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ABSTRACT

Over a period spanning approximately twenty five years Information Systems

(IS) researchers have been plagued by the problem of how to evaluate IS

effectiveness or success. After the advent of the World Wide Web fYVVWV) in

the 1990s, questions have arisen regarding the relevance of previously

established evaluation approaches to the evaluation of web-based IS.

Subsequently, firms have invested billions of dollars anually in information

systems but the lack of appropriate frameworks for evaluating their

effectiveness made it difficult to determine the retum on IS investment.

In a period spanning 20 years IS researchers proposed a diverse number of

approaches e.g. the communications research of Shannon and Weaver

(1949) and the information "influence theory" of Mason (1978). These were

subsequently incorporated into a single model in 1992, called the IS Success

Model (Delone & McLean, 1992). The principal objective of this research

project was to develop a generic methodology for web-based Information

Systems (IS) success evaluation from a multi-stakeholder perspective for

specific IS contexts. The Delone and McLean IS Success Model (Delone and

McLean, 1992) provides an underpinning framework for measuring IS

effectiveness. In the latter 1990's the concept of service-quality was

introduced into the IS effectiveness literature. In their updated IS Success

Model, Delone and McLean (2003) then included service quality as key

measure in the evaluation of IS success. Consequently this research project

focused on how service quality concepts could be applied as a measure of IS

effectiveness within e-commerce.

A 3-pronged approach to IS evaluation was proposed viz. identification of

generic stakeholder groups such as e-Customer, sponsoring manager,

intemal users etc.; identification of the context of the IS evaluation for each

stakeholder i.e. what is the main function and context of operation of the IS;
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and lastly identification of stakeholder specific e-SQ criteria. The study

demonstrates that the success of IS deployed within online environments,

could be evaluated and measured differently by each stakeholder for the

various e-Service Quality (e-SQ) dimensions within a particular IS context.

The study presents the results of an investigation into a web-based IS at a

national telecommuniCations company in South Africa which was evaluated

using e-Service Quality (e-SQ) constructs. The study demonstrates the

operationalisation of an e-SQ instrument for the purposes of evaluating IS

effectiveness amongst multi-stakeholders. Evidence is provided that

measuring attitudes of different stakeholders provides a more holistic

perspective of IS success.

The primary conclusion reached is that by using a step-by-step methodology

of IS success measurement, the objective of establishing whether companies

have received a return on web-based IS investment, can be achieved.

Furthermore, the outcomes of the study has contributed to existing literature

on IS effectivenessmeasurement. In particular, it will add to the existing body

of knowledge regarding the use of e-SQ instrument to evaluate multi­

stakeholder perceptions.

v



1.1
1.2

1.2.1
1.2.2
1.2.3

1.3
1.4
1.5
1.6
1.7
1.8

2.2
2.3

2.4
2.5
2.6

2.7
2.8
2.9
2.10
2.11

2.12
2.13

2.14

2.15
2.16

2.16.1
2.16.2

2.17
2.18

3.1
3.2

3.3
3.4
3.5
3.6
3.7

3.7.1
3.7.2
3.7.3

3.8

CHAPTER 1
INTRODUCTION

E-ENVIRONMENT
BACKGROUND TO THE RESEARCH PROBLEM

Information System Effectiveness
Information System Effectiveness Matrix
Service Quality

STATEMENT OF THE RESEARCH PROBLEM
RESEARCH QUESTIONS
OBJECTIVES OF THE STUDY
SIGNIFICANCE OF THE STUDY
OVERVIEW OF CHAPTERS
DEFINITIONS AND CONCEPTS

CHAPTER 2
LITERATURE REVIEW

INTRODUCTION
IS EFFECTIVENESS MODELS
DELONEAND MCLEAN INFORMATION SYSTEM SUCCESS MODEL
(1992)
UPDATED DELONE & MCLEAN IS SUCESS MODEL (2003)
SERVICE QUALITY AND MARKETING
TRADITIONAL SERVICE QUALITY VERSUS ELECTRONIC SERVICE
QUALITY
SERVICE QUALITY AS AN IS SUCCESS MEASURE
E-GOMMERCE PARADIGM
PROMINENCE OF THE PARASURAMAN ET AL. (2005) E-SQ STUDY
RESEARCH ON WEB-BASED IS EVALUATION AND E-SQ
DEVELOPMENT AND REFINEMENT OF A SCALE TO MEASURE E­
SQ
STAKEHOLDER PERSPECTIVE
TWO-DIMENSIONAL INFORMATION SYSTEM EFFECTIVENESS
MATRIX VS DElONE & MCLEAN INFORMATION SYSTEM MODEL
DIMENSIONS OF INFORMATION SYSTEMS EFFECTIVENESS
EVALUATION
PERSPECTIVES OF INFORMATION SYSTEM EFFECTIVENESS
FACTORS INFLUENCING SERVICE QUALITY - A MANAGEMENT
PERSPECTIVE

Barriers of Web Based Information System Effectiveness
End-user Information System Performance

SERVICE QUALITY AND GAP ANALYSIS
SUMMARY OF THE LITERATURE REVIEW 39

CHAPTER 3
RESEARCH DESIGN AND METHODOLOGY

INTRODUCTION
DISTINGUISHING BETWEEN RESEARCH METHODOLOGY AND
RESEARCH DESIGN
RESEARCH FRAMEWORK
RESEARCH DESIGN
OVERVIEW OF THE CASE STUDY
DESIGN OF THE QUESTIONNAIRE
RESEARCH METHODS

Use of a questionnaire
Sampling
Distribution and Collection of Questionnaire

RELIABILITY AND VALIDITY: COMPLETENESS CHECKS

VI

1
1
2
3
4
5
7
8
8
9
9
10
12
13
13
13
15
16

19
19
21

23
25
26
27
29

31
32

33

34
35

36
37
38

41
41
41
42

43
45
47
50
52
52
53
54
55



3.9
3.10
3.11

4.1
4.2

4.2.1
4.2.2

4.3
4.4
45

4.5.1
4.5.2
4.5.3
4.5.4

4.6
4.6.1
4.6.2
4.6.3
4.6.4

4.7

4.7.1
4.7.2
4.7.3
4.7.4

4.8

4.9
4.10

4.11
4.12
4.13

5.1
5.2
5.3
5.4

5.4.1
5.4.2
5.4.3
5.4.4
5.4.5
5.4.6

CAPTURING OF DATA
APPROACH FOR ANALYSING DATA
CHAPTER CONCLUSION

CHAPTER 4
DATA ANALYSIS AND INTERPRETATION

INTRODUCTION
SUMMARY OF SURVEY RESPONSES

Results: Rate of return
Usage of the DealerWeb System

OVERVIEW OF THE PRESENTATION OF RESULTS
WEIGHTED AVERAGES
IMPORTANCE OF E-Sa DIMENSIONS TO DEALERWEB USERS

Service Providers
Helpdesk
Internal IS Staff
Combined stakeholder responses to importance of e-sa dimensions

EVALUATION OF THE DEALERWEB SYSTEM
Service Provider Evaluation
Internal IS Staff Evaluation
Helpdesk Staff Evaluation
Comparing the Evaluation across Stakeholder Groups

COMPARING STAKEHOLDER EXPECTATIONS TO STAKEHOLDER
PERCEPTIONS OF E-5a

Service Providers
Internal IS Staff
HelpDesk Staff
Summary of expectation versus perception comparison

GAP BETWEEN EXPECTATION OF E-Sa AND ACTUAL
EVALUATION
PROVIDING A HOLISTIC VIEW
SUMMARY OF E-Sa PERCEPTIONS COMPARED ACROSS
STAKEHOLDER GROUPS
OPEN-ENDED aUESTIONS IN THE aUESTIONNAIRE
JUSTIFYING LOW E-5a PERCEPTIONS
CHAPTER CONCLUSION

CHAPTER 5 95
CONCLUSIONS AND RECOMMENDATIONS

INTRODUCTION
DIFFERING STAKEHOLDER EVALUATION
A MULTI-5TAKEHOLDER EVALUATION OF IS EFFECTIVENESS
CONCLUSION AND RECOMMENDATION

Evaluation of the stakeholder results
Recommendations and Further StUdy
A proposed e-sa evaluation methodology for IS effectiveness
Umilations
Recommendations for future research
Conclusion

REFERENCES

VII

55
57
58
59·
59
59
60
60
61
62
63
65
66
67
68
69
70
71
73
76
79
83

83
84
85
86
87

89
90

91
92
94

95
95
95
96
98
98
99
101
103
104
104
107



LIST OF FIGURES

Page

Figure 1.1: Multi-Stakeholder Evaluation 6

Figure 1.2: Single Stakeholder Evaluation 6

Figure 2.1: Delone and Mclean's Model of IS Success (1992) 17

Figure 2.2: Updated D&M IS Success Model (Delone & Mclean, 2003: 24) 20

Figure 2.3: Process Employed in Developing the Scale to Measure e-SQ 23
(Parasuraman et al., 2005)

Figure 2.4: Perspectives of information systems (Whyte and Bytheway, 35
1996: 75)

Figure 3.1: E-S-QUAl framework for multi-stakeholder perceptions 45

Figure 3.2: Cellular network depicting services offered by TechSA 49

Figure 3.3: A subset of the research questionnaire used to conduct the 50
field study

Figure 3.4: Sample of capturing instrument for each questionnaire item 56

Figure 3.5: Questionnaire administration process 57

Figure 4.1: Overview of the key aspects of data analysis showing which 60
section of this chapter they represent

Figure 5.1: Three factors relevant in measuring IS success 97

Figure 5.2: Proposed methodology of evaluating IS effectiveness 101

LIST OF TABLES

Table 2.1:

Table 2.2:

Table 2.3:

Table 3.1:

Six dimensions of success adapted from the D & ,.. IS
Success Model (1992)

Definition of e-SQ Dimensions (Parasuraman, et al., 2005)

Parasuraman (1998) gap model used to identify service
quality deficiencies.

Differences Between research design and research
methodology (Source: Babbie & Mouton, 2004: 75)

viii

18

31

39

44



Table 3.2: Questionnaire totals distributed verses received 55

Table 4.1: Overall Stakeholder Questionnaire Infonnation 61

Table 4.2: Sample Profiles across stakeholder groups 62

Table 4.3: Summary of Service Provider responses 67

Table 4.4: Summary of Helpdesk Staff responses 68

Table 4.5: Summary of IS Staff responses 69

Table 4.6: Summary of the three stakeholders according to weighted 70
averages of e-5Q importance

Table 4.7: Definition of e-5Q Dimensions 71

Table 4.8: Summary of Service Provider responses 72

Table 4.9: Summary of Internal IS Staff Questionnaire responses 74

Table 4.10: Internal IS Staff weighted averages for disagree and not 75
applicable rating

Table 4.11: Summary of Helpdesk Staff responses 77

Table 4.12: Comparison of three stakeholder groups - % Agree I Strongly 80
Agree

Table 4.13: Service Providers: Stakeholder expectation verses 84
stakeholder perception of e-5Q dimensions

Table 4.14: Internal IS staff: Stakeholder expectation verses stakeholder 84
perception of e-5Q dimensions

Table 4.15: Helpdesk: Stakeholder expectation verses stakeholder 85
perception of e-5Q dimensions

Table 4.16: Gap between Service Provider expectation and evaluation 87

Table 4.17: Gap between Internal IS Staff expectation and evaluation 87

Table 4.18: Gap between HelpDesk Staff expectation and evaluation 88

Table 4.19: Holistic View of Stakeholder Perceptions of DealerWeb 89

Table 4.20: Total Summary across Stakeholder Groups 90

Table 4.21: Weighted average per e-5Q dimension per Stakeholder Group 91

Table 4.22: Sample Profiles across stakeholder groups 92

Table 5.1: Overall perception of e-5Q for each stakeholder group 96

ix



Table 5.2:

Table 5.3:

Table 5.4:

Identify the context of evaluation for each stakeholder

A hypothetical example of the rating of an IS using the
proposed methodology

Summary of research questions answered

102

103

106

APPENDICES

Appendix A: Questionnaire •

Appendix B: Data Capturing Spreadsheets with corresponding data (Service

Providers)

Appendix C: Data Capturing Spreadsheets with corresponding data (HelpDesk Staff)

Appendix 0: Data Capturing Spreadsheets with corresponding data (Internal Staff)

Appendix E: Raw Data Capture Sheet (Service Providers)

Appendix F: Raw Data Capture Sheet (Internal IS Staff)

Appendix G: Raw Data Capture Sheet (HelpDesk Staff)

Appendix H: Expectation survey data captured (Service Providers)

Appendix I: Expectation survey data captured (Internal IS Staff)

Appendix J: Expectation survey data captured (HelpDesk Staff)

Appendix K: Profiles of respondents

Appendix L: Expectation of e-SQ dimensions survey

Appendix M: E-Mail correspondents for the administration of the questionnaire

x



Chapter 1: INTRODUCTION

CHAPTER 1

INTRODUCTION

Page 1

Keen (1987) defines the mission of Information Systems research as the

study of the effective design, delivery, use and impact of information

technologies in organisations and society.

Over the years organisations have been investing in information systems

(IS) to facilitate and improve their business processes. There are a

number of manageme~t concerns when new information systems are

implemented. These concerns include whether the organisation has

received a return on IS investment which can be determined through the

evaluation of IS success. The 'mission' of the research reported on this

dissertation concerns, the measurement of IS effectiveness.

The measurement of information systems' success or effectiveness is

critical to understanding the value and efficacy of IS management actions

and IS investments (Delone and McLean, 1992). Grover et at. (2004) have

found that International firms are investing billions of dollars each year in

information systems, with an estimated $779 billion that was spent in

2002. Even though there is such a high growth on IT expenditure there is

a lack of appropriate frameworks for evaluating their effectiveness.

Moreover the application of IS within World Wide Web (WWW) contexts is

.relatively new (10-15 years) and therefore requires special attention.

According to Grover et at. (2004), new scales and measures, along with

continued research into organisational effectiveness and user satisfaction

are needed for IS in WWW environments. These scales and measures

could be utilised to evaluate whether organisations are receiving a return

on IS investment. However, before an evaluation of an IS can be done, it

is imperative that the environment in which the IS has been implemented

is understood. In doing so, an understanding of factors influencing the

evaluation can be identified.
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An important background to this study is the environment in which 'NVWV

applications are implemented, the e-environment.

The phenomenal growth of the Internet has led to the emergence of a

great number of new technologies (Hoque, 2000). One of the most

important ones is definitely the ability to conduct business over the

Internet. The Internet has changed the way companies communicate and

how they share information with business partners. It has also changed

the way they view their Internet technology investments (Damanpour,

2001). As companies launch electronic business projects, many are

focusing on how their initiatives advance their overall business strategy

and improve customer satisfaction (Damanpour, 2001).

Numerous terms exist to describe the application of information and

communication technologies in conducting online business transactions.

Some of the most frequently used terms are 'electronic commerce' (e­

Commerce), 'electronic business' (e-Business) and the 'electronic

economy'.

E-commerce is often described as the buying and selling of information,

products and services with the assistance of computer technology and the

Internet (Rayport and Jaworski, 2001; Wen, Chen & Hwang, 2001). This

boils down to the exchange of electronic information between parties,

normally followed by the exchange of goods and payment transactions.

E-commerce is no longer an alternative, it is imperative (Wen et aI., 2001)

in order for businesses to keep abreast of how commerce is conducted.

Traditional 'brick-and-mortar' businesses are being supplemented, and

sometimes even replaced, with electronic shop-fronts, commonly known

as e-businesses (Cloete, 2002). In other words, instead of having a walk-in

centre, a computer interface allows customers to interact with a business

directly. The shift from doing business in the traditional brick-and-mortar
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environment to the Intemet has resulted in considerable re-thinking of

business strategies and how to approach and satisfy the customer. This

has resulted in modem business transactions focusing on customer

satisfaction by placing much more emphasis on proper service and

knowledge about products than just merely ordering and obtaining goods.

As a consequence thereof, companies had to investigate opportunities to

market directly to the customer in a highly personalised manner, with

improved value chain possibilities (Cloete, 2002).

These possibilities, through e-commerce and electronic customer

relationship management (e-CRM), have introduced various benefits to

organisations. e-Commerce has the potential to reduce operating costs,

provide new sales channels and to streamline business processes. These

are core management functions and will therefore also have impact on the

managementof e-business.

It is therefore important that businesses take note of electronic commerce

as it is a fast moving field and try to stay abreast of the ever-changing

technology and global competition (Cloete, 2002). Porter (2001) argued

that the important question is not whether to deploy e-commerce

strategies, but rather how to deploy it.

The most successful companies will be those who implement e-commerce

to supplement traditional business strategies to improve the value chain

(Schneider and Perry, 2001). Web-based IS development has allowed

companies to reach a more global customer base.

1.2 BACKGROUND TO THE RESEARCH PROBLEM

There are several approaches to evaluating IS effectiveness, evident in

the IS literature.
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1.2.1 Information System Effectiveness

The concept of IS Effectiveness is at the core of this study. According to

Grover, Purvis &Coffey (2004), IS Effectiveness refers to the evaluation of

the effectiveness of technological expenditure, incurred, by firms that form

the key ingredient in developing a competitive advantage. By implication,

IS researchers need measures of IS effectiveness. In fact at one point it

had been described as one of the "haunting problems" of MIS (Davis,

1989).

The lack of appropriate frameworks for evaluating IS effectiveness has

prevented companies from determining whether they have received a

return on IS investment. With huge sums of money being spent on IT, one

would expect that managers and researchers would devote considerable

efforts to assessing which forms of IT expenditure are most effective

(Seddon et aI., 1999).

Over the recent years, studies into IS evaluation have begun to focus on

e-commerce. Examples are Delone and McLean (2003), Molla and Licker

(2001), Zeithaml (2002) and Pather, Erwin and Remenyi (2004). The

introduction of e-commerce has resulted in many companies moving away

from traditional brick-and-mortar business models. With the rapid

introduction of e-commerce, Whyte & Bytheway (1996) also question

whether the implementation of web-based IS has resulted in companies

receiving a return on IS investment. The latter could be interpreted in

terms of whether the business expectations of stakeholders positively

compares with how they perceive the actual IS. In other words, the

evaluation of the IS could be regarded as successful if the expectations of

the stakeholder are satisfied with regard to how they perceive the IS.

Examples of previous work in which stakeholder expectations have been

the basis of measuring IS Effectiveness include Frooman (1999); Jones

and Wicks (1999).
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1.2.2 Information System Effectiveness Matrix
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I

Thus businesses require evaluation scales to determine the extent to

which the needs of their stakeholders are being met. However, providing a

single view of evaluation by a single stakeholder could possibly provide an

inconclusive measure of IS success (Seddon et al., 1999). Therefore, a

multi-stakeholder approach would provide a more holistic perspective of

the evaluation. In doing so, a more definitive measure of IS success might

be achieved.

Current literature reveals that amongst researchers there are no single

accepted means of evaluating IS effectiveness in the web environment

(Pather et aI., 2004). Seddon et al. (1999) argue that there are two

concems when measuring success: (1) how well does the system fulfil the

business needs of stakeholders; (2) what must be measured from each

stakeholder's perspective. Figure 1.1 and Figure 1.2 show

diagrammatically a multi-stakeholder versus a single stakeholder

evaluation of the IS.
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Figure 1.2: Single Stakeholder Evaluation

Figure 1.1 depicts that a multi-stakeholder evaluation, as prescribed by

Seddon et al. (1999), provides a more holistic measure of IS success

when compared to Figure 1.2, which is a single stakeholder view. The

possible issue with a single stakeholder approach is that a positive or

negative bias perception might not indicate a conclusive evaluation of the
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IS especially when there are different categories of user groups. For

example, the developer(s) of an IS might successfully evaluate an IS

compared to the end users whose business process requirements have

not been satisfied.

In this study, the Delone and McLean (1992) IS success Model (D & M

model) along with the Seddon et al. IS Effectiveness Matrix, was used as

the basis for IS evaluation. In an updated D & M model (2003), as a result

of the work of a number of authors such as Kettinger and Lee (1995),

Service Quality was added as a measure to evaluate IS effectiveness.

1.2.3 Service Quality

In the mid-1990's the concept of service quality was introduced to the IS

Effectiveness research domain. Various studies were conducted to test the

applicability of service quality constructs for evaluating IS Effectiveness

e.g. Li (1997), and Wilkin and Hewitt (1999). As a result of this, Delone

and McLean (2003) argued that IS Effectiveness will be mismeasured if

Service Quality is not included as a measurement of IS success.

The SERVQUAL scale was initially developed by Parasuraman in the

marketing research environment. SERVQUAL was the scale used to

measure service quality as well as to identify the gap between customer

expectation and customer perception. IS researchers have adapted and

tested SERQUAL in a number of IS Effectiveness applications. In the

online environment Parasuraman, Zeithaml and Malhotra (2005) applied

and tested Service Quality constructs. This study resulted in the E-S-Scale

and was used to measure service quality of e-commerce IS.
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The synopses of the important issues from the foregoing are as follows:

,.. There is a lack of appropriate IS Effectiveness measurement in the

e-commerce environment.

,.. Service quality has been established as a measure of IS

effectiveness.

.. A caveat has been identified viz. most IS Effectiveness approaches

do not consider multi-stakeholder perceptions.

Taking the above into account, the problem this study addresses is as

follows: The application of sa to evaluate IS effectiveness does not take

multi-stakeholder perceptions into consideration which consequently could

negatively impact the evaluation of IS success.

Given the foregoing background, this dissertation explores the application

of service quality measures further. In particular, taking into account the

IS Effectiveness matrix, the study examines howe-Sa metrics can be

applied in the evaluation of a web-based IS in which there are multiple

users.

1.4 RESEARCH QUESTIONS

The purpose of this study was to investigate howe-Sa constructs could be

applied amongst multiple stakeholders to evaluate web-based IS

effectiveness.

