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USER PERCEIVED WEB QUALITY OF SERVICE AND NETWORK O N

E-SERVICES

ABSTRACT

Fulfilling e-services effectively entails a suffcit service set-up which delivers a solid base for
dependable services. A key part of this serviceaipas the transport which e.g. launches the
Internet. This transport structure is responsibtedklivering a reliable end to end transport
service with diverse service levels which is a ggeiisite for any e-service put up on top of

it. The dynamic change and enhancement of informattonmunication technologies (ICTs)
have significantly modernized the way organizatidogheir businesses nowadays. More
businesses are coupling the use of website ad otgain competitive niche in marketing their
services and product. In that respect, Qualityeo¥ise and eservice quality is becoming more
precarious for organization to maintain and dragt@mers in the digital era. Since any internet
medium should incorporate quality of service, whechbraces important eService adoption, the
perseverance of this research was to investigatmtignitude to which web quality of service
influence and perceive the adoption of e-commenteng the Kenyan online clients. Through
this, the research attempted to establish the kality factors in web context that influence user
adoption of business to consumer ecommerce. Tleands further scrutinized the non-quality of
service factor that significantly influence the ption of Electronic Trade and Commerce apart
from eservice quality factors. Through this, thesinmportant teamsters and inhibitors to E-
commerce adoption in Kenya were identified. Thecontes shown that, in framework of e-
service quality, feature that are connected togieed risk namely confidentiality, security and
e-trust were identified as the key quality factivat affect e-commerce adoption in Kenya. In
event of non-quality of service factors, perceivieli, legal & legislation environment were
found to be key factors to adoption of ecommerc&éyyan web users.
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SQ

Service Quality

TERMS AND DEFINITIONS
E-commerce - the sharing of business informatioaintaining business relationships
and conducting business transactions by meanseyhit-based technology.
Quality of service - differences between customexpectations of service provider’s
performance and their evaluation of the servicey tlceived.
E-service — provision of service through electraniethods.
E-quality- consumer’s overall evaluation and judgina the excellence and quality of e-
service offerings in the virtual market place.
Customer satisfaction - collective outcome of petioa, evaluation, and psychological
reactions to the consumption experience with aycbdr service.

Online consumers — Refers to users who use thenetteervices.
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INTRODUCTION
CHAPTER ONE

1.1Background

Less than a two decade since the launch of the W\H&/ Internet has become a prominent
space for people to link and compare ideas, woaklet or spend leisure time. And increasingly,
it is a place for doing business and learning (Bild, 1996; Khan,).In this era of dynamicity
and technological age, the prompt improvement édrimation and technology and Internet
make sure the dynamic gadget implements in corpovaiich has a positive and negative effect
on business in the world. Net considerably tramséat the way companies do their businesses.
In the initial stages of Internet adoption pricéfatentiation was used as basis for winning
customers by providing service at lower prices nlin@ customers. However with a growing
number of firms contributing in the online markiée primary price gains in online service have
nullified, and little price has become a least reguent to compete in the online market. As a
mean of embracing ecommerce, businesses have gededdes to allow a firm to do transaction
via evolving online technology. We have numeroubsgantial, realistic tools that encourage
firm to implement e-services. Several and vitalljzks increase to those firms that embrace
this technology including: minor transaction, umresed access to markets across the globe,
coming up with innovative services and productsigers and outstanding barely touching the
surface. In e-services, website is the leading tddbusiness communication and transactions

between a firm and its clients. On web sites, mssas promote their goods and services,
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provide directories of their commodities, sell ge@hd services, provide technical support, and
obtain response from their clients. The web sivigies ways for public relation, marketing,
research, and mode of payment. Therefore the guafithe web site becomes very core to
success of the e-services. Research has exposedtthagh connection among e-service quality
and adoption of e-commerce. In Kenyan context, Td®rmbati (2010) in his findings
publicized that, secure services as the most eakaspect of e-service in banking industry,
followed by convenience, effectiveness, capacitgame up with interpretations so that the user
can do businesses instantaneously, correctnesscofds, user responsiveness, simplicity and
correct transactions.

A general observation in Kenya shows that there b@sn good penetration of internet
technology in Kenya. There are approximately 10iflian internet users in Kenya (CCK,
2011). However little information is available dmetlevel of adoption of ecommerce in Kenya.
Majority of Internet users have perceived commuiocainformation based on internet services
such as emails, information browsing and socialvogk very useful. Very few internet users’
use transactional based services such e-payments.

Presently, in spite of various readings concerroidstyle service quality, pretty minimum
readings have been piloted in the online contexd,even fewer on internet service quality. This
study emphasis on how Kenyan online users pereaeiservice quality and how this boosts or
discourages them to use web eservices. In the mtumarket of online services, e-service
excellence not only potentially increase the ativaoess, user withholding, and positive
expression of mouth, nevertheless also maximizes dhline reasonable advantage of e-
commerce. Hence e-service value has become a uhigdamental contributing factor of the
achievement for internet retailing. There is neethégin approaches for enlightening quality to
realize economical niche and build client fulfillmeThis will in turn promotes the adoption of
the e-service delivery technologies by Kenyan peopl

However it is significant to note that in Kenyageesgce is just one of the major factors of
ecommerce adoption. Therefore there're is needherresearch to identify other drivers and
inhibitors of ecommerce in Kenya. This concern ferore of this research project.

1.2 Problem Definition

The research problem is founded on the followingkgeound:
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Web technology has been a growing phenomenon el e world with the growth of internet
technology and especially among countries with sgelteloped infrastructure. Kenya has not
been an exception especially with landing of fibptic cable. The adoption of internet usage has
been well embraced by most Kenyans.

There exist fundamental benefits to internet usmmsembracing eservices such as online
shopping among others. These benefits include agrowd, lower prices, ease of comparing
prices and products, avoiding the inconveniencérafeling to shops and wider selection of
products on the internet.

However, most online Kenyans use web technologyéovices such as information searching,
emails, news and social network. Few Kenyans shbipeo Majority of internet users are not
willing to embrace transactional based eservicérnelogies such as online shopping, internet
banking and online subscription.

» Research indicate that factors such as privamyrity, convenience, availability, performance,
trust and experience influence the user behavi@daption of eservices.

* In context of service providers who are the wib swners,most of the web sites are not
interactive, they are not ecommerce enabled, aads ygerception of internet services and how
clients view their online provision quality havetrmeen factored when designing the web sites.
Also, online shoppers also want their swipe capgssonal data and details of transactions free
from unauthorized use. This constitutes eservicalitguissue which is very important for
adoption of eservices.

Research is needed to establish the key qualitpram eservices and the extent to which these
factors influence the adoption of eservices in Kenyloreover, the research needs to recognize
the role of other factors related to adoption @freses.

1.3Aim of study

The reason for the study was to scrutinize an éxtewhich web quality of service is perceived
on how it influences the adoption of eservice tetbgies among Kenyans with specific focus
on business to consumer ecommerce. It aims tolestabe KQFs of site quality and the level to
which they influence adoption of eservices sucte@mmerce. The research further identifies
the other non-quality of service factors that iefiage positively or negatively the adoption of

ecommerce.
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1.4 Objectives

i) Develop a theoretical and model web qualitgeivice reference model eservices in Kenya.
Specific research objectives are:

() To identify quality of service factors that affts e-services adoption.

(i) Identify the key quality of service factorsathaffect the adoption of eservices.

(iif) To establish the extent to which each quadifyservice factor affect the adoption of
eservices

(iv) Identify the non-quality of service factordedting the adoption of eservices,

(v)To identify and test quality of service facttingit affects e-services adoption and its

challenges

1.5 Research Significance

The findings of this study are of great significanto both online companies and online
consumers in Kenya. The findings will address tleastraints hindering the adoption of
eservices by most Kenyan online consumers. It elp online service providers incorporate
user perception of web quality of service as aagrdl component of their online systems. Both
functional quality of service features such as wlelsign quality and non-function quality of

service features such as privacy, availabilityrustt performance, reliability and convenience
will be captured in the study. The outcome of thedg will help the online companies

implement web portals which meet the ecommerce ir@aents. Through this consumer
confidence will be increased and hence motivatmadopt eservice technologies. This will in
turn help both online businesses and consumers ¢hg full benefits which come with the

advancement of internet and eservice technologies.

1.6 Scope

This research project will focus on user perceitradsactional based web services such as E-
commerce, Internet banking, online subscriptionaay high risk web services. It is these
services where the users shy off embracing thentdofy. The research will not consider basic
web services such as information search and erbaitause these services have been well
embraced by most online users.

1.7 Research assumptions

17



The research assumes that there has been goodgpienetf internet technology in the country
and most respondents will have no challenge ofguia internet technologies. The expectation
is that they have basic skills on using internet.

1.8 Limitation

The expected challenges during this research primjelade:

(i) Time limitation to carry out extensive research

(i) Financial limitation to travel different regns of the country. For this reason the researdh wil
be limited to Nairobi and its environs.

(iif) Corporation from the interviewees. Some rasgents may not be willing to offer the

information voluntarily.
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CHAPTER TWO
LITERATURE REVIEW

2.1 State of the art
Provision quality encompasses some comparisonaspects with performance. As per Lewis
and Booms (1983) provision quality is the extentiofv well a distributed service go hand in
hand with the clients’ prospects. Mostly the cliegquest for a provision at the service interface
where the provision encounter is being cherishad,then the amenity is being supplied by the
source and at the same time it’s distributed toctiemt. Gronroos (1982), states that total service
quality user opinion of difference among projectedrvice and perceived service. The
description of service quality of the service emdeu occurs in two different ways: namely
output quality and process quality. The core objecto concentrate on superiority is to meet
client's needs while outstanding sparingly viakl¢h& same time. In that respect, meeting client
wishes is significant to the business to persiesUR of incorporating quality is:

Good understanding of effective procedures.

Categorizing complications rapidly and in systematanner.

Founding up to date and trustworthy service peréoroe measures.

Assessing user’s fulfillment and other performaogeclusions.
Service quality is an industry admin's term thadnmunces the level of success of a well-
organized provision. In that matter connection,lg@aad quality can be notable. Neutral service
value is the actual quantifiable conformity of alreutcome with the prior defined value; since
the range is dependent on the perfection, a quaigfvalue criterion which easily can turn out

as an independent one.
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Independent service quality is the clients’ opina@mventionality of the working outcome with
the expected value; this opinion is put over with tiser’'s imaginative thoughts of the service
and the service source ability to present his enat as best.

2.1.0Service Quality

Individual desires and past know-how builds ancpdition of the service. The opinion service

is associated with the projected service by thesudéis indicates the apparent service quality

as an outcome amongst the estimated and the seearirige can show an opening in a case that

the seeming service does not tie with the predietaervice. Aspects which inspires the

appearance of this opening have been curiositjudfydy different researchers.

Zeithaml and Berry (1985) acknowledged 10 detenmngriactor of service quality that share to a

service: tangibles, trustworthiness, communicatwedibility, security, competency, courtesy,

considerate, sympathetic, and easily accessible.

Later Berry and Parasuraman identified 5 scopesver the human elements in provision value

as stated below.

Tangible: compacts with expression of physical services aaslsage tools

Dependability: works with trustworthiness, and reliability of sk

Awareness: compacts with the capacity to offer swift servieasl support to users.

Reassurance: compacts with the dependence and assuranceheitbrovision source based

predominantly on the domain and politeness of wtke

Empathy: works well with requests of gentle and tailorediteness to clients.

On an effective level service eminence the studtgdalirection from SERVQUAL tool which

groups quality factors into 5 clusterdependability, openness, reassurance, empathy and

tangibles.

In addition, a concrete model of provision qualitiiich includes five openings was suggested

by Zeithaml et al. (1988). In their exemplary oipgnone is about directors’ perceptions to

client’'s expectations on service quality.

Managers consider they know what clients reallydneeat actually there exists openings.
Opening oneis via clients’ anticipated service and managementeptions of clients

expectations.
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Opening two is almos service quality integrities. Since at handdadinite metho that
managers can use to consttiieir perceptions into service quality standarn opening is
inevitable.

Opening three thedissimilarity amongservice quality standards and level of service
distributed.

Opening four is thedissimilarity between service providers’ sargidelivery and servic
providers’ promises througbutwarc infrastructures.

Opening five is thedissimilarity between predictablgervice and perceived service fr
users view. This abstraatodel issuitable in that it is easy for expetts understand service
quality mechanisms.

Consumer

Word of mouth

. P nal Past experi
communication ersonal needs ast experience

i |

Expected service

Marketer ; T Gap
: Service delivery 4 Extemnal
(including pre- and |« --#| communications
post-contacts) o consumers

I
Gep3s ; |
Translation of

perceptions into

service quality
Gap 1 specifications

G2 | |

Management
perception of
consumer

expectations

Figure 1: Service quality prototypical
Source: Parasuranum et al 1985 p

2.1.1 Electronic ServiceQuality definition
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Electronic service quality can be termed as clgeopinions of the aftermath of the provision
along with recapture opinions if a challenge hasdeur, Collier & Carol (2006).

Zeithaml (2002) well defines the eservice qualdy’ @egree to which an online tool accelerates
current shopping, buying plus supplying”, which tsadbstantial impact on the businesses in the
service sector. The definition emphases on meetiagt’'s needs and requirements, and attempts

to describe how the service carried can meet thgaay’s prospects.

2.1.2 Electronic Service Quality Dimensions

By means of the development of eservice embraan@usiness sector, the importance of
evaluating and observing eservice worth in the reedeworld has been acknowledged, and
eservice quality is a vital area in research figgecific educational researchers have been
presently piloted to develop eservice quality C#gadlost of the trainings in eservice quality
take a mixture of old-fashioned service value mtagles and web interface excellence
proportions as the starting stage.

After merging and synthesizing the present conadpservice quality and eservice quality,
alleged eservice quality constructs comprises ef dimensions from both online firm’ and
clients’ perspectives. These scopes are discusdedb

Simplicity of use

Simplicity of use is defined as how easy is foewtito use website. Website must be designed
for user simplicity of usage, comprising search;uannavigating and usage. Simplicity of use is
a significant factor in the incubative aspect afrege quality. Simplicity of use has highly been
rated in clients’ eservice quality dimension, anldais been well-known by many researchers.
Web design

In real situation of eservice, clients’ websitehe core access to online firms and to a prosperous
buying practice. The scarcity of design can effech bad brand of the site class to the clients,
and user may stop the acquisition practice. Welsitee preliminary point for clients to gain
self-assurance. Web design can affect clients p@deompany picture, and petition clients to
conduct buying online products simply with goodesgial direction-finding and useful info on

the website. Website should offer suitable infoioraind multiple chores to users.
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Dependability

This is termed as the regularity of performance exihbility of a firm. Bestowing to some
experimental situations, dependability is the mkesy aspect of eservice quality. In the real
atmosphere, it is vibrant to ensure clients trugtna and perform as expected. Dependability can

make client know the credibility of the companywas|.

