\PAT 04,
%
2 3

I P

JK LAKSHMIPAT UNIVERSITY

Jaipur

Growth, Globalization

& Governance
Promises & Challenges

Editors

Swapan Kumar Majumdar
Lokanath Mishra

Anupam Saxena

’ 0w

@/Emerald




Growth, Globalization
& Governance

Promises & Challenges

Editors

Swapan Kumar Majumdar
Lokanath Mishra
Anupam Saxena

S

Emerald

Emerald Group Publishing (India) Private Limited
New Delhi

4 Emerald Offices
Bingley, Cambridge, Sao Paulo, Johannesburg, Dubai, New Delhi, Beijing, Kuala Lumpur, Melbourne




10.

Contents

Development of Glocal Business Talents and the Role of Indian B-schools
Swapan Kumar Majumdar

Growth of Higher Education vs Globalization: Recent Developments and
Challenges to Governance in India

Shaizy Ahmed, Praveen Singh

Student Engagement through Social Media: A Reality Check
amongst Indian Private Universities

Rahul Agarwal, Amit Jain
Pricing Policy and Social Capital: Cooperation among Hungarian Wineries
Ldszlé Jozsa, Arpad Branyi

Assessing India’s Position among BRICS Nations on Aspects of
Economic Power and Global Competitiveness

Varun Chotia, Aman Takiyar, N.V. Muralidhar Rao
Growth Convergence and Perpetual Disparities across the States of India
Sheetal Mundra

A Tale of Two States: Growth Stories from Andhra Pradesh and
Madhya Pradesh

Vidhee Kiran Avashia

Participatory Strategies for Sustainable Development and
Depoliticization of Local Spaces

Abhilash Babu
Framework for Managing Agricultural Knowledge and Technology in India
Aashish Argade

Environmental Narratives in Corporate Annual Reports: A Study of
the Indian Pharmaceutical Industry

Lokanath Mishra, PK. Haldar

. Do Marketers Behave Differently When They are in the Host Country?

Rene Joseph, Kim-Shyan Fam

. Devolution in Natural Resource Management: The Case of Suhelwa

Wildlife Sanctuary

Anupam Saxena, Sugandha Shanker

. Prior Environmental Clearance at State Level: A Step Ahead or a Setback

Mukund Phatak

1

76

90

109

122

139

150




14. Analyzing the Rural Propensity of CSR Practices of
Commercial Banks of Bangladesh 159

PK. Haldar, S.M. Mahbubur Rahman

15. Impact of Corporate Characteristics on Human Capital and Community
Development Disclosure of Indian Cement Industry: An Empirical Study 167

Dharmendra S. Mistry

16. Determinants of Consumer Perception Towards Green Attributes in the
Hotel Industry: An Empirical Study 177

“““““““““““““““ = Neeti Kasliwal, Srishti Agarwal

17. Smart Governance in Lavasa Smart City using Internet of Things (IoT)
Technologies 191

Somayya Madakam, Ramaswamy R.

18. Influence of Information Sharing in Building Supply Chain

Competitiveness of Indian Auto Component Industry 203
Deepika Joshi
19. Impact of Corporate Good Governance on Stock Prices in India 213

Sali P.S., Gaurav Malpani

20. Impact Analysis of Behavioural Biases upon Financial Decision
making and Social Capital Formation: A Study of Microfinance
Beneficiaries of South Indian States 219

Harbhan Singh, Anoop Kumar Atria

21. A Comprehensive Study on Risk Anomalies in Indian Stock
Market with Special Reference to the Steel Industry 232

Mobin Anwar, Sanjay Kumar

22. Does the Index Future Price Predict the Index Spot Price?
Evidence from the Indian Stock Market 242

Kapil Arora

23. A Study on Individual and Group Level Innovation with Reference
to Branches of Commercial Banks in Gujarat 253

Raju M. Rathod, Yagna Vyas

24. A Multi-server Mathematical Financial Model with Reverse
Balking and Retention of Impatient Customers 263

Bhupender Kumar Som, Navneet Joshi, Mahima Gupta
25. Enhancing Healthcare Workforce Planning in India 272
Anurag Saxena

26. IPR Protection and Human Rights in India: With
Special Reference to Pharmaceutical Patents 280

Arundhati Kulkarni, Shweta Deshpande




27.

