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ABSTRACT

Electronic service quality (e-SQ) is a new developing area of research, which has 
strategic importance for businesses striving to address consumers in the electronic 
marketspace. It is known that consumer behaviour in an online environment may differ 
substantially from the one displayed in the physical world. Therefore, it is important for 
practitioners to understand customer needs that are amenable to fulfilment in an online 
environment and strive to meet them. Website e-SQ, defined as “the extent to which a 
website facilitates efficient and effective shopping, purchasing and delivery of products 
and services” (Ziethaml et al. 2002, p. 363) is a powerful trigger of customer satisfaction 
with a website. E-SQ is what differentiates a good quality website from a customer point 
of view and facilitates the process of bringing customer and company together. The 
present study addresses e-SQ in the tourism context. The area of e-SQ in tourism appears 
to have been understudied, and there is clearly a need for further research. With growing 
role of websites as a customer contact point and virtual company office, tourism 
businesses are realising the strategic importance of a website as a tool for addressing 
consumers in electronic business environment. This study employs quantitative research 
paradigm to address the research problem “What constitutes tourism website e-service 
quality?” and hypotheses using the methods of multivariate data analysis. Empirical data 
are gathered through a five-month on-going online survey of potential inbound tourists of 
Norrbotten, the northernmost region of Sweden. The results indicate that proposed e-
services fulfil online customer needs and can, therefore, form a tourism website e-SQ 
profile. Further findings indicate that website user demographics and online buying 
behaviour patterns can significantly affect users’ perceptions of website quality features. 
The main outcome of the current research is the development of the scale for assessing 
the e-SQ profile of tourism websites (Meeting Online Needs of Customers or MONC 
scale). The scale has been tested in the follow-up study, the results of which indicated 
that the developed scale possesses good reliability (internal consistency) and validity 
(nomological and convergent). The study’s managerial implications include the 
proposition of the consistent e-SQ profile for a tourism website, tourism e-SQ scale that 
can be used for evaluation of the tourism website quality, and recommendations to 
practitioners on how to improve website design in order to meet the online needs of 
tourism consumers. Further research in the area of e-SQ in tourism can be recommended, 
for example to follow up the current findings on the broader sample of tourism websites’ 
visitors.

Keywords: Internet marketing, electronic service quality (e-SQ), tourism, website, online 
consumer behaviour, online customer needs. 
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CHAPTER 1 «INTRODUCTION AND PROBLEM AREA» 

The present chapter provides the background of the study presented in this thesis. It introduces the concept 
of Internet marketing and its role in addressing consumers in a modern market environment. Then, the 
concepts of electronic service quality (e-SQ) and website quality are introduced, and their relevance and 
importance for Internet marketing in the B2C sector is discussed. Furthermore, the research problem of the 
present work is specified within the application area – tourism services. Then, the main definitions used in 
the study, the objectives and expected contribution of the research, and the research limitations are 
presented. The chapter concludes with an outline of the thesis and an explanation of its structure. 

1.1 Introduction 

1.1.1 Emergence of Internet Marketing 

With market globalisation and the emergence of new technological advances and 
business platforms the marketing function1 of a firm facing intensified competition 
becomes more and more important, a trend which is expected to continue. History shows 
that technological advances, which have created new communication patterns and 
marketing channels, have induced the most dramatic implications for marketing practices. 
For example, with the mass acceptance of the electronic media as a vital and efficient 
means of communication, it has come to be seen as a dominant marketing force (Ngai, 
2003).

Recent developments in the realm of information technology2 (IT) have brought the 
Internet3 and its newest component, the World Wide Web4, to the attention of marketers, 
who have quickly acknowledged this new, powerful marketing medium and gradually 
realised its strategic importance. The unique capability of the Web to blend text, pictures, 
sounds and video clips into multimedia documents has pre-determined the extensive use 
of the Internet beyond its traditional academic boundaries and made it a popular 
marketing medium globally. The Web also has the most marketing potential, and most of 
the Internet’s marketing implications are based on the Web (Hoffman et al., 1995; 
Hoffman and Novak, 1996, 1997; Peterson et al., 1997). The Web and the digitalisation 
of information, together with the widespread use of personal computers globally created 

1 Traditionally, within an organisation, marketing has been seen as an “organisational function and a set of 
processes for creating, communicating, and delivering value to customers and for managing customer 
relationships in ways that benefit the organization and its stakeholders”. Marketing in a modern firm is a 
continuous process, which mediates the firm’s internal operations with the external environment, and 
includes many tasks and different activities, such as presentation, selling, planning, product design, 
customer and supplier communication, etc. As a whole system of a firm’s activities, marketing is concerned 
with facilitating the exchange of goods and services between an organisation and its customers aimed at 
generating profit (American Marketing Association).
2 Information Technologies (IT) is the “collective term given to the most recent developments in the mode 
(electronic) and the mechanisms (computers and communication technologies) used for acquisition, 
processing analysis, storage, retrieval, dissemination and application of information” (Buhalis, 1998, p. 
409).
3 Internet is the system of linked computer networks, worldwide in scope.
4 The World Wide Web (WWW) is a global hypertext system that uses the Internet as its transport 
mechanism. The European Particle Physics Laboratory (CERN) originally developed the Web. The terms 
WWW, the Web, the Internet, and Internet technologies are often used in the same sense and as mutually 
exchangeable in marketing and e-commerce literature.
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the electronic commerce5 environment, in which traditional marketing techniques had to 
be partly transformed and new ones emerged These new, emerging Web-based marketing 
techniques are studied by the new body of science and practice – Internet marketing, 
which concerns the marketing process and the marketing efforts of a firm operating 
entirely or partly in the digital marketplace or marketspace6 created by the Web. There is 
no commonly accepted definition of Internet marketing. Most studies in the field 
conceptualise Internet marketing within the frame of a specific research purpose (Ngai, 
2003). Laudon and Traver (2002, p. 353) define it as follows: “Internet Marketing is to 
use the Web – as well as traditional channels – to develop a positive, long-term 
relationship with customers (who may be online or offline) and thereby create a 
competitive advantage for the firm by allowing it to charge a higher price for products 
and services than its competitors can charge”.

There are both benefits and problems associated with the use of the Web for marketing. 
Recent Internet marketing studies are divided into two groups: those which argue that the 
Web changes the dominant logic of marketing, and those which argue that it does not. 
Both, however, agree that the benefits of Internet marketing outweigh the problems 
associated with it. Today, the Internet represents one of the largest e-platforms for 
business in the B2C sector7, which not only offers tremendous opportunities for 
marketers, but also an innovative and dynamic way of conducting marketing and 
approaching consumer markets (Hoffman and Novak, 1996, 1997, 2000; Peterson et al., 
1997; Walsh and Godfrey, 2000; Pitt et al., 1999a, b, 2002; Sharma and Sheth, 2004; 
Vargo and Lusch, 2004), making Internet marketing the reality and must of modern 
business and hot and exciting area of research (Hoffman and Novak, 1996, 1997, 2000; 
Ngai, 2003; Sharma and Sheth, 2004). 

1.1.2 Internet Marketing – Vital Part of Integrated Marketing Strategy 

Recent Internet marketing research widely discusses the opportunities and methods the 
Web provides for addressing consumer markets. It is suggested that online buying 
behaviour may significantly alter how consumers traditionally behave (Khalifa and Liu, 
2002, 2003; Khalifa and Shen, 2005). In this context, the Web represents a completely 
different marketspace, where traditional marketing techniques do not always apply; and 
the classic 4Ps are considered not enough to address consumers online and affect their 
buying behaviour (Rayport and Sviokla, 1994, 1996; Hoffman and Novak, 1996, 1997; 
Constantinides, 2004). Online consumers are targeted through marketing tactics other 
than the traditional 4Ps  Internet marketing techniques. Companies, therefore, must seek 
new ways of approaching customers and adapt their marketing strategy to the conditions 
of online business. As “virtual” and “traditional” consumers may differ in their 
behaviour and buying incentives, click-and-mortar companies should focus their efforts 
on factors affecting online consumer behaviour. One of the main prerequisites of success 

5 Electronic commerce (e-commerce) refers to conducting business electronically. It includes buying and 
selling information, products and services in business-to-business (B2B) and business-to-consumer (B2C) 
markets via computer networks.
6 Rayport and Sviokla (1996) suggest that businesses operate in two worlds – a physical world 
(marketplace) and a virtual world (marketspace). The term ”marketspace” is defined as a digital market 
environment created by the introduction of the Internet platform in business.
7 The other two, recently emerged, are Interactive Digital Television and Mobile Devices (Buhalis and 
Licata, 2002).
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in e-commerce is the fit of online offerings to customers’ needs and preferences, as well 
as a knowledge about what triggers online customer satisfaction (Buhalis, 1998; Khalifa 
and Liu, 2002, 2003; Khalifa et al., 2002; Khalifa and Shen, 2005). 

One of the most noticeable impacts of the digital business environment is the growth of 
consumer power. In a computer-mediated environment, consumers become increasingly 
empowered by new technology and the ease of information access. As the information on 
competing products and prices becomes much easier to access, consumers concentrate 
more power in their hands. Sharma and Sheth (2004, p. 696) state: “The Internet adapts to 
the needs of customers, reduces transaction costs and allows customers to move from 
time- and location-based behaviours toward nontemporal and nonlocational behaviours. 
…Web-based marketing entails using the Internet to provide information, to 
communicate and to conduct transactions.” 

On the other side, the Internet marketspace offers tremendous opportunities for 
businesses and industries. The elimination of time and space boundaries has a direct 
positive impact on the development of international trade, which previously had been 
affected by the differences in time zones. Global access allows companies to find 
customers and partners in other countries more effectively and easily. The Web also 
allows companies to avoid many problems associated with political and economic 
restrictions and regulations in different countries. Internet marketspace opens national 
borders to foreign companies, which forces many firms to compete on an international 
basis, increasing the pressure of competition and the need to deliver superior customer 
service and keep up with customers’ expectations (Liu, 2000; Liu and Arnett, 2000; Pitt 
et al., 2002). 

1.1.3 The Corporate Website as a Platform for Internet Marketing in the B2C 
Sector

When Web technology was introduced, companies started having websites simply 
because “you have to have it” and it had no use other than to indicate the company’s 
presence on the Internet. Nowadays, a corporate website has evolved into a vital 
customer touch-point and represent a new platform for customer interaction (Bradshaw 
and Brash, 2001; Pitt et al., 2002; Zineldin, 2000). 

Empowered by the Internet, consumers commonly use the Web not only to search for 
information and compare prices, but also to make direct contact with service and goods 
providers (Buhalis, 1998; Rust and Lemon, 2001; Pitt et al., 2002). In this situation, 
corporate websites represent an important marketing tool for companies to address their 
customers and pursue their buying intentions (Constantinides, 2004). It indicates that 
companies’ websites, apart from simply reflecting an Internet presence and providing 
information about a company and its products, developed into a vital communication and 
customer contact point fulfilling the role of a “virtual office” and platform for Internet 
marketing. On a website, a customer can receive information, order products and get 
support and service. The website-based marketing initiatives of companies can, therefore, 
play an important role in initiating relationships with potential customers, acquiring 
customers and pursuing customers’ buying intentions (Bradshaw and Brash, 2001; 
Khalifa and Liu, 2002, 2003; Khalifa et al., 2002; Khalifa and Shen, 2005). Attracting 
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potential customers is crucial for business success (Gupta et al., 2004). In simple terms, 
corporate websites are the platforms through which the initial stages of supplier-customer 
relationships can take place. Later on, website users can be turned into potential 
customers and eventually retained (Khalifa and Shen, 2005). 

Website marketing is, thus, an important part of the company’s overall Internet marketing 
strategy. A critical success factor in Internet-based B2C marketing is the effectiveness of 
a commercial website. By having an effective website, a company gains global and 
permanent access to the market; and its marketing information is available to customers 
at any time. 

1.2 Electronic Service Quality (E-SQ) of Websites – an Essential 
Strategy for Successful Internet Marketing in the B2C Sector 

A corporate website is a useful tool for addressing customers on the Internet and for 
shaping customers’ online shopping experience (Rice, 1997; Leong et al., 1998; Pitt et 
al., 1999b; Yang et al., 2003; Parasuraman and Zinkhan, 2002). Constantinides (2004) 
examines how firms can influence the outcome of virtual interaction and buying process 
by focusing their marketing efforts on shaping customers’ Web experience. Superior 
customer Web experience has the potential to influence customers’ perceptions, and 
attitudes and drive additional traffic to sales outlets. Constantinides (2004) suggests the 
key to delivering a superior Web experience lies in determining the relevant set of Web 
experience components and understanding their role as inputs in the online customer’s 
decision-making process. This is the first step towards developing and delivering an 
attractive online presence, which is likely to have the maximum impact on Web users 
(Ibid.). The quality of the website plays a major role in shaping the consumer’s Web 
experience (Zeithaml et al., 2002; Zeithaml, 2002). Moreover, it can determine a website 
visitor’s decision to re-visit the website and eventually buy from the company (Loiacono 
et al., 2002; Khalifa et al., 2002; Khalifa and Liu, 2002, 2003; Piccoli et al., 2004). 

Zeithaml et al. (2002, p. 362) state: “Evidence exists that service quality delivery through 
Web sites is an essential strategy to success, possibly more important than low price and 
Web presence”. Grönroos et al. (2000), similarly, suggest: 

-“A well-designed website creates an interest in the firm and its offerings, and it should 
also offer the users opportunities to reconstruct the website in their minds so that it 
matches their cognitive structures”; 
-A website “must link an individual to in-depth information about goods or services and 
promote his or her intentions to actually make the purchase”; 
-“Websites must continuously be adapted to changes in the marketspace”; 
-“The Internet offerings must be developed to stay on top of the continuous technological 
improvements that take place” (Ibid., p. 244). 

Website quality, thus, is a prerequisite for effective Internet marketing. In other words, 
marketing performance of the website relies on its ability to deliver quality customer 
service.
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1.2.1 The Notion of Website E-Services and Website E-SQ 

Grönroos et al. (2000) suggest companies’ quality Internet offerings or website e-services
is an essential strategy for addressing customers in an online environment. Internet 
offerings on a firm’s website, or so called e-services, bear a strong resemblance to 
services and are, in fact, services mediated by the Internet. Moreover, Grönroos et al. 
(2000, p. 245) state that “the offering of any physical good or service over the Internet is 
a service… Regardless of whether physical goods or services are purchased, buying on 
the virtual marketspace of the Internet can be characterised as service consumption. The 
Internet offerings that are consumed are processes and the consumption of them is 
process consumption” (Grönroos et al., 2000, p. 250). 

Grönroos (1998) defines services as processes, and the consumption of services as 
process consumption. From his definition it follows that Internet offerings (or website e-
services) are processes that lead to an outcome (through a direct or indirect satisfaction 
of a customer need or creation of customer value). Consumption and the outcome of an 
e-service process is mediated by the Internet, and the company’s website is the platform 
for a customer’s e-service consumption . Therefore, “the quality of an Internet offering is 
dependent of the perceived quality of the process of using the Internet as a purchasing 
and sometimes also consumption instrument, as well as of the perceived quality of the 
outcome. …Marketers who wish to use the Internet to offer their goods or services to 
customers should take care to design their offerings as service offerings which customers 
perceive and evaluate as services” (Grönroos et al., 2000, p. 245). 

The literature presents many different understandings of commonly used terms, such as 
website service quality or online service quality. This is often a problem due to the lack 
of formal definitions (Ziethaml et al., 2002). Ziethaml, Parasuraman and Malhorta 
(Zeithaml et al., 2002) introduced the concept electronic service quality (e-SQ) and 
examined the service quality of websites and their role in service quality delivery to 
customers. They also provided the first formal definition of e-SQ in their working paper 
“E-Service Quality: Definition, Dimensions and Conceptual Model”. They define website 
quality or e-SQ as “the extent to which a website facilitates efficient and effective 
shopping, purchasing and delivery of products and services” (Ziethaml et al. 2002, p. 
363; Zeithaml, 2002, p. 135). This definition involves a complete customer’s shopping 
experience and incorporates pre-website, on-website and post-website service aspects 
(Ibid.). 

1.2.2 Factors Impacting on Website E-SQ 

Website e-SQ is a novel area of research (the first conceptual study was published in 
2002) (see Zeithaml et al., 2002; Parasuraman, 2004). There is, consequently, no 
agreement in the present research about what factors impact on e-SQ or what e-services 
strengthen company websites. There are, however, some factors regarded as vital for 
website e-SQ. Essentially, these can be defined as the website’s ability to address 
consumer needs in the online environment and its ability to add value to customer 
operations.
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Conformance to Consumer Needs 
For the perception of quality, “conformance of requirements” is necessary, as defined by 
Crosby (1979, ref. in Parasuraman et al., 1985). There are consumer needs that should be 
addressed online to create a positive overall customer Web experience and contribute to 
customer satisfaction (Loiacono et al., 2002; Piccoli et al., 2004). The Web can be used 
for addressing consumers’ individual needs and wants, thereby creating relationship 
bonds between a company and its customers (Zineldin, 2000). The commercial success of 
a firm's website, therefore, depends on a knowledge of the needs of target customers. 

Recent studies suggest that customer perception of overall website quality is strongly 
influenced by the website’s ability to meet these needs (Ibid.). Piccoli et al. (2004) 
propose the taxonomy of customer needs amenable to consumers’ positive Web 
experience or, as the authors refer to it, online fulfilment. Loiacono et al. (2002) suggest 
that certain website features or website dimensions, which help a website visitor 
complete various tasks on the website before purchase, can positively influence the 
visitor’s perception of the website’s overall quality and, ultimately, his/her intention to 
purchase repeatedly or revisit the website. 

The awareness of managers of consumer needs (the needs of on-going website 
customers) is a prerequisite for creating a good website (Loiacono et al., 2002; Piccoli et 
al., 2004). Recent studies report on the gap between customer needs and online service 
offerings on company websites (Nysveen et al., 2003). One possible reason for this gap 
may be the company’s lack of resources, which should be allocated to IT-solutions and 
website maintenance. Another reason could be the difference of quality perceptions and 
preferences between managers and consumers, when it comes to website features and 
functionality (Nysveen and Lexhagen, 2001a, b). Gummesson (1991, 1994) suggests that 
it is vital for a company to have the right service design, meaning that usually the service 
is designed based on management’s perceptions of what customers want. He stresses the 
necessity to base the service design on the needs of customers and customers’ perceptions 
of service quality. Similarly, Zeithaml (2002) argues that companies should adopt 
customers’ point of view as a basis for understanding the components of e-services, as 
well as for the requirements of e-service quality. 

Adding Value to Consumer Operations 
Customer-friendly websites and generic features of websites which contribute to 
customer value are named by many online consumer behaviour studies as main triggers 
and promoters of customer satisfaction, customer loyalty and profitable customer 
relationships (Feinberg et al., 2002; Khalifa and Liu 2002, 2003; Khalifa et al., 2002; 
Khalifa and Shen 2005). 

It is suggested that a website user’s satisfaction with a website is very much driven by its 
functionality, i.e., the number and quality of functions and value-added services offered 
on the website (Khalifa et al., 2002; Khalifa and Liu, 2002, 2003; Khalifa and Shen, 
2005). Depending on the type and purpose of the website, its level of functionality can 
vary. The simplest website is an informational website, which just gives information 
about a company and its products or services and usually offers contact information with 
alternative contact channels. Today, many companies’ commercial websites are on a 
transactional level, i.e., they offer online reservation and payment functions, which allow 
customers to choose a product and pay for it directly on the website. Modern consumers 

6



also want to find reservation and payment functions on the website, preferring to 
complete all of their business with the company on the website  from information search 
to buying. Transactional websites have also been found to be more efficient in attracting 
potential customers (Nysveen and Lexhagen, 2001a, b). 

Reichheld and Schefter (2000) argue that Web technologies, “when used correctly”, can 
reinforce a customer’s tendency toward loyalty. Customer loyalty, which is a central tenet 
of research in customer buying behaviour (Mattila, 2004), is often regarded as a key 
prerequisite of the customer’s intention to stay with the firm and continue buying, i.e., 
continue being engaged in long-term relationships with the company (Reichheld and 
Schefter, 2000). Consumers can be targeted online with the help of certain website 
generic features, so called e-services, value-added services or electronic Customer 
Relationship Management (e-CRM8) features. These website features are commonly 
associated with customer attraction and customer satisfaction throughout different phases 
of a customer’s life cycle (Khalifa and Liu 2002, 2003; Khalifa et al., 2002; Khalifa and 
Shen 2005), which are the main prerequisites of customer loyalty and retention. Khalifa 
et al. (2002) and Khalifa and Liu (2003) suggest website e-CRM features (e-services) can 
influence consumers’ intention to buy the product or service and positively affect online 
shopping satisfaction. 

1.2.3 Addressing E-SQ of Websites: Current Trends and Issues 

One of the important tasks of a modern marketing manager is to ensure the company’s 
website conforms to the quality criteria of the company’s consumers. A way to do that is 
to measure the e-SQ of a website. One of the major problems in determining a firm’s 
Internet marketing effectiveness is that there are no established criteria for judging the 
success of commercial websites. The measurement of the e-SQ profile of commercial 
websites of firms is in its initial stages, and there are few validated instruments measuring 
website e-SQ (Ziethaml et al. 2002; Parasuraman, 2004; Gounaris and Dimitriadis, 2003; 
Wolfinbarger and Gilly, 2003). There are a number of methods that allow the 
measurement of a website’s e-SQ profile as perceived by its on-going customers. These 
are based, for example, on TAM and TRA models (Shneiderman, 1998; Loiacono et al., 
2002; Zeithaml, 2002; Zeithaml et al., 2002). The best-known methods are, for example, 
WEBQUAL, developed by Loiacono et al. (2002), e-SERVQUAL, developed by 
Zeithaml, Parasuraman and Malhorta (Zeithaml et al., 2002), and eTailQ, developed by 
Wolfinbarger and Gilly (2003). Other measurement instruments use the commercial 
performance of a website, measured by the number of clicks, or purchases generated by 
the website (Jung and Butler, 2000; Wöber et al., 2002). 

8 Electronic Customer Relationship Management (E-CRM) is the part of the company’s overall CRM 
strategy aimed at initiating and maintaining a stable customer base and long-term relationships with 
profitable and strategic customers. E-CRM is concerned with maintaining customer relationships in an 
online business environment, and its essential tools are Internet marketing and website marketing 
techniques for the fulfilment of customer needs and the promotion of customer satisfaction.
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1.3 Problem Area and Research Problem 

Based on the previous discussion, it is clear that a modern company’s marketing strategy 
cannot be effective without integrating with the Internet. The increasing role of 
technology in service delivery and the rapid development of the Internet as a platform for 
commerce triggered a new research field concerned with the delivery of customer service 
quality in the electronic marketspace (Parasuraman and Zinkhan, 2002). 

Today, Web presence and low price are simply not enough to succeed in e-business. 
Delivering electronic service quality (e-SQ) is an essential strategy for addressing 
customers in the electronic environment. Moreover, the recent tendency of e-tailing 
shows that e-SQ transformed into a differentiating strategy (Zeithaml, 2002; Zeithaml et 
al., 2002; Parasuraman, 2004). For example, Zeithaml (2002, p. 135) states: “Significant 
research and managerial attention has been devoted to service excellence over the last 20 
years. We now need to focus some of that attention on service delivery through electronic 
channels. Evidence indicates that service is critical to online customers and that it is 
generally poor. …We must understand how the customer evaluates electronic service 
quality as a foundation for improving delivery. …To encourage repeat purchases and 
build customer loyalty, companies must shift the focus of e-business from e-commerce – 
the transactions – to e-service – all cues and encounters that occur before, during and 
after the transactions”. Therefore, the attention of market leaders centres today on 
delivering e-SQ to consumers (Zeithaml, 2002). 

E-SQ is a new developing area, which has strategic importance for businesses striving to 
address consumers in the electronic marketspace. It is suggested that consumer behaviour 
in an online environment may differ from the one displayed in the physical world. 
Therefore, it is important for practitioners to understand the customer needs amenable to 
fulfilment in an online environment and strive to meet them. Website e-SQ, defined as 
“the extent to which a website facilitates efficient and effective shopping, purchasing and 
delivery of products and services” (Ziethaml et al. 2002, p. 363; Zeithaml, 2002, p. 135), 
is a powerful trigger for customer satisfaction with a website, and plays an important role 
in maintaining customer relationships. Essentially, e-SQ is what differentiates a good-
quality website from the customer’s point of view and facilitates the process of bringing 
the customer and company together. 

To date, a number of studies have described the complex notion of Internet marketing of 
click-and-mortar companies and how corporate websites can be used for addressing 
consumers in an online environment with e-SQ (Khalifa and Liu, 2002, 2003; Khalifa et 
al., 2002; Khalifa and Shen, 2005; Constantinides, 2004; Zeithaml, 2002; Zeithaml et al., 
2002; Parasuraman, 2004; Loiacono et al., 2002; Piccoli et al., 2004). However, E-SQ is 
still a novel area of research (the first conceptual study was published in 2002), with 
many issues remaining understudied (Zeithaml, 2002; Zeithaml et al., 2002; 
Parasuraman, 2004). There is also no agreement amongst researchers concerning many 
problems, for example, exactly what kind of e-services should be presented on a website 
and how does their impact on customers differ in different industrial contexts? The 
current findings in this field highlight the importance of this area and suggest the great 
need for further research. This leads to the formulation of the overall research problem. 
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1.3.1 Overall Research Problem 

Based on the above discussion the overall research problem of the present thesis can be 
formulated as follows: 

What Constitutes Website E-Service Quality? 

1.3.2 Application Area of Research: Tourism Services 

E-SQ is usually addressed within a specific industry. For example, the majority of recent 
research addressing the area of electronic service quality and its effects on online 
consumer behaviour highlights a specific industrial context, mostly retailing (see e.g., 
Khalifa and Liu 2002, 2003; Loiacono et al., 2002; Ziethaml et al. 2002; Zeithaml, 2002). 
For the convenience of the present research, the context of tourism services is chosen. 
There are several reasons for this decision: 

- Tourism is one of the biggest and fastest-growing industries in the world;
- The tourism industry has information-intensive product that is almost ideal for 

marketing over the Web;
- There is a growing recognition of Internet marketing and the need for enhancing 

tourism website e-SQ amongst tourism practitioners.

According to the World Tourism Organisation (WTO), tourism is one of the biggest and 
fastest-growing industries in the world. It comprises a vital economic sector. Tourism 
industry is often claimed to be one of the most important sectors of many national 
economies, probably accounting for the biggest part of the services sector (Rayman-
Bacchus and Molina, 2001). Worldwide, tourism directly and indirectly creates about 204 
million jobs, which is more than 10% of the world’s labour power; this is estimated to 
grow to more than 11% of global manpower. Tourism contributes to more than 10% of 
the global GDP9, and this number continues to grow. In Europe, tourism generates 4.8 % 
of total GDP and creates jobs for approximately eight million people (WTO). Also, 
consumer research in the field of hospitality and tourism is an ‘exceptionally’ rich 
domain for studying a wide range of real-world phenomena that have potentially 
important theoretical implications. It is also an influential instrument for improving 
managerial practices in the field (Mattila, 2004). 

Web representation is especially critical for some industries, and tourism, which, among 
other things, sells packages for travelling to international destinations, is one of them. For 
instance, the governments of some countries forbid foreign companies from organising 
and selling package tours; however, this problem can be circumvented through Web 
representation (Liu, 2000). Since the mid-1990s, tourism enterprises were able to 
successfully market themselves through the Web. For tourism enterprises, the majority of 
which are small and medium-sized with limited resources, the Web represents a cost-
efficient way to reach customers and distribute products through online transactions 
(Buhalis, 1998). The tourism industry is also often suggested to have an ideal product for 

9 GDP (gross domestic product) is the market value of the goods and services produced by labour and 
property located in a country.
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marketing in the digital marketspace (Buhalis, 1998). The tourism industry, by itself, is of 
an information-intensive nature; therefore, it has the capability to benefit from the use of 
Web technologies on a broader basis than non-information-intensive industries. Web 
technology is highly compatible with the information-intensive product of the tourism 
industry. Recent tourism research also highlights the opportunities and benefits the Web 
creates for tourism enterprises in the area of consumer marketing (Buhalis, 1998; Buhalis, 
2000a, 2000b; Buhalis, 2004; Liu, 2000; Nysveen and Lexhagen, 2001; Wang and 
Fesenmaier, 2002; Panagiotarakis et al., 2004; etc.). 

Recent trends in online sales of travel and tourism-related services suggest this sector is 
steadily growing and will account for approximately EUR 20.5 billion, or 8.6%, of the 
market in Europe (Marcussen, 2004). This tendency suggests e-tourism is going to be one 
of the major markets in the e-commerce sector characterised by heavy competition, and 
that it brings to the attention of tourism marketers the issues relevant to the delivery of 
superior e-service quality to customers and the need to have an effective website 
marketing strategy (Buhalis, 1998; Callaghan, 2003). Recent findings in the area of 
online consumer behaviour suggest, for instance, that e-services and website e-SQ are 
important boosters of online customer satisfaction in the tourism sector (Nysveen and 
Lexhagen, 2001a, b; Nysveen, 2003; Nysveen et al., 2003). Furthermore, websites and 
Internet marketing have also been regarded as rich and cost-effective marketing tools for 
small and medium-sized tourism enterprises (SMTEs), especially peripherally located 
ones (Buhalis, 1998, 1999, 2000; Buhalis and Main, 1998; Lau et al., 2001a, b; Collins et 
al., 2003). SMTEs constitute the majority of tourism enterprises and are responsible for a 
significant share of the tourism industry’s total turnover (Cooper et al., 1998). They also 
play an important role in regional economies (Buhalis, 1999). SMTEs, which usually 
have limited economic resources, can dramatically improve their appeal to consumer 
markets by addressing their customers online and pursuing consumers’ buying intentions 
in the online marketspace (Buhalis, 1998; 1999; Buhalis and Main, 1998; Cano and 
Prentice, 1998; Collins et al., 2003). 

In practice, tourism practitioners’ understanding of the Web and website marketing is 
limited and remains a problem, which is indicated by a survey of more than 3,800 
European SMTEs conducted by Price Waterhouse Coopers. It shows that only a half of 
SMTEs somehow incorporated the Internet in their day-to-day activities (Masschelein 
and Buyten, 2002). A gap also exists between tourism customer preferences and tourism 
website offerings (Nysveen et al., 2003). 

In conclusion, it can be said that the Internet is having, and will have, a huge impact on 
the marketing of tourism offerings. Tourism offerings are essentially services, and it is 
well known that because of service heterogeneity, service quality is a critical issue. The 
ability of tourism firms’ websites to address end-consumers by offering e-services 
impacts on the marketing of tourism services and is an essential strategy for marketing of 
tourism services in the electronic marketspace. Yet, little is known about what constitutes 
tourism website quality. This leads us to the formulation of the research problem within 
the context of Internet tourism marketing. 

10



1.3.3 Refined Research Problem 

The research problem in the present thesis, specified within the application area, which is 
the tourism industry, and marketing of tourism services on the Internet, can, therefore, be 
re-formulated as follows: 

What Constitutes Tourism Website E-Service Quality? 

The focus of the study is, therefore, on the e-service quality of a tourism website. By
tourism websites, the present study means the websites of companies, whose primary 
activity is the provision of tourism services to consumers (end-customers, i.e., 
individuals, who consume the provided tourism service), e.g., companies, such as hotels, 
tourist transportation providers, tourist attraction providers.

1.4 Main Definitions 

The following section presents the main definitions used in the present thesis as a basis 
for understanding the theoretical and practical concepts related to the stated research 
problem. 

1.4.1 Theoretical Definitions 

Service
A service is defined as, “An activity or series of activities of a more or less intangible 
nature that normally, but not necessarily, take place in the interaction between the 
customer and service employees and/or physical resources or goods and/or systems of 
the service provider, which are provided as solutions to customer problems” (Grönroos, 
2001b).

Service Quality (SQ) 
Parasuraman et al. (1985, p. 42) suggest that quality is a comparison between 
expectations and performance. Berry et al. (1988, p. 35) suggest quality should be 
defined from the customer’s perspective, meaning that “quality is conformance to 
customer specifications”, not management’s. Parasuraman et al. (1988) found that service 
quality as perceived by customers is a result of a comparison between customer 
expectations and/or desires addressed to the service provider and the customer’s 
perception of the actual service received. As seen, the concept of service quality is 
closely related to the concept of customer satisfaction; and, in general, service quality can 
be described as a service conformance to customer requirements, or the ability of the 
product or service to satisfy customer needs as expected. 

E-Services
There is no formally accepted definition of the term e-service. When Internet marketing 
and e-commerce studies speak about generic website features that add customer value 
and improve the website’s efficiency as a “virtual office”, they introduce terms, such as 
“value-added services”, “e-CRM features”, ”website functions”, “Internet offerings”, “e-
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services”, etc. The common element in all these terms is the focus on value creation and 
facilitation of customers’ online operations. Boyer et al. (2002, p. 175) define e-services 
as those “comprised of all interactive services that are delivered on the Internet using 
advanced telecommunications, information, and multimedia technologies”. Grönroos et 
al. (2000) suggest website e-services (firms’ Internet offerings) are processes, the 
delivery and consumption of the outcome of which is mediated by the Internet; the 
platform for these processes is companies’ websites that serve as an interactive medium 
between the firm (e-service provider) and the customer. Zeithaml (2002, p. 135) defines 
e-service as “all cues and encounters that occur before, during and after the 
transactions”.

Website Service Quality and Electronic Service Quality (E-SQ) 
Ziethaml, Parasuraman and Malhorta (Zeithaml et al., 2002) introduced the concept 
electronic service quality (e-SQ), which is defined as “the extent to which a website 
facilitates efficient and effective shopping, purchasing and delivery of products and 
services” (Ziethaml et al. 2002, p. 363; Zeithaml, 2002, p. 135). Their definition involves 
a complete customer service experience throughout the stages of the online shopping 
process (see e.g., Khalifa and Liu, 2003) and includes pre-website, on-website and post-
website service aspects (Zeithaml, 2002; Zeithaml et al., 2002). 

1.4.2 Operational Definitions 

E-services are seen as tools to address customer needs and main drivers of customer 
satisfaction with a website; they refer to value-adding services that aim at providing 
specific value to customers in an online marketspace; they are also conceptualised as the 
main tools of B2C marketing on the Internet. The present work defines e-services as 
website features that add value to customers’ online processes and satisfy customer 
needs.

The terms “customer” and “consumer” are used as mutually exchangeable in this thesis 
and refer to the “end-user” of the companies’ output (product or service). 

Online Customer Needs (OCNs) refer to customer needs amenable to fulfilment in an 
online marketspace and on a website. Fulfilment of OCNs is a necessary condition of 
customers’ positive Web experience (“on-website” experience). 

Online customer shopping process refers to the system of sequential activities (including 
information search, evaluation of alternatives, supplier communications and transactions) 
performed in the online market environment and aimed at a purchase. 

Online consumer satisfaction refers to customer satisfaction in the online marketspace 
and is defined as a long-term, developing construct influenced by customers’ e-service 
expectations and quality perceptions changing over time, based on new consumer 
experience and knowledge. 

Following the definition by Ziethaml et al. (2002) and Zeithaml (2002), Electronic 
Service Quality (E-SQ) is seen in the present research as the “the extent to which a 
website facilitates efficient and effective shopping, purchasing and delivery of products 
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and services” (Ziethaml et al. 2002, p. 363 and Zeithaml, 2002, p. 135); that is, it refers 
to the ability of a website to facilitate customers’ activities related to online shopping. 
Ziethaml, Parasuraman and Malhorta’s definition includes a complete customer shopping 
experience both on and off the company’s website. The focus of the present research is 
only one aspect of e-SQ, as defined by Ziethaml et al. (2002) and Zeithaml (2002): “On-
website” service experience of a consumer.

Website e-SQ quality for a consumer refers to the perceived value of the website 
usefulness, i.e., the website’s ability to address and fulfil consumer needs (as suggested 
by Piccoli et al., 2004). 

Website E-SQ profile refers to the e-service profile of the website that is based on 
customers’ needs and requirements and is aimed at satisfying consumers’ online 
shopping needs. 

1.5 Objectives and Expected Contribution of the Research 

The present research project explores the field of website e-service quality in the tourism 
context. By reviewing the main theories and findings of previous studies in the area of e-
SQ and Internet tourism marketing, it will strive towards obtaining a better understanding 
of this phenomenon. Throughout the stages of the research process, the fundamental 
characteristics of e-SQ of tourism websites and the main aspects affecting tourism 
website e-SQ will be identified; this knowledge will also be practically implemented by 
designing an instrument applicable for assessing the e-SQ of a tourism website. The 
study’s expected contribution is presented by its implications for the theory and practice. 

Theoretical implications of the work are expected in the following: 

- Insights into what comprises tourism website e-SQ: to establish a deeper 
understanding of the phenomenon. 

- Study of the e-SQ phenomenon in a specific industrial context: to highlight the 
aspects of e-SQ related to tourism industrial context. 

- Tourism e-SQ scale: to fill in the gap detected in the area of assessing/measuring 
e-SQ in a specific industrial context by proposing a reliable and valid instrument 
for assessing the e-SQ of tourism websites, which can be used by tourism 
practitioners.

- Addressing online needs of consumers with regard to tourism websites: to bring a 
better understanding of the needs and motivations of tourism consumers amenable 
to fulfilment in an online market environment. A knowledge of online consumer 
needs is vital for practitioners and essential for decisions on how to improve the 
quality of websites. 

Managerial implications of the work are expected in the following: 

- Tourism e-SQ profile: to propose a working e-SQ profile for a tourism website, 
which can be practically implemented. By an e-SQ profile of a tourism website, it 
is understood the website’s profile comprised by e-services or generic website 
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features and functions that aim to fulfil online consumer needs and, by doing so, 
increase the website’s utility or value for a consumer; 

- Tourism e-SQ scale: to propose a reliable and valid instrument for the assessment 
of a tourism website’s e-SQ, which can be implemented by tourism practitioners 
for evaluation of their websites and getting directions for what should be 
improved in the website. The need for such an instrument is expressed in the 
literature. Moreover, the understanding of tourism practitioners in the area of 
website e-SQ is limited. Tourism e-SQ scale can, therefore, be a vital tool for 
tourism practitioners in understanding and improving their website e-SQ. 

- Suggestions on how to assess and improve existing Web design in terms of better 
addressing the online needs of tourism consumers: tourism e-SQ profile and scale 
are developed based on an understanding of online consumer needs. Therefore, 
these are expected to offer tourism practitioners a better understanding of how 
good their websites are, considering their ability to meet consumer needs and, 
consequently, what can be improved in this area. 

1.6 Delimitations of the Research 

To address the problem “What Constitutes Tourism Website E-Service Quality?”, the 
study confines itself to investigating the e-service initiative of tourism service providers 
in the peripheral Swedish region of Norrbotten. The choice of Norrbotten’s tourism 
industry is due to its proximity and ease of access to the population of Norrbotten’s 
tourism companies and inbound tourists and because of the history of established 
relationships with SMTEs in the Eastern Norrbotten region10. However, it can also be 
highlighted that Sweden and the Swedish tourism industry represent an interesting case 
for the application of website marketing and online consumer behaviour study. Sweden’s 
population is IT-active, and the country has been declared a leading IT nation both in the 
years 2001 and 2002 (SI, 2001, 2004). According to a survey by the Economist 
Intelligence Unit, in conjunction with IBM's Institute of Business Value, in 2004, Sweden 
took third place in e-commerce use amongst the top ten “e-ready” countries in the world. 
Furthermore, Sweden has a well-developed broadband infrastructure, and more than 90 
percent of Swedish firms have access to the Internet (Ibid.). The tourism industry in 
Sweden represents a fast-growing economic sector, which the Swedish state has recently 
recognised as a vital source of revenue for the national economy. It contributes 2.63 
percent of Sweden’s total GNP and generates jobs for about three percent of Sweden’s 
labour force (NUTEK, 2004). The Swedish tourism industry repeats the European pattern 
of SME11 domination (Pearce, 1996; SI, 2004). The European tourism industry is 
dominated by SMTEs, which account for almost 90 percent of the tourism sector. 
According to European standards, SMEs are companies that employ less than 250 people. 