System availability

Structure convenience refers to the true methodmbgurpose of the site. In eservice, the
convenience makes users reachable to the onlinesaffered by online firms, which can help
users to have a noble image of online firms.

Privacy

Privacy is the point where by the site is free frattacks and client data is safe. This aspect
grasps a significant position in eservice. Usec@ges vital risks in the essential environment of
eservice restricting from the likelihood of incarteuse of their monetary data and individual
data. End users apply virtual services because dffey simplicity and save time. But, online
shoppers might terminate the usage of online sesvaue to the fears about privacy and the
safeguard of individual delicate material which nheysold to other people.

Study show that the figure of shoppers' purchagethe Internet increases, electronic merchants
can increasingly obtain online buyers' private datah as demographic profiles or purchaser
shopping behavior which can be conceded on todettUSome firm do not have an intention to
defend their clients’ data and information if theign’t have idea of any obligation regarding the
societal cost of privacy raids.

Nevertheless, many prosperous internet service igems have tailored their services and
restructured the offered products to match singjlentt needs recognized through the users
individual information.

Privacy hitches can get resolved through collalbmmabf law, code of conduct and markets

which strengthen the surviving conventions aboguascence of online service source to their
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own privacy policy as stated on their online sitetfing user have governor over their individual
evidence for their private remunerations such aeogy and goods

Responsiveness

Openness is an effective usage of hitches andgskinline. In eservice,

firm prompt service to users through online can enakents feel more contented during

acquiring and continue buying without disturbance.

Security

Security perceptions, state to the capacity todjaéongside prospective coercions. However, in
online settings, security is demarcated as capahofi the online firm site to defend client
information and their monetary transactions datanfbeing pinched during diffusion. Perceived
security measures pronounce the level to which-aanemerce website seems to be safe and
capable to guard other information from possibleedks. Since the development of internet
services, security has become steadily evidentnaacate issue. Optimistic electronic attacks
fallouts to loss of business, name and customst.tru

Fram and Grady (1995) piloted a study dedicatedooline buyers from an online client
viewpoint. They recognized that most anxieties ceduinto a pool of transaction issues such as
lack of credit card security, vendors not whollgmdified and a lack of payment substitutes. The
findings stated that the unwillingness of undertgkbusiness over the Internet” is the most
critical obstacle that prevents online users fraaadming online buyers. Security alarms in this
context refer to users opinions is that online fare not able to defend their users’ transaction’s
info from being diverted during storage. These esshave a remarkable effect on individual
decision to do business online. Research conclsslave shown that users’ behavioral target is
to use an e-commerce websites which is innocentiyanced by their perception about the level
of safety control that website possess.

Empathy

Even nevertheless, nothing like straight humanabaltation in the essential eservice process,
some human links are convoluted in eservice, fangle email message. Providing single
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courtesy to express some empathy to clients. Reatdi clients should be mindful to clients’
wishes and show understanding of clients’ needsthén practical atmosphere of eservice,
empathy is significant in clients’ perception ofetleservice quality without one on one
encounter.

Trust

Trust can be termed as the degree of assuranai¢he us in exchange possibilities .E-trust is
demarcated as the notch of assurance user neeadine @xchange passage. Moreover Mayer
(1995) states it as “the readiness of an eventgbsirsceptible to activities of an extra party
centered on the prospects that others will makerfaicplar action significant to the expectation
.In the framework of the Internet users, confidetmeard online business and firm is regularly
viewed as a key aspect of commerce growth, onliceeny and effectiveness. It is important to
note that trust in eservice is a function of otleservice quality dimensions such as the
dependability of the site, privacy and securitigsues, order fulfillment and the status of the
firm. Users trust to online firms is serious follioe companies’ victory.

Online clients do not only need to trust online chants, they again want to trust the web itself
as a business intermediate. Consequently accumgiitite responsiveness of how to implement
system designs that adventure the user's semaniieaative of electronic commercial process
can be of help in technique in building trust ieattonic environments. Zuboff (1988), in her
study concentrated on information technology cotigen she found without trust in a new
technology would affect its usage. In point of factist is a significant factor influencing user
behavior and it determines the success of techiesl@mbracing such as ecommerce.

Agreeing to Palvia, (2009) belief has a notewordffect on participation intention through
usage approach. In the circumstance of B2C econanérglding trust among two parties is
crucial for firm which chooses to do internet besis. Numerous studies establish that consumer
trust is expressively related to hope in the ecornmeeb site itself and perceived site quality is
absolutely interrelated to trust in the web site.

Loyalty Clients devotion is a profoundly obligation to reybor re-utilize a chosen product and
services constantly in the prospect, again initatiepetitive same variety-set obtaining in spite
of situational effects and marketing determinatidrave the prospective to cause swapping

behavior. Consequently, Anderson and Srinivasa@3pBave demarcated electronic-loyalty, in

25



short, as a very good desirable approach of atctegulated for an e-transaction, leading to
tedious online shopping.

Because to expanded circulation and the services ttoough the Internet; the extent of rivalry
among online service sources have escalated psigespermitting the online client authority.
Continuous improvement in web dynamic technologgyision and product value aids to get
and maintain online client devotion which is adaté¢he victory of any online service provider in
current online economical world.

In the state like Kenya, presently we have a daficy of research on issues that affect client
loyalty. Studies specify that devoted clients cdased product quality and repute, strengthening
the concept that online consumers in developinghc@s prefer companies that assure their
privacy. Saha and Zhao (2005: 20), relate old-tastu service quality scopes with online
service quality scopes among the researchers whked/@mn both of them the results of their

comparison are shown in table below
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SHUN Online service Service .
Dimensions quality quality Authors
Parasuraman et al., (1985)
Zeithaml et al., (1988,2002)
Reliability YY Yang and Fang (2004)
Liu and Arnett (2000)
Riel et al. (2001)
Parasuraman et al. (1985)
Zeithaml et al. (1988, 2002)
Kaynama and Black (2000)
Responsiveness YY Delone and Mclean (2003)
Yang and Fang (2004)
Arnett (2000)
Riel et al. (2001)
Competence Y Parasuraman et al. (1985)
Parasuraman et al. (1985)
Accessibility Y Y Kayngma and Black (3000)
Courtesy Y Parasuraman et al. (1985)
Communication Y Parasuraman et al. (1985)
Credibility Y Parasuraman et al. (1985)
Security Y Parasuraman et al. (1985)
Understanding the Y Parasuraman et al. (1985)
customer
y Parasuraman et al. (1985)
e bi Zeithaml et al. (1988)
Content Y Kaynama et al. (2000)
Accuracy Y
Easy of use Y Y Yang and Fang (2004)
Timeliness Y Zeithaml et al. (2002)
Efficiency Y Zeithaml et al. (2002)
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Dimensions Online service Service Anthors
quality quality
Fulfillment Y Zeithaml] et al. (2002)
Privacy Y Zeithaml et al. (2002)
Compensation and Y Zeithaml et al. (2002)
contact
Navigation Y Kaynama and Black (2000)
Page dﬁ]g[.] and Y Kaynama and Black (2000)
presentation -
Background Y Kaynama and Black (2000)
Persnnahzlatmln Y Kaynama and Black (2000)
and customization -
Zeitham] et al. (1988)
: e Delone and Mclean (2003)
Assurance Yy Amett (2000)
Riel et al. (2001)
Zeithaml et al. (1988)
) . Delone and Mclean (2003)
Empathy Y Y Arett (2000)

Tablel : Summary of Service Quality Factors,
Source Saha and Zhao (2005: 20),

2.2 State of Practice
2.2.1 Eservice

E-services or Electronic services refer to servibels/ered over the Internet. Electronic service
comprises the provision division of electronic itagl clients care, and overhaul provision. A
description of Eservice constitutes 3 important olesl - service source, service receiver and the
means of service delivery. It is vital to note tbatine business is the core passage of e-service
distribution while other classic frequencies in@uttlephone, call focal point, public shops,
mobile phone and television. In eservices the tiereo direct conduct between service source
and users. In this case the site become the ‘momemngality’ between customer and the
organization offering the facilities. As a conseggee the user-interface governs to high degree
how the service is brought to the client.
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Eservice can also be defined as combined and ofdumeded user facilities, motivated by the
user and incorporated with correlated legislatiserwprovision procedures and technologies with
the aim of reinforcement user service source afidin.

E-Service is characterized by the fact that theiseis reachable with automated networks and
the service is used by a person using the InteExatmple of eservices include :e-commerce, e-
banking services, e-financial advice , hotel e-lmoglservices, railway e-ticket services,
packaged tour e-services, real estate e-service®ad take-away e-services,

2.2.2 Characteristics of e-services

E-Services are characterized by four unique featuwkich make them different from other
service technologies. The eservices are: intangitdééicate and heterogeneous. The eservices
characteristic cannot be dignified using old-styeality assurance methods since these
procedures are for produces that are physical,istens and independent from their production
and usage. It is only at the time of service hapfzite, the e-services takes importance to the
client, and it’s at this time the service meetihgttusers’ decisions to purchase are strengthened.
This means that it's the act of the provision tlglothe service meeting that substances most to
the client hence, the features of services coreebe outweigh limitation to their success and
letdown in a market. Below are eservices charasttesi

Intangibility

Intangibility is one of the very most significant @-service attribute. Mainly it is the source for
untying services from long-lasting goods. It's fueqtly quoted as the foundation of the other
traits. Intangible is not to have enough materizligies, and so not able to be moved or seen
and services writings emphasizes intangibility asledining service attribute. Facilities are
intangible because their values are done throutibrec benefits or fulfillments.

E-services are intangible, there are not longrigsgioods. After the collaboration with the source
the client do not own ownership because of itsnigitaility. Intangibility does not spread out to
the service only, but most of the times the dedimalue of the provision.

Through that respect e-services are insubstantaits look for symbols of provision quality.
They will come up with assumptions on the whereualnd the quality of a service from the
position, users, tools, communication, symbols amcks that they get. The service source has to

accomplish these abstract features to make th&sanore actual. This intangible nature makes
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e-services tough to amount, control and validatet-only for the service provider, but again
for the service client. Beginning with the awarenetthe e-service client, an e-service is a way
to an end; the value of the service is indirect anky expresses when the client is able to realize
the conclusion the service .

.Heterogeneousity

Electronic services remain extremely flexible, las service routine measure are influenced by
mostly on who offers it and when and where it isrsed at .1t is the range to which variants of
something are possible or that all occurrencesdargical to each other.

The environment of electronic services and sergl@nce meeting creates a condition ripe for
inconsistency in quality that can rapidly becomealid. The diverse characteristic of services
requires strong procedure and control in orderelover dependable enactment. Competency is a
main provider to changeability..

* Perishability

Electronic facilities are fragile in that the prenin source cannot retrieve, store, reuse or dorrec
the service after it’'s in assembly. It spreadswvibeth of the service and that letdown to come up
with adequate quality service capacity, availapildr endurance can result in lost opportunities
for providers.

Electronic services only have cost when they acelygced and consumed, so they are always
fragile. Perishability is often primarily the comneof the service provider because the shopper
only becomes aware of the issue when there isessagply and they have to wait for service.

* Inseparability

Electronic service invention and consumption isimiate, it's concurrently created and
consumed, e-services send the value provided aresedts evident that no e-service if there are
no shoppers. Inseparability is related to the @ejiperspective of e-service. Recognized service
enactment and the quality of the service are forthethg the distribution process.

2.2.3 E-services Benefits

Adoption of E-services offers benefits to both aomsrs and the service providers. In particular
these benefits include: gain access to a greates bastomer, enlargement market, entry of
reducing the barrier to new markets and price gluatg new users, alternate communication
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medium to trades, collective services to clientyéasing perceived firm picture and acquiring
viable niche and potential for increasing clientslerstanding.

2.2.4 Effects of E-Service Characteristics on Seg quality management

The eservice attribute have consequences whemié€do service quality. Sometimes it can be
made more exciting for users to estimate serviadityuhan to assess product quality. They also
mean that service quality assessments include damsults, but also the service delivery
process. The intangibility and heterogeneity ofviees make it rough for the source to
constantly deliver the anticipated level of sersice

Unique characteristics of e-services make usertiaie players in e-service delivery. This point
makes managing e-service quality more challengimgn tmeasuring durable good quality
because, fairly literally, there is nothing to maas— except the fulfilment of the shopper with
the service after they consume it.

For the reason that of the sole nature of e-sesyieeservice management requires particular
organizational competences, activities, and apesmc Limitations placed upon e-service
providers by the traits of e-services means tredregice source can no longer afford to emphasis
largely upon technology. Instead they must now emghon the provision of clients and
ruminate the quality of the services they offer.

The enactment of an electronic service is assuyetthd limitations of its features, and then by
the resources and competences of the source systesisumes, then by the chosen
management process, tracked by the recognizedcsetelivery, and lastly by the ingestion of
the e-service.

2.2.5 Models of E-Service Quality Dimensions

Good service excellence measurably increases a aonigp overall productivity, its cost

premium, and its perceived and actual marketpldakes But, most societies have narrow
appreciative of the way to design a friendly highted web site that can aid them come up with
better business affairs and to safe guard thewyjcif their e-Business idea. Most firms would
like to know more closely how the secure is thesbvsites so that it can influence them to do
purchasing decisions of web client. Different resbas have provided different models that

show relationships between web quality web factord adoption of ecommerce. Smith and
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Merchant (2001) believe that e-commerce corporatidapend on users visiting their web,
buying their products, and, more significantly, &ming repeated clients.
2.2.5.1 E-service quality model

Santos, (2003) presented a model that offers a ledenptructure of e-service quality and its
determining factor. The author by using focus grooterviews and insight from previous
researches found a concrete model of e-servicatyjuihe model anticipated that electronic
service feature entails of a nurtured aspect andctine aspect. The incubated aspect and the
active dimension each consist of five related @amping determinants. Clients often divide
service worth scope into frequent sub-scopes (Qard200), and a ranked conceptualization of
service superiority is appropriate. The outcomesfthe focus cluster research understood that
the active scopes are as vital as the incubativeions. The sequence of determinants in both

the incubative dimensions and active dimensiongegsented according to their importance as

they emerged from the focus groups, either expfioit implicitly.

