revision of items is advised to researchers before
conducting the study using E-S-QUAL in the
original form.

On the whole, this study is a small endeavor to
highlight the results obtained by several authors on
the same platform so that concrete conclusions can
be formed. Having said that, in this new
environment of electronic service, practitioners in
general need a generic scale that provides the
potential for cross-industry and cross-functional
comparisons.
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This paper reviews range of studies that have applied the
E-S-QUAL scalefor measuring the quality of core e-
services from the year 2006 till recently. The research
papers are sourced from prestigious databases such as
ABI/Inform, ScienceDirect, Emerald, Sage, Springer,
Routledge, EBSCOhost, Google Scholar. The paper
identifies and summarizes the dimensional structire of E-
S-QUAL that appears to be very unstable, even within a
given sector.Majority of the studies documented contrast
results regarding the comparative importance of
dimensions of e-service quality. After reviewing more
than 35 studies it can be concluded that the E-5-QUAL
scale which is claimed to be a generic scale given by
Parasuraman et al. 2005, for measuring e-service quality
however gives researchers an idea about the important
dimensions and attributes for measuring any e-service
quality but it does not provide the exhaustive list of
items. This paper is first to undertake the comprehensive
review of the studies undertaken using E-5-QUAL scale
since its inception. The paper is an attempt to highlight
various methodological differences in studies while
adopting the scale across industries and countries.From a
managerial perspective, author believe that the E-S-
QUAL instrument is an excellent instrument to measure
electronic service quality but practitioners must exantine
and evaluate the dimensionality before drawing any
conclusions.

Keywords: E-5-QUAL, e-service quality, online
shopping, review of literature, methodological issues
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INTRODUCTION

Traditional bricks and mortar service providers like
real-estate brokers, marriage bureaus, letting agents,
betting houses, mortgage advisors, etc. are all now
being taken over by online service providers
(Sahadev and Purani 2008). Businesses are
transforming and disruptive innovations have
forced to think marketers about inventing more and
more novel services and adopt them to deliver
through the internet. Online consumers have not
only clear expectations regarding their interactions
with online vendors; they also demand high level of
services. Research in the context of electronic
commerce has been studied from two different
perspectives. Scholars have generally carried out
their studies on customer satisfaction of consumers
shopping from e-commerce (Balasubramaniand
Rajamohan 2011, Pritwani K., Sharma N.K.) and the
assessment of the service quality presented by
websites to consumers (Parasuraman et al. 2005, Sam
andTahir 2009). Inthe above context, service quality
is given importance and not manufacturing quality
regardless of the industry (VargoandLusch, 2004).

REVIEW OF LITERATURE

Important studies in the past have focused on issues
like, the search behavior of individuals with regard
to a website, consumer behavior in the context of
internet retailing and characteristics of online
consumers, information agents, consumer
communities etc. (Sahadevand Purani 2008). New
researches in the area has responded to the changing
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nature of the online marketing effort by focusing
on new issues like moderating effect of culture on
e-service quality(Sabiote et al. 2012) ,
conceptualization of service quality for hybrid
services (Ganguliand Roy 2013), transaction cost and
repurchase-intention in online shopping (Wu et al.
2014) ete.

Given the importance of service quality, it is not
surprising that a number of tools have been
developed to measure it. Probably the best known
and most commonly used measure has been the
SERVQUAL scale, which was originally developed
by Parasuraman et al. (1985) and subsequently
refined by Parasuraman et al. (1991, 1994). Although
SERVQUAL was developed for the measurement of
service quality in a traditional service context, the
applicability of the instrument in the online
environment has been assessed in a few studies
(Devraj et al. 2002, Nagesh et al. 2003). Gefen (2002)
applied an adapted SERVQUAL instrument to the
online service context and reported that the five
dimensions of the scale collapsed into three namely
tangibles, empathy, and one combined dimension of
responsiveness, reliability and assurance. The
results of the study demonstrated a need to further
research in the area of e-service quality to
Parasuraman et al.{2005) and they stated that service
quality needed to be extended to the online
shopping environment, so that the firms could
benefit from the increased interest in online
shopping (Pearsonetal. 2012).

