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Abstract: This research study aims at developing and validating E-tailing quality index. It 
consists of the literature reviews of the past researches, which were done by various authors and 
while finding the dimensions for the e-tailing quality. The scale development methodology 
results into six factors comprises of Platform accommodation and customer centric functions, 
Satisfactory Product/Service quality, Knowledge about product and promptness, Delivery and 
Sales support, Customer service, Vision and Mission. It is a strategic tool to implement e-tailing 
quality index effectively and efficiently. This research can also be used to find the opportunities 
and critical areas which require attention.

Keywords: E-tailing, Retailing, Marketing, Quality Index.

Introduction
E-tailing (or electronic retailing) is the marketing of goods and services according to the 
demands of customers on the internet. E-tailing quality index includes the dimensions which are 
strongly associated with the quality of E-retailing.  It improves the service quality. As E-business 
is becoming the popular medium for the transactions that takes place while buying and selling 
the products. Now days it not only restricted to sell of goods but it evolves the services which are 
offered to the customers with the product which adds a value to the products that leads to the 
customer satisfaction. As many services are provided by the e-tailing companies but sometimes 
the service quality is not good enough or it cannot be identified the dimension in which the 
company needs to be improved. So, there is a need to know at what extent the dimensions of the 
e-tailing quality exists and index the whole dimensions in which the improvement is needed and 
act on that. In the today’s competitive environment besides the selling of goods, service quality 
has to be improved so as to retain customers, build brand name; brand awareness and to make the 
business grow.

mailto:pankajrawal91@gmail.com
mailto:prof.deepalipsingh@gmail.com
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Literature review
There has been a considerable amount of work done on E-tailing quality. There have been a 
number of factors that have been studied and measured by them. Wolfinbarger and Gilly (2003) 
predicted the e-tailing quality and measured it by dimensionalizing. They analyzed the four 
factors: customer service, reliability, privacy and Web design and predicted the customer’s 
perceptions for quality and attitude towards website. Yang et al. (2003) provided various 
management related implications and recommend the ways to improve the e-tailing service 
quality by introducing many dimensions for the e-tailing quality. Long and McMellon, (2004) 
explored the determinant of the e-tailing service quality with multidimensional measures and 
also explored the new dimensions which lead to the area of improvement towards the online 
service quality. Jun et al.(2004)found the customer minimum satisfaction level based on their 
service quality and established that dimensions had impact on the overall service quality but it 
had no effect on the satisfaction, but there exists a positive relation between the  overall service 
quality and customer satisfaction. Choia et al. (2004) studied the consumer behavior at the point 
of purchase (like willingness to buy, customer perceptions, values) and how it is affected by the 
web retail service quality. Collier and Bienstock, (2006) showed the big picture of the e service 
quality which is more than the website interactivity and encompasses on the outcome and 
recovery quality while measuring the service quality in the e-tailing. Rossiter, (2007) after 
Collier and Bienstock find the new measures of e-tailing quality service and found that the 
measure done by Collier and Bienstock for service quality is insufficient and Arshad et al.(2007) 
made a study on the land transportation services with focusing on the Internet retailing service 
quality and studied the behavior of the internet users and their activities to determine needs and 
concluded that by introducing the e-ticket service there will be improvement in the transportation 
service. Sahney, (2008) used the interpretive structural modeling and quality function 
deployment to find out success factor in online retailing. Finn, (2010) while generalizing 
dimensions of e-tailing service quality, concluded that data collected from the respondent is 
inconsistent and suggested that the manager should not make decisions on bases of the data 
analysis of variation occurred across the customers. Saravanan and Kannan, (2012) measured e-
tailing quality in the rural market by studying the expectations and perceptions of the people 
living the rural areas by analyzing the behavior and preference in internet usage of the people of 
rural area. Cass and Carlson, (2012) examined the consumer perceptions about the website’s 
services innovations which influence the quality and loyalty, trust and word of mouth and it is 
concluded that these factors have more positive effect as compared others. Türk et al. (2012) 
measured the service quality in luxury goods e-tailing and found that both design and product 
information has positive effect on service quality while it is shown in other studies that there is 
no or minimum effect of both on service quality in the Luxury goods section, and different 
instruments should be used to evaluate the service quality for the luxury goods and mainstream 
goods online. The dimensions for the e-tailing qualities and their number of citations which were 
found by authors are as given in the appendix.
In conclusion of literature review, it has been found that earlier researches were based on 
SERVQUAL and SERVPERF model, assuming that quality is the difference between expected 
and perceived services. And a very limited number of research has been has been carried out till 
date on e-tailing quality (Wolfinbarger and Gilly, 2003; Yang et al., 2003; Long and Mc Mellon, 
2004; Jun et al., 2004), Choia et al., 2004; Collier and Bienstock, 2006; Rossiter, 2007; Arshad 
et al., 2007; Sahney, 2008; Finn, 2010; Saravanan and Kannan, 2012; Cass and Carlson, 2012, 
Türk et al., 2012). 
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Figure 1: Methodology