Figure 2: E-Service Quality Model
Source: Santos, 2003
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The incubative scopes are defined as the goodesitpol to access, how abilities are used to
provide clients who can easily view, understandabibnd user-friendly. The mainstream of
essentials is the incubative dimensions can beraawhbbefore a web site is propelled. The active
dimensions are defined as the high supportive, fasty and an alert upkeep that a web site can
provide to its users. Dynamic magnitudes must laelred consistently all through the period
that a web site stays up. It can increase cligeint®mn and encourage positive word-of-mouth
referral (Santos, 2003). A more pragmatic grounafetthe events that emphasis precisely on the
online interface is WebQual (Loiacono et al., 20@Y interviewing both users and website
designers and using undergraduates to rate e-cararsiges, Loiacono et al. identified 12 scopes
of website eminence which they claimed have adegdatriminate validity: informational fit-
to-task, user friendly, etrust, responsiveness,y e&s undertand, in-built operations,

innovativeness, online fullness and better tharmditive medium.

2.2.5.2 Theoretical Model for Carrying a Quality Wéb to Fulfill the Clients model

Cox and Dale (2002) detail the KQF and then putamvwa categorization of the KQFs in the
form of a theoretical model for conveying a siteséisfy user requests. Then they have grouped
these KQFs into four classifications that each wndecommunicates among other part of the

web site practice and serves to expand user fo#itit to the point that the client returns back.
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Figure 3: Theoretical Model for Delivering a Quality Site to Satisfy the Client
(Source: Cox and Dale, 2002)

In that model, this can be well-thought-out as mlguthat how to express the value intention of
the site before determining which KQFs are sugablthe assessment.
2.2.5.3 SERVQUAL model

Revised SERVQUAL model was developed by Lee and (2804), who extent items to
inaugurate scope of e-service quality via web desigpendability, just in time, and trust. The
connection among the e-service quality scopesathvarvice quality and shopper fulfillment is

hypothesized as shown in the figure.
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Figure 4: The Relationship among Complete Service @lity, Customer Fulfillment, and
Purchase Intension
(Source: Lee and Lin, 2004)

2.2.5.4.The Framework to Evaluating E-Commerce We Quality model

Liu and Arnett (2000) derive a structure from I&lamarketing literature. They identify four
major factors that are acute to site achievemem-@ommerce: quality of information, use of
system, playfulness and system quality design. Tiseybelow structure to share web site quality
to user perceived usefulness and intention to itethie site. The framework is developed by
TAM, SERVQUAL and the notion of trust Lin and LW@1; Chen et al.,2003),
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Figure 5: A Structure for Estimating E-Commerce WebSite Quality
Source: Cao, Zhang, and Seydel, 2005

2.2.5.5. Electronic Tail Quality as Higher Order Factor Model

The latest classical in this section and also wiéchonsidered as one of the most completed
models in this part is Wolfinbarger and Gilly mod@003). Wolfinbarger and Gilly (2003)
offers vital contentions aimed at the dimensiomafdlers opinions of online acquisition know-
how. Their analysis suggests that findings reggrdime safety of an online site are most
intensely related to website design aspects andbilgly. In their model 14 items chosen,
measure the 4 factors at an international levelst\dmnazing is concealment, which is not vital
in quality forecast, except among the most requdars and clients of the website.
Their finding shows that suggestions of privacy arginally found from other related quality
factors, frequently website design, when buyersfi@gh to a website. They claim that it also,
appears primarily user judge security/privacy basedssentials such as the specialized design
of the site, as well as key functionality of a saed firm image. Their electronic TailQ measure
can be linked to the SERVQUAL scale .According tatevs, the principal variance among them
is that user perceptions of employees play a druola in SERVQUAL, then the firm is an
entity in the focus of eTailQ. Website design isnew element that strongly affects user
awareness of their shopping experience. Reliabdég be termed in SERVQUAL to entails
consistency of performance and reliability. In dgence, contentment in eTailQ emphases on
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the correctness of the portrayal of the producthenwebsite, the precision of the direction and
delivery, attributes to sellers. Privacy/securioed play part into play in SERVQUAL, although
belief is one attribute of their promise aspecteDu fears such as personality theft and spam, e-
tail users are particularly thoughtful to privaaydasecurity in ways that contrast from how user

develops trust in individual service employees (fiibarger and Golly, 2003).

Customer
service

Fulfillment
/reliability

Website
design

Privacy /
security

Figure 6: Modeling E-Tail Quality as a Higher Orer Factor

Source: “Wolfinbarger and Gilly,2003”
Four factors mined in Wolfinbarger and Gilly mode¢ demarcated as follow:
Satisfaction/dependability is the correct demonstration and depiction of difiaat so that what
clients receive is what they assumed they ordered distribution of the right product within the
time setting given.
Website design involves the modules of the client know-how at website (except for users and
client services), plus direction-finding, info, pessing orders, appropriate personalization and
selecting product.
Customer service is welcoming, cooperative, keen provision that metuto clients request

rapidly.
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2.3Critique and Causes of Problem /Benefit

Electronic commerce can be well termed as any catpanovement that practices ICT-based
submissions to permit the buying and selling ofdpicis and services and to enable the contract
of transaction events among organizations and Udes. comprises using ICTs to noble the
movement of products among traders and clients, reagketing and ordering among others.
Zwasse’s (1996) justification of electronic comngers embraced relating online commerce as:
“the participation of transaction concepts maintegngood business interactions and conducting
transactions by means of Internet-based technology”

Three main classifications comprising e-commercéB2B) and (B2C).B2B submissions
comprise electronic markets, which are scenes lthayy organized transaction to exchange
goods and services as well as other options oé @rig. handling of online payments, exchange
of documents, etc. B2B also comprises email amodgstrialists to exchange price and product
information, companies using the Internet to chiecksupplier prices and order goods, building
firm web sites, and banks and financial servicendiradopting online payment systems and
practices. B2C applications recurrently overlaphvB2B applications, particularly in areas like
electronic retailing markets. Other examples confaim emerging web sites to showcase their
products, setting up virtual malls to compromiseide range of user goods, enabling clients to
purchase goods online, and creating online cust@aeisice centers. B2G entails government
agencies publicizing their procurement requirementdine and having firm bid for the
procurement contract electronically.

2.3.1 Technology Acceptance Model

Evidence Systems academics have prepared subktatrtiggles in building concepts to
examine and forecast the contributing factor ofoinfation technology recognition. Midst
theories, TAM appears the most widely recognizedragnS researchers due to the productivity
of recent pragmatic support. Bestowing to the TR¥al, theories affect attitudes, which
repeatedly lead to intentions, then direct or maddeaviors. The Technology Acceptance Model
, advanced by Davis from the theoretical basis RATget a feel for this approval behavior
relationship to an IT user recognition. Thus, tesotution of TAM is to clarify and IT
prediction, acceptance and empower design chargjeselusers have knowledge with a system
(Davis, 1989).
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Figure 7 : Technology Acceptance Model
Source: Davis: 1989

As demonstrated in figure 8 above, TAM forecastsr uscognition founded on some definite
behavioral views: perceived simplicity of use (PE&hd perceived usefulness (PU), which
determine a personal behavior intention (Bl) te aa electronic technology. Furthermore, the
effects of outside variables on behavioral inteet iaterceded by the above mentioned major
factors. Imperative researchers studied the TANKSUSive expounding power and measurement
legitimacy in dissimilar settings categorized bystucts and type of IS. Formerly the model
was applied in scrutinizing online mails, word pesing and graphics and motion software.
TAM has been overextended its submission to diffetgpes of IS, such as spreadsheets,
internet and E-commerce. Built on pragmatic condition, the approach construct was left out
from the original TAM model because it did not fulhtervene the effect of PU on behavioral
intention (BI). In addition, numerous studies hawerlooked the consequence of PEU/PU on
the attitude (A) and/or Bl. As a substitute, thepbasis is on the effect of PEU and/or PU
directly on the actual system usage. Since thi®pamphasis on users authentic usage on e-
Commerce, it adapts the TAM model by sinking someagigms as shown in the below.

Perceived
usefulness (PU)
Purchasing
T Behavior
PB
Perceived Ease ( )|
of use(PEU)

Figure 8 : TAM Model on E-commerce Adoption,
Source:Jinsoo Park, 2001
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Users can contact thousands of online sites aradroaihything from basic commodities

such as outfit to files and policies without goitaga shop. Be acquainted with that client are
likely to want products/services carried soonestnyne-Commerce sites offer next-day delivery.
Moreover, e-Commerce shoppers can view directarfediverse products/services and recite
widespread information describing their featured parformance while information acquisition

was wasting time and not easy prior to the outédgh® Internet. Therefore, the TAM on E-

commerce adoption distinguish simplicity of infotea search, simplicity of ordering (any

time, any location), simplicity of using customezngce, and overall simplicity of use as

consumers’ perceived simplicity of use (PEU). Maeo the model measure observes
usefulness (PU) by the following elements: cutticwst, saving time, infinite selection of

products and services.

2.3.2 The Alleged Risk Prototypical on the Adoptiorof e-Commerce

This model was established by Bauer (1960) in idei that shopper behavior to be seen as
Taking risk. The model tries to categorize numetands of perceived risk in the context of the
Customer’s purchase behavior as discussed below.

Perceived Risk with Product/Service

Perceived risk has been acknowledged as a corerdeteg factor to shopper behavior that
might be a crucial cause influencing the transfdiomeof browsers to real shoppers. This ideal
indicates to perceived risk as the complete amoiwmagueness perceived by a customer in a
particular purchase condition. Perceived Risk Witbduct/Service comprises the risk resultant
from poor presentation, fitness hazards, and bsdgeselius (1971) recognized 4 kinds of
damages that related to the risk type: time andrdaand ego and money respectively. Jacoby

and Kaplan (1972) categorized shoppers’ perceiggdmnto the below 5 types of risk namely as

Risk Type Definition

Financial Risk The risk that the produet will not be worth the financial price
Psychological Risk The risk that the product will lower the consumer’s self image.
Physical Risk The risk to the buyer’s or other’s safety in using products.
Functional Risk The risk that the product will not perform as expected.
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When clients are not able to directly touch protagtice in the electronic market shoppers
may be uncomfortable when they are doing transastiath online merchants. For example,
product/service delivered to users may not do waglrequired. Furthermore, users are also
required to bear the cost such as shipment andatowhen exchanging the product/service.
Amongst the many types of riskynctional loss and monetary loss are recognized as risk
types linked to product/service that may disappairgnts from doing businesses online.
Furthermore, when purchased products/services daoitk, the consumer may delay
accessibility, and struggle to make it replacedh@lgh time is non-monetary struggle and
varies among persons, it is significant take tinsetlae cost that shoppers must pay for
products/services. Thus, the model brandiess of time as an additional risk with the
product/service. Once products are acquiruired theekweb, users can find a product/service
of similar or higher quality at a lower price. Henthe model recognized another seeming
risk, opportunity loss, which is the risk that can occur by getting ongom to consumer will
fail from doing something else he/she would realtgfer to do. Therefore, perceived risk
with product/service (PRP) can be defined as theraliamount of uncertainty or anxiety

perceived by a user in a particular product/serviben the consumer purchase online.

2.3.4Perceived Risk in the Framework of Online Busiess

Researchers indicate that users assurance cangbedad by accumulating the transparency of

the business process in possession to a lowesinansfo necessary from the shopper, and by

making clear the permitted eminence of any evidgnaen. Bhimani (1996) portrays out the

extortions to the agreement of e-Commerce thatdcpatent from such prohibited activities such

as keyword sniffing, overhearing, data alteratisppofing and repudiation. Therefore, the

fundamental requirement for electronic businessftiifills the below mentioned security issues

as important: confirmation, endorsement, readinpgsacy, data uprightness, nonrepudiation,

and selective request services.Swaminathan €t1309] declare that user assess online vendors

before they enter into online transaction and floeecthe trait of the vendors play a vital role in

enabling the transaction. Rose et al. (1999) ifledtthe practical obstructions and their related

prices and restrictions specific to B2C e-commevdach consist of deferments of download,

limits of the user interface, and insufficient me&@snent of Web application achievement,

security weakness, and deficiency of Internet ppies. Furthermore, it's said that if individuals
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do their business with dishonest merchants or rfsisge information is stored on unsafe
databases, security fears exist even where dptfectly safe.

Therefore, we describe perceived risk in the cdrérnline transaction as a possible

corporate risk that user can face when uncoveretetironic means of doing exchange.

Lastly, 4 types of PRT are renowned as follows:fidemtiality, verification, non-repudiation,
and universal perceived risk on online businessis€acted on the users’ perceived risk, a
speculative model that assumes perceived riskshasbackgrounds to the adoption of e-

Commerce representation as shown below.

Perceived Risk in the
context of
Transaction (PRET)

Purchasing

& Behavior (PB)
Y
Percerved Risk with
Product/Service
(PRP)

Figure 9: Perceived Risk Model on the Adoption of € ommerce,
Source: Bauer (1960)

2.3.5 E-Commerce Adoption Model (e-CAM)

Numerous aspects positively or negatively affearsischoice to embrace e-Commerce as
acquiring earnings of products/services. The maeééveloped from each of the constructs

from TAM Model on E-commerce Adoption on the Acaapte of e-Perceived Risk in the
Commerce. e-CAM suggests that Perceived Simplmityse, Perceived usefulness, Perceived
Risk with Product/Service and Perceived Risk in ¢batext of Operation will inspire on the
users adoption of e-Commerce. The connections lestatl the model also has care from prior

theoretical and empirical work
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in the preceding research.

Perceived Risk in Adapted TAM Mocdel
the context of
Transaction [PRT)

Perceived Ease

4 of Use (PEU) [~

—

Purchasing

il Behavior (PB)

L Perceived
Usefulness (PU)

Fercelved Risk with

Product/Service
[(PRP)

Figure 10: E-Commerce Adoption Model (e-CAM),
Source: Joongho Ahn, 2001

2.3.6 Electronic commerce Benefits
Electronic commerce suggests numerous assistanee®lol-fashioned commerce. It offers the

user with more options by enhanced incorporatimgstinategy and invention processes with the
distribution of products and services (Richardf7). The client appreciates a wider choice of
products and services at reduced prices, as waledain suitability .Due to the cooperative
nature of e-commerce, an improvement for corpgrabeluces an advantage for users and vice
versa, thus backing up the growth and developmiehioinnovative means of interchange.
Ecommerce reduces the time and cost of spendingranes the market from local and regional
markets to national and international markets withimal capital cost, tools, space, or staff. It
authorize for just-in-time fabrication and paymer&y business reduces overhead and record
through improved automation and reduced dispensétizes (Al-Kibsi et al., 2001). Evans and
Wurster, (1997) disclose the e-exchange permitssumed dealers to decrease the transaction
expenditures considerably and empowers informatdouch more users without sacrificing the
productivity of the content.

