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Abstract: 
 Sustaining competitive advantage is one of the most concerns of companies in order to 

compete with rivals for attract new customers and keep the existence. Several strategies to keep 

advantages were in object in different segments and different marketplace. Companies are trying 

to work on strategies with proper drivers and resources to sustain advantages. One of these 

drivers is service quality which was a determinant factor for customers and their perception 

about different firms. With increased portion of Internet in business, all these discussions shift in 

to the cyber space. In other words, firms are trying to sustain competitive advantage on the 

Internet through different ways. Delivering E-service to the customers, E-service quality and its 

dimensions is of importance to customers and decision makers. In this study, we discuss about 

terms of strategies which firms can sustain competitive advantage especially through the Internet 

and then discuss about service and e-service quality aspects and dimensions to answer our 

research question: what is the influence of e-service quality on sustaining competitive advantage 

for firms? We have generalized five hypotheses for this agenda after extracting proper factors for 

e-service quality in frame of reference. Then we have used deductive approach to this survey and 

applied quantitative data collection to distribute our questionnaire among our samples which 

consists of Iranian IT firms segment. After collecting data, evaluating validity and reliability of 

statistical analysis is going to perform to find the impact of e-service quality on sustaining 

competitive advantage e. Finally based on results from data analysis, we will find a significant 

relation and influence between e-service quality of Iranian IT firms and sustainability of their 

advantage through the rivals which this results indicate that in Iran's e-marketplace (as a 

developing country) firms can be differentiated from each other easily through superior e-service 

quality which they offer. 

 

 

 

Keywords: sustaining competitive advantage, e-service quality, efficiency, security, fulfillment, 
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Chapter 1  

Introduction 

1-2-Research Background  

1-2-1- E-Service 
Today, technology-based interfaces have developed many changes in ways of providing services 

from firms and also different ways of interacting customers through these interfaces. Electronic 

service is becoming more important in firms strategies for their e-commerce activities. Online 

services are very different from traditional services through other channels interface (Rowley 

2006). E-service could be supposed as a sort of interactive information service. This information 

can be used for service providers to analyze consumers' behavior to customize the e-service. 

Rowley (2006) also mentioned that two basic elements of e-service characteristics in types of 

delivery are e-service as information service and e-service as self service. 

Rowley (2006, P: 3) defines e-service as “deeds, effort or performance whose delivery is 

mediated by information technology (including the web, information kiosks and mobile devices) 

such e-service includes the service element of e-tailing, customer support and service, and 

service delivery”. Then she explained that in e-service, interaction of the customer with service 

provider is through the technology such as the websites. 
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Services can be divided into three categories: core services, additional services, and problem 

solving services (Rowley 2006). Chen and Chang (2003) define three steps in e-service 

experience: interaction, transaction and fulfillment. 

Santos (2003) believed that e-service is not ordering, communicating with emails and fulfilling 

requests, it can cover all business commerce aspects and features and therefore she accepts some 

researchers findings that dedicates 75% of the web budgets to e-service. 

 Several researchers have taken account of elements of e-service experiences while the others 

focused on models of e-service quality which differ from various dimensions. These elements are 

not picked in a way that affects the consumers' behavior directly; they are the factors which lead 

to assessing the service quality (Rowley 2006). 

Santos (2003) points out that theories and experiences about e-service are still new and in their 

infancy. Hence there is a lack of agreement on definition of that. Reynolds (2000) has identified 

e- service as the web-base services; Boyer et al. (2002) suggest it as an interactive service which 

is delivered via the Internet. As argued before, various researchers define e-service as self-

service or information service (Rowley, 2006). There are other categorized definitions for 

electronic services; Bauer et al. (2005) demonstrate 3 e-service categories for banking industries: 

core activities and services, additional services, problem solving process. Also Chen and Chang 

(2003) illustrate 3 components in e-shopping servicing: Interactivity, transaction and fulfillment. 

Constantinides (2004) claimed that the following elements can influence consumers' behavior 

regarding web experience: functionality (such as: usability, interactivity), content (aesthetics and 

marketing mix) and psychological factors like trust. 

 

Zhang and Prybuok (2005) extend the model for e-service experience which consists of 

individual differences, e-service convenience, e-service satisfaction, intention, and risk and e-

service quality. 

Rowley (2006) conclude that general agreements of e-service experience are missed but these 

elements are sector dependent and e-service quality is included in most of researches. 

Rowley proposed the e-service experience builds on her e-service definition: “The e-service 

experience is the customer’s experience that results from purchase through or engagement with 

information technology mediated service delivery” (Rowley, 2006 P: 4). 

 

1-2-2-E-Service Quality 
According to Zeithmal (2000), e-service quality has been known as the potential to provide 

strategic profits for firms such as retention rates of customers. Rowley (2006) mentions the 

coordination between business performance and service quality in e-service, Internet retailing 

and online services. Many authors explain the relation between e-service quality and brand 
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positioning (Rowley 2004), customer satisfaction (Al Hawari and Ward, 2006), competitive 

capabilities (Oliviera et al, 2002) and cost effective business model (Schultze, 2003)  

Kim and Lennon (2006) resound from (shop.org) that 60% of online buyers which quit the 

buying process, have reasons such as distrust and handling charges and incomplete product 

information. 

Also poor e-service quality for online retailers ends in losing loyalty (Kim and Lennon 2006). 

From the year 2000 when Zeithaml et al. started working on e-service quality, many other 

researchers developed and presented various models for it. Each model and research has its own 

dimensions for e-service experience. These elements are based on customer experience 

perspective or evaluation perspective (Rowley, 2006).  

Different names and abbreviations are used in this area, “WebQual” from: (Loiacono et al., 

2002), “E-Qual” from: (Kaynama and Black, 2000), “SITEQUAL” from: (Yoo and Donthu, 

2001), “e-SQ” or “e-SERVQUAL” from: (Zeithaml et al., 2002) and “ETailQ” (Wolfinbarger 

and Gilly, 2002). 

1-2-3-Competitive Advantage 
“Competitive advantage exists when a firm is able to deliver the same benefits as competitors but 

at a lower costs, or deliver benefits that exceed those of competing products. Thus a competitive 

advantage enables the firm to create superior value for its customers and superior profits for 

itself.” (Porter, 1985 P: 43) 

 

According to porter (1998) competitive advantage addresses the issues which firms can select 

and execute a generic strategy to sustain competitive advantage. It describes the interplay 

between the types of competitive advantages: cost leadership and differentiation. A lower cost 

strategy consists of a setting activities and differentiating includes another set. 

 

According to Phan (2003), as IT developed, new ways of business process redesign, Emerged. 

Today organizations frequently integrate Internet technology to redesign process in ways that 

strengthen their competitive advantages. Davydov (2001) stress that applying such a perspective 

to today’s emerging Internet-Based technologies is extremely important because it puts people 

on guard for unexpected consequences that must be addressed by thoughtful design and 

appropriate use. Moreover, Hartman et al. (2000) state that, today, with the rate of technological 

changes in the global economy, technology and information have become as critical as capital, 

research and development, marketing, and other previous drivers of success. Companies that 

thrive and survive in this global marketplace will be information-based or internet-based. 
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1-3-Problem Area 
The firms try to find ways to increase the customer satisfaction, earn some revenue, and reach 

competitive advantage by providing services (Goffin 2001).  

Besides that reaching competitive advantage has always been important to firms to sustain better 

standing comparing with their competitors and have their own market share (Oliviera et al., 

2002).  

 

Many researchers like Porter (2001) Phan (2003) Davydov (2001) Hartman et al.(2000) believed 

that, companies can sustain competitive advantage through the Internet, However its strategy and 

business model would be complicated and in different ways.  

 

On the other hand, there are lots of definitions for e-service quality. Because of getting more 

improved on its characteristics, many researchers define their own elements and dimensions for 

e-service quality. However they have something in common with each other regarding some 

dimensions, different research areas and industry. Different words to describe one dimension 

phenomena are another reason for these varieties of dimensions (Rowley, 2006). 

 

Also there are several researches with qualitative method to suggest a relation between the whole 

concept of e-service quality and competitiveness as none of them measures the impact of the 

specific e-service quality dimension on competitiveness of the firms (Rowley, 2006). 

 

Rowley state that “there are no well-accepted conceptual definitions and models of service 

quality and its measurement.” (Rowley 2006, P: 10) 

Furthermore Zeithaml et al. (2002) expressed that there is still a lack in recognition of 

expectations about e-service quality while there are well-known definitions about traditional 

service quality. 

They also mentioned that technology readiness can affect e-service quality expectation (ibid). 

Zeithaml (2002) stated that some failure of retailers on Internet and reasons of switching 

customers between rivals in online shopping are due to weak quality services for online 

customers. For keeping customers and advantages through other rivals, Zeithaml (2002) pointed 

out that firms should emphasize on service quality which contains all before, in term and after 

the processes. 

Zeithaml et al. (2002) suggested more research to understand the keys which affect the 

customers' perceptions about the e-service quality dimensions. 
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Jun et al. (2004) suggest examining the casual relationships between e-service qualities and other 

factors rather than simple interactions between customer perceived value and e-service quality by 

using other terms and factors in business models. 

But Lee and Lin (2005) believe that using e-commerce by its own has some determinants to 

achieve competitive advantage because more and more businesses focus their activities on that. 

Lee and Lin (2005) suggest that more studies are needed for impact of e-service quality on 

customer responses because few studies have focused on the relations between different 

dimensions of e-service quality and the result of customer's perceived quality. 

Zeithaml et al. (2002) claimed that there is no literature to answer how particular characteristics 

of customers (e.g. psychographics and demographics) have effect on e-service quality. They also 

argued that with accepting the positive relation between e-service quality and technology 

readiness, still there is no study to find the impact of particular customer specifications on their 

web behavior and e-service quality. 

According to the chairman of IT and E-Commerce secretariat of Iran Chamber of Commerce, Dr 

Ahmad Abdollahzadeh, Iran’s IT companies haven't considered e-service as a critical function 

for their strategies because different perspectives of e-service is still unknown to them (Asre 

Ertebat Magazine 2009).  

 

1-3-1-Research Question 
Based on argues about e-service quality and its elements which have been discussed above, and 

according to the effects and results of providing quality in e-service, this survey will discuss the 

impacts of different dimensions of e-service quality.  

Furthermore, we expand the elements and routes of sustaining competitive advantages. So the 

main research question of this survey could be as follows: 

 

What is The Influence of e-service quality on sustaining competitive advantage 

for firms? 

 

To answer this question, five hypotheses are developed in chapter 3, after finding the elements of 

e-service quality and connections elements of competitive advantage and e-service quality. 
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1-4- Delimitations 
The first delimitation for this study is about the subject of the research, which only discusses 

those strategies and processes which firms can sustain competitive advantage in a way that we 

can connect them to e-service quality.  

To meet this goal the second delimitation is about e-service quality definitions and dimensions 

which are developed in Frame of reference (chapter 3). 

The third delimitation is about assessing our main research question. We will develop hypotheses 

to find the relation between sustaining competitive advantage on Internet and e-service quality 

through its dimensions to accept that if they have an impact on SCA for firms or not. 

Fourth delimitation for this study is related to the area and the population. Our selected country 

is Iran which is a developing country and our segment area of research is IT firms which deliver 

business to customer (B2C) e-services.   

1-5- Outline of Research 
In this research, we have found the concept and dimensions of e-service and e-service 

quality in common ways and then exploited different terms of sustaining competitive advantage, 

and have checked the impact of IT and specially the Internet on competitiveness. Also we have 

found discussions about e-service quality and competitive advantage together, and then have 

presented a general research question and 5 hypotheses from the conceptualized model to 

analyze the impact of e-service quality dimensions on the competitive advantages of Iranians IT 

Companies. This has been done by research methods that we would develop them in chapter 4 

and present the result and analyzed data on chapter 5. Finally we have extracted the findings and 

conclusions of this research in chapter 6. 

 

 

Chapter 1 • Introduction

Chapter 2
• Literature Review

CHapter 3 • Frame of reference

Chapter 4
• Research Methodology

Chapter 5
• Data analysis and resault

Chapter 6

• Conclusion,Contribution and Suggestion
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Chapter 2 

Literature Review 
 

2-1-Competitive Advantage 

2-1-1-Achieving Competitive Advantage 
Porter (1980) states three main strategies for achieving competitive advantage: Overall cost 

leadership, differentiation and focus. 

Grant (2008) state that competitive advantage can be achieved by two types of changes, external 

and internal changes. The external source refers to customers and consumers behaviors and 

internal references that change directly are developed by firm’s potential innovations to be 

superior in comparison with other competitors. 

Grant (2008) believed that sustainability of strategies based on firm resources are far greater than 

previous strategies focus on market. There is a distinction between competitive advantage and 

industry attractiveness for generating the uniqueness and abilities (ibid). 

Also producing with lowest standard factors doesn’t reach competitive advantage in developed 

countries. Companies should be able to re-innovate structures and products to sustain 

competitive advantage (Porter 2006). 
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The object of innovation could be placed in various areas, new manufacturing process, design, a 

marketing approach, a new product and new system of training (Porter 2006). 

Porter (2006) mentioned that issues for competitors could be different based on time and 

development of countries. In these days improvement in operations is a key to competitive 

advantage because many firms can use the latest technology. However in the past, the 

competition was on over increasing production process quality and cost leadership. 

Rothaermal (2008) explains that the firms' strategy demonstrates how management structures are 

planned to achieve and sustain competitive advantage. If the firm can have control over its 

competitors for a period of time, then it has a sustainable competitive advantage. 

According to figure 2-1 Resources are those assets that a company can use them in its strategy. 

They fall into tangibles (like: properties, technologies, equipment) and intangible (such as 

quality, reputation, brand) Capabilities. Those talents and skills which are needed to coordinate 

the activities to implement the strategy of firms. Capabilities usually act intangibly and have 

been reflected in the firms’ processes and projects. (Rothaermal 2008) 

 

Figure 2-1: relation between strategies, CA and core elements 

 Source: Frank T. Rothaermal 2008, chapter 7, P: 209 

The interaction of resources and capabilities enable firms to implement core competencies which 

can shape the strategy, created by these drivers. Strategy can lead the company to achieving 

competitive advantage and then superior profitability. (Rothaermal 2008) 

Competitive advantage needs strategic positioning through selecting a set of activities which are 

value added in order to achieve a unique value for competitive cost or differentiation advantage 

(Porter 1996). 
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According to Rothaermal (2008), competitive advantage is a outcome of interaction through all 

of the company’s processes instead of considering small set of them. 

Strategic positioning is a key to set activities near each other in a way that the imitation would be 

hard for rivals. Accepting existence of the competitive advantage inside activities and the 

relations between them explains why imitating complex process of rivals are complicated 

(Rothaermal 2008). 

According to Porter (1998) competitive advantage is inside the activities which perform 

effectively, or they will lead to efficiency. It illustrates the strategy that a firm has chosen to 

sustain or achieve advantages via rivals. 

Porter (1998) states that competitive advantage is not constructed generally, it’s the consequent 

of different process of a company in different phases of design, manufacture, sale, marketing and 

services of products. 

Competitive advantage shows the path which a firm is using to run the strategy to achieve 

competitive advantage (Porter, 1998). It is an interrelation between differentiation and costs. The 

lowest cost strategy consists of a set of activities and differentiation includes another set (Ibid). 

Porter (1998) explains these two strategies, accepting leadership role in cost is based on internal 

resources such as input materials, manufacturing, delivering, and supports. It can perform with 

organizational activities which lead to produce a product in lower prices than other rivals. 

Porter (1998) argued that differentiation focuses on presenting superior advantage with products, 

he believed that this type of strategy is stands as a higher scale advantage in comparison with 

cost leadership: they can create a high quality product even with price premium and other rivals 

will have a difficult way to compete with it, however cost leader based companies always 

interact with increase of resources. Also he mentioned that differentiation can be executed with 

more various methods. 

Competitive advantage creates some roadmap for defining, implementing and measuring the 

strategy of firm. It shows how each activity can relate to another and how advantages can be 

consistant with processes and finally how processes make advantages together (Porter, 1998). 

To analyze the source of competitive advantage, companies needs to find how activities interact 

with each other. The firms that use these strategies effectively can perform their activities 

cheaper or better than their rivals. Combination of the information technology with business 

activities can be a basis for gaining competitive advantage; it could be in differentiation or cost 

leadership (Porter, 1985). 

