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5.12.1 Gender

The ANOVA test was conducted to investigate mean differences between males and

female students. The table 5.43 shows the result.

Table 5.43: ANOVA: Differences in Mean Score by Gender

Sum of Mean .
, Squares df Square F Sig.

Between Groups | .918 1 918 .698 404
Usability Within Groups | 802.439 | 610 1.315

Total 803.357 |611

Between Groups | 1.748 1 1.748 1.649 | .200
Interactivity ~ Within Groups | 646.557 | 610 1.060

Total 648.305 | 611

Between Groups |.1.873 1 1.873 1.700 | .193
Information ~ Within Groups | 672.130 | 610 1.102

Total 674.003 | 611

Between Groups | .194 1 194 180 671
Riskiness Within Groups | 656.508 | 610 1.076

Total 656.702 | 611

*P<.05 () Significance

The table indicates that there was no statistically significant difference between the
two gender groups. However for the purpose of completeness, table 5.44 provides the

mean scores for the two groups.

Table 5.44: Mean Score by Gender

Construcf Male (N=48) Female (N=54)
Usability 14.92 4.86
Interactivity 4.60 4.51
Information Quality | 4.84 4.75
Riskiness 4.66 4.66
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5.12.2 Year of Study

The two different years of study groups (year 1 and year 2) were used to investigate
significance differences. Table 5.45 shows the results of an ANOVA test conducted
to investigate the differences in mean scores. The table indicates that with the
exception of ‘Interactivity’ the mean score were significantly difference among the
two groups of ‘year of study’. The mean scores of these constructs are shown in table

5.46.

Table 5.45: ANOVA: Differences in Mean Score by Year of Study

Sum of Mean .

7 7 Squares af Square . F | Slg'

Between Groups | 6.090 1 6.090 4.660 |.031*
Usability Within Groups | 797.267 610 1.307

Total 803.357 611

. Between Groups | 2.978 1 2.978 2.815 |.094

Interactivity ~ Within Groups | 645.328 610 1.058

Total 648.305 611

Between Groups | 5.177 1 5.177 4.721 |.030%
Information ~ Within Groups | 668.826 610 1.096

Total 674.003 611

Between Groups | 6.358 1 6.358 5.964 |.015%
Riskiness Within Groups | 650.344 610 1.066

Total 656.702 611

*P<.05 () Significance

It can be seen that the greater the years of study of the respondents, the lower the
constructs ‘Usability’, ‘Information’ and ‘Riskiness’. Perceived web site quality as
determined by ‘Interactivity’ was not affected. These results will be discussed in

chapter 6.

Table 5.46: Mean Score by Year of Study

Construct Year 1 (N=33) | Year 2 (N=69)
Usability 502 4.81
Information 4.92 - 4.72
Riskiness 4.79 4.57
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5.12.3 Area of specialisation

The area the respondents specialised was classified into eleven categories as shown
in table 5.1. Significance differences in mean scores for the various groups were

established by the ANOVA test as shown in table 5.47.

Table 5.47: ANOVA: Differences in Mean Score by Area of Specialisation

Sum of : Mean .
: Squares df Square E. Sig
Usability Between Groups | 13.529 10 1.353 1.029 | .417
Within Groups | 789.828 601 . 1.314
Total 803.357 611 .
Interacfivity Between Groups | 12.136 10 1.214 1.146 |.325
Within Groups | 636.170 601 1.059
- Total 648.305 611
Information Between Groups | 25.843 10 2.584 2.396 |.009*
Within Groups | 648.160 601 1.078
Total 674.003 611
Riskiness Between Groups | 33.795 10 3.380 3.261 |.000%*
Within Groups | 622.907 601 1.036
Total 656.702 611
*P<.05 () Significance

The table indicates that there were statistically significant differences between the
areas of specialisation for ‘Information Quality’ and ‘Riskiness’. The mean scores of

these constructs are shown in table 5.48 and discussed in chapter 6.
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Table 5.48: Mean Score by Study Area of Specialisation

Description - N Information | Riskiness

: : E | Quality '
Master of sport management - 4.83 5.11
Master of Professional Accounting 20 4.89 4.79
Master of Business Administration 18 4.71 4.51
Master of International Business 18 4.73 4.46
Master of Professional Finance and Banking | 1 5.19 5.14
Master of Human resource Management 7 4.52 4.49
Master of Management Information Systems | 29 4.74 4.67
Master of Strategic Project Management 2 5.57 5.36
Master of Professional Marketing 1 6.06 6.14
PhD 3 5.01 4.64
DBA : 2 4.47 4.22
Total 102