 Step 1- Dimensions: The dimensions that affect the e-tailing quality are extracted from existing 
literature.

 Step 2- Number of citations: Firstly dimensions are reduced on the bases of number of citations 
in the literature review based on the responses collected from customers.

 Step 3- Questionnaire: The questionnaire is designed on the basis of above dimensions on 5-
point likert-type scale.

 Step 4- Responses: The responses of the questionnaire are collected from the customers on 
bases of simple random sampling.

 Step 5- Reliability test: This test is carried out to check the random error causing any 
inconsistency of data. The value of Cronbach-alpha value should be greater than 0.7

 Step 6- Exploratory factor analysis: It is a data reduction technique to determine possible 
relationships in general form to estimate relationships. Factor reduction was done by using 
principal component matrix and rotated component matrix as well with eigen value 1.

 Step 7- Confirmatory factor Analysis: This analysis improves and confirms the results obtained 
from the exploratory factor analysis

 Step 8- Weighted average score: It determines the ranks of the factor which are more effective 
in improving the quality of e-tailing.

 Step 9- Service quality index: Determining the acceptable range for this index. 
 Step 10- Strategic implementation: Analysis and managerial implications of the results.

Results and Discussion
The feedback of the questionnaire was collected. A total of 196 responses were collected. Then 
data reliability is checked as well as sampling adequacy also. After that exploratory factor 
analysis is done. Data reliability is determined by Cronbach-alpha value, which is 0.891 in this 
case (i.e. > 0.7). The result shows that the questionnaire meaningfully measures service quality. 
By Exploratory factor analysis we can determine 6 factors based on rotated component matrix 
with variance of 75.481%.

Table 1: Reliability Statistics

Cronbach's Alpha N of Items
.891 35

Table 2: Rotated Component Matrix

ComponentDimensions
1 2 3 4 5 6
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Satisfaction (SPSQ1) .734
Reliability (DSS1) .749
Security (DSS2) .800
Navigation (PACCF1) .683
Convenience (PACCF2) .695
Responsiveness (KPP1) .765
Service Delivery (DSS3) .534
Price (KPP2) .807
Interactivity (CS1) .668
Site design (CS2) .809
Credibility (DSS4) .681
Assurance .642
Appearance (PACCF3) .714
Structure (PACCF4) .734
Customization (PACCF5) .865
Product information (KPP3) .840
Reputation (KPP4) .501
Empathy (SPSQ2) .579
Payment modes .534
Personalization (PACCF6) .598
Word of mouth (DSS5) .716
Response time (PACCF7) .707
Competence (SPSQ3) .568
Usefulness (VM1) .554
Vision (VM2) .564
Aesthetic design (SPSQ4) .894
User interface (SPSQ5) .763
Courtesy (SPSQ6) .681

Initially we have 38 dimensions contributing 75.481% variance which are reduced to 26 after 
EFA. The dimensions are clustered into factors:

Table 3: Factor reduction

Sr. no. Factors Dimensions
1. Platform accommodation and customer centric functions

(PACCF)
Customization
Structure
Appearance
Response time
Convenience
Navigation
Personalization

2. Satisfactory Product/Service quality
(SPSQ)

aesthetic design
User interface
Satisfaction
Courtesy
Empathy
Competence
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3. Knowledge about product and promptness
(KPP)

Product information
Price
Responsiveness
Reputation

4. Delivery and Sales support
(DSS)

Security
Reliability
Word of mouth
Credibility
Service Delivery

5. Customer service
(CS)

Site design
Interactivity

6. Vision and Mission
(VM)

Vision
Usefulness

The factors obtained in this process are confirmed by using CFA using residual data, we first 
determines that multidimensional model leaves PACCF6, SPSQ2, SPSQ3, KPP4.