Sunder et al. (1993) discusses that competitive advantage is gained from implementing strategies 

that create values or executing strategies like competitors to enhance values. 
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There are two kind of sources for competitive advantage, assets (unit resources) and capabilities 

which are distinctive skills, these sources enable firms to fulfill some secondary and primary 

activities in their value chain, in a way: (1) differentiating products to customer with higher value 

or/and (2) decreasing and managing costs in order to sustain cost leadership (Sunder et al, 1993). 

These kinds of skills and resources are called drivers (porter 1985) and this type of driver doesn’t 

provide competitive advantage for firms automatically, and they only give opportunity to the 

business to achieve superior advantages (ibid). 

Some skill based drivers are underlying innovation, the quality of a firm offers and barriers to 

imitate (sunder et al. 1993). Resource based drivers can include brand equity, reputation, 

economies of scale/scope (ibid). 

Aaker (1991) added that multi channel source of competing makes a firm more successful in 

competing with rivals. 

 

2-1-1-1-Cost Leadership 
Porter (1985) explains that each value activity of companies have their own costs; these items 

reflect the potential source of reducing cost in order to follow cost leadership. However they go 

through them little by little. 

Cost leadership is occurred when the company uses its resources to achieve the lowest costs of 

manufacturing and distribution and services, so that it can offer a lower price than its competitors 

and achieve a large market (Kotler, Wong, Saunders, & Armstrong, 2000). 

 

Cost leadership competitive strategy helps to decrease the threat of new entrants by creating cost-

based barriers to entry, like economies of scale and cost advantages independent of scale. Low 

cost position strategy also decreases the threats of rivalry through pricing strategies that low cost 

companies can engage in (Barney, 1997).  

 

Porter (1998) claims that if a company can reach overall cost leadership, then it will be an above 

average performer in its marketplace. The strategic logic of cost leadership usually needs a firm 

to be a cost leader. When there is more than one aspiring cost leader, rivalry among them is 

usually fierce because every point of market share is viewed as crucial. Unless one firm can gain 

a cost lead and persuade others to abandon their strategies, the consequences for profitability can 

be disastrous. 

Sunder et al. (1993) believed that scale effects are important in competitive cost advantage. The 

volume of equipment of services is relevant to economy of scale.  

Furthermore when the number of units operating is increasing, the potential execution of scale 

economies to get competitive cost leadership advantage increases too. However the cost 
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interrelationships between different portfolios in a firm can lead to cost synergies with both 

competitive cost and/or differentiation strategy (sunder et al., 1993). 

2-1-1-2-Differentiation 
 

Differentiation happens when a company focuses on creating a highly differentiated product line 

and marketing programs, so that is comes across as the class leader of its industry (Kotler, Wong, 

Saunders & Armstrong, 2000). 

 

Porter (1996) added that variety of different positioning is needed to choose the strategy. If it 

was not so, every company would use single set of activities to determine differentiation.  

Product differentiation is a competitive business strategy whereby firms try to achieve 

competitive advantage by increasing the expected value of their product or services (Barney, 

1997). The existence of product differentiation, in the end, is always a matter of customer 

perception, products sold by two different firms may be exactly the same, but if customers 

believe the first is more valuable than the later one, then the first one will have a differential 

advantage (Barney, 1997). 

 

Differentiation consists of differences from customer's perception. It is between important 

specifications and criteria of firm and competitors (Sunder et al, 1993). 

According to porter (1998), differentiation chooses one or more attributes that many buyers in an 

industry perceive as important and uniquely position it to meet demands. Porter argues that 

differentiation can be based on the product or service itself, the delivery system by which it is 

sold or the marketing approach factors. A differentiation, should always find the ways of 

differences that lead to price premium greater than the cost of differentiation. Based on porter 

ideas, the logic of the differentiation strategy requires a firm to choose attributes in which 

differentiates itself from its rivals. 

 

Timing, location, and company reputation are aspects which are very vital for product or service 

differentiation (Barney, 1997). Introducing a product or service at the right time can help to 

create product differentiation; the critical issue is to be the first mover to introduce a new product 

before all other companies. Reputation is difficult to develop but once developed, tends to last a 

long time (ibid). 

 

Also there would be needs for trade-offs between different positioning, it’s necessary for firms to 

tradeoff their current positioning with other rivals and their last strategies (Porter 1996). 
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Achieving the desired result in differentiation depends on the coordination of several activities 

and processes together. It's not about the physical production necessarily, it could be about 

marketing for example, however every task can be a source of differentiation (Porter 1998).  

Firms distribution channels are one of the places for perceiving differentiation, these downstream 

channels can provide customization, support activities, delivery services, repair and maintenance 

and customer training. All these activities could be a source of differentiation. In this term, firm 

can codify policies and rules in different categories to help and conduct the channels. Thus 

choosing the appropriate distributor is important to achieve competitive advantage (Porter 1998).  

Companies sometimes suppose that differentiation and quality is the same. However, quality 

usually belongs to products whether they are tangible or intangible. Differentiation is a broader 

definition and consists of strategies and activities in a firm and one of its results can be quality 

(Porter 1998). 

Porter (1998) explains some drivers which steam to uniqueness for activities. 

 Policy: taking decisions about performing a set of activities that creates uniqueness, it can 

change the procedures and the product as well. 

 Time: the time of beginning an activity can be important. Early movers usually have 

advantages in comparison with next rivals. 

 Links: the links between different segments of business in upstream, downstream and 

core activities of a firm. 

 Location: location can be the source of uniqueness advantage. 

 Interrelationship: sharing source of activities in different segments of corporation is 

another driver for uniqueness. 

 Learning: uniqueness is a result of fulfilling tasks better to improve the quality. 

 Firms scale: larger companies may have abilities that smaller firms couldn’t perform that 

like them. 

 Integration: high integration can make the position of being more unique. 

According to porter (1998) these drivers are the source of uniqueness. Identifying and 

understanding these drivers is important because they lead company to the source of 

differentiation and the differentiation is sustainable if selected drivers create more uniqueness 

than others (ibid). 

Porter (1998) explains some routes to increase the differentiation: 

1- Finding and reinforcing the source of uniqueness. Increasing the value of activities in 

unique tasks and processes can raise the overall differentiation. Completing product in a 

way that consumers can use it easier, is another way to achieve differentiation while 

firms trying to understand how buyers can use specific process better and try to invest on 

that process. 
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Hiring some information tools to understand how buyers will use and get satisfied with 

products is another way to differentiate; this information can be a part of customer 

service and after sales services. 

2- Moderating the cost of differentiation. Performing activities which have a lower cost to 

the added values, is one of the best ways to moderate the cost of differentiation. Firms 

should reduce the cost of drivers which lead to superior advantage. Differentiation also 

could be in place where firm cost advantages have. Small firms may have cost 

advantages in reducing supportive process while large companies have these advantages 

in scale-based process, marketing and development. When these tasks are done, 

companies can reduce the cost of other activities which have no influence on value-added 

activities. 

3- Implementing new rules for uniqueness. By changing the operations fulfillment and 

strategies, firms can use new rules in different processes to create new unique activities. 

Finding the buyers criteria which are considered consciously or unconsciously is an 

important source of uniqueness. 

Sunder et al, (1993) states that product, process and managerial innovation could be a source of 

achieving competitive advantage, the concept of innovation brings up the differentiation with its 

own. Assets and skills as the elements of product, process and managerial structure are the 

source of innovation, greater number of conceptualized and complex drivers may lead to 

achieving more competitive advantage through differentiation. 

Shostack (1987) discusses the steps of property products, activities in each process, alternative 

supportive actions in processes, using cost reduction activities, customization for some segments, 

increasing complexity and decreasing complexity, all can provide the possibility of 

differentiation. 

 

2-1-2-Sustaining Competitive Advantage 
 

Sunder et al, (1993) explored the conditions of sustainable competitive advantage, the resources 

should be: 

1. Valuable  

2. Rare in compare with the rivals and future competitors 

3. Imperfectly hard to be copied 

4. Not having any alternative equivalent. 
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Coyne (1985) discusses that firms shouldn’t have resources that other competitors owned 

necessarily, they need capability gap on resources, and this gap should show the differences with 

other competitors and reflect the one or more features that are the key buying point. 

In addition to sustaining competitive advantage, key buying criteria and underlying gap should 

be tolerated. To reduce the capability gap, firms need the ability of adapting to changes so they 

could match and adapt themselves with that (Coyne 1985). 

According to sunder et al, (1993) taking actions which follow non-limitability policy is one of 

the strategies through sustaining competitive advantage. He explains three strategies from 

barriers to imitation: Isolating mechanism, uncertain limitability, resource/skills stock 

 Isolating mechanism: it can be implemented when "casual ambiguity" exists in 

company’s strategy. Three important factors of casual ambiguity is (Sunder 1993): 

1- Tacitness is sets of skills which have been learned by doing implicitly and codified. 

2- Complicity is the relationship between different drivers like: skills and assets. It can 

make it hard for rival companies to recognize the successful key activities and 

processes. 

3- Specificity is sets of drivers which is used in production processes. 

 Uncertain limitability: happens when detailed information about new product is missed or 

will be as a casual ambiguity 

This effect can be increased when complexity of production and administrative structures 

are combined. (Lippman and Rumelt 1982) 

 Resources/skills stock. It belongs to characteristics of processes: 

1- Time compress diseconomies: refers to advantages that firms can sustain for a long 

time. 

2- Resource/skill mass efficiencies: The firms with larger resources stock can have 

better positions comparing with firms having initial levels of resource stock and when 

those drivers are critical in industry, competition would be more difficult for them. 

3- Independency and interconnectedness of drivers act as barriers when resources 

linkage between each other could be poor or non-existence, so rivals couldn’t prepare 

those driver from other ones through a chain. 

To the create barriers for imitation, companies need to reinvest on their resources and kind of 

maintenance processes for them while they are investing in potential resources. That would lead 

to sustaining competitive advantage (Sunder et al, 1993). At the same, Porter (1985) mentioned 

that a firm should improve its position by reinvesting on drivers to show the moving target point. 

 

Grant (2008) asks about three facts about the ability of firms to sustain competitive advantage: 

 Capabilities of firm to distinguish competitive advantage. 



23 
 

 Fulfillment of sustaining competitive advantage. 

 Appropriation of returns on competitive advantage for firm. 

Competitive advantage illustrates the amount of profitability. This is demonstrated by 

capabilities of firms to create and sustain competitive advantage. When competitive advantage is 

achieved, the sustainability of it should be considered. However the competitors can obtain 

resources to get them. Thus competitive advantage can be sustained if the core competence of a 

firm is based on complex organizational process. (Grant 2008) 

 “Sustainability is achieved when the advantage is eroded by the competitor behavior.” (Porter 

1985, P: 20) any company that stops innovating and improving its business process will be 

overtaken by other competitors sooner or later. However these companies which have more 

experience, use some benefits such as economies of scale, customer networks and brand 

reputation, other active competitors will find ways of creating some advantages. Thus the need to 

innovating the process and products would stay (Porter, 1990). 

Porter (1996) discuses that the operational effectiveness is not enough for sustaining competitive 

advantage, however companies can gain advantages trough competitors , they can reach their 

position very fast, because they can learn and copy the methods and processes, some barriers to 

entry would exist. Another reason for insufficiency is outsourcing. The companies which 

produce for several firms are increased; this has caused more similarity and less differentiation 

via operational effectiveness by its own. 

Operational effectiveness is focused on fulfillment of processes and activities with high 

performance, however strategic positioning is about the relations and coordination of the 

processes together. When activities are fit with each other, they can be a source of competitive 

advantage with reducing cost or creating differentiation while each activity or process can have 

its own advantages. This type of system coordination is getting important when it’s hard for 

other competitors to imitate the set of process and structures instead of one single new task 

innovation in operations. So companies will not be able to sustain competitive advantage if they 

don’t change their positioning via strategies (Porter 1996). 

Different types of specifications, options of products, various services and customer support, 

delivery are some parts of strategic positioning activities. Porter (1996) believed that there are 

three types of strategic positioning which come from different sources. Variety based, need 

based and access based positioning. 

 Variety positioning is based on different kinds of goods or services. These firms which 

can produce a better product with better activities use this type. 

 Need-based positioning is when companies try to segment customers based on different 

demands. So different process and activities are needed for different features, services, 

supports and also prices. 
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 Access positioning is based on grouping the customers from their accessibility based on 

location or scale. 

Technology is involved in almost every activity of a company, the change of technologies will 

change the competition ways with changing in activities, and different value chains lead firms to 

competitive advantage. But it’s obvious that rivals can imitate the new methods and use the 

technology to do the same, so it can be conclude that the companies should offer a product more 

valuable or at least with lower price to sustain competitive advantage (Porter 1998). 

Porter (1998) believed that the buyers' demands have always been changing. Therefore firms 

should prepare value-based activity to keep their position. However the competitive advantages 

of firms against rivals are still sustainable if other competitors couldn’t gain any imitation, 

innovation or other differentiation strategy. Also using the driver of uniqueness such as linkage, 

interrelationships, early-movers and learning can lead to sustainability. Companies which create 

cost advantages in their differentiation strategy or activities can also sustain their advantages 

more. 

Furthermore if the advantage comes from more unique drivers, the sustainability of competitive 

advantage is greater. Competitors find imitating harder where the firms mix several sources of 

uniqueness to enhance the differentiation. Finally switching cost- the cost that customer will be 

paid for changing his seller – can be acts for sustaining competitive advantage. If a firm 

increases the switching cost smoothly while providing different products to buyers, it will 

increase the cost of switching indirectly, thus sustainability could be raised. (Porter 1998) 

Rothaermal (2008) argued that operational effectiveness is not enough for sustaining competitive 

advantage by its own, in other words, implementing specific programs and project to achieve 

operational effectiveness is necessary for competitive advantage but not enough until they don’t 

come up with determined and different strategy. 

Rothaermal (2008), stated that sustaining strategic positioning needs on-time and exact tradeoffs. 

The essence of strategic positioning is to clarify which activities are the best to engage in and 

which ones are not. 

 

2-1-3-Competitive Advantage and Internet 
 

Kalling (1999) explains that IT is the central societal and economical feature, and has been a 

major driver of change in social and economical life for decades. It is easy to see the rationale for 

firms to invest in and use IT applications and tools of different kinds. Compared to manual 

information management, IT has obvious advantages. 
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Companies and organization integrate internet technology with their traditional process to 

redesign them in ways which improve their strength and competitive advantages (Phan, 2003). 

 

Information technology is changing the way of manufacturing, business process and competition 

so that every company is affected by it. It can create some value performance on the product 

process which is the cause of differentiation by accessories and abilities to customize products, 

means that it changes the operational activities of firms. (Porter 1985) 

Porter notes that “it’s useful to draw a distinction between the uses of the internet (such as 

operating digital marketplace, selling toys, or trading securities) and internet technologies (such 

as site customization tools or real-time communications services).”  (Porter 2001 P: 65)  

Internet technology doesn’t provide business value by its own while using the internet is the base 

of creating value for firms. Internet will affect the business value by industry structure and 

sustainable competitive advantage. Using the Internet will increase the switching costs; build the 

channels and networks which they lead to competitive advantage for early movers. (Porter 2001) 

Porter (2001) states that achieving sustainable advantages whether it’s by cost or price 

advantages, can perform in two ways: 

 Operational effectiveness: it means executing activities like others but fulfilling them 

better. This effective advantage can include effective management structure, hiring high 

technologies like internet technologies, well-trained buyers and sellers, uses of Internet. 

 

 Strategic Positioning: This means implementing tasks and activities differently from 

others to give the firm unique value.  

 

Internet affects both operational effectiveness and strategic positioning, it can make the 

operational effectiveness harder, and however it creates new ways of sustaining competitive 

advantage with strategic positioning (Porter 2001). 

Porter (2001) distinguished that The Internet is one of the most powerful tools to implement and 

execute operational effectiveness. It increases the chain value with less investment comparing 

with previous generation of information technology. 

But simply doing operational effectiveness will not provide competitive advantage. Firms need 

to achieve operational effectiveness by performing them better than rivals (ibid). 

Porter (2001) note that the specification of Internet makes firms harder to sustain competitive 

advantage through operational advantages. In the past technologies were as much as complicated 
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as in a way that using and developing business with them was not easy, but Internet technology 

provides the abilities for many firms to use the Internet for their operational tasks.  

Porter (1996) listed some sources of actions which make differentiation from competitors with 

combination of operational effectiveness and strategic positioning, such as: set of features which 

are different from others, different kind of services, logistical differentiation. 

