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ABSTRACT

Public Accounting (PA) firms play an important role in both the local and the
internation] business cnvironment, Their accounting and business services functions
cut across orgaﬁ'isa_tions. scclors and industries, Like other professional service firms,
PA firms are 'bccoming concemed aboul the World Wide Web' (web) sinee the
services lhcy aoffer can be delivered via the web more efficieniy (c.i. at a lower cost)

and cff‘ccliv;:_ly_{ZM’?). Thus there is a need to assess the quality of their web sile,

This study developed an instrument for measuring PA web site guality based on an
cxiensive literature review  which  identified the proviously widely used
“WebQuak. ™" questionnaire but extended it to four quality dimensions (usability,
information quality, interactivity and riskiness), supporied by 24 research variables.

Design SC]EnCL, as coneeptualised by Hevner et al, (2004), provided the puiding
theary for the research. Hevner ot al, {2004) proposed a framework consisting of
seven puidelines to puide Information Systems (I8) researchers antl proctitioners on
how to eenduct, evaluate and present dcsign stience research. Two of the guidelines,

namely design artefact and desipn evaluation, were followed in this sludy.

The sludy \.\'as' excculed in 2 controlled laboratory selting in which posi-graduate
university students, polential clienis of PA  firms, used the WebQual/PA
questionnaire 1o evaluate the web sites of six leading professional accounting fimms.
One hundred-and-two students participated in the study, The data collected was
analysed using quantitative analysis 1¢Ehniqucs 10 assess the reliability and validity
of the instrument and quality of the PA web siles, Modcruting factors were
investigated in relation 10 their effeet on the constructs and varisbles determining PA

web sile quality,

A number of conclusions can be draswn from the cutcome of the study. They cover
practical as well as theoretical aspects, First, the study provides PA practitioncrs with
validoted, reliable web site quality dimensions. With (he emergence of online

professional services, PA firms will incfeasingly seek to evaluale the quality of their

! WebQual™s trademark is noted on the abstract and the ™ has keen omitted the other paris of he
sludy
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web siles, Second, this study adds to our understanding of WebQual, an instrument
that has been widely used in 1§ research; WebQual/PA has its origins in WebQual
version 4 but was refined to meet the needs of the PA sector. Third, the results of a
relative assessment of quality provide valuable fecdback to professional practices.
The study shows thal *usability’ was ranked highest by studj_parlicipants of all the
lirms dud'iridi_ca_tcs that this dimension is the most devcloped dimension within the
PA sector. It is followed by _;infonnation qualiy™. ‘[nlcrn'cti\»;ity' and ‘riskiness® are

areas requiring atlention as 1I'1cy seem to Ia;g behind the others. -

The sludy enabled recommendations 1o be made to improve the duu]‘lly of web sites
of the scctor as well as the individual firms that were wvalvated. In this way, the
research adopted the philosophy of pragmatism in which knowledge is strongly
linked (o action. In the study, the knowledge gained is translated into aclion via
recommendations made (o each of the firms, Furthermore, sinee aclion permeates on
knowledge, there have to be linkages *to an aclable world™ (Goldkhul, 2004, p, 18).
A simple iest for this is to be able 10 trace “concrete consequences” (p. 19). This will

oceur when PA firms take up the recommendations made in this study,

vii
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CHAPTER ONE
INTRODUCTION

11 Baéi{grounﬂ

Publie Accounting (PA} firms play an imp:ﬁ'rtanl rele in both local and global
business ol.:cratioris‘ Their hccounting services functions cut aémsé organisations,
sectors and indusiries. These are functions which cannot be avoiciud, especially with
the legal requirement of disclosing business operations to stakeholders. However, PA
firms nowadays act as business advisers to lheir clients, offering many types of
business services. Like most service firms, PA (irms are becoming concemed about
the World Wide Web{web) since the services they ofler can be delivered via the web
mere cfficiently (e.p. ol a Iower ¢ost). and effectively (24/7). Thus they have become

part ol what is reforred to as e-commerce,

E-commeree refers to lransacting electronically; that is Buying_nnd selling products,
services, and information via clectronic networks. Electronic business dates back as
carly as the 1970°s in areas such as'cleclroni.(: fund transfer (EFT) and ﬁulﬁmated
teller machines (ATM) (Roth, 1997), expanding further to clectronic datn
interchange '(EDI) {Stal]ing, 1990). The presence of lhe. hypertext intcrfac.cs and the
commerciatisation of the internet have created an enabling enviroament for c-
commerce to reach new ]cvelé (Beniers-lec, 1999}, Dﬁc 10 the éhsc, cificiency and
cost effecliveness of internst. business, a wide ronge of products and services are
currently delivered to millions of users through the Web. Suppliers have benefiled
from e-commerce in 8 number of ways, These include: the opportunity to markel
their services globally at Iuv\;f cost, quick and convenient storage, refrieval, update
and creation of semces (Alam, Khatibi, Ismail, & Ahmad, 2005; Downing, 2006;
Ratnasingam, 2002}

As the web becomes increasinply interactive and widely uscd, service organjsations
are particularly concemed with ils capabilities because it offers them a unique
opportunity to attract and retain customers locally and globally, In order to provide



consistent quality 1o clients through the web, organisations are paying atiention to the
clients’ sequiremems and factors that affect their perceptions of quality and (he
satisfaclion ol services delivered vin the web, Conscquently: service firms have to be
aware of clients’ requirements and factors cohlributing to their satisfaction (Adam &
Deans, 1999 Evans & King, 1999; Gouraris & Dlmllrmdls, 2003 Lindroos, 1597,
Noh & Daws, 2002). They include

i} Alternative service delivery con be sought casily and web clienis have

become saphisticated in their knowledge base,

if) The web becomes the first contact for & potential client; henee it is a
seurce of company information and an input {o decision making
processes, As observed by Zhang & Dran (2002} “the web site functions
as a ‘window" through which users have their initial interaction with the

orgenisation™, {p11)

iit)  There is a wide range of services and clients are increasingly becoming

impatient with sites that are difficult 1o use and understand.

ivi  Web use is an the” increase as supplr.-mcnlary information for firms 1o

bulId their i lmage and obtain marketing data.