In pursuance of the above objective, the following research questions

were explored:

1.4.1 What are the perceptions of the multiple stakeholders regarding

how the System delivers on the various e-service quality

dimensions?
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1.4.2 How do perceptions of e-SQ differ amongst the different

stakeholder groups?

1.4.3 Does a multi-stakeholder evaluation of an IS provide a more holistic

perspective of IS effectiveness as compared to an evaluation by a

single stakeholder?

1.4.4 Are there shortfalls between the stakeholders' expectations

compared to the stakeholders' perception regarding IS e-SQ

delivery?

These questions were examined within a single organisational setting, i.e,

a case study approach was adopted in the research. The case entailed

conducting an evaluation of a recently implemented web-based IS, viz.

DealerWeb, within a national telecommunications company in South

Africa. As part of the confidentiality agreement, the company is referred to

as TechSA in this dissertation.

1.5 OBJECTIVES OF THE STUDY

The objective of this study was to gain a better understanding of how IS

success can be measured from an e-SQ perspective. In particular, the

study aimed to:

1.5.1 Further our understanding of how e-SQ can be. utilised as an

indicator of IS success in the context of web-based applications;

1.5.2 Identifying how multi-stakeholders perceive e-SQ in a single setting.

1.6 SIGNIFICANCE OF THE STUDY

The outcomes of the study contribute to existing literature on IS

effectiveness measurement in the e-commerce environment. In particular,

they add to the existing body of knowledge regarding the use of electronic

Service Quality (e-SQ) as a measurement of IS Effectiveness. The result

of this study indicates the significance of taking multi-stakeholder



Chapter 1: INTRODUCTION Page 10

perceptions of IS effectiveness into consideration, rather than a narrow

single-stakeholder approach.

1.7 OVERVIEW OF CHAPTERS

Chapter 1: Introduction

This chapter presents the background of the research problem, the need

to conduct the research, the underlying research question and sub­

questions, and finally the aim and objectives of the study. A clear point of

reference for IS Success Measurement is introduced which formed the

foundation on which the research was based.

Chapter 2: Literature Review

The main aspects of the study focused on IS effectiveness measurement,

and e-SQ. Thus the study of the literature examines two broad areas:

.. IS Effectiveness research, in particular the updated D & M IS

Success Model (2003) and the IS Effectiveness matrix (Seddon et

al., 1999);

.... The use of e-SQ for evaluating web-based IS.

The D& M Success model (Delone and McLean, 1992) is important as it

provides a point of reference for IS effectiveness evaluation. Representing

multiple dimensions of evaluating IS success, the model (Delone and

McLean, 2003) informed the derivation of a framework of web-based IS

evaluation in this study.

In summary, the literature review seeks to establish a framework of e-SQ

dimensions to determine the effectiveness of IS using the D &M Success

Model (Delone and McLean, 2003) and the Seddon et al (1999)

Stakeholder Matrix as important points of departure.
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Chapter 3: Research Design and Methodology

The key focus of this chapter is the research design and methodology. A

case study approach is adapted to resolve the research questions.

Questionnaires were administered to the various stakeholders who have

direct interaction with the DealerWeb system1. The cause of the problem,

which led to the implementation of the DealerWeb System, namely the

lack of a computer interface for business partners to interact with TechSA,

led to determining what would be an appropriate method to evaluate the

system. Thus the outcome of the research will be a proposed framework

for evaluating the DealerWeb System from an e-Service Quality

perspective.

Chapter 4: Data Analysis and Interpretation

This chapter analyses and reports on the empirical findings conducted

through surveying the sample group. The main outcome is to provide a

holistic model based on the Seddon et al. {1999} Stakeholder Matrix for

measuring IS success for web-based systems. Secondly, it provides

proposed dimensions for evaluating IS effectiveness from a service quality

perspective for e-Commerce. The findings of the study contributes to

existing and current research for assessing IS effectiveness by providing a

proposed framework.

Chapter 5: Conclusions and Recommendations

The author concludes by looking at how the research problem has been

addressed and how the research questions were answered based on the

analysis of the empirical findings. Recommendations are given of a

proposed framework of how to evaluate web-based information systems

using a generic approach.

I DealerWeb was the sample system used to determine howe-service quality can be evaluated in
web-based IS.
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Various definitions and concepts are used in this study. 'To avoid any

confusion or misunderstanding of terms the following definitions apply:

Dimension: This refers to an evaluation construct used to determine IS

effectiveness in the environment that the IS was implemented. Each

construct consists of a set of evaluation criteria used as measures of IS

success.

e-Commerce: Zwass (1996) defines e-Commerce as "the sharing of

business information, maintaining business relationships and conducting

business transactions by means of telecommunications networks".

e-5Q: Zeithaml (2002) defines e-service quality (e-SQ) as the extent to

which a Web site facilitates efficient and effective shopping, purchasing

and delivery. This is also known as electronic service quality.

Information System (IS): An information system comprises computer­

based processing and consists of five parts -. hardware, software,

data/information, procedures and people. The fourth component includes

manual and computerised procedures and standards for processing data

into usable information (Hutchinson & Sawyer, 1994).

15 Effectiveness: The evaluation of the effectiveness of technological

expenditure, incurred, by firms that forms the key ingredient in developing

a competitive advantage (Grover, Purvis & Coffey, 2004).

15 Success: IS Success is conceptualised as a value judgement made by

an individual, from the point of some stakeholder (Seddon, 1997).

Service Quality: Parasuraman, Zeithaml and Berry (1985) defined service

quality as the degree and direction of discrepancy between customers'

service perceptions and expectations.
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SERVQUAL: SERVQUAL is an instrument defined to quantify the service

expectation-perception gap along five generic dimensions namely (1)

Reliability (2) Responsiveness (3) Assurance (4) Empathy (5) Tangibles

(Parasuraman, 1998).

Stakeholder: A stakeholder is a person or group in whose interest the

evaluation of IS .success is being performed (Seddon, Staples,

Patnayakuni & Bowtell, 1999).



Chapter 2: LITERATURE REVIEW

CHAPTER 2

LITERATURE REVIEW

2.1 INTRODUCTION

Page 14

In a study to develop an IS Effectiveness Framework, Delone and McLean

(1992) synthesised a number of IS research papers which resulted in the

Delone and McLean IS Success Model. Their literature review begins with

the reference to IS research papers to determine the main constructs of IS

effectiveness. This is better known as the D & M IS Success Model (1992).

The D & M model provides a comprehensive approach in the evaluation of

an Information System. However, the general approach taken is to

evaluate an IS from the perspective of only one stakeholder.

In contrast to Delone and McLean (1992), Seddon et al. (1999) have

argued that a single perception of IS effectiveness does not provide a

holistic evaluation of the IS. Other authors such as Whyte & Bytheway

(1997) concur with Seddon et al. (1999) that the perception of IS success

should be a collaborative exercise among evaluators, namely the

stakeholders that evaluate the effectiveness of the IS in question. Using

this multi-stakeholder approach, Seddon et al. (1999) introduce certain

elements that have to be considered when evaluating an IS. This definition

of a multi-stakeholder evaluation forms the basis for a conceptual model

used in this study.

Delone and McLean (2003) have updated the original D & M IS Success

Model (1992) to include a new IS measurement construct, namely Service

Quality. This construct has been applied from a Marketing context to the IS

domain. These authors argue that the IS effectiveness will be

mismeasured if Service Quality is ignored. However, researchers such as

Pather et al. (2004) question whether Service Quality can readily be used

in the evaluation of online web-based IS. Parasuraman, Zeithaml and
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Malhotra (2005) have conducted a study to determine the constructs of e­

Service Quality (e-SQ) and have empirically proven the applicability of

these success dimensions.

This chapter focuses on the following key concepts viz.:

.. Research Framework: IS Effectiveness.

o Delone and McLean's IS Success Model (1992).

o Seddon et aI's two-dimensional IS Effectiveness Matrix.

o Delone and McLean's Updated IS Success Model (2003).

.. Service Quality and Marketing.

.. Service Quality used traditionally.

~ Service Quality as a measure of IS effectiveness.

.... Service quality used in online environments i.e. electronic service

quality (e-SQ).

..L Multi-stakeholder evaluation of IS.

In pursuance of methodologies to evaluate IS effectiveness, this chapter

considers various methods and scales. An overview is presented of the IS

Success measurement models which were considered when deriving a

framework for measuring IS effectiveness. For this study, the Delone and

McLean IS Success Model provides an important point of reference in

determining the most effective method of evaluating IS.

2.2 IS EFFECTIVENESS MODELS

There are several approaches to evaluating IS effectiveness evident in the

literature. Some examples are: Grover, Jeong and Segars (1996) who

propose six effectiveness categories based on Unit of Analysis and

Evaluation Type context dimensions; Smithson and Hirschheim (1998)

who proposed a framework that consists of three "zones" of measure

namely efficiency, effectiveness, and understanding; and the

understanding of user perceptions of information systems success (Whyte,

Bytheway & Edwards, 1997). What is not clear in the literature is what

measures are appropriate in a particular context. Delone and McLean
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(1992), classified a huge range of IS success measures into six categories

of success measures and presented this as an IS success model. Delone

and McLean (1992) argue that when measuring IS success, researchers

should "systematically combine" measures from their six IS success

categories namely system use, information quality, system quality, user

satisfaction, organisational impact and individual impact.

Delone and McLean's (1992) paper is an important contribution to the

literature on IS success measurement because it was the first study that

tried to impose some order on IS researcher's choices of success

measures (Seddon et al., 1999). However, although it distinguishes

between individual impact and organisational impact, the paper does not

recognise explicitly that different stakeholders in an organisation may

validly arrive at different conclusions about success of the same

information system (Seddon et aI., 1999). By contrast, Seddon (1997)

posit that different individuals are likely to evaluate the consequences of IS

use in different ways. Seddon (1997, 248) state that "IS Success is thus

conceptualised as a value judgement made by an individual, from the

point of some stakeholdei'. Whyte et al. (1997) in their understanding of

user perceptions of information systems success, take into consideration

the nature of the organisation, the level and involvement of users, and the

kind of system to which they relate.

Through the observation of a range of measures of IS effectiveness,

Seddon et al. (1999) note that different measures are necessary for

measuring IS effectiveness in different contexts, and that the systematic

combination of six different types of measures as suggested by Delone

and McLean (1992), is not going to work. The reason for this is that the

users of an information system have to interpret success in their

circumstances and against their own expectations as noted by Whyte et al.

(1997).
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2.3 DELONE AND MCLEAN INFORMATION SYSTEM SUCCESS

MODEL (1992)

The IS Success Model (Delone and McLean, 1992) has provided an

important framework for IS effectiveness research. In the period 1992 to

2003, nearly 300 articles in refereed joumals have cited and critiqued the

IS Success Model (Delone and McLean, 2003). This is indicative of the

importance attributed to this model by the IS academic community.

System Quality

Information
Quality

Use

User
Satisfaction

Individual
Impact

Organizational
Impact

Figure 2.1: Delone and Mclean's Model of IS Success
Delone and Mclean (1992)

The primary purpose of the original Delone and McLean paper (Delone

and McLean, 1992) was to synthesise previous research involving IS

success into a more coherent body of knowledge and to provide guidance

to future researchers (Delone and McLean, 2003) . Delone and McLean's

(1992) comprehensive review of different information system success

measures concludes with a model of interrelationships between six IS

Success constructs. These six dimensions of success are defined in

Table 2.1:
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Table 2.1: Six dimensions of success adapted from the D & M IS Success Model
(1992)

Success Dimension Definition
System Quality System quality was measured in terms of ease-of-use, I

functionality, reliability, flexibility, data quality, portability,
inteoration, and oerformance.

Information Quality Information quality was measured in terms of accuracy,
timeliness, comoleteness, relevance, and consistencv.

System Use System use was typically voluntary and measured as
frequency of use, time of use, number of access, usage
oatlem, and deoendencv.

User Satisfaction User Satisfaction can be measured by the net benefits
perceived by the information system's stakeholders
(individuals, groups of i~~~iduals, management of
oroanizations, and socie .

Individual Impact IndiVidual impacts were measured in terms of job performance
and decision making performance; quality of the work
environment and job performance; decision-making
oerformance, iob effectiveness, and oualitv of work.

Organisational Impact Organisational impact is measured by looking at the result of
the IS function, such as measuring the quality of customer
service and assessing the amount of resulting competitive
advantaoe.

The primary conclusions of the original Delone and McLean (1992) paper

were as follows (Delone and McLean, 2002: p239):

1) The multidimensional and interdependent nature of IS success

requires careful attention to the definition and measurement of each

aspect of this dependant variable. It is important to measure the

possible interactions among the success dimensions in order to

iso/ate the effect of various independent variables with one or more

of these dependent success dimensions.

2) Selection of success dimensions and measures should be

contingent on the objectives and context of the empirical

investigation; but, where possible, tested and proven measures

should be used.

3) Despite the multidimensional and contingent nature of IS success,

an attempt should be made to significantly reduce the number of

different measures used to measure IS success so that research

results can be compared and findings validated.

4) More field study research should investigate and incorporate

organisational impact measures.
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5} The IS Success Model clearly needs further development and

validation before it could serve as a basis for the selection of

appropriate IS measures.

Delone and McLean's (1992) comprehensive review of different

information system success measures makes two important contributions

to our understanding of Information System (IS) success. First, it provides

a scheme for classifying the multitude of IS success measures that have

been used in the literature into six categories. Second, it suggests a

model of interdependencies between these categories. The IS success

model proposed in Figure 2.1 is an attempt to reflect the interdependent,

process nature of IS success. Rather than six independent success

categories, there are six interdependent dimensions to IS success. This

success model clearly needs further development and validation before it

could serve as a basis for the selection of appropriate IS measures

(Seddon and Kiew, 1996). Recently Delone and McLean (Delone and

McLean, 2003) updated the 0 & M model (see Figure 2.2) to include

Service Quality as a component of IS success measurement.

2.4 UPDATED DElONE & MCLEAN IS SUCESS MODEL (2003)

According to Delone and McLean (2003), service quality is a key construct

in the evaluation of IS success. Consequently, Delone and McLean state

that IS researchers will inaccurately measure IS effectiveness if service

quality is excluded. Other authors such as Kettinger and Lee (1995), Li

(1997), and Wilkin and Hewitt (1999) concur, citing the need for service

quality measure to be a part of IS success.
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I N~ Benefi~ I
User

Satisfaction

Use /Inrenrion
to Use

Service
Quality

System
Quality

Information
Quality

_I
Figure 2.2: Updated D&M IS Success Model (Delone & McLean, 2003: 24)

Although Delone & McLean (2003) make an attempt to demonstrate that

their model can be applied to the e-Commerce environment, they make it

clear that further research is required with regards to the application of the

seven success constructs to IS evaluation in online environments.

2.5 SERVICE QUALITY AND MARKETING

Service Quality was originally used as a Marketing concept to measure

customer service through customer-service assessments. This concept

has been researched quite extensively in an attempt to determine what

customers expect in relation to what they receive. These include studies

by Gronroos (1982) and lewis and Booms (1983); Parasuraman, Zeithaml

and Berry (1985). Gronroos (1982) posit that two types of service quality

exist namely:

.. Technical quality, which involves what customers actually receive

from the service.

.... Functional quality, which involves the manner in which customers

receive the service.

The extant literature reveals that Parasuraman et al. (1988) conducted

empirical studies in several sectors to develop and refine a scale to

measure service quality known as SERVQUAL, which is a multi-item
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instrument to quantify the service expectation-perception gap along five

generic dimensions (Parasuraman, 1998: p313) viz.:

1) Reliability: ability to perform the promised service

dependably and accurately.

2) Responsiveness: willingness to help customers and provide

prompt service.

3) Assurance: knowledge and courtesy of employees and their

ability to inspire trust and confidence.

4) Empathy: caring, individualised attention the firm provides its

customers.

5) Tangibles: appearance of physical facilities, equipment,

personnel and communication materials.

These SERVQUAL constructs were applied to an IS context as an

additional measurement of IS effectiveness by Parasuraman et. al (2005).

Examples of IS studies include Delone and McLean (2003).

2.6 TRADITIONAL SERVICE QUALITY VERSUS ELECTRONIC

SERVICE QUALITY

Parasuraman et al. (2005) define traditional service quality (SQ) as quality

of all non-Intemet based customer interactions and experiences with

companies.

Other authors have suggested that SQ stems from a comparison of what

customers feel a company should offer (i.e. their expectations) with the

company's actual service performance (Gronroos, 1982; Lewis and

Booms, 1983; Parasuraman, Zeithaml, and Berry, 1985). Using insights

from these studies as a starting point, Parasuraman, Zeithaml, and Berry

(1988, 1991) conducted empirical studies in several industry sectors to

develop and refine the traditional service quality scale viz. SERVQUAL.

The SERVQUAL instrument and its adaptations have been used for

measuring SQ in many proprietary and published studies.
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Three broad conclusions that are potentially relevant to defining,

conceptualising, and measuring perceived e-sa, emerged from SO

literature dealing with traditional SO viz.:

... The notion that quality of service stems from a comparison of actual

service performance with what it should or would be has broad

conceptual support, although some authors still question the

empirical value of measuring expectations and operationalising SO

as a set of gap scores;

... The five SERVaUAL dimensions of reliability, responsiveness,

assurance, empathy, and tangibles capture the general domain of

SO fairly well, although (again from an empirical stand-point)

questions remain about whether they are five distinct dimensions;

and;

... Customer assessments of SO are strongly linked to perceived value

and behavioural intentions (Parasuraman et aI., 2005).

A noteworthy feature of the extant SO literature is that it is dominated by

people-delivered services. As such, whether the preceding conclusions

extend to e-sa contexts and what similarities and differences are between

evaluative processes for SO and e-Sa are open questions (Parasuraman

et al., 2005). The process employed in developing the scale to measure e­

SO is presented in Figure2.3.
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Step 1: Articulated the meaning and domain of e-service quality based on insights from. the
extant literature and a comprehensive oualitv studv. ' ,

Step 2: Developed a preliminary scale (containing 121 items and representing 11 e-service
I aualitv dimensions) and revised it based on feedback from two focus orouns.

Step 3: Administered the revised scale to a nationally representative sample of Internet users
through an online survey - roughly, one third of the respondents evaluated their favourite sites,
another third evaluated their second-favourite sites, and the rest evaluated their third-favourite
sites; a total of 549 completed Questionnaireswere collected.

Step 4: Developed a parsimonious scale through an iterative process:
.. Examination coefficient alpha and item-te-total correlations by dimension
.. Deletion of items
.. Reassignment of items and restructuring of dimensions as necessary
.. 22-item, 4-dimensional E-S-QUAL scale (and 11-item, 3-dimensional E-RecS-QUAL

scale
.. Examinations of dimensionality through exploratory factor analysis

I Step 5: Conducted CFA and validity tests on the final scales.

Step 6: Administered the final scales via online surveys to representative samples of customers
of Amazon.com (n=653) and Walmart.com (n=205) to: (a) re-affirm the scales' reliability and
validity and (b) assess the relative importance of the various e-service-quality dimensions in
influencina consumers' overall cualitv and value perceptions and tovaltv intentions.

Figure 2.3: Process Employed in Developing the Scale to Measure e-5a
(Parasuraman et aI., 2005: p215)

Gefen (2002) extended the SERVQUAL conceptualisation to the electronic

context and found that the five service quality dimensions collapse to three

with online service quality: (a) tangibles; (b) a combined dimension of

responsiveness, reliability, and assurance; and (c) empathy. In that

research, tangibles were found to be the most important dimension in

increasing customer loyalty while the combination dimension most critical

in increasing customer trust. However, the items in the scale were

changed to adapt to the electronic context. For example, tangibles were

represented in part by an item about appearance of the web site.
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Therefore the scales were not comparable across the contexts. It is for this

reason that Parasuraman et. al (2005) argue that the study of e-SQ

requires the development of scales that extend beyond adapting offline

scales (Parasuraman et aI., 2005) viz. traditional SQ.

2.7 SERVICE QUALITY AS AN IS SUCCESS MEASURE

To date a number of studies in the IS literature have adapted service

quality frameworks such as SERVQUAL which was originally developed in

the Marketing domain e.g. Watson, Pitt & Kavan (1998); Watson, Pitt,

Cunningham & Nel (1993). SERVQUAL, originally developed by

Parasuraman et al, (1988), continues to be used in a number of studies

both from IS and Marketing perspectives for the evaluation of Service

Quality. Pitt and Watson (1995) produced one of the first studies that

allude to the IS function as a service component. They argue that

commonly used measures of IS effectiveness focus on products, rather

than services of the IS function. They conclude that SERVQUAL is an

appropriate instrument for researchers seeking a measure of IS service

quality.

More recently Parasuraman et at, (2005) updated SERVQUAL for the

evaluation of service quality in web-based environments. This was

referred to as e-service quality (e-SQ). The result of their study was the E­

S-QUAL scale which is a multi-item scale for assessing ecSQ.

Researchers who have argued that service quality be added to the D & M

success model have applied and tested the 22-item SERVQUAL

measurement instrument from marketing to an IS context (Delone &

McLean, 2003).

Previous work has questioned whether traditional dimensions can be

applied to online service quality precisely because of the significance of

the machine interface in the customer-business relationship (Pather et aI.,
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2004). Yang (2001) proposed the following potential factors of online

service quality that align with those of the SERVQUAL instrument:

Reliability, Responsiveness, Access, Ease of use, Attentiveness,

Credibility and Security. Although some determinants are derived from

traditional service quality literature, the items would have to be

reformulated before they could be meaningfully used in an e-service

context (van Riel, Liljander & Jurriens, 2001).

Zeithaml (2002) focused on conceptualising and measuring e-SQ, and

particularly in determining the dimensions of the construct. Zeithaml (2002)

indicated that e-SQ has seven dimensions that form two scales: a core e­

SQ scale and a recovery scale. Four dimensions namely efficiency,

reliability, fulfilment and privacy form the core e-SQ scale that can be used

to measure customer perceptions of service quality. Three other

dimensions become salient when online customers run into problems ­

responsiveness, compensation and contact. These dimensions are

conceptualised as constituting e-SQ recovery (Zeithaml, 2002).