28.

29.

30.

31

Tantalizing Taste Buds “A Study of Kanha: The Chain of Multi-cuisine
Restaurant and Sweets, Jaipur, Rajasthan”

Kavaldeep Dixit, Tanjul Saxena
The Bricks Behind the Clicks: A Comparative Study of E-commerce Websites
Ajay Chandel, Punam Mishra

Factors Affecting the Performance of Micro, Small and Medium
Enterprises in an Industrial Cluster: Evidences from Gurgaon
Auto components Cluster in Haryana

R.K. Mittal, Vijita Aggarwal, Dinesh Rawat

Antecedents and Consequences of Tourist Engagement:
A Structural Equation Modelling Approach

Ranu Sharma

Difference between Perceived Town Images: Brand Personalities from
Cultural Perspective after a Political and Economic Transformation

Szandra Gombos

286

300

327

341

Xi




Emerald

Growth, Globalization
& Governance:
Promises & Challenges
pp. 300-313

© JK Lakshmipat
University, Jaipur

The Bricks Behind the Clicks: A
Comparative Study of E-commerce
Websites

Ajay Chandel', Punam Mishra®*
142 Institute of Management, JK Lakshmipat University, Jaipur, Rajasthan

Abstract

E-commerce industry in India is still at its infancy. However, India’s e-commerce
industry is likely to clock a compounded annual growth rate (CAGR) of 35 percent
and cross the $100-billion mark over the next five years, from $17 billion at present
(ASSOCHAM, PwC study). To achieve competitive advantage by providing superior
service quality, it is desirable for online service providers to uncover what attributes
customers utilize in their assessment of overall service quality and satisfaction. There
is an extant literature available on the e-commerce service quality. Yet, e-commerce
service quality remains an elusive and indistinct construct. This paper explores the
service quality literature and formulates a comparative study to identify service quality
gaps of two Indian and two global e-commerce websites. The study, therefore, provides
important service quality gaps in dimensions like reliability, responsiveness, ease of
use, privacy, and so on to these e-commerce websites which need to be bridged in order
to please the customers by providing excellent online service quality.

Keywords

E-commerce Websites, Online Service Quality, Service Quality Gap, Online Service
Quality Dimensions

Introduction

E-commerce is the “Business activities conducted using electronic data transmission
via the Internet and the WWW?” (Schneider and Perry, 2000). E-commerce service
quality was defined as “The extent to which a e-commerce web site facilitates efficient
and effective shopping, purchasing, and delivery of products and services” (Zeithaml
et al., 2002). This transactional quality entails the evaluation of the pre- and post-
service experience. .

In the early days of e-commerce, web presence and low price were believed to be the
drivers of success (Zeithaml et al., 2002). However, today having a simple web presence
and low prices do not guarantee success anymore; instead, the service quality issues have
become crucial: issues such as consumers’ inability to complete transactions, products
not delivered on time or at all, non-responsiveness to e-mails, and non-accessibility to
desired information. Under such circumstances, Web or e-service quality has entered
the picture as a differentiating strategy. To encourage repeat purchases and build
customer loyalty, companies need to shift the focus of e-business from e-commerce
(the transactions) to e-service (Zeithaml et al., 2002). As such, it is desirable for online
service providers to uncover what attributes consumers utilize in their assessment of
overall service quality and satisfaction and which attributes are more important.

* Corresponding Author: Punam Mishra (punammishra_pm(@yahoo.co.in)




While in countries such as the USA and China, e-commerce has taken significant
strides to achieve sales of over USD150 billion in revenue, the e-commerce industry in
India is still at its infancy. However, over the past few years, the sector has grown by
almost 35 percent CAGR from USD3.8 billion in 2009 to an estimated USD12.6 billion
in 2013. ' E-commerce is shifting users from shopping in stores to shopping on the go.

