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ABSTRACT

The aim of the present study is to identify web site quality dimensions perceived by the consumers and determine whether
these dimensions differ in terms of gender variable. In this sense, in this study conducted on students who were the primary
users of the internet, initially, the web site quality dimensions perceived by the consumers were identified by factor analysis.
The perceived website quality dimensions identified as a result of analysis were; design and visual appeal, system quality and
ease, interactivity and business process, security and confidence, links, customer-oriented information / content, innovation
and image, providing useful information. After that, the differences in the quality dimensions of the web site that the consumers
perceived by gender were investigated by t-test analysis. As a result of the analysis, it was found that the web site quality
dimension of "providing useful information" was significantly different by gender.
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ALGILANAN WEBSITE KALITESINDEKI CINSIYET FARKLILIKLARI

(0V7
Bu ¢alismanin amaci, tiiketiciler tarafindan algilanan web site kalite boyutlarini ortaya koymak ve cinsiyet degiskeni agisindan
farklilik olup olmadigini belirlemektir. Bu anlamda baglica internet kullanicilart olan &grenciler iizerinde gerceklestirilen
calismada ilk olarak tiiketicilerin algiladiklar1 web site kalite boyutlar1 faktor analiziyle ortaya konulmustur. Analiz sonucunda
algilanan web site kalite boyutlari; tasarim ve gorsel gekicilik, system kalitesi ve kolaylik, interaktivite ve is siiregleri, glivenlik
ve gizlilik, baglantilar, miigteri odakli bilgi/igerik, yenilik ve imaj ile yararl bilgi sunma olarak bulunmustur. Sonrasinda
tiiketicilerin cinsiyetine gore algiladiklar1 web site kalite boyutlarindaki farkliliklar t-testi analiziyle aragtirilmigtir. Analiz

sonucunda “yararl1 bilgi sunma” web site kalite boyutunun cinsiyete gore anlamli farklilik gosterdigi bulunmustur.
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INTRODUCTION

Web sites, in the business environment of today, are an important point of contact for the
businesses to interact with the stakeholders (Seethamraju, 2006) and have an important role in the
dissemination of information and communication activities of businesses (Sarnot et al., 2008). Just like
the stores have various furniture, decor, etc., web sites, should have various qualities such as visual
appeal, navigability, security and response time (Wells et al., 2011). Web site quality from the
consumer's point of view refers to the entire perceived quality of the web site (Poddar et al., 2009). Web
site quality is based on task-related factors such as presentation quality, appearance, content and
functional adequacy and navigability that impact the end users. Furthermore, the quality of web site
consists of many factors that affect the web site performance of the business such as response time,
transaction volume, reliability, and durability. Web site quality also includes many factors that affect
web site developers such as code complexity, code readability, code flexibility, portability, page
comprehension and changeability (Rababah and Masoud, 2010). Aladwani and Palvia (2002: 469)
defined web site quality as user evaluations of web site characteristics that met the needs of the users
and as the reflection of the excellence of the web site with all of its aspects. The web site quality (McCoy
et al., 2009), which is an important factor that directly affects users' tendency to use the web site, is
much more important, especially for the travel and tourism businesses (Bai et al., 2008).

The web site quality which significantly impacts the success of businesses in the online world
(Galati et al., 2016) is an important factor in attracting the attention of consumers, meeting their demands
and needs and creating loyalty (Xie and Barnes, 2008). For instance, in their study, Hausman and Siekpe
(2009) found that web site design features were an important factor in the online purchasing of
consumers. In addition to the computer factors that provide functionality, the use of human factors
including the hedonic elements on the web site and the use of sensory stimulants are effective in the
online purchasing decisions of consumers and users' repeat visits of the web sites.

With the development of the e-commerce, today more people are increasingly engaged in online
shopping (Zhang and Prybutok, 2002) and seeking information and opinion in online (Kilig et al., 2016).
Potential consumers can compare the web sites of a large variety of businesses with regard to finding
information or purchasing products or services (Harridge-March, 2004). Therefore, in order to attract
consumers through the internet, businesses need to design their web site as uncomplicated and appealing
to use as possible (Taylor and England, 2006). Additionally, businesses need to improve the appeal of
their web sites due to the ever-increasing online competition (Karayanni and Baltas, 2003). Businesses
should design the quality web site and focus on quality rather than quantity. In addition, the web sites’
being at the top of the search engines will benefit the popularity of the business. In this respect, the key
words that represent the business performed and the company in the search engines should be selected.
Businesses must provide links to other web sites related to their products. The download speed of web

sites is very important, especially in consumers’ purchasing decisions. Moreover, the tools such as main

GUEJISS, Giimiishane University Electronic Journal of The Institute of Social Sciences
Volume: 8, Number: 21, Year: 2017

198




GUSBEED, Giimiishane Universitesi Sosyal Bilimler Enstitiisii Elektronik Dergisi
Cilt: 8, Sayr: 21, Yil: 2017

menu, help page, keyword usage and site map aimed to increase web site usability should facilitate the
quick search for information. It is important to optimize the quality of information of web sites, their
design and provides accurate and up-to-date information. There should not be any deficient information
on transactions such as security, confidentiality, payment methods in order not to lose potential
customers. When there is a problem, the information of how to contact the business should be available
on the web site. Thus, confidence in business can be enhanced and long-term customer satisfaction can
be improved (Hernandez et al., 2009: 369).