Parasuraman, Zeithaml and Malhotra (2005) have conceptualised e-SQ

constructs and tested the multiple-item scale (E-S-QUAL) for measuring

the service quality delivered by websites where customers shop online.

Furthermore, Parasuraman et al. (2005) have quantified the e-SQ

dimensions in an empirical study. Based on the empirical findings, these e­

SQ dimensions have been validated and tested as measures for

evaluating e-SQ within the e-commerce environment (Parasuraman et al.,

2005). Two stages of empirical data collection revealed that two different

scales were necessary for capturing electronic service quality

(Parasuraman et aI., 2005) namely the E-S-QUAL Scale and E-RecS­

QUAL scale (Zeithaml, 2002). These scales consist of the dimensions as

conceptualised in the Zeithaml (2002) study.

Santos (2003) specifies that Service Quality be increasingly recognised as

an important aspect of electronic commerce (e-commerce). As the online
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comparison of the technical features of products is essentially costless, .

feasible, and easier than comparisons of products through traditional

channels, service quality is the key determinant for successful e­

commerce (Santos, 2003). With the increasing amount of research into

Internet marketing and e-commerce, Yang (2001) concurs that service

quality in online environments has become recognised as an important

factor in determining the success or failure when evaluating electronic

commerce.

2.8 E-COMMERCE PARADIGM

Delone and McLean (2003) indicated that the evaluation of user

satisfaction is an established means of assessing Information Systems

(IS) effectiveness. However, with the introduction of doing business over

the Intemet, e-commerce distinguished the traditional end-user from an

Internet user viz. e-customer. This advent of e-Commerce has shifted the

location of the traditional user of Information Systems out of the physical

domain of the organisation or business (Pather et aI., 2004). In other

words, the e-customer interacts with a web-site to conduct a transaction

e.g. the acquisition of products, or requesting pure services such as

financial information. The substitution of customer satisfaction for user

satisfaction as a dependant variable to e-commerce success warrants

further discussion (Molla and Licker, 2001).

Whether traditional information systems success models can be extended

to investigating e-commerce success is yet to be investigated (Molla and

Licker, 2001). E-commerce reduces the interpersonal encounter with the

customer which forms an integral part of customer satisfaction research.

The integral role that IS plays in delivering core business services or

products implies that evaluation of the satisfaction of the e-customer is

implicitly an evaluation of service quality as well. In light of this, already

established instruments that measure user satisfaction of IS in traditional

(brick and mortar) businesses are not completely appropriate (Pather et
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aI., 2004). However, the empirically tested e-SQ instrument

conceptualised by the Parasuraman et al. (2005) study provides valid

measurement criteria for evaluating service quality in online environments.

2.9 PROMINENCE OF THE PARASURAMAN ET Al. (2005) E-5Q

STUDY

The SERVQUAL scale was applied to the updated D & M IS Success

Model (2003) as a measurement of IS effectiveness. Zeithaml (2002) and

other researchers adapted the SERVQUAL scale to e-commerce

environments which offer pure services (for example electronic banking)

and in situations where a site is visited only for information. Hence the e­

SERVQUAL scale was produced. This is a comprehensive scale which

emerged as a result of extensive research, and was validated in e-tailing

contexts where products are ordered over the Internet. In other words,

Parasuraman et al. (2005) conceptualized, constructed, refined, and

tested the multiple-item scale (E-S-QUAL & E-RecS-QUAL) for measuring

the service quality delivered by websites where customers shop online.

Both scales demonstrate good psychometric properties based on findings

from a variety of reliability and validity tests and build on the research

already conducted on the topic. Therefore, the Parasuraman et al. (2005)

study has prominence in that:

~ The e-SERVQUAL scale has been empirically tested.

.... It provided quantified e-SQ constructs that can be used in the

evaluation of service quality in online environments.

In pursuance of a scale to measure service quality within e-commerce

environments, in this study various scales were considered.

2.10 RESEARCH ON WEB-BASED 15 EVALUATION AND E-5Q

There are several examples of academic research which have developed

scales to evaluate Web sites. For example, Loiacono, Watson, and

Goodhue (2002) created WebQual - a scale for rating Web sites on 12
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dimensions: informational fit to task, interaction, trust, response time,.

design, intuitiveness, visual appeal, innovativeness, f1ow-emotional

appeal, integrated communication, business processes, and

substitutability. However, this scale's primary purpose is to generate

information for web designers rather than to measure service quality as

experienced by customers. Although WebQual might influence perceived

service quality, other dimensions e.g. innovativeness, business processes,

and substitutability are at best tangential to it (Parasuraman et al., 2005).

Furthermore, the review of the literature indicates that in this scale,

developers excluded a dimension called customer service because it could

not be measured under the research methodology that was used.

Moreover, WebQual does not include fulfilment, although this is an

important e-cornrnerce function, as a dimension.

In another study, Barnes and Vidgen (2002) developed a completely

different scale to measure an organisation's e-commerce offering. This

scale provides an index of a site's quality (customer perceptions weighted

by performance) and has five factors viz. usability, design, information,

trust and empathy. Other scales developed include a nine-item SITEQUAL

scale for measuring site quality on four dimensions: ease of use, aesthetic

design, processing speed, and security. Like WebQual, SITEQUAL does

not capture all aspects of the purchasing process and therefore does not

constitute a comprehensive assessment of a site's service quality.

Other researchers in pursuance of an evaluation scale, such as

Wolfinbarger and Gilly (2003), used online and offline focus groups, a

sorting task, and an online-customer-panel survey to develop a 14-item

scale called eTailQ. The scale contains four factors:

.. Web site design (involving some attributes associated with design

as well as items dealing with personalisation and product selection);

",j,. Reliability and fulfilment (involving accurate representation of the

product, on-time delivery, and accurate orders);

... Privacy and security (feeling safe and trusting ofthe site);
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.... Customer service (combining interest in solving problems,

willingness of personnel to help, and prompt answers to inquiries).

On the basis of a comprehensive review and synthesis of the extant

literature on e-SQ, Zeithaml, Parasuraman and Malhotra (2002) detailed

five broad sets of criteria as relevant to e-SQ perceptions:

.. Information availability and content;

... Ease of use or usability;

.... Privacy and security;

.... Graphic style;

.. Reliability and fulfilment

The Parasuraman et al. (2005) study reveals that although the dimensions

of existing scales are valid for online environments, these dimensions, as

well as other items that might be relevant to customer assessment of

service quality on websites, need to be tested further.

Therefore, although past studies provide insights about criteria that are

relevant for evaluating e-SQ, scales developed in those studies also raise

some important questions that call for additional research on the topic

(Parasuraman et al., 2005). Furthermore, the development of e-SQ scales

can be influenced when introducing multiple stakeholder perspectives into

the evaluation using the Seddon et al. (1999) two-dimensional IS

framework. A key component of conceptualising scales used for SQ

assessment was understanding which criteria had been used in the

development of measurement scale.

2.11 DEVELOPMENT AND REFINEMENT OF A SCALE TO

MEASURE E-5Q

The review of literature reveals that customers' assessment of online

environments not only includes experiences during their interactions with

the web site but also service aspects that follow. As such e-SQ is defined

broadly to encompass all phases of a customer's interactions with a web
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site; namely the extent to which the website facilitates efficient and

effective shopping, purchases and delivery.

A critical initial step in the scale development is the correct specification of

the domain from which items are to be drawn in constructing the scale

(Churchill, 1979). Parasuraman et al. (2005) posit that as the theoretical

framework of e-Sa implies, the core evaluative process for assessing e­

sa encompasses the perceptual and dimensional levels. These

perceptual ratings can provide insights about e-sa shortfalls at a

dimensional level. At the same time. when dimension level e-sa

assessments are needed, they can be obtained easily by aggregating the

appropriate perceptual-attribute ratings. These ratings suggest which

dimensions have satisfactory or unsatisfactoryassessments.

Zeithaml, Parasuraman and Malhotra (2000) identified dozens of website

features and categorised them into 11 e-Sa dimensions (Parasuraman et.

ai, 2005: 218):

1. Reliability: Correct technical functioning of the site and the accuracy

of service promises (having items in stock. delivering what is

ordered. delivering when promised), billing and product information.

2. Responsiveness: quick response and the ability to get help if there

is a problem or question.

3. Access: ability to get on the site quickly and to reach the company

when needed.

4. Flexibility: Choices of ways to pay, ship. buy, search for. and return

items.

5. Ease of navigation: site contains functions that help customers find

what they need without difficulty, has good search functionality, and

allows the customer to manoeuvre easily and quickly back and forth

through the pages.

6. Efficiency: Site is simple to use. structured properly, and requires

minimum informationto be supplied by the consumer.
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7. Assurance/trust: confidence the customer feels when dealing with ,

the site which is due to the reputation of the site and the products or

services it sells, as well as clear and truthful information presented.

8. Security/privacy: degree to which the customer believes the site is

safe from intrusion and personal information is protected.

9. Price knowledge: extent to which the customer can determine

shipping price, total price, and comparative prices dUring the

shopping process.

10.Site aesthetics: appearance of the site

11.Customisationlpersonalisation: how much and how easily the site

can be tailored to individual customers' preferences, histories, and

ways of shopping.

These dimensions were scrutinised and summarised through an empirical

study to form the scale as shown in Table 2.2:

Table 2.2: Definition of e-SQ Dimensions (Parasuraman, et at, 2005)

e-5Q Dimension Definition

Privacy
The degree to which the site is safe and protects all information.

Fulfilment The extent to which the site's promises about order delivery and
item availabilitv are fulfilled.

E-5-QUAL
Efficiency The ease and speed of accessing and using the site.

Scale Reliability (system The correct technical functioning of the site.
availability)

Responsiveness Quick response and ability to get help if there is a F ___ o<. _.

E-RecS-QUAL auestion.
Compensation The dearee to which the site comoensates users for oroblems.

Contact The availability of assistance through telephone _. _......_ , .._....,
to oet on the site ouicklv and to reach the comoanv when needec

The use of findings such as those in Table 2.2 to measure service quality

ensure that by using a validated scale, the validity of the data produced is

reliable. However, as pointed out previously, these empirical findings can

be influenced when taking into consideration more than a single

stakeholder perspective of service quality.
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Stakeholder theory posits that organisation strategies are driven towards

satisfying the conflicting goals of organisational stakeholders (Hatch,

1997). In stakeholder theory, a stakeholder is a group or individual

affected by the achievement of organisational goals, who can cause

difficulties for the organisation if its own needs are not satisfied (Freeman,

1984). An organisational strategy is best understood by identifying

stakeholders and how organisational goals influence and are influenced by

stakeholder perspectives (Frooman, 1999; Jones and Wicks,1999; Luoma

and Goodstein, 1999; Scott and Lane, 2000).

Thus, an organisation is perceived to be surrounded by a set of

stakeholders, each of whom is defined by two related functions:

.... A utility function that determines how much the stakeholder is being

"satisfied" by the organisation, and

.... An influence function that determines how much "damage" or

"benefit" the stakeholder can cause the organisation given a level of

utility (Chua, Khoo,Straub and Kadiyala, 2005).

The organisation allocates its resources to minimise damage and

maximise benefit (Phillips, Freeman and Wicks, 2003). Thus, an

organisation that focuses exclusively on a single stakeholder will not

survive because other (unsatisfied) stakeholders exert their influence on

the organisation (Phillips et aI., 2003). Therefore, it can be suggested that

the perspective of business processes within an organisation requires the

contribution of multiple stakeholders.

Hence, in their paper, Seddon et al. (1999), propose a two-dimensional

matrix for classifying IS Effectiveness Measures. The first dimension is the

type of system being evaluated. The second dimension is the stakeholder

in whose interest the system is being evaluated. According to these

authors the IS Effectiveness Matrix provides a useful guide for
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conceptualising effectiveness measurement in IS research, and for:

choosing appropriate measures, both for research and practice (Seddon

et. al, 1999). This study (Seddon et. ai, 1999) adds value to our

understanding of how to go about evaluating IS, by emphasising the

significance of two important issues namely the type of system being

evaluated and the stakeholders involved in the system being evaluated

forming a matrix..

2.13 lWO-DIMENSIONAL INFORMATION SYSTEM EFFECTIVENESS

MATRIX VS DELONE & MCLEAN INFORMATION SYSTEM MODEL

Seddon et at (1999) argue that Delone and McLean (1992) "do not

explicitly recognize that different stakeholders in an organization may

validly come to different conclusions about the success of the same

information system" (1999: p4).

What is not clear in the IS Effectiveness literature is what measures are

appropriate in a particular context. It is for this reason that Seddon et at

(1999) proposed a two-dimensional matrix for classifying IS Effectiveness

measures. The matrix comprised of the following dimensions:

.. The first dimension is the type of system studied. These are

classified as:

o an aspect of IT use (e.g. a single algorithm or form of user

interface)

o a single IT application (e.g. a spreadsheet, a PC, or a library

cataloguing system)

o a type of IT or IT application (e.g. TCP/IP, a GDSS, a TPS, a

data warehouse, etc.)

o all IT applications used by an organisation or sub-

organisation

o an aspect of a system development methodology

o the IT function of an organisation or sub-organisation.
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"*- The second dimension is the stakeholder in whose interests the,

system is being evaluated. A stakeholder is a person or group in

whose interest the evaluation of IS success is being performed.

Researchers such as Seddon (1999) have tested the matrix using it to

classify IS effectiveness measures from empirical papers. The results

indicate that the classifications are meaningful. Hence, the IS

Effectiveness Matrix provides a useful guide for conceptualising

effectiveness measurement in IS research, and for choosing appropriate

measures, both for research and implementation.

2.14 DIMENSIONS OF INFORMATION SYSTEMS EFFECTIVENESS

EVALUATION

In the context of this study, dimensions are referred to as:

.... There are 2 key dimensions used to measure IS Effectiveness viz.

stakeholder and e-SQ dimensions.

"*- Each e-SQ dimension consists of a number of e-SQ criteria.

"*' Each stakeholder dimension consists of the stakeholders'

perception of e-SQ criteria.

... For example:

o e-SQ dimension =Privacy;

o Privacy criteria example = the site protects information about

my business;

o Stakeholder dimension =Service Provider;

o Stakeholder perception = perception of the Privacy criteria

viz. the site protects information about my business.

Thus, by extending the above example to multiple stakeholders by using a

two-dimensional view for IS evaluation, a holistic perspective of IS

effectiveness is achieved.

2.15 PERSPECTIVES OF INFORMATION SYSTEM EFFECTIVENESS

Since the early 1980s various studies have produced many different

perspectives on how IS effectiveness should be measured. Whyte &
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Bytheway (1996) provided an overview of three perspectives viz. Product,

Process and Service Perspectives. These three perspectives are

summarised by Whyte & Bytheway as:

... The Product which is delivered to the users. For example the

software and hardware systems, user documentation and training

courses. The characteristics of the system are highlighted such as

response times, user friendliness, etc.;

... The Process that creates the system. Traditionally this includes

systems analysis, technical design, programme coding, testing and

final handover. Increased system complexity and unsuccessful

system led to a shift in attention from product perspective to

process perspective;

... The Service which deals with the softer issues. For example

answering questions, dealing with problems, and generally

addressing the concerns and aspirations of users. This

perspectiveintroduces the idea of user satisfaction as a means of

assessing effectiveness.

... These three perspectives can represented by Figure 2.4:

Infonnation System

Figure 2.4: Perspectives of infonnation systems (Whyte and Bytheway, 1996: 75)

Although IS departments consider that they are delivering a service,

evidence shows that most time is spent monitoring aspects of their

operation which is concemed with the product and the process, and which

have little to do with service (Whyte and Bytheway, 1996).
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The review of the literature reveals that other perspectives of IS

effectiveness include service quality concepts which have gained the

attention of IS researchers working in the IS effectiveness field. Examples

are Watson et al. (1993), Watson et al. (1998), Saunders & William (2002),

Delone &Mclean (2003) and Pather et al. (2004). Many studies in the IS

effectiveness field are based on the use of the IS Success Model (Delone

& Mclean, 1992) as a framework, for example Crowston, Annabi &

Howison (2003); Alter (2000) and Seddon and Kiew (1996). Although

guidelines are given to ascertain the perspectives of IS effectiveness using

measurement frameworks, certain barriers could possibly influence the

assessment.

2.16 FACTORS INFLUENCING SERVICE QUALITY A

MANAGEMENTPERSPECTIVE

Certain considerations need to be taken into account when evaluating IS

Effectiveness which could influence the assessment. In this regard,

System quality, information quality, user IS characteristics, end-user IS

performance and technical support are identified as important elements

that influence service quality (Bharati and Berg, 2003). The improvement

of the quality of services is one of the primary reasons why organisations

are investing in information systems (Bharati and Berg, 2003). These

authors also note that improved quality is a most important output of

information systems or that IS has substantially improved service sector

performance.

The increasingly important role played by services and the inability of

researchers to apply traditional manufacturing definitions to service quality

have led to a new conceptualisation of service quality (Bharati and Berg,

2003). Definitions of service quality by service scholars such as Gronroos

(1982) and Parasuraman, Zeithaml and Berry (1985) is governed by the

extent to which a service meets the expectations of customers (Reeves

and Bednar, 1994).
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The literature reveals that the expectations (Parasuraman et aI., 1985)

versus the perceptions of customers (Whyte and Bytheway, 1997)

influence the evaluation of service quality and ultimately IS Effectiveness.

Gefen (2002) defines service quality as the subjective comparison that

customers make between the quality of service that they want to receive

and what they actually get. This implies that a high customer expectation

of service quality in comparison to low customer perception of the IS,

negatively influences IS effectiveness evaluation which impacts end-user

IS performance. Low end-user IS performance could imply that the IS

service quality experienced by the end-user has resulted from their

expectations ofthe IS not being met.

2.16.1 Barriers of Web Based Information System Effectiveness

The use of a system depends on the users' evaluation of that system

(Bokhari, 2005). If the system improves the users' task performance or

decision quality, then they tend to use the system; otherwise they may

avoid using a system unless its use is mandatory. Delone and McLean

(2002) believe that no system use is totally mandatory. It might happen

that at times management may require employees to use the system but

continued use and adoption of the system itself may be voluntary, based

on management judgement at a higher level. On the other hand, Kim and

Lee (1986) caution that the degree of system usage cannot be considered

as an appropriate measure for IS success if use is mandatory. For this

reason, some researchers prefer to use "user satisfaction" as a measure

of success. Delone and McLean (2003) argue that systems use is an

appropriate measure of IS success in most cases as in previous research,

so the inclusion of systems use in success model is more appropriate than

system usefulness suggested by Seddon (Bokhari, 2005).

Forced mandatory use of an IS negatively influences the evaluation of IS

effectiveness and is a barrier to IS assessment. Consequently, user

satisfaction caused by satisfactory use of IS will positively influence IS

effectiveness.
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The impact of IS sa on end-user IS performance has an influence on the

quality of service provided to customers. In other words, the effect of the

information on the behaviour of the recipient constitutes end-user impact

(Delone and McLean, 1992). It follows that the impact the IS has on the

behaviour of the end-user, influences the evaluation of the IS. This implies

that at the point. of conducting IS evaluation, satisfactory end-user IS

performance will positively contribute to the satisfactory assessment of IS

success.

Measures of end-user IS performance are efficiency of task completion,

decision effectiveness, decision confidence and time to make a decision.

Good system performance will positively contribute towards service

quality. This relates to a positive rating of an Information System by end­

users.

2.17 SERVICE QUALITY AND GAP ANALYSIS

Service quality can be defined as the difference between customers'

expectations for service performance prior to the service encounter and

their perceptions of the service received (Asubonteng et aI., 1996).

SERVaUAL entails measuring the gaps between the perceptions of

customers, the level of service provided and the potential improvement

(Molla and Licker, 2001).

Within e-commerce, a customer's satisfaction is mainly dependant on the

customer's experience and expectations in using the e-commerce system.

These service quality deficiencies experienced by customers may be a

function of four key intemal shortfalls or gaps which were defined by

Parasuraman (1998) See Table 2.3.
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Table 2.3: The four organisational (key internal) shortfalls or gaps (Parasuraman,
1998).

Gap Definition .:
Market information Seller's incomplete or accurate or inaccurate knowledge of customers'
oap service expectations.
Service standard Seller's failure to translate accurately customers' service expectations
gap into soecifications or quidelines for comoanv personnel.
Service Lack of appropriate intemal support systems (e.g. recruitment,
performance gap training, technology, compensation) that enable company personnel to

deliver the service standards.
Intemal Inconsistencies between what customers are told the service will be
communication like and the actual service performance (e.g. due to lack of intemal
gap communication between the service "promisers" and service oroviders.

Understanding customers' service expectations is a prerequisite for

delivering superior service because they are implicit performance

standards that customers use in assessing service quality (Parasuraman,

1998).

2.18 SUMMARY OF THE LITERATURE REVIEW

E-commerce systems demonstrate similarities with traditional information

systems while at the same time allowing additional functionality that

cannot be performed on typical information systems. The similarities

between e-commerce systems and other information systems provide

motivation for the researching of possibilities of extending IS theories to e­

commerce. The Delone and McLean IS Success Model (1992) was used

as a point of reference for evaluating IS effectiveness. Furthermore, a

multi-stakeholder approach as suggested by Seddon et al. (1999) adds a

further dimension to the IS Effectiveness evaluation.

The preliminary literature review has provided an overview of the following

issues which are important to this study namely:

.. IS Effectiveness and IS Effectiveness Frameworks.

"'*- Service quality and e-service quality.

... Service quality as an important measure of IS success.

"*- A multi-stakeholder IS evaluation.

.. IS Success Evaluation within online environments i.e. e-commerce.