In cyber space, Chaston (2000) illustrate four Excellencies to focus on competitive advantage via 

strategic positioning and operational effectiveness. They can provide customization for their 

online products; use Internet tools to suggest proper pricing to customers who are loyal; offer 

additional information for delivery and orders besides the main information; and personalization 

in relationship before, during and after sale process. These are recognized as: product 

performance excellence, price performance excellence, transactional excellence, and relationship 

excellence. 

Also Plant (2000) defines four directions for e-strategic positioning as: service leadership, brand 

leadership, market leadership and technology leadership. 

  Chaffey (2009) cited from Deise et al. (2000) that service quality, product quality, price and 

fulfillment time are four tools to differentiate their values from other rivals. 

 

2-2-Service Quality 

2-2-1-Definitions and Concepts 
Santos (2003) discusses the history of service quality creation where Gummesson (1979) was 

one of the first ones that defined service quality. After that Gronroos (1982) suggested the 

concept of "total service quality" which is the perception of customers between the expected 

service and the perceived service and the difference between them. Olivers (1980) argued the 

concept of service quality to measure whether or not customers are satisfied with the delivered 

service. 

Gronroos describe perceived service quality as “outcome of an evaluation process, where the 

consumer compares his expectations with the service he perceives he has received.” (Gronroos 

1984, P: 37) also Parasuraman et al. (1985) have agreed with this concept and describe the 

perceived service and customer expectation as two comparison keys for defining service quality. 

However Parasuraman define another meaning for service quality, “Overall evaluation of a 

specific service firm's performance with the customer's general expectations of how firms in that 

industry should perform.” (Parasuraman et al., 1988 P: 15) 

Santos (2003) found two approaches to define and measure service quality. They are also 

continued in cyber-space, the first one is Nordic approach which discussed service quality in 
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functional and technical way; this perspective is developed by Gronroos (1982, 1984). Another 

approach is American one which was developed by Parasuraman et al. (1988), it uses global 

specifications to define five up to ten dimensions for service quality. 

Santos (2003) argued the discussions between different researchers for reliability of these two 

approaches. Models which are measuring performance with multi dimensional variants are 

superior and more effective in comparison with disconfirmation models (Dabholker et al., 2000; 

Parasurman et al., 1994; Page and Spreng, 2002).Page and Spreng (2002) state that when we talk 

about service quality, performance is much more reliable than expectations. Dabholker et al. 

(2000) believed that when we measure the perceived quality, it's more predictable and has better 

indications for intentions of customers. It also evaluates customers' perceptions from different 

point of views. 

With summarizing these arguments, Santos (2003) defines service quality “as the overall 

evaluation of service performance.” (Santos 2003 P: 3) 

Rowley defines service quality “as having the potential to deliver strategic benefits, such as 

improved customer retention rates, whilst also enhancing operational efficiency and profits.” 

(Rowley 2006 P: 2) 

According to Zeithaml et al. (2000) firms can earn profit through the service quality in several 

ways, (1) as the basic infrastructure for defensive strategy in order to keep their customer (2) 

increasing revenue/reducing cost through cost leadership (3) as a tool for offensive strategy in a 

way to find new customers, and offer them new innovative services.  

Parasuraman et al. (2005) concluded three points from previous SQ research studies; (1) the fact 

that service quality is the perceived service in comparison with delivered service, is still 

conceptual model and some ask about empirical reasons for that. (2) the traditional SERVQUAL 

model which has five factors: responsiveness, assurance, reliability, tangibles and empathy 

dimensions, are describe as service quality values quite well, however there is still questions 

from empirical studies whether they are five. (3) The assessment of customers for service quality 

has a significant relation with customer behavior purpose and perceived value. 

 

2-3-E-Service Quality 

2-3-1-Definitions and Concepts 
Rowley (2006) believes that the importance of e-services is not only for understanding whether 

the electronic commerce is successful or not, but also it creates experience for consumers to have 

interaction for their information flows with the e-service provider. This information easily can be 

taken from customers and analyzed for the customization. 
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There are lots of studies focusing on e-services since the beginning of 2000; the key theme of 

range of them is e-services quality and its dimensions (Rowley 2006). These factors have been 

discussed based on elements such as consumer behavior and customer satisfaction which are 

customer perspective factors (ibid). 

Parasuraman et al. (2005) define e-service quality as a customer interaction with web site in all 

phases: “the extent to which a web site facilitates efficient and effective shopping, purchasing, 

and delivery” (Parasuraman et al., 2005 P: 217). 

Rowley (2006) explains that in e-service environment, quality is in the elements of technology-

based facilities like web. 

There are several explanation about types of e-services, some define it as information service 

(Rust and Lemon, 2001) while others conceptualize it as self-service experience (Dabholkar 

2000). Although Surjadaja et al. (2003) point out that in self-service experience people should go 

to the technology, when in fact people will receive a service in e-service operation. 

Considering that most of the research focuses on e-service quality are on consumer perspective, 

Muller and Wehmeyer (2005) point out that a well-established factor can affect customers' 

perceptions positively. Furthermore Gosh et al. (2004) state that sustaining quality in e-service, 

need complex operations in terms of service design, service delivery and marketing activities. 

Jun et al. (2004) enumerates two types of internet interaction: between customers and employees 

of online firms and the interaction between customers and web-site of the firms. To great extend 

most of the interaction between employees and customer through the websites, has been replaced 

with customer –web sites interaction. Thus customer – websites interaction is getting a source of 

e-service quality more than previous. 

E-service consists of all steps of purchase such as gathering information, initiation, sale 

execution and after-sale supports which are performed electronically (Bauer 2005). 

Bauer (2005) found that many researchers like Parasuraman et al. (1988) Caruana (2002) Kelley 

and Davis (1994) believed that quality in services act as an important key to reach customer 

loyalty and satisfaction, although recent research reflects that this is also true for e-service 

quality in cyber space in a way that e-service quality is a more important factor than price 

leadership and early movers. 

Bauer (2005) suggested discarding specific e-quality models for different services and 

conceptualized general dimension models to measure the quality for Internet-Based services. 

Gronroos et al. (2000) categorized the e-service processes as core services, accessory services 

and supporting services to find distinction between facilitating and supporting services. However 

Van Riel et al. (2001) added two components to them: complementary services and the user 

interface which customer can access to the services via that. 
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Jayawadhena (2004) developed 21 items to measure the e-service quality and they lead to five 

final dimensions which are: trust, web site interface, access, credibility and attention. 

Santos (2003) define e-service quality based on Internet marketing aspects and traditional service 

quality research as “the consumers overall evaluations and judgment of the excellence and 

quality of e-service offerings in the virtual marketplace.” (Santos 2003, P: 3) 

Santos (2003) compared the e-service quality with the traditional one in a way that customers 

need less evaluating activities for each process and can have an overall evaluation in visiting a 

website. 

According to Santos (2003) checking technical specification and comparing prices is much easier 

than checking them traditionally so e-service is important for consumers, besides that they expect 

the same or lower prices with higher e-service quality. 

Traditional service quality is set for human interaction in non cyber-space environment when e-

service quality is based on human-technology interaction (Kim and Lennon 2006). The concept 

and definition of technology is different from one person to another, so use of technology in 

different ways create different perception for people and this is another difference between 

traditional and electronic service quality (Parasuraman 2005). 

Kim and Lennon (2006) posited that different kinds of websites offers different conception of e-

service quality due to their industry and activity such as web site portals, B2B sites or B2C 

retailing web sites. 

Zeithaml et al. (2002) discuss four points that are found about electronic service quality: (1) they 

are undimensional. However there are some well-published dimensions and some new ones are 

under research and studies. (2) It seems recovery services are not included in core services and 

they would be in process if some problems happened or help would be needed. (3) e-service 

quality will affect the satisfaction and also have effects on purchase process and decision 

making. (4)Although the research studies in this area are limited, technology readiness has an 

effect on perception of e-service quality. 

According to Parasuraman et al. (2005) as first step to offer preferential service quality, 

managers of a company should know how consumers would evaluate and perceive e-service, 

synching these two perceptions is important. 

Parasuraman et al. (1985) introduced a model for service quality in 1985; it explains perceptions 

and expectations of customers in four gaps which are all organization gaps. 

 “Gap 1: The difference between customer expectations and management perceptions of 

customer expectations 

 Gap 2: The Difference between management perceptions of customer expectations and 

SQ specifications 
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 Gap 3: The Difference between SQ specifications and the service actually delivered 

 Gap 4: The Difference between service delivery and what is communicated about the 

service to consumers (Zeithaml et al., 2002 P: 368).” 

These gaps are for traditional service quality (ibid). However Zeithaml et al. (2000) present the 

framework to show the shortfalls of the companies in Internet interactions. This model is 

presented in Figure 2-2. It has three gaps which are: Design Gap, Communication Gap, 

Fulfillment Gap, It includes “(1) customer assessment of e-SQ and its consequences (top half of 

the model) and (2) organizational deficiencies that could contribute to poor assessment of e-SQ 

(bottom half of the model). The company side shows three potential disconnects-depicted as the 

information, design, and communication gaps-that can occur in the process of designing, 

operating, and marketing of web sites” (Zeithaml et al., 2002 P: 368).  

 

Figure 2-2: Conceptual Model for developing e-service quality 

Source: Zeithaml et al., 2002, P. 369 

Design Gap: this gap goes to features that are missed in designing the website to cover all the 

customers' needs and expectations; this problem usually refers to lack of company information 

which is about the customers' expectations from company, even if the company had the 

information about customers expectations, rarely they would all be reflected on the website in 

design phase, therefore websites couldn’t comply all needs of customers and visitors couldn’t see 

all features that should be in websites (Zeithaml et al., 2002). 
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Communication Gap: this is about the missing marketing of companies personnel with customers 

through the websites, when there is no enough knowledge and understanding about website 

features, companies staff cannot communicate with customers as well as they are expected, it can 

include both promises which came from traditional services or promises have been offered by 

websites individually (Zeithaml et al., 2002). 

Fulfillment Gap: unlike the design gap and communication gap, it belongs to customer side of 

the model in figure 2-2, the design gap and communication gap will lead to fulfillment gap. It 

has to typical forms, one occurs when there are inflated marketing promises that aren't 

accomplished well and another occurs when there are customer frustration which doesn't came 

from specific promises (Zeithaml et al., 2002). 

According to figure 2-2  (Zeithaml et al., 2002) fulfillment gap and customer experiences are two 

important factors in perceived e-service quality, while some customer experience (such as 

innovative website features that customer haven’t thought about them) has the direct effect on 

perceived e-service quality. 

 

2-3-2-Dimensions 
Zeithaml et al, (2002) found that SERVQUAL and E-SERVQUAL dimensions are the same to 

some extent but in technology-based perspective, there are extra dimensions in E-SERVQUAL. 

Due to rapid rate of changing Internet environments and changing variables that can affect the 

customer perceptions, type and conception of e-service quality dimensions are becoming wider 

and more various (Kim et al., 2006). 

Rowley (2006) explains that the dimensions on e-service quality can be concluded by analyzing 

different views of researchers, however matching dimensions that reflect the same definition is 

not always easy from one research to another one. 

However Cox and Dale (2001) state that some dimensions like friendliness; comfort; cleanliness; 

courtesy and competence in traditional service quality, don’t fit for measuring the online service 

quality.  

Jun et al (2004) point out two types of online system quality: information system quality which 

discusses how software is developed and information quality which refers to attributes such as 

accuracy, reliability and transferability of information. 

Liu and Arnett (2000) argue that playfulness; design quality, use of system and information 

quality are major key dimensions to having a well qualified website. 

Cox and Dale (2002) explained four quality dimensions which are validated statistically, they 

are: customer confidence, ease of use, relationship services, and online resources. 
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Jun et al. (2004) found other key qualities which were identified by Waite and Harrison (2002), 

they are: decision making convenience, information specialty, technology thrill, physical backup, 

interactive interrogation search efficiency. 

Bauer (2005) argue that the first steps to have a great quality management is determining 

dimensions of e-service quality, the objects which would identifies dimensions are customers 

expectations instead of technical characteristics. 

Parasuraman and Grewel (2000) argue that the past dimensions of service quality are not 

necessarily true for virtual environment because the interaction between customers and 

employees are more different than customers and technology. 

Bauer (2005) explore responsiveness to availability and accessibility, community, 

personalization, interactivity, information provision and customer care. 

Lee and Lin (2005) define a research model which their five e-service quality dimensions lead to 

customer satisfaction, this term will create an overall service quality which is developed spirally 

among the customer satisfaction and both of these two terms will lead to purchase 

intentions.(Figure 2-3) 

 

Figure 2-3: e-service quality dimensions 

Source:  Lee and Lin (2005) P.164 

 

Meuter et al. (2000) suggest positive and negative themes for attributes and dimensions on the 

web, such as efficiency, flexibility and convenience for the positive theme and security and 

impersonalisation for the negative theme (Parasuraman 2000). 
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Santos (2003) present two types of dimensions, incubative dimensions which focus on proper 

design of websites: ease of use, linkage, content, appearance and structure and layouts; and also 

active dimensions such as reliability, efficiency, support, communication, security and incentive. 

Loiacono et al. (2002) introduce WebQual with twelve dimensions which are more technical 

measurement tools for website designers rather than customers for assessing the e-service 

quality. 

Also Barnes and Vidgen (2002) developed another WebQual scale including: usability, 

information, trust, empathy and design factors, 

Yoo and Donthu (2001) present SITEQUAL with: ease of use, processing speed, aesthetic design 

and security as four dimensions which don't reflect all aspects of buying process. 

More complete e-service quality models came up from traditional SERVQUAL model (Kim and 

Lennon 2006).  Zeithaml et al. (2000) developed e-SQ from traditional SERVQUAL model. It 

includes eleven dimensions (reliability, access, ease of navigation, responsiveness, efficiency, 

security, flexibility, trust, site aesthetics, price knowledge and customization). Parasuraman 

(2005) then starts to develop a model based on e-core service (four dimensions) and e-recovery 

service (three dimensions). 

Zeithaml et al. (2002) gathered five types of criteria which customers particularly used them to 

evaluate e-service quality: availability of information and content, privacy and security, website 

graphic style, usability and finally fulfillment. 

Some researchers mentioned about the importance of information availability and content, there 

is an important benefit for online shop buyers when they get the direct information about the 

products even the website is for retail shops, but offline customers have to ask the same 

information with at least one human interaction level from sale people (Zeithaml et al., 2002). 

Probably online buyers will receive more information because in online environment the 

questions would be answered easier (ibid)  

Internet transaction and activities seems to be difficult for many potential and active online 

customers. Therefore ease of use can be the important criteria for e-SQ (Zeithaml et al., 2002). It 

could be defined as “the degree to which the prospective user expects the target system to be free 

of effort” (Zeithaml et al., 2002 P: 2). Also there is a positive relation between ease of use and 

usefulness in a way that in online context they used as a same term (ibid). 

There is empirical evidence on impact of graphic design on the online buyers' customer 

perceptions (Zeithaml et al., 2002). 

Zeithaml et al. (2002) surveyed that fulfillment and reliability is the first strong determinant for 

customer satisfaction and the second one in loyalty to a website. 
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Liu and Arnett (2000) developed five criteria for e-service quality: 1- Relevant and accurate 

information, 2- Quick response of services, 3- Proper use of system consist of customer's control 

on transactions and security, 4- Site interactivity and attractiveness, 5- Web site design. 

Furthermore Yang et al. (2001) explored 6 dimensions for e-service quality: 1-ease of use 2- 

accuracy of content 3-content of website 4- response time of website 5- privacy and 6- aesthetics. 

Zeithaml et al. (2002) argued that above e-service qualities were not chosen with empirical 

surveys so they cannot reflect the general real dimension model for e-service quality.  

Wolfinbarger and Gilly (2002) were first researchers who created a focused group to measure e-

service qualities and they found four factors for the scale they called .comQ, it's developed from 

fourteen scales called eTailQ, and these factors are: web site design, reliability, privacy/security, 

customer service. Two dimensions: reliability and privacy have strong validity reasons while two 

others have less. 

Zeithaml et al. (2000) developed e-SQ scale from many website features and found 11 

dimensions as presented in below tables: 

Table 2-1: E-service quality dimensions and definitions 

 

Source: Parasuraman, Zeithaml, Malhotra (2005) pp. 218-219 
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Zeithaml et al. (2002) create the e-SERVQUAL scale base on exploratory focus group and 

empirical data analysis; it contains seven dimensions which are: reliability, fulfillment, 

efficiency, privacy, responsiveness, contract and compensation. They divide these factors into  

two category, the first four dimensions for core e-service activity and next three dimensions for 

recovering e-service activity, they believed that recovery services are not needed at first and 

could be hided if they weren’t  called (Zeithaml et al., 2002). 