Review of literature

Businesses need to satisfy customers and meet their expectations of service quality
in order to gain competitive advantage (Gagliano and Hathcote, 1994; Lin, 2007;
Sullivan and Adcock, 2002). Thus marketers need to continually assess customers’
expectations of service quality in order to avoid customer dissatisfaction (Zeithaml,
Bitner, 1996). Service quality can be described as the result from customer comparisons
between their expectations about the service and their perceptions. That means that if
the perceptions would be higher than the expectations the service will be considered
excellent, if the expectations equal the perceptions the service is considered good,
and if the expectations are not met the service will be considered bad (Oliver et al.,
1997). Since online market has been growing rapidly over the past several years,
electronic marketing activities have drawn a lot of attention (Chang et al., 2009). The
Internet users are able and willing to transact through E-commerce websites (Liang
and Lai, 2000). The growth in revenues from online shopping proofreads the same
(Rohm and Swaminathan, 2004). Customers are turning towards e-commerce websites
due to features, like increased convenience, interaction, low cost and high degree of
customization and personalization (Park and Baek, 2007).

E-service quality can be defined as overall customer evaluations and judgments
regarding the excellence and quality of e-service delivery in the virtual marketplace
(Santos, 2003). To promote customer loyalty and customer retention, service quality
is important to e-tailors (Imrie et al., 2000). Past researches have demonstrated that
service recovery has a direct relationship with factors such as faith, repurchase intention,
faithfulness, and word of mouth (Blodgett, Hill, and Tax 1997; Goodwin and Ross
1992; Mohr and Bitner 1995), all of which play a crucial role in success for e-commerce
websites as well. A company must be able to deal with these problems as and when
they occur because the resolution of these problems ultimately has an effect on repeat
patronage and customer loyalty (Bitner et al., 2000; Holloway and Beatty, 2003).

Various dimensions related to e-commerce service quality have been identified. Web
site design quality is extremely important for online stores (Ranganathan and Grandon,
2002, Lin, H. F., 2007). Web site design means the appeal that user interface design
presents to consumers (Kim and Lee, 2002). Reliability represents the ability of the web
site to fulfill orders correctly, deliver promptly, and keep personal information secure
(Parasuraman et al., 1988; Janda et al., 2002; Kim and Lee, 2002). Moreover, it was
argued that reliability dimension has a direct positive effect on perceived service quality
and customer satisfaction by electronic banking systems (Zhu et al., 2002). Customers
expect online stores to respond to their genuine concerns and enquiries promptly (Liao
and Cheung, 2002). Responsiveness is yet another trait of service quality. Responsiveness
is how often an online store voluntarily provides services that are important to its
customers (Parasuraman et al., 1988; Yang, 2001; Kim and Lee, 2002). Researchers
examining the responsiveness of web-based services have highlighted the relationship

" Internet and Mobile Association of India, research report
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between perceived service quality and customer satisfaction (Yang and Jun, 2002; Zhu et
al., 2002). The dearth of real-time interaction tends to prevent potential customers from
shopping online. (Yang and Jun, 2002). Personalization includes individual attention and
personal thank you notes from online stores, (Yang, 2001). Studies have examined the
influence of the customer service provided by Internet retailers on perceptions of service
quality, and therefore, satisfaction (Wolfinbarger and Gilly, 2003). One of the primary
barriers that stop people from online shopping is the concerns about security (Zeithaml
et al., 2002). Despite the technical advancements in Internet security such as digital
signatures, certificates, customers are still worried about security issues when shopping
online (Ranganthan and Ganapathy, 2002). It has been found that perceived assurance
has a significant influence on the intentions to purchase online (Lee and Lin, 2005).