10 The author of the present thesis is a member of Research Station Eastern Norrbotten (Forskarskolan 
Östra Norrbotten), a project, which started in 2002 and aims at developing research in the area of the 
potential strategic importance of the region Eastern Norrbotten. One of the initiatives of the research station 
is the development of regional competence in the area of IT use for marketing of tourism services of local 
providers, where the author’s concern is to concentrate on the area of Internet tourism marketing and to 
determine strategic competences in this field (see more about the project on http://www.hfon.org/).
11 SME – small and medium-sized enterprises; the number of employees in SMEs varies from country to 
country. E.g., by American standards, to be classified as an SME a company should employ not more than 
100-150 employees. According to Swedish standards, an SME is usually a company employing not more 
than 50-70 employees. 
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Swedish SMTEs are much smaller and usually have less than 10 employees (SI, 2004; 
Goeldner and Ritchie, 2003). According to Pearce (1996), the majority of SMTEs in 
Sweden have a peripheral location, which – in the light of the opportunities the Web 
offers for the marketing of SMTEs in peripheral regions (Buhalis, 1998; Anckar and 
Walden, 2001) – makes them an especially interesting application area for the present 
research. Thus, the focus of this study is confined the to e-service quality of tourism 
SMTEs located in Norrbotten. 

Furthermore, the study limits itself to studying e-SQ of tourism websites from the 
customer perspective. Literature in the e-SQ field suggests it is necessary to study 
customer perceptions about service quality and website quality. Thus, the customer 
perspective should be a basis for understanding the e-SQ of websites. Therefore, the 
subjects of the present research are the on-going visitors of tourism-related websites in 
Norrbotten.

The literature review in the present study is limited by several main considerations, such 
as to outbound the review of the main relevant theories in three blocks of literature 
comprising context and frame of reference of the present research (Berthon et al., 2003), 
and to confine the search of relevant studies and publications to top journals only (see 
e.g., Baumgartner and Pieters, 2000; Theoharakis and Hirst, 2002; Pechlaner et al., 2004; 
and Harzing, 2005 for journal ratings in the area of Marketing, E-Commerce and Tourism 
and Hospitality). 

The study uses a quantitative approach towards addressing the research problem. There 
are a number of limitations associated with the use of quantitative techniques, which are 
discussed in detail under Methodology (Chapter 4). However, in the frame of the time 
and resource constraints of the present research, the chosen research paradigm was found 
to be the most appropriate and beneficial for addressing the research problem. 

1.7 Outline of the Thesis 

The outline of the thesis is presented in Figure 1.1. 

Chapter 1 
Introduction and 

Problem Area

Chapter 2 
Literature

Review

Chapter 3 
Research

Framework

Chapter 4 
Methodology

Chapter 5 
Empirical Data 

Chapter 6 
Results and 
Discussion

Chapter 7 
Conclusions and 

Implications

Figure 1.1 Outline of the Thesis
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The thesis consists of seven chapters. Chapter 1 introduces the concept of Internet 
Marketing and the key role of a company’s website in the B2C sector and website e-SQ 
for addressing end-customers. Here, an application area of the research – Internet 
Tourism Marketing – is introduced and the research problem is formulated. Chapter 2 
provides an overview of the main theories and recent findings in relation to the outlined 
research area – Tourism E-SQ – and forms the basis for the research frame of reference 
and study hypotheses. Chapter 3 presents the research frame of reference and study 
hypotheses. Chapter 4 discusses the study’s methodological choices and the design of the 
empirical part of the research. Chapter 5 presents the empirical data. The data analysis 
and related discussion are presented in Chapter 6. Chapter 7 discusses the study’s main 
findings, its research implications, limitations and avenues for future research. 
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CHAPTER 2 «THEORETICAL FOUNDATIONS OF THE 
RESEARCH: REVIEW OF LITERATURE IN THE PROBLEM 
AREA»

This chapter presents an overview of the current literature in the frame of the stated research problem. At 
first, a brief summary of the chapter is presented. The following sections of the chapter elaborate on the 
theoretical context of the study, conceptual foundations of e-SQ, the main e-SQ measurement techniques 
and current trends and issues in the area of e-SQ research in tourism. The purpose of the chapter is to offer 
a basis for the formulation of the study hypotheses. 

2.1 Brief Summary of the Chapter 

The purpose of this section is to briefly introduce to the reader the purpose of the present 
chapter, the chapter’s outline, and relevant considerations of the literature review in the 
frame of the stated research problem, “What Comprises Tourism Website E-Service 
Quality?”

2.1.1 Purpose of the Chapter and Short Summary of the Main Sections 

The present chapter gives an overview of the relevant literature in the frame of the 
research problem. Taking the formulation of the research problem, the study naturally 
landed onto three theoretical contexts: Service Marketing, Internet Marketing and 
Tourism Marketing. Within each of the three blocks of literature, the concepts and 
theories relevant to website e-SQ were reviewed. The purpose of this review is to outline 
the conceptual basis of the present research and its main theoretical foundations, which 
will serve for the formulation of the study hypotheses. 

The first section of the chapter, “Theoretical Context of the Study: Service Marketing, 
Tourism and the Internet”, reviews the main aspects of service marketing, tourism 
marketing and e-commerce relevant to the context of the present study. 

The second section of the chapter, “E-Services and Electronic Service Quality: 
Conceptual Foundations”, describes the main theoretical and conceptual aspects of 
website e-SQ. The section presents an overview of the main theories and recent findings 
in the area of e-SQ and website quality, and specifically touches on current research 
trends and issues of website e-SQ in tourism. It starts by presenting the conceptual 
foundations for understanding e-SQ. Furthermore, the section discusses different 
antecedents of website e-SQ and related aspects of online consumer behaviour. Then, the 
main website quality factors are discussed. Finally, an overview of recent findings in the 
area of e-SQ in tourism research is presented. 

The third section of the chapter, “Assessment and Measurement of Website E-Service 
Quality”, gives an overview of the main up-to-date techniques and instruments for 
measuring website e-SQ. The section starts with a description of the current trends and 
issues in the area. Then, it presents the main e-SQ assessment techniques and gives an 
overview of the main website e-SQ measurement techniques presented in the recent 
tourism and hospitality literature. 
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2.1.2 Relevant Considerations 

As mentioned, the literature review in the present study is limited by several main 
considerations, such as to outbound the review of the main relevant theories in three 
blocks of literature comprising the context of the research (Berthon et al., 2003) and to 
confine the search of relevant studies and publications to top journals only (see e.g., 
Pechlaner et al., 2004; Baumgartner and Pieters, 2000; Harzing, 2005; Theoharakis and 
Hirst, 2002 for journal ratings in the area of Marketing, E-Commerce and Tourism and 
Hospitality). Furthermore, it should be mentioned that considering the rapid pace of 
development of the technological applications for marketing, studies and findings in this 
area could become quickly outdated. Therefore, the year of publication of an article was 
one of the key considerations for deciding whether or not to include the study in the 
literature review. 

2.2 Theoretical Context of the Study: Service Marketing, Tourism and 
the Internet 

2.2.1 Service Marketing 

What is Service? 
One of the most implicit distinctions between goods and services is that a “good is a thing 
and service is an act. The former is an object…, whereas the latter is a deed, a 
performance, or an effort” (Rathmel, 1966, p. 33). One of the most important and unique 
characteristic of services is that “services are processes, not things”, which means that “a 
service firm has no products, only interactive processes” (Grönroos, 2001a, p. 150). 
Many different definitions of services are described in the literature (see e.g., Regan, 
1963; Kotler and Levy, 1969; Kotler and Armstrong, 1991b; Grönroos, 1998; Grönroos, 
2001a, b; Vargo and Lusch, 2004). Grönroos (2001b) offers a comprehensive definition 
of services, stating that a service is “an activity or series of activities of a more or less 
intangible nature than normally, but not necessarily, take place in the interaction 
between the customer and service employees and/or physical resources or goods and/or 
systems of the service provider, which are provided as solutions to customer problems”.

Characteristics of Service Marketing 
Historically, marketing discipline had a very strong “goods” orientation. The realisation 
of the need for a new marketing paradigm – services marketing – gradually evolved 
during the 1970s, when the search for a service theory began in academia. Researchers 
were constantly expressing the idea that services are unique and totally different from 
goods, and, therefore, need their own marketing paradigm (Shostack, 1977; Berry, 1980; 
Zeithaml et al., 1985; Edgett and Parkinsson, 1993; Berry and Parasuraman, 1993). 
Today, some argue that the focus of marketing should be shifted from an emphasis on the 
provision of goods to the provision of services as the basis for economic exchange, 
meaning that goods should be marketed in a service context, rather than vice versa 
(Vargo and Lusch, 2004; Lovelock and Gummesson, 2004). 

Traditionally, marketing is defined as “the task of finding and stimulating buyers for the 
firm’s output, which involves product development, pricing, distribution and 
communication” (Kotler and Levy, 1969, p. 10). The essence of service marketing is 
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more complicated than the traditional 4Ps approach. It requires a systematic approach by 
service firms, where the marketing message is directed at both employees and customers 
(Kotler and Armstrong, 1991b). Grönroos (1998) argues that in the traditional marketing 
of physical goods, we deal with so-called outcome consumption and outcome marketing, 
where customers consume a pre-produced package of features that does not change 
during the consumption process. While service marketing focuses on process 
consumption, since a customer consumes a process or performance, and the physical 
product is “missing” (Grönroos, 1997, 1998). Thus, there is no pre-produced entity ready 
for consumption, only preparations for a service process can be made in advance and 
partly prepared services can exist: thorough service design and the preparation of integral 
physical parts that will be included in the service package (e.g., fast-food restaurants or 
car rentals). Therefore, service marketing is all about interaction between the co-
producing parties: a firm, its employees (service personnel) and the customer (Ibid.). 

Because of the interactive nature of the service industry, service marketing benefits the 
most from adopting a relationship marketing12 approach, which is concerned with 
customer value delivered through interactions with customers (Grönroos, 1994, 2001b; 
Gummesson, 1994). It is the nature of service provision to focus on meeting customer 
needs directly through actions and processes (Gummesson, 1998; Johns, 1999; Grove et 
al., 2003; Edvardsson et al., 2005). 

2.2.2 Tourism Marketing: Main Aspects 

Definition of Tourism 
Tourism is probably one of the most heterogeneous industrial sectors. As a result of this 
complexity, many different definitions of tourism exist. Most of them, however, share a 
common inclusion of personal travel and various activities associated with it (attracting, 
transporting, hosting and managing) (NUTEK, 1995; Otto and Ritchie, 1996; Weaver and 
Oppermann, 2000). The purposes of travel vary and may include leisure, recreation, 
business or health care (Goeldner and Ritchie, 2003). The Encyclopaedia of Tourism 
defines tourism as follows: “Tourism consists of people’s activities when they are 
travelling to or staying at places outside of their usual environment for a shorter period 
of time than a year for leisure, business or other purposes” (Jafari, 2001). 

What is a Tourism Service? 
The tourism industry comprises different service sectors, or rather can be seen as an 
amalgam of service industries (see Figure 2.1), each of which is directly, but not always, 
involved in the process of delivering a tourism service or package (Burns and Holden, 
1995; Otto and Ritchie, 1996; Hall, 2000). 

12 Relationship marketing is marketing seen as relationships, networks and interaction (Gummesson, 1994, 
2002; Grönroos, 2004).
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Figure 2.1 Amalgam of Tourism Services (Source: Adapted from Goeldner and Ritchie, 2003 and
Stiernstrand, 1997)

As seen, a tourism service package involves an interplay of different service providers: 
transportation, accommodation and housing, restaurants and catering, attractions, and 
intermediaries (Stiernstrand, 1997; Goeldner and Ritchie, 2003). Attractions provide 
residents and visitors with entertainment and may be the primary reason for visiting a 
destination. The attraction sector comprises different types of attractions created by 
primary tourism service providers (activity-based tourism enterprises), organised events 
or natural or human-made surrounding or permanent attractions. The intermediary sector, 
comprising commercial (travel agents and tourist bureaus) and institutional (regional
national tourist boards and tourist marketing organisations, destination marketing
organisations, etc.) organisations, is involved in different marketing activities, such as 
marketing communications and distribution of tourism services (for example, selling of 
packaged tours or flight tickets) (Ibid.).

Differences of Tourism Service Marketing from Other Service Industries 
The way tourism services are marketed depends heavily on the nature of the service (i.e.,
whether it is a hotel room, restaurant meal or a flight ticket). However, there are some
underlying principles that apply to the majority of tourism services. Liu (2000) elaborates 
on the characteristics of tourism marketing described below: 

-Tourism is an information-intensive industry. Intensive interaction and information
exchange between different providers and suppliers is required to produce and deliver the 
final tourist product. The perishability and seasonality of tourism products require a more
coordinated marketing effort of balancing supply and demand than that necessary in other 
service industries (Ibid.). 
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-Tourism services are difficult to evaluate due to their intangibility and lesser degree of 
standardisation. The evaluation of tourism services depends on the subjective tourists’ 
judgements that are heavily influenced by tourists’ demographics, cultural background 
and needs. Furthermore, “the spatial fixity of tourist attractions and amenities means that 
a tourist cannot really assess their quality until he arrives at the destination” (Ibid., p. 8). 

-Tourism distribution has physically nothing but travel tickets to deliver. Tourism is 
characterised by reverse distribution, which means that “it is the tourists who travel to the 
destination rather than the tourist product transported to the market” (Ibid., p. 9). 

-Tourism destination product is fragmented. Touristic output that is consumed by tourists 
in the form of tours, trips and holidays consists of elements such as meals, transport, hotel 
nights, and attractions all provided by different suppliers, each of which may have limited 
or no control over the other’s activities (Ibid.). 

2.2.3 Marketing Implications of the Internet and the Web 

The Internet and the Web as a Marketing Medium 
The Internet is the global network of interlinked computers operating on a standard 
protocol which allows data transfer between them. A range of special attributes of the 
Internet and the Web determine the popularity of this marketing medium. These attributes 
allow companies to carry out many marketing activities in a more effective and efficient 
way and streamline the processes of value creation (Rayport and Sviokla, 1994, 1995; 
Weiber and Kollmann, 1998). Table 2.1 summarises the main marketing attributes of the 
Web compared to conventional marketing media. 

Table 2.1 Marketing Attributes of the Web Compared to Conventional Marketing Media 
Web attribute Description 

Connectivity The ability of anyone to access the network 24 hours a day, 365 days a year, provides a platform of 
instant and constant connectivity with a firm’s employees, suppliers and customers. 

Accessibility Permanent exposure and global market reach forms virtually global accessibility and removes the 
boundaries of physical distance and time. Having an effective website, a company gains global and 
permanent access to the market; and its marketing information is available for customers at any time. A 
firm is open for constant exchange (domestic and international) due to a reduction of time and distance 
constraints. 

Ease of Use Modern Internet technologies are simple to use after an initial education. Personal computers (PCs) are a 
part of everyday life and school education. 

Information 
Capacity

By affording everyone the opportunity to operate with information: to exchange, store, index, retrieve, 
restructure and redistribute information within a network, the Web offers great information capacity. The 
Internet represents a global database that can be used by both companies and consumers, where data and 
information is available for buying or retrieval. 

Automation The Internet allows operating with information automatically with software and without human 
intervention. Compared to traditional marketing media, this is a unique ability that allows companies to 
reduce working hours and free human resources. 

Addressability In comparison with mail, telephone and personal selling, which also use a one-to-one communication 
model, the Web offers a cost-effective communication platform for one-to-one marketing, which allows 
low-cost and high-speed information transmission. In essence, the Internet represents the opportunity to 
customise and tailor the product and the marketing effort to one consumer at a time. 

Interactivity The ability to give a response, often in real-time, to user actions and inputs facilitates market 
communications. Website real-time communication features (chat, guest book, forum, mailing lists and e-
mail) enable two-way dialogue between companies and customers, which is an important component of 
relationship marketing and is an important factor in building customer loyalty. 

Flexibility The ability to quickly change and adapt to new conditions and demands, i.e., flexibility, is a unique 
feature which the traditional marketing media lacks. Web-based information, online catalogues and 
advertisements can be quickly updated according to customers’ preferences and current changes in 
product demand and supply. 

Source: Adopted from Peterson et al., 1997; Hoffman and Novak, 1997; Leong et al., 1998; Sivadas et al., 
1998; Sharma, 2002; Lynn et al., 2002; Dubas and Brennan, 2002. 
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The unique characteristics of the Web as a business environment make this electronic 
platform especially effective and even necessary for successful B2C marketing (Walsh 
and Godfrey, 2000; Rust and Lemon, 2001). The unique capability of the Web to 
transform the traditional marketing of one-to-many communication into a personalised 
one-to-one communication pattern allows companies to target a marketing message to the 
specific needs of the individual consumer (Hoffman and Novak, 1996; Heinen, 1996; 
Pitta, 1998). The interactive communication pattern between companies and consumers, 
allowed by the Web, alters business marketing communications dramatically by 
“blending together publishing, real-time communication broadcast and narrowcast” 
(Hoffman et al., 1995, p. 3) and by facilitating a relational component of marketing 
(Sivadas et al., 1998; Walsh and Godfrey, 2000; Bradshaw and Brash, 2001; Zineldin, 
2000).

The Internet and the Web present numerous implications for service marketing. Internet-
based platforms for business have transformed the ways some services are delivered to 
customers by lightening the burden of transaction costs associated with remote service 
delivery. Many services have become virtualised and are promoted and delivered through 
the Internet (Jones et al., 2003). In the service industries, the Internet establishes a 
considerable competitive advantage. Cost reduction and value-adding advantages of 
Internet-based service marketing include, for example, the automation of existing 
processes and procedures, effective interactive communication with stakeholders 
(customers, suppliers, employees, institutions, etc.), and the optimisation of 
organisational processes (Mathur et al., 1998; Zinkhan, 2002). 

Internet Effects on Consumer Behaviour 
Sharma and Sheth (2004) discuss how the Web has altered consumer behaviour, stating 
that it has changed towards: 
-increased customer participation in the fulfilment and product development process 
which, in turn, involves an increased need for customisation and Internet-mediated 
customer-firm interaction; 
-non-locational behaviour that refers to the increased locational independence of 
consumers taking advantage of the Internet’s global availability and access; 
-the increased need for infomediary services aimed at solving the problem of information 
overload;
-non-temporal behaviour that refers to the need to conduct non-time-based interactions; 
-the need to compare prices for similar products, which means that consumers who 
choose products with similar prices on the Internet are likely to base their choices on non-
price attributes; and 
-the increased popularity of click-and-brick business models, meaning that consumers 
who frequent a brand store are likely to visit this brand’s online store. 

Internet Implications for Value Creation 
One of the main aspects of Internet marketing is value creation through marketing 
processes. Value creation has long been stressed in the business literature as the main 
objective of organisations (Sharma et al., 2001; Evans and Berman, 2001). Sharma (2002, 
p. 77) states: “The primary impetus for the move toward the Internet is the value that can 
be generated”. The concept of value is being widely discussed in Internet marketing 
research due to the changes in the processes of value creation and distribution that the 
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Internet has brought about (Rayport and Sviokla, 1994, 1995; El Sawy and Malhorta, 
1999; Pitt et al., 1999a; Grewal et al., 2003). 

Yakhlef (1998) argues that the Internet had a dramatic impact on information costs and 
recently acquired the status of a new locus for value creation. He explains that in the 
physical world, economic growth was based on information asymmetry, when one side of 
the relationship had more information than the other. One of the Internet’s profound 
impacts was the rapid decline in the costs of information and the technology behind its 
acquisition, storing and transmission both for buyers and sellers (Ibid.). Customers’ 
power is growing as the explosion of technology and the globalisation of markets 
effectively increase their choices, and contributes to the transparency of cost and price 
information (Pitt et al., 2002; Sinha, 2000). The outcome of this process is the need for 
businesses to re-evaluate the value generated on information platforms and come up with 
new ways of creating value both for consumers and companies (Zott et al., 2000; Sharma 
and Sheth, 2004). Value creation on the Internet is essentially through information 
processes. Internet-based value creation is, therefore, information-based (Weiber and 
Kollmann, 1998). 

2.2.4 Amalgam of Research Contexts: Internet Marketing of Tourism Services 

Implications of the Internet for the Tourism Services Sector 
As mentioned earlier, tourism is one of the industries that can benefit the most from 
information platforms for business, such as the Internet, because its product is 
information-intensive by nature (Buhalis, 1998; Doolin et al., 2002). The provision of 
tourism services requires extensive interactive communications and information 
exchange between the parties involved in the creation of tourism output and 
communication of this output to the tourist. The Internet functions as a mediator of the 
information exchange between tourism providers and as a platform for the dissemination 
of tourism services. It offers tourism companies a number of significant strategic benefits, 
such as products/services differentiation possibilities, access to new distribution channels, 
ensuring competitive pricing, facilitating transactions, decreasing supply costs, building 
closer relationships with suppliers and customers, and direct marketing and promotion 
(see e.g., Buhlis, 1998, 2000a; Garcés et al., 2002). 

The Internet offers a number of important marketing implications for the marketing of 
tourism services, among which are the development of e-tourism, destination marketing, 
the emergence of online tourist communities, industry disintermediation and the 
introduction of new tourism intermediaries. E-tourism is often regarded as an emerging 
marketing paradigm for tourism. It is, essentially, the use of new information 
communication technologies to provide online access to tourism resources, experiences 
and associated commercials. Destination marketing is a fast-developing area of Internet 
tourism marketing, which aims at coordinating marketing efforts from the local tourism 
providers, improving the market visibility of destinations, reducing marketing costs and 
enhancing cooperation between local players for optimal delivery of the tourist product to 
end-customers (Buhalis, 2000; Gretzel et al., 2000; So and Morrison, 2003). Buhalis 
(2000b) discusses marketing approaches by destinations and proposes a destination 
marketing mix that focuses on the formulation of the destination product, destination 
pricing and destination promotion. Another potential area of the Web use by destinations 
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and tourist organisations is destination branding, which is suggested as a powerful tool 
for differentiating the destination and its product. Another recent phenomenon that should 
be mentioned is the emergence of online tourism communities. They offer a range of 
implications for tourism marketers due to their effects on consumer behaviour, relational 
components, word-of-mouth and data-mining possibilities (Wang et al., 2002). It is also 
suggested that the Internet is reshaping the hospitality industry by introducing new ways 
of value creation for stakeholders and changing the dynamics of competition and 
customer/employee interaction (Connolly and Olsen, 2001). The structure of the tourism 
industry changes, being affected by the emergence of new business models for e-
commerce, the general tendency towards disintermediation and the introduction of new 
electronic intermediaries (reservation technology providers, smart agencies, tourism Web 
portals, etc.) (Järvelä et al., 1999; Buhalis, 2000a, b, 2004; Wynne et al., 2001; Buhalis 
and Licata, 2002; Ma, 2003; Tsai et al., 2004). 

Recent studies, however, suggest the tourism industry’s adoption of Internet marketing 
has been slow in many countries, and tourism enterprises do not fully capitalise on the 
Web’s marketing potential, although the trends of development in e-business and the 
Internet suggest the situation is gradually improving (Wan, 2002; Doolin et al., 2002; 
Özturan and Roney, 2003; Nysveen et al., 2003; Baloglu and Pekcan, 2004). 

SMTEs’ Internet Adoption and Marketing 
As mentioned, SMTEs comprise the vast majority of the tourism businesses worldwide. 
These are predominantly family-run and rural-based businesses employing members of 
the host communities (Morisson and King, 2002). There is a strong claim in the research 
field that SMTEs can benefit from the adoption of electronic platforms for business such 
as the Internet and the Web (Buhalis, 1998, 1999; Buhalis and Main, 1998). Buhalis 
(1998, p. 410) suggests that by using IT and electronic platforms for business SMTEs can 
achieve more effective, interactive communication with their target markets due to the 
relocation of bargaining power from institutional buyers and wholesalers to suppliers: 
“Small size, in combination with innovation and effective networking by using IT enable 
… to develop ‘virtual size’ and empower… competitiveness. Smaller firms can therefore 
develop and deliver the right product, to the right customer, at the right price and place, 
without over-dependence on intermediaries. This would enable small firms to enhance 
their position and increase their profit margin”. Other benefits of SMTEs from website 
marketing include reducing costs of marketing communications with customers, the 
intermediary sector and partners, effecting savings on distributed information material, 
such as brochures, company and products information, facilitating transactions and 
customer relationships, and network benefits (Buhalis, 1998, 1999; Anckar and Walden, 
2001).

Recent studies suggest SMTEs’ involvement in e-commerce is relatively low and they 
commonly fail to exploit the Web to its full marketing potential, using the Web mostly 
for advertising and promotion (Masschelein and Buyten, 2002; Morrison and King, 2002; 
Martin, 2004). In summary, it can be said that SMTEs are least advanced in their use of 
the Internet and website marketing compared to larger tourism companies. Some recent 
findings also suggest that the actual service offerings on tourism websites are far behind 
customer requirements for them (Nysveen et al., 2003). One of the reasons for this state 
of affairs may be that SMTEs usually have limited economic resources and often find 
themselves in a trade-off situation when it comes to expense priorities, and costly 
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technological solutions for marketing is usually not one of them. Another reason is that 
SMTEs generally may lack comprehensive marketing expertise and, on the whole, do not 
do a lot of marketing (Friel, 1999; Buhalis, 1999). Some studies of SMTEs’ Internet 
adoption document the lack of understanding of the strategic importance of the Internet 
for marketing among tourism practitioners (Morrison et al., 1999; Martin, 2004). SMTEs 
also tend to have a more or less established market share and receive their customers 
through intermediary partners. This way of working can cause marketing myopia 
amongst SMTEs that do not see the need to engage in marketing communications with 
their end-customers. Tourism companies must realise they will have to be more advanced 
in how they utilise the biggest electronic platform for e-commerce in the consumer 
market to stay competitive and keep up with their customers’ expectations. Website 
marketing should be one of the top priorities for SMTEs. SMTEs overlooking this may 
find themselves in danger of jeopardizing their market competitiveness (Buhalis, 1998, 
1999).

2.3 Electronic Service Quality (E-SQ): Conceptual Foundations 

2.3.1 The Importance of Service Quality 

Since the beginning of service marketing research, one of the main research topics to 
emerge was service quality (Grönroos, 1982, 1984, 1998, 2001a, b; Wyckoff, 1984; 
Parasuraman et al., 1985, 1988; Gummesson, 1989, 1991, 1994; Berry et al., 1985, 1988). 
Interest in service quality has grown steadily since then. Recent research in service 
marketing highlights quality of services as one of the most important priorities for current 
and future research (Svensson, 2001; Lovelock, 2001; Parasuraman, 2002a; Parasuraman, 
2004; Edvardsson, 2005). Today’s fixation on service quality in the industries is also 
probably due to the switch towards consumer power, which grew substantially because of 
increased competition and market saturation. Parasuraman et al. (1988) state that the 
quality of services is becoming an “increasingly important differentiator between 
competing businesses” (Ibid., p. 5). 

Quality is strongly related to customer satisfaction, retention and loyalty. It is, therefore, 
expected to be a determinant of success not only in a traditional environment, but in an 
online marketspace as well (Wolfinbarger and Gilly, 2003). With the introduction of the 
new technologies and the Internet in the marketing practices of firms, service quality 
delivery through electronic platforms for commerce becomes one of the most important 
issues for marketers in the service sector (Liu and Arnett, 2000; Zeithaml, 2002; Zeithaml 
et al., 2002; Parasuraman and Zinkhan, 2002; Parasuraman, 2004). Tourism as a 
particular service industry strives constantly towards delivering quality customer service 
(Otto and Ritchie, 1996; Swarbrooke and Horner, 2001; Miyoung and Haemoon, 1998; 
Faché, 2000; Ekinci and Riley, 2001); and taking the popularity of the Internet as a place 
for communication and shopping amongst travellers, the creation and delivery of 
customer value and quality customer service in the online marketspace should be one of 
the major concerns of tourism practitioners and marketers (Buhalis, 1998; Buhalis, 
2000a, b; Lau et al., 2001a, b; Rayman-Bacchus and Molina, 2001; Sigala and 
Sakellaridis, 2004). 

25



2.3.2 E-SQ Definition and Dimensions 

As mentioned, e-SQ as a concept was introduced and defined by Ziethaml, Parasuraman 
and Malhorta (Zeithaml et al., 2002). According to their definition, e-SQ is “the extent to 
which a website facilitates efficient and effective shopping, purchasing and delivery of 
products and services” (Ziethaml et al. 2002, p. 363; Zeithaml, 2002, p. 135). 

For companies to deliver superior service quality online, it is necessary to understand 
customers’ perceptions about service quality and how customers evaluate it (Zeithaml et 
al., 2002). Parasuraman et al. (1985) found that the criteria used by customers to evaluate 
service quality in a traditional environment (as opposed to an online marketspace) were 
driven by the customers’ perceptions of service quality. The same was found true for e-
SQ. The dimensions of e-SQ as perceived by customers were found to be similar to those 
of traditional service quality13 (Ziethaml et al. 2002; Zeithaml, 2002). E-SQ dimensions 
identified by previous research have their origin in the Technology Acceptance Model 
(TAM) proposed by Davis (1989) to classify the consumer behaviour of “using computer 
technologies”. Davis’ main suggestion was that perceived technology ease of use (“the 
degree to which the prospective user expects the target system to be free of effort” as 
defined by Davis et al. (1989, p. 320)) and perceived technology usefulness (“the degree 
to which a person believes that using a particular system would enhance his or her job 
performance” as defined by Ibid.) are particularly important for predicting consumer 
behaviour when it comes to using a specific technology. It is proposed that the balance of 
these two characteristics affects the customers’ adoption of the particular piece of 
technology (Davis, 1989; Davis et al., 1989; Legris et al., 2003). 

Ziethaml et al. (2002) describe several criteria customers use when evaluating e-SQ and 
the quality of websites in general: 

(1) Information availability and content refers to the availability and depth of 
information; the ability to search price and quality information on the website; and 
the ability of the website’s users to control the content, order, and duration (the 
amount of time the information is present) of product-relevant information. 
(2) Ease of use/usability refers to the idea that “customers’ assessment of websites 
will likely be influenced by how easy the sites are to use and how effective they are in 

13 Five service quality dimensions are described: quality dimensions: (1) reliability – ability to perform the 
promised service dependably and accurately; (2) responsiveness – willingness to help customers and 
provide prompt service; (3) assurance – knowledge and courtesy of employees and their ability to inspire 
trust and confidence; (4) empathy – caring, individualised attention the firm provides its customers; and (5) 
tangibles – appearance of physical facilities, equipment, personnel, and communication materials 
(Parasuraman et al., 1985). Initially, during the exploratory phase of the research, the researchers came up 
with 10 service quality dimensions – tangibles, reliability, responsiveness, communication, credibility, 
security, competence, courtesy, understanding/knowing the customer, and access. However, during later 
follow-up phases of the research, they revised the scale to make sure the quality dimensions did not overlap 
and brought it down to seven and then to a final five dimensions. The last two dimensions of the original 
SERVQUAL (Assurance and Empathy) included seven service quality dimensions which came up during 
the exploratory phase of the research – communication, credibility, security, competence, courtesy, 
understanding/knowing, and access (see Parasuraman et al., 1985, 1988). An alternative classification of 
service quality criteria is presented by Grönroos, whose framework includes seven service quality criteria, 
namely professionalism and skills, attitudes and behaviour, accessibility and flexibility, reliability and 
trustworthiness, service recovery, serviscape, and reputation credibility (see e.g., Grönroos, 2000; 
Svensson, 2004).
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helping customers accomplish their tasks” (Ibid., p. 364) and includes such website 
attributes as search functions, download speed, overall design and organisation. 
(3) Privacy/security are two distinguished criteria of a website and e-service quality. 
Privacy involves “the protection of personal information – not sharing personal 
information collected about consumers with other websites (as in selling lists), 
protecting anonymity, and providing informed consent” (Ibid., p. 364). Security 
involves “protecting users from the risk of fraud and financial loss from the use of 
their credit card or other financial information” (Ibid., p. 364), as well as the ability to 
provide data confidentiality, security auditing, encryption, and anti-virus protection. 
(4) Graphic style involves website attributes such as choice of colours, layout, print 
size and type, photographs, graphics, animation, 3D-effects and multimedia. 
(5) Fulfilment/reliability is concerned with the actual performance of the company, 
rather than with the website performance; defined as the provider’s ability to deliver 
the service or product as promised. 
(6) Access is the presence of the contact information on the company’s website. 
(7) Responsiveness is the promptness with which the company’s personnel gives 
feedback to customers via e-mails. 
(8) Personalisation refers to the website’s ability to provide personalised and 
customised services according to customers’ preferences. 

Zeithaml’s (2002) exploratory research suggests e-SQ has seven dimensions, comprising 
four core dimensions that can be used to measure customers’ perceptions of e-SQ: 

(1) Efficiency, which defines the customer’s ability to effectively access the website 
and information on it and check it out with minimal effort; 
(2) Fulfilment, which defines a company’s actual performance against what is 
promised through the website, and incorporates accuracy of service promises, having 
products in stock, and timely delivery; 
(3) Reliability, which refers to the technical functioning of a website, such as the 
extent to which it is available and functions properly; and 
(4) Privacy, which refers to the company’s will and ability to maintain the integrity of 
customer data; 

and three recovery dimensions, which are mainly concerned with situations, in which a 
problem needs to be solved and “personal service” is required: 

(5) Responsiveness, which defines the company’s ability to provide an appropriate 
problem-solving mechanism (online complaint ability, handling returns mechanism, 
online guarantees, etc.); 
(6) Compensation, which involves a money-back guarantee, return of shipping and 
handling costs; and 
(7) Contact points, which defines the company’s ability to offer a live contact and 
customer support in real-time via online or other communication means. 

Parasuraman (2004) lists the following eleven criteria of e-SQ that influence customers’ 
perceptions about website quality and e-SQ: 

(1) Access;
(2) Ease of navigation;
(3) Efficiency;
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(4) Customisation/personalisation;
(5) Security/privacy;
(6) Responsiveness;
(7) Assurance/trust;
(8) Price knowledge;
(9) Site aesthetics;
(10) Reliability; and
(11) Flexibility.

Other authors who contribute in this field include Hoffman and Novak (1996), 
Shneiderman (1998), Nielsen (2000), Novak et al. (2000), Molich (2002), Loiacono et al. 
(2002), Gounaris and Dimitriadis (2003), Piccoli et al. (2004), Ma et al., 2005. 
Alternative important e-SQ dimensions that are described in the literature include website
features (supplements to basic functioning characteristics), service availability (service is 
delivered on a contingency basis, with timely information updates and recovery support), 
assurance (the ability of the personnel behind the company’s website to instil trust and 
confidence, as well as display knowledge and courtesy), empathy (caring, individualised 
attention of the service provider to the customer’s needs), and conformance (the ability to 
meet established standards). 

The main differences between traditional SQ and e-SQ are discussed by Zeithaml et al. 
(2002) and Parasuraman and Zinkhan (2002) and include the following: 

-Several dimensions are the same, but specific attributes underlying them are different; 
-Many customers do not currently have well-formed expectations about e-SQ; 
-E-SQ involves some new dimensions referring to website-specific attributes (e.g., 
appearance, functionality, ease of navigation, flexibility, efficiency, site aesthetics, and 
security);
-Some traditional aspects of SQ may be less or not important in the case of e-SQ. 
Consumers perceive the online environment as impersonal, and e-SQ appears to involve 
more cognitive processing than emotional evaluation. The “empathetic” dimension of 
service quality in an online environment may be less important because website 
encounters are usually impersonal, unless consumers experience a problem or have a 
question and need to engage in interpersonal communication with the company’s 
employees through the website or other communication channel; 
-E-SQ includes regular (core) and recovery e-SQ. Differences exist between them, such 
as key drivers of regular e-SQ relating to efficiency, fulfilment, reliability, and privacy; 
and key drivers of recovery e-SQ relating to responsiveness, real-time access to help, and 
compensation. 

2.3.3 Conceptual Model of E-SQ 

Parasuraman et al. (1985) developed a conceptual model of service quality that suggests 
service quality as perceived by customers can be determined by the magnitude and 
direction of the discrepancy between service expectations and perceptions, which is a 
function of four organisational gaps associated with the design, marketing, and delivery 
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of services. This is the so-called GAPs Model14 that postulates that a deficiency in 
customer service quality is the result of several shortfalls within the service provider’s 
organisation.

Zeithaml et al. (2002) suggest e-SQ is very similar to traditional service quality in a way 
that similar shortfalls in the service provider’s organisation can influence customer-
perceived e-SQ, when the interaction between the company and its customers occurs 
through the Internet. Consequently, e-SQ is influenced by several organisational and 
website deficiencies in information, design, and communication. They propose the 
conceptual model of e-SQ depicted by Figure 2.2. 

Figure 2.2 Conceptual Model for Understanding and Improving E-SQ (Source: Adopted from Zeithaml 
et al., 2002, p. 369) 

The upper part of the model (“Customer”) depicts customer assessment of e-SQ and its 
consequences, and the lower part (“Company”) depicts organisational deficiencies 
(GAPs) that can contribute to poor assessment of e-SQ by customers. On the company’s 
side, there are three potential process disconnects – information, design and 
communication gaps. These gaps can occur in the process of designing, operating, and 
marketing websites and contribute to the “fulfilment gap” on the customer side of the 
model (Ibid.). 

Information gap represents the discrepancy between customers’ requirements concerning 
the website and management’s beliefs about these requirements. For example, 
“management might overestimate the importance of including sophisticated… 3D-
graphics that could undermine transaction efficiency… that customers might consider to 

14 The essence of GAPs Model is the idea that service quality deficiency (GAP 5) results from deficiencies 
on the organisational level of the service provider: the difference between customer expectations and 
management perceptions of customer expectations (GAP1); the difference between management’s 
perception of customer expectations and SQ specifications (GAP2); the difference between SQ 
specifications and the service actually delivered (GAP3); and the difference between service delivery and 
what is communicated about the service to consumers (GAP4) (Parasuraman et al., 1985).
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be far more critical than site attractiveness” (Ibid., p. 368). Zeithaml et al. (2002, p. 368-
369) suggest: “The significance of the information gap in the context of e-SQ is 
heightened by the fact that customers are likely to desire an optimal level of performance 
that is neither too high nor too low on some Web site attributes. …“more” may not 
always translate into higher perceived e-SQ. Furthermore, the optimum performance 
level on any given attribute might also vary across customers (e.g., experienced vs. 
inexperienced customers; customers who are just browsing vs. those who are ready to 
buy) and contexts (e.g., purchase of rare vs. readily available items; a normal vs. a 
problem-plagued transaction). In the absence of regular monitoring of the marketplace to 
update the company’s knowledge about Web site attributes desired by customers, some 
degree of information gap will persist”. 

Design gap represents the company’s inability to fully incorporate knowledge about 
customer requirements into the structure and functioning of a website. For example, 
“management might be aware that their customers expect to receive prompt personal 
support when a problem arises with an e-transaction. Yet, for a variety of reasons (e.g., 
perceived lack of resources or a propensity to view customers as being unreasonable), 
management might fail to act on their awareness and initiate appropriate Web site 
modifications” (Ibid., p. 369). 

Communication gap is due to the lack of an accurate understanding of the website’s 
features, capabilities, and limitations by the company’s marketing personnel. There are 
different causes of this gap as reported by Zeithaml et al. (2002), such as a lack of 
effective communication between the marketing personnel giving promises to consumers 
and the personnel responsible for designing and operating the website that fulfils these 
promises, ignorance of, or a deficiency in, the system or infrastructure underlying the 
website, and over-promising or giving inaccurate promises to consumers through 
different media (TV, print, the Web). 

A customer’s Web experience “falling short” of his or her website requirements induced 
by the company’s marketing results in the customer’s fulfilment gap. Fulfilment gap
represents the overall discrepancy between the customer’s requirements and experience 
and result from gaps on the company’s side. A fulfilment gap has two forms: one 
resulting from marketing promises that inaccurately reflect the reality of the website’s 
design and operation (e.g., when a money-back guarantee proclaimed by the company 
cannot be fulfilled because the website lacks the back-end infrastructure to deal with 
customer complaints), and secondly, a gap resulting from general deficiencies of the 
website in fulfilling customers’ desires (e.g., a website’s inability to provide an e-
transaction function). 

The model proposed by Zeithaml et al. (2002) also posits that some on-website customer 
experience involving a pleasant surprise-effect concerning website attributes will have a 
direct effect on perceived e-SQ by a customer. The authors suggest a direct link exists 
between perceived e-SQ, perceived customer value and purchase/re-purchase intentions, 
where perceived value results from a trade-off between the benefits received and 
sacrifices endured by customers (Ibid.). 
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2.3.4 Service Design as a Prerequisite of E-SQ 

Service design is an essential element in delivering service quality to customers 
(Gummesson, 1990, 1991, 1994). Service design simply refers to having a “right” service 
for “right” customers. It is, therefore, important for companies to concern themselves 
with design quality, i.e., quality “built into the construction of a service” (Edvardsson, 
1996, p. 50). 

The problem commonly occurs when companies’ managers responsible for service 
design fail to recognise customer needs, and consequently offer a service which is unable 
to address customer needs partly or completely. Gummesson (1991, p. 10) argues that “in 
order to create service quality we have to go …down to the generic elements of the 
design and production/delivery of the service”. Gummesson (1994, p. 85) suggests that 
service design refers to “the hands-on activities (that) describe and detail a service, the 
service system and the service delivery process”. It is an important basis for delivering 
service quality. Creating a “right” service design includes a knowledge of both customer 
needs and requirements and a provider’s logic. The tendency today is, however, that 
service firms often do not realise the importance of having a rigorous service design, 
which is one of the common reasons for failure in the delivery of service quality to the 
customer. 