Bames and Vidgen (2004b) asserl thut e-commerce has become increasingly
compelitive especially tn regard to Business 1o Consumer (B2C) markets and “usess
expecl lo find the information they want, find it quickly and do so with little effort”
(Nah & Davis, 2002 pg8) This suggests that e-commerce fequires consideration of
factors which are beyond the mere creation_of a presence in the e-marketplace.
Therefore, for organisations to have a successful online prcscnce, they need o
strengthen client relationships and encourage continucus assessment of web site
quality in order to positively dilferentiate thcni_sé]vcs from their competitors (Chang,
Kannan, & Whinston, 1998; Duita & Segev, 2001; Zhﬁng & Dran, 2002). This
presents a major challenge for the supplie_fs of scrviccs..Thc providers need o
understand their customers' requirements and develop a web presence to satisly these

requitements.



=&

What is required includes (he presence of an effective web site and an awareness of
the web site quality m the firm level as well os industry level in a global
environmenl, As noled by Liang and Lai {2002) web site guality has a positive
correlation with the likelihoed of customers visiting and transacting at web sites, It is
therelore impartant 1o assess sile elfectiveness in relation to customer interaction and
satisfuction. This implics tl.ml organisations should have a ‘yard-sli¢k‘ to assess the
quality of their c-commerce offering, both al the firm and industry level. To be
suecessful in the e-market place PA firms need a way ol assessing the quality ol their
“web site  achieve incri:ﬁsing web  sile  visilors, revenue and  improving

competitiveness,

A domain specific approach is necessary beeause PA firms are differant from ather
service organisations with a web presence. PA firms are all-round business advisors,
serving a wide range of customers (clients) by ollering @ variety of services. Some ol
the scrvives offered by the PA lfirms include markel inclligence, consulting,
counselling, relationship newworks, education and training in such urens as taxation,
auditing, finance, business, systems asalysis, design aml implementation and

accounting (Evans & Volery, 2000),
1.2 Significance of the Study

Despile existing studies reporied in lilerature on assessing web sile quality {Barnes &
Vidgen, 2001a; 2001b; Eschcnfcidcr, Beachboard, McClure, & Wymﬁrl. 1997;
Gounaris & Dimitrindis, 2003) it is still pcninénl that a study be condueted 1o
determine the key dimensions of PA web site qﬁality for reasons oullined eaclier,
There is a need 1o determine if existing WebQual instruments can sufficiently assess
the quality of PA firms® web sites or if a new or modified instrument may need Lo be
developed. 1t is also necessary to test the instrument within this sector. This study

focuses on these activilies,

The reason for sclecting the PA sector is three 'I'clds: first, WebQual is a scctor
specific instrument as it has been applied across a number of sectars as discussed
later, Sccond, WebQual has not been applied to the PA séctor, an important

professional service sector, Third, the researcher is an accountant with a particular



interest in what is happening in the accounting profession, The findings of this study

will therefore add Lo existing research and contribute to PA firms by:
s Determining the web site quality dimcnsibns applicable to PA scelor,
*  Conducting research into the current levels of web site quality,

v Potentially assisting professional firms to improve their web business
offerings and cnhance management ability to exploit the potential of the

[ntarnet.

Io addition, the study extends the existing WebQual instroment and provides a base
for further research where the instrument can be applied o other pro[‘essiunhl service
sectors andfor the same sector over a period of time '

1.3 The Purpose of the Study

The field of prolessional accounting has incrcased in importance because of what
seems Lo be ever inercasing complexily ol tax laws and accounting regulations, the
growth and sophistication of corporale activities and the presence of online servicing
of clicnts. As a result, coniemporary 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, cducation, and training
{Evans & Vaolery, 2000). In the clectronic environment, clients seck (o find a quick,
reliable and elficient melﬁud of sourcing for these ‘additional’ serviees, Al the same
time, PA firms are consiantly on their ‘toes’ in order Lo maintain a compelitive
advantage; that is 10 expand the services they provide and to maintain and increase
their market share (DE?'wning. 2006}, E-commerce via the web provides an
opportunity for both PA firms and the clients to fill the *sourcing pap’.

The growth of c-commerce has meant that PA firms with web sites face challenges
such as getiing people to visit initially {unique visitors), making them sta.}r at the site
(stickiness) and encouragi'ng repeat visits (loyally) (Dholakia, Zhao, Dholakia, &
- Fortin, 2004). A ‘quality’ web site will save valuable customerfclient inmie and
facilitale revisits with a possibility of initiating or concluding a lransaclioﬁ. Exisling
instruments have succcssfﬁlly been applied to various sectors and organfsatiuns such
as the auction, bookshop and airline industey (Batnes & Vidgen, 2001b; 2001c¢;



Shchiglik & Bames, 2003). An important characleristic of thesc studies is that they
have been devcloped from the customer’s viewpoint and/or used in B2C
environmenis. Some ol the siudies .f'ocus on speéiﬁp aspects of the web sile
(Gounaris & Dimitriadis, 2003} while ather studies focus on specific scctors (Bames
& Vidgen, 2001b; 2001c; Shehiglik & Bames, 2003) whose results caanot be
generaliscd to the PA sector, but useful in informing other sectors.