Parasuraman et al. (2005) argued that customer service items should be tested more for 

measuring e-service quality because they are related to the time customers face problems and 

questions which need prompt answers from company. 

 

2-3-3- E-Service Quality VS Service Quality 
 

Zeithaml et al. (2002) stated the difference between evaluating traditional service quality and e-

service quality in role of: customer perception, concept and number of quality factors, 

recognition of content and trade-offs. They argued that there is a high level of consumer trade-

offs in evaluating e-service quality rather than traditional service quality. 

However Zeithaml et al. (2002) argued that there are no well formed expectations in e-service 

quality in comparison with the traditional one, because the content of the web and the way which 

services are delivered through cyber-space is developing and changing, so the agreed definition 

of perceptions are hard to find. 

It can be observed from two scales of SQ and e-SQ that half of the dimensions which were 

developed by Parasuraman et al. (1985), are used by people who were evaluating e-

SERVQUAL, beside that there are some new dimensions which are used for e-SQ for new, also 

the meaning and perception of a specific dimension is different from traditional SQ to e-SQ 

(Zeithaml et al., 2002). These new factors could be in sub dimensions too, usually these new 

terms are related to technology such as site aesthetics (ibid). 

There is another difference in SQ and e-SQ scales in terms of importance of dimensions, for 

example the terms of empathy in traditional SERVQUAL which refers to personal service, is not 

as important as personalization in e-SERVQUAL and these differences came from the cognitive 

and emotional evaluation, due to virtual bases of online commerce, feelings like anger and 

frustration are much less when something goes wrong in compare with traditional commerce, 

because online customers expect some structure based salvation-rescue-support process in online 

environment (Zeithaml et al., 2002). 
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Parasuraman et al. (2005) found researchers like Gefen (2002) who tried to find differences and 

similarities between traditional SQ and electronic SQ, he found that there is a collapse in five 

dimension of SQ when they transfer to cyber-space, they merged in three e-SQ: (1) tangibles (2) 

empathy and (3) responsiveness, assurance and reliability, he also argued that tangibles is the 

most important factor to increase loyalty. Although some dimensions should change to make 

more sense in cyber-space with terms such as web sites appearance, consequently the traditional 

scales couldn’t convert completely as a general model in Internet; therefore finding out the 

specific scale for e-SQ was needed.  

 

2-4-E-Service Quality and Competitive Advantage 
 

Yang (2006) noted that in 70s decade companies changed their way to sustain competitive 

advantage by emphasizing more on product quality because cost advantage did no longer worked 

against rivals. After that in 80s, sustaining advantage with cost and quality became more difficult 

therefore focus of companies was on some internal activities and improving operational 

effectiveness, further it was witnessed that in 90s, other activities apart from core processes such 

as after sale service and premium service has begun to play the more important role in sustaining 

competitive advantages. With developing internet business activities, the trend was continued 

with offering additional services for core product and some information services with focusing 

on improving the quality of services through the cyber space (ibid). 

The research on the conceptions of electronic commerce and its business attributes are in their 

infancy and need to focus more to declare better identifications for determinants of online 

commerce such as e-service quality and sustaining competitiveness in online environments 

(Santos 2003, Dale 2001, Van Riel et al. 2001). 

Service quality could differentiate what companies offer for their customers (Gronroos et al., 

2000). It can be a source of achieving competitive advantage when Internet facilitates comparing 

different services (Bauer 2005). The low cost of getting information about different services 

before purchasing is another key determinant of sustaining advantages on the Internet (Santos 

2003). 

Oliviera et al (2002) state that e-service quality can lead to competitive advantage, this is through 

the business performance and could be happened by using different kind of resources. 

The business models which prefer to take their customers to e-services rather than traditional 

ones are more cost-effective and scalable (Schultze 2003). 

Zenithal (2002) discusses e-service quality as a factor in differentiating strategy for companies e-

business. 
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The factors of e-service quality can also increase the trust (Lee and Lin 2005) and establish a 

brand positioning for customers (Rowley 2004). 

similar to increasing customer loyalty, market share  and customer satisfaction, improving 

service quality increases the productivity and decreases the costs, therefore firms use service 

quality as a key factor in achieving competitive advantage(Yang  2003). 

Also Zeithaml (2002) mentioned that company's find, improving service quality as a way of 

gaining and sustaining competitive advantage for businesses while information and 

communication technologies are growing. 

Also Yang (2001) noted that e-service quality demonstrates whether or not the e-commerce 

strategy was successful. It can increase customer retention, attractiveness and hit rate against 

other rivals (Santos 2003). And all these could build the competitive advantage for online 

commerce (Santos 2003, Gronroos et al. 2000) 

Santos (2003) stated that e-service quality could build uniqueness that is truer for small firms and 

businesses. The role of advantages which are not price-based, are more important on the Internet 

because checking specifications and prices are almost free on the Internet (ibid). She concluded 

from her research that “High e-service quality provides long-term benefits to a company.” 

(Santos 2003, P: 11) 

E-service quality build a Competitive Advantage for online businesses and can give customers 

feedbacks and make more close relations so they feels more involved in the process and all these 

create competitive advantage for the firm. Nearly two decades of offering service quality was a 

key for differentiation against rivals and creating competitive advantage. (Santos 2003) 

Griff and Palmer (1999) mentioned that if Use of the Internet is well utilized, it can increase the 

overall service expectation and also create Competitive Advantage in different businesses. 

Chen and Chang (2003) discussed that Internet and its fast growing infrastructures has create 

opportunities which are rare in economy. Information technology has with achieving new forms 

of competitive advantage. They listed some examples of opportunities and challenges which 

focus on advantages which Internet brings for firm: (1) Large share of users and customers in 

different geographical areas (2) Achieving consumers in different ages (3) Potential ability for 

different marketing strategies through Internet advertising (4) Getting information about products 

even if they don’t want to purchase online (5) Using Internet as a relationship tools to keep long-

term customers or gain new customers (6) Satisfying consumers in terms of price (cost 

leadership) and convenience (Ibid). 
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Chapter 3  

Frame of Reference 
 

 

3-1-Problem Discussion 

 

Base on problem area discussion on chapter 1, the research question of this thesis is as follows: 

 

What is the influence of e-service quality on sustaining competitive advantage for 

Iranian IT firms? 

 

From literature discussion in chapter 2, there are two main strategies to achieve competitive 

advantage: cost and differentiation advantage (Porter 1985). Some researchers like Porter (2001) 

and Phan (2003) believed that companies can sustain competitive advantage trough Internet. 

With use of Internet in businesses, there are two ways of using the Internet to sustain competitive 

advantage, which are: operational effectiveness and strategic positioning (Porter 2001). These 

ways of finding competitiveness on the Internet still seem complicated to measure. 
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According to Sunder et al, (1993) firms sustain competitive advantage from assets and distinctive 

skills. Porter (1998) discusses drivers to SCA. Then He (2001) states that firms can sustain 

competitive advantage through the Internet by a set of features which are different from others, 

different kind of services and logistical differentiation. Also Chaston (2001) discusses about four 

Excellencies which firms can follow their terms to sustain their advantages through operational 

effectiveness and strategic positioning on the Internet. They are product performance 

Excellencies, price performance Excellencies, transactional Excellencies and relationship 

Excellencies. Items for these options are: Online product customization, Using the Internet to 

determine desirable pricing for loyal customer, giving additional online information like 

transactional info, delivery time info and their cost, Existence of online relationships during 

ordering, buying and supporting products. (Chaffey 2009) 

Also for enhancing competitive advantage Garvin (1987) suggested dimensions for quality. 

Based on Bauer et al. (2005); Gronroos et al (2000); Santos (2003); Oliviera et al. (2002) the 

more e-service quality, the more determining competitive advantage. Recently, Griff and Palmer 

(1999), Santos (2003) argued that e-service quality makes firms more different from each other.  

In this research to find the impact of e-service quality on sustaining competitive advantage, 

measuring sustaining competitive advantage is needed. According to the literature review which 

discussed sustaining competitive advantage on the Internet and the above items, 6 items for 

measuring sustaining competitive advantage through the Internet has been chosen from literature. 

These are instruments which Chaffey (2009) mentioned as an instance for product performance 

excellence, price performance excellence, transactional excellence and relationship excellence. 

These items are extracted as a measure of SCA and are reflected in questionnaire to assess SCA.  

Figure 3-1 clearly demonstrate the above explanation and shows the theoretical frame of 

reference for this study. 

In order to create the research hypotheses, first the conceptual scale for e-service quality 

dimensions is presented based on literature studies on chapter 2. The most and common 

dimensions are generalized to suggest a scale. Therefore 5 dimensions are gathered for five 

hypotheses, there are: Efficiency, Security, Availability, Fulfillment, Customer support. 

Before developing our hypotheses, first we discuss about selecting and choosing our e-service 

quality dimensions from varies of literatures. Table 3-1 is the list of researchers which introduce 

the scale models of e-service quality for these dimensions: 
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Table 3-1: Cited dimensions for e-service quality from literatures 

Researchers Efficiency Security Availability Fulfillment Customer Support 

Zeithaml et al. (2000)      

Yoo and  Donthu (2001)      

Cox and Dale (2001)      

Yang et al. (2001)      

Jun and Cai (2001)      

Loiacono et al. (2002)      

Zeithaml et al. (2002)      

Yang and Jun (2002)      

Wolfinbarger and Gilly 

(2002) 

     

Santos (2003)      

Yang and Fang (2004)      

Parasuraman et al. 

(2005) 

     

Lee and Lin (2005)      

Rowley (2006)      

Kim et al. (2006)      

Number of cited  14 14 8 10 9 

 

3-2- Research Hypotheses 

This research illustrates 5 dimensions which are gathered with a variety of researchers in terms 

of e-service quality dimensions and they are the most significant ones. Although some terms 

have been repeated in most studies’ others have different definitions in different studies.  

Now we put Competitive advantage as the constant variable for our hypotheses and suppose 5 e-

service quality dimensions as independent variables   
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According to Zeithaml et al. (2000); Yoo and Donthu (2001); Cox and Dale (2001); Yang et al. 

(2001); Jun and Cai (2001); Loiacono et al. (2002); Yang and Jun (2002); Wolfinbarger and 

Gilly (2002); Santos (2003); Yang and Fang (2004); Parasuraman et al. (2005); Lee and Lin 

(2005); Rowley (2006); Kim et al. (2006);  Efficiency is one of the most key determinants of e-

service quality.  

Rowley (2006) reflected that several researchers use ease of use and site features as the same to 

each other. Parasuraman et al. (2005) suggest the Efficiency as same as ease of use. 

Consequently the first hypothesis of this research would be: 

 H1: Efficiency of the website has an impact on sustaining competitive advantage 

of IT firms in Iran. 

 

According to Zeithaml et al. (2000); Yoo and  Donthu (2001); Yang et al. (2001); Jun and Cai 

(2001); Loiacono et al. (2002); Zeithaml et al. (2002); Yang and Jun (2002); Wolfinbarger and 

Gilly (2002); Santos (2003); Yang and Fang (2004); Parasuraman et al. (2005); Lee and Lin 

(2005); Rowley (2006); Kim et al. (2006); Security is another key determinants for e-service 

quality. 

Zeithaml et al. (2002) define security as “protecting users from the risk of fraud and financial 

loss from the use of their credit card or other financial information” (Zeithaml et al., 2002 P: 3). 

and privacy as “the protection of personal information-not sharing personal information collected 

about consumers with other sites” (Zeithaml et al., 2002 P: 3). 

Hence the second hypothesis of this research would be: 

 H2: Security of the website has an impact on sustaining competitive advantage 

of IT firms in Iran. 

 

Based on Zeithaml et al. (2000); Yoo and Donthu (2001); Cox and Dale (2001); Yang and Jun 

(2002); Yang and Fang (2004); Parasuraman et al. (2005); Rowley (2006); Kim et al. (2006); 

Availability is the repetitive dimensions in several researches about e-service quality. 

Therefore the third hypothesis of this research is:  

 H3: Availability of website system has an impact on sustaining competitive 

advantage of IT firms in Iran. 
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With reflecting from Zeithaml et al. (2000); Zeithaml et al. (2002); Yang and Jun (2002); 

Wolfinbarger and Gilly (2002); Santos (2003); Yang and Fang (2004); Parasuraman et al. 

(2005); Lee and Lin (2005); Rowley (2006); Kim et al. (2006); Fulfillment is one of the 

important dimension in e-service quality. 

Parasuraman et al. (2005) define fulfillment as: “The extent to which the site’s promises about 

order delivery and item availability are fulfilled. (Parasuraman et al., 2005 P: 220)” 

So the fourth hypothesis of this research is: 

 H4: Fulfillment of e-service has an impact on sustaining competitive advantage of 

IT firms in Iran. 

 

Based on Loiacono et al. (2002); Zeithaml et al. (2002); Yang and Jun (2002); Wolfinbarger and 

Gilly (2002); Santos (2003); Yang and Fang (2004); Lee and Lin (2005); Rowley (2006); Kim et 

al. (2006); Customer Support is the important dimension for e-service quality. 

Goffin (2001) discuss about customer support as a service which “customer is handled before, 

during and after the sales transaction (of either a tangible product or a service) has been 

researched from both the operations management and marketing perspectives” (Goffin and Colin 

2001, P: 5). they particularly argue that it can provide competitive advantage. Therefore the fifth 

hypothesis for this research is: 

 H5: Customer Support for e-service has an impact on sustaining competitive 

advantage of IT firms in Iran. 

 

3-3- Theoretical Frame of Reference 

According to discussion on chapter 1 and literature reviews on chapter 2 about the subject of 

sustaining competitive advantage, competitive advantage strategies, Internet and competitive 

advantage and concept of e-service quality and its dimensions and the affection of e-service 

quality in competitive advantage, the theoretical frame of reference is presented in figure 3-1. 
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Figure 3-1: Theoretical Frame of reference   
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Chapter 4:  

Research Methodology 
 

4-1-Research approach 

Saunders, Lewis and Thornhill (2008) explain two general approach for research: Deductive and 

Inductive approach. “For some research projects you will use the literature to help you to identify 

theories and ideas that you will test using data, this is known as a deductive approach in which 

you develop a theoretical or conceptual framework, which you subsequently test using data 

(Saunders et al., 2008 P: 61).” 

Otherwise in inductive approach the researcher will explore data and develop theories from data 

which they are related to literatures, in this case, researcher's purpose will be defined by research 

questions. (ibid) 

Robson (2002) explains 5 steps which should be progressed in deductive research: 

1- Explore hypotheses with one of the research strategies. 

2- Clarify hypotheses in operational conditions to show the relationships between two 

variables. 

3- Testing hypotheses with one of the research strategies. 

4- Check the outcome of hypotheses. 

5- Revise the outcome of hypotheses. 

Table 4-1 is the summary of main specifications of two research approach: 
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Table 4-1: deductive and inductive research, Source: (Saunders et al., 2008 P: 127) 

 

From the above table and definitions of research approach, deductive type has been chosen for 

this study in order to create the hypotheses from literature models and test them in operational 

terms with numeric data. With this approach, the relations between 5 elements of e-service 

quality and sustaining competitive advantages, could be test and generalized. 

 

4-2-Research purpose 

In terms of answering the questions about this research project, several ways can be choosen to 

clear the purpose of the study, these ways will answer the questions about research objectives in 

three types which are: explanatory, exploratory and descriptive (Saunders et al., 2008) 

Usually the research purpose of the studies are one of these three, however the research purpose 

type can be explanatory and descriptive or exploratory and descriptive. (ibid) 

Exploratory research: Robson define exploratory study as “what is happening, to seek new 

insights, to ask questions and to assess phenomena in a new light” (Robson 2002, P: 56). 

Saunders et al. (2008) note that when researcher isn’t sure about the exact concept of problems 

it's useful to describe their understandings from the problem case. 

Descriptive research: According to Robson the purpose of descriptive research is “portray an 

accurate profile of persons, events or situations” (Robson 2002, P: 59). Saunders et al. (2008) 

discuss that descriptive studies helps you to collect the data and answer the research objects 

when you have clear vies about the concepts that you want to study. 

Explanatory research: according to Saunders et al. “studies that establish casual relationships 

between variables may be termed explanatory research, the emphasis here is on studying a 
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situation or a problem in order to explain the relationships between variables” (Saunders et al., 

2008 P: 140). 

Since we will not discuss the problem with exploratory and explanatory aims, descriptive method 

is the best way to describe the purpose of this research. 