Grönroos et al. (2000) suggest that companies provide so-called Internet offerings on 
their websites that have clear service characteristics, and which are evaluated by 
customers and website visitors in the same way as services in the physical environment. 
They propose the NetOffer Model15 (see Figure 2.3), which describes the design structure 
of firms’ Internet offerings (essentially, e-services). It should be noted that this model is 
purely theoretical and was not tested in the virtual marketspace. Its main marketing 
implication is for developing an understanding of e-SQ design and how to design and 
market e-services. 

Figure 2.3 Grönroos’ NetOffer Model (Source: Adopted from Grönroos et al., 2000, p. 250)

As seen, the model includes a core service, user interface, facilitating services, supporting 
services that comprise a service concept element and participation and communication. 

15 The NetOffer model is based on the original Grönroos’ Augmented Service Offering Model.
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“The elements of the service package, i.e., the core service as well as the facilitating and 
supporting services, are still valid for the development of a service package for the virtual 
marketspace. …The augmentation elements of the Internet offering are different 
because… the accessibility and interaction elements merge and cannot be kept apart” 
(Ibid., p. 249). Information is an essential element in Internet service design. Information 
provided by the firm and the customer is used to design the core facilitating and 
supporting services function and user interface. Two augmentation elements of the 
service package include customer participation (this includes the skills, knowledge and 
interest of customers and involves customers’ operations on interactions with the 
website) and communication (the interaction that can occur between the service provider 
and the customer during various stages of service production and the consumption 
process). “Through this communication and assuming appropriate customer participation 
skills, the functional/process quality of the Internet offering (the how factor) is enhanced 
and the customer is able to perceive the technical/outcome quality of what is offered (the 
“what”-factor). Good total perceived quality and value are created” (Ibid., p. 250). 

2.3.5 Some Concepts Useful for Understanding the Notion of E-SQ 

The Notion of Customer Value in an Online Environment 
The basic requirement of good customer service should be the delivery of customer value 
that is clearly connected to the satisfaction of customer needs or the solution of a specific 
customer problem (Ravald and Grönroos, 1996). Woodall (2003, [1]) suggests the term 
“value” in the marketing literature is used as a property “that is 
perceived/derived/experienced by a customer” in connection with the use of a product or 
service. He further states: “Customers make repatronage decisions on the basis of their 
predictions concerning the value of a future product/service …” (Ibid.). Zeithaml (1988, 
p. 142) defines customer value as an “overall assessment of the utility of a product based 
on perceptions of what is received and what is given”. Ravald and Grönroos (1996, p. 21) 
define customer-perceived value as “a ratio between perceived benefits and perceived 
sacrifice”. Delivering customer value through service quality has a direct effect on 
customer satisfaction and consumer shopping behaviour and is also reported as pivotal in 
the tourism-related research literature (Oh, 1999; Cronin et al., 2000). 

The major drift-power towards the Internet amongst both firms and consumers is the 
Internet’s ability to add value to one’s processes. Chaudhury and Kuilboer (2002) state 
that consumers shop on the Internet because they find value there. They suggest 
consumer value on the Web can be described in the form of four Cs: cost, choice, 
convenience, and customisation: 

Cost: Cost savings is one of the major reasons for online shopping. 
Choice: The Web also provides consumers with a variety of choices from different 
websites.
Convenience: The Web offers a convenient way of shopping (e.g., you can compare 
many product choices, and order and pay for your product time-efficiently and without 
leaving home). 
Customisation: Customisation is a useful Web tool that allows consumers to efficiently 
screen and filter information according to their personal requirements and preferences. 
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Piccoli et al. (2004) suggest that the use of IT allows organisations to create customer 
value through improved customer service. They argue that a firm’s website represents 
“the most visible instance of a Network-based Customer Service System (NCSS)” 
defined as “a network-based computerized information system that delivers service to a 
customer either directly (e.g., via a browser, PDA, or cell phone) or indirectly (e.g., via a 
service representative or agent accessing the system)” (Ibid., p. 424). Thus, the website is 
essentially a platform for improving and delivering customer service. The value of using 
a website for customers is represented by NCSS Interaction Value, which refers to “the
overall utility realized by customers using an NCSS such as a firm’s Web site” and is 
based on “the customer’s perceptions of what he or she contributes during the service 
encounter and receives in return” (Ibid., pp. 425-426). Piccoli et al. suggest that NCSS 
Interaction Value can be considered as “the specific benefits a customer derives when 
using the firm’s NCSS (i.e., usefulness of the interaction), plus the quality of the 
customer’s experience, minus the tangible and intangible costs of using the NCSS (e.g., 
time, money)” (Ibid., p. 426). Overall, as suggested by Piccoli et al. (2004, p. 426), a 
customer’s interaction value with a company’s website can be described by the following 
formula: 

Customer Expectations of Service Delivery: Nature and Determinants 
Customer expectations are among the most important elements in understanding 
customer perceptions of service quality. Many researchers suggest that service quality as 
perceived by customers is based on the ability of the service to conform to customers’ 
expectations (Grönroos, 1982; Parasuraman et al., 1985, 1991; Devlin et al., 2002; 
Parasuaraman, 2004; etc.). Grönroos (1998, p. 327) suggest that “quality perception is a 
function of what the customer expects of the process as well as of what in fact is 
experienced”. Customer quality perceptions are related to the firm “giving promises” 
(service quality expected) and “keeping promises” (service quality experienced). This 
giving of promises forms customer expectations through market communications, the 
firm’s projected image, word-of-mouth and the promise to satisfy customer needs (Ibid.). 
Parasuraman (2004) suggests that customers’ expectations of service quality are formed 
by word-of-mouth, personal needs, past experience and external communication to 
customers. Grönroos (1998) elaborates on the complex nature of customer expectations 
and on their ability to change over time, which is also documented by other studies (e.g., 
Boulding et al., 1989; Gardial et al., 1994; Johnson and Matthews, 1997 – ref. in 
Grönroos, 1998). 

Parasuraman (2004) asserts that a customer does not have a single “ideal” level of 
expectations, but his service expectations are outlined rather by an interval – a “zone of 
tolerance” (see Figure 2.4). The customer zone of tolerance is out-bounded on the top 
level by the “desired service” situation, which “customers believe can and should be 
delivered”, and on the bottom-level by “adequate service”, which is the lowest acceptable 
customer service level. 
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Figure 2.4 Nature and Determinants of Service Expectations by Customers (Source: Adopted from 
Parasuraman, 2004, p. 47) 

Zones of tolerance may vary among customers and depend on the customer’s 
demographics, background and previous service experience, as well as how the service is 
communicated and marketed by the organisation. For example, over-promising a service 
can be dangerous because it creates customer expectations that are too high, and 
consequently they can be difficult or impossible to meet, and, therefore, can cause a 
negative perception of the service received. The context or occasions in which the service 
is received, can also influence the customer zone of tolerance (Parasuraman, 2004). 

Internet users’ expectations are identified as among the most important factors that will 
shape the future of the Internet and Web-based marketing (Rayman-Bacchus and Molina, 
2001). Also, as mentioned, customer expectations of e-SQ are not so well formed 
compared to traditional service quality. This claim is in line with assertions by previous 
studies that in technological products and services the formation of customer expectations 
or pre-consumption standards is often weak, change rapidly or may not even exist 
(Zeithaml et al., 2002). 

Virtual Service Encounter 
Gounaris and Dimitriadis (2003, p. 531) summarise the main characteristics of a service 
encounter in virtual B2C portals as follows: 

1. “lack of physical surroundings; 
2. increased customer participation in the development provision of the service; 
3. greater customer involvement; and 
4. dearth of control over the compatibility between the provider’s and the customer’s 

technological compatibility during the encounter”. 

Gounaris and Dimitriadis (2003) suggest that the context of virtual service encounters 
influences customer perceptions of service quality offered by the provider of the online 
service. They point out that customer perceptions of e-SQ differ from those formed in 
non-virtual service encounters and are formed by a different set of variables. 
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2.4 Antecedents of Website E-SQ: Online Consumer Behaviour 

2.4.1 Definition of Consumer Buying Behaviour 

The American Marketing Association defines consumer buying behaviour as “The 
dynamic interaction of affect, cognition, behaviour and the environment by which human 
beings conduct the exchange aspect of their lives” (AMA, 2005). 

2.4.2 Technology Readiness of Consumers 

Consumer technology readiness is one of the most important constructs related to 
customer online behaviour (Zeithaml et al., 2002). Parasuraman (2002b) suggests an 
organisation’s ability to use technology effectively in marketing to and serving customers 
critically depends on the technology readiness of its customers and employees. 
Technology readiness (TR) refers to “people’s propensity to embrace and use new 
technologies for accomplishing goals in home life and at work” (Parasuraman, 2000, p. 
308). “TR has four underlying dimensions: optimism (a positive view of technology and a 
belief that it offers people increased control, flexibility, and efficiency), innovativeness (a 
tendency to be a technology pioneer and thought leader), discomfort (a perceived lack of 
control over technology and a feeling of being overwhelmed by it), and insecurity
(distrust of technology and scepticism about its ability to work properly) (Zeithaml et al., 
2002, p. 370). Parasuraman (2004) offers a classification of consumers based on their 
attitude towards the adoption of new technology (see Figure 2.5). 

Figure 2.5 Consumer Technology Readiness (Source: Adopted from Parasuraman, 2004, p. 50)

How fast different users adopt technology has a direct effect on their attitude towards and 
use of technology-based products and services. This is also valid in the case of Internet 
adoption and the use of website e-services. The Technology Readiness Index (TRI), 
calculated on the basis of people’s technology beliefs and preferences, can be a good 
predictor of people’s technology-related behaviour (Parasuraman, 2000). 

2.4.3 Online Consumer Shopping Process 

As mentioned, it is suggested that consumers shopping in the virtual environment differ 
in their behaviour from consumers shopping in the traditional environment, and should, 
therefore, be offered different incentives (Buhalis, 1998; Khalifa and Liu, 2002, 2003; 
Khalifa et al., 2002; Khalifa and Shen, 2005). The online shopping process is similar to 
the traditional shopping process and involves the stages of pre-purchase (includes 
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activities such as information search, alternatives’ screening, evaluation and choice), 
purchase (includes customer-company communication, interaction, order placement and 
transaction) and after-purchase (includes customer support, post-sales service, complaint 
resolution, etc.). All these stages can occur fully or partly in an online marketspace and 
on companies’ websites (Khalifa and Liu, 2002, 2003). Studies of e-retailing websites 
found that during each of these shopping stages consumers have specific needs 
(information search, communication, transaction, etc.) and want to use different e-
services on companies’ websites. The availability and quality of these e-services (so 
called e-CRM website features) influences consumer satisfaction with the website and 
with the service provider (Khalifa et al., 2002; Khalifa and Shen, 2005). 

2.4.4 Online Customer Satisfaction as a Measure of E-SQ 

There is an ongoing discussion in the literature about the relation and underlying 
difference between customer quality perceptions and satisfaction (Grönroos, 1998, 
2001a; Dabholkar et al., 2000). Grönroos (1998, p. 330) suggests that when speaking 
about the perceptions of service quality, one speaks about the quality perception of “here 
and now”, i.e., of “one single service process and one single service experience”. In this 
sense, the service quality concept is different from the customer satisfaction concept, 
which is a long-term concept. Hallowell (1996, p. 28) defines customer satisfaction as 
“the customer’s perception of the value received in a transaction or relationship”. Bleuel (2004, 
[1]) suggests customer satisfaction is “equivalent to making sure that product and service 
performance meets customer expectations” and “… occurs when the marginal utility of a 
transaction is equal to or greater than preceding acquisitions”.

Customer satisfaction has been recognised as an essential factor affecting long-term 
relationships between firms and consumers in both the traditional and e-commerce 
business environments (Storbacka et al. 1994, Shim et al. 2002). On the website, 
companies can mostly appeal to pre-adoption customer satisfaction, which takes place 
before the adoption of an actual service. Essentially, pre-adoption satisfaction is related to 
customer attraction, while post-adoption satisfaction aims at customer retention (Khalifa 
and Liu 2002, 2003; Khalifa et al., 2002; Khalifa and Shen 2005). The terminology of 
Internet travellers as “lookers” and “bookers”, proposed by Morrison et al. (2001), 
illustrates how this can work to a company’s benefit: website “lookers”, obviously, can 
be attracted and converted into “bookers”, while bookers can be retained by a company. 

Parasuraman et al. (1985) suggest that service quality influences customer satisfaction. 
Then, customer satisfaction is seen as a mediator of service quality effects on the 
formation of behavioural shopping intentions (Taylor and Baker, 1994; Dabholkar et al., 
2000; Brady and Robertson, 2001). In similar vein, several studies found that specific 
website e-services can positively affect customer satisfaction with website and online 
purchasing in the long run (Khalifa et al., 2002; Khalifa and Liu 2002, 2003; Khalifa and 
Shen, 2005). Shneiderman (1998) speaks about the subjective satisfaction of a user with 
the use of IT. A user’s subjective satisfaction is influenced by different perceived quality 
characteristics of the technology, such as ease of use and usefulness (Ibid.). 

Concluding, Spreng and Mackoy (1996) suggest: “Perceived service quality comes first, 
then satisfaction with quality (and the value of this given quality). From this also follows 
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that perceived service quality can be viewed as a concept for the understanding of how to 
develop services, whereas customer satisfaction is a concept for the evaluation of how 
successfully these services are fulfilling the needs and desires of customers” (ref. in 
Grönroos, 1998, p. 330). Grönroos (2001a, p. 151) similarly states: “Quality as such 
should not be measured”, but “how well perceived service quality dimensions serve 
customers could and should be measured with customer satisfaction with the service”.

2.4.5 Online Customer Needs 

Customer needs form prerequisites for website quality and e-services that should be 
offered on websites to guarantee a positive Web experience for a customer (Zeithaml et 
al., 2002; Parasuraman and Zinkhan, 2002; Constantinides, 2004). There are a number of 
customer needs, the fulfilment of which can be associated with a customer’s positive on-
website experience. Previous studies have documented the special needs and wants of 
consumers that are amenable to fulfilment in an online shopping environment (see e.g., 
Bhattacherjee, 2001; Khalifa et al., 2002; Khalifa and Liu, 2002, 2003; Piccoli et al., 
2004).

Piccoli et al. (2004) offer the most comprehensive validated up-to-date taxonomy of 
online customer needs (see Table 2.2). They suggest that customer needs amenable for 
fulfilment when it comes to Web experience are highly related to the quality of 
companies’ websites. The authors state: “When customers initiate an NCSS transaction 
(e.g., visit a firm’s website), they intend to receive some form of service. In this context, 
customer service can be broadly conceptualized as need fulfilment: the customer’s 
attempt to fulfil needs that arise during the “life cycle” of interaction with the firm and its 
products or services” (Ibid., pp. 426-427). Online customer needs relate, therefore, to 
specific website features that satisfy these needs throughout the online customer shopping 
process.

Table 2.2 Online Customer Needs and Related Website Quality Factors (the table is continued on the 
next page) 

Customer Needs Need Description and Related Website Quality Factors  
General Information 

Knowledge of Company The need to learn more about the company. This is addressed by services such as news articles, 
company background, stock information, etc. 

Knowledge of Service The need to learn more about the products and services the company offers. This is addressed by 
services such as catalogues, membership services, new products and frequently asked questions. 

Company Contact 
Knowledge

The need to contact the company through various channels. This is addressed by services such as 
“contact us” pages, and similar directories. 

Specific Information 
Service-specific
Knowledge

The need to gather in-depth information about choices within one product category when 
customers know what services are available and what specific product they desire. For example, 
the customer knows he wants a hotel room in a given hotel but is looking for information about 
specific room options (e.g., location in the building, amenities, type, etc.). 

Firm Performance 
Variation 

The need to learn whether or not the firm will perform as expected. This is addressed by services 
such as up-to-date arrival/departure and other flight information, and package tracking 
applications. 

Consultation and Advice 
Customer Knowledge 
Uncertainty

The need to choose among various product/service alternatives. This is addressed by services 
such as a “low-fare finder” application, and a help menu providing advice related to 
product/service choice. 

Need for Personalized 
Interaction

The need to contact a “person” to assist them in finding information on the website or provide 
information not on the website. This is addressed by services such as “email us” or “click to talk” 
that provide the customer with the opportunity to interact with company representatives directly. 

Source: Adopted from Piccoli et al. (2004), p. 428-429. 
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Table 2.2 Online Customer Needs and Related Website Quality Factors (continuation)
Customer Needs Need Description and Related Website Quality Factors  
Order Taking 

Initiate Service with 
Company

The need to initiate service with the company. This is addressed by services such as applying for 
a credit or loyalty card, or applying for a bank account. 

Transacting The need to buy something from, or sell something to, the company or a third party. This is 
addressed by services such as reservation or purchase confirmation, reward request for flight 
certificates, request for package pick up or drop off, etc. 

Billing and Payment 
Transacting Same as above. 

Hospitality
Information Convenience The need to have convenient access to information. This is addressed by services such as access 

to information drawn from multiple Web pages (e.g., financial snapshot) at the same time, or 
access to information that exists elsewhere but is useful when included on the website. Examples 
of access to multiple Web pages at the same time are “tear-off” screens for airline reservations 
and arrival/departure information, stock tickers, etc. An example of access to information that 
exists elsewhere is maps, currency or mileage conversion screens, or screens that provide airport 
codes used in reservations. 

Site Navigation The need to conveniently find the sought-after information on the company website. This is 
addressed by services such as site maps and search features. Another example is a “one-click” 
service that enables easy transactions with a single mouse click. 

Customer Confidence The need to learn to effectively use the company’s website and its features. This is addressed by 
services such as tutorials and help menus. 

Caretaking and Safekeeping 
Record Keeping The need to store often-used information that simplifies the experience. This is addressed by 

services such as storage of travel itineraries, customer profile information and PIN numbers, 
loyalty point account information, etc. 

Handling Exceptions 
Need for Personalized 
Interaction

Same as above. 

New Products and Services 
Procedural Efficiency 
Increase

The need to improve the customers’ own business processes. This is addressed by services such 
as personalised websites that store customer preferences (e.g., MyUPS.com) and other 
individually tailored website features. 

Source: Adopted from Piccoli et al. (2004), p. 428-429. 

Other customer needs that are described in the literature and can be related to the use of 
websites refer to: 

-Technology needs of customers, such as the need for an adequate technological level of 
the system. This refers to comfortably and effectively using the technology and reducing 
the costs of using and learning new technology. This need is addressed by e.g., effective 
technical characteristics of the website, such as quick download time, user-friendly 
layout, navigation and website structure (Shneiderman, 1998; Molich, 2002; Nielsen, 
2000).

-Safety and security need refers to the customer’s need to trust the website and the 
company behind the website. The customer needs to feel safe in his transactions with the 
company, using the website and, in particular, about the privacy issues associated with 
using the Internet (Ma et al., 2005; Ziethaml, 2002; Ziethaml et al., 2002). Trust, defined 
as a willingness of a trustor to rely on a trustee for a finite period of time based on the 
confidence that one’s trust will lead to positive outcomes, is closely associated with 
perceived consumer risks and dependency factors and, therefore, is an essential pre-
requisite for a successful interaction with the company and its website (Dimitrakos, 2001; 
McKnight and Chervany, 2002). Loiacono et al. (2002) suggest website users need to 
have trust in website transactions and in the relevant company to treat personal data right. 
In particular, trust can turn a potential online consumer from a curious “window shopper” 
to an actual buyer (McKnight et al., 2002). Trust is also a major prerequisite for building 
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long-term customer relationships and customer loyalty, which are essential for successful 
e-business (Reichheld and Schefter, 2000). 

-Entertainment and excitement need refers to the emotional aspect of website use. This 
need can be addressed by the innovativeness of the website and information offered on 
the website, the so-called Flow-aspect of the website (Loiacono et al., 2002). Mihaly 
Csikszentmihalyi’s Flow Theory conceptualises flow as a “process of optimal 
experience” (Hoffman and Novak, 1996, p. 7). The flow-dimension of websites promotes 
animated, concentrated and motivated consumer behaviour and is important for overall 
customers’ perception of website quality (Hoffman and Novak, 1996; Loiacono et al., 
2002). Flow-aspects of websites, such as innovativeness and entertainment are often 
mentioned as attributes associated with website “stickiness”, which is suggested to be an 
important factor for the creation of customer loyalty in an e-marketspace (Rosen, 2001; 
Khalifa et al., 2002). Zeithaml et al. (2002), however, suggest that flow and other 
experiential, emotion-related variables of website quality are not relevant in the case of 
goal-oriented behaviour, when the context is a purchase. 

-Need to socialise/online customer community refers to customers’ need to share 
interests, be sociable, exchange information with others, and have fun. It is addressed by 
the interactive features of the websites and technology-enabling communication between 
customers, firms and other parties (Wang et al., 2002). 

2.5 Website Quality Factors 

2.5.1 The Notion of Website Quality for a Consumer 

A customer’s perceived quality of a website is driven by the overall value of the use of a 
website, i.e., a customer’s subjective perception of the website’s usefulness. Therefore, 
website quality is suggested to be a function of perceived usefulness of website use (seen 
as the website’s ability to address and fulfil customers’ needs) and subjective quality 
perceptions (Piccoli et al., 2004). 

Website quality factors or features that are associated with the overall quality of a website 
as perceived by website users are essentially website e-services. These e-services are 
widely documented in information technology and Internet marketing studies. Certain e-
services are suggested to positively influence online customer satisfaction, facilitate 
customers’ online operations, and fulfil customers’ needs throughout the stages of the 
shopping process. They are commonly regarded as tools to address online consumers and 
strengthen a website’s e-SQ profile (Shneiderman, 1998; Khalifa and Liu 2002, 2003; 
Loiacono et al., 2002; Piccoli et al., 2004). 

2.5.2 Classification of E-Services 

A number of website e-services are described in the literature. For convenience sake, 
these can be grouped as those related to the online shopping process, user interface and 
website design, and Internet privacy/security issues. 
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Website E-Services Related to the Online Shopping Process 
More broadly, website e-services related to the stages of the consumer’s online shopping 
process – such as pre-purchase, purchase, and after-purchase – can be classified as 
information, communication, and e-commerce/e-transaction e-services. 

Information e-services: Information quality is an important factor contributing to the 
website’s overall success (Liu and Arnett, 2000). The literature documents that useful, 
effective and correct information on the website is one of the most vital e-SQ features 
perceived by website users. Information-related website e-services are especially 
important in the initial stages of the consumer buying process, when the customer needs 
to find the information about the company and its products and evaluate different 
alternatives. Information availability and accuracy is commonly associated with reducing 
perceived customer risks and uncertainty (Money and Crotts, 2003; Nysveen, 2003; 
Gursoy, 2003). Information-related e-services include website customisation, a website 
internal search engine, mailing lists, alternative channels of contact, a prominently 
displayed mailing address and company profile, several languages, links to other 
websites, chat forums, bulletin boards, web self-service offerings such as frequently 
asked questions (FAQs) on most frequently searched issues, etc. (Rust and Lemon, 2001). 

Communication e-services: Various communication e-services, such as e-mails and 
interactive features (e.g., chat, real-time customer support, and Web-based customer 
service centres) are important throughout all the stages of the customer shopping process. 
Effective communication tools allow companies to quickly resolve customer complaints 
and provide customers with timely feedback, which is a major driver of customer 
satisfaction online (Bhattacherjee, 2001; Cho et al., 2002; Buhalis, 1998). Examples of 
important communication website e-services are FAQs, the ability to lodge complaints, 
tools/interface for resolving customer complaints, a Web centre for customer service and 
support, and “click-to-talk”-applications (Rust and Lemon, 2001; Bhattacherjee, 2001). 
Other important e-services that should be named here are online community features, 
such as chat-rooms, guest books, talk forums, and message boards. These are important 
for word-of-mouth and direct marketing (Khalifa et al., 2002; Khalifa and Shen, 2005). 

E-commerce/e-transaction-related e-services: Website e-services allowing e-transactions 
refer essentially to the possibility of engaging and completing an online purchase. 
Examples of these include online product/service information, product previews, online 
reservation and payment functions, various payment methods, dynamic pricing, discount 
offerings or gift certificate availability, tracking services, and sales- and after-sales 
support and complaint resolution, such as product/service support, and availability of 
spare parts (Bhattacherjee, 2001; Nysveen and Lexhagen, 2001a; Nysveen, 2003; 
Nysveen et al., 2003). Other often-mentioned e-services related to the e-commerce/e-
transaction quality of websites are product customisation and personalisation services that 
are a powerful booster of online customer satisfaction (Khalifa et al., 2002). 

Website E-Services Related to User Interface and Web Design 
Generally, website e-services related to user interface, and Web design can be grouped as 
user interface e-services and website customisation/personalisation e-services. 

User interface e-services: User interface e-services relate to the overall perceived quality 
of website design (site layout, fonts, colours) and navigational structure (site 

40



infrastructure, navigational tools) (Shneiderman, 1998; Nielsen, 2000; Liu and Arnett, 
2000; Yang et al., 2003; Gorn et al., 2004). Additionally, multimedia (graphics, visual 
and sound effects, 3D-pictures) is suggested to be a powerful tool for enhancing 
customers’ knowledge about the product or service and reducing risks associated with 
consumer uncertainty (Wan, 2002; Cho et al., 2002). Other examples of user interface e-
services are website maps and menus, decision support features, such as timetables, price 
comparison, website customisation, push-based service such as weather reports, and 
mobile interfaces (Khalifa and Shen, 2005). Important technology-related quality factors 
of websites are downloading times, browser friendliness and continuous and timely 
updating (Rust and Lemon, 2001; Rosen and Purinton, 2004). These factors have, 
however, different importance rankings, as suggested by previous studies. 

For example, the study by Zhang and von Dran (2002), which focuses on quality factors 
of Web design, finds that the rank order of important website quality factors as perceived 
by website users is as follows: (1) navigation; (2) completeness/comprehensiveness of 
information; (3) technical features of the site (especially the search tool feature); (4) 
currency/timeliness/update; (5) accuracy; and (6) readability/comprehension/clarity. 
Rosen and Purinton (2004) propose a different preference scale for website design factors 
(see Table 2.3). They suggest that Web content – including texts, pictures, graphics, 
layout, sound, motion and in future even smell – is one of the main website quality 
features contributing to repeat visits. Their main recommendations for building a 
successful Web design are, then, to adopt a minimalistic approach, combined with eye-
catching appropriate graphics, avoid information overload and keep the design simple. 

Table 2.3 Web Design Quality Factors 
Coherence Complexity Legibility
Simplicity of design Variety in content (text and 

graphics) 
Mini pages on every subsequent 
page

Easy to read Changing graphics Same menu on every page 
Use of categories Different categories of text Site map 
Absence of information 
overload 
Adequate font size 
Uncrowded presentation 

Source: Adapted from Rosen and Purinton (2004), p. 792. 

Website customisation/personalisation e-services: Consumer needs for personalised 
service can be addressed by website customisation and personalisation. Khalifa et al. 
(2002) found website customisation e-services to be one of the most important drivers of 
customer satisfaction in the pre-sales stage. Rust and Lemon (2001) suggest site content 
customisation (changing website appearance, information and service offerings based on 
the user’s preferences) and product personalisation tools (changing product offerings in 
real time based on choices and actions of the customer) are important e-services that 
strengthen the quality of websites. 

Website Quality E-Services Related to Internet Privacy/Security 
Privacy is one of the key dimensions consumers use to evaluate the quality of a website 
(Zeithaml et al., 2002). Security is one of the main concerns of customers in the online 
environment (Liu and Arnett, 2000). “Cyber”-crimes, such as fraud and theft-related 
activities in the electronic environment are commonly referred to as barriers to Internet 
adoption and e-commerce. These crimes are conducted with relatively greater ease than 
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in the physical environment due to the global, impersonal nature of the Internet. Fake 
websites, credit-card information stealing, spamming, and careless handling of 
customers’ personal information contribute to customer perceptions of the Internet as a 
high-risk and unstable business environment (Liu, 2000). 

Offering Internet security-related services (website data protection, encryption and anti-
virus protection) (Ma et al., 2005) and security/safety information on the company’s 
website, as well as clear information about a company’s physical address which can be 
easily checked in the official register, reduces customer uncertainty and risks associated 
with e-commerce and online purchasing. Information about a company’s security and 
safety measures to protect important customer information (addresses, phone numbers, e-
mails, credit card numbers, etc.) registered on the website, should be promoted clearly on 
the website and be open to customers’ scrutiny (Buhalis, 1998). Selling of customers’ 
personal information to third parties is a common strategy for some marketing firms. It is, 
therefore, important in such cases to educate customers visiting the website about the 
firm’s and customers’ rights and responsibilities, as well as to offer customers the 
opportunity to reject such contractual agreements. 

2.6 Assessment and Measurement of Website E-SQ 

2.6.1 Current Trends and Issues in the Area 

Quality is a very elusive and difficult concept to assess, due to its dependency on 
subjective judgements and perceptions. Assessing quality of an intangible construct, as is 
the case with most services, adds even more complexity to it (Parasuraman et al., 1985; 
Grönroos, 1998, 2001a; Gummesson, 1991). Measurement of service quality has gained 
considerable attention in the research (Parasuraman et al., 1998, 1991, 1993, 1994; 
Cronin and Taylor, 1992; Brown et al., 1993; Caruana et al., 2000; Davidson et al., 
2001), while the area of assessing service quality delivery through the Web appears 
understudied. However, assessment of e-SQ recently attracted considerable attention 
from both academia and practitioners due to market trends and the necessity for 
companies to improve the quality of their online offerings (Zeithaml et al., 2002; 
Parasuraman, 2004; Gounaris and Dimitriadis, 2003). 

The most comprehensive research on service quality assessment has been undertaken by 
a team of researchers sponsored by the Marketing Science Institute (MSI), which, in 
collaboration with other researchers in related areas, has been working on 
conceptualisation and assessment of service quality in both physical and computer-
mediated marketspace for more than two decades. The outline of their research is 
presented in Parasuraman (2004) as in Table 2.4. 

Table 2.4 Outline of the Main Research on SQ and E-SQ (the table is continued on the next page) 
Years Research area Authors 

1983-1985 Conceptual model of SQ-GAPS model Parasuraman, A., Zeithaml, V. A., 
and Berry, L. L. 

1985-1988 SERVQUAL instrument -//-
1988-1990 Extended GAPS model -//-
1990-1993 Nature and determinants of service expectations -//-

Source: Adopted from Parasuraman (2004), p. 45. 
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Table 2.4 Outline of the Main Research on SQ and E-SQ (continuation) 
Years Research area Authors 

1993-1994 Refined SERVQUAL instrument Parasuraman, A., Zeithaml, V. A., 
and Berry, L. L. 

1995-1996 Multiple-method listening: a service quality (SQ) 
information system 

-//-

1996-2003 Role of technology in service delivery Parasuraman, A., and Colby, C. 
2000-2003 Understanding and measuring e-service quality (e-

SQ)
Zeithaml, V. A., Parasuraman, A., 
and Malhorta, A. 

2001-2003 Network-based customer service systems Parasuraman, A., Watson, R., 
Brohman, K., and Piccoli, G. 

Source: Adopted from Parasuraman (2004), p. 45.

The main outcomes of this research are frameworks for understanding and assessing 
service quality16 and e-SQ17, and the measurement instruments for evaluating both 
service quality18 and e-SQ19.

The measurement of website e-SQ is in its early stages. Few studies address the issue of 
e-SQ measurement from a conceptual point of view (Ziethaml et al., 2002; Wolfinbarger 
and Gilly, 2003; Parasuraman, 2004). Still, the majority of scales were developed in 
business and consulting companies. Very little work has been done on the assessment of 
the quality of services delivered through the Web. Not all the existing E-SQ scales have 
been thoroughly validated and tested. They also differ in their dimensions and attributes, 
thus leading to poor managerial decisions. There is a lack of comprehensive e-SQ scales 
in the academia, and the majority of existing scales focuses on a limited set of variables. 
Furthermore, not all scales are developed taking the customer’s point of view as a basis 
for understanding the components of e-services, which is an important requirement for 
the development of a quality scale (Zeithaml, 2002; Gounaris and Dimitriadis, 2003). 
Other authors that worked in the area of assessing e-SQ and website quality include, 
Loiacono et al. (2002), Rice (1997), Liu and Arnett (2000), Yang et al. (2001), 
Szymanski and Hise (2000), Huang (2004), Yang et al. (2005). All of them have offered 
different scales for measuring website e-SQ in different industrial contexts. There is also 
a range of e-SQ scales developed by businesses (e.g., BizRate.com, Gomez.com, 
CIO.com) (Ziethaml et al., 2002). 

Main trends in the area of assessing and measuring e-SQ suggested for future research 
include studies of different customer trade-offs, such as a trade-off between e-SQ and 
price, studies of the relationship between traditional SQ and e-SQ in a company, and how 
customer perceptions of service quality delivered through electronic channels and 
websites affect customer perceptions of service quality delivered through traditional 
distribution channels. The trends also include the development of a comprehensive 

16 GAPs Model (see e.g., Parasuraman et al., 1985) postulates that customer service quality deficiency is 
the result of several gaps within the service provider’s organisation.
17 Conceptual Model for Understanding and Improving E-SQ (see Zeithaml et al., 2002) suggests the 
quality of e-service is influenced by several organisational and website deficiencies in information, design, 
and communication areas. See also the more detailed description of the model in section 2.2.2.
18 SERVQUAL measures quality of services as perceived by customers based on several service quality 
dimensions (see Parasuraman et al., 1985, 1988).
19 E-SERVQUAL measures the perceived quality of electronic services or website quality based on several 
e-SQ dimensions (see Zeithaml et al., 2002). For a more detailed description of E-SERVQUAL see section 
2.3.2.
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measurement scale that captures complete service quality in a firm, both in traditional and 
online environments (the authors, however, point that this task may be extremely difficult 
taking the difference between the dimensionality and main components of services and e-
services). Another interesting branch is represented by studies of different demographic, 
behavioural and experiential aspects relating to e-SQ. Here, the authors suggest that the 
relation between age, sex or income and customer perceptions of e-SQ can be studied, as 
well as how different experiences or behaviour can be related to website use or how these 
can influence perceptions of e-SQ quality (Zeithaml, 2002). 

2.6.2 Main Website E-SQ Assessment Techniques 

To date, academia and business have tried to develop scales for measuring website e-SQ 
(Zeithaml, 2002; Wolfinbarger and Gilly, 2003; Parasuraman, 2004; Gounaris and 
Dimitriadis, 2003). The majority of the validated and scientifically developed scales are 
based on the Technology Acceptance Model and feature website usability, informativity, 
design, technical characteristics, functionality and safety of use, etc. (Zeithaml, 2002; 
Loiacono et al., 2002; Rice, 1997; Liu and Arnett, 2000; Szymanski and Hise, 2000; 
Yang et al., 2001; Wolfinbarger and Gilly, 2003; Yang et al., 2005). There are, however, 
different approaches towards assessing website e-SQ. For example, Chen and Wells 
(1999) developed a scale for measuring website quality based on three website quality 
criteria: entertainment, informativeness and organisation (website structure). Huang 
(2004) developed a Web performance scale based on website quality perceptions of 
consumers, which refers to hedonic aspects of website quality (fun, playfulness and 
pleasure associated with the website’s use). 

The majority of scales measuring website e-SQ have been developed in the specific 
industrial service contexts. Many of the existing scales have been developed in the e-
retailing context (Ziethaml, 2002; Ziethaml et al., 2002; Loiacono et al., 2002; 
Wolfinbarger and Gilly, 2003). There are also attempts to evaluate e-SQ of websites in an 
online tourism service context (Chung and Law, 2003). It is seen that there is a need for 
developing different e-SQ measurement scales for different types of websites and 
services offered. In the following sections, we review three main scales developed for 
measuring website e-SQ, namely e-SERVQUAL, WEBQUAL, and eTailQ, which appear 
to be the most comprehensive ones amongst those reported in the literature to date. 

E-SERVQUAL
Zeithaml (2002, p. 136) suggests that the criteria customers use when evaluating website 
e-SQ exist “at various levels of specificity ranging from concrete cues (e.g., one-click 
ordering) to perceptual attributes (e.g., perceived checkout speed) to broader dimensions 
(e.g., efficiency) to higher-order abstractions (e.g., convenience and control)”. E-
SERVQUAL20 has been developed based on this assumption. 

20 The original studies on e-SERVQUAL are reported in two research reports by Zeithaml, Parasuraman 
and Malhorta: “E-Service Quality: Definition, Dimensions, and Conceptual Model”, Working Paper, 
Marketing Science Institute, Cambridge, MA, 2000; and “An Empirical Examination of the Service 
Quality-Value Loyalty Chain in an Electronic Channel”, Working Paper, University of North Carolina, 
2002.
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E-SERVQUAL measures website e-SQ as perceived by customers. It is a method for 
measuring website e-SQ that is based on the same principle as the original SERVQUAL 
method and includes some dimensions similar to those of SERVQUAL. The E-
SERVQUAL scale contains a core and recovery scale, represented by four and three 
dimensions respectively. Core scale is used to measure the customers’ perceptions of 
service quality delivered by online retailers. Recovery scale refers to specific situations, 
when a customer has a question or runs into a problem, in which the three dimensions of 
the recovery scale become silent (Zeithaml et al., 2002). In simpler terms, it can be said 
that core scale refers to the quality of the website itself, while the recovery scale is more 
concerned with the actual performance of the company, rather than with website 
performance. 

Four dimensions of core e-SERVQUAL scale are efficiency, fulfilment, reliability and 
privacy. Efficiency defines customers’ ability to effectively access the website, find their 
desired product and related information, and check it out with minimal effort. Fulfilment
refers to a company’s actual performance in contrast with what is promised through the 
website, and incorporates accuracy of service promises, such as having products in stock 
and timely delivery. Reliability is a technical function of the website such as the extent to 
which it is available and functioning properly. Finally, privacy refers to the company’s 
will and ability to maintain the integrity of customer data (Zeithaml et al., 2002; 
Zeithaml, 2002). 

Three recovery dimensions of e-SERVQUAL are responsiveness, compensation and 
contact points, which are mainly concerned with the situations which arise when a 
problem needs to be solved and “personal service” is required. Responsiveness defines 
the company’s ability to provide appropriate problem-solving mechanisms (online 
complaint handing, handling returns mechanisms, online guarantees, etc.). Compensation
involves money-back guarantees, return of shipping and handling costs. Contact points
refers to customers’ need to speak to a “live” customer service agent online or on the 
phone, and defines the company’s ability to offer such support in real-time via online or 
other means of communication (Ibid.). 

WEBQUAL 
Loiacono et al. (2002) propose a novel method of evaluating website quality using the 
instrument WEBQUAL™. WEBQUAL focuses on the website interface and is suggested 
to be one the most empirically grounded e-SQ scales (Wolfinbarger and Gilly, 2003). 
WEBQUAL is developed based on the conceptual background of the Theory of Reasoned 
Action (TRA) and the Technology Acceptance Model (TAM). The main idea behind the 
use of WEBQUAL is that it is possible to predict the re-visit/re-use behaviour of web 
users based on their perceptions of overall website quality. The instrument consists of 
four constructs, namely usefulness, ease of use, entertainment, and complimentary 
relationship, which include a range of website dimensions, each of which is evaluated by 
a website visitor according to his/her perceptions of website quality (Loiacono et al., 
2002).

Usefulness includes informational fit-to-task, interactivity, trust and response time 
dimensions. Informational fit-to-task refers to the quality of the information offered on 
the website, its appropriateness and the method of presentation. Interactivity is the 
website’s ability to allow different flows of communication between the site’s users and 
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the company’s personnel, interactive search for information, and transactions through the 
website. The trust dimension refers to maintaining the privacy of customer information 
provided through the website. Response time is the website’s technical characteristics in 
relation to loading time in a user’s browser and the time required to complete transactions 
with the website. Ease of use includes ease of understanding and intuitive operations 
dimensions. Ease of understanding refers to the quality of website structure and user 
interface, such as Web layout, site hierarchy of pages, etc. Intuitive operations refers to 
the ability to learn how to operate the website quickly and without great effort. 
Furthermore, the entertainment construct consists of the visual appeal (presentation 
graphics and text), innovativeness (“aha”/surprise element associated with creativity and 
uniqueness), and flow-emotional appeal (the website’s ability to deliver enjoyable and 
engrossing experiences for users) dimensions. Finally, complimentary relationship 
construct includes consistent image (the website’s ability to accurately reflect the 
company’s image promoted through other communication channels), on-line 
completeness (the website’s overall ability to suit customers in their operations), and 
better than alternative channels (the website’s ability to act on the same level or better 
than alternative marketing channels) dimensions (Ibid.). Original WEBQUAL items are 
presented in Table 2.5. 