Chapter 2: LITERATURE REVIEW Page 40

The literature review furthermore has highlighted that there is no agreed

set of measurements for IS effectiveness. Also, no empirical data has

been provided in the IS literature, to verify recent assertions of IS

effectiveness. In particular, no evidence has been provided regarding the

use of service quality as an indicator of IS effectiveness, for web-based

systems.

The literature review can be summarised as follows providing key pillars

for evaluating IS success from an e-SQ perspective:

.. Delane and McLean (1992) developed the D &M IS Success Model

as a framework to evaluate IS Effectiveness.

-.1. The D & M Model (2003) was updated to include Service Quality as

a measure of IS effectiveness.

4 Service quality is a key construct in the evaluation of IS success

(Delane and McLean, 2003).

.... IS effectiveness in e-commerce can be validated against quantified

e-SQ dimensions based on empirical data (Parasuraman et aI.,

2005). These e-SQ dimensions provide a valid framework for

further e-SQ research.

.... IS effectiveness has to be evaluated from a particular stakeholder

perspective and context (Seddon et aI., 1999) providing a multi­

stakeholder approach.

... The customers' expectation as opposed to their perception of

service quality identifies shortfalls that need to be addressed

(Parasuraman, 1998).
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CHAPTER 3

RESEARCH DESIGN AND METHODOLOGY

3.1 INTRODUCTION

This chapter outlines the research design and methodology followed to

conduct the fieldwork. One of the key objectives of the empirical work was

to further our understanding of how e-SQ can be utilised as an indicator of

IS success and develop a preliminary set of indicators to evaluate multi­

stakeholder perspectives of e-SQ. Furthermore, the study sought to

determine if there are gaps .between stakeholder expectations and

stakeholder perceptions regarding the service quality delivered by the IS.

In order to achieve this, an 'Expectation' survey of e-SQ was distributed as

part of the evaluation questionnaire.

The evidence needed to address the research problem required the

research to study attitudes and behaviours of IS usage either directly or

indirectly, by the various stakeholders. After careful consideration, it was

decided that the objectives of this study would be best achieved using a

case study approach. According to Myers (1997), case study research is

suitable when a unit of analysis needs to be described e.g. a case study of

a particular organisation. For this study, the IS users are the unit of

analysis. More specifically, the study focused on whether the perceptions

of users evaluating DealerWeb were satisfactory using e-SQ criteria as

measures.

Babbie and Mouton (2004) state that a case study is an intensive

investigation of a single unit involving the examination of multiple

variables. A case study was thus the most suitable option to investigate

how to conduct a multi-stakeholder approach to e-SQ evaluation.
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The study employed mainly quantitative methods to collect evidence.

Quantitative evidence was gathered through the design and deployment of

a questionnaire. The items for the questionnaire were based on an already

tested scale, viz. E-S-QUAL which was constructed by Parasuraman et al.

(2005). This scale has applied service quality constructs to mainly public

open access retail web-site environments and provides a foundation to

conduct the evaluation of IS effectiveness. Furthermore by using a scale

that was already empirically validated, the questionnaire items ensure the

relevance of the questionnaire construction and the reliability of the

content produced by the instrument. The questionnaire was administered

to three groups of stakeholders in TechSA between June and September

2006 via electronic mail.

[Please refer to the Appendices for the Questionnaire (Appendix A); Data Capturing

Spreadsheets with corresponding data (Appendix B,C,D); Raw Data Capture Sheet

(Appendix E,F,G); Profiles ofrespondents (Appendix K); Expectation of e-SQ dimensions

survey (Appendix L); Expectation survey data captured (Appendix H,I,J)j; Questionnaire

distribution e-mail (Appendix M).

3.2 DISTINGUISHING BElWEEN RESEARCH METHODOLOGY AND

RESEARCH DESIGN

Babbie and Mouton (2004) define Research Design as a plan or structured

framework of how a researcher intends undertaking the research process

in order to solve the problem. Research design can be classified according

to whether a study is empirical or non-empirical. Conversely, Research

Methodology refers to the methods, techniques, and procedures that are

employed in the process of implementing the research design and

research plan, as well as the underlying principles and assumptions that

underlie their use (Babbie and Mouton, 2004). The differences between

research design and research methodology are summarised in Table 3.1:
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Table 3.1 Differences Between research design and research methodology
(Source: Babbie & Mouton, 2004: 75)

Research Design Research Methodology
Focuses on the end-product What kind Focuses on the research process and the
of study is being planned and what kind of kind of tools and procedures to be used.
results are aimed at
Point of departure; Research problem or Point of departure = specific tasks (data-
auestion. collection or samplinal at hand.
Focuses on the logic of research: What Focuses on the individual (not linear)
kind of evidence (qualitative or steps in the research process and the
quantitative) is required to address the most "objective" (unbiased) procedures to
research question adequately? be employed.

3.3 RESEARCH FRAMEWORK
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o INFORMATION QUALITY
o SYSTEM QUALITY
o SERVICE QUAUTY
o INTENSION TO USE
o USER SATISFACTION
o NET BENEFITS

Updated Delone and
McLean IS Success
Model (2003)

SERVICE QUALITY (SERVQUAL)

APPLICATION TO AN ONLINE CONTEXT =E-5-QUAL
(PARASURAMAN, MALHOTRA AND ZEITHAML, 2005)

PRIVACY FULFILLMENT EFFICIENCY RELIABILITY ESPONSIVENES, etc.

:-OBTAIN-PERsPE-crwE------:
I ----------------------~

Multi-Stake

STAKEHOLDER 1 STAKEHOLDER 2 STAKEHOLDER 3
(Expectation of e-SQ) (Expectation of e-SQ) (Expectation of e-SQ)

-------------~ ->holder Perceotion
, ----,,

I IS EVALUATION I

OUTCOME

aps (Shortfall): Stakeholder Expectations vs
Stakeholder Perceptions of IS

",Stakeholder EXPECTATIONS

Figure 3.1: E-5-QUAL framework for multi-stakeholder perceptions

Therefore the study was designed to obtain five key deliverables using

extant literature to answer the research questions namely:

.... Stakeholder expectations of e-Service Quality.

~ Stakeholder perceptions of e-Service Quality.
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.. Identify the gaps between stakeholder expectations and

stakeholder perceptions.

.. Determine whether e-service quality perceptions differ between

stakeholder groups.

.. Obtain a holistic perspective of e-service quality using multiple

stakeholder viewpoints.

To facilitate the empirical study, a case study was implemented at TechSA

using DealerWeb as a sample system to determine howe-service quality

can be evaluated in web-based IS.

3.4 RESEARCH DESIGN

There were a number of possible research designs that were considered

in order to provide acceptable answers to the research questions. These

included Surveys, Case Studies, Content Analysis, Literature Reviews and

Conceptual Analysis.

However the nature of the research problem guided the choice of design.

Collecting data from multiple stakeholders in respect of the same IS was

taken into account. It was difficult to find a single web-based application

that was being used in multiple organisations. Consequently it was

decided to investigate a single organisation in which multiple stakeholder

perceptions of a single IS could be investigated.

Thus, case study design was chosen to conduct the field study. Case

study approaches have been more traditionally used in disciplines such as

business studies, jurisprudence, and social work (Babbie & Mouton, 2004).

The case study method as a research tool, is one of many techniques

used to collect data, and to build or validate theories (de Weerd-Nederhof,

2001; Yin, 1994). The motivating factors for using a case study approach

are as follows:
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... Given the time and resources available, it was not possible to study

more than a single system. Thus a case-study approach was

adopted.

.. Case study research is the most common research method used in

information systems (Myers, 1997).

... Yin (1994) defines the scope of a case study as follows: A case

study is an empirical inquiry that:

a investigates a contemporary phenomenon within its real-life

context, especially when the boundaries between

phenomenon and context are not clearly evident.

.. The analysis of the case study will identify which multiple variables

viz. e-SQ dimensions are most important to the different units of

study namely stakeholders .

.. In keeping with Babbie and Mouton's (2004) definition of case

studies, the context of this study will be an insider perspective of IS

usage within a small business (i.e. the Service Provider outlet).

..... The case study research method is particularly well suited to IS

research, since the objective of this discipline is the study of

information systems in organisations, and "interest has shifted to

organisational rather than technical issues" (Myers, 1997).

... There are several examples of the use of case studies in e­

commerce research:

a Delone & McLean (2004) used two cases viz. Barnes and

Noble; ME Electronics in their study of "Measuring e-Commerce

Success: Applying the Delone and McLean Information

Systems Success Model".

a Laosethakul & Boulton (2007) presented detailed case studies

of nine e-commerce companies from different industries in

Thailand.

.... Service Quality research has often been conducted in a single

organisation e.g. Riel, Semeijn & Janssen (2003).
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The research design has been based on an extensive review of research

literature in the areas of IS Effectiveness, IS Effectiveness Frameworks,

Marketing, Service Quality and e-Commerce. The extant literature was

sourced from IS Journals, IS Conferences Papers, Research Methodology

Textbooks and the Internet. Some examples are the International Journal

of Electronic Commerce and Journal of Electronic Commerce Research.

3.5 OVERVIEW OF THE CASE STUDY

One of the objectives of the empirical study was to determine if there

would be any significant variations in the multi-stakeholder e-SQ

perceptions of IS Success when evaluating web-based systems. Seddon

et al. (1999) are firm in the view that a multi-stakeholder approach is

essential when evaluating an IS. In other words, the key objective was to

investigate how e-SQ measurement of a web-based system could be

conducted among multiple stakeholders. This section provides an

overview of the sample surveyed and the analysis of the data gathered.

In order to provide a realistic approach to the evaluation, a case study was

done at TechSA latter entering into negotiations with senior management

and the system sponsor at the company. TechSA is a leading cellular

network that provides and maintains cellular telecommunications networks

including infrastructure and services. These services include mobile data,

blackberry, mobile television and small message services. TechSA also

has customer-care walk-in centres that provide assistance with cellular

services, handset enquiries, billing enquiries and general information to

customers. The network is represented in figure 3.2:

I The reference is not used due to confidentiality concerns of the company where the case study
was conducted.
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Satellite network

Wireless Wide Area
Networks

GSM/3G ._._--_.

Wireless Metropolitan
Area Networks

Wireless Local Area ·::::···········T·----------·-J::~:;::::--~~:;L:i·::::_'::::::::.:,
Networks ...--..-..0---..--..... ""'" WiFi AP

+.+
Wireless Personal c\ ~ UWB

Area Networks , /............... ~- Bluetooth .-........~

~"~ t·
~,

Figure 3.2: Cellular network depicting services offered by TechSA

TechSA utilises a web-based system, DealerWeb, to administer day-to­

day transactions between Service Provider outlets and the company itself.

This system facilitates all customer updates and requests that are made

via the Service Providers, i.e. DealerWeb provides an interface to the

Service Providers to interact with TechSA. Some of the transactions

DealerWeb facilitates are new customer requests; changing existing

customer and subscriber profiles; upgrading of contract cellular phones

packages amongst others. The three main stakeholders that interact with

the DealerWeb System are:

.... Service Providers (SP): these are agents who use DealerWeb on

a daily basis to conduct business transactions.

.... HelpDesk Staff: these are agents who provide a support function to

the Service Providers regarding DealerWeb. For example, if a

Service Provider is unclear as to certain functionality or aspects of

the system, the HelpDesk staff would provide assistance.
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... Internal IS Staff: these are the designers and developers of the

system. This group is inclusive of IS managers, Business Analysts

and Developers.

Surveying these three stakeholder groups could determine whether a

multi-stakeholder evaluation provides a holistic perspective (Seddon et

aI., 1999) of stakeholder perceptions concerning the success of

DealerWeb e-SQ success. Figure 3.3 shows a subset of the

questionnaire distributed to the three stakeholder groups. In the sample

below, ·Privacy" represents the e-SQ dimension with its subsequent

units of evaluation (Appendix A).

Privacy

~~ ,_ ' _ ~ rile degree to whICh tile $ile IS safe: and. protectsd ilJfonllatiolL,' ,'-~

No ALL QUESTIONS BELOW PERTAIN TO YOUR USE OF, AND

YOUR KNOWLEDGE OF THE DEALER WEB SYSTEM.

Mark your choice with an 'X' with respect to each statement. Mark

the statement as Not applicable to me if you are undecided.

1.1 The system does protect inform ation about my system-querying

behaviour.

1.2 It does not share personal information with other sites my

business information is not shared with other Service Providers.

Figure 3.3: A subset of the research questionnaire used to conduct the field study

3.6 DESIGN OF THE QUESTIONNAIRE

Questionnaires were used as the instrument for data collection. A

questionnaire is a method used to collect data by asking questions and

recording the responses (Babbie and Mouton, 2004). In other words, a

questionnaire is a document containing questions and other types of items

to solicit information appropriate to analysis (Babbie and Mouton, 2004).
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The questionnaire format consisted of a 5-point Likert scale to determine

the relative intensity of stakeholders' response to different items. The scale

includes the response categories of 1=Strongly Disagree; 2=Disagree;

3=Not applicable to me; 4=Agree; 5=Strongly Agree.

In keeping with the approach taken in other similar studies (e.g. Crowston,

K., Annabi, H. & Howison, J. (2003» a quantitative approach was used to

carry out the empirical study. Quantitative analysis refers to the numerical

representation and manipulation of observations for the purpose of

describing and explaining phenomena that those observations reflect

(Babbie and Mouton, 2004).

The questionnaire incorporated items from the E-S-QUAL instrument for

the following reasons:

... The rate of recurrence of the SERVQUAL scale (Parasuraman et

aI., 1988), and subsequent E-S-QUAL scale (Parasurarnan et aI.,

2005) in the literature.

.... Both these frameworks have been extensively cited and have been

tested and adopted in various contexts by both IS and marketing

researchers.

.... Thus the e-SQ dimensions that comprise the E-S-QUAL Scale

(Parasuraman et aI., 2005) were used as a basis for the

questionnaire.

... Furthermore, this scale has become dominant in that the e-SQ

dimensions have been empirically proven as being valid constructs

in the evaluation of online service quality.

The E-S-QUAL items were slightly adapted and reworded to suit a

Telecommunications context so that the questions asked had relevance

within the environment where the questionnaire was being administered.

For example the use of a telecommunications concept was added to one

of the questionnaire items for clarity: The site makes new products (e.g.

Data Bundle Voucher) available for delivery within a suitable time frame.
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3.7.1 Use ofa questionnaire
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Using a questionnaire, the study employed quantitative methods to gather

information from the three stakeholder groups. Quantitative research is

quite useful when assigning numbers to perceived qualities of things

(Babbie and Mouton, 2004). The questionnaire comprised detailed

instructions that the respondent had to adhere to in order to accurately

complete it. Participants were given the same questionnaire across the

stakeholder groups so that direct comparisons between the results were

possible.

3.7.2 Sampling

The ultimate purpose of sampling is to select a set of elements from a

population in such a way that descriptions of those elements (statistics)

accurately portray the parameters of the total population from which the

elements are selected.

Sampling refers a lot about observations namely what or who to observe.

According to Babbie and Mouton (2004), a social researcher has a whole

world of potential observations. A critical part of social research is the

decision of what to observe and what not. Sampling is the process of

selecting observations.

Sampling types include probability sampling. "In probability sampling,

every member of the target population has a known, non-zero probability

ofbeing included in the sample. Probability sampling implies the use of

random selection. Random sampling eliminates subjectivity in choosing a

sample. n (Fink, 1995: 29).

Probability sampling was considered, but not used for the reasons given

below:
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Over a period of four months, the questionnaires were completed

electronically and returned to the specified recipient e-mail address.

Questionnaire ratios distributed in comparison to those returned are

summarised in Table 3.2:

Table 3.2: Number of questionnaires distributed

ResDOndent group Distributed
Service Providers 157
HeloDesk Staff 4
IntemallS Slaff 5

3.8 RELIABILITY AND VALIElITY: COMPLETENESS CHECKS

After manually screening the data 4 of the returned questionnaires from

the Service Provider's were eliminated. The reason for this was that there

was a large number of missing values. Data from 2 SP questionnaires was

checked and two minor items were not completed. These SP's were

contacted and the amendments made to increase the response rate. All

questionnaires from the HelpDesk and Internal IS group were correctly

completed.

In total 47 questionnaires were used for analysis. This consisted of 38

SP's, 4 HelpDesk Staff and 5 Internal IS Staff.

3.9 CAPTURING OF DATA

The results of the questionnaires were recorded on a spreadsheet

consisting of three capture sheets for each of the respondent groups. The

capture sheets allowed the researcher to input each response from the

questionnaire as reflected in Figure 3.4.
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- '-''',",
~

1.1
I~J iiJ" ~,

Service pro.,ilfer
: .. ) - .~- ..,."

1.:2
Cc

1.7No. Representative 1.3 1.4 1.5 1.6 1.8 1.9
1 Jana van der Walt SprinQs 5 5 5 5 5 4 1 4 5
2 Tatum Davids Canal Walk 3 4 4 4 4 4 4 4 4
3 Belinda Pieterse Nelson Mandela Square 4 4 3 4 4 4 4 4 4
4 lise du Plesis Mimosa 4 4 4 4 4 4 4 4 4

Figure 3.4: Sample of capturing instrument for each questionnaire item

Responses were coded from 1 to 5 as follows:

.. 1 =Strongly Disagree

.. 2 =Disagree

.. 3 = Not applicable to me

... 4 = Agree

.. 5 = Strongly Agree

Once the data was captured, summaries were created for each of the e­
sa dimensions and stakeholder groups. The open-ended items that did

not form part of the e-sa dimension (see 3.6) were also captured using a

spreadsheet and were summarised according to stakeholder group. The

questionnaire administration process is depicted in Figure 3.5:
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I~ IntemallS Staff
IntemallS Staff e-Mail Ii Data captured according

0 to a 5-point Likert scale;
M A Averages produced for
A T each e-SQ dimension.
I A
L

V
F A Service Provider

e-Mail 0 L Data captured according
Service L I to a 5-point Likert scale;
Provider .•• 0 .: 0 Averages produced for

E, A each e-SQ dimension.
. i; T

1m
I
0
N

e-Mail
';im HelpDesk Staff

HelpDesk Staff ~
Data captured according

. -0- to a 5-point Likert scale;

0 0 Averages produced for
each e-SQ dimension.

D 0-

e-Mail folder to
which
completed
questionnaires
were sent.

Data checking ­
ensuring that all
items in the
questionnaire have
been comcleted.

Figure 3.5: Questionnaire administration process

3.10 APPROACH FOR ANALYSING DATA

The goal of analysis is to address the initial propositions of the case study

while treating the evidence fairly (Rahim and Baksh, 2003). Analysis

involves "breaking up" the data into manageable themes, patterns, trends

and relationships (Mouton, 2004). The following approach was used to

analyse the data :.

.... Summarise the data received.

... Compile appropriate tables and graphs.

... Examine relationships among variables.
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.. Determine what the perceptions of the multiple stakeholders

are regarding how DealerWeb delivers on the various e­

service quality dimensions.

.. Compare stakeholder perceptions of e-SQ to determine

differences.

.... Determine differences between stakeholder expectations

and stakeholder perceptions of e-SQ and establish gaps, if

any.

'*- The results from the above would then be used to determine

if a multi-stakeholder evaluation brings about a holistic

perspective of IS effectiveness compared to a single

approach.

.. Develop and propose a model of evaluating IS Effectiveness

using e-SQ constructs amongst multiple stakeholders.

The results of the evaluation across the three stakeholders groups were

compared and conclusions were drawn.

3.11 CHAPTER CONCLUSION

In this chapter, a detailed summary was given on the design and

methodology followed to conduct the case study. The case study was

implemented using a single organisation and web-based system. The

chapter can be summarised having covered:

• The research framework

... Research design

'* Overview of the case study

• Questionnaire design

• Research methods

... Sampling

... Questionnaire distribution and receipt

..j. Reliability and validity: completeness checks

.. Capturing of questionnaire data
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..... Approach for analysing data:

comparisons

summarising and drawing

In summary, a detailed methodology of how a multi-stakeholder

evaluation of IS Effectiveness was conducted at a single-organisation.

This chapter has identified which considerations must be taken into

account when evaluating IS as a single-stakeholder approach would

indicate a narrow view of IS assessment.
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CHAPTER 4

DATA ANALYSIS AND INTERPRETATION

4.1 INTRODUCTION

This chapter presents the results of the data analysis and discusses the

findings. Figure 4.1 presents an overview of the key aspects of the

analysis, which in turn are responses to the research questions. Figure 4.1

also indicates which sections of this chapter the different analyses are

presented in.

Section 4.5

What are the
expectations
of the multiple
stakeholders
regarding e­
sa delivered
by
DealerWeb?

Section 4.6

What are the
perceptions of
the multiple
stakeholders
regarding
DealerWeb

Research
Question:
1.4.1

Section 4.10

How do
perceptions of e-
SQ differ
amongst the
different
stakeholder
groups

Research
Question: 1.4.2

Section 4.7 &4.8

Comparing
stakeholder
expectations to
stakeholder
perceptions of e­
sa and
identifying gaps

Research
Question: 1.4.4

Section 4.9

Does a multi­
stakeholder
evaluation of an
IS provide a
more holistic
perspective of IS
effectiveness

Research
Question: 1.4.3

Figure 4.1: Overview of the key aspects of data analysis showing which section of
this chapter they represent
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An overview of the administration of the questionnaire is presented below

as well as a profile for each stakeholder group.

4.2.1 Results: Rate of return

Table 4.1: Overall Stakeholder Questionnaire Information

Stakeholder Total Questionnaires Response rate
Group Population Received
Service Providers 150 38 25.33%-
Helpdesk Staff 4 4 100%
(Super Users)
IS Project Team 5 5 100%

From Table 4.1, the ratios of returned and validated questionnaires are as

follows:

Service Providers: Internal IS Staff: Helpdesk = 38: 5: 4. The importance

of this ratio is that the average percentages would differ significantly where

the sample population is minute. In other words, noticeable differences in

average stakeholder group responses are visible between rating criteria.