E-S-QUAL SCALE (What and Why)

To build a multidimensional measure of online
quality, Parasuraman et al. (2005) developed two
scales to evaluate e-service quality. The first scale, E-
S-QUAL, provides a more com prehensi veapproach,
since it supports the measurement of both pre and
post e-service quality aspects with the research focus
on those web sites which sold physical products. E-
S-QUAL scale consists of 22 items on four
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dimensions, which they labeled and defined as
follows:

1. Efficiency: The ease and speed of accessing and
using asite,

2. Fulfillment: The extent to which the site's
promises about order delivery and item
availability are fulfilled.

3. System availability: The correct technical
functioning of a site.

4. Privacy: The degree to which the site is safe and
protects customer information.

The second multidimensional scale to measure
service recovery is E-Rec5-QUAL contains 11 items
having responsiveness, compensation, and contact
dimensions- that is intended for assessing the
quality of a website's service in response to problems
or questions experienced by customers. (However,
this scale is not replicated much, as compared to E-S-
QUAL, thus this scale has not been considered as a
partof the review).

Authors used focus groups to understand
respondents' reaction to alternative ways of
phrasing scale items and anchors (Likert-type versus
low or high performance anchors). On the basis of
insights from focus groups, study adopted a five-
point Likert scale (1= strongly disagree, 5= strongly
agree) format for capturing responses. Both the
scales demonstrated good psychometric properties
based on findings from a variety of reliability and
validity tests.

Why E-S-QUAL

The main reason behind the widespread use of E-S-
QUAL is that it focuses on measuring the quality of
the core service attributes rather than technical
quality of the web site measured by other models (
YooandDonthu 2001, Branes and Vidgen 2002).
Scholars find E-5-QUAL scale relatively simple
(Sheng and Liu 2010) as it is able to make accurate
assessment of quality from customer's perspective

Amity Business Review
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(Marimon et al. 2010).1t also takes into account
consumers' entire shopping experience (Kim and
Kim 2006) and demonstrates good psychometric
properties during its development phase(Connolly
etal. 2010). Additionally, developers of E-5-QUAL
suggested directions for further research in the area
by highlighting various gaps which could be the
objectives of various studies, Various scholars took
the clue from these identified gaps and helped in
further wvalidation of the scale. The first gap
identified is the need to examine the scale in the pure
service sites. Authors of E-5S-QUAL also suggested
that adapted versions of scale need to be created and
formally for other kind of e-service websites, which
gives relevance to scholars to replicate the E-S-
QUAL scale in their research area.

METHODOLOGICAL ANATOMY OF
REVIEWED STUDIES

Widespread use across countries and cultures: The
review of literature demonstrated that E-5-QUAL
scale developed by Parasuraman et al. in 2005, has
been so far able to attract the attention of researchers
across the countries. This scale has been used
(adapted/adopted) in approximately twenty
countries like China, India, Turkey, Taiwan, Spain,
U.K., Australia, lreland etc. which have diverse
languages and cultures (Table 1). The reason of such
an overwhelming response to this particular scale of
measurement is because it's the first scale of its kind
to capture the nature of electronic service quality
from the consumer's perspective for shopping online
through a website (Boshoff, 2007). Since service
quality is important for success of e-retailers,
external validation of e-service quality measures
through replication is extremely important,
particularly in cases where measures developed in
one country are intended for use in other
countries(Rafiq et al. 2012). Kim and Kim (2010)
examined E-S-QUAL on a cross-cultural basis
aiming to examine how consumers in two different

Awmity Business Review
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countries (Korea and USA) perceived e-service
quality in relation to overall e-service quality, e-
satisfaction, and e-loyalty. The result of the study
confirms the significant relationship among overall
e-service quality, e-satisfaction and e-loyalty. Such
relationships are validated in India
(SahadevandPurani 2008), Ireland (Connolly et al.
2010), Taiwan (Liang et al. 2012) and in Spain
(Marimon et al., 2010, Cristobal-Fransi et al. 2017)
The results of another study which was conducted
by Khan etal. in 2014 usingE-S-QUAL, compared the
online service quality of the websites, which offers
services in China with that of Kingdom of South
Africa (KSA) in order to identify cultural variations.