Through computerized material, e-commerce empowaduction reliability, historical
database scheme, marketing and payment data. Mtgbitem is that due to computerization, it
quickens increased client openness; including onest delivery. Online credit card
transactions can be valuable, simplifying the adstiative problem on the users service
responding information-based enquiries. Billing cha done automatically, directed and

scrutinized. E-commerce has at present fruitfulljaded territories of middlemen (Gates, 1995).
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The use of ICT for the restructuring of internalmad transactions, communications, and
interrelationships and for easy information flondarmansfer offers considerable opportunity to
increase the company capacity. Intranets authalitgrse departments to share databases of
common users and to pool skills and capacities hairtmembers for problem solving.
Furthermore, e-commerce develops email passages paodides a virtual interactive
environment where the sellers and consumers cahaage facts and products. (Zhang and
Tang, 2006) believe that e-commerce expands tmasinéictures midst partners beside a value
series and bids an integrated business model bghwinim can be more approachable and
springy to the dynamic markets and user requirésnen

2.3.7 Challenges of e-commerce
Electronic commerce normally, it's mentioned asdaivator, but beside is also referred as a task

and a peril in itself (Ndou: 2004). Paré (2001)umg that the request and admittance to
technologies such as the open Internet and thed/NWgile Web are unlikely to reduce business
costs adequately to reduce the obstacles to thg end worldwide markets by firms in fast

moving countries in technology. Shown in table beloutlines the challenges and benefit of

electronic commerce.

PERCEIVED BENEFITS

PERCEIVED CHALLANGES

Prospective growth in sales Attack by virus
Shop hours (24/7/365) Goin faster
Ability to rise firm profits Porno

Create alertness

Um mature content

Allow small target gap Hacking
Clients loyalty Privacy

Good client relationship opportunities Reliabléwark
Many revenue streams cost

Decrease costs

Lack of regulatory laws

Look for variety

Political change

Free working environment

Lack skilled resources

Table 3: Electronic commerce benefits and challenge

(Source: Paul Kipkech)
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2.4Technological Advancement in E-services
This section of research its goal to review rel¢\gathered knowledge and available literature on

factors affecting adoption of ecommerce in develgpountries and technological advancement in
eservices. Several similar field of study have beevised and prepared built on context and
integrative assessments classes. An indicationtdifoand Internet activity in developing regions

are existing followed by a dialogue about adoptéiibaite and significant elements that have an
extraordinary influence on embracing an emergiegrelogy

2.4.1 Firsthand Technology Adopter Characteristics
Rogers (2003) agrees that, the following of a namgfed expertise is normally younger, has

good returns and applicable level of educationrance volatile to new modernization than the
non-adopter. Rogers (2003) also specifies thag-sththe-art persons have optimistic outlooks,
capability to converse with others and a high lefedollective contribution. He established that
adopters are fresher and energetic, well-off, gipydhave a good level of training, and hold
more social mobility than those who embrace impnosets later.

Socio-monetary variables suchagg, education, income and everoccupation expressively
supported to clarify variances between the adoptedsnon-adopters. It was establishes that the
persons proposed to use the Internet primary inrAliss were young males, with good monetary
and revenue . Choudrie and Dwivedi (2005) also 4eefed that the monetary status for
personal guidance and their capability to pecwarad then use an expertise. Besides, Rogers
(2003) disclosed that demographic characteristiosvsa vital role in forecasting acceptance and
that monetary status is highly interrelated toipriglary agreement.

2.4.2 Diffusion of Innovation

According to Rogers (2003), diffusion is an improment which is passed through certain
passages for some time among the associates dft@rsiRogers (2003) categorized 5 major
traits of an innovation that shake users’ ratecokptance as follows:

Comparative advantage: the level to which an improvement is perceivedsagerior than the
impression it supersedes. Comparative advantagessly referred to in terms of cutting cost,
energy, period and minimizes inconvenience in using embracing an innovation. When it
comes to electronic service context, users mayrebsereasonable advantage in accessing the
Internet and expenditure its website services famy location and at any time. Internet services

present other remunerations for the firm in addititm granting unlimited access. They
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potentially underwrite to valuable raises of thenfi enhance the quality and swiftness of user
services; create competitive niche; entice shoppetdsencourage users interaction; support core
transaction functions that are integral to busingsategy; and come up with new business
potentials by increasing market presence and exabhline purchasing.

Compatibility: the level in where by an innovation seems asgoeghable with the standing
proficiencies and the wishes of prospective adgpté&iectronic service, mainly in field of e-
commerce, studies have exposed that compatibgisyahsignificant impact on the purpose to
adopt. As a result, it is projected that people whrceive e-services to be compatible with their
experience, culture and language will be more yikeladopt.

Complexity: the degree and level to where by an improvemsnseems as challenging to
comprehend and expenditure. A good number of stueiglized that complexity or simplicity of
use has an important effect on users’ intentiongse or to adopt a new technology. When it
comes to online framework perceived simplicity eewas found to affect e-service embracing,
portraying the importance of the role of the simpyi of use variable on adoption of e-services.
4. Observability: This degree and level where by the results oinaovation are noticeable to
others. An e-service setting, observability canobserved by computing ones acquaintance
about the e-service and its gain. This knowledgédcbe gained by using public media such as
newspapers among others. If this familiarity isyemsget and share among individuals and e-
service benefits are apparent, embracing shoultbwol Therefore, it is apparent that
observability has an effect on the embracing oémise as a new technology. Rogers (2003) in
the other hand suggested improvements with morefitgroobservability, trialability,
compatibility, and less complexity will be adopt®@dre faster than other innovations.

2.4.3 Diffusion of Innovation Theory

Diffusion theory whose proponent is Everett Rogedescribed as generalizations

concerning the typical range of innovations insaleocietal system. Rogerres (1995) states
transmission as the mean where by an innovatigagsed over certain passages in a period of
time among the associates of a system. Diffusiodysinstitute claims the circumstances which
increase or decrease the chances that a new rasigeadea and product will be adopted by
followers of a particular values. Diffusion of inguement belief predicts that media as well as

interpersonal contacts provide data and influenctlook and judgment. Studying how

46



innovation occurs as a result, Rogers (1995) cldinas it consists of 4 phases: invention,
diffusion (or communication) through the systemrméiand consequences. The statistics flows
via networks. The nature of networks and the opinieaders’ play in them determine the
likelihood that the innovation will be embracedndvation diffusion research has wriggled to
expound the variables that affect how and why uadopt a new information medium/ICT, such
as the Internet. Opinion leaders exert encouragenre@udience behavior via their individual
details, but more intermediaries called change @gend gatekeepers are also included in the
process of diffusion. 5 adopter categories are: Wledge — one becomes alert of an
improvement and has some know-how of how it woResrsuasion —one forms a promising or
negative attitude toward the innovation; Decisioone absorbs in events that lead to a choice to
adopt or reject the innovation; Implementation —eats an innovation into use; Confirmation —
one gets the outcome of an innovation decision made most prominent feature of diffusion
belief is that, most of the followers of a systeéhe innovation-decision hang on heavily on the
innovation-decisions of the other members of thetesy. The improvement-verdict is made via a
cost-benefit analysis where the core impedimenniertainty. Kenyan will embrace revolution
if they believe it will and boost their utility. Sihey must belief that the innovation may return
some relative advantage to the idea it supersetgsn, on consideration of monetary value,
clients decide which move to take improvement waliktupt other operational facets of their
day to day life. Is it well-suited with existinggmtices and morals? Is it hard to practice? The
freshness and unfamiliarity of an origination irdule cost-benefit analysis with a great dose of
vagueness. Its good however, does it work well? WVikeally break? If | adopt it, will people
think I'm like weird? Since people are on averafgeat-averse, the improbability will often
result in a postponement of the decision untilHertevidence can be composed. But the key is
that this is not the case for every person. Eaenadter’s innovation-decision is largely framed
by personal attribute and this diversity is whatkkesadiffusion possible. Diffusion specialists
divide the bell-shaped curve to show 5 types of mmmnovativeness, where innovativeness is
defined as the supreme unit to which a personnsesdat earlier in adopting new ideas than
other members of a system. These are: 1) refor@grsarly adopters 3) early majority 4) late
majority 5) laggards. Figure below, gives a breakdmf how an innovation diffuses and is

either adopted or rejected by people in a givenesp@nd the influencing factors. The model
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focuses on 5 elements: (i) the traits of an innowatvhere it may affect its embracing; (ii) the
decision-creation formula that occurs when persmmsider embracing a new idea (iii) the trait
of persons that false them to adopt an innovati@hthe magnitudes for personal and culture of

embracing an innovation; and (v) email frequencissd in the embracing process (Rogerress,

1995).
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Figure 11: Diffusion of innovations source
Source: Rogers, E.M. 1995.

2.4.4 Perceived Risk

When the users intermingle with a firsthand knowvhonormally they understand the
practicality as well as the risks accompanying Wil technology. TAM suggests that a growth
in perceived usefulness the goal and aim is a biggget to use. The paper spreads this proposal
to infer that perceived risk influences the autleensage of the Internet. While there are other
factors affecting users adoption behavior on theriret, perceived risk is an inhibitor to the
patronage and buying of the Internet. In shortcgiged risk may influence the attitude and

behavior of users towards the Internet services
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Perceived risk is termed as valuation of resermationcerning the distribution of potential
outcomes and the uncontrollability of outcome agalisshment. In the case of purchasing on the
Internet, it is possible that clients may percedigelosing their credit card information as risky,
and they have no control over this. Chellappa andd® (2002) describe information security as
the subjective probability with which clients bedeethat their personal information will not be
seen, saved or manipulated during transit or seotagwrong parties, in a manner consistent
with their projections. Indeed, uncertainties ablooiv their financial information is treated by
merchants will increase perceived risk associatiéd enline business.

Perceived risk achievement comprises internet bankivhere clients assume greater risk
transferring monies from their bank accounts todtigarty accounts, pay their service bills or
make inter-bank loan repayments and so forth. A immedrisk activity includes online
reservation, which involves the disclosure of disefinancial account or credit card information,
but no transaction will take effect unless one app@hysically before the service provider in
order to confirm a purchase. On the other hanadyimétion searching is considered as low risk
activity since it does not involve any disclosufdinancial related data. Therefore, clients who
adopt high-risk activities for example, online beagkcan be considered as having higher risk
tolerance than those who use the Internet for ent#servation and information search.

2.4.5 Users’ Level of Experience and Web site feats

It's anticipated that a well-accomplished web pomay clue to better revenues and profitability
associates to choosing the right shopper. Thagasd thoughtful of users’ prospects and
perceived value is definitely essential. In pritejpas users embrace a fresh technology, they
tend to have a sophisticated level of expectatajrthat particular technology. For example, as
users with more know how in information searchithg process becomes much easier the next
time. As a result, information finding becomes sdaand users tend to look for other new
added-value services from a search browser. Irr @tbeds, the higher the prospects, the higher
the fulfillment judgments of a service. Ward ande{@003) found that more skilled Internet
users tend to be more successful in informationck@®y and are less-brand reliant, hence less

loyal
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Figure 12: Relationship between Perceived risk, usexperience level and Technology
adoption.

2.4.6 E-Service Quality

Electronic service quality is a demonstration af thhole service distributed via the online service
sources. Attribute like age, sex, salary, and kinaw- and technology tendency may affect the user
perceptions and assessments of the service andfulBiément. Therefore, service value on the
online is part of the user shopping know how arféca$ the overall fulfilment level; therefore,
numerous paper established that electronic seyedity is highly associated to user fulfillment.
There is vital relationship between electronic s@nguality and electronic service adoption. Sexvic
quality has been established to be significanttibpelient fulfilment. Client contentment is ash
term business measure, whereas service qualityr imsolence formed by a long-term overall
assessment of a performance. Although, servicatgaald client satisfaction are separate constructs
but as per Parasuraman et al., (1988) there se tihk between them.

2.4.7 E-Commerce Adoption in Kenya

Although, there is no any credible statistics i #ticommerce context in Kenya, but most of the
information indicates that the volume of e-commengeKenya is low. The penetration of e-

commerce has been slow in comparison to the lefveiternet usage in Kenya. However the has
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been rise in the the number of local online e-conmetores of late. They include bidorbuy.com,
Kalahari.co.ke, elimishaonline.com, MamaMikes.cord &otallyToto.com among others.
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Chart 1: Internet penetration in Kenya,
(Source : CCK)

One of largest e-commerce player in Kenya has Iedahari.co.ke. This is a site which is a
spin-off of the highly popular South African onlin€alahari.net. In other ward, Kalahari.co.ke
mimics its South African forerunner with the exdept of the Kenyan localization.
Kalahari.co.ke is wide-ranging in that clients d¢ary journals, electronics, music, movies, toys,
gifts and vouchers, all in local bills. The onlynltation with Kalahari.co.ke is that it does not
have online credit card payments (currently) se loas to use M-Pesa or direct bank deposits to
make payments. Unfortunate it has announced it véllclosing its operations in Kenya and
Nigeria as from 24th October 2011 due to underperémce (http://www.kalahari.co.k2011).

Hindrance cited to making e-commerce a realithkegnya has been lack of legislation, suitable

Internet infrastructure and innovation, but witte timtroduction of the ICT Bill there will be
positive impact on growth of the ecommerce.
Another major issue in realizing widespread e-conemés that internet-based payment systems

are still not fully established in Kenya and creddrd penetration is somewhat limited.
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Nevertheless, the mobile phone has become therpréfepayment platform following the
massive success of Safaricom’s M-Pesa. Just resenible rest of the globe worldwide the
Kenyan government is in progress to be part ofat@sonomic rewards of electronic trading
and commerce. It has taken alot of events to setngippadvance electronic trading services and
locations country wide. Obviously, e-commerceamisething new in our country and in order to
have success in e-commerce, there is need to dg meaearches in different contexts of e-
commerce such as online retailing in order tozdibpportunities and avoid the risks.