5.13 Qualitative Analysis: Comments

The participants were asked to make a final comment on each of the six PA web
sites. Table 5.49 shows the frequency distribution of the comments and/or
observations per web site. Out of the total 612 questionnaires, 426 or 69.6% had

comments in relation to specific web sites.
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Table 5.49: Comments/Observations by Participants

Professional firm Comments/Observation (No./%)

Comments |~ No comments Total
PricewaterhouseCoopers (PWC) 81 | 21 102
79.4% 20.6% | 100.0%
Ernst & Young (E & Y) 78 24 102
76.5% 23.5% | 100.0%
KPMG 79 23 102
77.5% 22.5% | 100.0%
77 25 102
Deloitte 75.5% 24.5% | 100.0%
Investor Group 56 46 102
, 54.9% 45.1% | 100.0%
PKF Australia 55 47 102
53.9% | 46.1% | 100.0%
Total 426 186 612
69.6% 30.4% | 100.0%

These comments were analysed and are discussed and presented in chapter 6.
5.14 Summary

In this chapter the demographic data for the participants were described and the
responses were verified for reliability and validity. Tests indicated acceptable levels
for statistical tests to be used. This enabled an assessment of the quality levels of the
PA sector as well as the six PA web sites as determined by the quality constructs and
the 24 variables. The statistical tests included descriptive ones (e.g. mean scores), t-
test (to show differences) and ANOVAs (to indicate the effects of moderating

factors). The findings will be discussed in the next chapter.
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CHAPTER SIX
'DISCUSSION OF FINDINGS

6.1 Introduction

The data una]j’sis in the previous chaplér_p.r.widcd assurance fO_l; 1he measurement of .
the consinucts and variables in terms Df. w;&lidity and reliability. It also provided an
analysis of the dala, Based on the anelysis, the WebQual/PA ins'tmr_nent used in this
study was found to have strong measurement validity. The instrument has 24 items
(variables) which provide valuable and accurate measures of 4 cunsﬁtfucls of Web site
quality that indicate the perceived qualily of a PA web site. [t was apparent that some
constructs and variables ranked higher in terms of quality and different PA- firms
reflected these dimensions differently. This chapter discusses these. findings in the
context of Australian bascd PA fiyms,

The first section explains the characteristics of the respondents who provided data for
this study. Discussions oyﬁhc quality dimensions for the sector and individual firms

are provided. Moderating factors are discussed to determine their impact on quality.
6.2- Charactéristics of Participants

The participants of this study were post-graduate students in businéss.-'fhe majority
(68%) were iu their second of study which:indicates a group which had successfully
been exposed .to -business units irrespective of their undérgraduate degree, In
addition, the academic year for Edith Cowan Uni#ersit)'r commences in February and
ends in December, Considering this stud.y was conducted in October 2005, the 32%
first vear students had .comp]eted one semester and were quite advanced in their
sccond semester. This indicales that the respondent should ﬁave_ had éldeguate

knowledge of business services which PA firms are likely to offer.

There were more female {(33%) respondents than male (47%). A possible reasen for

this is that the timing of the ]aboratm"'y session was conveniently scheduled to
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coitcide with the hour belore or after 2 lecture. Maybe female students were more
willing 10 come before the lecture or remain after the lecture, In addition, flyers were
conslantly d_istri'buted in the masters’ computer .Iaborato.ry, and students requested to
voluntarily indicale”altcmalive times. Thé fés'ulls may indicate that more fenﬁie
studeﬁts use the c_orhpu.ter laboratories andfor were mofe agreeable (o participate in
the study. I . :

More than a quarle_i' of- tﬁc' participanls (28.4%) sp.ecia]izel.:i in the Master of
Management Information Systems, whilt’; another 19.6% speeialized in Professional
Accounting, The Master of Business Admlnlstmtmn and Master of Inlematlonal
Business each had 17.6%. These four masters’ programmes may be considered as
core proprammes for today’s busmess environment. They are multi-dimensional,
multi-discipline and mulii-national, The four prngrammcs accuuntcd for over 83% of
the participants, This means most of the tespondents would have had sufficient
knewledge of both services required to manage businesses as well as skills to interact
and evaluate a web site, For éx_nmple, the majorily of the Master of Management

Infnn_'r'laticn students were drawn from a ‘web-usability” class.