The purpose of the present study is to determine the web site quality evaluations of young
consumers and whether there are differences in assessments concerning the web site quality by young
consumers’ gender, explicate where these differences exist, and offer suggestions to e-marketing
executives about the web site quality based on the gender of young consumers targeted. In an era of
intense competition and customer responsiveness, online consumers are major stakeholders and
consumers’ perspectives of web site quality by gender should not be ignored in e-marketing. Web site
quality is an important component of e-marketing strategies. E-marketing executives should be
interested in such issues as how web quality influences their web site traffic and how it determines the
success of e-marketing strategies by the gender of online young consumers. Since the online market is
a place where marketing and web design interact, the web designers and e-marketers need to corporate
to increase the likelihood of the success of e-marketing. Therefore, e-marketing executives should focus
on their web site quality by gender as the primary method of increasing their consumer base. Thus, the
better understanding of young consumers’ perspectives of web site quality by gender is critical for
designing and managing effective web sites that can help businesses to attract and retain online
customers.

The organization of this study is as follows: The next section lays the groundwork by reviewing
the relevant literature about web site quality and gender of consumers. The third and the fourth sections
deal with the empirical analysis and results of the study. The conclusion section evaluates the findings

of the study.

I. LITERATURE REVIEW

A. Web Site Quality

When the literature on web site quality is analyzed, it is seen that this subject has been examined
with different scales. Some of these scales are: SitetQUAL (Yoo and Donthu, 2001), WebQual (Barnes
and Vidgen, 2001; 2002), ComQ/eTailQ (Wolfinbarger and Gilly, 2003), e-SQ/e-SERVQUAL/e-S-
QUAL (Parasuraman et al., 2005; Zeithamal, 2000; Zeithamal et al., 2002), and Etransqual (Bauer et
al., 2006), WebQuall (Loiacono et al., 2007). As can be seen, research models in time have been

implemented in accordance with many different scales and questions. Therefore, the results obtained
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from the researches also led to the emergence of the web site quality dimension in different numbers
and names and these dimensions were examined in related works. For example, in their study Liu et al.
(2000) found that a well-designed web site possessed the dimensions of quality of information, learning
ability, playfulness-orientation, system use and service quality. Barnes and Vidgen (2002) pointed out
as the dimensions of web site quality usability, web site design, quality of knowledge, confidence, and
empathy. Yoo and Donthu (2001) measured the web site quality with the SitetQUAL scale, and as the
results of their study, they obtained 4 dimensions such as ease of use, aesthetic design, processing speed
and security and examined these results in their study. In the study in which they investigated the web
site quality perceptions of students, Van Iwaarden et al. (2004) conducted a web site quality evaluation
based on the SERVQUAL scale and composed of fifty variables by factor analysis. As a result of the
factor analysis, five of the dimensions of service quality evaluation used in the service sector were found
in the web site quality evaluation. As a result of the research, it was stated that the quality dimensions
used in the service sector could be used in web site quality evaluation as well.

While web site quality was assessed by Flavian et al. (2006) as usability, confidence and user
satisfaction, it was assessed as information quality, service, system use, playfulness-orientation and web
site design by Liu and Arnett (2000). In their study in which they emphasized the service rather than
web site design, Loiacono et al. (2000) developed the WebQual scale and introduced the 12 web site
quality dimensions. The quality dimensions of web site introduced in the present study are useful
information, interaction, trust, response time, the appeal of the web site design, visual appeal,
intuitiveness of the web site, innovation, integrated communication, business processes, and viable
substitute.

In their study in which they investigated the quality of their e-commerce sites where students
shopped on such as Amazon.com, biggerbooks.com, and half.com, Cao et al. (2005) found that web site
quality was collected under seven factors. The results of the study showed that e-commerce web sites
should be designed in such a way to provide accurate information, reduce loading and research time,
make the search easier, and provide security. A quality website should also be designed to be attractive.
Lin (2007) considered the web site quality as system quality, information quality, and service quality;
Wu (2007) added the dimension of user satisfaction in addition to the dimensions of Lin (2007).
Moustakis et al. (2006) assessed the web site quality under the dimensions of navigation, design and
structure, appearance, multimedia, and uniqueness. Robbins and Stylianou (2003) evaluated their study
under the dimensions of contents and design; Ranganathan and Ganapathy (2002) under the dimensions
of design, security and confidentiality of information; and Bell and Tang (1998) under the dimensions
of access, content, graphics, structure, proximity, navigation, usability and special characters. In their
study in which they investigated the important web site quality factors that were effective in attracting
consumers to join the virtual communities, Chen and Chang (2010) also examined the quality of web

sites in three major dimensions of usability, quality of service and service interactions.
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Hernandez et al. (2009) examined the key factors that needed to be considered in designing a
commercial web site and used the factors of access, speed, navigation, and content to evaluate the web
quality. In his study in which he studied the most important web site quality dimensions perceived by
the Jordanian university students using 12-dimensional web quality measure, Awwad (2006) identified
only 10 of the 12 dimensions of the student sample as the most important quality dimension of the web
site. The quality dimensions of the web site identified were fit-to-task, interaction, confidence, response
time, intuitiveness, visual appeal, innovativeness, emotional appeal, integrated communication and
business processes. Canziani et al. (2016) also considered the web site quality dimensions as usability,
information / content, interaction (Web 2.0), mobility / integration and semantic intelligence (Web 3.0).
Kaya (2010) also evaluated the e-business web site quality assessment methodology with the modified
fuzzy TOPSIS approach. Fan and Tsai (2010) also investigated the impact of web design quality and
internet marketing strategy on the success of a web site.