A significant body of research in information systems has accumulated evidence
for the existence of an effect of ease of use on initial user acceptance and sustained
usage of systems (Venkatesh, 2000). Ease of use is defined as the degree to which a
person believes that using an information system would be free of effort. It is one of
the ‘classical’ concepts in information systems research (Davis 1989; Sanders and
Manrodt, 2003; Venkatesh, 2000). Further, information quality (IQ) plays an important
role in enabling online consumers’ purchase decisions in the absence of an opportunity
to physically interact with products in the online environment (Wixom and Todd, 2005;
Kim and Lennon, 2008).

Need for study: Research gap

Riding on the strong growth momentum of 2015, the e-commerce sector is estimated to
see a 72 percent jump in the average annual spend on online purchases per individual in
2016, from the current level of 65 percent (ASSOCHAM, PwC study). There has been a
mushroom growth in the number of e-commerce websites in India, but still majority of
them lack in providing service quality that the customers expect. In a copycat economy,
service quality can be a source of sustainable competitive advantage. The companies
thus, must identify the various service quality attributes that customers use to assess
the performance of these companies. Ultimately, service quality leads to customer
satisfaction which in turn leads to loyalty and hence to repeat purchase behaviour.
This crucial role of customer satisfaction paving the way for retention and profits may
prove even more crucial in the context of online or Internet based service companies.
This is because of the ease with which customers can switch between providers on
the Internet. Hence there is a need to narrow down the varied e-commerce service
quality dimensions. Further these service quality dimensions have to be prioritized to
bridge in gaps in online service quality of more important service quality dimensions
to deliver superior service quality with limited resources This paper tries to formulate a
comparative study to measure customer responses to service quality constructs applied
in an online context in India and to see how the customer measurement system reflects
customer perception of quality online.

Objectives of the study

1. To find out the gap between the expected service quality and the perceived service
quality of selected” e-commerce websites.

2. To compare the service quality of the selected” e-commerce websites.

("On the basis of rankings awarded to different e-commerce websites by various

agencies in India)




Research methodology

Descriptive research design was adopted for the study. To accomplish the objectives,
four e-commerce websites were selected. The e-commerce websites were selected on
the basis of rankings awarded by various sources. The review of literature and various
scales by different researchers resulted in eight service quality dimensions and led to
the formulation of a questionnaire consisting of 57 statements. These 57 statements
were presented to 30 experts for vetting purpose. Vetting of 57 statements led to the
final selection of 37 statements which represented eight service quality dimensions.

Toensure the internal consistency ofthe questionnaire so developed, reliability statistics
was run. Applying reliability statistics to 37 statements resulted in the Chronbach’s
Alpha of .890. Six statements (items) were found to have low ‘Corrected Item-Total
Correlation’. These statements were found to contribute least to the Chronbach’s Alpha
and deleting these statements from questionnaire improved the overall reliability of the
questionnaire, from 0.890 to 0.915.

The statements in the questionnaire were modified (while keeping the meaning same)
to get ‘expected’ and “perceived’ score of respondents. The statements for measuring
the ‘expectation’ and ‘rerception” were modified to measure what an ideal e-commerce
website must do and what the e-commerce site they currently purchase from does,
respectively. The basic idea was to find out the gap between the ‘expectation’ and
‘perception’ of respondents.

The questionnaire was administered to 300 online shoppers (75 for each of the four
e-commerce websites) to share their opinion on the expected service quality from an
ideal e-commerce website.

A 5-point scale was used to collect the customer’s expectations and perceptions. The
difference between these expectations (E) and perceptions (P) was the gap score which
was then averaged (both weighted and unweighted). The gap scores so found for various
e-commerce websites were then compared with each other to find out their relative
competitive position. Simple descriptive statistics were used for data analysis.

Analysis

Average score of various e-commerce websites on various dimensions were calculated.
100 points were allocated among these 8 dimensions as stated below and were averaged
to get the weights as below:

Findings

The gap analysis shows the comparative weighted average gap score of selected
e-commerce websites on various service quality dimensions chosen for the study. Gap
score shows the extent of variation in expected and perceived service quality. Highest
gap score shows the dissatisfaction.

