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Abstract The open market are expanding service quality which was used as rating scale in the field of
marketing. In accordance with open market, they convert it to e-service quality and use it. Udo et al.[6]
suggested web service quality combining e-SEVQUALJ[2] and extended Information Success Model[7]. This study
suggests four influence factors of e-service quality in the open market; website privacy and security, web site
contents, web site convenience, and images of the open market companies. The study conducted survey on 301
college students and life long education center students in Busan. The study found that all four influence factors
have positive effects on the web service quality and ultimately web service quality has beneficial effects on the
satisfaction in open market users' information system.
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(Table 1) e—service quality dimensions
Researcher Domain Sample Website type Dimensions
O'Niell et al. | online library | 269 students, users of online Hline lib . contact, responsiveness, reliability, and
[15] service quality library services oniine Jbrary Service tangibles.

Yoo & Donthu

Online retailers’

69 students in the first stage 47| Wide variety of sites

ease of use, aesthetic design, processing speed,

[16] eb 'slte individuals for the second stage categories and security
quality
. . 101 students in the first study Sites for a bank, a . e
Aldwani & Web service bookshop, a car technical adequacy, specific content, content
. . and 127 students for the second .
Palvia[17] quality stud manufacturer, and an quality, and web appearance
v electronics retailer
Barnes & Web si 376 s S staff of a - L .
Vij;eer?[l8] qizliige 76 Smdir:;;lsli;td oba Internet bookshops |usability, design, information; trust, and empathy
Francis & Internet web store functionality,product attribute
K . .. 1302 Australian Internet shoppers NA description, ownership conditions, delivered
White[19]  |retailing quality . .
products, customer service, and security
446 respondents Internet users
Janda et al[20] Internet retail with at least one Internet NA performance, access, security, sensation and

service quality

purchase within the last six
months.

information

Li et al[21]

‘Web-based
service quality

Webmasters for
Fortune 1,000
companies

202 respondents Internet users
including college students and
professionals.

responsiveness, competence,quality of information,
empathy, web assistance and call-back systems

Loiacono et al.

Website quality

12 selected web sites
from a preliminary

1 ground :511 students
2 ground 336 students

informational Fit-to-task, interactivity, trust,
response Time, ease of understanding, intuitive
operations, visual appeal, innovativeness, flow

22 . ] . .
[22] 3 ground :307 students exploratory esearch emotional appeal, consistent image, online
completeness, and better than alternative channels
Ranganathan Important 214 individuals who had
& characteristics | completed at least one online B2C information content, design, security, and privacy
Ganapathy[11] web sites  |purchase in the last six months.
Internet Purchasers(IP): reliability, access, ease of
Yang & Jin E-service 271 subscribers to a regional use, personalization, security and redibility.
o . . . NA . . P
[23] quality Internet service provider Non IP: responsiveness, ease of use, availability,
reliability, personalization, and access.
. - . nline shoppi 1, . . . .
Moonkyu E-service 10,514 Internet shopping mall Onine SMoppIng ma information, contact, design, communication,
. Internet bookstore, .
Lee[24] quality purchaser security

record shop
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Online service quality 171

Cai 8i Jun | Online §ervice respondents, MBA and NA web site ‘design/co'ntent, tmstwonmne§s,
[25] quality prompt/reliable service, and communication
undergraduate students
Wolfinbarger . . 1,013 Internet users(members of website design, fulfillment/ reliability, security/
o eEtail quality . . NA . X
& Gilly[26 Harris Poll Online Panel). privacy, and customer service
. .| 137 onli t —58 . .
Jun et al[27] Online service o lii d?:i;gfésthe were NA reliable/ prompt responses, attentiveness, ease of

,1' . . S access, < q a M 1
quality remainingT9were professionals. use, access, security, and credibility
Kim & Aparel 273 US female consumers who web appearance, entertainment, informational
. .pp .. |had purchased apparel online in| Apparel retailers |fit-to-task, transaction capability, response time,
Stoel[28] | website quality
the past three years and trust.

. . 447 consumers about to - A .

Long & e-retail service R . tangibility, assurance, reliability, purchasing
g . purchase an item from a retail NA .
McMellon[29] quality process and responsiveness

Internet site.