As a result of studies on web site quality, it was found that web site quality had an impact on
different factors. For instance, in their study in which they investigated sub-dimensions of the web
quality, online store and image, system quality and information quality, Bai et al. (2008) found that web
site quality had a direct and positive impact on the consumer satisfaction, and the consumer satisfaction
had direct and positive impact on consumers' purchasing intentions. In his study in which he investigated
the relationships between the web site quality dimensions, consumers' attitudes towards web sites and
purchasing intentions on a student sample, Aladwani (2006), on the other hand, tested the model in
which the quality of the web site, which consisted of technical quality, general content quality, specific
content quality and appearance quality, affected consumers' attitudes towards the web site, which
subsequently has an impact on the intention to make a purchase it. As a result of the study, it was found
that only the technical dimension of the web site quality, directly and indirectly affected the purchasing
behaviors through the attitudes of the consumers towards the web site. It was found that the specific
content quality and appearance quality, on the other hand, had a stronger relationship with the consumer
attitudes towards the web site than the technical quality and general content quality.

Zhang and VVon Dran (2001) analyzed the web site quality features in a two-stage study. First of
all, they addressed the subject within the context of the KANO model and dealt with the web site quality
characteristics of the 32 web site quality features examined under the dimensions of basic, performance
and exciting. The basic dimension is the minimum acceptable quality dimension expected by the
customers that are offered to customers and not considered. Performance quality expectations, on the
other hand, are the dimensions that are consciously emphasized. This dimension is advertised and when
it is missing, it is perceived as disappointment or disadvantage. The exciting quality dimension, on the
other hand, comprises the dimension that satisfies the customers and makes them loyal customers. In
that study, they stated that there were nine web site quality features in the basic dimension and they

pointed out that the most important feature of the basic dimension was the visual design, the accuracy
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of the information and the web site responsiveness. The performance dimension, on the other hand,
consisted of sixteen web site quality features, which included ease of orientation, clear layout of
information, visual design, updating of information and up-to-date information. The exciting quality
dimension, on the other hand, consisted of six web quality features; a variety of information sources,
timely info, appropriate descriptive text, search tools, data security, product and service prices. Fink and
Nyaga (2009) also found in their study that web site quality was measured by their usefulness,
interactivity, knowledge quality and risk. As a result, they found that usefulness was indicative of high
quality and riskiness was indicative of low quality.

In their study in which they investigated the impact of the online advertising on the known and
unknown web sites on the perceived quality of the advertised web sites, and the consumer’s intention to
re-use these web sites, McCoy et al. (2009) found that the known web sites and online advertising had
an impact on consumer perceptions of web site quality and re-use. This conclusion confirmed that online
consumers’ familiarity with a web site was important for the success of online trade.

Jones and Kim (2010) investigated the effect of retail brand confidence, off-line patronage,
clothing involvement and web site quality on the tendency to purchase clothes online. The quality of the
web site in this study on female consumers was dealt with in three basic dimensions; usability and
knowledge quality, visual appeal and image quality, and finally interaction and innovation quality. As a
result of the study, it was found retail brand confidence, off-line patronage, clothing involvement and
two dimensions of web site quality (usefulness and information quality; visual appeal and image quality)
had a significant impact on women's tendency to purchase clothes online. Another result of the study
was that the off-line patronage had the strongest impact on online consumers' tendency to shop online.
Delone and McLean (2003) also found in their study that web site quality had a direct impact on the
productivity of businesses. In the same study, the web quality was considered as information quality,
system quality, service quality and the unique quality of the seller.

Wells et al. (2011) found that the quality of the web site significantly influenced consumers'
perceptions of the product quality, especially when consumers were enabled a high level of information
asymmetry and this, in turn, affected the consumers' intent positively to purchase online. The result of
this study was that the quality of the web site could affect the perceived product quality when consumers
had limited information about the product. As a result of their study in which they investigated the web
sites of three large internet bookstores selling from the internet on the student sample and evaluated
them using the WebQual 2.0, Barnes and Vidgen (2001) found that the web users tried to find the most
accurate information and were interested in ordering and getting their products reliably. These features
are very important in terms of e-commerce web sites.

In their study in which they investigated the relationship between web site quality dimensions
and consumer satisfaction, Sadeh et al. (2011) found that web site quality dimensions were research

facility, providing detailed information, privacy and security, interaction facilities and contacts, speed,
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and facility of access, availability of relevant downloads and reliable and up-to-date information. As a
result of this study, it was found that all of these dimensions positively and significantly affected the
consumer satisfaction. Similarly, in their study, Hsu et al. (2012) investigated the effects of playfulness
and perceived flow, which were perceived as mediators on consumers' satisfaction and purchase
intentions. As a result of the study, it was found that the quality of the web site had an impact on the
playfulness and perceived flow of the customers, which in turn impacted the customer satisfaction and
their intention to make a purchase. It was found that the service quality dimension, one of the web site
quality dimensions examined in this study affected the purchasing intention and satisfaction of
customers more than the other dimensions (information quality and system quality).

Liao et al. (2006) investigated the impact of users’ perceived web site quality consisting of
appearance, content quality, specific quality, technical sufficiency / adequacy and their habits in e-
commerce on the intention of the users’ confidence and perceived benefits to continue to use the site
afterward. As a result of the study, they found that consumers' intention to continue using a B2C web
site was determined by consumers’ perceived benefits, confidence, and habits. Interestingly, according
to the other web quality dimensions of the web site, it was found that the technical capability dimension
was the dimension with the most important influence on confidence.