Flipkart.com with least gap in every dimension is a clear leader. Assurance, the most
preferred dimension has a remarkable low gap for Flipkart.com. This indicates one of the
reasons why Flipkart.com has been rated the No.1 Indian e-commerce website in India
as per a myriad of surveys. Being a leader comes with responsibility, the responsibility
to perform consistently. Flipkart.com has the challenge to keep performing in a similar
fashion making further improvements in all eight dimensions. The company however
must improve its Reliability, Privacy and Responsiveness.
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Table 1: Comparative score analysis for various service quality dimensions

Expectation [E]

Perception [P]

;2 Information quality E Information quality iclz)l:rt' Snapdeal.com | Ebay.com Ancl(z:lznon.
Information contained on this Information contained on this
1 e-commerce website is current 4.42 e-commerce website is current 4.24 422 3.90 4.01
and timely and timely
Information contained on this Information contained on this
2 e-commerce website is at the 425 e-commerce website is at the 3.92 3.82 3.70 3.65
right level of detail right level of detail
Information contained on the Information contained on the
3 website is pretty much what I 4.12 website is pretty much what I 3.68 3.70 3.72 3.90
need to carry out my tasks need to carry out my tasks
4 Info.rm?lti.on containgd on the 412 Infopngtipn contain‘ed on the 392 364 373 385
website is in appropriate format website is in appropriate format
Total 16.91 15.76 15.38 15.05 15.41
Average score 4.22 3.94 3.84 3.76 3.85
Reliability E Reliability Flipkart. | o, pdealcom | Ebay.com | ATMaZ00-
com com
This e-commerce website if This e-commerce website if
5 promises to do something in a 4.29 promises to do something in a 3.65 3.50 3.52 3.48
certain time, it does so certain time, it does so
All relevant order confirmation All relevant order confirmation
details are sent to my email details are sent to my email
8 within 24 hours by this ;i within 24 hours by this i el e e
e-commerce website e-commerce website
This e-commerce website This e-commerce website
7 performs the service right the 4.26 | performs the service right the first 3.81 3.69 352 3.73

first time

time

Table 1 continued




This e-commerce website

This e-commerce website

8 provides order tracking details 4.44 provides order tracking details 3.82 3.90 3.74 3.89
until delivery until delivery
Total 17.43 15.32 15.1 14.59 15
Averaged score 4.35 3.83 3.77 3.65 345
Respoﬂsiveness E Responsiveness Flipkart. Snapdeal.com | Ebay.com ATRAF
com com
This.e-commerce website handles This e-commerce website handles
J product returns well g product returns well Al e = 5
This e-commerce website shows This e-commerce website shows
10 | sincere interest in resolving my | 4.26 | sincere interest in resolving my 3.58 3.54 34 3.37
problems problems
This e-commerce website This e-commerce website
11 | provides prompt answers tomy | 4.02 | provides prompt answers to my 3.68 3.33 3.61 3.49
questions questions
Email responses of this Email responses of this
| | e-commerce website are rglevant 433 | e-commerce website are r‘?levant 374 344 3.58 3165
and accurate and appropriate to and accurate and appropriate to
customer requirements customer requirements
Total 16.85 14.69 13.76 13.95 14.04
Averaged score 4.21 3.67 3.44 3.48 3.51
Assurance E Assurance Fiphart Snapdeal.com | Ebay.com S
com com
13 This e-commerce wgbsite has a 410 This e-commerce wgbsite has a 413 3.03 38 3.84
good reputation good reputation
I received special rewards and I received special rewards and
14 discopnts as prom‘ised from doing 3.04 discopnts as .prom.ised from doing 3.69 338 341 342
business with this e-commerce business with this e-commerce
website website
The testimonials of customers The testimonials of customers
15 speak good about this 3.93 speak good about this 3.72 3.52 3.52 3.65