Types of Service Industries: Various endeavors have
been made by the scholars to validate the results of E-
S-QUAL scale for different industries which has
originally been designed to assess quality in services
in general. This scale had been successfully adopted
(Yang and Tsai 2007, Lee and Wu 2011, Santouridis
et al. 2012, KandulapatiandBellamkonda 2014) and
adapted (Chiou et al. 2009, Falk et al. 2010, Barrera et
al. 2014, Stamenkov and Dika 2016), for different
sectors (travel agency, media, auction, sports,
banking, portal sites, gaming ,efc). The reason
behind using E-S-QUAL model of assessing the
service quality in general to measure the service
quality of specific sector is to analvze the quality of
service and particular the structure in which it
operates, not the product (Cristobal-Fransi et al.
2017). The dual usage of the scale in the field of
service marketing and 1S provides sufficient
confidence about the appropriateness of using it
across sectors (StamenkovandDika 2016).

Scales Used: Studies under review shows that
approximately 65 percent of the studies (table 1)
adopted Likert type 5 point scale to capture the
respondents' views for the service quality
dimensions. One justification of being 5 point scale
so widely used is given as it helps in increasing the

quality of response rateand reducesthe respondents’
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fatigue. There are some studies (Cristobal-Fransi et
al. 2017, Stemenkov and Dika 2016, Vos et al. 2014,
Ariff et al. 2012, Zavareh et al. 2012, Saha et al. 2010)
under review which have not reported any
information about the scale they have used. Boshoff
(2007) has used 6 point Likert-type scale and other
studies by researchers (Yang and Tsai 2007, Rafiq et
al. 2012, Liang et al. 2012, Barrera et al. 2014) have
used 7 point scale as they consider it helpful in
broadening the range and variability of responses.

Sampling Method: Sixty percent of the studies
reviewed (table 1) adopted convenience sampling as
their sampling technique. Number of researchers
have acknowledged the limitation of convenience
sampling (Francis and White 2002, Caiand Jun
2003,Yang et al. 2003), and expressed their concern

