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ABSTRACT

This paper’s objective is to evaluate the percenyedlity of the Website of an online bookstore
using the Barnes and Vidgen Model. Implemented dkier Internet, this empirical research

collected data on the perceived quality of the Vitepased to sell products and online services.
The questionnaire used to gather the data was asdwsy a convenience sample of 213
respondents. The importance of quality attributed the dimension of perceived quality were
investigated. The results indicate that the threeedsions named Reliability, Usability and

Information were the most noticeable.
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1. INTRODUCTION

The growing importance of the Internet and itsuafice on the economy are
undeniable (Cheung, 1998; Mcmanis, 2001; Barnesidg&h, 2002). With the advent
of the Internet, the relationship between comparded consumers has suffered
significant changes, mainly relating to e-comméd®eybold, 2000; Sheth, 2002). In the
context of new commercial exchanges, the searcljdality has spread itself over the
markets, traditional or otherwise, bringing new llgreges in terms of the continuous
improvement in technology and productive procesassyell as in terms of the aims
and the internal values, to the organizations. His tcase, the biggest applied
contribution of this modern concept of qualityasdcombine the technical aspects of the
products and services with the capacity to undedsi@nd to serve customers well
(Gummesson, 1998).

The evaluation of the quality of Websites based costomer perception is
fundamental to obtain and maintain success ovelntieenet. Improving the quality in
the eyes of the customer is rewarding to the compatLovelock & Wirtz, 2006).
Based on this information, companies may direcir tbiorts toward better service to
their targeted customers, offering adequate predant services based on significant
information (Olsina & Lafuente, 2000; Peppers, 2@drnes & Vidgen, 2002).

The attempt to participate in this “new market”vaitit developing an appropriate
business model of e-commerce has caused numeibwegaAs a consequence, it has
become relevant to understand that it was possibte companies — such as
Amazon.com — to become so successful that, in a sime span, they have been
present in several markets. In fact, they have heexeh more present than their
competitors. Part of the answer lies on the stratede that the Internet has played in
the new ways to interact, becoming an activity angecessity in itself for companies
(Freitaset d., 2001; Peppers, 2001; Barnes & Vidgen, 2002)s Ebimpetitive scenario
demanded yet a specific reflection on the proceddl@e supply of services through this
new channel (Yakhlef, 2001).

Consumers’ behavior over the Internet, their negdbtheir decisions to buy have
received attention in several publications (e. githAml, Parasuraman & Malhotra,
2002). There are analytical models to investigaid avaluate the production and
distribution of services over the Internet. Amohgr, one deserves attention, the so-
called WebQual-UK (Murad, 2006, section 2.4, p.510; developed over successive
versions by Barnes and Vidgen since 1998 (Barn&sdgen, 2003, p. 297) and today
by them as well named eQual (Barnes & Vidgen, 200867).

Throughout this evolution, the authors propose wilize a series of constructs in
order to approach the measurement of customer gieone as to the quality of e-
commerce Websites.

The objective of this paper is to empirically exakithe perceived quality of the
Website of a Brazilian bookstore by applying the B@eal-UK Model. The text is
organized into five sections, including this intnation. In the second section, a brief
bibliographical summary exposes the conceptual datian of the paper. The third
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describes the methodology. The fourth section mtssand describes the empirical
results, in conjunction with an international comgan. The conclusions are shown in
the fifth section.

2. BACKGROUND

2. 1. The Internet and Consumer Behavior

In any purchase, customers’ choice is influencedsbyeral factors, mainly their
perception of quality, price and convenience (Raigtl, 2001). Due to the Internet, it is
possible to add value to the services based oouttent needs and desires of customers
as they are manifested in diverse browsing sitnatioCollecting, handling and
managing information about customers have becommpler, for their purchasing
history and their preferences may be registereaddantral data base. In online stores, a
consumer’s purchasing standards are transpareog wsits and purchases may be
electronically “documented” (Reichheld, 2000).

By providing this type of information, the Interneiffers unprecedented
opportunities so that a company may know their amasts well and thus may
customize products and services according to theferences (Reichheld, 2000).
Authors like Bhatnagar, Misra and Rao (2000), C&sens and Dick (2001), Lohsst
al. (2000), Jarvenpaa, Tractinsky and Vitale (200@ufaris et al (2002), Liao and
Cheung (2002) and Petersen al (2001) have tried to identify the factors that
influence attitudes and behaviors of online pureBag&ven if in an intuitive manner,
and sometimes only implicitly, these authors adolaissical models of consumer
behavior, particularly the model proposed by Eng@lllat and Blackwell, the EKB
(Shethet al, 1998), that tries to explain the behavior ofimalpurchases from three
large concept groups: (a) consumer’s profile, (i®) use they make of the Internet and
(c) the attitudes they have toward online purchases

In what concerns users’ profile, in terms of th@@mographics, in Brazil or in
other countries, the Internet user belongs to tlogakclasses of higher levels of family
income and education (Li & Zhang, 2002; Morgadda)30 Li and Zhang (2002) state
nonetheless that demographic characteristics dohawe a strong impact on the
behavior of online purchases. Another explanatactdr would be the availability of
time to browse (Lohse, 2000). Variables like theeleof knowledge of the Internet tools
and of training seem to influence the use of thieriret for making purchases.
Consumers that receive many emails search forrmrdton on products and services
and use the Internet as a routine tool. Theseharaypes that tend to consume more
over the Internet (Li & Zhang, 2002). As for attles, it is noticed that perceived risk,
perceived quality, security and privacy, and adseg over the Internet are the main
elements that influence online purchases (Morga@03; Grunert & Ramus, 2005).

