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Introduction 
With the rapid use of internet, e
business also growing globally. It gives 
competitive edge to all the organizations. 
The online shopping platform enhance the 
convenience to the customers by eliminating 
many hurdles of offline shopping like 
geographical barriers, time constraints, 
availability and accessibility etc therefore 
customers are more incline towards online 
shopping.  
As per the research made by Indian Institute 
of e-commerce (2016), India will produce a 
total of $100 billion e-tail revenue, 
which $35 billion from fashion
only. Sales of apparel through internet are 
expected to increase four times in future. 
India can frame a new and different identity 
in electronic commerce as India is a wide 
market and has no boundaries or limits for 
new possibilities and therefore interest 
among the people gets increase.
increase in customers’ income and 
introduction of 4G networks, electronic 
commerce market of India is foreseen to 
increase to US$ 188 billion till 2025. 
Customers from Tier 2 and Tier 3 cities gets 
pulled through electronic commerce. 
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With the rapid use of internet, e-commerce 
business also growing globally. It gives 
competitive edge to all the organizations. 
The online shopping platform enhance the 
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l through internet are 
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India can frame a new and different identity 
onic commerce as India is a wide 

market and has no boundaries or limits for 
new possibilities and therefore interest 
among the people gets increase. With the 
increase in customers’ income and 
introduction of 4G networks, electronic 

is foreseen to 
increase to US$ 188 billion till 2025. 
Customers from Tier 2 and Tier 3 cities gets 
pulled through electronic commerce.  

With technological updation, organizations 
must be careful about service quality as 
customers are more focused towards 
quality. With the increasing experience and 
success, organizations believed that the 
success in e-commerce not only affected 
with the low price and presence of web site 
but it is very much influenced by electronic 
service quality (Yang, 2001; Zeith
2002). E-commerce companies require 
understanding customers’ requirements and 
needs so that they can enhance their service 
quality for retaining the existing customers 
as well as attracting the new customers. 
 
E-service 
Zeithaml (2002) defined e
service quality perspective as “the extent to 
which a website facilitates efficient and 
effective shopping, purchasing and 
delivering of products and services”. E
service quality is an effective way by 
the potential benefits of Internet are realized 
(Yang, 2001).  
E-service is an Internet based interactive 
service, controlled by customer;
organization process with technologies to 
strengthen the relationship between the 
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customer and the service provider (Ruyter et 
al., 2001 in Luarn and Lin, 2003). 
E-commerce is commercialism of products 
and services with the help of internet, 
launched in the late 70s and being famous in 
90s in different nations like USA & UK. It 
provided new chance to the businesses for 
conducting their operations through internet. 
The concept of e-service (electronic service) 
shows one outstanding application of using 
the Information and Communication 
Technologies (ICTs) in various areas. Such 
e-service is inclusive of service component 
of e-tailing, customer support, and service 
delivery. This explanation show three main 
parts - service provider, service receiver and 
the channels of service delivery (i.e., 
technology). For the success of Online 
retailing, it is require focusing on other 
dimensions like accessibility, 
communication, credibility, and appearance 
unlike the dimensions of traditional 
marketing such as competence, courtesy, 
cleanliness, comfort, and friendliness (Cox 
and Dale 2001). Most of the organizations 
are moving towards e-commerce and it is 
significant for the success of any online 
stores to identify the determinants of e-
service quality from customer’s perspective. 
Review of Literature: 
 Santos (2003) had explained e-service 
quality as overall assessment and decisions 
made by the end users in respect of the 
characteristics and quality of e-service 
delivery in the non-real marketplace. Juran 
and Gryna (1970) given a total of four 
quality dimensions i.e. capability, 
availability, reliability and maintainability. 