63 PA Web Site Quality Dimensions

"This study determined the web site quality dirﬁep_sioﬁs for PA firms 1o be Usability,
Intcruct'ivit'y, Inform'ution Qualily and: Riskiness Eak:h cunstrﬁct or dimension

consisted of six variables. The dlmenszcns themse]\res wcre supporled by 24

questions as shown in figure 6.1 below
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Learning Locating services
Ease of use Competency
Design appropriateness

Altractive appearance

Sense of personalization
Seeking services
‘Search facilities

| Reputation

. Ease of communication
Site interaction-efforts:

Level of detail Accuracy
.- Format appropriateness = Believable
Helpful inunderstanding. « Relevancy

Access security
Communication security
Transactions secutity
Service delivery security
Information usage security
Privacy measures

Figure 6.1: WebQual/PA Overview
6.4 Quality Assessment for the PA Sector Web Sites

As shown in the previous chapter, the evaluation of web sites revealed different
quality levels across the PA sector. Figure 6.2 shows the four constructs ranked by
their mean scores with the scale displaying the highest to the lowest quality levels.

All the constructs were rated higher that the scale mid-point, which was 4.

The findings reflected in figure 6.2 highlights usability as the construct with the
highest quality in the sector, as revealed by the mean score. The statistical analysis
reviewed that the quality level of usability is not significantly different from
information quality. The PA sector reflects riskiness and interactivity as the
constructs with the lowest quality levels respectively. On average the mean score of
all the constructs were above the mid-point. To understand the implication of these
findings, the different constructs are discussed below and recommendations given

later in chapter 7.
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Figure 6.2: Constructs Determining the Web Site Quality of PA Sector

Usability, |
4.88 Information
: Quality, 4.78

Riskiness

464 Interactivity,
4.55

6.4.1 Usability

As indicated in the literature review in chapter 2, usability is concerned with the
ability of the web site meeting the user’s needs. On average the PA web sites have
the ability to meet the needs of prospective clients as the mean score is above the

mid-point. The variables within the usability were rated as follows:

e ‘Learning’ (5.0)

e ‘Locating services’ (4.90)

e ‘Ease ofuse’ (4.90)

e ‘Competency (4.89)

e ‘Design appropriateness’ (4.88)

e ‘Attractive appearance’ (4.71).
PA web site portrayed a good page layout which facilitated easy location of the
services. The participants were able to locate 48 different services (see table 5.2,

chapter 5). As noted in chapter 1, PA firms are all-round advisers where they serve a

wide range of customers and offering a variety services. Another aspect was the sites
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appesrance. The clients should not confuse a Pro[‘éssional Accounling site with ather
sites dug to the lype of graphical symbols and texiual organisation. The appearance
of the sie should not only be appropriate but also attractive. As observed by Niclson
(20043, web site users spend much of their time on other web sites and hence form an
opinion of their expeetations based on what is commonly done on most other sites,
The PA firms, therefore, are expected to poriray some 'c]egrcc of commonality on
their sites in respect of appearance otherwise sites will be harder to use and clients
will leave, Although the two variables ‘appropriateness of the design’ end ‘attractive
appearance’ had a mcan score ahove the mid-point, they had the least quality level.

This implies that they Lave room for improvement.

Usnbility also deals with the location of page components including 1exiual
descriptions, labe) prompls, colour and messages, On average, the PA seclor sites
were casy to use and understand. A site easy (o use implies good navigational links.
Elements of navigatian deal wilh the depth and breadth of paths for the PA firms. It
also touches on how the pages and links are displayed. A site which is well designed,
coupled with excellent navigation and a site index, has positive influcnee 1o user
satisfoction, This is because 1t will make it casy for clients 1o locate desired services
andfor information within n reasonable time. Clients of PA firms arc business
managers who are conslnntly. expericneing time shortages, and are in need for urgent,
accurate and timely information for decision making supporl. As noled by Niclsen
{(2004), the web is no longer an experiment for managers (PA clients) but a
mainsiccam. On average, the PA seclor portrayed a sense of competency and

navigetional possibilities, which are above average.

