





































































































































































































The variable perceived value satisfaction (PVS) was incorporated because it is significant to the
determination of consumers’ degree of satisfaction with the overall value received from the
service purchased. Figure 5.1 illustrates the results of the respondents’ perceived value
satisfaction. Findings indicated that 18.6% of the respondents completely agreed, 31.1% agreed,
5.6% completely disagreed, and 15.1% disagreed that they were satisfied with the acquired value
of the e-service (see Appendix A.6). Therefore, the majority of respondents affirmed that the

company offers added value when they opt to buy through the website instead of in person.

Figure 5.1 Perceived value satisfaction

The variable preference (PRE) was integrated to this study in order to analyze the reasons that
motivate consumers to prefer to buy a service online rather than in person. Figure 5.2 illustrates
the results of respondents’ preference to purchase services electronically. Findings showed that
24.6% of the respondents completely agreed, 20.1% agreed, 9.5% completely disagreed, and 13.6
disagreed that they preferred to buy a service from the company under study throughout its
website than to do so in person (see Appendix A.6). Therefore, almost the half of the respondents

asserted to prefer to buy the service offered through online than face to face.

Figure 5.2 Preference
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The variable expectation (EXP) gives an insight to whether the online service that the company
under study accomplishes consumers’ expectations and needs. That is, the extent to which
consumers’ expectations of the e-service is actually met. Figure 5.3 indicates the results related to
respondents’ expectations of the service provided by the company in question. It was found that
20.5% of the respondents completely agreed, 32.3% agreed, 4.1% completely disagreed, and
11.6% disagreed that the expectations that they had about of the online service were met (see
Appendix A.6). Thus, most of the respondents manifested that the e-service offered throughout
by the company fulfilled their expectations.

Figure 5.3 Expectations
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The variable perceived financial value (PFV) was incorporated because it is important to know if
consumers perceive that the price they pay for using the online service is offset by the benefits
they receive. Figure 5.4 illustrates the results of the respondents’ perceived financial value.
Results showed that 7.7% of the participants completely agreed, 29.2% agreed, 13.6% completely
disagreed, and 19.5% disagreed that the price of buying a service via the company’s website is
compensated by the provided service (see Appendix A.6). Therefore, the majority of respondents

(i.e. 33%) affirmed that the price of purchasing online was not offset by the service.

Figure 5.4 Perceived financial value
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The variable service delivery (SED) was integrated in order to detect if online consumers actually
perceive that the company is delivering the right service that fulfills their needs. Figure 5.5
shows the results of consumers’ perceptions of the actual service delivered. Findings indicated
that 18.6% completely agreed, 31.7% agreed, 3% completely disagreed, and 16.3% disagreed that
they perceived that the company’s website delivers the service that they really need (see
Appendix A.6). Hence, half of the respondents declared to perceive that the e-service offered by

the company delivers the right service they need.

Figure 5.5 Service delivery
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The variable perceived service quality (PSQ) was included to know consumers’ perception of the
general quality that the company offers through its website. Figure 5.6 shows the results of
respondents’ perceived quality of the company’s website and service. Results showed that 18.3%
completely agreed, 25.8% agreed, 2.7% completely disagreed, and 12.5% disagreed that the
online service offered by the company under study was of quality (see Appendix A.6). Thus,
majority of respondents asserted to perceive an online service of ticketing system of quality.

Figure 5.6 Perceived service quality
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The variable interface speed (INS) was included because the interface speed impacts consumers’

perception of the website’s quality and, therefore, the e-service. Figure 5.7 depicts the results of
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the respondents’ perception of the velocity of the website. Findings indicated that 13.9% of the
respondents completely agreed, 31.3% agreed, 4.4% completely disagreed, and 15.4% disagreed
that the velocity of the company’s Internet page was adequate to purchase the e-service (see
Appendix A.6). Therefore, the majority of respondents stated that the website speed was

adequate.

Figure 5.7 Interface speed

The variable ease of search (EOS) was integrated because it is significant for consumers when
they determine the quality of an online service. Figure 5.8 illustrates the results found regarding
the facility for consumers to find the desired service in the company’s under study. Results
showed that 22.2% completely agreed (i.e. 75 respondents), 29.9% agreed, 3.6% completely
disagreed, and 8.9% disagreed that it was easy to find the shows that they were looking for
through the company’s portal (see Appendix A.6). Hence, more than half of the respondents

declared that the company’s website allows them to find the requested service easily.