2.4.8 E-service quality and E-Commerce Adoption ifKenya

In Kenya few researches have been conducted toedife special effects of eservice quality on
adoption of ecommerce. Thomas Ogoro Ombati et @LQR did a research to establish the
association between web and service quality inbtnegking business. The study was carried via
across-sectional analysis design which questioeggondents on e-banking facilities. The paper
majorly instituted to clients of the banks withietCBD, Nairobi. The results of the study were
clients of banks who use e-banking services argifiésvnet banking, mobile banking and
ATM). The figures collected were evaluated by usfreguency, percentage, means and the
correlation analysis. The results shows that, saferices as the most substantial scope of
eservice quality, followed by accessibility, eféocy , capacity to come up with accounts so that
the client can perform business straightaway, éxalet of records, customer friendly, simplicity
of use, complaint satisfaction, correct transastiand operation round the clock.The outcomes
were consistent with research findings by Joyce fMaGikandi (2009). The objective of the
study wore to scrutinize the factors prompting ddeption and efficiency of e-banking in retalil
banking in Kenya. Various future challenges of ekiag embracing renowned in the existing
research comprise security of the internet andhtdidegal related issues alongside technical
issues .From the findings, security of the intenuas acknowledged as a very significant future
encounter in electronic banking while user trustygcy and awareness are being accepted as
challenges of great reputation. Both readings detnate that we have a strong connection
flanked by web service quality and embracing ofneceerce in Kenya. However there is other
non-quality of service factors of importance whieed to be researched. They include customer
awareness, spread of ICT usage, internet accegslads of legislation, internet infrastructure

and spread of computers.
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2.5 Conceptual Framework

This part of the research provide a conceptual ésaonk coupled with theoretical overview by
explaining the key factors, variables, and theti@hships among theories in directive to give a
better accommodation of the research. The aim eftltlesis was to discover out the extent to
which user perceived web quality of service affeatfoption of eservice technologies in
perspective of Kenyan online consumers. Based wrewein the previous section, it was
mentioned that quality, user perception and uséitifiuent are conceptually distinct but closely
related structurally. At the same time, endlessvijicof competition in the online market shows
that thoughtful of user as an important issue imket@ng. So, current firm have shifted their
attentions from products and sales to clients tegermarketing in order to survive in such a
highly competitive world. Again, there is a comhirferce to recognize better the issue of online
guality since with user experience; expectationsrdine transaction are increasing. In addition,
having user satisfied primarily depends on theilityabetween user prospects and proficiencies
with the products and services. Because cliente rareasing predictions, it's compulsory for
businesses to endlessly improve their quality steadgland hence, user experiences with the
organization. Firm offer quality to fulfill theiraers and create positive perception toward their
services. As a website is part of the linking ifiran and its clients, it is obvious that it should
show the quality efforts that are in place all thgb the organization. Besides, there is another
reason why firms should provide high quality Wedsito its clients: there is no human contact
through sites. The interface via the Internet betwa company and clients is always through
technology. This means that the “moment of trutletween a company and a client is the
website. Although, companies may try to emulate &wurbehavior through technology, the
interaction remains different because some phaskegmoan interaction cannot be replaced with
technology of today, e.g. courtesy, user-friendtgre, commitment, flexibility and cleanliness.
Shortage of such aspects of human partnership wamehnormally delivered to user through
quality will have to be rewarded by a better parfance on other quality factors or by excellent
enactment on “new” specific Web quality factors.r®tver, a site should show the significance
suggestion and report if it is trying to fulfill éhclient needs to ensure frequent visits from the
user in the hope of gaining customer loyalty. Thécome should be a mutual footing between

the objective sought by the website and the cligntds leading to a pleasant experience on the
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part of the user. In literature review, differentbgite quality and ecommerce adoption models
have been discussed. It is clear that in most cdkerse exist a link between quality of web
service and adoption of ecommerce. This researchgmaunded on two model€onceptual
Model for Delivering a Quality Web Site to satisfy the user ande-CAM. The above models were
integrated to create the research modibé Theoretical Model for Delivering a Quality Web
Steto Satisfy the Customer was used for evaluation of web service qualitydestwhile the e-
CAMmodel was used for evaluation of the ecommengpaon factorsThe Theoretical Model

for Delivering a Quality Web Ste to Satisfy the user identifies 4 KQF of the Web site: simplicity
of use , customer confidence ,online resourcegeatonship .

Reason behind this selection is the fact thatrttadel, from the researcher’s point of view, is
Considered as one of the most comprehensive madattempts to measures the quality of
websites for online retailing. Each of the four kgyality factors of the model narrates to a
dissimilar part of the web site involvement andamdes client satisfaction to the extent

that the users will return.

Also put into the consideration by the model igéamuser characteristics such as gender,

age, education level, job type and technology adopstage .The type of web site access
interface is also an input element of KQFs. Theéouer web site access options

Comprise of: personal computers (home or work), ileophones or cyber cafés.Also in e-
commerce context, quality of service is closelated to interpersonal trust. Trustworthy clients
are reflected exceedingly appreciated and loyattyraadited to fulfillment with the quality of
service. Further, many of antecedents of trustcamamon with website quality items, the
relationship of e-trust with satisfaction and quyals also examined in this research. Therefore,
Cox and Dale (2002) model, is extended to incluelktdist, security and privacy as key quality
factors. E-trust was incorporated since online gaation involves many uncertainties to the
customers; trust is a situation for give-and-takeist has been initiated to be of significant for
building and continuing long-term interactions.tihe modified Cox and Dale(2002) model, ease
of use is replaced with security/privacy factorhislis because Ease of Use’s appearing still in
e-CAM model. The inclusion of Security/Privacy isdause these are two important dimensions

of any viable eservice model.
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The e-CAM model consists of four constructs: Pexei Simplicity of usage, Perceived

usefulness, Perceived Risk with Product/ServicedP(R&hd Perceived Risk in the context of
Transaction (PRT).
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New extended and modified research model appears ahown in the figure above.

Figure 13: Research model
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2.6 SUMMARY

Electronic services are contributing to rapiditffeetiveness, elasticity and innovation to their
users. In most of the circumstances they are dlailund the clock and reachable from all
corners of the world. Electronic services are ipgukess form which thus has a zero rated
ecological effect than old-style paper based pusdinvices. Electronic Service Quality Model
Charter provides scale abilities and comparativenase of e-services. It also supports making
resolutions in civilizing the eminence of servicemdacomplete user fulfilment. The
improvements in mobile devices technology have awed the functionality of mobile phones.
This enabled growth of new submissions for mobherges like: contacts management, email
capabilities and Internet browsing. It also encgaspossibility of the development of just-in-
time services, or mobile services that literariffep anytime and anywhere access to services
like: mobile banking, mobile learning, and mobitenmamerce among others. As long as the cell
phone has a broadband internet connection enaliésiallows users together update their skills
or pay their bill while waiting in the airport faheir flight, while waiting at the bus terminal for

their bus or while commuting.
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CHAPTER THREE
3.0RESEARCH METHODOLOGY
3.1 Research Design

This section offers contextual facts on how theesaesh was conducted in terms of research
method and techniques. The research method caefiped as set of rules, dependable and well-
systematic ways to study the genuineness, to disclbe apathy, and to secure the solution
(Khaki, 2000). This set up research design, pojratarea of study, illustration selection

methods, data collection and analysis methods.

Research design is a strategy, the plan and steucticonducting the research idea. It's a

Logical manner in which individuals or other unéiee compared and analyzed. A strategy is
used to assembly the paper, to display how alhefmain parts of the paper work together to try
to address the central research question. Beri0j2€8ys that the research design must answer
The research question. There exist different tygfegsearch designs whose choice depends on
the nature of the research aim and goals. Thesandsdesigns include descriptive, exploratory,
explanatory, experimental, case study and coroglatidesign. This research was founded on
descriptive study. The high-quality of the reseaciho purpose and base on the nature of the
research objectives which reveal that this is gressive research. The main goal of descriptive
research is to describe the data and charactsratiocut what is being done. Descriptive research
is well practiced when a the person doing the rebeaants to gain a better understanding of a
topic of study e.g. attitudes, opinions or habftpeople. Therefore since the

aim of this research was to get the best understgrid the extent and degree to which user
perception on web quality of service affects adoptof e-service technologies, then the
descriptive study is the most suitable to use is ¢bntext.

A large scale survey was applied to establish tiygact perceived quality of service in online
context on ecommerce adoption by Kenyan internetsug-urther the research identified the
none quality of service factors the influence tbemion of ecommerce in Kenya. The relevant

data was collected and analyzed to verify the Hygsis of the research.
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3.1.1 The target population

Population is collection of persons or items fratmch models are taken for measurement other
ward it can be referred as a group of persons avitbmmon understanding. In this research the
target population was the Kenyan internet userg U$ers were selected based on diversity,
representation, accessibility and knowledge. Theystargeted online Kenyan users who use
web portal various services such e-mails, newsabkoetwork, ticketing, shopping, banking and
e-payments and web informational services. Inteusetrs were requested to respond on their
experience or their perception on various web ¢gpalnd ecommerce adoption factors on web
portals they have ever used. The web portals wieeevaluated against a list of e-commerce
features to determine if they meet the requiredranerce web site standards.

3.1.2 Sampling and sampling techniques

A sample is one of a number of things or one platwhole, which can be examined to see what
People like. Where period and budget permit, aareber ought to take as big a sample as
conceivable, since this would ensure the religbitf the results (Mugenda and Mugenda,
2003).Statistically, a small demonstrative sampik sthow the group from which it is drawn
from. The larger the sample, the more correctflecés the target group while the smaller the
sample the bigger the sampling error (Mugenda anddvida, 2003). Sampling error is defined
as the discrepancy between the sample charaatsrisind the population characteristics
respectively. It is therefore imperative for a wsb@er to identify the minimum sample size
which will give results within acceptable sampliexgor margin.

3.1.3 Sampling method selection:

Sampling method selection is used in a study adeépends on a number of related theoretical
issues. Therefore it take note of the type of theys the goal , and the time frame and financial
plan given.

3.1.4 Probability sampling:

This sampling is majorly and commonly associatethwsurvey-based research where by the,
study needs to make proposals from the model aboegidents to answer the research questions

onto meet research objectives (Saunders et. &3.20
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3.1.5 Non-probability sampling:

Look for a variety of substitute procedures basedesearcher goals judgment (Saunders et.

al., 2003). In non-probability sampling the colleat of components for the sample is not
necessarily made with the aim of being statistycadpresentative of the population. Reasonably
the researcher uses the subjective methods sugeraenal familiarity, convenience; expert
judgment and soon to select the elements in thelsarAccording to Saha and Zhao (2005,
p.33) refer to Samuel et. al., (2003), most of posbability sampling approaches is as follow:
Convenience sampling:

This includes select sample linking who can giveeassary information and who are more
accessible to contribute in the study. Conveniesaraples enable the researcher to complete a
large number of interviews cost effectively andcfly but they suffer from selection bias
because of difference of target population.

Judgment sampling:

Sometimes researchers’ verdict can be used tots&eaple element and it comprises for a
specific aim. Group of people who have knowledgeualparticular problem can be selected as
sample elements.

3.1.6 Data collection methods and procedure

Data was collected using a combination of dataegaty methods. These included: pre-designed
guestionnaires and literature surveys, which in@dlkeading books, journals and publications
with relevant literature as well as web site eviadina

3.1.7 Self-administered questionnaires

Respondents were required to log in and fill theestionnaires independently with little
assistance from the researcher where applicaltetahof 134 closed ended questionnaires were
administered to the online users. The specific aessfor choosing self- administered
guestionnaires included: first, the populationhs study is educated and ICT literate enough to
provide relevant answers to the questions. Secottléy population was expected to provide
their feedback on the practical experience on digheoweb portal services. And lastly it is the

cheapest and easiest method of collecting largeiate@f data. The plaintiffs were asked to rate
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their judgment using 5 point Likert scale stretghfrom 1 to 5 which denotes Strongly disagree
and Strongly agree respectively for all independantables and dependent variables.

The questionnaire consisted of the following parts:

» Part one collected general information about the respondeggader, age, education level,
internet usage experience, the regular sum of s§pent on the Internet, and place of internet
usage.

* Part two asked the respondents to provide their opinion ebhsite quality factors including
ease of use, availability, reliability, securityiyacy, responsiveness, empathy and e-trust.

* Part three asked the respondents to provide their opinion@mnrquality of service ecommerce
adoption factors. These factors included: technolagrcessibility, perceivedusefulness,
perceived risk with products/services, compatigil#nd legal and legislation environment.

* Part four asked the respondents on online shopping frequéieyrespondents were asked to
whether they have shopped online, the number d@githey shopped and the amount they have
spent on the shopping.

This method was chosen due to the following adygesa

(i) Questionnaires are among the least expensivkads of collecting data.

(i) Questionnaires have a wider reach. Questioesaian be sent by post to respondents in

far flung areas.

(iif) Questionnaires give the respondents a sehaaa@nymity and this encourages them to

give more candid responses.

(iv) Questionnaires can be filled at the responsladnvenience and returned later.

The following are some of the limitations of setfrainistered questionnaires:

(i) The often take longer than other forms of daikection. Some respondents may take a

long time before filling and/or returning the quesnaire.

(ii) Questionnaires are prone to ambiguities. Téspondent may interpret the questions
Contrarily from the way they were anticipated.

Pre-testing the questionnaire

The questionnaire were pre-tested before conduttegnain interview to ensure that it serves
the purpose for which it was intended to, theremasambiguity in the questions and that all
instructions to the respondent are clear. Theolg steps were for the pre-testing stage:
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(i) Review the questionnaire with the supervisor.
(ii) Testing the questionnaire with a small numbgerespondents having similar
features to those of the target group.

3.1.8 Literature surveys
A wide range of literature related to the reseaoghic was reviewed, these resources included

books, journals and publications with the relevhigrature as well internet materials. This
method of data collection was preferred becaugavie the researcher an insight into what other
researchers have written about the impact of wettguactors on online consumer perception
toward usage of the eservices. Through this metihediesearcher was able to relate the findings
of the study to those of other related researanedgrtaken

3.1.9 Evaluation of web portals against the E-commee features

A list of web portals offering eservices or onliskopping to Kenyan online consumers was
identified. The web site features were identifiedl @analyzed to determine if they meet the
requirements for ecommerce web site.

3.1.10 Ethical considerations

Individual consent is the basis for one to partitgin the study. No respondent was coerced into
giving information. Respondents were assured th#brination will be treated with
confidentiality in case there was need for thattaDmllected was used specific for this research
alone and would therefore not be revealed to ahgrgparty with need to carry out a similar
study.

For mutual trust, user must first log in beforevaesng the questionnaires for the purpose of
identification of the researcher.

3.2. Methodology used

The methodologies talks about the frame that isl usestrategies and regulate the process to
develop an eservice. A wide diversity of such fraroeks has developed over a long time, each
with its own admitted potentials, strength and étse A system methodology is not necessarily
proper for use by all projects stakeholders. Eddie available methods is best appropriate to

particular kinds of projects, based on various nézdl, structural and team deliberations.
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3.2.1 Systematic, phased approach

Rockbridge improves and give necessary suppoltetdhte improvement of e-services via

systematic phased approach that adventures analcagon long-run clients contentment and
market recognition. Below find the 6 Phase Methduciv has a number of data collecting and
consent building techniques, and while not allagpropriate in every step, they state the very

best practice improvement process. The phases @grative.