6.4.2 Interactivity

As noted in chapter 2 interactivity can be scen 10 include the extent to which the web
sitc communicales wilh users and responds to the uscr’s communication needs, The
interactivily construct analysed in chapter six consisted of the {ollowing variables

with the ratings as shown:
+ ‘Ease of communication® (4.95)
» ‘Search facilities’ (4.80)

s “Secking services’ (4.55)
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e ‘Sile interaction efforts’ (4.50)
+ ‘Bense of personalisation’ (4,36)

»  ‘Repitation’ (4.12).

Wilhin the interactivity constructs ‘ease of communication’ variable was raled
highest. With the mean score being within the third quartile, the rating supporls the
presence o‘f visible contact facilities such as e-mail, telephone, fax or ‘real 1ime
chatting”. Clients will have a feeling of control when they are able to choose the
liming, content and sequence of communicating with the site.  On average,
participants were able {0 personalise the interaction with the site by being able to
customise the information reparding a service in arder to help them understand it in
their context, The PA sector services a variety of clients from different backarounds
hence user control is an imporiant web site quality factor, BRW (2004 Fel. 26-
march 3) gave a list of the seetorsforganisations served by PA firm which ranged
from the manufacturing sector to the financial sector to the health seclor. Almost

every seclor was represented.

A further enhancement is the use of a search engine to find the required information
logether with oplions, alternatives or choices. With a high quality of user control,
efforls required to be ﬁcrl’ormed by clients to achieve tasks {i.e. either perform
transactions or seek information or communicate with the firm) will be minimized ().
The presence of ‘search’ and ‘contact us” facilities, including email, enhances the
quality of interactivity in terms of user control. However, as it will be noted in the
later analysis, the presence of these facililies is not enough because the quality may

be affected by the web page layout, which determines their ease of use and visibility.

As noted in BRW (2004, Feb 26 — March 3) “One reason small listed companies
would want 1o have one of the Big Four firms audil their accounts is because the
firms reputations are reassuring for companies’ shareholders and creditors” {p85).
The PA sector is a repulation sensitive sector because most of the operations of
public accounting firms are publicly available through the clients published accounts
or other public channels like the media. As revealed by the analysis, reputatilon was
the lowest rated variable within interactivity. This may imply that the respondents,

on the average, were able to locate only some of the reputation clues within the site,
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The relatively low rating implies that the sector requires improvement in such ateas
as compelency porlrayed by the site and management/pariners, positive historical
performance and third party reputativa. As the web provides a mecns of gathering
information without personal contact provious happenings contributes positively to
the quality of the site,

Overall interactivity is the lowest rated construct in the PA sector with a mean score
of 4.55. The PA firms can enhance interactivily by providing ivedback mechanism
for clients to comment aboul the site including such aspeut 3 the range of service,
response time and expeciation. Secondly, there is need five visible and convincing

reputation clugs.

4.3 Information Quality

PA firms are basically service providers hence information plays an important rale in
client support. Chapter 2 and 4 expounded on this and explained the six variables of

information quality construct which consisted of:

+ ‘Believable’ (4.93)

» *Helpful in understanding’ (4.79)

¢ ‘Level of detail” (4.78)

+ ‘Relevancy’ (4.78)

e ‘Accuracy’ {4,75)

* ‘Format appropriateness' (4.67).
These variables had different quality levels reflecled by the mean scores. The
variable *how belicvable the information was’ had the highest quality level with a
mean score of 4,93 while ‘eppropdatencss of information format lor the task® rated
lowest with a mean score of 4,67, Four of the information quality variables were
statistically not different. These were ‘level of detail; the extent 10 which the right
level of detail was provided®, ‘accuracy; whether the information on the site was
accurate’, *relevancy; the extent to which the information is relevant to the task® and

*helpful in understanding the site’. Looking at the six variables of information
quality, the inter-relatedness of these variables explains why their mean scores are
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clustered together, For example accurste information may imply believable
information while right level of detail of information may enhance the site

understandability.

The mean score indicate that information quality of the PA scctor is above average,
indicating that the format of the information preseniation was appropriale for
loeating and Jor seeking accounting services within the sites. [n addition, the analysis
shows that information was accurate enough to support the *believable’ variable, The
facl that ‘believable® information variable had the highest mean may also imply that

the PA sector has links that provide relevant, accurate and useful infarmation.