The Service Provider has the highest number of responses, hence during

analysis it was observed that the variance between rating criteria was less

explicit. The response rate of the service providers indicate that less than

a third completed and returned the questionnaire. This outcome can be

viewed negatively as the true indication of the perception of the

DealerWeb system rnight not be evident given the low return.

4.2.2 Usage of the DealerWeb System

The key objective of this section is to report on the extent to which

DealerWeb is used by the 3 stakeholder groups. Furthermore, this section

provides information on the use of the system by each stakeholder group.
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DealerWeb held by the stakeholder groups. The use of a weighted

average for each stakeholder group using e-SQ criteria as well as

computing the average across the three groups, provides a holistic

perspective of the service quality delivered by the DealerWeb system.

One of the main objectives in reporting the findings is to compare the

stakeholder expectations to stakeholder perceptions of e-SQ dimensions.

For this study, the importance of e-SQ dimensions are regarded as the

expectations the stakeholders had pertaining to those e-SQ dimensions.

Low evaluative scores compared to high stakeholder expectations of e-SQ

dimensions, could suggest which e-SQ dimensions possibly require

greater attention based on the gap between expectation and perception of

e-SQ.

The columns in the tables in which the data is reported are organised as

follows:

'*- e-SQ dimension as defined by Parasuraman et al. (2005).

.. The total number of responses for each e-SQ dimension.

Note that the items in the 5-point Likert scale in the questionnaire were

Strongly Disagree, Disagree, Not applicable to me, Agree and Strongly

Agree. In order to provide a more definitive rating of each e-SQ dimension

and stakeholder group, the rating criteria have been combined as follows:

'*- Strongly Disagree and Disagree as a single criteria.

'*- Strongly Agree and Agree as a single criteria.

Other pertinent information that needs to be highlighted as follows:

• Each e-SQ dimension has a weighted average depicting the

overall rating for the dimension.

'*- All items in the questionnaire were positively worded.

Therefore the high scores summarised in "strongly agree I

agree" columns would indicate satisfaction in a particular

dimension.
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.. A rating of less than 50% represents the minority of the

stakeholder responses. In other words, it indicates that an e­

sa dimension has been rated unsuccessfully.

.... A majority percentage of greater than 50% is regarded as a

successful evaluation of that e-Sa dimension.

4.4 WEIGHTED AVERAGES

A weighted average differs from an average in that a weighted average

retums a number that depends both on its value and its weight

(Investopedia, 2007). It is suitable for analysis in that it is representative of

the sample population that participated in the evaluation.

In each table a weighted average has been calculated. A weighted

average refers to an average in which each quantity to be averaged is

assigned a weight (Investopedia, 2007). These weightings determine the

relative importance of each quantity on the average. Weightings are the

equivalent of having that many like items with the same value involved in

the average. The following example demonstrates weighted averages

using 4 steps:

Value: 10 8 5 4

Occurrences: 2 2 1 10

3 2 1 0

8 7 68 2

To average these values, do a weighted average using the number of

occurrences of each value as the weight. The formulae to calculate a

weighted average is as follows:
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1. Multiply each value by its weight.

Calculation Result

10' 2 20
8'2 16
5 '1 5

4 '10 40
3'8 24
2'7 14

1 '68 68
0'2 0
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2. Add up the products of value times weight to get the total value. (Result:

r = 187)

3. Add the weights themselves to get the total weight. (Result: r = 100)

4. Divide the total value by the tota! weight. (Result: 187/100 =1.87).

In the context of this study, a weighted average refers to the accumulative

scores of each e-SQ item and items on the Likert scale, divided by the

number of responses. For example, in the 'X' stakeholder group for the 'Y'

e-SQ dimension, there were 7 evaluation items:

• Assigned to each evaluation item are rating categories such as

Strongly Agree 1 Agree, Strongly Disagree 1 Disagree, etc. These

ratings will be split across the "1' evaluations items defined above.

• 20 respondents

Therefore weighted average for the 'Y' e-SQ dimension is computed as

follows:

For the Service Provider group, and e-SQ dimension, the study reports the

following viz.:

.. 31 (Strongly Agree) responses

... 9 evaluation items

.... 20 respondents

• Therefore the weighted average = 31/ (9' 20)

=0.17' 100(%)

=17%
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In the results presented, for each stakeholder group, a weighted average

has been attached to every e-SO dimension. This weighted average

provides an indication of which dimensions might not have met their

Service Ouality expectations. Using these averages, the DealerWeb

design team has a clearer indication of areas that need attention or

possible redevelopment. If these ratings are arranged in ascending order,

the focus of the lowest rated dimension can be prioritised as most

important. In doing so, the resources in terms of time and material can be

apportioned in such a way that the lower rated dimensions receive greater

resource provision. Weighted averages are thus useful in that they provide

a benchmark against which to evaluate each e-SO dimension if the same

Information System is evaluated" again after improvements have been

effected to the system.

4.5 IMPORTANCE OF E-SQ DIMENSIONS TO DEALERWEB USERS

The importance of e-SO dimensions refers to whether the stakeholders

perceived the evaluation criteria used in the instrument to be important to

the evaluation exercise. This section presents a summary of responses to

the "Expectations of e-SO" section in the questionnaire which indicated the

importance of each dimension. These were used to determine how the

stakeholder expectations of e-SQ dimensions compare to the stakeholders

perception of the e-SQ dimensions. In the "Expectations of e-SO" section

of the questionnaire, the rating criteria of important and critically important

were combined as the overall rating of how significant each e-SO

dimension is to each of the stakeholder groups. In other words, the

accumulative total of the two rating criteria will present the importance

rating.

4.5.1 Service Providers

The overall summary of how important the e-SO dimensions are to the

Service Provider stakeholders is depicted in the Table 4.3. Appendix H
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contains more detailed tables that show actual responses l.e, the scores

for each criteriion contained in each dimension. These tables reflect

exactly how the weighted averages have been computed.

Table 4.3: Summary of Service Provider responses

Service Provider

e-SQ Dimension . Irrelevant Not Important Important Critically
Imoortant

Privacy 0% 5% 35% 60%

Fulfilment 0% 0% 30% 70%

Efficiency 0% 0% 10% 90%

Reliability 0% 0% 10% 90%.
Responsiveness 0% 0% 20% 80%

Compensation 0% 0% 40% 60%

Contact 0% 0% 25% 75%

Weighted 0% 0.71% 24.29% 75%
Averaae

From Table 4.3 the following observations were made:

...L All e-SQ dimensions are important to the Service Provider

stakeholder group with averages exceeding 50% in important and

critically important columns Le. 75% of the respondents indicated

that the e-SQ dimensions were critically important.

...L Reliability and Efficiency are the most critically important of the

seven dimensions with a weighted average of 90%.

.... With each e-SQ dimension having a weighted average of over 50%

and an overall weighted average of 75% for critically important, it

therefore suggests that all of the e-SQ dimensions are important to

this stakeholder group. The overall importance rating = 75% +

24.29% viz. 99.29%.
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4.5.2 Helpdesk
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The overall summary of how important the e-SQ dimensions are to the

Helpdesk stakeholder is shown in Table 4.4. Appendix J contains more

detailed tables that show actual responses l.e. the scores for each criteria

contained in each dimension.

Table 4.4: Summary of Helpdesk Staff responses

HelpDesk

e-SQ Dimension Irrelevant Not Important Important . Critically
Important

Privacy 0% 0% 25% 75%

Fulfilment 0% 0% 25% 75%

Efficiency 0% 0% 25% 75%

Reliability 0% 0% 50% 50%

Responsiveness 0% 0% 0% 100%

Compensation 25% 25% 0% 50%

Contact 0% 0% 50% 50%

Weighted Average 3.57% 3.57% 25% 61.86'Y.

From Table 4.4 the following observations were made:

... The Service Provider stakeholder group found all e-SQ dimensions

to be important.

... However, the relatively low weighted averages of Reliability,

Compensation and Contact (50%) are possible areas of concern as

compared to the weighted averages of the other dimensions for this

stakeholder group. It is possible that these dimensions may not

really be important to this group of stakeholders.

... The rating of 75% for Reliability for this group warrants some further

investigation. This is because one would assume that in terms of

the nature of the support provided by this stakeholder, the
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4.5.2 Helpdesk

Page 68

The overall summary of how important the e-SQ dimensions are to the

Helpdesk stakeholder is shown in Table 4.4. Appendix J contains more

detailed tables that show actual responses i.e. the scores for each criteria

contained in each dimension.

Table 4.4: Summary of Helpdesk Staff responses

HelpDesk

e-5a Dimension Irrelevant Not Important Important Critically
Important

Privacy 0% 0% 25% 75%

Fulfilment 0% 0% 25% 75%

Efficiency 0% 0% 25% 75%

Reliability 0% 0% 50% 50%

Responsiveness 0% 0% 0% 100%

Compensation 25% 25% 0% 50%

Contact 0% 0% 50% 50%

Weighted Average 3.57% 3.57% 25% 67.86%

From Table 4.4 the following observations were made:

... The Service Provider stakeholder group found all e-SQ dimensions

to be important.

... However, the relatively low weighted averages of Reliability,

Compensation and Contact (50%) are possible areas of concem as

compared to the weighted averages of the other dimensions for this

stakeholder group. It is possible that these dimensions may not

really be important to this group of stakeholders.

... The rating of 75% for Reliability for this group warrants some further

investigation. This is because one would assume that in terms of

the nature of the support provided by this stakeholder, the
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availability, i.e. reliability of the system, should be one of the key

system attributes.

~ Each e-SQ dimension has a weighted average of 50% and above,

and an overall weighted average of 67.86%. This suggests that

each e-SQ dimension is of critical importance to this stakeholder.

4.5.3 Internal IS Staff

The overall summary of how relevant the e-8Q dimensions are to the IS

Staff stakeholders is depicted in the table below. Appendix I contains more

detailed tables that show actual responses i.e. the scores for each criterion

contained in each dimension.

Table 4.5: Summary of IS Staff responses

Internal IS Staff

e-sc Dimension Irrelevant Not Important Important Critically
Important

Privacy 0% 0% 20% 80%

Fulfilment 0% 0% 40% 60%

Efficiency 0% 0% 40% 60%

Reliability 0% 0% 0% 100%

Responsiveness 0% 0% 40% 60%

Compensation 0% 0% .40% 60%

Contact 0% 20% 20% 60%

Weighted Average 0% 2.86% 28.57% 68.57%

From Table 4.5 the following observations are made:

* All e-8Q dimensions are important to the IS Staff Stakeholders with

weighted averages of above 50%.

~ The IS Staff have rated Reliability as the most critical e-SQ

dimension at 100%. This suggests that in order for DealerWeb to
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provide satisfactory service quality, the web-based system should

be reliable. .

.. Reliability is followed by Privacy at 80%. This would suggest that

Internal IS Staff regards access to certain data and information as

confidential to the information owners.

.. With each e-SQ dimension having a weighted average of above

50%, and an overall weighted average of 68.57%, it therefore

suggests that each e-SQ dimension is of critical importance to this

stakeholder group.

4.5.4 Combined stakeholder. responses to importance of e-5Q

dimensions

Table 4.6: Summary of the three stakeholders according to weighted averages of e­
SQ importance

Stakeholder Irrelevant Not Important Critical
Important

Service Providers 00/. 0.71% 24.29% 75%

IS Internal Staff 00/0 2.86 28.57 68.57

Helpdesk 3.570/0 3.57% 25% 67.86%

Weighted Average 1.19% 2.38% 25.95% 70.48
.

From Table 4.6 the following observat:ionswere made:

.. The average of the important and critically important columns

accumulates to 96.43% (i.e. 70.48% + 25.95%). Therefore it can be

noted that the e-SQ dimensions are perceived to be important

across all stakeholder groups.

.. The highest reporting percentage of"Critical" (75%) resides with the

Service Provider stakeholder. This suggests that these are the

primary end-users.
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This section focuses on the scores indicated by each stakeholder group

for each e-SQ dimension. These dimensions consist of a set of evaluation

criteria items which stakeholders had to respond to. The dimensions were

defined in the questionnaire as follows:

Table 4.7: Definition of e-5Q Dimensions

e-5Q Dimension Definition
Privacy The degree to which the site is safe and protects all information.

Fulfilment The extent to which the site's promises about order delivery and
item availabilitv are fulfilled.

Efficiency The ease and speed of accessing and using the site.
.

Reliability (system The correct technical functioning of the site.
availability)

Responsiveness Quick response and ability to get help if there is a problem or
question.

Compensation The decree to which the site compensates users for problems.
Contact The availability of assistance through telephone or online. In other

words the ability to get on the site quickly and to reach the
company when needed.

In the interpretation of the data in the following sections a majority

response is considered to be 51% and above. For example if a particular

stakeholder group has returned a summed response of 55% for a specific

e-SQ dimension, then this is considered as an expression of satisfaction

that the system is perceived to be performing adequately for the specific

criteria set.

The same applies where 51% and above have rated an e-SQ dimension

as inefficient. This in turn will serve as an indicator in this study to specify

perceptions of failure of e-5Q dimensions.
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4.6.1 Service Provider Evaluation

Table 4.8: Summary of Service Provider responses
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r-

e-5Q Service Providers' Responses

Strongly disagree I Not applicable to me Strongly Agree I
Disagree Agree

Privacy 8.19% 6.14% 85.67%

Fulfilment 14.25% 10.53% 75.22%

Efficiency 21.99% 7.71% 70.30%

Responsiveness 22.18% 10.90% 66.92%

Contact 22.11% 11.58% 66.32%

Compensation 21.71% 21.05% 57.24%

Reliability 41.73%
. 7.14% 51.13%

Weighted Average 21.74% 10.72% 67.54%

The overall summary of Service Provider responses according to weighted

averages are shown in Table 4.8 in descending order of the rating

category Strongly Agee I Agree. Appendix E contains more detailed tables

that show actual responses for each of the criteria associated with the e­

sa dimension.

From Table 4.8 the following observations are made:

-+- Privacy was rated the highest at 85.67% followed by Fulfilment at

75.22% for this stakeholder group.

... DealerWeb appears to be meeting all expectations of the Service

Providers regarding service quality.

-+- However, the relatively low weighted averages for Reliability and

Compensation are possible areas of concem as compared to the

weighted averages of the other dimensions for this stakeholder

group. As this stakeholder group represents the primary end-users.

such a low response to reliability of DealerWeb has an impact on

the successful evaluation of the system.
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... Table 4.3 depicts Reliability as important and critically important

in providing Service Quality to the Service Provider group.

However, Reliability has the lowest (51.13%) evaluation for this

stakeholder group. The rating of just over 50% could be

regarded as unsatisfactory in comparison to the extent to which

the service Provider group has indicated the importance of

Reliability. The evaluation of Efficiency as one of the top three

most successful dimensions coincides with Table 4.3 as being a

dimension indicated with a high level of importance for the

Service Provider group.

From these ratings it is evident that DealerWeb is possibly lacking in

the areas of Reliability and Compensation. These dimensions are both

in the 50% category l.e. 50% - 59%, and might require further attention

if compared to the other e-SQ dimensions which have weighted

averages of greater than 60%.

None of the e-SQ dimensions were rated unsuccessfully by the Service

Providers l.e, in the below 50% category. It could thus be concluded

that the DealerWeb System has met this stakeholder's expectations of

service quality.

For all seven dimensions, the rating criteria of "not applicable to me"

are relatively low compared to the other rating categories.

Compensation has the highest percentage of 21.05%. This indicates

that e-SQ criteria used in this survey are applicable to the evaluation of

Service Quality in this type of environment, for this stakeholder group.

Reliability and Efficiency have the highest rating of dissatisfaction of

service quality at 41.73% and 21.99% respectively. If the weighted

average of 50% justifies satisfactory perception of Service Quality, then

Reliability is cause for possible concem at 41.73%. As shown in Table

4.2, more than 50% of the Service Providers utilise DealerWeb for day
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to day operations. In other words, the system's availability for business

purposes is pertinent to the operability of a Service Provider outlet.

4.6.2 Internal IS Staff Evaluation

Internal IS Staff are responsible for the entire Systems Development

Life Cycle (SOLe) of DealerWeb. The SDLC consists of Systems

Investigations and Specifications; System Analysis and Design;

System Development and Testing; and System Implementation and

Maintenance. The responses are summarised in Table 4.9.

Table 4.9: Summary of Internal IS Staff Questionnaire responses

Internal IS Staff Responses

Strongly disagree I Not applicable to Strongly Agree I
Disagree me Agree

Efficiency 20% 21.43% 58.57%

Fulfilment 8.33% 35% 56.67%

Privacy 15.56% 28.89% 55.56%

Reliability 37.14% 14.29% 48.57%

Responsiveness 25.71% 25.71% 48.57%

Contact 32% 24% 44%

Compensation 35% 40% 25%

Weighted Average 24.82% 27.05% 48.13%

The overall summary of Internal IS Staff responses according to weighted

averages are shown in Table 4.9 in descending order of success.

Appendix F contains more detailed tables that show actual responses for

each of the criteria associated with the e-SQ dimension.

From Table 4.9 the fol/owing observations were made:

... Efficiency was rated the highest at 58.57% followed by Fulfilment at

56.67% for this stakeholder group.
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... DealerWeb does not appear to be meeting the e-SQ expectations

of the Internal IS Staff stakeholder group with the overall weighted

average being 48.13%.

.. The majority of the e-SQ dimensions have been rated as

unsatisfactory as four dimensions have been rated below 50%.

.. These ratings indicate that DealerWeb is possibly lacking in the

areas of Compensation, Contact, Responsiveness and Reliability.

The rating of these e-SQ dimensions are below average and

possibly not acceptable and therefore requires greater development

or maintenance focus.

... A comparison can be made with the results of Table 4.5 in which

the Internal IS stakeholder group has indicated that all e-SQ

dimensions are important. However, the expectations of the Internal

IS group have not been satisfied as four of the e-SQ dimensions

have a rating of below 50%.

.. In section 4.5.3 it was established that the Internal IS Staff has

indicated that Reliability was Critical in providing Service Quality.

Consequently, Reliability has been perceived by the Internal IS

group as being unsatisfactory with a rating of 48.57%.

Table 4.10: Internal IS Staff weighted averages for disagree and not applicable
rating .

E-SQ Dimension Disagree Not applicable to me
Privacy 15.56% 28.89%
Fulfilment 8.33% 35%
Efficiency 20% 21.43%
Reliability 37.14% 14.29%
Compensation 35% 40%
Contact 35% 25%
ResDonsiveness 25.71% 25.71%

Table 4.10 depicts that this stakeholder group has percentage ratings in

the category "Not applicable to me" as rated higher than the "Disagree"

category. For example, this group negatively rated the Compensation of

the system at 35%, but at the same time 40% as "Net applicable to me".
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This implies that only 25% were satisfied with this e-SQ dimension. A

possible reason for the low success rating could be that these are not the

primary users of the system. Given that the questionnaire items were

phrased from a holistic perspective, variances in stakeholder perceptions

could be expected. Possible reasons for the low rating of the system from

this group could be related to factors such as insufficient or unclear user

requirements; unrealistic time constraints to implement a thorough SOLC;

insufficient design or development tools; insufficient infrastructure, among

others'.

This group does not have a rating score of greater than or equal to 60%

which indicates that the e-SQ dimensions indicated as satisfactory

represents half of the respondent perceptions only. Four of the 7 e-SQ

dimensions were rated unsuccessfully by the Internal IS Staff. It could thus

be concluded that the OealerWeb System has not met this group's

expectations of e-SQ.

In all 7 dimensions, the response to the "not applicable to me" item on the

Likert scale are high with a maximum rating percentage of 40% for

Compensation. The inverse of this applies to the SP group where most

questionnaire items were applicable. This suggests that not all the same

questionnaire items to measure e-SQ of DealerWeb are applicable to all

stakeholder groups. This is understandable for this category of stakeholder

as their role function is the development and maintenance of the system.

Nevertheless, their perceptions of the effectiveness are important. For

future evaluations, the instrument for this group could be reworded to cater

for their view as system developers.

Reliability, Compensation and Contact have the highest rating of

dissatisfaction of service quality at 37.14%, 35% and 35% respectively.

With 50% justifying satisfactory perception of Service Quality, the

dimensions Reliability, Responsiveness, Contact and Compensation are

cause for possible concern at 48.57.%, 48.57%, 44% and 25%

I This however isa matter for furtherinvestigation
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respectively. As indicated in Table 4.2, more than 50% of the IS Staff

utilise DealerWeb operationally. This study assumes that this is a support

and maintenance function. This could possibly highlight an insider view of

poor design or development of the system.

4.6.3 Helpdesk Staff Evaluation

These are Super Users of the system who aid in the operability of

Dealerweb to Service Providers. These individuals are the first line of

support to Service Providers regarding assistance and queries with

Dealerweb. Super Users 2 assist in providing detailed system

requirements to the IS staff and assists in the User Acceptance Testing of

Dealerweb. The responses for this group are presented in Table 4.11:

Table 4.11: Summary of Helpdesk Staff responses

Helpdesk Staff Responses
Strongly disagree J Not applicable to me Strongly Agree I

Disagree Agree

Privacy 2.78% 13.89% 83.33%

Contact 25% 0% 75%

Efficiency 28.57% 7.14% 64.29%

Responsiveness 21.43% 17.86% 60.71%

Fulfilment 18.75% 29.17% 52.08%

Compensation 12.5% 50% 37.5%

Reliability 57.14% 14.29% 28.57%

Weighted Average 23.74% 18.91% 57.35%

The overall summary of Helpdesk Staff responses are shown in Table

4.11, arranged in descending order of responses for the Strongly Agree I

2 Super users refer to 8 group that providesinput as to how the Irtformation System shOuld fundicn and assists in the administration of

tfIe system. This group also defineS the business rules that must be applied.
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Agree item of the Likert scale. Appendix G contains more detailed tables

that show actual responses for each of the criteria associated with each e­

SQ dimension.