Online buyers have the tendency to view the Inteasepart of their daily life,
namely as a facet of being technology-oriented, &mdl to buy from home, hence
confirming the lack of time already mentioned (LiZhang, 2002; Grunert & Ramus,
2005). Consumers with more experience with theafighe Internet are more prone to
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purchase online. Consumers that make frequent endurchases are more oriented
towards convenience and less oriented towards exey, convenience being perhaps
the determining factor as to when deciding to paseh(Li, 1999; Li & Zhang, 2002).

Reliability, reputation and the company’s size,htemogical orientation and
innovation are also characteristics that help f@aRr decisions to buy over the Internet,
as well as familiarity with salespeople, logisticsipport, product characteristics,
technological characteristics of the sites, charatics of the information and site
format, all of which bring about a positive relatship with consumer behavior (Ho &
Wu, 1999; Gefen, 2000; Grunert & Ramus, 2005).

Therefore it becomes essential to investigate amdumderstand how to
operationalize those perceptions that orient comssindecisions over the Internet.

2. 2. Service Quality over the Internet

Services over the Internet are services delivarealigh the use of the Internet channel.
This delivery places some challenges on firms phavide services. Firstly, the contact
between employees and customers is lost and tiedekenvironment is completely
different. In the case of services over the Intemebsites have become the “moment
of truth” between customers and the company (lwearet al, 2003). Thus, the
website, which is the interface with the user/dliempacts in a relevant way upon the
manner whereby the service is delivered to theoooist.

Together, customers evaluate “what” the compangrsféand “how” it is offered.
Due to the inexistence of the face to face intewacivhile service is delivered, aspects
such as the interface with the customer, the designplan and the scope of the site
have gained importance — for the website is theegplehere the interaction occurs — and
this may influence the global evaluation of the siebby customers. For this reason, it
is recommended that companies consider the dasigmlan, the duties and the role of
their websites. Otherwise, customers may becomstrétied and, consequently,
discouraged from visiting the website if it canr® accessed or easily browsed. In
addition, website content should be taken into immnation regarding online
evaluations (Grénroos, 2000).

In other words, service suppliers need to undedst@) what attributes are
considered to be more relevant by the customer whey use Internet services; (b)
which factors affect customer intention to usesthservices; (c) how these services
affect the perception the customer has regardirgcompany (Zhu, 2002). In addition,
in order to establish a good strategy, it is neargst have a good business plan, a
product or service that attracts people, adequatsopnel and partners capable of
implementing and using the technology in questisim,(2003).

The quality of Internet services is defined asabgl evaluation and judgment by
the consumer regarding the delivery of servicesr dhe Internet (Santos, 2003).
Companies that have experience and enjoy succéisshei delivery of services “via”
the Internet are beginning to understand whichofaadf success or lack thereof — aside
from their presence in a website and low pricesieukl be observed and understood
because they are included in the quality of thectedaic services (Yang, 2001;
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Zeithaml, 2002). One of the reasons for the in@easimportance of the quality of
electronic services is that, since the advent ef Ititernet, it has become easier to
compare the different special offers compared ® ttiaditional channels. In reality,
consumers expect a level of quality of servicesabqu or better than the traditional
services (Santos, 2003). Albeit, the question ramdhow” the quality of electronic
services is defined, what its determining factors and how it can be measured
(Kenova & Jonasson, 2006).

Until recently, there was not much research oretheere not many models
directed at the quality of services over the InteriVhen talking about online services,
one cannot measure its quality simply by the reteaf already existing dimensions of
quality, for there is no interpersonal contact,pgrsonal contact with employees and
some aspects of human interaction, which is inieaad common to the traditional
services, cannot be transposed to technologicaicesr For example, aspects such as
courtesy, cordiality, attention, usefulness, commettt, flexibility, or clarity cannot be
transposed. Thus, other aspects should compermathef lack of human interaction
(Cox & Dale, 2001).

In this online space, the communication betweentoonsrs and companies
happens by means of information systems, hencentpertance of ease to browse, of
interactivity and of ease to purchase. This plasgphasis on the design of the website,
all linked to the technical and marketing aspectsiciv vary according to the
product/service or the main focus of the businedwity of the organization. Even
before the user fills out a form or makes a pureh#se user will be already interacting
with the website by browsing its pages. If the usmsrounters difficulties browsing the
website, they will probably not return to it (Paim& Griffith, 1998; Cox & Dale,
2001).