Table 2.5 Original WEBQUAL Items by Construct (the table is continued on the next page) 
USEFULNESS:
Informational Fit-to-
Task

The information on the Web site is pretty much what I need to carry out my tasks. 
The Web site adequately meets my information needs. 
The information on the Web site is effective. 

Interactivity The Web site allows me to interact with it to receive tailored information. 
The Web site has interactive features, which help me accomplish my task. 
I can interact with the Web site in order to get information tailored to my specific needs.

Trust I feel safe in my transactions with the Web site. 
I trust the Web site to keep my personal information safe. 
I trust the Web site administrators will not misuse my personal information.

Response Time When I use the Web site there is very little waiting time between my actions and the Web site’s 
response. 
The Web site loads quickly. 
The Web site takes long to load.

EASE OF USE:
Ease of 
Understanding

The display pages within the Web site are easy to read. 
The text on the Web site is easy to read. 
The Web site labels are easy to understand. 

Intuitive Operations Learning to operate the Web site is easy for me. 
It would be easy for me to become skilful at using the Web site. 
I find the Web site easy to use.

ENTERTAINMENT:
Visual Appeal The Web site is visually pleasing. 

The Web site displays visually pleasing design. 
The Web site is visually appealing. 

Innovativeness The Web site is innovative. 
The Web site design is innovative. 
The Web site is creative. 

Flow-Emotional 
Appeal 

I feel happy when I use the Web site. 
I feel cheerful when I use the Web site. 
I feel sociable when I use the Web site. 

COMPLIMENTARY RELATIONSHIP:
Consistent Image The Web site projects an image consistent with the company’s image. 

The Web site fits with my image of the company. 
The Web site’s image matches that of the company. 

On-Line 
Completeness 

The Web site allows transactions on-line. 
All my business with the company can be completed via the Web site. 
Most all business processes can be completed via the Web site. 

Source: Adapted from Loiacono et al. (2002), pp. 9-10.
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Table 2.5 Original WEBQUAL Items by Construct (continuation)
COMPLIMENTARY RELATIONSHIP:
Better than 
Alternative Channels 

It is easier to use the Web site to complete my business with the company than it is to telephone, 
fax, or mail a representative. 
The Web site is easier to use then calling an organizational representative agent on the phone. 
The Web site is an alternative to calling customer service or sales. 

Source: Adapted from Loiacono et al. (2002), pp. 9-10. 

Overall, based on a review of the WEBQUAL items, it can be said that with WEBQUAL 
a website is judged for its ability to satisfy customer needs. One important limitation of 
the WEBQUAL-instrument is that its development was based on the responses of 
undergraduate students, who evaluated several selected e-retailing websites. Another 
important limitation is that respondents also were not on-going customers of the websites 
they were evaluating. Therefore, further confirmatory research is needed with broad 
samples of “real” customers of websites (Ibid.). 

eTailQ
eTailQ, developed by Wolfinbarger and Gilly (2003), is the scale for measuring and 
predicting e-tail quality. The authors aimed to develop a reliable and valid scale for the 
measurement of e-tail quality. The scale was developed in a three-stage study approach: 
focus group discussions with online buyers (first stage of research); conceptualisation and 
categorisation of emerged items (e-tail quality dimensions) from the customer’s 
perspective (second stage of research); and an online survey to determine the scale 
dimensions (factors) (third stage of research). The results suggest that four website 
quality dimensions (or factors) can predict customer judgements of quality and 
satisfaction with the website, namely website design, fulfilment/reliability, 
privacy/security, and customer service. Here, fulfilment/reliability refers to (a) the 
accurate display and description of a product (what you get is what you buy) and (b) 
delivery of the right product within the time frame promised. Website design refers to all 
elements of the consumer’s experience at the website (except for customer service), 
including navigation, information search, order processing, appropriate personalisation 
and product selection. Customer service refers to a responsive, helpful, willing service 
that responds to customer enquiries quickly. Finally, security/privacy refers to the 
security of credit card payments on the website and privacy of shared information (Ibid.). 
The scale was subjected to several validity and reliability tests, the results of which 
suggest that the scale performs well. The design logic behind the original eTailQ scale 
strongly resembles the WEBQUAL scale, offering to test website quality based on the 
judgements of website users concerning the website’s performance. Overall, website 
users are asked to state how well the website performs, in their opinion, along with 40 
statements that can be grouped within the four named factors. 

2.6.3 Criticism and Comparison of the Reviewed E-SQ Scales 

WEBQUAL, e-SERVQUAL and eTailQ appear to be the most comprehensive validated 
scales for measuring website e-SQ that are described to date in academic literature. It is 
difficult to say, though, which technique is better without a complicated test. There are, 
however, several reported limitations of the WEBQUAL instrument in comparison to e-
SERVQUAL.
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WEBQUAL measures the perceptions of website visitors who use various website quality 
attributes (such as functionality, appearance of user interface, technical characteristics, 
etc.). Parasuraman (2004) suggests this approach can be misleading since the results of 
such ratings can be high on service attributes, but do not reveal important service 
shortcomings, because they do not consider the complex nature of customer service 
expectations. It is suggested a customer does not have a single “ideal” level of 
expectations, but his expectations are rather outlined by an interval, “zone of tolerance”, 
out-bounded on the top level by the “desired service” situation, which “customers believe 
can and should be delivered”, and on the bottom level by “adequate service”, which is a 
minimal acceptable level of customer service (see Figure 2.4). Furthermore, several 
important initial instrument dimensions – “Customer Service” and “Functional fit-to-
task” – were eliminated in WEBQUAL after instrument validation procedures. It is 
arguable whether such elimination was appropriate, considering the importance of these 
website quality criteria reported in the literature. 

Parasuraman and Zinkhan (2002) and Zeithaml et al. (2002) express a similar view of 
WEBQUAL, highlighting that this instrument focuses mostly on the technical quality of 
the website itself, rather than with the provision of service quality through the website. 
They also point out that in a buying situation, when the user is typically goal-oriented and 
motivated by an intention to purchase a product or service, the entertainment-related 
criteria of the website, such as Flow or Innovativity dimensions of WEBQUAL, are not 
relevant. Zeithaml et al. (2002) suggest that WEBQUAL is the scale that is mostly usable 
for web designers, who need to determine ways of improving a website to positively 
affect the interaction perceptions of users. 

E-SERVQUAL measures e-SQ throughout the complete customer shopping experience, 
taking into account both the pre-website and post-website stages of this process. 
Therefore, a website is rather considered simply as a platform for company-customer 
contact, and its quality is measured by e-SERVQUAL, based on how well the website 
works as a channel for delivering service quality to customers. In other words, a website 
is seen as one of the company’s instruments for delivering quality service to customers. 
WEBQUAL is concerned with a website more as an independent instrument of a 
company in delivering service quality to customers. The authors of WEBQUAL 
differentiate between consumers’ offline and online experiences. As was correctly 
mentioned by Zeithaml et al. (2002), WEBQUAL is, therefore, concerned with the 
technical service quality of a website, not how a website works as a platform for 
delivering e-SQ to customers. In other words, it can be said that WEBQUAL considers a 
website itself as a particular e-service of a company, delivered to customers by means of 
the Internet. Summarising, it appears that the two instruments were developed for slightly 
different purposes and have different limitations. 

As for eTailQ, it appears to take into account the reported criticism of both WEBQUAL 
and e-SERVQUAL. The discussion in the study by Wolfinbarger and Gilly (2003) 
suggests the authors’ awareness of these issues. eTailQ was developed using a 
comprehensive research studying consumer perceptions of the importance of various etail 
quality attributes. Wolfinbarger and Gilly (2003) report that eTailQ’s four factors display 
strong relationships with quality, customer satisfaction and loyalty intentions, which 
suggests strong predictive validity of the scale. However, the authors point out that their 
purpose was rather to develop a general model of etail quality, and additional research is 
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needed to investigate how different product categories may affect the importance of the 
four factors in their scale. 

In summary, it can be said that the reviewed instruments display similarities, particularly 
in relation to what dimensions of website e-SQ they measure, and the assumptions behind 
the scale design. Also, the methods the authors use appear to be similar (focus groups, 
expert evaluations, etc.). All three scales were developed for measuring website e-SQ in 
an e-retailing context. Taking the e-SQ scale development process more broadly, it can 
be said that the results expressed by different researchers vary substantially. Wolfinbarger 
and Gilly (2003) suggest this is probably due to the fact that the researchers had a 
different focus, methodological approach and assumptions about the needs of online 
consumers. 

2.7 E-SQ in Tourism: Issues and Recent Findings in the Area 

The following sections briefly review the state of e-SQ research in tourism, touching on 
the areas of online tourism consumer behaviour, e-SQ profile of tourism websites, and 
current research trends in e-SQ assessment techniques developed for tourism websites. 

2.7.1 Current Trends and Issues in the Area 

For a long time, service quality has been an important issue in the tourism and hospitality 
industry (Camis n, 1996; Harrington and Akehurst, 1996; Miyoung and Haemoon, 1998; 
Lam and Zhang, 1999; Ekinci and Riley, 2001; Ekinci et al., 2003; Bigné et al., 2005). 
The recent concern of tourism businesses has been to achieve competitive advantage 
through delivery of e-service quality to customers (Sigala and Sakellaridis, 2004). It is 
suggested that tourism businesses can achieve significant competitive advantage and 
differentiate themselves through online delivery of customer value and improving e-SQ. 
As mentioned earlier, the area of e-SQ in e-tourism appears, however, understudied in the 
literature compared to the e-retailing sector. Studies dedicated to the quality dimensions 
of tourism-related websites are few and vary widely in their conceptual bases and 
research focus. Some studies focus on management perceptions of website quality criteria 
and are concerned with the marketing effectiveness of the website, i.e., how well the 
website is able to target end customers and promote specific tourism services (Jung and 
Butler, 2000; Chung and Law, 2003). Other studies focus on customer perspectives, and 
provide some insights from tourism website users’ and tourists’ perceptions of website 
quality and success factors (Nysveen and Lexhagen, 2001a,b; Nysveen, 2003; Nysveen et 
al., 2003; Law and Hsu, 2005; Panagiotarakis et al., 2004; Law and Hsu, 2005). Few 
studies offer a comprehensive description of the online needs of tourism consumers and 
consumer requirements for e-SQ of tourism-related websites. 
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2.7.2 Understanding Tourism Consumer Online Needs and Requirements for the E-
SQ of Tourism-Related Websites 

Tourism Consumers’ Uses of the Web 
Understanding how tourism consumers behave is critically important to tourism 
marketers; without this understanding it is impossible to design an appropriate marketing 
response to consumers’ needs. Tourism consumers’ uses of the Web can be summarised 
into three groups of activities: information search, online communication, and online 
shopping (Buhalis, 1998; Nysveen and Lexhagen, 2001a,b; Morrison et al., 2001; Heung, 
2003; Sharma and Sheth, 2004). 

Information search: Tourism consumers use the Web to search for information about 
tourism-related products and prices, destinations and attractions. Availability of 
information reduces customer uncertainty and perceived risks (Nysveen, 2003). The 
Web’s informational capability determines its popularity amongst consumers as a rich 
source of information and a cost- and time-effective alternative to traditional sources, 
such as brochures, magazines, catalogues, etc. The Web also offers additional services for 
price comparisons, search engines on pre-determined criteria and expert opinions in 
related chat-rooms and forums (Wang et al., 2002). 

Online communication: Travellers visit online tourism communities, thematic discussion 
and chat forums, where they can communicate with other past, current or potential 
travellers to specific destinations in search of tourism-related information. Tourists also 
visit tourism companies’ websites and engage in direct communication with companies’ 
customer-support personnel to facilitate purchases, receive information about products 
and prices or resolve a problem (Buhalis, 1998; Wang et al., 2002). 

Online shopping: The number of tourism consumers buying on the Internet has increased 
tremendously. The Web and tourism websites add value to consumers’ shopping process 
by facilitating information search, comparing different prices and alternative products, 
saving time and reducing costs, and offering a secure and convenient way of finalising 
transactions through online reservations and payments. The security of online 
transactions is one of the major concerns and reasons for an unwillingness among 
consumers to pay online (Chu, 2001). Recent developments, such as cryptographic 
systems for online payments and Internet-payment cards, offer solutions to these 
problems (Ma et al., 2005). 

Online Tourism Consumer Needs 
Modern hospitality organisations need to have an in-depth knowledge of customer needs, 
behaviour and preferences and “be aware of the ways in which the services delivered 
create value for the customers and stimulate their retention and loyalty” (Minghetti, 2003, 
p. 141). Studies in the field have reported similar patterns of online consumer behaviour 
in the e-tourism sector. However, there are some differences in how tourism consumers 
perceive the importance of certain e-SQ attributes of websites. 

It is suggested that the information quality of tourism-related websites is vital to potential 
online buyers. Information availability and access is associated with a reduction of 
perceived buyer risks and uncertainty avoidance. For example, Money and Crotts (2003) 
found that purchasers of travel packages, who have a higher tendency towards 
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uncertainty avoidance, seek means to reduce their perceived risks by searching for 
information about product/services and travel service providers. Nysveen and Lexhagen 
(2001a) investigate a number of information-related services, such as contact information 
and maps. Nysveen (2003) claims that a fundamental feature of a tourism website is 
contact information, e.g., telephone numbers, giving the potential customer the possibility 
of reducing the risk associated with a pure online exchange. Panagiotarakis et al. (2004) 
highlight five value-adding e-services that are especially important for ship travellers, 
namely schedule information, ship location, trip/port weather and tourist information. 

Buhalis (1998) suggests a tourism website should offer communication features, allowing 
interaction between the service provider and customers in a buying context. Here, 
features such as travel advice, confirmation of reservations and orders, deposits and full 
settlement are important (Ibid.). Similarly, Wan (2002) finds that a user-friendly 
interface, variety of information available on the website and an online reservation and 
booking feature (i.e., the possibility of making reservations or paying by credit card 
directly on the website) increases customer satisfaction. 

Online reservations/booking is highlighted as a particularly important value-adding 
feature for tourists. The reason is that reserving and booking a trip is the prime role of a 
physical travel agency. This role is now fulfilled to an increasing degree by tourism 
websites (Nysveen and Lexhagen, 2001a, b; Panagiotarakis et al., 2004). Law and Hsu 
(2005) suggest that reservation and room rates are the most preferred attributes according 
to rankings by the users of hotel websites. Reservation and booking ability is probably 
the most important e-SQ of modern tourism-related websites (Chu, 2001). 

Nysveen et al. (2003) describe several value-added services that are important to tourists. 
Examples are customer community, search engines and personalisation (or site 
customisation). The underlying assumption is that these services add convenience and 
give customers visiting tourism websites more control over the purchase process (Ibid.). 

Wang et al. (2002) suggest a virtual community is a powerful tool for enhancing 
customer relationships and building loyalty, from which the tourism industry in particular 
can benefit. A virtual community is a “virtual space” that draws people together 
according to their interests, and allows them to share information and aggregate 
resources. Here, potential travellers can obtain information about trips through travel 
guides, newsletters, online brochures and similar sources. A community’s forums for 
communication, such as bulletin boards and chat rooms, allow travellers to share their 
experiences, ask questions and cultivate relationships with people far away. Virtual 
community e-services can be highly effective in reducing consumer risks commonly 
associated with Internet shopping, because they give consumers access to neutral, word-
of-mouth information from fellow consumers about the tourism destination or tourism 
products.

Wöber et al. (2002) study the success factors of European hotel websites. Among these 
they mention graphical information (multimedia), diversity of the language used (textual 
richness), ease of navigation, interactivity, reservation and booking features, and the 
number of languages available. The success of the website was measured by the number 
of bookings and awareness of tourists, and the findings conclude that the crucial features 
of tourism-related website success are multilingual content and interactive site features. 
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Chu (2001) offers a good description of tourism consumer needs in the study of Hong 
Kong travellers’ needs and expectations towards airline/travel websites. The study 
suggests that three main factors outline the quality of website content as perceived by 
website users: informativity, interactivity, and attractiveness. A website should be 
informative in the way that it offers travel/destination-related information, flight/route 
schedules, price information, and informational services aiding the customer planning 
process, such as hotel booking, car rentals, attractions, cuisine, weather conditions, local 
tours, train passes, travellers’ checks, travel insurance, custom policies, online currency 
converters, online entertainment guides and frequent-flyer programmes. Interactive
website e-services refer to online booking facilities and product personalisation, such as 
the ability to book a specific seat in an aircraft and online meal reservation. Furthermore, 
the content of the website should be attractive for it to be an effective marketing tool and 
so that it can attract website users. It is suggested that the offering of special travel 
packages, discounts, bonus mileage, souvenirs, gifts, coupons and cash rebates on the 
website can increase the attractiveness of the website’s content as perceived by the 
website user, as well as encourage the use of online booking and payment and repeated 
visits of the website (Ibid.). 

Chu (2001) points out that an area of special concern for travellers is Internet safety and 
security. Special consumer needs in this area concern special components in the online 
booking system, such as authentication (to prove the identity of the parties in an 
electronic transaction), confidentiality (to protect the content and information of a 
transaction from unauthorised third parties), integrity (to protect the content of a message 
that has not been tampered with), non-repudiation (to agree to the terms of transactions 
and prevent denial of commitment), and legal commitment (to protect an electronic 
transaction with legal backing) (Ibid.). 

2.7.3 E-SQ Profile of Tourism Websites in Current Research 

In summary, the recent findings suggest that important e-SQ attributes of tourism-related 
websites in terms of how well websites can satisfy customer needs and facilitate the 
online shopping process are information wealth of the websites, their communication and 
interactivity features, quality of user interface, reservation/payment features and 
safety/security features allowing safe e-transactions via the websites. 

Travel websites offering good information features have a better chance of promoting 
web users’ interest in products and assisting them in their buying choices. Important 
types of information to offer include company-related information (physical address, 
clear description of activities, clear contact information and alternative channels of 
contact, etc.), products and services-related information (seasonal availability, 
product/service presentation with text, pictures or multimedia, and other relevant 
information), information on prices (high/low-season prices, special deals and discounts, 
gift cards and cooperation agreements, group-price information, etc.). Multimedia is also 
an important information-related feature associated with uncertainty avoidance, and, 
therefore, can be recommended as an advisable feature to have on travel-related websites. 
However, an important concern with multimedia features is that they should not affect 
website downloading times and be browser-friendly, otherwise they will work against 
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and decrease the quality of the website (Buhalis, 1998; Nysveen and Lexhagen, 2001a; 
Nysveen, 2003; Wöber et al., 2002). 

Communication e-services, such as the ability to complain, e-mail, and website-based 
customer support, allowing interactive dialogue between the tourism service provider and 
customers, are important for reducing customers’ perception of risk , problem solving and 
the shopping process. Online community communication features, such as chat forums, 
message boards and online subscription services offered on the tourism website, allow 
customers to gather information about the providers, the destination and related tourism 
products from fellow consumers, and are important risk and uncertainty reducing 
activities (Buhalis, 1998; Wang et al., 2002; Chu, 2001; Wöber et al., 2002). 
The user interface of a tourism-related website should be entertaining and attractive, as 
this is in the nature of the industry. Web design should be simple, but captivating. 
Multimedia is an important feature to use in tourism, because it can give a potential 
tourist a travel “preview,” a grasp of the tourist destination or the attraction. A tourism 
website should not be overloaded with complex functions and information. An important 
quality characteristic is fast downloading times and browser friendliness, i.e. a website 
should be accessible and functional when opened in different browsers (Wan, 2002; Chu, 
2001).

E-commerce/e-transaction features such as product customisation, online reservation and 
payment features add flexibility and effectiveness to tourism consumers’ shopping 
processes. The majority of studies on tourism consumers’ online needs have reported that 
online reservation and payment features are the most preferred and important features of 
the websites of hotels, attraction-providers, and public and private transport companies. 
Tourism website users also reported that it is important for them to see the location of the 
hotel room, access information about the view from the window, etc. (Nysveen and 
Lexhagen, 2001a,b; Chu, 2001; Panagiotarakis et al., 2004; Law and Hsu, 2005). Some 
studies report that a range of e-services related to various travel needs, such as currency 
converters, weather forecast reports, local transport schedules and fares, local attractions 
and events information, or links to related websites offering relevant travel information 
might be of importance to tourism consumers (Chu, 2001; Nysveen et al., 2003; 
Panagiotarakis et al., 2004). 

Safety of Internet payments is the major concern of tourists who choose to pay for their 
ticket, hotel room or trip directly on the website. Website quality features that improve 
the customer’s website safety and security should be of concern to a tourism company, 
offering an online payment facility (Chu, 2001). 

Overall, it can be concluded that the e-SQ features of tourism websites significantly 
resemble those of e-retailing websites. However, there are some important differences 
that should be mentioned. These concern the consumer-perceived importance of 
variations regarding some e-services in the context of the online distribution of tourism 
services in contrast to the e-retailing sector, as well as specific online needs of consumers 
of tourism services. For example, some website e-services are reported to be especially 
important for tourism-related websites, while others may be of less importance. For 
example, Piccoli et al. (2004) suggest basic transaction services are especially well suited 
for travel services low in knowledge uncertainty, such as airline tickets or hotel 
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reservations. However, online order tracking services may be less important in travel 
services (Ibid.). 

2.7.4 Current Trends and Issues in Measuring Tourism Website e-SQ 

Assessment of e-SQ in tourism and hospitality research repeats the common pattern of 
this research area: while the measurement of service quality has always been extremely 
important for tourism service providers (Luchars and Hinkin, 1996; Weiermair and 
Fuchs, 1999; Ekinci and Riley, 2000), assessment of e-SQ appears to be understudied and 
lacks tradition and well-developed instruments. The most common method of assessing 
website e-SQ used by tourism marketers is through an evaluation of website success and 
marketing effectiveness based on the number of hits and bookings made through the 
website (Jung and Butler, 2000; Wöber et al., 2002). Existing methods have different 
effectiveness rates when applied to different tourism services (Jung and Butler, 2000). 

Most of the published studies assessing website e-SQ in tourism and hospitality literature 
focus on the availability of the different quality features on the websites (Chung and Law, 
2003). There appears to be a lack of studies that develop tourism website e-SQ scales 
based on the website’s ability to meet customer needs. Previous studies regard the ability 
of the service to meet customer needs as a crucial requirement for service quality. In the 
case of website e-SQ, this dependency remains. For example, Piccoli et al. (2004), 
offering the taxonomy of online customers’ needs, make a clear connection between 
perceived website quality and its ability to meet the needs of customers seeking 
fulfilment in an online environment. Customer needs are named as the most important 
factor for tourism-related websites to succeed (Law and Leung, 2000). Chung and Law 
(2003, p. 120) suggest that “website visitors would ultimately reward a company if the 
site can provide valuable services that benefit their visitors. Unfortunately, many 
hospitality companies still do not have adequate knowledge to build a useful website”. 

Law and Hsu (2005) studied customer perceptions of the importance of quality 
characteristics of hotel websites and developed a scale-like indicator of hotel website 
quality as perceived by consumers. The quality features include five website dimensions 
involving 40 attributes. The majority of website quality features reported by Law and Hsu 
(2005) are information-related, which is consistent with the pivotal role of information in 
the tourism industry. The study reported that the most important quality characteristics of 
hotel websites as perceived by e-travellers are reservation information, facilities 
information, and contact information. Surrounding areas of information and website 
management features were found to be less important (Ibid.). 

Chung and Law (2003) offer an assessment technique for evaluating the e-SQ of travel 
websites. Their technique is based on five proposed hotel website e-SQ criteria, namely 
information, customer contact information, reservations information, surrounding area 
information, and management of websites, for which performance scores are calculated, 
based on their level of importance. In their study, managers of hotels are used as 
respondents.
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CHAPTER 3 «HYPOTHESES FORMULATION AND FRAME OF 
REFERENCE»

The purpose of the following chapter is to outline the study hypotheses and research frame of reference that 
will guide the empirical part of the study. It starts with the general discussion of the purpose of the chapter, 
conceptual basis outlined in Chapter 2 “Literature Review” and main considerations for the stated 
research problem emerged after the literature study. This is followed by the formulation of the research 
hypotheses. At the end of the chapter, the emerged research frame of reference is presented.

3.1 Discussion 

3.1.1 Purpose of the Chapter 

As outlined in Chapter 1, the research problem of the present thesis was formulated 
within the application area Internet tourism marketing as “What Constitutes Tourism 
Website E-Service Quality?” Chapter 2 reviewed the main theoretical areas in the frame 
of the research problem. The purpose of the present chapter is to formulate the 
hypotheses of the present study within the research conceptual basis and outline the 
frame of reference, which will guide the empirical part of the research. With this in mind, 
we will first discuss the conceptual basis of the present study and, then, proceed with 
hypotheses formulation and outline the research frame of reference. 

3.1.2 Conceptual Basis of the Study 

As seen, the study conceptual background is interdisciplinary and benefits from the 
theories in the areas of Service Marketing, Internet Marketing and Tourism Marketing. 
However, the main conceptual basis of the study should be defined as Electronic Service 
Quality, which is based on the classical Technology Acceptance Model and Consumer 
Behaviour theories. In the frames of this conceptual basis, the relevant studies are those 
referring to website e-SQ and the online needs of customers. 

The literature makes a strong point on the pivotal role of websites in the delivery of 
quality service to a consumer in an online environment. Central studies suggest that 
companies should strive towards delivering excellent e-SQ to customers, which can be 
achieved through addressing customer needs in an online shopping environment. It is, 
therefore, important to develop website quality assessment techniques, which consider 
customer needs that are amenable to fulfilment online (Zeithaml, 2002; Zeithaml et al., 
2002; Loiacono et al., 2002; Wolfinbarger and Gilly, 2003; Parasuraman, 2004; Piccoli et 
al., 2004). It is suggested that companies need to design their websites in a way that e-
services offered on the website add value to customer online operations and meet the 
online needs of customers. Another important consideration is that website e-SQ 
assessment techniques should be developed within a specific industrial service context, 
because services are highly heterogeneous in their characteristics, which leads to the 
consideration that different e-SQ attributes should be included for different services and 
websites.

Assessment and measurement techniques concerned with website e-SQ are in their early 
stages of development. The most comprehensive and up-to-date website e-SQ scales 
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represented by e.g., e-SERVQUAL, WEBQUAL and eTailQ were developed in e-
retailing context, and there are limited data on how these perform in different service 
contexts.

It must be also mentioned that the vast amount of the literature, relevant to the conceptual 
basis of the present study, comes from the e-retailing context. Considerably fewer studies 
on e-SQ and online consumer behaviour can be found in the field of tourism and 
hospitality research. 

3.1.3 Main Considerations after Literature Review 

Summarising the main points brought to our attention after the literature review, it can be 
said that although website e-SQ has recently become a popular issue and a considerable 
research has been already done in this area, many important issues remain neglected 
(Zeithaml, 2002; Zeithaml et al., 2002; Parasuraman, 2004). Researchers have not 
reached an agreement on what e-services are important to have on the website, nor is 
there a consensus on the relationship between the profiles of website e-services and their 
ability to address online consumer needs. Another issue is that website e-SQ should 
usually be considered within a specific industrial context and a website’s primary purpose 
(to give information, to sell, or both), which brings the need to verify e-SQ instruments in 
the frame of these specific considerations. Consequently, the main factors concerning e-
SQ of a tourism website are: 

- The awareness and fulfilment of online consumer needs;
- E-service profile of tourism website (or tourism website service design); and 
- Accurate assessment of tourism website e-SQ.

In the frame of these considerations, two main questions emerged as to what can 
constitute tourism website e-SQ:

(i) How can an e-SQ profile of a tourism website be presented, taking into 
consideration the necessity to address online needs of tourism consumers, as to 
what e-services should be included into such profile? 

(ii) How can a reliable and valid tourism e-SQ scale for assessment of the tourism 
website e-SQ profile be designed? 

To answer these questions, the present study will proceed with the formulation of the 
hypotheses.

3.2 Hypotheses Statement 

3.2.1 Hypothesis I: Tourism E-SQ Profile 

E-services are the means to raise website e-SQ profile and increase online customer 
satisfaction (Khalifa and Liu, 2002, 2003; Khalifa et al., 2002; Khalifa and Shen, 2005; 
Zeithaml et al., 2002). Customer satisfaction is associated with customer retention and 
loyalty in both the physical and virtual marketplaces (Wolfinbarger and Gilly, 2003). The 
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basic definition of customer satisfaction suggests that a customer tends to be content with 
the product or service when the perceived value of that product or service is greater than 
the purchasing or receiving costs. In the case of e-services and websites, the same 
underlying value-minus-costs principle applies, but, instead of the price paid for the 
actual service, the value of using the website e-services is compared to the perceived 
costs of browsing the website, which can be time and money (costs of Internet access) 
(Piccoli et al., 2004). E-services on the website can potentially increase the value of the 
website use for the customer, thus, broadening a plus-gap between the costs and value 
(Ibid.). This suggests that a customer should be satisfied with the website, which 
succeeds in increasing customer value by fulfilling customer needs primary to the 
purpose of the website visit. The main question here is what e-services are potentially 
important to increasing customer satisfaction with a tourism website. 

It is suggested that the right design of services is important to the quality that is perceived 
and evaluated by the customer. It is, then, necessary to consider a service design quality,
which is, as stated by Edvardsson (1996, p. 50), the quality “built into the construction of 
a service”. The construction of the quality e-service profile of a website is essential for 
assuring website e-SQ from the customer point of view. Grönroos et al. (2000) suggest 
the e-SQ design should be reflected by the nature of a core service (tourism, in this case) 
and offer quality user interface, facilitating services, supporting services and participation 
(e.g., product personalisation) and communication services (customer-customer and/or 
customer-company). Reviewed literature suggests that tourism websites can benefit from 
offering e-services, which add value to online consumer shopping operations throughout 
the online shopping process. These e-services are information, communication, 
transaction and safety/security and e-services related to user interface, technology and 
navigation (Buhalis, 1998; Liu, 2000; Nysveen and Lexhagen, 2001a, b; Chu, 2001; Wan, 
2002; Wöber et al., 2002; Wang et al., 2002; Nysveen, 2003; Nysveen et al., 2003; 
Panagiotarakis et al., 2004; Law and Hsu, 2005). Some of the e-services might have more 
importance to potential tourism service buyers. For example, information, transaction, 
and reservation and payment website e-services were found to be particularly important 
for and sought out by tourism consumers (Nysveen and Lexhagen, 2001 a,b; Chu, 2001; 
Nysveen, 2003; Panagiotarakis et al., 2004; Law and Hsu, 2005). 

As seen, the reviewed literature (both from e-retailing and tourism) suggests that some e-
services can be strongly associated with online customer satisfaction, and as a 
consequence with the website’s ability to satisfy online customer needs. The study 
hypothesises that the twenty selected from the literature e-services (see Table 3.1) add 
value to tourism consumers’ online shopping operations as perceived by the consumers, 
and, therefore, can comprise an e-SQ profile of a tourism website. This brings the 
discussion to the point, at which the first study hypothesis can be formulated: 

Hypothesis I: The majority of the 20 selected e-services (website e-SQ items) comprise 
a reliable and consistent e-SQ profile of a tourism website. 
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Table 3.1 Hypothesised Tourism Website E-SQ Profile* 
Tourism E-Services Description 

1. Company info Detailed information related to the company and its activity 
2. Product info Ability to gather in-depth information about tourism products/services 
3. Chat/customer 

forum/guestbook
Opportunity to communicate with other customers via the website and learn 
about previous customer experiences 

4. Tourism info Ability to obtain other relevant tourism information on the website 
5. Direct links Direct links to other websites providing the relevant tourism information 
6. Online order tracking A website feature that allows customers to monitor their order’s status 
7. Product personalisation Ability to tailor tourism product/service to the customer’s specific needs 
8. Website interaction Ability to interact with the company through the website 
9. Online reservation & payment Ability to book the product/service and choose to pay for it directly on the 

website
10. Website map Hierarchical diagram of the pages on the website 
11. Location features Website’s ability to show customer’s current location within the website 
12. Local search engine Search engine located on the website that enables visitors to search on 

keywords in order to quickly locate specific information and pages on the 
website

13. User-friendly interface Visually pleasing and entertaining appearance of the website, its graphical 
interface (choice of layout, fonts, colours, etc.) 

14. Personal info storage Opportunity for customers to store personal information and history of their 
previous transactions with the company 

15. Website customisation Ability to filter the website content according to customers’ preferences and 
interests 

16. Mailing list subscription Subscription to the company’s mailing list to receive personalised information 
about offers, campaigns, news, etc. 

17. Browser
efficiency/friendliness 

Ability to open and operate the website without any problems in browsers, other 
than Internet Explorer, for example, in Opera, Mozilla, or Safari 

18. Safety & security information Information related to safety and security on the website 
19. Multimedia Multimedia features 
20. Customised product search Ability to search for a product/service based on the pre-selected criteria 

* Tourism e-SQ profile is seen here as a number of website e-services that are particularly important for 
tourism website users and useful for meeting the online needs of tourism consumers. 

3.2.2 Hypothesis II: Online Customer Needs Fulfilment 

As mentioned, the reviewed literature in the area of online consumer behaviour related to 
website e-SQ highlighted the importance of meeting customer needs in an online 
environment. It is suggested that website e-SQ profile is judged by customers on the basis 
of how well a website can meet their needs (Zeithaml, 2002; Zeithaml et al., 2002; 
Loiacono et al., 2002; Wolfinbarger and Gilly, 2003; Parasuraman, 2004; Piccoli et al., 
2004). Customer needs form prerequisites for website quality and e-services that should 
be offered on websites to guarantee a positive Web experience for a customer (Zeithaml 
et al., 2002; Parasuraman and Zinkhan, 2002). There are a number of customer needs, 
fulfilment of which can be associated with a positive on-website customer experience. 
Piccoli et al. (2004) presents the most comprehensive up-to-date taxonomy of customer 
needs amenable to online fulfilment. Table 3.2 summarises online customer needs that 
can be addressed by website e-services and fulfilment of which should suggest a positive 
on-website customer experience. 
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Table 3.2 Customer Needs Amenable to Fulfilment on a Website 
Online Customer Need Need Description 

General Information The need to learn more about the company, its products and services, and 
be able to contact the company through various channels.

Specific Information The need to gather in-depth information about choices in available 
products/services categories and to learn whether the firm will perform as 
expected. 

Consultation & Advice The need to choose among product/service alternatives, to be able to get 
access to a live contact with company’ personnel via the website or other 
channels. 

Order Taking, Billing & 
Payment 

The need to initiate service or transaction with the company. 

Hospitality The need to have a convenient use of the website and effective access to 
the information and website features. 

Caretaking & Safekeeping The need to store often-used information on the website. 
Handling Exceptions The need to receive personalised service if needed. 
New Products & 
Services/Procedural Efficiency 
Increase 

The need to improve the customer’s own business properties. 

Need to Socialise/Online 
Community 

The need to share one’s interests, be sociable, exchange information with 
others.

Technology The need to receive service at the adequate technological level (need for 
effective technical characteristics of the system).  

Safety and Security The need to feel safe in transactions with the company and with using the 
website. Trust in the website and the company behind it.  

Entertainment and Excitement The need, which refers to emotional aspect of website use and 
innovativeness of the website and information offered on the website, i.e., 
the need to have a pleasant time, “have fun”.  

Source: Adapted from Piccoli et al. (2004), Shneiderman (1998), Nielsen (1999), Loiacono et al. (2002), 
Molich (2002), and Wang et al. (2002).

As mentioned, website e-SQ has been defined by Zeithaml, Parasuraman and Malhorta as 
“the extent to which a website facilitates efficient and effective shopping, purchasing and 
delivery of products and services” (Ziethaml et al. 2002, p. 363). Their definition 
involves a complete customer service experience throughout the stages of online 
shopping process (see e.g., Khalifa and Liu 2003) and includes pre-website, on-website 
and post-website service aspects. The focus of the present research is on-website service 
experience of a tourism consumer. The present study, therefore, is concerned with the e-
services required for the fulfilment of tourism consumers’ needs that are amenable to 
positive on-website experience. 

The needs of consumers that are amenable to fulfilment in an online environment, as 
suggested by the previous research, guided the choice of the e-services hypothesised as 
an e-SQ profile of a tourism website. The study, therefore, hypothesises that the needs of 
the tourism consumers that are amenable to the fulfilment on a website can be met by the 
twenty e-services that were selected (see Table 3.3 for the description of which needs are 
addressed by the selected e-services). The second hypothesis of the study is, therefore, 
formulated as follows: 

Hypothesis II: The majority of the selected 20 e-services (website e-SQ items) fulfil the 
needs of tourism consumers amenable to the fulfilment in the online environment. 
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Table 3.3 Online Tourism Consumer Needs Addressed 
Tourism Website E-Services Online Customer Needs Addressed 

1. Company info Information (Knowledge of the Company) 
2. Product info Specific Information (Service-Specific Knowledge) 
3. Chat/customer forum/guestbook Need to Socialise/Online Community 
4. Tourism info Hospitality (Information Convenience) 
5. Direct links Hospitality (Information Convenience); New Products & Services 

(Procedural Efficiency Increase) 
6. Online order tracking Specific Information (Firm Performance Variation) 
7. Product personalisation Consultation & Advice (Customer Knowledge Uncertainty), Handling 

Exceptions
8. Website interaction Consultation & Advice (Need for Personalised Interaction), Handling 

Exceptions (Need for Personalised Interaction), Information (General 
Company Contact Knowledge) 

9. Online reservation & payment Order Taking (Initiate Service with the Company, Transacting), Billing 
and Payment (Transacting) 

10. Website map Hospitality (Information Convenience, Site Navigation, Customer 
Confidence) 

11. Location features Hospitality (Site Navigation, Customer Confidence) 
12. Local search engine Hospitality (Information Convenience, Site Navigation, Customer 

Confidence) 
13. User-friendly interface Entertainment and Excitement 
14. Personal info storage Caretaking and Safekeeping (Record Keeping) 
15. Website customisation New Products and Services (Procedural Efficiency Increase) 
16. Mailing list subscription Specific Information (Service-Specific Knowledge), Hospitality 

(Information Convenience), Consultation and Advice (Customer 
Knowledge Uncertainty) 

17. Browser efficiency/friendliness Technology
18. Safety & security information Safety and Security 
19. Multimedia Specific Information (Service-Specific Knowledge), Entertainment and 

Excitement 
20. Customised product search Consultation and Advice (Customer Knowledge Uncertainty), Hospitality 

(Information Convenience), New Products and Services (Procedural 
Efficiency Increase). 

3.2.3 Hypotheses III and IV: Tourism E-SQ Scale Development 

As stated earlier, the area of measurement of e-SQ is new, and little research has been 
done in this field. The literature suggests that online customer needs form the customers’ 
requirements for website e-SQ. Therefore, the evaluation of website e-SQ should be 
based on how well the website meets the online needs of customers (Zeithaml et al., 
2002; Zeithaml, 2002; Loiacono et al., 2002; Wolfinbarger and Gilly, 2003; Piccoli et al., 
2004). The reviewed e-SQ scales (WEBQUAL, e-SERVQUAL and eTailQ) take into 
consideration the needs of customers in an online environment. These are, however, 
developed in the e-retailing context and the knowledge on how these instruments perform 
in other service contexts is limited. The reviewed literature also suggests there is a lack of 
reliable and valid instruments designed for measuring website e-SQ in the context of 
tourism services. 

As e-SQ scale should consider online needs of customers and the same is true in the case 
of a tourism website, the study hypothesises that the twenty selected e-services are useful 
for constructing a reliable and valid tourism e-SQ scale. The third and fourth hypotheses 
of the present study are, therefore, formulated as follows: 

Hypothesis III: The majority of the 20 proposed e-services (website e-SQ items) can 
form a reliable scale for assessing tourism website e-SQ. 
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Hypothesis IV: The majority of the 20 proposed e-services (website e-SQ items) can, in 
turn, be described more broadly and generally by a smaller number of e-SQ factors or 
dimensions, i.e., can be condensed into a smaller number of reasonably stable broad e-
SQ scale dimensions.

3.2.4 Hypotheses V and VI: Reliability and Validity of the Emerged Tourism E-SQ 
Scale

A main prerequisite for developing a good quality measurement instrument is to ensure 
that it possesses a good internal consistency (i.e., reliable) and is accurate, meaning that 
the instrument is able to measure the concept under study (i.e., valid) (Moore and 
Benbasat, 1991; Sweeney and Soutar, 2001; Loiacono et al., 2002; Wolfinbarger and 
Gilly, 2003; Hardesty and Bearden, 2004; Huang, 2004; Yang et al., 2005). The last two 
hypotheses of the present study refer, therefore, to the quality characteristics of the 
tourism e-SQ scale. These are formulated as follows: 

Hypothesis V: The emerged scale for assessing tourism website e-SQ possesses a good 
internal consistency (i.e., reliable). 