From Table 4.11 the following observations were made:

~ Privacy was rated the highest at 83.33% followed by Contact at

75%.

.... DealerWeb appears to be meeting the overall e-SQ expectations of

the Helpdesk stakeholder group with a weighted average of

57.35%.

.... However, the relatively low weighted average of Compensation and

Reliability as compared to others, are possible areas of concern

with rating percentages of below 50%.

~ Wrth 50% and above indicating satisfactory perception of e-SQ, it is

clear that these dimensions require greater systems development

or maintenance focus.

.... In section 4.3.4 it was established that the Helpdesk had indicated

Responsiveness as Critical in providing Service Quality. However,

this dimension is not the highest ranked in terms of the most

satisfactory dimension. Responsiveness has the fourth highest

rating which could indicate that its perception is unsatisfactory for

the HelpDesk stakeholder group.

The HelpDesk staff group had an overall satisfactory perception of e-SQ

(60% +). This group has satisfactory perception rating scores for Privacy,

Efficiency, Contact and Responsiveness. Fulfilment has a rating score of

52.08% and could require improvement to align it with the four satisfactory

e-SQ dimensions.

Only two of the 7 e-SQ dimensions were rated as unsatisfactory by the

Helpdesk viz. Compensation and Reliability. It could be concluded that the

DealerWeb System has met the expectations of service quality. In other
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words, holistically, more than half the e-Sa dimensions are regarded as

having met the expectations of this stakeholder group.

In all seven dimensions, the items of the Likert scale "not applicable to me"

are low except for Compensation which is at 50%. This suggests that the

items for each e-Sa dimension are applicable to the HelpDesk group.

Reliability and Compensation have the highest indication of dissatisfaction

at 28.57% and 37.5% respectively. Since satisfactory perception is

indicated at above 50%, then Reliability and Compensation is cause for

possible concern. As shown in the Table 4.2, more than 50% of the

HelpDesk Staff use DealerWeb operationally. This study assumes that this

is a support function assisting SP's with operational queries. More than

50% of the e-sa dimensions have been indicated as having satisfactory

perceptions. Thus it could be concluded that holistically the system has

been perceived to be satisfactory for the HelpDesk group.

4.6.4 Comparing the Evaluation across Stakeholder Groups

Table 4.12 is a comparison of how the 3 stakeholder groups have rated

the quality of service provided by DealerWeb in terms of responses to

Agree I Strongly Agree on the Likert scale. In Table 4.12, the overall rating

has been calculated by adding the weighted averages across the 3

stakeholder groups and then calculates the average thereof. Therefore the

overall rating: (67.69% + 47.99% + 57.67%) I 3 = 57.67%. This indicates

that overall, the quality of service provided by DealerWeb across the

stakeholder groups is satisfactory.
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Table 4.12: Comparison of three stakeholder groups - % Agree I Strongly Agree

e-SQ Dimension Rating

Service Providers IntemallS Staff Helpdesk

Privacy 85.67% 55.56% 83.33%

Fulfilment 75.22% 56.67% 52.08%

Efficiency 70.30% 58.57% 64.29%

Reliability 51.13% 48.57% 28.57%

Responsiveness 66.92% 48.57% 60.71%

Compensation 57.24% 25% 37.5%

Contact 66.32% 44% 75%

Weighted Average 67.69%
.. 47.99% 57.34%

Overall Rating 57.67%

From Table 4.12, the following observationsare made:

... Privacy: The SP's and Helpdesk have a similar rating for this

dimension. The Intemal IS group rating is lower compared to the

HelpDesk and SP group. The assessment of the e-SQ dimensions

by the Intemal IS group, could have resulted as a consequence of

the in depth knowledge the group has with regards to the technical

functioning of the system.

.. Fulfilment: The SP's have rated this dimension higher than the

other stakeholder groups. Since the SP's are the primary users of

the system, this perception of the system is satisfactory as

DealerWeb is extensively used in the daily operations of SP outlets.

.. Efficiency: It is positive that SP's have well indicated that this

dimension is satisfactory. SP'g endeavour to provide an efficient

service to customers and DealerWeb supports this initiative. A

slightly lower rating by the Helpdesk could mean that certain
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processes within the system are not streamlined enough to provide

a more efficient service to the SP's.

.. Reliability or system availability: Both the Internal IS and Helpdesk

group have rated this dimension as unsuccessful. Consequently,

the SP's have indicated that this dimension is satisfactory. However

with a low rating of 51.13%, there might be cause for concern. The

low perception of the dimension by the Internal IS and Helpdesk

group highlights that a few possibilities could have resulted in this

rating e.g. inferior or unreliable infrastructure that the application

was developed on or used to host to the system. From an IS

development perspective, the development tools or infrastructure

used were possibly not the recommended or adequate tools for the

development of a reliable system. Other possibilities include limited

application development bUdget to purchase the recommended

development tools or bad management decisions. Therefore, it

could have resulted in the Internal IS team developing the

application below their personal recommended standards. This

possibility is supported by the low perception allocated to this

dimension by the SP's.

.. Responsiveness: The SP and the Helpdesk group have indicated

that this dimension provided above average (60% +) service quality.

This suggests that both groups perceived that Dei:J1erWeb provides

a satisfactory level of interaction with the users of the system. In the

context of the Helpdesk Staff, this could be interpreted as sufficient

feedback being provided which limits queries the SP's might have

regarding system functionality. Consequently, the Helpdesk might

have rated this dimension differently if ongoing support to the SP

was not sufficiently facilitated by the system.
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.. Compensation: The Intemal IS and Helpdesk group have perceived

this dimension as being unsuccessful. However, the evaluation

results indicate that the item of the Likert scale "not applicable to

me" is high at 40% for the Internal IS and 50% for the Helpdesk

groups. Therefore it can be concluded that this dimension is not as

important for these 2 groups. This correlates with Table 4.4 and

Table 4.5 which shows that the HelpDesk and Internal IS group

have not indicated the e-SQ dimension as critical in comparison to

other dimensions for these groups.

.. Contact: As stated previously, the primary and super users of

DealerWeb are the SP and HelpDesk groups. These stakeholders

have indicated that the system provides a satisfactory level of

service quality from a Contact perspective. The Helpdesk has

indicated the highest rating for this dimension, namely 75%. This

could suggest that the system facilitates providing assistance that

would normally be provided by a Helpdesk agent. However, the

Internal IS group has perceived this dimension as unsuccessful.

This could imply that the full capability of providing assistance to the

user has not fully been incorporated into the system.

In summary, the Intemal IS group gave an overall rating of 47.99% to the

DealerWeb System providing service quality across the 7 dimensions. This

is a concern as the Internal IS group has the responsibility of the analysis,

design and development of the application. Factors that could possibly

have influenced the unsatisfactory perception of the system are limited

budget for a comprehensive SDLC, developing against a poorly specified

user requirement document. not having adequate development tools, etc.

Additionally, some e-SQ dimensions are less important to one group as

compared to another, which in turn has influenced how these stakeholder

groups have evaluated the system.
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From Table 4.12 it can be observed that collectively the three stakeholder

groups have indicated that DealerWeb provides a satisfactory level of

service quality with an overall rating of 57.67%. It is however clear that

across the DealerWeb, not all features of the system represented by the e­

SQ dimensions are optimal and therefore require attention.

4.7 COMPARING STAKEHOLDER EXPECTATIONS TO

STAKEHOLDER PERCEPTIONS OF E-5a3

This section compares the perceptions of e-SQ dimensions in 4.6 to the

stakeholders' expectations of e-SQ dimensions in 4.5.

The rating criteria used to indicate the importance of the e-SQ dimensions

for each stakeholder group are: Irrelevant; Not Important; Important; and

Critically Important. For this study, Important and Critically Important

criteria were combined and used as a single indicator of e-SQ importance.

For example, if an e-SQ dimension was rated as Important (10%), and

Critically Important (60%), then 70% would indicate the level of importance

of a particular e-SQ dimension. The tables that follow depict the following

in sequence:

... The perception of the e-SQ dimension

... Rating of "Important" then "Critically Important" e.g. 10% ; 60%

... The accumulative sum of the indicators "Important" and "Critically

Important" e.g. 70%.

3 Expectations refer to what the stakeholder desires whereas perception refers to how the
stakeholder observes a certain scenarios.
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Table 4.13: Service Providers: Stakeholder expectation versus stakeholder
perception of e-5Q dimensions

e-5Q Dimension Stakeholder Stakeholder Expectation
Perception Important Critically Accumulative

Important sum

Privacy 85.67% 35% 60% 95%..
Efficiency 70.30% 10% 90% 100%

Responsiveness 66.92% 20% 80% 100%
Reliabilitv 51.13% 10% 90% 100%
Contact 66.32% 25% 75% 100%
Compensation 57.24% 40% 60% 100%
Fulfilment 75.22% 30% 70% 100%

Table 4.13 clearly indicates that each dimension evaluated is important to

the Service Provider group. It is evident that all of the Service Provider

expectations of the e-SQ dimensions have been satisfied as the

percentage rating exceeds 50%.

Reliability and Compensation has the lowest perception of satisfaction.

Compared to the expectations of these 2 e-SQ dimensions, the perception

of Reliability and Compensation has not satisfied the expectations for the

Service Provider group.

4.7.2 Internal IS Staff

Table 4.14: Internal IS staff: Stakeholder expectation versus stakeholder perception
of e-5Q dimensions

e-5Q Dimension Stakeholder Perception Stakeholder Expectation
Important! Critically Important

PrivacY 55.56% 100%
Efficienev 58.57% 100%
Resconsiveness 48.57% 100%
Reliability 48.57% 100%
Contact 44% 80%
Comoensation 25% 100%
Fulfilment 56.67% 100%
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The Internal IS group has indicated that each e-SQ dimension is

important. Contact has the only expectation rating of lower than 100% but

this is representative ofthe majority ofthe respondents.

In comparison to the Internal IS group's expectations of the e-5Q

dimensions, the perceptions of e-SQ indicate a shortfall of more than 50%

in most cases. In other words, the evaluation results of the e-SQ

dimensions suggest that the perceptions are unsatisfactory in relation to

the expectations of the Internal IS group.

The low perception of the Internal IS group is of concern as this

stakeholder group has the responsibility of the design, analysis,

development and maintenance of DealerWeb. Section 4.6.2 highlights

possible reasons why most e-SQ dimensions have a low rating for the

Internal IS group. Consequently, this stakeholder group has high

expectations of the e-SQ dimensions delivered through DealerWeb.

4.7.3 HelpDesk Staff

Table 4.15: Helpdesk: Stakeholder expectation versus stakeholder perception of e­
SQ dimensions

e-SQ Stakeholder Perception Stakeholder Expectation

Dimension Important I Critically Important

Privacv 83.33% 100%
Efficiency 64.29% 100%
Resoonsiveness 60.71% 100%
Reliability 28.57% 100%
Contact 75% 100%
Compensation 37.5% 50%
Fulfilment 52.08% 100%

From Table 4.15 it can be observed that the HelpDesk group has indicated

that each of the e-5Q dimensions is of importance to the group.

Compensation is the only dimension that has an expectation rating of

50%, which is not representative of the majority of the responses for this
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group. In other words, the Compensation dimension has significance to

half the respondents in this group only. The HelpDesk has indicated that

the Compensation dimension is unsatisfactory (35.7%). However, the

expectation attached to Compensation for this group is not high. This

suggests that this dimension is not significant to this stakeholder group.

Table 4.15 depicts that Reliability 28.57% was perceived as providing

unsatisfactory service quality. In comparison to the expectations (100%) of

the HelpDesk group, a gap exists between what the HelpDesk has

expected from the Reliability dimension compared to the perception of this

e-SQ dimension. The remaining dimensions have evaluation scores of

greater than 60% indicating a satisfactory perception of service quality. It
. ..

could be concluded that Contact, Privacy, Efficiency, Responsiveness and

Fulfilment have satisfied the expectations of the HelpDesk group in terms

of satisfying e-SQ perceptions.

4.7.4 Summary of expectation versus perception comparison

From Tables 4.13, 4.14 and 4.15 it can be observed that each e-SQ

dimension is important in the perception of e-SQ for each of the

stakeholder groups. However, the. HelpDesk group has indicated

Compensation as the only dimension to have a low stakeholder

expectation. The dimension that has been perceived as most

unsatisfactory for all stakeholder groups is Reliability. Consequently,

Reliability is indicated as an important dimension for all stakeholder

groups.

All stakeholder groups have indicated that each e-SQ dimension is

important to the evaluation of e-SQ. Very high stakeholder expectations

have been indicated across the 3 stakeholder groups. Although these

groups have collectively indicated satisfactory levels of e-SQ perception,

there are shortfalls when compared to the expectations of the e-SQ

dimensions. This suggests that gaps exist and certain areas of DealerWeb

that deliver e-SQ functionality, require possible improvement.
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4.8 GAP BETWEEN EXPECTATION OF E-SQ AND ACTUAL

EVALUATION

This section highlights the gap between stakeholder expectation and the

actual evaluation results of DealerWeb. The higher percentage gap

between the evaluation and expectation could suggest that more focus

should be given to the improvement of functionality the e-SQ dimensions

represents.

Table 4.16: Gap between Service Provider expectation and evaluation

e-5Q Dimension Actual Evaluation e-5Q Expectation Gap
Privacv 85.67% 95% 9.33%
Efficiencv 70.30%. 100% 29.7%
Responsiveness 66.92% 100% 33.08%
Reliabilitv 51.13% 100% 48.87%
Contact 66.32% 100% 33.68%
Compensation 57.24% 100% 42.76%
Fulfilment 75.22% 100% 24.78%

From Table 4.16 it can be observed that the Reliability (48.87%)

dimension has the largest gap for the SP group. This is followed by the

Compensation (42.76%) dimension. These gaps suggest that Reliability

and Compensation have not met the expectations of this stakeholder

group and could possibly require greater focus in comparison to the other

e-SQ dimensions.

Table 4.17: Gap between Internal IS Staff expectation and evaluation

e-5Q Dimension Actual Evaluation e-5Q ExDeCtation GaD
Privacy 55.56% 100% 44.44%
Efficiencv 58.57% 100% 41.43%
Responsiveness 48.57% 100% 51.43%
Reliabilitv 48.57% 100% 51.43%
Contact 44% 80% 36%
Compensation 25% 100% 75%
Fulfilment 56.67% 100% 43.33%

From Table 4.17 it can be observed that the Compensation (75%)

dimension has the largest gap for the IntemallS group. This is followed by

the Responsiveness (51.43%) and Reliability (51.43%) dimensions. These
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gaps suggest that Reliability, Responsiveness and Compensation have

not met the expectations of this stakeholder group and could possibly

require greater focus in comparison to the other e-SQ dimensions.

Table 4.18: Gap between HelpDesk Staff expectation and evaluation

e-SQ Dimension Actual Evaluation e-SQ Exoectation Gap
Privacy 63.33% 100% 16.67%
Efficiency 64.29% 100% 35.71%
Resconsiveness 60.71% 100% 39.29%
Reliability 26.57% 100% 71.43%
Contact 75% 100% 25%
Compensation 37.5% 50% 12.5%
Fulfilment 52.06% 100% 47.92%

From Table 4.18 it can be observed that the Reliability (71.43%)

dimension has the largest gap for the HelpDesk Staff group. This is

followed by the Fulfilment (47.92%) dimension. These gaps suggest that

Reliability and Fulfilment have not met the expectations of this stakeholder

group and could possibly require greater focus in comparison to the other

e-SQ dimensions.

Reliability appears to be the common e-SQ dimension across the

stakeholder groups which. has a large gap when comparing stakeholder

expectations to actual evaluation scores. The size of the gap could serve

as an indicator of which e-SQ dimensions require the most focus and

could be prioritised for improvements. A level of tolerance per e-SQ

dimension in terms of "allowed" gaps could be suggested in order to justify

whether gaps are acceptable or not.
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Table 4.19: Holistic View of Stakeholder Perceptions of OealerWeb
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Stakeholder Strongly disagree I Not applicable to Strongly agree I
disagree me Agree

Service Providers 21.74% 10.72% 67.54%

Internal IT Slaff 24.82% 27.05% 48.13%

Helpdesk 23.74% 18.91% 57.35%

Table 4.19 depicts the overall ratings for the items on the Likert scale used

by the stakeholder groups to evaluate DealerWeb. In Table 4.19, the

overall perceptions of e-SQ differing across the 3 stakeholder groups, are

shown.

Furthermore, from Table 4.19 it can be observed that SP's (67.54%) and

the Helpdesk (57.35%) have indicated that DealerWeb provides

satisfactory e-SQ. The Internal IS Staff has indicated that DealerWeb

provides unsatisfactory e-SQ. The perspectives of the 3 stakeholder

groups differ noticeably which suggests that a multi-stakeholder evaluation

results in different evaluation outcomes. In other words, using a single

evaluation approach, DealerWeb would have been perceived as providing

unsatisfactory e-SQ if using only the perceptions of the Internal IS group.

On the other hand, if the single evaluation of the HelpDesk or SP's was

used, it would suggest the system provides satisfactory e-SQ.

Consequently, a single approach could suggest a higher perception of e­

SQ if the viewpoints of other stakeholders are not considered i.e. if SP

perceptions alone were considered.
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Stakeholder Strongly disagree I Not applicable to Strongly Agree I
Disagree me Agree

DealerWeb System 23.43% 18.89% 57.67%

From Table 4.20, a more holistic evaluation is given which indicates the

overall perception of DealerWeb by the 3 stakeholder groups. From

Table 4.20. it can be concluded that DealerWeb provides satisfactory

e-SQ across the 3 stakeholder groups suggesting a holistic perspective

of e-SQ. It can therefore be suggested that a single approach could

indicate an inconclusive evaluation of e-SQ, and therefore IS

Effectiveness.

4.10 SUMMARY OF E-SQ PERCEPTIONS COMPARED ACROSS

STAKEHOLDER GROUPS

Table 4.21 depicts the different ratings assigned to the e-SQ dimensions

for the 3 stakeholder groups. Furthermore, Table 4.21 shows the overall

average for each e-SQ across the 3 stakeholder groups. The results

indicate that the 3 stakeholder groups perceive the e-SQ dimensions

differently.
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e-SQ Rating
Dimension

Service Providers Internal IS Staff Helpdesk Weighted Average

Privacy 85.67% 55.56% 83.33% 74.85%

Efficiency 70.30% 58.57% 64.29% 64.39%

Contact 66.32% 44% 75% 61.77%

Fulfilment 75.22% 56.67% 52.08% 61.32%

Responsiveness 66.92% 48.57% 60.71% 58.73%

Reliability 51.13% 48.57% 28.57% 42.76%

Compensation 57.24% 25% 37.5% 39.91%

From Table 4.21, it can be observed that Privacy (74.85%) was evaluated

as the most satisfactory e-sa dimension. Compensation (39.91%) was

perceived as the most unsatisfactory e-SQ dimension. Reliability (42.76%)

and Compensation (39.91%) require attention as the overall evaluation of

these e-SQ dimensions by the 3 stakeholder groups are indicated as

unsatisfactory.

4.11 OPEN-ENDED QUESTIONS IN THE QUESTIONNAIRE

The questionnaire allowed respondents to give further input which might

not have been covered by the questionnaire evaluation items. Each of the

comments made by the respondents relates to the e-Sa dimensions. In

other words, aspects such as inefficiencies and the unreliability of

DealerWeb had the most focus. A common aspect mentioned in this

section was the unavailability of the system at crucial periods i.e.

DealerWeb is considered to be offline for long periods. There is a

considerable number of respondents who have mentioned that the

previous version of the DealerWeb system was more Efficient and Reliable

compared to the current version. Although the current version of the

Information System has more functionality, it has been discredited by its
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unreliability and inefficiencies. The lack of Change Management "has also

been highlighted here. In other words, the migration to a new version of

the DealerWeb system was not seamless and functions the user was

accustomed to, no longer exist or lack previous efficiencies.

4.12 JUSTIFYING LOW E-SQ PERCEPTIONS

This section suggests certain possibilities which could be considered that

would justify the unsatisfactory outcomes of certain e-SQ dimensions.

Some of these factors are:

.. DealelWeb is a web-based (browser) application and requires the

end-user to dial into an Internet Service Provider or network to

access the system remotely.

... From Table 4.22 it can be observed that methods used are ISDN

andADSL.

Table 4.22: Sample Profiles across stakeholder groups

Stakeholder Computer literacy experience Level of computer How do you connect to
GroUD literacy the system

<6 6 1 to2 3to 5 Poor Average Very ISDN ADSL Other
months month years years good

to a
year

Service 5.26% 0% 10.53% 84.21% 0% 76.32% 23.68% 28.95% 18.42% 52.63%
Providers
lr:temallT 0% 0% 0% 100% 0% 0% 100% 20% 0% 80%
Staff
Helpdesk 0% 0% 0% 100% 0% 0% 100% 25% 0% 75%

Weighted 24.65% 18.42% 69.21%
averaQe

... ISDN and ADSL provide quite efficient dial-up and data transfer

speeds (llWeb, 2006). Other forms of dial-up include the traditional

standard Analogue (Telkom) line, which is slow (ITWeb, 2006) for

dial-up and data speeds.

4 Change managemef1t is a strUCtured approach to cNmge in individuals, teams,Cl"ganizations and societies that enables the transition

from a c:urrent state to a desiredfutunt state.
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.... The study made the following assumptions: ,
o Service Providers are the primary users and are remotely

placed i.e. external to TechSA's Local Area Network

o Helpdesk Staff are internal users and are internal to the

local Area Network (LAN).

o IS Staff are internal users as well as internal to the Local

Area Network.

... Where the stakeholder groups have indicated "Other" in terms of

dial-up connection, it is assumed that these are traditional analogue

connections. Hence the following applies for the 3 stakeholder

groups:

o Service Provider: Analogue (Other) =52.63%

o Helpdesk: Analogue (LAN) =75%

o Internal IS Staff: Analogue (LAN) = 80%

Table 4.22 therefore indicates that the majority of Service Providers

connect using analogue connections which could explain the low

Reliability perceptions.