2. 3. Models of Evaluation of Websites

The evaluation of websites has evolved with themjioand maturity of the Internet,
evolving from the analysis of technical aspectsh® gathering of information on user
expectations and perceptions. Online consumersrapresent the main evaluators and
critics of the process of the delivery of servitesough the Internet, for they are the
end-users of e-commerce companies. At every stepeoprocess of browsing and of
purchasing, voluntarily or otherwise, consumerdigata the performance of the stores
they use. This performance becomes a decisivewsngviactor of the company in the
online marketplace, for it will influence the conser’'s decision as to the first time and
subsequent purchases online of the products antegiof that company (Curi, Dias &
Filho, 2006).

With a quite varied theoretical foundation, sevenaldels were proposed for the
purpose of evaluating the delivery of serviceswadl as the specific channel, the
Website (Murad, 2006). For example, the eServQeainQ, Zhang, WebQual-USA
evaluation models are models that evaluate conspereeptions that base themselves
on the premise that the quality of a service issuezd by the comparison between the
expectations and the perceptions of the user.
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According to a note by Stabey (1990), the modedd Hase themselves on the
opinion of consumers in general are founded onsthealled QFD(Quality Function
Deployment). Its objective is to add value to theductive process, always offering
products based on consumer demands (Stanton, ZDB2)question that needs to be
answered is: how do we define the needs and thetisn since what we vie for is to
make offers directed at and focused on consumeradds? Without this answer one
cannot create a relevant content from the techificadtional point of view. Although it
Is never simple to answer this question, the QFEniapproach that may provide clarity
(Barnes & Vidgen, 2000; 2001-a). QFD’s philosoplssts on the gathering of
information, through user workshops, where theineesind define what is relevant or
not, case by case. After this process, it is recendad the making of questions to be
asked in the questionnaire to be used — first waifen questions, then, after a
satisfactory refinement, they become closed questio

Two known models that base themselves on the QEDther Servqual and the
WebQual-UK. A recent example of the use of Serv@ymgdears in Kenova e Jonasson
(2006). On the other hand, the evaluation of thaityuin websites under the customer
(users) perspective was also the focus of sevesslarches done with WebQual-UK.
WebQual evaluates the quality of websites under the “voafethe consumer”
perspective, based on QFD (Barnes & Vidgen, 200013).

WebQual-UK is a method for evaluating the qualityervices of an e-commerce
organization and it supports itself on indexes traislate the customers’ perception of
quality, including its evaluation of the importancé quality attributes (Barnes &
Vidgen, 2002). The WebQuanstrument has been developed since 1998 and has
evolved into a process of interactive refinement ddferent types of e-commerce
(University, Online Stores, and online auction w3, e-government and WAP
services. This method has transformed qualitatwaduations made by users into useful
qualitative metrics for the management of the degisnaking process. The users may
be companies, suppliers or end-consumers of infitomand services; therefore, it is
necessary to go beyond the technical and funcitgradpects, given the needs of the
users (Barnes & Vidgen, 2000).

After the first three versions, it was possibleidentify three dimensions of
quality in e-commerce: use, quality of the informatand the quality of the interaction
of the service. After these versions, WebQual wgerarefined using the literature of
three central areas of research: information systdas to the quality of the
information), marketing (as to the quality of timerraction of the service) and the man-
computer interaction (as to its usability). Workgbhovere held during all phases of
development of the instrument to ascertain theditgliof the quality found (Barnes &
Vidgen, 2002). After the workshops and the literatueview they arrived at the
WebQual-UK version 4.0, with 22 questions. Alreagplied to Online Bookstores on
websites in England — Amazon, Bertelsmann Onlin®LBand Internet Bookshop
(IBS) — this version will also be applied here.

In the case of the online bookstores, the resuljgasted the existence of certain
priorities for their customers, such as the easesefand of browsing, or the ease to find
precise information, and also the capacity to makestworthy transactions and to
receive purchased orders (Barnes & Vidgen, 2008).sbimmary, five factors
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consolidated themselves in Webqual: (a) Usabilib), Design, (c) Information, (d)
Reliability and (e) Empathy, all groupedoriori in three main dimensions:

. Usability — this dimension has to do with man-ponter interaction and how
customers perceive and interagith the website, qualities that are associated with
design and usability. For example: appearance, &asse and of browsing, appropriate
design and the image put forth.

. Quality of the information — this dimension relatto the quality of website content:
adequate information for the user in question, ipree, format and relevance.