Then we check it by structural model that how elimination of least significant factor improves 
the model and factor index was evaluated to improve importance of factors in model.

Table 4: Multidimensional model fit

RMSEA (Root mean square error of approximation) 0.052
CFI (Comparative fit index) 0.83
GFI (Goodness of fit index) 0.85
Chi Square/ Degree of freedom 2.10

This model points out an acceptable model fit obtained with AMOS 21 statistical tools, CFI and 
GFI values confirm absolute measure and incremental measure fit (Anderson and Gerbing, 
1988). For a fit model errors should be around 6% to 7% (Byrne, 2001). The substantial values 
of indicators onto their factors vary within acceptable range, the models reflects acceptable 
psychometric properties (Agariya and Singh, 2012)
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Figure 2: Multi-dimensional model
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The structural model is validated by structural equation modeling which consist of a residual 
error in each factor as indicated in the figure

Figure 3: Structural model
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The result of this model shows acceptable model fit (Anderson and Gerbing, 1988).

Table 5: Structural model fit indices

RMSEA 0.052
CFI 0.82
GFI 0.803
Chi Square/ Degree of freedom 2.05

The factor index is now evaluated with the help each factor by calculating average with help of 
SPSS 17

Table 6: Factor Index

Factors Mean (Ma) Weight 
(Wb)

Index 
(Ma*Wb)

Platform accommodation and customer centric 
functions

3.47 0.16 0.5552

Satisfactory Product/Service quality 3.78 0.17 0.6426
Knowledge about product and promptness 3.94 0.18 0.7092
Delivery and Sales support 3.56 0.16 0.5696
Customer Service 3.96 0.18 0.7128
Vision and Mission 3.41 0.14 0.4774
Here, in the final result we find the share of these six factors. 

E-Tailing Quality Index Score = (Ma1* W1 + Ma2 * W2+……. + Man* Wn)

The score comes out to be 3.664

Strategic implication
From the above result it has been concluded that the in order to improve the service quality in e-
tailing we need to improve the Customer service and then next priorities are Knowledge about 
product and promptness; Satisfactory Product/Service quality; Delivery and Sales support; 
Platform accommodation and customer centric functions and Vision and mission.

Factor 1: Platform accommodation and customer centric functions:
Dimensions within this factor deals with the processes involving customer convenience:

 Customization: An e-tailing website should provide customizable products, by which 
they are able to get product as their needs get fulfilled without any extra cost and 
unwanted feature.

 Structure: The Structure of an e-tail organization should be flexible enough so as to 
increase the user-friendliness of the system, and it will be easy for customers to 
communicate directly.

 Appearance: Appearance of an e-tailing website plays a very important role in running 
the business. Every user first sees the design of a website then look for the products.

 Response time: lesser the response time higher will be efficiency as well as revenue. It 
depends on the problem solving approach. Lesser the time taken to solve the problem 
more customers will be satisfied.

 Convenience: Convenient procedures and services intended to save the resources and 
increase the accessibility and save the resources as well.
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 Navigation: E-tailing sites should implement an easy and effective navigation system at 
both customer and organization ends. At the Organization end there should be process of 
controlling and monitoring at the customer end.

Factor 2: Satisfactory Product/Service quality
Service quality is a very important factor in the e-tailing. In this competitive environment every 
e-tailing company offers good product so if in any field an e-tailing business can improve that is 
service quality. As these days, customers are getting service centric as they can get a satisfactory 
product from any other company producing same product.

 Aesthetic design: Good representation of a product on a web site draws attention of a 
customer and can increase his willingness to buy that particular product.