SIX ITERATIVE PHASE PROCESS FOR DESIGNING AN E-SERVICE-

3.3 PROCESS MODELLING
A use case diagram provides a graphical view offtinetionality provided by the website in

terms of the actor (the user) and their goals wWithwebsite. E-services realize communication
between users and public agencies. Clients getirddrabout rules and regulations, about rights
and requirements and several other societal iséle=s can also communicate to agencies in
different predefined ways; e.g. issuingapplicatitorspermits. The communication between user
and public administrators isoften not only mediat@wugh e-services but also through internal
IT-systems. Integrated eservicemay also imply miation exchange with IT-systems in other

agencies or sometimessome other type of extergahaation. E-service in context is depicted

in figure below.
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Figure 14:E-service in context
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CHAPTER FOUR
4.0 Theoretical frame work
In this section, theoretical contributions are higjited. As discussed at the beginning in chapter
one, the major objective was todevelop a theoreticalel and framework for this study, come
up with web quality of service reference model @ses in Kenya with corepurpose of the study
to investigate the extent to which web quality efvice is perceived on how it influences the
adoption of eservice technologies among Kenyanis gpecific focus on business to consumer
ecommerce. It aims to establish the key qualityoiac(KQFs) of site quality and the range to
which they affect adoption of eservices such asmnegerce. The research further identifies the
other non-quality of service factors that influengesitively or negatively the adoption of
ecommerce. So as to get the best know how of halditguof service in eservices, 5 research
guestions have established and articulated evesgareh question emphases on one abstract
concepts i.e. reliability,security,privancy,respgeaess,communication and access. Based on
this, the 5 major known service quality factor memed in this paper inquiry are chosen as

variable in our frame of reference. The connectietween how quality of service impact the

service quality and thereby the overall servicditue eservices

Customer ] ] ] Banking
Service Quality
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v
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Internet

Figure 15:Theoretical frame work
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4.1.1 Theoretical Contribution

The aim of the paper is to advance a better know bbhow eservice affect the quality of
eservice.to fill the purpose, we explored a lotredearch papers. During this process 5 study
guestions have established and articulated eackands question emphasizing on one
speculative concepts i.e. reliability, securityiypcy, openness, message and accessibility.

The paper has evidently celebrated access as thesigaificant dimension in services quality.it
is identified in this study that internet leadsrgg® more convenience, time saving and easier to
reach.

4.1.2 Respondents

In Kenya some researchers has been piloted tondeterthe effects of eservice quality on
embracing of ecommerce. Thomas Ogoro Ombati eR@1Q) did a research to launch the
association amongst web knowhow and service qualitiie banking institution in Kenya. The
study was carried via across-sectional survey desigch questioned respondents on e-banking
facilities. The population of study mostly constitd of users of banks within the CBD, Nairobi.
The respondents of the study were clients of baisksg e-banking services (internet banking,
mobile banking and ATM). The facts collected wexarained by existence, percentage, means
and correlation scrutiny. The outcomes depicts, thaitected services as the most significant
dimension of eservice quality, followed by convewie, efficiency, capability to come up with
accounts so that the user can perform businessmittediate effect, correctness of records, user
friendliness, simplicity of use, complaint satigtay, accurate transactions and operation in 24
I7hours.

4.1.3 Ranking of Web quality factors graphically
Ease and Simplicity of Use

From the outcome on the simplicity of web site @sape study found that most of the online
users are able to use web sites without much diffitt is easy for them to look for information
they need on the web site. Majority have no ditticin navigating around website and filling
online forms. The research further established ithagt web sites do not present products and
services clearly and accurately. Also most of tled wites’ web pages do not load quickly. There

are web design issues which need to be improvexdder to make ease of use fully acceptable
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by internet users. Therefore it can be concluded #ase of use is not a challenge toward
adoption of e-commerce by most Kenyan internetsuser

Availability and Reliability

On availability and reliability of website, the diufound that the websites offer confirmation to
the users on completion of the service processekiemmajority of internet users are sure on
whether service is delivered accurately and weds sitn without problems. The most vital
aspect of availability and reliability is whetheelsites’ services are available whenever users
need services. Therefore availability and religyostill has considerable impact on the user
perception toward adoption of ecommerce.

Security and Privacy

From the findings on privacy and security of E-coence, the study revealed that respondents
believe websites do not provide secure serviceslioe customers, they believe websites do not
protect customers' credit card information in aafsenline shopping, they feel privacy of their
online information is not protected on the webaite they believe websites owners do not share
customer information with others. This means afateed to be done by the service providers in
terms of improving security status of these wessiThis will in turn win customer confidence
toward adoption of ecommerce.

E-Trust

Findings on E-trust, indicate that majority of thaine users are unwilling to give their credit
card numbers and private information to online cam@s. They also do not trust services
offered by websites and they will mind to pay ivawice for product/services purchased online.
Responsiveness and Empathy

On responsiveness and empathy, the study founaiiae companies offer incentives to its
regular online customers and online companies addnestomers' complaints friendly and
promptly, The online users are however neutral bether online companies provide prompt
feedback to its customers and websites offer seswiequested by customers promptly.

4.1.4 The key web quality of service aspects thatfact the embracing of ecommerce in

Kenya

From the eservice quality that influences and eragel the embracing of the ecommerce in

Kenya and neighboring, this research was able ¢atity the key quality factors and their
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important variables/aspects. From the data analgsesrvice quality aspects related to E-trust,
Security & Privacy; and Availability & reliabilityvere in the top ten most important aspects. E-
trust is the most important eservice quality factimlowed by security and privacy then
availability and reliability

4.1.5 Demographic information on response

Demographic analysis was done using response t&sti;n order to determine relative
frequencies and percentages of the demographicvioehaf the respondents. This included
gender, age, and education level, and interneteusggerience, frequency of internet usage and
place of internet access. The results are as pgezkbalow.

Table 4: Gender of the respondents

Gender Frequency Percent
Female 66 49.25%
Male 68 50.75%
Total 134 100%

From the findings on the respondent gender, thdystaund that most of the respondent as
shown by 50.75% indicated that they were male eder9.25% of the respondent indicated

that they were females, this is an indication t@h genders were well represented in the study.

Field summary for Q2

What is your gender?

Answer Count Percentage
Female (A1) 66 49.25%
Male (A2) 68 50.75%
Mo answer o 0.00%

= Female (66)
= Male (68)

51%
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Chart 2: Distribution

What is your age?

Answer
18 to 24 (A1)
25 to 34 (AZ2)
35 to 44 (A3)
45 to 54 (44)
55 to 64 (AS)
65 to 74 (A6)
75 or older (A7)

No answer

From the results shown in the above tables on ¢feecd the respondent the study found that

of

respondent

Count

31
43
24
12
17

= 18 to 24 (31)
= 25 to 34 (43)

= 35 to 44 (24)

45 to 54 (12)

= 55 to 64 (17)

65 to 74 (5)
75 or older (2)

by

Percentage
22.13%
32.09%
17.91%:

8.96%
12.69%
2.73%
1.49%
0.00%s

age

most of the respondent as shown by 32% indicataidtiey were aged between 25 to 34 years,

23 % indicated that they were between 20 to 24sy&@% of the respondent indicated that they
were aged between 35 to 44 years, 12% of the rdgpdidicated that they were aged between
55-64 years ,9% indicate 45-55 years whereas 3% #@hnohdicated that they were aged between

65 and above 75years old.
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Chart 3: Respondent education level

What is the highest level of education you have completed?
Answenr Count

Percentage
Did not go to school (A1) 2 1.49%
KCPE (&2) 1 0.75%
KCSE (A3) & 4. A5 %Y
CERTIFICATE {A<4) is 12.43%
DIPLOMA (AS]) o 22.84%
DEGREE {(AG) 44 22.84%
MASTERS (A7) 15 11.19%
PHD {AS8) s 2.99%
Mo answear o 0. 00%

= Did not go to school (2)

= KCPE (1)

= KCSE (8)

« CERTIFICATE (18)

= DIPLOMA (44)

« DEGREE (443)
MASTERS (15)

= PHD (4)

On the respondent level of education, the studpdabat majority of the respondent as shown
By 33% indicated that they were on diploma and eedevel,13% of the respondent indicated
that they were on Certificate level whereas 11%caied that they were masters level while the
rest were kcpe,kcse and phd level

Chart 4: Internet usage experience

For how long have you been using the Internet?

Answer Count Percentage
Less than 2 months (A1) 9 6.72%
3-6 months (AZ2) 15 11.19%
6-12 months (A3) 49 I6.57%
Cwear 12 months (A4) 61 45.52%
MNo answer (o] 0. 00%

= Less than 3 months (9)
= 3-6 months (15)
46% = 65-12 months (49)
« Ower 12 months (61)

a _Il

From the findings on the respondent internet usageexperience the study found that 46%
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indicated that they had been using internet for d&2months, 37% of the respondent indicated
that they had been using internet for 6 to 12 m&nili% indicated that they had been using
internet forto 6 months 3 whereas7% indicated tihw@y had been using internet for less than 3
moths.

Chart 5: Frequency of internet usage
How frequent do you access the Internet?

Answer Count Percentage
More than once daily (A1) 76 56.72%
Once daily (42) 44 32.84%
Weekly (A3) i1 8.21%
Monthly (&4) 3 2.24%
MNo answer 0 0.00%

= More than once daily (76)
» Once daily (44)
» Weekly (11)

Monthly (3)

33%

2%

On the respondent frequency of internet usage sttidy found that 57% of the respondent
indicated that they had been using internet moen tbnce daily , 33% of the respondent
indicated that they had been using internet ondg d8% indicated that they had been using

internet weekly whereas 2% of the respondent inelitthat they were using internet monthly.
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Chart 6: Place of internet access
Where are you most often when you use the internet?

Answer Count Percentage
Bookstore (A1) 26 19.40%
Cafe or coffes shop (AZ) 15 11.19%
Friend's home (A3) 17 12.69%
Home (A4) 48 35.82%
Library (AS) 9 6.72%
Outside (A6) 4 2.99%
Waork (A7) 15 11,19%
No answer 0 0.00%

Bookstore (26)

= Cafe or coffee shop (15)

= Friend's home (17)
Home (48)

= Library (9)

« Qutside (4)

Work (15)

From the results in the above table on the plagetefnet access, the study found that 36% of
the respondent indicated home, 19% indicated bookst13% indicated friends home,11% of
the respondent indicated cafe/work whereas 7%38&hdf the respondent indicated at

library and outside.

4.1.6 Descriptive study

This research was founded on descriptive study.optienal of this paper aim was based on

the nature of the research objectives which retreslthis is a descriptive research. The key goal
of descriptive research is to describe the dataciadacteristics about what is being planned.
Descriptive research is mainly done best when @areber wants to gain a better understanding

of a topic of study e.g. attitudes, opinions oritsabf people. Therefore since the
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goal and objective of this thesis was to get battaterstanding to the extent to which user
perception on web quality of service affects adwoptof e-service technologies, then the
descriptive study is the most suitable to use im ¢bntext.

A large scale survey was applied to establish tiy@act perceived quality of service in online
context on ecommerce adoption by Kenyan internetsug-urther the research identified the non
Quiality of service factors the influence the adoptf ecommerce in Kenya. The relevant data

was collected and analyzed to verify the hypothekthe research
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CHAPTER FIVE

5.0 DISCUSSION OF CORRECTIONAL ANALYSIS OF RESULTS

5.1 Overview

This chapter shows analysis, interpretations arsllte of the research. From the study
population target of 134 respondents, and emditedr questionnaires, constituting 100%
response rate.Data analysis was done through respaand statistics from the survey. The
analysis involved reliability test, Factor analysissponse statistics, frequency statistics and T-
Test. In the response statistics, relative freqesnand percentages were used in analysis of
demographic information of the respondents. The quadity factors and non quality of service
factors of ecommerce adoption were analyzed usie@nscores, T-Test and charts with the help
of Likert scale ratings.

5.1.2 Questionnaire Reliability Test and snapshots

A measurement is said to be dependable and camisisStbe measurement can produce similar
results if used again in similar situations. Hertbe, consistency of a scale is the correlation of
that scale with the hypothetical one which trulyasieres what it is supposed to. Lack of
reliability may result from negligence, guessingfedential perception and recording errors.
Internal consistency reliability denotes to thesexto which a measure is consistent with itself.

Login form page

Please log in first.

Username
Password

Language Default -

Login

Forgot your password?

This is where the admin will key in the usernamd password to log in.The username is admin
and password is admin
Tools used in the web page
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Quality of service

Administration -- Logged in as: admin &

0 B/ EEEH 76

Survey Quality of Service on E-Services in Kenya(ID:566885)
PR P2 R B a
From the first line from left to right tools meagiare as follows:
1. Default admin page
2. Manage survey admin
3. Create and edit user group
4, Global setting
5. Check data integrity
6. Back entire database
7. Edit label sets
8. Template editor
9. Central participant dbase
From the second line,the tools meaning are:
1.survey is active
2.execute the survey
3
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=y

(3. &

Ranponssy &, slabascs

[ parna [saved) iespanee |
At this level,you click response and statisticsahhwill take you to the following page
Which shows additional tools and the total numifesurveys done in this session and the total

response.

Quality of service

rowse responses: (Quality of Service on E-Services in Kenya)

il o=dECEEeC8R

Response summary
Full responses: 134
Incomplete responses: 0
Total responses: 134

You click the ' icon from left which allows you to get statistfcem the responses

General filters

Data selection

Include: completed responses only

View summary of all available [J
fields
Subtotals based on displayed [
questions
Statistics report language English +

Response ID Submission date
Greater than: Equals:
Less than: Later than:

Earlier than:

Output options

Show text responses inline: [
Show graphs ]
Select output format: @ HTML © PDF © Excel

View statistics Clear
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T Personal Information (Question groupl)

[ ~what is your age? ” [ ~what is your gender?” [ ~what is the highest level of education you have ] "where are you most often whe
<

the
i5to24 - Femal completed
25 to 34 Mal Did not go to school
35 to 44 Il )l KCPE
45 to 54 KCSE
CERTIFICATE ad

=d online in the last 6 months?” | "How much have you spent in online shopping in the last six months?
Less than KSh. 1,000 -
KSh. 1,000-KSh. 50,00
KSh. 6,000-KSh. 10,000
KSh. 11,000-KSh. 30,000 ~

On the above page,on data selection tab,click giewmary of all available fields and subtotals
based on displayed questions and in output optabick show graphs then click on view
statistics.

From viewing statistics you will get all the resplent results analyzed in % and in pie chart for

further advice to the government on the perceivsaba of ecommerce services and its adoption.
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Results
Mumber of records in this query: 134
Total records in survey: 134
Percentage of total: 100.00%

Browaes

Field summary for Q1
What is your age?