 

4-3-Research strategy 

Seven strategies are available to be applied in this research which is: experiment, survey, case 

study, action research, grounded theory, ethnography and archival research. (Saunders et al., 

2008) according to Yin (2003) all of them can be applied to exploratory, descriptive and 

explanatory. Some are for inductive studies and some of them are for deductive approach. 

(Saunders et al., 2008) 

Experiments: used for natural science mostly, studying the casual links between dependant and 

independent variables to find weather there is a link between them or not. 

Survey: popular and useful in business studies and used with deductive approach, answers "who, 

what, where, how much, how many" questions and appropriate strategy for descriptive and 

exploratory research. This also enables researchers to collect large quantitative data and analyze 

them with descriptive and inferential statistics. (Saunders et al., 2008) 

Case study: is a “strategy for doing research which involves an empirical investigation of a 

particular contemporary phenomenon within its real life context using multiple source of 

evidence (Robson 2002, P: 178)”.  

Action research: it has for main specifications which are: emphasizes on the context and purpose 

of the research, cooperation between researchers and practitioners, the nature of diagnosing-

planning-taking action-evaluating of research, and the necessity of implications in research. 

(Saunders et al., 2008) 

Grounded theory: a strategy that can build a theory with inductive and deductive approach 

combination which explains and predicts manners and behaviors to develop a theory. (Saunders 

et al., 2008) 

Ethnography: this strategy uses explanation and description of the social world objectives as they 

are; it’s an inductive approach strategy that needs time. (Saunders et al., 2008) 

Archival research: a research strategy which uses secondary data as its main source of data, this 

type would be useful if the purpose is gathering all the administrative documents about the 

particular subject. (Saunders et al., 2008) 



47 
 

According to above strategy explanations, the survey method have been chosen for this research 

because it can be helpful answer to weather e-service quality impacts on sustaining competitive 

advantage or not, and how-how much is its influence. We can also use large samples from IT 

firms to analyze the data. 

  

4-4-Data collection 

4-4-1-Data collection techniques  

There are two techniques in gathering and analyzing data, Qualitative and quantitative, with 

focusing on numbers, Saunders et al. (2008) defines these two. “Quantitative is predominantly 

used as a synonym for any data collection technique (such as questionnaire) or data analysis 

procedure (such as graphs or statistics) that generates or uses numerical data.” (Saunders et al., 

2008 P: 151) In contrast, qualitative is used other techniques and procedures to generate non 

numerical data.  

Due to the purpose of this descriptive survey study, some e-service quality dimensions were 

recognized from literature in chapter 2. In order to measure the impact of these dimensions as 

variables on sustaining competitive advantage, numerical data is needed for statistical analysis. 

Thus quantitative technique was identified for this survey. 

There are three type of collecting primary data which are: Observation, Interview and 

Questionnaire. One of the greatest ways for collecting data in survey is questionnaire. (Saunders 

et al., 2008)  

Since the collecting techniques for data is quantitative for this research, and interviewing or 

observation method for thesis hypotheses are not proper, creating and distributing questionnaire 

was selected for this survey. It also enables us to collect data from enough size of population 

with quite time. 

There are several types of questionnaire which Saunders et al. (2008) discussed about them: 



48 
 

 

Figure 4-1: Types of questionnaire 

Source: (Saunders et al., 2008 P: 363)  

For reaching to high response rate for the selected sample, delivery and collection questionnaire 

method was selected for collecting primary data. As far as the research area which we collecting 

data from them are Iranian IT firm and the researcher had work experiences in related company, 

finding connections for delivering questionnaires to selected firms and their customers was 

executable.  

 

4-4-2-Sample selection 

This study will discuss its subjects in Iranian IT firms which offer e-service; they can be large 

companies or SMEs. Activity areas of these firms could be related to computer and electronics 

(software-hardware) and telecommunication. As a matter of fact several companies can be 

including in this category but those who create and execute e-service through the Internet, are 

considered especially in this research. 

Owing to the frame of reference which was discussed in chapter 3, two customer and managerial 

perspectives were taken into account for measuring the impact of e-service quality on sustaining 

competitive advantage, consequently the population of this study includes IT firms (which has 

been discussed above) and their customers. Since most of them are unreachable it is obvious that 

data gathering from all of them is impossible. Therefore sample selecting is important to 

distribute the questionnaire.  

There are two types of sampling which are: (1) representative sampling (Probability) and (2) 

judgmental sampling (non-probability). With the first one, probability of each sample is known 

so it would be possible to answer the research questions or testing hypotheses with statistic 
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analysis of the sample probabilities and it can be inferred from the sample to population. 

However with non-probability sampling, the result of the sample is not discussed statistically, 

but it would be possible to generalize this type of sampling to population non statistically. 

(Saunders et al., 2008) 

For statistical analysis in quantitative data collection, this research will use probability sampling.  

Based on Saunders et al. (2008) there are four frame types for representative probability 

sampling which are: simple random, systematic, stratified random and cluster.(Figure 4-2) 

 

 

 

 

  

 

 

Figure: 4-2: sampling techniques 

Source: (Saunders et al., 2008 P: 213)  

 According to the frame of reference on chapter 3, three groups of people were chosen to answer 

the questionnaire: customers, employees and managers of the firms which deliver e-service. Thus 

Cluster frame type has been chosen for this study in order to analyze the result of these three 

groups together, besides testing the hypotheses for all the samples. 

 

4-4-2-1-Sample Size:  

According to #16 ELECOMP exhibition (which was held in November 2010 in Tehran) 1250 

Iranian companies, have registered their activities in IT business of the fair. 

(http://www.elecompfair.ir/Default.aspx?tabid=132) these firms are active in 

hardware/software/electronic and telecommunication industries which deliver some or most part 

of their services through the Internet. Therefore all these companies are the population of this 

research and all their managers, employees and customers would be our respondents to answer 

the research questions. 

To select the sample size from the population, as a consequence of sample size table (Saunders et 

al., 2008 P: 219), our population is between 1000 and 2000. In order to make the better 

representative sample, the higher number was selected for sample size which is 322 with 95% 

confidence level. 
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In view of the fact that some respondent may not answer the questions, we need to know the 

minimum respondents that we could have in our sample size. DeVaus (2002) shows the 

minimum number of respondents with this formula: 

n′  = n / (1+ (n/ɴ )) 

n is the minimum sample size and N is the population. With our numbers, (n′ ) the adjusted 

minimum should be 256 at least. 

Data collection process: regarding the sampling frame type of this research, 322 questionnaires 

had been ready to be delivered and collected from the three groups of managers, employees and 

customers of randomly selected firms and finally 262 valid questionnaires were collected. This is 

an acceptable response number according to DeVaus formula. 

Neumann (2005) declared the total response rate by the following formula: 

Total response rate = total number of responses/ (total sample size-ineligible) 

Since all the receivers of the questionnaires were chosen by the researcher, there were no 

ineligible people to respond, however there were some invalid answers/ non response or lost 

questionnaires which bought out from the valid responses. Thus the total response rate for data 

gathering is: 

262/ (322-0) = 0.81 

Which, it is a high response rate for this study. 

 

4-4-2-2-The reasons of high response rate  

 Delivering and collecting technique. First, firms have been selected randomly and 

introduction letters were obtained from the IUC University if it was necessary. 

Questionnaires were directly delivered to selected firms and picked up after the time they 

spent on filling them.  

 Counting the number of capable respondents before delivering the questionnaires. In each 

firms first of all negotiation for a number of the questionnaires was conducted. In one of 

the public relation/sales/marketing/customer services sections, the responsible persons 

count the managers and employees who were eligible to fill in the form so they have 

requested particular numbers of forms. While questions were distributed anonymously, at 

some companies they allowed us to collect questionnaires from specific numbers of their 

customers. Thus the numbers of delivered and collected forms were moderated in every 

place which gathering data was performed. 
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4-4-3-Questionnaire design 

Bourque and Clark (1994) listed three ways to design questions to determine data from samples. 

These are: (1) Developing your own questions. (2) Adapting from other questionnaires (3) 

Adopting from other questionnaires. 

For this research, after developing the e-service quality dimensions from literatures, some 

questions were found at the end of the related papers which describes some attitudes about e-

service quality dimensions. This study will measure the relations between e-s-quality and SCA 

and no any research had discussed this topic with these dimensions in particular so we weren’t 

able to replicate any study and adopt from previous studies for this research. Therefore adapting 

from other questions was considered to design more valid and reliable questionnaire. 

The best elements for e-s-q dimensions were found on Parasuraman et al. (2005) study: “E-S-

QUAL: A Multiple-Item Scale for Assessing Electronic Service Quality”. Those elements would 

meet most parts of our suggested dimensions. Consequently the questionnaire on (Parasuraman 

et al., 2005 PP 230-231) was chosen as major source of designing the questions. 

Also for measuring sustaining competitive advantage as a dependant variable, the 6 indicators 

which cited from Chaston (2001) and Porter (2001) were selected. These are operational 

indicators which are suggested for sustaining competitive advantage. In order to create more 

reliability, a quicker and easier answer (Dillman 2007), close ended questions has been chosen. 

The questionnaire has 2 main parts: 

In the first part of the questionnaire, 5 multiple choice questions were asked to gather general 

information about respondents, such as the relation of respondents and company, age, gender 

identity, education and experience of receiving e-service. 

In the second part of the questionnaire, 6 questions about sustaining competitive advantage are 

presented to measure dependant variable items. (6 to 11) and 28 questions (11 to 39) were asked 

in five category areas which are:  

Efficiency, Security, Availability, Fulfillment, Customer support 

 Each category reflects questions about one of the hypotheses of this study. These questions were 

developed from Parasuraman et al. (2005) so 5 point Likert scale was conducted for the answers 

and interlocutors should define their answers with: strongly agree-slightly agree-not sure-slightly 

disagree-strongly disagree. 
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4-5-Data analysis 

Quantitative techniques were used for data gathering and analysis so IBM SPSS and Microsoft 

Excel were selected to analyze data. The answers transferred to Excel sheets for each type of 

respondents, and then the data was imported to SPSS to extract statistics. Using descriptive 

statistics, for general information will do. Demographic statistics for general information about 

respondents is going to perform. Factor analysis will do before testing hypothesis. In order to 

find out if the model is accepted or not, Reliability test with Alpha Cronbach for measuring 

internal consistency will perform. We wanted to find out the impact of e-service quality 

dimensions on competitiveness of the firms; therefore 5 dimensions act as independent variables 

on sustaining competitive advantage as dependant variable. Factors which were loaded in to the 

model, will use as regression scores to measure the impact of each dimensions and overall model 

on the dependant variable. Then for comparing the results between 3 respondents group one way 

analysis of variance was performed. 

4-6-Validation and Reliability 

4-6-1-Validity 

“Internal validity in relation to questionnaires refers to ability of your questionnaire to measure 

what you intend it to measure.” (Saunders et al., 2008 P: 372) 

For this research, some steps were taken forwarded to increase the content and to construct 

validity. 

As discussed in part 4-4-3 the items for measuring e-service dimensions came from Parasuraman 

et al. (2005). Therefore they had more validity rather than developing new items for scaling e-

service dimensions.  

The first drafts of adapted questionnaire were delivered to a group of experts which are active in 

marketing and customer servicing sector of IT companies in Iran. They checked the content of 

questions in terms of their clearness. Suggested advice has been considered for change. At first 

the questions were gathered into 5 main categories, the basic questionnaire had 7 categories. 

Next, the numbers of questions were reduced to 39 in order to answer them more quickly 

spending less time. And third the structure of all questions changed to passive form. This 

happened due to analysis of the opinions of the respondents in general without focusing on any 

specific website. This was a necessary step to analyzing the respondent's data and generalization 

of conclusions. 

The next step for validity is using statistics to calculate correlations between different variables 

in order to find the relations and measure the strength of that. Also finding correlations between 

different sub-factors of variables were performed to see that they are gathered properly or not. 

For this task, Factor Analysis was selected to find different factor loading groups for variables 
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and see which factors make groups with each other. These steps would be presented in the next 

chapter. 

 

4-6-2-Reliability 

Reliability is “concerned with the robustness of your questionnaire and, in particular, whether or 

not it will produce consistent findings at different times and under different conditions”. 

(Saunders et al., 2008 P: 373) Mitchell (1996) lists three types of reliability method which are: 

Internal Consistency, Test re-test and alternative form. 

In this study, regarding the shortage of time and administrative limitations in firms, test re-test 

method couldn’t be performed to assess reliability, thus internal consistency was assessed by 

Cronbach's alpha test. Alpha numbers and tables will be presented in next chapter.  

 

4-7-Overview of research methods action for this research 

 

For ease of access to method techniques which discussed to use in this study, the following table 

shows the overview of these options which has been chosen for this study: 

Table 4-2: overview of research methodology for this research 

Research approach Deductive Inductive 

Research purpose Exploratory Explanatory Descriptive 

Research strategy Experiment Survey Case study Action 

research 

Grounded 

theory 

Ethnography Archival 

research 

Data collecting 

techniques 

Qualitative Quantitative 

Data collection type Observation Interview Questionnaire 

Questionnaire types Internet- 

mediated 

questionnaires 

 

Postal 

questionnaire 

Deliver and 

collecting 

questionnaire 

Telephone 

questionnaire 

 

Structured 

interview 

Types of sampling Representative sampling Judgmental sampling 

Sampling technique Simple random Stratified random Cluster Systematic 

Designing 

questionnaire 

Adapting Adopting Developing new 

Types of questions 5 point Likert scale – close ended questions 

Validity & 

reliability 

Group of experts 

Factor Analysis 

Cronbach alpha 
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Chapter 5 

Data Analysis and Result 
 

 

5-1- Overview 
As a part of research method, data analysis is one of the phases of measuring, analyzing and 

testing the research questions and hypotheses, which enables us to conclude some results through 

the research problem. 

Data analysis would be run with these steps: descriptive analysis factor analysis and deductive 

analysis. 

In descriptive analysis, summarizing data and have an overview vision to results are considered 

while in deductive analysis, data would be possessed for testing preliminary data, reliability, 

testing hypotheses and findings relation and strength of relations between variables. 

In descriptive analysis first we present frequency table and charts for general information of the 

sample (Gender, age, education, web experience and type of respondent). In this part the 

characteristics' of the samples presented. Then for the questions of each hypotheses, frequency 

descriptive statistics is demonstrated which it contains mean, mod, and variance. 
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In factor analysis, first finding correlation between sub-factors will demonstrate. Then factor 

analysis for e-service quality dimensions will perform to find that if factors are loaded relevant 

and correctly, then reliability of all questions and each variable would be test by Alpha. Then 

Inter-correlation between variables and coefficient scores would extract and regression between 

e-service quality and sustaining competitive advantage will do. Finally hypotheses of this study 

which were finalized in chapter 3, will test to find they are accepted or rejected, finally with one 

way analysis of variance (ANOVA) we compare the means for groups of respondents (customer, 

employee, manager) in each variable. 

 

5-2- Descriptive Analysis 
With using frequency distribution table, demographic statistics and calculating descriptive 

numbers such as index of umbilical (mean, median and mode) and index of dispersion (variance 

and standard deviation) data analysis would be processed in this part. 

 

5-2-1- Scale values 

For performing quantitative analysis through the questionnaire data, first of all we dedicate 

values for each point of Likert statements: 

5: strongly agree 

4: slightly agree 

3: not sure 

2: slightly disagree 

1: strongly disagree 

These values will be used for calculating indexes for next steps. 

 

5-2-2- E-S-Q's Dimension and sub factors coding: 

In table 5-1 we dedicate a code for each element which has been asked in questionnaire. This 

will use for tagging each item in future analysis and reflect each values for specified variable. 

Regarding to our literature review and questionnaire, five independent variable of our research 

are: efficiency (EF), security (SE), fulfillment (FUL), availability (AV) and customer support 

(CS). Also (CA) stands for competitive advantage as dependant variable. 
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Table 5-1: Codes for questionnaire items 

variables Variable's code Questionnaire statements 

Competitive 

Advantage 

(CA) 

CA1 1-Different set of features for products brings 

competitive advantage for Iranian IT firms. 

CA2 2-Different array of services reflect competitive 

advantage for Iranian IT firms. 

CA3 3-Online product customization creates competitive 

advantage for Iranian IT firms. 

CA4 4-Use the Internet to determine desirable pricing for 

loyal customer states competitive advantage for 

Iranian IT firms. 