about generalization of their results to broader

population because the sample may not consists of
truly representative population. Still only a few
actually applied it (Ariff et al. 2012, Marimon et al.
2012, Rafigetal. 2012, Yayaetal. 2011, Connolly et al.
2010, Boshoff 2007). Kurt and Atrek (2012),
expressed their infeasibility to use random sampling
on the basis of non availability of list of population
which opts for online shopping. Similarly Kim and
Kim (2010), expressed their inability to use online
survey because of the less availability of online
survey companies in South Korea. Other arguments
for the use of convenience samplingis having an
additional advantage of choosing homogenous
samples which typically provide a stronger test of
theory (Akinci et al. 2010). Some researchers
(Zavarehetal. 2012, Cristobal-Fransi et al. 2017) have
not reported any information about their sampling
techniques.
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Table 1 Methodological anatomy of Reviewed Studies
S, Study Couniry Type of Sample size and Surveys Intemal aldity Adoption/ | Dimensions Directry
Na, website samphng method reliability Adapted considered related o
alcomposita Tor study/lems
consiruct
reliability p
1. Cristobal Fransi | Spain Onling 211 Respondents Onling Ranges from | Convergent, | Adapted Efficiency(15) Perceived
etal MNewsgaper Age 25-44; 57.6% survey, 771 10 896 Discriminant, System quality
2017} Gender: 56.9% {MNa Momological availability(8),
lemales information rebabilityand
(Mot reporied about about anchors peivacy(T),
sampling mathod) of scale) Interaction(7)
2 Stamenkov and | Republic of Employee’s 112 for intamal e- Initranat For intamal Caontant, Adapted QUAIEI3), Satisfaction
Dika (2016) Macedonia Attiude SErvice perspective, sUMVey perspective: Convergent, QUAIRRC(3) . Loyalty
towards &- 19 for extemnal &- upkoaded on ranges from Discriminant, QUAEEA(3),
banking service perspective, no | website for 30 | 7310 .78 Momological QUAEARG(2),
semvice (cross | demographic days, For external QUAEP(3)
sectional information reported, (Mo perspactivea:
study) {Convenience information ranges from
sampling) about anchars | 77 to .92
of scale)
3 Roger-Manzo et | Porlugal, Travel 334 Respondenis Qffling Ranges from | Convergent, | Adopted Efficiencylg), Perceived
&l (2015) Spain and agency {74% Spanish questionnaire | 88 to 88 Discrminant, system valug |
the USA respondents) through Momolagical availability(4), Loyalty
Average aga : 33 years | parsonal fulfillment(&),
Gender: 50.3% SUMvey, privacy(3).
temales |5 point scale)
(Comvenience
sampling)
4 GETINSOZ Turkey Tourist 346 respondants Offling Ranges from | Discriminant | Adopted Efficiencyl(8), Parceived
BurginCavdat sanvice Age < 40: 38 6% adminisiration | 0.8510085 | Momological system value
[2015) Gender: 37.6% of availailityl4),
temales questionnaire fulfillment(7},
(Gonvenience 15 point soale) privacy(3)
sampling)
132 Amity Business Review
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5. Study Country Type of Sample size and Surveys Intemal Validity Adoption/ | Dimensions Directly
Mo, website sampling method reliabality Adapied considered related to
alcomposite for study/Mems
consiruct
reliability p
5 Barrera et al. Spain Onling 267 raspondents E-mail Rangas from | Convergent, | Adaptad Diesign(3d), MIA
(2014) shopping Age: < 24 years | invitation 0.788 1o Discriminant functionality(d},
47.5% Gender: with embedded| 0.923 privacy (3],
49% females URL link to reliability(5),
(Convenience and the websits recoverny(7)
snowball samphing) hasting the
survey
{7 proint scale)
7 Khan et al. China Online sanice | 551 respandants Offline Fat mast Momalagical | Adoptad Efficiancy(B). Percaived
12014) Saudi Arabia | quality across | (250 Chinese administration | of the system value,
sectors respondents, of dimensions availability(4), Loyalty
301 Saudi Arabian queslionnalire | < 81 Tulfillment{T}, intention
respondents), {5 point scale) privacy(3)
no damagraphic
information repored
|Convenience sampling)
g Kandulapati and | India COnline 160 respandsants Online survey | Ranges from | Pradictive Adopted Etficianzy(8), Perceived
Bellamkonda shopping Age< 35 58% through 0B fo 822 system SErvice
(2014) Gander 395 femalas emailed availability(4), valug,
(Randam sampling) questionnaing fulfillment(7), Customer
