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ABSTRACT

Public Accouuting {PA) firms play an important role in both the local and the
international business environment. Their accounting and busine_ss services functions
cut across organisations, sectors and industries. Like other professional service firms,
PA firms arc becoming concerned about the World Wide Web {web} since the
services they off~r can be delivered via the web more efficiently (c.!,\. at a lower cost)
and cffcctiv~ly (24n}. Thus there is a need to assess the quality of their web she.
This study developed an instrument for measuring l'A web site quality based on an
e.xtensive literature review which identified the previously wit.lcly used
"\VcbQuaLTMI .. questionnaire but e:-;tcndcd it to four quality dimensions (usability,
information quality, intemetivity and riskiness), supported by 24 research varinblcs.
Design Science, as conceptualised by Hcvncr et al. (2004), provided the 1,\lliding
theory for the research. Hevncr ct al. (2004) proposed a framework consisting of
seven guidelines to guide Information Systems (IS) n:scarchcrs and practitioners on
how to conduct, evaluate and present design science research. Two ol'the guidelines,
namely design artefact and design evaluation, were followed in this study.
The study was executed in a controlled !abomtory selling in which post-graduate
university students, potential clients of l'A firms, used the \VebQualiPA
qucstiommire to evaluate the web sites of si:-; leading profcssionol occounting finns,
One hundred-and-two students participated in the study. The data collected was
analysed using quantitative analysis techniques to assess the n:liability and validit)'
of the instrument and quality of the PA web sites. Modernting factors

w~re

investigated in relation to their ciTcct on the constructs and variables determining PA
web site quality.
A number of conclusions can be drawn from the outcome of the study. They cover
practical as well as theoretical aspects. First, the study provides PA practitioners with
validated, n:liable web site quality dimensions. With the emergence of online
professional services, PA firms will increasingly seck to evaluate the quality of their

1 WobQuot'"'s 1rodem"rk is no1od on the abslntct ond lh• "'•r hos been omiltcd 1hi: olhcr pans of tho
s1udy

web sites. Second, this study adds to our understanding of WcbQual, an instrument
tlmt lms been widely used in IS research. WcbQunl/i'A has its origins in WcbQual
version 4 but was refined to meet the needs of the PA sector. TI1ird, the results of a
relative assessment of quality provide valuable feedback to professional practices.
The study shows that 'usability' was ranked highest by study participants of all the
l1m1s and indicates that this dimension is the most developed dimension within the
I' A sector. It is followed by 'infonnation quality'. 'lntcractivity' and 'riskiness' arc
areas requiring al\cntion as they seem to lag behind the others.
The study enabled recommendations to be made to improve the quality of web sites
of the scctcr as well as the individual firms that were t:valuatcd. In this way, the
restureh adopted the philosophy of pragmatism in which knowledge is strongly
linked to action. In the study, the knowledge gained is translated into action via
recommendations made to each of the firms. Furthermore, since action permeates on
knowledge, there have to be linkages "to an actable world" (Goldkhul, 2004, p. 18).
A simple test for this is to be able to trace "concrete consequences" (p. 19). This will
occur when PA firms take up the recommendations made in this study.
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CHAPTER ONE

INTRODUCTION

1.1

Background

?ublic Accounting {?A) finns play an important role in both local, and global
business operations. Their accounting services functions cut across organisations,
sectors and industries. These arc functions which cannot be avoided, especially with
the legal requirement of disclosing business operations to stakeholders. However, ?A
finns nowadays act as business advisers to their clients, offering many types of
business services. Like most service finns, PA firms nrc becoming concerned about
the World Wide Web( web) since the services they offer can be delivered via the web
more efficiently (e.g. at a lower cost) and effectively (24n}. Thus they have become
part of what is referred to as e-commerce.
E-commerce refers to transacting electronically; that is buying and selling products,
services, and infonnntion via electronic networks. Electronic business dates back as
early as the 1970's in areas such as electronic fund transfer (EFT) and automated
teller machines (ATM) (Roth, 19~7), expanding further to electronic datu
interchange (ED!) (Stalling, 1990). The presence of the hypertext interfaces and the
commercialisation of the internet have created an enabling environment for ecommerce to reach new levels (Bcrners-lee, 1999). Due to the ease, efficiency and
cost effectiveness of internet business, a wide mnge of products and setvices are
currently dcliveted to millions of users tlJrough the Web. Suppliers have benefited
from e-commercc in a number of ways. These include: the opportunity to market
their services globally at low cost, quick and convenient storage, retrieval, update
and creation of services (Alam, Khatibi, Ismail, &. Ahmad, 2005; Downing, 2006;
Rntnasingam, 2002).
As the web becomes increasingly interactive and widely used, service organisations
are particularly concerned with its capabilities because it offers them a unique
opportunity to attract and retain customers locally and globally. In order to provide

consistent quality to clients through the web, organisations are paying attention to the
clients' requirements and factors thnt affect their perceptions of quality and the
satisfaction of services delivered via the web. Consequently, service finns lmve to be
aware of clients' requirements and factors contributing to their satisfaction (Adam &
Deans, 1999; Evans & King, 1999; Gour.aris & Dimitriadis, 2003; Undroos, 1997;
Noh & Davis, 2002). They include
i)

Alteroative service delivery can be sought easily and web clients have
become sophisticated in their knowledge base.

ii)

The web becomes the first contact for a potential client; hence it is a
source of company infonnation and an input to decision making
processes. As obscnred by Zhang & Dr.m (2002) "the web site functions
as a 'window' through which users have their initial interaction with the
organisation". (pll)

iii)

There is a wide range of services and clients arc increasingly becoming
impatient with sites that arc difficult to use and understand.

iv)

Web usc is on the increase as supplementary infonnation for firms to
build their image and obtain marketing data.

Barnes and Vidgen (2004b) assert that e-commerce has become increasingly
compelitive especially in regard to Businm

to Consumer (B2C) markets and "users

expect to find the infonnation they want, find it quickly and do so with little effort"
(Nah & Davis, 2002 p98) 111is suggests that e-commeree requires consideration of
factors which ore beyond the mere creation of a presence in the e-marketplace.
Therefore, for organisations to have n successful online presence, they need to
strengthen client relationships and encourage continuous assessment of web site
quality in order to positively differentiate themselves from their competitors (Chang,
Kannan, & Whinston, 1998; Dulin & Segev, 2001; Zhang & Dmn, 2002). This
presents n major challenge for the suppliers of scnrices. The providers need to
understand their customers' requirements and develop a web presence to satisfy these
requirements.
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What is required includ~s the prcsenc-: of un effective web site and nn awareness of
the web site qualit)' nt the linn level us well ns industry level in a global
environment. As noted by Liang and Lni {2002) web site quality has n positive
correlation with the likelihood of customers visiting and transacting at web sites. It is
therefore important to assess site effectiveness in relation to customer interaction nnd
satisfaction. This implies that orgnnisntions should have a 'yard-stick' to assess the
quality of their c-commercc offering, both at tin: linn and industry level. To be
successful in the c-markct place I'A finns need a way of assessing the quality of their
web site

nchicvc

increasing

web

~itc

visitors,

revenue

nnd

improving

competitiveness,
A domain spccilic nppronch is ncccssnry bccnuse I'A firms arc different from other
service organisations with a web presence. I' A fimts arc all-round business advisor!;,
serving a wide mngc of customers (clients) by o11Cring a vuricty of services. Some ol'
the services offered by the l'A !inns include mnrket intelligence, consulting,
counselling, relationship networks, education and training in such areas as tmmtion.
auditing, finance, business, systems analysis, design nml implementation and
accounting (Evans & Volcry, 2000).

1.2 Significance of the Study
Despite existing studies reported in Iiternturc on assessing web site quality (Dames &
Vidgcn, 200Ia~ 2001b~ Eschcnfc!der, Benchboard, McClure, & Wyman, 1997:
Gounaris & Dimitriudis, 2003) it is still pertinent that a study be conducted to
detennine the key dimensions of PA web site quality for reasons outlined earlier.
There is a need to determine if existing WcbQual instruments can sufficiently assess
the quality ofPA finns' web sites or if a new or modi lied instrument may need to be
developed. It is also necessary to test the instrument within this sector. This study
focuses on these activities.
The reason for selecting the PA sector is three folds: first, WebQual is a sector
specific instrument as it has been applied across a number of sectors as discussed
later, Second, WcbQual has not been applied to the PA sector, an important
professional service sector. Third, the researcher is an accountant with a particular
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interest in what is happening in the accounting profession. The findings of this study
will therefore add to existing research and contribute to PA firms by:
Determining the web site quality dimensions applicable to PA sector.
Conducting research into the current levels of web site quality.
Potentially assisting professional firms to improve their web business
offerings and enhance management ability to exploit the potential of the
lntcmct.
In addition, the study extends the existing WcbQual instrument and provides a base
for further research where the instrument can be applied to other professional service
sectors and/or the same sector over a period of time

1.3 The Purpose of the Study
The field of professional accounting has increased in importnnce lx:eause of what
seems to be ever increasing complexity of tax laws and accounting regulations, the
growth and sophistication of corporate activities and the presence of online servicing
of clients. As a result, contemporary PA firms are not only concerned with the
ascertainment and reporting of financial positions of their clients but also offer such
services as consulting, counselling, relationship networking, education, and training
(Evans & Valery, 2000). In the electronic environment, clients seck to lind a quick,
reliable and efficient method of sourcing for these 'additional' services. At the same
time, PA firms arc constantly on their 'toes' in order to maintain a competitive
ndvnntage; that is to expand the services they provide and to maintain and increase
their market share (DOwning, 2006). E-commerce via the web provides an
opportunity for both PA !inns and the clients to fill the 'sourcing gap'.
The growth of c-commerce has meant that PA firms with web sites face challenges
such as getting people to visit initially (unique visitors), making them stay at the site
(stickiness) nnd encouraging repeat visits (loyalty) (Dholakia, Zhao, Dholakia, &
Fortin, 2004). A 'quality' web site will save valuable customer/client tinic and
facilitate revisits with a possibility of initiating or concluding a transaction. Bxisting
instruments have successfully been applied to various sectors and organisations such
as the auction, bookshop and airline industry (Barnes & Vidgen, 200lb; 200lc;
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Shchiglik & Barnes, 2003). An important characteristic of these studies is that they
have been developed from the customer's viewpoint and/or used in B2C
environments. Some of the studies focus on specific aspects of the web she
(Gounaris & Dimitriadis, 2003) while other studies focus on specific sectors (Barnes
& Yidgen, 200lb; 200\c; Shchiglik & Barnes, 2003) whose results cannot be

generalised to the ?A sector, but useful in infooning other sectors.
As an extension of existing domain specific instruments, this study aims at
developing an instrument for the PA sector. Considering the mnge of service offen:d
by PA lions and the possibility of offering these services online, it is necessary nnd
valuable to develop and test a web site quality evaluation instrument whose outcome
is useful to 'owners' of these web sites.
The specific aims of this study are therefore to:
i) Deteoninc web site quality dimensions for PA lions and develop a domain
specific instrument based on refinement of the existing WcbQual instrument
ii) Apply the instrument by PA clients (using students as surrogates of clients)

against PA \VCb sites
iii) Provide n:commendation for the sector and individual lions regarding the
web site quality using the results of evaluation.
The problem to be addressed by this Study is mainly that web site quality dimensions
for the PA sector nrc largely lacking. Further-more there is lack of an appropriate
model that supports the research approach that can be used to evaluate PA web sites.
The expected outcomes namely a Web site quality evaluation instrument and the
perceived web site quality ofPA fions contributes both to 'theory and practice in this
area.

1.4

Organisation of the Thesis

Chapter one sets the scene for the study. The reader is oriented to the significance,
purpose, and organisation of the thesis. The chapter further provides some
background to put the study in conte11.1. This research deals with the quality
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cvnlumion of PA web sites, where the web site quality dimensions arc dctennincd,
developed nnd npplicd for PA finns. The quality evaluation of the web site is carried
out from the perception of the client.
Chapter two comprises the litcrnturc review of web site quality and provides a brief
c:-;:pl~nation

of web site quality dimensions and evaluation before discussing the

evolution of the WcbQual instrument. As this study dents with the services oiTered
h>• ['A firms vht the web, the nature of online nccounting services is revealed. Based
on design science premises, the chapter e.~p!oins the theoretical framework which
shows how the seven research guidelines proposed by Hcvner, March, & Park (2004)
nrc applied in this study. The linn! section e:-;:amines the four dimensions of the web
site quality evaluation instrumem used in the study.
111e research methodology applied to the study is outlined in Chapter three. Vmious
philosophical perspectives of research are discussed ns well ns the research approach
u~cd

in this study. After explaining the rationale for using the experimentation

mcthud, the research design of the study is described. This includes the laboratory
experiment design, sample design (web sites and surrogate clients) ond conduct of
the study.
Chapter four deals with the development of the instrument, where four dimensions of
web site quality nrc determined using vmious variables. The instrument development
process i~ de~cribcd in detail and include~ n:fini11g web 5ilc quality con~trum, liN
development of variables far each construct, questionnaire design, testing and
refining the questionnaire.
Chapter five outlines the analysis of the lnborntory experimentation data. The chapter
starts with the demographic data of the participants, followed by a detniled
determination of validity and reliability. Assessment of web site quality is conducted
for dimensions and variables established far the public accounting sector as well as
for the individual !inns.
Chapter six provides n discussion of the experiment findings. Tit is chapter discusses
the PA web site quality evaluation instrument, assessment of the perceived qualit>' of
web site of the PA sector and the six I'A !inns. Outcomes of this study arc discussed
and integrated with supporting literature and put into perspective to support the
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recommendations for the publir. accounting sector as well as the PA firms. The
recommendations nrc aimed at improving the online service offerings by the PA
firms.
The last chapter offers conclusion on the findings and presents the revised theoretical
framework of t11c study. The significance and limitation of the study and
opportunities for future

rese~rch

nrc also covered.
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CHAPTER TWO

LITERATURE REVIEW

2.1

Introduction

This chapter discusses th~ existing literature on web site quality evaluation models,
marketing of services, online business services and accounting professional services.
11 examines existing web site quality measures, instruments and prac.tices in order to
identify those that may b~ applicable to the evaluation of the quality of web silos
belonging to PA fim1s. The literature review shows that variety of web site quality
dimensions me used to evaluate web site quality by various evaluators in diverse
sectors. In addition, the development of a web site quality evaluation instrument for
PA finns is carried out using design science as a lens.

2.2

Web Site Quality

Although some eiTorts lmve been made to define quality in the context of the
Internet, Aladwani & Palvia (2002) noted that web quality concept remains

underdeveloped and/or undefined. The existing literature on web site quality can be
classified into three categories (Aladwani & Palvia, 2002; Shchiglik & Barnes,
2003).

1. Literature discussing focused instruments. These are instruments which
capture part of the web site quality such as usability. These instmments can
be useful when a specific area of quality is the mnin focus or interest.
2. There nrc studies that propose untested instruments.

These proposed

instruments lack rigor in measuring web site quality for example Bell & Tang
(1998) put forward a quality instrument that does not disclose any form of
methodology or validity testing. However, these are useful when a general
view of web site quality is sought.
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3. Some literature outlines the normative guidelines. These arc guidelines that
provide direction to web site designers, for example w3c (11'ww.w3c.org), and
they can be applied at the design level oflhe web site.
Web site quality bas been defined in terms of the various dimensions and only few
studies have cleurly defined web site quality. For instance, Aladwani and Palvia
(2002) defined pe~eived web quality "as user's evalUation of a web site's features
meeting users' needs and reflecting overall excellence of the web sites" (p470).
Recent studies have demonstrated a more· rigorous 'approach to web site quality
evaluation and resulted in a variety oi web site quality dimensions. These arc
discussed below.
2.2.1

Web Site Quality

Dimcn~ions

There appears to be lack of literature on the quality of web site (Gounaris &
Dimitriadis, 2003) panicularl}' in sectors requiring domain specific instruments like
the public accounting sector. Further-more studies have been undertaken which focus
on spcci!ic aspects of web sites. As noted by Aladwani & Pnlvia (2002) "Current
research on web quality seems to pay less attention to con;truct identi!ication and
measurement efforts. Only limited acadc'llic research exists, but it is fragmented and
usually only discusses the meaning of some aspects of web quality" (p467).
Examples of these studies include a pilot study conducted by Evans and King (1999)
which used five dimensions of quality, namely home page design, overall site design
and performance, text content, audio-visual clements, and interaction and
involvement as they apply to business-to·busincss sites. A similar study examined
five dimensions of quality namely interactivity, navigation, functionality, usability,
efficiency and reliability (Bauer & Schar!, 2000). A different approach was used by
Chen & Wells

(1999), which measured consumers' attitudes towards online

advertising by students and identilied three main dimensions of quality namely
entertainment, informativeness and organisation. Another mode[ comprising four
quality drivers namely convenience, merchandising, site design and financial security
has been suggested to measure e-satisfaction in relation to c-shops (Szymanski &
Hisc, 2000).
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More recently, based on the Technology Acceptance Model (TAM), the performance
and quality dimensions of web sites included information quality, system quality, use
quality, playfulness, response time, system availability, perceived usefulness and
ease of use (Lin & Lu, 2000; Moon & Kim, 2001). While using web site portals,
quality dimensions were identified as customer care and risk reduction benefits,
infonnation benefits and interaction facilitation benefits (Gounaris & Dimilriadis,
2003). Research on web site quality evaluation should focus on specific dimensions
of web site quality which will be renected by the benefits sought by the users
(Gounaris & Dimitriadis, 2003) and the purpose of the site (Evans & King, 1999).
Service dimensions were often established through the Servqual model first
developed by Parasuraman, Zeithaml and Berry (1985). Their research showed that
consumers evaluate perceived quality of services using ten dimensions. These
dimensions were later reduced to five namely tangibility, reliability, responsiveness,
assurance and empathy (Pnmsurnman, Zeithaml, & Berry, 1988). Researchers have
nrgued that Servqual has limitations but despite the criticisms Scrvqual has been
useful in the evaluation of service quality of the IS function but not the web.
The WebQual model adapted the Servqual model and applied it in different domains
resulting in four versions. This involved quality workshops and application in sectors
dealing with homogenous products or services. Different versions of WebQual
indicate different quality dimensions (Barnes & Vidgen, 2002). For example, the
fourth version (WebQual 4.0) consists or three dimensions of quality namely
usability, information and interaction. Another approach to WebQual yielded 12
dimensions of web site quality measure, namely informational fit-to-task, tailored
communication, trust, response time, design, case of understanding, intuitive
operations, visual appeal, innovativeness, consistent image, online completeness, and
relative advantage (Loiacono, Watson, & Goodheue, 2004). Song & Zinkhan {2004),
with the aim of understanding what contributes to a satisfied or dissatisfied online
customer, used a model with seven quality dimensions, namely internctivity,
usability, reliability, content quality, entertainment, privacy and security, and
merchant brand image.
The following can be concluded from the foregoing. First, the literature review
confinns the lack of a 'universal perception' of web site quality and indicates that the
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perceived dimensions of quality vary across industries (Babakus, Pedrick, &
Richardson, 1995; Gounaris & Dimitriadis, 2003; Homburg & Rudolph, 2001; Teas,
1993). Second, the majority of the suggested web site quality dimensions are more
relevant to web designers thnn to web users (Liu & Arnett, 2000). Third, while some
instruments or web she quality dimensions are comprehensive they nrc domain
specific. and may require refinement for application in other sectors.
2.2.2

Web Site Quality Evaluation Approaches

There has been various approach of evaluating web site quality (Cunliffe, 2000). The
World Best Web site awards (www.worldbestwebsite.com ) provides a list of criteria
that are used by selected judges to identify exemplary web sites. However, it has
been argued that such rating systems do not have clarity in criteria used and
associated ranking methodology and they do not represent a customer's perspectives
(Shchiglik & Barnes, 2003). In this study, web site quality is evaluated from a
client's perspective. For this reason there are three main approaches to web site
quality evaluation that arc of interest: machine approach, expert as judge, and
customer judgement (Loiacono et al., 20.04).
Machine or automatic approach. In this approach the web site characteristics are
recorded using software. The key qualities arc enumerated automatically so that no
user or human opinion is sought. While this method provides a quick way of
evaluating a web site it is limited because it lacks data on the perceptions of those
who visit the web, a mcnns by which domain sped fie knowledge is increased (Bauer
& Schar!, 2000).

Expert as judge. This approach relies on an expert, who identifies features for
categorising the web sites. Various cases have applied this method. For example,
criteria were developed by experts to evaluate Government web sites on the basis of
information

content

and

ease-<lf-use

(Wyman,

McClure,

Beachboard,

&

EsChenfelder, 1997) and thereafter applied by other experts (EschcnCelder ct a!.,
1997; Smith, 2001).
Customer judgement. This approach takes the point of view of the customer and
establishes web quality from the customer's perspective. However, while this
approach is desirable it is still undergoing ongoing refinement (Loiacono et a!.,
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2004). Furthermore, similar studies have used customer perspective (Barnes &
Vidgen, 2002~ 200lb~ Jarvenpan, Tractinsky, & Vitale, 2000; Klein, 2002). In
addition Shchiglik & Barnes, (2003} pointed out that the best judge of the quality is
the customer. This study has utilised the customer judgement perspective to evaluate
PA web sites.
2.2.3 Web Site Quality Evaluation Methods
Various methods are used to determine the quality of n web site. They include
competitive analysis, scenario, inspection, log analysis and online questionnaire
(Cunliffe, 2000). A brief explanation for each method is presented below.
Competitive arm lysis. This involves an analysis of existing web sites for firms which
are similar and/or having similar business objective or goals. The method helps to
determine perceived strengths and weaknesses as well as the assist in determination
of required or basic features for a particul~r category of organisations. As noted by
Nielsen (1993) and supported by Cunliffe (2000} and Shcbiglik & Barnes (2003}, the
analysis should be done by users to get the best results. Competitive analysis was
chosen for this study due to the relative ease of conducting the analysis in other
words PA web sites are publicly accessible.
Scenarios: This is a method which uses various scenarios involving tasks to be
performed by web site users. Cunliffe (2000} noted that it is frequently unfeasible to
involve actual users and suggests that
"One alternative to using real users is to use those people who are
available to simulate the actions of real users. These 'proxy users' are
unlikely to be representative of the intended user population and so
will need to be guided by some form of user scenarios" (p302).
In the current study, the 'proxy users' were the post-gmduate students undertaking
business studies. Scenarios were created to help the participants evaluate the quality
off> A web sites.
Inspection methods. This method docs not require either the users or surrogate users.
It involves the setting of predetennined criteria and comparing it with what the site
portmys. It is mostly used by expert judges. This method is beyond the scope of this
study and hence not used.
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Log analysis. This method involves an automatic collection and analysis of access
logs. Although this method can help to build models of user behaviour and monitor
actual site use, the current study was more interested in the perceived quality of the
web site as opposed to the usage behaviour of users.
Online questionnaires. This is where information 1s captured about online user
behaviour which may include technical, demographic, user satisfaction and/or visit
information (Cunliffe, 2000). A major feature of online questionnaire is the self
selecting nature of the sample. While this may pose concem as to whether real users
(or surrogate users) responded to the online questionnaire (Day, 1997), large
proportion of respondent may overcome this concem. Due to the limited time factor
of the study, the method was deemed inapplicable.
Figure 2.1: web site evaluation approaches and methods

Possible approaches

Possible methods

As shown in figure 2.1 and discussed above this study utilised scenario (i.e. in a
small "scene setting" manner prior to start of laboratory sessions) and competitive
analysis (i.e. students compared the competitive offerings of different firms). The
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study targeted post-graduate students as surrogate clients (customers) of the PA
!inns. Each participant was asked to evaluate six web sites as if they were acting as
potential clients.

2.3 WebQual Evolution
WebQual a well·known instrument used for assessing the quality of web sites across
and within organisations. WebQual has evolved over the last five years and different
versions have been developed over time (Barnes & Vidgen, 2002). These arc
discussed below:
WebQual 1.0. The first version of the WebQual instrument (WebQua! 1.0) was
developed in 1998 from the results of a quality workshop involving customers. It
concentrated on information quality and it was used to evaluate a business school
web site (Barnes & Vidgen, 2000). The workshop was supplemented with a review
of literature on IS quality (e.g. Delone & McLean, 1992), and literature on web site
evolution (e.g. Abels, White, & Hahn, 1997). The initial WebQual instrument was
iteratively refined using pilot questionnaire, after which it was released to the larger
population (Barnes & Vidgen, 200lb). This version utilised 24 questions comprising
measures of quality, where respondents rated each business school web site using the
24 measures, indicating how important each was to them. Based on reliability
analysis, questions were clustered into four major dimensions, namely ease of use,
experience, information and communication and integration (Barnes & Vidgen,
2000).
WebQual 2.0. It was noted that when applying WebQual 1.0, the interaction
perspective of quality was largely missing (Barnes & Vidgen, 2002). To cater for this
omission and using \VebQual 1.0 as a base, WebQua12.0 concentrated on interaction
quality in assessing web site infonnation quality. The interaction aspect extended
WebQual to become relevant as a service quality instrument. Based on ServQual
(Pnrasurnman, 1995) service quality is evaluated by comparing the match between a
senrice level delivery and customer expectations (lewis & Brooms, 1983). It is
important to note that there is a service element involved in the delivery of any
product, whether tangible or intangible. This essentially means, in addition to cost,
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there are other factors contributing to competitiveness and hence influencing
customer decision.
The initial development of ServQual (Parasuraman ct al., 1985) identified ten
dimensiohs of quality, which later were reduced to flve (Pamsummnn et al., 1988).
The ServQual instmment ast :sscs the gap between the service that is expected by
consumers and their perceptions of the service that is actually delivered. According
to Pitt Watson, & Kavan (1995), ScrvQual is an appropriate instrument for assessing
the service quality of the IS function hence Barnes and Vidgen (200lc) used the
basic ServQual instmmcnts. Service quality fanned the foundation for the
development of WcbQual2.0 by removing redundant questions and areas of overlap
(ServQualnnd WebQual 1.0). WcbQual 2.0 was applied where students were asked
to evaluate online U.K. bookshops (Barnes & Vidgeo, 200lc).
WcbQual 3.0. WebQual 3.0 gives a greater integrated view of web sites by
combining the features of WebQual 1.0 and 2.0. While WebQual 1.0 was strong in
infonnation quality, WebQual 2.0 lost some of the features of WebQual 1.0 as the
instrument emphasized interactive quality. WebQual 3.0 combines their qualities
into three distinct areas: site quality, information quality and interaction quality. It
was tested in the domain of online auctions (Barnes & Vidgen, lOOlb), with
additional context specific questions being added.
WebQual 4.0. WebQual4.0 had its roots in WebQual 3. Replacing site quality with
usability, WebQunl 4.0 emphasises the user and their perceptions rather than the
designer and the site as simply a context-free software artefact. Usability draws from
the literature in the field ofhuman computer interaction (Davis, 1989; 1993; Nielsen,
1993) as applied to the web (Nielsen, 1999; 2000; Spool, Scanlon, Schroeder,
Snyder, & Deangelo, 1999). The main concern of usability is how a user perceives
and interacts with a web site as reflected by usability questions. Barnes & Vidgen,
(2002) identified five factors based on customer perceptions of quality. These arc
usability, design, information, trust and empathy. They map with WebQuul 4.0's
three dimensions as follows: usability, (usability and design), infonnation quality
(infonnation) and service interaction (trust and empathy). They further noted that
organisations can address the three dimensions through web site design, web content
management and process integration respectively. Barnes & Vidgen (2000), while
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expounding on web site quality, observed that although customers (users) might
drive quality, there are other perspectives to be considered, namely supplier
perspectives, conformance to specification, general constraints and competitive
pressure. The following diagram presents the evolutionofWebQual.

\lllebQual2.0
•lnteractivitY

\11/ebQua I 3 .0
•Information
Quality
•lnteractivity
Site Quality

\11/ebQua I 4 0
·Usability
·Information
Quality
·Interaction
Quality

\lllebQual1 .0
•Information
Que~lity

Figure 2.2: WebQual Evolution
While genenc properties of W ebQual are generalisable to B2C sites selling
homogeneous products (like books and music CDs), sites with different business
models and functionality require additional domain-specific qualities (Shchiglik &
Barnes, 2003). The instrument developed in this study, WebQual/PA, is based on
WebQual research and utilised four quality dimensions namely usability,
interactivity, information quality and riskiness to evaluate the quality of PA web
sites. This is discussed in subsequent sections. To understand the need to consider
domain specific information, the nature of services offered by the PA firms are
discussed below.

2.4

Nature of Online Business Services

As noted earlier, there is a service element involved in the delivery of any product,
whether tangible or intangible. Services can be viewed as a core item for sale (for
instance legal services, accounting services) or as a support to the core items of sale
(e.g. delivery service for a computer, motor vehicle or books). Online business
services are expected to increase as e-commerce maintains an upward trend with
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US$ 350 million recorded in 2000 and estimated increase of over US$ 1 trillion by
2005 Mosquera (2001), as reported by Shchiglik eta!., (2003).
The accounting profession is no e:-:ception in being influenced by the e-commerce
phenomenon. In a study carried out by Fink (2002a) to find out whether the services
provided by professional accounting firms match the services demanded by clients,
he concluded that the opportunity e:-:ists for small professional accounting firms to
service business clients online. Transacting using the web implies paying a\lention to
web site quality. As observed by Shchiglik & Barnes, (2003) and concluded by Liang
and Lni {2002) "customers are more likely to visit and purchase at web sites that
exhibit highly desirable qualities" (pi). In addition, Drucker (1985), quoted by
Shchiglik & Barnes, (2003) pointed out that the best judge of the quality is the
customer. This means that organisations that intend to retain and/or increase their
online customers (e-customers) need to grasp customers' perception of the v.'Cb site
quality, with an aim of increasing the probability of generating web site visitors and
sales. While some challenges may be common, there are challenges which prevail
more in professional service businesses. They are:
Intangible nature of services. The products produced by the traditional organisation
can be seen easily (difTerent dimensions), felt and described (Hill, 1999}. However,
services nrc intangible i.e. they lack the physical substance. Hence c!ien\5 cannot
touch or even view a service before purchase. At best, clien\5 can consult existing
customers or make an evaluation based on a previous experience. This makes
services difficult to coneeptualise and evaluate from the client's perspective, creating
increased uncertainty and perception of risk. Web quality features should act as a
means of minimising the nncertainty thereby enhancing the chance of a client revisiting the site and/or making a decision to purchase the services. From the finn's
perspective, service intangibility can make services difficult to promote, control
quality, and set a price (Nayyar, 1990).
Production and consumption of services is simultaneous. This creates special
challenges in service quality assurance (Bowen & Ford, 2002; O'Farrell & Moffat,
1991) . Unlike products, services are not tested before they are 'delivered'. For
service production to be undertaken, the customer must be present. This creates a
very difTercnt and challenging business environment where it is not possible to
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eliminate poor service offerings before consumption. This essentially means
experience of prior services becomes vitaL
Trust is essential. Some level of trust in the service orgnoisntion and its people must
be established before clients will engage their services. The requirement for trust is
largely due to the increased risk perceived by clients using online services. Risks
associated with services nrc due to intangibility and heterogeneity, which increases
the perceived risk (Pires, Stanton, & Eckford, 2004). Perceived risk ns n dimension
of web site quality may "encompass issues such as concern shown for tbe user, the
case with which the user can communicate with the customer service personnel, the
promptness of the IaUer to reply to

u~ers'

questions and the security of the

transaction" (Gounaris & Dimitriadis, 2003 p535). Risk is an important factor in
predicting and explaining online purchase bclmviour (Verhagen & Tan, 2004). As
observed by Bryant and Colledge (2002) trust has become essential for the
development and fostering ofe-commeree relationships.
Heterogenous i.e. not homogenous or non-standardised quality. Unlike say a book,
whose title and content remain the same to various buyers, professional services are
not completely standardised. In some instances, the customer requires the service of
an expert to determine the actual services demanded. More often than not, clients
differ in their ability to specify tbe service they require. Table I sho\\'5 the
differences between a producl and a service (Alexander & Hordes, 2003). Due to
these unique characteristics ofservices, they cannot be 'dropped on your foot'. These
differences impact on how an organisation produces, markets, sells, delivers,
supports, and measures the perfonnance of services.
Table 2.1: Uniqueness of Services

...,.
•

•
•
•

Production costs
Involvement
Quality control
Poor quality
procedure
Moral and skill

. .:,,c· ... '·'

>>-

Unifonnity
Rarely
» Compare output to
specification.
> Recall
>- Important

>>-

Uniqueness
Usually
J:o Compare customer
expectation to experience
>- Apologize and atone
J:o Vital
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2.5

Nature of Accounting Services

In addition to the traditional offering of accounting services, other opportl'nitics exist
for firms to offer services online (Fink, 2002a). In a recent study, Evans and Volery
(2000) established the-opportunities that c:dst for the experienced business service
providers as being intelligence, consulting, counselling, relationship networks,
education and training.
Intelligence. This involves provision of information to sharpen, improve or support
the 'cleverness' of clients. In other words, the service provider nets as an intelligent
'think tank' in preparing, building and utilising the information platform. The main
purpose is to assist clients in their decision·making process. The web lms improved
the process of gathering information but it has !\!suited in information overload
(Evans & Volery, 2000) making it difficult for the dient to detennine good web sites
and good infonnation. The opportunity exists for service providers to provide quality
information (Fink, 2002a) nod to ensure that clients are able to access, understand
and use the infonnation effectively.
Consulting. This refers to the customisation of infonnation to meet specific client
needs. While this service has been provided on a face·to·face basis, recent
developments reveal that online consulting services nrc operational (Fink, 2002a) but
as noted by Evans and Vol cry (2000) still in their infancy.
Counselling. This is where the service provider (counsellor) guides and assists the
client to unearth solutions to problems. As noted by (Fink, 2001), various strategies
exist which include restructuring, identifying and recommending appropriate
problem-solving approaches, and/or acting as a mentor.
Relationship networking. This involves establishment of a relationship between the
service provider and clients where ideas and information arc exchanged. An example
of a networking site is •nrst Tuesday' (www.firstuesdav.com)
Education and training. Interaction and collaboration associated with the interaction
of skills and motivation aimed at discovering new opportunities such as business
venture launching. As noted by Evans and Volery (2000), online education and
training has been enabled by the internet although the reliance on technology and
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self-learning underpins the process, partly explaining why it is not highly regarded so
far.
As online offering is considered, the question to pose is what is required for 11 service
finn to be effective? Some key success factors for an online service business include
effective management of web sites, and establishment and maintenance of personal
contact between the service provider and clients (Evans & Valery, 2000).
Expounding thio further, Fink (2001) explains that effective web sites management
can be interpreted in a number of ways. Firstly, the site should utilise both
synchronous (e-mail) and asynchronous technology where practical or possible. The
use of 'contact us' facility was found to be popular in West Australian web sites of
large, medium and small professional finns (Fink, 2002a). While large firms tended
to provide office addresses only, the medium and small provided office addresses as
well as names ofindividuals who could be contacted directly.
The second factor is 'friendly' to usc. This is detennincd by the ease with which web
site users can find their WilY round the site and download material conveniently and
smoothly, Fink (2002a) found that infonnation wns provided via menus which gave
details about the finn, service offered, people and publications. A positive aspect of
the web site design in the study was that details were obtained at the second or third
level. The third dimension involves situations where the service provider may have
multiple office locations or service sources. In such situations, links should be
provided to assist the client to gel access to the appropriate office or service sources
in their locality.
While the strength of the internet can be exploited, its effective usc and the ultimate
success of online service offerings can be affected by the quality of web sites. Unlike
products which can be returned if the customer is not satisfied, services once offered
cannot be 'returned'. This poses n challenge to both the service· provider and the
clicnt'to get it 'right' at the first attempt. Service providers are at a risk of'public
bro~dcasting

exposure' through the web if clients have a bad experience or poor

service.
On the other hand, the client may have a 'fluid' relationship with the service provider
due to the avnilnbility of

11

variety of sctvices and service providers. Service
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providers therefore have a responsibility of ensuring that the web site is of high
quality to assist clients in decision-making regarding type and source of service. In
the service industry, 'cheap' may be 'expensiv.e'; hence cost may be considered
secondary and other factors such as building client trust, satisfaction, minimising risk
and promotion of loyalty arc vital in establishing a long term relationship with the
client.

2.6 Theoretical Framework of the Study
This study deals with the evaluation of the perceived web site quality by web site
users. While the study draws from WcbQual, the theories applicable include those
related to information systems use. This is because use of web site necessitates the
need for computer hardware and software focused ou information mauipulation
which may involve storage, retrieval, processing, display and transfer. This implies
that \VCb site use is a subset of the study of informatiou system. Secondly, use of a
web site can be seen as a marketing interaction where a customer's queries nrc
addressed, purchases are made (or initiated) and product and service information
accessed. Thirdly, reaction to web site quality iuformation extends \VCb usability by
providing feedback to satisfy the supplier point of view.
As the web is part of the information system, its purpose within au organisation can
include improving the effectiveness and efficiency of that organisation, Some of the
fnctors determining the achievement of this purpose include capabilities of the
information systems and characteristics of the organisation, work systems and people
1-levner et a]., (2004). Information system researchers have a challensc of not only
furthering the existing knowledge on the application, management and use of
information technology but also communicating the results for improved managerial
and organisational usage (Hevner et al., 2004; Zmud, 1997). The proposed study not
only evaluates web sites (information systems) but also communicates the outcome
to the owners of the systems (web sites).
The study makes usc of the WcbQual instrument and design science paradism in
evaluating PA web sites. As noted earlier, WebQual is a metlwd for assessing the
quality of web sites across and within organisations. Design research is presented
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here as a "lens", or set of analytical techniques and perspectives, for perfmming
research in this respect (see figure 2).

Artifacts

Figure 2.2: Design Science as a Lens

2. 7 Design Science
Design research involves the analysis of the use and performance of designed
artefacts in order to understand, explain and very frequently to improve on the
behaviour aspects of IS. Design researchers can be found in many disciplines and
fields, notably Engineering and Computer Science, using a variety of approaches,
methods and techniques (McKay & Marshall, 2005). March and Smith (1995) argue
that four activities are involved in research as shown in the table 2.2. For this
research emphasise is placed on two basic activities or processes, namely building
an!f evaluating.
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Table 2.2: Main Research Activities
'

.

Research Activity ·

Description

Building of Artefact

This is where an artefact is built based on a perceived
need or void in existing technologies.

Evaluation of Artefacts

USually done in tandem with the building of artefacts, but
could be done for existing artefacts.

TI!eory Building

To e:-:plain why one approach to solving a technological
problem is superior to another or approach ranking.

Theory Testing

To verify theories those have been developed mostly
empirically.

Design science approach is a problem solving process which "seeks to create
innovations that define the ideals, practices, technical capabilities and products
through which the analysis, design, implementation management

and use of

information systems can be effectively and efficiently accomplished" (Hevner et al.,
2004 p 76). In a widely cited paper contrasting design research with natural science
research, March & Smith (1995) proposes four general outputs or artifacts for design
research. They consist of constructs, models, methods, nnd instantiations. In addition
Ross and Sein (2003) and Purao (2002) proposes a fifth output • better theories.
Table 2.3 summarizes the outputs that can be obtained from a design science
research effort.

23

Table 2.3: The Outputs of Design Research

Pe~~ription

Iputput
I !constructs

·..

.

be conceptual vocabulary of a domain
set of propositions or statements expressing relationships

2 fodels

1 etwecn constructs

13}~
. 4 llnstantiations

sjBctter theories
Sourc~:

set of steps used to perform a task- how-to knowledge
The opcrationalization of constructs, models and methods.
rtefact construction as analogous to experimental natural
,science

(Vafshnavf & Kuechler, 2004)

To arrive at these artifacts, Hevner ct al., (2004) proposes a framework, consisting of
seven guidelines, which guides IS researchers and practitioners on how to conduct,
evaluate and present design science research. The seven guidelines are design as an
artefact, problem relevance, design evaluation, research contributions, research rigor,
design as a search process, and communication of research. Below is an outline of
how the various components of the study relate to the guidelines
I. Design as artefact. The artefact was created in form of a model or instrument to

address the important problem of evaluating web sites in a unique sector (PA).
II. Problem relevance. As stated in the earlier section, the problem 0f diagnosing
and prognosing web sites quality is extremely relevant in the era of e·
commerce. The eases to be presented in this study illustnlte the imponancc. It
is also in line with the call for more rigorous and relevant research (Applegate,
1999).
Ill. Design Evaluation. To corry out the evaluation, the study utilised some of the
methods proposed by (Hevner et al., 2004) rmmely observation, analytical,
experimental and des'criptive.
a. Observation. This could involve a situation where PA web sites were
to be used and 'customers' observed as they try to usc the web site to
access the services. Ease of usc or difficulties in relation to
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navigation, selection of the required services and time taken would
fonn some of the important observational aspects. In this study
observation was not carried out.
b. Analytical. This where web sites are analysed to detennine the static
quality such as complexity, home page design, use of animations,
infonnation content etc. Web site static qualities for the PA firms
should be analysed by experts because experts are more competent
and confident in evaluuting the web site and in suggesting further
aspects of quality factors to be considered. However, this activity is
beyond the scope of tho current study,
c. Experimental. This WliS done in this research using PA 'clients' in

11

controlled environment where qualities like usability and interactivity
were detcnnined. Participants were instructed to assess the quality
dimensions for each of the PA web sites as outlined in tl1e remainder
of this thesis.
d. Descriptive. Existing instruments for evaluating web site quality arc
analysed by referencing existing literature (and researchJ,.to form a
knowledge base for detennining relevant web site quality dimensions
for PA finns. This is where WebQual fits in.
IV. Research contributions. The tnain Contribution is the development of an
instrument to evaluate PA web sites and to estHb!ish the perceived quality of six
topPA firms.
V. Research rigor. The study combined previous tested dimensions oF WebQual,
domain specific characteristics of the PA sector, and a well fonnulatcd design
science methodology. The study was organised in two stages, namely
instrument development and instrument application. The main aim wns to
detenninc how well PA web sites support online clients.
VI. Design as n search process, l11e proposed methodology is iterative in that each
stage establishes existing and potential requirements and ways of addressing
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them. In addition the instrument for evaluating PA web site quality can be
applied to the same sector in longitudinal research or in other service sectors.
VIJ. Communication of research. The study was based on a rigorous step-by-step
approach. The resulting outcomes, in the fonn of recommendations, will be
relevant to the professional service sector in general and the PA sector in
particular. The results of evaluating web site quality will not only be presented
to academia (immediately) but also to the PA firms for feedback (see future
research)
The foregoing reveals that IS research under the design science paradigm builds and
evaluates constructs, models, methods, and instantiations. This study wns concerned
with tb~ building of web site quality constructs relevant to PA sector online business
as well as applying these constructs. Web site quality evaluation is an emerging field
for both practitioners and researchers. Pmctitioncrs endeavor to create and implement
technologies that shape online offering while researchers endeavor to understand and
seck improved methods of online offerings. Design science therefore can offer
proctitioners and researchers a valuable approach to evaluating online business.
Figure 2.3

below

rellects the relationships between

nctiviticslproecsscs,

nrtifllcts/outputs ond the research guidelines as discussed above.
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Artifacts or out puts:

Process:
•Building .artifacts,
•Evaluating artifacts,
·Buildin~t tt1eory and

·Constructs,
·Moc!els,
•MetMds,
•Instantiations.
•Better Ttleories

11

Research Guidelines
•Design as artifact
·Problem relevance,
·Design Evaluation,
• Researctl contributions,

•Research rigor
•Design as a search
process, and
•Communication of
researcr1

Figure 2.3: Research Framework Based on Design Science

The development of methods for building web site applications, (not addressed in
this research) may rely more on theory building and velification while web site
quality evaluation (addressed in this research) may rely on artifact building and
evaluation. Theory represents the vertical dimension in figure 2.4 while the
holizontal dimension shows the research concentration. The researcher who focuses
more on building of artifacts (either for implementation or research) relies less on
building and velification of theolies and vice versa. Consideling the holizontal line,
as the researcher move toward the left (i.e. more toward the building of artifacts for
P A implementation), the research is both grounded in and focused on the needs of
practitioners. The opposite direction (i.e. moving towards the building artifacts to aid
research) the focus shifts towards the need to study web site quality and the research
is focused on and grounded in the problems faced by the researcher.
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As shown in figure 2.4, this study focuses on building and evaluation of artefacts in
relation to PA sector.