As an extension- of cxisting domain specific instruments, this study aims at
developing an instrument for the PA sector. Considering the range of service offercd
by PA liems and the possibility of offering thesc services online, it is necessary and
valuable 1o develop and test 2 web site quality evaluation instrument whose outcome

is useful 1o *owners® of these web sites,

The specific aims of this study arc therelore to:

i} Determine web site qualily dimensions for PA firms and develop a domain
speeific insirumcnt based on refinement of the exisling WebQual insttument

iiy Apply the instrument by PA c]lcnls (using students as surragates of clients)

apainst PA web sites

iy Provide recommendstion for the sector and individual firms rcsardlng the

web site quallty usmg the rcsu]ls of evaluation,

The preblem lu be addressed by this s'ludy is mainly (hat web site quality dimensions
for the PA sector are largely lacking. Further-more there is lack of an apprepriate
modcl that supports the research appreach that can be used o evaluate PA web sites,

The expecied oulcomes namely a Web site qualily evaluation instrument and the
pereejved webi site quality of PA firms contributes both to theory and praciice in this

ared,
1.4 Organisation of the Thesis -

Chaplcr ane sets the scene for the study. The reader is oriented to the significance,
purpose, and organisation of (he thesis. The chapter further prnﬁid_es some
background 1o put the study in context. This research deals with the quality



evaluation of PA web sites, where the web site quality dimensions arc determined,
developed and applied for PA firms. The quality evaluation of the web sie is carried

out from the perception of the cliont,

Chapler 1wo comprlsc'i the literature review of web snlc quality and prowdcs a brief
ctplunauon of web site quatity dimensions -.md cvaluation beforc discussing Lhe

evolulion of the WebQual instrument. As this :.ludy deals with the services offered
by PA firms via the web, the nature of online accountlr)b services is revealed. Based
on design science premises, the chapter explains (he' theoretical framework which
shows how the scvcﬁ rescarch guidelines proposed by Hwncl;, March, & Park (2004)
are applied in this study. The final scction examines the four dimensions of the web

site quality evaluation instrument used in the study,

The research methodelogy applied (o the study is outlined in Chapter three. Various
philosophical perspectives of tesearch are discussed as well as the rescarch approach
used in this study. _Aﬂcr cxpluining the rationale for using the experimentation
methad, the rescarch design ol the study is described. This includes the lnboratory
experiment design, sample design (web siles and surrogaie clients) and conduet of
Lhe study.

Chapler four deals with the ﬂévelop_mcnl of the instrumenL, where four dimensions of
web site quality are determined using various variables. The instrument development
process is deseribed in detail and includes refining web site quality constructs, the
development of variables for cach construct, questionnaire design, testing and

refining the questionnaire,

Chapter five outlines the analysis of the laboratory experimentation data, The chapter
starts with 1hé demographic data of (he participants, followed by a detailed
determination of validity and rcliability. Assessment of web site qtlaiily is conducted
Tor dimensions and variables established for 1he.public accounting sector as well as
[or the individual firms,

Chapler six provides a discussion ol the experiment findings. This chapter discusses
the PA web site quality evaluation instrument, assessment of the perceived quality of
web sile of the PA scetor and the six PA firms. Outcomes of this study are discussed

and integraled with supporting literature and put into perspective to support the



recommendations for the public accounting sector as well as the PA firms. The
recommendations are aimed at improving the online service offerings by the PA
firms. '

The last chapter offers conclusion on the findings and presents the revised theorelical
framework of the swudy. The significance and limitation of the study and
opportunitics for future research are also covered. '



CHAPTER TWO
LITERATURE REVIEW

2.1 Introduction

This chapier discusses the existing literalure on web site quality evaluation models,
marketing of scrvi'ces, online business services and accounting pro[‘cssion:al services.
Tt examines cxisfing web sile qua]ity'_mcnsures. instruments and practices in order 10
identily these that ﬁmy be applicable to the evaluation of the quality of web siles
belonging to PA firms. The literalure review shows that varicly of web site quality
dimensions are used to cvaluate web site quality by various evaluators in diverse
seelors. In addition, the development of a web site quality evaluation instrument for
PA firms is carried out hsing design science as 2 lens. -

2.2 Weh Site Quality

Although some efforts have been made to define quality in the context of the
. nternet, Aladwani & Palvia (2002} noted that w.cb quality concept remains
underdeveloped and/or undelined. Thie existing Ililerature on web site quality can be
classified inlo three categorics (Aladwani & Palvia, 2002; Shchiglik & Bames,
2003).

1. Literature discussing focused instruments. These are instruments which
capture part of the web site quality such as usability. These instruments can

be uselul when a specific area of quality is the main foeus or interest.

2, There are siudies that probose untested instruments. These proposed
instruments lack rigor in measuring web site quality for example Bell & Tang
(1998) put forward a quality instrument that dees not disclose any form of
methodalogy or validity testing. However, these are useful when a general

view of web site quality is sought.



3. Some literature outlines the normative puidelines. These are guidelines that
provide direction to web sile designers, for example W3c (www.w3e.org), and

they can be applied at the design level of the web sile.