Hypothesis VI: The emerged scale for assessing tourism website e-SQ performs on 
validity tests (i.e., valid). 

3.3 Emerged Frame of Reference 

Based on the previous discussion and the outlined hypotheses, the emerged research 
frame of reference can be depicted as shown in Figure 3.1. 
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-Consultation & Advice 
-Order Taking, Billing & Payment 
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-Caretaking & Safekeeping 
-Handling Exceptions 
-New Products & Services/Procedural 
Efficiency Increase 
-Need to Socialise/Online Community 
-Technology 
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-Entertainment & Excitement 

Tourism Website E-SQ 
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FIT
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FIT

Perceived
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value for e-
shopping

operations

+

Tourism Website 
E-SQ Profile 

1. Company info
2. Product info 
3. Chat/customer forum guestbook 
4. Tourism info 
5. Direct links 
6. Online order tracking 
7. Product personalisation 
8. Website interaction 
9. Online reservation & payment 
10. Website map 
11. Location features 
12. Local search engine 
13. User-friendly interface 
14. Personal info storage 
15. Website customisation 
16. Mailing list subscription 
17. Browser efficiency/friendliness 
18. Safety & security information 
19. Multimedia 
20. Customised product search 

Figure 3.1 Emerged Research Frame of Reference 

As seen from the model, the present study’s purpose is to describe an e-SQ profile of a 
tourism website based on online customer needs, and design an e-SQ assessment 
instrument appropriate to evaluate the e-SQ of a tourism website. The arrows between the 
blocks in the model represent their relationship. For example, the arrow between “Online 
Tourism Consumer Needs” and “Tourism Website E-SQ Profile” means that the tourism 
website e-SQ profile should include e-services that will satisfy the needs of tourism 
website users. Further, the arrows pointing at the “Tourism Website E-SQ Assessment” 
block suggest that the tourism e-SQ scale should be designed with attention to the online 
needs of tourism consumers and the ability of the website e-SQ profile to meet those 
needs. The reverse arrow from this block means that the e-SQ scale can be used for 
evaluating the website e-SQ profile. The dashed arrow going from “Tourism Website E-
SQ Profile” to “Perceived Customer Added Value for E-Shopping Operations” represents 
the assumption of the present research that the selected e-services add value to tourism 
consumer online shopping operations. 
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CHAPTER 4 «RESEARCH METHODOLOGY» 

The present chapter describes the methodological steps that were followed throughout the empirical part of 
the study. First, a brief overview of the quantitative research methods used in the study and an explanation 
of the methodological choices, as well as the study research model are presented. The discussion of 
methodology continues with an explanation of how the questionnaire was developed, followed by a detailed 
presentation of the data collection method (Internet-based survey of tourism website users) and data 
analysis methods (exploratory and confirmatory factor analysis, analysis of variance, regression analysis, 
and analysis of respondents’ complaints). The chapter ends with a discussion on the primary 
methodological limitations of the study. 

4.1 Overview of the Research Methods 

4.1.1 Quantitative Research Paradigm 

In social research, two approaches can generally be taken, based on the two broad 
categories of data that exist: qualitative or quantitative. Essentially, qualitative research 
involves data in the form of words, pictures, descriptions, or narratives; meanwhile, 
quantitative research uses numbers and counts and measure things. The decision on 
whether to choose a quantitative or qualitative approach lies in the nature of the mind of 
the researcher, research field, and research problem (Sullivan, 2001). 

Usually, the qualitative approach is preferable in the case of exploratory study or when 
little theoretical understanding of the phenomenon exists, i.e., the research field is new. 
The qualitative approach provides the possibility for exploring the phenomenon, going 
into greater depth in studying the research problem and eventually developing a basis for 
concepts or theories. The main disadvantages of the qualitative method include the 
subjectivity and narrative nature of the argument, which feeds into the belief that validity 
and reliability in qualitative research are difficult to address. 

Meanwhile, the quantitative approach is usually applied when the purpose is to verify 
existing theories or test hypotheses developed based on previous research. The main 
advantage of the quantitative paradigm is the possibility for gaining an objective and 
precise assessment of the social phenomenon or human behaviour. It is, however, argued 
whether such a complex phenomenon as human behaviour can be correctly described 
using numbers. Personal meanings and feelings — an inherent subjective dimension of 
social research — are difficult to capture in numbers or counts (Sullivan, 2001; Yin, 
1994; Hair et al., 2003). 

Often, combining the advantages and compensating for the limitations of both methods 
requires the use of both approaches in research projects (Ibid.). However, the present 
study uses the quantitative research approach only. The area of e-SQ is relatively new. 
The first conceptual study on this topic was published in 2002 (Zeithaml et al., 2002), but 
taking into account the pace of IT development, five years can be seen as a considerable 
period of time for accumulating new knowledge and theories’ formation. The current 
study is based on extensive previous research and established theories in the areas of 
Internet marketing and e-SQ, with origins in such well-developed areas of research as the 
information systems (IS) and service marketing fields. Therefore, the literature review 
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served as the basis for the generation of the theoretical research framework and 
hypotheses.

This study, addressing the phenomenon of tourism website e-SQ, benefits from the 
adoption of a quantitative research design, rather than a qualitative one. Qualitative 
research methods are, however, considered useful as complementary methods, 
particularly considering the nature of the research problem: “What constitutes tourism 
website e-SQ?” The tourism service context is understudied in the area of e-SQ and can 
benefit from the in-depth approach offered by the qualitative research design. The time 
and resource limitations of the current research, however, presented obstacles to adopting 
qualitative research methods within the frame of this research project. Thus, its use is 
recommended in future research that further explores the topic at hand. 

The present study adopts a survey research strategy. In addressing the first four 
hypotheses, an Internet-based survey was found to be the most appropriate data collection 
method in the frames of the time and resource constraints. The study uses an Internet-
based survey of ongoing visitors of tourism-related websites, providing information on 
locations in the Norrbotten region of Sweden, with the purpose of testing the 
hypothesised tourism e-SQ profile with potential tourism consumers and determining 
whether this profile can form a scale for assessment of the tourism website e-SQ. 

Using an Internet-based survey has a number of advantages and disadvantages compared 
to postal survey data collection methods (McDonald and Adam, 2003). Internet-based 
surveys are both time- and cost-efficient. In comparison with postal surveys or 
interviews, the Internet-based survey is much less costly per respondent and faster, which 
explains its growing popularity amongst business and academic researchers. In addition, 
the anonymity of such surveys can also be a vital advantage in the case of sensitive 
questions. However, although in most cases these surveys are anonymous, this anonymity 
prohibits personal contact with the subjects. Consequently, the researcher does not have 
control over the respondents. The anonymity-factor can also be a huge disadvantage if 
follow-up data collection is necessary. Further, although Internet-based data collection is 
faster, the overall response rate is much lower compared to postal surveys, especially in 
cases when it is not possible to offer an incentive to respondents to motivate them to 
participate in the survey. Moreover, as suggested by McDonald and Adam (2003), online 
and postal surveys can represent demographically different populations. Based on the fact 
that the objective of this study is to obtain comprehensive data on what tourism website 
e-SQ is from a consumer perspective, it was decided to go with the Internet-based data 
collection, which would be especially advantageous due to the greater chance of targeting 
a population of tourism website users who may represent potential tourists. 

The data gathered in the Internet-based survey of tourism website visitors were analysed 
with the help of the exploratory factor analysis (EFA) technique, whose primary purpose 
is to test the underlying structure of the data or discover new factors, as hypothesised 
earlier in Chapter 3. The reliability of the data was checked using a reliability data 
analysis. To reject a nil-hypothesis about the population homogeneity, i.e., to discover the 
existing differences in the sample — the data were analysed using the series of ANOVA 
(analysis of variance) tests to detect possible perception differences amongst the 
respondents based on their demographics and Internet use patterns. In addition, the data 
were analysed with the help of a regression analysis technique to determine whether the 
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emerged factors could influence the respondents’ frequency of online purchase of tourism 
products. Finally, respondents’ comments were analysed as a complementary method. 
The analysis of customer complaints and comments is a known method in service quality 
studies (Halstead et al., 1996; Lam and Zhang, 1999; Chebat and Slusarczyk, 2005). 

To address the final two hypotheses and determine the quality characteristics of the 
emerged tourism e-SQ scale, the follow-up study (e-mail survey) was performed in order 
to test the scale’s validity and reliability. The follow-up study used a small sample of 
business students at Luleå University of Technology in Sweden. Although using students 
as respondents imposes limitations on the generalisation of the results (Hughes and 
Gibson, 1991), in experimental business research, the use of students for data collection 
can be justified and students can be considered suitable subjects (Remus, 1986; Hughes 
and Gibson, 1991). In addition, students familiar with e-commerce and the Internet can 
produce meaningful data for understanding potential customers’ behaviour in an online 
context (Liang and Huang, 1998; Lee at al., 2003). 

A detailed description of the data collection and analysis methods is provided in sections 
4.2 through 4.4. 

4.1.2 Research Model 

The methodological steps followed in the study are depicted in Figure 4.1. 
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Figure 4.1 Research Model 

4.2 Questionnaire Development 

4.2.1 Selection of E-SQ Items for Testing 

Literature Screen 
Identifying and selecting website e-services important to consumers are reported to be an 
initial stage of the e-SQ scale development process (Wolfinbarger and Gilly, 2003). The 
initial profile of the e-services was compiled using the extensive literature review, which 
is a common method for determining the variables of service quality for testing 
(Churchill, 1979; Zaichkowsky, 1985). Previous studies suggested a number of website e-
services or features said to positively affect online customer satisfaction or considered 
important for website users (see, for example, Shneiderman, 1998; Khalifa and Liu 2002, 
2003; Loiacono et al., 2002; Piccoli et al., 2004). 

For the current study, the tourism context is of special relevance. Therefore, initial e-
services were extracted from previous studies based on their relevance to tourism 
websites and tourism consumers. The emerged list was, then, screened to reduce obvious 
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and overly simple website features, such as e-mail contact information on the company's 
website or the ability to download company product brochures. The purpose was to end 
up with a profile of tourism-relevant e-services that are not too simple, but have been 
suggested as important to website users in previous studies. The emerged initial tourism 
website e-SQ profile, compiled according to the literature review and subsequent 
reductions, consisted of 35 e-services. 

Expert Opinions 
To boost the response rate and minimise the number of respondents who fail to complete 
the survey, research suggests that the time spent answering the survey questions should 
be as minimal as possible (Shneiderman, 1998). The emerged profile of 35 e-services 
along with questions on respondent demographics and online buying behaviour, 
therefore, appeared to be too long. The next step, thus, aimed to validate the initial profile 
of e-services and eventually reduce it. 

To compile the final profile of e-services for testing on the consumer base, the study used 
experts (six professionals and students in the areas of IT, Web design, and online 
consumer behaviour) to evaluate e-services based on their relevance for website quality 
and customer needs. Expert discussions/judgements are often used in selecting variables 
for testing (Zaichkowsky, 1985; Hardesty and Bearden, 2004). In the current study, the 
experts independently evaluated the initial profile of 35 e-services. After comparing these 
results, a new profile containing 25 e-services was compiled. A second expert screening 
resulted in the final 20-item tourism website e-SQ profile. 

Final E-SQ Profile for Testing 
The final e-SQ tourism profile included 20 tourism-related e-services. Table 4.1 below 
provides an overview of the selected services and their descriptions. 

Table 4.1 Tourism E-SQ Profile for Testing (the table is continued on the next page) 
Tourism E-Services Description 

1. Company info Detailed information related to the company and its activity 
2. Product info Ability to gather in-depth information about tourism products/services 
3. Chat/customer 

forum/guestbook
Opportunity to communicate with other customers via the website and learn 
about previous customer experiences 

4. Tourism info Ability to obtain other relevant tourism information on the website 
5. Direct links Direct links to other websites providing the relevant tourism information 
6. Online order tracking A website feature that allows customers to monitor their order’s status 
7. Product personalisation Ability to tailor tourism product/service to the customer’s specific needs 
8. Website interaction Ability to interact with the company through the website 
9. Online reservation & payment Ability to book the product/service and choose to pay for it directly on the 

website
10. Website map Hierarchical diagram of the pages on the website 
11. Location features Website’s ability to show customer’s current location within the website 
12. Local search engine Search engine located on the website that enables visitors to search on 

keywords in order to quickly locate specific information and pages on the 
website

13. User-friendly interface Visually pleasing and entertaining appearance of the website, its graphical 
interface (choice of layout, fonts, colours, etc.) 

14. Personal info storage Opportunity for customers to store personal information and history of their 
previous transactions with the company 

15. Website customisation Ability to filter the website content according to customers’ preferences and 
interests 

16. Mailing list subscription Subscription to the company’s mailing list to receive personalised information 
about offers, campaigns, news, etc. 



Table 4.1 Tourism E-SQ Profile for Testing (continuation)
Tourism E-Services Description 

17. Browser
efficiency/friendliness 

Ability to open and operate the website without any problems in browsers, other 
than Internet Explorer, for example, in Opera, Mozilla, or Safari 

18. Safety & security information Information related to safety and security on the website 
19. Multimedia Multimedia features 
20. Customised product search Ability to search for a product/service based on the pre-selected criteria 

4.2.2 Length and Context Considerations 

To minimise the respondent drop-out rate and increase the response rate, the 
questionnaire was developed to take a maximum of 15 minutes of respondent time. The 
questionnaire was designed as three blocks of questions: (i) questions regarding the 
respondents’ demographic data; (ii) questions investigating the customers’ preferences 
regarding the hypothesised tourism website e-SQ profile (the crux of the questionnaire); 
and (iii) questions considering the customers’ previous tourism-related experience and 
online buying behaviour patterns (see Appendix 1 for the Internet-based survey 
questionnaire).

The questions were asked in the context of a buying situation, in which the respondents 
were required to imagine that they were looking for a specific tourism product to buy. 
Taking this into consideration, the respondents were asked to indicate how important 
each of the 20 proposed e-services was for them. This approach was used based on 
Parasuraman and Zinkhan’s (2002) as well as Zeithaml et al.’s (2002) claim that visitors 
of commercial websites are usually goal-oriented, i.e., they have a concrete purpose for 
looking for/buying a specific product/service. 

4.3 Internet-Based Survey Design 

4.3.1 Choice of the Study Population 

The population of the current survey is potential in-bound tourists to the Norrbotten 
region, i.e., potential consumers of tourism services produced by the local tourism 
industry. These potential tourists were targeted through a sampling of local Norrbotten 
tourism-related websites. Several Norrbotten-based tourism-related websites were chosen 
to locate the subjects of the study. Eventually, eleven tourist bureaus and six tourism 
SMTEs agreed to participate. The SMTEs’ websites were chosen on the basis of their 
characteristics; the primary criterion was that the website should have been on the 
transactional level. 

4.3.2 Unit of Analysis 

As suggested by Gummesson (1994), quality is determined by consumers; consequently, 
service quality should be designed and studied based on customers’ preferences and 
needs. Therefore, the unit of analysis of the present study is the needs of on-going visitors 
of tourism-related websites. 
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4.3.3 Respondents 

Respondents were targeted through the links placed on the Swedish and English 
webpages of the chosen tourism-related websites. It is believed that the targeted 
respondents could be potential in-bound tourists to the Norrbotten region. No incentive 
was offered to the respondents; their decision to participate in the survey was purely 
interest. The respondents answered the survey anonymously. 

4.3.4 Survey Duration 

The survey was available for approximately five months, from November 2005 until the 
end of March 2006. Due to the fact that the respondents were not offered any 
compensation or incentive, it was believed that the pace of the data collection would be 
slow; therefore, it was decided to compensate for this with the survey availability time-
period.

4.4 Follow-up Study Design 

As mentioned earlier, the follow-up study was conducted to address the two final 
hypotheses of the study and check the validity and reliability of the emerged tourism e-
SQ scale. The study adopted the survey data collection technique. The invitation to 
participate in the survey was sent to respondents via e-mail along with the questionnaire 
and instructions. The sample of the follow-up study consisted of postgraduate and 
undergraduate business students at Luleå University of Technology in Sweden. The 
students were targeted via a search engine on the university website, which allowed 
access to the e-mails of programme students (undergraduate students), and through 
personal contact (postgraduate students). The respondents were instructed to evaluate a 
specific tourism website using the developed tourism e-SQ scale (see Appendices 2 and 3 
for emerged tourism e-SQ scale and follow-up study questionnaire). The response rate 
was low although an incentive (the possibility to win two cinema tickets) was offered, 
indicating it was difficult to motivate students to answer the questionnaire. In total, 53 
students participated in the follow-up survey. 

4.5 Data Analysis 

4.5.1 Reliability Data Analysis 

Reliability refers to the instrument’s or measure’s consistency and is defined as “an
assessment of the degree of consistency between multiple measurements of a variable”
(Hair et al., 1998, p. 117). The purpose of the reliability analysis is to determine whether 
the data are trustworthy. According to Hair et al. (1998), “one form of the reliability 
analysis is test-retest, by which consistency is measured between the responses for an 
individual in two points in time. The objective is to ensure that responses are not too 
varied across time periods so that a measurement taken at any point in time is reliable. A 
second and more commonly used measure of reliability is internal consistency, which 
applies to the consistency among the variables in a summated scale. The rationale for 
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internal consistency is that the individual items or indicators of the scale should all be 
measuring the same construct and thus be highly intercorrelated” (Ibid., p. 117). In the 
present study, the latter measure is used for determining reliability of the data. 

Hair et al. (1998) suggest that a series of diagnostic measures be used to assess internal 
consistency:

(1) Measures relating to each separate item, including item-to-total correlation (the 
correlation of the item to the summated scale score) or the inter-item correlation
(the correlation among items) — the rule of thumb is that the item-to-total 
correlation exceeds 0.50 and the inter-item correlation exceeds 0.30; and 

(2) Reliability coefficient assessing the consistency of the entire scale, in which 
Cronbach’s Alpha is the most often used; it is generally agreed that Cronbach’s 
Alpha should exceed 0.70 (however, in exploratory research, it may decrease to 
0.60, which is acceptable). 

4.5.2 Exploratory Factor Analysis 

Factor analysis (FA) is the combination of multivariate statistical methods primarily used 
to identify the underlying structure in the data, i.e., to determine the interrelationships 
(correlations) among a large number of variables. FA summarises the information from a 
large number of variables into a much smaller number of variables or factors (Hair et al., 
1998, 2003). FA refers to the cluster of interdependence techniques; that is, it identifies 
latent (not easily identifiable) relationships and combines variables into a few factors. In 
FA, data are not divided into dependent and independent variables; instead, variables are 
analysed for the presence of underlying patterns or factors. If dependent and independent 
variables are present, they can be analysed separately (Ibid.). 

The primary purpose of FA is to simplify the understanding of the data, which can be 
achieved from either an exploratory or confirmatory perspective (Hair et al., 2003). In the 
present study, an exploratory factor analysis was used since the aim was to “discover” 
new factors, not confirm a proposed structure. 

Discovery of Scale Dimensions 
In the present study, EFA is used to confirm or reject the hypothesis that the proposed 
profile of the tourism website e-SQ items can be presented as a number of the higher 
factors or tourism website e-SQ dimensions. 

4.5.3 Analysis of Variance 

The univariate analysis of variance (ANOVA) is a statistical method for testing the null 
hypothesis that the means of the population groups are equal. The null hypothesis is 
tested with the help of the F-ratio (calculated based on the between- and within-groups 
variances and their mean squares). If the null hypothesis is true, there should be no 
difference detected between the groups (the F-ratio is close to 1); if a difference exists, 
the null hypothesis is rejected (F-ratio >1) (Cooper and Schindler, 2001). 
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ANOVA in statistics represents the collection of statistical models and their associated 
procedures based on the means comparison done by splitting the overall observed 
variance into different parts. Practically speaking, several types of ANOVA exist that 
differ by the number of treatments and the way they are applied to the subjects: 

- One-way ANOVA (used to test for differences among three or more independent 
groups);

- One-way ANOVA for repeated measures (used when the subjects are dependent 
groups, meaning that the same subjects are used for each treatment); and 

- Two-way ANOVA, which is the most common type of factorial analysis of 
variance (used when the experimenter wants to study the effects of two or more 
treatment variables) (Ibid.). 

Analysis of the Respondent Demographics, Online Buying Behaviour and Previous 
Experience, and Differences in the Sample Groups
In the present study, a series of ANOVA tests was used in order to explore possible 
perception differences amongst the respondents based on their demographics, Internet use 
patterns, and previous communication experience and industry experience. ANOVA tests 
were also performed to analyse, in part, the respondents’ online buying behaviour 
patterns and previous communication experience and industry experience. 

A one-way ANOVA, or single factor ANOVA, tests differences between groups 
classified according to only one independent variable, as is the case in the present study. 
Therefore, a series of one-way ANOVA tests were conducted to determine whether 
respondents differed on their perceptions of the emerged scale items according to their 
demographics, i.e., age group, gender, and education. 

One-way ANOVA uses a single-factor, fixed-effects model to compare the effects of one 
factor (in this case, respondent demographics: age, gender, or education) on a continuous 
dependent variable (here, the dimensions of the hypothesised tourism e-SQ scale). The 
results are not generalisable to other variables (or other levels of treatment). A sample 
should be randomly selected from the population. The disadvantage of ANOVA is that it 
can only enable the researcher to conclude whether the statistical differences are present; 
however, it can not identify where these differences lie. For this reason, the use of 
ANOVA should be complemented with follow-up tests to determine where differences 
are present (Hair et al., 2003). In the present study, the means for one-way ANOVA were 
calculated in order to determine the perception differences between the respondent 
groups in the sample (groups here are represented by specific demographics — age 
groups, sex, or education level — and behavioural patterns — Internet use patterns). The 
differences in mean values in this study correspond to the perception differences among 
sample groups. 

4.5.4 Regression Analysis 

Regression analysis is one of the most widely applied data analysis techniques measuring 
(linear) relationships between two or more variables. The conclusion of whether the 
relationship between the variables in the model exists is usually based on a study of the 
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correlation between the variables. Several types of regression analysis can be used, 
depending on the type of the model and nature of the variables (Hair et al., 1998, 2003): 

- Single or bivariate regression — a type of regression that has a single metric 
dependent variable and a single metric independent variable; 

- Logistic regression — a special type of regression that can have a non-metric 
dependent variable; and 

- Multiple regression — a type of regression that has a single metric dependent 
variable (criterion) and several metric independent variables (predictors). 

Relationships between the Factors and Respondents’ Online Buying Behaviour 
Patterns
In the present study, a multiple linear regression is used in order to determine whether a 
relationship exists between the respondents’ online buying behaviour (dependent 
variable) and the emerged tourism website e-SQ dimensions (independent variables) — 
in other words, to determine if the tourism website e-SQ dimensions can influence the 
frequency of online purchases of tourism website visitors. 

It is suggested that multiple regression is a more realistic research model because it better 
depicts the real world, in which multiple factor relationships are much more common. 
The objective of a multiple regression analysis model is achieved by using several 
independent variables whose values are known to predict the single dependent variable 
value. To determine the amount of influence each independent variable has on the 
dependent variable, separate regression coefficients (numerical value of the parameter 
estimate directly associated with an independent variable) are calculated for each 
independent variable separately. The statistics and interpretations of bivariate and 
multiple regressions are essentially the same. Additional important statistical measures of 
regression analysis include (Hair et al., 1998; 2003): 

- F-ratio — the result of comparing the amount of explained variance to the 
unexplained variance (the larger the F-ratio, the more the variance in the 
dependent variable is explained by the independent variable); 

- Regression and residual sums of squares — the sum of squares provides useful 
information for understanding regression; 

- Correlation coefficient (r) — a coefficient that indicates the strength of the 
association between two metric variables, with values ranging from -1 to +1, 
where the signs “+” or “-” indicate the direction of the relationship and “0” 
indicates no relationship; and 

- Coefficient of determination (R²) — a measure of the proportion of the variance of 
the dependent variable about its mean that is explained by the independent, or 
predictor, variables; the values of the coefficient vary between 0 and 1 — the 
higher the value, the better the prediction of the dependent variable. 

4.5.5 Qualitative Analysis of Respondents’ Comments 

As mentioned earlier, the analysis of complaints and comments is a known method 
widely used in the studies of service quality and consumer behaviour (Halstead et al., 
1996; Lam and Zhang, 1999; Chebat and Slusarczyk, 2005). The qualitative analysis of 
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the respondents’ comments was, therefore, used as a complementary method in the 
present study. The use of a comment/complaint analysis in research addressing consumer 
behaviour results in several important benefits. The analysis can provide insight into the 
aspects of the problem, which may be not covered by the questionnaire. The respondents 
usually bring up issues that are very important to them in comments, which in the present 
case is especially advantageous as the study seeks to address consumer needs. The 
comment analysis also offers a more personal touch — the sense of “knowing your 
respondent” better — than a formal questionnaire does. In many cases, it is beneficial to 
study respondents’ comments because they can offer new angles to a problem; this is 
comparable to informal and unstructured interviews or brainstorming, which also allow 
respondents to express their views on the study subject freely, providing interesting 
results.

4.5.6 Analysis of Scale Quality Characteristics 

The reliability of a measure is the “extent to which it is free from random error” (Yang et 
al., 2005, p. 583). To estimate the reliability of an instrument, composite reliability tests, 
which examine the scale’s internal consistency, are usually employed. Composite
reliability is defined as a “measure of the internal consistency of the construct indicators, 
depicting the degree to which they ‘indicate’ the common latent (unobserved) construct”
(Hair et al., 1998, pp. 583, 612). The reliability of the tourism e-SQ scale was determined 
through a test of the scale’s internal consistency. 

The instrument’s validity refers to the instrument’s or measure’s accuracy, i.e., the 
“ability of a construct’s indicators to measure accurately the concept under study” (Hair 
et al., 1998, p. 584). It is also defined as “the extent to which a scale or a set of measures 
accurately represents the concept of interest” (Ibid., p. 118) and to a great extent is 
determined by a researcher’s ability to match the definition of the construct or concept to 
the selected indicators or measures (Ibid.). To test the accuracy of the scale, the present 
study used the criteria of nomological validity and convergent validity. In addition, the 
face validity of the scale was addressed. 

Scale Quality Tests 
As mentioned earlier, the quality characteristics of the emerged tourism e-SQ scale were 
determined through a follow-up study with a smaller sample of respondents. The 
objectives of the follow-up study were to determine the scale’s internal consistency or 
reliability and nomological/predictive, convergent and face validity. 

- To determine whether the scale holds its reliability: internal consistency of the 
scale is judged upon the reliability coefficient, Cronbach’s alpha, which generally 
should be more than 0.7 for the scale reliability level to be acceptable (Hair et al., 
1998). To determine the reliability of the emerged tourism e-SQ scale, 
Cronbach’s alphas for the entire scale as well as for each of the scale’s 
dimensions were calculated, following the examples of previous studies (see e.g., 
Loiacono et al., 2002; Wolfinbarger and Gilly 2003; Yang et al., 2005). 

- To determine whether the original factor structure of the scale — i.e., the division 
of the scale items on several broader dimensions — holds: here, the instrument’s 
ability to behave “as expected with the respect to other constructs to which it is 
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theoretically related” is tested (Yang et al., 2005, p. 584). This is a so-called test 
of nomological or predictive validity (Loiacono et al., 2002; Wolfinbarger and 
Gilly 2003). To determine nomological validity of the scale, the scale items are 
factor analysed to determine whether they load as expected. 

- To determine the inter-item correlations of the scale, i.e., whether the scale 
correlates with similar independent measures of the construct: this is a so-called 
test of the convergent validity of the instrument. “Convergent validity implies that 
evidence from different sources gathered in different ways all indicated the same 
or similar meaning of a construct” (Yang et al., 2005, p. 583). Convergent validity 
tests are required to establish construct validity of the instrument, referred to as 
the degree to which a scale measures what it is intended to measure (Moore and 
Benbasat, 1991; Sweeney and Soutar, 2001; Yang et al., 2005). Following the 
example of WEBQUAL (Loiacono et al., 2002), the respondents were 
additionally asked questions on overall website quality (see Appendix 3). The 
results were subsequently compared against a total item-by-item score. In other 
words, in order to determine the scale’s convergent validity, the scale items were 
summed to reproduce the original e-SQ scale dimensions and then regressed on 
the independent variables. The scale’s convergent validity was then judged 
according to the significance of R2s.

- To determine the face validity of the scale: that is the “degree that respondents or 
users judge that the items of an assessment instrument are appropriate to the 
targeted construct and assessment objectives” (Hardesty and Bearden, 2004, p. 
99). The face validity of the scale was addressed through a careful selection of the 
items for the e-SQ profile based on a thorough literature review and expert 
evaluations of the e-SQ items in the first phase of the study (see section 4.2.1). 

4.6 Methodological Limitations 

The choice of a method usually means accepting the limitations of that method (Yin, 
1994; Sullivan, 2001). The choice of the overall study design and methods related to this 
choice resulted in several methodological limitations. 

Major limitations of the present study originated from: 

- Choice of quantitative methods;
- Limitations of Internet-based survey (low control over subjects, anonymity, 

follow-up study with the same sample not possible); 
- Choice of sample (geographically concentrated, choice of the tourism websites, 

small sample size); 
- Instrument development (choice of e-services for tested e-SQ profile, no in-depth 

interviews); and 
- Limitations of the follow-up study.

The study uses a quantitative approach for addressing the research problem. Quantitative 
research paradigm implies limitations to the personal contact with the subject of the 
study, thereby limiting the researcher in the ability to investigate the problem in-depth. In 
addition, as mentioned earlier, many arguments exist as to whether quantitative measures 
are able to adequately reflect the complex phenomena of social life or human behaviour, 
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although they do present the benefits of objectively expressing the social phenomena in 
the form of easily comparable numbers or counts that simplify our understanding of 
them. 

The present study uses the Internet as a platform for data gathering. The main data 
collection method is an anonymous online survey, implying the absence of personal 
contact with the respondents and a lack of control over their actions. Due to the 
anonymity of the respondents, a follow-up study with them is not possible. This can 
present a considerable limitation to a study if a follow-up study should be considered 
necessary.

The choice of the sample represents another limitation of the present study in that the 
sample of respondents is geographically concentrated, representing only the population of 
potential inbound tourists into the Swedish region of Norrbotten. Therefore, a question 
will always exist as to whether the results of such a geographically concentrated study 
can be generalisable to other populations. Respondents are targeted through several 
tourism websites for locations in Norrbotten, which raises a question of whether the 
sample and targeted population would differ if other tourism websites were used. The 
choice of different websites (other companies, regions, etc.) to target the respondents for 
the study could bring different groups of respondents, thereby affecting the final results. 
In addition, the small sample size can be considered another limitation. The sample (199 
responses) is rather small, although it satisfies the quality requirements of the statistical 
method used. In factor analysis, the number of observations should be at least twice as 
many as the number of tested variables. According to the optimal rule “10 to 1”, which is 
followed in this study, each variable should give ten observations, i.e., in this case, with 
20 variables to test approximately 200 observations are needed. 

The development of the study instrument — a questionnaire — is strongly affected by the 
procedure of the choice of the e-services for the tourism website e-SQ profile. The 20 e-
services were selected through a thorough literature review and tested by expert 
evaluations. However, it can be argued that, for example, other e-services should be 
included or that the results may differ if a different combination of methods for selection 
of e-services were implemented. Although the literature review and expert evaluations 
are considered appropriate methods for the selection of items when constructing a scale, 
which is essentially what is done here, it is also suggested that focus group discussions 
and/or in-depth interviews be used (see e.g., Churchill, 1979; Zaichkowsky, 1985; 
Sweeney and Soutar, 2001; Zeithaml et al., 2002; Zeithaml, 2002; Yang et al., 2005). 

The limitations of the follow-up study include, first of all, the use of students as subjects 
to test the developed scale in action. Although the use of students is considered 
appropriate in research in general (Remus, 1986; Hughes and Gibson, 1991; Liang and 
Huang, 1998; Lee at al., 2003), it can be suggested that the tourism e-SQ be tested on the 
additional sample of real tourists or on-going visitors of tourism websites to follow up the 
conclusions. Another limitation of the follow-up study is the small sample size (in total, 
53 students completed the survey), which is a result of the low response rate. It can, 
therefore, be suggested that the scale be tested on a sample of respondents who can be 
more easily motivated; for example, customers of a specific tourism company could be 
asked to evaluate its website using the scale in exchange for future discounts and offers. 
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In summary, it must be mentioned that, after taking into consideration the limitations of 
the chosen research approach, this approach was, on overall, found to be the most 
appropriate and beneficial for addressing the research problem and generated hypotheses 
in the frames of time and resource constraints. 
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CHAPTER 5 «EMPIRICAL DATA PRESENTATION» 

The purpose of this chapter is to present the empirical data gathered during the online survey of tourism 
website visitors conducted in Norrbotten, Sweden, and follow-up survey testing the developed tourism e-SQ 
scale. First, the data of the Internet-based survey are presented: the duration and context is discussed, 
followed by the respondent demographic data, Internet usage and online buying behaviour patterns, and 
the data on the e-services’ importance ratings by respondents. Then, a summary of the respondents’ 
comments is presented. Finally, the brief description of the follow-up study is presented.

5.1 Internet-Based Survey: Duration and Context 

In total, the number of usable responses was 199. The survey duration was approximately 
five months (November 2005 – March 2006). The number of tourism-related websites 
that displayed the two links to the survey websites (in both English and Swedish) was 
seventeen. Out of these, 6 were tourism SMTEs (one transportation company, three 
accommodation companies, two attraction providers) and 11 were communal tourist 
bureaus. All companies were located in the Norrbotten region of Sweden. 

The respondents answered the survey questions in the context of a buying situation. They 
were asked to imagine that they were looking for a tourism-related product to buy, such 
as a trip or a ticket. Furthermore, the respondents were asked to imagine that they would 
be browsing a tourism website with this purpose, but would not be limited to that website 
as the only marketing channel. In other words, the respondents had the choice to buy their 
tourist product either on the Internet or via other channels, such as telephone, fax or a 
travel agent. 

5.2 Internet-Based Survey: Respondent Demographics, Internet Usage 
and Online Buying Behaviour Patterns 

5.2.1 Respondent Demographics 

The majority of the respondents was in the age group of 36-50 years. The next most 
represented age groups were those over 50 and those between 25-35 years old, 
respectively. The education backgrounds of the respondents were mixed, with the 
majority of the respondents having high school education and university bachelor 
degrees. Nordic nationalities were over-represented (81.8%; Swedish respondents 
accounted for 75.8%). This is due to the fact that the survey was conducted on the 
Swedish tourism-related websites. The demographic data of the respondents is presented 
in Table 5.1. 

Table 5.1 Respondent Demographics (the table is continued on the next page) 
Demographic Data Percentage of respondents 

AGE
Younger than 20 y.o. 6.7% 
20-35 y.o. 28.9% 
36-50 y.o. 33.3% 
More than 50 y.o. 31.1%
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Table 5.1 Respondent Demographics (continuation)
Demographic Data Percentage of respondents 

GENDER 
Male 40% 
Female 60%

EDUCATION 
Secondary School 8.9% 
High School 27.1% 
Professional Education 12.9% 
University Bachelor 24.5% 
University Master 15.1% 
Higher than Master (PhD candidate, PhD, other) 3.1% 
Other 8.4% 

NATIONALITY 
Nordic nationalities (e.g., Swedish, Finnish, Danish, 
Norwegian) 

81.8% (Swedish accounted for 75.8%) 

European nationalities (e.g., French, German, British, Italian, 
Irish, Spanish, Polish, etc.) 

9.1% 

Other nationalities (e.g., Russian, Ukrainian, American, 
Canadian, Australian, etc.) 

9.1% 

5.2.2 Respondent Internet Usage Patterns 

In summary, the majority of the respondents reported to be frequent users of the Internet 
(94.7% of the respondents use the Internet regularly, i.e., more than 4 times a week; only 
0.4% of the respondents use the Internet less than once a week), and have a good 
experience with the Internet (82.2% have been using the Internet over 5 years; there was 
only small percentage of beginners in the sample). This was expected, considering the 
popularity and availability of the Internet. The majority of respondents (66.2%) also 
regarded themselves as experienced users. The respondents’ Internet usage patterns are 
presented in Table 5.2. 

Table 5.2 Respondent Internet Usage Patterns 
Internet Usage Patterns Percentage

of respondents 
Respondent Frequency of Internet Use (times a week): 

Regularly (more than 4 t/w) 94.7%
Often (3-4 t/w) 2.7% 
Rarely (1-2 t/w) 2.2% 
Occasionally (0-1 t/w) 0.4%

Respondent Experience of Internet Use (number of years of use): 
0-2 years 3.1% 
3-5 years 14.7% 
More than 5 years 82.2%

Respondents’ Perceived Experience of Internet Use: 
Beginner 8%
Experienced user 66.2% 
Advanced user 25.8%
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5.2.3 Respondent Online Buying Behaviour Patterns 

The vast majority of the respondents (90.2%) have purchased products or services online; 
of them, 60.6% reported that they bought a tourism product during the past two months 
(prior to taking the survey). Most respondents (72.4%) have contacted a tourism company 
through its website with a question or a request; however, not all of them were satisfied 
with the results of this communication (only 84% of respondents reported that the 
problem was solved to their satisfaction). As for the previous experience with the tourism 
industry of the Norrbotten region, half of the respondents (50.7%) were reported to have 
visited Norrbotten; 20% of the respondents had professional connections to the regional 
tourism industry. The respondents’ primary goal for using the tourism website — from 
which they were re-directed to the survey website — was information searching (40.9%); 
another 25.8% of the respondents reported that they were primarily interested in buying a 
tourism-related product. Table 5.3 gives an overview of the respondents’ buying 
behaviour patterns. 

Table 5.3 Respondent Online Buying Behaviour Patterns (the table is continued on the next page) 
Online Buying Behaviour Patterns Percentage

of respondents 
Online Purchasing 

Online buyers 90.2% 

Of those, online buyers, who used the Internet to buy a product/service during 
the past 2 months (number of times): 
0-1time (29%) 
2-3times (41.4%) 
4-7times (15.8%) 
More than 8 (13.8%) 

Of those, online buyers, who used the Internet to buy a tourism service during 
the past 2 months (number of times): 
0 (39.4%) 
1 (34.5%) 
2-3 (21.1%) 
4-7 (3%) 
More than 8 (2%) 

Non-buyers 9.8% 
Online Communication with SMTEs 

Respondents having initiated a contact with a tourist company through the website 
(e.g., with a question or request) 

72.4% 

Of those, respondents satisfied by their communication with the company (84%) 
Of those, respondents unsatisfied by their communication with the company (16%) 

Respondents never contacted a tourist company via the website 27.6%
Respondents’ Previous Experience with the Tourism Industry in Norrbotten 

Respondents visited Norrbotten region 50.7% 
Respondents that have professional connections to the tourism industry in 
Norrbotten 

20% 

Respondents that have no relevant experience with Norrbotten’s tourism industry 29.3% 
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Table 5.3 Respondent Online Buying Behaviour Patterns (continuation)
Online Buying Behaviour Patterns Percentage

of respondents 
Respondents’ Primary Intention for Using the Tourism Website (from which 

they were re-directed to the survey website) 
Buying intentions (interested to purchase a tourism product/service) 25.8%
Information search (search for information on tourism products, companies or 
Norrbotten region) 

40.9% 

Other 24.9% 
None 8.4% 

5.3 Internet-Based Survey: Importance Ratings of the Proposed E-
Services by the Respondents 

Average importance (on the Likert scale from 1 to 10) of the proposed twenty e-services 
as rated by the respondents and in the order from the most important till the least 
important is presented in Table 5.4. 

Table 5.4 Perceived Importance of the Proposed E-Services 
Rank
order 

E-services Average 
importance

1. Tourism info (ability to obtain other relevant tourism information on the website) 8.1
Product info (ability to gather in-depth information about tourism products/services) 8
Online reservation & payment (ability to book the product/service and choose to pay for it 
directly on the website)

8
2.

Safety & security information (information related to safety and security on the website) 8
Customised product search (ability to search for a product/service based on the pre-selected 
criteria)

7.93.

Website interaction (ability to interact with the company through the website) 7.9
4. Direct links (direct links to other websites providing the relevant tourism information) 7.8
5. Local search engine (search engine located on the website that enables visitors to search on 

keywords in order to quickly locate specific information and pages on the website)
7.5

Company info (detailed information related to the company and its activity) 7.46.
Product personalisation (ability to tailor tourism product/service to the customer’s specific 
needs)

7.4

7. Online order tracking (a website feature that allows customers to monitor their order’s 
status)

7.3

8. User-friendly interface (visually pleasing and entertaining appearance of the website, its 
graphical interface (choice of layout, fonts, colours, etc.))