2.8

P A Web Site Quality Dimensions

As pointed out earlier in this chapter, this study utilises the WebQual instmment as a
basis for developing W ebQual/P A, an instrument to evaluate web site quality for PA
finns. Previous application of W ebQual includes UK business school web sites
(Barnes & Vidgen, 2000) internet bookshops (Barnes & Vidgen, 2001c), small
companies (Barnes & Vidgen, 2001a), online auction houses (Barnes & Vidgen,
2001b), and the airline industry (Shchiglik & Barnes, 2003). An important feature of
the W ebQual approach is that it allows comparison to be made between
organisations in the same industry or for the same organisation over time (Barnes &
Vidgen, 2002). This study aims at extending the generic instruments by focusing on
the Public Accounting sector.
As the W ebQual/P A was developed, a number of issues needed to be put in
perspective. The previous W ebQual instruments have been developed in sectors
where either the customer is a specialist in the services or product sought or the
customer knows in advance the particular service or product being sourced. Looking
at the air travel companies (Shchiglik & Bames, 2003 ), the customer base are
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travellers whose interest is to travel from point A to B where both A and B are
known. You need not have travelled to B to offer details of the routing, price and
other travel details. Likewise, n firm or company offering library services (Fink,
2002b), or auction service (Barnes & Vidgen, 200!b), need not be a specialist in the
area, hence most of the required information for customer to base their decision on
may be standardised.
This shows that WcbQual has been ap!Jlied to measure quality of web sites whose
'owners' are not professional and the customer has the power to detcnnine hislher
requirement independent of the supplicr.The PA sector is unique in that the suppliers
(referred to as service providers) to a large extent (and through interaction) determine
the needs of the customers (generally referred tons clients in accounting sector). Due
to this unique characteristic of the sector and the growth of online services, there is
need for a domain-specific instrument for evaluating PA web sites.
While the three dimensions ofWebQual4.0 (usability, information and interactivity)
may be relevant for the professional service sector and the areas they have bello
applied to, it's important to note that a service provider is e;,:pccted to provide
solutions or guide the client into solution finding. This may imply that the clients
may not be certain of their requirements before 'contacting' the service provider.
Further-more, professionals are expected to be 'ahead' of the client to anticipant new
areas ofconcem.ln addition, some of the professional services may not be concluded
over the web due to the nature of services (as discussed earlier), !nubility of the
service provider to quote a price online, additional information required to establish
the nature and magnitude of service requirements, and the need for 'personal'
contact. Furthermore, the production and consumption of services is simultaneous
which makes it difficult to eliminate poor service offerings before consumption,
hence experience (either direct or determined from other clients) is vital.
As a result, both the service provider and the client assume a certain degree of
perceived risk, which needs assessment. Customer behaviour in relation to risk has
been a subject of study over n period of time (Bauer, 1960; McCorkle, 1990;
Mitchell, 1999). Different risk dimensions have been identified including money
loss, ego loss and time loss (Roelius, 1971), uncertainty and seriousness of the
consequences of purchase (Bauer, 1960), social and performance risk (Jacoby &
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Kaplan, 1972), financial, social, performance, time loss (McCorkle, 1990),
uncertainty, hazard and opportunity (Adams, 1995; IFAC, 1999). According to Bauer
(1960) perceived risk is largely a function of uncertainty and seriousness of the
consequences of the purchnse. Cases (2002) pointed out that the two components arc
related.
Cases (2002) aimed at detennining whether the internet created new forms of risk.
Four potential risk sources were identified: "risk associated with the product, risk
ensuing from a remote transaction, risk associated with the usc of the internet as a
mode of purchase and risk associated with the site on which the transaction takes
place" (p378). Eight risk dimensions were established namely perfonnancc risk, time
risk, financial risk, delivery, social risk, privacy risk, payment risk and source risk.
These dimensions closely link with those identified by Peter and Tarpey (1975) and
Jacopy and Kaplan {1972), namely financial risk, perfonnance risk, physical risk,
psychological risk, social risk, convenience risk and overall risk.
As observed by Cases (2002) "the internet has revived the debate on the perception
of risk" (p376). Fink {1999), while surveying final year university students, found
that these future business leaders believed that the capacity of e-commcrce (hence
online services) is hampered by perceived concerns and risks. However, a further
observation was that although e-eommcrcc was perceived a risky undertaking, its
future prospects were good (Fink, 1999). Conversely, firms engaged in online
bus!ness need ways to reduce r!sk perceived by customers (Burke, 1997). While
suppliers may not eliminate a!! the risk, effort to minimize or reduce risk should be
put in place to allow customers cope with the perceived risk (Murray, 1991). There
arc various ways of addressing perceived risk which include assurance from previous
clients and the inclusion of statements to give assurance of the task completion as
promised.
To cater for these additional concerns the study utilises four dimensions namely
usability, interactivity, information quality and riskiness to develop an instrument to
evaluate the web site quality for the PA sector, The specific questions contained in
the instrument arc shown in chapter 4. The JOllowing section gives a brief
explanation ofthc each dimension.
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2.8.1

Usability

Usability refers to the ability of the web site to meet the user's needs. u~nbility is
concerned with how clients perceive and interact with a web site, the suitability of
the content for the user's task (Barnes & Vidgcn, 2004n) and how effectively users
can navigate the site. Usability deals with aspect of design of the site, i.e.
appropriateness of appearnnce (format and style) and ease of navigation. Since
accounting sites arc informational, this includes finding the right information
quickly, easily and without error. As observed by Nielson (2000) "users experience
usability ofn site before they have committed to using it and before they have spent
any money on potential purchases" (pi!). The initial perception of a web site is
crucial as it determines the next action which may include continuing searching the
site, or go to competitors sites. In essence usability may be enhanced by focusing on
such qualities as appearance, case of usc, navigation and the image conveyed to the
user (Barnes & Vidgen, 2004a).
2.8.2

lntcnctl\'ity

lntemctivity can be defined as the extent tn which the web site communicates with
the users and responds to the user's communication needs. This measures the quality
of the interaction experienced by users as they delve into the site. It includes such
aspects as pcrsonalisation and communication with the service provider (Barnes &
Vidgen, 2004a). On the other hand, interactivity deals with the degree to which users
of a web site can communicate, have control over, and exchange roles in their mutual
discourse (Williams, Rice, & Rogers, I 988). One way of promoting user control and
therefore intcrnctivity, is by allowing users to choose between altcmntive courses of
'action' or 'decision'. For instance the use of a search engine or facility to find the
required information or service accomplished by the presence of a search engine,
working links and well labeled captions. The study utilises three variables in relation
to internctivity namely: user control, responsiveness and reputation. The faster the
response the greater the perception ofinteractivity and the more likely is the client's
revisit (Dholakia ct al., 2004).
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2.8.3

Information Quolity

The issue of infommtion quality has o rich history in IS and has been addressed in
different ways (sec Alexander & Tate, 1999; Beck, 1997; Klein, 2002; Naumann &
Rolker, 2000; Wong & Strong, 1996).lt includes such aspects as accuracy, currency,
relevancy, ease of understanding, timeliness and level of detail (uniqueness and
depth of material coverage). Information quality is an important aspect to the users of
the web site because, as noted by Jakob Nielsen, and quoted by Gullikson ct al.,
(2000) "people do not come to the Web for an 'experience,' they come for
information".
Information quality may imply the quality of the content of the site which 'can be
measured by the suitability of the information for the user's purposes (Barnes &
Vidgcn, 2004b) and referred to as information 'fit-to-usc'.

This includes such

aspects as accuracy, appropriate format, relevancy, currency and timeliness. To a
client or seeker of information, presence of these aspects would imply a higher web
site quality. As observed by Loiacono ct nl., (2004), a web site would be more useful
where it provides exact information needed as opposed to general information.
Aspects of information quality arc enhanced by interactivity functions such as search
facilities which help in accessing relevant information, This study utilises three
variables of information quality, namely accuracy, relevancy/timeliness and
completeness (Klein, 2002).
2.8.4

Riskiness

As explained in an earlier section, perceived risk is generally viewed os a concern to
clients dealing with an electronic tmmmction or activity (Cooper, 1997). The
perceived risk increases with online services due to the nature of services and the
'impersonal' characteristics of online senrices. Some of the factors which reduce
riskiness include a security guaranteeing logo, presence of privacy statement and
clues on reputation. These factors support improved level of task completion, online
communication and information provision. The perceived degree of risk by a PA
client determines the level of participation in the online services. This study utilises
three variables namely task completion, secure communication and information
privacy risk.
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2.9 Summary
The literature review o!Tered an overview of different dimensions which have been
used to determine the quality of web sites in di!Terent industria!-trnd organisational
settings. In addition, the chapter hi:;hlights the different approachrs used to evaluate
web sites which included the machine approach, the expert as a judge, and customer
judgement. The chapter further shows that di!Terent methods can be utilised while
evaluating web sites which included competitive analysis, scenario, inspection, Jog
analysis and online questionnaire. The possible evaluators and methods were
discussed in order to determine the most suitable

evall•ntor~

,md method to be used

by the study. Previous studies suggest that customerF' n.:rspctivcs have great impact
on online business. As a result, this

~tudy

uses e!i<'nts

b

the evaluators for PA web

sites under the scenario and competit:v~ mctho~.•.
The need for a reliable and valid evaluation instrument was dealt with. To lay a
foundation for the development of an instrument, WebQual versions I to 4 were
highlighted. WcbQual 4.0 forms the basis for development of a domain specific
instrument. The instrument, WcbQuaiiPA, has four dimensions namely usability,
interactivity, information quality and riskiness. The chapter gives a brief explanation
of each of the dimensions showing how they fit the PA sector. To understand the PA
sector deeper, the importance and unique nature of online business was revealed,
showing the di!Terenccs between services ond products. To further expound on
online services, the nature of accounting services was examined where major
services were determined ns intelligence, consulting, counselling, relationship
networks, education and training,
Previous research suggest that IS should focus on relevant and rigorous research
aimed at providing solutions to organisational problems. To achieve this, tl1e theory
of design science was applied as a 'lens' and to act ns a guideline to this study. The
theoretical framework was therefore based on the processes, guidelines and artefacts
as they relate to this research.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1

Introduction

The study evaluates the web site quality for PA finns from a client perspective. The
study was undertaken in two stages where the evaluation instrument was developed
and tested respectively. The quality of PA web site did not appear to have been
evaluated before, hence the study was exploratory, seeks to understand the
customer's perception. This chapter explains the research approach and how the
research was carried out including the development ofthe instrument (questionnaire),
participants and web site selection and conducting the laboratory experimentation.
Ethical consideration and data collection and analysis procedures arc also discussed.
3.2

Perspectives of Resear~b

Generally all research is based on some underlying assumptions in relation to 'valid'
and appropriate research methods. Different schools of thought or pamdigms provide
various philosophical perspectives to tlte researcher. The word parndigm, which has
been used widely by business and social researchers, reflects a fundamental set of
philosophical beliefs .aboot the nature of the world (Ticehurst & Veal, 1999). It
provides guidelines and principles to the researcher on how to conduct research
including which methods and techniques to apply. There arc different ways of
classifying research paradigms. The two major traditional paradigms guiding
business research nrc positivist and intcrprctivist (Williamson, 2000) although other
researchers (Cavana et al., 2001; Myers, J997; Orlikowski & Baroudi, 1991) classify
the approaches into three categories namely positivist, interpretive and the critical
approach. This classification is adopted by this study.
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3.2.1

Po~itivist

Research

Positivists generally assume that a set of reality is objectively given or exists (Cavana
et al., 2001; Myers, 1997; Williamson, 2000; 2002) and can be described by
measurable properties, and is independent of the observer (researcher) and his or her
instrument (Myers, 1997). More often than not positivist research is associated with
quantitative methods. As observed by

Orlikowski and Baroudi (1991)

and

referenced by Klein and Myers (1999) "IS research can be classified as positivist if
there is evidence of fonnal propositions, quantifiable measures of variables,
hypothesis testing, and the drawing of inferences about a phenomenon from a
representative sample to a stated population" p69. Positivist research attempt to test
theories using hypothesis which helps in predictive understanding of a phenomena
(Cavana ct al., 2001; Myers, \997). This means positivist research is based on
deductive reasoning beginning witlt a theory and models which is generalised using
empirical evidence (Cavana et al., 2001; Williamson, 2000).
Positivism eventually emphasises quantifiable observations which arc analysed using
statistical methods (Remenyi, Williams, Money, & Swartz, 1998; Williamson, 2000).
A major metit of positivist research is the rcplicability aspect where another
researcher can conduct the same research in the same setting and the results nrc
comparable (Cavana ct al., 2001). However positivist research has some criticism· i)
researchers have argued that quantification of all aspect of human endeavours is
superficial ii) stntislicol samples arc not able to express all specific social groups
hence limit gcncralisability and understanding of individual cases and iii) failure of
interpreting the meaning of people and the way they feel nnd think in addition to the
researchers involvement (Cavan a et al., 2001).
3.2.2 Critical Rc,eorch
A major assumption associated with critic3l research is tlmt peoples' potential is
unrealised and they (people) can adapt and transfonn themselves against various
conditions (Myers, 1997). Critical researchers assume thot social reality is
historically constituted and that it is produced and reproduced by people. Although
people can consciously act to change their social and econon!ic conditions, critical
researchers recognise that their ability to do so is constrained by such factors as
social, cultural and political dominations in addition to resource limitations and
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natural laws. The main task of critical research is seen as being one of social critique.
As observed by Klein and Myers (1999 p69), "IS research can be classified as critical
if the main task is seen as being one of social critique, whereby the restrictive and
alienating conditions of the status quo arc brought to light". In this way, critical
research helps to eliminate the causes of unwarranted alienation and domination and
thereby enhance the opportunities for realising human potential (Alvesson &
Willmott, 1992; Hirschhcim & Klein, 1994).
This implies that the restrictive and alienating conditions of tbc status quo can be
brought to light and analysed and understood. Critical research focuses on
oppositions, connicts and contradictions in contemporary society, a'nd seeks to be
cmnncipntory, i.e. it should help to eliminate the causes of alienation and domination
where opportunities for realizing human potential are enhanced (Klein & Myers,
1999; Myers, 1997). As noted by Cavano et al., (2001), people can be empowered via
critical research which eventually assists them to uncover myths and hidden
meanings and

hcn~e

change the world positively, However, critical research has a

number of criticisms which include: i) people may be forced to change when they arc
not ready or prepared for it, ii) elimination of cumnt social circumstances docs not
necessary provide a process for creating a new reality (Cnvana ct al., 2001).
3.2.3

Interpretive Research

As opposed to positivism (with the assumption that reality e:dst or is objectively
determined in both the physical and social world as reflected by causnl laws) or
critical (where people can adapt and trnnsfonn themselves), interpretive researchers
start out with the assumption !bat reality (given or socially constructed) exists
through social constructions such as language, consciousness and shared meanings
(Cavana et al., 2001; Myers, 1997). Williamson (2000) observed that the social
world is different from the world of nature and the forr.1er can be interpreted or
constructed by people. Therefore "IS research can be classified ns interpretive if it is
assumed that our

~nowledgc

of reality is gained only through social constructions

such a language, consciousness, shared meanings, documents, tools, and other
artefacts. Interpretive research does not predefine dependent and independent
variables, but focuses on the complexity of human sense making as the situation
emerges" (Kaplan and Maxwell 1994 as referenced by (Klein & Myers, 1999)).
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There arc number of characteristics which help distinguish interpretive research.
They include: i) lack of predefined dependent and independent variables ii) focus on
complexity of human sense making us the situation emerges (Kaplan and Mnxwell
1994 as referenced by (Klein & Myers, 1999), iii) understanding of phenomena
through meanings that people assign to them (Boland, 1985"; Deetz, 1996; Orlikowski
& Buroudi, 1991) and iv) "aimed at produring on understanding of the context of the

infonnation system, and the process whereby the infonnation system influences and
is influenced by the context" (Walsham 1993 p4-S as referenced by (Klein & Myers,
1999 p69}. However, some criticisms against interpretive research include: i) focus
mainly on specific events may limit generalisation, ii) docs not create change
(Cavnna ct a!., 2001).
3.2.4 Study Approach
Although the three paradigms arc philosophically distinct, in practice it is
acknowledged that the distinctions themselves are often contentious and not clearly
separable (Myers, 1997). The argument as to whether these paradigms arc opposed
or can be accommodated within one study continues. A summary of the key
characteristics distinguishing these paradigms is shown in table 3,!. The study has
characteristics which favour the adoption of an

int~rpretive

paradigm. Some of these

characteristics include:
•

TI1e dependent and independent variables were unnecessary for the study. In
addition no theories were tested hence no need for hypothesis. This weakens
the use of positivism approach.

•

The study focused on how PA web site users evaluate the quality of the site.
This was analysed using the web site quality dimensions for the PA
pro!Cssion.

•

The finding of the study was based on the understanding and evaluation of
potential web site users. Although guidelines were given to the participants,
the freedom of"how deep they could browse" in every site provided an
individualised understanding of the "phenomena" within the context of a
user,
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Table 3.1: Comparison of Research Pnrndigms
Positivist

"
Interpretivist

Critical
Material world,
structured contradictions
and/or c,.;ploitntion which
can be objectively known
only by removing
ideological billSes

Assumptions

Objective world
lntersubjectivc world
which science can
which science can
measure and mirror represent with
with privileged
concepts; social
knowledge.
construction of reality

Aim

To discover
universal laws that
can be used to
predict human
activity

To uncover the
socially constructed
meaning of reality as
understood by an
individual or group

To uncover surface
illusions so that people
will be empowered to
change their world

Stance of
researcher

Stands aloof and
apart from research
subjects so that
decisions can be
made objectively

Becomes fully
involved with research
subjects to achieve a
full understanding of
subjects' world

Involved with research so
that surface illusions can
be identified, but urges
subjects to change their
world

Values

Values free, their
innuence is denied

Values included and
made explicit

Values included and
made explicit

Type of
reasoning

Deductive

Inductive

Deductive and inductive

Research
plan

Flexible, and follows
Rigorous, linear
and rigid, based on the information
research hypothesis provided by the
research subject

Research
methods and
type(s) of
analysis

Experiments;
questionnaires;
secondary data
analysis;
quantitatively
coded; documents;
statistical analysis

Goodness or
quality of
criteria

Conventional
benchmarks of
'rigour'; internal
and external
validity; reliability
and objectivity
Source: Lincoln & Guba 2000

The impcmtivc for
change guides the actions
of the researcher

Ethnography;
participant
observation;
interviews; focus
groups; conversation
analysis; case studies

Field research, historical
analysis/ dialectical
analysis

Trustworthiness and
authenticity

Historical situatcdness;
erosion of ignorance and
misapprehensions; action
stimulus
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3.3

Research Approach

In addition to the above classification, research approaches can also be categorised as
qualitative and quantitative. Quantitative research has its origin in the naturnl
sciences with its application to study natural phenomena. Over time it has been
accepted in socinl sciences in the fonn of survey methods and laboratory
experiments. On the other hand, the qualitative method hns it origin in the social
sciences where it facilitates the study of social and cultural phenomena.
Qualitative research has preference for (i) qualitative data (i.e, analysis of words and
images), (ii} naturnlly occurring dntn {i.e. observation, unstructured interviews), {iii)
meaning other than behaviour (i.e. "why"), (iv) a reject of natural science as a model
{e.g. talk to a few people and draw conclusions), a~d (v) preference for hypothesis
generating rather than hypothesis testing.

Areas of application include action

research, case study research, and ethnogrnphy.
The study adopts interpretative paradigm {sec section 3.2.4) in a quantitative
approach (experiment using questionnaire). In addition, the study was organised in
two stages namely: instrument development (chapter 4) and instrument application.
The purposes and the expected results of each stage are summarised in table 3.2. The
output of stage one becomes the input of stage two as shown in figure 3.1 and a
detailed analysis given in later chapters.
Table 3.2: Study Stages
Sta e .Stage 1:
Instrument
development
(literature review)
Stage ll:
Instrument
application
(experiment)

p
To detennine and develop "WebQual"
requirements for the Public Accounting
sector. The process will be based on an
extensive literature review
the
_!!!Plication ofdesi n science.

Ex ected results
Domain
specific
WebQual
instrument
(WebQunl/ PA)

To apply the instrument to Public
Accounting web sites to detenninc the
most significant quality factors for online
service offerin~.

Perceived quality of
the PA web sites·
sector and
individual firms

"

'"'

Stage I dealt with the development of the instrument for evaluating PA web site
quality. A systematic and thorough review of the literature was undertaken in order
to ensure all the critical issues pertaining to the research had been identified. To
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accomplish this, inductive methods (Bossert, 1991; Malhotra & Grover, 1998) and
the design science approach was used. In line with the design science approach,
Henver et al., (2004) recommended the use of a descriptive approach where informed
argument "use information from the knowledge base (e.g. relevant research) to build
a convincing argument for the artefact's utility" (p86). This study used the
descriptive approach in which instruments for evaluating web site quality were
analysed using existing literature (and research) to form a knowledge base for
detennining the relevant web site quality constructs or dimensions for PA firms.
This approach achieves content validity (see discussion on validity in chapter 5) and
has been adopted by similar studies in this area (Barnes & Vidgen, 2001 b; 2002;
Shchiglik & Barnes, 2003). The conceptual research framework presented in chapter
2 was used to identify constructs or dimensions relevant to the P A sector, and for
developing the instrument that guided subsequent stages of evaluation. As these were
essentially confirmatory in nature, validation of the instrument prior to its application
to ensure it reflects validity was essential. Figure 3.1 shows the outcome of stage one
where quality constructs and evaluation instruments were developed (see chapter4)

Figure 3.1: Research Stages and Outcome
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Stage II of the research design was concerned with the application of the instrument,
\VebQualiPA, developed from the review oftlu: literature. The instrument was used
to evaluate web sites of PA firms by surrogate clients. Figure 3.1, further
demonstrates the outcome of stage li which ore discussed and presented in Inter
chapters.
A potential stage III is possible in the postdoctoral period. Tt is planned that the
results of stage II will be presented to the 'owners' of the web sites for feedback.
This future research is discussed in more detail in chapter 7.
3.4

Research Design

While chapter 4 deals with t11e development of the research instrument, this section
gives a detailed analysis of the steps and underlying theory in the research design and
procedures. This section therefore outlines the laborntory design, sample design,
pilot testing of the instrument and conduct oft he study. A summary of the design is
provided in figure 3.3 below, followed by a discussion.
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Figure 3.2: Research design of the study
3.4.1

Laboratory Experimentation Design

William (2000) noted that some 'why' and 'how' questions in more technical fields
may require the high level of control afforded by experiments and Shank, Rouse,
Arnot (1993) believe this to be the case in information systems (p34). While
experimentation is not widely used in business and management (Remenyi et al.,
1998) it is one of the quantitative method well accepted in social sciences (Myers,
1997). In stage II of the study a structured questionnaire was administered in a
controlled environment i.e. as a laboratory experiment, in which the researcher had
control over the procedures. The approach was chosen to maintain control over the
sites that the pmiicipants were required to evaluate (six PA web sites) and the form
of evaluation. This method enables a problem to be studied where the variables
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involved (the web site quality dimensions developed in stage I) arc known but
behaviour (perceptions of clients) is unknown (Shanks et ol., 1993).
The lnbomtory approach hns advantages which include (Cooper & Emory, 1995;
Remcnyi et al., 1998):
•

Minimises the effect ofextrnneous inOuenccs and variables (i.e. ensuring that
the participating students are post-graduate Business students).

•

Improved convenience and low cost of conducting research when compared
to other methods.

•

The replication or repeating nn experiment with different groups of
participants (i.e. using different student groups and times}.

Cooper and Emory (1995) observed that a controlled experiment has disadvanlllges
also. They include:
Artificiality ofthe laboratory selling compared to the business environment
Due to non-probabilistic sampling, generalisation is limited.

•

The method tends to focus on current and immediate future problems.

•

Because of ethnics, the manipulation and control are limited.
To minimise the disadvantages of too much control participants wen: given

the freedom to determine the site to start nnd to follow the links which were most
helpful in locating se!Vices, interacting with the site and undertaking tasks within the
site. Further details on the conduct of this study are provided in following sections.

3.4.2

Sumplc Design

A sample is a part of the population. Sampling is the process of selecting part of the
population from which conclusions may be obtained nbout the entire population
(Aireck & Settle, 1995; Cooper & Emory, 1995; Remenyi et al., 1998; Sekamn,
1984). This implies that sufficient individuals are selected from the population and
that information about population characteristics or properties can be generalised.

The main aim of sampling is to estimate some unknown characteristic of the
population (Zikmund, 2003). There are several reasons why sampling is done.
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According to Deming (1990) the quality of a study is better with sampling than with
the population. Deming observed that:
"Sampling possesses the possibility of better interviewing (testing),
more thorough investigation of missing, wrong, or suspicious
information, better supervision, and better processing than is possible
with complete coverage". {p 26)
This has been substantiated by various research findings (e.g. Cooper&. Emory,
\995) and it has been shown that there is greater accuracy of results associated with
sampling (Cooper &. Schindler, 2001). Other compelling reasons for sampling
include: quicker results, economical or lower costs, greater speed of data collection
and reduced burden of response (Alreck & Settle, 1995; Cooper & Schindler, 2001;
Deming, 1990). However, Deming (1990) warns that economy by itself, without
improved quality of information, is a poor argument and savings cannot be traded for
reliability. The ingredients of quality are the same whether dealing with a complete
coverage or a sample.
This study ~oncentrnted on PA web sites which were evaluated by business students
who acted as surrogate for clients with feedback given by the PA managers (oWIIers)
us part of future research. This involved the selection of appropriate samples of web
sites and participants. Pigure 3.4 shows decision in this respect.
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Population
Clients of' Public Accounting (PA) websites

I

1

I

Cjients

!
Sampling Method:
Random sampling to post-graduates
stl!dents in Faculty of Business and
Law, Edith Cowan University

1

Sample Size:
100 participants

r

Coveredin _,
chapte r4

L

Analys is of
finding s
covere d in
chapter 5

-

I

...,\

L

1

I

Pre-Testing:
Five post-graduate students

I
Experimentation:
612 Questionnaires administered in a
laboratory setting.

33: Sample Design Flow Chart
3.4.3

Sample of Web Sites

Six web sites were selected because this number could be evaluated in the time
allowed (about 1 hour) for the experiment. The specific firms included in the study
were the 'big four' and two second-tier ones namely PricewaterhouseCoopers (PwC),
Ernst & Young (E&Y), Klynveld, Peat, Marwick and Goerdeler (KPMG), Deloitte,
Investor Group, Pannell Keoo Forster (PKF) Australia, (Business Weekly Review, 2004c).