Capability specifies matching of the 
performance of the product with the 
expectation. Availability specifies usability 
of product as per requirement. Reliability 
specifies the product condition. 
Maintainability specifies repairs of the 
broken products. For validating the e-service 
quality concepts, these four dimensions may 
work as helpful starting points. 
For getting the full control to an online 
shopping state, online shopping’s actual 
entertainment and emotional worth should 
be incorporated with e-service quality 
measures (Babin, 1994; Holbrook and 
Hirschman, 1982). This view is mirrored by 
perceived pleasure and joyfulness of 
purchasing from a web site rather than by 
the act of completing a task. 
Eleven factors were discovered by Zeithmal 
(2000), which influences e-service quality; 
namely access, ease of navigation, 
efficiency, flexibility, reliability, 
personalization, security/privacy, 
responsiveness, assurance/trust, site 
aesthetics, and price knowledge. Gronroos 
(2000) gave a more distinguished definition, 
specifies that e-service can be classified into 
two dimensions i.e functional dimension and 
technical dimension. Functional approach 
specifies what is delivered in terms of 
service outcome. Technical approach 
specifies how it is delivered in terms of 
service process. Both the approaches need to 
be expanded in order to cover all e-service 
dimensions, considering another dimension 
consist of the aspects which occurs before 
delivery of actual service. 
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For creating excavation of quality items, 
Barnes and Vidgen (2001) draw upon the 
SERVQUAL model. Both came up with five 
important dimensions, each dimension 
consists of two sub-dimensions. These 
dimensions are based on field analysis of 
online book trade. Dimensions and sub-
dimensions are: tangibles (aesthetics, 
navigation), reliability (reliability, 
competence), responsiveness 
(responsiveness, access), assurance 
(credibility, security) and empathy 
(communication, understanding the 
individual). 
On the basis of technical or functional 
quality framework given by Gronroos 
(2000), Van Riel (2001) suggested 
assortment of service components and 
involves the following aspects: core 
services, facilitating services, supporting 
services, complementary services, and user 
interface. Through these components of e-
service, the quality of e-service can be 
accessed through measuring of customer 
satisfaction. Compared to the physical 
environment in the real world, Van Riel, 
(2001); Yoo and Donthu, (2001) anticipated 
the Web site interface to give external 
evidence in virtual service clash which 
causes emotional responses. E-service was 
identified as providing a superior experience 
to consumers with respect to the interactive 
flow of information by Rust and Lemon 
(2001). 
In e-tailing, service quality attributes were 
analyzed by Wolfinbarger and Gilly (2003), 
based on the online and offline focus groups. 
Four quality attributes were found through 

exploratory and confirmatory factor 
analysis. Quality attributes or dimensions 
are: fulfillment/reliability, web site design, 
customer service and security/privacy. 
 Yang and Fang (2004) analyzed the 
differentiation to online service satisfaction 
and dissatisfaction dimensions. Both had 
presented some salient quality dimensions, 
results to customers’ satisfaction and 
dissatisfaction. They identified quality 
dimensions as  responsiveness, reliability, 
credibility, competence, access, courtesy, 
communication, information, responsiveness 
and website design. Some of the dimensions 
of e-service quality were discovered by 
Field (2004). The dimensions were website 
design and attributes, reliability, 
responsiveness, customer service, 
customization, website security and website 
perceived risk, out of which some 
dimensions of e-service quality were found 
and analyzed in the earlier studies in relation 
to different business sectors. 
Gounaris (2005) had given 6 different 
dimensions of perceived e-service quality i.e 
website design, information, trust, 
responsiveness and reputation, which were 
influenced by various different antecedents. 
Parasuraman (2005) had given the most 
extensive work on e-service quality, based 
on the explorative study done by Zeithaml 
(2002). In order to evaluate service quality 
of the online retailers, he tested a multiple 
item scale. Two different scales i.e E-S-
QUAL and E-RecS-QUAL were used to 
measure eservice quality. E-S-QUAL 
comprises of core quality and E-RecS-
QUAL comprises of recovery quality. E-S-
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QUAL core qualities covers four quality 
dimensions namely; efficiency, fulfillment, 
availability of system and privacy. E-RecS-
QUAL recovery quality covers three quality 
dimensions i.e. responsiveness, contact and 
compensation. The different intangible and 
emotional aspects of the shopping 
experience are eliminated if the shopping 
experiences are accessed only on the useful 
gains of the products or services earned, 
discovered by Babin (1994, 2005).  
Semejin (2005) had said that e-service 
quality can be abstracted by assurance, e-
scape, navigation, responsiveness, accuracy 
and customization. Assurance is connected 
to trustfulness, necessary to have loyal users. 
Online shoppers wish a standardized 
navigation quality in order to easily fulfill 
their needs and wants with fast and logical 
mobility. Use of colors, layout, pictures, font 
size and overall style covers under e-scape. 
Online shoppers search for accuracy i.e the 
information available on the website should 
be relevant and trustworthy. Responsiveness 
measures the level consumers’ expectations 
are met. Customization focuses on a 
adjustment made to product or service in 
order to fulfill the individual needs. 
In order to evaluate the websites’ service 
quality, Kim (2006) took the e-service 
quality dimensions into consideration which 
was developed by Parasuraman and 
increased to a nine dimension scale. 
Dimensions are system availability, 
efficiency, fulfillment, privacy, 
responsiveness, information, compensation, 
contact and graphic style. Sohn and Tadisina 
(2008) had given a model consists of six 