Figure 5.8 Ease of search

The variable ease of purchase (EOP) was included in this study because it is a significant
dimension part of the service quality offered and is taken into consideration when consumers

assess e-service quality. Figure 5.9 includes the results related to respondents’ ease of purchase

72



via online. Findings indicated that 21.6% of the respondents completely agreed, 34% agreed, 2.4
completely disagreed, and 10.4% disagreed that purchasing an e-service is easy from the
company in question (see Appendix A.6). Therefore, the majority of respondents affirmed that

the company offers an interface that enables consumers to purchase with ease.

Figure 5.9 Ease of purchase

The variable ease of use (EOU) was included in order to know how consumers perceive the
facility of navigating through the website when they plan to acquire an e-service. Figure 5.10
illustrates the results of the respondents in reference to their perception of the ease of use. Results
showed that 21.6% of the respondents completely agreed, 32.9% agreed, 2.7% completely
disagreed (i.e. 9 respondents), and 11.9% disagreed that was easy to navigate in the portal of the
company under study (see Appendix A.6). Thus, more than half of the respondents asserted to

navigate with facility through the website when they were looking to buy an online service.

Figure 5.10 Ease of use

The variable website design (WED) was included because the website design promotes reliability
and trust when consumers visit a website and purchase an e-service. Figure 5.11 depicts the
results found in reference to the way consumers perceive the website layout of the company

under study. Findings revealed that 19.2% of the respondents completely agreed, 29.6% agreed,
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4.1% completely disagreed, and 12.8% disagreed that the company’s online page presents an
appealing layout (see Appendix A.6). Thus, the majority of respondents stated that the website

design of the company was appealing.

Figure 5.11 Website design
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The variable added value (ADV) was integrated to this research because is important to know if
consumers perceive that their decision to buy an e-service is efficient and let them save resources
that may add value. Figure 5.12 illustrates the results found regarding the efficiency of buying an
e-service through the company’s portal. Results showed that 19.2% of participants completely
agreed (i.e. 65 respondents), 26.9% agreed, 6.2% completely disagreed, and 12.7% disagreed that
purchasing through the company’s website let them to save resources (see Appendix A.6). Hence,
the majority of respondents declared that the option to buy an e-service from the company under

study brings additional value.

Figure 5.12 Added value

The variable help system (HSY) was included because it is part of the support provided by a
company for helping consumers perform successful transactions. Figure 5.13 shows the results of
consumers’ perceptions regarding the usefulness of the help system provided by the company

under study. Findings indicated that 13% of the respondents completely agreed, 26.9% agreed,
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4.1% completely disagreed, and 13% disagreed that the website’s help system was useful (see
Appendix A.6). Hence, the majority of respondents affirmed that the company provided a useful
help system in its portal.

Figure 5.13 Help system

The variable usefulness (USE) was included in this research in order to know if consumers
perceive that the company under study is actually delivering valuable information thru its website
page. Figure 5.14 illustrates the results regarding consumers’ perceptions of the information
provided in the website of the company. Results showed that 15.4% of the participants
completely agreed, 34.1% agreed, 3% completely disagreed, and 10.4% disagreed that the
information provided was useful (see Appendix A.6). Thus, slightly less than half of the

respondents asserted that the website’s information they found is important and useful.

Figure 5.14 Usefulness

The variable service certainty (SCE) was incorporated in the present research because it provides
insight of consumers’ expectations based on previous experiences with the company under study
which, in turn, foster consumer e-trust developed regarding an e-service provider. Figure 5.15
depicts the results in reference to consumers’ confidence that they would receive an e-service.

Findings revealed that 21.9% of the respondents completely agreed, 32.9% agreed, 3.8%

75



completely disagreed, and 10.1% disagreed that they were confident of getting a good e-service
through the company’s website (see Appendix A.6). Therefore, more than half of respondents

stated that they trust that the online company was reliable and delivered a good service.