The selection of web sites was done after the following consideration:
~~~

Public Accounting firms with web presence in Western Australia (Business
Weeldy Review, 2004a; 2004b; 2004c),

e

Likelihood of offering online service, and

•

Ongoing level of comparative size as known as Big and Medium size firms.
This supported the choice of six PA firms which were selected using

judgement (also referred to as purposive) sampling method. As observed by Remenyi
et al. (1998), the web sites were selected with a specific purpose in mind, i.e.
likelihood of representing the best practise in public accounting.
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3.4.4 Sample of Participants

As mentioned earlier, post-graduate students in Faculty of Business and Law at Edith
Cowan University (ECU) were used as surrogate for PA clients. The study used the
couvenieuce sampling method to 'select' at least 100 participants. A convenience
sample means that post-graduate students that are selected were "conveniently"
available to participate in the study (Mason & Lind, 1990; Remenyi el al., \998;
Zikmund, 2003). Every post-graduate student in the Faculty of Business aud Law at
ECU had a chance of being included in the sample. The participants were recruited in
various ways. Some classes and tutorials were visited to invite the studeuts to
participate. In addition, word of month by researcher (and in few cases by some
lecturers) was a mode used for smilller groups and for those visited in various postgraduate computer laboratories. The study was also promoted through use of flyers.
Flyers notifying the research purpose and an invitation to participate in this study
were put on various notice boards nl the Joondalup and Churchlands campuses of
ECU. To improve the response rate, experiment sessions were organised so that they
aligned with

le~ture

sessious. In addition, e-mail messages were sent to students to

remind them of the participation, venue and the preferred time (if applicable).
As observed by Alreck & Setlle (1995) respondents qualify on the basis of two
criteria i) have to possess the infonnation aud ii) they may need to have certain
attributes or characteristics to make their responses meaningful. The PA web sites
were evaluated by students os client surrognt~s. The students were used as they are in
a position to evaluate web sites based on their understanding of professional se!Vices.
Post-graduate students make good subjects given that they may have prior business
expe1ience (which may include professional se!Vices) and their advanced :;\age of
academic study. Furthennore, post-graduate students may be more competent and
confident in evaluating web sites and in suggesting quality aspects for improvement
than current non-academic clients. In addition, business students have been found to
be potential users of professional accouniing se!Vices now and in future (Fink, 1999).

3.5 Ethics Permission
!3oth the researcher aud the participant have to comply with ethical practices, i.e. do
what is 'right' and avoid what is 'wrong' to promote and enhance the credibility of
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the results. An ethics clearance has the intention of ensuring that this purpose is met.
In accordance with ECU guidelines, ethics clearance was obtained before the
commencement of the study. Since the experiment involved human subjects,
practices acceptable to the University were followed. In this contex.lthe following
was done:
ResPondents were informed of the aims and nature of study in the
introductory infonnation [etlcr which was attached to thi: questionnaire, a
copy of which is shown in the appendix I.
Participants were informed that they had the right to choose whether or not to
participant in the research.
Anonymity of the respondents was ensured und an option given for the
supply of respondent's name for the purpose of receiving a copy of the
results. Where this wns the case, the name and address was obtained
separately from the questionnaire.
Confidentiality of data was observed nnd only aggregated data was to be
published.
•

The questionnaire went through severn! revisions before the finn! submission
and acceptance by the ethics commillcc.

3.6 Conduct of the Study
As the study focused on evaluating PA web sites that offered online accounting
services, respondents had to access computer and intemet facilities. The participants
were invited to 11 specific computer laboratory at ECU. Each session was started with
a short welcoming speech. The participants were required to read the introductory
infonnation ("ioformation letter to the participants", "participants consent fonn" and
questionnaire instructions) thoroughly before commencing. The introductory
information described the invitation to participate in the study, an explanation of the
nature, significance and benefit of the study, and the confidentiality of each
resporident's data.
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The laboratory experimentation continued until the cases were 'enough', i.e. until
100 students had participated. This was deemed for sufficient responses for a reliable
statistical analysis to be performed. A 2 dollar "scratch" ticket was offered as an
incentive to participate.
P11rticipants were instructed to evaluate each of the web sites as they examined the
various features which indicated the quality of the web site. The study followed the
advice by Kritou, (1998) supported and referenced by Cunliffe (2000)
"While user scenarios are important tools, it is important that these
reflect the actual activities that users will conduct. One interesting
observation made during a direct observation using scenarios with
proxy users was that a number of the proxy users started the tasks by
general browsing around the site. It may be that this activity is an
important part of user behaviour on the Web and that strict adherence
to tasks places an at1iflcial restriction on their interactions". (p302)
The participants were given a scenario "to imagine you arc looking for accounting
service. You may scroll up and down or open new pages starting with the specified
home page. Follow the Jinks and instructions up to the 'final' stage of the
transaction". Although most users scroll beyonilthe infonnation that is visible on the
screen when a page comes up, to improve usability, critical content and navigation
options should be on the home page and visible witlmut scrolling on the monitors
(Nielsen, 2004). In addition, since some sites may be complex, it's important to find
out how easily users can locate materials within the site without giving up.
To ensure a deeper level of commitment and interaction with the site, the participants
were asked to identify accounting services from each of the web sites. These nrc
'facts' which the participants were asked to determine and hence made it more likely
that they engage in searching the site. Each participant evaluated six web sites. In
order to ease the evaluation, each URL of the six PA web sites was bookmnrkcd.

3.7 Summary
The chapter discussed the research philosophy, methodology, research approach,
research design, and ethic's permission. The chapter provides comprehensive
infonnation on how the research approach was developed and how the experiment
was designed to coHect data from 100 post graduate business students in the Faculty
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of Business and Law at Edith Col\ an University. The selection of the students was
based on convenience sampling. Students evaluated six public accounting web sites
which were selected on the basis of their web presence using a judgement or
purposive sampling approach.
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CHAPTER FOUR

INSTRUMENT DEVELOPMENT

4.1

Introduction

As highlighted in the earlier

~hapters

the need to develop a web site quality

evaluation instrument for the PA sector is significant. This study's key aim is to
develop such an instrument and apply it to the sector. This chapter provides a
discussion of the process of developing the instrument used to evaluate the quality of
PA web

sit~s,

namely WebQual!PA. The instrument development process was

completed in four phases. Phase I deals \'lith the refinement of the web site quality
constructs or dimensions while phase 2 develops variables for each construct. Phase
3 deals with questionnaire design and phase 4 outlines the research instrument and its
24 questions. The final section deals with pre-testing and refining the instrument and
sets out the procedure used during the conduct of the experimentation.

4.2 WebQualiPA: the Instrument
The review of literature in chapter 2 dealt with, among other topics, the three
dimensions of WebQual 4.0 (usability, infonnntion and internctivity), the areas in
which they have been applied and their relevance for the professional service sector.
Looking at the nature of services likely to be offered (or being offered) by the PA
and the characteristics of the sector, risk was included as a fourth dimension. The
study utilised WebQual 4.0 as a basis for tl1e development of WebQuul/PA and
developed 24 questions to cover the four dimensions.

4.3 Instrument Dr.velopment Process
The goal was to utilise a valid measure of web site quality thnt could be applied to
evaluate PA web site. As the study aimed at extending existing Web Qual instroments
(sec chapter 2), the dimensions of WebQual 4.0 were adopted and modified with

extensions and refinements. As shown in figure 4.1, web site quality dimensions
applicable to PA web sites are reviewed and variables and questions developed
appropriately as shown in steps 1 to 3. Step 4 involved pre-testing of the instrument.
The refined, final instrument is presented in appendix 1.

1
Peer
review
\

\

'

\

\

literature
review

PA sector
characteristics

Questionnaire
development
literature

Figure 4.1: Instrument Development Process
4.3.1

Refining Web site Quality Constructs

According to March and Smith (1995) "Constructs or concepts form the vocabulary
of the domain. They constitute a conceptualization used to describe problems within
the domain and to specify their solutions. They form the specialised language and
shared knowledge of a discipline or sub-discipline". (p256) Constructs arise during
the conceptualisation of the problem and are refined throughout the design cycle.
Constructs is essentially based on utility because a construct or definition "can be
neither true nor false i.e., it is not a factual proposition. A definition is simply an
explicit statement or resolution; it is a contention or an agreement that a given term
will refer to a specific object" (Lastrucci, 1963, p77). This means that a definition is
writer-specific and construct utility is tested over time. New constructs may be
introduced and the more useful constructs persist while less useful ones languish.
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Constructs deal with the problem/solution domain and provide the language in which
problems and solutions are defined and communicated.
This first phase of the study involved delimiting the domain of the construct and
specifying dimensions to be used to evaluate PA web sites. It is important to
understand the web site quality dimensions with a view to measuring them. In this
study, four constructs (usability, interactivity, information and riskiness) were
identified to describe, evaluate and determine the quality of the P A web site. As
mentioned earlier this study aims at evaluating PA web sites from a client
perspective. Since for online service delivery, quality can be evaluated best by the
consumers of services i.e. clients. As observed by Loiacono, et al., (2004) web sites
users (clients) may engage in two major tasks namely gathering infoimation (e.g.
about a service) and carrying out transaction (e.g. receiving the service).
The instrument development process begins with a framework of four constructs
established in chapter 2 and summarised in figure 4.2 namely usability, interactivity,
information quality, and riskiness. Each of these dimensions is further analysed with
the main aim of developing specific variables and questions.

Figure 4.2: Framework of Quality Dimensions
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4.3.2 Development ofVnriablcs for Each Construct
As obsetvcd by William scm (2000) "a variable is an element or factor which is under
investigation in the experiment" (pl27). In this

~tudy

various variables relevant to

each construct are identified and discussed which nrc then used to develop the web
site quality questions relevant to each construct (sec Inter sections).
4.3.2.1 Usability
The first task \\IllS to clarify the term usability in the context of PA web site and the
specific aspects which would detennine 'usability' for a PA web site. This was done
in chapter 2 where three variables were identified. The three usability variables arc
easy to rend, easy to underslllnd and easy to navigate,
Easy to read. A good page layout facilitates easy location of components which can
b~

enhanced by use of graphics and textual organisation. For enhanced usability, the

graphical symbols should portray the typ<l of site including the nature of services
offered.
Easy to understand. This implies the consistent location of page components within
and across pages, which may include textual descriptions, labels, prompts, colom and
messages. Design consistency promotes case of use as the client can apply common
look and feel to each page. Consistency, which is one of the most powerful usability
principles, helps the user to feel in control of the system (Nielsen, 2004).
Easy to navigate. This refers to the breadth and depth of search paths, navigation
within and across the page and links. It may also refer to how the pages Wid links are
displayed.
4.3.2.2 Intcrnctivity
Chapter 2 identified the various variables associated with intcrnctivity. The study
utilises three variables in relation to inleractivity, namely, user control,
responsiveness and reputation.
User control. One way of promoting user control is by allowing users to choose
between alternative courses of 'action 'or 'decision'. For instance, the presence and
usc of a search engine to find the required information or setvice. Steuer (1992)
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examines interactivity as the extent to which users can modify the fonn and content
of a mediated environment in real-time hence enhancing user control. This may also
entail situations where the user gains control in terms nf seeking and gaining access
to information or services on an on..demand basis (search) where the content, timing
and sequence of the communication is under the users control (Fortin, 1997). A
further enlmnccment nf user control is when the site has the ability of providing a
sense of personalised experience. This refers to the extent to which the site either (i)
provides information tailored to meet the client's needs or {ii) the ability of the web
site system to take information provided by the client or service user and offer
tailored web experience.
Reputation. As noted by Rafaeli & Sudweeks (1997)}, one aspect of interactivity
deals with the extent to which messages in a sequence relate to each other, especially
the extent to which the last message relates to an earlier message. In other words,
previous happenings may influence the cutTen! decision either positively or
negatively. Ways in which reputation can be acquired include (i) when clients have a
positive experience with n service and transfer that experience to other clients
(current or potential}, (ii) from positive historical performance ofa firm, (iii) from a
firms management (or partners) who are perceived to huve a personal reputation, (iv)
the competency portrayed by the web appearance, and {v) the type and reputation of
clients. To enhance web reputation, web site owners may assume that visitors have
limited or no perception of the site's reputation.
Responsiveness. The faster the response, the greater the perception of intcractivity,
hence the better is the web site quality and the more likely is the client's revisits
(Dholakia et al., 2004). Ha & James (1998) explain interactivity further and include
the extent to which the communicator and the audience respond to each other's
communication needs. This deals with ability to address the user's specific needs in
given responses and may be enhanced by the presence of email and/or suggestion
facilities including a way of providing feedback on the quality of the web siti: andlfor
recent changes.
4.3.2.3

lnformolion Quality

Quality information is generally defined in literature as information that is 'fit-touse'. The issue of information quality has been addressed extensively in the IS
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lilemture as discussed in chapter 2. The variables for this study are accuracy,
timeliness/relevance, and completeness.
Accuracy. Accuracy refers to the extent to which infonnation is reliable and free
from error (Alexander & Tate, 1999). Factors which contribute to infonnntion
accuracy quality include fonnot, layout, source, reputation and links that can verify
the service provider's claims.
Completeness. This includes the coverage of the topics, service description, etc. and
the depth to which they have been addressed. In other words, completeness indicates
the extent to which clients are able to get the necessary infonnation to make a
decision or process a task or complete a transaction. The web has the capability of
infonnation overload and, for high infonnation quality, this should be avoided. On
the other hand, inadequate information may result in sub-optimal action. Information
quality can be addressed through good web content management (Barnes & Vidgen,
2004a), covering the uniqueness and depth of material coverage.
TimclinCss and relevance. This refers to the extent to which information meets the
needs of the user within a time limit considered reasonable by the user. ·In other
words, information will be considered relevant in relation to the purpos!l of use. This
can be determined by such clues as when the web page was revised (or frequency of
update), search response in relation to the task at hand, and whether or not the
infonnation retrieved meets the expectations of the client. Relevance variable cuts
across nil the other information dimensions
4.3.2.4 Riskiness
The issue of risk as associated with online services was discussed in depth in chapter
2. Risk implies uncertainty as regards to !ask completion (delivcry/pcrfonnance,
timing and/or quality), secure communication (source) and privacy as they relate
online services.
Task completion. This is the possibility of the client being disappointed if his/her
expectations differ with the services delivered by the firm. In relation to accounting
services it may involve the possibility of failure to perfonn n service or sub-standard
level of perfonnance, or service ddivery taking more time than planned/expected.
Disappointment can be mitigated by disclosing the names of some of the major
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clients, the inclusion of statements giving assurance of task completion as promised,
and promising quality of services. Clients should ·!evelop an eKpcctntion that they arc
dealing with a reliable firm and mechanism of minimising risk should be clear and
visible to clients.
Secure communication. This is risk associated with the credibility and reliability of
the web site as a means of online transaction processing. This includes risk
associated with release of such information as credit card details (payment details),
organisational details, contact person details and the nature of service required. To
minimize the risk associated with secure communication, the finn may provide a
security logo advising clients of the site's security. As observed by Fink (2000), high
quality of web security provides assurance that the parties doing business arc being
protected.
Privacy risk. This may involve the possibility of the client's details being accessed or
used by unauthorised users or for unauthorised purpose. In addition, clients require
the assurance that the information they release will be used in confidence and for the
intended purpose. As noted by AleKandcr &Tate (1999)
"It is important that users ltave confidence that the information they

arc providing to the site will be kept confidential unless the customer
indicates it may be made public. Therefore, it is important that the
sites make clear its policy regarding the confidentiality of information
collected, both while it is in transit to the site, and also once it has
arrived at the site. This eM be done not only by slating the site's
policy on these issues, but also by indicating what technical measures
the site has in place to ensure such privacy" (p49).
Finns should clearly define and publicisc their policy regarding the privacy
rights nf th.eir internet users (Fink, 2000}. Lack of privacy security results in
increased risk perceived by the client nnd may affect not only the current but future
dealings with the site. This implies that online service sourcing will not be used
unless clients consider it snfe and secure to do so.

Developing the Rcscar~h Questionnaire

4.4

This section deals with the designing and development of the questions that
operationalise the constructs and vadables discussed above. The questionnaire
consists of6 questions per construct, giving a total of24 questions.
4.4.1

Questionnaire Design

The questionnaire that was developed has several functions and objectives (Alreck
& Settle, 1995)
•

It gives introductory information to the respondents as shown in the
'information letter to the participants' and 'participants consent form' (see
appendix!). This being the !irs\ contact of study participants with the study, it
was designed carefully bearing in mind that if introduction is done properly,
there is a likelihood of increasing response rate and enhanced reliability and
validity.

•

It contains the questions as developed in the next section (also shown in
appendix I). While respondents were expected to undertake an internet
related activity,

th~ir

experiences or perception was to be reflected in the

answers provided to the questions.
•

The responses form the basis of data analysis, hence certain characteristic
were taken into consideration to ensure that that questionnaire and the
responses met the objective of the study within the planned time frame. This
included categorisation ofthe questionnaire, use of already validated
questions, keeping the number of questions reasonable and the use of an
attractive layout.

TI1e main purpose of phase II of the study was to evaluate the web site quality ofPA
firms where respondents had the task of sourcing for an accounting service online.
Due to this, the activity and usage questions approach was adopted (Remcnyi et al.,
1998). The approach provides information on the extent of involvement in an
activity. Questions were grouped by the major web site quality dimensions i.e.
usability, information quality, interactivity and riskiness. This is further supported by
the observation made by Zikmund (2003):
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"The use of headings or subtitles to identify groups of questions can
help the respondent grasp the scope or nature of the questions to be
asked. The respondent can follow the logic of the questionnaire at a
glance, because the headings indicate groups of similar questions"
(p351).
.
The approach was used by similar studies (e.g. Barnes & Vidgen, 2002; Loiacono et
al., 2004) as a convenient formal for the participant to follow.
Rcmenyi et al. (1998 p151) observed that "the usc of existing questionnaire or
questions is permissible". While questions for WebQual 4.0 were adopted, the
wordings and order were clmnged for most of the question to cater for the PA sector
requirements (see table 4.1).
A Likert scaling approach was used to detennine how the respondents perceived the
quality of the PA web sites. In this study, a seven-point scale was preferred to a five
or three-point scale for the following reasons: a seven-scale is more sensitive (i.e.
has an ability to accurately measure responses) and it has been used in previous
similar studies. On the scale, I indicated that the participant would "strongly
disagree" while 7 indicated the participant would "strongly agree" with the statement
as it relates to web site quality. Questions were highly structured, predominantly
close-ended, and as far as possible clearly !luted, unambiguous and easily
understood. In addition, one open ended question was included to ensure that
responses were not forced. Respondents were given a chance to give their OWl\ views
or comments where applicable.
To maximize reliability and clarity of the questionnaire the following aspects were
incorpomtcd in the study:
•

Working definition of accounting services and quality dimensions.

•

The questionnaire was peer reviewed (see later discussion).

•

Respondents \vcre given 'additional comment' options for each of the six PA
!inns.
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4.4.2

The Questions

Figure 4.5 gives a summary of the constructs and variable while table 4.1 gives
further details of the questions and the major literature sources. The instrument has
four constructs and 24 questions.

to read, Easy to understand,
Easy to navigate

Information
privacy

Accuracy

Completeness

Figure 4.5: P A Web Site Quality Constructs and Variables
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Table 4.1: WebQualfi'A Instrument Gcucrnlisation

Usability

Easy to read
Easy to
understand

• Easy to navigate

2. Locating the sctvice
was clear and
understandable

r-~===-~--------~
3. The site was easy to

"'
4. The design is
appropriate to a
professional setvice

(II amos & Vidgcn, 2004a;
Pamsuramon ct al., 1988)
(Barnes & Vldgcn, 2004n; Zcithaml,
Berry, & Pomsurnmon, 1990)

site

5. The site conveys a
sense of competency
itt,

6.

(Aiadwoni & Pal via, 2002; Barnes &
The display pages
within the site have an Vldgcn, 2004a; Davis, 1989; 1993;
Davis ct at., 1989; Schneiderman,
attractive appearance
1998; Venkatcsh & Davis, 2000)

60

•
•
•

sense of
pcrsonalisntion to
meet my needs

User control
Reputation
Respons~

time

8.

(Nielsen, 2000; Parasurnmnn ct nt.,
lam encouraged by
the web appearance to 1988; Pitt ct al., 1995; Pin, Watson, &
Knvan, 1997)
seek services from
this finn

9.

The site has a good
reputation e.g.
testimonials, goals,
owners

(Aaker, 199\;Aakcr&
Jonchlmsthalcr, 2000; Akshay &
Monroe, t957; Nielsen, t999)

10. The site makes it
easy to communicate
with the finn e.g. cmail address,

(Bitner, Brown,& Mcutcr, 2000;
HolTman, Novak, & Pernlla, 1999;
Jarvcnpaa, Trnctinsky, & Vitale,
2000; Nielsen, 2000)

II. The site has adequate
search facilities

(Aindwnnl & Palvia, 2002; Mach lis,

12. My efforts in

(Davis, !989; Hnrry, 1998; lvcs,
Olson, & Baroutdi, 1983; Su, Chen, &
Dong, 1998; Todd & Bcnbasat, 1992)

interncting with the
site were strenuous

1999)

6l

Information

•
•

Timeliness

•

Accuracy!Re!cv

Completeness

13. The site provides
infonnation at the

(Bailey & Peomn, t983; Strong. Ice,
& Wane, 1997)

14. The infonnation on

(Bailey & Pearson, t983; Strong cl
nt., t997)

the site was accurate
e.g. evidence of

""'
15.

16. The infonnution was
believable

(Bailey & Pcorson, 1983; Bnrnos &
Vldgcn, 2004a; Strong ct nl., 1997)

17. The infommtion was
helpful in
understanding the site

(Bailey & Pca,.on, ]983; Strong et
nt., 1997; Wong& Strong, 1996)

18. The infonnation
fonnat was
appropriate e.g.
layout, hendings

(Bniloy & Pcn,.on, 1983; Bnrncs &
Vldgcn, 2004o; Chou, Au, & Tom,
2000; Dclon• & Mclean, 1992)
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Riskiness

•

Task

19. My access to the site

feels secure

completion

•

Secure
communication

•

Information

privacy

,;-•~,').',<::::cr

~--

_,_._...,_.~~~

¥.

(l·loffman ct al., 1999: Para•uraman cl
nl., 1991; Parasuraman ct nl,, 1988;
Pircsct ol., 2004; PiH ct nl., 1995;
Wangct al., 1998; Zcithaml cl al.,
1988; 1990; 1993)

20. I feel communicating (Cmnor, 1999; Gmbncr-Krneuter,
with the firm is secure 2002; Oruman, 1999; Hoffman ct al.,
1999)

21. I feel secure to
complete transaction,

(Halfman ct ol., 1999; Wong ct ol.,
1998)

if wanted to
22. I feel the firm will
deliver the service as

promised

(Porasurumon eta!., 1991;
Pamsummnn et nl., 1988; Pires ct ol.,

2004; Pillet al., t995;Zcith•ml otol.,
1988; 1990; 199))

23. I feel the firm will use (81)'11111& Collcdgo, 2002; Hoffman
el ol., 1999; Wong cl al., 1998)
the information as
intended

24. I feel the information
privacy measures arc
adequate

(Cranor, 1999; Goodwin, 1991;
Gmbncr-Kroeutcr, 2002; Gruman,
t999; Hoffman ol al., 1999)

4.4.3 Pre-testing the Instrument
Instrument testing as a preliminary trial of some or all aspects of an instrument was
done to ensure that there were no unanticipated difficulties or problems (Alreck &
Settle, 1995). Pre-testing of research instruments before final administration has been
recommended by various authors (Cavana et a!., 2001; Cooper & Emory, 1995;
Fowler, 1984; Remenyi et al., 1998) with Fowler (1984) contending that pre-testing
should be done regardless of the skills of the researcher, There are a number of
reasons (or benefits) of pre-testing a research instrument:
•

To detect possible shortcomings in the design and administration of the
questionnaire (Cooper & Emory, 1995).
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•

To strengthen the content validity of the instrument. Participants are usually
requested to single out pointless questions and suggest new or revised
questions (Cavana et al., 2001; Straub, 1989).

•

To eliminate confusing or unclear questions in the questionnaire as noted by
Remenyi et al., (1998).
"pre-testing provides the opportunity to asses such things as the
clarity of the instructions and questions, the covering letter, the
comprehensiveness of the codes/categories chosen for pre-coded
questions, the quality of evidence and the ability to perfonn
meaningful analysis of the evidence obtained. The time taken to
complete the questionnaire, the likely response rate, the cost of
administering the questionnaire, which questions arc irrelevant, which
are relevant and whether questions on key issues have been
overlooked can also be assessed at this time"( p15!).

•

To deal with reliability, associated with misunderstanding of the questions,
al\ention is paid to possible discrepancies or variation in answers (Straub,
1989). This was done by visual scrutiny and not by statistical mean.

Different approaches to pre-testing may be applied which could be infonnal or
fonnal. In this study, 5 post-graduate students in the Faculty of Business and Low,
ECU, were approached to pre-test the questionnaire before the experiment began.
The selection of the post-graduates was designed to get the maximum feedback due
to their wide experiences in management position in which they utilised accounting
services offered by public accounting !inns or were familiar with the services offered
by the PA !inns. Among the participant, some had setvcd in senior management
positions before embarking on their studies.
A fonnal approach was taken to achieve the objectives of pre-testing in which
participants were requested to respond to a short questionnaire shown in table 4.2.
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Table 4.2: Peer Review Questionnaire

Question

-·•.-.

...

,.Y/N

Comments .'

--

Was the information letter
clear?
Were the Instructions clear?

Was the Wording of questions
clear?
Was the session Interesting?

Is the design of the
questionnaire attractive?
Was the time allowed
sufficient?
Any suggestions?

The review was carried out in n controlled environment where n short discussion
with the participant at the end of the session gave a better idea about their feedback
comments, understanding and views and what chnges/additions were required. After
the peer review, the responses were analysed and the feedback from was used by the
researcher to modify the experiment settings, instructions and the questiommire. The
lbllowing areas were specifically addressed:
•

The usc of URL was preferred to static pages. It was observed that
interactivity and usability qualities can be measured best when the user is
exposed to non-static pages. Therefore, the participants were instructed to
scroll up and down or open new pages starting with a specified home p~e.
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•

The questionnaire in tenns of wording, layout, structure, instructions and
improvement of the general appearance. This improved the participant's
understanding and minimised the need to re-ask questions using alternative
wording.

• The inclusion of a 'comment session' at the end of each session. In this
session the researcher was able to 'debrief' participants.
•

Reduction of the number of web sites to be evaluated. As observed by Straub
(1989}, there was high possibility that inaccurate measurement could result

from evaluating too many sites as this taltes respondents' concentration. One
of the participant commented that "by the end of the sixth web site motivation
for evaluating carefully is not induced". As n result participants evaluated six
web sites instead of eight.

4.5 Experiment Setting nnd Procedure
The experiment covered two weeks which provided a relatively short period to
eliminate any possible changes on the web sites used in the study. A print out of each
of the home page of the web site was done at the beginning and end of the
eltperimentation period. A_ comparatively analysis revealed no changes.
Participants were invited to a computer laboratory designated for the purpose. While
the 'flyer' specified Church!ands campus venue, the venues for Joondalup campus
were organised on a convenience basis (in consultation with appropriate lecturers).
To minimise or control interruption, a door sign was used to welcome those coming
to participating in the study and thanking others for not interrupting the session-inprogress. The poster specified the expected time of completion.
Every session was started with welcome remarks by the researcher and a brief outline
of what is to be done within the session. Participants were allowed to consult with
the rcsenreher, if necessary. Every session lusted for appropriately I hour. Table 4.3
shows the timing of the various tasks undertaken by the researcher and the
participant.
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Table 4.3: Timing of the Experiment

-

Timing

---~

'

2·5 minutes

----··-···

"Task;., ·•"

._ ...

-'

-

...•

'Action.by>'

,;:~~ -.

•.

Welcome ond introductory Researcher
remarks
Reading of information
letter

Participant

Signing Consent form
60 minutes in total
10 minutes per site
S minutes

5 minutes
2-5 minutes

Reading questionnaire
instructions

Participant

Exploring the site

Participant

Completing the questions

Participant

Closing remarks

Researcher

4.6 Summary
In this chapter a domain specific instrument for the PA sector (WebQunl-PA) was
developed for which WcbQual 4.0 was used as a basis for the development with
modilication of questions and additional dimension. The process consisted of
consideration of previous academic work, well designed research tools (e.g.
WcbQua! 4.0) and methods for ensuring that outcome/results have academic rigour
and validity. An analysis of the unique characteristics and the nature of accounting
services indicated that there was a need to include additional dimension to \VebQual,
namely risk, which is an important factor to the evaluation of professional service
web site. The chapter developed an instrument with four dimensions, twelve
variables and 26 questions. The instrument was tested and the results of the study

will be presented in chapter S. The web site quality perceptions of the study
participants were established using the questionnaire in a controlled experiment
environment.
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CHAPTER FIVE

DATA ANALYSIS

5.1

Introduction

The methodology and instrument used in this study were described and developed in
chapters three and four respectively. This chapter examines the analysis of 612
usable questionnaires resulting from the laboratory experiment. In the data
collection, each participant completed 6 sets of questionnaires (one per each PA web
site). A total of 624 questionnaires were given to, and filled by the participants. Out
of 624 questionnaires, 612 were deemed usable and consequently used for the
analysis outlined in this chapter. The chapter uses statistical approaches to analyse
the data in a well organised now which follows the questionnaire groupings
established in the prior chapters.
The chapter begins with a description of the demographics of the participants. This is
followed by the examination of the validity and reliability of data to ensure the
accuracy of the measurement instruments and usefulness of data. ll1e distribution of
data is investigated to sec if it differs from n no1111nl distribution prior to further
statistical testing. The third section gives an analysis of the web site quality
dimensions in relation to the six PA web sites. An overall view of the six web sites is
also provided.
5.2

Information on the Participants

One hundred and two post-graduate students voluntarily participated in the
con'trolled laboratory experiments. Each participant evaluated six PA wch sites.
Table 5.1 gives the details of the 102 respondents in tcnns of gender, area of
specialisation and year of study.
Table 5.1: Demograpbic profile or respondents

D_~.c~IP,~~-~:~:~;~t:J;:.'.:~-i:',j;-~2i:*i~~~~t~U.;JJ~;,};·:_·_::. ~iQ~~:re~~ri'%i,;p,~~,J;'~.~~,~~e
Gender
Male
Female
Total
Study Area of specialisation
Master of sport management
Master of Professional Accounting
Master of Business Administration
Master of !ntemational Business
Master of Professional Finance and Banking
Master of Human resource Management
Master of Management Information Systems
Master of Strategic Project Management
Master of Professional Marketing
PhD

DBA
Total
Year of study
I
2
Total

47.]
52.9
;:102 .... - ·--· --100.0
48

54

I

1.0
19.6
17.6

20
18
18
I
7
29
2
I
3
2
•, 102

33
69

17.6

.

1.0
6.9
28.4
2.0
1.0
2.9
2.0
100.0
32.4
67.6

flOl :-~ ,_,_·:~.Tf-~.aoo:o· ··~·· ··--

In tenns of gender, 54 from 102 or 52.9% of the respondents arc female. Although it
had been found in other research that most of managerial staff are males, the
percentage of female managers has been on the increase over time (Wirth, 2002).
The male participants accounted for 46 or 47.1 %.
The subjects in this study were restricted to post-graduate students in the Faculty of
Business and Law, at ECU. This provided a 'client base' as close as possible to real
clients ofPA fimJs. They are the potential future clients ofPA !inns. As seen in table
5.1, nearly all the participants, 97 or 95.1 %, are masters' students, with 4.9% of the
p!Jrticipants being doctoral students. Of the total participants, 29 or 28.4%,
specialised in the Master of Management lnfonnation Systems followed by the
Master of Professional Accounting (20 or 19.6%). The third category was the Master
of Business Administration and Master of International Business with equal
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participants, 18 or 17.6%. These four ~ategories fonned the majority of participants,
namely 85 or 82.2 %.

A small percentage of the participards, 32.4%, were in their first year students. On
the other hand, over two thirds of the participants, 67.6%, were second year students
i.e. in the final year of their masters' programmes. This implies that they have been
exposed to business related courses and hence should be in a position to evaluate
accounting services online. This is in line with the previous study of Fink (1999)
which established that business students have the strong potential of being clients of
professional accounting firms.

5.3

Information on the Web Sites

As the study focused on evaluating PA web sites as a means of offering online
accounting services, it was necessary to ensure a deep level of commitment and
interaction within the site by the participants.

To deal with this situation, the

participants were asked to identify accounting services from each of the web sites.
This requirement ensured that they were more likely to engage in searching the site.
Table 5.2 gives a summary of the services identified per site, While all the
participants identified at least one service for each of the web site, a total of 48
services were identified with 13 or 27% of these services cutting across the six PA
finns. The table shows the wide range of services o!Tered by the PA !inns. They
include accounting, legal, insurance, health, and migrating services.
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Table 5.2: Range of PA Services
Service Title

PWC
Sum %

E&Y
Sum %

KPMG
Sum %

Deloitte
Sum %

Investor
Sum %

PKF
Sum %

1.

Taxation

98

96

96

98

87

85

15

15

92

91

Auditing

101

99

59

94
58"

100

2.

100

98

36

35

3

3

89

87

3.

Consulting

59

58

65

64

64

63

91

89

56

55

91

90

4.

Financial Planning

51

50

26

26

74

73

67

66

76

75

88

86

5.

Risk Management

6.
7.

Performance improvement
Investment

85
76
20

83
75
20

75
17
47

74
17
46

86
51
13

84
50
13

87
53
19

85
52
19

12
35
86

12
34
84

14
25
52

14
25
51

8.

Restructuring

13

13

57

56

87

85

36

53

6

6

60

59

9.

E-Business

18

18

14

14

48

47

92

90

2

2

40

39

10. Corporate reorganisation

19

19

38

37

51

50

84

82

10

10

33

32

11. Business reconstruction

81

80

16

16

49

48

16

16

2

2

55

54

12. Forensic

59

58

61

60

87

85

81

79

10

10

74

73

13. Franchising

7

7

2

2

1

1

10

10

28

28

3

3

5

5

5

5

15

15
16

16

6

6

12

12

3

3

44. Outsourcing

26

26

45. Superannuation

15

15

46. Professional Practice Network

2

2

14. Other services
15. Financial service
16. Dispute analysis & Investigation

25

17. Transaction services

18

18

18. Actuarial

21

21

19. Legal/ Law

21

21

20. Corporate Finance

13

13

21. Project finance

12

12

25
30
3

29
3

22. Assurance & Advisory

8

8

23. Valuation Advisory

15

15

24. Entrepreneurial Growth

3

3

25. Merger & Acquisitions

5

5

26. Human Capital

8

8

27. Health

3

3

28. Online Services

5

5

29. Anti-money Laundering

14

30. Sarbanes Oxley

7

7

31. Corporate Governance Reform

5

5

8

8

32. Growth Solution
33. Migration services

9

9

34. Family Business Advisory

4

4

35. Middle Market Advisory

12

12

36. Business Advisory

2

2

14

37. Brokerage

28

27

38. Insurance

38

37

39. Mortgages

25

25

40. Banking

19

19

41. Estate Planning

6

6

42. Daily Rates

7

7

43. Retirement Planning

3

3
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PWC
Sum %

Service Title

E&Y
Sum %

KPMG
%

Sum

Deloitte
Sum %

Investor
Sum %

PKF
Sum %

47. Insolvency Solution

1

48. Corporate secretarial

4

No. of services

19

22

19

20

20

20

Figure 5.1 shows the number of services offered by each of the PA finns. Although
some services were easily identified by the participants, for instance taxation was
identified by more than 80% of the participant in all the firms except for the Investor
Group (14.7%), the number of services range from 19 to 22. In total 48 different
services were identified by the participants.

Figure 5.1: No of Services Offered by P A Firms

PKF

~···.·.··
0J
lnvestor~··.···.
·2; ~·. ; :.~·c.;.
Australi.·a··. ·. . .•. •. .

.

·.

Group~
o.•.·
•.

E&Y

..· ... ·. ·

~

Deloitte
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1
4

5.4
5.4.1

Validity and Reliability of Data
Theory

As with any research, it 1vns critical that this study displayed reliable and valid
measures of its data and procedures.

Foe example, a qunlitativ.: study should

respond to concerns that the researcher's natural subjectivity would innuence the
research thereby creating doubts over reliability and validity. In quantitative research
careful transcribing and coding and verification arc essential to achieve reliability
and consistency during the analysis of data collected. To deal with these concerns,
issues of validity and reliability had to be addressed.
Validity is "the degree to which what is observed or measured is the same as what
was purported to be observed or measured" {Williamson 2000, p291). Reliability on
the other hand is "the degree to which observations and measures nrc consistent or
stable" (Williamson 2000 p289). Cooper & Schindler (2001) observe that "reliability
is a necessary contributor to validity but it is not a sufficient condition for validit}"'
{p215). Boudreau, Gefen and Straub (2001) suggested approaches for reinvigorating
the quest for validation in IS research via content/construct validity, reliability, and
manipulation validity. Content validity requires utilisation of a sample which is a
representative of the whole set ofitems that could measure the concept (Cooper &
Schindler, 2001; Sckaran, 1984). Construct validity refers to "the degree to which
inferences can legitimately be made from the operationalisations in your study to the
theoretical constructs on which those opcrationalisation were based" (Trochim, 1996
pi as noted by fink & Laupasc, 2000).
Reliability refers to accumcy problems of the measuring device. As observed by lves
et al., {1983) and Straub {1989) these can be rcncctcd in the instrument (the
questionnaire) where items arc ambiguously phrased, lengthy instrument affecting
the conccntmtion of the respondents and low morale which may result in careless
answers

by the participants. These conditions need minimisation for the

improvement of the reliability level of the results. Methods to ensure reliability and
validity have been discussed by various authors (Anderson & Poole, 1994: 1ves ct al.,
1983; Lincoln & Guba, 1985; Miles & Huberman, 1994; Straub, 1989) and arc
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summarised in table 5.3. The follo1ving section explains how these guidelines have
been applied in this study.
Table 5.3: Study Vnlidh'y und Rcllnhllity Guideline Checks

Di~~·~nsion

Brief

.

..

,·;·:;t

explamition/defin!tio~

. ,.,

"-'

~-~~-o-~~.of e~e;~!,ion

Application
for this study

Content
validity

Degree to which items
in an instrument reflect
the content universe to
which the instrument
will be generalised

Litcrnture review, expert -Extensive
Judges or panel.
literature
review.
-Opinion of
business
cxocrt

Construct
validity

The extent to which an
opemtionalisation
measures the concept
that it purports to
measure

Use of previous
-Use of
validated instrument,
validated
Pre-testing of
WcbQua14.0
instrument, pilot testing instrument as
of instrument, multitrait- a basis
multimethod techniques,
confirmatory or
principal factor analysis

Reliability

The degree to which n
measurement is accurnte
i.e. the extent to which
an instrument produces
consistent or error-free
results

Standard coerficient of
internal consistency
(Cronbach's alpha),
test/retest, split halves,
inter-coder tests

Internal
consistency
method i.e.
Cronbach's
alpha

Manipulation
validity

The extent to which
treatments have been
perceived by the
subjects

Statistics (\-test, chisquare, ANOVA, count,
mcuns, percentages)

Statistics

Source: Various {Boudreau ct a!., 2001; Straub, 1989)
5.4.2 The Study
In order to ensure content validity of the questionnaire, a comprehensive search of
the litcmture (including previously validated questionnaires) was undertaken. In
addition expert opinions {MIS and accounting) had been sought, One issue is the use
or negutivcly worded questions, there was only one (question 12) with negative
wording. To ensure that negatively worded question was correctly used in the
analysis, the question !2 was rccoded. To achieve construct validity, the
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questionnaire was pre-tested nnd modified as recommended by Straub (1989) and
Davis & Consenzu (1988). Pre-testing details are presented in chapter 4 section 4.4.3.
Reliability was examined by measuring internal consistency through the
Cronbach alpha technique (Davis & Consenza, 1988). Using the emerging factor
structure, Cronbach alpha (Cronbnch, 1970) values were computed for the four
constn1cts for each of the six PA firms. The values, as shown in table 5.4, were
compared to the limits of 0.5 to 0.6 used in exploratory research, 0.8 used for basic
research, and 0.9 or be\lcr applied for an important decision making with respect to
specific test scores (Davis & Consenzn, 1988). Other researchers (Nunnually, 1978)
recommended nn acceptable range of 0.6 - 0.8. The higher the value of the
correlation between items, the beller the instrument reliability in terms of internal
consistency (Cooper & Emory, 1995). Table 5.4 shows the internal validity
associated with this study.
Table 5.4: Cronbnch Alpha Valnes for PA Web Sites
Professional
Finns

-,:-

CronbachAipha

Usability Interactivity

Infonnation Riskiness

Overall

PWC

.791

.749

.807

.859

.911

Ernst& Young

.928

.745

.905

.939

.963

KPMG

.924

.846

.922

.932

.968

.908

.949

Dcloitte

.906

.638

.923

Investor Group

.920

.779

,909

.922

.960

PKF Australia

.949

.791

.925

.935

.971

Total

.946

.836

.935

.939

.972

The results reflected in the table indicate that the Alpha coefficient of the factors
determining the quality of PA web sites ranged from 0.638- 0.968. All the Alpha
values fall within the acceptable range. The overall Alpha values are above 0.8 which
indicntcs good reliability {Sckaran, 2003).
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5.4.3

Data Distribution

A measure of distribution of data \\Ills undertaken to determine if it differed from a
normal distribution prior to conducting further statistical tests. This was necessary to
establish basic characteristics of distribution which guides the choice of statistical
methods to be applied. Visual representation of data distribution was provided as
recommended by Cooper and Schindler (2001) where "Visual representations are
ultimately superior to numerical ones for discovering a distribution's shape and
should be used before selecting remedies to collect anomalies in the data" (p441). To
accomplish this, sector histograms for the combined web sites are reproduced in
appendix 2. The visual representation shows the distributions are approximation of a
normal distribution. As a further test, the skewness measure of distribution was
compiled. Table .5.5 indicates that all the items fall within the acceptable mngc of
distribution (Cavana et al., 2001).
In addition a skewness measure of distribution for individual web sites was compiled
and is shown in appendix. 3. The data indicates that PWC and Investor Group had all
the values within the acceptable range. KPMG and PKF had each one item, search
facility (l.\56) and ease of usc (1.032) out of range respectively. The other two web