dimensions for assessing e-service quality, 
based on his empirical study on online 
financial institutions. Through these 
dimensions, perceived e-service quality gets 
measured. Those six dimensions are trust, 
customized communications, ease of use, 
website content and functionality, reliability 
and speed of delivery. With the help of 
confirmatory factor analysis and criterion 
related validity, their given dimensions were 
validated. Eight e-service quality attributes 
were given by Li and Suomi (2009). 
Attributes are website Design, reliability, 
responsiveness, security, fulfillment, 
personalization, information and empathy. 
Canarslan (2013) had done a study and 
disclosed that the issues which are solved in 
e-shopping mostly arises from the improper 
services and it has big effect among the end 
users from conventional shopping as the 
outcome could not be able to fix the e-
shopping. According to Lau, and Cheung 
(2013), thinking of the customers gets 
changed about the quality on the basis of 
satisfaction and leads to re-purchase. 
Especially in the banking industry, the 
quality of relations among the customers and 
suppliers of products and services is an 
important factor in satisfaction or 
dissatisfaction among the customers. 
Matic and Vojvodic (2014) examined in a 
study that by thinking of customers against 
the threat of e-shopping and discovered that 
most of the respondents verbalized their 
negative feelings at the time of e-shopping, 
happens due to threats of internet usage that 
affects the buyers’ buying decision in 
coming time. As per Yusuf (2015), different 
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quality attributes such as website design, 
reliability, responsiveness, security and 
empathy, inclusive in SERVQUAL 
modified scale were utilized for measuring 
the e-service quality. Attributes like 
information, personalization, fulfillment and 
service quality were represented by five 
components i.e. Tangibles, Reliability, 
Responsiveness, Capacity and Courtesy. 
Objectives of the Study: 
To identify and analyze the factors which 
affect e-service quality of online retail stores 
form customer’s perspectives. 
  
Research Methodology 
The study was descriptive in nature. It 
helped to know the impact of e-service 
quality on the customer perception, purchase 
of products & services. Convenient 
Sampling was used and the sample size was 
taken of 200 respondents. Primary data was 
collected directly from the customers 
through a five point likert scale (from 1 = 
Strongly Disagree; 5 = Strongly Agree), 
developed by Parasuraman (1985, 1988). 
Secondary data was collected through 
different sources like various web sites, 
books, journals etc. Exploratory factor 
analysis was used for the identification of 
factors for e-service quality. Before applying 
the factor analysis, Kaiser-Meyer-Olkin 
(KMO) and Bartlett’s test of sphericity were 
used for establishing whether the data were 
suitable for conducting factor analysis. 
Cronbach’s Alpha test was used to evaluate 
the reliability by assessing the internal 
consistency of the items representing each 
construct of e-Service quality. The reliability 

of each construct of e-Service quality was 
found to be more than 0.7. 
Results: 
Demographic Description:  Out of total 
200 respondents, 57% of respondents were 
males and 43% of respondents were 
females. 79% of respondents were in range 
of 18 - 30 years, 17% of respondents were in 
range of 31 - 50 years and 4% of 
respondents were in range of 51 - 65 years. 
3%of respondents were of education Up to 
12th , 38% of respondents were graduates, 
55% of respondents were post graduates and 
4% of respondents were of others. 
 
Reliability test was conducted on the 
identified e--service quality factors (i.e., 
User Friendliness, Timely Delivery, 
Reliability, Efficiency, Effective 
Communication, Safety & Security and 
Compensation.). The reliability coefficient 
of the study variables have more than the 
minimum acceptable level of 0.60 
(Nunnally, 1978). The above table shows the 
Cronbach’s Alpha value for are all the 
identified factors of e service quality and 
found as above 0.7 which is considered as 
acceptable. 
 