Web site quahly has been def' ned in terms of the vanous dimensions and onI),r few
studles have clearly defined web site quality. For |nstancc. Aladwani and Pa]wa
{2002) defined percewcd web quality “as user’s evaluauun of a wcb site’s fealures
meeling users’ needs and rcﬂccung overnII cxcellcnce of the wcb siles™ {p470).
Recent stud1es.lmvc_ demonstraled & more: rigorous “approach 1o web site quality
evaluation and resulted in a variety of _\"_vcb site quality dimensions. These are

discussed below,

22,1  Web Site Quality Dimensions

There appears (o be lack of literalure on the quality of web site (Gounaris &
Dimitriadis, 2003) .panicularly ity sectors f_equiring domain specific instruments like
the public accounting sector. Further-more studies have been undertaken which focus
on specifie aspeets of web sites. As noted by Aladwani & Palvia (2002) “Current
research on web quality scems 1o pay less attention to construct idcntiﬁcalion. and
measurement efforts. Only limited academic rescarch exists, but it is fragmented and
usunlly only discusses the meaning of some aspects of web -quality” (pd67).
Examples of these studies include a pilol siudy conduéted by Evans and King (1999)
which used five dimensions of quality, nam'ély liome page design, overall site design
and performance, text contenl, audio-visual clements, end interaction 3 and
involvement as théy apply 1o business-lo-busincss-Sitcs. A similar study examined
five dimensions of quality namely interactivity, navigﬁtiun, functionality, usability,
efficiency and reliability (Baver & Scharl, 2000). A different approach was used by
Chen & Wells (1999), which measured consumers’ attitudes -towards online
advertising by students and idenlified three main dimensions of quality namely
enlcﬂéinmeni, infoﬁnati\{cncss_and ﬁrganisation. Anocther model comprising four
quality drivers namely convcnie.ncc, merchandising, site désign and financial security
has been sugpesied to measure c-satisfaction in relation to e-shops (Szymanski &
Hise, 2000).



More recently, based on the Technology Acceptance Model {TAM), lhe performance
and qualily dimensions of web sites included information quality, system quality, use
quality, playfuluess, response time, system nvailability, perceived usefulness and
case of use (Lin & Lu, 2000, Muun & Klrn, 2001). While using web site portals,
quality dimensions were identified as’ customer care. and risk reduction bcnel‘ s,
. information benefits and ‘interaction facilitation bencfits (Gounans_& Dlrmlnadls,
2003). Research on web site qﬁa]ity evaluaﬁcn shbuld focus on shcciﬁc dimensions
of wcb site qunllty which will be reﬂected by the benefits soughl by the users
(Gounans & Dnmlrladls 2003} and the purpose of the site (Evans & King, 1999).

Service dimcnsions were ofien estublishcd through' the Servqual model first
developed by Parasuraman, Zeithaml and -Berry (1985.)‘ Their research showed that
consumers evaluate perceived quality of‘.scrvices using len dimensions. These
dimensions were later reduced to five namely tangibility, reliability, responsiveness,
assurance and empathy (Parzsuraman, Zcithaml, & Berry, 1988). Researchers have
argued that Servqual has limitations but ﬁespitc the criticisms Servqual has been
uselul in the evaluation of service quality of the 1S funetion but not the web.

The WebQual model adapted the Servqual model and applied it in different domains
resulting in four vessians, This involved quality workshops and application in sectors
dealing with homogenous products or services. Different vcréiéus of WebQual
indicate different qual'ity dimensions {Barnes & Vidgen, 2002). . For example, the
fourth \.rcrsion (WebQual 4.0) consists of three dimensions o:f;_quality namely
usability, information and interaction. Another approz::ch to WebQual yielded 12
dimensions of web sile quality measﬁrc, namely nformational ﬁ_t_-to-lask, tailorzd
commuhicalion, trust, response time, desipn, ease ‘of underslénding, inuitive
operations, visual appeal, innovativeness, consistent im__aée, online completeness, and
relative advantage {Loiacono, Walsnn, & CODdhche, 20.04]. Song & Zinkhan {2004},
with the aim of understanding what contributes to a salisfied or dissatisfied online
customet, used a model with seven quality dimehéions. ‘namely interactivily,
usability, rchablllly, content quality, entertainment, privacy and securily, and

merchant brand § image.

The fu]luwmg can be conc]udcd from the foregumg First, the ]ltcraturc rewew

confirms the lack of ‘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 t'ﬁan ta web users (Liu & Amett, 2000), Third, while some
instruments or web sile quality. dimensions are ;ompre_hcnsi\_}re they are domain

specific and may require rcﬁﬁemé'm for application in other sectors,

2,22 Web Site Quality Evaluation Approaches

There has been various approach of evalualing web site quality (Cunliffe, 2000), The
World Best Web site awards (www.worldbestwebsite.com ) provides a list of erileria
that are used by selected judpes to ic]e_nlify exemplary \w;eb siles. Howevcr; it has
been argued that such rﬁting systems do not have clarity in criterin used and
associnled ranking methodology and they do not represent & customer’s perspeelives
(Shehiglik & Bames, 2003), In this study, web site quality is evaluated from a
clienCs perspective. For this reason there are three main approaches to web site
quality evaluation that arc of interest: machine approach, expert ns judge, and
customer judgement {Loiacono et al,, 2004),

Machine or aulomatic approach. In this approach the web site characteristics are
recorded using sofiware, The key qualities are enumerated autumalicaliy 50 that no
user or-human opinion is-sought. W]ﬁlc this mei_hod ]vaidcs a qﬁick way of
evalualing a web sile it is timited because it lacks data on the perceptions of thosc
who visit the {vcb, ameans by which domain specific knowledge is increased (Bauer
& Scharl, 2000}, o