7

9. Multimedia (multimedia features) 6.5
10. Browser efficiency/friendliness (ability to open and operate the website without any problems 

in browsers, other than Internet Explorer, for example, in Opera, Mozilla, or Safari)
6.3

11. Location features (website’s ability to show customer’s current location within the website) 6.2
12. Website map (hierarchical diagram of the pages on the website) 5.8
13. Personal info storage (opportunity for customers to store personal information and history of 

their previous transactions with the company)
5.6

14. Website customisation (ability to filter the website content according to customers’ 
preferences and interests)

5.5

15. Mailing list subscription (subscription to the company’s mailing list to receive personalised 
information about offers, campaigns, news, etc.)

5.3

16. Chat/customer forum/guestbook (opportunity to communicate with other customers via the 
website and learn about previous customer experiences)

5.2
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As seen from the table, the e-services that were perceived as the most important by the 
respondents (Av. Imp. 8.1-8) refer to the informativity of the website, its transactional 
ability, and safety and security: 

1st place: Tourism info
2nd place: Product info

Online reservation & payment
Safety & security information

E-services referring to the website interactivity, transactional ability and direct links were 
regarded as next in level of importance (Av. Imp. 7.9-7.8): 

3rd place: Customised product search
Website interaction

4th place: Direct links

Design and navigational features of a website, product customisation features, and post-
sales support features were found to be from medium to low importance to the 
respondents (Av. Imp. 7.5-7.0 and 6.5-5.8 respectively): 

Medium importance e-services: 
5th place: Local search engine
6th place: Company info

Product personalisation
7th place: Online order tracking
8th place: User-friendly interface

Low importance e-services: 
9th place: Multimedia
10th place: Browser efficiency/friendliness
11th place: Location features
12th place: Website map

Website customisation and personalisation features, as well as website’s ability to allow 
interaction between customers were of the least importance to the respondents (Av. Imp. 
5.6-5.2):

13th place: Personal info storage
14th place: Website customisation
15th place: Mailing list subscription
16th place: Chat/customer forum/guestbook

5.4 Internet-Based Survey: Most Common Respondent Comments 

The majority of the respondents’ comments were about their previous experiences with 
using a tourism website and the problems they encountered. The most common 
comments can be grouped into five major categories, which characterise the common 
types of problems with tourism websites in Norrbotten as perceived by the respondents: 
technical, information, communication, transactions, and visual design. 
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Complaints about the technical functioning of a website addressed such problems as long 
loading times, bad connection, problems with Java script, technical issues during the 
booking, browser problems, etc. Some of the most common complaints related to the 
insufficient informativity of a tourism website, e.g., its out-dated and rarely updated 
information, lack of a website search engine, problems with information search, absence 
of information on prices, and lack of adequate tourism information in English. One of the 
most frequently cited problems, regarding information on tourism websites, was that the 
websites often fail in presenting the tourist destination as a whole. Or, as one respondent 
puts it: “Usually, you can find information on tourism activities in one commune, but not 
in another.” Another respondent complained: “I am missing an idea concerning the 
surrounding: how does it look, mountains, flat bike and hike paths; nature flowers, birds 
etc how to fill in leisure time, etc”21.

Communication with a tourism company via its website could also be problematic, as 
mentioned by one of the respondents: here, a reported problem was that the personnel did 
not always answer e-mails. Transactional function of a tourism website was another 
problem cited by the respondents. For example, it could be difficult to place an online 
order. Also, some of the respondents said they preferred having separate reservation and 
payment systems. One of the respondents puts it this way: “I would like to place an order 
online, but I would like to pay for it separately by other means.” Finally, several 
comments concerned the visual appeal and design of tourism websites. Here, one of the 
common causes of respondents’ dissatisfaction was a tourism website’s inability to attract 
the visitor with quality pictures and a good Web design. Adding to these factors was the 
wrong choice of fonts (“pages are… difficult to read”) and colours. Table 5.5 gives 
examples of the most common comments in each category. 

Table 5.5 Respondent Comments (the table is continued on the next page) 
TECHNICAL 
This site was very slow moving from page to page. Normally on a site that takes that long to change pages I would have quit but
wanted to leave you feedback. The speed needs to increase. 

I am angry with the trend of Java-pages, which is becoming more and more usual at the moment. They are small, with listbox, 
where steering with mouse is necessary; it gives “mousetrouble”. Tgb doesn’t work. The problem with these websites is that they
have nice appearance, but lengthy to manoeuvre. 
It is difficult to access some pages using Mozilla. 

INFORMATION 
In Sweden, it is usual that a commune’s tourist bureau shows only sights and attractions/activities in their own commune and not in 
the area of maybe 100 or 200 km (but there are exceptions), so that it is difficult to plan a family trip throughout a bigger area (in 
our case, it is Sápmi, Norrbotten, Västerbotten). 

Nowadays, people plan their tourist activities long in advance, 1 year or even longer time before the activity should occur. I have
searched a good deal of time the information about data for e.g., Trolltagen in Storforsen and Kulturkraft in Vuollerim to be able to 
plan vacations in Norrbotten. As an employee, one hands In an application for vacations already in February-March. Tourist branch
needs to work with a longer planning and at least give basic information about e.g., Visa requirements, loooooooong in advance.
Many tourist companies and other tourist organisations with tourist information on the website are terrible in updating their 
webpages and provide with a new interesting content. They are even worse in taking away out-dated information, old PDF-files… 
They are equally bad in reporting current weather info, links-cooperation (links at each other’s websites), and search engines. Too 
much …about silence, sparkling snow, etc. and too little about fresh product info! 

Often, very good, but sometimes the information is too old, outdated. 

Many websites are updated only in the beginning of the season, and then the changes that occur during the season are not added.
Some of the websites contain only beautiful pictures, but none good information about how, when and why or what it costs. The 
latest is the most important. To “get interest to travel” is not the aim of my search (I have it already), but I want to plan and have an 
opportunity to perform the trip! 

21 Style and punctuation are original by the respondents.
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Table 5.5 Respondent Comments (continuation)
INFORMATION
More informations in english! E.g. buses schedules, what's new, what are the activities for the last night of the year, the opening 
hours of the outdoor centres during xmas days, the weather and climate we probably find visiting Norrbotten, how can we move 
from a place to another in Lulea... 

The main thing is that you have as many sites as possible with English language links. 

I appreciate having the English translation of a website: this happens more and more often with the Swedish websites. 

I think there should be more information about small places (like Brandon) 

COMMUNICATION 
Some tourist bureaus do not answer e-mails. 

Hi, the contact via the website has since earlier not given a good result, difficult to know if the information has gone through
sometimes… It can be very problematic with some hotel chains’ central booking system. It would be very good if one could contact
personnel at a specific hotel. The Web should be able to offer more personal/specific hotel contact, I think. 

TRANSACTIONS 
When it considers the opportunity to book and pay via the Internet: I prefer to be able to book, without the need to pay via the
Internet. Moreover, it is irritating that on some pages you have to go through the whole booking process (even if you did not intend 
to book, because the sometimes you need to pay with the credit card via the Internet) to get  price information. 

WEBSITE DESIGN AND VISUAL APPEALING 
I think that there are not so many good pictures, which can be used. I wish there would be more beautiful and attracting pictures… 
not lots of amateur photos only. One should feel attracted… 

Problem with printing. Web designer: think of how to give a visitor as much information as possible without too great a trouble.
Scroll opportunity with tgb. 

For the most, companies’ websites are ugly… difficult to read and lack the information, which one as a local tourist would like to 
have. 

5.5 Follow-Up Study 

As stated, the purpose of the follow-up study was to determine the validity and reliability 
of the developed tourism e-SQ scale. The questionnaire was distributed via e-mail to 
business students at Luleå University of Technology in Sweden. In total, 53 students at 
the undergraduate and postgraduate levels participated in the survey. The task given to 
the respondents was to evaluate a specific tourism website, using the developed tourism 
e-SQ scale. 
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CHAPTER 6 «DATA ANALYSIS AND DISCUSSION» 

The following chapter presents the analysis of the survey data according to the steps outlined in the 
methodology. First, the results of the reliability data analysis are discussed, followed by the discussion of 
the exploratory factor analysis results. Then, the results of the analysis of variance and regression analysis 
are presented, followed by the qualitative analysis of the respondents’ comments. The chapter concludes 
with a discussion on the main findings and how the study hypotheses are addressed. 

6.1 Internet-Based Survey: Reliability Analysis Results 

As aforementioned, the main purpose of the reliability analysis of the data is to determine 
whether the data is trustworthy. With this purpose, the survey data were subjected to the 
analysis using the measure of internal consistency. The indicators of internal consistency 
are the inter-item correlation and reliability coefficient Cronbach’s Alpha. Table 6.1 
presents item statistics (mean and standard deviation) for the twenty generated e-services 
that are hypothesised as forming a reliable and consistent tourism e-SQ profile and items 
of the tourism e-SQ scale. Item statistics describe the perception of the respondents 
regarding the each of the e-services. Table 6.2 presents item total statistics and reliability
statistics.

Cronbach’s Alpha for the scale is 0.9139, which is high and acceptable (Table 6.2 shows 
what would happen to the Alpha value if an item were to be deleted). As can be seen 
from the tables, all of the items contribute reasonably well to the scale’s reliability. It can 
thus be suggested that the twenty proposed e-services (e-SQ items) form a scale with high 
internal consistency. 

Table 6.1 Items Statistics 
ITEM MEAN STD DEV

Company info 7.4523 2.2262 
Product info 8.1407 1.8990 
Chat/customer forum/guestbook 5.3618 2.3224 
Tourism info 8.1960 1.7800 
Direct links 7.9095 1.9337 
Online order tracking 7.4573 2.3392 
Product personalisation 7.7236 2.1079 
Website interaction 7.9397 2.0686 
Online reservation & payment 7.9497 2.2602 
Website map 5.6432 2.4697 
Location features 5.9347 2.3891 
Local search engine 7.5678 2.0111 
User-friendly interface 7.2362 2.2696 
Personal info storage 5.5276 2.5560 
Website customisation 5.5276 2.3949 
Mailing list subscription 5.6583 2.6312 
Browser efficiency/friendliness 5.7839 3.1652 
Safety & security information 7.7387 2.3830 
Multimedia 6.6633 2.4746 
Customised product search 8.0704 1.9682 

Table 6.2 Reliability Statistics (the table is continued on the next page) 
ITEM MEAN IF 

DELETED
VAR. IF ITEM-TOTAL 

CORREL. 
ALPHA IF 
DELETED

Company info 132.0302 751.3223 .3961 .9135
Product info 131.3417 746.7008 .5234 .9107
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Table 6.2 Reliability Statistics (continuation)
ITEM MEAN IF 

DELETED
VAR. IF ITEM-TOTAL 

CORREL. 
ALPHA IF 
DELETED

Chat/customer forum/guestbook 134.1206 752.0056 .3708 .9143
Tourism info 131.2864 741.5489 .6180 .9091
Direct links 131.5729 738.6601 .5920 .9093
Online order tracking 132.0251 729.4893 .5513 .9100
Product personalisation 131.7588 726.5779 .6477 .9079
Website interaction 131.5427 731.7040 .6134 .9087
Online reservation & payment 131.5327 729.9775 .5694 .9096
Website map 133.8392 717.5700 .6118 .9085
Location features 133.5477 715.4914 .6527 .9075
Local search engine 131.9146 730.6240 .6434 .9082
User-friendly interface 132.2462 722.3583 .6321 .9081
Personal info storage 133.9548 715.0434 .6075 .9086
Website customisation 133.9548 722.4171 .5940 .9090
Mailing list subscription 133.8241 718.3073 .5629 .9099
Browser efficiency/friendliness 133.6985 720.4743 .4363 .9149
Safety & security information 131.7437 726.9693 .5601 .9098
Multimedia 132.8191 718.7247 .6013 .9088
Customised product search 131.4121 733.3344 .6324 .9085

Reliability statistics: 
Mean inter-item correlation =   .3579 
              Cronbach's Alpha =   .9139 
   Standardised Item Alpha =   .9177 

6.2 Internet-Based Survey: Exploratory Factor Analysis Results 

The next stage of the data analysis was to subject the data to a principal components 
factor analysis and Varimax rotation, to retain factors with Eigenvalues greater than 1. In 
the present study, exploratory factor analysis is used with the purpose of addressing the 
hypothesis that the proposed profile of the tourism website e-SQ items can be presented 
as a number of higher factors, or tourism website e-SQ dimensions. Tables 6.3 and 6.4 
present the output of this analysis. 

Table 6.3 Rotated Solution: Percentages of Variance Accounted for Factors 
Factor1 Factor2 Factor3 Factor4

Percentages of Variance Accounted for 21.90760 14.44110 12.30160 11.38260

Table 6.4 Rotated Solution: Factor Pattern (the table is continued on the next page) 
ITEM Factor1 Factor2 Factor3 Factor4

Customised product search 0.77951 0.27902 0.13020 0.01427 
Website interaction 0.70693 0.12909 0.17508 -0.18134 
Online reservation & payment 0.68567 0.25378 0.05236 -0.08287 
Product personalisation 0.67970 0.24797 0.18709 -0.16171 
Online order tracking 0.61562 0.10385 0.19551 -0.18569 
Safety & security information 0.60037 -0.01906 0.14100 -0.42243 
User-friendly interface 0.52505 0.30929 0.28540 -0.19502 
Local search engine 0.48643 0.48553 0.23023 -0.11721 
Website map 0.26329 0.83115 0.13004 -0.08327 
Location features 0.29028 0.78087 0.17436 -0.13956 
Website customisation 0.21152 0.63317 0.03134 -0.43469 
Company info 0.08764 0.05527 0.74784 -0.15552 
Product info 0.33998 0.22474 0.70906 0.09495 
Tourism info 0.49803 0.09074 0.63979 -0.10573 
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Table 6.4 Rotated Solution: Factor Pattern (continuation)
ITEM Factor1 Factor2 Factor3 Factor4

Direct links 0.46544 0.14477 0.50936 -0.16318 
Mailing list subscription 0.03913 0.46672 0.34897 -0.51912
Multimedia 0.34343 0.13601 0.35440 -0.52529
Chat/customer forum/guestbook -0.11855 0.23396 0.38597 -0.54366
Personal info storage 0.29492 0.49521 -0.07809 -0.60128
Browser efficiency/friendliness 0.28899 0.06879 -0.02930 -0.67587

As can be seen, the exploratory factor analysis results in four factors, accounting for 
60.02% of total variance. The Rotated solution shows the factors onto which each item 
loads. An acceptable approach and a rule of thumb is to keep items which loaded >0.5 
onto a factor. Using this approach, one of the items — the e-service local search engine 
— had to be eliminated from further analysis at this point, as this item loaded poorly onto 
a factor. 

The emerged factors can be named as follows: 

Factor 1: Website Interactivity (concerns the items that relate to the extent to which a 
user can interact with a website, e.g., track orders, tailor things, do things on the website). 

Factor 2: Website Design (includes the items that relate to the appearance and design of 
a website, e.g., maps, locatability, colours and fonts). 

Factor 3: Information on the Website (includes the items that relate to the information 
presented on a website, e.g., firm-related information, product-related information, or 
other relevant information). 

Factor 4: Technical Features (includes the items that relate to a website’s technical 
features, such as communication with others, storage, mailing lists, browser capability, 
etc.).

Figure 6.1 depicts the factor analysis of the proposed e-SQ profile of a tourism website. 
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Figure 6.1 Factor Analysis of Tourism Website E-SQ Profile 

6.2.1 Creating New Variables 

As a next step of the analysis, new variables needed to be created by adding the items that 
loaded onto each factor and dividing this by the number of items. This resulted in an 
average score out of 10 that essentially tells how well a website will perform on a 
particular factor. Item local search engine was excluded from this analysis for the reasons 
explained above. The four new variables created comprise the dimensions of the 
hypothesised scale: 

INTERACTIVITY DESIGN INFORMATION TECHNICAL
7.73 5.70 7.92 5.80

The numbers in the table, under scale dimensions, show the relative importance of the 
dimensions as perceived by the respondents. As seen in a tourism website, interactivity 
and information-related features can be expected to be of primary importance to 
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customers; while design and technical features can be less important in a buying situation 
(as in the context of the survey). 

6.3 Internet-Based Survey: Analysis of Variance Results 

A series of ANOVA (Analysis of Variance) tests were run to see whether respondents 
differed on their perceptions of the scale items depending on their age group, gender, and 
education. Tables 6.5-6.40 present the standard summary of analysis of variance, 
including the results of the sources of variation, degrees of freedom, sum of squares, 
mean squares, and calculated F-value. The differences in mean values (means for one-
way ANOVA) correspond to the perception differences between sample groups. 

6.3.1 Results of ANOVA Tests for Age Groups 

Tables 6.5-6.16 present the summary results of the analysis of the respondents’ 
perceptions of the scale dimensions depending on their age group. The results suggest 
that there exist statistically significant differences in the respondents’ perceptions of 
some of the emerged e-SQ dimensions, as based on their age. For example, analysis of 
Design and Information dimensions indicates that significant differences exist between 
the respondent age groups (F-ratios are greater than 1, with the probability that the 
displayed differences occur accidentally being less than 0.5). In contrast, Technical and 
Interactivity dimensions do not display any significant differences between age groups 
(F-ratio less than 1). 

The differences between age groups by Design indicate that the older the website user is, 
the greater the possibility that he/she will perceive design-related e-services of a tourism 
website as more important. Overall, it was found that those respondents younger than 20 
years of age may perceive design-related e-SQ features as important. However, this result 
should be interpreted with caution since the number of these respondents was small (11 
responses). The general trend is that the perceived importance of website design 
gradually increases from the age of 36, with the greatest perceived importance displayed 
by the respondents in the age group over fifty. 

The differences between age groups by Information indicate that respondents in the 
middle age group (36-50 years) generally tend to display a greater perceived importance 
of the information-related tourism e-services than do other age groups. 

INTERACTIVITY by Age

Table 6.6 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Age 3 4.06621 1.35540 0.5193 
Error 195 509.00198 2.61027 Prob > F
C. Total 198 513.06820 0.6695 

Table 6.5 One-way ANOVA: Summary of Fit 
Rsquare 0.007925 
Adj Rsquare -0.00734 
Root Mean Square Error 1.615632 
Mean of Response 7.730797 
Observations (or Sum Wgts) 199
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Table 6.7 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 
<20 11 7.36364 0.48713 6.4029 8.3244 

20-35 57 7.71178 0.21400 7.2897 8.1338 
36-50 68 7.89916 0.19592 7.5128 8.2856 
>50 63 7.63039 0.20355 7.2289 8.0318 

*Std Error uses a pooled estimate of error variance 

DESIGN by Age

Table 6.9 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Age 3 36.84731 12.2824 2.9339 
Error 195 816.35090 4.1864 Prob > F
C. Total 198 853.19821 0.0346 

Table 6.8 One-way ANOVA: Summary of Fit
Rsquare 0.043187 
Adj Rsquare 0.028467 
Root Mean Square Error 2.046073 
Mean of Response 5.701843 
Observations (or Sum Wgts) 199

Table 6.10 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 
<20 11 5.63636 0.61691 4.4197 6.8530 

20-35 57 5.04678 0.27101 4.5123 5.5813 
36-50 68 5.89706 0.24812 5.4077 6.3864 
>50 63 6.09524 0.25778 5.5868 6.6036 

*Std Error uses a pooled estimate of error variance 

INFORMATION by Age 

Table 6.11 One-way ANOVA: Summary of Fit Table 6.12 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Age 3 19.90847 6.63616 2.9768 
Error 195 434.71088 2.22929 Prob > F
C. Total 198 454.61935 0.0327 

Rsquare 0.043792 
Adj Rsquare 0.029081 
Root Mean Square Error 1.49308 
Mean of Response 7.924623 
Observations (or Sum Wgts) 199

Table 6.13 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 
<20 11 7.93182 0.45018 7.0440 8.8197 

20-35 57 7.55702 0.19776 7.1670 7.9470 
36-50 68 8.33456 0.18106 7.9775 8.6917 
>50 63 7.81349 0.18811 7.4425 8.1845 

*Std Error uses a pooled estimate of error variance 

TECHNICAL by Age 

Table 6.15 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Age 3 9.83194 3.27731 0.9600 
Error 195 665.72786 3.41399 Prob > F
C. Total 198 675.55980 0.4127 

Table 6.14 One-way ANOVA: Summary of Fit
Rsquare 0.014554 
Adj Rsquare -0.00061 
Root Mean Square Error 1.847698 
Mean of Response 5.798995 
Observations (or Sum Wgts) 199
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Table 6.16 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 
<20 11 6.54545 0.55710 5.4467 7.6442 

20-35 57 5.62807 0.24473 5.1454 6.1107 
36-50 68 5.69118 0.22407 5.2493 6.1331 
>50 63 5.93968 0.23279 5.4806 6.3988 

*Std Error uses a pooled estimate of error variance 

6.3.2 Results of ANOVA Tests for Sex Groups 

Tables 6.17-6.28 present an overview of the results from the analysis of the respondent 
perceptions of the scale items, depending on their gender. There are some interesting 
gender differences that can be detected. The results suggest that there exist statistically 
significant differences between the two respondents’ gender groups depending on their 
perceptions of Interactivity and Information e-SQ dimensions (F-ratios are greater than 1, 
with the probability that the displayed differences occur accidentally being less than 0.5). 
Design and Technical dimensions (F-ratio less than 1) do not display differences between 
respondents’ perceptions based on their gender. 

For Interactivity, the perception differences are more visible (F-ratio equals 7.0294); 
while for Information, perception differences are less significant (F-ratio equals 4.0137). 
On overall, it was found that women perceive interactivity and informativity of a tourism 
website as being more important than do men. 

INTERACTIVITY by Gender 

Table 6.17 One-way ANOVA: Summary of Fit
Rsquare 0.034453 
Adj Rsquare 0.029552 
Root Mean Square Error 1.585774 
Mean of Response 7.730797 
Observations (or Sum Wgts) 199

Table 6.19 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 

F 120 7.97262 0.14476 7.6871 8.2581 
M 79 7.36347 0.17841 7.0116 7.7153 

*Std Error uses a pooled estimate of error variance 

DESIGN by Gender 

Table 6.20 One-way ANOVA: Summary of Fit
Rsquare 0.002092 
Adj Rsquare -0.00297 
Root Mean Square Error 2.078917 
Mean of Response 5.701843 
Observations (or Sum Wgts) 199

Table 6.22 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 

F 120 5.62500 0.18978 5.2507 5.9993 
M 79 5.81857 0.23390 5.3573 6.2798 

*Std Error uses a pooled estimate of error variance 

Table 6.21 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Sex 1 1.78489 1.78489 0.4130 
Error 197 851.41333 4.32190 Prob > F
C. Total 198 853.19821 0.5212 

Table 6.18 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Sex 1 17.67663 17.6766 7.0294 
Error 197 495.39156 2.5147 Prob > F
C. Total 198 513.06820 0.0087 
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INFORMATION by Gender 

Table 6.23 One-way ANOVA: Summary of Fit
Rsquare 0.019968 
Adj Rsquare 0.014993 
Root Mean Square Error 1.503873 
Mean of Response 7.924623 
Observations (or Sum Wgts) 199

Table 6.25 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 

F 120 8.09792 0.13728 7.8272 8.3687 
M 79 7.66139 0.16920 7.3277 7.9951 

*Std Error uses a pooled estimate of error variance 

TECHNICAL by Gender 

Table 6.26 One-way ANOVA: Summary of Fit
Rsquare 0.000007 
Adj Rsquare -0.00507 
Root Mean Square Error 1.851813 
Mean of Response 5.798995 
Observations (or Sum Wgts) 199

Table 6.28 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 

F 120 5.79500 0.16905 5.4616 6.1284 
M 79 5.80506 0.20835 5.3942 6.2159 

*Std Error uses a pooled estimate of error variance 

6.3.3 Results of ANOVA Tests for Education Groups 

Tables 6.29-6.40 present an overview of the results from the analysis of the respondent 
perceptions of the scale items, depending on their education groups. According to the 
ANOVA output, there are some statistically significant perception differences regarding 
all four tourism e-SQ dimensions between the respondents’ groups when sorted by 
education level (F-ratios are greater than 1, with the probability that the displayed 
differences occur accidentally being less than 0.5). These differences are more visible in 
the case of Interactivity (F-ratio equals 2.6893) and Technical (F-ratio equals 1.9694) 
dimensions; while in the case of Design (F-ratio equals 1.6464) and Information (F-ratio 
equals 1.8999) dimensions, these differences are less visible. The results indicate that 
Interactivity and Information tourism website e-SQ dimensions are generally perceived as 
more important by the respondents; while, Design and Technology dimensions are 
perceived as less important. 

Overall, the results do not display any major differences between the seven education-
level groups. More specifically, if compared against other education-level groups, 
Interactivity was perceived to be of greater importance by the respondents with high 
school education. Design and Information was perceived to be of greater importance by 
the respondents with professional education, and Technology – by the respondents with 
both professional education and secondary school education. 

Table 6.27 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Sex 1 0.00482 0.00482 0.0014 
Error 197 675.55497 3.42921 Prob > F
C. Total 198 675.55980 0.9701 

Table 6.24 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Sex 1 9.07762 9.07762 4.0137 
Error 197 445.54173 2.26163 Prob > F
C. Total 198 454.61935 0.0465 
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INTERACTIVITY by Education 

Table 6.30 Analysis of Variance
Source DF Sum of 

Squares 

Table 6.29 One-way ANOVA: Summary of Fit
Rsquare 0.077526 
Adj Rsquare 0.048699 
Root Mean Square Error 1.570052 
Mean of Response 7.730797 
Observations (or Sum Wgts) 199

Mean 
Square 

F Ratio 

Edu 6 39.77613 6.62935 2.6893 
Error 192 473.29207 2.46506 Prob > F
C. Total 198 513.06820 0.0157 

Table 6.31 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 

95% 
Upper 95% 

Secondary School 15 6.87619 0.40539 6.0766 7.6758 
High School 54 8.23545 0.21366 7.8140 8.6569 
Professional Education 29 8.05911 0.29155 7.4841 8.6342 
University Bachelor 48 7.68452 0.22662 7.2375 8.1315 
University Master 29 7.34483 0.29155 6.7698 7.9199 
Higher than Master (PhD 
candidate, PhD, other) 

6 6.69048 0.64097 5.4262 7.9547 

Other 18 7.49206 0.37006 6.7621 8.2220 
*Std Error uses a pooled estimate of error variance 

DESIGN by Education 

Table 6.32 One-way ANOVA: Summary of Fit Table 6.33 Analysis of Variance
Source DF Sum of 

Squares 
Rsquare 0.048933 
Adj Rsquare 0.019212 
Root Mean Square Error 2.055795 
Mean of Response 5.701843 
Observations (or Sum Wgts) 199

Mean 
Square 

F Ratio 

Edu 6 41.74980 6.95830 1.6464 
Error 192 811.44842 4.22629 Prob > F
C. Total 198 853.19821 0.1364 

Table 6.34 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 

Secondary School 15 5.46667 0.53080 4.4197 6.5136 
High School 54 5.97531 0.27976 5.4235 6.5271 
Professional Education 29 6.54023 0.38175 5.7873 7.2932 
University Bachelor 48 5.43750 0.29673 4.8522 6.0228 
University Master 29 5.06897 0.38175 4.3160 5.8219 
Higher than Master (PhD 
candidate, PhD, other) 

6 5.22222 0.83927 3.5668 6.8776 

Other 18 5.61111 0.48456 4.6554 6.5668 
*Std Error uses a pooled estimate of error variance 

INFORMATION by Education 

Table 6.36 Analysis of Variance
Source DF Sum of 

Squares 

Table 6.35 One-way ANOVA: Summary of Fit
Rsquare 0.056044 
Adj Rsquare 0.026545 
Root Mean Square Error 1.495028 
Mean of Response 7.924623 
Observations (or Sum Wgts) 199

Mean 
Square 

F Ratio 

Edu 6 25.47864 4.24644 1.8999 
Error 192 429.14071 2.23511 Prob > F
C. Total 198 454.61935 0.0827 
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Table 6.37 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 

Secondary School 15 7.56667 0.38601 6.8053 8.3280 
High School 54 8.06944 0.20345 7.6682 8.4707 
Professional Education 29 8.35345 0.27762 7.8059 8.9010 
University Bachelor 48 7.87500 0.21579 7.4494 8.3006 
University Master 29 7.88793 0.27762 7.3404 8.4355 
Higher than Master (PhD 
candidate, PhD, other) 

6 6.25000 0.61034 5.0462 7.4538 

Other 18 7.84722 0.35238 7.1522 8.5423 
*Std Error uses a pooled estimate of error variance 

TECHNICAL by Education 

Table 6.39 Analysis of Variance
Source DF Sum of 

Squares 

Table 6.38 One-way ANOVA: Summary of Fit
Rsquare 0.057974 
Adj Rsquare 0.028536 
Root Mean Square Error 1.820592 
Mean of Response 5.798995 
Observations (or Sum Wgts) 199

Mean 
Square 

F Ratio 

Edu 6 39.16519 6.52753 1.9694 
Error 192 636.39461 3.31456 Prob > F
C. Total 198 675.55980 0.0719 

Table 6.40 Means for One-way ANOVA 
Level Number Mean Std Error* Lower 95% Upper 95% 

Secondary School 15 6.21333 0.47007 5.2862 7.1405 
High School 54 6.18148 0.24775 5.6928 6.6701 
Professional Education 29 6.22759 0.33808 5.5608 6.8944 
University Bachelor 48 5.35417 0.26278 4.8359 5.8725 
University Master 29 5.22069 0.33808 4.5539 5.8875 
Higher than Master (PhD 
candidate, PhD, other) 

6 5.03333 0.74325 3.5673 6.4993 

Other 18 5.98889 0.42912 5.1425 6.8353 
*Std Error uses a pooled estimate of error variance 

6.3.4 Results of ANOVA Tests for Internet Use Patterns and Respondent Previous 
Experience

A series of ANOVA tests did not detect any statistically significant differences between 
respondents’ perceptions of e-SQ dimensions as grouped by their Internet use habits. This 
is probably due to the fact that the vast majority of the respondents reported similar 
Internet usage patterns (197 respondents use the Internet regularly – more than four times 
a week). It is likely also due to the fact that the sample respondents were consistent in 
their Internet experience (the majority have been using the Internet for more than five 
years and regard themselves as experienced users). Similarly, no significant differences 
were found in the respondents’ perceptions of the scale dimensions depending either on 
their communication experience with tourism websites or on their previous experience 
with the tourism industry in Norrbotten. 

6.4 Internet-Based Survey: Analysis Results for Online Buying 
Behaviour Patterns 

The data on respondents’ online buying behaviour patterns were analysed by ANOVA 
and regression analysis. As mentioned, the purpose of regression analysis is to measure 
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linear relationships between two or more variables. In the present study, a multiple linear 
regression is used in order to determine whether there is a relationship between the 
respondents’ online buying behaviour (dependent variable) and emerged tourism website 
e-SQ dimensions (independent variables). In other words, it is used to determine if 
tourism website e-SQ dimensions can influence the frequency of online purchases of 
tourism website visitors. 

The analysis of the differences between respondent groups based on their online buying 
experience did not show any significant statistics. Analysis of the factors – regarding the 
respondents’ online buying experience (whether they have bought online) – provided no 
major insights due to the fact that a great majority of them (172 of 199) answered 
positively (they have bought online). The regression analysis of the scale dimensions — 
regarding how frequently the respondents purchased online and how frequently they 
bought a tourism product — has also shown that none of the dimensions significantly 
impacts on the respondents’ frequency of purchasing online. In summary, no significant 
relationships between the variables were detected (R²s are insignificant). However, some 
of the dimensions – namely, Design (F-ratio = 4.6138 with the probability of the results 
occurring accidentally being 0.0331), and to some extent, the Technical aspects of a 
website (F-ratio = 3.2497 with the probability of the results occurring accidentally being 
0.0731) – can be expected to have an impact on the frequency of online purchases by 
tourism consumers, though this impact cannot be expected to be very high. The results of 
the statistical output for respondents’ frequency of online purchases are presented in 
Tables 6.41-6.50.

Respondents’ Frequency of Online Purchases:

Table 6.42 Analysis of Variance
Source DF Sum of 

Squares 

Table 6.41 Whole Model: Summary of Fit 
Rsquare 0.012257 
Adj Rsquare -0.01007 
Root Mean Square Error 0.989818 
Mean of Response 2.137363 
Observations (or Sum Wgts) 182

Mean 
Square 

F Ratio 

Model 4 2.15188 0.537969 0.5491 
Error 177 173.41406 0.979740 Prob > F
C. Total 181 175.56593 0.6999 

Table 6.43 Lack of Fit 
Source DF Sum of Squares Mean Square F Ratio 
Lack Of Fit 176 168.91406 0.95974 0.2133 
Pure Error 1 4.50000 4.50000 Prob > F 
Total Error 177 173.41406 0.9683 

Max RSq 
0.9744 

Table 6.44 Parameter Estimates 
Term Estimate Std Error t Ratio Prob>|t| 
Intercept 2.0545777 0.439308 4.68 <.0001 
INTERACTIVE -0.037601 0.069018 -0.54 0.5866 
DESIGN -0.001899 0.047721 -0.04 0.9683 
INFO -0.004001 0.06408 -0.06 0.9503 
TECHNICAL 0.0724139 0.054207 1.34 0.1833 

94



Table 6.45 Effect Tests
Source Nparm DF Sum of Squares F Ratio Prob > F 
INTERACTIVE 1 1 0.2907961 0.2968 0.5866 
DESIGN 1 1 0.0015513 0.0016 0.9683 
INFO 1 1 0.0038190 0.0039 0.9503 
TECHNICAL 1 1 1.7483828 1.7845 0.1833 

Respondents’ Frequency of Online Purchase of Tourism Services: 

Table 6.46 Whole Model: Summary of Fit 
Rsquare 0.053263
Adj Rsquare 0.031868
Root Mean Square Error 0.926067
Mean of Response 1.93956
Observations (or Sum Wgts) 182

Table 6.47 Analysis of Variance
Source DF Sum of 

Squares 
Mean 

Square 
F Ratio 

Model 4 8.53996 2.13499 2.4895 
Error 177 151.79520 0.85760 Prob > F
C. Total 181 160.33516 0.0450 

Table 6.48 Lack Of Fit
Source DF Sum of Squares Mean Square F Ratio 
Lack Of Fit 176 151.29520 0.859632 1.7193 
Pure Error 1 0.50000 0.500000 Prob > F 
Total Error 177 151.79520 0.5533 

Max RSq 
0.9969 

Table 6.49 Parameter Estimates
Term Estimate Std Error t Ratio Prob>|t| 
Intercept 1.1343472 0.411014 2.76 0.0064 
INTERACTIVE 0.0215442 0.064573 0.33 0.7390 
DESIGN 0.0959012 0.044647 2.15 0.0331 
INFO 0.078039 0.059953 1.30 0.1947 
TECHNICAL -0.091425 0.050716 -1.80 0.0731 

Table 6.50 Effect Tests
Source Nparm DF Sum of Squares F Ratio Prob > F 
INTERACTIVE 1 1 0.0954651 0.1113 0.7390 
DESIGN 1 1 3.9567627 4.6138 0.0331 
INFO 1 1 1.4530843 1.6944 0.1947 
TECHNICAL 1 1 2.7869317 3.2497 0.0731 

6.5 Internet-Based Survey: Qualitative Analysis of the Respondents’ 
Comments 

As presented in Chapter 5, the most common comments of the respondents fall into five 
main categories of the website features, namely: technical, information, communication, 
transactions, and visual design. It is evident that three of the mentioned categories – 
design, information and technical – emerged later on as dimensions of the tourism e-SQ 
scale. Communication and transactions refer to the website interactivity, i.e., the ability 
of a website to interact with the customer (provide support, communication, ability to 
place orders, and do things in general on the website). Thus, all of the respondent 
comments can eventually be integrated into the four emerged e-SQ factors: interactivity, 
design, information and technical. 
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The majority of the comments consists of complaints about the insufficient informativity 
of tourism websites, with which the respondents had previous experience. It can, 
therefore, be suggested that quality information provided on a tourism website is of great 
importance to its on-going customers. This suggestion is backed up by the fact that the 
information dimension of the emerged tourism e-SQ scale holds the greatest relative 
importance weight (7.92). Tourism website informativity is also suggested by the 
literature as one of the most important quality factors. Failure in this area can cause 
serious customer dissatisfaction with a website; and this result is illustrated by the 
respondents’ comments. 

The comments in the other areas – technical, communication, transactions, and visual 
design – are less frequent and more or less evenly distributed among the areas. It is 
surprising that there were not many comments regarding the area of interactivity 
(communication and transactions). Taking into consideration the importance of website 
interactivity features, documented in the literature, as well as the current state of e-SQ of 
tourism websites in Norrbotten (which is fairly low), it could be expected that the 
complaints about website interactivity would be more frequent. The importance of 
tourism website interactivity features, such as online reservation and payment and other 
transaction-related features (e.g., product customisation) is widely documented in the 
literature. The results of this Internet-based survey, suggesting that these features (online 
reservation and payment, customised product search and website interaction) are among 
the most important as rated by the respondents, also confirm the findings of the previous 
studies. This fact lies in contrast with the respondents’ relatively few complaints about 
tourism website interactivity. 

6.6. Follow-Up Study of the Scale Validity and Reliability: Analysis and 
Results

As mentioned, the purpose of the follow-up survey was to determine the validity and 
reliability of the developed tourism e-SQ scale. The total number of respondents was 53. 
The data were subjected to three phases of analysis: reliability analysis to check whether 
the scale holds its consistency, factor analysis to confirm the emerged in the earlier study 
structure of the scale (test of the nomological or predictive validity), and regression
analysis to determine whether the original scale dimensions correlate with other added 
dimensions of the scale (test of convergent validity). In Appendix 2, the description of the 
emerged tourism e-SQ scale dimensions and items is given. The analysis and results are 
presented in the sections below. 

6.6.1 Scale Reliability Analysis Results 

As mentioned, the purpose of the reliability analysis was to determine whether the scale 
still retains its reliability, i.e., is acceptable on Cronbach’s Alpha. To determine the 
reliability of the emerged tourism e-SQ scale Cronbach’s alphas for the entire scale and 
for each of the scale dimensions are calculated. Tables 6.51-6-54 present reliability 
statistics for the entire tourism e-SQ scale. As seen from Table 6.53, Cronbach’s Alpha 
for the entire scale is 0.930 (coefficient for the scale based on the standardised items is 
0.9139, which is very close). It exceeds the acceptable cut-off of 0.7, which suggests that 
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the scale has high internal consistency. Tables 6.55-6.66 present reliability statistics for 
each of the scale dimensions: Interactivity, Design, Information, and Technical. 
Generally, all of the dimensions displayed acceptable Cronbach’s Alphas (0.842 for 
Interactivity; 0.721 for Design; 0.671 for Information; and 0.759 for Technical). As seen, 
Cronbach’s Alpha is higher than 0.7 for the three dimensions: Interactivity, Design and 
Technical. For Information, it is very close to 0.7. Thus, based on the reliability statistics, 
the conclusion can be made that, overall, the developed tourism e-SQ scale possesses 
high internal consistency and is reliable. 

Reliability Analysis for the Entire Scale: 

Table 6.51 Case Processing Summary 
N %

Cases Valid 53 26.6
Excluded(a) 146 73.4
Total 199 100.0

a  Listwise deletion based on all variables in the procedure. 