. Quality of the interaction with the service —sthdimension concerns features
associated to Reliability and Empathy. It has tavith the experience the user has with
the website, including the depth of browsing, amd ts expressed through Reliability
and Empathy, allowing for the smooth functioningtloé website, its accuracy and its
capacity to offer services that satisfy users’ igofSurpassing the simple condition of
the “website’s characteristics”, Reliability (onethvebsite) has been recognized as the
key aspect for competition in e-commerce (Gefe®020arvenpaat al, 2000; Kenova

& Jonasson, 2006; Mazo, 2006), in what it has tevith the security of the transaction
and of the information, the delivery of the productr the customization and
communication of the website itself.

Due to the focus on interface (cf. Zeithaml, Paraswan & Malhotra, 2002, p.
366) this model does not analyze the relevant faaban online purchase like methods
of payment (Gallindo, 2003). In summary, this modedn attempt to interact with the
market and its visitors, through the judgment & ¢juality of the website (Gounaris &
Dimitriadis, 2003).

3. METHODOLOGY

This work is composed of descriptive and quantieatesearch, where the data
collection is based on a sample, in cross-sectimhreon-probabilistic, due to the fact
this evaluation is based only on registered custsriiat have already had a purchasing
experience, from the choosing of the product taetsipt. Since the objective of this
research is to apply the Barnes and Vidgen modetsder to assess the quality of the
website of a certain online bookstore, we may diasise research method as a unique
case study of the descriptive type (Scapens, 1990).

3. 1. Sample and data collection

The convenience sample was built by the users (@hb®ices are explained
below) who were willing to answer the questionnaieailable online on a page
especially built for this purpose. In spite of lgimsistently asked, the bookstore was
not interested in allowing the research to be lwidits own website, even from an
unidentified sample of registered customers. Thalamation for this may lie on the
negative sentiments that Brazilians in general haver the mention of the word
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“research”, as it is so common among us for saltebgs to be disguised as “research”.
Another reason could be a fear of “hindering” sadbgsinserting research on their
website, despite the voluntary characteristic dirtlparticipation. By contrast, the
successful experience of a single company by dasgarch on its site can be seen in
Gonzalez Maceira and Carvalho (2006).

According to Black and Champion (1976, p. 91), “aidghe advantages of the
case study is its flexibility with regards to theopedures for the collection of the data,
since here we use a questionnaire to be answeaed/eb and it is structured based on
the WebQualUK model, of Barnes and Vidgen. The filling out of tipgestionnaire may
be classified as “non-supervised”, although a “Suppchannel was made available to
assist respondents. Primary and secondary dataceidected. The primary data
involved the application of the questionnaire wilie customers and the secondary data
resulted from research on books, the Internet eord icademic literature.

There are numerous ways to evaluate the qualityVebsites, for example,
competitive analyses, scenarios, direct visual engpn and online questionnaires
(Cunliffe, 2000). In this research, a self-admimistl online questionnaire was made
available on the website built over the Internetviwwebqguali.com.bt following the
procedures used for the WebQual-UK model, preWoagplied in England Barnes &
Vidgen, 2000, 200l1a, 2001b, 2002; Barnes, Liu & gé, 2001). To attract
respondents, individual emails were sent and dsongroups were set up.

The WebQual 4.0 version questionnaire model wad,usgh proper translations
and context. The structure was maintained sincg itstrument has already been
applied and validated several times on Online Btwokswebsites (for example, Barnes
& Vidgen, 2001b, 2002).

After the home page, which had the filling out rostions, the questionnaire
began, containing the items to be evaluated onake stf agreement of up to seven
points. An “automatic control” would weed out incplete questionnaires. Each
evaluated item had a link in its number, which wibtalke it to an explanation page that
worked as a “dictionary”. A few translations wereade and also the presetting of
words. Demographic information was also requesteatder to enrich the results.

There was also an indicator available to “visit website”, a link to the website’s page

that made access easier and invited interactiothéend there was also an open item
available, called “comments”, so that respondehéd wanted to leave an impression
about the company or the service rendered coukbdo

3. 2. Treatment and analysis of the data

The data obtained was converted into Excel and SPES tables. Initially,
descriptive statistical procedures were used aadntiernal consistence coefficient was
calculated (Cronbach’s Alpha). Following that, irder to determine the perceived
quality dimensions, exploratory factor analysesenggrformed, extracting factors from
the main components and the varimax rotation, ¢diti@e their interpretation.

The usefulness of evaluating scores should be esiggth attributed by the
participants for each item evaluated, since thejglvevhen considering the results
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(Parasuramaat al, 2000; Barnes & Vidgen, 2002). Then the answernrgwansformed,
multiplying each website evaluation statement (agrent) by its respective importance
statement. This multiplication aimed at obtainingnare comprehensive interpretation,
creating three relative indexes (weighted oneg)th@total weighted score (Importance
Max Score), multiplying the importance average wiatd by 7, which is the maximum
rating given in the evaluation in each of the gioes, (b) the maximum weighted score
of the evaluated bookstore (Website Max Score)(apthe performance score actually
reached by the bookstore in relation to the maxintiiat could have been reached for
each question. These indexes are useful for congpagainst researches already done
with the same instrument about other online boaksto

3. 3. Limitations

In spite of being applied to online Auctions, OerliBookstores, News Websites
for WAP applications and British University Websitat was not possible to find an
application on Brazilian websites. So, for the s of an international comparison,
the year in which the questionnaires were done ouwmstitute a certain limitation,
mainly due to the large advancements made in letexnd e-commerce activities over
the last few years.