Yang et al.[30]

Online service

235 subjects who had conducted

Online bank services

reliability, responsiveness, competence, ease of

quality commercial transactions online. use, security, and product portfolio
. Online service . web site design, reliability, responsiveness, trust
Lee & Lin[31] . 297 undergraduates. Online bookstores en, ¥, TesD ’
quality and personalization
. . 549 subjects for the development| A range of sites for - o .
Parasuraman Electronic ! D ne efficiency, system availability, fulfillment and
et all2] service quality stage and 858 customers for the| the development privacy
) N validation stage. stages
Web portal usability, usefulness of content, adequacy of
Yang et al.[32] uai(t) 1992 portal subscribers. Web Portal information, accessibility and
quality interaction
Service quality |384 members of an online panel L . . o
Bauer et R q y p functionality/design, enjoyment, process, reliability
o in online who completed product NA .
al.[33] . R and responsiveness
shopping purchases online.
. . Process dimension: functionality, information
266 university students (pre-test . . v
accuracy, design, privacy, and ease of use
. . . |stage) and 334 college students . D
Collier & |E-retail service . Outcome dimensions: order accuracy, order
. . (validation stage) who have NA . .
Bienstockl4] quality . . condition, and timeliness
completed an online transaction . L . .
. . Recovery dimension: interactive fairness,
with an e- retailer. . .
procedural fairness, and outcome fairness
convenience/accuracy, accessibility/reliability,
Ibrahim et al. E-banking _ . . good queue management, personalization,
. . 135 UK banking customers. e-bank services . . .
[34] service quality friendly/responsive customer service, targeted
customer service
Internet users who visited,
Cristobal et E-service  |bought or used Internet service NA customer service, web design, assurance, and
al.[35] quality at least once during the previous order management
three months.
289 online purchasers for the
Ho & Lee E-travel development stage and 382 NA information quality, security, website functionality,
[5] service quality online purchasers for the customer relationships, and responsiveness
validation stage.
Sohn & . . 204 customers experienced with trust, customized communication, ease of use,
.. E-service . . Internet - based X . s
Tadisina . Internet-based financial . . . website content and functionality, reliability and
quality R financial services .
[36] services. speed of delivery
Hyun-Soo Han| E-service . online and offline tangibility,accuracy,responcivensss,emotional
. 173 shoppingmall members .
et al,[37] quality shoppingmall appeal
Udo et al. Web service . . . perceived risk, service convenience, web site
. 211 students online shoppingmall
[6] quality contents
Yong-Eun
Moon and E-service 202 open market information, contact,
Xiao-Wei quality university student a and users purchaser design,comminication,security,joyful
Gaol38]

% NA! means not addressed/wide variety of sites category.
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e " delivery of intact and
physical S dpe‘ o correct products
service -
. aesthetics features and
web design
content
information adequa.cy and aceuracy
uality/benefit or the information users
a get visiting a web site
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interaction responsiveness customer’s enquiries and
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Sysbe.ms Inform.atlon Serv.lce Use U Ser. INet benefits|
quality quality quality Satisfaction
Adaptability| .Complete |.Assurance|Nature of use| .Repeat Cost
Auvailability ness Empathy | Navigation | purchases savings
Reliability | .Ease of Respon patterns Repeat Expanded
Response under siveness | .Number of visits markets
Time standing site visits User Incremental
{Usability | .Personali Number of surveys additional
zation transactions sales
Relevance executed Reduced
Security search costs,
Time
savings

ol o
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(Table 4) Operational definitions of the variables

variable operational definition
- the degree of resistance to, or protection
web site .
. from, harm. It applies to any vulnerable and|
privacy/ : [6,2]
i valuable asset, such as a person, dwelling,
secunty community, nation, or organization.
as the presentation and layout of the
.. [information and functions that captures the
web site . . L
content overall firm presence and its public image,| [6]
and is assumed to affect how a customer
perceives web service quality
web site |[more ease of use and useful than traditional 6]
convenience shopping(convenience, time, price)
open market|earlier experiences and overall perceptions [4051]
image of a service firm to each encounter ’
. ease of navigation, responsiveness,
web service . .
Lality assurance, currency of information and [6]
quatty other design qualities.
intention to use e-service frequently,
user | : . . . .
. . [intention to use e-service, and intention to| [6]
satisfaction S
use e-service in the future.