Answer Count Percentage

18 to 24 (A1) 31 23.13%

25 to 34 (A2) 43 32.09%

35 to 44 (A3) 24 17.91%

45 to 54 (A4) 12 8.96%

55 to 64 (AG) 17 12.69%

65 to 74 [AR) a 3.73%

75 or older (A7) 2 1.45%

Mo answer o 0.00%:

= 18 to 24 (31)
w 25 to 34 (43)
s 35 to 44 (24)

45 to 54 (12}
s 55 to64(17)
= 65 to 74 (5)
4% 75 or older (2)
1%

13%

From the results shown in the above tables on ¢lgecd the respondent the study found that
most of the respondent as shown by 32% indicatetkiiey were aged between 25 to 34 years,
23 % indicated that they were between 20 to 24sy@@% of the respondent indicated that they
were aged between 35 to 44 years, 12% of the rdgpomdicated that they were aged between
55-64 years ,9% indicate 45-55 years whereas 3% #@nohdicated that they were aged between
65 and above 75years old.

77



5.1.3 Analysis of demographic information
Demographic analysis was done using response t&mtisn order to determine relative

frequencies and percentages of the demographicvieehaf the respondents. This included

gender, age, and education level, and interneteusggerience, frequency of internet usage and

place of internet access. The results are as pgeebbrlow.

Gender of the respondents

Gender Frequency Percent
Female 66 49.25%
Male 68 50.75%
Total 134 100%

From the findings on the respondent gender, thdystaund that most of the respondent as
shown by 50.75% indicated that they were male ed®erd9.25% of the respondent indicated

that they were females, this is an indication tiwth genders were well represented in the study.
Field summary for Q2

What is your gender?

Answer Count Percentage
Female (A1) 66 49.25%
Male (A2) 68 50.75%
Mo answer 0 0.00%

= Female (B6)
= Male (68)

51%
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Table 2: Distribution

What is your age?

Answer
18 to 24 (A1)
25 to 34 (AZ2)
35 to 44 (A3)
45 to 54 (44)
55 to 64 (AS)
65 to 74 (A6)
75 or older (A7)

No answer

From the results shown in the above tables on ¢feecd the respondent the study found that

of

respondent

Count

31
43
24
12
17

= 18 to 24 (31)
= 25 to 34 (43)

= 35 to 44 (24)

45 to 54 (12)

= 55 to 64 (17)

65 to 74 (5)
75 or older (2)

by

Percentage
22.13%
32.09%
17.91%:

8.96%
12.69%
2.73%
1.49%
0.00%s

age

most of the respondent as shown by 32% indicataidtiey were aged between 25 to 34 years,

23 % indicated that they were between 20 to 24sy&@% of the respondent indicated that they
were aged between 35 to 44 years, 12% of the rdgpdidicated that they were aged between
55-64 years ,9% indicate 45-55 years whereas 3% #@hnohdicated that they were aged between

65 and above 75years old.
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Table 3: Respondent education level

What is the highest level of education you have completed?

Answer
Did not go to school (A1)
KCPE (AZ)
KCSE (AZ)

CERTIFICATE (A4)
DIPLOMA (AS)
DEGREE (AS6)
MASTERS (A7)
PHD (AS)

MNo answear

Count Percentage
2 1.49%
1 0.75%
[+ 4.48%
18 13.43%
44 22.84%
44 32.84%
15 11.19%
4 2.99%
o 0.00%

Did not go to school (2)
KCPE (1)
KCSE (B)

« CERTIFICATE (18)

DIPLOMA (44)
DEGREE (44)
MASTERS (15)
PHD (4)

On the respondent level of education, the studpdabat majority of the respondent as shown
By 33% indicated that they were on diploma and éedevel,13% of the respondent indicated

that they were on Certificate level whereas 11%caied that they were masters level while the

rest were kcpe,kcse and phd level
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Table 4: Internet usage experience

For how long have you been using the Internet?

Answer Count Percentage
Less than 2 months (A1) 9 6.72%
3-6 months (A2) 15 11.319%
6-12 months (A3) 49 I6.57%
Cwear 12 months (A4) 61 45.52%
MNo answer (o] 0. 00%

= Less than 3 months (9)
= 3-6 months (15)
= 65-12 months (49)

46%
= Owver 12 months (61)

oy _la
From the findings on the respondent internet usageexperience the study found that 46%
indicated that they had been using internet for &2months, 37% of the respondent indicated
that they had been using internet for 6 to 12 m&nili% indicated that they had been using
internet forto 6 months 3 whereas7% indicated tiey had been using internet for less than 3

moths.
Table 4: Frequency of internet usage
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How frequent do you access the Internet?

Answer
More than once daily (A1)
Once daily (AZ2)
Weekly (A3)
Monthly (A4}

Mo answer

33%

Count Percentage
76 56.72%
44 32.84%
11 8.21%
3 2.24%
0] 0.00%

= More than once daily (76)
» Once daily (44)
» Weekly (11)

Monthly (3)

On the respondent frequency of internet usage sttigy found that 57% of the respondent

indicated that they had been using internet moen tbnce daily , 33% of the respondent

indicated that they had been using internet ondg d&% indicated that they had been using

internet weekly whereas 2% of the respondent inelecthat they were using internet monthly.
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Table 5: Place of internet access

Where are you most often when you use the internet?

Answer Count Percentage
Bookstore (A1) 26 19.40%
Cafe or coffes shop (AZ) 15 11.19%
Friend's home (A3) 17 12.69%
Home (A4) 48 35.82%
Library (AS) 9 6.72%
Outside (A6) 4 2.99%
Waork (A7) 15 11,19%
No answer 0 0.00%

= Bookstore (26)
= Cafe or coffee shop (15)
= Friend's home (17)
Home (48)
= Library (9)
« Qutside (4)
Work (15)

From the results in the above table on the plagetefnet access, the study found that 36% of
the respondent indicated home, 19% indicated bookst13% indicated friends home,11% of
the respondent indicated cafe/work whereas 7%38&hdf the respondent indicated at

library and outside.

5.1.4 Online shopping frequency Analysis

The objective of this analysis was to concludefteguency and percentage of the respondents
who have ever shopped online, the number of titneyg have shopped and how much the

respondents spent on the online shopping.
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Table 6: If the Respondents have shopped online

Have you ever shopped online?

Answer Count Percentage
Yes (Y) 101 75.37%
Mo (M) 33 24.63%
No answer 0 0.00%
= Yes (101)
= NO {33}

On whether the respondent had ever shopped ohinstady found that majority of the
Respondent as shown by 75% indicated that theyghapped online, whereas 25% of the
respondent indicated that they have never shogmifige.
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Table 7: Numbers of times shopping online for thedst 6 months

How many times have you shopped online in the last 6 months?

Answer Count Percentage
None (A1) 1 0.99%
Once (A2) g £.91%
2-3 times (A3) 17 16.83%
4-5 times (A4) 25 24.75%
6-10 times (A5) 46 45.54%
More than 10 (AG) 3 2.97%
MNo answer 0 0.00%
= None (1)
= Once (9)
= 2-3 times (17
il . 4-5 times r:[25]}
« 6-10 times (46)
« More than 10 (3)

3%
1%

9%

17%

On the numbers of time the respondent had shoppletedor the last 6 months, the research
found that 46% of the respondent indicated mora fttatimes,25% of the respondent
indicated 4-5times, 17% of the respondent indica@téal 3 time whereas 9% of the respondent
indicated once
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Table 8: Amount spent in online shopping in the las6 months

How much have you spent in online shopping in the last six months?

Answer Count Percentage
Less than KSh. 1,000 (A1) 7 2.97%
KSh. 1,000-KSh, 50,00 (42) 16 15.84%
KSh. 6,000-KSh. 10,000 (A3) 41 40.59%
KSh. 11,000-KSh. 30,000 (A4) 35 34.65%
Ower KSh.300,000 (AS) 5] 5.84%
Mo answer 0 0.00%

& Less than K5h, 1,000 (3)

= K5Sh. 1,000-KSh. 50,00 (16)

= KSh. 6,000-K5h. 10,000 (41)
ksh. 11,000-Ksh. 30,000 (35)

« Owver K5h.300,000 (6)

35%

From the findings on the amount of money they spendnline shopping , the study found that
41% indicated 6000 to 10000, 35% indicated 11080@00, 16% indicated 1000 to 5000
whereas 6% over 3000000 and lastly 3% indicatetlesn 1000

5.1.6 Factor Analysis on website quality factors

Dynamic analysis shots to identify fundamental afales that illustrate the design of associations
inside a set of pragmatic variables. Factor scyusmregularly used in data decline to detect the
key component features that describe most of tlengdh that is detected in a much larger
number of evident variables. The aim of factor 8oxuis to reveal the latent structure of a set of
variables, i.e., to reveal any latent variableg thelain the correlations among the variables,
called dimensions. Hence, dynamic investigationrésognized on the assumption that all
variables are linked to some level. Therefore, ¢hgariables that share similar underlying
dimensions should be highly interconnected, andsdheariables that measure different
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dimensions should yield low correlations. In comntex web quality factors and ecommerce
adoption factors, factor analysis was implementediiective to determine the level correlation
and significance of various quality factor aspeotsvariables in influencing e-commerce
adoption in Kenya. The analysis provides level mportance of each factor in e-commerce
adoption.

Table 9: Responsiveness & Empathy

What is your opinion on responsiveness and empathy?
[The internet technology is readily accessible to me]

Answer Count Percentage
Strongly disagree (A1) i | 0.75%
Disagree (AZ) B 4,48%
Neutral (A3) 19 14,18%
Agree (A4) 48 35.82%
Strongly agree (AS) 60 44.78%
MNo answer 0 0.00%

s Strongly disagree (1)
= Disagree (6)
= Meutral (19)
Agree (48)
= Strongly agree (60)

45%

1%

%

On responsiveness and empathy the study foundasbdndent 45% strongly agreed that Online
companies have good response whereas 36% agrearg4¥%utral and the rest disagreed.

5.1.7 Level of E-commerce Adoption among the respdants

From the 134 respondents, only few ever shoppdadefdr the last 6 months and was using
small amount of money which show a lot of lackraft in online shopping.
On the respondents who have been shopping foath& Imonths, on 12 respondents who have

shopped more than 10 times. The rest have shopptaifive times. This indicates that the level
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of online shopping adoption among the Kenyan irgeusers is still low, Further majority of the

online shoppers spent little amount on their shogpiess than Kshs.1000 in last 6 months.

Table 10: Level of Ecommerce adoption: Adoption le#l of E-commerce by Kenyans.

What is your opinion on ease of internet use?
[Web site offers services requested by consumers prompily]

Answer Count Percentage
Strongly disagres (A1) 4 2.99%
Disagres (AZ2) 39 29.10%
Meutral (A3) 90 67.16%
Agree (A4) o 0.00%
Strongly agree {(AS) 1 0.75%
MNo answer 0 0.00%

= Strongly disagree (4)

» Disagree (39)

= Neutral (90)
Strongly agree (1)

5.1.8 Discussion

The aim of this section is to provide discussiothefresearch findings based on set objectives
and findings of the research. The research useshgixe literature review and questionnaires as
sources of the research outconfibe aim of the research was to investigate the extent to which
web quality of service influence the adoption of eservice technologies among Kenyans with
specific focus on business to consumer ecommer ce.

The most specific goals of the study were:

(i) To identify web quality of service factors thaffects e-commerce adoption.

(ii) To establish the range to which each web dquali service feature that affect the adoption
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of ecommerce in Kenya.

(iii) 1dentify the key web quality of service feass that affect the adoption of ecommerce
in Kenya.

(iv) Identify the non-quality of service factorsathinfluence the adoption of ecommerce in
Kenya.

5.1.9 Web quality of service factors that affects-eommerce adoption

From the findings, various eservice quality factirat affect adoption of eservice technologies
such as business to consumer (B2C) ecommerce gamtfied through extensive literature
review. SinceElectronic service quality is illustration on thénele service delivered through the
online service source, the research outcome coadirthe electronic service quality is extremely
related to users. Fulfillment. Thus it is a vitalltave a connection between e-service quality and e
service adoption in general. The eservice quakitdrs well-known were simplicity of use, web
design, reliability, availability, responsivenegsivacy, security, empathy and e-trust. In order to
determine the relevance and the level of importafi@ach factor to ecommerce adoption in Kenya,
these factors were used in the web questionnaseareh and the results analyzed.

5.1.10 Web quality of service factor affect the adgion of ecommerce in Kenya

After analysis of the various eservice quality ¢est the research findings established that some
factors are more critical in terms of importancetommerce adoption in Kenyan context than
others. This was achieved through comparison ofdifierence of the eservice quality

factors. The factors were ranked based on levishpbrtance to ecommerce adoption in Kenya.
Through this, the research established the extemnhich each eservice quality factor affects the
adoption of ecommerce in Kenya. In terms of impwta the each eservice quality factors were
ranked as follows: E-trust, Security & Privacy, Passiveness & Empathy, and Availability and

Reliability and Ease of Use from most importanks@st important.
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W'hit'_t's your opinion on the compatibility of online shopping?
[I have a positive attitude towards online shopping]

Answer Count Percentage
Strongly disagree (A1) 0 0.00%
Disagree (AZ2) g 5.97%
Neutral (A3) 32 23.88%
Agree (Ad4) 56 41.79%
Strongly agree (ASL) 38 28.36%
MO answer 0 0.00%

= Disagree (8)

= Neutral (32)

= Agree (56)

« Strongly agree (38)

42%

6%

Availability, reliability and ease of use
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wmﬂswmmnmmonﬁnem
{Ibﬂﬁuwe#nﬁneﬁhﬂppmgmddnﬂer mmequaityandpuudm;tsmm me]
Strongly disagree (A1) 5 3.73%
Disagree (AZ2) 3 2.24%
Meutral (A3) 27 20.15%
Agree (A4) 62 46.27%
Strongly agree (AS) 37 27.61%
Mo answer 0 0.00%

= Strongly disagree (5)
= Disagree (3)

= Meutral (27)

« Agree (62)

= Strongly agree (37)

46%

4%
2%

What is your npimnnmmspnnmnegsand empathy?
[Ibeﬁevednmgnnﬁ:msfmﬂingwmlﬂbemyfurme]

Strongly disagree (A1) 2 1.49%
Disagree (A2) 3 2.24%

Neutral (A3) 24 17.21%

Agree (A4) 74 55.22%

Strongly agree (AS]) 31 22.13%
No answer 0 0.00%

= Strongly disagree (2)
= Disagree (3)

= Neutral (24)

« Agree (74)

« Strongly agree (31)

1%
2%




E-Trust

Responsiveness & Empathy

Availability and Reliability

Ease of Use

Chart 1: Ranking of Web quality factors graphically

Simplicity of Use

From the outcome on the simplicity of web site ube,study found that most of the online users
are able to use web sites without much difficulisleasy for them to look for information they
need on the web site. Majority have no difficuttynavigating around website and filling online
forms. The research further established that mestsites do not present products and services
clearly and accurately. Also most of the web sitesb pages do not load quickly. There are web
design issues which need to be improved in orderake ease of use fully acceptable by
internet users. Therefore it can be concludedeaasé of use is not a challenge toward adoption
of e-commerce by most Kenyan internet users.