In this study, the participants were required to souree a service and lollow the links
and instructions up to the ‘final stage® of the (ransactien. On average, the web sites
provided current information with reasenable levels. Participants were able 1o locate
a wide range of services (see table 5.2, Chapler 5) is a support to the above average
level of relevancy variable, As noted by Niclsen (2004), web sites need to have all
the information (and services) required by users. Completeness does nol necessarily
imply quantity, which may resull in information overload, bul may require
scannable, highlighted keywords and focused meaningful headings. As noled
elsewhere, web site users spend timé on competitors siles, hence they already have
an expectation of the *appropriate level’ of corpletencss, In addition, users have
limited trust on the availability of the same information at later date. Mence they
usually print out (Nielsen 2004) and/or scan the pages as soon as they encounter
them,

The foregoing discussion shows that the PA seclor, on average, provides quality
information. As regards the level of detail, they start with summarised information or
conclusions on the home page and provide details on subsequent pages. In this way,
PA firms can enhance client satisfaction by ensuring ‘tailor made’ information is
available to clients at the right level of detail, presented via an appropriate format and

relevant to their decision requirement.

6.4.4 Riskiness

Perceived risk is genevally seen as a preat concern 1o clients in an electronic activity

{Cooper & Emory, 1995). This is partially because the conclusion of a transaction
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depends on the degree of safety associaled with the site. This is more so in an
cnvironment involving online services. As shown in figure 6.2 and explained in
chapter 5, riskiness of PA web sites was evaluated and rated using six variables

namely:
»  ‘Service delivery sgcurily‘ 4.79)
o ‘Information usage security’ (4.76)
o ‘Access security’ (4.66)
. ‘Comrﬁunicution securily’ (4.61)
* ‘Privacy measurcs’ (4.58)

+ ‘Transactions security’ (4.47).

The relatively low rating of the risk construct suggests that the PA sector requires
measures to minimise perceived risk, The study therefore supports the findings of
Fink {1999} where business students concluded that the capabilitics of e-commerce

will not be fully achieved unless concern aboul potential risk is overcome.

In respeet 1o lask completion, for the parlicipants in this study *transaction
seeurity” risk was of concern. It was the lowest quality rated risk variable. This
means (hat the siles ware not perceived sirong enough lo convinee the parlicipants
that 1l firms have pul in place adequate security measures fo support the completion
of transactions. On the other hand, ‘service delivery’ risk was raled highest. This

means participants determined that the firms could deliver services as promised.

{On a caulionary note - the process of online service transactions may have been a
new cancepl 1o the participating business students and hence they may not have been
clear how this can be implemented. In addilion, some accounting services may not be
concluded over the internet and the participants would favour more traditional
methods to minimise the risk. However, as e-commerce expands to include more of
ouline services, PA firms require measures to assure clients that it is possible and

practical to transact online.

The participants rated ‘communication security’ above the mid-point which reflects

the feeling of security while communicating with the firms but siil} has room for
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improvement. Maybe this could be explained by the average rating of the other risk
variables as they are inter-related. Security overall may be improved by making the
sile more attractive and appropriate for accounting services thereby minimising the
risk associated with ‘access si:curiiy‘. The home page l2yout plays an imimrlant role
in capturing the attention of the client and dctcrmin'ing the initial level of perceived

‘risk.

In addition, as noted elsewhere in this study, rc.ptjtalion of the firm contributes
positively to risk minimisation. PA clients deal with confidential information about
"(he operations of (he 6rgﬁnisations they répres_cnl. Unnﬁlhdr‘nsﬁd disclosure of criticul
information may jeopardize the future operations and in some cases may open
unwarranled Eompetition. This means that for the clic.nls to feel secure to releasc
information online, (he firms must clearly disclose (heir poliey regarding a client’s
privacy rights. The participants in this study perceived a moderate level of risk
ussociated with ‘privacy measures: feeling that the information privacy measures arc
adequate” and ‘information usage security; lhe feeling that the Firm will use the

informalion as intended".

The seclor can take measures to improve the ‘riskiness’ level of its sites. This may
include provision of staletents 'c':learly indicating how any information pravided by
the clients will be used. This enhances information usage sccurily and enables the
client to be confident as they release orpanisational information. Secondly, for
transactions, which may involve financial information intcréhungc, there is need for
the site fo clearly indicate the security measures put in plﬂl.:c.. Thirdly, securily
measures should be visible to encourage clients to initiate and conelude important
business transactions over the Web. '

The foregeing scction. discussed web site quality for the PA sector which forms the
basis for recommendations provided in chapter 7. The following sections give o brief
discussion of the web site quality for cach of (he six PA firms. The struglure
followed in these sections is similar to the one adapied In the previous section, 1o
better understand (he perceived qualily of the web sites the participanis were
pravided with one qualitative question inviting them lo make general comments
regarding any aspect of the sites. This scction takes accounts of the

commentsfobservations specilic to each firm.
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6.5 Quality Assessment for PwC Web Site