sites, E&Y and Dcloitte, each h~d two items out of range. These deviations were
few.
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Table 5.5: Skewness of the Variables
Constructs/variables

Description

mean

Skewness

5.00

-.781

4.90

-.754

4.90

-.785

4.88

-.534

4.89

-.489

4.71

-.407

4.36

-.083

4.55

-.371

4.12

-.199

4.80

-.925

4.95

-.617

4.50

-.113

4.78

-.318

4.75

-.207

4.78

-.428

4.93

-.431

4.79

-.539

4.67

-.531

4.66

-.450

4.61

-.421

4.47

-.392

4.79

-.374

4.76

-.426

4.58

-.358

4.80

-.518

Usability
Learning

Learning to operate the site is easy

Locating services
Ease of use

Locating the service was clear and
understandable
The site was easy to use

Design
appropriateness
Competency

The design is appropriate to professional
service site
The site conveys a sense of competency

Attractive appearance

The display pages within the site have an
attractive appearance

lnteractivity
Sense of
personalisation
Seeking services
Reputation
Search facilities
Ease of
communication
Site interaction efforts

The site created a sense of personalisation to
meet my needs
I am encouraged by the web appearance to
seek services from this firm
The site has a good reputation e.g.
testimonials, goals, owners
The site has adequate Search facilities
The site makes it easy to communicate with
the firm e.g. e-mail address, telephone
My efforts in interacting with the site were
strenuous

Information
Level of detail

Believable

The site provides information at the right level
of detail
The information on the site was accurate e.g.
evidence of source, update
The information was relevant to the task e.g.
to my search
The information was believable

Helpful in
understanding
Format
appropriateness

The information was helpful in understanding
the site.
The information format was appropriate for
the task e.g. layout, headings

Accuracy
Relevancy

Riskiness
Access security

My access to the site feels secure

Communication
Security
Transactions security

I feel communicating with the firm is secure
and promising
I feels secure to complete transactions, if
wanted
I feel the firm will deliver the service as
promised
I feel the firm will use the information as
intended
I feel the information privacy measures are
adequate
What is your overall view of the site

Service delivery
security
Information usage
security
Privacy measures

Overall view

Based on the above observations, parametric statistical tests were applied to the data
in accordance with the observation by Bums (1997) where normal or close to normal
data distribution should be the basis of parametric tests. In addition, parametric tests
are more powerful than the 'distribution-free-non-parametric test' (Bums, 1997).
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Parametric tests were used for all the questions except question 25, which required a
narrative approach. The comments compiled from this question are summarised in a
later section of this chapter and detailed discussion are presented in chapter 6.
The rest of this chapter deals with the analysis of quality characteristics for the PA
sector as well as individual PA nnns. An attempt is made to evaluate the quality of
the PA web sites relative to each other and the impact of some moderating factors.

5.5 Quality Assessment for PA Sector Web Sites
This section provides descriptive statistics of the combined data obtained by
evaluating the quality of top six PA web sites, namely PwC, E&Y, KPMG, Deloitte,
Investor Group and PKF. A measure of central tendency, the mean, was used to
describe the data collected during the controlled experiment. The scale used to
capture the responses was I to 7 where I indicated "strongly disagree" or "very
poor" and 7 indicated "strongly agree" or "excellent". Table 5.6 shows the
descriptive statistics for all 6 firms, the PA sector, for the quantitative variables. It
indicates the minimum, maximum, mean and standard deviation of each constructs
(nsability, interactivity, infonnntion quality and riskiness) for the 24 questions. The
table shows the ranking in means of the constructs as follows: usability (4.88),
information quality (4.78), riskiness (4.64) and interactivity (4.55), respectively.
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Table 5.6: The Mean and Standard Deviation for the Constructs
Construct/
variable

Description

Usability

I

Learning

Learning to operate the site is easy

Locating
services
Ease of use

Locating the service was clear and
understandable
The site was easy to use

Design
appropriateness
Competency

The design is appropriate to
professional service site
The site conveys a sense of
competency
The display pages within the site have
an attractive appearance

Attractive
appearance

Max.

Min.

Reputation
Search facilities
Ease of
communication
Site interaction
efforts

The site created a sense of
personalisation to meet my needs
I am encouraged by the web
appearance to seek services from this
firm
The sife has a good reputation e.g.
testimonials, goals, owners
The site has adequate Search facilities
The site makes it easy to communicate
with the firm e.g. e-mail address,
telephone
My efforts in interacting with the site
were acceptable

5.00

1.081

1

7

4.90

1.335

1

7

4.90

1.270

1

7

4.88

1.287

1

7

4.89

1.287

1

7

4.71

1.463

4.55

1.414

1

7

4.36

1.354

1

7

4;55

1.297

1

7

4.12

1.383

1

7

4.80

1.412

1

7

4.95

1.358

7

4.50

1.519

1
I
I

Believable

The information was helpful in
understanding the site.
The information format was appropriate
for the task e.Q. layout, headings

1

7

4.78

1.227

2

7

4.75

1.079

1

7

4.78

1.169

2

7

4.93

1.087

1

7

4.79

1.231

1

7

4.67

1.429

4.64

1.188

1

7

4.66

1.160

1

7

4.61

1.206

1

7

4.47

1.272

1

7

4.79

1.118

1

7

4.76

1.103

1

7

4.58

1.235

1

7

4.80

1.244

Riskiness
Access security

My access to the site feels secure

Communication
Security
Transactions
security
Service delivery
security
Information
usage security
Privacy
measures

I feel communicating with the firm is
secure and promising
I feels secure to complete transactions,
if wanted
I feel the firm will deliver the service as
promised
I feel the firm will use the information as
intended
I feel the information privacy measures
are adequate
What is your overall view of the site

overall view

1

I

Helpful in
understanding
Format
appropriateness

Relevancy

1.294

I

The site provides information at the right
level of detail
The information on the site was
accurate e.g. evidence of source,
update
The information was relevant to the task
e.g. to my search
The information was believable

Accuracy

4.88
7

lnformati
Quality
Level of detail

Std.
Deviation

1

lnteractivity
Sense of
personalisation
Seeking services

Mean
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As shown by the standard deviation, the distance of each of the mean scores ranged
between 1.414 and 1.188 for the constructs, and between 1.519 and 1.079 for the
variables within the constructs. This shows a general view of perceptions of web site
quality for the PA sector. The next section provides an analysis of whether or not the
mean scores between constructs differ.
5.5.1

Differences between Individual Constructs

At-test was conducted to assess whether the mean scores of any two constructs that
determined the web site quality of the PA sector were statistically different from each
other. Table 5.7 shows the results.
Table 5.7: Differences between Individual Constructs- PA Sector

Usability
Interactivity
Information
Riskiness
*P<.05

Usability
(mean 4.88)

Interactivity
(Mean 4.55)

Information
(mean 4~78)

4.674*
(.005)
1.457
(.205)
2.580*
(.049)

-10.977*
(.000)
-1.470
.202

1.731
(.144)

Riskiness
(mean4.64)

() Significance

The table above shows that there was a statistically significant difference between
'usability' and two other constructs ('interactivity' and 'riskiness') and also between
'interactivity' and 'information quality'. There was no statistically significant
difference between 'usability' and 'information' and also between the second and
third construct, 'interactivity' and 'information' and the fourth, 'riskiness'. This
categorises the constructs determining the web site quality of P A sector into two
levels, each comprising two constructs.
Levell:

•
•

Usability
Information

Level II

•
•

Riskiness
Interactivity
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A further t-test for each of the constructs was used to determine whether there were
any differences between the variables within each construct.
5.5.2

Differences between Usability Variables

Table 5.8 shows the mean scores and differences ofmean scores between variables
in 'usability'.
Table 5.8: Differences between Usability Variables- PA Sector
Learning
(mean
5.00)

Locating
services
(mean
4.90

Ease of
use
(4.90)

Design
appropriateness
(meari 4.88)

Competency
(mean 4.89)

Attractive
appearance
(mean
4.71

Learning
Locating services
Ease of use
Design
appropriateness
Competency
Attractive
ae12earance

*P<.05

2.954*
(.003}
3.182*
(.002)
3.127*
(.002
2.825*
(.005)
6.287*

.102
(.919)
.788
(.431)
.421
(.674)
4.515*

.708
(.479)
.316
(.752)
4.413*

(.OOOl

(.OOOl

{.000~

-.396
(.692)
4.248*
(.000}

5.048*
(.000~

() Significance

Within the 'usability' construct, 'Learning; the ease of learning to operate the site'
had the highest mean (5.0), followed by both 'Locating services; clarity and
understandability of Locating the service' (4.90), and 'Ease ofuse; ease ofusing the
site' (4.90). The other variables within usability were ranked as follows:
'Competency; competency conveyed by the site' (4.89), 'Design appropriateness;
design appropriate to professional service site' (4.88), and 'Attractive appearance;
appearance of the display pages within the site' (4.71). There was a statistically
significant difference between the 'Learning; the ease of learning to operate the site'
variable and all the other variables.
There was no statistically significant difference between, 'Locating services', 'Ease
of use' and 'Design appropriateness' and 'Competency'. However there was a
statistically significant difference between these four variables and 'Attractive
appearance' variable. The analysis resulted to three level categories as shown below.·
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Levell:

•

Learning

Level II

•
•
•
•

Locating services
Ease ofuse
Design appropriateness
Competency

Level III

•

Attractive appearance

5.5.3

Differences between Interactivity Variables

The mean scores · and differences of mean scores between variables in the
interactivity construct are shown in table 5.9.
Table 5.9: Differences between Interactivity Variables- PA Sector
Sense of
personalisation
(mean 4.36)

Sense of
personalisation
Seeking
services
Reputation
Search
facilities
Ease of
communication
Site
interaction
efforts

*P<.05

Seeking
services
(mean
4.55)

Reputation
(mean
4.12)

Search
facilities
(mean
4.80}

-5.230*
(.000)
4.295*
(.000)
-7.575*
(.000}
-11.913*
(.000}

7.757*
(.000)
-4.755*
(.000)
-8.258*
(.000)

-11.518*
(.000)
-13.064*
(.000)

-2.680*
(.008)

-2.167*
(.031

.709
(.479)

-5.063*
(.000)

4.472*
(.000)

Ease of
communication
(mean 4.95)

Site
interaction
efforts
(mean
4.50

7.436*
(.000)

() Significance

The table shows that 'Ease of communication; how the site makes it easy to
communicate with the firm' was determined as having the highest quality with a
mean of 4.95 followed by 'Search facilities; the adequacy of search facilities in the
site (4.80). Next was 'Seeking services; how the web appearance encourages the
seeking of services from a particular firm' (4.55), followed by 'Site interaction
efforts; efforts in interacting with the site was considered acceptable' (4. 50), 'Sense
of personalisation; how the site created a sense of personalisation to meet clients
needs' (4.36) and 'Reputation; the site has a good reputation' (4.12).
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The table above shows that there was a statistically significant difference between all
the variables except the 'Seeking services' and 'Effort' variables. This categorises
the interactivity constructs variables into five levels.
Levell:

•

Ease of communication

Level II

•

Search facilities

Level III

•

Seeking services

•

Site interaction efforts

Level IV

•

Sense of personalisation

Level V

•

Reputation

5.5.4

Differences between Information Variables

Analysis to establish any significant differences of mean scores between variables in
information quality construct was carried out. The results are shown in the table
below.

Table 5.10: Differences between Information Variables- PA Sector
Level of
detail
(mean

Accuracy
(mean

Relevancy
(mean

Believable
(mean

4.75)

4.78)

4.93)

Helpful in
understanding
(mean 4.79)

4.78~

Format
appropriateness
(mean 4.67~

Level of detail
Accuracy
Relevancy
Believable
Helpful in
understanding
Format
a~~ro~riateness

*P<.05

.702
(.483)
.000
(1.000)
-4.380*
(.000)
-.351
(.726)
2.355*

-.659
(.51 0)
-5.637*
(.000)
-.931
(.352)
1.885

(.019~

(.060~

-4.860*
(.000)
-.348
(.728)
2.279*
(.023l

4.687*
(.000)
6.157*

3.069*

(.OOOl

(.002~

() Significance

The above table indicates the variable 'Believable; believable the information was'
had the highest mean (4.93) while 'Format appropriateness; appropriateness of
information format for the task' had the lowest mean (4.67). The other variables were
ranked as follows: 'Helpful in understanding; helpfulness of information m
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understanding the site' (4.79), 'Level of detail; whether right level of information
detail is provided by the site' (4.78), 'Relevancy; whether the information was
relevant to the task' (4.78) and 'Accuracy; whether the information on the site was
accurate' (4.75).
There was no statistically significant difference between the 'Level of detail',
'Accuracy', 'Relevancy' and 'Helpful in understanding'. However, a difference
occurred between the highest and the lowest rated quality variables, 'Believable' and
'Format appropriateness'. In addition, a difference occurred between these two
variables and all the other variables.

This categorises the information quality

constructs variables into three levels.
Levell:

•

Believable

Level II

•
•
•
•

Level of detail
Relevancy
Helpful in understanding

•

Format appropriateness

Level III

5.5.5

Accuracy

Differences between Riskiness Variables

Table 5.11 shows the mean scores of the riskiness construct where 'Service delivery
security; the feeling that the firm delivers service as promised' had the highest mean
(4.79), closely followed by 'Information usage security; the feeling that the firm will
use the information as intended' (4. 76). 'Access security; feeling of secure in relation
to accessing the site' was third with a mean of 4.66 followed by 'Communication
security; feeling that communicating with the firm is secure and promising' (4.61)
and 'Privacy measures; feeling that the information privacy measures are adequate'
(4.58). 'Transactions security; feeling of secure to complete transactions, if wanted'
had the lowest mean (4.47).
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Table 5.11: Differences between Risltiness Variables- PA Sector
Access
security
(mean

Communication
Security
(mean 4.61)

Transactions
security
(mean 4.47)

4.66)

Service
delivery
security
(mean

Information

Privacy
measures
(mean

4.58)

4.79
Access security
Communication
Security
Transactions
security
Service
delivery
security
Information
usage security
Privacy
measures

*P<.05

1.285
(.199)
5.324*
(.000)

5.119*
(.000)

-3.417*
(.001)

-5.005*
(.000)

-9.126*
(.000)

-2.677*
(.008)
1.891

-3.678*
(.000)
.811

~.059}

~ .418~

-7.3218*
(.000}
-3.274*
!.001l

1.098
{.273)
5.752*
~.OOOl

4.553*
!.OOOl

() Significance

There was no statistically significant difference between 'Access security',
'Communication Security' and 'Privacy measures'. In addition, there was no
statistically significant difference between the two highest rated variables, 'Service
delivery security' and 'Information usage security' but the two variables had a
statistically significant difference with all the other variables. This analysis resulted
in three levels as shown below.
Levell:

•
•

Service delivery security
Information usage security

Level II

•
•
•

Access security
Communication Security
Privacy measures

•

Transactions security

Level III

The following section provides an analysis of whether the mean scores of any two
constructs or variables that determined the web site quality of the individual firms
were statistically different from each other. The analysis is presented for each PA
firm.
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5.6

Quality Assessment for PricewaterhouseCoopers Web Site

5.6.1

Differences between Individual Constructs

The t-test was conducted to assess whether the

me~ns

scores of any two constructs

that determined the web site quality of the PricewaterhouseCoopers (PwC) were
statistically different from each other. The results are shown in the table 5.12.
Table 5.12: Differences between individual constructs- PwC

Usability
Interactivity
Information
Riskiness
*P<.05

Usability
(mean 5.18)

Interactivity
(Mean4.92)

Infonnation
(mean 5.12)

1.449
(.207)
.707
(.511)
5.781 *
(.002)

-1.197
(.285)
.246
(.815)

2.619*
(.047)

Riskiness
(mean 4.88)

() Significance

The table shows the rating of the constructs as follows: usability (5.18), information
quality (5.12), interactivity (4.92), and riskiness (4.88). A further analysis shows that
there was no statistically significant difference between 'Usability' and two other
constructs 'Interactivity' and 'Information' and also between 'Interactivity' and
'Information quality'. However, there was a statistically significant difference
between 'Usability' and 'Riskiness' and between 'Information' and 'Riskiness'. This
categorises the constructs determining the web site quality of PwC firm into two
levels.
Levell:

•
•
•

Usability
Interactivity
Information

Level II

•

Riskiness

Further t-test were conducted to determine whether any two mean scores for
variables used to determine PwC web site quality were significantly different. The
analyses of the result follow.

86

5.6.2

Differences between Usability Variables

As shown in table 5.13, 'Design appropriateness; design appropriateness to
professional service site' had the highest mean (5.32) followed by 'Locating
services; clarity and understandability of locating. the service' (5.29). The other
variables within usability were ranked as follows: 'Competency; competency
conveyed by the site' (5.22), 'Learning; the ease of learning to operate the site'
(5.17), and 'Ease of use; ease of using the site' (5.13). 'Attractive appearance;
appearance of the display pages within the site' had the lowest mean (4.94). Overall
all the variables in relation to usability had a mean of over 5.0 except the lowest one.
Table 5.13: Differences between Usability variables- PwC
Learning
(mean
5.17)

Locating
services
(mean
5.29)

Ease of
use
(5.13)

Design
appropriateness
(mean 5.32)

Competency
(mean 5.22)

Attractive
appearance
(mean 4.94)

Learning
Locating services

-1.679
(.096)
.553
(.582)
-1.647
(.1 03)
-.506
(.614)
1.870
(.064)

Ease of use
Design
appropriateness
Competency
Attractive
appearance

*P<.05

2.020*
(.046)
-.360
(.720)
.929
(.355)
3.126*
(.002)

-2.252*
(.026)
-.988
(.326)
1.624
(.1 07)

1.370
(.174)
3.879*
(.000)

2.629*
(.010)

()Significance

There was no statistically significance difference between the variable 'Learning'
and all the other variables. There was also no statistically significant difference
between, 'Design appropriateness', 'Locating services' and

'Competency'.

However there was a statistically significant difference between these three variables
and 'Attractive appearance'. This categorises the usability constructs variables into
two levels.
Level I

•
•
•

Locating services
Design appropriateness
Competency

Level II

•
•
•

Learning
Ease ofuse
Attractive appearance
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5.6.3

Differences between Interactivity Variables

Table 5.14 shows that 'Ease of communication; how the site makes it easy to
communicate with the firm' was rated highest with a mean score of 5.51 followed by
'Search facilities; the adequacy of search facilities in the site (5.27). Next was 'Site
interaction efforts; efforts in interacting with the site' (5.09). The other variables
were ranked as follows: 'Seeking services; how the web appearance encourages the
seeking of services from PWC site' (4.64), 'Sense of personalisation; how the site
created a sense ofpersonalisation to meet clients needs' (4.51) and 'Reputation; the
site has a good reputation' (4.48).
Table 5.14: Differences between Interactivity Variable- PwC
Sense of
personalisation
(mean 4.51)

Sense of
personalisation
Seeking services
Reputation
Search facilities
Ease of
communication
Site interaction
efforts

*P<.05

-1.325
(.188)
.206
(.838)
-6.460*
(.000)
-6.782*
(.000)
-3.915*
(.000)

Seeking
services
(mean
4.64)

1.133
(.260)
-6.179*
(.000)
-5.926*
(.000)
-3.327*
(.001)

Reputation
(mean 4.48)

-6.134*
(.000)
-6.906*
(.000)
-4.496*
(.000)

Search
facilities
(mean
5.27)

-2.433*
(.017)
1.637
(.1 05)

Ease of
communication
(mean5.51)

Site
interaction
effmis
(mean
5.09)

3.992*
(.000)

() Significance

The table further shows that there was no statistically significant difference between
'Sense of personalisation' and 'Seeking services' and 'Reputation'. How_ever, there
was a statistically significant difference between the top two variables, ('Ease of
communication' and 'Search facilities') and all the other variables. In addition, there
was a no statistically significant difference between 'Search facilities' and 'Site
interaction efforts'. This categorises the interactivity constructs variables into three
levels.
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Levell:

•

Ease of communication

Level II

•

Search facilities
Site interaction efforts

•
Level III

5.6.4

•
•

Seeking services
Sense of personalisation

•

Reputation

Differences between Information Variables

Table 5.15 indicates that variable 'Relevancy; whether the information was relevant
to the task' had the highest mean (5.31) and 'Accuracy; whether the information on
the site was accurate' had the lowest mean (4.93).The other variables were ranked as
follows: 'Believable; how believable the information was' (5.60) was rated second
while 'Helpful in understanding; helpfulness of information in understanding the
site' (5.16) was third. The forth and fifth variables were 'Format appropriateness;
Appropriateness of information format for the task' (5.03) and 'Level of detail;
whether right level of information detail is provided by the sites' (5.01) respectively.
Except for 'Accuracy' all the other variables had a mean above 5. 00.
Table 5.15: Differences between Information Variables- PwC
Accuracy
(mean
4.93)

Level
of
detail
(mean
5.01)

Relevancy
(mean 5.31)

Believable
(mean
5.30)

Helpful in
understanding
(mean 5.16)

Format
appropriateness
(mean 5.03)

Level of detail
Accuracy
Relevancy
Believable
Helpful in
understanding
Format
appropriateness

*P<.05

1.133
(.260)
-4.065*
(.000)
-3.642*
(.000)
-1.661
(.1 00)
-.192
(.848)

-5.006*
(.000)
-3.903*
9.000)
-2.127
.036
-.990
.325

.137
(.892)
1.938
(.055)
2.584*
(.0 11)

1.914
(.058)
2.260*
(.016)

1.129
(.262)

() Significance

There was no statistically significant difference between the, 'Level of detail',
'Accuracy' and 'F onnat appropriateness'. On the other hand, differences occurred
between these three variables and 'Relevancy', 'Believable' and 'Helpful m

89

understanding'. The top three variables had no statistically significant differences
between themselves. This categorises the information quality constructs variables
into two levels.
Levell:

•
•
•

Believable
Relevancy
Helpful in understanding

Level II

•
•
•

Level of detail
Accuracy
Format appropriateness

5.6.5

Differences between Riskiness Variables

As shown in table 5.16, 'Service delivery security; the feeling that the firm delivers
service as promised' had the highest mean (5.04), closely followed by
'Communication security; feeling that communicating with the firm is secure and
promising' (5.01). 'Information usage security; the feeling that the firm will use the
information as intended' (4.94) was third, while 'Privacy measures; feeling that the
information privacy measures are adequate' (4.85) and 'Access security; feeling of
secure in relation to accessing the site' (4.66) were forth and fifth respectively.
'Transactions security; feeling of secure to complete transactions, if wanted' had the
lowest mean score of 4.68.
Table 5.16: Differences between Riskiness Variables - PwC
Access
security
(mean
4.76)

Communication
Security
(mean 5.01)

Transactions
security
(mean 4.68)

Service
delivery
security
(mean
5.04)

Information
usage
security
(mean 4.94)

Privacy
measures
(mean
4.85)

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

*P<.05

-3.089*
(.003)
.923
(.358)
-2.386*
(.019)
-1.686
(.095)
-.988
(.326)

4.953*
(.000)
-.389
(.698)
.807
(.422)
2.100*
(.038)

-3.766*
(.000)
-2.611 *
(.010)
-1.901
(.060)

2.253
(.213)
1.915
(.058)

1.054
(.294)

() Significance
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There was no statistically significant difference between the three highest rated
quality variables 'Communication security', 'Service delivery security' and
'Information usage security' which form the first_level of quality dimensions. In
addition, there was no statistically significance difference between, 'Access
security', and, 'Transactions security' and 'Privacy measures'. This categorises the
riskiness quality constructs variables into two levels.
Levell:

•
•
•

Service delivery security
Information usage security
Communication security

Level II

•
•
•

Access security
Privacy measures

5.7

Transactions security

Quality Assessment for Ernst & Young Web Site

Table 5.17 shows the rating of the constructs evaluating the quality of the Ernst and
Young (E&Y) web site. The observation indicate that usability (4.96) was rated
highest followed by riskiness (4.85).

Information quality (4. 79) was third while

interactivity (4.63) was the least rated. The next section gives an analysis of the
statistical differences between the constructs and variables.
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5. 7.1

Differences between Individual Constructs

To assess whether the means scores between any two constructs were statistically
different from each other, the t-test was conducted. The results are shown in table
5.17 and explained thereafter.

Table 5.17: Differences between Individual Constructs- E&Y

Usability
Interactivity
Information
Riskiness

Usability
(mean 4.96)

Interactivity
(Mean 4.63)

Infonnation
(mean 4.79)

1.667
(.156)
1.415
(.216)
1.770
(.137)

-2.000
(.102)
-1.326
(242)

-.602
(.574)

*P<.05

Riskiness
(mean4.85)

() Significance

The table above shows that there were differences in the mean scores of the
constructs. However, no statistically significance difference occurred between all the
constructs. This indicates that they reflect same level of quality.
Levell:

•

Usability

•

Interactivity

•

Information

• . Riskiness

The following section shows the t-test results for each of the above construct to
determine whether any two mean score for variables used to determine E&Y web site
quality were significantly different.

5.7.2

Differences between Usability Variables

Table 5.18 shows that 'Learning; the ease of learning to operate the site' had the
highest mean (5.20) followed by 'Competency; competency conveyed by the site'
(5.1 0).

The

lowest

rated

variable

was

'Design

appropriateness;

design

appropriateness to professional service site' with a mean of 4.82. This closely
followed 'Attractive appearance; appearance of the display pages within the site'
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with a mean of 4.84. 'Ease of use; ease of using the site' (4.95), was third while
'Locating services; clarity and understandability of Locating the service' (4.86) was
fourth. Except for two variables ('Learning' and 'Competency'), all the other
variables in relation to usability had a mean score less than 5.0.
Table 5.18: Differences between Usability Variables- E&Y
Learning
(mean
5.20)

Locating
services
(mean
4.86)

Ease of
use
(4.95)

Design
appropriateness
(mean 4.82)

Competency
(mean5.10)

Attractive
appearance
(mean 4.84)

Learning
Locating services

4.417*
(.000)
2.453*
(.016)
3.268*
(.001)
.990
(.325)
2.577*
(.011)

Ease of use
Design
appropriateness
Competency
Attractive
appearance

*P<.05

-.923
(.358)
.430
(.668)
-2.889*
(.005)
.169
(.866)

1.226
(.223)
-1.502
(.136)
.799
(.426)

-3.649*
(.000)
-.177
(.860)

2.430*
(.0 17)

() Significance

The table shows there was a statistically significant difference between 'Learning'
and all the other variables except 'Competency'. While there was no statistically
significant difference between the, 'Locating services', and 'Ease of use' and
'Design appropriateness'. There was a significant difference between three variables
('Locating services', 'Design appropriateness' and 'Attractive appearance') and
'Competency'. The analysis categorises the usability variables into two levels.
Level I

•
•

Learning
Competency

Level II

•
•
•
•

Attractive appearance

5.7.3

Ease ofuse
Locating services
Design appropriateness

Differences between Interactivity Variables

Table 5.19 shows that 'Search facilities; the adequacy of search facilities in the site'
was determined as having the highest quality with a mean of 5.34 followed by
'Seeking services; how the web appearance encourages the seeking of services from
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E&Y finn' (4.66). Third was 'Site interaction efforts; efforts in interacting with the
site' (4.60) and 'Ease of communication; how the site makes it easy to communicate
with the firm' (4.51) was fourth followed by 'Sense ofpersonalisation; how the site
created a sense of personalisation to meet individual needs' (4.35). 'Reputation; the
site has a good reputation' (4.34) was the least rated variable.

Table 5.19: Differences between Interactivity Variables- E&Y
Sense of
personalisation
(mean 4.35)

Sense of
personalisation
Seeking services

-3.596*
(.001)
.053
(.958)
-7.235*
(.000)
-1.910
(.059)
-1.773
(.079)

Reputation
Search facilities
Ease of
communication
Site interaction
efforts

*P<.05

Seeking
services
(mean
4.66)

Reputation
(mean 4.34)

1.903
(.060)
-5.407*
(.000)
1.566
(.120)
.392
(.696)

-7.072*
(.000)
-.852
(.396)
-1.187
(.238)

Search
facilities
(mean
5.34)

Ease of
communication
(mean 4.51)

5.675*
(.000)
5.038*
(.000)

Site
interaction
efforts
(mean
4.60)

-564
(.574)

() Significance

The table shows that there was a statistically significant difference between 'Sense of
personalisation' and 'Seeldng services' and 'Search facilities' but no difference with
the other variables. There was also a statistically significant difference between
'Seeking services' and 'Search facilities'. A difference also occurred between
'Reputation' and 'Search facilities' but no statistically significant difference between
this variable and 'Ease of communication' and 'Site interaction efforts'. This
categorises the interactivity constructs variables into three levels.

Levell:

•

Search facilities

Level II

•

Seeking services

Level III

•
•
•
•

Sense of personalisation
Ease of communication
Site interaction efforts
Reputation
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5. 7.4

Differences between Information Variables

As table 5.20 indicates, 'Believable; how believable the information was' had the
highest mean (5.13). The second rated variable was 'Accuracy; whether the
information on the site was accurate' (4.82)

follow~d

by 'Helpful in understanding;

helpfulness of information in understanding the site' (4.79). The other variables were
rated as follows 'Format appropriateness; appropriateness of information format for
the task' (4. 75), 'Level of detail; whether right level of information detail is provided
by the site' (4.66) and the least rated variable was 'Relevancy; whether the
information was relevant to the task' (4.58). Except for 'Believable' all the other
variables had a mean score less than 5.00

Table 5.20: Differences between Information variables- E&Y
Accuracy
(mean
4.82)

Level
of
detail
(mean
4.66)

Relevancy
(mean 4.58)

Believable
(mean
5.13)

Helpful in
understanding
(mean 4.79)

Format
appropriateness
(mean 4.75)

Level of detail
Accuracy
Relevancy
Believable
Helpful in
understanding
Format
appropriateness

*P<.05

-2.112*
(.037)
.852
(.396)
-5168*
(.000)
-1.421
(.158)
-.877
9.382)

2.837*
(.005)
-3.869*
(.000)
.297
(.767)
.647
(.519)

-6.340*
(.000)
-1.972
(.051)
-1.275
(.205)

4.025*
(.000)
3.699*
(.000)

.609
(.544)

() Significance

The analysis further shows that there was no statistically significant difference
between the 'Level of detail' and 'Relevancy', 'Helpful in understanding' and
'Format appropriateness. However there was a significant difference between 'Level
of detail' and 'Accuracy' and 'Believable'. On the other hand, a difference occurred
between 'Accuracy' and the next two variables, 'Relevancy' and 'Believable'. This
categorises the information quality constructs variables into three levels.
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Levell:

•

Believable

Level II

•
•

Accuracy
Format appropriateness
Helpful in understanding

•
•

Relevancy
Level of detail

•
Level III

5.7.5

Differences between Riskiness Variables

Table 5.21 shows that 'Access security; feeling of secure in relation to accessing the
site' had the highest mean (5.11) followed by 'Information usage security; the feeling
that the firm will use the information as intended' (5.0) and the third was 'Service
delivery security; the feeling that the firm delivers service as promised' (4.99). The
fourth variable was 'Privacy measures; feeling that the information privacy measures
are adequate' (4.69) which was closely followed by 'Transactions security; feeling of
secure to complete transactions, ifwanted' (4.68). 'Communication security; feeling
that communicating with the firm is secure and promising' (4.62) was ranked lowest.
Table 5.21: Differences between Riskiness Variables- E&Y
Access
security
(mean
5.11)

Communication
Security
(mean 4.62)

Transactions
security
(mean 4.68)

Service
delivery
security
(mean
4.99)

Information
usage
security
(mean 5.00)

Privacy
measures
(mean
4.69)

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

*P<.05

5.381 *
(.000)
4.400*
(.000)
1.587
(.116)
1.415
(.160)
4.393*
(.000)

-.815
(.417)
-4.461 *
(.000)
-3.699*
(.000)
-1.000
(.320)

-3.475*
(.001)
-3.019*
(.003)
-.107
(.915)

-.179
(.858)
4.214*
(.000)

3.251 *
(.002)

() Significance

There was no statistically significant difference between the three highest rated
quality variables, 'Access security', 'Information usage security' and 'Service
delivery security'.

In addition, there was no statistically significant difference
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between the three lowest ranked variables, ('Privacy measures', 'Transactions
security' and 'Communication security').

This categorises the riskiness quality

constructs variables into two levels.

Levell:

Level II

5.8

•
•

Access security
Service delivery security

•

Information usage security

•
•

Privacy measures
Transactions security

•

Communication security

Quality Assessment for Klynveld Peat Marwick Goerdeler Web Site

5.8.1

Differences between Individual Constructs

The t-test was conducted to assess whether the means scores between variables of
any two constructs that determined the web site quality of the KPMG were
statistically different from each other. The results are shown in the table 5.22.

Table 5.22: Differences between Individual Constructs- KPMG

Usability
Interactivity
Information
Riskiness
*P<.05

Usability
(mean 5.60)

Interactivity
(Mean 5.03)

Information
(mean 5.34)

3.534*
(.017)
3.319*
(.021)
6.278*
(.002)

-1.997
(.102)
.165
(.876)

3.804*
(.013)

Riskiness
(mean 5.01)

() Significance

Table 5.22 shows the ranking of the constructs as follows: 'Usability' (5.60),
'Information quality' (5.34), 'Riskiness' (5.01) and 'Interactivity' (5.03). Further
analysis shows that there was a statistically significant difference between 'Usability'
and the other three constructs 'Interactivity', 'Information' and 'Riskiness'. On the
other hand, there was no difference between 'Interactivity' and the other two
variables, 'Information' and 'Riskiness'. However, a difference occurred between
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'Information quality' and 'Riskiness'. This categorises the constructs detennining the
web site quality ofKPMG firm into three levels.
Levell:

•

Usability

Level II

•

Information Quality

Level III

•

Interactivity

•

Riskiness

To determine whether any two mean score for variables associated with the above
construct were significantly different, at-test was conducted for each of the above
construct. The analysis is presented next.
5.8.2

Differences between Usability Variables

Table 5.23 shows that 'Locating services; clarity and understandability of Locating
the service' had the highest mean (5.82) followed by 'Ease of use; ease of using the
site' (5.63). The other variables within usability were ranked as follows: 'Learning;
the ease of learning to operate the site' (5.60), 'Design appropriateness; design
appropriateness to professional service site' (5.58), 'Competency; competency
conveyed by the site' (5.57), and 'Attractive appearance; appearance of the display
pages within the site' (5.37). Overall all the variables which detennined the usability
quality of the KPMG web site had a mean score of over 5.0.
Table 5.23: Differences between Usability Variables- KPMG
Learning
(mean
5.60)

Locating
services
(mean
5.82)

Ease of
use
(5.63)

Design
appropriateness
(mean 5.58)

Competency
(mean 5.57)

Attractive
appearance
(mean 5.37)

Learning
Locating services
Ease of use
Design
appropriateness
Competency
Attractive
appearance

*P<.05

-4.340*
(.000)
-.555
(.580)
.287
(.774)
.382
(.703)

3.409*
(.001)
3.559*
(.001)
3.682*
(.000)

.799
(.426)
.815
(.417)

.145
(.885)

2.500*
(.014)

5.078*
(.000)

2.833*
(.006)

2.356*
(.020)

2.344*
(.021)

() Significance
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There was a statistically significant difference between the highest ranked variable,
'Locating services' and all the other variables. A difference also occurred between
the lowest ranked variable, 'Attractive appearance' and all the other variables.
However, there was no statistically significant difference between the four variables
'Ease of use', 'Learning', 'Design appropriateness' and 'Competency'. This
categorises the usability constructs variables into three levels.
Level I

•

Locating services

Level II

•
•
•
•

Ease of use

Level III

5.8.3

•

Learning
Design Appropriateness
Competency
Attractive appearance

Differences between Interactivity Variables

As shown in table 5.24, 'Ease of communication; how the site makes it easy to
communicate with the firm' was determined as having the highest quality with a
mean of 5.43 followed by 'Site interaction efforts; efforts in interacting with the site'
(5.20). 'Search facilities; the adequacy of search facilities in the site' (5.17) was
ranked fourth while 'Seeking services; how the web appearance encourages the
seeking of services from KPMG firm' (5.08) and 'Sense of personalisation; how the
site created a sense ofpersonalisation to meet individual needs' (4.77) were ranked
fourth and fifth respectively. Lowest ranked variable was 'Reputation; the site has a
good reputation' with a mean score of 4.50. Three out of the six variables had a mean
score above 5.0.
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Table 5.24: Differences between Interactivity Variable- KPMG
Sense of
personalisation
(mean 4.77)

Sense of
personalisation
Seeking services

-4.138*
(.000)
2.702*
(.008)
-3.225*
(.002)
-5.159*
(.000)
-2.345*

Reputation
Search facilities
Ease of
communication
Site interaction
efforts

~.021)

*P<.05

Seeking
services
(mean
5.08)

Reputation
(mean 4.50)

5.627*
(.000)
-.767
(.445)
-3.200*
(.002)
-.751
(.454)

Search
facilities
(mean
5.17)

-4.684*
(.000)
-6922*
(.000)
-3.779*
(.000)

-2.395*
(.018)
-.179
(.858)

Ease of
communication
(mean 5.43)

Site
interaction
efforts
(mean
5.20)

1.631
(.106)

() Significance

There was a statistically significant difference between 'Sense of personalisation'
and all the other variables. In addition, a difference occurred between 'Seeking
services' and 'Reputation' and 'Ease of communication' but no difference between
this variable and 'Search facilities' and 'Site interaction efforts'. A difference
occurred between 'Reputation' and all the other variables. In addition, a difference
occurred between 'Search facilities' and 'Ease .of communication' but no difference
between this variable and 'Site interaction efforts'. This categorises the interactivity
constructs variables into four levels.
Levell:

•

Ease of communication

Level II

•
•
•

Search facilities
Site interaction efforts
Seeking services

Level III

•

Sense of personalisation

Level IV

•

Reputation

5.8.4

Differences between Information Variables

Table 5.25 indicates that 'Level of detail; whether right level of information detail is
provided by the sites' (5.51) had the highest quality while 'Accuracy; whether the
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information on the site was accurate' (5.26) was determined as having the lowest
quality. The other variables were ranked as follows: 'Relevancy; whether the
information was relevant to the task' (5.36) came second closely followed by
'Format appropriateness; appropriateness of information format for the task' (5.34).
'Helpful in understanding; helpfulness of information in understanding the site'
(5.30) and 'Believable; how believable the information was' (5.30) ranked fourth and
fifth respectively. The mean for all variables was more than 5.0.

Table 5.25: Differences between Information Variables- KPMG
Level
of
detail
(mean
5.51)

Accuracy
(mean
5.26)

Relevancy
(mean 5.36)

Believable
(mean
5.29)

Helpful in
understanding
(mean 5.30)

Format
appropriateness
(mean 5.34)

Level of detail
Accuracy
Relevancy
Believable
Helpful in
understanding
Format
appropriateness

2.837*
(.005)
1.749
(.083)
2.459*
(.016)
2.062*
(.042)
1.657
(.101)

*P<.05

-1.517
(.132)
-.418
(.677)
-.476
(.635)
-.894
(.374)

.927
(.356)
.669
(.505)
.212
(.832)

-.139
(.889)
-.609
(.544)

-.491
(.625)

() Significance

There was no statistically significant difference between all the variables except the
highest ranked variable, 'Level of detail'. This categorises the information quality
constructs variables into two levels.
Levell:

•

Level of detail

Level II

•
•
•
•
•

Believable

5.8.5

Relevancy
Helpful in understanding
Accuracy
Format appropriateness

Differences between Riskiness Variables

Table 5.26 shows the rating of the riskiness variables. 'Service delivery security; the
feeling that the firm delivers service as promised' had the highest mean score of
5.25, followed by 'Information usage security; the feeling that the firm will use the
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information as intended' (5.17) while 'Privacy measures; feeling that the infonnation
privacy measures are adequate' (4.92) and 'Transactions security; feeling of secure
to complete transactions' (4.92) were equally ranked. 'Communication security;
feeling that communicating with the fi1m is secure and promising' (4.90) was fifth
and the lowest ranked variable was 'Access security; feeling of secure in relation to
accessing the site' (4.88).
Table 5.26: Differences between Riskiness Variables- KPMG
Access
security
(mean
4.88)

Communicat
ion Security
(mean 4.90)

Transactions
security
(mean4.92)

Service
delivery
security
(mean 5.25)

Information
usage
security
(mean 5.17)

Privacy
measures
(mean
4.92)

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

-.352
(.726)
-.506
(.614)
-4.035*
(.000)
-3.098*
(.003)
-.440
(.661)

*P<.05

-.276
(.783)
-4.243*
(.000)
-3.045*
(.003)
-.245
(.807)

-3.864*
(.000)
-2.528*
(.013)
.000
(1.000)

1.347
(.181)
3.969*
(.000)

3.242*
(.002)

() Significance

Examining the differences between the variables, the analysis show that there was no
statistically significant difference between the two highest rated quality variables,
'Service delivery security' and 'Information usage security', but a difference
occurred between these two variables and all the other variables. In addition, no
differences occurred between the other variables, 'Access security', 'Communication
security', 'Transactions security' and 'Privacy measures'.

This categorises the

riskiness variables into two levels.
Levell:

•
•

Service delivery security
Information usage security

Level II

•
•
•
•

Access security
Communication Security
Privacy measures
Transactions security
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5.9

Quality Assessment for Deloitte Web Site

5.9.1

Differences between Individual Constructs- Deloitte

The results for the t-test are shown in table 5.27. The Table indicates that 'Usability'
(5.35) and 'Information quality' (5.35) had highest and same quality level followed
by 'Interactivity' (5.08) and the lowest was 'Riskiness' with a mean score of 5.03.
All the constructs were rated above 5.0.
Table 5.27: Differences between Individual Constructs- Deloitte

Usability
Interactivity
Information
Quality
Riskiness

Usability
(mean 5.35)

Interactivity
(Mean5.08)

Information
Quality
(mean 5.35)

1.744
(.142)
.132
(.900)
2.823*
(.037)

-2.672*
(.044)
.623
(.560)

4.534*
(.006)

*P<.05

Riskiness
(mean 5.03)

()Significance

An analysis of the mean scores revealed that a statistically significant difference

occurred between 'Usability' and 'Riskiness', also between 'Interactivity' and
'Information Quality', but no difference occurred between 'Usability' and both
'Interactivity'

and

'Information'.

However,

a

difference

occurred

between

'Information' and 'Riskiness'. The gives three levels of quality categories as follows:
Level I

•

Information Quality

Level II

•

Usability

Level II

•

Interactivity

•

Riskiness

A further t-test was conducted for each of the above construct to determine whether
any two mean score for variables were significantly different. The analysis of the
same is presented in the following sections.

103

5.9.2

Differences between Usability Variables

Table 5.28 shows that 'Ease of use; ease of using the site' (5.56) had the highest
quality followed by 'Locating services; clarity and understandability of locating the
service' (5.49). The other variables within usability were ranked as follows:
'Learning; the ease of learning to operate the site' (5.44) was third and 'Design
appropriateness; design appropriateness to professional service site' (5.27) was
fourth. 'Competency; competency conveyed by the site' (5.25) and 'Attractive
appearance; appearance of the display pages within the site' were ranked fifth and
sixth respectively. Overall all the variables in relation to usability had a mean in
excess 5.0.
Table 5.28: Differences between Usability Variables- Deloitte
Learning
(mean
5.44)

Locating
services
(mean
5.49)

Ease of
use
(5.56)

Design
appropriateness
(mean 5.27)

Competency
(mean 5.25)

Attractive
appearance
(mean 5.11)

Learning
Locating services
Ease of use
Design
appropriateness
Competency
Attractive
appearance

*P<.05

-.744
(.459)
-2.316*
(.023)
2.181 *
(.032)
2.868*
(.005)
3.915*
(.000)

-.980
(.329)
2.797*
(.006)
3.239*
(.002)
3.633*
(.000)

4.051 *
(.000)
3.931 *
(.000)
4.642*
(.000)

.287
(.774)
1.762
(.081)

2.054*
(.043)

() Significance

The table indicates that there was a statistically significant difference between the
variable, 'Learning' and all the other variables except 'Locating services'. There was
also a difference between 'Locating services' and the other variables except 'Ease of
use'. In addition, a difference occurred between 'Ease of use' and 'Design
appearance', 'Competency' and 'Attractive appearance'. However, there was no
difference between 'Design appearance' and 'Competency' and 'Attractive
appearance'. A statistically significant difference occurred between 'Competency'
and 'Attractive appearance'. This categorises the usability constructs variables into
five levels.
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Level I

•

Ease of use

•

•

Learning
Locating services

Level III

•
•

Design appropriateness
Competency

Level IV

•

Attractive appearance

5.9.3

Differences between Interactivity Variables

As shown by table 5.29, 'Ease of communication; how the site makes it easy to
communicate with the firm' was determined as having the highest quality with a
mean of 5.52 followed by 'Search facilities; the adequacy of search facilities in the
site' (5.25). Next was 'Seeking services; how the web appearance encourages the
seeking of services from a Deloitte' (5.12). The other variables were ranked as
follows: 'Sense of personalisation; how the site created a sense of personalisation to
meet clients needs' (5.07) and 'Site interaction efforts; efforts in interacting with the
site' (4.83). 'Reputation; the site has a good reputation' (4.68) was determined has
having the lowest quality. Four out of six variables had mean score above 5.0.
Table 5.29: Differences between Interactivity Variable- Deloitte
Sense of
personalisation
(mean 5.07)

Sense of
personalisation
Seeking services
Reputation
Search facilities
Ease of
communication
Site interaction
efforts
*P<.05

-.672
(.503)
2.719*
(.008)
-1.557
(.123)
-3.995*
(.000)
1.351
(.180)

Seeking
services
(mean
5.12)

3.364*
(.001)
-1.328
(.187)
-3.748*
(.000)
1.710
(.090)

Reputation
(mean 4.68)

-3.707*
(.000)
-6.217*
(.000)
-.770
(.443)

Search
facilities
(mean
5.25)

-2.305*
(.023)
2.459*
(.016)

Ease of
communication
(mean 5.52)

Site
interaction
efforts
(mean
4.83)

4.091 *
(.000)

() Significance

There was no statistically significant difference between 'Sense of personalisation'
and 'Seeking services', 'Search facilities' and 'Site interaction efforts' but a
difference occurred between 'Sense of personalisation' and 'Reputation' and 'Ease
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of communication' . There was also a difference between top ranked variable, 'Ease
of communication' and all the other variables. In addition there was a statistically
significant difference between the lowest ranked variable, 'Reputation' and all the
other variables except 'Site interaction efforts'. This categorises the interactivity
constructs variables into three levels.
Levell:

•

Ease of communication

Level II

•
•

Search facilities

•

Sense of personalisation

•
•

Reputation

Level III

5.9.4