KMO and Bartlett’s test was also applied to 
check the sustainability of factor analysis. If 
the KMO test’s value is 0.6 or more than 0.6 
and Bartlett test value of level of 
significance is less than .05, the factor 
analysis can be used, otherwise not. In this 
research KMO test’s value was found 0.901 
(sample is adequate) and Bartlett test value 
of level of significance was found .000, 
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therefore factor analysis is suitable for the 
present study. 
In the present study, factor analysis was 
used to identify the major factors which 
affect customers’ perception towards the e-
service quality of online stores in Indore. 
Total seven factors were emerged out of 33 
variables by factor analysis. Total 63.908% 
variation was explained by these seven 
emerged factors and the identified factors 
are: User Friendliness, Timely Delivery, 
Reliability, Efficiency, Effective 
Communication, Safety & Security and 
Compensation. 
 
Discussion 
User-friendliness is the major contributor in 
customers’ perception towards e-service 
quality which was explained by 
characteristics of website such as easy to 
use, simple functionality, navigation, and 
content. A website must be easy and simple 
to operate. The product on the site should be 
easily get to the customers, they are 
searching for and allows the customers to 
reach easily anywhere on the website. The 
information on the site must be well 
organized; content on the site should be 
small and to the point. Website design 
makes smooth functioning of 
communication process between e-tailor’s 
and customers by making it enjoyable (Yang 
et al., 2003).The website should provide the 
facility to finish the proceedings quickly. It 
is also evident from the past research that 
the online customers visit the websites not 
only for the required information but also 

for entertainment and fun (Huang, 2003; Lee 
& Overby, 2004). 
Timely Delivery plays an important role in 
current scenario. It is concerned with 
delivery of the right product in the right 
condition at the right place and at the right 
time. Fast delivery and high service quality 
is always a preference of online customers 
(Singh, 2000). On time delivery is necessary 
by the online store as to keep its 
commitments true to the customers, not only 
delivery but the customers’ request of the 
returning of products must be handled 
properly i.e. from the right place and on the 
pre-decided time frame. 
Reliability was found to be another 
influential factor for customer’s perception 
towards service quality of online stores. 
Customers willing to connect with the 
organizations whom keep their promises 
about their core services attribute. They trust 
and continue with the companies who are 
true to their words regarding stock in hand, 
its offerings, return policy, guarantee,etc. 
Reliability is not only the functional quality 
dimension but also considered as the 
trustworthiness of the information provide in 
the web site (Semeijn, 2005). Customers 
also expect that company provide assistance 
in their transaction and other problems. 
Online store must focus of the reliability of 
their service to gain the customers positive 
perception and satisfaction towards their 
services (Jun, et.al., 2004). 
In respect of website, efficiency is 
concerned with stability of the website i.e. 
the site should not crash or hang in middle 
after providing all the details. The web 
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pages must load at the fast speed and must 
be available 24*7 to customers for the 
business. Efficiency is also concerned with 
handling the huge customer traffic on the 
website. Efficiency was found as a key 
dimension of service quality for online 
customer retention (Santos, 2003). 
Safety and Security was always found as a 
pass for e-tailors to convince the customer 
for online shopping (Hoffman, 1999) with 
respect to keeping all the details of 
customers confidential.  In case of online 
stores, safety and security is possible if the 
particular website do not share the 
customers’ details with other site. 
Information such as bank cards details, 
purchase of the products, frequency of 
purchase; total number of visits on the 
website etc. websites should keep all the 
details of their customers confidential in 
order to avoid any consequences and saving 
the customers’ interest. Safety and security 
is a critical issue in building the trust of 
customer in online store. 
This study observed that online customer 
feels satisfied when they receive a good 
response to their queries from the customer 
representatives of online store. Effective 
communications have a positive impact on 
customer’s mind towards the respective 
online store, they prefer the website which 
respond their inquires promptly (Liao, 
Cheung, 2002; Jay, 2004). 
Compensation refers to anything, commonly 
in monetary form, given to persons for 
occurrence of any loss or harm. In context of 
online stores, compensation is given to the 
customers if the store is unable to fulfill its 

promises such as delay in delivery of the 
products, compensation for any issues from 
their side etc. Compensation for any loss or 
harm protects the online store from 
reduction of the customers’ base, retention 
of customers.  
 