Experl as judge. This approach relies on an expert, who identifies features for
categorising the web sites. Various cases have applicd this method. For example,
criteriz were developed by experis to evaluate Government web sites on the basis of
information c.ontent and enmse-ofuse (Wyman, McCiure, Beachboard, &
Eschenlelder, 1997} and thereafter applicd by other experts (Eschenlelder et al,,
1927; Smith, 2001}

Customer judgement. This-approach takes the point of view of the customer and
cslablishes web quality from the customer’s perspective. However, while this

approach is desirable it is still undergoing énpoing refinement {Loiacono et al.,
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2004), Furthermore, similar studies have used customer perspeclive (Barnes &
Vidgen, 2002; 2001b; Jarvenpaa, Traclinsky, & Vitale, 2000; Klein, 2002). In
addition Shc.higlik-& Barnes, {2003} pointed out that the best judge of the quality is
the customer, This study has utilised the cﬁstomcrjudgemcnt perspective 1o evaluate
PA web sites. - ’

2.2.3 Web Site Quality Evaluation Methods _ _
Various melhods are used to determine the quuli'ty of 2 web site. They include

competitive analysis, scenarjo, inspection, log analysis and enline questionnaire

{Cunliffe, 2000). A brief explanation for cach methad is presented below,

Competitive analysis. 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 fof a particuﬁir category of organisations. As noted by
Nielsen (1993) and supported by Cunliffé (2000) and Shehiglik & Bames (2003, the
analysis should be done by users to get the best resulls, Competitive analysis was
chosen for this study due to _1l_{c relative ease of conducting the analysis in other
words PA web sites are pub]ic]}'accessible;'

Scenarios: This is a method- whlch uses varlous sccnarlos involving tasks 1o be
performed by web site users. Cunliffe (2{}00} noted lhnl it is frcquently unfeasible to

involve actual users and suggests thal

“One alterpative to using real usets js to use ihose people who are
available to simulate the actions of real users. These ‘proxy users’ are
unlikely o 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-graduate students undertaking
business studies, Scenarios were created 1o help the participants evaluate the qﬁalily

of PA web siles.

Inspection methods. This method does not require either the users or surTogate users.
It involves the seiting of predetermined critetia and comparing it with what the site
portrays. 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 is 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 concern as to whether real users
(or surrogate users) responded to the online questionnaire (Day, 1997), large
proportion of respondent may overcome this concern. Due to the limited time factor

of the study, the method was deemed inapplicable.

Figure 2.1: web site evaluation apl:;roaches 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 tarpeted post-graduale students as surrogale clients (customers) of the PA
firms. Each participant was asked to evaluate six web sites as if they were acting as
potential clients.

1.3 WebQuai Evolution

WebQual a welll-;known instrument used for assessing the qﬁa]ity-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:- ' i

WebQual 1.0, The first version of the WebQual instrument (WebQual 1.0) was
developed in 1998 from the results of a quality workshop involving customers. It
concenlrated 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 lilerature on web site
evolution (e.g. Abels, White, & Hahn, 1997). The initial WebQual instrurient was
iteratively refined using pilot questionnaire, afler which it was released 1o the larger
population (Bamés & Vidgen, 2001b). This version utilised 24 questions comprising
measures ofqu'al.i.ty, where respondents rated each business schoal web site using the
24 measures, indicating how importamt each was 1o them. Based on reliability
analysis, quesﬁurfs were clustered into four rﬁajor dimensions, namely ease of use,
expetience, information and communication and intcpration (Bames & Vidgen,
2000),

WebQual 2,0, It was noted that when applying WebQual 1.0, the inleraction
perspective of quality was largely missing (Barnes & Vidgen, 2002). To cater for this
omission and using WebQual 1.0 as & base, WebQual 2.0 concentrated on interaction
quality in assessing web site information quality. The interaction aspect cxtended
WebQual 1o become relevant as s service quality instrument. Based on ServQual
{Parasuraman, 1995) service quality is. evaluated by comparing the maich between a
service level delivery and customer expectations (Iewis._'& Brooms, 1983). Tt is
important to nele that there is 2 service element involved in the delivery of any
produci, whcther:lﬁngih]c ar intangible. This essentially. means, in addilion to cost,



there are other factors contributing 10 competitiveness and hence influencing

customer decision.

The initial development of ServQual (Parasuraman ct al, 1985) identified ten
dimensiohs of quallty, which later were reduced to five (Parasurarnnn et al,, 1988},
The ServQual instrument as¢ :sses the gap between the service that is expected by
consumers and their pereeptions of the service that is actuglly delivéred. Accotding
to Pitt Watson, & Kavan (1995}, ServQual is an appropriate instrument for assessing
the service quality of the IS function hence Barnes and_Vidgen {2001c} used the
basic ServQual mstruments Scrvxce quality [ormed. the foundutlon for the
development of WebQual 2.0 by rcm_ovmg redundant qu_estluns and arcas of overlap
(ServQual and WebQual 1,0). WebQual 2.0 was applicd where students were asked
to evaluate online UK., bookshops (Barnes & Vidgen, 2001¢c),

WebQual 3.0. WebQual 3.0 gives a greater'integratcd view of web siles by
combining the features of WebQual 1.0 and 2.0, While WebQual 1.0 was strong in
information quality, WebGual 2,0 lost some of the features of WebQual 1.0 as the
instrument emphasized interactive quality. WebQual 3.0 combines (heir qualities
inlg three distinct areas: .sile quality, information quality and interaction quality. It
was tested in the domain of online auctions (Bames & Vidgen, 2001b), with

additional context specific questions being added.