Non-sampling errors may also occur, since it iel&administered questionnaire.
The answers given may be influenced by problem=mprehension, distortions, lack
of motivation, or by errors in the research instemtn Due to its non-sampling nature,
these errors do not reduce even when the sizeeadamples grows (Haat al, 1998).
Some of these problems could be corrected if atiaéace research were done (Cooper
& Schindler, 2002).

4. RESULTS

4. 1. The Company researched

Founded in 1914, the selected organization for tase study offers a complete
catalogue of text books and extra-curricular terbKs, in the legal, managerial,
economics and accounting areas. It is the leadéegal books, with a 40% market
share. It is the fourth largest text book publisimethe country, with nearly 20% of
market share.

One of the pioneers in e-commerce in Brazil, thengany began its online
activities in 1998. In December 2006 it had apprately one million active customers;
currently there are more than 1.5 million registeitems available for sale. In 2006, the
bookstore section closed the year with approxingeR$350 million in gross revenues,
with the sales from the online bookstore accounfioig nearly R$100 million, an
increase of up to 52.5% from 2005. The bookstoci@erepresented more than half of
the total sales.

According to the company, there are over 370 thadisagistered customers on
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the Internet alone — which is 32% of all customdiise development of partnerships
with the main search engines resulted in an inere®s38% in the average ticket and
contributed to an increase of 53% in gross reverilies Company Researched

4. 2. The sample’s profile

There were 213 questionnaires done, and answeetaieén June Band September
30" 2007, through the website www.webquali.comTre following tables summarize
the information obtained in the answered questivasaTable 1 shows that nearly 39%
of respondents were between 26 and 35 years chragj¢hat 27% were up to 25 years
of age. As for the gender, 56% were male.

The majority of respondents (42%) purchase “onaryegemester”, while 22%
purchase “three times a semester”, more than tbsetlthat purchase “twice every
semester” (17%). Those who purchase “more tharirsigs every semester” represent
15% of the sample. Respondents demonstrated erpeneth other online bookstores,
as 82% said they have purchased from other onbokdtores.

Table 1 — Demographic Information (N = 213)

Variable Percentage
Age
Less than 26 years or up to 25 years of age 27.23
From 26 to 35 years 38.50
From 36 to 45 years 20.19
From 46 to 55 years 10.80
Above 55 years 3.29
Gender
Male 56.08
Female 43.92
Frequency of purchases from Online Bookstores
Once per semester 42.25
Twice per semester 17.37
Three times per semester 21.60
Six times per semester 3.76
More than six times per semester 15.02
Purchased at other Online Stores?
Yes 81.95
No 18.05

It is worthy of note that, in this research doneBbit consulting, nearly 70% of
users are between 25 and 49 years of age, and/dinan represent 45% of buyers over
the Internet in Brazil (Webshoppers, 2007).
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4. 3. Reliability of the WebQual-UK scale

In order to evaluate the reliability of the scaledaof itsa priori added dimensions
Cronbach’s Alpha was used, a measurement of rglyalell used to evaluate a set of
variables associated with a construct (Cooper &irgltér, 2002). What we want to
know is (@) if the items that belong to each dinemsare simultaneously consistent,
and also (b) if they can be used to measure thrat simension. By definition, the
values calculated for “Alpha” are always smalleartfor equal to 1 (and the values can
even be negative), and larger values indicate melrability in the set of variables.
“Alpha” values that are less than 0.7 indicate rieed to successively refine the scale
until acceptable values are obtained (Hdial, 1998). Thus, the “Alpha” coefficient
verifies the reliability of the questionnaire usesl an instrument of measurement. The
reliability measures the degree in which the mesment is consistent, so that its use
should produce similar results in similar situaid@ooper & Schindler, 2002; Kenova
& Jonasson, 2006).

Table 2 shows the resulting reliability of the “Alps” calculated from the collected
data. All scores were accepted, for they are all amve 0.7, indicating that the items
from the scale have a high internal reliability (Bes & Vidgen, 2002; Kenova &
Jonasson, 2006).