Lee and Kozar (2012) considered the web site usability as telepresence, navigability,
interactivity, learnability, readability, content relevance and credibility and found that these dimensions
had a direct impact on the purchasing intentions of consumers. As a result of the study, it was found that
content relevance was the most important factor affecting the purchasing intentions of consumers. As a
result of the studies they performed on students, Ha and Im (2012) found that the quality of the web site
had an indirect impact on pleasure, arousal and perceived product information quality, and an indirect
impact on satisfaction, and the intention of word of mouth marketing. In a study conducted on 457
American consumers, Cho et al. (2014) found that web site quality played an important role in the
perceived risk and quality of the wine, and the service quality and quality of information reduced
consumers' perceived risk of online wine purchase.

Ethier et al. (2006) investigated the relationship between the consumer emotions and B2C web
site quality during online shopping. The results of the study showed that the quality of the web site
during online shopping had a positive effect on the cognitive evaluations of the consumers, which were
expressed as liking, joy, pride, dislike, and frustration. Very few participants stated that they did not feel
any emotion. The results of the study also demonstrated that a large majority of consumers experienced
the feelings of liking and joy more intensively. In a similar study, Ahn et al. (2007) found that
playfulness had a significant positive impact on the individual attitude and behavioral intention to use
an online retail web site. Consumers continued to use these web sites when they felt their web sites were

fun and they were loyal to these interesting and playful web sites. As a result of the study, the quality of
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the web site, classified as the system, information and service guality, also had a significant impact on
the consumers’ perceived ease of use, playfulness, and usefulness.

In their study in the United States where they investigated the impact of web site quality
dimension of the consumers’ willingness to use the online travel agents, Park et al. (2007) found that
the ease of use was the most important dimension in determining the willingness of consumers to use
the web site. It was found that the other dimensions were information / content, responsiveness,
fulfillment and security / privacy, respectively. Interestingly, there was no relationship between the
visual appeal and willingness to use the web site.

In their study in which they investigated the impact of web site quality perception of consumers
on their loyalty of the web sites where they shopped online, Denegli (2015) found that web site quality
dimensions were providing information, interaction, design, system and fulfillment quality. As a result
of the study, it was found that interaction, system and fulfillment quality dimensions had an impact on
the online loyalty of consumers. Karaosmanoglu et al. (2016), on the other hand, found that the web site
quality dimensions, which they regarded as technical capability, specific content, information quality,
security, interactiveness, and responsiveness impacted the consumers' tendency to purchase by means
of consumer-focused brand equity.

In a study by Serum et al. (2013) in which they investigated how the web administrators working
in government agencies evaluated the web site quality, it was revealed that usability was the most
important dimension in web site quality. User friendliness, the usability of the web site, content related
issues and access were other important dimensions. In particular, the quality of information was an
important factor for users to come back to the site. In their study in which they examined the web sites
of churches, Zech et al. (2013) investigated the quality dimensions of the church web sites and
concluded that there were three main dimensions. These dimensions were technical capability, web site
content and web site view.

It is seen that some studies on web site quality are cross-cultural. In one of these studies, Kim
and Lee (2006) investigated the web quality perceptions of the US and Korean web site users through a
designated web site. As a result of the study, while the twelve of the twelve-factor web site quality
dimensions were found in the American sample, ten of these dimensions were found in the Korean
sample. This result suggested that the emerging quality dimensions of the web site were not consistent

for both samples.

B. Web Site Quality Dimensions and Gender of Consumers

Whether there is a relationship between the dimension of the web site quality and the
demographic factors of users or consumers is one of the important topics discussed in the relevant
literature. For instance, Kim et al. (2004) investigated the demographic characteristics of the quality

dimensions of retail web sites of American and Korean internet users and how perceptions of
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respondents in both samples affected their attitudes toward online shopping. The web site quality
dimensions defined in the study were information quality, confidence, ease of use, visual appeal and
business process. As a result of the study, it was found that the elderly consumers in both samples had
less confidence in their web sites than the younger consumers. This result showed that online retailers
targeting elderly consumers should provide enough information to increase the confidence of elderly
customers trading on their sites. Besides, unlike the Korean sample, the American female shoppers in
the American sample had a positive perception of the visual attractiveness of the web site in comparison
to men. This particular result was explained by the fact that according to the researchers, women were
more sensitive and prone to the visual experience of online shopping.

In their study in which the web site quality dimensions for apparel retailers and whether these
quality dimensions were the determinants of the shopper's satisfaction on 273 American women's online
apparel shoppers, Kim and Stoel (2004a) identified six web site quality dimensions. According to the
data obtained from the female consumers in the age range of 19-77 years (with the average age of 36)
participating in the study, these dimensions were; web site appearance, playfulness, fit to task
information, capability, response time, and confidence. Out of these dimensions, it was found that fit to
task information, capability and response time dimensions were the important predictors of female
consumers' satisfaction. This particular result revealed that the content of a web site and its transactional
gualities were important in increasing customer satisfaction. It was found that the participants (96% of
the sample) were satisfied with the web sites where their questions were answered.