Table 6.52 Items Statistics 
ITEM MEAN STD. DEVIATION

User-friendly interface 5.64 1.111
Customised product search 2.85 1.965
Product personalisation 3.34 1.506
Website interaction 3.85 1.586
Online reservation & payment 2.77 1.717
Online order tracking 2.02 1.693
Safety & security information 2.42 1.622
Website map 3.00 1.932
Location features 4.77 1.515
Website customisation 2.91 1.800
Company info 5.04 1.270
Product info 4.89 1.235
Tourism info 4.64 1.442
Direct links 3.49 1.589
Chat/customer forum/guestbook 2.26 1.607
Personal info storage 2.15 1.634
Mailing list subscription 2.64 1.766
Browser efficiency/friendliness 5.06 1.420
Multimedia 4.30 1.897

Table 6.53 Reliability Statistics for Tourism E-SQ Scale (Item-Total Statistics) (the table is continued 
on the next page) 

ITEM

Scale Mean if 
Item Deleted 

Scale
Variance if 

Item
Deleted

Corrected 
Item-Total 

Correlation

Squared 
Multiple 

Correlation

Cronbach's 
Alpha if Item 

Deleted
User-friendly interface 62.40 399.590 .326 .554 .931
Customised product search 65.19 371.771 .524 .563 .929
Product personalisation 64.70 371.561 .715 .823 .925
Website interaction 64.19 373.079 .648 .759 .926
Online reservation & payment 65.26 368.890 .659 .718 .926
Online order tracking 66.02 368.057 .683 .719 .925
Safety & security information 65.62 374.355 .610 .607 .927
Website map 65.04 361.152 .687 .702 .925
Location features 63.26 387.583 .426 .502 .930
Website customisation 65.13 359.309 .773 .739 .923
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Table 6.53 Reliability Statistics for Tourism E-SQ Scale (Item-Total Statistics) (continuation) 
ITEM

Scale Mean if 
Item Deleted 

Scale
Variance if 

Item
Deleted

Corrected 
Item-Total 

Correlation

Squared 
Multiple 

Correlation

Cronbach's 
Alpha if 

Item
Deleted

Company info 63.00 385.769 .560 .545 .928
Product info 63.15 389.400 .500 .775 .929
Tourism info 63.40 383.052 .534 .753 .928
Direct links 64.55 369.329 .712 .700 .925
Chat/customer forum/guestbook 65.77 365.332 .771 .845 .923
Personal info storage 65.89 365.218 .759 .899 .924
Mailing list subscription 65.40 360.244 .775 .833 .923
Browser efficiency/friendliness 62.98 393.711 .347 .300 .932
Multimedia 63.74 362.121 .687 .608 .925

Reliability statistics:
Cronbach's Alpha = .930
Cronbach's Alpha Based on 
Standardised Items = 

.9139

N of Items  = 19

Table 6.54 Summary Item Statistics 

Mean 
Minimu

m Maximum Range 
Maximum
/ Minimum

Varianc
e

N of 
Items

Item Means 3.581 2.019 5.642 3.623 2.794 1.328 19
Item Variances 2.596 1.234 3.861 2.627 3.128 .531 19

Reliability Analysis for INTERACTIVITY: 

Table 6.55 Items Statistics 
ITEM MEAN STD. DEVIATION

Online order tracking 2.02 1.693
Product personalisation 2.42 1.622
Website interaction 3.00 1.932
Online reservation & payment 4.77 1.515
User-friendly interface 4.89 1.235
Safety & security information 2.64 1.766
Customised product search 4.30 1.897

Table 6.56 Reliability Statistics for INTERACTIVITY (Item-Total Statistics) 
ITEM

Scale Mean 
if Item 

Deleted

Scale
Variance if 

Item
Deleted

Corrected 
Item-Total 
Correlation

Squared 
Multiple 

Correlation

Cronbach's 
Alpha if 

Item
Deleted

Online order tracking 27.06 62.785 .583 .554 .823
Product personalisation 26.66 63.844 .572 .506 .824
Website interaction 26.08 57.917 .669 .557 .811
Online reservation & payment 24.30 68.292 .428 .425 .841
User-friendly interface 24.19 70.041 .471 .467 .836
Safety & security information 26.43 60.058 .662 .576 .812
Customised product search 24.77 57.909 .685 .519 .808

Reliability statistics:
Cronbach's Alpha = .842
Cronbach's Alpha Based on 
Standardised Items = 

.841

N of Items  = 7
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Table 6.57 Summary Item Statistics 

Mean Minimum Maximum Range 
Maximum / 
Minimum Variance

N of 
Items

Item Means 3.634 2.019 5.038 3.019 2.495 1.538 7
Item Variances 2.672 1.525 3.731 2.205 2.446 .685 7

Reliability Analysis for DESIGN: 

Table 6.58 Items Statistics 
ITEM MEAN STD. DEVIATION

Website map 2.91 1.800
Location features 5.04 1.270
Website customisation 3.49 1.589

Table 6.59 Reliability Statistics for DESIGN (Item-Total Statistics) 
ITEM

Scale Mean 
if Item 

Deleted

Scale
Variance if 

Item
Deleted

Corrected 
Item-Total 
Correlation

Squared 
Multiple 

Correlation

Cronbach's 
Alpha if 

Item
Deleted

Website map 8.53 6.177 .536 .287 .660
Location features 6.40 8.513 .551 .310 .646
Website customisation 7.94 6.901 .574 .336 .593

Reliability statistics:
Cronbach's Alpha = .721
Cronbach's Alpha Based on 
Standardised Items = 

.733

N of Items  = 3

Table 6.60 Summary Item Statistics 

Mean 
Minimu

m Maximum Range 
Maximum
/ Minimum

Varianc
e

N of 
Items

Item Means 3.811 2.906 5.038 2.132 1.734 1.214 3
Item Variances 2.460 1.614 3.241 1.627 2.008 .665 3

Reliability Analysis for INFORMATION: 

Table 6.61 Items Statistics 
ITEM MEAN STD.

DEVIATION 
Company info 5.64 1.111
Product info 2.85 1.965
Tourism info 3.85 1.586
Direct links 2.77 1.717
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Table 6.62 Reliability Statistics for INFORMATION (Item-Total Statistics) 
ITEM

Scale Mean 
if Item 

Deleted

Scale
Variance if 

Item
Deleted

Corrected 
Item-Total 
Correlation

Squared 
Multiple 

Correlation

Cronbach's 
Alpha if 

Item Deleted
Company info 9.47 18.562 .153 .114 .746
Product info 12.26 10.237 .569 .331 .519
Tourism info 11.26 11.852 .631 .404 .482
Direct links 12.34 12.421 .486 .369 .581

Reliability statistics: 
Cronbach's Alpha = .671
Cronbach's Alpha Based on 
Standardised Items = 

.647

N of Items  = 4

Table 6.63 Summary Item Statistics 

Mean 
Minimu

m Maximum Range 
Maximum
/ Minimum

Varianc
e

N of 
Items

Item Means 3.778 2.774 5.642 2.868 2.034 1.783 4
Item Variances 2.640 1.234 3.861 2.627 3.128 1.193 4

Reliability Analysis for TECHNICAL: 

Table 6.64 Items Statistics 
ITEM MEAN STD. DEVIATION

Chat/customer forum/guestbook 3.34 1.506
Personal info storage 4.64 1.442
Mailing list subscription 2.26 1.607
Browser efficiency/friendliness 2.15 1.634
Multimedia 5.06 1.420

Table 6.65 Reliability Statistics for TECHNICAL (Item-Total Statistics) 
ITEM

Scale Mean 
if Item 

Deleted

Scale
Variance if 

Item
Deleted

Corrected 
Item-Total 
Correlation

Squared 
Multiple 

Correlation

Cronbach's 
Alpha if 

Item
Deleted

Chat/customer forum/guestbook 14.11 20.718 .480 .337 .732
Personal info storage 12.81 21.964 .408 .202 .755
Mailing list subscription 15.19 16.887 .764 .761 .620
Browser efficiency/friendliness 15.30 16.946 .739 .764 .629
Multimedia 12.40 23.782 .272 .120 .795

Reliability statistics:
Cronbach's Alpha = .759
Cronbach's Alpha Based on 
Standardised Items = 

.750

N of Items  = 5

Table 6.66 Summary Item Statistics 

Mean 
Minimu

m Maximum Range 
Maximum
/ Minimum

Varianc
e

N of 
Items

Item Means 3.491 2.151 5.057 2.906 2.351 1.775 5
Item Variances 2.323 2.016 2.669 .653 1.324 .086 5
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6.6.2 Scale Nomological Validity Analysis Results 

The test of scale nomological validity, or so-called predictive validity, shows whether the 
scale possesses the ability to behave as expected in regard to related theoretical concepts. 
In the case of the tourism e-SQ scale, nomological validity is tested by investigating 
whether the original factor structure occurs in the scale. As known from the previous 
analysis, the original scale displayed the structure of four factors: Interactivity, Design, 
Information and Technical. To determine nomological validity of the scale, the 19 scale 
items are factor-analysed to see whether they load as expected. Tables 6.67-6.68 present 
the output of this factor analysis. 

As seen, four factors emerged; however, not all items loaded as expected. Table 6.68, 
“Rotated Component Matrix,” shows how the 19 items loaded onto factors (the rule of 
thumb is to keep items that loaded >0.5 onto a factor). One of the original factors – 
Design – did not receive any items. Three other factors – Interactivity, Information and 
Technical – received their items partially. Onto Interactivity four original items out of 
seven loaded; namely, customised product search, product personalisation, website 
interaction and online order tracking. Two original items – online reservation & payment 
and safety & security information – were very close with loads 0.453 and 0.478, 
respectively; and one item – user-friendly interface – did not load. Onto Information
three original items out of four loaded; namely, company info, product info and tourism 
info. One original item – direct links – did not load. One technical item – multimedia – 
loaded, although it also loaded onto Technical with a better result. Finally, onto Technical
four original items out of five loaded; namely, chat/customer forum/guestbook, personal
info storage, mailing list subscription and multimedia. One original item – browser
efficiency/friendliness – did not load. It must be also mentioned that the item browser
efficiency/friendliness did not load onto any of the factors. It can, therefore, be suggested 
that this item should be eliminated from the final tourism e-SQ scale (this item also 
received the most comments from the follow-up respondents, who used only one 
browser, Internet Explorer and could not, therefore, evaluate how well a particular 
website operates in another browser). 

Concluding, it can be suggested that, overall, the scale has an acceptable level of 
nomological validity, because four factors emerged with a good degree of resemblance to 
the three original factors, although not all items loaded as expected. 

Table 6.67 Rotated Solution: Percentages of Variance Accounted for Factors 
Factor1 Factor2 Factor3 Factor4

Percentages of Variance Accounted for 23.339 19.344 18.006 8.780

Table 6.68 Rotated Component Matrix(a): Factor Pattern (the table is continued on the next page) 
Component

ITEM Factor1 Factor2 Factor3 Factor4 

User-friendly interface .031 .661 .226 -.295
Customised product search .243 .001 .812 -.037
Product personalisation .427 .078 .766 .140
Website interaction .139 .269 .759 .293
Online reservation & payment .408 .034 .453 .663
Online order tracking .443 .028 .543 .492
Safety & security information .514 .006 .478 .238
Website map .695 .311 .364 -.202
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Table 6.68 Rotated Component Matrix(a): Factor Pattern (continuation)
Component

ITEM Factor1 Factor2 Factor3 Factor4 

Location features .249 .664 .004 -.017
Website customisation .420 .491 .568 .017
Company info .167 .518 .200 .545
Product info .031 .902 .123 .107
Tourism info .176 .803 .027 .266
Direct links .644 .360 .212 .205
Chat/customer forum/guestbook .783 .184 .265 .283
Personal info storage .901 .148 .221 .114
Mailing list subscription .780 .162 .302 .268
Browser efficiency/friendliness .226 .421 -.080 .289
Multimedia .515 .513 .216 .156

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a  Rotation converged in 6 iterations. 

In Table 6.68, Factor 1 stands for Technical, Factor 2 stands for Information, and Factor 
3 stands for Interactivity. As mentioned, no original Design items were loaded onto 
Factor 4. 

6.6.3 Scale Convergent Validity Analysis Results 

To consider the convergent validity of the scale, a test was performed to see how the 
original scale dimensions (Interactivity, Design, Information and Technical) correlate 
with similar independent scale measures (added control dimensions: overall website 
quality, online customer needs’ overall fulfilment, purchase intention, word-of-mouth,
and re-visit intention) (see Appendices 2 and 3 for the original and added scale 
dimensions and items, and follow-up questionnaire). Technically, the items were summed 
up to reproduce the four original dimensions. These were then regressed on the five 
added independent variables. Tables 6.69-6.88 present the output of the regression 
analysis. As seen, all the R2s are significant, i.e., the four original scale dimensions 
correlate well with the five added scale dimensions. Thus, while not all the dimensions 
are significant, it can be suggested, based on the analysis results, that overall, the scale 
possesses good convergent validity. 

Regression Analysis Results for Overall Website Quality (Overall, how would you 
rate the website?): 

The tables below present the analysis of the correlation between the four original scale 
dimensions and an added control dimension of the scale — overall website quality.

Table 6.69 Variables Entered/Removed(b)

Model 
Variable
Entered

Variables 
Removed Method 

1 Technical, 
Info,
Design,
Interact(a) 

Enter

a  All requested variables entered 
b  Dependent Variable: Overall Website Quality 
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Table 6.70 Model Summary 

Model R R Square 
Adjusted R

Square 
Std. Error of 
the Estimate 

1 .826(a) .681 .655 .572
a  Predictors: (Constant), Technical, Info, Design, Interact 

Table 6.71 ANOVA(b) 

Model 
Sum of 
Squares df Mean Square F Sig.

Regression 33.559 4 8.390 25.672 .000(a)
Residual 15.687 48 .327

1

Total 49.245 52
a  Predictors: (Constant), Technical, Info, Design, Interact 
b  Dependent Variable: Overall Website Quality 

Table 6.72 Coefficients(a) 
Unstandardised 

Coefficients 
Standardised 
Coefficients 

Model B Std. Error Beta t Sig.

(Constant) 1.774 .291 6.097 .000
Interact .281 .162 .341 1.734 .089
Design .054 .124 .070 .438 .664
Info .257 .105 .304 2.442 .018

1

Technical .164 .174 .183 .941 .351
a  Dependent Variable: Overall Website Quality 

Regression Analysis Results for Online Customer Needs’ Overall Fulfilment (To 
what extent would you say the website you have just visited meets your specific 

needs?):

The tables below present the analysis of the correlation between the four original scale 
dimensions and an added control dimension of the scale — online customer needs’ 
overall fulfilment.

Table 6.73 Variables Entered/Removed(b) 

Model 
Variable
Entered

Variables 
Removed Method 

1 Technical, 
Info,
Design,
Interact(a) 

Enter

a  All requested variables entered 
b  Dependent Variable: Online Customer Needs’ Overall Fulfilment 

Table 6.74 Model Summary 

Model R R Square 
Adjusted R

Square 
Std. Error of 
the Estimate 

1 .660(a) .436 .388 .763
a  Predictors: (Constant), Technical, Info, Design, Interact 
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Table 6.75 ANOVA(b) 

Model 
Sum of 
Squares df Mean Square F Sig.

Regression 21.579 4 5.395 9.259 .000(a)
Residual 27.968 48 .583

1

Total 49.547 52
a  Predictors: (Constant), Technical, Info, Design, Interact 
b  Dependent Variable: Online Customer Needs’ Overall Fulfilment 

Table 6.76 Coefficients(a) 
Unstandardised 

Coefficients 
Standardised 
Coefficients 

Model B Std. Error Beta t Sig.

(Constant) 2.386 .389 6.140 .000
Interact .437 .217 .529 2.020 .049
Design .249 .166 .320 1.502 .140
Info .181 .140 .214 1.290 .203

1

Technical -.344 .233 -.383 -1.476 .147
a  Dependent Variable: Online Customer Needs’ Overall Fulfilment 

Regression Analysis Results for Purchase Intention (How likely would you be to 
purchase from this website – assuming could afford it, and wanted to visit?): 

The tables below present the analysis of the correlation between the four original scale 
dimensions and an added control dimension of the scale — purchase intention.

Table 6.77 Variables Entered/Removed(b) 

Model 
Variable
Entered

Variables 
Removed Method 

1 Technical, 
Info,
Design,
Interact(a) 

Enter

a  All requested variables entered 
b  Dependent Variable: Purchase Intention 

Table 6.78 Model Summary 

Model R R Square 
Adjusted R

Square 
Std. Error of 
the Estimate 

1 .478(a) .228 .164 1.394
a  Predictors: (Constant), Technical, Info, Design, Interact 

Table 6.79 ANOVA(b) 

Model 
Sum of 
Squares df Mean Square F Sig.

Regression 27.597 4 6.899 3.551 .013(a)
Residual 93.271 48 1.943

1

Total 120.868 52
a  Predictors: (Constant), Technical, Info, Design, Interact 
b  Dependent Variable: Purchase Intention 
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Table 6.80 Coefficients(a) 
Unstandardised 

Coefficients 
Standardised 
Coefficients 

Model B Std. Error Beta t Sig.

(Constant) 1.912 .710 2.694 .010
Interact -.070 .395 -.054 -.177 .860
Design .336 .303 .277 1.110 .273
Info .292 .256 .221 1.139 .260

1

Technical .103 .425 .073 .242 .810
a  Dependent Variable: Purchase Intention 

Regression Analysis Results for Word-of-mouth (How likely would you be to 
recommend this website to your friend — assuming your friend is looking for a 

similar tourist product?): 

The tables below present the analysis of the correlation between the four original scale 
dimensions and an added control dimension of the scale — word-of-mouth.

Table 6.81 Variables Entered/Removed(b) 

Model 
Variable
Entered

Variables 
Removed Method 

1 Technical, 
Info,
Design,
Interact(a) 

Enter

a  All requested variables entered 
b  Dependent Variable: Word-of-Mouth 

Table 6.82 Model Summary 

Model R R Square 
Adjusted R

Square 
Std. Error of 
the Estimate 

1 .539(a) .291 .232 1.286
a  Predictors: (Constant), Technical, Info, Design, Interact 

Table 6.83 ANOVA(b) 

Model 
Sum of 
Squares df Mean Square F Sig.

Regression 32.578 4 8.145 4.922 .002(a)
Residual 79.422 48 1.655

1

Total 112.000 52
a  Predictors: (Constant), Technical, Info, Design, Interact 
b  Dependent Variable: Word-of-Mouth 

Table 6.84 Coefficients(a) 
Unstandardised 

Coefficients 
Standardised 
Coefficients 

Model B Std. Error Beta t Sig.

(Constant) 2.424 .655 3.701 .001
Interact .087 .365 .070 .239 .812
Design .300 .279 .257 1.073 .289
Info .003 .237 .002 .013 .990

1

Technical .322 .392 .239 .820 .416
a  Dependent Variable: Word-of-Mouth 
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Regression Analysis Results for Re-Visit Intention (How likely would you be to use 
this website again, if ever needed a similar tourism product?): 

The tables below present the analysis of the correlation between the four original scale 
dimensions and an added control dimension of the scale — re-visit intention.

Table 6.85 Variables Entered/Removed(b) 

Model 
Variable
Entered

Variables 
Removed Method 

1 Technical, 
Info,
Design,
Interact(a) 

Enter

a  All requested variables entered 
b  Dependent Variable: Re-Visit Intention 

Table 6.86 Model Summary 

Model R R Square 
Adjusted R

Square 
Std. Error of 
the Estimate 

1 .532(a) .283 .223 1.215
a  Predictors: (Constant), Technical, Info, Design, Interact 

Table 6.87 ANOVA(b) 

Model 
Sum of 
Squares df Mean Square F Sig.

Regression 27.974 4 6.994 4.740 .003(a)
Residual 70.818 48 1.475

1

Total 98.792 52
a  Predictors: (Constant), Technical, Info, Design, Interact 
b  Dependent Variable: Re-Visit Intention 

Table 6.88 Coefficients(a) 
Unstandardised 

Coefficients 
Standardised 
Coefficients 

Model B Std. Error Beta t Sig.

(Constant) 2.752 .618 4.450 .000
Interact .178 .345 .152 .516 .608
Design .573 .264 .522 2.172 .035
Info -.081 .223 -.068 -.364 .718

1

Technical -.111 .371 -.088 -.300 .765
a  Dependent Variable: Re-Visit Intention 

6.7 Main Findings and Hypotheses Confirmation 

As discussed previously, the study had six hypotheses in the frame of the stated research 
problem “What Constitutes Tourism Website E-Service Quality?”
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The paragraphs below discuss the findings of the study in relation to the hypotheses. 

One of the main findings is the emergence of the tourism e-SQ scale (see Appendix 2 and 
4 for original and final scales). The results of the Internet-based survey indicated that the 
emerged 19-item scale is reliable and consistent and supports a lot of findings reported in 
the literature. For example, the findings of previous studies on e-SQ of tourism websites 
suggest that online reservation capability is one of the most important features of a 
tourism website, as perceived by tourism customers. This highly corresponds to the 
findings of the present study. Furthermore, various information-related features of a 
tourism website were found to be of the most importance to tourism website users in the 
sample. This is also consistent with the literature claims. The same is true in the case of 
interaction- and transaction-related features. The rank order of the 19 e-services is shown 
in Table 6.89. Additionally, the table gives an overview of the specific online customer 
needs addressed by the e-services. 

Table 6.89 E-Services (Scale Items) Rank Order (the table is continued on the next page) 
Rank
order 

E-service (Scale item) Online Customer Need 
Addressed 

1 Tourism information (ability to obtain relevant tourism 
information on the website) 

Hospitality (Information Convenience) 

Product information (ability to gather in-depth 
information about tourism products/services) 

Specific Information (Service-Specific Knowledge) 

Online reservation & payment (ability to book the 
product/service and choose to pay for it directly on the 
website)

Order Taking (Initiate Service with the Company, 
Transacting), Billing and Payment (Transacting) 

2

Safety & security (ability to get safety and security-
related information on the website) 

Safety and Security 

Customised product search (ability to search for a 
product/service based on the pre-selected criteria) 

Consultation and Advice (Customer Knowledge 
Uncertainty), Hospitality (Information 
Convenience), New Products and Services 
(Procedural Efficiency Increase). 

3

Website interaction (ability to interact with the company 
through the website) 

Consultation & Advice (Need for Personalised 
Interaction), Handling Exceptions (Need for 
Personalised Interaction), Information (General 
Company Contact Knowledge) 

4 Direct links (links to other websites providing the 
relevant tourism information) 

Hospitality (Information Convenience); New 
Products & Services (Procedural Efficiency 
Increase)

H1: The majority of the 20 selected e-services (website e-SQ items) comprise a reliable and consistent 
e-SQ profile of a tourism website.

H2: The majority of the selected 20 e-services (website e-SQ items) fulfil the needs of tourism 
consumers amenable to fulfilment in the online environment.

H3: The majority of the 20 proposed e-services (website e-SQ items) can form a reliable scale for 
assessing tourism website e-SQ.

H4: The majority of the 20 proposed e-services (website e-SQ items) can, in turn, be described more 
broadly and generally by a smaller number of e-SQ factors or dimensions, i.e., can be condensed into a 
smaller number of reasonably stable broad e-SQ scale dimensions.

H5: The emerged scale for assessing tourism website e-SQ possesses a good internal consistency (i.e. 
reliable). 

H6: The emerged scale for assessing tourism website e-SQ performs on validity tests (i.e., valid).
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Table 6.89 E-Services (Scale Items) Rank Order (continuation)
Rank
order 

E-service (Scale item) Online Customer Need 
Addressed 

Company info (detailed information related to the 
company and its activity) 

Information (Knowledge of the Company) 5

Product personalisation (ability to tailor tourism 
product/service to the customer’s specific needs) 

Consultation & Advice (Customer Knowledge 
Uncertainty), Handling Exceptions 

6 Online order tracking (a website feature that allows 
customers to monitor their order’s status) 

Specific Information (Firm Performance Variation)

7 User-friendly interface (visually pleasing and 
entertaining appearance of the website, its graphical 
interface (choice of layout, fonts, colours, etc.)) 

Entertainment and Excitement

8 Multimedia (multimedia features) Specific Information (Service-Specific Knowledge), 
Entertainment and Excitement

9 Browser efficiency/friendliness (ability to open and 
operate the website without any problems in any 
browser)

Technology

10 Location features (website’s ability to show customer’s 
current location within the website) 

Hospitality (Site Navigation, Customer Confidence)

11 Website map (hierarchical diagram of the pages on the 
website)

Hospitality (Information Convenience, Site 
Navigation, Customer Confidence)

12 Personal info storage (opportunity for customers to 
store personal information and history of their previous 
transactions with the company) 

Caretaking and Safekeeping (Record Keeping)

13 Website customisation (ability to filter the website 
content according to customers’ preferences and 
interests) 

New Products and Services (Procedural Efficiency 
Increase)

14 Mailing list subscription (subscription to the company’s 
mailing list to receive personalised information about 
offers, campaigns, news, etc.) 

Specific Information (Service-Specific Knowledge), 
Hospitality (Information Convenience), 
Consultation and Advice (Customer Knowledge 
Uncertainty)

15 Chat/customer forum/guestbook (opportunity to 
communicate with other customers via the website and 
learn about previous customer experiences) 

Need to Socialise/Online Community 

As seen, the popular e-services address online consumer needs in the areas of general and 
specific information, hospitality, order-taking and billing & payment, safety & security, 
consultation and advice, and new products and services. 

The seven most popular e-services, according to tourism website users’ preferences, are 
Interactivity- and Information-related ones (presented below from most important to least 
important): 
-Tourism information (ability to get relevant tourism information on the website); 
-Product information (ability to gather in-depth information about tourism 
products/services);
-Online reservation & payment (ability to order and/or pay for the product directly on a 
website); 
-Safety & security (ability to get safety and security-related information on the website); 
-Customised product search (ability to search for a product/service based on the pre-
selected criteria); 
-Website interaction (ability to interact with the company through the website); and 
-Direct links (links to other websites providing relevant tourism information). 

Hereby, Hypothesis I of the study – The majority of the 20 selected e-services (website e-
SQ items) comprise a reliable and consistent e-SQ profile of a tourism website – is 
confirmed. 
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All of the 20 selected tourism e-services (e-SQ items) received positive weights (relative 
importance as perceived by respondents), although one item, e-service local search 
engine, was eventually eliminated from further analysis due to the fact that it did not load 
onto any factors. To eliminate such an item is an acceptable practice in a scale 
development process. Overall, the results of the main study (Internet-based survey) can 
be seen as a clear indicator that the 19 proposed e-services can satisfy online customer 
needs as related to a tourism website. Hereby, it can be suggested that Hypothesis II – 
The majority of the selected 20 e-services (website e-SQ items) fulfil the needs of tourism 
consumers amenable to the fulfilment in the online environment – is confirmed. 

The results of exploratory factor analysis indicated the emergence of the four dimensions 
of the hypothesised e-SQ scale: Interactivity, Design, Information and Technical. The 
results also suggested that these dimensions can be expected to have different levels of 
importance to tourism consumers in a buying situation (i.e., where the purpose of the 
website visit is to buy a tourism service). It was found that, in the context of a buying 
situation, interactivity and information features of a tourism website can be expected to 
be of greater importance to the respondents (that is, they can be expected to be the 
primary triggers of customer satisfaction with the website); and design and technical 
features – of less importance. The data also suggested that the 19 scale items loaded well 
onto the four emerged scale dimensions. The emerged tourism e-SQ scale is titled as a 
“Meeting Online Needs of Customers” (MONC) scale (see Appendix 2 for detailed 
description of the original MONC scale’s dimensions and items). Hereby, Hypothesis III 
– The majority of the 20 proposed e-services (website e-SQ items) can form a reliable 
scale for assessing tourism website e-SQ – and Hypothesis IV – The majority of the 20 
proposed e-services (website e-SQ items) can, in turn, be described more broadly and 
generally by a smaller number of e-SQ factors or dimensions, i.e., can be condensed into 
a smaller number of reasonably stable broad e-SQ scale dimensions – are confirmed. 

The follow-up study addressed hypotheses V and VI, which are concerned with validity 
and reliability — the quality characteristics of the emerged tourism e-SQ scale (original 
MONC scale). As mentioned, the purpose of the follow-up survey was to test how the 
developed tourism e-SQ scale performs in the assessment of a real tourism website. The 
original MONC scale (see Appendix 2) was used to create a questionnaire for website 
evaluation (see Appendix 3). The results of the analysis, to which the data gathered in the 
follow-up study were subjected, suggested that the scale possesses a good level of 
internal consistency (holds its reliability), has an acceptable level of nomological validity 
and has a good level of convergent validity. Thus, based on these results, it can be stated 
that Hypothesis V – The emerged scale for assessing tourism website e-SQ possesses a 
good internal consistency (i.e., reliable) – and Hypothesis VI – The emerged scale for 
assessing tourism website e-SQ performs on validity tests (i.e., valid) – are confirmed. 

Factor analysis of the follow-up survey data showed that one item of the tested scale, 
browser efficiency/friendliness (ability to open and operate the website without any 
problems in any browser), did not load onto any factors. The item, therefore, was 
eliminated from the final scale, in accordance with scale development practice. A 
possible reason of why this item caused the problem may be found in the fact that most 
respondents stated that they used only one browser, Internet Explorer. Thus they could 
not evaluate how the website performs with a different browser. A possible solution 
would be to change the item to something like browser efficiency (ability to open and 
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operate the website without any problems in your browser). Table 6.90 gives an overview 
of the dimensions and items of the final tourism e-SQ scale (final MONC scale). The 
final scale consists of 18 items and four dimensions, plus five scale control variables (see 
Appendix 4 for final MONC scale and final MONC questionnaire for website 
evaluation).

Table 6.90 Final Tourism E-SQ Scale (MONC Scale) (the table is continued on the next page) 
Scale Dimensions & Items Description 

INTERACTIVITY 
User-friendly interface (visually pleasing and entertaining appearance 
of the website, its graphical interface (choice of layout, fonts, colours, 
etc.))
Customised product search (ability to search for a product/service 
based on the pre-selected criteria) 
Product personalisation (ability to tailor tourism product/service to the 
customer’s specific needs) 
Website interaction (ability to interact with the company through the 
website)
Online reservation & payment (ability to book the product/service and 
choose to pay for it directly on the website) 
Online order tracking (a website feature that allows customers to 
monitor their order’s status) 
Safety & security information (safety and security information made 
available on the website) 

The extent to which a user can 
interact with the website, i.e., the 
extent to which a user can do things 
on a website 

DESIGN 
Website map (access to website map, i.e., a hierarchical diagram that 
shows schematically the website’s structure) 
Location features (website’s ability to show customer’s current location 
within the website) 
Website customisation (ability to filter the website content according to 
customers’ preferences and interests) 

The extent to which appearance and 
design features of the website are 
appealing and pleasing to the 
customer 

INFORMATION 
Company info (detailed information related to the company and its 
activity) 
Product info (ability to gather in-depth information about tourism 
products/services)
Tourism info (ability to get other relevant tourism information on the 
website)
Direct links (direct links to other websites providing relevant tourism 
information)

The extent to which a website is 
informative and is able to provide 
information relevant to the 
customer’s tasks 

TECHNICAL 
Chat/customer forum/guestbook (opportunity to communicate with 
other customers via the website and learn about previous customer 
experiences)
Personal info storage (opportunity for customers to store personal 
information and history of their previous transactions with the 
company) 
Mailing list subscription (subscription to the company’s mailing list to 
receive personalised information about offers, campaigns, news, etc.) 
Multimedia (multimedia features, i.e., information in moving pictures, 
sounds, animation, 3D-effects, etc.) 

The extent to which technical 
features of the website are 
satisfactory, conform to the 
requirements of the customer and 
facilitate the customer’s website 
operations 

Overall website quality (the extent to which the visitor evaluates the 
overall quality of the website) 

Online customer needs’ overall fulfilment (the extent to which the 
visitor evaluates the overall website’s ability to fulfil his/her needs) 
Purchase intention (the extent to which the website influences the 
intention of the visitor to purchase) 

SCALE CONTROL DIMENSIONS 
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Table 6.90 Final Tourism E-SQ Scale (MONC Scale) (continuation)
Scale Dimensions & Items Description 

Word-of-mouth (the extent to which the visitor would be likely to 
recommend the website) 
Re-visit intention (the extent to which the visitor would be likely to re-
visit the website) 

SCALE CONTROL DIMENSIONS 

Hereby, it can be stated that all six hypotheses of the present study are confirmed. 

Furthermore, some interesting results have been received after subjecting the data 
gathered in the main study (Internet-based survey of visitors of tourism websites) to the 
series of ANOVA tests and regression analysis. Some interesting differences in consumer 
perceptions of emerged website e-SQ dimensions were detected in different demographic 
groups. For example, significant differences were displayed in the different respondent 
age groups in relation to the website e-SQ dimensions of Design and Information. Similar 
differences were found between genders in relation to Interactivity and Information.
Perception differences in relation to e-SQ dimensions were also found among different 
education-level groups. The results indicate that Interactivity and Information are 
generally perceived as more important by the respondents; while, Design and Technology
dimensions are perceived as less important. Analysis based on different behavioural 
patterns (Internet use and online buying behaviour) and previous respondent experience 
(Internet communication experience and Norrbotten tourism industry experience) 
revealed no significant influence on respondents’ perceptions of scale items. However, it 
was found that Design and, to some extent, the Technical aspects of a tourism website 
can be expected to impact on the frequency of online purchases, although this impact will 
be very small. 

Qualitative analysis of the respondents’ comments in the Internet-based survey indicated 
that the most common comments fall into five main categories of the website features, 
namely: technical, information, communication, transactions, and visual design. These, in 
turn, can be placed onto the four emerged e-SQ factors: interactivity, design, information 
and technical. Most comments were complaints about the insufficient informativity of 
tourism websites. This suggests that information quality of tourism websites is of great 
importance to website users, and, thus, plays a pivotal role in promoting consumer 
satisfaction with the website. This suggestion is consistent with the findings of previous 
studies. Informativity of tourism websites was found to be one of the most important 
quality factors. Failure in this area can therefore cause serious customer dissatisfaction. It 
is also consistent with this study’s finding that information-related e-services were among 
the most popular e-services. This finding is based on ratings by the respondents in the 
Internet-based survey, and backs up the claims of the previous studies. 
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CHAPTER 7 «CONCLUSIONS, IMPLICATIONS FOR THEORY 
AND PRACTICE, AND AVENUES FOR FUTURE RESEARCH» 

The purpose of the following chapter is to present conclusions that can be drawn from the results of the 
present research, study implications for theory and practice, and suggestions for future research. The 
chapter starts with the discussion of the e-SQ and main research issues in the area. Then, the conclusions 
are presented, followed by the discussion of the study implications, and suggestions for future research. 

7.1 Discussion and Conclusions 

On the Internet, companies market their intangible value propositions/value offerings; 
and marketing is about communicating this value proposition to the customer. It is done 
through differentiating strategies and by adding value to customers’ operations. The main 
function of marketing in a firm is to reach the customers, make them aware of the firm’s 
offering and persuade them to buy it. On the Internet, where consumers are unable to see 
the actual product, whether it is a physical good or service, companies can differentiate 
themselves and gain a competitive advantage by offering e-services that add customer 
value (information, uncertainty reducing, time-saving, entertaining, etc.), facilitate the 
shopping process and increase the efficiency of shopping-related customer operations on 
websites. Of course, things like word of mouth, brand name, reputation and price of the 
product greatly matter. However, with the customers being increasingly aware of the 
choices and product-substitutes and the pressure of competition from the international 
marketspace of the Internet, companies cannot rely just on these assets; they must excel 
in electronic service quality if they are to gain competitive advantage (Rayport and 
Sviokla, 1994, 1995; Piccoli et al., 2004; Grönroos et al., 2000; Zeithaml, 2002). It is, 
therefore, pivotal for companies to offer quality e-services on their websites (Zeithaml et 
al., 2002; Parasuraman and Zinkhan, 2002; Parasuraman, 2004; Piccoli et al., 2004). 

Electronic service quality (e-SQ) is a novel and rapidly developing area of research. 
Though the first conceptual study in this area was published in 2002, much research has 
already been done in order to facilitate our understanding of the concept of e-SQ. 
However, many issues deserve further attention. For example, there is little consensus on 
how different e-services influence the way customers perceive the quality of a website 
and how different profiles of e-services behave in different industrial contexts. The 
majority of the literature on website e-SQ explores consumer behaviour in the e-tailing 
context. The present study addresses website e-SQ in the context of tourism services. 
Tourism is one of the industries which, due to its information-intensive nature, can 
benefit greatly from the use of Internet marketing techniques to identify target markets; 
and tourism enterprises have recently realised the importance of delivering superior e-SQ 
to consumers (Sigala and Sakellaridis, 2004). By improving the delivery of e-SQ to 
consumers, tourism businesses can achieve a strong competitive advantage and 
differentiate themselves. Nevertheless, the area of e-SQ in tourism repeats the common 
pattern displayed by of the entire e-SQ research field and appears understudied. The same 
pattern is also reflected by the practical knowledge displayed by industry practitioners. 
Tourism marketers lack understanding of what comprises e-SQ and concepts related to 
online consumer behaviour. Also, only a few instruments can aid tourism practitioners in 
assessing and improving tourism websites’ e-SQ profile and better meet the needs of 
online customers. 
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The present research offers important theoretical and practical implications for the 
meeting online needs of tourism consumers and measurement of consumer perceptions of 
e-SQ of tourism websites. 

In the present study, the profile of twenty tourism website e-services was tested on the 
sample of on-going visitors of tourism websites located in the Swedish region of 
Norrbotten. The empirical data during the main part of the study were gathered during a 
5-month online customer survey and analysed using the multivariate statistical methods 
of exploratory factor analysis, regression analysis and ANOVA. The main findings of the 
study were checked by the follow-up survey on a smaller sample of business students. 
The findings of the both studies indicate that: 

- Website e-SQ profile should be based on e-services that are amenable to the 
fulfilment of online customer needs; 

- A working quality profile of a tourism website can be based on the eighteen 
proposed e-services, which can guarantee a certain level of customer satisfaction 
with the website; 

- A reliable and valid tourism e-SQ scale can be proposed, based on the study 
results;

- Customer demographics may significantly affect the way customers perceive the 
quality of a tourism website; and 

- Internet-buyers can be different from non-buyers in their perceptions of website 
quality features. 

Most important tourism website e-services as perceived by potential tourism service 
buyers are Interactivity- and Information-related. These are (in descending order of 
importance): tourism information, product information, online reservation and payment,
safety and security, customised product search, website interaction, and direct links. This 
finding is to a great degree consistent with the literature. The informativity of a tourism 
website, i.e., its ability to provide a consumer with relevant and timely information about 
services and other relevant information, is regarded as a vital quality criterion. Further, 
earlier studies have found that transaction-related e-services, such as reservation and 
payment, are important for boosting customer satisfaction with a tourism website. 
Website interactivity is another important aspect that should be considered by tourism 
practitioners.

Least important e-services for tourism websites were five Design- and Technology-
related services. These are the following (from most to least important): website map,
personal info storage, website customisation, mailing list subscription, and chat/customer
forum/guestbook. This finding contradicted previous studies to a certain degree. For 
example, communication- and virtual community-related website features were suggested 
to be important to potential travellers by the literature. The findings of this study, 
however, indicate that communication features, such as chat/customer forum/guestbook 
can be least important for tourism website e-SQ profile. 

Further, based on the study findings, a reliable and valid scale for evaluation of tourism 
website e-SQ – Meeting Online Needs of Customers (MONC) scale (see Appendix 4) – 
was designed. The scale contains eighteen items (e-services that are important to 
potential online tourism consumers) and four dimensions – interactivity, design,
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information and technical. Interactivity of a website refers to the extent to which a user 
can do things on a website. Website design is the extent to which appearance and design 
features of the website are appealing and pleasing to the user. Informativity refers to the 
extent to which a website is able to provide information that is relevant to the user’s 
tasks. Finally, the technical side of a website quality refers to the extent to which 
technical characteristics and features of the website are satisfactory, conform to the 
requirements of the user and facilitate the user’s website operations. Five independent 
dimensions – overall website quality, online customer needs’ overall fulfilment, purchase
intention, word-of-mouth, and re-visit intention – were added to the original scale for 
quality controls. 

In general, Interactivity and Information e-SQ features of a tourism website were found 
of greater importance to the respondents (they can be regarded as primary triggers of 
customer satisfaction with a website), and Design and Technical features – of less 
importance in the context of a buying situation. Some of the e-SQ dimensions – Design,
and to some extent, the Technical aspects of a tourism website – were also found to 
influence the frequency of online purchases by tourism consumers, though this impact 
was very small. 

It was also found that customer demographics can significantly affect the way that 
customers perceive the quality of a tourism website. The results revealed interesting 
differences in perceptions of e-SQ in age and gender groups. Respondent age groups
displayed perception differences of Information and Design features. For example, age 
was mentioned by previous studies as an important criterion to consider in Web use. 
Younger people were often found to be more perceptive of technological advances. The 
differences in the perceptions of the information features of tourism websites, revealed in 
the present study, suggest that people in the middle age group (36-50 years old) tend to 
find the information-related e-services more important than do other age groups. The 
present study also found that an older website user is more likely to perceive design-
related e-services of a tourism website as more important, while the opposite is correct in 
the case of younger people. For example, the findings indicated that the 36-50 age group 
perceived design-related e-services as more important than did the 20-35 group; while, 
the highest ranking of design features was displayed by over 50 group of respondents. 
Furthermore, two gender groups displayed significant perception differences of
Interactivity and Information features. In general to women, interactivity and 
informativity of a tourism website were found more important than they were to men. 
Education level was also found to impact on how e-SQ dimensions are perceived by 
tourism website visitors, though this effect was not as visible, as in the case of age and 
gender. Generally, these findings are consistent with the claims of previous studies 
suggesting that demographics may affect the consumers’ perceptions of the quality of a 
website.