Table 2 — Reliability thie scale according to Cronbach’s Alpha

Dimension / Variables Questions Cronbach’s Alpha
Usability 1to8 0.93
Usability lto4 0.94

Design 5t08 0.89

Quality of the Information 9to 15 0.92
Information 9to 15 0.92

Quality of the Interaction 16 to 22 0.86
Reliability 16 to 18; 22 0.84
Empathy 1910 21 0.89

Total 1to 22 0.96

4. 4. The Webqual scores

Table 3 shows the weighted indexes that allow dejiand differentiating more clearly

the customers’ perceptions. The results are weigistemphasize the differences and to
direct the defined priorities by the respondentsr Each answered questionnaire,
question by question, a multiplication was madetlué evaluation done by the

respondents for each statement by the importangengio that same question,

generating a new spreadsheet.
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Table 3 — Webqual Index

# | Statements :\r/ln;xorstig::: \I\//Ivzfssltceore %
1 | The Bookstore’s website is easy to learn to dpera 42.72 36.12 0.85
2 | The interaction with the Bookstore is clear aothprehensible | 43.12 35.30 0.8
3 | The Bookstore's website is easy to browse 43.35 6.5(8 0.84
4 | ltis easy to use the Bookstore’s website 42.07 5.53 0.84
5 | The Bookstore's website has an attractive appeara 39.04 28.17 0.72
6 | The design is appropriate for the type of weldsitea Bookstore| 39.83 29.63 0.74
7 | The Bookstore’s website shows a sense of competen 40.52 31.78 0.78
8 | The Bookstore’s website creates a positive egpeé 39.11 30.14 0.77
9 [ The Bookstore’s website provides precise inforomat 43.54 34.31 0.79
10 | The Bookstore’s website provides true informmatio 43.71 36.93 0.84
11 | The Bookstore’s website provides adequate irdtion 41.77 33.28 0.8(
12 | The Bookstore’s website provides relevant infatiom 40.23 32.27 0.8(
13 | The Bookstore’s website provides easy to unaedsinformation 42.66 35.41 0.83
14 The Bookstpre’s website provides information in aniequate41.57 3027 0.73
level of detail
15 ;I;r:?nstookstore’s website provides information inagpropriate 4052 31.26 0.77
16 | The Bookstore’s website has a good reputation A4A2 36.58 0.86
17 | It is safe to complete the transactions on telesie 45.29 40.00 0.83
18 \INf;;eSIittZat my personal information is secure oa Bookstore’s,44.60 36.61 0.82
19 | The Bookstore’s website creates a sense ofroustiton 36.35 25.10 0.69
20 | The Bookstore’s website fosters a sense of caritynu 31.94 20.57 0.64
21 '(I)'rhgearl?icz)glgitr(])re’s website makes it easier to comnat@iwith the 39.77 28.30 071
2215 st good servies il b cevermspomsiyg 1o [ 5677 | 083
Sum 908.29 720.80 0.79

The three columns from Table 3 show the resultainbt using the WebQual
Index: the average importance given to each staterttee average level of agreement
from each statement and the percentage of thaesftig of agreement in relation to its
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importance. The “Importance - Max Score” column waserated by multiplying the
average importance by 7, which is the largest vahs can be reached for each
question in the evaluation. Then, the average @htimber obtained by the importance
multiplied by the agreement was calculated, gemgrahe column called “Website -
Max Scoré. Lastly, there is the usual percentage column.vethees calculated for the
“Website - Max Scoreshow the performance according to the evaluatiensived by
the website and will be used further down to corafihe results obtained here with the
scores resulting from the evaluation of the Britigdbsites.

4. 5. Exploratory Factor Analyses

To examine the answers to questionnaires that ademp of several items (i.e.,
multi-attribute scales), one of the paths pointatly the multi-varied literature is the
application of the technique known as Exploratoagtbr Analysis (Haiet al, 1998).

In nearly the entire empirical research there ideast one reason to follow that
recommendation, namely, the parsimony principlelesstood here as the reduction of
the data, that translates into the acquisition setiof new variables (the “factors”)
capable of summarizing the original multi-variefbrmation, with the additional virtue
of facilitating its interpretation.

Each dimension of quality shown in the theoretizaldel is analyzed with the
help of the customers’ answered questionnaires. Udee of the Exploratory Factor
Analysis permits verifying whether: (a) the statemseused adequately represent each
dimension of the quality they are associated wittl ¢b) the group of initial questions
can be rearranged into a smaller number of fagthrsensions) so that this study may
be conducted with a higher level of simplificatihuchesa, 2004; Kenova & Jonasson,
2006).

In order to extract a smaller number of factorstkizat of variables, the Main
Components method was employed. By usingeigenvalue ruldgo select factors with
eigenvalues larger than one (Hair al, 1998, p. 103), five factors were left to be
interpreted. In order to facilitate the interpretatof factors, the/arimaxrotation was
applied, which converged into seven interactiorie mumerical results appear in Table
4, where these five factors are highlighted, didicay the factorial values under 0.5 in
the module. The variables previously classifiedhia Usability dimension (variables 1,
2, 3 and 4 — see Table 3) are concentrated in oFactwhile the values in Empathy
(variables 19, 20 and 21) are concentrated in F&tdt is interesting that these two
dimensions have all their variables inside a sirigt#or. The other groups, priori -
Design, Information and Reliability — are distribdtamong more than a single factor.
For example, Design appeared in factors 1, 2 anghile Information concentrated
itself in factors 1 and 2, and Reliability, in fact 2 and 4.
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Table 4 — Factor Loadings with the Varimax Rotation