 User interface: if the interface of a web site is user-friendly then it will be more 
convenient for the customers to browse through and make easy purchases. 

 Satisfaction: Overall satisfaction of customers, dealers and organization is an essential 
part of a business growth; it can be in terms of Products or Services.

 Courtesy: Courtesy can be showed to customers in various forms (like. Delivery man, 
Mails, Emails, telephone etc.), through this many customer complaints can be solved.

Factor 3: Knowledge about product and promptness
The Dimensions under this factor indicates the product information and timekeeping.

 Product information: The customer always wants full information about a product at 
one place so that customer does not need to go to other sites or stores, 

 Price: The price is the thing which attracts the customers very strongly; e-tailing products 
should be having competitive price range.

 Responsiveness: The organization should respond each and every individual and solve 
their problems or doubts. It can bring a strong trust of the customer towards the 
organization.

Factor 4: Delivery and Sales support
Dimensions under this factor deals with the sales and delivery of a product/service.

 Security: The customer’s trust on an e-tailing organization can be built if the 
organization guarantees the security of product, money and their personal information as 
well.

 Reliability: The delivery channel should be reliable enough that the product delivered to 
the customers will be same as ordered and untapped. The organization should be reliable 
in such a way that the customer needs to sit back and organization should be worried 
about the product being delivered properly.

 Word of mouth: Word of mouth is a very powerful tool for promotion. It passes the 
information from person to person, and for this no cost has to be paid for promotion.

 Credibility: The quality of trust depends on the delivery channel after the product has 
been dispatched to the customer and also to depends on the past experience of the other 
customer about both organization and delivery channel.

 Service Delivery: Delivering services is a challenging task as this is not a tangible thing 
but the more challenging task is to show the services that are delivered. Service delivered 
can be shown to the customers via promotional e-mails, providing special discounts or 
getting valuable feedback mails etc.

Factor 5: Customer service



The International Journal of Management Science and Information Technology (IJMSIT)
Issue 20 (Apr-Jun 2016) (19 - 39)

28
ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2016

Customer service helps the organization to directly contact the customers; it helps the customers 
to clear their doubts and troubleshooting the problems. It can be in form of e-mails, frequently 
asked questions, live chats etc. 

 Site design: web sites should be designed in such a way that the customer will get their 
doubts cleared without help of the customer care executive. The perfect example of this is 
frequently asked questions section and help boxes.

 Interactivity: The interaction between the customer and the organization should be 
effective and efficient enough that queries of the customers will be cleared without any 
doubt, it can be possible through various mediums (like Telephony, e-mails, live chats 
etc.)

Factor 6: Vision and Mission 
 Vision: Vision defines the goal of an organization; it keeps motivating the organization to 

achieve high.
 Usefulness: An e-tailing organization should bring usefulness in each and every possible 

way to bring up some values and come with a mission statement to make the business 
grow and survive for the long run.

Conclusion
As E-tail market is a cash cow these days, there is much has to be done on innovation to become 
a star. Even though many researches have been done on this topic but no tool has been developed 
to provide quantitative insight. This index can be applied in many firms which can be very 
helpful in strategizing. This research gives insight that which factor is more effective in 
improving e-tailing quality. It gives both service provider as well as customer perspectives. 
These results are very useful as previous studies were based on SERQUAL model.

Limitation and future scope
The limitation of this study is the sample sizes which were relatively small, Diversified and large 
samples can further enhance the validation of this research. There is huge future scope in this 
study as if it is successful then it can be applied in other industries.
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Cheung and lee (2005), Saravanan et al. (2012)

4

51. Purchasing 
process

Cho and park (2001), McKinney et al. (2002), Cheung and 
lee (2005), Boshoff (2007)

4

52. Merchandising Janda et al. (2002), Cheung and lee (2005), Anand (2007), 
Saravanan et al. (2012)

4

53. System 
availability

Balasubramanian et al. (2003), Collier and Bienstock 
(2006), Boshoff (2007)

3

54. Behavioral 
Intent

Cheung and lee (2005), Collier and Bienstock (2006), 
Saravanan et al. (2012)

3

55. Technical 
quality

Dabholkaret al. (2000), Janda et al. (2002), Wang et al. 
(2004)