The constructs were rated as shown in figure 6.3.The figure highlights usability as
the construct with the highest quality on the PwC web site, as reflected by the mean
score. The statistical analysis revealed that the quaﬁty level of usability is statistically
not different from information quality and interactivity. The firm reflects riskiness as
the constructs with the lowest quality level. The Summary of comments (table 5.49)
shows that out of the 102 participant, 81 or 79.4% gave at least a comment about the
PwC site. These comments have been incorporated into the following discussion and

chosen on the basis of reflecting typical feedback that was received.

Figure 6.3: Constructs Determining the Web Site Quality of PwC

Usabliy, -
: b; L1NS y’ flnformatgqn:"'

lynteraC’tivity, ‘RiékiheSS

492 48

6.5.1 Usability

The rating of the variables for PwC was as follows:
e ‘Design appropriateness’ (5.32)
e ‘Locating services’ (5.29)

° ‘Competency’ (5.22)
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¢ ‘Learning’ (5.17)
o ‘Ease of use' (5.13)

. ‘Altraclivc_ appéarancc’ (4.94).

All the usablhty variables were rated above thc mid-point. [n addmon exccpt for the

‘altractive uppenrancc wvariable all. the others had a: mcﬂn ‘score above 5.0, This
'shows that on the m{emge PwC site has the ability tu mect the needs of the clients,
The variables pur_l_f_ayed two levels of quality wl_mrﬁ ‘desigh appropriateness’,
*locating services® and ‘eompetency’ formed the first tevel (they are statistically not
dlfTemnt} Level. two conmsled of ‘lcarnlng . casc of uﬁe.’ and ‘altraclive

appc'trancc

The PwC weh sile was casy 1o read since it portrayed a good page layout which
facilitated casy location uf (he services. Participants were able to locate 19 different
services (sex table 5.2 & [igure 5.1, chapter 5). Like other PA firms, PwC is all-

round adviser serving a wide mange of customers and offering a variety services.

While *appropriateness of the design’ had the highest rating, “attractive appearance’
had the least quality level. This means that the site portrayed a professional service
de'sign where the site idéntity and the content were c:ﬁsi]y located but the peneral
appearance of the site was less aitractive to the poténtial cliénts. Some of the frequent
coments given by p;nicipanis included:

Mure pnsitwe c mments. ‘Profcssnonal and ‘attractive — Layout, colours, space '
-used and pictures; Nice graphlcs effort; WeIl orgamzcd gcnera]ly, attractwc and
_dlsplays lot of professwnahsm o

-Less pos;tivo commcnts' ‘Fxrst lmpressmn- Iots of mfcrmatmn nnd lmks an the

first -page;. Web - pages -contain” tod . 'muich information; -Small font hence
dlscuuraglng, Needs ‘1o 'seroll up a.nd down to: kcep track of where I am e.g.
_Semce pagc : o S

These less positive comments accnunled for the relative low rating of the appearance
variable, This lmplxes that the site's appeamnce can be 1mproved - the study will

provide suggesuons in a later chapter,
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The PwC site appeared (o be casy to use and understand as supported by the (wo
variables, ‘casy lo use’ and ‘locating services’, which bad (he same level of quality
beeause they were nol stalistically different from each other. The textual descriplion
withi.n the site was coupled with well chosen colours ind label prompts which
explain why more (han 79% of purt|c1panls were uble tu locate services \mth ease. In

addition lhcy ]md positivé comments such as:

‘Well chosen - Layuut co]dﬁrs space uscd and - plctures
‘encoutaging -and nice - graphlcs cfforts, and ‘Wc]l urgamzed
pruf‘cssmnal sne ' LT A .