Factors

Variables (items)

1 2

The interaction with Saraiva’s website is clear
comprehensible

0.7944

Saraiva’s website is easy to learn to operate

920/7

Saraiva’s website is easy to browse

0.7834

It is easy to use Saraiva’s website

0.7682

13

Saraiva’s website provides easy to under
information

0.6191

Saraiva’s website shows a sense of competence

389.5

11

Saraiva’s website provides adequate information

0.7453

14

Saraiva’s website provides information in an adtg
level of detall

0.7428

10

Saraiva’s website provides true information

0041

Saraiva’s website provides precise information

.6785

Saraiva’s website creates a positive experience

0.5672

15

Saraiva’s website provides information in an appatg
format

0.5450

12

Saraiva’s website provides relevant information

0.51450.5356

16

Saraiva’s website has a good reputation

0.

5262

20

Saraiva’s website fosters a sense of community

0.8355

19

Saraiva’s website creates a sense of custoanizati

0.7977

21

Saraiva’s website makes it easier to communicati
the organization

0.7581

18

| feel that my personaihformation is secure Saraiv
website

0.835

17

It is safe to complete the transactions on Sarg
website

0.795

22

It is trusted that good services will be deliveras
promised through Saraiva’s website

0.5022

0.552]

Saraiva’s website has an attractive appearance

0.7917

The design is appropriate for the type of website
Saraiva

0.7858
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It may be considered that the highlighted groupgasiables in each column from
Table 4 confirm this grouping priori and demonstrate a nomological validity (Barnes
& Vidgen, 2002). These groups are obtained thrabhghgathering of the largest values
from each column, and the order of the columnsmfroght to left, is established
according to the variance contained in each ortbesh (Table 5). With the five factors
generated, it is possible to reproduce 79% of t@ variance that corresponds to the
22 original variables, which is well above the miom of 60% recommended by
Malhotra (2001). The objective of this reductiontive data may, thus, be considered
reached.

4. 6. Discussion and comparison of results

Several prior applications evaluated the importan€ethe attributes of the
perceived quality for Websites of British onlinedbstores. For example, Barnes e
Vidgen (2001b) used WebQual 2.0, while Barnes eg¥id (2002) applied WebQual
4.0. In this section, the results of these resemrchill be compared to the current
WebQual 4.0 application on a Brazilian online bdokes.

Table 6 offers a comparison between the data dgttdoom the research done on
the Amazon Online Bookstore and the data obtairexd. According to the table, the
dimension Reliability was the most important, fdre tBritish, as well as for the
Brazilian consumers, such that, three out of the f@riables relative to that dimension
occupy the top four spots.

Table 5 — Percentage of the variance explainedbly &actor

Componentes Ei % Variancia % acumulada
igenvalues :

Components Variance accumulated
1 31.123 55.200 55.200
2 5.117 9.076 64.277
3 3.558 6.311 70.588
4 2.455 4.354 74.942
5 2.03( 3.601 78.54¢
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Table 6 — Comparison between online bookstoresigireheMax score

Amazon Bookstore X
Variable | Vi S eore. | Score | |% | Veriable| vibSeore | Max Soore | %
9 43.49 36.62 0.8417 45.29 40.00 0.88
17 43.47 36.47 0.8418 44.60 36.61 0.82
22 43.21 37.24 0.8622 44.10 36.77 0.83
18 42.93 34.28 0.8010 43.71 36.93 0.84
42.45 35.10 0.839 43.54 34.31 0.79
4 42.22 36.20 0.863 43.35 36.50 0.84
41.74 35.57 0.852 43.12 35.30 0.82
2 40.73 33.29 0.821 42.72 36.12 0.85
13 40.44 34.17 0.8413 42.66 35.41 0.83
12 40.12 33.46 0.8316 42.49 36.58 0.86
10 39.97 35.30 0.884 42.07 35.52 0.84
14 39.64 31.16 0.7911 41.77 33.28 0.80
15 38.33 30.74 0.8014 41.57 30.27 0.73
7 37.42 32.39 0.817 40.52 31.78 0.78
16 36.88 36.73 1.0015 40.52 31.26 0.77
11 36.30 30.38 0.8412 40.23 32.27 0.80
21 34.59 23.88 0.696 39.83 29.63 0.74
33.21 27.31 0.8221 39.77 28.30 0.71
32.08 25.15 0.788 39.11 30.14 0.77
31.85 23.08 0.725 39.04 28.17 0.72
19 29.79 23.64 0.7919 36.35 25.10 0.69
20 22.04 13.17 0.6020 31.94 20.57 0.64
Total 832.91 685.32 0.82Total | 908.30 720.80 0.79