Figure 5.15 Service certainty

The variable security perceived (SEC) was integrated since the security of an online site has great
impact on consumers’ behavior. Figure 5.16 includes the results of consumers’ perception of
website security to pay for e-services. Results showed that 33.1% of participants completely
agreed, 27.1% agreed, 3.3% completely disagreed, and 6.8% disagreed that the payment system
offered in the website page of the company was safe (see Appendix A.6). Hence, more than 60%
of the respondents declared that the portal offered a reliable security system that enables them to

buy without risks.

Figure 5.16 Perceived security

The variable privacy (PRY) was included in this research because consumers’ perceptions of
their data privacy highly impact their decision of purchasing through Internet. Figure 5.17 shows
the results regarding how consumers perceive the ensured data privacy when they buy an e-
service from the company under study. Findings revealed that 25.4% of the participants
completely agreed, 28.1% agreed, 3.6% completely disagreed, and 8% disagreed that their
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personal information was safe when they use the company’s website (see Appendix A.6). Thus,
more than half of respondents were confident that when buying an e-service their information

remained private.

Figure 5.17 Privacy

The variable carefree experience (CAR) was incorporated in order to know consumers’
experience of buying via the company’s website and to relate it with consumer behavior. Figure
5.18 illustrates the results of consumers’ experience of buying an e-service from the company
under study. Results showed that 16.9% of participants completely agreed, 31.7% agreed, 5.3%
completely disagreed (i.e. 18 respondents), and 10.1% disagreed that their experience of buying
via the company’s website was carefree (see Appendix A.6). Therefore, majority of respondents
stated that when they used the company’s portal to buy an e-service their experience was

pleasant.

Figure 5.18 Carefree experience

The variable enjoyment (ENJ) was included in the present research because of its relation to the
degree of overall consumer satisfaction with the e-service. Figure 5.19 depicts the results found in
reference to consumers’ enjoyment experience whilst buying an e-service. Findings indicated that

10.9% of respondents completely agreed, 26% agreed, 6.8% completely disagreed, and 18.1%
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disagreed that they enjoy purchasing thru the company’s portal (see Appendix A.6). Therefore,
majority of respondents (i.e. 129 respondents) stated to be in the middle of the agreement and

disagreement of enjoying when they buy an e-service from the company.

Figure 5.19 Enjoyment

The variable repurchase intention (REP) was integrated because this dimension gives an overall
picture of what represented for the consumer to have bought an e-service from the company, and
how good was the purchase experience. Figure 5.20 illustrates the respondents’ repurchase
intention after having experienced a purchase with the e-service provider. Results revealed that
28.7% of participants completely agreed, 28.1% agreed, 4.4% completely disagreed, and 10.4%
disagreed that they will buy an e-service from the company again (see Appendix A.6). Hence,
more than half of respondents affirmed that they would continue acquiring the e-services offered

by the company under study.

Figure 5.20 Repurchase intention

The variable willingness to pay more (WTP) was included because it detects loyal consumers
who are willing to pay more for the services from the company at which they are loyal. Figure
5.21 shows the results of the extent to which consumers are willing to pay more for getting the
same e-service. Findings indicated that 4.1% of respondents completely agreed, 9.8% agreed,

30.2% completely disagreed, and 21.9% disagreed that they would continue buying e-services if
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their price would increase 10-15 percent more (see Appendix A.6). Therefore, more than half of
respondents expressed disagreement with their willingness to pay more if the company would

decide to increase the price of its services offered.

Figure 5.21 Willingness to pay more

The variable word-of-mouth (WOM) was included in order to know how previous experiences
with the company in question cause an effect in the disposition of recommend the company to
family and friends. Figure 5.22 reflects the extent to which consumers’ would recommend buying
an e-service from the company under study. Results showed that 15.7% of participants
completely agreed, 23.9% agreed, 6.8% completely disagreed, and 16.9% disagreed that they
would recommend buying through the website to family and friends (see Appendix A.6). Thus,
majority of respondents asserted that based on their experience, they would recommend buying e-

services from the company under study.

Figure 5.22 Word-of-mouth

The variable negative communication (NCO) denotes how negative communication affects
consumer behavior and contributes to e-loyalty. Figure 5.23 illustrates the results of the influence
of negative communication on consumers’ decision to buy e-services. Findings indicated that

13% of respondents completely agreed, 15.1% agreed, 8.9% completely disagreed, and 19.8%
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disagreed that negative communication of a poor service would make them decide to buy face-to-
face instead. 29% would reaffirm their purchase decision in spite of the negative communication,
and 28% were influenced by the negative communication. More than 40% neither agreed nor
disagreed that they would stop buying e-services if they received negative communication about

the e-service provided by the company (see Appendix A.6).