WebQual 4,0, WebQual 4.0 bad its roots in WebQual 3. Replacing s;itc quality with
usability, WebQual 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 of human computer interaction (ans, 1989; 1993; Nlelsen,
1993) as applied to the web (Nicisen, 1999; 2000; Spool Scanlon, Schruuder
Snyder, & Deangelo, 1999). The main concern of usability is how a user perceives
and interacts with a web site as reflected by usability questions. Bames & Vidgen,
(2002) identified five factors based on customer pcrceptibns of quality, These arc
usability, desipn, information, trust and empathy, They map with WebQual 4.0s
three dimensions as follows: usability, (usability and dcéign), information quality
(information) and service interaction (trust and empathy), They t'urlther noted that
orpanisations can address the three dimensions through web site design, web content
management and process inlegration respectively. Barnes & Vidgcﬂ {2000}, while
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expounding on web site quality, observed that although customers (users) might
drive quality, there are other perspectives fo be considered, namely supplier
perspectives, conformance to spectfication, general constraints and competitive

pressure. The following diagram presents the evolution of WebQual.

“Usability
“Informeati
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literaction .
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e
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Figure 2.2: WebQual Evolution

While generic properties of WebQual 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 iﬁ 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-commmerce maintains an upward trend with
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US$ 350 million recorded in 2000 and estimated increase of over USS$ [ trillion by
2005 Mosquera (2001), as reported by Shehiglik et al,, (2003).

The accounting profession i is no exeeption in being influcnced by the e-commerce
phenomenen, In a sludy camed out by Fink (2002a) to find out whcther the services
provided by professional accounting firms match the services demanded by clients,
he concluded thal the opportunity exists for smuII professional accnunlmg firms 10
scrvu:c busingss clients onlme Transaciing using the web implies paying altention 1o
web site qualuy As obsewad by Shchzghk & Barnes, (2003) and concluded by Liang
and Lai {2002) “oustomers are more likely to visit and purchase at web sites that
cxhibil highly desirable qudli_ties" (pl). In a.ddition, Drucker (198.5), quoted by
Shehiglik & Bames, (2003) pointed cut that the best judge of lh_é quality is the
customer. This means that crganisations that intend 1o retain andfor increase their
online customers (c-customers) needl ta grasp customers’ perception’ of the web site
quality, witl an aim of i increasing the pr{)bablllt}' 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 orpanisation
can be seen easily {different dimensions), felt and described (.Hill, 1999}, Hewever,
services are intangible i‘.e.' they lack the physical substance, Hence ¢lients cannot
touch or even view a servi'c_c Eefore purchase: At best, clients can consult exisling
cuslomers or make an evaluation based on a previous experiencé. This makes
services difficult to conceptualise and cvalunte from the client’s perspective, creating
increased uncertainty and perception of risk. Web quality features_'gﬁ'ould actasa
means of '.minimising the uncertainty thereby enhancing the chance of a client re-
\risiling the site and/or ﬁnaking a decision to purchase the services. From the firm’s
perspective, service intangibility can make services difficult w promutc conlrol
qua]lty, and set a price {Nayyar, 1990) . )

Production and consumption of services is simultancous, This creates special
challenges in-service quality assutance (Bowen & Ford, 2002; O'Farrell & Molla,
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 different and challenging business environment whete it is not possible 1o
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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 argenisztion and ils people must
he established before clients will engage their services. The requirement for trust is
largely due 10 the increased risk perceived by clients using onfine services, Risks
associated with services are duc to intangibi].ity and hctcrogeneity,.which increases
the perceived risk (Pives, Stanton, & Eckford, 2004).' Perceived risk as a dimension
of web site qualily may “encompass .i_ssues such as concern shown for the user, the
ease with which the user can communicate with the customer service personnel, the
prompliess of the latter to '. reply to users’ questions and the securily of the
transaclion” (Gounaris & Dimilrjadis, 2003 p535). Risk is an important factor in
predicting and explaining online purchase behaviour. (Vethagen & Tan, 2004). As
observed by Bryanl and Colledge (2002) trust has become essential for the

development and fostering of c-commerce relationships.

Heterogenous i.e. not homogenous or non-slandardised quality, Unlike say a boek;
whose tille and content remain the same to various buyers, professional scrvices are
not complelely standardised, [n some inslances, the cuslomer requircs the service of
an expert (o determine the actual services demanded, More ofien than not, clienls
differ in their ability to specify the service they require, Table 1 shows lhe
differences between a product and a scr\ricc'(Achundcr & Hordes, 2003), Due 1o
these unique charaeteristics of sarvices, they cannot be *dropped on your fosl’, These
differences impact on how an orgﬁnisatiun produces, markets, sells, delivers,

supporls, and measures the performance of services.

Table 2,1: Uniqueness ofSeWifcs

& DImEhEion Pkt Product S, o b | s erviedtasaniteh

+ Production > Built » Performed

» Production costs ¥ Uniformity ¥ Unigueness

» Involvement * Rarely » Usually

»  Quality control ¥» C?mpa:c outpul to > Comp.are eustomer

» Poar quality specification. expeclation to experience
procedure ¥ Recall > A?ologizc and atone

» Moral and skill » Important » Vital
level




2.5 Nature of Accounting Services

In addition to the traditional offering of accounting services, other opportunities exist
for firms to offer services online {Fink, 2002a}. Tn a recent study, Evans and Volery
(2000} established lhe-oppoﬂunilies.lhm exist for the expetienced business service
providers ' as being intelligence, consulting, céunsellin_g, re_:Iation_ship nciworks,
cducation and 1raining. ' ' . ' ' .