Seeking services

Site interaction efforts

Differences between Information Variables

As indicated by table 5.30, 'Accuracy; whether the information on the site was
accurate' (5.45) had the highest quality followed closely by 'Level of detail; whether
right level of infmmation detail is provided by the site' (5.43), 'Believability; how
believable the information was' (5.42) and 'Helpful in understanding; helpfulness of
information in understanding the site' (5.38). The fourth ranked variable was
'Relevancy; whether the information was relevant to the task' (5.28) while 'Format
appropriateness; appropriateness of information format for the task' (5.11) had the
lowest quality. Like the usability construct, all the mean scores in relation to
Information quality variables were in excess of 5.0

Table 5.30: Differences between Information Variables- Deloitte
Level of
detail
(mean
5.43

Accuracy
(mean
5.45)

Relevancy
(mean 5.28)

Believable
(mean
5.42)

Helpful in
understanding
(mean 5.38)

Format
appropriateness
(mean 5.11)

Level of detail
Accuracy
Relevancy
Believable
Helpful in
understanding
Format
aEEroEriateness

*P<.05

-.332
(.741)
2.054*
(.043)
.137
(.892)
.561
(.576)
3.155*
(.002)

2.298*
(.024)
.445
(.657)
.881
(.380)
3.969*
(.000)

-2.258*
(.026)
-1.274
(.206)
1.879
(.063)

.553
(.582)
3.317
(.001)

3.148*
(.002)

()Significance
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As shown in the table above there was no statistically significant difference between
the 'Level of detail', 'Accuracy' 'Believability' and 'Helpful in understanding'
which were ranked as the top four variables. However, a difference occurred
between, 'Relevancy' and 'Format appropriateness.'. This means that the top four
variables have an equal perceived quality different from the other two variables.
This categorises the information quality constructs variables into two levels.
Levell:

Level II

5.9.5

•

Level of detail

•
•

Believable

•

Helpful in understanding

•
•

Relevancy

Accuracy

format appropriateness

Differences between Riskiness Variables

Table 5.31 shows that the highest ranked variable, 'Infonnation usage security; the
feeling that the firm will use the information as intended' (5.20), was followed by
'Service delivery security; the feeling that the firm delivers service as promised'
(5.15). The third variable in quality ranking was 'Communication security; feeling
that communicating with the finn is secure and promising' (5.09) while 'Privacy
measures; feeling that the information privacy measures are adequate' (5.02) was
fourth. The lowest two variables were 'Access security; feeling of secure in relation
to accessing the site' (4.88) and 'Transactions security; feeling of secure to complete
transactions, if wanted' (4.83) respectively. Riskiness was ranked lowest of the
constructs and had two out ofthe 6 variables with mean less than 5.0.
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Table 5.31: Differences between Riskiness Variables- Deloitte
Communication
Security
(mean 5.09)

Access
security
(mean
4.88)

Transactions
security
(mean 4.83)

Service
delivery
security
(mean
5.15)

Information
usage
security
(mean 5.20)

Privacy
measures
(mean
5.02)

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

-2.598*
(.011)
.672
(.503)
-3.085*
(.003)
-3.434*
(.001)
-1.597
(.113)

*P<.05

3.477*
(.001)
-.705
(.482)
-1.196
(.235)
.579
(.564)

-3.982*
(.000)
-4.292*
(.000)
-2.095*
(.039)

-.618
(.538)
1.417
(.160)

1.784
(.077)

() Significance

There was no statistically significant difference between the three highest rated
quality variables, 'Communication Security', 'Service delivery security' and
'Information usage security' which form the first level of quality. In addition, there
was no

statistically significant difference between

'Transactions security' and 'Privacy measures'.

'Access

security'

and

This categorises the riskiness

quality constructs variables into two levels.

Levell:

Level II

•
•
•
•
•
•

Service delivery security
Information usage security'
Communication Security
Access security
Privacy measures
Transactions security

5.10 Quality Assessment for Investor Group Web site
5.10.1

Differences between Individual Constructs

To determine whether the mean scores of the constructs were statistically different
from each other, a t-test was conducted. The results are shown in table 5.32 and
analysed thereafter.
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Table 5.32: Differences between Individual Constructs- Investor Group

Usability
Interactivity
Inforn1ation
Riskiness

Usability
(mean 3.52)

Interactivity
(Mean 3.44)

Information
(mean 3.68)

.438
(.679)
-1.636
(.163)
-.664
(.536)

-1.844
(.124)
-1.154
(.301)

1.468
(.202)

Riskiness
(mean 3.57)

() Significance

*P<.05

Table 5.32 shows the ranking of the constructs as follows: 'Information quality'
(3.68), Riskiness' (3.57), 'Usability' (3.52), and 'Interactivity' (3.44). All the mean

scores were below 4.0. The ratings ranged from 3.68 to 3.44 which reflect a
relatively narrow gap. In addition, there was no statistically significant difference
between all the constructs hence they reflected the same level of quality and
categorised in the same level.

Level I

•
•
•
•

Usability
Information
Interactivity
Riskiness

A further t-test was conducted for each of the above construct to determine whether
any two mean score for variables were significantly different. The analyses of the
result follow.
5.10.2 Differences between Usability Variables

Table 5.33 shows that 'Learning; the ease of learning to operate the site' (3.89) had
the highest quality followed by 'Ease of use; ease of using the site' (3.53).
'Competency; competency conveyed by the site' (3.51) was ranked third while the
fourth variable was 'Attractive appearance; appearance of the display pages within
the site' (3.45). 'Design appropriateness; design appropriateness to professional
service site' (3.43) was fifth and 'Locating services; clarity and understandability of
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Locating the service' (3.29) had the lowest mean. Overall all the variables in relation
to usability had a mean sore less than 4.0.

Table 5.33: Differences between Usability Variables- Investor Group
Learning
(mean
3.89)

Locating
services
(mean
3.29)

Ease of
use
(3.53)

Design
appropriateness
(mean 3.43)

Competency
(mean 3.51)

Attractive
appearance
(mean 3.45)

Leaming
Locating services

6.311 *
(.000)
4.352*
(.000)
4.790*
(.000)
3.804*
(.000)
4.068*
(.000)

Ease of use
Design
appropriateness
Competency
Attractive
appearance

*P<.05

-2.570*
(.012)
-1.282
(.203)
-2.094*
(.039)
-1.580
(.117)

1.165
(.247)
.223
(.824)
.833
(.407)

-.929
(.355)
-.228
(.820)

.815
(.417)

() Significance

There was a statistically significant difference between the highest rated variable
'Learning' and all the other variables. A difference also occurred between 'Locating
services' and 'Ease of use' and 'Competency'. However there was no statistically
significant difference between 'Locating' and 'Design appropriateness' and
'Attractive appearance'. In addition, no difference occurred between 'Design
appropriateness', 'Competency' and 'Attractive appearance'. This categorises the
usability constructs variables into three levels.
Level I

•

Learning

Level II

•
•
•
•

Design appropriateness

Level III

•

Competency
Attractive appearance
Ease of use
Locating service
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5.10.3 Differences between Interactivity Variables

Table 5.34: Differences between Interactivity Variable- Investor Group
Sense of
personalisation
(mean 3.42)

Sense of
personalisation
Seeking services

.266
(.791)
3.748*
(.000)
-3.291 *
(.001)
-4129*
(.000)
2.487*
(.015)

Reputation
Search facilities
Ease of
communication
Site interaction
efforts

Seeking
services
(mean
3.40)

Reputation
(mean 3.02)

3.768*
(.000)
-3.109*
(.002)
-3.853*
(.000)
2.018*
(.046)

-6.399*
(.000)
-6387*
(.000)
-.512
(.609)

Ease of
communication
(mean 3.9)

Search
facilities
(mean
3.81)

-.667
(.506)
4.980*
(.000)

Site
interaction
efforts
(mean
3.10)

5.379*
(.000)

()Significance

*P<.05

There was a statistically significant difference between 'Sense of personalisation'
and 'Seeking services' and all the other variables but no difference occurred between
the two variables. There was a statistically significant difference between
'Reputation' and 'Ease of communication' and 'Search facilities' but no difference
between 'Reputation' and 'Site interaction efforts'.

In addition there was a

statistically significant difference between 'Search facilities' and 'Site interaction
efforts'.

No

difference occurred between 'Search facility'

and

'Ease . of

communication'. This categorises the interactivity constructs variables into three
levels.
Levell:

•
•

Seeking services
Sense of personalisation

Level II

•
•

Ease of communication
Search facilities

Level III

•

Site interaction efforts
Reputation

•
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5.10.4 Differences between Information Variables

Table 5.35 shows 'Level of detail; whether right level of information detail is
provided by the site'(3.80) had the highest quality closely followed by 'Accuracy;
whether the information on the site was accurate' (3.79) and 'Believable; how
believable the information was' (3.78) respectively. 'Helpful in understanding;
helpfulness of information in understanding the site' (3.69) was fourth followed by
'Relevancy; whether the information was relevant to the task' (3.68) while 'Format
appropriateness; appropriateness of information format for the task' had the lowest
quality level with a mean score of 3.33.
Table 5.35: Differences between Information Variables- Investor Group
Accuracy
(mean
3.79)

Level
of
detail
(mean
3.80)

Relevancy
(~ean 3.68)

Believable
(mean
3.78)

Helpful in
understanding
(mean 3.69)

Fonnat
appropriateness
(mean 3.33)

Level of detail
Accuracy
Relevancy
Believable
Helpful in
understanding
Format
appropriateness

.132
(.895)
1.354
(.179)
.228
(.820)
1.647
(.103)
4.525*
(.000)

*P<.05

1.463
(.146)
.139
(.889)
1.465
(.146)
4.144*
(.000)

-1.274
(.206)
-.103
(.918)
3.043*
(.003)

1.517
(.132)
3.965*
(.000)

3.458*
(.001)

() Significance

The table further shows that there was no statistically significant difference between
all the variables except 'Format appropriateness'. This categorises the information
quality constructs variables into two levels.
Levell:

•
•
•
•
•

Believable
Relevancy
Helpful in understanding
Level of detail
Accuracy

Level II

•

Format appropriateness
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5.10.5 Differences between Riskiness Variables

Table 5.36 shows that 'Access security; feeling of secure in relation to accessing the
site' (3.75) had the highest quality closely followed by 'Information usage security;
the feeling that the finn will use the information as intended' (3.68). 'Service
delivery security; the feeling that the firm will deliver service as promised' (3.62)
was third while the fourth variable was 'Communication security; feeling that
communicating with the firm is secure and promising'. 'Privacy measures; feeling
that the information privacy measures are adequate' (3.49) was ranked fifth and the
lowest ranked variable was 'Transactions security; feeling of secure to complete
transactions, if wanted' with mean score of 3.32.
Table 5.36: Differences between Riskiness Variables- Investor Group
Access
security
(mean
3.75)

Communication
Security
(mean 3.55)

Transactions
security
(mean 3.32)

Service
delivery
security
(mean
3.62)

Infonnation
usage
security
(mean 3.68)

Privacy
measures
(mean
3.49)

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

*P<.05

2.706*
(.008)
4.645*
(.000)
1.384
(.169)
.881
(.380)
3.020*
(.003)

3.381 *
(.001)
-.796
(.428)
-1.434
(.155)
.678
(.500)

-3.589*
(.001)
-3.559*
(.001)
-2.049*
(.043)

-.760
(.449)
1.452
(.150)

1.807
(.074)

()Significance

There was a statistically significant difference between 'Access security' and
'Communication security', 'Transaction security' and 'Privacy security' but no
difference occurred between 'Access security' and 'Service delivery' and 'Information
usage security'. A Statistically significant difference occurred between 'Transaction
security' and all the other variables. This categorises the riskiness quality constructs
variables into three levels.
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Level I

•
•
•

Access security
Information usage security
Service delivery security

Level II

•
•

Communication Security
Privacy measures

Level III

•

Transactions security

5.11 Quality Assessment for Pannel Keoo Forster Australia Web Site
5.11.1 Differences between Individual Constructs

Table 5.37 shows the results of at-test conducted to assess whether the means scores
of any two constructs that determined the web site quality of PKF were statistically
different from each other. The constructs were ranked as follows 'Usability' (4.67)
ranked highest followed by 'Riskiness' (4.54). 'Information quality' (4.42) was third
while 'Interactivity' (4.19) was the lowest ranked construct.
Table 5.37: Differences between Individual Constructs- PKF Australia

Usability
Interactivity
Information
Riskiness
*P<.05

Usability
(mean 4.67)

Interactivity
(Mean4.19)

Information
(mean4.42)

2.826*
(.037)
3.934*
(.011)
3.650*
(.015)

-1.186
(.289)
-2.209
(.078)

-1.977
(.1 05)

Riskiness
(mean4.54)

() Significance

There was a statistically significance difference between 'Usability' and the other
three constructs ('Interactivity', 'Information' and 'Riskiness'). However no
difference occurred between

'Interactivity'

and the other two constructs

('Information' and 'Riskiness'). This implies that usability construct stands out alone
while the other three constructs are within the same level of quality hence two levels
can be identified.
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Levell:

•

Usability

Level II

•

Interactivity

•

Information

•

Riskiness

To determine whether any two mean score for variables were significantly different a
t-test was conducted for each of the above construct. The analysis of the result is
presented below.

5.11.2 Differences between Usability Variables
Table 5.38 shows 'Design appropriateness; design appropriateness to professional
service site' (4.82) was rated highest followed by both 'Competency; competency
conveyed by the site' (4.69) and 'Learning; the ease of learning to operate the site'
(4.69). 'Locating services; clarity and understandability of Locating the service'
(4.66) was ranked third while 'Ease of use; ease of using the site' (4.61) was fifth.
'Attractive appearance; appearance of the display pages within the site' (4.52) had
the lowest mean score. Overall all the variables in relation to usability had a mean
score range from 4.52 to 4.82 and relatively low compared to similar scores for the
other PA firms.

Table 5.38: Differences between Usability Variables- PKF Australia
Learning
(mean
4.69)

Locating
services
(mean
4.66)

Ease of
use
(mean
4:61)

Design
appropriateness
(mean 4.82)

Competency
(mean 4.69)

Attractive
appearance
(mean4.52)

Learning
Locating services
Ease of use
Design
appropriateness
Competency
Attractive
appearance

*P<.05

.479
(.633)
1.182
(.240)
-1.436
(.154)
.000
(1.000)

.844
(.401)
-2.080*
(.040)
-.336
(.738,)

-2.491 *
(.014)
-.799
(.426)

1.353
(.179)

1.289
(.200)

1.261
(.210)

.817
(.416)

2.920*
(.004)

1.844
(.068)

() Significance
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A further analysis shows that there was no statistically significant difference between
'Learning' .and all the other variables. T!terc was also no difference betweeci
'Locating services' and 'Ease of use', 'Competency' and 'Attra.ctivc appearance'.
However a difference occurred between 'Locating services' and 'Design
appropriateness'. This categorises the usability con~tructs variables into three levels.

Levell
Level II

•
•
•
•

Level Ill

Design appropriateness
Learning
Competency
Locating services
Attractive appearance

•

Ease of usc

5,11.3 Dirfcrcnecs between lnternctivity Variables
Table 5.39 shows that 'Ease of communication; how the site makes it easy to
communicate with the firm' (4.85) was determined as having the highest quality
followed by 'Seeking services; how the web nppearnnee encourages the seeking of
services from a particular firm' (4.39). The other variables were rnnked as follows:
'Site internction efforts; efforts in interacting with the site' (4.21), 'Sense of
personalisation; how the site created a sense of personalisation to meet individual
needs' (4.05) and 'Search facilities; the adequacy of search facilities in the site'
(3.94) were rnnked third, fourth and fifth respectively. 'Reputation; the site has a
good reputation' (3.72) was determined has having the lowest ranking.
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Table 5.39: Differences between Interactivity Variable- PKF Australia
Sense of
personalisation
(mean 4.05)

Sense of
personalisation
Seeking services

-3.193*
(.002)
2.720*
(.008)
.563
(.575)
-6.751 *
(.000)
-.977
(.331)

Reputation
Search facilities
Ease of
communication
Site interaction
efforts

*P<.05

Seeking
services
(mean
4.39)

Reputation
(mean 3.72)

4.485*
(.000)
2.876*
(.005)
-4.246*
(.000)
1.294
(.199)

Search
facilities
(mean
3.94)

-1.425
(.157)
-7.154*
(.000)
-2.489*
(.014)

Ease of
communication
(mean 4.85)

-5.077*
(.000)
-1.344
(.182)

Site
interaction
efforts
(mean
4.21)

4.455*
(.000)

() Significance

The table further indicates that there was a statistically significant difference between
'Sense of personalisation' and 'Seeking services', 'Reputation' and 'Ease of
communication'. However no difference occurred between 'Sense of personalisation'
and 'Search facilities' and ' Site interaction efforts'.

In addition there was no

difference between 'Search facilities' and 'Site interaction efforts'. This categorises
the interactivity constructs variables into three levels.
Levell:

e

Ease of communication

Level II

•
•
•
•

Search facilities
Sense of personalisation
Site interaction efforts
Seeking services

Level III

•

Reputation

5.11.4 Differences between Information Variables

Table 5.40 indicates that variable 'Believable; how believable the information was'
(4.68) had the highest quality, followed by 'Format Appropriateness; appropriateness
of information format for the task' (4.47). 'Relevancy; whether the information was
relevant to the task' (4.44) was third while 'Helpful in understanding; helpfulness of
information in understanding the site' (4.41) followed closely. 'Accuracy; whether
the information on the site was accurate' (4.26) and 'Level of detail; whether right
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level of information detail is provided by the sites' (4.25) were ranked fifth and sixth
respectively.
Table 5.40: Differences between Information Variables- PKF Australia
Accuracy
(mean
4.26)

Level
of
detail
(mean
4.25)

Relevancy
(mean 4.44)

Believable
(mean
4.68)

Helpful in
understanding
(mean 4.41)

Fonnat
appropriateness
(mean 4.67)

Level of detail
Accuracy
Relevancy
Believable
Helpful in
understanding
Format
appropriateness

-.282
(.779)
-1.914
(.058)
-4.641 *
(.000)
-1.725
(.088)
-1.777
(.079)

*P<.05

-2.335*
(.022)
-5.651 *
(.000)
-1.533
(.128)
-1.659
(.100)

-2.770*
(.007)
.306
(.760)
-.238
(.812)

3.126*
(.002)
1.725
(.088)

-.645
(.520)

() Significance

The table indicates that there was no statistically significant difference between the
'Level of detail' and 'Accuracy', 'Relevancy', 'Helpful in understanding' and 'Format
appropriateness'. However, a difference occuned between 'Level of detail' and
'Believable'. In addition, a difference occuned between the top ranked variable,
'Believable' and all the other variables.

This categorises the information quality

constructs variables into two levels.
Levell:

•

Believable

Level II

•
•

Relevancy
Helpful in understanding
Level of detail
Accuracy
format appropriateness

•

•
•

5.11.5 Differences between Riskiness Variables

Table 5.41 shows that 'Service delivery security; the feeling that the firm delivers
service as promised' (4.69) was rated highest followed by 'Information usage
security; the feeling that the firm will use the information as intended' (4.56).
'Access security; feeling of secure in relation to accessing the site' (4.55) was third
followed by 'Privacy measures; feeling that the information privacy measures are
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adequate (4.54). 'Communication Security; feeling that communicating with the firm
is secure and promising' (4.52) and 'Transactions security; feeling of secure to
complete transactions, if wanted' (4.36) ranked fifth and sixth respectively.
Table 5.41: Differences between Riskiness Variables- PKF Australia
Access
security
(mean
4.55)

Communication
Security
(mean 4.52)

Transactions
security
(mean 4.36)

Service
delivery
security
(mean
4.69)

Information
usage
security
(mean 4.56)

Privacy
measures
(mean
4.54)

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

.479
(.633)
2.452*
(.016)
-1.340
(.183)
-.094
(.925)
.109
(.913)

*P<.05

2.263*
(.026)
-1.743
(.084)
-.367
(,715)
-.205
(.838)

-3.664*
(.000)
-2.074*
(.041)
-2.191 *
(.031)

1.625
(.1 07)
1.661
(.1 00)

.212
(.832)

() Significance

From the table, the only statistically significant difference was between the lowest
ranked variable, 'Transactions security' and all the other variables. This categorises
the riskiness quality constructs variables into two levels.
Levell:

Level II

•
•
•
•
•

Access security
Privacy measures

•

Transactions security

Service delivery security
Information usage security'
Communication Security

5.12 Factors Moderating Web Site Quality
To determine the effect of moderating factors which may help to explain variations
in the quality of web sites, the respondents were classified into various groups based
on gender, year of study and the area of specialisation. The following sections show
the Analysis of Variance (ANOVA) test in respect to these factors.
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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
Squares

df

Usability

Between Groups
Within Groups
Total

.918
802.439
803.357

1
610
611

Interactivity

Between Groups
Within Groups
Total

1.748
646.557
648.305

Mean
Square

F

Sig.

.918
1.315

.698

.404

1
610
611

1.748
1.060

1.649

.200

1
610
611

1.873
1.102

1.700

.193

Information

Between Groups .1.873
Within Groups
672.130
Total
674.003

1
610
611

.194
1.076

.180

.671

Riskiness

Between Groups
Within Groups
Total

*P<.05

.194
656.508
656.702

() 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

Construct

Male (N=48)

Female (N=54)

Usability

4.92

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
Squares

df

Usability

Between Groups
Within Groups
Total

6.090
797.267
803.357

1
610
611

Interactivity

Between Groups
Within Groups
Total

2.978
645.328
648.305

Information

Between Groups
Within Groups
Total

Riskiness

Between Groups
Within Groups
Total

*P<.05

Mean
Square

F

Sig.

6.090
1.307

4.660

.031 *

1
610
611

2.978
1.058

2.815

.094

5.177
668.826
674.003

1
610
611

5.177
1.096

4.721

.030*

6.358
650.344
656.702

1
610
611

6.358
1.066

5.964

.015*

()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
Information
Riskiness

5.02
4.92
4.79

4.81
4.72
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
Squares

df

Mean
Square

F

Sig.

Usability

Between Groups
Within Groups
Total

13.529
789.828
803.357

10
601
611

1.353
1.314

1.029

.417

Interactivity

Between Groups
Within Groups
Total
Between Groups
Within Groups
Total
Between Groups
Within Groups
Total

12.136
636.170
648.305
25.843
648.160
674.003
33.795
622.907
656.702

10
601
611
10
601
611
10
601
611

1.214
1.059

1.146

.325

2.584
1.078

2.396

.009*

3.380
1.036

3.261

.000*

Information

Riskiness

*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

Master of sport management

1

Master of Professional Accounting
Master of Business Administration
Master of International Business

20
18
18
1

Master of Professional Finance and Banking
Master of Human resource Management
Master of Management Information Systems
Master of Strategic Project Management
Master of Professional Marketing
PhD
DBA
Total

7
29
2
1
3
2

Information
Quality
4.83
4.89
4.71
4.73

Riskiness
5.11
4.79
4.51
4.46

5.19
4.52

5.14
4.49

4.74

4.67
5.36

5.57
6.06
5.01
4.47

6.14
4.64
4.22

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
PricewaterhouseCoopers (PWC)

Comments/Observation (No./%)
No comments
Comments
Total
81

21

102

79.4%

20.6%

100.0%

78

76.5%

24
23.5%

102
100.0%

79
77.5%

23
22.5%

102
100.0%

77

25

102

Deloitte

75.5%

24.5%

100.0%

Investor Group

56
54.9%

46
45.1%

102
100.0%

PKF Australia

55
53.9%

47
46.1%

102
100.0%

Total

426
69.6%

186
30.4%

612
100.0%

Ernst & Young (E & Y)
KPMG

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 P A web sites as determined by the quality constructs and
the 24 variables. The statistical tests included descriptive ones (e.g. mean scores), ttest (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 analysis in the previous chapter provided assurance for the measurement of '"'"
the constructs and variables in tenns of validity and reliability. It also provided an
analysis of the data. Based on the analysis, the WebQual/PA instrument 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 conStructs of Web site
quality that indicate the perceived quality of a PA web site. It was apparent that some
constructs aiid variables ranked higher in tenns of quality and different PA !inns
reflected these dimensions differently. This chapter discusses these. findings in the
context of Australian based PA !inns.
The !irst section explains the characteristics of the respondents who provided data for
this study. Discussions oJ{ihe quality dimensions for the sector and individual firms
ure provided. Moderating factors are discussed to determine their impact on qual_ity.

6.2· Ch.aractcristics of Participants
The participants of this study were post-graduate students in business. The majority
(68%) were in their s'ccond of study which indicates a group which had successfully
been exposed to business units irrespective of their undergraduate degree. In
addition, the academic year for Edith Cowan University commences in February and
ends i.n December. Considering this study was conducted in October 2005, the 32%

first year students had completed one semester and were quite advnnced in their
second semester. This indicates that the respondent should hnve had adeq\late
knowledge of business services ,which PA firms are likely to offer.
There were more female (53%) respondents than male (47%). A possible reason for
this is thnt the timing of the laboratory session was conveniently scheduled to
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coincid~

with the hour before or after a lecture. Maybe female students were more

willing to come before the lecture or remain after the lecture. In addition, flyers were
constantly distributed in the masters' computer laboratory, and students requested to
voluntarily indicate alternative times. The results may indicate that more female
students use the computer laboratories and/or were more agreeable to participate in
the study.
More than a quarter of the participants (28.4%) specialized in the Master of
Management Information Systems, while another 19.6% specialized in Professional
Accounting. The Master of Business Administration and Master of International
Business each had 17.6%. These four masters' programmes may be considered as
core programmes for today's business environment. They arc multi-dimensional,
multi-discipline and multi-national. The four programmes accounted for over 83% of
the participants. This means most of the respondents would have had sufficient
knowledge of both services required to manage businesses as well as skills to interact
and evaluate a web site. For example, the majority of the Master of Management
Infomiation students were drawn from a 'web-usability' class.

6.3 PA Web Site Quality Dimensions
This study detennined the web site quality dimensions for PA finns to be Usability,
Intcrnctivity, Infonnation Quality and Riskiness. Each construct or dimension
consisted of six variables. The dimensions themselves were supported by 24
questions as shown in figure 6.1 below.
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•l-----+l

Learning
Locating services
Ease of use
Competency
Design appropriateness
Attractive appearance

Sense of personalization
Seeking services

Yif"''""''''t~Jih( ,~--~~ Search facilities

Reputation
Ease of communication
Site interaction efforts

Level of detail
•·~--~~ Format appropriateness

Helpful in understanding

Accuracy
Believable
Relevancy

Access security
Communication security
·'1-----1~1 Transactions security
:oi,,.ld>•"""'"'
Service delivery security
Information usage security
Privacy measures

6.4

Quality Assessment for the P A 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 P A Sector

5.4

5.2
5
4.8
4.6

Usability,
4.88
Information
.-~-....,Quality, 4. 78 R' k'
IS mess,
4.64
lnteractivity,
4.55

4.4

4.2

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:
Ill

'Learning' (5.0)

Ill

'Locating services' (4.90)

Ill

'Ease ofuse' (4.90)

Ill

'Competency (4.89)

Ill

'Design appropriateness' (4.88)

"

'Attractive appearance' (4.71).

P A 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 fi1ms 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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appearance. The clients should not confuse a Professional Accounting site with other
sites due to the type of graphical symbols and textual organisation. The nppcarnncc
of the site should not only be appropriate but also attractive. As observed by Nielson
(2004), web site users spend much of their time on other web sites and hence form an
opinion of their expectations based on what is commonly done on most other sites.
The PA firms, therefore, arc expected to portray some degree 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' and 'attractive
appenrance' had a mean score above the mid-point, they had the least quality level.
This implies that they have room for improvement.
Usability also deals with the location of page components including teKhml
descriptions, label prompts, colour and messages. On average, the PA sector sites
were easy to use and understand. A site easy to usc implies good navigational links.
Elements of navigation deal with the depth and breadth of paths for the PA firms. It
also touches on how the pages and links nrc displayed. A site which is well designed,
coupled with excellent navigation and a site index, has positive innuence to user
satisfnclion. This is because it will make it easy for clients to locate desired services
ami/or information within a reasonable time. Clients of PA fim1s arc business
managers who arc constantly experiencing time shortages, and nrc in need for mgent,
accurate and timely information for decision making support. As noted by Nielsen
(2004), the web is no longer an experiment for managers (PA clients) but a
mainstream. On average, the PA sector portrayed a sense of competency and
navigational possibilities, which nrc above average.
6.4.2

Intcractivity

As noted in chapter 2 intcractivity can be seen to inclulk! the extent to which the web
site communicates with users and responds to the user's communication needs. The
intcractivity construct analysed in chapter six consisted of the following variables
with the ratings as shoiVII:
•

'Ease of communication' (4.95)

•

'Search facilities' (4.80)

•

'Scckingserviees' (4.55)
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•

'Site interaction efforts' (4.50)

•

'Sense ofpersonalisntion' (4.36)

•

'Reputation' (4.12).

Within the interactivity constructs 'ease of communication' variable was rated
highest. With the mean score being within the third quartile, the rating supports the
presence of visible contact facilities such as e-mail, telephone, fax or 'real time
chatting'. Clients will have a feeling of control when they arc able to choose the
timing, content and sequence of communicating with the site.

On average,

participants were able to personalise the interaction with the site by being able to
customise the information regarding a service in order to help them understand it in
their context. The PA sector services a variety of clients from different backgrounds
hence user control is an important web site quality factor. BRW (2004 Feb. 26mnrch 3) gave a Jist of the sectors/organisations served by PA firm which ranged
from the manufacturing sector to the financial sector to the health sector. Almost
every sector was represented.
A further enhancement is the use of a search engine to find the required infonnation
together with options, alternatives or choices. With a high quality of user control,
efforts required to be perJbnned by clients to achieve tasks (i.e. either pcrfonn
transactions or seek information or communicate 1\·\th the lirm) 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 facilities 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 to have one of the Big Four lirms audit their accounts is because the
lirms reputations arc reassuring for companies' shareholders and creditors" (p85}.
The PA sector is a reputation 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, reputation was
the lowest rated variable within internctivity. This may imply that the respondents,
on the average, we1e 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 areas
as competency portrayed by the site and management/partners,

po~itive

historical

perfonnance nnd third party rcputatiu,l. As the web provides a mer.ns of gathering
infonnation \vithout personal contact pr~vious 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 interactivity by providing .~edback mechanism
for clients to comment about the site including such a~pt ·"I ,.; the range of service,
response time and expectation. Sccondlj, there is nreJ 1;,,. visible and convincing
reputation clues.
6.4.3

Information Quality

PA firms arc basically service provickrs hence information plays an important role in
client support. Chapter 2 and 4 expounded on this and explained the six variables of
infonnation quality construct which consisted of:
•

'Believable' (4.93)

•

'Helpful in understanding' (4.79)

•

'Level of detail' (4.78)
'Relevancy' (4.78)
'Accuracy' (4.75)
'Format appropriateness' (4.67).

These variables had different quality levels reflected by the mean scores. The
variable 'how believable the information was' had the highest quality level with a
mean score of 4.93 while 'appropriateness of information format for 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 to 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 arc
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clustered together. For example accurate information may imply believable
information while right level of delllil of information may enhance the site
understandability.
The mean score indicate that information quality of the PA sector is above average,
indicating that the format of the information presentation was appropriate for
locating and /or seeking accounting services within the sites. In addition, the analysis
shows that information was accurate enough to support the 'believable' variable. The
f.1ctthat 'believable' information variable had the highest mean may also imply that
the PA sector has links that provide relevant, accurate and useful information.
In this study, the participants were required to source a service and follow the links
and instructions up to the 'final stage' of the transaction. On average, the web sites
provided current information with reasonable levels. Participants were able to locate
a wide range of services (sec table 5.2, Chapter 5) is a s·~pport to the above average
level of relevancy variable. As noted by Nielsen (2004}, web sites need to have all
the information (and services) required by users. Completeness docs not necessarily
imply quantity, which may result in information overload, but may require
scannable, highlighted keywords and focused meaningful headings. As noted
elsewhere, web site users spend time on competitors sites, hence they oln:ady have
an cxpel:tation of the 'appropriate level' of completeness. In addition, users have
limited trust on the availability of the same information at later date. Hence they
usually prillt out (Nielsen 2004) and/or scan the pages as soon as they encounter
them.
The foregoing discussion shows that the PA sector, 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 gene1'ally seen as a great concern to 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 associated with the site. This is more so in an
environment involving online services. As shown in figure 6.2 and explained in

ch3ptcr 5, riskiness of PA web sites was evalu3ted 3nd mted using six variables
namely:
•

'Service delivery security' (4.79)

•

'Information usage security' (4.76)

•

'Access security' (4.66)

•

'Communication security' (4.61)

•

'Privacy measures' (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
Pink (1999) where business students concluded thnt the capabilities of e-commerce

will not be fully achieved unless concern about potential risk is overcome.
In respect to task completion, for the participants in this study 'transaction
security• risk was of concern. It was the lowest quality rated risk variable. This
means that the sites were not perceived strong enough to convince the participants
that the firms have put in place adequate security measures to support the completion
of transactions. On the otl1er hand, 'service delivery' risk was rated highest. This
means participants determined tlmt the firms could deliver services as promised.
On a cautionary note- the process of online service transactions may have been a
new concept to the participating business students and

h~nee

they may not have been

clear how this can be implemented. In addition, 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
online services, PA firms require measures to assure client~ 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 still has room for

133

improvement. Maybe this could be explained by the average rating of the other risk
variables as they me inter-related. Security overall may be improved by making the
site more nttmctive nnd appropriate for accounting setvices thereby minimising the
risk associated with 'access security'. The home page layout plays an important role
in capturing the attention of the client and determining the initial level of perceived
risk.
In addition, as noted elsewiJerc in this study, reputation of the firm contributes
positively to risk minimisation. PA clients deal with confidential information about
the operations of the organisations d1ey represent. Unauthorised disclosure ofcritiC'dl
information may jeopardize the future operations and in some cases may open
unwmranted competition. This means that for the clients to feel secure to release
infornmtion online, the firms must clearly disclose their policy regarding a client's
privacy rights. The participants in this study perceived a moderate level of risk
11ssociated with 'privacy measures: feeling that the information privacy measures arc
adcqume' and 'informntion usasc security, the fce!'lng that the finn will usc the
information as intended'.
The sector can take measures to improve the 'riskiness' level of its sites. This may
inch1de provision of statements clearly indicating how any information provided by
the clients will be used. ·n1is enhances information usage security nnd enables the
client to be confident as they release organisational information. Secondly, for
trm1sactions, which may involve financial information interchange, there is need for
the site to clearly indicntc the security measures put in place. Thirdly, security
measures should be visible to encourage clients to initiate and conclude important
business transactions over the Web.
The foregoing section discussed web site quality for the PA sector which forms the
basis for recommendations provided in chapter 7. The following sections give a brief
discussion of the web site quality for each of the six PA firms. The structure
followed in these sections is similar to the one adapted in the previous section, to
better understand the perceived quality of the web sites the participants were
provided with one qualitative question inviting them to make general comments
regarding any aspect of the sites. This section takes accounts of the
commcats/observations specific to each finn.

])4

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 quality 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 ofthe 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 ofPwC

5.4
5.2
lnteractivity, Riskiness,

5

4.92

4.88

4.8

4.6
4.4
4.2

6.5.1

Usability

The rating ofthe variables for PwC was as follows:
•

'Design appropriateness' (5.32)

•

'Locating services' (5.29)

•

'Competency' (5.22)
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•

'Learning' (5.!7)

•

'Enseofuse' (5.13)

•

'Attractive appearance' (4.94).

AI! the usability variables were rated above the mid-point. In addition, except for the
'nllractivc appearance' variable all the others had a mean score above 5.0. This
shows that on the average PwC site has the ability tu meet the needs of the client~.
The variables portrayed two levels of quality where 'design appropriateness',
'locating services' and 'competency' formed the Jirst level (they arc statistically not
different). Level two consisted of 'learning', 'case of use' and 'attractive
appearance'.
The PwC web site was easy to read since it portrayed a good page layout which
facilitated easy location uf the services. Participauts were able to locate 19 different
services (see table 5.2 & Jigure 5.1, chapter 5). Like other PA finns, PwC is allround adviser serviug a wide range of customers and offering a variety services.
While 'appropriateness of the dcsigu' had the highest rating, 'attractive appearance'
had the least quality level. This means that the site portrayed a professional service
design where the site identity and the content were easily located but the general
appearance of the site was less attractive to the potential clients. Some of the frequent
comments given by participants included:
Mure posilive comments: 'Professi~~al
used and pictures; Nice graphics effort;
displnys lot of professionalism'

~d atifactiv~- Lilyout, coi~urs,'-~pacc

wen organized generally, attractive and

Less positive comments: 'First impression-lots ofinfonnation·nnd lillks on the
first page; Web pages contain toO much information; Small font hence
discouragiug; Needs' to scroll up and down. to keep track ofwhere I am e.g.
Service page'
._ .. :
· _These less positive comments accounted for the relative low rating of the appearance
variable. This implies that the site's appearance can be improved - the study will
provide suggestions in a later chapter.

IJ6

The PwC site appeared to be cosy to use and understand us supported by the two
variables, 'cnsy to use' and 'locating services', which bad the same level of quality
because they were not statistically different from each other. The textual description
within the site was coupled with well chosen colours and label prompts which
explain why more than 79% of participants were able to locate services with ease. In
nddition they lmd positive comments such as:

'Well chosen - Layout, colours, space used and pictures',
'encouraging and nice graphics efforts', and 'Well organized
professional site'.
However, some participants observed

t~at

the site was too sophisticated for small

businesses as they commented that:

'It can be quite daunting if you are just a small business as the site
appears to be quite sophisticated'

PwC has a challenge to make the site more attractive to small and medium sized
firms as they become the target m~rket for the big four accounting firms. This will be
in support ofthe current move as noted by BR\V (Feb 28-Mareh 3, 2004) that:
"the big four accounting firms sec small and medium size listed
companiois as their big clients of the future and arc desperate for their
business. They have a strong presence in this market and are
squeezing out the small and mid-tier firms". (pB4)
Participants easily located the desired services and/or information within reasonable
time as reflected in the high rating and the comments which included:

'Well strUctured site and provide easy navigation capabilities; and
very good interface design'.
More tlmn half of the participants who commented about the site had some positive
statement about the navigntion 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
self-explanatory text links.
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On average, tho PwC site portrayed a sense of competency, encouraging and
supportive navigations, easy to usc and understand. The overall perceived quality of
tho site was rated at5.09. This indicates a high level of quality although there is still
room for PwC to improve the site. Some of the improvements include the
establishment and promotion of an appropriate layout for 'new' clients especially if
the finn plans to target the small and medium organisations. Secondly, the site
should support the time saving aspect of decision making process of clients by
reducing the amount of infonnation on each page especially the first page and
minimising scrolling up and down as this may irritate them.

6.5.2

lnteractlvity

The rating oflntcractivity construct in relation to PwC was analysed in chapter 6 and
consisted of tbllowing variables and ratings:
'Ease of communication' (5.51)
'Search facilities' (5.27)
• ·'Site interaction ciTorts' (5.09)
•

'Sense of personalization' (4.51)

•

'Seeking services' (4.64)

•

'Reputation' (4.48).

As noted earlier, clients will have a feeling of control when they are able to choose
the timing, content and sequence of communicating with the site. On average, the
participants were able to personalize the interaction with the PwC site by being able
to customise the infonnation regarding services which helped them understand these
services in their context. A comment from the participant supports this:
'Staff information to contact and pictures give personalised site experience'

The site was able to usc the infonnation provided by participants and offer them
(participants) tailored web experience as indicated hy 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 \veb site to search on an Australian
region, it should o'n!y display results in English. It displayed some results
in Dutch although it is an Australian region site',

With a high quality of user control, efforts required to be

p~rfonned

by clients to

achieve tasks, i.e. either perfonn transactions or seek infonnation or communicate
with the finn, will be minimized (Heeler, 1989). The presence of 'contact u;' facility
such as email supported the quality of internctivity in terms of user control although
some participants commented that the 'contacts us' site map was too small nnd hard
to find.
The extent to which the finn communicates with clients is shown by the high rating
of the 'ease of communication' variable which was the highest rated variable on the
PwC site. It provided adequate means ofrcsponding to the participants. However, as
revealed by the analysis, 'reputation' was among the lowest rated variables within
intcractivily. Others included 'sense of personnlisation' and 'seeking services'
variables. This may imply that, although the respondents were willing to seck
services from the finn, reputation clues within the site were either missing or not
convincing or inadequate.
The relatively low rating implies that the finn requires improvement in such areas as
competency portrayed by the site and ma~agementlpartners testimonials, visible and
clear positive historical performance and third party reputation. PwC can enhance
intcractivity furtl1er by making clear and visible provisions for feedback mechanism
for clients 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 client
support. The six variables oflnfonnation quality construct consist of:
•

'Rclevancy'(5.31)

•

'Bclievable'(5.30)

,J

'Helpful in understanding' (5.16)
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•

'Format appropriateness'(5.03)
'Level ofdctail'(S.Ol)
'Accurncy' (4.93).

As explained in chapter 5, the last three inforrnation quality variables were
statistically not different. In addition, the mean scores of the six variables of
information quality arc clustered together which explains the inter-relatedness of
these variables. For instance accurate information may imply believable information,
and thll right level of detail and appropriate format of information may enhance the
site understandability.
Although accuracy was the lowest rnted variable, the analysis shows that information
was accurate enough to support the 'believable' variable. The high rating of
'believable' information variable implies Umt the PwC site has links that provide
relevant, accurate and useful information. Some of the comments given by the
partidpants include:

More positive comments: 'The site seems to provide lots of information to u~ers';
'luformntion_is logical and clear'
Less positive comments: 'The information provided is there but sometimes a bit
difficult to .find'; 'Site has infonnation but difficult. to uneart.i it'; 'overload .of
information hence may be hard to identify thC"specifii: information needed'
The less positive comments may account for the relative low rating of accuracy since
clients arc not able to determine or to locate all accuracy clues due to information
overload.
Timely and relevant information enables clients to make a decision faster, complete a
process, conclude a transaction and/or make an evaluation of the site. In this study,
participants were required to source a seJVice 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 info!11lation with reasonable level of
up~ates.

Tl1is is supported by the ability of a large percentage of the participants

being able to locate a wide range of services (see table 5.2, Chapter 5).
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As noted by Nielsen (2004), clients expect to find all the infonnation (and services)
they require for certain categories since they would be used to this by accessing other
finn's web site. Completeness is not necessarily synonymous to quantity as this mny
result in infonnation overloud but may imply scannable, highlighted keywords and
focused meaningful headings. The high rating of 'level of detail' and 'fonnat
appropriateness' indicates that the information availahlc to participants was able to
help them understand the site including the services offered. WhilC the site provided
most of the services on the Australian home page, there was too much infonnation