In their other study, Kim and Stoel (2004b) compared and examined the dimensional hierarchy
of retail web site quality, based on the five proposed models, with the data obtained from 273 American
female online clothing shoppers. The research results revealed that the web site quality of the sites where
clothing products were sold was best conceptualized as a twelve-dimensional structure. The web site
guality included the perception of twelve different dimensions of web users rather than a single holistic
measure. These were composed of the following dimensions; fit to task information, tailored
communication, online completeness, relative advantage, visual appeal, innovation, emotional appeal,
consistent image, ease of understanding, intuitive operations, response time, and confidence.
Seethamraju (2006) investigated web site quality in terms of user perceptions and found that there were
no significant differences between men and women. However, it was found that women were more
satisfied with their online purchasing experience than men.

Since there were undergraduate students in the sample of the present study and the age of the
students were at a certain interval, the age criteria could not be investigated. Based on the information
in the relevant literature mentioned above, it was aimed to investigate whether there were differences
between consumers' web site quality preferences in terms of gender and if so, which dimension caused
this difference. Based on this, the following hypothesis was established.

Ha: Consumers’ preferences for web site quality are different by gender.
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Il. METHODOLOGY

A. Purpose
The purpose of this paper is to investigate web site quality dimensions and whether there exist

differences in web site quality dimensions based on the gender of the respondents as consumers.

B. Sampling

There is no listing of consumers using the internet that can be used for sampling in Turkey. For
the sampling procedure, convenience sampling was used. Therefore, we decided to include the
undergraduate students (1847 total) using the internet at the Business Administration Department of
Uludag University in Bursa, one of the largest cities in Turkey.

C. Data Collection and Questionnaire

Face to face questionnaire was used to collect the data. The questionnaire adopted from the
previous researches (Loiacono et al., 2000; Zhang and Von Dran, 2001; Barnes and Vidgen, 2001; Kim
and Stoel, 2004b; Aladwani, 2006; Liao et al., 2006; Kim and Lee, 2006) was used to measure
consumers’ web site quality evaluations. The questionnaire was comprised of five multiple-choice and
30 Likert-type items. The questionnaire also elicited respondents’ biographical data regarding their age
and gender. Web site quality evaluations were rated by respondents on a 5-point Likert scale (not all
important =1; very important=5). Prior to the final data collection, the questionnaire was pre-tested with
30 respondents to evaluate how well the questionnaire was understood. It turned out that none of the

guestions needed simplification. The questionnaire was conducted during the period of May -June 2016.

D. Data Analysis

The data were analyzed by descriptive statistics (frequencies and means). Exploratory and
confirmatory factor analyses were conducted to identify the main groups of web site quality evaluations.
Independent-sample t-tests were performed in order to analyze the gender differences in preferences
towards web site quality dimensions. For the statistical analyses, SPSS 23 and AMOS 23 were used.
The level of significance was set at 0.05. Further analysis on the scales’ reliability was conducted by
calculating Cronbach’s alpha. The reliability of the scale items was 0.852 (indicating good reliability)

and no items were extracted from the scale.
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I11. RESULTS

A. Participants’ Characteristics

The study carried out was composed of a total of 262 participants 128 of whom were males and
134 females using the internet. Students aged between 18 and 24 participated in the survey. The sample
corresponded to approximately 14% of the total number of the undergraduate students (1847 total) at

the Business Administration Department of Uludag University in Bursa.

B. Measures

1. Web Site Quality Dimensions

One of the main purposes of this research was to establish which web site quality factors were
preferred by the consumers. Thus, a varimax rotated exploratory factor analysis was carried by using
the principle components technique. Prior to the exploratory factor analysis, the Cronbach's Alfa value
of the scale was examined and it was seen that no variable existed within the scale that reduced the
reliability. The Kaiser-Meyer-Olkin (KMO) measurement regarding the proficiency of sample was
0.827. This value was within the acceptable limits. The Barlett Sphericity Test results revealed that
factor analysis could be used for these scale questions (y2= 2855.701; p=0.00). The varimax rotated
principle components technique was used in order to test the validity of the theory-based model. The
factor analysis demonstrated that a consistent structure in which there were 29 variables was collected
under 8 factors. One item (up-to-date information) was omitted from the analysis as it scored lower than
0.50 factor loading. The exploratory factor analysis results showed that the factor loadings were between
0,41 and 0,83. 8 factors (composing nearly 62% of the total variation) whose eigenvalue were greater
than 1 were found and these factors (according to their total variances) were named as design and visual
appeal, system quality and ease, interactivity and business process, security and confidence, links,
customer-oriented information / content, innovation and image, providing useful information. The
factors, the features of these factors, the sub-variables included in each factor and factor loadings are
illustrated in Table 1.

After the factors obtained as a result of factor analysis and the sub-variables related to these
factors were examined, it was found that design and visual appeal accommodated nearly 22% of the
total variation. This factor had 5 sub variables and of these factors, the factor that had the highest factor
loading had the variable “attractiveness of the web site background (background image)” (factor loading
=(.720). The other sub variables of “sufficient level of brightness of the display on the web site” (factor
loading = 0.713) and “use of attractive colors on the web site” (factor loading = 0.708) were those that
had the highest share. The factor of system quality and ease was composed of 4 sub variables and
explicated nearly 14% of the total variation. The sub variables of “fast loading of pages in a web site”