52 <Table 5>9} 2o o
Gk dAg vk Udo et
Aol A HEe 73
AR KFE HHEQI.
ok @ EnpAle ofv]

& Feffrey[51]9] &+

L

Cronroos[40]
< A3

®

Gi-Du

(Table 5) The survey instrument

variable item
SECO01_I don't worry about credit card information
being stolen.
:,ii: SEC02_I dont’t worry about the product quality on the
N / Internet.
nggfy SEC03_I don't worry about safe transaction online.
SEC04 I don't worry about how my personal
information might be used when I buy online.
WSCOI_It is easy to navigate on this site.
WSC02_The information about the products for your
needs/interest is sufficient to make a purchase
decision.
web | WSC03_The information about the products/services
site | is adequate.
content | WSC04_The website has an ideal amount of
images/graphics.
‘WSC05_The graphics on this website are appealing.
WSC06_The contents of this website are useful for my
purpose.
CVS01_Using the Internet makes it easier for me to
shop.
W.eb CVS02_Online shopping is convenient.
site .| CVS03_Shopping online saves time compared to going
conveni "
ence to traditional store.
CVS03_Shopping online cheap compared to going to
traditional store.
IMGO1_It is a reliable company.
rr(l)apfl}(r;t IMGO2_It provides an excellent service to customers.
image IMGO3_It makes a lot of contribution to the society.
IMGO4_It is sincere to the customers.
WebQO1_The vendor gives prompt service to
customers.
web | WebQ02_It was easy to find what you were looking
service | for.
quality | WebQ03_The site seems to be up to date.
WebQ04_The web site provides high quality
information.
SATO1_I intend to use e-service frequently.
saliissefrac SATO02_I intend to use e-service.
tion SAT03_In the future, I intend to use e-service
whenever I have a need.
4, HFE EA

Hun|zgle] @ 3oz

o
ST g ~

FH9] ggkecle Folon, st ] AMu|xaEAo]
AFNEFAZA AR = o3k FEES U] = A
A5 Aolt), QZuale] 17|19 Auj 7t HHAI A
glo] dFol7to] 3l =& Seddon[45]2] HBWA| 2
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of tidt Aoz #AT § Uk Seddon[45]> KA
228 IR Ao AHA AL A1 7)Ees o]83 of
ZEAolA, & AoE fZeAlolA, 1F &g Ao
Aolgta Aottt Pitt et al, [52]& 1719 AR A%

gk B = 2ol lile

£
stk Web ezniel gl AL Bl el

s
Bl
N
off
kD
f

(Table 6) Demographic variable

categories frequency| ratio
male 138 45.8
sex female 163 542
<20 3 1.0
20 - 30 46 153
age 31 - 40 79 26.2
41 - 50 104 34.6
51 - 60 60 199
> 61 9 3.0
< highschool 8 27
graduating high school 83 276
education under graduate 32 10.6
graduating university 163 4.2
>= under graduate 15 50
less than 1 year 39 13.0
Slgéigl‘fg 2-3 year 66 219
. 4-10 year 155 515
experience
more than 11 41 136
less than 1 per week 31 10.3
2-3 per week 23 76
Slﬁiiﬁitg 1 per month 50 16.6
Frequency 2-3 per month 73 24.3
less than 1 per quarter 31 10.3
less than 1 per half an year] 100 31.9
Gmarket 125 4115
Frequently Interpark 38 126
open market Quction 82 2712
11st 43 14.3
ShopN(Naver) 13 4.3
Fashion clothing/fashion 124 412
home
Goods/cosmetics 45 15.0
Frequently Infan.t(chﬂ(?)/‘food/mart 23 76
categories Furniture/living/health 17 56
Sports/automotive/cars 14 47
Computer/digital/consumer 24 8.0
Books/stationery/travel/e 5 179
coupons

AR 20139 58 10278 2097 F4kA 9] st
I FAEel ARl Yl F= agler HE
33042 AEAF FE ot -8, Al wel
F3E AEA 055 ALl 3015 ARSI e
Ap0] FARATS IBM SPSS Statistics 21.05 A5
om Azl MR, 894, Ak #4, A