Implications: 
The research implies that online stores 
should focus on improving their services by 
introducing simple but efficient web site to 
the customers. Online stores can also have 
competitive advantage by providing on time 
delivery and reliable services. Other factors 
like compensation, effective communication 
and safety & security point of view will also 
be helpful in making the competitive 
strategy to retain the customers and to get 
more customers for their store. 
 
 Limitations: 
There were some limitations in the proposed 
study. Results may get affected if equal 
number of respondents were taken from 
different age groups. This research majorly 
consisted of youngsters. The research was 
based on 200 respondents; results may be 
changed with different sample size. Under 
time limitations, the study did not cover all 
areas of the city. Data were collected from 
Indore city only; the results may vary if the 
data were collected from different parts of 
India as the customers’ perception may vary 
from place to place. As the likert scale was 
used in the questionnaire, research limits the 
variety of options. The statements in the 
questionnaire were closed ended, creates 
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barriers by allowing the respondents to 
select from the available options. 
Conclusion: 
The objectives of this research were to study 
the e-service quality of online stores from 
the customers’ perspective and to identify 
and analyze the factors which affect e-
service quality. By factor analysis, seven 
factors were extracted, namely; User 
Friendliness, Timely Delivery, Reliability, 
Efficiency, Safety & Security, Effective 
Communication and Compensation. Out of 
these seven factors, customers give most 
importance to user friendliness of the 
website and least importance to 
compensation. It was observed from the 
study that the online customers prefer the 
online stores if it has high e-service quality 
in terms of easy search for the need, website 
design and information on the site is 
organized properly, quick transactions and 
ease to use. It was observed that online 
shopping is mostly done by youngsters and 
specifically post-graduates and least by the 
older age people. 
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Reliability Analysis: 

              Dimension      Cronbach α 
User Friendliness 0.831 
Timely Delivery 0.725 

Reliability, 0.785 
Efficiency 0.711 

Effective Communication 0.706 
Safety  & Security    0.766 

Compensation 0.741 
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Factor Analysis 

 KMO and Bartlett's Test   
    Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .901  
       Approx. Chi-Square 3561.881  

Bartlett's Test of Sphericity      Df 528  

  Sig. .000  
     

 
Extracted Factors 

Factors Variables 

Item Factor  

Load Load  
   

User Friendliness 

This site makes it easy to find what I need. 0.762   

It makes it easy to get anywhere on the site. 0.7   

Information at this site is well organized. 0.691 

4.069 

 

This site is well organized. 0.669  

This site is simple to use. 0.663   

It enables me to complete a transaction quickly. 0.584   

Timely Delivery 

This site makes items available for delivery within a suitable time 
frame. 0.732   
        
It sends out the items ordered. 0.639   

It quickly delivers what I order. 0.634 3.776  

It picks up items I want to return from my home or business. 0.609   

 

It makes accurate promises about delivery of products. 0.609   

It deliver orders when promised. 0.553   

Reliability 

It tells me what to do if my transaction is not processed. 0.696   

This site offers a meaningful guarantee. 0.686 

3.771 

 

It has in-stock the items the company claims to have. 0.646  

It takes care of problems promptly. 0.618  

The site handles product return well. 0.585  

It is truthful about its offerings. 0.54  

Efficiency 
This site does not crash. 0.7 

2.902 
 

This site launches and runs right away. 0.609  
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It load its pages fast. 0.598  

Pages at this site do not freeze after I enter my order information. 0.588  

This site is always available for business. 0.407  

Safety and 
Security 

It does not share my personal information with other sites. 0.805 

2.475 

 

It protects information about my Web-shopping behaviour. 0.717  

This site protects information about my credit card/debit card. 0.549  

It provides me with convenient options for returning items. 0.404  

Effective 
Communication 

It offers the ability to speak to a live person if there is a 0.874 

2.335 

 

problem.   

This site has customer service representative available online. 0.749  

This site provides a telephone number to reach the company. 0.712  

It compensates me when what I ordered does not arrive on time. 0.749  

Compensation 
It compensates me when what I ordered does not arrive on time. 0.749 

1.798 
 

This site compensates me for problems it creates. 0.648  

This site enables me to get on to it quickly. 0.401  

 

 