CA5 5-Giving additional online information like 

transactional info, delivery time info and their cost, 

states competitive advantage for Iranian IT firms. 

CA6 6-Existence of online relationships during ordering, 

buying and supporting products creates competitive 

advantage for Iranian IT firms. 

Efficiency 

(EF) 

EF1 7-The items looked for, are easily found 

EF2 8-Different parts are easily accessible 

EF3 9-Different processes can be followed in shortest 

possible time 

EF4 10-The available information are well-organized 

EF5 11-The web-site is loaded fast 

EF6 12-The web-site is user-friendly 

EF7 13-The web- site is accessible fast 

EF8 14-The web-site is well-designed 

Security 

(SE) 

SE1 15-My banking data are well-protected 

SE2 16-My personal data are not accessible by un-

authorized people 

SE3 17-My on-line purchasing behaviors are well-

protected  

SE4 18-The internet security protocols are well-

employed 

Fulfillment FUL1 19-The orders are delivered on agreed time 
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(FUL) FUL2 20-The ready items are delivered on time 

FUL3 21-High speed of goods delivery 

FUL4 22-There is enough stock for the goods ordered 

FUL5 23-The website is honest about the services it 

claims it provides  

FUL6 24-The claims about the goods delivery are true 

Availability 

(AV) 

AV1 25-The web site is always ready for transactions 

AV2 26-The website is loaded easily and fast 

AV3 27-The website does not fail 

AV4 28-There is no failure  while ordering 

Customer 

Support 

(CS) 

CS1 29-Acceptable warranty is provided by the website  

CS2 30-Solutions are provided when applications are not 

processed on the website 

CS3 31-Suitable options are provided for the goods 

refund 

CS4 32-On-line customers' support is possible 

CS5 33-High speed in problems processing and solution 

CS6 34-The customers are supported via constant 

updates, applications and FAQs 

 

5-2-3- Demographic statistics: 

Table 5-2 presents the frequency and percentage of classification questions about the gender 

identity, age, education, online experience and respondent's type. 
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Table 5-2: frequency and percentages of classification questions 

Variable Classification Frequency Percentage 

Gender Women 113 43.1 

Men 149 56.9 

Age Under 25 55 21.0 

25 to 30 158 60.3 

30 to 40 43 16.4 

Over 40 6 2.3 

Education Under diploma 2 .8 

Diploma 8 3.1 

University degree 174 66.4 

Graduated and higher 78 29.8 

Online 

Experience  

Once 12 4.6 

Up to 5 times 48 18.3 

Up to 10 times 77 29.4 

More than 10  125 47.7 

Respondent's 

Type 

Customer 188 71.8 

Employee 53 20.2 

Manager 21 8.0 

The first chart demonstrates the gender identity of sample, according to figure 5-1, 149 

respondents (56.9%) were men from 262, and the others were women. 
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Figure 5-1: Gender frequency distribution 

Figure 5-2 shows the age of respondents. As it can be seen, the most of the respondents are 

between 25 and 30 with 60.3% and the least of them are over 40 with 2.3%. 

 

Figure 5-2: Age Frequency distribution of sample 

Figure 5-3 presents the educational situation of respondents. As it has shown in table, the most 

values are related to people with university degrees (66.3%) and the least values refer to under 

diploma (0.8%). 
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Figure 5-3: Education Frequency distribution of sample 

Figure 5-4 will explain about the experience of respondents for receiving e-service through the 

online channel. The most respondents have more than 10 times experience in e-service. The 

numbers of respondents get lower with decrease of experience times. 

 

 

Figure 5-4: Online Experience Frequency distribution of sample 

Figure 5-5 and table 5-6 show the respondent's type of our research, according to chapter 4, 

sample size frame technique in this research is Cluster sampling, therefore these 3 groups are 

three clusters of our research and after descriptive analysis of variables, and we compare the 

results in each group. The most respondents are customers of firms which deliver e-service: 188 

people. 

 

Figure 5-5: Respondents type Frequency distribution of sample 
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5-2-4-Descriptive statistics for variables 

In this part we present frequency distribution for each e-service dimensions which they create 

our dependant variables and show other information such as mean, mode and standard deviation 

for each of them. 

The mean for each element would come up with following formula: 

 

Mean j =
 Χ i, j n

i=1

n
 

And standard deviation is calculated with:  

σ =

   Χ j − Mean j 2n
j=1

n
 

 

5-2-4-1-Competitive Advantage: 

 

Table 5-3: Descriptive statistics for (CA) 

Descriptive Statistics 

 N Mean Mode Std. Deviation 

ca1 262 4.3550 5 .72182 

ca2 262 4.2824 5 .76087 

ca3 262 4.8053 5 .47574 

ca4 262 4.4504 5 .85960 

ca5 262 4.5496 5 .67482 

ca6 262 4.6603 5 .56313 

Total 262 4.5148 5 .51903 

 

Above table reflect descriptive data for the competitive advantage items, the mean of each 

question and the mean of all questions (4.5148) are greater than (>3), in other words frequency 

of the answers: (strongly agree) and (slightly agree) are more than (Strongly disagree) and 

(Slightly disagree). 
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5-2-4-2-Efficiency: 

 

Table 5-4: Descriptive distributions for (EF) 

Descriptive Statistics 

 N Mean Mode Std. Deviation 

ef1 262 4.4809 5 .64149 

ef2 262 4.5344 5 .61023 

ef3 262 4.4771 5 .67626 

ef4 262 4.5344 5 .60392 

ef5 262 4.5305 5 .60412 

ef6 262 4.4885 5 .68219 

ef7 262 4.5038 5 .67095 

ef8 262 4.5687 5 .61980 

Total 262 4.5148 5 .30749 

 

In this table (5-8) which is related for the items of variable (EF), the mean of each question and 

the mean of all questions (4.5148) are greater than (>3), in other words frequency of the answers: 

(strongly agree) and (slightly agree) are more than (Strongly disagree) and (Slightly disagree).  

 

5-2-4-3-Security: 

 

Table 5-5: Descriptive distributions for (SE) 

Descriptive Statistics 

 N Mean Mode Std. Deviation 

se1 262 4.8092 5 .39372 

se2 262 4.6985 5 .48415 

se3 262 4.5573 5 .52756 

se4 262 4.6756 5 .51574 

Total 262 4.6851 5 .25444 

 

In this table (5-9) which is related for the Items of variable (SE), the mean of each question and 

the mean of all questions (4.6851) are greater than (>3), in other words frequency of the answers: 

(strongly agree) and (slightly agree) are more than (Strongly disagree) and (Slightly disagree)  
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5-2-4-4-Fulfillment:  

 

Table 5-6: Descriptive distributions for (FUL) 

Descriptive Statistics 

 N Mean Mode Std. Deviation 

ful1 262 4.5725 5 .60686 

ful2 262 4.5420 5 .61600 

ful3 262 4.5038 5 .62971 

ful4 262 4.4504 5 .55659 

ful5 262 4.6145 5 .56074 

ful6 262 4.5496 5 .63985 

Total 262 4.5388 5 .30338 

 

In this table (5-10) which is related for the items of variable(FUL), the mean of each question 

and the mean of all questions (4.5388) are greater than (>3), in other words frequency of the 

answers: (strongly agree) and (slightly agree) are more than (Strongly disagree) and (Slightly 

disagree).  

 

5-2-4-5-Availability: 

 

Table 5-7: Descriptive distributions for (AV) 

Descriptive Statistics 

 N Mean Mode Std. Deviation 

av1 262 4.3969 5 .66873 

av2 262 4.5115 5 .64167 

av3 262 4.6641 5 .62035 

av4 262 4.5229 5 .61077 

Total 262 4.5239 5 .33212 

 

 

In this table (5-11) which is related for the items of variable (AV), the mean of each question and 

the mean of all questions (4.5239) are greater than (>3), in other words frequency of the answers: 

(strongly agree) and (slightly agree) are more than (Strongly disagree) and (Slightly disagree)  
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5-2-4-6-Customer Support: 

 

Table 5-8: Descriptive distributions for (CS) 

Descriptive Statistics 

 N Mean Mode Std. Deviation 

cs1 262 4.4580 5 .42137 

cs2 262 4.4046 5 .65832 

cs3 262 4.4122 5 .70434 

cs4 262 4.1374 5 .86448 

cs5 262 4.5878 5 .56555 

cs6 262 4.2137 5 .64929 

Total 262 4.3690 5 .34587 

 

In this table (5-12) which is related for the items of variable (CS), the mean of each question and 

the mean of all questions (4.3690) are greater than theoretical mean (>3), in other words 

frequency of the answers: (strongly agree) and (slightly agree) are more than (Strongly disagree) 

and (Slightly disagree) and this is the implication of accepting the fifth hypothesis (H5). 

However, other test and analysis should be conducted and the amount of this effectiveness 

should measure. 

 

5-3- Factor Analysis: 
Factor analysis is the part of accessing validity and reliability which is based on statistics to 

measure the relation between different sub-factors and variables, find the components which 

different factors and sub-factors will load on them and measuring how reliable are them. It also 

brings out coefficient scores for other deductive analysis such as regression between e-service 

quality components (dimensions) as independent variables and competitive advantage as 

dependant variable. However in factor analysis variables assess with correlation matrix and alpha 

coefficient without considering they are dependant or independent. There are several ways for 

factor analysis; in this study we load factors with Principal Component Factoring model. 

 

5-3-2- KMO and Bartlett Test 

Kaiser-Meyer-Olkin test measure the adequacy of sample. KMO test's numbers are between 0 

and 1. Zero means that sum of correlations for parts of them are large in comparison with sum of 

correlations, so factor analysis is likely inappropriate. Values near to 1 reflect patterns of R 
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numbers are relatively compact. Kaiser suggests that values over 0.5 are acceptable. For this 

study the KMO is 6.50 which it is acceptable. 

Bartlett's test measure whether or not original correlation matrix is an identity matrix. If a matrix 

is an identity matrix, all correlation numbers would be zero. To test this hypothesis, P-value on 

this table is important. According to table 5-9, P-value is highly significant at 0.05 and 0.001. 

Table 5-9: KMO and Bartlett's test 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .650 

Bartlett's Test of Sphericity Approx. Chi-Square 712.182 

df 378 

Sig. .000 

 

5-3-3- Communalities  

Communality shows how much of the variance associated with each indicator is shared variance. 

With principal component analysis, at first we assume that all variance is common (initial 

value=1) however after extraction, numbers in extraction column indicate common variance in 

the data structure. Higher number of communalities reflect proper fitting of indicators for data. 

Table 5-10 shows the extraction communalities of indicators. 

Table 5-10: Communalities 

Communalities 

 Initial Extraction 

ef1 1.000 .621 

ef2 1.000 .690 

ef3 1.000 .671 

ef4 1.000 .619 

ef5 1.000 .573 

ef6 1.000 .623 

ef7 1.000 .620 

ef8 1.000 .590 

se1 1.000 .621 

se2 1.000 .661 

se3 1.000 .551 

se4 1.000 .614 

ful1 1.000 .656 

ful2 1.000 .591 
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ful3 1.000 .601 

ful4 1.000 .665 

ful5 1.000 .440 

ful6 1.000 .633 

av1 1.000 .438 

av2 1.000 .592 

av3 1.000 .597 

av4 1.000 .531 

cs1 1.000 .564 

cs2 1.000 .604 

cs3 1.000 .701 

cs4 1.000 .599 

cs5 1.000 .605 

cs6 1.000 .618 

Extraction Method: Principal 

Component Analysis. 

  

 

5-3-4-Eigen values 

Eigen values reflect the characteristics value of data which shows communality of all data and 

that component. The number of existence initial Eigen values at first is the number of indicators 

and questions that we have (28 items at factor analysis). However for factor loading and 

categorized indicators to main components, we need to extract the main and acceptable ones. 

This could be done by scree plot and by accepted rules for extracting Eigen values. By Kaiser 

Criterion, acceptable Eigen values should have variance equal to 1 at least. Although this 

criterion will performed when sample size are more than 250 and the average of communalities 

are more than 6.0. As this criterion is accepted for this study, the figure 5-6 shows the scree plot 

for 28 initial Eigen values of this research. Due to our number of E-service quality variables in 

this study (which is 5) and considering that all of 5 first five components in initial Eigen values 

are greater than 1. The first five of them were selected for factor loadings. 
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Figure 5-6: Scree Plot for Initial Eigen Values 

 

 

5-3-5- Extracted and Rotated Eigen values:  

According to Kaiser Normalization for Eigen values, we extract first 5 components which have 

the Eigen values greater than 1. As it can be seen in the left side of table 5-11 extracted amount 

of Eigen values for 5 components didn’t have reflect same percentage of variance. In this part 

with rotating sum of squares for extracted variance, data would be fit to each component more so 

the percentages of variances will be closer to each other. This is useful for next step when E-

service quality indicators would load in these five components. 

There are two main types of factor rotation which is oblique and orthogonal rotation. Oblique 

technique is used when there is an expectation that factors should be related to each other. 

Orthogonal rotation on the other hand, is used when we expect factors should be unrelated to 

each other theoretically.  Therefore we used oblique rotation for this step. 

 

 



68 
 

 

Table 5-11: Extracted and rotated Eigen values 

                                                                       Total Variance Explained 

Component 

Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 5.984 21.371 21.371 4.403 15.725 15.725 

2 3.218 11.492 32.863 3.669 13.103 28.828 

3 2.006 7.164 40.027 2.395 8.553 37.381 

4 1.648 5.885 45.912 2.133 7.617 44.998 

5 1.395 4.982 50.894 1.651 5.896 50.894 

Extraction Method: Principal Component Analysis. 

 

 

5-3-6- Factor Loading 

After extracting standard components and rotating them to normalize them, loaded indicators to 

them would be conducted by factor analysis as the main part of exploratory factor analysis. Table 

5-12 illustrate the amount of loaded items in rotated component matrix. Data were sort by size 

for each component. Number 1 to 5 in columns are 5 different factors or component that all e-

service quality would grouped based on statistics gathered by sample. With using oblique 

rotation, the focus is on fitting each indicator to one and one component (factor). Thus other 

numbers in matrix which is less than 0.350 is suppressed by our criteria in spss. 

Table 5-12: Rotated component matrix and loaded factor 

Pattern Matrix
a
 

 
Component 

1 2 3 4 5 

se4  .643        

se1  .574        

se2 .514        

se3  .503      

ful1   .653     

ful3   .613     

ful5   .580     

ful4    .568     

ful6    .543      

ful2   .493      

av1   .652   
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ef5     .597  .361   

av2     .584    

av3     .565    

av4      .504    

ef7   .476   

ef3        .679   

ef4    .664  

ef2      .611   

ef6      .546   

ef8      .488   

ef1       .459   

cs3         .603 

cs2        .592 

cs1       .521 

cs4       .490 

cs5        .449 

cs6        .424 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Oblimin with Kaiser Normalization. 

a. Rotation converged in 7 iterations. 

 

 

According to rotated component matrix in table 5-12 loaded numbers are sorted by size so they 

are not in order of questions. Items for security dimension are loaded in component 1. Items 

related to fulfillment variable are loaded in component 2 completely. All availability items are 

loaded in component 3, also EF5 is loaded both in component 3 and 4 and EF7 is loaded in 

component 3. EF3, EF4, EF2, EF6, EF8, EF1 items from efficiency variable is loaded in 

component 4. And finally all items related to customer support are loaded in component 5. 

According to loaded factors in table 5-12 we can conclude that the selected model for this study 

based on 5 e-service quality dimensions are proper to accept because almost all of the items are 

loaded in their own component with significant coefficient values. Therefore we can use the 

saved results of this factor loading as regression scores for determining the impact of each and all 

e-service quality dimensions on competitive advantage as a dependant variable on regression 

test.     

5-4- Reliability Analysis 
𝛼 Coefficient is used to measure internal consistency of data. It shows that how data are reliable. 

For this research, Cronbach's 𝛼 for all data (consist of 5 e-service quality and competitive 
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advantage) is 0.791 and standardized Cronbach's 𝛼 for all variables is 0.793 which are greater 

than 7 and acceptable. 

 

 

Table 5-13: Cronbach alpha for all items 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.791 .793 34 

Tables 5-13 shows the reliability measuring for each variables, with Cronbach's 𝛼, standardized 

Cronbach's 𝛼 and items if 𝛼 deleted. The 𝛼 Coefficients are between 0.782 and 0.709 which are 

acceptable for this study. 