Q8

N3t FEAFE A% AARYS A

el B BEE 94 1BPUL0 47k
16335420024 7o)} A< ik, e 30404
A0AmI o] 79%(26.2%), A0AlelA B0AIm o] 10473
(3469)% 2] 300014) 5007k F-5 ol 31 Al
3(1.0%), 20410141 30417]9ko] 467(15.3%), S0A|0) gL
69290901, B 538 tliol st Eelew
1638 (54.290)01] 53k Eejelal7} 8(27%), 15
st Z4l0] BR76%), WS AeFe] 2FA06%)
223 BjEol o] 158G0%elt VB £BE o4
B /e 49-104 vlgko] 1Y Be 15%(6LE% I,
14 o]al7} 397 (13.0%), 2-310] 66W(21.9%), 11017
4191362901t QAEe] £PUEE F 18] olavt 31
8(103%), F 2-33] 23%(768%), ¥ 13l°]gt 509
(166%), B 2-33] 73%8(24.3%), 370Lel 135} 318
(10.3%) 18]aL 670l 13] ol3t7t 933 (30.9%)°lth +
2 e SEAe Gullo] 15950 e 1%
wom 4 89 (27.2%), 11M7} 437(14.3%), e
3B (12.6%) 12|31 ANo] 139(4.3%)2] Aot

42 EfEd o MEE 24

421 EFSHAM BM
ZF wgzte) i B S et 9l AE 89l
at7] Sl 4% A3 A4S AHete] 891EA e
A A8 T) <Table 7> 7H0] KMOZ-E 9082 A] wll$-
Egon], A AHE-E 16.982%0]tk. 7 g2 2919
thate] 06012 T84S Hel
'
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(Table 9) Reliability analysis

web site content 898 | website privacy/security |.909
web site convenience| 918 web service quality 903
user satisfaction 893

open market image | .891

Eigen | 3914 3491 3271 | 3270 | 3210 | 2.089
Variance| 15.658 | 13.963 | 13.033| 13.081 | 12.840 | 8.357
Cumula

tive | 15.658 | 29.620 42703 | 55.785 | 68625 |76.932
variance

A7} <Table 8>%
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(Table 8) Correlation analysis

1.000

452 | 1.000

51071 .216™" | 1.000
3987|2627 3767 | 1.000
SBT3 4727 | 4617 | 3717 | 1.000
5o | 200 e | 42 | 601 11000

1 p< 001
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p=.000), §IALelE 2] (B=.262, t=5.298, p=.000) L&
I @ EnpAl o]l X|(B=210, t=4.029, p=.000)= FEWAF
Q) Mz FA o8 S v X U] whe)

Al 7L, 712, 71d3, e 4w B A E AT

(Table 10) Regression: factors on the web
service quality

o | standardized
variable coofficients | coefficients | ¢ | Sig. | VIF
B [std error B
website gl oa 101 |2051].0417 1263
privacy/security
web site content| .324 | .060 308 5.435].000""1.685)
web site | oo | o 261 |5298].0007 [1.271
convenience
open market | o0 | 0 210 |4029].000|1.421
image
D-W=2104, R2-0427, F=563824, Sig.=0.000""
" p<0.1, ' p<0.05, T p<0.01
uEhA] JALlE A'lZ= Aol E oA @ Ewll

o[ #] Z12]al AL E AJARE T = ¢ Au|2Ed
o G mxIvka & 5 glek dFaclel Wik
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T A9 ghe 7P SR Ao E hl=, A}
o|E e, Q& om|A| Zzjal sAtolE 1A
HRS Aodor $ad aclojzta & & qirh
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(Table 11) Regression : web service quality
and user satisfaction

Non— .
. Standardized
varigble | enardzed |eootficients | ¢ | Sig.
B |std error B
web service quality| 632 | .045 631 13.963/.000™"
D-W=1.779, R2=0.396, F=150.347, Sig.=0.000""
" p<0.1, ' p<0.05, *  p<0.01

4.3.3 7HZAA|

Aol g Au|aFAe v
AH| 2= F o] AR} el
AA 1} [Fig. 317 2t}
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web site 101(2.052)"
privacy/security
631(13.963)*
web site 308(5 435 web service user
content quality satisfaction

web site
convenience

" P<0.01, 7 P<0.05, : P<0.10
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