Further, Internet-buyers were found to be slightly different from non-buyers in their 
perceptions of website quality features. This finding is consistent with previous studies 
(Card et al., 2003). Internet users also differ in their technology readiness that affects 
their online buying behaviour and attitude towards the use of the Web (Zeithaml et al., 
2002; Parasuraman, 2004). 
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The analysis of the respondents’ comments has shown that tourism websites often fail to 
meet customer needs in several important areas: technical, information, communication, 
transactions (the latter two are also responsible for website interactivity), and visual 
design. The majority of the comments concerned unsatisfactory information design of 
tourism websites. The common complaints were about rarely updated or outdated 
information, problems with information search, absence of the information on prices, and 
lack of the adequate information in English. One of the most frequent complaints was 
that tourism websites fail to present the tourist destination as a whole. The findings of this 
study indicate that information on a tourism website has primary importance for potential 
tourism service buyers; this is also consistent with the literature. Previous studies suggest 
that information quality of a tourism website plays a pivotal role in promoting consumer 
satisfaction with the website. Thus, failure in this area can cause serious customer 
dissatisfaction. Complaints in the other areas – technical, communication, transactions, 
and visual design – were less frequent, indicating however that there is room for 
improvement. 

7.2 Study Implications 

7.2.1 Implications for Theory 

In the frame of the stated research problem, electronic service quality in the tourism 
context was addressed. The area of e-SQ in tourism appears understudied, and there is 
clearly a need for further research. With growing role of websites as customer contact 
point and virtual company office tourism businesses are realising the strategic importance 
of a website as a tool for addressing consumers in electronic marketspace. Website 
electronic service quality (e.SQ), defined as “the extent to which a website facilitates 
efficient and effective shopping, purchasing and delivery of products and services” 
(Ziethaml et al. 2002, p. 363; Zeithaml, 2002, p. 135) is a powerful trigger of customer 
satisfaction with a website. E-SQ is what differentiates a good quality website and brings 
the customer and the company together. In summary, the following theoretical 
implications of the present research can be listed: 

- Insights into what comprises tourism website e-SQ: a contribution to the deeper 
understanding of the phenomenon is provided; 

- Study of the e-SQ phenomenon in a specific industrial context: the aspects of e-
SQ related to tourism industrial context are highlighted; 

- Tourism e-SQ scale: a reliable and valid instrument for assessing e-SQ of tourism 
websites; and 

- Addressing online needs of consumers with regard to tourism websites: a better 
understanding of the needs and motivations of tourism consumers amenable to the 
fulfilment in an online marketspace. 

The findings of the study contribute to our understanding of service quality in electronic 
business environment. The present study should be seen as an exploratory-explanatory 
one. In the literature, the aspects of e-SQ have been studied at length, and main 
theoretical concepts have been developed. Also, e-SQ and website e-services are of 
universal nature, and most e-services apply to different industrial contexts. However, 
some aspects are industry-specific. The present study addresses e-SQ in the context of 
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Internet tourism service marketing. The conceptual frame of reference is to a great degree 
adopted from e-retailing context, but adapted to the tourism context, where some 
traditional concepts of e-SQ are new and have not been studied thoroughly. It can, 
therefore, be suggested that the main theoretical contribution of the present study is to the 
Internet tourism block of marketing literature, providing a better understanding of the e-
SQ of tourism websites and online needs and online shopping behaviour of tourism 
consumers. 

7.2.2 Implications for Tourism Practitioners 

The present study has important implications to tourism industry practitioners for 
assessing the quality of websites and meeting the online needs of consumers. E-SQ in 
tourism is a new area, one which has strategic importance for tourism businesses in the 
electronic marketspace. It is known that consumer behaviour in an online environment 
differs substantially from its counterpart in the physical world. Therefore, it is important 
for practitioners to understand and meet customer needs in an online environment. 
Tourism websites fulfil the role of a virtual office. Today, a website is, in many cases, the 
place where the customer and the company first meet. A good quality website can, 
therefore, promote contact and communication between these two parties. Website E-SQ 
is acknowledged as the tool and the strategy that facilitates this process. In summary, the 
following practical implications of the present research for tourism practitioners can be 
listed:

- Tourism e-SQ profile: the clues for tourism practitioners about what constitutes a 
working e-SQ profile (e-services) of a tourism website. In the present study, 
eighteen proposed e-services are suggested for a tourism website e-SQ profile to 
guarantee customer satisfaction. These e-services were found to be important for 
potential tourism service buyers as they meet their online needs; 

- Tourism e-SQ (MONC) scale: a reliable and consistent instrument for assessment 
of tourism website e-SQ is proposed. The scale can be implemented by tourism 
practitioners to evaluate their websites and get suggestions for improvement. The 
scale can be a useful tool for tourism practitioners wishing to understand and 
improve their website e-SQ; 

- Suggestions on how to assess and improve existing Web design in terms of 
meeting online needs of tourism consumers: tourism e-SQ profile and scale are 
based on the understanding of online consumer needs. These can offer tourism 
practitioners a practical tool for evaluating how good the website is from their 
customers’ point of view, i.e., how well it meets the online needs of their 
customers. This information can, consequently, be used for determining the strong 
and weak sides of the website and provide guidelines for improvements. 

The entire e-SQ profile that is recommended by this study for implementation on a 
tourism website is based on the results of the survey of the needs of tourism website 
visitors. It can, therefore, be suggested that a visitor to a tourism website will be satisfied 
with it, if he/she will be offered a similar profile of e-services. The most preferable e-
services in the profile, recommended by this study, were information services (tourism 
information, product information, direct links), services related to order-placing (online 
reservation and payment, customised product search), services related to website 
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interactivity and safety and security. To guarantee a certain level of customer satisfaction 
with a website, the main recommendation thus would be to have at least these e-services. 

With an objective to develop a measurement instrument for assessing e-SQ of tourism 
website, the present study had a clear orientation on providing a practical good. The 
success of website marketing depends on the quality of the website. While the strategic 
importance of the Internet and websites as tools for attracting and retaining consumers 
has been realised by tourism businesses, both large and small and medium-sized ones, 
their understanding of the consumer needs in this area remains unsatisfactory. This 
knowledge, however, is essential, especially for SMTEs, whose ability to assign 
resources to marketing campaigns is limited. In simple terms, it is important to know how 
good a website is from a customer perspective in order to ensure the best result for the 
company’s Internet marketing. 

The present study developed an instrument for assessing e-SQ of tourism websites from a 
tourism consumer perspective – the MONC scale (see Appendix 4). The scale was 
designed with consideration of the online needs of tourism consumers and their 
perceptions of tourism website e-SQ. In the practical test, where the task was to evaluate 
a tourism website, the scale has proven to hold its reliability and validity. It can, 
therefore, be recommended as a tool for evaluation of the quality of tourism websites, as 
well as for detecting the aspects of website quality that need improvement. 

Next, the visitors of tourism websites in Norrbotten especially commented on the things, 
such as technical functioning and insufficient informativity of websites (absence of the 
information on prices, rare updates and absence of information on the destination as a 
whole). Other complaints were about communication with companies via websites (main 
concerns here were the frequency and accuracy with which the personnel answered e-
mails), the ability to place an order online (here, separate reservation and payment 
systems were considered more preferable by the website visitors), and website design and 
entertaining features (it was important to the visitors that a tourism website looks 
attractive and offers quality pictures of the destination). Tourism companies should, 
therefore, pay attention to these issues and improve things accordingly, when possible. 

7.3 Avenues for Future Research 

As mentioned, this study has several limitations, which affect the generalisability of the 
results and suggest the possibilities for future research. Throughout the research, several 
methodological decisions had to be made, such as the choice of the theory, conceptual 
frame of reference, sample, and data collection and data analysis methods. Each of these 
decisions either implies some limitations or raises the question of how the choice of a 
different research strategy would have affected the final results. However, since the 
conclusions of previous studies back up what has been found here, it can be suggested 
that the study findings are somewhat generalisable. 

The problem – What constitutes tourism website e-SQ? – was addressed by quantitative 
research methods. This approach was found beneficial for the present study in the frames 
of time and resource limitations. However, it can be profitable to address such a complex 
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phenomenon as e-SQ by qualitative research methods, which provide deeper insights into 
the problem. 

The choice of the Internet-based survey as a main data collection strategy implies several 
important limitations, such as lack of personal contact and control of the researcher over 
the subjects. Anonymity of the respondents can be a huge disadvantage, especially when 
follow-up study becomes necessary. Therefore, it can be suggested to employ other data 
collection techniques, such as interviews or focus group discussions, which leave room 
for personal contact with respondents. 

The sample size of the main study, Internet-based survey – 199 respondents (visitors to 
tourism websites) – conforms to the methodological requirements of the method. 
According to Hair et al. (1998), in factor analysis, which is used in the present study for 
data analysis, there should be least twice as many observations based on the number of 
variables; the optimal rule is to have ten times as many observations (10-to-1 rule). Two 
hundred respondents in this case is an optimal sample size. However, taking the 
implications for the generalisability of the results the general rule of research is to have as 
many observations as possible (Ibid.). 

The choice of e-services for tourism e-SQ profile and the method of choice can be 
arguable, since these choices made differently may have resulted in a slightly different 
profile. The majority of the studies on scale development suggest focus groups, expert 
discussions and literature review as methods for determining and selecting the scale items 
(e.g., Churchill, 1979; Zaichkowsky, 1985; Sweeney and Soutar, 2001; Ziethaml et al. 
2002; Zeithaml, 2002; Yang et al., 2005). The methods used in the present study were 
literature review and expert evaluations. It can, therefore, be suggested to address e-SQ 
profile of a tourism website with a different combination of methods for selection of e-
services, such as including a focus group and in-depth interviews with website users. 

The MONC scale was tested in the follow-up survey, which evaluated a tourism website 
using the scale. The results indicated that the scale possesses high reliability and good 
validity. However, limitations of the follow-up study were a small sample size (only 53 
respondents) and choice of subjects (business students). Although the use of students is 
considered appropriate in research in general (Remus, 1986; Hughes and Gibson, 1991; 
Liang and Huang, 1998; Lee at al., 2003), it can be suggested that the scale should be 
tested on an additional sample of tourists or on-going visitors of tourism websites to 
follow-up the present study. The size of the sample in the follow-up study was small due 
to the low response rate. One reason could be that the respondents were contacted via e-
mail, which is considered as an impersonal method of communication. Although offered 
an incentive (the chance to win cinema tickets), it was difficult to motivate the students to 
participate in the survey. Therefore, it might be better to test the scale on the sample of 
respondents who can be more easily motivated. For example, customers of a tourism 
company could be asked to evaluate its website, using the scale, in exchange for future 
discounts and offers. 

Further, most e-services that comprise the items of MONC scale are of general nature. 
Therefore, it can be suggested to test the MONC scale for evaluation of commercial 
websites in other industrial contexts, for example in e-retailing. 
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The present study made some interesting findings about the effects of website users’ 
demographics on their online shopping behaviour and perceptions of the quality of 
websites. Further research with a sample of tourism website visitors can be recommended 
to follow up these findings. 

Another characteristic of the present study is its concentration on one geographic area 
(Norrbotten, the northernmost region of Sweden). The nature of the main study (Internet-
based survey) was, therefore, limited to respondents, who are potential inbound tourists 
to Norrbotten. Consequently, the respondents were targeted through local tourism 
websites. It can, then, be argued whether the choice of a different population of tourism 
website users would give different results, both in terms of preferences of website quality 
features and demographic effects. The recommendation for further research is, therefore, 
to address the research problem of this study on a different population of tourism 
consumers. 

From one side, a geographically concentrated study imposes a limitation on the 
generalisation of the results. However, the advantage of this concentration is the 
possibility to target a specific population of the tourism consumers – in this case, 
potential inbound tourists of a peripheral tourist destination. Peripheral and indigenous 
tourism is growing in its popularity. Today, the target consumer market of the peripheral 
tourism accounts for a large and steadily increasing population, reflecting the popularity 
and potential of the sector. The case of this study – the Swedish region of Norrbotten – 
attracts thousands of tourists from all over the world during the high tourist seasons. The 
unique attractions of Norrbotten are its historical heritage coming from the multinational, 
multicultural and multilingual mix, proximity to three countries (Finland, Norway, and 
Russia), and rich natural environment, which is able to offer the midnight sun in summer, 
silence, snow and darkness in winter, and seasonal specialties in sports and tourism 
activities ranging from fishing and hiking to reindeer racing. The Web, due to its global 
penetration and accessibility, constitutes a vital aid in conveying information about these 
attractions to potential consumers. Peripheral tourist destinations should, therefore, strive 
to excel in Internet marketing, which is also pointed by recent research. In this light, 
studying the online needs of a potential target customer group of peripheral destinations 
becomes especially important. Tourism website e-SQ is an effective means of 
approaching this group of consumers. The research in this area is, however, still in 
conception, and the need for further studies remains urgent. 
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APPENDIX 1 «QUESTIONNAIRE FOR INTERNET-BASED SURVEY» 

The following webpage is a Web-based survey, which is a part of a scientific study. The results generated by this 
study will help tourism companies to improve the quality of their websites and customer service. To answer the 
questions will take approximately 5-7 minutes. 

If you agree to participate, please, proceed with the instructions below and answer the questions. Thank you for 
your contribution! 

Please, answer the questions below. Indicate your choice by marking the appropriate answer alternative. 

I. Please, specify the following information about yourself (mark the alternative that applies to you best): 

1. Your age: Less than 20 
20-35
36-50
More than 50

2. Your gender: Male
Female

3. Your highest finished education: Secondary School 
High School 
Professional Education 
University Bachelor 
University Master 
Higher than Master (PhD candidate, PhD, other) 
Other

4. Your nationality:

5. How often you use a computer/the 
Internet:

On a regular basis (more than 4 times a week) 
Often (3-4 times a week) 
Rarely (1-2 times a week) 
Very rarely (0-1 times a week) 

6. Number of years you have been 
using the Internet: 

0-2 years 
3-5 years 
More than 5 years 

7. How would you characterise 
yourself as an Internet user?

Beginner
Experienced user 
Advanced user 

II. Instructions: 
Based on your preferences and needs, please, specify below which of the listed website features are important to 
you when you use a tourism-related website. A tourism-related website could be a website of a hotel, transport 
company, travel agency, or primary tourism-service provider (a company that provides tourism attractions such as 
dogsled, snowmobile tours, outdoor activities, etc.). 

1
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Imagine the situation, when you are looking for a tourism product/service to buy and browsing a related website 
with this purpose. A tourism product or service may be, for example, a charter-trip, hotel room, ticket to a 
museum, scooter safari, or other. You can choose either to buy it on the Internet or via other channels (fax, phone, 
tourist agency, etc.). 

Your task is to rate each of the listed below website features, based on how important it is to you. 

Please, answer the questions below. Indicate your choice by marking the appropriate answer alternative 
and respond to all the statements (“1” stands for “Not important at all” and “10” stands for “Very 
important”): 

Not important                                        Very 
important at all                                 important 

1. Detailed information related to the company and its activity. 1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

2. Ability to gather in-depth information about tourism 
products/services.

Example: information on a hotel room’s location in the 
building, view from the window; information on special offers 
and discounts, etc. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

3. Opportunity to communicate with other customers via the 
website and learn about previous customer experiences. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

4. Ability to get other relevant tourism information on the website.

Example: information about the destination, visa requirements, 
national air fair companies, weather forecast, local events, etc. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

5. Direct links to other websites providing with the relevant 
tourism information. 

Example: information about the destination, visa requirements, 
national air fair companies, weather forecast, local events, etc. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

6. Online order tracking (a website feature that allows you to see 
your order’s status). 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

7. Ability to tailor tourism product/service to your specific needs. 

Example: you can create your “own” tourism product on the 
website. When ordering a room in a hotel, you can choose a 
view from the room, vegetarian dinner, room service at a 
special time, etc. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

8. Ability to interact with the company through the website. 

Example: you can communicate with the personnel via 
“contact us” link on the website, online queries, online feedback 
function, complaint ability, chat with the company’s 
representative, etc. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10
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9. Online reservation and payment (you can book the 
product/service and choose to pay for it directly on the website).

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

10. Website map (hierarchical diagram of the pages on the website). 1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

11. Website’s ability to show your current location within the 
website.

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

12. Local search engine on the website, which allows you to search 
on keywords in order to quickly locate the specific information 
and pages on the website. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

13. Visually pleasing and entertaining appearance of the website, its 
graphical interface (choice of layout, fonts, colours, etc.). 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

14. Opportunity to store your personal information, history of your 
previous deals with the company. 

Example: travel itineraries, personal profile and preferences. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

15. Ability to filter the website content according to your 
preferences and interests. 

Example: the website changes its appearance and information 
offer in relation to your preferences. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

16. Subscription to the company’s mailing list to receive 
personalised information about offers, campaigns, news, etc. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

17. Ability to open and operate the website without any problems in 
other than Internet Explorer browser, for example, in Opera, 
Mozilla or Safari. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

18. Safety and security information on the website. 

Example: information regarding safety of online transactions, 
information about company’s privacy policy and rules that 
apply to storing and processing personal customer data. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

19. Multimedia features. 

Example: the website’s ability to offer the presentation of the 
product/service/tourist destination with moving pictures, 
sounds, movie clips, etc. It means that you can, for example, see 
a hotel room in a 3D-picture format, or watch a movie clip from 
the latest reindeer safari. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

20. Ability to search for a product/service based on the pre-selected 
criteria.

Example: you can search for a tourism product based on the 
price, duration (of the trip/visit), week day, etc. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 



III. Please, specify below information about your previous experience with tourism industry and the 
Internet buying (mark the alternative that applies to you best): 

21. Have you ever purchased a product or 
service on the Internet? 

No
Yes
21.1 If answered “Yes,” please, answer approximately, how many times did 
you use the Web to purchase a product or service during the past 2 months? 
1
2-3
4-7
>8

21.2 Of these times you bought on the Internet, how many times did you 
buy a tourism-related product or service (i.e., a trip, a travel book, a hotel 
room, etc.)? 
0
1
2-3
4-7
>8

22 Have you ever contacted a tourist 
company through its website with a 
question or request? 

Yes
No

22.1 If yes, was your communication with the company and the response to 
your request satisfactory? Yes, No 

23 Your previous experience with the 
tourism industry in Norrbotten:

-I have visited/am visiting Norrbotten as a tourist/other. 
-I have business cooperation with tourism industry in Norrbotten. 
-I have no relevant experience. 

Your primary intention for using the 
tourism website: 

-I am interested to purchase this company’s product/service. 24.  
-I am interested to visit this specific region/tourist destination (Norrbotten). 
-I am looking for information about the specific tourism product/service I 
am interested in. 
-I am looking for information regarding the tourist destination. 
-I am just browsing the website without any specific intention. 

IV. If you would like, please, leave here comments regarding your experience of using a tourism website or 
regarding this survey (max 300 words): 

THANK YOU FOR PARTICIPATING IN THE SURVEY! 
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«ENKÄT»

Du befinner dig på en webbsida med en enkätundersökning, som är en del av en vetenskaplig studie. Målet är att 
hjälpa turistföretag att utveckla kvalitén på deras webbplatser och förbättra webbaserade kundtjänster. Dina svar 
på frågorna nedan är till stor hjälp i processen för att nå detta mål. Det tar cirka 5-7 minuter att svara på frågorna. 

Om du vill delta i den vetenskapliga studien, gå vidare till instruktionerna och frågorna. Vi är mycket tacksamma 
för ditt bidrag. 

Vänligen svara på frågorna nedan. Ange ditt val genom att markera ett lämpligt alternativ. 

I. Vänligen ange din personliga information (markera det alternativet som passar dig bäst): 

1. Din alder: Yngre än 20 
20-35
36-50
Äldre än 50

2. Ditt kön: Man
Kvinna

3. Din högsta avslutade utbildning: Grundskola, Folkskola 
Gymnasium 
Yrkesutbildning, Folkhögskola 
Kandidatexamen
Magisterexamen 
Högre än Magisterexamen (Licentiatexamen, Doktorsexamen, annat) 
Annat

Din nationalitet: 4.

Hur ofta du använder dator/Internet: 5. Mer än 4 ggr i veckan 
3-4 ggr i veckan 
1-2 ggr i veckan 
0-1 ggr i veckan

Antal år du har använt Internet: 6. 0-2 år 
3-5 år 
Mer än 5 år 

II. Instruktioner: 
Baserat på dina preferenser och behov, ange nedan hur viktigt det är för dig att ha de följande egenskaperna på en 
turismwebbplats (en turismwebbplats kan vara en webbplats till hotell, resebyrå, transportföretag, eller till 
turistföretag som erbjuder turistattraktioner såsom skogsafari, snöskoter, hundspann, naturupplevelser, mm.). 

Föreställ dig att du letar efter en turistprodukt eller tjänst att köpa och tittar på en webbplats i detta syfte. En 
turistprodukt eller tjänst kan till exempel vara en charterresa, hotellrum, en biljett till ett museum, safari, eller 
annat. Du kan också välja om du vill köpa den på internet eller på ett annat sätt, till exempel genom att ringa 
företagets representant, faxa din order, köpa i resebyrå eller hos agent. 
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Bedöm vikten av varje webbplatsegenskap som är listad nedan. 

Vänligen svara på frågorna nedan. Ange ditt val genom att markera en siffra för varje påstående (”1” står 
för ”Ej viktigt” och ”10” står för ”Mycket viktigt”): 

Ej viktigt                                   Mycket viktigt 

1. Detaljerad information om företaget och dess aktiviteter. 1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

2. Möjlighet att få djupgående information om en turistprodukt 
eller tjänst. 

Exempel: information om hotellrummens läge inne i hotellet, 
utsikt från rummens fönster, information om speciella 
erbjudanden, kampanjer och rabatter. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

3. Möjlighet att kommunicera med andra kunder på webbplatsen 
och att läsa om tidigare kunderfarenheter. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

4. Möjlighet att få annan relevant turistinformation på 
webbplatsen.

Exempel: information om turistmål, visum krav, nationella 
flygbolags tidtabeller och priser, väderprognos och lokala 
evenemang. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

5. Direktlänkar till andra webbplatser med relevant 
turistinformation. 

Exempel: information om turistmål, visum-krav, nationella 
flygbolags tidtabeller och priser, väderprognos och lokala 
evenemang. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

6. Orderstatus online (webbaserad funktion som låter dig se och 
följa din orders status, exempelvis via beställningsnummer). 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

7. Möjlighet att skräddarsy din turistprodukt eller tjänst enligt dina 
önskemål direkt på webbplatsen. 

Exempel: du skapar din egen produkt eller tjänst genom att 
välja de egenskaperna som du vill ha. Det betyder exempelvis 
att när du bokar ett hotellrum kan du välja utsikt från fönstret, 
vegetarisk mat eller beställa rumservice vid en speciell tidpunkt, 
osv.

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

8. Möjlighet att kommunicera med företaget på ett interaktivt sätt 
direkt på webbplatsen. 

Exempel: att via “Kontakta oss”-länken på webbplatsen ha 
möjlighet att lämna frågor, synpunkter eller reklamera och få 
svar direkt eller via e-post. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

9. Möjlighet att boka och betala för en produkt eller tjänst direkt 
på webbplatsen. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10
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10. Webbplatskarta (hierarkiskt diagram som visar webbplatsens 
struktur).

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

11. Webbplatsens förmåga att visa exakt var du befinner dig på 
webbplatsen vid varje tidpunkt. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

12. Intern sökmotor på webbplatsen som snabbt låter dig hitta 
information och specifika sidor på webbplatsen genom 
nyckelord. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

13. Visuellt attraktiv och underhållande utseende av webbplatsens 
grafiska gränssnitt (val av layout, tecken, färger, osv.). 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

14. Möjlighet att lagra din personliga information, historik av dina 
tidigare affärer med företaget. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

15. Möjlighet att filtrera webbplatsens innehåll enligt dina 
preferenser och intressen. 

Exempel: webbplatsen ändrar sitt utseende och 
informationsinnehåll enligt dina angivna preferenser. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

16. Möjlighet att prenumerera på företagets nyhetsbrev för att få 
personifierad information om erbjudanden, kampanjer, nyheter, 
osv. via e-post. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 

17. Möjlighet att öppna och bläddra webbplatsen utan större 
problem i ett annat än Internet Explorer program, till exempel i 
Opera, Mozilla eller Safari. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

18. Säkerhet-relaterade information på webbplatsen. 

Exempel: information om trygga webbaserade transaktioner, 
information om företagets policy angående kundrättigheter och 
behandling av kundinformation. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

19. Multimedia. 

Exempel: webbplatsens förmåga att presentera produkter, 
tjänster eller turistmål med rörliga bilder, ljud, filmklipp, osv. 
Med denna funktion du kan exempelvis se ett hotellrum i 3D-
bild-format eller se en video från den senaste skotersafarin. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10

20. Möjlighet att söka en turistprodukt eller tjänst baserad på valda 
kriterier.

Exempel: du kan söka en turismprodukt – charterresa, 
exempelvis – på pris, antal dagar på resan, veckodag som resan 
startar, osv. 

1 ---- 2 ---- 3 ---- 4 ---- 5 ---- 6 ---- 7---8---9---10 



III. Vänligen ange information om din tidigare erfarenhet med turistföretag, Internet och upplevelseindustri 
(markera det alternativet som passar dig bäst): 

21. Har du köpt någon produkt/tjänst på 
Internet?

Ja.

21.1 Om du svarade “Ja”, ange hur många gånger ungefär du har använt 
Internet för att köpa produkt/tjänst under de senaste 30 dagarna? 
1
2-3
4-7
>8

21.2 Av dessa gånger hur många gånger har du köpt turistrelaterad 
produkt/tjänst på Internet? 
0
1
2-3
4-7
>8

Nej
Har du någonsin kontaktat ett 
turistföretag via dess webbplats med 
frågor?

Ja
Nej

22.1 Om ja, var kommunikation med företaget och respons till din fråga 
tillfredställande? Ja, Nej 

22. 

23 Din erfarenhet av upplevelseindustrin 
i Norrbotten:

-Jag har besökt/besöker Norrbotten som turist/annat. 
-Jag har samarbetat/samarbetar med turistföretag i Norrbotten. 
-Jag har ingen relevant erfarenhet. 

Ditt främsta syfte med besöket av 
denna webbplats: 

-Jag är intresserad av att köpa företagets produkter/tjänster. 24.  
-Jag är intresserad av att besöka Norrbotten. 
-Jag söker information om en specifik turistprodukt/tjänst. 
-Jag söker information om Norrbotten. 
-Jag bläddrar webbplatsen utan något speciellt syfte.

IV. Du kan här lämna kommentarer om dina erfarenheter av att använda en turistwebbplats eller om 
denna undersökning (300 ord max): 

TACK!
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APPENDIX 2 «ORIGINAL MONC SCALE» 

Original MONC Dimensions and Items 
Scale Dimensions & Items Description 

INTERACTIVITY 
User-friendly interface (visually pleasing and entertaining appearance of the website, its 
graphical interface (choice of layout, fonts, colours, etc.)) 
Customised product search (ability to search for a product/service based on the pre-
selected criteria) 
Product personalisation (ability to tailor tourism product/service to the customer’s 
specific needs) 
Website interaction (ability to interact with the company through the website) 
Online reservation & payment (ability to book the product/service and choose to pay for 
it directly on the website) 
Online order tracking (a website feature that allows customers to monitor their order’s 
status) 
Safety & security information (safety and security information made available on the 
website)

The extent to which a user can interact 
with the website, i.e., the extent to 
which a user can do things on a website 

DESIGN 
Website map (access to website map, i.e., a hierarchical diagram that shows 
schematically the website’s structure) 
Location features (website’s ability to show customer’s current location within the 
website)
Website customisation (ability to filter the website content according to customers’ 
preferences and interests) 

The extent to which appearance and 
design features of the website are 
appealing and pleasing to the customer 

INFORMATION 
Company info (detailed information related to the company and its activity)
Product info (ability to gather in-depth information about tourism products/services) 
Tourism info (ability to get other relevant tourism information on the website) 
Direct links (direct links to other websites providing relevant tourism information) 

The extent to which a website is 
informative and is able to provide with 
the information relevant to the 
customer’s tasks 

TECHNICAL 
Chat/customer forum/guestbook (opportunity to communicate with other customers via 
the website and learn about previous customer experiences) 
Personal info storage (opportunity for customers to store personal information and 
history of their previous transactions with the company) 
Mailing list subscription (subscription to the company’s mailing list to receive 
personalised information about offers, campaigns, news, etc.) 
Browser efficiency/friendliness (ability to operate the website safely and efficiently in 
any browser) 
Multimedia (multimedia features, i.e., information in moving pictures, sounds, 
animation, 3D-effects, etc.) 

The extent to which technical features 
of the website are satisfactory, conform 
to the requirements of the customer and 
facilitate the customer’s website 
operations 

Added MONC Control Dimensions 
Overall website quality The extent to which the visitor evaluates the overall quality of the website 
Online customer needs’ overall fulfilment The extent to which the visitor evaluates the overall website’s ability to fulfil 

his/her needs 
Purchase intention The extent to which the website influences the intention of the visitor to purchase 
Word-of-mouth The extent to which the visitor would be likely to recommend the website 
Re-visit intention The extent to which the visitor would be likely to re-visit the website

1





APPENDIX 3 «QUESTIONNAIRE FOR FOLLOW-UP STUDY» 

1) Please, go to URL: http:… and browse the website for some time. Go onto different pages within the 
website and try on different functions. Then, please, evaluate the present tourism website based on how 
well, you think, it performs on the listed below items. Please, answer ALL the questions. 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to “POOR” website 

performance and (7) equals to “EXCELLENT” website performance, with a cross “X”:
Poor                                     Excellent
1 2 3 4 5 6 7*

1.1 Visually pleasing and entertaining appearance of the website, its graphical 
interface (choice of layout, fonts, colours, etc.) 
1.2 Ability to search for a product/service based on the pre-selected criteria (a 
local search engine on the website allows you to search the product of interest 
based on several key-words or choice criteria, such as maximum price, number 
of nights, etc.) 
1.3 Ability to tailor tourism product/service to your specific needs (the website 
offers you the possibility to customise the standard product choice, e.g., to order 
an extra bed in the double room, include dinner in the price, choose a room with 
a view, select an entertainment, etc.) 
1.4 Ability to interact with the company through the website (the website offers 
you the possibility to contact company personnel via the website, e.g., via e-
mail, online request form, online chat function, etc.) 
1.5 Ability to reserve and pay for your product online 

1.6 Ability to track orders online (you can see with a special reservation number 
the status of your order, e.g., whether your order is still on the waiting list, 
confirmed, packed and sent, etc.) 

I

N

T

E

R

A

C

T

1.7 Access to safety and security information on the website (the website offers 
you a complete information regarding safety and security issues, e.g., regarding 
Internet payment, handling personal customer information, etc.) 
1.8 Access to website map, i.e., the diagram that shows schematically the 
website’s structure 
1.9 Ability of the website to show your current location within it (you can see 
your current location within the website, e.g., on which webpage you are at the 
moment) 

D
E
S
I
G
N 1.10 Ability to filter the website content according to your preferences and 

interests (you can limit the amount of the information that will be displayed to 
you on the website by indicating your preferences) 
1.11 Ability to receive detailed information related to the company and its 
activity 
1.12 Ability to gather in-depth information about tourism products/services 

1.13 Ability to get other relevant tourism information on the website (e.g., about 
the surrounding area, local entertainment events, and other travel-related 
information)

I
N
F
O
R
M 1.14 Access to direct links to other websites providing with the relevant tourism 

information (e.g., links to the websites providing with information regarding 
visa, weather during the season, travel advice, local transportation service 
providers, etc.) 
1.15 Ability to communicate with other customers via the website and learn 
about previous customer experiences (e.g., access to guest book or customer 
forum or chat function) 
1.16 Ability to store your personal information, history of your previous deals 
with the company (e.g., ability to register on the website with login and 
password and create “My page” on the website) 
1.17 Ability to subscribe to the company’s mailing list to receive personalised 
information about offers, campaigns, news, etc. 
1.18 Ability to operate the website safely and efficiently in any browser 

T

E

C

H

N

O 1.19 Multimedia features, i.e., information in moving pictures, sounds, 
animation, 3D-effects, etc. 

* READ the ratings as follows: 
(1-2) (3-4) (5-6) (7) 
POOR FAIR GOOD EXCELLENT 
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2) Finally, please, answer the following five questions: 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to “POOR website 

overall quality and (7) equals to “EXCELLENT” website overall quality, with a cross “X”:
Poor                                     Excellent
1 2 3 4 5 6 7

2.1 Overall, how would you rate the website?* 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to “POOR website ability 

to meet your specific needs and (7) equals to “EXCELLENT” website ability to meet your specific needs, with a cross “X”:
Poor                                     Excellent
1 2 3 4 5 6 7

2.2 To what extent would you say the website you have just visited meets 
your specific needs? 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to NOT LIKELY” 
probability that you will purchase from this website and (7) equals to “VERY LIKELY” probability that you will purchase 

from this website, with a cross “X”:
Not likely                            Very likely
1 2 3 4 5 6 7

2.3 How likely would you be to purchase from this website (assuming could 
afford it, and wanted to visit)? 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to NOT LIKELY” 
probability that you will recommend this website and (7) equals to “VERY LIKELY” probability that you will recommend 

this website, with a cross “X”:
Not likely                            Very likely
1 2 3 4 5 6 7

2.4 How likely would you be to recommend this website to your friend 
(assuming s(he) is looking for a similar tourist product)? 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to NOT LIKELY” 
probability that you will use this website again and (7) equals to “VERY LIKELY” probability that you will use this website 

again, with a cross “X”:
Not likely                            Very likely
1 2 3 4 5 6 7

2.5 How likely would you be to use this website again (if ever needed a 
similar tourism product)? 

Thank you for taking the survey! 

Please, leave your comments in the textbox below: 
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APPENDIX 4 «FINAL MONC SCALE» 

Scale Dimensions & Items Description 
INTERACTIVITY 

User-friendly interface (visually pleasing and entertaining appearance of the website, its 
graphical interface (choice of layout, fonts, colours, etc.)) 
Customised product search (ability to search for a product/service based on the pre-
selected criteria) 
Product personalisation (ability to tailor tourism product/service to the customer’s 
specific needs) 
Website interaction (ability to interact with the company through the website) 
Online reservation & payment (ability to book the product/service and choose to pay for 
it directly on the website) 
Online order tracking (a website feature that allows customers to monitor their order’s 
status) 
Safety & security information (safety and security information made available on the 
website)

The extent to which a user can interact 
with the website, i.e., the extent to 
which a user can do things on a website 

DESIGN 
Website map (access to website map, i.e., a hierarchical diagram that shows 
schematically the website’s structure) 
Location features (website’s ability to show customer’s current location within the 
website)
Website customisation (ability to filter the website content according to customers’ 
preferences and interests) 

The extent to which appearance and 
design features of the website are 
appealing and pleasing to the customer 

INFORMATION 
Company info (detailed information related to the company and its activity)
Product info (ability to gather in-depth information about tourism products/services) 
Tourism info (ability to get other relevant tourism information on the website) 
Direct links (direct links to other websites providing relevant tourism information) 

The extent to which a website is 
informative and is able to provide 
information relevant to the customer’s 
tasks

TECHNICAL 
Chat/customer forum/guestbook (opportunity to communicate with other customers via 
the website and learn about previous customer experiences) 
Personal info storage (opportunity for customers to store personal information and 
history of their previous transactions with the company) 
Mailing list subscription (subscription to the company’s mailing list to receive 
personalised information about offers, campaigns, news, etc.) 
Multimedia (multimedia features, i.e., information in moving pictures, sounds, 
animation, 3D-effects, etc.) 

The extent to which technical features 
of the website are satisfactory, conform 
to the requirements of the customer and 
facilitate the customer’s website 
operations 

Overall website quality (the extent to which the visitor evaluates the overall quality of 
the website) 
Online customer needs’ overall fulfilment (the extent to which the visitor evaluates the 
overall website’s ability to fulfil his/her needs) 
Purchase intention (the extent to which the website influences the intention of the visitor 
to purchase) 
Word-of-mouth (the extent to which the visitor would be likely to recommend the 
website)
Re-visit intention (the extent to which the visitor would be likely to re-visit the website) 

SCALE CONTROL DIMENSIONS 
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FINAL MONC QUESTIONNAIRE FOR WEBSITE EVALUATION 

1) Please, go to URL: http:… and browse the website for some time. Go onto different pages within the 
website and try on different functions. Then, please, evaluate the present tourism website based on how 
well, you think, it performs on the listed below items. Please, answer ALL the questions. 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to “POOR” website 

performance and (7) equals to “EXCELLENT” website performance, with a cross “X”:
Poor                                     Excellent
1 2 3 4 5 6 7*

1.1 Visually pleasing and entertaining appearance of the website, its graphical 
interface (choice of layout, fonts, colours, etc.) 
1.2 Ability to search for a product/service based on the pre-selected criteria (a 
local search engine on the website allows you to search the product of interest 
based on several key-words or choice criteria, such as maximum price, number 
of nights, etc.) 
1.3 Ability to tailor tourism product/service to your specific needs (the website 
offers you the possibility to customise the standard product choice, e.g., to order 
an extra bed in the double room, include dinner in the price, choose a room with 
a view, select an entertainment, etc.) 
1.4 Ability to interact with the company through the website (the website offers 
you the possibility to contact company personnel via the website, e.g., via e-
mail, online request form, online chat function, etc.) 
1.5 Ability to reserve and pay for your product online 

1.6 Ability to track orders online (you can see with a special reservation number 
the status of your order, e.g., whether your order is still on the waiting list, 
confirmed, packed and sent, etc.) 

I

N

T

E

R

A

C

T

1.7 Access to safety and security information on the website (the website offers 
you a complete information regarding safety and security issues, e.g., regarding 
Internet payment, handling personal customer information, etc.) 
1.8 Access to website map, i.e., the diagram that shows schematically the 
website’s structure 
1.9 Ability of the website to show your current location within it (you can see 
your current location within the website, e.g., on which webpage you are at the 
moment) 

D
E
S
I
G
N 1.10 Ability to filter the website content according to your preferences and 

interests (you can limit the amount of the information that will be displayed to 
you on the website by indicating your preferences) 
1.11 Ability to receive detailed information related to the company and its 
activity 
1.12 Ability to gather in-depth information about tourism products/services 

1.13 Ability to get other relevant tourism information on the website (e.g., about 
the surrounding area, local entertainment events, and other travel-related 
information)

I
N
F
O
R
M 1.14 Access to direct links to other websites providing with the relevant tourism 

information (e.g., links to the websites providing with information regarding 
visa, weather during the season, travel advice, local transportation service 
providers, etc.) 
1.15 Ability to communicate with other customers via the website and learn 
about previous customer experiences (e.g., access to guest book or customer 
forum or chat function) 
1.16 Ability to store your personal information, history of your previous deals 
with the company (e.g., ability to register on the website with login and 
password and create “My page” on the website) 
1.17 Ability to subscribe to the company’s mailing list to receive personalised 
information about offers, campaigns, news, etc. 
1.18 Ability to operate the website safely and efficiently in your browser 

T

E

C

H

N

O 1.19 Multimedia features, i.e., information in moving pictures, sounds, 
animation, 3D-effects, etc. 

* READ the ratings as follows: 
(1-2) (3-4) (5-6) (7) 
POOR FAIR GOOD EXCELLENT 
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2) Finally, please, answer the following five questions: 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to “POOR website 

overall quality and (7) equals to “EXCELLENT” website overall quality, with a cross “X”:
Poor                                     Excellent
1 2 3 4 5 6 7

2.1 Overall, how would you rate the website?* 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to “POOR website ability 

to meet your specific needs and (7) equals to “EXCELLENT” website ability to meet your specific needs, with a cross “X”:
Poor                                     Excellent
1 2 3 4 5 6 7

2.2 To what extent would you say the website you have just visited meets 
your specific needs? 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to NOT LIKELY” 
probability that you will purchase from this website and (7) equals to “VERY LIKELY” probability that you will purchase 

from this website, with a cross “X”:
Not likely                            Very likely
1 2 3 4 5 6 7

2.3 How likely would you be to purchase from this website (assuming could 
afford it, and wanted to visit)? 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to NOT LIKELY” 
probability that you will recommend this website and (7) equals to “VERY LIKELY” probability that you will recommend 

this website, with a cross “X”:
Not likely                            Very likely
1 2 3 4 5 6 7

2.4 How likely would you be to recommend this website to your friend 
(assuming s(he) is looking for a similar tourist product)? 

Please, indicate your opinion by marking the appropriate box on the 7-point scale, where (1) equals to NOT LIKELY” 
probability that you will use this website again and (7) equals to “VERY LIKELY” probability that you will use this website 

again, with a cross “X”:
Not likely                            Very likely
1 2 3 4 5 6 7

2.5 How likely would you be to use this website again (if ever needed a 
similar tourism product)? 

Thank you for taking the survey! 

Please, leave your comments in the textbox below: 

3