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
lind'. In addition, mean scores indicates that the format of the infonnntion
presentation was appropriate for locating and/or seeking accounting services within
the site. However, the site can be enhanc,;d further by minimising or eliminating the
scrolling especially on the !irs! page. Secondly, the finn can reduce the level of detail
on !irs\ page and ensure more details as clients 'delve' deeper in the site.
6.5.4

Riskiness

Of the four constructs, the riskiness construct had tl1e lowest rating. Riskiness of
PwC web sites was evaluated using six variables namely:
'Service delivery security' (5.04)
'Communication security' (5.01)
'lnfonnation usage security' (4.94)
'Privacy measures' (4.85)
•

'Access security' (4.76)

•

'Trans~ctions

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
highest and lowest respectively. This means that although the participants detennined
thntthe firm could deliver services as promised, they may not be keen to complete a
transaction if required to. This requires the site to improve its security measures in
support of completing lmnsactions. However, participants mted 'communication
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security' relatively high, i.e. way above the mid-point. This indicates that the
participants 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 Hlld this is likely to discourage further communications.
The participants in this study perceived a low level of risk associated with 'privacy
measures' and 'information usage security'. This implies that the participants would
release confidential information if required to. They are aware that the information
would be used for the specified purpose and uo unauthorised use or users getting
access to the information.
The finn has the opportunity to reduce the level of pcreeived.risk by enhancing the
quality of the site. This can be done by improviug the 'first impression' on the site as
far as security is concerned as this will encourage clients to continue with the
commuuication, internctiou and transacting with the site. Secondly, the finn should
clearly disclose security measures on the site.

6.6 Quality Assessment for Ernst & Young
The participants rated the E&Y site and the results were analysis in chapter 5. Figure

6.4 shows the rating of the constructs with usability being rated highest and
interactivity .the lowest. Although the meHll scores are different, a statistical analysis
showu thut the four constructs were statistically not different. They reflected the
same level of quality. In addition, 78 out of 102 participants commented about the
E&Y site (sec table 5.49, chapter 5). These comments nrc taken into consideration.
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Figure 6.4: Constructs Determining the Web Site Quality of E& Y
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6.6.1

Usability

The participants evaluated E&Y site for usability where variables were rated as
follows:

•

'Learning' (5.20)

@

'Competency' (5.10)

@

'Ease ofuse' (4.95)

@

'Locating services' (4.86)

@

'Attractive Appearance' (4.84)

•

'Design appropriateness' (4.82) .

A further analysis showed that the two variables 'Learning' and 'Competency' were
statistically not different hence they portray similar level of perceived quality. The
remaining variables fonned the second level of quality. E&Y portrayed above
average level of usability and particularly in relation to page layout and fonts. High
quality level of usability acted as a guiding tool in addition to being a means of
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helping participants in locating services more easily and with reasonable efforts. The
participants located different services as shown in chapter 5.
Although the attractiveness of the site was on level II of the perceived quality tl1c
mean score was relatively high. Some of the comments by the participants supported
the observations that features witl1in the site were attractive which made it easy to
read the details found on the site.

'Very easy to find the services but Jess infonnation about services;
Good use of colour code'; 'Site is simple but effective'; 'site is friendly
to individuals and small companies'.

This may imply that the site

V.'l!S

seen to be appropriate for smaller organisations.

However, the design of the site had the lowest mean score which indicate that the
participants found the design less appropriate for a professional accounting services
site. The analysis revealed that the general appearance and design of the site were
relative less attractive to the potential clients.
As shown by 'locating services' and 'easy of use' variables, the E&Y site supported
the participants in the understanding of the site as evidenced by several observations.
First, this is the site with the highest number of services located, (22 different
services), and secondly participants commented positively about the site. In addition,
the site was commended for being appropriate for medium and small organisations.
So10e comments from the participants include:
'Site is simple'; 'friendly to small individuals'; 'less sophisticated menu'.

The participants evaluated the breath and depth of the E&Y navigational links. The
rating of variables such as 'competency', 'teaming' and 'ease of use' indicates how
well the pages and links arc displayed. The site supported participant in the usc and
understanding of the site. However, the site design was less appropriate for a
professional site as the potential clients found the site less attractive and difficult to
navigate. This means site design may require some attention. More than half of
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comments in relation to E&Y site dealt with navigation. Some comments extracted
include:

'It is too long to find the specific service you need if you dot by clicking';
'The 'crop menu' can be quite annoying as they are too many links after the
first link is clicked'; 'the pop-menu can be quite fiddley'; 'Poor
navigation'; 'site wus difficUlt to navigate'

As noted earlier, poor navigation may imply time wasting while locating services and
'frequently getting lost' within the site. Business managers should be able to use the
resources optimally, hence a time wasting site will result to 'annoyed managers'.
6.6.2

lntcructivily

The degree to which clients of the E&Y can communicate, have control over, nnd
exchange information, as they usc the site was established using interactivity
construct variables:
•

'Search facilities' (5.34}

•

'Seeking services' (4.66)

•

'Site interaction efforts' (4.60)
'Ease of communication' (4.51)

•

Sense of personalization' (4.35
'Reputation' (4.34}.

Of the interactivity variables, 'sense of personalisation', 'site interaction' and
'reputation' were statistically not different hence they renee\ the same level of
quality. The level of quality, however, was relatively low. This may imply that
participants experienced difficulties in relation to balancing what their needs arc with
what the site provides. In addition, the participants may have found it less satisfying
while choosing the timing, content and sequence ofcomnmnicating with the site.
The moderate rating of 'case of communication' variable indicates that responses
from the site was not adequately meeting the needs of the participants. However, the
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participants rated the quality of communication above average. The ratings show that
E&Y site can be improved to make easy for the finn to respond and communicate
with clients.
As revealed by the analysis, 'reputation' was the lowest rated variables within
interactivity. This may imply that, although the participants were willing to seek
services from the firm, reputation clues within the site were either missing or not
convindng or inadequate. This may be improved by focusing to such areas as
competency portmyed by the site and management/partners testimonials, visible and
clear positive historical performance and third party reputation.
6.6.3

Information Quality

Six variables of Infonnation construct were used to evaluntc the information quality
ofthe site. They were rated as follows:
•

'Believable' (5.13)

•

'Accuracy' (4.82)

•

'Helpful in understanding' (4.79)

•

'Format appropriateness' (4.75)

•

'Level of detail' (4.66)

•

'Relevancy' (4.58).

As explained in chapter 5, ratings reflecting the quality differ as shown by the mean
scores. The variables formed three levels of quality where 'believable' reflected the
highest quality. Level II included 'accumcy', 'helpful in understanding' and 'format
appropriateness' which were statistically not different. The final level consisted of
'level of detail' and 'relevancy'.
The mean scores of E&Y indicate that the information accuracy was above
average which supported the locating and/or seeking accounting services within the
site with a reduced level of error. In addition, the analysis shows that information
was accurate enough to support a high level of 'believable' information. This may
imply that the E&Y site has links that provide relevant, accurate and useful
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information. However, the ratings show that E&Y has room for improving these
variables; one of the participants commented that:

'Easy to find the services provided but limited info regarding the services'

The relative low rating of the 'relevancy' variable indicates that participants found
E&Y web sites could waste time while trying to access and usc relevant information.
A participant observed that:

'Search engine should provide more exact information'

This may indicates a lack of relevant infonnation to enable the participant to source
accounting services. However, the finn can improve its site in relation to providing
current information with a reasonable level of updates and detail. T11e moderate
rating of 'level of detail' and 'format appropriateness' indicate that the information
available to the participants was, on the average, 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 not enough information which caused
participants 'delving deeper' into the site. The participants noted:

·.
'was very easy to find the services but Jess information provided about the
services', 'too much information on some pages' and 'lttook too long to
find the specific service needed, if you do it by clicking'.

6.6.4

Riskiness

Of the four constructs, the riskiness construct was rated second highest to usability.
Riskiness ofE&Y web sites was evaluated using six variables as follows:
•

'Access security' (5.1 I)

•

'Jnfonnation usage security' (5.00)

, .. :service delivery security' (4.99)
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•

'Privacy measures' (4.69)
'Transactions security' (4.68)

•

'Communication security' (4.62).

While evaluating the perceived risk, the participants considered 'service delivery'
and 'transaction security' when completing the task of sourcing for an accounting
service. The two variables were significantly different with 'service delivery' being
rated higher than 'transaction security'. This means that although participants
determined that the finns could deliver services as promised they were less keen to
complete a transaction if required. The site requires improvement in relation to
security measures to support and enhance the completion of transactions.
The participants rated the 'communication security' variable above the mid-point but
it had the lowest mean score indicating that the participants felt less secure while
communicating with the !inns. However, 'access security' was the highest rated
variable. In combination, this indicates that although the participants accessed tbe
site securely, they were less willing to continue with the communication. This may
affect the completion oftransactions and 'deep delving' into the site.
The participants in this study pcrcliived low level of quality of risk associated with
'privacy measures'. However, 'information usage security' was rated relntively high.
This may motivate a client to release confidential infonnation online and hence
promote nnd support online business with the finn.

6.7 Quality assessment for KPMG
111~

construct rntings by the purticipants is shown in figure 6.5 and nrc discussed

bcluw.
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Figure 6.5: Constructs Determining the Web Site Quality ofKPl\1G
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As indicated in the figure the usability construct has the highest quality on the
KPMG site. The statistical analysis showed that the quality level of usability and
information quality was statistically different form the other constructs. On the other
hand, riskiness and interactivity were statistically not different hence reflected the
similar quality level.
6.7.1

Usability

The rating of the usability variables for KPMG was as follows
e

'Locating services' (5.82)

•

'Ease ofuse' (5.63)

•

'Learning' (5.60)

•

'Design appropriateness' (5.58)

•

'Competency' (5.57)

•

'Attractive appearance' (5.37) .
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On average the KPMG web site demonstrates the ability to meet the needs of the
clients as the mean scores of all the usability variables arc above the mid-point. The
variables portrayed three levels of quality where 'locating services' formed the first
level, level two consisted of 'ease of usc', 'learning', 'design appropriateness' and
'competency' while 'attractive appearance' fanned the last leveL
KPMG portrayed all above average level of usability thereby facilitating the locating
of services, easily and with a reasonable effort. The site was easy to read as shown
by some of the comments by participants:

'Easy to read the first page - not too much information, it's more clean';
'Categorization of the services is very well done'; 'Good site'; 'the home
page gives a well-organized layout of the critical 'services' needed by a
client'; 'Services classified very well'.
This shows that the site was seen to be appropriate for a professional accounting site.
The general appearance and design of the site appeared to be attractive to potential
clients. A site which is appealing to clients may increase the perceived 'competency'
and encourage 'deep delving' within the site.
As shown by the ratings for 'locating services' and 'easy of use' the Kl'MG site
supported participants in the understanding the nature of the site. This is further
supported by the observations and comments by the participants which include:

'They have clear view of services which the user can read easily'; 'Clear
site'; 'Easy to look for and find 'service icon"; 'Good site for case of
understanding'; 'Services classified very well'; 'Excellent and easily
understood'.
,
The site portrayed consistency from one page to another, a quality which helps the
user to feel in control of the site. Observed qualities, like 'clear site', makes it easy to
understand, locate and identify services offered. The high mting of variables also
indicate that the navigational links within the site made it easy for participants to
navigate, usc and understand the site. This in turn enhances the perceived level of
competenCy. This is supported by participants' comments such as:
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'Good use of pages and navigation and also site autonomy'; 'follow best
practice'; 'Very clean and easily nnvigatable site'; 'Easy site to navigate';
'Good navigation menu -easy to use -not clustered'.
Good navigation helped the participants to locate services quickly and ensily and
keeping track of where about they were within the site. In addition it would have
encouraged them to interact more with the silc.
6.7.2

lnteructivlty

The rating of the intemctivity construct was analysed earlier and consisted of the
following variables:
•

'Ease of communication' (5.43)

•

'Site interaction efforts' (5.20)
'Search facilities' (5.17)
'Seeking services' (5.08)
'Sense of personalization' (4.77)

•

'Reputation' (4.50).

The high rating of 'site interaction efforts' and moderate rating of 'sense of
personalisation' indicates that participants were able to e:-;pcrience a personalised
interaction with reasonable efforts in searching nnd finalising tasks. participants
appeared to be able to utilise such facilities as search for service identification but
with mild difficulties. This is supported by some of the comments:

'The only way to contact the company • e-mail'; 'Visible search must be
included'; 'Good layout and contact infonnntion'; 'No search box'; 'Search
bar not search link'; 'it has an ' event' page which shows upcoming events
such as Speeches which is a good way for those interested to learn about
various areas of interest'.
The high rating of the 'case of communication' variable shows that the KPMG site
responded to participants adequately. Varieties of communication facilities were
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available to participants (such us e-mail, telephone, fax 11nd 'contact us') which
improved their satisfaction levels. However, the moderate rating of 'sense of
personalisation' implies that although communication facilities arc supported by the
site, they were below participant's expectation. Some participants commented that:

'Search results were poor'; 'info not relevant to my search'

A client's satisfaction can be improved by offering effective search and
communication facilities. Search results should meet the personalised needs of
clients.
'Reputation' was the lowest rated variable within interactivity. This may indicate
thnt, although the participants were willing to seek services from the finn, they were
not convinced of the firm's reputation. This may be enhanced by focusing on such
areas as competency portrayed by the site and improving the visibility of other
reputation clues.
6.7.3

Information Quality

Six variables were used to rate the infonnation eonst1uct in relation to KPMG site
which consist of:
'Level of detail' (5.51)
'Relevancy' (5.36)
'Fonnat appropriateness' (5.34)
'Helpful in understanding' (5.30)
'Believable' {5.29)
•

'Accuracy' (5.26).

The variable 'level of detail' had the highest quality level while 'accuracy' rated
lowest although on average all variables were highly rated, given infonnation
accuracy was above average which supported the locating and /or seeking accounting
services within the site at low level of error. Information was accurate enough to
support a high level of'believable' and 'helpful' information.
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The high rating of 'relevancy' variable indicates that the KPMG web site provides
current information with reasonable level of updates and detail. The rating shows that
the site provid~ timely and relevant information, as supported by participants'
observations:

'Good information'; 'Simpler site with less information- you can dick on
reports/additional information if you chose'; 'Site piovidcs lots of
information and pays attention to details'; 'Site strocture is easy to find
information'

Overall information appeared to be believable us well as relevant to locating
accounting services. As a result 19 different services were identified by the
participants (see chapter 5). The high ratings of 'level of detail' and 'format
appropriateness' further help potential clients to understand the site including the
services offered.

6,7.4

Riskiness

Riskiness of KPMG sites was evaluated using six variables which were rated as
follows:
•

'Service delivery security' (5.25)

•

'lnfonnation usage security' (5.17)

•

'Privacy measures' (4.92)
'Transactions security' (4.92)

•

'Communication security' {4.90)

•

'Access security' (4.88).

The two highest rated variables, 'service delivery' and 'information usage security',
formed the first level of quality. All the other variables formed the second level. This
shows that the participants determined that the finn could deliver services as
promised and were keen to complete a trnnsnction if required to. The site provides
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more than adequate security mea~ures to support and enhance completion of
transactions and security clues were visible to thll participants.
Participants rated 'communication security' higb (i.e. above the mid-point) but lower
than most of the other variables. However, 'access security' was the lowest mted
variable indicating that although the participants were willing to continue with thll
communication with the site, this could be affected by the feeling of insecurity as
they access the site. Improved visibility of security clues at the initial stages of site
access may encourage further communication. One participant commented that;

~---------~~
.
---,
I 'Security needs to be shown'
.<"

The study perceived a low level of risk afociated with 'privacy measures'. In
• addition, 'information usage security' was ratad high. This may motivate participants
to transact online due to increased level of confident with the finn. Partici~ants
readily observed that the site 'has an online privacy statement' which shows that it is
concerned about its customers' privacy and security concerns.

6.8 Quality Assessment for Deloitte
The participants rated the quality of the Deloitte site, re~ulting in different levels of

quality as shown in figure 6.6..
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Figure 6.6: Constructs Determining the Web Site Quality ofDeloitte
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Figure 6.6 highlights information quality and usability as the constructs with the
highest quality and at the same level and statistically not different from interactivity.
Riskiness has the lowest quality level. Examining the mean scores of Deloitte, they
reflect a web site quality level which is above average.
6.8.1

Usability

As usability is concerned with the ability of the web site meeting the user's need, the
following variables were used:
•

'Ease ofuse' (5.56)

•

'Locating services' (5.49)

•

'Learning' (5.44)

•

'Design appropriateness' (5.27)

•

'Competency' (5.25)

•

'Attractive appearance' (5.11).
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The ratings indicate that tlte Dcloitte site has the ability to meet the

n~eds

of clients

ns all the mean scores are above 5.00. The variables portrayed four levels of quality
where 'case of usc' formed the first level, while level two consisted of'lcaming' and
'locating services'. The variables 'competency' and 'design appropriateness' were
statistically not different hence fonned level three and level four consisted of
'nl!ractivc appearance' which was the least rated variable.
The site portrayed an above average level of usability particularly in relation to case
of using the site and locating accounting services. The site was easy to usc as shown
by some of the comments:
'Easy to find out either what you me looking for or all the services
provided', 'Good site', 'Coloiir code good', 'It's a great site', 'I was unable
to chongc the font size, however the default font size (size of text chosen
by designer) was hrrgc and therefore easier to read than the previous two
web sites'

The site WllS seen to be approprillte for ll professional accounting service site
although a few less positive comments were r:Jised by the participants such as:

'Too abstr:Jct about what company is'. 'Error on the Dcloitte dream
team page', 'Good 'news and research' page credibility'
The analysis revealed that the general appearance and design of the site were
llllractive to pllrticipants. This is likely to have positive impllct on perceived
'competency' and encourage the clients to 'delve deeper' within the site. The site
supported the participants in their understanding of the site as evidenced by the high
rating of case of using and Learning the site. In addition, some pm"ticipnnts observed
that:

'The site is well structured rfgarding the services provided', 'Focuses on
five industries and shows how Deloitte specialises in the different
industries and have web casts',
The high rulings of 'design appropriateness', 'competency' and 'attracllve
appearance' indicates that the site portruyed consistency from one page to llnother, a
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quality which helps the user to 'keep within the site'. In addition, the high ratings of
usability variables further imply that the breath and depth of the Deloilte navigational
links were reasonable at a quality level acceptable to the participants. This further
enhances the perceived level of competency and design appropriateness. Good
navigation provides time savings to clients while locating services and 'keeping track
of where about' within the site.

6.8.2

Interactivity

The extent to which the Dcloitte site communicates and responds to the user's
communication needs was evaluated using six variables as follows:
'Ease of communication' (5.52)
•

'Search facilities' (5.25)

•

'Seeking services' (5.12)

•

'Sense ofpersonalizntion' (5.07)

•

'Site interaction efforts' (4.83)

•

'Reputation' (4.68).

These variables fanned three levels of quality where 'case of communication'
reflected the highest level. Level two consisted of three variables namely 'search
facilities', 'seeking services' and 'sense of personalizntion'. The lowest level was
made-up of 'site interaction efforts' and 'reputation'. All the interactivity variables
had a mean score above 5.0 which indicates a high level of communication with the
users.
The high rating of 'ease of communication' is enhanced by the presence of such
facilities as e-mail, telephone, fax or 'contact us'. In addition the site allowed
participants to search For specific information in a friendly setting. Severn!
p~rticipants

observed that the site was 'user' friendly. Examples of such comments

arc:
'The site was user friendly and
student/professional'; 'easy to usc site'.

useful

to

whoever uses

it

-
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Like other interactivity variables, 'sense of personalisation' and 'site interaction
efforts' were highly rated. Participants were able to personalise the site visible search
facilities and search results adequately meeting p11rticipants' expectations.
The analysis showed that, reputation was the lowest rated variable within the
interactivity construct although the rating was above average. On the other hand,
participants were willing to seek services. In other words reputation clues supported
by the site were at a level adequate enough to encouraged participants to
communicate and seck services.
6.8.3

Information Quality

The site was rated for information quality using six variables as follows:
'Accuracy' (5.45)
•

'Level of detail' (5.43)

•

'Believable' (5.42)

•

'Helpful in understanding' (5.38)

•

'Relevancy' (5.28)

•

'Formal appropriateness' (5.11).

These variables formed two kwels of quality where level one consisted of the first
four variables whUe 'relevancy' and 'Cormat appropriateness' were in level two. The
high rating of 'level of detail' and 'format appropriateness' variables indicated that
the information available to the participants was able to help them understand the site
including the services offered. The

sit~

provided most of the services on the

Australian home page, which minimised the need for the participants to delve deeper
in the site. The participant noted that;

'Excellent home page - not too much info'; 'Good home page - not too
cluttered'; 'I am not satisfied with the structure of the design although they
have a clear view, information that is given not enough, too brief
explanation'
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Accuracy in relation to infonnation quality was high indicating that the site
supported a low error level and high reliability level. As noted earlier, the
infom1ation variables are inter-related. This explains why the mean scores me
clustered closely together. For instance accurate infonnution enhanced the
'believable' quality which further enhanced the site's 'understandability' and
relevancy. In summary, the site provides relevant, accurate and useful infonnation,
coupled with a well organised information format and detail which enabled the
participant to detennine or locate infonnation accuracy clues.
6.8.4

Riskiness

Riskiness of the Dcloitte site was evaluated using six variables which were rated as
follows:
•

'Information usage security' (5.20)
'Service delivery security' (5.15)
'Communication Security' (5.09)

•

'Privacy measures' (5.02)

•

'Access security' (4.88)

•

'Transactions security' (4.83).

As perceived risk is generally concern with the degree of safety associated with the
site, it plays a crucial role in detennining whether or not the client will conclude
online transactions. As indicated by the mean score, the variables portrayed different
levels of quality. However, statistical analysis revealed two levels consisting of three
variables each. Although the perceived risk was low, two of the variables had mean
scores below 5.0
The relatively high ratings shown above imply that the finn could deliver services as
promised, and the participants were keen to complete a transaction if required to do
so. The usage, delivery and communication security were rated highly indicating that
participants felt secure while in contact with the firm. Good accessibility enhances
the reliability of online service sourcing and encourages potential and existing clients
to continue with 'transaction' processing. Participants felt relatively less secure when
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they accessed the site. 'Privacy measures' were highly rated. This may imply a 'safe'
environment for the participant to transact online as indicated by comments below.

'I liked that the 'privacy policy' link was provided with the feedback /email
page'

The relative low rating of the level two variables shows that the firm has room to
enhance the quality of access and transaction security. Recommendations in this
respect will be provided in the next chapter.

6.9

Quality Assessment for Investor Group

The perceived quality dimensions of Investor group site are summarised in figure
6.7. The figure highlights information as the construct with the highest quality but
the quality level of all the constructs were statistically not different. More
importantly however is that all the constructs had a below average quality leveL

Figure 6.7: Constructs Determining the Web Site Quality of the Investor Group
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6.9.1

Usability

The usability quality in relation to the Investor Group site was evaluated using six
variables:
•

'Learning' (3.89)

•

'Ease of use' (3.53)

•

'Competency' (3.51)

•

'Attractive appearance' (3.45)
'Design appropriateness' (3.43)
'Locating services' (3.29).

The variables portrayed three levels of quality where 'learning', fonned the first
level. 'design appropriateness', 'competency', 'ease of use' and 'attrnctivc
appearan~e'

fonned the second level while Level three consisted of 'Locating

services'. All the variables were rated below the mid-point indicating n below
average level of usability quality. 'This may indicate that the site has an inadequate
ability to meet the needs of clients. For example this may inhibit the

la~ating

of

services thereby discouraging clients. One participant commented that:

,----------~~---~

I 'Finding what you want is

n bit hard'

The analysis further reveal!!d that the general appearance and design of lhc site were
Jess

nttm~tive

to participants. This affected the perceived 'competency' and

discouraged 'deep delving' within tl1e site. Participants observed that:

'It seem good site for personal users'; 'Not professional its more like an
advertisement'; 'Not convincing to a company looking for accounting
services'

The ratings of 'locating services' and 'easy of use' indicate that participants found it
diflicult to understand and use the site. This is further evidenced by severn]
observations and comments by the participants which include:
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'No 'service' icon appear on the 1'1 screen'; 'Service provided not clear, not
enough details about them'; "Service' not well described'; 'Nature of
services offered is not clear eg taxation'; 'page layout is not consistent'

The site portrayed inconsistencies from one page to another, an allribute which made
participants feel a lack control of the site. Some observed qualities like 'page layout
is not consistent' and makes it hard to understand, locate and identify services
oiTercd. This further makes it difficulty for participant to keep track of their
'whereabouts' within the

~it c.

The below averase mean scores indicate that the site's

features such as page components, textual description, label prompts, colour and
messages were not well regarded by the participants.
Another aspect of usability deals with ease of navigation which is evaluated by the
breath and depth of navigational links. The low rating of usability variables indicates
that the navigational links within the site made it difficult for participants to use and
understand the site. This in turn may reduce the perceived level of competency. Poor
navigational possibilities also cause time wasting and may result in clients givins up
and ~xpressing negative sentiments which in tum affect the firm's reputation. This
The Investor group needs to improve the site to an average level in order to remain
competitive.
6.9.2

lnteractivity

The rating of this construct was analysed using six variables as follows:
•

'Ease of communication' (3.90)

•

'Search facilities' (3.81)

•

'Seeking services' (3.40)

•

'Senseofpersonaliwtion' (3.42)

•

'Site interaction efforts' (3.10)

•

'Reputation' (3.02).
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Allhougb 'ease of communication' had the highest quality within the site, the rating
was below avemge. This shows that the site lucked adequate means of responding to
the participants. The inadequacy may include the absence of such facilities as e-mail,
telephone, fax or 'contact us', which made it difficult for the pattieipants to locate
the nnn. In CIISes where the facilities were used the results did not adequately meet
the expectations of the participants. Observations by participants include:

'The site does not provide 'contact menu' for customers' e!ISy use'; 'Vecy
difficult to locate required infonnation and services'; 'get rid of advanced
search'; 'hlis a search facility but results didn't match quccy'

Like the other intcmctivity variables, 'sense ofpersonalisation', and 'site interaction
efforts' were rated lowly. 'Reputation' was rated lowest which implies that
reputation dues within the site were either missing or not convincing or inadequate.
In addition, participants found it difficult to evaluate previous perfonnance of the site
and hence lacked 'indirect' support material to positively facilitate transaction
initiation and completion. This can be improved by the finn focusing on such areas
as competency portrayed by tltc site, management testimonials, visible and clear
positive historical perfonnance and third party reputation including clients. An
example of a reputation clue observed by a participant was:
'There is a message from the CEO Which is always good'

6.9.3

Iurormation Quality

Jnfonnntion quality in relation to Investor Group was rated using six variables as
follows:
•

'Level of detail' (3.80)

•

'Accurncy' (3.79)

•

'Believable' (3.78)

•

'Helpful in understanding' (3.69)

•

'Relevancy' (3.68)
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•

'Format appropriateness' (3.33).

Although the mean score show that the perceived quality of these variables differ,
'format appropriateness' is the only variable which was statistically different.
However, all the ratings were below average. Information quality varinbles were
inter-related as seen by narrow range of mean scores from 3.80 to 333. TI1e level of
quality of one variable affects a related variable. For instance, less accurate
information implies less at1rnctive and inappropriate format which hinders the site
understandability. In addition, low infonnation accuracy made it difficult for
participants to locate and /or seck accounting services within the site. This further
resulted to low level of 'believable' infonnation.
The low rating of the 'relevancy' variable indicates that the information available to
participants within the site was inadequate in terms of currency, level of detail and
timeliness. Participants' observations indicated that the information was less relevant
to locating accounting services. They commented that:

'Very difficult to locate relevant information'; 'Site has a lot of information
but could improve on the layout'; 'Hard to know where to start'; Overall,
still got a long way to go to catch up with today's online market'

The low rating of 'level of detail' and 'formal appropriateness' indicates that the
information available to the participants was, on the nvcrage, less helpful in
supporting the understanding of the site including the services offered. This may
furth~r imply

that the participant failed to find all the information (and services) they

required. Genemlly, clients become discouraged when they lnck complete
information to meet their expectatiOns. Participants commented that:
'very hard and strenuou~ site to find 'the services', 'inudequete information
was provided about the serviceS•, 'too much infonnation on some pages' and
'lack of specific infonnation to describe services I needed', 'Full of
infonnation first page i.e. too much infonnation', 'Menu structure should
provide more information'

Ovcmll, the site portrayed an accounting site of below avernge infonnation quality.
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6.9.4

Riskincs~

Riskiness of the Investor Group web site was evaluated using six variables namely:
•

'Access security' (3.75)
'Communication security' (3.55)
'Service delivery security' (3.62)
'Information usage security' (3.68)
'Privacy measures' {3.49)
'Trnnsactions security' (3.32).

The rating of all the variables wus below the mid-point which indicat.;s that the
participants perceived relatively high risk. 'Access security' was rated highest while
'communication security' was in the second level of quality. Both imply that the
participants felt less secure while communicating and accessing the site. This is
further supported by the participants' comments which include:

'[don't feel secure, cookies blocked my explorer'; 'Good site but needs to
do some work specially in there security and visibility section'

Two variables, 'service delivery' and 'transaction security', were significantly
different. This means although the participants perceived a relatively lower risk
related to finn's services delivery as promised they were less keen to complete a
transnction if required to. The participants in this study perceived a high level ofrisk
associated with 'privacy measures' and 'information usage security'. This will affect
the participant's willingness to disclose information which inhibits online transacting
and Jowers client's confidence with the finn.

6.10 Quality Assessment for PKF Australia
Figure 6.8 shows tl1e rating of the constructs in relation to the PKF Australia site.
The figure highlights usability as the construct with the highest quality

llil

shown by

the mean score. The statistical analysis revealed that the quality level of usability is
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statistically different from the other three constructs which fonn the second level of
quality. The mean scores reflect a web site quality level above average.
Figure 6.8: Constructs Determining the Web Site Quality ofPKF firm

5
4.8

Usability,

4.67

4.6
4.4

4.2
4
3.8
3.6
3.4

3

6.10.1

Usability

The ratings of the usability variables were as follows:

•

'Design appropriateness' (4. 82)

411

'Competency' (4.69)

411

'Learning' (4.69)

•

'Locating services' (4.66)

•

'Ease ofuse' (4.61)

•

'Attractive appearance' (4.52) .

The variables portrayed two levels of quality where 'design appropriateness' was the
only variable statistically different from the others but still only slightly above
average. This implies that participants must have used some effort to locate services.
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However, the site was easy to read as shown by the comments by the participants
which include:

'Easy and pleasant site to·use'; 'Easy site to ,usc'

Since the scores arc relatively close to average the site's quality has room for
improvement. Tllis is further supported by observation by the participants:

'Should improve the web site outlook i.e. make it more attractive to users';
'Nice graphics but li_mi! size of screen available to display text'; 'Design is
really good but can be more p'rofessionnl in the way to put infonnation'

The general appearance and design of the site were attractive to participants although
some improvements can make it even better. The implementation of improvement
feamres should enhance the 'appeal' level of the site and advance the perceived level
of'competcncy' and encourage clients as they usc and 'delve deeper' within the site.
As shown by the rating of 'locating services' and 'easy of use', the PKF site
supported participants in their understanding of the site. However, the site had mean
scores only slightly above the average or mid-point. Participants may therefore
experience some difficulties ns they tried to use the site in the process of locating
accounting services. This is further evidenced in several observations and comments:
'Very poor use of frames (over-use)- very poor use of fonts + sizes too
small amount of space on screen for actual content'; 'Site is a jack of all
trades- it took me a bit of time to understand'; 'Appearance discouraging to
interact with the site- too crowded site'; 'The picture on the right side of the
web site is too big compared to the rest of the site. It is a waste of sp~ce';
'Services on the menu noi cle!ll''; 'I couldn't tell at a glance what the range
of services was'

The site has the essential qualities of an accounting firm but requires a 'clean-up' to
increase case of understanding, locating and identifYing services. Tile average ratings
of variables indicate that the navigational links within the site made it easy for
participants to navigate within the site. However, participants expericnc.ed some
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difficulties while using the links within the site. This is supported by the comments
such as:

'Difficult to navigate but fonts very:d,iscouraging- once I go to the link it
was difficult to go back to the 'home' page'; 'Takes long to connect to each.
link- There is no search function that takes viewers to the relevant sectionThe overall appearance does not encourage me to read further- content too
crowded'; 'Short cuts take ages to load'; 'Far too little space in the main
.
content frame and too muc!J scrolling required'

(

6.10.2

Interactivity

J

The interactivity constryCt was rated using the following variables:

/
•

'Ease ofcl!mmunkation' (4.85)

•

'Seckinkservices' (4.39)

•

'Site interaction efforts' (4.21)

•

'Sense of personalization' (4.05)

•

'Search facilities' (3.94)

/.

'Reputation' (3.72).
As shown in chapter 5, 'ease of communication' and 'reputation' formed the first and
the third levels of quality respectively. The other four variables are statistically not
different and hence formed the second level. It is shown by the moderate ratings or
the 'case of communication' variable that the PKF site can improve on the adequacy
of responding to participants. Accessibility of facilities such as e-mail, telephone, fax
or 'contact us' was one of the concerns raised by the participants:

'The web site did offer 'search' function which made it had to identify specific
types of information within the media relense section'; 'Should provide search
engine for fast info access'; 'I couldn't find a 'search' feature'; 'The search
button was not easy to locate on this site'; 'Search column not readily available'

Visibility of communication tools, such as search facilities, was an issue to
participants. This may explain why the participants had a low control of the site. This
is reflected by the low rating of 'sense of personalisation' and 'site interaction

c!Torts'. Clients arc likely to experience difficulties while choosing the timing,
content and sequence of communicating with the site.
As revealed by the analysis, 'reputation' is the lowest rated variable within
internctivity. Although the participants \\'CTC willing to seck services from the firm,
they could not adequately locate additional motivating factors in the form of
reputation clues. Like other PA firms, PKF should be eonccmed about their
reputation. This aspect may be improved by focusing on features which enhance the
competency portrnycd by the site (such as design, site appearnnce) and 'internally'
generated management testimonials, and visible and positive historical performances.

lnformatinn Quality

6.10.3

As service provider the quality of information is essential to support clients. The six
variables for this construct were mted as follows:
•

'Believable' (4.68)

•

'Formatapproprint~ness'

(4.67)

'Relevancy' (4.44)
•

'Helpful in understanding' (4.41)

•

'Accuracy' (4.26)

•

'Level of detail' (4.25).

Except for 'believable' variable, which formed the first level of quality, all the other
variables arc statistically not different, hence they reflect the same level of quality,
Although the mean scores arc all above average, they are closely inter-related us
reflected by the range of the rulings. The ratings show that the infonnation provided
by the site had a high level of believability quality but relatively low ratings for
relevancy, accuracy and detail. The participants noted that;

'The site is quite well done· though there-is not much details about the
provided at first glance'; 'Can't have a full view of the information
requested - site overload with images and no 'room' for text, slow
download'
service~
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The relative low ratins of the 'relevancy' and 'level of detail' variables indicntes that
the PKF web site may require attention in relation to providing current information
with rcasonnblc level of updates and detail. On average, the site provided timely and
relevant inlbmmtion, as supported by the observations of one participant:

I like the wealth of information that the site offers

6.10.4

Riskiness

Riskiness of PKF web site was evaluated using six variables namely:
'Service delivery security' (4.69)
'Information usage security' (4.56)

• 'Access security' (4.55)
'Communication security' (4.52)
•

'Privacy measures' (4.54)

•

'Transactions security' (4.36).

All the variables reflected the same level of quality except 'transaction security'
which formed level 11. This means that although the participants determined that the
firms could deliver services as promised they were Jess keen to complete a
transaction if required to as they perceived a higher risk level in relation to task
completion. Furtl1ermorc the site has a relatively less perceived communication
security quality. Participants would have !Cit less secure while communicating with
the fim1. In addition, 'access security' was rated at the same level as 'communication
security' which further increases the level of insecurity. This affects both the initial
and continued interaction with the site.
The participants in this study perceived moderate level of risk associated with
'privacy measures'. They thus felt that the firm was capable of preventing
unauthorised access to information provided by clients. In addition, 'information
usage security' quality was rl!-ted relatively high indicating that the pa11icipants were
willing to release their information, if required to do so, in order to complete a task.
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6.11 Moderating Factors
Moderating factors were investigated to see how they affect the perceived quality of
PA web shes. In this study, moderators refer to a participant's gender, year of study
and area of specialisation.

6.11.1

Gender

f.rom the analysis, there was no significant difference between the two gender
groups. Gender therefore did not influence the perceived quality of the PA web sites.
This is in line with the recent study of Weiser (2000) who noted that "gender gap in
Internet usc has steadily declined" and that "Internet users arc now becoming evenly
divided among gender lines" (ppl69·170). This study confirms the trend that the
gender fnctor docs not appear to influence the perception of website quality.

6.11.2

Year of Study

In regard to respondent's year of study, this moderator affected three constructs;
usability, information quality and riskiness. In all the three constructs the level of
perceived quality was negatively related to the year of study, i.e. the higher the years
of study, the lower is the level ofpereeived web site qmlity.
The researcher can only speculate on the reasons why these differences existed. To
o\Jtuin valid data in this respect further research would be required such
interviewing students. However, one of the rensons may be that online

as

service~

require a good understanding of not only business but also of the underlying
technology. It could be that those students with more advanced studying arc able to
be more 'critical' of there nspect of online services offered by the firm in respect of
usability, information quality and riskiness.

6.11.3

Area of Spccinlisation

Area of specialisation influenced the perceived quality of the web site in respect of
two constructs, i.e. information quality and riskiness. As seen in Table 5.48 in
chapter 5 quality mtings valid across the various study areas. r:or example
information quality was rated the highest by students undertaking the Moster of
l'rofessionol f.innnce and llanking while Master of Professional Marketing Students
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rated riskiness as the highest. Why this would be the case can only be established by
further research, most likely of a qualitative nature.

6.12 Summary
This chapter presented the discussion of the experiment findings of six Participating
firms. The discussion included the background of participants and the constructs and
v~riables

making up the constructs. Where possible, the ratings that were established

were associated with comments that the participants provided. In the next chapter,
the findings of the study will be used to provide recommendations for the sector and
each of the !inns in a formal manner.
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CHAPTER SEVEN

CONCLUSION, RECOMMENDATION, LIMITATION AND
FUTURE RESEARCH

7.1

Introduction