{5 point sacke) privacy|3) satisfaction
g ‘os etal Greece Qnline 74 respondents Offline Ranges from | Predicive Adopted Efficiency(8), edoyalty,
(2014) shopping Agee 35 46.3% administration | .74 to 94 system 8
Gender: 48.4% females | of availabilty(d), | satisfaction
[Convenience questionnaires futfillment{7},
sampling) {No privacy(3)
information
about anchors
of ecale)
10 Suh et al. USA Sports 408 respondents E-mail Ranges from | Content, Adapied Ease of use (4), | Satisfaction
(2013) wahsltes Age: Mean age 22 years| invitation with | 8810 95 Convargant, security(4),
Gender: 47% temale embedded Discriminant reliability(4]),
[Convenience URL link to Momological, information(4],
sampling) the websita appearancald)
hosting the
survay
{5 point scale)
1 Llach &t al. Spain Mirline fickets | &17 respondents Onlina Survay | Aanges from | Discriminant, | Adapted Efficiency(6). Perceived
(2013) Age< 35 = 50% via gifing's 92410 928 | Momolagical, syslem valug,
Gender:48%females website availability(2), Loyalty
[Random sampling) {5 point scale) Tulfillment{g),
privacy(3),
hedeonic{5),
12 Rao and Rao India Airling and 130 respandents Otfline Ranges from | Discriminant, | Adopted Efficiency(8). Perceived
12013) movie ickets | no demographic administration | 0.83910 0.937| Momological systam valug,
information reported, of availability(4), Loyalty
(Convenience sampling) | questionnaire fullilimenti7), intentions
{5 point scale) privacy|3)
13 Ariff ed al. Malaysia Online 256 respondents Mo information | Ranges from | Content Adapted Efficiency(8), M/A
(2012) banking no demographic reported 8110 912 assurances (4],
infarmation reported, | regarding contact {4),
[Random sampding) survey website aesthetic|
adminigiration and guide {4),
Mo infarmation privacy(2)
about points
of szale
14 Bemardo etal. | Spain Online travel | 1201 respondents Questionnaire | Aanges from | Convergent, | Adapted Efficiency(6). Satisfaction,
(2012) agency Age< 35 =55 8% fillad through 08310093 Digeriminant, system Lovyalty
Gender: 50.2% females | Telephonic MNamolagical availahilty(2),
[Convenience sampling)| Survey Tulfilimend|g},
{5 point scale) privacy(3),
hedonic:
quality|5)
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5. Study Couniry Type of Sample size and Surveys Intemal Wabdity Adoption/ Dimensions Directhy
MNa. website sampling method reliability Adapted considered related fo
alcomposite for study/ems
conslruct
reliability p
15 Kurt and Atrek Turkey Importance 202 respondents Onling survey | Ni& A Adopted Efficiancy(8), MA
(2012) of E-5-Qual | Age<34:46% through (AHP syslem
quality Gender; 57.9% lemales | emailed fechnigue) availability(4),
attributes for | (Snowball sampling) questionnaire fulfiliment{7],
online (5 point scale) privacyl3)
Shoppars
(Mo specific
web sila)
16 Liang (2012) Taiwan Onling game | 485 respondents Both onling Mi& Predictor Adopted Efficiency(8), Satisfaction
industry {122 offline respondents | and offline construct system
363 online respendents) | method used availability[4),
Age < 35=99.2% for Tulfillment(7],
Gender = 34% female | questionnaire privacy(3)
{Convenience sampling) | administration
{7 point scale)
17 Marimon et al. Spain E-banking 131 respondents E-mail
(2012} Age< 35: 282% containing Ranges from | Convergent, | Adapted Efficiency(7). Parcaivad
Gender: 75.6% lemales | hypedink to 081910 0.804| Discriminant, Systern walue
{Random sampling) questionnaire Momological availability(7).,
{5 point scale) privacy(3},
TESPONSIVENESS
[4], contac 1{3)
18 Pearson elal. USa Onling ratail 158 respondents Ofline Ranges from | Convergent, | Adopted Efficiancy(8), Percaivad
(2012) shopping Undergraduate students | administration | 800 to 909 Digcriminant syslem value,
Gender; 39% females | of Momaological availability(d), Loyalty
{Convenience sampling) | questionnaire fuliiliment{7}, infentions
{5 point scale) privacy(3}
19 Rafig at al. UK Online grocery | 491 respandents Web-based Ranges from | Convergant, | Adopted Efficiancy(&). Customar
(2012) shoppers Age < 40: 47% sumvey 08310096 | Discriminant, syslem satisfaction
Gender; 50.7% females | (7 point scale) Momological availability(d),
{Random sampling) fulfiliment{7},
privacy(3)
20 Santouridis Greece Onling 227 respondents, Offling Ranges fram | Predictive Adopted Efficiency(). Chvarall
et al. (2012} ratailing Aga< 34: THE% Questionnaire | 0.86 10052 Construct, system quality,