(factor loading = 0.784) and “Easy access to the web site” (factor loading = 0.761) were the ones that
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had the highest share in this factor. The interactivity and business process factor was composed of the
sub variables of “offering after-sales services (such as product return and replacement) to the customer
via the web site" (factor loading = 0.700) and "interaction and feedback between the consumer and the
business on the web site" (factor loading = 0.645) had the highest shares in this factor and this factor
explicated nearly 5% of the total variation. The factor of security and confidence explicated nearly 4,9%
of the total variation and was comprised of four sub variations. "Disclosure of warranty and return
policies on the web site" (factor loading = 0.697) and "safe and easy payments on the web site" (factor
loading = 0.657) sub variables had the highest shares in this factor. The links factor was composed of
the sub variables of “links from the home web site to other web sites™ (factor loading = 0.835) and "links
from the other web sites to the home web site" (factor loading = 0.790) and explicated nearly 4,5% of
total variation. The customer-oriented information / content factor explicated nearly 4 % of the total
variation together with the sub variables of “presence of customer-oriented information on the web site”
(factor loading = 0.710), “presence of customer-oriented useful information on the web site” (factor
loading = 0.645), and “presence of the company's products / services on the web site” (factor loading =
0.619). The factor of innovation and image accommodated nearly 3,7% of the total variation and was
composed of 3 sub variables: “consistent image of the web site with the image of the business™ (factor
loading = 0.753), “innovative and creative design of the web site” (factor loading = 0.492), and
“preference of the web site by other people”(factor loading = 0.416). Providing useful information factor
explicated nearly 3,3% of the total variation together with the sub variables of “easy to read, understand
and remember name of the web site” (factor loading = 0.796), “detailed information on web site” (factor
loading = 0.520), and “predictable place for the information searched on the web site” (factor loading =

0.482).

Table 1: Web Site Quality Factors, Factor Loadings, and Means

Web Site Quality Factors and Factor Loadings Means
| S
Q «©
3 -(Es - @ E % E —
ite Quali z z |58 §S8 |z |2
Web Site Quality Items > = bﬂg_ T S5c| = 8 -
g & |z2,|%8¢8 528 |22
_ 853 | >0 SR = £ a
c = c 23| 2o Ec| @ S E @
22 Sa |SE| 588 25|32 S5|e |8
22 22 |28%|365|< 28| g °ce|=s | §
o< AW |[Ea|nO0 |3 O£ | £ as|= w
1. I_Dresence_ of customer-orlgnted 0.710 385 | 3.78
information on the web site
2. Eresence_ of customer-orlgnted useful 0645 427 | 424
information on the web site
3. Pres_ence of the company's products / 0619 416 | 421
services on the web site
4. Correct Information on the web site 0571 4.49 | 454
5. Situelck reply to the customers on the web 0.561 438 | 440
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Web Site Quality Factors and Factor Loadings
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6. Resol\_/lng customer problems on the 0.553 420 432
web site
7. Offering after-sales services (such as
product return and replacement) to the 0.700 423 | 4.30
customer via the web site
8. Interaction and feedback between the
consumer and the business on the web 0.645 413 | 4.25
site
9. Safe and easy payments on the web site 0.657 464 | 456
10. Safe storage of customer information 0.637 a61| 452
on the web site
11. D!S(_:Iosure of warranty and return 0.697 434| 422
policies on the web site
12. Sending the digital bill to the
customers 0.612 420 | 4.25
13. Presence _of multimedia tools _(such 8| (5g5 400! 399
sound and images) on the web site
14. _Suff|C|ent level of_ brightness of the 0713 355 | 3.75
display on the web site
15. Pres_ence of headings and shapes on the 0622 366 | 384
web site homepage
16. Use of attractive colors on the web site | .708 337 | 3.59
17. Attractiveness of the web site
background (Background image) 0.720 346 351
18. Quick access to web site 0.557 4.40 | 4.40
19. Fast loading of pages in a web site 0.784 4.35| 4.40
20. Easy access to the web site 0.761 4.40 | 4.40
21. Presenting information on the web site
impartially 0.500 419 | 4.28
22. Detailed information on the web site 0520 | 422 | 4.27
23. Easy to read, understand and remember
name of the web site 0.796 | 3.96 | 3.95
24. Predictable place for the information
searched on the web site 0.48214.09| 4.18
25. Lmk_s from the home web site to other 0.835 341 | 350
web sites
26. Links frorr_l the other web sites to the 0.790 341 | 344
home web site
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Table 1: Web Site Quality Factors, Factor Loadings, and Means (Continued)

Web Site Quality Factors and Factor Loadings Means
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27. Innovative and creative design of the
web site 0.492 3.86 | 3.93
28. Consistent image of the web site with 0.753 395 | 428
the image of the business ) ) '
29. Preference of the web site by other 0416 377 | 376
people ' ' '
Eigenvalues 6.543 | 4.144 | 1.527 | 1.479 | 1.363 | 1.223 | 1.109 | 1.015
Variation 21.809 | 13.812 | 5.092 | 4.930 | 4.543 | 4.078 | 3.696 | 3.384