The previous chapter provided the discussion of the study's findings ou the perceived
quality of web sites in the PA sector as well as those of the top six !inns in Australia.
These discussions fonn a foundation for drawing conclusions and offering
recommendations. TI1e chapter also reflects on design science" and what role it played
and should play in supporting this type of research. This reflection introduced a
further philosophy on research, namely pragmatism, which, it will be nrgucd, is well
suited to the process of disseminating the outcomes of the study. The chapter
continues by offering conclusions on the stndy's findings, recognising study
limitations and identifying further research opportunities.

7.2

7.2.1

Reflections

On the Execution of the Study

In the age of the internet and electronic commerce, professional service firms need u
means of assessing the effectiveness of their web site. This study developed a valid
and reliable instrument for measuring PA web site quality. The study was based on a
literature review, which resulted in the usc of design science as lens for evaluating
web site quality. The instrument used to measure quality was based on previously
used ones (especially WcbQual 4.0) and led to the development of WebQual/ PA.
The instrument consisted of 4 research constructs and 24 research variables as shown
inFigurc7.!.

173

Figure 7.1: Research Construct and Variables in WebQual/PA

The study was based on the assumption that for professional service providers to
enhance, strengthen and improve online services, web site quality is a key factor. A
further assumption was that perceived quality of the site can best be detennined by
the clients ('the users of services'). Data was therefore collected from post-graduate
university students, potential clients of PA firms, using a questionnaire in a
controlled experiment setting. Data was analysed using quantitative analysis
techniques to assess the reliability and validity of the instrument and quality of the
PA web sites. Moderating factors were investigated in relation to their effect on the
constructs and variables determining PA web site quality.
This chapter marks the final step in the research and provides answers to the research
questions presented in chapter one. That is, can conclusions be drawn on the web site
quality dimensions deemed important to clients of PA firms? Further, can
recommendations be made regarding the strength and weaknesses of web site quality
established in the study for the PA sector and individual firms? The analysis of the
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data indicated constructs and variables requiring attention within the sector and
individual finns, which will fonn the basis for recommendation.
The study process was completed satisfactorily. First, the data collection period was
relatively shmi (two weeks) which was reasonable for the researcher to monitor any
changes within the sites. There were none. Second, the response rate met the target of
100 participants which resulted in 612 valid questimmaires being completed and
analysed. Third, validity, reliability and distlibution tests indicted that confidence
could be placed on data collected as well as use of parametric statistical tests used in
the analysis.

7.2.2

On Underlying Theory

The study has its origins in design science as advocated by Hevner et al., (2004)
which provided the focus for developing web site dimensions and detennining the
quality of the artefact, namely web sites. This initial approach to the research is
outlined in an earlier chapter and reflected in figure 7.2.
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Figure 7.2: Application of Design Science to Web Site Evaluation in the PA
Sector
However, as the study progressed, the researcher became aware of the limitations of
design science and on reflecting on her own values offers the following discussion on
the interaction of the study with underlying theory and paradigms. The reflection
enables the researcher to address identified weaknesses in design science as well as
provide a theoretical framework for presenting the output of the research in the form

175

of recommendations to the PA profession. An overview of how the researcher's use
of underlying theory progressed as the study evolved is shown in figure 7.3.

STUDY

EVOLVING
PARADIGMS

Figure 7.3: Interaction of Study Conduct and Underlying Theory
As stated in chapter 2, design science as envisaged by Hevner et al (2004) provided
the initial basis on which the research was designed. Hevner et al (2004), as pointed
out by McKay and Marshall (2005), however take a narrow perspective to design
science research by purposefully omitting societal issues; "we do not include people
or elements of organisations in our definition ... artefacts constructed in design
science research are rarely full-grown information systems that are used in practice."
(pp. 82-83). On reflection, this is rather limiting since the key purpose of this
research was to provide feedback to the P A sector on the quality of its web sites.
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By treating the artefact as a machine, Hcvner ct al (2004) largely ignore the context
of the evaluation. This is important for research in the IS discipline. As articulated by
McKay and Marshall (2005), "the essence of IS lies in the contextualisation of the
machine in the social systems" (p. 3). They go further in qualifying the usefulness of
design science by stating:
"If design science is to occupy an important place in building the IS
discipline's knowledge base, then rigorous and deliberate ways of
enquiring into the design process and outcome need to be articulated
and agreed upon by the community of research scholars." (p7).
McKay and Marshall (2005) however see a dilemma in meeting this ambition in that
"dc~ign

science researchers face the dual challenge of solving a real world problem

while at the same time conducting rigorous research." (p7). This study attempts to
meet this challenge by drnwing on the philosophies of social contructionism and
pragmatism as discussed below.
Social constructionism reflect the context in which this study is conducted since it
reflects tho views of groups of people (i.e. clients of PA firms) and how they make
sense of realty (PA web sites). Thus it helps to address the weakness of
contcxtualisation in the Hevncr eta! (2004} perspective of design science. However,
as pointed out by Marshall et al (2005), "social constructionism is thoroughly
relativist. That is, it does not privilege any particular picture of reality" (p. 3). They
go on to advocate "Pragmatism gives us a \VllY of' approaching tho dilemma or
problem of relativism" (p. 4). The philosophy is particularly useful to IS because of
its emphasis on relevance and usefulness (in this study to the PA sector) and also
takes into account the values of the researcher outlined in a Inter section.
According to Tashakkori and·Teddlie (1998 pJO) pragmatism is appealing because it
eschews the use of metaphysical concepts (truth and reality) "that have caused much
endless (and often useless) discussion and debate" and "it presents a very practical
ands applied research philosophy: Study what interest and is of value to you, study it
in the different ways that you deem appropriate, and usc the results in ways that can
bring about positive consequences within your value system".
Under the philosophy of pragmatism knowledge is strongly linked to action;
"Pragmntism can be understood as a philosophy that fully acknowledges this mutual
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permeation of knowledge and action". Furthermore, "Pragmnttsm has a clear
foundation in empiricism, but goes beyond a pure orientation to observation of u
given reality. The basis in human action gives pragmatis1n an orientation towards a

prospective, not yet realised world" (Goldkhul, 2004, p.\3). These aspects are
reflected in the current study since knowledge is translated into action via

recommendations made to each of the firms (see later section} thereby addressing the
future quality of their web sites (the 'not yet realised world').

According to Goldkhul (2004), since action permeates on knowledge, there have to
be linkages "to an actable world." {p. 18). A simple test for this is to be able to trace

"concrete consequences" (p. 19). This will

o~~ur

when PA firms take up the

recommendations mnde in this study. Goldkhul (2004) further c:dcnds actionable
knowledge by linking it to practice. "Pragmatism means an interest for actions in
their practice context." (p. 16) In the case of this study, this means professional
accounting practice.

It is worth concluding this discussion on underlying theory by referring to
Go!dkhul's (2004) key conclusions on pragmatism and IS research. "Them is
continuous clmnge in IS practice!" (p. 20). "A pragmatist is interested in change and
action" (p. 20). "Why should we else botl1er about having IS research?" (p. 21).
7.2.3

Vuluc System ofRc~enrcher

The study fits within the value systems of the researcher who graduated with a
Bachelors degree in Accounting and Master in B.,.sincss and Administration (MBA
in Finance and Accounting). The Bachelors und Masters degree provided the
necessary theories aud accounting foundation courses for the accounting profession.
The researcher continued with the interest in this area and started a career in
academic. As a young academia, the researcher was part of a team who developed
and launched the Daystar University Accounting department in Kenya. This
sustained and promoted the researcher's close involvement and interest in accounting
ns a profession. !nearly 1990's, the researcher undertook a Post-graduate Diploma in
Computer Science, an area which strengthened the desired accounting profession.
This opened new 'doors' in the business and consultancy world.
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In the early part of the 1990's, the researcher worked as a finance and administration
officer for a Non·Govemmental Organisation (NGO) where her activities included
(and were not limited to) preparing accounting books for audit and working wilb
external auditors. While the position was quite attractive, it involved Jots of

travelling including trips outside Kenya. After thorough consideration the researcher
gave. up the position for more the flexible academic appointment with Kcnyatta

University (KU), as a lecturer in the Accounting department.

However, this did not last for long. Due to the

rc~earchcr's

qualification and

experience, she was deployed as the University's Finance Officer in 1995. Taking
over a department with systems which required reconstruction, she faced the
challenge of not only being the head of the 'finance and accounting system
restoration' team but also overseeing the day-to-day operations of the department.
Her interest in the accounting profession Wlls maturing but she was too busy to
realise her ambitions. The work did not favour embarking on a professional doctoral
progrnmme. This was exacerbated by the shortage of doctoral supervisors in
accounting, social demands/expectations, family tics, financial constraints and
church involvement. All these factorn contributed negatively to her professional
advancement. At the back of her mind she wanted to purse a doctoral programme in
accounting but in reality it was becoming more and more difficult to 'penetrate' the
system and overcome the 'road blocks'.
As a way of preparing her 'take-off', she went bad: to academia at her request.
Almost immediately she was appointed the Head of Accounting department,
examination co-ordinator for the faculty and the faculty representative on the lCT
board ofKU. As the head of department, she facilituted the 'birth' of the Finance and
Banking department thus heading two departments for a period of time.
Her ambition to pursue doctoral research in professional accounting and information
system reached when her husband and she agreed to both pursue doctoral
programmes in Australia. They started the process of articulating such decisions in
t~rms

of possible universities, schools for the children, housing and finance. The

death of her husband in the same year changed the whole scenario. It took her three
years to reconstruct her life, reorganise finances and make a final decision to
continue with her accounting profession at the highest possible level.
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ll was through the ECU promotion visits to Kenya that she became aware of the
DBA (IS) programme. Although she had two other acceptances to a doctoral
progromme, her choice for ECU, Perth took preference. While the Hdministration of
the Kenyatta University was unwilling to realise her on a study l<!ave or give any
financial support, this did not hinder her ambition. As a single parent she took the
challenge of pursing a personally financed doctoral programme in a foreign country
together wit)l taRing care of her five children, four of whom are currently
undertaking bachelor degrees in various fields. Looking back now on the three year
programme it all adds up to this simple conclusion as put in her words: "1 am eager
to put my learning into action in a field where my heart has always desired professional accounting".
7.3

Conclusion

A number of conclusions can be drawn from the outcome of the study.- They cover
practical as well as theoretical aspects. First, the study provided PA practitioners
with validated, reliable web site quality dimensions. With the increase. of online
professional services PA firms will increasingly seek to evaluate the quality of their
web sites. This study has provided a suitable instrument that focuses on four
constructs, namely usability, interactivity, information quality and riskiness. They are
the dimensions that the literature review indicated are of high significance.
Furthennore, taking the client's perspective, the quality aspects arc -enhanced in that
there is a greater likelihood of the successful completion of a traruaction as well as
subscqnent ones.
Second, this study adds to onr understanding of WcbQnal, an instrument that has
been widely used in IS

res~nrch.

WebQuaUPA has its origins in WcbQual version 4

but was refined to meet the needs of the PA sector. Previous WebQual instruments
have been applied inn variety of industries but none in the PA sector. WebQualiPA
increases the diagnostic power of WebQualthcrehy forming a basis for the effective
prognosis of web site quality in this important professional setvices sector.
WebQuai!PA provides a deeper analysis of a site's strength and shortcomings by
extending the instrument to 4 research constructs and 24 variables. This provides
greater insight to possible sources of problems; for instance whether the riskiness
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quality problem arises from 'access security' or 'communication security' or 'service
delivery security' or 'information usage security measures' or combination of them.
Third, the results of a relative assessment of quality provide valuable feedback to
professional practices. Table 7.1 shows levels of quality that were determined in
chapter 5; level I indicates the highest level. The table shows that 'usability' was
mnked highest by clients of all the firms and indicates that this dimension is the most
developed dimension within the PA sector. it is followed by 'information quality'.
'interactivity' and 'riskiness' are areas requiring attention us they S(l.iffl to lag behind.
Recommendations to that effect will be made in a subsequent section.
Tuble 7.1: Results of Web Site Quality Assessment for the Constructs
Usability
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PA firms now have a sector-specific instrument for assessing a web site's quality.
Th~y

have an instrument that can be used to evaluate the quality of their site and

even those of competitors. A poor quality web sHe will inevitably result in client
dissatisfaction and even client loss and work against the success of offering services
online. With WebQual/PA serving as a guide, PA firms can now develop mure high
quality web sites that meet their clients' c)[pectations. They can usc WebQuaUPA to
'client test' potential sites and detect which dimensions need improvement prior to
' '

public release. Other professional service firms, such as la~ovyers and financial
advisors, maY gain benefits by ]earning about and applying the principles of
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WebQual/PA. Not only can WebQual/PA serves as a means ofbenchmarking against
competitors but also detennine business strategy, for example on the degree of risk
the firm is prepared to accept.

7.4

Recommendations

Table 7.2 provides a comparative analysis of the six web sites in relation to the
quality evaluation constructs and variables. The 'leading' finn in terms of construct

Table 7.2: Mean Scores ofPA Web Sites
Constructs/
Variables

PA Firms
Description

Usability
Learning

Learning to operate the·
site is easy

Locating
services

Locating the service
was clear and
understandable
The site was easy to
use
The design is
appropriate to
professional service site
The site conveys a
sense of competency

Ease of use
Design
appropriateness
Competency
Attractive
appearance

The display pages
within the site have an
attractive appearance

lnteractivity
Sense of
personalisation
Seeking
services

Reputation

Search facilities
Ease of
communication

Site interaction
efforts

The site created a
sense of personalisation
to meet my needs
I am encouraged by the
web appearance to
seek services from this
firm
The site has a good
reputation e.g.
testimonials, goals,
owners
The site has adequate
Search facilities
The site makes it easy
to communicate with the
firm e.g. e-mail address,
telephone
My efforts in interacting
with the site were
strenuous

Information
Level of detail

The site provides
information at the right
level of detail

E&Y

KPMG

Deloitte

Investor

PKF

5.18

4.96

5.60

5.35

3.52

4.67

5.17

5.20

5.60

5.44

3.89

4.69

5.82

5.49

3.29

4.66

5.63

5.56

3.53

4.61

PWHC

c

5.29

4.86

5.13

4.95

5.32

4.82

5.58

5.27

3.43

4.82

5.22

5.10

5.57

5.25

3.51

4.69

5.11
5;{)8

3.45

4.52

3.44

4.19

.··

..

4.94

4.84

4.92

4.63

5.37
5.03

.
·.

.

4.51

4.35

4.77

5.07

3.42

4.05

4.64

4.66

5.08

5.12

3.40

4.39

4.48

4.34

4.50

4.68

3.02

3.72

5.27

5.34

5.17

5.25

3.81

3.94

5.51

4.51

5.43

5,pg

3.90

4.85

5.09
5.12

4.60
4.79

5.20
5.34

4.83
5.35

3.10
3.68

4.21
4.42

5.01

4.66

5.51

5.43

3.80

4.25

.

I

I·····
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Accuracy

Relevancy

Believable
Helpful in
understanding
Format
appropriateness

The information on the
site was accurate e.g.
evidence of source,
update
The information was
relevant to the task e.g.
to my search
The information was
believable
The information was
helpful in understanding
the site.
The information format
was appropriate for the
task e.g. layout,
headings

Riskiness
Access security
Communication
Security
Transactions
security
Service delivery
security
Information
usage security
Privacy
measures

My access to the site
feels secure
I feel communicating
with the firm is secure
and promising
I feels secure to
complete transactions, if
wanted
I feel the firm will deliver
the service as promised
I feel the firm will use
the information as
intended
I feel the information
privacy measures are
adequate

General
Overall view

What is your overall
view of the site

4.93

4.82

5.26

5.45

3.79

4.26

5.31

4.58

5,.36

5.28

3.68

4.44

5.30

5.13

5.29

5.42

3.78

4.68

5.16

4.79

5.30

5.38

3.69

4.41

'

'

5.03

4.75

5,34

5.11

3.33

4.47

4.88

4.85

5.01

5:03

3.57

4.54

4.76

5i11

4.88

4.88

3.75

4.55

5.01

4.62

4.9

5:09

3.55

4.52

4.68

4.68

4.92

4.83

3.32

4.36

5.04

4.99

5.25

5.15

3.62

I 4.69

4.94

5.00

5.17

5.20

3.68

4.56

::~:a

4.92

5.02

3.49

5,4

5.4

3.5

4.54
4.58

5.09

5.40

5.40

3.50

4.58

.·...

4.81

and variable quality is shown by the shadings. The table as well as diagram 7.4
provide the basis for recommendations that follow.
Table 7.2 shows clearly that the KPMG site ranks above its close competitors,
Deloitte, PWC and E&Y in 'usability'. In relation to 'interactivity', Deloitte leads
while both Deloitte and KPMG reflected a similar level of 'riskiness'. The lowest
rated site was Investor Group where all constructs and variables showed a score
below 4.00. The quality ratings shown in the table are diagrammatically presented in
figure 7.2. The figure indicates that usability constructs reflected the highest quality
at all levels. On the other hand the sector and the firms have riskiness as the construct
with the lowest quality level. A further observation shows that PKF firm and Investor
Group had the lowest quality level in relation to all the constructs.
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Figure 7.4: Radar Chart of P A Web Site Quality

Usability

_..,PWHC
~E&Y

...,_,KPMG
Deloitte
-)!€-Investor
-PKF

Information

From the above, it was possible to develop recommendations for the P A sector and
each of firms that were evaluated. The recommendations address those areas that
indicated low levels of quality as determined in the study, namely those rated at
levels 2 and 3.
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Figure 7.5: Recommended Actions for P A Sector Web Site

Variables

Dimensions

Recommended action
., Support client interaction via the web site and the
capability to provide feedback

Sense of
personalisation

., Design the web site to increase a positive client
experience

Seeking services
Reputation

., Design the web site to reflect and suppmt the
sector's image

Search facilities

.. Make the web site just as easy, if not easier, for
clients to use than other forms of interacting with
the site

Ease of
communication
Site were strenuous
efforts

.. Provide appropriate, visible and
reputation clues and search facilities

convincing

Access security
Communication
Security

.. Implement and promote security and privacy
policies and procedures that make clients feel
secure in dealing with the sector.

Transactions security
Service delivery
security

.. Improve visibility of security measures put in place
Provision of statement regarding information usage

Information usage
security
Privacy measures

Figure 7.6: Recommended Actions for PwC Web Site

Variables

Access security

Dimensions

Recommended action

Communication
Security

.. Implement and promote security and privacy
policies and procedures that make clients feel
secure in accessing the site.

Transactions security

.. Improve visibility of security measures put in place

Service delivery
security

., Provision of statement regarding information usage

Information usage
security
Privacy measures
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Figure 7. 7: Recommended Actions for Ernst & Young Web Site

Variables

Dimensions

Recommended action
• Support client interaction via the Web site and the
capability to provide feedback

Sense of
personalisation

• Design the Web site to increase a positive and
personalised client experience

Seeking services
Reputation

Ease of
communication

• Make the Web site just as easy, if not easier, for
clients to use than other fom1s of interacting with
the site

Site were strenuous
efforts

• Provide appropriate, visible and
reputation clues and search facilities

Search facilities

convincing

Figure 7.8: Recommended Actions for KPMG Web Site

Variables

Sense of
personalisation
Seeking services
Reputation

Dimensions

Recommended action
"' Support client interaction via the Web site and the
capability to provide feedback
"' Design the Web site to increase a positive client
experience

Ease of communication

., Make the Web site just as easy, if not easier, for
clients to use than other forms of interacting with
the site

Site were strenuous
efforts

• Provide appropriate, visible and convincing
reputation clues and search and contact facilities

Search facilities

Access security
Communication Security
Transactions security

., Implement and promote security and p1ivacy
policies and procedures that make clients feel
secure in dealing with the firm

Service delivery security
Information usage security

• Improve visibility of security measures put in place

Privacy measures
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Figure 7.9: Recommended Actions for Deloitte Web Site

Variables

Recommended action

Dimensions
•

Sense of
personalisation
Seeking services
Reputation

Support client interaction via the Web site and the
capability to provide feedback

" Design the Web site to increase a positive client
experience

Search facilities

.. Design the Web site to reflect and support the
sector's image and services offered

Ease of communication

o

Make the Web site just as easy, if not easier, for
clients to use than other fom1s of interacting with
the site

o

Provide appropriate, visible and
reputation clues and search facilities

Site were strenuous
efforts

convincing

Access security
Communication Security
Transactions security
Service delivery security
Information usage security

Privacy measures

" Implement and promote security and privacy
policies and procedures that make clients feel
secure in dealing with the sector.
Provision of statement regarding information
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Figure 7.10: Recommended Actions for Investor Group Web Site

Variables
Learning
Locating services
Ease of use
Design
appropriateness

Dimensions

Recommended action
>-Use images and terminologies appropriate to the
Accounting services and profession
>-Design and support pages which are easy to read
and understand

Competency

>-Develop consistent navigation system that is easy
to learn, master and use

Attractive
appearance

>-Use colours, graphics, and text that are pleasing to
the client's eye
>-Establish and promote consistent site design
appropriate for the PA sector

Sense of
personalisation
Seeking services
Reputation
Search facilities
Ease of communication
Site were strenuous
efforts

• Support client interaction via the Web site and the
capability to provide feedback
• Design the Web site to increase a positive and
personalised client experience
• Design the Web site to reflect and support the
sector's image
Make the Web site just as easy, if not easier, for
clients to use than other forms of interacting with
the site
• Provide appropriate, visible and
reputation clues and search facilities

Level of detail
Accuracy
Relevancy
Believable

convincing

>-Provide mechanism to suppmi "tailor made" and
relevant information
;.. Avoid information "overload" especially on home
page.

Helpful in
understanding

)Po Make

visible clues suppmiing cmTency and
believable information quality

Format appropriateness

;.. Undertake market research to determine what
information PA clients expect

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

• Implement and promote security and privacy
policies and procedures that make clients feel
secure in dealing with the flrm.
• Make security measures visible to allow clients to
initiate and conclude business transactions over the
Web.
• Improve visibility of security measures put in place
• Provision of statement regarding infqrmation usage
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Figure 7.11: Recommended Actions for PKF Web Site

Variables

Dimensions

Sense of
personalisation
Seeking services
Reputation
Search facilities
Ease of
communication
Site were strenuous
efforts

Recommended action
• Promote and support client interaction via the Web
site and the capability to provide visible feedback
mechanism
• Design the Web site to increase a positive and
personalised client experience
• Design the Web site to reflect and support the
sector's business and image
• Make the Web site just as easy, if not easier, for
clients to use than other forms of interacting with
the site

Level of detail
Accuracy
Relevancy
Believable
Helpful in
understanding
Format
appropriateness

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

7.5

• Provide mechanism to suppmi "tailor made"
information
• Avoid infonnation "overload" especially on home
page.
• Make visible clues suppo1iing currency, accuracy
and believable information quality
Undertake market research to detemline what
information PA clients want on the Web site to
suppmi on-line transactions

• Implement and promote security and privacy
policies and procedures that make clients feel
secure in dealing with the sector.
• Make security measures visible to allow clients to
initiate and finish off business transactions over the
Web with confidence.
• Improve visibility of security measures at all levels
of site use and interaction
• Provision of statement regarding information usage

Limitations

While careful attention was given to achieving a high level of validity and reliability,
some study limitations need to be acknowledged. One potential weakness is
associated with the research method. The first concern is in relation to the
participating students. The selection of students was done on a convenience rather
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than random basis in which every student has an equal clmnce of bdng selected to
participate in the study. As part of the research process, the researcher atlended
classes in which she invited students to participate in her research. However, the
ability to approach students was dependent on the agreement of the lecturers in
chmge of the unit to allow the researcher to address the class.
The choice of students as surrogates for clients of PA firms has potential weaknesses.
While it is generally accepted as a valid research approach, there is no assumncc that
students would necessarily be representative of nil the types of clients that a PA has
contact with. However, these limitations arc typical of those facing most researchers
for the reason that such work often needs to be carried out in a setting where subjects
arc readily available.
While the choice of research constructs ond variables was largely determined by the
pn:ceding WcbQual instrument und a review of literature, there is always an clement
of researcher bias involved. This is not necessarily a weakness as was explained in an
earlier section because under the pragmatic philosophy, the researcher's values come
into play. In this respect it is worthwhile quoting Tashakkori and Tcddlie, (1998, pp.
26-27)
"Tims pragmatists decide what they want to research, guided by their personal
value systems, that is, they study what they think is important to study. They
then study the topic in a way that is congruent with their value system,
including variables and units of analysis that they feel arc the most appropriate
for finding an answer to their research question. They also conduct their studies
in anticipation of results that arc congruent with their value systems."

There nrc well recognised limitations associated with design science as already
outlined in an curlier section. As observed by some researchers (McKay & Marshall,
2005; Vaishnavi & Kuechler, 2004), the approach separates the technological
artifacts from people and the organisation. In other words, the approach docs not
adequately consider the entire system of designing the artifact, the underlying
technology, tbe role of people, the nature of the organisation and other contextual
issues. furthermore, it is n rather static representation of the phenomena studied and
suffers from the "failure to respond to changing organisational realities wit1t respect
to IS" (McKay and Marshall, 2005, p. 5). This study determined web site quality uta
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paniculor moment in time, i.e. at the time the experimentol sessions were conducted,
and in the particular setting ofthe computer laboratory.
7.6

Future Rcscurch

As Marshall ct al (2005) succinctly aniculatc, while pragmatism has strengths as
discussed in an earlier section, its "usefulness cannot be asserted by simple claims to
experience, but must be established by dialogue and mgument" (p. 4). It is therefore
proposed that follow-up research be conducted to confinn the findings with the PA
firms und to monitor any action and reaction taken by them. (n other hands, the
findings of the ~tudy should be presented to the 'owners' of the web si~cs to seck
their feedback nnd collect information to develop and refine the \VcbQual/PA
instrument further.
The research is considered a beginning of a cumulative rcsearc.h program where
WcbQual!PA could be used to evaluate perceived quality of other professional
service providers. The weaknesses of the current study can be addressed in future
research. For example, rather than using students, the real life clients of the
professional service~ firms could be involved. r:urthcrmore, while this study
investigated the perceived quality of PA web sites using four quality dimensions
derived from literature, future empirical research could derive new constructs and/or
vnriables reflecting the dynamic nature of the online business environment and new
technologies.

191

REFERENCES

Aaker, D. A. (1991). Managing Brand Equity: Harvard Busin~ss School Press, New
York.
Anker, D. A., & Jonchimsthaler, E. (2000). Brand Lerufersliip: Hnrvnrd Business
School Press, New York.
Abels, E., White, M., & Hahn, K. (1997). Identifying User-bused Criteria for Web
Pagcs./mcmct re.1earch: Eledranlc Nelworking Applications and Policy,
.f(4), 252-262.
Adam, S., & Deans, D. R. (1999). WebQua/: An E-Comm

erce Audit. Paper pr~sented at the Fifih Australian World Wide Web Confer~ nee
(AusWcb99), Southern Cross University.
·
Adorns, 1. (1995). Risk: UCL Press Limited, London.
Akshay, R. R., & Monroe. (1957). The Effect of price, Brand Name and Store Nome
on Buyers' perceptions of Product Quality: An Integrated Review •.kmmal of
Marketing Re.1earch. 26,205-210.
Alndwani, A.M., & Pal via, P. C. (2002). Developing nnd validating an instrument
for measuring Uscr-Percievcd Web Quality.Informatian and Management,
39(6), 467-476.
Alam, S. S., Khatibi, A. A., Jsmnil, H. B., & Ahmad, I. (2005). Perceived Benefits of
E-Commerce Adoption in the Electronic Manufacturing Companies in
Malaysia. Journal ofSocial Sciences, /(3), 188-193
Alexander, J. A., & Hordes, M. W. (2003). The Service Marketing Chal!engc: How
to Defy Obstacles nnd Better Promote Your Offerings. Professional Sen•ice
Journal.
Alexander, J. A., & Tale, M.A. (1999). Web Wisdom: How to Evalua/e and Crea/e
biformallon QuaWy on the Web: Lawrence Erlbnum Associates, Ndw York.
A! reck, P. L., & Settle, R. B. (1995). The Survey Research Hrmdbook:Quidelines am/
Stul'legiesfor Conducting o Survey: Chicago, Irwin, C.
Alvesson, M., & Willmott, H. (1992). Critical Manageme/11 :mtdies: Sage
Publications, London.
Anderson, J., & Poole, M. (1994). Thesis and Ass/gnmen/ Writing (2nd ed.): John
Wiley & Sons, New York, NY.
Applegate, L. M. (1999). Rigor and relevance in MIS Research. MIS Quarterly, 23,
1-2.
Bubak us, E., Pedrick, D., & Richardson, P. (1995). Assessing Perceived Quality in
Industrial Service Settings: Measure Development and applications. Journal
ofBusitWss to Business Marketing, 2(3), 253-268.

192

Bailey, & Pearson. (1983). Development of a Tool Measuring and analyzing
Computer User Satis/'iletion. Managemem Science, 29(5), 530-544.
Barnes, S. J., & Vidgen, R. T. (2000). WabQuo/: An Exploration of Web .1ile quality.
Paper presented at the Eighth European Conference on lnfromation Systems.
Vol!, 298-305.
Barnes, S. J., & Vidgen, R. T. (200la). Assessing the effect of Web site Redesign
Initiative: An SME case study./Wemotional Jrmrnal ofManogemew
Literawre,/, 113·126.
Barnes, S. J., & Vidgen, R. T. (200lb). Assessing tile Quality afAuction Web Sites.
Paper presented at the Hawaaii International Conference an Systems
Sciences.
Barnes, S. J ., & Vidgen, R. T. (2001 c).An evaluation ofCyber-Bookshops: The
WebQual Method. Jntemm/anal Journal of Electronic Commerce, 6, 6-25.
Barnes, S. J., & Vidgcn, R. T. (2002). An Integrative Approach to the Assessment of
E-Commerce Quality. Journal ofelectronic commerce research, Vol 3(3},
114-127.
Barnes, S. J., & Vidgen, R. T. (2004a). An Iwegralive Approach /a tile As.1e.\'.rment of
E-Cammerce Quality. Retrieved January, 2004, from
http:l/www.wcbqual.eo.uk/papers/webqualbooksho.pdf
Barnes, S. J., & Vidgc~ R. T. (2004b). WebQual: An Exploration of Web site
quality. Rctrie ed January, 2004, from
http:/lwww.we qual.co.uk/papers/318.pdf
Bauer, C., & Schar!, A. (2000). Quantitive Evaluation of Website Content and
Structure. Internet re.1earch: Electronic Networking Applications and Policy,
10(1), 31-43.
Bauer, R. A. (1960). Consumer Behaviour as risk Taking. In Hancock, R.S. (ed.)
Dynamic Markelingjor a Changing Wor/rl, Chictrgo (pp. 389-398): American
Marketing Association.
Beck, s. (1997). Evaluation Creteria: The Goad and the Ugly; or wl\V it's a good
idea Ia Evaluate Web sources, from
http://lih.nmsu.edulinstructionfevakrit.html
Bell, H., & Tang, K. H. (1998). The Effectiveness of Commercial Internet Web
Sites: a User's Perspective./ntemet Re.1earch, 8, 219-228.
Benbunam-Fich, R. (2001). Using Protocol Analysis to Evaluate the Usability of a
commercial Web Site. lnformatiom and Management, 39, 151-163.
Berncrs"lce, T. (1999). Weaving the Web: Orion Business, New York.
Bitner, M.J., Brown, S. W., & Meuter, M. L. (2000). Technology Infusion in Service
Encounters. Academy a/Marketing Science, 28(1), 138-149.
Boland, R. J. J. (1985). Phenomenology: A Preferred Approach to Research in
Information Systems. In Research Methods in i1iformation Systems, E.
Mumford, R. A. Hirschheim, G. Fitzgerald, and A. T. (pp. 193-201): WoodHarper (eds.), North-Holland, Amsterdam.

193

Bossert, J. L. (1991). Qualily Ftmctioll Deployment: A Practioner's Approach:
ASQC Quality Press, Wisconsin.
Boudreau, M.-C., Gefen, D., & Straub, D. W. (2001). Validation in Information
Systems Research: A State-Of-The-Art Assessment. MIS Qual'ler/y, 25(1).
Bowcn,J., & Ford, R. C. (2002). Managing Service Organizations: Does Having 11
"Thing" Make 11 Difference? . Journal a/Management, 28(3), 447-469.
Bryant, A., & Colledge, B. (2002). Trust in Electronic Commerce Business
Relationships. Journal of Electronic Commerce Research, 3(2), 32-39.
Burke, R. R. (1997). Do you see what I see? The Future of Virtual Shopping. Joumal
oftlw Academy of Markellng Science, 25(4), 352-360.
Burns, R. B. (1991)./ntroductionto Re.1earch Methods: Addison Wesley Longman,
Australia, South Melbourne.
Business Weekly Review. (2004a). t~.ccounting in Practice: The checkers checked,
March -1-10, 68-71.
Business Weekly Review. (2004b). Accounting: Persistent poachers, February 26March 3, 84-85.
Business Weekly Review. (2004c). Accounting: The fight for Position, July 22-28,
67-70.
Cases, A.-S. (2002). Percieved Risk and Risk-Reduction Strategies in Internet
Shopping. Jntemalional Review of Retail, Distr/bllllon and Con.lmner
Research, 12(4), 375-394.
C11vann, R. Y., Delahnye, B. L., & Sekaran, U. (2001). Applied Business Research:
Qualitatil'e and Quantitative Methods: John Wiley & Sons Austmlia, Ltd,
Milton.
Chang, A.M., K11nnnn, P. K., & Whinston, A. B. (1998). Marketing Information on
the 1- Way. Communication ofthe ACM, -II, 35-43.

Chau, P. Y. K., Au, G., & Tam, K. Y. (2000). Impact oflnfonnation Prcsentntion
Modes on Online Shopping: An Empirical Evaluation of a Broadband
Interactive Shopping Service. Journal ofOrganisal/an Compuling am/
c/ec/ronic commerce, /0(1), 1-22.
Chen, Q., & Wells, D. W. (1999). Altitude ToWllrds the Site. Joumal ofAdvertising
Research, 39(5), 21-37.
Cooper, D. R., & Schindler, P. S. (2001). Business Research Methods (7th ed.):
Boston, Mass. : Irwin/McGraw-Hill.
Cooper, R. D., & Emory, C. W. (1995). Business Research Methods (5th ed.):
Chicago, London, Sydney: Irwin.
Cooper, R. G. (1997). Examining some Myths about New Products Winners. In R.
Katz (Ed) The Human Side ofMmmging Teclmo/ogica/ innovation, Oxford:
Oxford.
Cranor, L. F. (1999). Internet Privacy. Communication of/he ACM, 42(2), 28·31.
Cronbach, L. J. (1970). E.~semiafs ofpsychologicaltes/ing: (3rd ed.). New York:
Harper&Row.

\94

Cunliffe, D. (2000). Deevcloping Usable Websites ·A Review and Model.lntemel
Research, 10,295-308.
Davis, D., & Consenza, R. (1988). Bus/ness Re.1ew·chjor Decision Making (2nd ed.
ed.): Boston: PWS-KENT pub. Co.
Davis, f. D. (1989). Perceived Usefulness, Percieved Ease of Use, and User
Acceptance of information Technology. MIS Quarterly, 3.5(3), 319-339.
Davis, f. D. (1993}. User Acceptance ofinfonnation Technology: System
Characteristics, User Perceptions and Behavioral Impacts.lulemm/onal
Journal ajMUir-Machlne Smdies, 38,475-487.
Davis, F. D., Bagozzi, R. P., & Warshaw, P.R. (1989}. User Acceptance of
Computer Technology: A Comparison of Two Theoretical Models.
Manage1nent Science, 35(8}, 982-1003.
Day, A. (1997). A Model for Monitoring vvcb site effectiveness.lnleme/ research:
Electronic Network/·.?licalions and Policy, 7(2), 109-115.
Deetz, S. {1996). Describing [.;,;icrences in Approaches to Organization Science:
Rethinking Burrell and Morgan and their Legacy. Organization Science, 7(2),
191-207.
De!onc, W. H., & McLean, E. R. (1992). Information Systems Success: The Quest
for the Dependent Variable.Jnfornmllon System.! Research, 3(1), 60-95.
Deming, W. E. (1990). Sample Design in Business Research: New York: Wiley &
Sons.
Dholnkin, R. R., Zhao, M., Dholakia, N., & Fortin, D. R. (2004).Jnteractivity rmd
Revists to Websltes: A Theoretical Framework, from
http://ritim.cba.uri.cdulwp/
Downing, R. E. (2006). The Benefits and Obstacles ofE-Commerce: Toward on
Understanding of Adoption. Journal ofinterne/ Commerce, .5(2).
Duh, R.-R., Jamal, K., & Sunder, S. (2002). Control and Assurance in E·commerce:
Privacy, lntesrity, and Sccrity ate-Bay. Taiwan Accounlacy Review, 3(1), l27.

Dutta, S., & Segev, A. (2001). Business Transformation on the Internet. In Barnes,
S.J. and Hrmt, B. (Eds), Electronic commerce and Virlila/ Business:
Buttervvorth- Heinemann, Oxford.
Eighmey, J. (1997). Profilins User Responses to Comercial Web Sites. Joumal of
Adverti.ling Research, 37(3), 59-66.
Eisenhardt, K. M. (1989). Buliding Theories from Case Study Research. Academy of
Munugemenl R~view, 1-1(4), 532550.
Eschenfelder, K. R., Beachboard, J. C., McClure, C. R., & Wyman, S. K. (1997).
assessing US Federal Government Web Sites. Govemmenllnformation
Quartm·ly, J./(2}, 173-189.
Evans, D., & Valery, T. (2000). Online Brtsiness Development Services for
Emrepreneur.r: An Exploratory study. Paper presented at the Paper presented
at the ICSB World Conference, Brisbane.

195

Evans, R. J., & King, E. V. (1999). Business-to-Business Marketing and the World
Wide Web: Planning, Managing, and Assessing Web Sites.lndu.!lrlal
Marketing Management, 28(4), 343-358,
Fink, D. (1999). Business Students' Perception orE-commerce- Will They Join the
Revolution? Australian Jm1rnal ofinformation Systems, 6(2), 36-43.
Fink, D. (2000). De1•e/oping Trust for Electronic Commerce: Idea Group" Publishing.
Fink, D. (2001). Building the Professional Service e-Pmctice. In Burge.i-s S. (ed)
Managing lnformatio11 Technology in Small Business: Challenges and
Solutions: Idea Group Publishing, London.
Fink, D. (2002a). Cyberservice or How /o Service your client online.: Small and
Medium Enterprise Research centre, Edith Cowan University, Australia.
Fink, D. (2002b). Web-ServQual: A Measure of b!formaJion Systems Service Quulity
for the Web Environment. Paper presented at the Australasian Conference on
Infonnation Systems (ACJS).
Fink, D., & Laupase, R. (2000). Perception of Web site Design Chamcteristics: A
Malaysian!Austmlian Comparison. In/erne/ research: Electronic Nehvorklng
Applicmions and Polley, 10(1), 44-55.
Fortin, D. R. (1997). The Impact af1nleractivity an Adverlls/ng Effecliveness In the
New Media. Unpublished Dissertation. Kingston, R.I. College of Business
Administration, The University of Rhode Island.
fowler, F. J. (1984). Survey Research Methods: Sage Publications, Berverly Hii!s,
CA.
Goldkuhl, G. (2004). Meaning afPragmallsm: Ways to Conduct Information Systems
Research. Paper presented at the 2nd International Conference on Action in
Language, Organizations and Jnfonnation Systems (ALOJS), Linkoping
University.
Goodwin, C. (1991). Privacy: Recognition of a Consumer Right. Jouma! Of Public
Policy, /0(1), !06-119.
Gounnris, S., & Dirnitriadis, S. (2003). Assessing Service Quality on the Web:
Evidence from Business-to-Consumer Portals. Journal ofservice Marketing,
17(5), 529-543.
.
Grabner-Kraeuter, S. (2002). The Role of Consumers' Trust in Online-Shopping.
Jaumal of Business Ethics, 39, 43-50.
Gruman, G. (1999). E-Commerce Blurs Lines of integrity, but they sti!l Exist.
Compu/envorld, JJ(8), 37.
Gullikson, S., Blades, R., Bragdon, M., McKibbon, S., Sparling, M., & Toms, E. G.
(2000). The impact ofinfonnation architecture on academic Website
usability. Electronic Library, 17(5), 293-304.
Ha, L., & Jan1es, L. E. (1998). Interactivity Ree;ommined: A Baseline Analysis of
Early Business Websites. Journal of Broadcasling and Electronic Media••
42(4), 457-474.
Harry, B. (1993). User Satisfaction with Jnfonnntion seeking on the internet. Journal
ofAmerir:an Society for Informal ian Science, 49(6), 541-556.

!96

Heeter, C. (1989). Implication ofNew Interactive Technologies for Conceptualizing
Communication. In J. L. Salvaggio & J. Bryant (Eds.), Media Useintlte
lnfomwlion Age (pp. 217-235): Hillsdale, N.J.: Lawrence Erlbaum.
Hevner, A. R., Mureh, S. T., & Park, J. (2004). Design Science Information Systems
Research. MIS Quarterly, 28(1), 75-105.

Hill, P. (1999). Tangibles, Intangibles and Se!Viccs: A New Taxonomy for the
Classilication of Output The Canadian Jouma! of Er:onomir:.~. Sper:iai!s.rue
on Service Seeror ProductM/y and the Produr:livily Paradox 32(2), 426-446.
Hirschheim, R., & Klein, H. K. (1994). Realizing Emnncipatory Principles in
lnfonnntion Systems Development: The Case for ETHICS. MIS Q1wrterfy,
18(1), 83-109.
Hoffman, D. L., Novak, T. P., & Peralta, M. (1999). Building Consumer Trust
Online. Comrmmicallon of the ACM, -12(4), 80-84.
Homburg, C., & Rudolph, B. (2001). Customer Satisfaction in Industrial Markets:
Dimensionsand multiple role issues. Journal of Bn~ine.u Re.~earch, 52(1), 1533.
IF AC. (1999). Enltandng Share/wider.~ weofth by Beller Mmmg/ng Business Risk:
International Federation of Accountants and Prieewatcrhusecooper, New
York.
lvcs, B., Olson, M. H., & Barouldi, J. J. (1983). The Measurement of User
Information Satisfaction. Cammun/coliun oft he ACM, 26(10), 785-793.
Jacoby, J., & Kaplan, L. B. (1972). The component of perceived Risk. In
Venkatesan M. ( ed.) Advances in consumer Re.1each, Chicago (pp. 382393): Assocition for consumer Research.
James, L. E., & Alman, K. C. (1996). Consumer Expectations oflnfonnntion
Content In advertisemcnt./nternalionaf Journal ofAdvertising, 15(1), 75-88.
Jarvenpua, S. L., Trnctinsky, N., & Vitale, M. (2000). Consumer Trust in an Internet
Store. iufr>rmatiom Teclmology amf Mmmgemc/11, 1(1 ), 45-71,
Klein, B. D. (2002). Why Do Users Detect lriformotfon Quality Problem on the
World Wide Web? Paper presented at the 8th Americas Conference on
Information Systems.
Klein, H. K., & Myers, M.D. (1999). Asci of principles for Conducting and
Evaluating Interpretive Field Studies in Information Systems. MIS Quarterly,
23(1), 67-94.
Kritou, E. (1998). A Case Smdy of Web Usability Evaluation. Unpublished MSc
Theis, School of Computing, University ofGlamorgan.
Lustrucci, C. L. (1963). The Scie!llific Approach: Basic Principles oftbe Scientific
Method: Cambridge, Massachusetts: Schenkman Publishing Company, Inc.
lewis, R. C., & Brooms, B. H. (1983). The Marketing Aspect of service Qaulity. In L.
Berry, G.Sbos/ack, G. Upab (Eds} Emerging Perspeclivces on Service
Marketing: American Marketing Association, Chicago.

197

Li~ng,

T., & Lui, 1-l. (2002). Effect of store Design on Consumer Purchases: An
cmpirircal Study of Online Bookstores. h!formmlrm mul Mmmgement .. 39,
431-444.

Lin, C.-C., & Lu, H. (2000). Towards an Understanding ofBchuviorol Intention to
use a Web Sitc./nternmlomd Jaumol of hifomwtiom Mwwgement, 20(3),
197-208.
Lincoln, Y. S., & Guba, E. G. (1985). Naturo!i.~tk lnquily: Beverly Hills, CA., Sage.
Lincoln, Y. S., & Guba, E. G. (2000). Paradigmatic Controversies, Contrndict'1ons,
and Emerging Connuences. InN. K. Denzin & !'. S. LincrJ/n (Edo~), Hom/hook
of Qualitative Research.: Sage, Thousand Orks, CA.
Lindroos, K. (1997). Usc Quality and the World \Vide Web. iliformuliom Software
Tec/molog)', 39(12), 827-836, available at: e!scvier.com.
Liu, C., & Arnell, K. P. (2000). Exploring the faclurs associated with web site
success in the Context of electronic Commerce. h1format/rm and
Mrmagement.. 38(1), 23-33.
Loiacono, E. T., Watson, R. T., & Goodhcue, D. L. (2004). WebQuaf"': A Measure
of Web Site Qualil)'. Retrieved January, 2004, from
http:l/www.tcrry .uga.cdu/cisllincludcs/pdf/wcbqual.pdf
Machlis, S. (1999). Low-Tech Marketing. Computemorld, 33(3), 41.
Malhotm, M., & Grover, V. (1998). An Assessment of Survey Research in POM:
From Construct to Theory. Jcmmal of opera/Ions Mmmgemcnl, 16, 403-423.
Murch, S., & Smith, G. (1995). Design and Natural Science Research on Information
Technology. Decision Support S)'.rtems, 1j, 251 - 266.
Mason, R. D., & Lind, D. A. (1990). Statislica/ Techuiques in Busine.~.\' rmd
Economics (7th cd.): Homewood, IL: Irwin.
McCorkle, D. E. (1990). The Role ofRisk in Mail Order Catalog Shopping. Journal
of Direct Marketing, 4(4), 26-35.
McKay, J., & Marshall, P. (2005, 29 Nov- 2 Dec). A Reviell' ofDe.iign Science in
lnfomwtion Systems. Paper presented at the 16th Australasian Conference on
Information Systems, Sydney.
Miles, M. B., & Hubennan, A.M. (1994). Qualilalilive Dula Anly.1is. A source Book
ofNew methods: Beverly Hills, Sage.
Mitchell, V. W. (1999). Consumer Perceived Risk: Conceptualisation and Models.
European Joumol ofMorkeling. 33(1!2), 163-195.
Moon,J.-W., & Kim, Y.-G. (2001). Extending the TAM fora World \Vide-Web
Context.lnformatiom and Manogemenl, 38(4), 217-230, available at:
wvrw.elsevier.com.
Moschella, D. (1998). Why arc Corporate Web sites so Hard to Use. In
Compwemor/d (pp. 36).
Murray, K. B. (!991). A Test of Services Marketing Theory: Consumer lnfonnation
Acquisition Activities. Journal of Marketing, 55(January), 10-25.

198

Myers, M. D. (1997). Qualitative Rcsearth in Information Systems. MIS Quarterly.
2/(2), 241-242.
Nah. F. F., & Davis, S. (2002). I·ICI research issues in E·commercc. Jrmnwl of
decmmlc commerce reseun·h, Vol J,(J), 98-113.
Naumann, F., & Rolker, C. (2001J). Asse.•"S!I/e/11 Mellmdsfi!r /!rfimwtion Qualil)'
Crele!·la. Prtpcr presented nl the Sth lnternntimml Conference on Information
Quality.
Nayyar, P. R. (1990). lnfonnotion Asymmetries: A Source of Competitive
Advuntogc lbr Diversified Service Firms Sn·meg/c Mmm~eme/11 Journal,
//(7).513-519.
Nielsen. (1993). !·low Users Rcud in the Web, Useit.com.
Nielsen, J. {1999). User lntcrtilcC Directions for the Web. Commrmimliouofthe