e-commerce website

e-commerce website

Table 1 continued




Total 11.97 11.54 10.83 10.73 10.91
Average score 3.99 3.84 3.61 357 | 3.63
Personalization E Personalization Flipkart. Snapdeal.com | Ebay.com Amazon
com com
16 This e-commerce web51.te gives | 5., This e-commerce web51.te gives 3.58 312 34 34
me personal attention me personal attention
This e-commerce website enables This e-commerce website enables
17 | me to order the product ina way | 3.96 | me to order the product in a way 3.58 3.62 3.65 3.52
* that meets my needs that meets my needs
This e-commerce website This e-commerce website
18 . 3.81 . 3.73 3.64 3.56 3.50
understands my specific needs understands my specific needs
Total 11.54 10.89 10.38 10.61 10.26
Average score 3.84 3.63 3.46 3.53 3.42
2 . . . Flipkart. Amazon.
Website design E Website design i Snapdeal.com | Ebay.com Sy
19 Using 'Fh1s e-commerce website 3.89 Using t.hlS e-commerce website 3.50 350 344 336
gives me a lot of fun gives me a lot of fun
20 The graphlcgl d;sngn of th.ls 4.08 The graphlca-l d§51gn of th‘lS 382 3.66 3 .64 362
e-commerce site is appropriate e-commerce site is appropriate
71 The l.ayout of this e-commerce | o, The l?yout of this e-commerce 3.62 356 34 358
website meets my expectations website meets my expectations
2 Finding my way on this 424 Finding my way on this 376 370 361 38
e-commerce website was easy e-commerce website was easy
This e-commerce website helps This e-commerce website helps
23 in easy completion of online 4.26 in easy completion of online 3.84 3.62 3.57 3.62
transactions transactions
Total 20.4 18.54 18.04 17.66 17.98
Average score 4.08 3.70 3.60 3.53 3.59
: . Flipkart. Amazon.
Privacy E Privacy i Snapdeal.com | Ebay.com i

Table 1 continued




This e-commerce website

This e-commerce website protects

24 prote.cts my bgnk card 4.44 sty btk card Hifbemation 3.82 3.69 3.72 3.6
information
Payments are submitted in a : :
25 | safe mode on this e-commerce | 44 | Payments are submited inasafe | 3.72 3.74 3.86
. mode on this e-commerce website
website
This e-commerce website This e-commerce website
26 does not share my personal 4.25 does not share my personal 3.88 3.62 3.63 3.78
information with other websites information with other websites
Total 13.17 11.55 11.03 11.09 11.24
Average score 4.39 3.85 3.67 3.69 3.74
Ease of use E Ease of Use KOpERLC Snapdeal.com | Ebay.com S,
com com
27 The text.on.this e-commerce 498 The text'on‘this e-commerce 401 3.86 371 3.96
website is easy to read website is easy to read
Text/Labels/Menu items of this Text/Labels/Menu items of this
28 | e-commerce website are easy to | 4.16 | e-commerce website are easy to 4.02 3.77 3.83 3.88
understand understand
Learning to operate this Learning to operate this
29 | e-commerce website is easy for | 4.06 | e-commerce website is easy for 4.14 3.82 3.82 3.81
me ! me
It was easy for me to become It was easy for me to become
30 | skillful at using this e-commerce | 4.05 | skillful at using this e-commerce 3.94 3.66 3.71 3.73
website website
31 Using this e-commerce website 425 Using this e-commerce website 4.06 3.08 3.85 3.88
is easy is easy
Total 20.8 20.17 19.09 18.92 19.26
Average Score 4.16 4.03 3.81 3.78 3.85

Source: Primary data

Unweighted gap score calculation was done to do comparative gap score analysis of selected e-commerce websites.
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Table 2: Comparative gap score of selected e-commerce websites

Flipkart. Snapdeal. Amazon.