The structure coherence of the scale used for the analysis was also tested by confirmatory factor
analyses. The eight factor confirmatory factor analysis was performed. We used the confirmatory factor
analysis in order to simultaneously evaluate the relations of each item with the factor representing the
construct they were supposed to measure and to determine whether these eight factors together represent
a valid structure. Confirmatory factor analysis was conducted to determine the validity of the scale when
a scale was applied in a different culture. In this study, the values of skewness and kurtosis of the data
were examined and it was seen that the data showed normal distribution. The skewness and kurtosis
values of the factors were as follows; design and visual appeal (skewness= -.732; kurtosis= .533), system
quality and ease (skewness= -.985; kurtosis= .738), interactivity and business process (skewness= -
1.280; kurtosis= 1.429), security and confidence (skewness=-1.203; kurtosis= 1.371), links (skewness=
- .510; kurtosis= -.683), customer-oriented information / content (skewness= -.933; kurtosis= .545)
innovation and image (skewness= -.833; kurtosis= .381), providing useful information (skewness= -
.992; kurtosis= .986). The values of skewness and kurtosis were between the values of -1,5 and +1,5.
These values are within the required limits (Tabachnick and Fidel, 2012). As a result of the analysis
carried out in AMOS 23 programme, it was seen that some modifications have to be made. It was found
that the coherence indexes of the scale before modification were ¥2/df=2,05, root mean square error of
approximation (RMSEA)= 0.06, root mean square residual (RMR)= 0.05, goodness of fit index (GFI)=
0.85, comparative fit index (CFI)= 0.85, p= 0.001. It was found that the coherence indexes of the scale
after modification were y2/df= 1,88, root mean square error of approximation (RMSEA) = 0.05, root
mean square residual (RMR)= 0.05, goodness of fit index (GFI)= 0.90, comparative fit index (CFIl)=
0.90, p= 0.001. In the literature, the accepted values of these indices were x%/df < 3; GFI > .90; CFI >
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.90; 0.05 < RMSEA < 0.08 (Baumgartner and Homburg, 1996; lacobucci, 2010; Weston and Gore,
2006). The results of the confirmatory factor analysis show a good fit.

2. The relationship between web site quality dimensions and gender of consumers

In this study, it was examined whether there were significant differences in the preferred features
in web site quality based on the gender of young consumers; a t-test analysis was used to reveal in which
features those differences were found among the features analyzed. The means of the features likely to
be preferred in web site quality based on gender used in the t-test are illustrated in Table 2. Looking at
Table 1, (the means of the features likely to be preferred in web site quality) it is clearly seen that
females, when compared to males, were more interested in the following issues of “sufficient level of
brightness of the display on the web site, presence of headings and shapes on the homepage, use of
attractive colors on the web site and consistent image of the web site with the image of the business”.
Males, when compared to females, on the other hand, were more interested in the issues of “safe and
easy payments on the web site, safe storage of customer information on the web site and disclosure of
warranty and return policies on the web site”.

When the t-test analysis was applied to the hypothesis formed, the eight dimensions preferred
for the web site quality displayed the differences in terms of gender. Looking Table 2, since 2-sided sig.
values of only one dimension (providing useful information) is < 0.05, the H1 hypothesis was accepted.
In other words, no significant gender-based differences amongst young consumers were found in the
other dimensions apart from those of one.

Table 2: T-test results about web site quality factors by gender of young consumers

95 % Confidence
Web Site Quality Factors by t Df Sig. Mean Std. Error Interval of the
Gender of Young Consumers (2-tailed) Difference Difference difference

Lower Upper
Design and Visual Appeal 0.202 | 259 0.84 0.02 0.09 -0.16 0.20
System Quality and Ease 1.619 | 259 0.11 0.11 0.07 -0.02 0.25
Interactivity and Business Process | 0.441 | 259 0.66 0.03 0.08 -0.12 0.18
Security and Confidence 1.771 | 259 0.08 0.12 0.07 -0.01 0.26
Links 1.851 | 259 0.07 0.24 0.13 -0.02 0.49
Customer-Oriented Information / 0760 | 259 0.45 0.06 0.08 -0.10 0.23
Content
Innovation and Image 0.362 | 259 0.72 0.04 0.10 -0.16 0.23
Providing useful information 2.020 | 259 0.04 0.16 0.08 0.00 0.32
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CONCLUSION

In the success of their web sites, businesses should see the internet as a tool to reach niche
markets around the world. Web site quality features were an important factor in the online purchasing
of consumers. The appearance quality of the web site quality significantly affects the perceived
usefulness of the users. In this sense, an aesthetic and attractive web site will increase the user's
perception of usefulness. In order to increase this perception, businesses should emphasize features such
as layout in web site design, use of colors, fonts and graphics. The content quality of the web site also
affects the usefulness and confidence that consumers perceive. In this sense, the properties of web sites
such as usefulness, completeness, clarity, currency, conciseness, and accuracy should be emphasized. If
these are not taken into consideration, customers may be able to stop making purchases and turn to
competitors' products. Since customers cannot touch, feel and try out the products in online shopping,
they should be informed clearly and in detail in their purchasing. The specific content quality of the web
site affects consumer perception and trust. For this reason, in order to enhance the confidence of the
consumers, all useful contents related to consumers, especially contact information, customer policies,
product / service details, and after-sale support must be presented to consumers in a clear and complete
way. Factors that constitute the technical qualification of the web site such as security, ease of
navigation, search facilities, usability, valid links, personalization or customization, speed of page
loading, interactivity, ease of accessing the site raise the confidence and perceived usefulness of
consumers (Liao et al., 2006: 479-480).