 

Table 5-14: Cronbach alpha for each variable 

Variables Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

CA 0.736 0.737 

EF 0.742 0.745 

SE 0.782 0.781 

FUL 0.747 0.749 

AV 0.730 0.733 

CS 0.709 0.708 

 

5-5- Deductive analysis: 
 

5-5-1- Multiple Regression 

In this part we calculate the strength of the relations between e-service quality dimensions and 

competitive advantage. For this task first we should estimate the correlations amount between 

variables. In other words, the variables which were validated by factor analysis before and 
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loaded in 5 different components properly were saved as the regression score and here they 

would be run with competitive advantage as dependant variable to find whether or not they have 

a meaningful correlation with competitive advantage. Then regression weights would be 

extracting to illustrate the impact of e-service quality dimensions on competitive advantage 

measures. 

5-5-1-1-Correlation Test 

Table 5-15 indicates the correlation matrix for variables which should be put in regression 

equation. 

As it can be seen from matrix, all of the e-service quality dimensions have direct linear 

correlation with competitive advantage as dependant variable.  

Also all of the P-value in Y column (dependant variable: competitive advantage) are under 0.01 

which this criteria reject the null hypothesis (correlation is not exists) and therefore correlation is 

meaningful. 

𝐻0: Correlation is not exists. 

𝐻1: Not 𝐻0 

𝐻0: Reject if(P − value <  𝛼) 

𝐻1: Accept if(P − value >  𝛼) 

Table 5-15: Correlation Coefficients between variables in this study 

Correlations 

 ef se ful av cs y 

ef Pearson Correlation 1 .240
**
 .350

**
 .177

**
 .264

**
 .496

**
 

Sig. (2-tailed)  .000 .000 .004 .000 .000 

N 262 262 262 262 262 262 

se Pearson Correlation .240
**
 1 .248

**
 .183

**
 .201

**
 .565

**
 

Sig. (2-tailed) .000  .000 .003 .001 .000 

N 262 262 262 262 262 262 

ful Pearson Correlation .350
**
 .248

**
 1 .265

**
 .321

**
 .558

**
 

Sig. (2-tailed) .000 .000  .000 .000 .000 

N 262 262 262 262 262 262 

av Pearson Correlation .177
**
 .183

**
 .265

**
 1 .219

**
 .515

**
 

Sig. (2-tailed) .004 .003 .000  .000 .000 

N 262 262 262 262 262 262 

cs Pearson Correlation .264
**
 .201

**
 .321

**
 .219

**
 1 .449

**
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Sig. (2-tailed) .000 .001 .000 .000  .000 

N 262 262 262 262 262 262 

y Pearson Correlation .496
**
 .565

**
 .558

**
 .515

**
 .449

**
 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  

N 262 262 262 262 262 262 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

5-5-1-2- Regression 

For finding the best model, the Stepwise technique is used for multiple regressions. In this 

method, variables entered to the equation in order of their relation with dependant variable and 

this would be continuous until the entry process is significant on model. When variable's entry is 

not significant on model, entry process will stop (Stepwise Criteria: Probability-of-F-to-enter <= 

.050, Probability-of-F-to-remove >= .100).  

 

With this method, SE variable entered first then FUL, AV, EF and CS entered next. As we can 

see, all independent variables were entered and removal variables were zero. 

 

Table 5-16 presents coefficient determinant of 𝑅, 𝑅2 and R2 − Adj. In model 5, after entering all 

5 independent variable, R is equal to 0.830 which describes a strong relation between 

independent variables and dependant variable. R square is equal to 0.689. This is reflecting that 

69 percent of changes in dependant variable (as competitive advantage) is describing by these 

independent variables (as e-service quality dimensions). Here the point is R square didn’t involve 

degree of freedom in analysis. Therefore with using Adjusted R square (which it involves df) we 

have  R2 − Adj = 0.683, which is more reliable. 

 

Table 5-16: Regression Model Summary values 

Model Summary
f
 

Model 

R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

5 .830
e
 .689 .683 .29230 

e. Predictors: (Constant), se, ful, av, ef, cs 

f. Dependent Variable: y 
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5-5-1-3- ANOVA for Regression 

Table 5-17 illustrate ANOVA test for the independent variables that have significant correlation 

on competitive advantage. As it can be observed, with P-value= 0.000 it can be conclude that the 

F is significant in 0.05. This is reflecting that at least one of the independent variable is effective 

in predicting the dependant variable. 

  

Table 5-17: Anova for coefficient values in regression 

ANOVA
f
 

Model Sum of Squares df Mean Square F Sig. 

5 Regression 48.438 5 9.688 113.383 .000
e
 

Residual 21.873 256 .085   

Total 70.312 261    

e. Predictors: (Constant), se, ful, av, ef, cs 

f. Dependent Variable: y 

 

Next table 5-18 shows the regression weights for unstandardized and standardized coefficients. 

 

Table 5-18: Regression weights for dependant variable equation 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

 (Constant) 5.860 .440  13.330 .000 

se .731 .075 .358 9.716 .000 

ful .439 .068 .257 6.508 .000 

av .477 .058 .305 8.294 .000 

ef .374 .065 .221 5.788 .000 

cs .254 .057 .169 4.463 .000 

a. Dependent Variable: y 

  

According to table 5-18, all variables and constant value are significant in 0.05 and all T-values 

greater than 1.65 are significant in 0.05. B weights are used to predicting changes while Beta 

weights are used for determining amount of impacting an independent variable on dependant 

variable.  
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Therefore with these regression weights, the regression equation on dependant variable 

(competitive advantage) is the sum of independent variables (e-service quality dimensions) 

which they have multiplied to its regression weight plus the constant value in equation. 

5-5-1-4- Residuals: 

In this part residuals should analyzed to check they are normal and their variance is standard. 

Table 5-19 presents the residuals statistics from regression equation. 

Table 5-19: Residuals statistics for regression 

Residuals Statistics
a
 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 2.5067 5.4695 4.5148 .43080 262 

Residual -.49484 .50854 .00000 .28949 262 

Std. Predicted Value -4.661 2.216 .000 1.000 262 

Std. Residual -1.693 1.740 .000 .990 262 

a. Dependent Variable: y 

 

The following charts and histogram shows that these conditions are confirmed on residuals.    

 

Figure 5-7: Residuals normal distribution 
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Figure 5-8: Residuals normal distribution 

According to above charts (figure 5-7 and 5-8 ) residual values are distributed normally. 

 

Figure 5-9: Residuals predicted value 
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In this scatter plot (figure 5-9) we couldn’t seen any pattern (i.e. funnel, curve) that we conclude 

that the assumptions about residuals is wrong. Therefore the standard variance of residuals would 

be accepted. 

5-5-2- Hypotheses testing: 

According to table 5-29 which reflects the correlation coefficient between competitive advantage 

and e-service quality dimensions and table 5-32 which indicates regression B weights for each 

variable, we could test 5 hypotheses. The hypotheses schema is like:  

The e-service quality dimension (i.e. EF, SE, FUL, AV, and CS) has an impact on competitive 

advantage of firms. 

𝐻0: E-service quality doesn’t have impact on competitive advantage. 

𝐻1: Not 𝐻0 

Null hypothesis will reject if (P − value <  𝛼). Now we discuss about 5 hypotheses: 

5-5-2-1-First hypothesis: 

According to correlation coefficient between CA and EF in table 5-29 which is 0.496, it shows 

positive relation between them. Also according to B weight for EF in table 5-32, which is 0.374, 

it shows direct positive impact on competitive advantage. According to P-value which is 

significant in 0.001 we can reject H0 and therefore first hypothesis of this study is accepted: 

H1: Efficiency of the websites has an impact on competitive advantage of Iranian IT firms. 

5-5-2-2- Second hypothesis: 

According to correlation coefficient between CA and SE in table 5-29 which is 0.565, it shows 

the most positive relation with CA in comparison with other dimensions. Also B weight for EF 

in table 5-32, which is 0.731, shows strong direct positive impact on competitive advantage. 

According to P-values which are significant in 0.001 we can reject H0 and therefore second 

hypothesis of this study is accepted: 

H2: Security of the websites has an impact on competitive advantage of Iranian IT firms. 

5-5-2-3-Third hypothesis: 

Based on correlation coefficient between CA and FUL in table 5-29 which is 0.558, it shows 

positive relations between them. Also, B weight for FUL in table 5-32, which is 0.439, shows 

direct positive impact on competitive advantage. According to P-values which are significant in 

0.001 we can reject H0 and therefore third hypothesis of this study is accepted: 

H3: Fulfillment of the websites has an impact on competitive advantage of Iranian IT firms. 
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5-5-2-4-Fourth hypothesis: 

According to correlation coefficient between CA and AV in table 5-29 which is 0.515, it shows 

positive relations between them. Also B weight for EF in table 5-32, which is 0.477, shows direct 

positive impact on competitive advantage. According to P-values which are significant in 0.001 

we can reject H0 and therefore fourth hypothesis of this study is accepted: 

H4: Availability of the websites has an impact on competitive advantage of Iranian IT firms. 

5-5-2-5- Fifth hypothesis: 

Based on correlation coefficient between CA and CS in table 5-29 which is 0.449, it shows 

positive relations between them. Also B weight for EF in table 5-32, which is 0.254, shows direct 

positive impact on competitive advantage. According to P-values which are significant in 0.001 

we can reject H0 and therefore fifth hypothesis of this study is accepted: 

H5: Customer Support of the websites has an impact on competitive advantage of Iranian IT 

firms. 

 

5-5-3-One way analysis of variance 
For comparing the factors between three groups of customer, employee and manager, we use 

ANOVA test. Tables 3-34 and 5-35 demonstrate the results of analysis of variance between 3 

group respondents and then for each e-service quality, we check the results. 

 

Table 5-20: Descriptive for Anova between respondent's type 

Descriptives 

 N Mean Std. Deviation Std. Error 

ef Customers 188 4.5379 .26802 .01955 

Employees 53 4.4811 .35304 .04849 

Managers 21 4.3929 .46315 .10107 

Total 262 4.5148 .30749 .01900 

se Customers 188 4.6795 .24395 .01779 

Employees 53 4.6840 .27365 .03759 

Managers 21 4.7381 .30079 .06564 

Total 262 4.6851 .25444 .01572 

ful Customers 188 4.5390 .28937 .02110 

Employees 53 4.5314 .32858 .04513 

Managers 21 4.5556 .37019 .08078 
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Total 262 4.5388 .30338 .01874 

av Customers 188 4.5173 .32811 .02393 

Employees 53 4.4906 .34307 .04712 

Managers 21 4.6667 .31950 .06972 

Total 262 4.5239 .33212 .02052 

cs Customers 188 4.3608 .33861 .02470 

Employees 53 4.3899 .34890 .04793 

Managers 21 4.3889 .41276 .09007 

Total 262 4.3690 .34587 .02137 

Table 5-21: analysis of variance between 3 group respondents 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

ef Between Groups .473 2 .236 2.529 .082 

Within Groups 24.204 259 .093   

Total 24.677 261    

se Between Groups .065 2 .032 .499 .608 

Within Groups 16.832 259 .065   

Total 16.897 261    

ful Between Groups .009 2 .004 .047 .954 

Within Groups 24.013 259 .093   

Total 24.022 261    

av Between Groups .495 2 .248 2.266 .106 

Within Groups 28.293 259 .109   

Total 28.788 261    

cs Between Groups .044 2 .022 .183 .833 

Within Groups 31.179 259 .120   

Total 31.223 261    

 

5-5-3-1-First hypothesis for Anova 

Effect of Efficiency factor on Competitive Advantage of firms is not same in three groups of 

customer, employee and managers. 

 𝐻0 : The mean of effectiveness of efficiency factor on Competitive Advantage of firms is same 

for three groups of customer, employee and manager. 

𝐻1 : The mean of effectiveness of efficiency factor on Competitive Advantage of firms is not 

same for three groups of customer, employee and manager. 
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𝐻0 ∶ 𝜇1 = 𝜇2 = 𝜇3                

𝐻1 ∶ one item is different at least 
  

Wherein: 

μ1  :  is The mean of effectiveness of efficiency factor on Competitive Advantage of firms in 

customer group. 

μ2   :  is The mean of effectiveness of efficiency factor on Competitive Advantage of firms in 

employee group. 

μ3   :  is The mean of effectiveness of efficiency factor on Competitive Advantage of firms in 

manager group. 

In order to compare the mean effect of different groups together equivalency from rank scaling 

to spatial scaling has been done. And one way analysis of variance has done: 

 

Considering the P-value which is 0.082 and greater than 0.05 error level: 

 (P − value = 0.082 > 0.05)  

𝐻0 Will not rejected in 5% error level. Hence we can conclude that the mean effect of efficiency 

factor on Competitive Advantage of firms is same for three groups of customer, employee and 

manager. 

 

5-5-3-2-Second hypothesis for Anova:  

Effect of Security factor on Competitive Advantage of firms is not same in three groups of 

customer, employee and managers. 

 𝐻0 : The mean of effectiveness of Security factor on Competitive Advantage of firms is same 

for three groups of customer, employee and manager. 

𝐻1 : The mean of effectiveness of Security factor on Competitive Advantage of firms is not same 

for three groups of customer, employee and manager. 

 
𝐻0 ∶ 𝜇1 = 𝜇2 = 𝜇3                

𝐻1 ∶ one item is different at least 
  

Wherein: 

μ1  :  is The mean of effectiveness of Security factor on Competitive Advantage of firms in 

customer group. 
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μ2   :  is The mean of effectiveness of Security factor on Competitive Advantage of firms in 

employee group. 

μ3   :  is The mean of effectiveness of Security factor on Competitive Advantage of firms in 

manager group. 

In order to compare the mean effect of different groups together equivalency from rank scaling 

to spatial scaling has been done. And one way analysis of variance has done: 

 

Considering the P-value which is 0.608 and greater than 0.05 error level: 

 (P − value = 0.608 > 0.05)  

𝐻0 Will not rejected in 5% error level. Hence we can conclude that the mean effect of Security 

factor on Competitive Advantage of firms is same for three groups of customer, employee and 

manager. 

 

5-5-3-3-Third hypothesis for Anova 

Effect of Fulfillment factor on Competitive Advantage of firms is not same in three groups of 

customer, employee and managers. 

 𝐻0 : The mean of effectiveness of Fulfillment factor on Competitive Advantage of firms is same 

for three groups of customer, employee and manager. 

𝐻1 : The mean of effectiveness of Fulfillment factor on Competitive Advantage of firms is not 

same for three groups of customer, employee and manager. 

 
𝐻0 ∶ 𝜇1 = 𝜇2 = 𝜇3                

𝐻1 ∶ one item is different at least 
  

Wherein: 

μ1  :  is The mean of effectiveness of Fulfillment factor on Competitive Advantage of firms in 

customer group. 

μ2   :  is The mean of effectiveness of Fulfillment factor on Competitive Advantage of firms in 

employee group. 

μ3   :  is The mean of effectiveness of Fulfillment factor on Competitive Advantage of firms in 

manager group. 
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In order to compare the mean effect of different groups together equivalency from rank scaling 

to spatial scaling has been done. And one way analysis of variance has done: 

 

Considering the P-value which is 0.954 and greater than 0.05 error level: 

 (P − value = 0.954 > 0.05)  

𝐻0 Will not rejected in 5% error level. Hence we can conclude that the mean effect of 

Fulfillment factor on Competitive Advantage of firms is same for three groups of customer, 

employee and manager. 

 

5-5-3-4-Fourth hypothesis for Anova 

Effect of Availability factor on Competitive Advantage of firms is not same in three groups of 

customer, employee and managers. 

𝐻0 : The mean of effectiveness of Availability factor on Competitive Advantage of firms is same 

for three groups of customer, employee and manager. 

𝐻1 : The mean of effectiveness of Availability factor on Competitive Advantage of firms is not 

same for three groups of customer, employee and manager. 

 
𝐻0 ∶ 𝜇1 = 𝜇2 = 𝜇3                

𝐻1 ∶ one item is different at least 
  

Wherein: 

μ1  :  is The mean of effectiveness of Availability factor on Competitive Advantage of firms in 

customer group. 

μ2   :  is The mean of effectiveness of Availability factor on Competitive Advantage of firms in 

employee group. 

μ3   :  is The mean of effectiveness of Availability factor on Competitive Advantage of firms in 

manager group. 

In order to compare the mean effect of different groups together equivalency from rank scaling 

to spatial scaling has been done. And one way analysis of variance has done: 

 

Considering the P-value which is 0.106 and greater than 0.05 error level: 

 (P − value = 0.106 > 0.05)  
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𝐻0 Will not rejected in 5% error level. Hence we can conclude that the mean effect of 

Availability factor on Competitive Advantage of firms is same for three groups of customer, 

employee and manager. 