3

56. Informational 
fit to task

Wang et al. (2004) , Hammerschmidt et al.(2006), Anand 
(2007) 

3

57. Community Gommans et al. (2001), Anand (2007), Saravanan et al. 
(2012) 

3

58. Product 
offering

Janda et al. (2002), Anand (2007), Sahney (2008) 3

59. User 
friendliness

Aladwani and palvia (2002), Peterson et al. (2003) 2

60. Distinctiveness Surjadjaja et al. (2003), Collier and Bienstock (2006) 2
61. Intuitiveness Wang et al. (2004), Collier and Bienstock (2006) 2
62. Substitutability Wang et al. (2004), Collier and Bienstock (2006) 2
63. Access to 

foreign goods
Gommans et al. (2001), Sahney (2008) 2

64. Continuous 
improvement

Peterson et al. (2003), Sahney (2008) 2

65. Ease of 
navigation and 
search

Hammerschmidt et al.(2006), Sahney (2008) 2

66. Transaction 
safety

Minjoon et al. (2004), Sahney (2008) 2

67. Catalogs Boonghee and Donthu (2001), Minjoon et al. (2004) 2
68. Action quality Wang et al. (2004), Sahney (2008) 2
69. Content quality Aladwani and palvia (2002), Saravanan et al. (2012) 2
70. Serviceability Minjoon et al. (2004), Anand (2007) 2
71. Value 

Propositions
Gommans et al. (2001), Hammerschmidt et al.(2006) 2

72. Consumer 
service

Cho and park (2001), Cheung and lee (2005) 2

73. Purchase result 
and delivery

Cho and park (2001), Cheung and lee (2005) 2

74. Delivery time 
and charges

Cho and park (2001), Cheung and lee (2005) 2
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75. Additional 
information 
service

Cho and park (2001), Cheung and lee (2005) 2

76. Order accuracy Gommans et al. (2001), Collier and Bienstock (2006) 2
77. Contact 

information
Aladwani and palvia (2002), Boshoff (2007) 2

78. Storage 
capability

Madu and Madu (2002), Minjoon et al. (2004) 2

79. System 
integrity

Madu and Madu (2002), Minjoon et al. (2004) 2

80. Collaboration Peterson et al. (2003), Minjoon et al. (2004) 2
81. Product 

representation
Collier and Bienstock (2006) 1

82. Privacy policy Saravanan et al. (2012) 1
83. Overall 

experience
Collier and Bienstock (2006) 1

84. HTML quality Collier and Bienstock (2006) 1
85. Post sales 

service
Sahney (2008) 1

86. Transaction 
privacy

Sahney (2008) 1

87. Error free 
processing

Sahney (2008) 1

88. User 
recognition

Saravanan et al. (2012) 1

89. Extra service Saravanan et al. (2012) 1
90. Frequent buyer 

incentives
Saravanan et al. (2012) 1

91. Result quality Wang et al. (2004) 1
92. Technical 

adequacy
Aladwani and palvia (2002) 1

93. environmental 
security

Balasubramanian et al. (2003) 1

94.  operational 
competence

Balasubramanian et al. (2003) 1

95. Trust 
disposition

Balasubramanian et al. (2003) 1

96. Price 
perception

Balasubramanian et al. (2003) 1

97. Attitudinal 
Loyalty

Gommans et al. (2001) 1

98. Brand Building Gommans et al. (2001) 1
99. Order condition Collier and Bienstock (2006) 1
100. Interactive 

fairness
Collier and Bienstock (2006) 1

101. Procedural 
fairness

Collier and Bienstock (2006) 1

102. Personal 
attention

Dabholkaret al. (2000) 1
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103. comfort feature Dabholkaret al. (2000) 1
104. Attractiveness 

of selection
Dabholkaret al. (2000) 1

105. Functional 
benefits

Dabholkaret al. (2000) 1

106. Emotional 
benefits

Dabholkaret al. (2000) 1

107. Contact 
interactivity

Saravanan et al. (2012) 1

108. Cultivation Saravanan et al. (2012) 1
109. product value Hammerschmidt et al.(2006) 1