Inle]ligencé. This involves provision of information to sharpen, improve or supporl
the *cleverness® of clients, In other words, the service provider acts as an intelligent
“think tank® in preparing, building and utilising the information platform. The main
purpase is to assist clients in their decisfon-making process, The web has improved
the process of gathering information but it has resulted in information ovetload
{Evans & Volery, 2000) making it difficult for the client to detérmine good web sites
and good infon‘naiion. The opportunity exists for service providers to provide quality
information (Fink, 2002a) and to ensure that clients are able to access, understand

amd use the informalion effectively.

Consulting. This refers to the customisation of information 1o meet specific client
needs, While this service has been prowded on a face-to-face basis, recent
“developments reveal thal online consulting services are opcratmnnl (Fink, 2002a) bu
a5 noled by Evans and Volery (2000) still in their infancy.

Counselling. This is where the service provider (counsellor) guides and assists the
client te unearth solutions to problems. As noted by (Fink, 2001), various strategies
exist which “include restructuring, identifying and recommending appropriate

protlem-solving approaches, and/for acting as a mentor.

Relationship networking, This involves establishment of a relationship between the
service provider and clients where ideas and information are exchanged, An example
of a networking site is *[irst Toesday® (www.firstuesday.com)

Education and training. Interaction and collzboration associaled with the interaction
of skills and motivation aimed al discovering new opportunities such as business
veniure launching. As noted by Evans and Volery (2000), ouline education and
Irining 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 a service
firm 1o be cffective? Some key success factors for an online service business include
effective management of web siles, and estu_b_Iisﬁment and maintenance of personal
conlact between the service provider and clients (Evans & Volery, 2000).
Expounding this further, Fink (2001} exp]ains that effective web sités management
can be inlérpmlcd in a number of ways.. Firslly, the site should utilise both
synchronoui {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 simall professional firms (Fink, 2002a), While lacpe firms tended
1o provide office addresses only, the medium and small provided office addresses as
well as names of individuals who could be contacted directly.

The second factor is *friendly’ ta use, This .is determined by the ease with which web
site users can find their way round the site uﬁd download material conveniently and
smooihly, Fink (2002a) found (hat information was provided via menus which gave
details about the firm, ser\'ip.e 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 assisl the client.to get access to the appropriate office or service sources

in their locality.

While the strength of the in.lernel can be exploited, its effective use and the ultimate
success of online service o'fférings can be affected by the quality of web sites. Unlike
products which can be returned if the customer is not satisfied, services once offered
cannol bé Steturied’. This hoses u challenge to bolh the service provider and the
client’to pel it ‘right’ at the first attempt. Service providers are at a risk of ‘public
bro;ldcastin.g .exﬁosurc’ lhml.l.gh the web if clients have a bad cxperience or poor

service,

On the other hand, the clicnt may have & *fluid” relationship with the service pravider

duc 1o the availability of a variely of services 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 lypc and source of service. In
the service industry, ‘cheap’ may be *expensive’; hence cost may be considered
secondary and other factors such as building client trust, satisfaction, minimising risk
and prom.otion of loyalty are vital in establishing a long term relationship with the

elient.
2.6 Theoretical Fram_ewdrk of the Study. :

This study deals with the evaluation of the percejved web site quality by web site
users, While the study draws from WebQual, the theories applicable include those
related lo information systems use. This is because use of web site necessitales the
need for ‘computer hardware and soflware focuscd on information manipulation
which may invalve storage, retrieval, processing, display and (ransfer. This implics
that web site vse is a subset of the stwly of information systerm. Secondly, use of 2
web site can be seen as a markeling interaction where a customer's queries are
addressed, purc]m_écs are made .(or initiated) and pmdtit_:t and service information
accessed, Thirdly, reaction to web sile quality information exiends web usability by

providing feedback to satisfy the supplier point of view,

As e web is part of the information system, its purpose within an organisation can
include improving, the effectiveness and efficiency of that organisation, Some of the
fuctors determining the achievement of this purpese include . capabilities of the
information systemns and characteristics oflhc organisation, werk Systcms ‘and people
Hevner et al., (2004}, Information syslem researchers have a challenge of not only
furthering the existing knowledge on the application, management and use of
information tcchnnlagjr but also communicating the results for improved managerial
and organisalional usage (Hevner et al., 2004; Zmud, 1997). The proposed study ﬁul
only evaluates web sites {information systems) but also communicates the oulcome

to the owners of the systems (web sites).

The study makes use of the WebQual instrument and design science paradipm in
evaluating PA web sites. As noted earlier, WebQual is a method for assessing the
quality of web sites across and within organisations. Desipn research is presented
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here as a "lens", or set of analytical techniques and perspectives, for performing

research in this respect (see figure 2).

Design -
Science

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

and evaluating.
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Table 2.2: Main Research Activitics

b

Research Astivity - ... | Description -

Building of Artefact This is where an artefact is built based on a perceived
need or void in existing lechnologies.

Evaluation of Artefacts | Usually done in tandem with the building of artefacts, but
.| could be done for existing artefacts,

Theory Building To explain why one approach to solving a technological
. - problem is superior to anather or approach ranking:
Theory Testing To verify theories llmse have bcen develeped mostly
empirically.