AC.\1, -11(1), 65-72.
Nielsen, J. (2001J). Desil{nlng Web U.1ubillly: New Riders Publishing,
ldinnnpolis,ldinnn USA.
Nielsen, .1. (21}04). 1t1p Ten .1/i.l·lakes of well desl~u.l~etrievcd June 2005, from
http://uscit.com/ulcrtbox/9605.html
Nielsen Net Rating. (September, 2000). F.cm!III!Cf<"C Slle.r slifll'opular wilh Web
User.•, from htlp://63.140.238.20/press_rclcnsc/pr_00083 l.htm
Nunnually, 1. (1978). P.l)-dwwetric 71wor)' (2nd ed.): New York McGmw-Hill.
Orlikowski, W. J., & Bnroudi, J. J. (1991). Studyi11g Information Technology in
Organisations: Research Approach and Assumptions. !nformullom Systems
Re.\Wtreh. 1(1), 1-28.
O'Farrell, 1'. N., & MotTa\, L.A. R. (]9g] ). An Intcmction Model ofBusiness
Service Production and Consumption Brit/.l"hJmmwllifMmwgemenl, 1(4),
205-22!.
l'arnsurnmun, A. {1995). Measuring and Monitoring service Quality. In W. Glynll
ond J. Eames (Ed.1·.) Umler.•lrmdiug sen•/ce.r Managemem: Wiley,
Chidws/er.
l'amsuraman, A., Zcithaml, V. A., & Berry, L. (1985). A Conceptual Model of
Service Quolity and its Implication for Future Research . .Joumal of
Mw·keliug, -19({al/), 41-50.
Pamsuraman, A., Zeithaml, V. A., & Berry, L. (1991). Refinement and Reassessment
ofSERVQUAL Scale. Journol ufRelailing, 67(4), 420-450.
Pamsuraman, A., Zeitlmml, V. A., & Berry, L. L. (1988). A Multiple-item Scale for
Measuring Cosumcr Perteptions of service quality. Joumal ofRelllillllg,
6-1(1), 12-40.
Peter, J.P., & Tarpey, L. (1975). A comparntive analysis ofthrce consumer decision
strntegies. Jmmwl ofConsumer Research, 2, 29-37.
Pires, G., Stanton, J., & Eckford, A. (2004). Influences on the Perceived Risk of
Purchasing Online. Journal of Consumer Belull'imrr, -1(2), I 18-133.
Pitt, L. F., Watson, R. T., & Kavan, C. B. (1995). Service Quality: A Measure of
Infonnation Systems Effectiveness. MIS Qrwrlerly, June, 173-187.
199

Pill, L. F., Watson, R. T., & Kavan, C. D. (1997). Mcnsuring information systems
service quality: concerns for a complete canvas. MIS Quarterly, June, 209221.
Pumo, S. (2002). Design Research in the Technology of biformalhm Syswms: Truth
or Dare: OSU Department of CIS Working Paper. Atlanta.
Rafacli, S., & Sudweeks, F. (1997). Networked Jntcmctivily. Jo11rnal rifCompwerMediuled Communication, 2(4).
Ratnasingam, P. (2002). Perceived Versus Realized Benefits In E-Commcrec
Adoption. Malaysian Jrmmal ufJ.ihrwJ• & llifomwlion Science, 7(2), 57-68.
Rcmcnyi, D., Williams, B., Money, A., & Swurtz, E. (1998). Doing 1/est.mrdl in
B11sincss and Manage me /II: An Introduction to l'roce.\'.1' ond Methods.
London: Sage Publications.
Roc!ius, T. (1971). Cunsumer Ranking of Risk-Reduction Methods. Jounwl of
Marketing, 35(1), 56-61.
Rossi, M., & Scin, M. (2003). Design Research Work.1·hop: A l'rrmcli\'1! Research
Approach. Paper presented at the last accessed January 16, 2004., IRIS.
Roth, P. (1997). lntemet and Electrwwic Commerce: ED/, EFT and Beyond: Spiral
Books, London.
Sclmeiderman, B. (1998). Designing the User /nterjace-Strategiesfor Ejfecth•e
Hmmm-Computer lntemclian: Addison Wesley, New York.
Schubert, P., & sclz, D. (1997). WebAssessmenl- A Model for the Evaluation and
Assesscment of Successful Electronic Commerce Applications. lnlernaliwml
Journal 1![ Electwnlc Markets, 7(3), 46-48.
Sekaran, U. (1984). Research Method.I/Ot' Manager.\'." A ski/1-Build/ug Approach:
New York, Brisbane, Singapore: John Wiley and Sons.
Sckaran, U. (2003).1/esearch Methods for Busiue.1s: A Skills Building Apprm1ch:
John Wiley & Sons Inc., Danvers.
Shanks, G., Rouse, A., & Arnot, D. (1993). A Review of Approadw.r to Re.1·erwch tmd
Sc/wlar.l'hip ininfimnot/on Systems. Paper presented at the 4th Australian
Conference on lnfonnation Systems, Monash University.
Shchiglik, C., & Barnes, S. J. (2003). Assessing Cuslomel'S Perceived Website
Quality: An Airline Industry Perspective. Paper presented at the 14th
Australasian Conference on Information Systems.
Smith, A. G. (2001). Applying Evaluation crete ria to New Zealand Government
\Vebsites. lnlernotional Journal oflnfo/'1/Jaliom Mwmgemenl, 21, 137-149.
Song, J. H., & Zinkhan, G. M. (2004). Features of Web Site Design, Perceptions of
Web Site Quality, und Patronage Behaviour. ACME, 106-114.
Spool, J. M., Scanlon, T., Schroeder, W., Snyder, C., & Deangelo, T. (1999). Web
Site Usability: A Deo~igner's Guide: Morgan Kaufmann, San Francisco.
Stalling, W. (1990). Business Dow Communication: Macmillan, London.
Steuer, J. (1992). Defining Virtual Reality: Dimensions Determining tclcpresence.
Journal of communication, -12(4), 73-93.

200

Straub, D. W. (1989). Validoting instruments in MIS Research. MIS Qmwlerly. .fmJe,
147-169.
Strong, 13. M., lee, Y. W.,& Wang, R. Y. (1997). Data Quality in Context.
Communication of/he ACM, -10(5), 103-110.
Su, L. T., Chen, H., & Dong, X. (1998). Evaluation of web-based Search Engines
from the End-user's Perspective: Apilot study • .foumu/ rif ,.Jmericw1 Society
.forln.formalion Scieuce, 35, 348-361.
Szymanski, M.D., & Uise, T. R. (2000). E-Sntisfication: An lotio! Examination.
Journal of Rei ailing, 76(3), 309-322.
Tnshakkori, A., & Teddlie, C. (1998). Mixed Methodology: Comhiuing Quulila/il"e
and Quanlilalive Approuclw.\" (Vol. 46): Sage Publication Inc.

Teas, R. (!993). Expectations, Pcrfonnance Evaluation and Consumers' l'crccplion
of Quality. Journal <if Markel in~. 57(0ctobcr), 18-34.
Tiechursl, G. W., & Veal, A. J. (1999). Busines.1 Research Melhod.1: Mrmugeriul
Approuch: Longmon, Sydney.
Todd, P., & Bcnbasnt, I. (1992). The user of information in Decision-Making- An
Experimental Investigation of the Impact of Computer-Based Decision Aids.
MIS Qum·Jerly, 16(3), 373-393.
Vaishnavi, V., & Kuechler, W. (2004). DeJ·ign Re.1earch inl!ifamwtlon System.\".
Retrieved July 27, 2004, from
http:/lwww.isworld.org!Rcsearchdesign/dris\Sworld.htm
Yenkatcsh, Y., & Davis, F. D. (2000). A Theoretical Extension of the Technology
Acceptance Model: Four Longitudinal Ficld Studies. Mwwgemenl Science,
-16(2), 186-204.
Verhagen, T., & Ton, Y.-H. (2004). Perceived Risk and Trusl A.~.wcit~ledwilh
Purchasing 11/ Electronic Murketpluces. Popcr presented at the ECIS.
Wand, Y., & Wang, R. Y. (1996). Anchoring Data Quality Dimensions in
Ontologicnl Foundotions. Communication o,(Jhe ACM, 39(11), 86-95.
Wang, H., Lee, M. K. 0., & Wang, C. (1998). Consumer Privacy Concerns about
Internet Marketing. Communicmlon ofthe ACM, -1/(3), 63-70.
Wang, R. Y., & Strong, D. M. (!996). Beyond Accurancy: What Data Quality Means
to Data Consumers. Journal ofMwmgement ilifm·nuuion Sy.l·lem.\", 12(4), 533.

Watson, R. T., Zinkhan, G. M., & Pitt, L. F. (2000). Integrated Internet Marketing.
Comrmmicalitmo.ft!JeACM, -13(6), 97-102.
Weiser, E., B. (2000). Gender Differences in Internet Usc Patlem and Internet
Application Preference: A Two-Somple Comparison. Cyberl'syclm/ogy &
Behavim·, 3(2), 167-178.
Williams, F., Rice, R. E., & Rogers, E., M. (1988). Research Me/hods and the New
Mediu: The Free Press, New York.
Williamson, K. (2000). Research Mel hods for SIUdent.r and Pro.fe.!.rionul.\·:
lliformmlon Manageme/11 and Systems: Centre for Information Studies,
NSW.
201

Williamson, K. (2002). Research Methods for Students, Academia and Profcssionnls:
Information Management and Systems: Centre for Infonnation Studies,
NSW.
Wirth, L. (2002, 4 February). Breaking Through the Gluss Ceiling: Women in
Mww~ement. Paper presented at the First International Conference Pay
Equity Between Women and Men: Myth or Reality, Luxemburg.
\V)'Ul(\0, S. K., McClure, C. R., Bcachboard, J. C., & Eschcnfclder, K. R. (1997).

Developing System-based and user-based Crctcria for assessing Fcdcrnl
Wcbsitcs. Journal o/Amerktm Society for Jnfurmulion Science, J.J, 78-88.
Zcithaml, V. A., Berry, L., & Pamsumman, A. (1988). Communication and Control
Processes in the delivery of Service Quality. Jmmml ofMurketing. 52, 35-48.
Zcithaml, V. A., Berry, L., & Parasuranmn, A. (1990). De/il'ering Quality Sen•ices:
/Jalandng Custmuer l'erccptium tmd Expect ion.\': New York, The Free Press.
Zeithaml, V, A., Berry, L., & Pnmsuraman, A. (1993). The Nature and Determinants
of Customer Expectations of Service. Jmmml q(the Acmlem)' ofMurketing
Science, 21(1), 1·12.
Zhang, P., & Dmn, G. M. V. (2002). User Expectation and Rankings ofQualit)'
Fnctors in Different Web Site Domains.!ntemaliouul Jmmw/ of Electronic
Commerce, 6(2), 9-33.
Zikmund, W. G. {2003). Business Rese11rr:h Methods (7th cd.): Cincinnnti, OH:
Thomson/South-Western,
Zmud, R. {1997). Editors comments. MIS Quuner/y, 2/(2), xxi-xxii.

202

APPENDIX I: RESEARCH INSTRUMENT

20]

AI.! Flyer

ARE YOU A POST,GRAOUATE STUDiENT IN THE
FACULTY OF BUSINESS AND LAW, ECU?
YOU ARE INVITED TO TAKE PART IN A
WEB SITE QUALITY RESEARCH STUDY
WHEN?
Week 1:

Any other time, please specify (includin!! weekend)_

Day/date

Time

Venue?

15.101 (Masters Lab), CH

Any benefit?

Yes! Learn how, as a business
client you would interact with
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web sites of professional
service providers
WHAT MORE? A token for your participation

Pass your details please:
Name:···························-Ema i •·······················-····

Contact?

Mrs Casty Nyaga, DBA(IS) Candidate, ECU, WA 6027
E-mail:cnyagn@studcnt.ecu.cdu.au

OR
Associate Prof. Dieter Fink, Supervisor, ECU, WA 6027
E-mail: d.finkj@ccn.edu.au
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A1.2 Information Letter to Participants
Dear Participant,
1l1nnk you for participating in this study about web site quality. I am undertaking an
investigation to evnluate the web site quality of Public Accounting firms. This study
is being undertaken as part of the requirement of a Doctor of Business
Administration (Information System) at Edith Cownn University. The title of the
study is "Determining, Developing, and Applying the Rcqnircmcnt of
"WE8QUALnt, for the Public Accounting Profession", For this study, I need to
obtoin information relating to the web sites of public accounting firms.
The reason for this letter is to invite you to participate in this study in the laboratory
experiment stage. The study will entail co!lccting some data from you through a
questionnaire and the usc of PA web sites. The data collection procedure includes a
schedule of questions (schedule of questions to be attached) which will be filled in a
computer laboratory. The questionnaire contains the detailed procedure to facilitate
your participation.
The data collection process has two main parts namely laboratory experiment and
focus group interviews which related to the Accounting service clients and providers
respectively. Due to your involvement with the business and or accounting services
either in the university or/and working environment, you have been selected as a
surrogate for the Professional Accounting (PA) clients.
1l1e research will assist professional firms to improve their web business offerin11s.

There will be no risk whatsoever for each participant in this study. We hope that each
participant will increase his/her interest in online accounting services.
Any information that you give to me whether in writing, by e-mail or verbally, will
be kept strictly confidential and will only be used for the purpose of the project.
After the study is completed, you will also receive a copy of the published research
findings, if you wish, when they become available.
If you agree to participate in this study, your involvement will not innuencc the
assessment of the course you are enrolled. You are also allowed to withdraw in this
study at any time, if you so wish. In recognition of time spent in this study, you will
be offered a $2 "scratch" ticket for participation

Instructions
Please keep this letter for your information. lfyou would like to participate in this
study, sign the Informed Consent Document (participant consent letter) and kindly
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hand over the questionnaire once completed. This evaluation process is expected to
take approximately one hour.
Questions and/or further information
If you have any questions or require any further information about the research
project, please contact:
i) Student:

Mrs Casty Nyaga
OBA(JS) Candidate, School of Management Jnfonnation
Systems, Faculty of Business and Public Management, Edith
Cowan University, Pearson street, Church land, WA 6027.
E-mnil:cnynga@student.ecu.cdu.au
Telephone: .J.61 8 9273 8218
And/Or

ii) Supervisor:

Associate Prof. Dieter Fink
Business and Public Management, Management lnfonnation
Systems
Edith Cowan University, Church Land, WA 6027.
E-mail: J.tink@ccu.edu.au
Telephone: 9273 8726

Research npprovnland Independent contact person
This study has been approved by the ECU Humnn Research Ethics Committee. If you
have any concerns or complaints about the research project and wish to llllk to nn
independent person, you may contact:
Professor Cmig Standing
Head of School
School ofManoscment Jnfonnation Systems
Edith Cowan University
100 Joondalup Drive,
Building 2, Room 470
Joondalup Western Australia 6027
Tel:
+61 (0)8 6304 5545
Fax:
+61 (0)8 6304 5988
E·malt: c.standing@ecu.edu.au
Your help in making this study possible is greatly appreciated.
Thank you,
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Al.3 Participants Consent Form

Dear Participant,

Thank you for participating in this study which is about the quality of Public
Accounting web sites when used for serving clients online.
The reason for this letter is to invite you to participate in this study. As a participant
you will evaluate eight web sites on a computer tenninal in about I hour. The study
will entail collecting some data from you through a questionnaire and the use of PA
web site. The datu collection procedure includes a schedule of questions (schedule of
questions attached) which you will fill in a computer laboratory. The questionnaire
contains the detailed procedure to facilitate your participation.
The research will assist professional finns to improve their web business offerings.
There will be no risk whatsoever for each participant in this study. We hope that each
participant will increase his/her interest in online accounting services.
In recognition of time spent in this study, you will be offered a $2 ''scratch" ticket for
participation. If you wish to collect the ticket ple115c fill in the following infonnation
Name:
Signature:
Date:

If you arc willing to take part in the above-named study, please tick in the boll

YesD

NoD

If you wish to know more about the study please feel free to contact Cll5ty Nyaga on
0402 696 581 or Ass. Prof. Dieter Fink, my supervisor, on 9273 8726
Sincerely,
Casty Nyaga DBA( IS) Candidate
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A1.4 Questionnaire

Research Aim:
This research is about the quality of Public Accounting web sites when used for
serving clients online. The findings of the study will assist professional firms to
improve their web business offerings.

You are asked to:
1.

Use each of the six web sites and examine the web pages for the following web
site quality dimensions:
• Usability: refer to the ability of the web site meeting user's need e.g.
finding the right information quickly, easily and without error
• Interactivity: the extent to which the web site communicates to the users
and the response to the user's communication needs.
• Information quality: This includes aspects of quality such as accuracy,
currency, relevancy, ease of understanding and level of detail e.g.
uniqueness and depth of material coverage
• Riskiness: encompass issues such as concern shown for the user, the
confidentiality with which the user can communicate with the customer
service personnel, and the security of the transaction

2.

Review the web site as you examine the various features which indicate the
quality of the web site. Imagine you are looking for accounting service. You
may scroll up and down or open new pages starting with the specified home
page. Follow the links and instructions up to the "final" stage of the transaction.

3.

Complete the Background Data form and hand it over to the researcher.

4.

For each of the six web sites,
a. Identify accounting services
b. Explore and evaluate each of the web site
c. Complete the attached questionnaire appropriately

Confidentiality:
Your opinions are highly valued and appreciated. All data and information will be
kept strictly confidential and your personal details will not be disclosed.
,TJ:lis stttdyis being conducted by:
Casty Nyaga: Student in Doctotof Business Administration(Infonnation Systems)
Under the supervision of:
Dr. Dieter Fink: Associate Professor,. School· ofMa11agement Info11llation Systems
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Please fill out and tick (-Y) the box below as necessary.

Degree Program currently enrolled (Kindly tick (-.J) appropriately):

Area of Specialization

Other specify:

Year of study (equivalent full timte-e)+----------

Gender:

MaleD

Female D

Please note:
Your personal details or participation in this study will
not be disclosed
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Professional firm:

PricewaterhouseCoopers (PWC)

Spend 5 minutes exploring the site and the next 5 minutes completing
the questions below

Which accounting service can you identify from this site? (Kindly ticli: (.Y)
appropriately):
Taxation
Auditing
Consulting
Financial Planning
Risk management
Performance im rovement
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Please circle the appropriate number for each question and respond to all statements.

Usability

Strongly disagree

Strongly

agree

Q2.

Q4; . the design is approprittte

to·professional service. site

Thedisplaypageswithin
the site have an attdtctive
appearance

Inte:ractivity

Q~;

1

4

7

5

Strongly disagree

Strongly agree

·•· IaJ11 encoutagedbythe
web appearancetosee~ .
services fronithis firm ··

QlO; The site has adequate_
Search facilities

Q12. My effort in interacting
withthesite were
strenuous

5

6

7

5 '

6

7
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Information

Strongly disagree

Strongly agree

Q13. The site provides infonnation
at the right level of detail
1

Ql5. Theinfonnationprovided
was releva11fe.g.to 11lY
·search·

'1

Ql7. The information was
helpful in understanding
the sit¢

Riskiness
Q19.

4

2

5

Q2L 1feelsecureto c:omplete

1

7

Strongly agree

Strongly disagree

My.accessto the site
feels secure

6

3

5

6

7

·1

transactions;ifwanted

Q23. I feelthe firm will use my
information as intended

1

2
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General

a)

b)

c)

;}>lease complete the questionnair~Jorthe next web site. Again thank
youJoryour effort so.f~r.

214

Professional firm:

Ernst & Young

Spend 5 minutes exploring the site and the next 5 minutes completing
the questions below

Which accounting service can you identify from this site? (Kindly tick (--J)
appropriately):
Taxation
Auditing
Consulting
Financial Planning ·
Risk management
Investment
Restrucfurin
E-business solution
Co Orate reorganisation·
·F otensic ·accounting
Franchising
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Please circle the appropriate number for each question and respond to all statements.

Usability

Strongly disagree

Q2.

Locatingser\'ices was
clear and understandable

Q4.

The designisappropriate·····•
to professional service. site .

Q6.

2

6

7

7

.. The display pages within
the site have an attractive
appearance

Interactivity

Q8.

1

Strongly agree

Strongly agree

Strongly disagree

lam encouraged bytlie
web appel:lrarrce:Jo s~ek
services·.froiitthis .firm

Q10. Th.~ site hasadequate .
Search facilities

Q12. My effortlriiriteracting
with the site wete
strenuous··

5
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Information

Strongly disagree

Q13. The site provides infoffi1_ation
a.fthe rightlevel ofdeta.il
1

2

Strongly agree

J•

4

6

7

Q15. Theinfonnationprovided
was relevante.g. to my
search

Q17. Theinfonnatiori was
helpfulin understanding
the site

Riskiness

Strongly disagree

Strongly agree

Q19. :rviyaccesstoThe site.
feels secure

Q21. Ifeelsecureto.complete
transactio11S, ifwanted

x:t~~i;:ili~.,~Piii.m1t'ae1t
.. · .· ~.:~.;:. !f!~~~§Y~~~.~~ Q~2ffi11
. c

Q23~

I fe¢1 the finn will use my
information as intended

1

2

7
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General

a)

b)

c)

.

.

.

Please complete tlte qll~stionnaire for the.next web site•.Again thank
.
. . .. you for your effort so far.
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Professional finn:

KPMG

Spend 5 minutes exploring the site and the next 5 minutes completing
the questions below

Which accounting service can you identify from this site? (Kindly tick (..J)
appropriately):
Taxation
Auditing
Consulting
Financial Planning
Risk management
Investment
· Resttucttiring
E-business solution
Corporate reorganisation
Business recovery services
Forensic. accounting
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the appropriate number for each question and respond to all statements.

Usabilitv

Q2.

Locating services was
clear. arid understandable

Q4·

The design, is.appropriaW
to professional$ervice site

Q6.

The display pages. within
the site have an· attractive
appearance

In.teractivity

Q8.

Strongly agree

Strongly disagree

2

3

4

Strongly agree

Strongly disagree

Tarn encouraged bjitlie
web appeaTan~e to seek .
ser\riees fto111 this firm

.'~f~~:ti~§;.

.:i~ti~n~~

QlO. The site has adequate
Search facilities··

Q12. My effort in.interacting
with the site were
strenuous

2

5

6
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Information
Ql~;

Strongly disagree

The :sit(! pr<)yides inforrnation
atthe rightlevel.of<:lefail - 1

Strongly agree

2

Q15. The information provided
\vasreleyant e;g. to
search

7

5

my

Q17; Thei11fonnation was
..· helpfulin understanding
the site

Riskiness
Ql9. Myacces&tQ)hesite
feels secure · .·

Strongly disagree

Strongly agree

5...

·.6

Q21. I feeLsecure to complete
transactions~ if wanted .

Q23. I feel the finn will use my
infonml.tion as intended
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General

a)

b)

c)

.Please complete the questionnaireforthe next w.eb site~ Againthank
· ·
youioryc1ur effortsofar..
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Professional firm:

Deloitte

Spend 5 minutes exploring the site and the next 5 minutes completing
the questions below

Which accounting service can you identify from this site? (Kindly tick (>J)
appropriately):

Corporate reorganisation
Foren~ic

accounting
Franchising

;t,~~~$~~~f~~ct~

223

Please circle the appropriate number for each question and respond to all statements.

Usability

Q2.

Strongly disagree

Strongly agree

Locating serviceswas
clear and unddrstandable

7

7

Q4. · 'fhe design is appropriate
to pro:fessionalservice site

Q6.

The display pages withi11
the site have· an attractive
appearance

Intera ctivit:y

1

2

7

Strongly disagree

Strongly agree

ram encouraged bythe .
web appearanceto seek
ser\riCes fronithis finn

Q_lo.

6

the sit~h~s adequate

7

7

Searchfacilities·

Ql2• My effort inintetacting
witlithe sitewere
strenuous

1

2

5

6

7
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Information

Strongly agree

Strongly disagree

Q13. The siteprovid~sinfonnation
at the, right1evel of detail
l

2

4

6

Q15. The information proyid.ed
was relev(lnt e.g. to niy
search

7

7

Ql7. Theinformation.was
helpful in understanding,
the site

Risldness

Strongly disagree

Strongly agree

Q19. My access to the site
feels secure
·
-

--

-

%

6

7

---'-=

Q21. I feel secure to complete
transactions,ifwanted

Q23. lfeel thefinn willusemy
infonnation.as intended

.1

5 .

6 .·........... 7
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General

a)

b)

c)

.Pl~ase

complete the questionnaire for the next web site. Again tha11k
· youforyour effQrt so far.

226

Professional firm:

Investor Group

Spend 5 minutes exploring the site and the next 5 minutes completing
the questions below

Which accounting service can you identify from this site? (Kindly tick (-Y)
appropriately):
Taxation
Auditing
Consulting
Financial Planning
Risk management
Perroril1arice itn ro:vement ·
Investment
Restnicturing
E-business solution
Corporate reorganisation
•.. Forensic accounting
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Please circle the appropriate number for each question and respond to all statements.

Usability

Strongly disagree

Q2.

Locating services was
dear and understandable

Q4.

1'he desigl1is appr()priate
·.to jJrofessioriaJ service ·site

Q6.

The display pages within
the site liave an attractive
appearance

.

-------------·---·---·-··-··

Interactivity

Q8~

Strongly agree

3

Strongly disagree

4

5

6

7

Strongly agree

·. I am encouragedh)rth~ .
w:xbirppearaiice to. seek
:Services :from this :thnr

Ql(). The site has adequate
Search flicilities

Q12. My·effortin interacting·· ..
with the site were

3

6
228

strenuous

Inform.ation

Strongly agree

Strongly disagree

Q13. The sit:e provides information

attheright level of detail

1

2

1

2

6

7

QlS. Theii1fonnationprovided ·
wasrelevimt e.g. to my
search

Q17. The infonnationwas
hdpfulin understanding
the site
.

Riskiness

Strongly disagree

Q19. Myaccess to the site

Strongly agree

3

. feels secure

QZl. I feel secure to complete
transa(ltions, ifwanted

.r~~~l~~{;)t}t'hi~~i

e;:s·er:Yj~~;iaS,·ptoi'

Q23. IJeelthe firm wiliuse my

information as mtended
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General

a)

b)

c)

;Piease.complete~he

questionnalre for the next web.site.Againthank
you for your effort so far.
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Professional finn:

PICF Australia

Spend 5 minutes exploring the site and the next 5 minutes completing
the questions below

Which accounting service can you identify from this site? (Kindly tidf (~)
appropriately):
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Please circle the appropriate number for each question and respond to all statements.

Usability

Strongly disagree

Strongly agree

The design is appropriate
to professi()nalsetvicesm~

Q6.

']"'hedisplaypages within
-the site have an attractive
appearance -

Intera ctivitx

4

5

Strongly disagree

Strongly agree

lat11 encouraged. "{)y tlJ.~
web appear@ceto se¢k services from this :firirt---

Q1o.

-

-----

-The site has a<l~gl!~te
Search facilities

Q12. Myefforlitlinteracting
witb.thesite were
strenuous

4

5
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Information

Strongly disagree

Q13. The site provides irifo:l111ation
at the right l~vdofd¢tail
1

2

Strongly agree

3

4

7

Q15. The information provided
wasrelevant~.g.tomy

search

Q17. The infol111ationwas ~
. helpfulin unqerstandirtg
the site

Risldness

Strongly disagree

Q19. M:yaccesstoti1esit~···
feels secure

Strongly agree

7

I feel secureto complete
· transactions, ifwapted. ·

rny

Q23. I feel the firm will use
information as intended

1

2 . . : .........:. . 3
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General

a)

b)

c)

'"

'

'

"
'

,

'

'

Pl~ase complete the ques'fimtn~irefor the next web sit~. Agam thilnk

you for your effort so far.

·
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APPENDIX 2: DISTRIBUTION OF DATA

PUBLIC ACCOUNTING SECTOR
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Usability: Learning to operate the site

Frequency
Valid

1
2
3
4
5
6
7
Total

1
15
47
101
222
210
16
612

Percent

Valid Percent

.2
2.5
7.7
16.5
36.3
34.3
2.6
100.0

Cumulative
Percent

.2
2.6
10.3
26.8
63.1
97.4
100.0

.2
2.5
7.7
16.5
36.3
34.3
2.6
100.0

Histogram

Frequency
Mean= 5
Std. Dev. =1.081
N = 612

0

2

4

6

8

Learning
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Usability: Locating services

Frequency
Valid

Percent

Valid Percent

Cumulative
Percent

1

4

.7

.7

.7

2

45

7.4

7.4

8.0

3

50

8.2

8.2

16.2

4

72

11.8

11.8

27.9

5

222

36.3

36.3

64.2

6

174

28.4

28.4

92.6

7

45

7.4

7.4

100.0

612

100.0

100.0

Total

Histogram

Frequency
Mean =4.9
Std. Dev. 1.335
N 612

=

0

2

4

6

=

8

Locating Services
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Usability: Ease of Use

Frequency
Valid

1
2
3
4
5
6
7
Total

8
23
60
98
195
198
30
612

Percent

Valid Percent

1.3
3.8
9.8
16.0
31.9
32.4
4.9
100.0

Cumulative
Percent

1.3
3.8
9.8
16.0
31.9
32.4
4.9
100.0

1.3
5.1
14.9
30.9
62.7
95.1
100.0

Histogram

Frequency
Mean= 4.9
Std. Dev. 1.27
N 612

=

0

2

4

6

=

8

Ease of use

238

Usability: Design appropriateness

Frequency
Valid

1
2
3
4
5
6
7
Total

1
30
76
91
193
181
40
612

Percent

Valid Percent

.2
4.9
12.4
14.9
31.5
29.6
6.5
100.0

Cumulative
Percent

.2
5.1
17.5
32.4
63.9
93.5
100.0

.2
4.9
12.4
14.9
31.5
29.6
6.5
100.0

Histogram

Frquency
Mean= 4.88
Std. Dev. =1.287
N = 612

0

2

4

6

8

Apropriateness of Design
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Usability: Competency

Frequency
Valid

1
2
3
4
5
6
7
Total

3
24
71
111
180
177
46
612

Percent

Valid Percent

.5
3.9
11.6
18.1
29.4
28.9
7.5
100.0

Cumulative
Percent

.5
3.9
11.6
18.1
29.4
28.9
7.5
100.0

.5
4.4
16.0
34.2
63.6
92.5
100.0

Histogram

200

Frequency
Mean= 4.89
Std. Dev.
N 612

=

0

2

4

6

=1.287

8

Competency
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Usability: Attractive Appearance

Frequency
Valid

1
2
3
4
5
6
7
Total

8
48
80
104
170
144
58
612

Percent

Valid Percent

1.3
7.8
13.1
17.0
27.8
23.5
9.5
100.0

Cumulative
Percent

1.3
7.8
13.1
17.0
27.8
23.5
9.5
100.0

1.3
9.2
22.2
39.2
67.0
90.5
100.0

Histogram

200

Frquency
Mean= 4.71
Std. Dev. 1.463
N = 612

=

0

2

4

6

8

Appearance
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lnteractivity: Sense of Personalisation

Frequency
Valid

1

2
3
4
5
6
7
Total

1
52
138
126
140
138
17
612

Percent

Valid Percent

.2
8.5
22.5
20.6
22.9
22.5
2.8
100.0

Cumulative
Percent

.2
8.5
22.5
20.6
22.9
22.5
2.8
100.0

.2
8.7
31.2
51.8
74.7
97.2
100.0

Histogram

Frequency
Mean= 4.36
Std. Dev. = 1.354
N =612

0

2

4

6

8

Personalisation
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lnteractivity: Encouragement to seek services

Frequency
Valid

1
2
3
4
5
6
7

Percent

.5
7.0
14.7
23.4
26.1
26.0
2.3
100.0

3
43
90
143
160
159
14
612

Total

Valid Percent

. Cumulative
Percent

.5
7.0
14.7
23.4
26.1
26.0
2.3
100.0

.5
7.5
22.2
45.6
71.7
97.7
100.0

Histogram

Frequency
Mean= 4.55
=1.297

Std. Dev.
N 612

=

0

2

4

6

8

Seeking Services
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lnteractivity: Good Reputation

Frequency
Valid

1
2
3
4
5
6
7
Total

15
65
141
119
159
107
6
612

Percent

Valid Percent

2.5
10.6
23.0
19.4
26.0
17.5
1.0
100.0

Cumulative
Percent

2.5
13.1
36.1
55.6
81.5
99.0
100.0

2.5
10.6
23.0
19.4
26.0
17.5
1.0
100.0

Histogram

Frequency
Mean= 4.12
Std. Dev. =1.383
N =612

0

2

4

6

8

Reputation
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lnteractivity: Adequacy of Search Facilities

Frequency
Valid

1
2
3
4
5
6
7
Total

22
32
47
102
180
201
28
612

Percent

Valid Percent

3.6
5.2
7.7
16.7
29.4
32.8
4.6
100.0

Cumulative
Percent

3.6
8.8
16.5
33.2
62.6
95.4
100.0

3.6
5.2
7.7
16.7
29.4
32.8
4.6
100.0

Histogram

Frequency
Mean= 4.8
Std. Dev.
N 612

=

0

2

4

6

=1.412

8

Search Facility
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lnteractivity: Ease of Communication

Frequency
Valid

1
2
3
4
5
6
7
Total

4
32
67
88
172
192
57
612

Percent

Valid Percent

.7
5.2
10.9
14.4
28.1
31.4
9.3
100.0

Cumulative
Percent

.7
5.2
10.9
14.4
28.1
31.4
9.3
100.0

.7
5.9
16.8
31.2
59.3
90.7
100.0

Histogram

Frequency
Mean= 4.95
Std. Dev.
N 612

=

0

2

4

6

=1.358

8

Communication
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Usability: Strenuous effort

Frequency
Valid

1
2
3
4
5
6
7
Total

6
58
113
132
104
146
53
612

Percent

Valid Percent

1.0
9.5
18.5
21.6
17.0
23.9
8.7
100.0

Cumulative
Percent

1.0
10.5
28.9
50.5
67.5
91.3
100.0

1.0
9.5
18.5
21.6
17.0
23.9
8.7
100.0

Histogram

Frequency.
Mean= 4.5
Std. Dev. = 1.519
N =612

0

2

4

6

8

Effort
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Information: Level of Detail

Frequency
Valid

1
2
3
4

5
6
7
Total

3
13
98
103
221
135
39
612

Percent

Valid Percent

.5
2.1
16.0
16.8
36.1
22.1
6.4
100.0

Cumulative
Percent

.5
2.6
18.6
35.5
71.6
93.6
100.0

.5
2.1
16.0
16.8
36.1
22.1
6.4
100.0

Histogram

Frequency
Mean= 4.78
Std. Dev. =1.227
N =612
0

2

4

6

8

Information Detail
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Information: Accuracy

Frequency
Valid

2
3
4
5
6
7

Percent

12
62
171
206
141
20
612

Total

Cumulative
Percent

Valid Percent

2.0
10.1
27.9
33.7
23.0
3.3
100.0

2.0
10.1
27.9
33.7
23.0
3.3
100.0

2.0
12.1
40.0
73.7
96.7
100.0

Histogram

Frequency
Mean =4.75
Std. Dev. 1.079
N 612

=

2

3

4

5

6

7

=

8

Information Accuracy
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Information: Relevancy

Frequency
Valid

1
2
3
4
5
6
7
Total

3
16
70
142
199
159
23
612

Percent

Valid Percent

.5
2.6
11.4
23.2
32.5
26.0
3.8
100.0

Cumulative
Percent

.5
3.1
14.5
37.7
70.3
96.2
100.0

.5
2.6
11.4
23.2
32.5
26.0
3.8
100.0

Histogram

Frequency
Mean= 4.78
Std. Dev. = 1.169
N =612
0

2

4

6

8

Information Relevancy
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Information: Believable

Frequency
Valid

2
3

Percent

11
52
137
201
188
23
612

4

5
6
7
Total

Cumulative
Percent

Valid Percent

1.8
8.5
22.4
32.8
30.7
3.8
100.0

1.8
8.5
22.4
32.8
30.7
3.8
100.0

1.8
10.3
32.7
65.5
96.2
100.0

Histogram

Frequency
Mean= 4.93
Std. Dev. 1.087
N = 612

=

2

3

4

5

6

7

8

Information Believability
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Information: Helpfulness to Understand

Frequency
Valid

1
2
3
4
5
6
7
Total

3
25
72
122
189
178
23
612

Percent

Valid Percent

.5
4.1
11.8
19.9
30.9
29.1

Cumulative
Percent

.5
4.6
16.3
36.3
67.2
96.2
100.0

.5
4.1
11.8
19.9
30.9
29.1
3.8
100.0

3.8
100.0

Histogram

200

Frequency
Mean =4.79
Std. Dev. = 1.231
N = 612
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4

6

8
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Information: Format Appropriateness

Frequency
Valid

1
2
3
4
5
6
7
Total

5
63
63
107
166
175
33
612

Percent

Valid Percent

.8
1ci.3
10.3
17.5
27.1
28.6
5.4
100.0

Cumulative
Percent

.8
10.3
10.3
17.5
27.1
28.6
5.4
100.0

.8
11.1
21.4
38.9
66.0
94.6
100.0

Histogram

200

Frequency
Mean= 4.67
Std. Dev. =1.429
N =612

0

2

4

6

8
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Riskiness: Access Security

Frequency
Valid

1
2
3
4
5
6
7
Total

2
28
68
143
229
124
18
612

Percent

Valid Percent

.3
4.6
11.1
23.4
37.4
20.3
2.9
100.0

Cumulative
Percent

.3
4.9
16.0
39.4
76.8
97.1
100.0

.3
4.6
11.1
23.4
37.4
20.3
2.9
100.0

Histogram

Frequency
Mean =4.66
= 1.16

Std. Dev.
N 612

=

0

2

4

6

8

Acess Security
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Riskiness: Communication Security

Frequency
Valid

1
2
3
4
5
6
7
Total

4
27
86
127
229
118
21
612

Percent

Valid Percent

.7
4.4
14.1
20.8
37.4
19.3
3.4
100.0

Cumulative
Percent

.7
4.4
14.1
20.8
37.4
19.3
3.4
100.0

.7
5.1
19.1
39.9
77.3
96.6
100.0

Histogram

Frequency
Mean= 4.61
Std. Dev. = 1.206
N 612

=

0

2

4

6

8

Communicating Security
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Riskiness: Transaction Security

Frequency
Valid

1
2
3
4
5
6
7
Total

9
34
92
164
165
137
11
612

Percent

Valid Percent

1.5
5.6
15.0
26.8
27.0
22.4
1.8
100.0

Cumulative
Percent

1.5
7.0
22.1
48.9
75.8
98.2
100.0

1.5
5.6
15.0
26.8
27.0
22.4
1.8
100.0

Histogram

Frequency
Mean= 4.47
Std. Dev. = 1.272
N = 612
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4

6

8

Transaction Security
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Riskiness: Service Delivery Security

Frequency
Valid

1
2
3
4
5
6
7
Total

1
16
53
181
165
182
14
612

Percent

Valid Percent

.2
2.6
8.7
29.6
27.0
29.7
2.3
100.0

Cumulative
Percent

.2
2.6
8.7
29.6
27.0
29.7
2.3
100.0

.2
2.8
11.4
41.0
68.0
97.7
100.0

Histogram

Frequency
Mean= 4.79
Std. Dev. 1.118
N = 612

=

0

2

4

6

8

Service Delivery
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Riskiness: Information Usage Security

Frequency
Valid

1
2
3
4
5
6
7
Total

2
17
54
163
212
147
17
612

Percent

Valid Percent

.3
2.8
8.8
26.6
34.6
24.0
2.8
100.0

Cumulative
Percent

.3
3.1
11.9
38.6
73.2
97.2
100.0

.3
2.8
8.8
26.6
34.6
24.0
2.8
100.0

Histogram

Frequency
Mean= 4.76
Std. Dev. = 1.103
N 612

=

0

2

4

6

8

Information Usage
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Riskiness: Adequacy of Privacy Measures

Frequency
Valid

1
2
3
4
5
6
7
Total

3
30
94
137
192
139
17
612

Percent

Valid Percent

.5
4.9
15.4
22.4
31.4
22.7
2.8
100.0

Cumulative
Percent

.5
4.9
15.4
22.4
31.4
22.7
2.8
100.0

.5
5.4
20.8
43.1
74.5
97.2
100.0

Histogram

Frequency
Mean =4.58
Std. Dev. = 1.235
N 612

=

0

2

4

6

8

Information Privacy
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General: Overall View of the Site

Frequency
Valid

1
2
3
4
5
6
7
Total

1
27
80
114
176
193
21
612

Percent

Valid Percent

.2
4.4
13.1
18.6
28.8
31.5
3.4
100.0

Cumulative
Percent

.2
4.6
17.6
36.3
65.0
96.6
100.0

.2
4.4
13.1
18.6
28.8
31.5
3.4
100.0

Histogram

Frequency
Mean= 4.8
Std. Dev. 1 .244
N 612

=
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APPENDEX 3: SKEWNESS OF VARIABLES

A3.1

PRICE\V ATERHOUSECOOPERS

A3.2

ERNST & YOUNG

A3.3

KPMG

A3.4 DELOIITE
A3.5

INVESTOR GROUP

A3.6

PKF AUSTRALIA
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PricewaterhouseCoopers: Skewness of variables

Mean

Skewness

Usability
Learning

Learning to operate the site is easy

Locating services
ease of use

Locating the service was clear and
understandable
The site was easy to use

Design
appropriateness
Competency

The design is appropriate to professional
service site
The site conveys a sense of competency

Attractive appearance

The display pages within the site have an
attractive appearance

lnteractivity
sense of
personalisation
Seeking services

Search facilities

The site created a sense of personalisation
to meet my needs
I am encouraged by the web appearance to
seek services from this firm
The site has a good reputation e.g.
testimonials, goals, owners
The site has adequate Search facilities

ease of
communication
site were strenuous
efforts

The site makes it easy to communicate with
the firm e.g. e-mail address, telephone
My efforts in interacting with the site were
strenuous

Reputation

Information
Level of detail

Believable

The site provides information at the right
level of detail
The information on the site was accurate e.g.
evidence of source, update
The information was relevant to the task e.g.
to my search
The information was believable

Helpful in
understanding
Format
appropriateness

The information was helpful in understanding
the site.
The information format was appropriate for
the task e.g. layout, headings

Riskiness
Access security

My access to the site feels secure

accuracy
Relevancy

Communication
Security
Transactions security
Service delivery
security
Information usage
security
Privacy measures

General
overall view

I feel communicating with the firm is secure
and promising
I feels secure to complete transactions, if
wanted
I feel the firm will deliver the service as
promised
I feel the firm will use the information as
intended
I feel the information privacy measures are
adequate

What is your overall view of the site

5.17

-.929

5.29

-.357

5.13

.162

5.32

-.014

5.22

-.399

4.94

-.539

4.51

-.264

4.64

-.172

4.48

-.417

5.27

-.757

5.51

-.769

5.09

-.400

5.01

-.203

4.93

.021

5.31

-.115

5.30

-.438

5.16

-.489

5.03

-.797

4.76

-.785

5.01

-.253

4.68

-.001

5.04

.084

4.94

-.192

4.85

.066

5.09

-.291
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E&Y: Skewness of Variables
Mean

Skewness

Usability
Learning

Learning to operate the site is easy

Locating services
ease of use

Locating the service was clear and
understandable
The site was easy to use

Design
appropriateness
Competency

The design is appropriate to professional
service site
The site conveys a sense of competency

Attractive appearance

The display pages within the site have an
attractive appearance

lnteractivity
sense of
personalisation
Seeking services

Search facilities

The site created a sense of personalisation
to meet my needs
I am encouraged by the web appearance to
seek services from this firm
The site has a good reputation e.g.
testimonials, goals, owners
The site has adequate Search facilities

ease of
communication
site were strenuous
efforts

The site makes it easy to communicate with
the firm e.g. e-mail address, telephone
My efforts in interacting with the site were
strenuous

Reputation

Information
Level of detail

Believable

The site provides information at the right
level of detail
The information on the site was accurate e.g.
evidence of source, update
The information was relevant to the task e.g.
to my search
The information was believable

Helpful in
understanding
Format
appropriateness

The information was helpful in understanding
the site.
The information format was appropriate for
the task e.g. layout, headings

Riskiness
Access security

My access to the site feels secure

accuracy
Relevancy

Communication
Security
Transactions security
Service delivery
security
. Information usage
security
Privacy measures

General
overall view

I feel communicating with the firm is secure
and promising
I feels secure to complete transactions, if
wanted
I feel the firm will deliver the service as
promised
I feel the firm will use the information as
intended
I feel the information privacy measures are
adequate

What is your overall view of the site

5.20

-1.061

4.86

-.516

4.95

-.650

4.82

-.542

5.10

-.215

4.84

-.484

4.35

-.151

4.66

-.446

4.34

.004

5.34

-1.503

4.51

-.306

4.60

.004

4.66

-.392

4.82

-.292

4.58

.083

5.13

-.636

4.79

-.652

4.75

-.626

5.11

-.619

4.62

-.464

4.68

-.474

4.99

.020

5.00

-.392

4.69

-.156

4.81

-.621
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KPMG: skewness of Variables
Mean

Skewness

Usability
Learning

Learning to operate the site is easy

Locating services
ease of use

Locating the service was clear and
understandable
The site was easy to use

Design
appropriateness
Competency

The design is appropriate to professional
service site
The site conveys a sense of competency

Attractive appearance

The display pages within the site have an
attractive appearance

lnteractivity
sense of
personalisation
Seeking services

Search facilities

The site created a sense of personalisation
to meet my needs
I am encouraged by the web appearance to
seek services from this firm
The site has a good reputation e.g.
testimonials, goals, owners
The site has adequate Search facilities

ease of
communication
site were strenuous
efforts

The site makes it easy to communicate with
the firm e.g. e-mail address, telephone
My efforts in interacting with the site were
strenuous

Reputation

Information
Level of detail

Believable

The site provides information at the right
level of detail
The information on the site was accurate e.g.
evidence of source, update
The information was relevant to the task e.g.
to my search
The information was believable

Helpful in
understanding
Format
appropriateness

The information was helpful in understanding
the site.
The information format was appropriate for
the task e.g. layout, headings

Riskiness
Access security

My access to the site feels secure

accuracy
Relevancy

Communication
Security
Transactions security
Service delivery
security
Information usage
security
Privacy measures

General
overall view

I feel communicating with the firm is secure
and promising
I feels secure to complete transactions, if
wanted
I feel the firm will deliver the service as
promised
I feel the firm will use the information as
intended
I feel the information privacy measures are
adequate

What is your overall view of the site

5.60

-.655

5.82

-.114

5.63

-.791

5.58

-.442

5.57

-.336

5.37

-.685

4.77

-.592

5.08

-.552

4.50

-.549

5.17

-1.156

5.43

-.626

5.20

-.371

5.51

-.316

5.26

-.354

5.36

-.959

5.29

-.071

5.30

-.086

5.34

-.627

4.88

-.335

4.90

-.403

4.92

-.889

5.25

-.595

5.17

-.124

4.92

-.701

5.40

-.368
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Deloitte: Skewness of variables
Mean

Skewness

Usability
Learning

Learning to operate the site is easy

Locating services
ease of use

Locating the service was clear and
understandable
The site was easy to use

Design
appropriateness
Competency

The design is appropriate to professional
service site
The site conveys a sense of competency

Attractive appearance

The display pages within the site have an
attractive appearance

lnteractivity
sense of
personalisation
Seeking services

Search facilities

The site created a sense of personalisation
to meet my needs
I am encouraged by the web appearance to
seek services from this firm
The site has a good reputation e.g.
testimonials, goals, owners
The site has adequate Search facilities

ease of
communication
site were strenuous
efforts

The site makes it easy to communicate with
the firm e.g. e-mail address, telephone
My efforts in interacting with the site were
strenuous

Reputation

Information
Level of detail

Believable

The site provides information at the right
level of detail
The information on the site was accurate e.g.
evidence of source, update
The information was relevant to the task e.g.
to my search
The information was believable

Helpful in
understanding
Format
appropriateness

The information was helpful in understanding
the site.
The information format was appropriate for
the task e.g. layout, headings

Riskiness
Access security

My access to the site feels secure

accuracy
Relevancy

Communication
Security
Transactions security
Service delivery
security
Information usage
security
Privacy measures

General
overall view

I feel communicating with the firm is secure
and promising
I feels secure to complete transactions, if
wanted
I feel the firm will deliver the service as
promised
I feel the firm will use the information as
intended
I feel the information privacy measures are
adequate

What is your overall view of the site

5.44

-.143

5.49

.031

5.56

-.328

5.27

-.371

5.25

.048

5.11

-.629

5.07

-.241

5.12

-.675

4.68

-.644

5.25

-.535

5.52

-.645

4.83

-.803

5.43

-.897

5.45

-.496

5.28

-.418

5.42

-.6E)5

5.38

-1.152

5.11

-.970

4.88

-.552

5.09

-.524

4.83

-.861

5.15

-.521

5.20

-.609

5.02

-1.288

5.40

-.727
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Investor Group: Skewness of Variables
Mean

Skewness

Usability
Learning

Learning to operate the site is easy

Locating services
ease of use

Locating the service was clear and
understandable
The site was easy to use

Design
appropriateness
Competency

The design is appropriate to professional
service site
The site conveys a sense of competency

Attractive appearance

The display pages within the site have an
attractive appearance

lnteractivity
sense of
personalisation
Seeking. services

Search facilities

The site created a sense of personalisation
to meet my needs
I am encouraged by the web appearance to
seek services from this firm
The site has a good reputation e.g.
testimonials, goals, owners
The site has adequate Search facilities

ease of
communication
site were strenuous
efforts

The site makes it easy to communicate with
the firm e.g. e-mail address, telephone
My efforts in interacting with the site were
strenuous

Reputation

Information
Level of detail

Believable

The site provides information at the right
level of detail
The information on the site was accurate e.g.
evidence of source, update
The information was relevant to the task e.g.
to my search
The information was believable

Helpful in
understanding
Format
appropriateness

The information was helpful in understanding
the site.
The information format was appropriate for
the task e.g. layout, headings

accuracy
Relevancy

Riskiness
Access security
Communication
Security
Transactions security
Service delivery
security
Information usage
security
Privacy measures

General
overall view

My access to the site feels secure
I feel communicating with the firm is secure
and promising
I feels secure to complete transactions, if
wanted
I feel the firm will deliver the service as
promised
I feel the firm will use the information as
intended
I feel the information privacy measures are
adequate
I
What is your overall view of the site

3.89

.411

3.29

.505

3.53

.432

3.43

.959

3.51

.365

3.45

.798

3.42

.418

3.40

.451

3.02

.418

3.81

-.163

3.90

-.132

3.10

.654

3.80

.257

3.79

.420

3.68

.631

3.78

.163

3.69

.155

3.33

.521

3.75

-.167

3.55

.082

3.32

.461

3.62

-.077

3.68

-.176

3.49

.290

3.50

.680
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PKF Australia: Skewness of Variables
Mean

Skewness

Usability
Learning

Learning to operate the site is easy

Locating services
ease of use

Locating the service was clear and
understandable
The site was easy to use

Design
appropriateness
competency

The design is appropriate to professional
service site
The site conveys a sense of competency

Attractive appearance

The display pages within the site have an
attractive appearance

lnteractivity
sense of
personalisation
Seeking services

Search facilities

The site created a sense of personalisation
to meet my needs
I am encouraged by the web appearance to
seek services from this firm
The site has a good reputation e.g.
testimonials, goals, owners
The site has adequate Search facilities

ease of
communication
site were strenuous
efforts

The site makes it easy to communicate with
the firm e.g. e-mail address, telephone
My efforts in interacting with the site were
strenuous

Reputation

Information
Level of detail

Believable

The site provides information at the right
level of detail
The information on the site was accurate e.g.
evidence of source, update
The information was relevant to the task e.g.
to my search
The information was believable

Helpful in
understanding
Format
appropriateness

The information was helpful in understanding
the site.
The information format was appropriate for
the task e.g. layout, headings

Riskiness
Access security

My access to the site feels secure

accuracy
Relevancy

Communication
Security
Transactions security
Service delivery
security
Information usage
security
Privacy measures

General
overall view

I feel communicating with the firm is secure
and promising
I feels secure to complete transactions, if
wanted
I feel the firm will deliver the service as
promised
I feel the firm will use the information as
intended
I feel the information privacy measures are
adequate

What is your overall view of the site

4.69

-.783

4.66

-.712

4.61

-1.032

4.82

-.813

4.69

-.716

4.52

-.586

4.05

-.013

4.39

-.518

3.72

-.062

3.94

-.344

4.85

-.805

4.21

-.027

4.25

-.120

4.26

-.126

4.44

-.584

4.68

.027

4.41

-.435

4.47

-.481

4.55

-.532

4.52

-.579

4.36

-.494

4.69

-.263

4.56

-.275

4.54

-.076

4.58

-.574
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