I\SJ:; Dimension com com El)lal?:'lc:l)m com

i |E-P]| |E-P] [E-P]

I I“f;’l‘;‘;'i;"“ 0.28%* 0.38 0.46* 0.37
2 Reliability 0.52** 0.58 0.7* 0.6
3 Responsiveness 0.54%** 0.77* 0.73 0.7
4 Assurance 0.15%* 0.38 0.42* 0.36

5 Personalization 0.21** 0.38 0.31 0.42*
6 Website design 0.38** 0.48 0.55* 0.49
7 Privacy 0.54** 0.72* 0.7 0.65
8 Ease of use 0.13%* 0.35 0.38* 0.31
Total 2.75 4.04 4.25 3.9

a5 ?}‘:::I‘%ted WoR! pd 0.50 0.53 0.48

(* Shows the highest gap score whereas ** shows the lowest gap score in a particular
service quality dimension) Source: Primary data

Table 3: Factors arranged according to weighted preferences

Preferential order Dimensions Points
1 Assurance 0.154
2 Reliability 0.145
3 Information quality 0.142
4 Ease of use 0.126
5 Website design 0.121
6 Responsiveness 0.117
7 Privacy 0.113
8 Personalization 0.083
Total 1

Source: Primary data

Further weighted score was calculated. The step involved assigning weights to eight
dimensions chosen as per the expert opinions. Thirty experts were chosen on the basis of
their expertise and understanding of the e-commerce business model. The points against
each of the dimensions were totaled and averaged to get a normalize weight. A total of

In the study of these four e-commerce websites the second position has been
backed by Amazon.in. This e-retailer has years of expertise in this industry and in very
short time it has showed excellent performance in Indian market raising the threat to
domestic e-commerce websites. Amazon.in entered in India in 2013 and now follows
domestic market leader Flipkart.com in the area of Information quality, Responsiveness,
Assurance, Privacy and Ease of use leaving behind Snapdeal.com, another Indian origin




Table 4: Weighted gap scores of selected E-commerce websites

W
et . (US) (WGS) CB) | AWGS) - (U8) | e | 00 | (WGS)
- Dimensions Weights . : Snapdeal. | Snapdeal. | Ebay. Amazon. | Amazon.
Flipkart.com | Flipkart.com Ebay.com
com com com com com
Information Quality 0.142 028 - -0.03976 0.38 0.05396 0.46 0.06532 0.37 0.05254
Reliability 0.145 0.52 0.0754 0.58 0.0841 0.7 0:1015 0.6 0.087
Responsiveness 0.117 0.54 0.06318 0.77 0.09009 0.73 0.08541 0.7 0.0819
Assurance 0.154 0.15 0.0231 0.38 0.05852 0.42 0.06468 0.36 0.05544
Personalization 0.083 0.21 0.01743 0.38 0.03154 0.31 0.02573 0.42 0.03486
Website design 0.121 0.38 0.04598 0.48 0.05808 0.55 0.06655 0.49 0.05929
Privacy 0.113 0.54 0.06102 0.72 0.08136 0.7 0.0791 0.65 0.07345
Ease of use 0.126 0.13 0.01638 0.35 0.0441 0.38 0.04788 0.31 0.03906
Total weighted score 1.00

US: Unweighted score; WGS: Weighted score Source: Primary data

After this a comparative analysis was done for the selected e-commerce websites




Table 5: Comparative analysis of selected e-commerce websites

—~ - =B ~ 7] ~ = %] > %) oy >

g2 S CIS LB B | T .| AR E|E2 82| 2|52
fes) w»| m x a~oc Tl TIE>»AE> - e Nb

Dimensions §;é§§§8 S §§§rp§§”§m§§§o§o§$§oé"% §§ &Q"-Cg) gm Sg
S8I°RIFRI T PREEE S T RS BT 22 52|78 |52