Figure 5.23 Negative communication

The variable positive communication (PCO) was integrated to explore the extent to which
consumers’ behavior is reinforced when positive communication is transmitted. Figure 5.24
shows the results regarding the influence of positive communication on consumers’ decision to
continue buying services. Results revealed that 22.2% completely agreed, 26% agreed, 6.5%
completely disagreed, and 12.2% disagreed that if a family member or friend communicated to
them that the company offers a high quality e-service, they would reinforce the position of
purchasing through the company’s website (see Appendix A.6). Therefore, majority of
respondents reaffirmed their position of buying online services if they received positive

communication about the high quality e-service provided by the company.

Figure 5.24 Positive communication

The variable satisfaction (ESA) was included in order to give an insight to whether the online

service that the company under study satisfies consumers’ needs. That is the extent to which a
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consumer feels satisfied with the e-service provided by the company. Figure 5.25 illustrates the
results of the respondents’ overall satisfaction with the e-service. Results showed that 22.5% of
the respondents completely agreed, 29% agreed, 3.3% completely disagreed, and 11.9%
disagreed that they were satisfied with the e-service provided by the company’s website (see
Appendix A.6). Hence, half of the respondents declared to be satisfied with the e-service
provided by the company thru its web page.

Figure 5.25 Electronic satisfaction

5.3 Cluster analysis and Descriptive statistics

The various abovementioned histograms showed that the population of the sample was somewhat
sectioned into two groups. The latter was quite similar to the results of the pilot test. As such, a
cluster analysis was employed with the three hundred and thirty eight respondents to better
understand the patterns in behavior of the responses of the participants. Figure 5.26 illustrates the
results of the cluster analysis. The analysis revealed that the population of respondents, in fact,
may be sectioned into two main groups. The first group, identified as the satisfied consumers
included two hundred and fifteen respondents, and the second group, identified as the unsatisfied

consumers was integrated by the residuary one hundred and twenty three respondents.
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Figure 5.26 Cluster analysis results
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Accordingly, joint normality was tested among the groups (Gnanadesikan, and Kettenring,
1972). Figure 5.27 illustrates the results of the normality test for the satisfied and unsatisfied

consumers. The test revealed that there is normal distribution within both sets of data.

Figure 5.27 Normality test
Satisfied consumers Unsatisfied consumers
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A discriminant function was then developed to clearly determine the distribution of scores in
both groups, satisfied and unsatisfied consumers. Figure 5.28 illustrates the results of the
discriminant function. Therefore, the discriminant function was determined to be as follows:
Z=0.0128(ESA)+0.6107(PVS)+0.0634(PRE)+0.428 1(EXP)-0.1041(PFV)+0.4432(SED)+
0.0072(PSQ)—-0.0156(INS)-0.1066(EOS)+0.3461(EOP)+0.3777(EOU)+0.2838(WED)+ 0.2676

(ADV)~0.0439(HSY)+0.0439(USE)+ 0.945(SCE)+0.1452(SEC)+0.0882(PRY)+ 0.0169 (CAR)
+0.2475(ENJ)-0.1108(REP)+0.0732(WTP)—0.2058(WOM)+0.2398(NCO)-0.1642(PCO)

Figure 5.28 discriminant function

The cluster analysis revealed two groups of respondents within the sample of the study,

therefore, two sets of descriptive statistics were developed, one for each group. Table 5.1
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Figure 5.29 Grouping of satisfied and dissatisfied e-consumers by age
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Furthermore, as can be noticed, the alpha value in the abovementioned equations of satisfied and
unsatisfied e-consumers are significantly different. In the satisfied equation, the alpha value is
much higher than that of the unsatisfied group, meaning that the model proposed in this research
has a better fit for the unsatisfied group. The latter implies that the model explains more
accurately the consumer behavior of the unsatisfied group. Also, the alpha coefficient in the
group of satisfied consumers reflects that they have a greater perception of the quality in the e-
service in question. Moreover, such e-consumers are forthright and tend to have strong opinions

about their perceptions.
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A.3 Pilot test survey variable histograms n=115
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