Furthermore, Table 4.22 shows that the "level of computer literacy" for the

Service Provider group is low for the rating item "Very Good". This

percentage indicates that of the 38 Service Providers that responded to

the survey, only 23.68% has a very good level of computer literacy. This

could suggest that the level of computer literacy resulted in the low rating

and that further training is required.

4.13 CHAPTER CONCLUSION

This chapter has reported on the results of the evaluation of DealerWeb by

the 3 stakeholder groups. The data suggests that a holistic perspective of

service quality is achieved through a multi-stakeholder evaluation of an IS.

The results have shown:
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"'*- The expectations of e-SQ dimensions by the 3 stakeholder groups_

"'*- The perception of e-SQ dimensions by the 3 stakeholder groups.

.. Which e-SQ dimensions are important to the 3 stakeholder groups.

"'*- What the gaps are between the stakeholder expectations and

stakeholder perceptions of e-SQ dimensions.

... The perception of e-SQ differs noticeably between the 3 different

stakeholder groups.

... Using the g-aps between stakeholder expectation and perception of

e-SQ dimensions, the higher gaps could be used to prioritise IS

development work related to the functionality of each e-SQ

dimension_

.. Therefore, a multi-stakeholder evaluation brings about a holistic

perspective of IS Effectiveness compared to a single approach.

Furthermore, a single approach to IS evaluation could have resulted in a

biased evaluation not depicting a holistic perspective of the service quality

provided by DealerWeb to the 3 stakeholder groups.
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CONCLUSIONS AND RECOMMENDATIONS

5.1 INTRODUCTION

The main objective- of this study was to determine a generic approach of

evaluating web-based information systems using e-SQ dimensions as

criteria to measure success. This approach includes determining a holistic

perspective of the system's success through a multi-stakeholder

evaluation of the IS. DealerWeb was used as a sample system in the case

study to determine if a multi-stakeholder evaluation brings about a holistic

perspective of a system's success.

Furthermore, gap analysis was done between the stakeholder group's

expectation of e-SQ and the stakeholder perceptions. The gaps were used

as indicators to suggest which e-SQ dimensions are perceived to be the

most unsatisfactory, and therefore requiring possible prioritised attention.

5.2 DIFFERING STAKEHOLDER EVALUATION

From the data reported it can be concluded that the following e-SQ

dimensions provide unsatisfactory service quality to the three stakeholder

groups:

4 Service Provider

o No unsatisfactory ratings

.. Internal IS Staff

o Reliability

o Responsiveness

o Contact

o Compensation

... HelpDesk

o Compensation
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From the gap analysis, the following gaps were highlighted across the

three stakeholder groups i.e. the system did not meet the expectations in

respect of these e-SQ dimensions:

.. Service Providers

o Gaps exist but are outweighed by the perception of e-SQ

dimensions

.. IntemallS Staff

o Responsiveness

o Reliability

o Contact

o Compensation

.. HelpDesk Staff

o Reliability

o Compensation

5.3 A MULTI-STAKEHOLDER EVALUATION OF IS EFFECTIVENESS

The data reported from the case study indicates that a multi-stakeholder

evaluation of IS Effectiveness, results in a holistic perspective of success

as compared to a single approach. The 3 stakeholder groups have

reported the following results for the evaluation of DealerWeb using e-SQ

criteria:

Table 5.1: Overall positive perception of e-5Q for each stakeholder group

Stakeholder Overall positive perception of e-5Q

Service Providers 67.54%

IntemallT Staff 48.13%

Helpdesk 57.35%

Average 57.67%
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From Table 5.1 it can be observed that a single evaluation of IS

Effectiveness will suggest that DealerWeb provides satisfactory Service

Quality to the Service Provider (67.54%) and HelpDesk (57.37%) group.

Consequently, an unsatisfactory result would be reported if the Internal IS

group results were only reported. Furthermore, if the results of all 3

stakeholder groups were not collectively considered, the rating percentage

would not be an accurate reflection. In other words, the overall indication

of e-SQ satisfaction across the 3 stakeholder groups were lowered by the

results of the Internal IS (48.13%) and HelpDesk (57.37%) group.

Alternatively, the results reported would have been increased by the

Service Provider (67.54%) evaluation if only the Internal IS or HelpDesk

results were reported.

The overall average of 57.67% shown in Table 5.1, represents a holistic

evaluation of the IS, and indicates that collectively across the 3

stakeholder groups, the e-SQ dimensions delivered through DealerWeb is

satisfactory.

ISSTAKEHOLDERS
Identify the interest the stakeholder

has in theIS

Measure IS
Success

sseDIMENSIONS
Efficiency,
FuItilment,
Availability,

Privacy,
Responsiveness

Figure 5.1: Three factors relevant in measuring IS success



Chapter 5: CONCLUSIONS AND RECOMMENDATIONS Page 98

As shown in Figure 5.1, a multi-stakeholder perspective of e-SQ indicates

a holistic perspective of IS Effectiveness. The data shows that a single

approach would have reported an incomprehensive perspective of e-SQ.

5.4 CONCLUSION AND RECOMMENDATION

The main objective of the study was to investigate how e-SQ constructs

could be applied amongst multiple stakeholders to evaluate web-based IS

effectiveness. The rationale behind this objective was based on a study

by Seddon et al. (1999) which argued that evaluating the IS from a single

stakeholder perspective might provide an inconclusive report of the

effectiveness of the system.

DealerWeb was used as a sample system in the case study to determine if

a multi-stakeholder evaluation brings about a holistic perspective of a

systems success.

5.4.1 Evaluation of the stakeholder results

The Service Provider group has reflected a higher overall rating of

DealerWeb as effective in comparison to the HelpDesk and Intemal IS

group. The difference in the overall rating is quite significant viz. 67.54%,

48.13% and 57.35%. If the Service Providers were the only group to be

surveyed, it would be reported that 67.54% represents the majority of

stakeholders that have rated DealerWeb as successful. Altematively, it

could have been evaluated at 48.13% or 57.35% if only surveying the IS

Staff and HelpDesk respectively. More importantly, if the Intemal IS Staff

was the only evaluation reported on, it would be recorded that less than

50% of the majority of respondents for this group have indicated the

DealerWeb system as ineffective.
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In essence, a report would have reflected DealerWeb as effective if only

realising the evaluation from the Service Provider or HelpDesk group, and

ineffective if only reported from the Internal IS group. This distinction

indeed would playa pivotal role in management having to determine if a

return on IS investment has indeed been achieved.

In response to research question 3, it is suggested that a single

stakeholder perspective is not conclusive of the overall rating of

DealerWeb. Taking the average of the overall rating across the three

stakeholder groups i.e. (67.54% + 48.13% + 57.35%) I 3 = 57.67%

suggests that the overall majority of stakeholders has evaluated

DealerWeb as effective.

5.4.2 Recommendations and Further Study

This study has highlighted the following regarding IS evaluation:

"" There are many facets to IS evaluation, and no general agreement

on a single approach.

..,j, Measuring IS success in online environments requires rethinking of

traditional measures that are applicable within brick & mortar

environments.

... Delone and McLean (1992) developed a conceptual model to

evaluate IS Effectiveness, of which service quality is a success

measure in the updated model (Delone and Mclean, 2003).

"" Whilst there is agreement on the value of using service quality to

assess IS, this study provides evidence of its application to IS

evaluation in online environments.

.... IS effectiveness has to be evaluated from a particular stakeholder

perspective and context providing a multi-stakeholder approach.
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.... Measurement of IS cannot be complete without taking into account

perspectives of evaluation from different stakeholders.

In light of the above, a Service-Quality-Multi-Stakeholder approach for

evaluating IS in online environments is suggested. A high-level

approach to operationalise the evaluation is summarised as follows:

i. The first step should focus on benchmarking of acceptable levels

of e-SQ per stakeholder group within a particular business. In

other words, Management determines what is an acceptable

rating of IS Effectiveness per e-SQ dimension and Stakeholder

Group. There are various scientifically developed processes for

benchmarking which could 'be considered. Based on this rating,

Management could determine whether a return of IS investment

has been achieved. For example, if Management has consensus

that the e-SQ dimension Privacy for the SP group should have a

minimal rating percentage of 60% as acceptable level of

effectiveness, a rating of below this benchmark would be

deemed ineffective for this group and dimension. Management

would also need to determine what the overall rating for a

particular group should be e.q, should the overall rating of 50%

or greater be acceptable to report effectiveness for the group?

ii. The next step involves a survey of stakeholders in which

perceptions regarding e-SQ dimensions are scored. These

criteria could be defined differently for each stakeholder e.g.

questions regarding privacy may be different for a line manager

within a business as opposed to a customer.

iii. Using the benchmarks i.e. individual e-SQ benchmark and

overall benchmark per group, the necessary information can be

reported when determining the retum on IS investment. Using

this approach, it could be determined which e-SQ dimensions

have caused the low overall rating for the group. This could aid

management in determining which e-SQ dimension and
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therefore which functions or features of the system needs

prioritisation in respect of system enhancement.

5.4.3 A proposed e-5a evaluation methodology for IS effectiveness

Based on the lessons learned in this study. a generic approach to evaluate

IS effectiveness using e-SQ criteria to measure success is shown in
~ ~

Figure 5.2.

•
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Figure 5.2: Proposed methodology of evaluating IS effectiveness

Step 1: Identify the context of the IS evaluation for each stakeholder i.e.

what is the main function and context of operation of the IS. (See Table

5.2 for a demonstration ofhow this could work)
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Step 2: Identify generic stakeholder groups e.g. e-Customer, sponsoring

manager, intemal users etc.

Step 3: Identify stakeholder specific e-SQ criteria.

Through the use of these proposed steps, a methodology of how e-SQ

can be measured for each stakeholder, within a particular context, is

proposed. Based on the Seddon et al. (1999) matrix (see Table 5.2 for a

scaled down matrix), the matrix could be modified by attaching a rating

scale for each stakeholder and e-SQ dimension. A scale of 1-7 is used to

illustrate this (see Table 5.3). The values in the table are hypothetical as

well.

Table 5.2: Identify the context of evaluation for each stakeholder

No Stakeholder An aspect of IT A single application A type of IT or IT
desian or use in an omanisation aDDlication

1 User/Client
2 IT Staff
3 Mam3Qement

Table 5.3: A hypathetical example of the rating of an IS using the proposed
methodology.

(Rating refers to the grading of the e-SQ dimensions by the relevant stakeholders within a
particular context i.e. how would the stakeholders class the e-SQ dimensions.)

Online ContexflSectorl

;0
III oen
." 0

'"
0 3

Generic Stakeholder m ." < Ol ."
31 c:

~. en en <D
:;; ~ :c- Ol o

Q.
3" "'';;i ~. III <II 0

III gar Ol '" Ol
Ol III '" III

~ -'"~ Ol ~3 ~
en 0- en Ol -

PriontVof imoortance 3 4 2 1 5 7 6
User/Client 3 5 2 1 2 1 3
IT Staff 5 2 4 7 5 5 2
Manaaement 4 2 4 2 7 4 2

Using the proposed methodology of IS effectiveness evaluation, it is

possible then to evaluate online infonmation systems in a business per

online context, per generic online stakeholder and e-SQ dimension. Using
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the proposed three-step approach as reflected in Figure 5.2, viz. per

stakeholder, per e-SQ dimension and per context (sector), a deduction can

be made as to whether an online application meets the average success

criteria.

Operationalising such an approach would require the following:

.... Benchmarking of acceptable levels of e-SQ per stakeholder group

within a particular business.

.... A survey of stakeholders in which perceptions regarding e-SQ

dimensions are scored.

.. These criteria could be defined differently for each stakeholder e.g.
. .

questions regarding privacy may be different for a line manager

within a business as opposed to a customer.

... The analysis of the scores, which are considered against the

established benchmarks.

If this scored rating and the sector benchmark differ negatively, the

evaluation would point towards investigation of specific aspects of the IS

that require attention.

5.4.4 Limitations

The limitations of this study include:

.... An inequitable distribution of the questionnaire among the 3

stakeholder groups. The ideal scenario would be groups of the

same or similar size.

.... There were no estimated benchmarks to which to compare the

results of the assessment. If these were in place, levels of

satisfactory IS evaluation of e-SQ dimensions could more readily be

achieved.

.... No previous empirical study taking into consideration holistic IS

evaluation was readily available to compare too.



Chapter 5: CONCLUSIONS AND RECOMMENDATIONS Page 104

...... As the participants were geographically spread across South Africa,

the questionnaire could only be administered by email. Personnel

interviews would have allowed for more focussed completion of the

questionnaire allowing the participant to ask questions or clarify

concepts not understood.

"*- The items in the questionnaire were not focussed on the specific

aspects of DealerWeb relative to the immediate interaction a

specific group has with the system. This would allow for items being

more realistic to the participant and adding greater informational

value in this way.

5.4.5 Recommendations for future research

Future work includes benchmarking e-SO dimensions within different

industries to determine what are the levels of satisfactory IS effectiveness

evaluation. In doing so, researchers will be able to assess whether the

results of an IS evaluation is satisfactory. This will require further testing to

identify how these levels of acceptance differ or need to be altered for a

particular industry or sector.

5.4.6 Conclusion

The study contributes to the ongoing debate regarding measuring IS

success, especially in online businesses. It is hoped that together with

future empirical studies, some inroads would be made in assisting

businesses to make well-founded jUdgments, and to take appropriate

action regarding investments in IS.

For an evaluation to be regarded as successful for given e-SO

dimensions, individual businesses should ascertain benchmark scores for

each dimension of Service Quality. These benchmarks could further be

segmented based on the type of industry or sector the IS resides, as well

as per the stakeholder groups involved.
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The study has shown that stakeholders at different levels in an

organisation, having different roles and responsibilities, evaluate IS

differently and thus give a holistic evaluation perspective. This could reflect

either further or lowered success, or failure compared to a single

stakeholder evaluation. In fact the results of the evaluation reflect lower

weighted averages from the Internal IS Stakeholders when compared to

quite a high weighted average of the Service Providers who represented

the external stakeholder group in the case study.

However, the inherent problem with a holistic approach could result in

indicators of success or failure not being a clear definitive of satisfaction

i.e. the outcome of the evaluation could indicate average perceptions. This

is due to the questions on the survey not being specific enough to the

environment of the group completing the evaluation. This problem can be

overcome through the questionnaire focussing on actual scenarios

encountered within the IS environments of the groups performing the

evaluation.

Finally, this study provides evidence:

.... To demonstrate how e-SQ metrics can be used in IS evaluation;

.... That for a single system, different stakeholders evaluate the various

dimensions of e-SQ differently; and

.... That the evaluation of multi-stakeholder perspectives provides a

more holistic evaluation of IS effectiveness as opposed to a single

stakeholder approach.
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From Table 5.4, it can be observed that the data reported indicates that

the research questions of the study have been answered:

Table 5.4: Summary of research questions answered

Has the question been answered in the study? Answered:
YIN

In order to create a holistic perspective of e-SQ using quantified e-SQ dimensions Y
(Parasuraman et at., 2005), from each stakeholder context (Seddon et aI., 1999), the following
principal question has been developed:
Which quantified dimensions ofthe Parasuraman eI al. (2005) e-SQ framework and the
Seddon et al. (1999) matrix are relevant to creating a holistic framework for assessing the
effectiveness of the Web-Based Infonnation Systems?
The main objective of the study was to investigate how e-SQ constructs could be applied amongst multiple
stakeholders to evaluate web-based IS effecliveness.
What are the perceptions of the multiple stakeholders regarding how DealerWeb delivers on Y
the various e-service quality dimensions?
Each stakeholder group has indicated whether the e-SQ dimensions were satisfactory or not Where the
dimensions were indicated as having a rating of above 50%, was an indication of satisfaction.
How do perceptions of e-SQ differ amongst the different stakeholder groups? Y

There were noticeable differences in evaluation resulls between the stakeholder groups for the e-SQ
dimensions evaluated. The results indicate that in some instances, an e-SQ dimension was indicated as
satislactorv bv a stakeholder groun but was indicated as unsatisfactorv bv another.
Does a multi-stakeholder evaluation of an IS provide a more holistic perspective of IS Y
effecliveness as compared to an evaluation by a single stakeholder?
The case study data indicates that taking all three perceptions of e-SQ into consideration, has indicated that a
multi-stakeholder approach achieves a holistic perspeclive. The data reported indicates that a single
stakeholder evaluation would have concluded satisfactory IS effectiveness where the stakeholders were the
SP and HelpDesk Group. Consequently, IS Effecliveness would have indicated to be unsatisfactory if the
oerceotions of the Internal IS oroun was onlv considered.
Are there gaps between the stakeholders' expectations compared to the stakeholders' Y
perception regarding IS e-SQ delivery?
Gap analysis was conducted which highlighted that there are gaps between stakeholder expectations and
stakeholder perceptions of e-SQ. Furthennore. the larger the gap. the more focus could be suggesle<l against
the dimension to improve future evaluations of the e-SQ dimension.
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Appendix A
24 May 2006

Dear Sir I Madam

CLIENT SURVEY: DEALER WEB SYSTEM

Introduction

Rrstly, thank you for the time you have taken to complete this Questionnaire. This survey, which has

been endorsed by TechSA. will be used to evaluate certain criteria of the DealerWeb System. The

Questionnaire is easy to complete and shouldn't take more than twelve to fifteen (12-15) minutes of

your time.

The Objective

The aim of this questionnaire is to assess whether the DeaferWeb System, facilitates an acceptable

level of service. In other words, does the DeaferWeb System satisfy the expectations of service

quality that you would expect from TechSA?

The results of this evaluation will be used to identify which criteria are most relevant in respect of

delivering key service quality objectives within the Service Provider environment These in tum can

be prioritised during Information System development which would ultimately benefit you our clients

through improved information system capability.

You are hereby assured that all responses will be treated in the utmost confidence and will not be

given to third parties.

The time taken to complete this survey is highty appreciated.

Yours faithfully

H.Nomdoe

Researcher
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INSTRUCTIONS

Please follow the instructions of each section carefully. Try to answer each question as honestly

and candidly as possible. All responses are confidential.

SECTION 1

1.1 Please tell us about yourself:

Name:

Contact number:

Organisation:

Business Sector:

Position:

1.2 Please Mark with an X.

Howoften doyouuse DealerWeb Everyday X

What is themain purposeyouuse it for Reports

It is a desired application to use
.

I agree

Once a week

Operational

Not applicable to me

Oncea month

Management

Disagree

1.3 Computer Literacy Experience

I have been using computers for: (Please mark with an X)

Less than6 months X

6 months to a year

1 to2 years

3105 years

1.4 I consider my level of general computer literacy to be: (Please mark With an X)

Poor

Average X

Very good

1.5 How do you connect to DealelWeb system (Please mark with an X)

Dial-up using a modem and standard telephone line
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ISDN

ADSL

Other
.

SECTION 2

2.1 In this section you are required to reflect on your use of the DealerWeb System.

In the table that follows, indicate whether you agree or disagree with each statement by, choosing

one of the five columns to indicate the strength of your agreement or disagreement. PLEASE

SELECT ONLY ONE RESPONSE PER QUESTION. If you have no view, please indicate not

applicable to me.

ALL QUESTIONS BELOW PERTAIN TO YOUR USE OF, AND YOUR

KNOWLEDGE OF THE DEALER WEB SYSTEM.

1

No !!t
a
:J

10
-<
c.
~.

10
m

Mark your choice with an 'X' with respect to each statement. Mark the statement as co

Not applicable to me if you are undecided.

1.1 The system does protect information about my system-querying behaviour.

1.2 It does not share personal information with other sites - my business information is

not sharedwith other Service Providers.

1.3 The site protects information about my business.

1.4 The site is secure (safe) and does protect confidential information.

1.5 The subscriber information linked to my business is not given to other Service

Providers.

1.6 The securitysetting to keep my information secure is adequate.

1.7 The system protects the information of the subscribers linked to this Service

Provider.

The system does provide mechanisms to keep the site secure e.g. periodic
assword chan e.

1.8 The site is safe from intrusion and personal information is protected - the site
authenticates m access each time 110 in.

1.9 Are there any other aspect(s) of the DealerWeb System conceming Privacy that you feel is lacking in the

Application? Feel free to describe the issue in any way you wish.

2 , __ • ' • , FUlfilment. .
''"'' ""t,ed,.<~,~ 0/"'" -.\0; <,,'>

. '. ;;!c,'./"> TIteexlenftDWhicfJ:thesile"s promisesabootcnfer-deliVery and item avaiIabiIilyarefiJlfilfedj', ;: ""'"
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No ALL QUESTIONSBELOW PERTAIN TO YOUR USE OF, AND YOUR

KNOWLEDGE OF THE DEALER WEB SYSTEM.

Mark your choice with an 'X' with respect to each statement. Mark the statement as

Not applicable to me if you are undecided.

2.1 The system delivers relative quotations when promised (it has the latest product
informationas in uts - e.. Tariff rates.

2.2 The site makes new products (e.g. Data Bundle Voucher) available for delivery
within a suitable time frame.

2.3 It quickly deliverswhat I requeste.g. query feedback / response.

2.4 It sends out the applications (new business applications) requested timeously.

2.5 It has in 'stock' the products (to meet a specific investment portfolio) the company
claims to have e. starter acks, 32-M SIM cards.

2.6 It is truthful about its offerings (the information/content is truthful).

2.7 It makes accurate promises about delivery of products (e.g. by the end of next year
Mobile TV will be available to all subscribers .

2.8 The site's promises about 'order' delivery and item availability are fulfilled (e.g.
res onses to ad hoc uerieswithin 24 hours .