Zg 2 85 53 8 | < g3 g | 28 | &3 |8 < | 3
Infé’;‘;?;"n 16.91/15.76 |15.3815.05 |15.41/1.15 | 1.53 | 1.86 | 1.5 |0.280.38|0.46 | 0.37| 0.142 | 0.03976 | 0.05396 | 0.06532 | 0.05254
Reliability |17.43]15.32| 15.1 |14.59| 15 |2.11|2.33| 2.84 | 2.430.52/0.58| 0.7 | 0.6 | 0.145| 0.0754 | 0.0841 | 0.1015 | 0.087
Responsiveness| 16.85| 14.69 | 13.76 | 13.95 | 14.04|2.16|3.09| 2.9 |2.810.54(0.770.73| 0.7 | 0.117 | 0.06318 | 0.09009 | 0.08541 | 0.0819
Assurance | 11.97] 11.5410.8310.73|10.91]|0.43 | 1.14| 1.24 | 1.06 | 0.15 | 0.38| 042 0.36 | 0.154 | 0.0231 | 0.05852 | 0.06468 | 0.05544
Personalization | 11.54] 10.89 | 10.38 | 10.61 10.26|0.65 | 1.16| 0.93 | 1.28 | 0.21|0.380.31|0.42 | 0.083 | 0.01743 | 0.03154 | 0.02573 | 0.03486
Website Design | 20.4 | 18.54 | 18.04| 17.66 |17.98| 1.86 |2.36 | 2.74 | 2.420.380.48 | 0.55 | 0.49 | 0.121 | 0.04598 | 0.05808 | 0.06655 | 0.05929
Privacy | 13.17|11.55 | 11.03 | 11.09 | 11.24 | 1.62|2.14] 2.08 | 1.930.54[0.72] 0.7 |0.65] 0.113 | 0.06102 | 0.08136 | 0.0791 | 0.07345
Ease of Use | 20.8 120.17]19.0918.92 [19.26]0.63 | 1.71| 1.88 | 1.54|0.13 |0.35 | 0.38 | 0.31| 0.126 | 0.01638 | 0.0441 |0.04788 | 0.03906
Total 0.34225 | 0.50175 | 0.53617 | 0.48354

AGS: Average gap score; WGS: Weighted gap score; P: Perceived service quality; E: Expected service quality; E-P: Service quality gap

Source: Primary data




second largest e-commerce player. The e-commerce website is suggested to maintain its
low gap position in these dimensions and further bring the gap down relative to Flipkart.
com. Amazon.in must try hard to bring down the gap in Reliability and Personalization.
Snapdeal.com performs well on the Reliability, Information quality, Personalization
dimensions whereas it performs badly on Responsiveness and Privacy dimensions,
with high gaps. In today’s e-commerce scenario where there is a stiff competition with
domestic and international players entering into the market, effective and efficient
service quality is important to attract and retain customer.

Ebay.in doesn’t seem to be performing well on the eight service quality dimensions
chosen. With its extremely high gaps on almost all the eight service quality dimensions
it gets the last rank. Ebay.in needs to go for fundamental rethinking and restructuring of
its service quality to sustain the market profitably. There is a need for E bay to go back
to the rich history and relearn the lessons of business excellence.

Conclusion

E-commerce retailers have to understand the changing needs of customers, their
aspirations, and expectations to create value. E-commerce websites should also have a
strong customer relationship management system that would indicate the worth of the
customer and be able to understand his needs while interacting with them, so as to cross
sell their products. To manage growth and continuity in business, they need to focus
on those areas where the expectations of customers are very high. Remarks on service
reliability should be continuously obtained from customers. This will enhance their
service quality to a large extent.

E-commerce websites need to focus more on getting strong on the areas, like
privacy of customer data, secured online transactions, trustworthiness of customers, and
consistency in performance.

Scope for further research

This paper with its results unearths the service quality gaps of major Indian e-retailers.
The next link in the paper could be to benchmark these Indian e-commerce websites
with world’s best e-commerce websites so as to keep them competitive enough in this
global competitive industry.
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