One of the most important factors affecting the success that businesses want to achieve through
their web sites, as far as we are concerned, is that both the business and consumer sides have different
perspectives. The results of the study conducted by Lee and Kozar (2006) on this issue support this
particular idea. In their study in which they conducted on the online consumers and web site managers
/ designers of e-businesses, Lee and Kozar (2006: 1396-1397) investigated the impact of web site quality
on the success of e-businesses. As a result of the study, firstly, it was found that each of the four web
site quality dimensions, which were defined as information quality, service quality, system quality and
vendor-specific quality, were relevant criteria in the selection of the most preferred web site. Secondly,
it was found that online customers perceived the web site quality factors in different e-business domains
with different significance. Another interesting point in the study was that perceptions between the
online customers and managers / designers were different as well. For instance, while managers /
designers consider the price as the most important factor in choosing the most preferred online travel
site, the online customers thought that information relevance and navigability were the most important
factors. This result demonstrated that the expectations of both sides and their thoughts were different.
Finally, it was found that there was a positive relationship between the web site preference of customers
and the performance of the business. It is because the order of the most preferred web sites matches with

the ranking of the highest performing web sites. This suggests that the web sites with higher web site
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quality will provide higher business performance. Furthermore, the web site quality perception is also
important to the success of e-commerce businesses as a factor directly affecting the intention of
consumers to use the web site (McCoy et al., 2009).

In the present study, firstly, the perceived web site quality dimensions of consumers were
investigated. As a result of the present study, eight web site quality dimensions were identified. These
web site quality dimensions are consistent with the web site quality dimensions that exist in other studies
in the relevant literature as well. For instance, the dimension of design and visual appeal was identified
in the studies conducted by Loiacono et al. (2000), Liu and Arnett (2000), Barnes and Vidgen (2002),
Yoo and Donthu (2001), Robbins and Stylianou (2003), Zhang and VVon Dran (2001), Moustakis et al.
(2006), Hausman and Siekpe (2009). Similarly, the following dimensions were identified by the
following researchers in their studies; the dimension of system quality and ease by Lin (2007), Bai et al.
(2008), Lee and Kozar (2006), Zhang and Von Dran (2001), Ahn et al. (2007), Park et al. (2007); the
dimension of interactivity and business process by Awward (2006), Sadeh et al. (2011), Liao et al.
(2006), Lee and Kozar (2012); the dimension of security and confidence by Robbins and Stylianou
(2003), Hernandez et al. (2009), Rababah and Masoud (2010), Barnes and Vidgen (2002), Yoo and
Donthu (2001), Loiacono et al. (2000), Liao et al. (2006), Sadeh et al. (2011), Park et al. (2007),
Ranganathan and Ganapathy (2002); the dimension of links by Hernandez et al. (2009), Liao et al.
(2006); the dimension of customer-oriented information / content by Kim et al. (2004), Kim and Stoel
(2004a), Lee and Kozar (2006), Liu et al. (2000), Liu and Arnett (2000), Lin (2007), Ranganathan and
Ganapathy (2002), Canziani et al. (2016), Zhang and VVon Dran (2001), Bai et al. (2008), Fink and Nyaga
(2009), Jones and Kim (2010), Delone and McLean (2003), Sadeh et al. (2011), Hsu et al. (2012), Ahn
et al. (2007), Serum et al. (2013); the dimension of innovation and image by Bai et al. (2008), Jones and
Kim (2010), Kim and Stoel (2004b), Loiacono et al. (2000); and the dimension of providing useful
information by Kim and Stoel (2004b), Lee and Kozar (2006), Loiacono et al. (2000).

In the present study, secondly, it was investigated whether there was a relationship between the
quality of the web site perceived by the consumers participating in the survey and the gender of the
consumers. As a result of the study, it was found that only the dimension of “providing useful
information" differed according to gender. This particular result supports the research hypothesis, but is
different from the study of Seethamraju (2006), which investigated the quality of web quality between
the male and female consumers and found no significant difference; it has a similarity with the result of
Kim and Stoel (2004a;b) that female online shopper sought appropriate information regarding the
dimension of web site quality. In other words, the gender-specific differentiation of the "providing useful
information" dimension from the web site quality dimensions obtained from the study supports Kim and
Stoel (2004a;b). This result obtained is closely related to the women-specific characteristics. Women,
in comparison to men, give more attention to details, and they have more elaborate and holistic thinking

abilities in what they are interested in. This ability comes from the fact that the female brain has different
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characteristics from the male brain. In other words, the fact that there are more neural networks between
the female brain hemispheres and the thicker fibers that provide linkage cause women to keep more
details in memory than men and remember better the details in the past (Barletta, 2003: 29). While
women's attention to details is a threat to businesses that are not aware of this particular characteristic
of women, it is a great opportunity for businesses that are aware of this characteristic. It is because
women consumers can detect many details and create an impression of the company. For this reason,
especially the businesses targeting women consumers, should take advantage of this characteristic
(Cleaver, 2004).

The present study was conducted on the students as consumers who used the internet in
evaluating the dimensions of web site quality. However, carrying out a research on students was in line
with the aim of the present study, since students used the internet more intensively than older consumers.
Furthermore, the use of student samples is widespread in e-commerce, internet usage and online
shopping behavior research (Aslanbay et al., 2009; Athiyaman, 2002; Chan and Fang, 2007; Cyr and
Bonanni, 2005; Dittmar et al., 2004; Jackson et al., 2001; Mummalaneni and Meng, 2009; Sherman et
al., 2000) and the patterns of findings in online shopping behavior are similar amongst student and non-
student samples (Ahuja et al., 2003). More recently, Hasan (2010) used student participants exploring
the gender differences in online shopping attitude. Investigating the other consumer groups in the future
studies and identifying the differences will be an important factor for market segmentation. Similarly,
the web quality issues can be evaluated in terms of web designers as well. The findings of the present
study have been validated only in one country. The study can also be extended through the evaluation
of web sites of businesses in different sectors and countries. In future studies, the relationship between
the web site quality dimensions and intention to make a purchase, consumer satisfaction and loyalty can

be examined within the framework of a model.
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