However, some participants observed that the site was loo sophisticated for small

‘It can be quﬂe dauntmg lf you are _]ust a smal] busmess as the site
appears (o be qulte sophlsllcated .

businesses as (they commented that:

PwC has a challenge to make the site more attractive to small and medium sized
firmas as they become the tarpet market for the big four accounting firms. This will be
in support of the current move as noted by BRW (Feb 28-March 3, 2004) that:

“the big four. accounting firms see small and. medium size listed
companiés as their big clients of the future and arc desperate for lheir
business.. They have a slrong presence in this market and are
squeczing out the small and mid-tier firms". (pB4)

Participants easily loeated the desired serviees and/or information within reasonable

time as reflected in the high rating and the comments which included:

“ell sn-uctured sm: zmd prowdc easy nawguuon capabllltles. and
very good interface des:gn :

More than half of the participa_ms who commenled about the site had some pbsitivc
statement about the nuvigntiﬁn of the site. Thus the PwC site is ‘easy to navigate®
which means that the navigational links support the clients well by showing them
where they are and where there are going, using consistent page layouts coupled with

sclf-explanatory text links.
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On average, the PwC site portrayed a sense of compelency, cncouraging and
supportive navigations, easy to use and undersiand. The overall pcrcéived quality of
the site was rated at 5.09. This indicates a high level of quality although there is still
roem for PwC to improve the site. .Sonjle of the imprﬁvcments include the
establishment and promotion of an appropriate layout for “new’ clients especially if
the firm plans to target the small and medium urgnmsallons Secondly, the site
should support the umc saving aspect, uf dcclsmn making prucess of clients by
rcducmg the amount of information on each page cspema]ly the first page and
minimising serolling up and down ns this may irritate them.

652 - Interactivity

The rating of Intcractivity construct in relation fo PwC was analysed in chapter 6 and
consisted of following variables and ratings:

» ‘Eascol com.municution‘ (5.51)

» ‘*Search fucilities’ (5.27)

" ‘Site intcraclioh efforts’ {5..09)

. ‘Scns.e of personalization’ (4.51)

» ‘Seeking services® (4.64)

» ‘Reputalion’ {4.48).
As noted earlier, clients w:l] have a feeling of contro] when thcy are able to choose
the timing, content and sequence of commumcalmg with the site. On average, the
participants were able to pcrsona_h;e the interaction with the PwC site by being able

1o customise 1he information regarding services which helped them understand these
services in their context, A comtent from the participant supports this:

“Staff information to contact and pictures give personalised sité experience”

The site was able 1o use the information provided by participants end offer them
(participants) tailored web experience as indicated by the “site interaction efforts® and

» *sense of personalization’ variables. However it was further observed that:
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‘When you enter Something for-the'iveb site-to search-on‘an Australian
region, { should only display results in English. It displayed some resulis
in Dutch although it is an Australian region site’,’

With a high quality of user control, efforts required to be performed by clients to
achieve tasks, i.e, eilher perform transactions or seck information or communicale
will: the fiem, will be minimized {Heeler, 1989). The presence of *contact us’ facility
such as email supported the quality of inleraclivity in lerms of user contro although
some participanis commented that the ‘contacts us™  site map was too small and hard
to find,

The extent lo which the fim communicates with clients s shown by the high rating
of the ‘ease of communication' variable which was the higlest rated variable on the
PwC site. It provided adequate means of responding 16 the participants. However, as
revealed by the analysis, ‘repulation” was among the lowest rated variables within
interactivily. Others included ‘sensc of personalisation’ and ‘secking services’
varigbles. This may imply that, although the respondents were willing to seck
services from the firm, repuation clues within the sile were either missing or not

convinging or inadequate.

The relatively low rating implics that the firm requires improvement in such areos as
competency portrayed by the site and management/partners testimonials, visible and
clear posilive hislorical performance and third party r'cputsiﬁun‘ PwC can enhance
interactivity further by making ¢lear and visible provisions for feedback mechanism
for clicnts and site visitor to comment about the site,

6.5.3 "Information Quality

PwC is a service provider and hence information plays an important role in ¢lient
support, The six variables of Information qualily conslruct consist of:

+ ‘Relevaney'(5.31) e

s

s *Belicvable’(5.30) ’

« ‘Helpful in understanding’ (5.16}

139



« ‘Format appropriateness’(5.03)
s ‘Level of detail’(5.01)

. ‘Acéumc_:y’ {4.93)..

As explained in chapter 3, the last three lnfomlatlon quahty vanables Were
statistically not different. ln addluon, the mean seores of the six variables of
information quallty ate clustered together which cxplams the mter—rc]alcdncss of
these variables, For instance accurale information may m1p]y believable information,
and the right_ level of detail and appropriate format of information may enhance the
site understandability. . .