The variables “It is secure to complete the tratisas on the website”, “I feel
that my personal information is secure on the websind “There is trust that good
services will be delivered as promised throughviiebsite”, appear among the top four
evaluations in the “Max Score” table. The variabtes Information — “The website
provides precise information” and “The website pdeg true information” —
showed to be important according to the custonrers tboth locations. The variables
on Usability — “The website is easy to learn to rape’, “The interaction with the
website is clear and comprehensible” and “The wehisi easy to browse” — appear
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among the top ten evaluations in both locationserdhwvere two differences found
among the top ten classifications: the variabléss“easy to use the website” and “The
website provides relevant information” appear in égon but do not appear in this
research. By contrast, the variables “The site &apod reputation” and “The site
provides true information” do appear in this reshabut not in Amazon.

At the bottom of Table 6 the worst evaluations wadtesimilar, showing that, as
for the quality of the interaction, Reliability she itself to be well evaluated, but
Empathy not as much. The appearance also recawedvaluations, by the British and
by the Brazilians. The variables “The website hasa#tractive appearance”, “The
website fosters a sense of community” and “The websreates a sense of
customization” all appear among the worst evalumgtioAs for the total sums, the
domestic bookstore reached higher numbers than éamaz the “Importance Max
Score” and in the “Website Max Score” columns. @erage, however, it obtained a
lower approval rate than the foreign bookstore.

5. CONCLUSIONS

According to the statistical results obtained, WWebQual-UK instrument is a
useful tool in the evaluation of the perception cpfality of a website used in e-
commerce operations. The instrument was applied tBrazilian company. Even
without trying to offer “advice” on how an organtma should improve its e-commerce
sales, it was possible to indicate important dioest on what customers perceive of
services delivered and possible improvements stggéy these perceptions.

The improvement of e-commerce services, mainlyerms of the interaction, is
dependent upon the integration of front office agpiens with back office operations, as
well as the integration of e-marketing operationghwraditional marketing operations.
Another important point has to do with the relasibip strategy with customers (Barnes
& Vidgen, 2002). The quality of the interactionasdilemma for online bookstores: on
one hand, regarding reliability, the results intecha good level of perception; on the
other hand, regarding empathy, the calculated pgares were not as good, showing
the lowest evaluations (in the domestic and inBhesh context). This suggests that an
improvement be made in the quality of the inteactvith the website.

The greatest distinction of the websites lies ofiaR#ity. In fact, Reliability
seems to be a key aspect of competition in e-comen@efen 2000; Jarvenpatal
2000; Mazo, 2006; Barnes & Vidgen, 2002).

Besides Reliability, it was indicated that Repwatand Size of the Company,
Technological Orientation and Innovation are alkaracteristics that help to explain
the decision to purchase over the Internet, asasethe familiarity with sales personnel,
logistical support, product characteristics, tedbgical characteristics of the websites,
characteristics of the information and appearanc¢he website, which produce a
positive relationship with customer behavior (HOMu, 1999; Gefen, 2000; Grunert &
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Ramus, 2005). Reliability showed itself to be thesmimportant dimension in the
customers’ evaluation with the highest scores atemions. The respondents also
recognized the importance of a good reputationrdeinto make purchases over the
Internet.

The perceived dimensions of quality, considerethasnost important, have to do
with the quality of the interaction, more specifigathe variables gathered in the
Reliability factor: in a possible 7, they reachegdnts. Another dimension perceived
as important was the Quality of the InformationthMemphasis on precision and the
truthfulness of the information provided. In sumgan spite of the fact that reliability
is the most important dimension, the other dimemsiare relevant, forming a whole set
that deserves managerial attention.

As for the strong points, it is most evident thHa¢ bookstore shows itself to be
trustworthy to the customers, aside from enjoyirgpad reputation. The customers say
that the website is easy to browse and to usethibanformation contained in it is true
and that the interaction is good. They also undadsthat their purchases are delivered
on time according to the contract. The weak pdima$ appeared were related to Design
and Empathy. The website does not offer custontimadind does not show a sense of
community. Weak points are also the appearance thadreduced details of the
information provided. In addition, the website isllpted; it contains too much
information in some sections and too little in ofeindicating perhaps, a lack of
standardization. There are conflicts of informati@garding delivery dates and the
communication with the company leaves much to Isereke.

Companies must realize that, due to the lack of drunmteraction of online
services, the website assumes the role of meddatdhe “moments of truth”, thus
requiring a high level of quality of the servicesndered, this being taken as the
strategic objective and determining factor of tloenpetitive success of e-commerce
business (Lederer, Mirchandani & Sims, 2001; Zeitha2002; Sukasame, 2005).
Finally, as Calitz and Scheepers (2002) emphasieeimplementation of a website for
e-commerce requires the observation of multipléea, of which the quality of the
interface is just part of it, for aspects such bhe size of the budget, time for
development, ease of implementation and maintenewsts should be considered.
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