5-5-3-5-Fifth hypothesis for Anova 

Effect of Customer support factor on Competitive Advantage of firms is not same in three groups 

of customer, employee and managers.  

𝐻0 : The mean of effectiveness of Customer support factor on Competitive Advantage of firms is 

same for three groups of customer, employee and manager. 

𝐻1 : The mean of effectiveness of Customer support factor on Competitive Advantage of firms is 

not same for three groups of customer, employee and manager. 

 
𝐻0 ∶ 𝜇1 = 𝜇2 = 𝜇3                

𝐻1 ∶ one item is different at least 
  

Wherein: 

μ1  :  is The mean of effectiveness of Customer support factor on Competitive Advantage of 

firms in customer group. 

μ2   :   The mean of effectiveness of Customer support factor on Competitive Advantage of firms 

in employee group. 

μ3   :   The mean of effectiveness of Customer support factor on Competitive Advantage of firms 

in manager group. 

In order to compare the mean effect of different groups together equivalency from rank scaling 

to spatial scaling has been done. And one way analysis of variance has done: 

 

Considering the P-value which is 0.833 and greater than 0.05 error level: 

 (P − value = 0.833 > 0.05)  

𝐻0 Will not rejected in 5% error level. Hence we can conclude that the mean effect of Customer 

support factor on Competitive Advantage of firms is same for three groups of customer, 

employee and manager. 
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Chapter 6 

Conclusions, Contributions and Recommendations 
 

6-1-Overview: 

In this study we brought out the research question from literature which was: 

What is the influence of e-service quality on sustaining competitive advantage for Iranian IT 

firms? 

To answer this question, several literatures with the subject of competitive advantage (CA), 

source of CA, how to sustain competitive advantage (SCA) which drivers would help to SCA in 

internet and finally how we measure SCA through the Internet have been discussed. On the other 

hand concept and studies about e-service quality, its dimensions and the relation between e-

service quality and CA has been studied. In chapter 3 based on the above discussions were, 5 

dimensions determined for e-service quality and measures for SCA. After all, conceptual frame 

of reference and following hypotheses were generated to answer the research question: 

First Hypothesis: Efficiency of the website has an impact on Sustaining Competitive Advantage 

of Iranian IT firms. 
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Second Hypothesis: Security of the website has an impact on Sustaining Competitive Advantage 

of Iranian IT firms. 

Third Hypothesis: Fulfillment of the website has an impact on Sustaining Competitive Advantage 

of Iranian IT firms. 

Fourth Hypothesis: Availability of the website has an impact on Sustaining Competitive 

Advantage of Iranian IT firms. 

Fifth Hypothesis: Customer support of the website has an impact on Sustaining Competitive 

Advantage of Iranian IT firms. 

According to table 4-3 the selected items were chosen for this study in terms of research 

methods. The questionnaire with 39 questions (Appendix A) was adapted to answer research 

hypotheses and confirmatory processes for validity and reliability was conducted for it.  

322 questionnaires were distributed among respondents which included three groups of 

customers, employees and managers of the Iranian IT firms. Finally 262 valid questionnaires 

were selected and data analysis was applied to them. First the data was validated by statistics 

analysis again using factor analysis to find out if the data is correlated and dimensions model was 

tested to understand if each scale was designed properly. Afterwards, the impact of each scale on 

sustaining competitive advantage measures was tested by using regression model to test the 

correlative effect. Therefore following the conclusion and findings are concluded. 

 

6-2-Findings and Conclusions 

Based on the achieved statistics results in previous chapter, the results for research hypotheses 

are:  

 The means for all factors (consist of e-service quality dimensions and CA measure) have 

significant values from theoretical mean (which is 3). It shows that respondents choose 

"strongly agree" and "slightly agree" more than disagree letters. Choosing agree letters 

emphasizes on the influence of questioned factors on Competitive Advantage of firms. 

 KMO and Bartlett test reflects significant and acceptable correlation values for all items, 

in other words each item is correlated with other items which are in the common scale. 

 Factor analysis for dimensions confirmed the extracted model for evaluating e-service 

quality. Factors have loaded in five components properly and they could present their 

dimension's behaviors. Thus this model is accepted to evaluate the e-service quality 

items.  

 According to Inter-Correlation matrix, all e-service quality variables are correlated with 

CA. Analysis of variance at that part shows that at least one of the e-s-quality dimensions 

has a significant impact on CA, all variables entered to the regression model. Adjusted R 
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square reflects that 68% of changes in CA measure can be described by these five 

components' items as e-service quality dimension. Also B weights on model summary for 

regression shows the linear positive impact for each e-service quality dimensions on 

sustaining competitive advantage.   

 After extracting correlation values and regression weights for dimensions, based on p-

values related to each variable, the five hypotheses of this study were tested. Null 

hypothesis for each of them (where describes that e-service quality doesn’t have impact 

on sustaining competitive advantage for firm) was rejected. Therefore H1, H2, H3, H4, 

H5 are all accepted. 

 With comparing regression weights for each variable we can conclude that they have 

impact on SCA with higher to lower rank like this: Security, Fulfillment, Availability, 

Efficiency and Customer support. That means that the selected sample think security 

factor can influence competitive advantage more in compare with customer support e.g. 

 Another finding from data analysis refers to different groups of respondents in research. 

As discussed before, research questions were designed in a way that three groups of 

customers, employees and managers of IT firms can answer them. This enabled us to 

compare the results of each group to find whether or not there is any difference in 

perception of these groups. The results of single way ANOVA test illustrated that there is 

no significant discrepancy between them. All customers, employees and managers of the 

IT firms have the same opinion about e-service quality dimensions which create 

competitive advantage for the firms. 

 Since we tested the impact of e-service quality on sustaining competitive advantage, it's 

reflecting that there is a correlative effect from e-service quality on SCA, in other words 

delivering high quality in e-services will not keep advantages against rivals necessarily, 

but it is mutually related with SCA. 

 As we measured SCA with items that are described by Chaston (2001), these results are 

limited to selected measures for CA and entering other items and models to CA will lead 

to other results probably.  

To sum up the results and research questions we can deduce that e-service quality can have 

significant effects on sustaining competitive advantage of the firms along with its sub-factors and 

dimensions. Customers are evaluating the quality of offered e-service with their criteria, 

consciously or unconsciously and the result of these evaluations will lead them to choose, stay 

with or change a specific firm among many. Also this research brings out 5 important 

dimensions from many researches and studies, which has developed the model for e-service 

quality and we show the importance of each factor to find which ones have more strength to care 

about. 
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6-3-Contributions 

6-3-1-Theoretical Contributions 

 

 As discussed in chapter 3, previous studies in e-service quality category, emphasizes on 

different dimensions and models while few of them discuss the impact of e-service 

quality on other factors. Customer satisfaction and customer loyalty are more interesting 

subjects for researchers to study in the area of e-service quality impacts. The studies 

about e-service quality and sustaining competitive advantage just discussed the general 

influence of e-service quality on business factors. 

 

 This study checks how firms sustain their competitive advantage through rivals with e-

service quality, in other words by which factors and terms they can sustain advantages 

with e-service quality. 

This point of view is new somehow. In terms of customer perception and managerial 

perception, competitive advantage is managerial concepts which focus on 

competitiveness between rivals while e-service quality as its first layer's evaluation is 

customer's perception which assess firms with their e-service. By this survey, we bring 

out the direct evaluation and connection between CA and e-service quality, with 

measuring SCA with elements that companies use to keep their advantages through the 

Internet strategies (operational effectiveness and strategic positioning), both side of 

managers and customers can have viewpoint about their different goals in a single 

problem discussion.   

 

6-3-2-Managerial Implications 

 

 Competitive advantage is important for decision makers because by sustaining it, they 

can be better than other rivals and more customer retention makes more benefits and 

profit for business. However this goal is achieved by customer satisfaction from their 

service/e-service. Customers' satisfaction comes from the quality of firm's service/e-

service. By this survey, we show that how firms can sustain their advantage through their 

rivals by paying attention to e-service quality. Also in terms of considering e-service 

quality as their Competitive Advantage driver, what factors do they need to focus on? 

With this survey result, 5 important factors are brought up as determinant: Security, 

availability, efficiency, fulfillment and customer support.  
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 Having security in the first place shows that safety, trust, protection and privacy are 

major concerns of users of websites when they receive e-service and this can be an 

important factor to choose a firm among several rivals. This is also related to the area of 

survey. E-commerce market, online trading and using the Internet and electronic 

infrastructure in Iran (as a developing country) is still not developed. Therefore people, 

trader and buyers still have doubts about safety of the ways which offers Internet 

services. Consequently managers can sustain competitive advantage by providing to 

customers that they offer e-service with high security. 

 

 The second place of fulfillment reflects increasing fulfillment in online services needs 

more synchronization between online activity and physical activity (if the firm is click 

and mortal). In many cases we would see that these concerns about fulfillment do not 

exists in physical services. Managers can solve this problem by giving same priorities to 

their website e-services. Considering their e-services process and activities in other parts 

such as supply chain and human resource are some ways to increase. These activities are 

also important tasks which firms perform them for operational effectiveness in their 

processes. As we see they increase their advantages trough the rivals by increasing their 

service/e-service quality. 

   

 Availability factor is related to some technical sub-factors. The place of availability 

evaluation reflects that customers and website users in Iran didn’t have complete great 

experience of well available website during receiving e-service. Having strong technical 

support for a website will show the customers that they can trust specific e-service even 

while there are some problem and difficulties to receive the same service physically. 

Therefore customers can rely on firms' website in urgent situations or when there is high 

demand from all customers. This would be a great source of creating advantages from 

competitors in Iran because with increased rate of young population and their demands, 

resources in all sections are limited to provide them with services, these limitations can 

be observed in every place that queues are created. A firm with strong available website 

is always different from the other ones in Iran. 

     

 Due to early ages of Internet experience in Iran, many customers and website users may 

get disappointed from low efficiency of websites and stop trying to receive e-service 

from them. Being well designed and high performance of functions in a business website 

is more important in developing countries which e-services need encouragement more 
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than obligations. Besides, factors such as security concerns, many potential customers 

and customers who have experienced e-servicing once, problems with website's 

structures and complications are major disadvantages of company's' websites.  

  

 The last priorities of customer support shows that expecting after sale services and other 

similar e-services is still not their main concern in comparison with other factor to 

distinct one firm from another. This reflects that customers don’t come to the vision that 

e-services could act as the main channel to receive support services, whether the core 

service is traditional or electronic.  But probably with using the Internet more and 

popularity of e-services, this one would act more effective in distinction of firms. 

 

6-4-Limitations 

 

Some limitations were about gathering secondary data, since academic English reference books 

are not found easily in Iran, the base of literatures are more on papers and journals which were 

available from academic websites. But in some cases, some useful books were found from 

references and unfortunately they are not available even in e-book format.  

There were limitation for the reference place of IT firms and business companies activated in this 

area, because there is no single reference place that they register their activities available for 

universities and researchers. Keeping data safe from other competitors and rivals and in some 

case hiding business activities from tax organizations are some reasons of that. Ultimately we 

gathered our information about activate firms, from ELECOMP exhibition.  

Despite good cooperation of firms in filling out the questionnaires, lack of trust and cooperating 

was obvious in some firms. Time consuming administrative process to answer the questions is 

another problem in data gathering process.  

Although our questionnaire was anonymous and no one could find out that who has answered 

questions in which way, having less access to customers of firms was another limitation for this 

study. A few firms generously agreed to contact and ask questions from their customers that we 

would like to express our gratitude to them.  
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6-5-Suggestion for further research 

 

With having e-service quality and competitive advantage in one research question, other sub-

questions could be considered in this subject. 

Studying the impact of each e-service quality dimensions such as security, availability, 

efficiency, fulfillment and customer support on SCA can be next step. Hence, researcher can 

focus on more sub-factors and elements in SCA for firms with operational effectiveness through 

Internet. 

Doing research about this subject by performing case study about two or more websites and 

comparing the result with each other can be one of the next studies. This is useful for firms that 

want to create the new sets of e-services and compete with other rivals. 

For researchers in Iran and other developing countries, studying about how the e-service quality 

can create advantages in cost of firms is still needed because so many firms have not been 

activated in e-servicing drastically. They believe that its increase their cost. 

Also for items which measure sustainability of competitive advantage, other researchers are 

recommended which brings more items and uses multi dimensional evaluation (like e-service 

quality scales) to generate the better impact of e-service quality on SCA. 

------------ 
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Appendix 

Questionnaire Form 

Dear Interlocutors: 

The following questionnaires are designed for analyzing and answering the hypotheses of my master 

thesis "The impact of e-service quality in sustaining competitive advantage for firms" 

I would be grateful for answering these questions attentively, which will help me to find the appropriate 

result as if would be valuable in e-service businesses for consumers and firms. 

Peyman Javadi 

      Lulea University of Technology - Chabahar International University 

 

Master in E-Commerce – Thesis Questionarie 

Impact of E-Service Quality  in Sustaining Competitive Advantage 

for firms 

        

1-The relation between you and the company which offers the e-service: 

Managers  Employees   Customer(website user)   

 

2- How much was your experiences in buying online or receiving e-services from websites? 

 Over 10 times  Up to 10 times  Up to 5 times  Once   

  

 Male  Female  3- Gender Identity: 

  

Over 40   30 to 40  25 to 30  Below 25  4-Age: 

  

5-Education: 

 Before High school Diploma  High School Diploma  Undergraduate  Graduate and Higher 

http://images.google.com/imgres?imgurl=http://mahsa-electronics.com/picapp/admin/gallery/CHABA Ko.jpg&imgrefurl=http://mahsa-electronics.com/picapp/eng/index.aspx&usg=__c2CCOOZ9jPtin57e-juJ9vYSI-Y=&h=145&w=145&sz=39&hl=en&start=14&um=1&tbnid=EF-KU3L_sjtbyM:&tbnh=95&tbnw=95&prev=/images?q=chabahar+international+university&um=1&hl=en&sa=N
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 A) In your experience as the receivers of e-services, rate the following Items (6 to 11) 

in order of reflecting more sustainability of competitive advantage when firms 

delivering them to the customers. 

 

 

 

 

     

Competitive Advantage      

6- Offering different set of features for products 

when online trading is running. 

     

7- Different array of services with purchasing an 

online product. 

     

8- Online product customization.      

9- Use the Internet to determine desirable pricing 

for loyal customer. 

     

10- Giving additional online information like 

transactional info, delivery time info and their 

cost. 

     

11- Existence of online relationships during 

ordering, buying and supporting products. 

     

 

 

 

 

 

 

 

 

 

Stro
n

gly A
gree 

Sligh
tly A

gree 

N
o

t su
re 

Sligh
tly D

isagree 

Stro
n

gly D
isagree 
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B) 

 In your experience as the receivers of e-services, rate the following Items (12 to 39) in order of 

reflecting more e-service quality for the firm. 

 

 

 

 

 

 

 

     

Efficiency:      

12- The items looked for, are easily found      

13- Different parts are easily accessible      

14- Different processes can be followed in shortest 

possible time 

     

15- The available information are well-organized      

16- The web-site is loaded fast      

17- The web-site is user-friendly      

18- The web- site is accessible fast      

19- The web-site is well-designed      

Security:      

20- My banking data are well-protected      

21- My personal data are not accessible by un-

authorized people 

     

22- My on-line purchasing behaviors are well-

protected  

     

23- The internet security protocols are well-

employed 

     

Stro
n

gly A
gree 

Sligh
tly A

gree 

N
o

t su
re 

Sligh
tly D

isagree 

Stro
n

gly D
isagree 
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Fulfillment:      

24- The orders are delivered on agreed time      

25- The ready items are delivered on time      

26- High speed of goods delivery      

27- There is enough stock for the goods ordered      

28- The website is honest about the services it 

claims it provides  

     

29- The claims about the goods delivery are true      

Availability:      

30- The web site is always ready for transactions      

31- The website is loaded easily and fast      

32- The website does not fail      

33- There is no failure  while ordering      

Customer Support      

34- Acceptable warranty is provided by the 

website  

     

35- Solutions are provided when applications are 

not processed on the website 

     

36- Suitable options are provided for the goods 

refund 

     

37- On-line customers' support is possible 

 

     

38- High speed in problems processing and 

solution 

     

39- The customers are supported via constant 

updates, applications and FAQs 

     

 

 

 

 