Gendar: 41% females | {5 point scale) Nomalogical availability(d), Petcatvad
{Convanience sampling) fulfillment(7), value,
privacy(3) Loyalty
21 Zavareh et al. Iran Qnling 392 respondents Mo information | Rangesfrom | Content Adapted Efficient and A
[2012) banking na demographic reported 0.735 10 0.810 reliabbe
information reported, regarding services(4) ,
i information sumvey segurilytrust{3),
regarding sampling adminisiration site asthetic (2),
(Mo information| TESDONSIVENESS!
about anchors contact (3)
of scale) Tulfillment {4),
sase of use (3)
22 Yaya el al. Spain Onling 428 respondents E-mail Ranges from | Convergent, | Adapted Efficigncy(7), Satisfaction,
12011} banking Age< 34, 66.7: % invitation 0.887 1o 0.906| Discriminant, system Lovalty
Gender. approx. 50% with embedded| Momalogical availability[7),
famalas URL link to the privacy(3}
{Random sampling) website
hesting the
survey (5 point
scale)
23 Akinci et al Turkey Onling 2017 raspandents Onling Ranges from | Content, Adapted Efficiency(2). Percaivad
(2040} banking Aga =40: T0.2% questionnaire | B3 to A7 Convargant, syslem Valua,
Gender. 7T0% females | through e-mail Diseriminant, availability(2), behavioral
{Convenient sampling) | (5 point scake) Momalagical fullillmenti2), loyalty
privacy(2)
134 Amity Business Review
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5. Study Country Type of Sample size and Surveys Intemal Validity Adoption/ | Dimensions Directly
Mao. website sampling method reliability Adapied considered related to
alcomposite for study/Mems
consiruct
reliability p
24 Connolty etal. | Ireland Government | 6121 respondents E-mail Ranges from | Convergent, | Adapted Etficiency(B). Perceived
12010) website Age<40 : 32.8% confaining B850 90 Maomiological ease of public
Gender: 43.9% females | hyperlink fo completion|3), value
[Random sampling) quesfionnaine system
{5 point scale) availability|4).
privacy(2),
contact(3)
25 Marimonet &l. Spain Cnline 131 respandents Online survey | Ranges from | Content Adapted Etficiency(8), Perceived
12010) suparmarkst | Age< 34: 28.2% throwgh 0.756 o Convergant system Value
Gender: 75.6% females | specially 0.887 MNomological availability(4).
[Random sampling) designad Tulfillmand{7},
Wab page privacy(3)
{5 point scale)
26 | Falketal Germarny Online 456 respandents of Online Ranges from | Convergent | Adapled Efficiency(3), Salisfction
(2010) refailing and | online retail site, Questionnaire | 89 1o 94 Diseriminant system
Internet 558 respandents of flashed on the Momolagical availabilty(d).
portal sites internet portal site: portal site Tulfillment{g),
Mean age for Cnline {5 point scale) privacy(3),
retail:34.6 years website
Mean age for infemel designi3),
portal site: 35 years enjoyment|3),
Gender: 45% females image (3
for online retail site
52% females for
intarmat portal site
[Random sampling)
27 Kim and Kim UsA Apparal 361 respondents Online survey | Ranges from | Discriminant | Adopted Efficiancy( 4}, Crerall
(2010) South Kore | website (175 from USA administersd in| 0.8210 098 | Momological system e-senvice
186 from Korea) USA and (USA) availability (2), | quality,
Age <28 = 100% offfine Ranges from Tuffillment (3), E-
[fer USA and Korea) administered | 0.76 to 0.87 Privacy (3], satisfaction
Gender : 65.7% in South korea | (South Korea) Responsivenass
Females(LISA) {7 point scale) (3), Contact(2)
T0.4% femakes
[Convenience sampling)
28 Sheng and Liw | China Online 164 respondents Online Ranges from | Convergent, | Adapted Etficiency(5). Satisfaction
12010) shopping Age: No information quesfionnaire | 0.838 1o 0.858| Discriminant system Loyalty
repaorted throwgh e-mail Momological availabiity(4),
Gender: 43.9% females | {5 point scale) Tulfillment{s),
[Convenient sampling) privacy(3)
23 | Sahaetal Sweden Government | 425 respondents Online survey | Ranges from | Discriminant | Adapted Efficiency(3), Actual
(2010) e-5anvice Demographic profile using web 75610 809 | Momological rasponsivanassd), | usages of
dedivery not reported based web Service,
[Systematic sampling) | quesfionnaire assistance(2), Citizen
{No information| privacy(3), satisfaction
about anchors
of scale)
o0 Chiou et al, Taiwan Online 24 respondents E-mail Ranges from | Face, Adapted Efficiancy(10), | Owerall
(2009) auction sites | Age< 35= 94.8% invitation with | 0.88100.94 | Convergant system satistaction