Although accuracy was the lowest rated variable, the analysis shows t]iat information
was accurate enough 1o support the ‘believable’ variable. The high rating of
*believable’ information variable implies that the PwC site has links that provide
relevant, aceurate and useful information. Some of the camments given by the

participants include:

Murc posmve comments: ‘The sﬂ.e seems to pmwde lots of mf‘ormauon to ugers’;
‘Informatmn is loglcal and clear’. S -

Less positwe comments: *The: 1nf0n‘rlat10n provlded is there but sometimes a bit
difficult to find’;-‘Site has. information..but difficult.to unearth:it'; ‘overload .of
mformat:on hence may be hard to ldcnnfy thc spcclf ic lnfonnancn nceded‘

The less positive comments may account for the relative low rating of aceuracy since
‘clients arc not able to. determme or to locate all accuracy clues due to information

overload.

Timely and relevant infommtion' etinbles clients to make a decision fastet, complete n
process, conclude a transaction andfur make an evaluation of the site. In this study,
participants were required to source a service and follow the links and instructions up
to the ‘final stage’ of the transaction. The high rating of the ‘relevancy’ variable
indicates that PwC web site provided current information with reasonable level of
updates. This is supported by the ability of a large percentage of the participants
being able te locate 2 wide range of services (see lable 5.2, Chaﬁter 5)..
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As noled by Nielsen (2004), clients expeet 1o find 2l! the information {and services)
they require [or certain calcgories since they would be used 1o this by accessing other
fira’s web site, Cumpletcncsé is not necessarily synonymeus to quantity as this may
result in information overload bul may imply scannable, highlighted keywords and
focused meaningful headings. The high mtihg of ‘level of detail’ and ‘format
appropriatencss’ indicales thal the informalion available te participants was able to
help them understand the site including the services offered. While the site provided
most of the services on the Australian home page, there was too much information
which resulted to participants ‘getting lost’ in the site, As pointed out earlier, one
participant noted that ‘information provided is there but sometimes a bit difficult to
find”. In addition, mean scores indicales that the formal of the information
presentation was appropriate for locating and/or seeking accounting services within
the site. However, the site can be enhanced further by minimising or eliminating the
scrolling especially on the first page. Secondly, the firm can reduce the level of detail

" on [irst page and ensure more detzils gs clients “delve’ deeper in the site,

6.54 Riskiness

OF the four consitucts, the riskiness construct had the lowest rating. Riskiness of

PwC web sites was evaluated using six variables namely:

o ‘Service delivery security’ (5.04)

s ‘Communication security® {5.01)

» ‘Information vsage security’ (4.94)

»  ‘Privacy measurcs’ (4.85)

* ‘Access security’ (4.76)

» ‘Transactions security’ (4.68).
How safe the participants perceived the ‘service delivery’ and ‘transaction security’
may determine the possibility of task completion. The two variables were rated
highes! and lowesl respectively, This means that although the participants delermined
that the firm could deliver services ns promised, they may not be keen to complete a

transaction il required to, This requires the site (o Improve its security measures in

support of compleling transactions. However, participants rated ‘communication
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security’ relalively high, i.e. way above the mid-point. This indicates that the
parlicipants felt secure while communicating with the firms. Yet *access security’
was rated relatively low. Clients appear to have felt less secure at the initial stages of

site interaction and this is likely to discourage further communieations.

The participants in this study pcn_:eivect a low level of risk associated with "privacy
measures” and *fnformation usage secun‘ty‘.. This implies that the ptll'tl'cipat'ltsﬁ would
release confidential information if requircd to._Thcy are aware that the information
would be used for the specified purpose and o unauthorised use or users gelting
access 1o the information,

The firm has the opportunity to teduce the level of perceived risk by enhancing the
quality of the site. This can be done by improving the ‘first impression’ on the site as
[ar as security is concemned as this will encourage clients to continue with the
conymunication, interaction and {ransacting with the site. Secondly, the firm should

clearly disclose security measures on the site.
6.6 Quality Assessment for Ernst & Young

The participants rated the E&.Y stle and the results were analysis in chapter 5. Fipure
6.4 shows the rating of the constructs “with U.Sabl]lty bcmg rated highest and
1nteract|v1ty the |owest. Alt]lough the mean scores are d]ffercnt a statistical analysis
shown that the [‘c_ur constructs were stulisllcal]y not different. They reflected the
same level of quality. In addition, 78 out of 102 participants commented about the
E&Y site (see table 5'.49, chaptcr 5). These comments are taken into cc_msideraticn.l )
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