2.9 The processesof the business are improved by the new system.

2.10 Appropriate targets are set for improved performance of the DealerWeb System, and
the are bein met.

2.11 The targets that were set, relative to the DealerWeb System, were appropriate to the
needs of an a reed business strat

2.12 The DealerWeb System is aligned to the actual strategic needs of the business.

0 zq- iii' a co if0 I!> iil:::J co I!> :::J
co iil "0 CD co
'< CD "E. '<
a. C,. I!>
iii' I!> co
I!> cr iilco CD CD~

CD 0"CD
3
CD

2.13 Are there any other aspect(s) of the DealerWeb System concerning Fulfilment that you feel is lacking in the

Application? Feel free to describe the issue in any way you wish.

3 Efficiency
- -<: ,.'0 . . The ease an~ speed ofaccessing and using the site. ,c: -.0:' .~ '. " '.-'.-', : :.

No ALL QUESTIONS BELOW PERTAIN TO YOUR USE OF, AND YOUR

KNOWLEDGE OF THE DEALER WEB SYSTEM.

Mark your choice with an 'X' with respect to each statement. Mark the statement as

Not applicable to me if you are undecided.

3.1 This site does make it easy to find what I need to do my work.

3.2 It makes it easy to get anywhere on the site - navigation is easy.

3.3 It enables me to complete a transaction completely.

3.4 Information on this site is well organised.

3.5 It loads its pages fast -the system does not hang.

3.6 This site is simple to use and has online help.

3.7 This site enables me to get on to it quickly (load time of the site Isystem is quick).

3.8 This site is well organised - the layout of the site is logical.

3.9 The site is simple to use, structured properly, and requires a minimum of information
to be in ut b the user.

3.10 The ease and speed of accessing and using the site is optimal.

3.11 The DealerWeb System works well and meets the needs of the business.
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3.12 The business adapted itself well to the DealerWeb system successfully and the

costs were accordin to Ian - costs incurred to use the a Jication.
3.13 The processes of the business are now improved by the DealerWeb system.

3.14 There is visible evidence of business performance based on DealerWeb, whether
im roved or not.

3.15 Are there any other aspect(s) of the DealerWeb System conceming Efficiency that you feel is lacking in the

Application? Feel free to describe the issue in any way you wish.

4

No ALL QUESTIONS BELOW PERTAIN TO YOUR USE OF, AND YOUR

KNOWLEDGE OF THE DEALER WEB SYSTEM.

Mark your choice with an 'X' with respect to each statement. Mark the statement as

Not applicable to me if you are undecided.

4.1 The technical functioning of the site is correct and product information is accurate.

4.2 The accuracy of service promises (having accessibility to products, delivering what is
ordered, etc, is correct.

4.3 The system is always available for business.

4.4 This site launches and runs right away.

4.5 This site does not crash.

4.6 Pages at this site do not freeze when using the DealerWeb System.

4.7 The implementation of the technology was well managed and appropriate support
was rovided to the business.

(f) z (f)
~ 0 to ifa ~ in:> III :>
to "0 CD to
'< "2- '<
a. cr III
iir III <0
III CT ~

iD CDto CD~

CD 6"CD
3
CD

4.8 Are there any other aspect(s) of the DealerWeb System conceming Reliability that you feel is lacking in the

Application? Feel free to describe the issue in any way you wish.

5

No ALL QUESTIONS BELOW PERTAIN TO YOUR USE OF, AND YOUR

KNOWLEDGE OF THE DEALER WEB SYSTEM.

Mark your choice with an 'X' with respect to each statement. Mark the statement as

Not applicable to me if you are undecided.

5.1 It provides me with convenient options for cancelling requests such as application for

new subscriber products Iservices I requests.

5.2 This site handles product retums well e.g. cancellation of an 'authorised'

application.

5.3 This site offers a meaningful service delivery guarantee.

5.4 It tells me what to do if my transaction is not processed - an error occurs.
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5.5 It takes care of problems promptly - transactions cannot continue due to missing

information.

5.6

5.7

Effectively handles of problems and retums feedback through the site.

The system facilitates quick response and ability to get help if there is a problem or

question.

t-

5.8 Are there any other aspect(s) of the DealerWeb System conceming Responsiveness that you feel is lacking in the

Application? Feel free to describe the issue in any way you wish.

6 • . " Compensation

.;" .. .".' The degree to whidl the site compensates users for problemsc .'" . ".

No ALL QUESTIONS BELOW PERTAIN TO YOUR USE OF, AND YOUR

KNOWLEDGE OF THE DEALER WEB SYSTEM.

Mark your choice with an 'X' with respect to each statement. Mark the statement as

Not applicable to me if you are undecided.

iii"
Il)
co
CD
CD

co
CD
CD

a
::::I
co
0<:
Il)
co

31

6.1 The system compensates me for problems it creates e.g. missing information.

6.2 It compensates me when the new product data is not available on-time.

6.3 It picks up items (cancellation of client application) I want to retum from my business.

6.4 The site compensates users for problems (e.g. provides an offline mode).

6.5 Are there any other aspect(s) of the DealerWeb System conceming Compensation that you feel is lacking in the

Application? Feel free to describe the issue in any way you wish.

7

No ALL QUESTIONS BELOW PERTAIN TO YOUR USE OF, AND YOUR

KNOWLEDGE OF THE DEALER WEB SYSTEM.

Mark your choice with an 'X' with respect to each statement. Mark the statement as

Not applicable to me if you are undecided.

g
::::I
co
0<:
a.
~.

co
CD
CD

7.1 The site provides a telephone number to reach the company for assistance.

7.2 The site has customer service representatives available online (email

correspondence).

7.3 It offers the ability to speak to a live person if there is a problem.

7.4 The availability of assistance through telephone or online is adequate.

7.5 The ability to get on the site quickly and to reach the company when needed is

acceptable.
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7.6 Are there any other aspect(s) of the DealerWeb System conceming Contact that you feel is lacking in the

Application? Feel free to describe the issue in any way you wish.

Summary

In the Table below there are seven features of the Dealer Web System listed. Please
~

z 3" 0

indicate how important (relevant) you think each of them are to you, as a user of the
a "0 [!f 3" 0

;:+
II> "0 II>

Dealer Web system. Place an X in the appropriate column alongside each of the criteria a 0 a
iit

to indicate your view of its importance. =>-
1. Privacy - The degreeto which the site is safe and protects all information.

2. Fulfilment - The extent to which the site's promises about order deliveryand item availability are

fulfilled.

3. Efficiency - The easeand speed of accessing and usingthe site.

4. Reliability - The correct technicalfunctioning of the site.

5. Responsiveness - Quickresponse and ability to get help Wthere is a problem or question.

6. Compensation - Thedegreeto whichthe site compensates usersfor problems.

7. Contact - The availabilrty of assistance through telephone or online I Abilrty to get on the site

quicklyand to reachthe company when needed.

How likely are you to... ;f- c Z r <=> CD '" '"Mark your choice with an 'X'. -< '"
c: '" -<- -<c '" ~ 1::

2- -< !!. @

'" -<'"-<

1. Say positive things about this DealerWeb to other people?

2. Recommend DealerWeb to someone who seeks your advice? X

3. Encourage colleagues to do business with DealerWeb?

4. Consider this application your first choice for future transactions?

5. Do more business With DealerWeb in the coming months?

Is there any other aspect of the DeaterWeb not covered above that you would like to

comment on?

Thank you.
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No Privacy :Rating

Total number of Items for Privacy =342

Strongly disagree I Not applicable to me Strongly Agree I Agree

Disagree

1. 3 7 28

2. 2 3 33

3. 2 3 33

4. 5 1 32

5. 4 1 33

6. 3 4 31

7. 3 2 33

8. 3 0 35

9. 3 0 35

Wei9hted Average 28: 8.19% 21: 6.14% 293:85.67%

Table 1.service Providers

Table 1 has a weighted average of 8.19% for unsatisfactory quality of

service. 6.14% as not applicable and 85.67% as satisfactory service

provided by DealerWeb.

No . Fulfilment ;Rating

Total number of items for Fulfi1rnent"=456

Strongly disagree I Disagree Not applicable to me Strongly Agree I

Agree

1. 1 1 36

2. 4 8 26

3. 8 1 29

4. 5 1 32

5. 4 9 25

6. 3 3 32



t-

7. 12 5 21

8. 6 6 26

9. 4 0 34

10. 9 6 23

11. 5 6 27

12. 4 2 32

WeightedAverage 65: 14.25'1'. 48: 10.53% 343: 75.22%

Table 2. Service Providers

Table 2 has a weighted average of 14.25% for unsatisfactory quality of

service. 10.53% as not applicable and 75.22% as satisfactory service

provided by DealerWeb.

No Efficiency :Rating

Total number of ~ems for Efficiency =532

Strongly disagree I Disagree Not applicable to me Strongly Agree ,

Agree

1. 7 1 30

2. 7 1 30

3. 6 0 32

4. 7 1 30

5. 21 1 16

6. 10 3 25

7. 16 1 21

8. 4 1 33

g. g 3 26

10. 14 2 22

11. 8 1 29

12. 2 11 25

13. 4 6 28



14. 2 9 27

Weighted Average 117;21.99% 41;7.71% 374:70.300/.

Table 3. ServiceProviders

Table 3 has a weighted average of 21.99% for unsatisfactory quality of

service. 6.14% as not applicable and 70.30% as satisfactory service

provided by DealerWeb.

No Reliability :Rating

Total number of items for Reliability =266

Strongly disagree I Disagree Not applicable to me Strongly Agree I Agree

1. 4 3 31

2. 3 9 26

3. 31 1 6

4. 18 0 20

5. 27 1 10

6. 22 1 15

7. 6 4 28

Weighted Average 111:41.73% 19:7.14% 136:51.13%

Table 4. Service Providers

Table 4 has a weighted average of 41.73% for unsatisfactory quality of

service. 7.14% as not applicable and 51.13% as satisfactory service

provided by DeaJerWeb.

No Compensation ;Rating

Total number of items lor Compensation =152

Strongly disagree I Disagree Not applicable to me Strongly Agree I Agree

1. 7 8 23

2. 9 8 21

3. 3 10 25



4. 14 6 18

Weigh1edAverage 33:21.71% 32:21.05% 87:57.24%

Table 5: Service Providers

Table 5 has a weighted average of 21.71% for unsatisfactory quality of

service, 21.05% as not applicable and 57.24% as satisfactory service

provided by DealerWeb.

No Contact :Rating

Total number of items for Contact =190

Strongly disagree I Disagree Not applicable to me Strongly Agree I Agree

I. 12 3 23

2. 8 7 23

3. 5 5 28

4. 9 2 27

5. 8 5 25

Weigh1edAverage 42; 22.11% 22: 11.58% 126;66.32%

Table 6: Service Providers

Table 6 has a weighted average of 22.11% for unsatisfactory quality of

service, 11.58% as not applicable and 66.32% as satisfactory service

provided by DealerWeb.

No Responsiveness :Rating

Total number of items for Responsiveness =266

Strongly disagree I Not applicable to me Strongly Agree I Agree

Disagree

I. 8 4 26

2. 11 8 19

3. 3 9 26

4. 9 1 28



5. 6 1 31

6. 9 5 24

7. 13 1 24

Weighted Average 59: 22.18% 28: 10.90% 178: 66.92"f.

Table 7: Service Providers

Table 7 has a weighted average of 22.18% for unsatisfactory quality of

service, 10.90% as not applicable and 66.92% as satisfactory service

provided by DealerWeb.
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No Privacy :Rating

Total number of items for Privacy =45

Strongly disagree I Not applicable to me Strongly Agree I Agree

Disagree

1. 1 2 2

2. 0 2 3

3. 0 2 3

4. 1 0 4

5. 0 2 3

6. 1 2 2

7. 0 1 4

8. 3 1 1

9. 1 1 3

Weighted Average 7: 15.56% 13: 28.89% 25: 55.56%

Table I: InlernallS Staff



Table 9 has a weighted average of 15.56% for unsatisfactory quality of

service, 28.89% as not applicable and 55.56% as satisfactory service

provided by DealerWeb.

No Fulfilment :Rating

Total number of itetms for Fulfilment=60

Strongly disagree I Disagree Nat applicable to me Strongly Agree I

Agree

1. 1 1 3

2. 1 1 3

3. 0 1 4

4. 0 2 3

5. 1 1 3

6. 0 1 4

7. 1 3 1

e. 0 4 1

9. 0 1 4

10. 1 2 2

11. 0 2 3

12. 0 2 3

Weighted Average 5: 8.33% 21:35% 34: 56.67%

Table 2: IntemallS Staff

Table 2 has a weighted average of 8.33% for unsatisfactory quality of

service. 35% as not applicable and 56.67% as satisfactory service

provided by DealerWeb.

No Efficiency :Rating

Total number of Items for Elliciency = 70

Strongly disagree I Disagree Not applicable to me Strongly Agree I

Agree



1. 0 1 4

2. 0 0 5

3. 1 0 4

4. 0 1 4

5. 3 2 0

..
6. 3 2 0

7. 1 0 4

8. 0 0 5

9. 1 1 3

10. 3 1 1

11. 2 1 2

12. 0 4 1

13. 0 0 5

14. 0 2 3

Weightsd Average 14: 20% 15: 21.43'Y. 41: 58.57%

Table 3: IntemallS Staff

Table 3 has a weighted average of 20% for unsatisfactory quality of

service. 21.43% as not applicable and 58.57% as satisfactory service

provided by DealerWeb.

No Reliability :Rating

Tol3/ number of items for Reliability =35

Strongly disagree I Disagree Nolapplicable to me Strongly Agree I Agree

1. 0 0 5

2. 0 2 3

3. 2 2 1

4. 2 0 3

5. 4 1 0



6. 4 0 1

7. 1 0 4

Weighted Average 13: 37.14% 5: 14.29% 17: 48.57%

Table4: InternalIS Staff

Table 4 has a weighted average of 37.14% for unsatisfactory quality of

service, 14.29% as not applicable and 48.57% as satisfactory service

provided by DealerWeb.

No Compensation :Rating

Total number of items for Compensation =20

Strongly disagree I Disagree Not applicable to me Strongly Agree I Agree

1. 1 3 1

2. 2 2 1

3. 0 3 2

4. 4 0 1

Weighted Average 7:35% 8:40% 5:25%

Table5: InternalIS Staff

Table 5 has a weighted average of 35% for unsatisfactory quality of

service, 40% as not applicable and 25% as satisfactory service provided

by DealerWeb.

No Conta<:t:Rating

Total number of items for Contact =25

Strongly disagree I Disagree Not applicable to me Strongly Agree I Agree

1. 3 0 2

2. 1 1 3

3. 2 1 2

4. 1 2 2

5. 1 2 2



I Weighted Average I 8:32%

Table 6: Internal IS Staff

11: 44'/.

Table 6 has a weighted average of 32% for unsatisfactory quality of

service, 24% as not applicable and 44% as satisfactory service provided

by DealerWeb.

No Responswe~:Rating

Total number of items for Responsiveness = 35

Strongly disagree I Not applicable to me Strongly Agree I Agree

Disagree

1. 0 1 4

2. 0 3 2

3. 1 3 1

4. 2 0 3

5. 1 0 4

6. 2 1 2

7. 3 1 1

Weighted Average 9: 25.71% 9: 25.71% 17:48.57%

Table7: Internal IS Staff

Table 7 has a weighted average of 25.71% for unsatisfactory quality of

service, 25.71% as not applicable and 48.57% as satisfactory service

provided by DealerWeb.
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No Priva<:y:Rating
Total number of items for Privacy =36

Strongly disagree I Not applicable to me Strongly Agree I Agree

Disagree



1. 0 1 3

2. 0 0 4

3. 0 1 3

4. 0 1 3

5. 0 0 4

6. 0 1 3

7. 0 0 4

8. 0 1 3

9. 1 0 3

Weighted Average ·1: 2.18% 5: 13.89% 30: 83.33%

Table 1: Helpdesk Staff

Table 1 has a weighted average of 2.78% for unsatisfactory quality of

service, 13.89% as not applicable and 83.33% as satisfactory service

provided by DealerWeb.

No Fulfilment :Rating

Total number of Items for Fulfilment =48

Strongly disagree I Disagree Not applicable to me Strongly Agree I

Agree

1. 1 0 3

2. 0 2 2

3. 0 1 3

4. 0 3 1

5. 0 3 1

6. 0 0 4

7. 1 1 2

8. 0 3 1

9. 0 1 3



1. 0 1 3

2. 0 0 4

3. 0 1 3

4. 0 1 3

5. 0 0 4

6. 0 1 3

7. 0 0 4

B. 0 1 3

9. 1 0 3

Weighte<l Average 1: 2.78"1. 5: 13.89'1. 30: 83.33%

7able 1: Helpdesk Staff

Table 1 has a weighted average of 2.78% for unsatisfactory quality of

service, 13.89% as not applicable and 83.33% as satisfactory service

provided by DealerWeb.

No Fulfilment :Raling

Total number of items for Fulfilment =48

Strongly disagreeI Disagree Not applicable to me Strongly Agree I

Agree

1. 1 0 3

2. 0 2 2

3. 0 1 3

4. 0 3 1

5. 0 3 1

6. 0 0 4

7. 1 1 2

B. 0 3 1

9. 0 1 3



10. 3 0 1

11. 3 0 1

12. 1 0 3

Weighted Average 9: 18.75% 14: 29.171'. 25: 52.081'.

Table 2. Helpdesk Staff

Table 2 has a weighted average of 18.75% for unsatisfactory quality of

service, 29.17% as not applicable and 52.08% as satisfactory service

provided by DealerWeb.

No Efficiem:y :Rating

Total number of items for Efficiency = 56

Strongly disagree I Disagree Not applicable to me Strongty Agree I

Agree

1. 0 0 4

2. 1 0 3

3. 1 0 3

4. 1 0 3

5. 4 0 0

6. 1 0 3

7. 3 0 1

8. 0 0 4

9. 0 0 4

10. 2 0 2

11. 2 1 1

12. 1 1 2

13. 0 0 4

14. 0 2 2

Weighted Aventge 16: 28.57% 4: 1.14% 36: 64.29%

Table 3. Helpdesk Staff



Table 3 has a weighted average of 28.57% for unsatisfactory quality of

service, 7.14% as not applicable and 64.29% as satisfactory service

provided by DealerWeb.

No Reliability :Rating

Total number of items for Reliability = 28

Strongly disagree I Disagree Not applicableto me Strongly Agree I Agree

t. 1 1 2

2. 0 1 3

3. 4 0 0

4. 3 0 1

5. 3 0 1

6. 4 0 0

7. 1 2 1

Weighted Average 16: 57.14% 4: 14.29% 8: 28.57%

Table4: Helpdesk 51alf

Table 4 has a weighted average of 57.14% for unsatisfactory quality of

service. 14.29% as not applicable and 28.57% as satisfactory service

provided by DealerWeb.

No Compensation :Rating

Total number of items for Compensation= 16

Strongly disagree; Disagree Not applicable to me Strongly Agree I Agree

t. 0 2 2

2. 1 3 0

3. 0 2 2

4. 1 1 2

Weighted Average 2: 12.5". 8:50% 6: 37.5%



Table 5: Helpdesk Staff

Table 5 has a weighted average of 12.5% for unsatisfactory quality of

service, 50% as not applicable and 37.5% as satisfactory service provided

by DealerWeb.

No Contact :Rating

Total number of items for Contact =20

Stronglydisagree I Disagree Not applicableto me Strongly Agree I Agree

1. 2 0 2

2. 1 0 3

3. 0 0 4

4. 0 0 4

5. 1 0 3

Weighted Average 4:25% 0: 00/0 16: 15%

Table 6: Helpdesk Slaff

Table 6 has a weighted average of 25% for unsatisfactory quality of

service, 0% as not applicable and 75% as satisfactory service provided by

DealerWeb.

No Responsiveness :Rating

Total number of items for Responsiveness= 28

Strongly disagree I Not applicable to me Strongly Agree I Agree

Disagree

1. 0 2 2

2. 0 2 2

3. 1 0 3

4. 1 0 3

5. 0 0 4

6. 1 1 2



7. 3 0 1

Weighted Average 6: 21.43% 5: 17.86% 17: 60.71%

Table 7: Helpdesk Staff

Table 7 has a weighted average of 21.43% for unsatisfactory quality of

service, 17.86% as not applicable and 60.71% as satisfactory service

provided by DealerWeb.
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APPENDIX L

In your view, rate the following criteria with regards to the DealerWeb System.
iiJ z 3' n

Mark your choice with an 'X'. a '0 gm 3 a
< ::l !!!.ll> '0 ll>
3- a 3-::l

ll>
3-

1. Privacy - The degree to which the site is safe and protects all information.

2. Fulfilment - The extent to which the site's promises about order delivery and rtem availability are

fulfilied.

3. Efficiency - The ease and speed of accessing and using the site.

4. Reliability - The correct technical funcnoning of the site.

5. Responsiveness Quick response and ability to get help ~ there is a problem or question.

6. Compensation - The degree to which the site compensates users for problems.

7. Contact - The availability of assistance through telephone or online I Ability to get on the site

quickly and to reach the company when needed.
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Herschel Nomdoe

From: Maxine Poonawassy

Sent: 15 June 2006 02:21 PM

To: VSP Vodashops

Cc: Herschel Nomdoe

Subject: FW: DealerWeb - ATT: Store Managers

Attachments: DealerWebQuestionnaire.doc

Good Day All,

Kindly respond to the e-mail below as a matter of urgency.

Also note the e-mail address 10which you have to respond.

Thank you and kind regards

From: Herschel Nomdoe
sent: 15 June 2006 07:37 AM
To: Gideon Hugo (V5PC)
SUbject: RE: DealerWeb

Good morning.

Please find the questionnaire attached.

When sending out the mail, could you please list the following as instructions?

1) Please return completed questionnaire by no later than 5 July 2006
2) Please return 10her.§chel. nOl!ldoe~contrac!QLCo.Z<! (021-440 8688 I 082 495 8039)

Kind regards,

Herschel Nomdoe

"lnno If\nJ1..,

Page 1 of 1
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