Availability and Reliability

On availability and reliability of website, the diufound that the websites offer confirmation to
the users on completion of the service processeliemmajority of internet users are sure on
whether service is delivered accurately and weds siin without letdown. The most vital

aspect of availability and reliability is whetheelsites’ services are available whenever users
need services. Therefore availability and relipstill has considerable impact on the user
perception toward adoption of ecommerce.

Security and Privacy

From the findings on privacy and security of E-coenoe, the study revealed that respondents
believe websites do not provide secure serviceslioe customers, they believe websites do not
protect customers' credit card information in aafsenline shopping, they feel privacy of their
online information is not protected on the webaite they believe websites owners do not share
customer information with others. This means afateed to be done by the service providers in
terms of improving security status of these wessiThis will in turn win customer confidence

toward adoption of ecommerce.
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E-Trust

Findings on E-trust, indicate that majority of thaine users are unwilling to give their credit
card numbers and private information to online cam@s. They also do not trust services
offered by websites and they will mind to pay ivauglce for product/services purchased online.
Responsiveness and Empathy

On responsiveness and empathy, the study founaiiae companies offer incentives to its
regular online customers and online companies addnestomers' complaints friendly and
promptly, The online users are however neutral bether online companies provide prompt
feedback to its customers and websites offer seswiequested by customers promptly.

5.1.11 The key web quality of service factors thatffect the adoption of ecommerce in

Kenya

From eservice quality influences the effect thepaidm of the ecommerce in our country Kenya,
this research was able to identify the key qudhigtors and their important variables/aspects.
From the data analysis, eservice quality aspedtdeck to E-trust, Security & Privacy; and
Availability& reliability were in the top ten mosimportant aspects. E-trust is the most
significant eService quality factor, followed bycseity and privacy then availability and

reliability.
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5.1.12COMPARISON OF THE PROPOSED SURVEY AND OTHER SURVEY

FEATURES DESCRIFTION OTHER SURVEY PROPOSED SURVEY

Quotas Restricttheanswer NO
Management that people enter
toa
style
Option for NO YES
participantsto
buffer
answersto
continuesurvey at
a later
User-Mangement Managetheother NO YES
usersthat usethe
same
survey
WYSIWYG HTML Whatyou seeis NO YES
Editor whatyou get
integration of NO YES

pictures and movies
into
a survey
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CHAPTER SIX
6.0 SUMMARY FINDINGS, CONCLUSIONS AND RECOMMEDATION S
6.1 Overview

The chapter of the research offers summary findoidke research carried out, conclusions and
Relevant and suitable recommendations based om@saf the research.

6.2 Summary findings

The aim of this paper was to scrutinize the ramgettich web quality of service influence

the adoption of eservice technologies among Kenyaitls specific focus on business to
consumer ecommerce. Its goal was to come up werkdly quality factors (KQFs) of web site
quality and the extent to which they influence adopof eservices such as ecommerce. The
research further attempted to identify the othen-qoality of service factors that influence
positively or negatively the adoption of ecommerd@te motivation of this research was
necessitated by the fact that adoption of intete@tnology has been received very well by most
Kenyans. Currently there are approximately overntyemillion internet users in Kenya.
However, despite the fundamental benefits to imtersers on embracing eservices such as
online shopping such as avoiding crowd, lower @iaase of comparing prices and products,
avoiding the inconvenience of traveling to shopd aider selection of products on the internet
very few internet users have adopted online shgppimstead most online Kenyans use web
technology for services such as information seaghiemails, news and social network.
Previous researches and literature had shown éne¢iped quality of service in online context is
an important factor of ecommerce adoption. Theeefthris research was to determine the
importance of eservice quality factors on influecithe adoption of ecommerce in Kenyan
context. The research findings indicate that eserguality factors related to risk are the most
critical to adoption of ecommerce in Kenya. Thesetdrs are e-trust, security and privacy. This
is an indication that Internet security and privaesains major threat to adoption of ecommerce
by Kenyan internet users. By increasing internetisy and privacy, this reduces perceived risk
hence increasing e-trust among the internet uggwasequently this will encourage internet
users to adopt online shopping. Legal and leg@latnvironment was identified as a key

ecommerce adoption factor following perceived fgkthis research. Generally majority of the
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internet users have the perception that governgh@es not demonstrates strong commitment to
promote electronic commerce through establishmErglevant legislations to tackle cybercrime
and ensure safe electronic payments. The findiowp fthis study reveals that government has a
main part to accomplish in attaining a secure emwvirent for e-commerce activities. In its
struggles to attain this, the government shoulérofélated technical training to the regulatory
authority to allow them to impose the laws effeely Lastly the research outcome found that
simplicity of use is no longer a task of ecommedeption. This is an indication that majority of
Kenyan internet users have the relevant computéis $& use the internet technology. Other
factors found to be currently not a challenge tonemerce adoption in Kenya are availability,
reliability, responsiveness and empathy.

6.3 Conclusions

Based on the outcomes of this study finding, eserguality is key ecommerce adoption factor
in Kenya. However this study shows that the esergigality factors driving the B2C ecommerce
adoption among the Kenyan internet users can lveeddrom two categories: risked correlated
eservice quality factors and non-risk correlategha@se quality factors. It is the eservice quality
factors that are correlated to perceived risk whach more critical to ecommerce adoption.
These factors include e-trust, security and priv&@gtors not related to risk such as availability,
reliability, responsiveness and empathy are nodor@y determinant factors of ecommerce
adoption in Kenyan scenario. In context of non-@serquality ecommerce adoption factors, the
research conclusions revealed that perceived siské most significant ecommerce adoption
factor followed by legal and legislation environme@ther factors relevant for ecommerce
adoption are perceived compatibility, perceivedulsess and complexity in that order.

6.4 Recommendations for E-commerce Service Provider

The findings and conclusion of this paper have tsultigl implications in the perspective of
online companies which offer on ecommerce basedcest The study provides evidence that
eservice quality has significant influence on conets adoption of ecommerce in Kenya. The
important factors identified for ecommerce adoptare perceived risk, e-trust, security; and
legal and legislation environment. The findingsted research illustrate very vital concrete ideas
for companies presently offering services on ttieriret as well as those arrangements to do so.

It is apparent from the study that to translateerime¢t users into real buyers, seeming risk
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connecting to product and online transaction mestrbnimized. From the view of a user’s
perceived risk, the client is willing to purchas®guct/service from an internet vendor that is
alleged low risk, even if the clients’ perceivedplicity of use or usefulness on ecommerce is
relatively minimal

6.5 Recommendations for the Government

The research findings shows that the governmen&sa®ng role in promoting and spreading
the benefits of electronic commerce in Kenya. Gonent has the responsibility to provide an
enabling legal and legislation environment in whedommerce can realize its full potential.
Through established legal framework, the governnean help address the problems and
challenges affecting both ecommerce service prosided potential online customers. Potential
online shoppers need to be assured of existeneavefto fight cybercrime and laws to solve
disputes that arise in context of online shoppifite government of Kenya needs legislations in
place with respect to secrecy with an opinion teuea that online companies honour and protect
their users’ privacy rights. Customers need asserdhat the online businesses they are working
with honored individual privacy on the Internet.eThovernment could authorize relevant authority
bodies such as CCK to develop, manage and momit@qy policy guidelines for online companies.

6.6 Limitations of the research

Firstly, due to the fact that e-commerce penetnatickenya is very low currently, majority of
the respondents were potential adopters ratheratiaal ecommerce consumers. Due to this,
did not have any idea about different online seawioffered by ecommerce web sites
information required by the research questionnaing, therefore they had to be aided. Also
the results of the research are based more onpeseeption of the internet handlers. Their
opinionof eservice quality could be having someelesf variation with a scenario where
majority of the respondents are ecommerce adaptors.
Secondly, the research was time consuming becaebeveeb quality and ecommerce adoption
factors several variables which had to be evaludtadever, despite these limitations, this
research shows foundation for future research amy $n this area.
Suggestions for further research
The following recommendations are for further resea

Further research need to be done later evaludereatites of the impact of website

97



quality factors based on actual ecommerce adapitsiesad of information searchers or
potential online buyers in order to provide praatienplications of website quality
factors .

Further research need to be prepared to deterimneadiness of businesses on adoption of
ecommerce as a tool of doing their businesses.ilhecause majority of the businesses
have not included ecommerce components on theimpeghls. Lack of ecommerce
enabled web sites has direct impact of consumeptemtoof ecommerce.

To use other models in order to confirm the respfithis study.
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APPENDIX A

The following is the home page

(@ Quality OF Service Testing Website - Mozilla Firefox ||

File Edit View History Bookmarks Tools Help

| B onesmuswambua - Yahoo! Mail * | [} Quality Of Service Testing Website

€ @ localhost/ qgos/ (&} P | @ Feedback ~

Edit Page

Quality Of Service Testing Website

HOME ABOUT SURVEY OUR SERVICI

Home SEARCH

Less than a two decade since the inception of the WWW, the Internet has become a prominent

space for people to communicate and compare ideas. work, trade or spend leisure time. And

increasingly, too, it is a place for doing business and learning (Berenfeld, 1996: Khan.).In this era

of dynamicity and technological age. the rapid development of information andcommunication WEI_EI]M[ ADMIN
technology. Internet and World Wide Web (WWWW) have become very vital tools in business,

which has a major positive and negative impact on business world. Internet has significantly

revolutionized the way companies do their businesses. In the initial stages of Internet adoption

price differentiation was used as basis for winning customers by providing service at lower prices

to online customers. However with an increasing number of companies participating in the

Internet market, the initial price advantages in online service have nullified, and low price has

become a minimum qualification to compete in the Internet market. As a mean of adopting

ecommerce, businesses have developed web sites to enable organizations to conduct business

using Internet technology. There are several important, pragmatic drivers that motivate

organizations to implement e-services systems. Numerous and significant benefits accrue tothose

companies that adopt this technology including: lower transaction cost, unlimited access to o

e =ole B]w]

The following is a home page showing about us

@ About | Quality Of Service Testing Website - Mozilla Firefox oo (50
File Edit View History Bookmarks Iools Help
i -
| B onesmuswambua - Yahoo! Mail | 1 About | Quality OF Service Testing We...x | L] Quality of Service on E-Services inKe.. | + |
€ | @ localhost/qos/aboutus @ P| A Feedback ~

Edit P

Quality Of Service Testing Website

HOME  ABOUT SURVEY OUR SERV

Al SEARCH

Implementing e-services successfully requires an adequate service infrastructure which delivers
a solid base for reliable services. A major part of this service infrastructure is the transport

infrastructure which e g. constitutes the Internet. This transport infrastructure is responsible for
delivering a reliable end to end transport service with different service levels which is a WEI_CUM[ ADMIN
prerequisite for any e-sefvice built on top of it.

The dynamic change and improvement of information communication technologies (ICTs) have
significantly revolutionized the way organizations do their businesses nowadays. More
businesses are coupling the use of website as a ool to gain competitive niche in marketing their
services and product. In that respect, Quality of service and eservice quality is becoming more
critical for organization to retain and atiraci clients in the digital age. Since any internet
communication channel should integrate service quality, which holds a significant importance to
eservice adoption, the purpose of this research was to investigate the extent to which web quality
of service influence and perceive the adoplion of e-commerce among the Kenyan online clients.
Through this, the research attempted to establish the key quality factors in web context that

o[ @[ E]™
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Web page showing the survey page

@ Survey | Quality Of Service Testing Website - Mozilla Firefox =
Eile Edit View History Bookmarks Iools Help

i
| I onesmuswambua - Yahoo! Mail x urvey | Quality OF Service Testing W... % uality of Service on E-SevicesinKe.. = | ‘

€& | @ localhost/qos/curvey

RE Edit Page

Quality Of Service Testing Website

HOME  ABOUT SURVEY OUR SERVICES

Survey SEARCH

Take a survey

WELCOME ADMIN

PAGE LOADING SPEEDING

This function dispiays the time it
took to load the page:

71 queries. 0. 760 seconds.

Incalhost/gas/survey/

o[e 3™

Web page showing question for questionnaire

@ Quality of Service on E-Services in Kenya - Mazilla Firefox =

Eile Edit View History Bookmarks Tools Help

[ = e
| B onesmuswambua - Yahoo! Mail ] Quality of Service on E-Senvices inKe... % | [ Quality of Service on E-Services in Ke... | + |

€ | @ localhost/limesurvey/index php/survey/index | |2~ Google P| i Feedback

Quality of Service on E-Services in Kenya

This survey is intended to identify quality of service factors that affect e-services adaption in Kenya.

0% | 1 100%

I

Personal Information
General information about the respondents

3

‘What is your age?

Choose one of the following answers
718 to 24
D 25 to 34
0 35 to 44

745 to 54
) 55 to 64
© 65 to 74
@ 75 or older

&2

What is your gender?

Choose one of the following answers
© Female

@ Male

23

[w]

o[ @]
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The page displaying the services offered eg testitige loading time of a website

@ Our Services | Quality O Service Testing Website - Mozills Firefox =
Eile Edit View History Bookmarks Iools Help

i
| B onesmuswambua - Yahoo! Mail x

€

ur Services | Quality Of Service Testi... X uality of Service on E-ServicesinKe... | [ | Quality of Service on E-Services in Ke..

0 localhost/qos < = P| i Feedback

1 New
ABUUI  SURVEY

Our Services SEARCH

Qur services includes;

L

 speed of page loading

« securty and privacy WELCOME ADMIN

* ease of use
« availability

Site Analyzer Tools

Your domain(s): Enter each sddress on 3 new line (Maximum 1)

gorals. com

Eoa.ac i

feg. Key: Siow
kea.zcke) Aversgs Fast

el=/o e[ ™

Page displaying the results

@ Our Services | Quality Of Service Testing Website - Mozills Firefox =

Eile Edit View History Bookmarks Tools Help

i e
| B onesmuswambua - Yahoo! Mail ur Services | Quality OF Service Testi.. X « | 1] Quality of Service on E-Services in Ke... * | + |

uality of Service on E-Services in Ke,

€& @ localhost/qos/services [

RE Edit Page

ease of use
availability

Site Analyzer Tools

Your i Enter sach address on & new line (M 1)
geRals. com
setrshoaliegs com
Bep.ac.be
(eg- Key: Stow
koa.a0. ke Average Fast

I T I T

1 google.com 4283KB  0.18 seconds 0 seconds
2 zetechcollege.com 3658KB 166 seconds 0.05 seconds
3 kca.ac.ke 6884 KB  1.58seconds 0.02 seconds
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