Gender: 73.8% females | embedded Disciminant availability(d),
[Convenience sampling)| URL link to the MNomological Tufilimend{7},
wabsite privacy(3),
hosting the fesponsiveness(s),
survey campengation3),
{5 point scale) contact(3)
kil Herington and Australia Onling 200 respandents Offline Ranges fram | Discriminant | Adapted Only 2 Satisfaction
Weaven (2008) banking Age<dl): 44% administration | 0.80 10 0.96 MNamalagical dimensions
Gender: 55% females | of |efficiency and
[Conveniance sampling) | questionnaine availabilty) uzed
{5 point scale) Personal needs
13), Site
organization (4),
User friendiness
14). efficiency of
web site(3)
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5. Study Couniry Type of Sample size and Surveys Intemal Wabdity Adoption/ Dimensions Directty
MNa. website sampling method reliability Adapted considered related fo
aicomposite for study/ltems
conslruct
reliability p
32 Sahadev and India Job portal site | 350 respondents Baoth online Ranges from | Convergent, | Adapted Efficiency(8), Trust,
Purani {2008) {191 executives, and offling 1.242 o 0.689 Discriminant system Safisfaction
159 MBA) Age: average | filling of Momalogical availability(4),
age 27 years questionnaire fufillment(5]),
Gender. 27% famales | (5 point scale) privacy(3),
[Convenience sampling)
a3 Ingle and Ireland Online portal | 361 respondents Online survey | Mot Reported | Mol reporled | Adapted Efficiency(8), Consumer
Connolly (2007) sile Demographic profile through system rust,
not reported vendor's availability(4), Perceived
{Random sampling) website fulfillment(7}, valug ,
{5 point scale) privacy(3), Laoyalty
responsiveness(s), | Intentions
compensation|3],
contact(3)
[Plus one each
dimension on
trust)
34 Yang and Tsai Taiwan Onling 278 respondents Mo information | Ranges from | Convergent, | Adopted Efficiancy(8), Cwverall
(2007) shopping Age 21 1o 50 years: reported 0.868 10 0.841| Digcriminant system satisfaclion
94.6% Gander: 75.2% | regarding Momalogical availability(d),
temales adminisiration tullillment(7],
[{Convenience sampling) | of survey privacy(3),
(7point scale) responsivenesss),
campensatian]3),
conlact(3)
5 Boshoff South Africa | Onling 1408 respandants Online Ranges from | Comvergent | Adapted Efficienay(8), Valua
12007} Marketing Age < 39 years : 55.4% | quesfionnaire | 0.768 10 0.938| Prediclive syslem
Firm selling Gender; 66.67% femaled received from Momaological availability(3),
mainly books, | (Random sampling) the website privacy(3),
CDs, DuDs, while buying reliability {3),
gifts first product speed(3),
6 point scale delivery(3)
36 Kirm et al. Usa Wornen's 111 retail web sites (No Survey) Mg WA Adapted Efficiency(15), | WA
12006) apparel Demographic profile: Content Tulfillment|g],
websites NI Analysis of system
{Random sampling) the websites availability (2),
privacy (8],
Tesponsivanassi2),
contact (2),
personalization (8],
informaticn {7},
araphic styla(21)

Demographic profile: Some variations were
identified across the respondents profile which are
selected by the researchers for their respective
studies. Some studies (Pearson et al. 2012, Rao and
Rao 2013, Suh et al. 2013) have taken college students
as their subjects which may cause the variations in
the results in spite of using same E-S-QUAL scale for
measuring service quality. 30 % of the studies
reviewed are found to be gender biased (tablel),
cither they have taken maximum male respondents
(Sahadevand Purani 2008, Liang 2012, Pearson et al.
2012) or there were dominance of female
respondents (Chiou et al. 2009, Akinci et al. 2010,
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Kimand Kim 2010, Marimon et al. 2012). Most of the
studies ( Chiou et al. 2009, Yaya 2011, Santouridis
2012, Liang 2012, Llach et al. 2013, Barrera et al. 2014)
have chosen maximum young respondents (table 1)
for analyzing the perceived service quality. Kimand
Kim (2010) have conducted survey taking age group
up to 28 years of age. With the growing number of
older people using internet for searching the
information, reading emails and shopping online,
the selection of demographic profile for future
studies needs attention (FernandesandPaschoarelli
2014). Hence diverse sample profile is recommended
for future studies.

Amity Business Review
Vol. 18, No. 2, July - December, 2017