Design seience approsch is a problem solving process which “seeks to create
innovations thet define the Jideals, practices, technical capabilities and products
through which 1he analyms, design, lmplemcnmuon management  and use of
information systems can be effectively and efficiently accomplished” (Hevner et al,,
2004 p 76). Ina wich.y cited paper contrasting design research with natural science
regearch, March & Smith (1995} proposes four general owtputs of atifacls for design
research, Thef c.onsist of construgts, models, methods, and instantiations. In addition
Ross and Sein (2003} and Purag (2002) proposes a fifih ouiput - better theories.
Table 2.3 summarizes the oulpuls that ean be obtained from a dcs&gn selence

rescarch efforl. .
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Table 2.3: The Qutputs of Design Research

|Output-'._': " [Description * -

Constructs The conceptual vocabulary of a domain

2 Models A set of proposilions or statements expressing relationships
i between conslructs )

3 Methods 1A set of steps used to performn a task — how-to knowledpe

4 [Insiantiations  [The operationalization of constructs, models and methods,

5 Belter theeries [Artefact construction as analogous 10 experimental natural
Seicnee

Source: (Vaishnavi & Kuechler, 2004}

To arrive at these artifacts, Hevner et h]., {2004} proposes a framework, consisting of
seven puidelines, which guides IS researchers and practilioners on how 1o conduct,
evaluate and present design scienee research, The seven puidelines are desipn as an
artefact, problem relevance, design evaluation, research contribulions, research riger,
design as a scarch process, and communication of research, Below is an outline of

how the various components of the study relate to the guidelines

I. Desipn as artefacl. The arefact was created in form cl‘:z_x model or instrument to
. address the imporiant prablem of evaluating web sites in a unique sector (PA).

[l Problem relevance, As stated in'the earlier section, the problem of diagnosing

“and prognosing web sites quality is extremely relevant in the era of e-

commerce. The cases to be presented in this study illustrale the importance, It

is also in ling with the call for more rigorm_is and relevant research (Applegate,
1999), ' '

111, Design Evaluation. To carry out the evaluation, the sludy utilised some of the
methods proposed by (Hevner et ol., 2004) namely observation, analytical,

* experimental and deseriplive,

a. Observation, This could nvolve a situation where PA web sites were
to be used and ‘cusiomers’ observed as they try to use the web site lo

aecess the scrvices. Ease of use or difficultics in relaion to
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navigation, selection of the required services and time taken would
form some of the important observational aspects, In this study

abservation was not carried out.

. Analytical. This where web sites are analysed to determine the static

quality such as complexity, home page design, use of animations,
i_nfbrmation content ste. Web site static quai'itics for the PA firms
should be anaiysed by experts because c.ﬁ_(pcr‘;s are more compelent
and confident in evaluati.ng the web site and In suggesting further
aspects of quality factors (o be considered. 'Howe\_rer, this activity is
beyond the scope of the current study.

. Experimental, This was done in lhis research using PA ‘clients’ in a

controlled environment where qualities like usabilily and interactivity
werg determined. Participants were instructed to. assess the quality
dimensioné for each of the PA web sites as outlined in the remainder
of this thesis. '

. Dcscriptivé. Exisiit_:ig instruments for evaluating web site qualily are

analysed by referencing existing literature (and research) (o form a
knowledge base for determining relevant web site quality dimcnsions
for PA firms. This is where WebQual fits in. '

[V, Research coniributions. The main coniribution 5 the development of an

VL

instrument to evaluate PA web sites and to establish the perceived quality of six
1op PA firms, .

Research rigbr. The study cbmbined_ prcvioué teslied dimensions of WebQual,
domain specific characteristics of the PA sector, and a well formulated design
science methodology, The siudy was organised in 1wo stages, namely
instrument development and instrument application, The main aim was 1o

determine how well PA web sites support online clients,

Design as a search process. The proposed methodology is ilerative in that eagh
stage establishes existing and potential requirements and ways of addressing
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them, In addition the instrument for evalualing PA web site quality can be

applied to the same sector in longitudinai research ot in ather service sectors,

VIIL Ccmmunicalion.j_of research. The study was based on a rigorous step-by-step
approach. The résulting outcomes, in the form of recommendations, will be
relevant to the bfbfessional service sector in general and the PA sector in
particular, The results of evaluating web site quality wi'_ll nol only be presented
to ncademia (immcdiatcly). but also to the PA firms for feedback (see fulure

research)

The foregoing reveals that IS research under the desipn science paradigm builds aned
evaluates constructs, models.'mcthods_, and instantiations. This study was concemed
with the building of web site quality constructs relevant to PA sector online business
as well as applying these constructs. Web site quality evaluation is an emerping field
for both practitioners and researchers. Practitioners endeaver to creale and implement
technologies that shape online offering while researchers endeavor to understand and
seck irﬁpmved methods of online offerings. Design science therefore can offer
practitioners and researchers a valuable approach to evaluating online business.
Figure 23 ‘below reflects the 'r_elatinnships ‘between ' activities/processes,
arlifacts/outputs and the research guidelines as discussed sbove,
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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 verification 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
horizontal dimension shows the research concentration. The researcher who focuses
more on building of artifacts (either for implementation or research) relies less on
building and verification of theories and vice versa. Considering the horizontal line,
as the researcher move toward the left (i.e. more toward the building of artifacts for
PA 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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Figure 2.4: The Impact of Design Science on PA Sector

As shown in figure 2.4, this study focuses on building and evaluation of artefacts in

relation to PA sector.

2.8 PA Web Site Quality Dimensions

As pointed out earlier in this chapter, this study utilises the WebQual instrument as a
basis for developing WebQual/PA, an instrument to evaluate web site quality for PA
firms. Previous application of WebQual 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 WebQual 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 WebQual/PA was developed, a number of issues needed to be put in
perspective. The previous WebQual 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 & Barnes, 2003), the customer base are
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travellers whose interast is to travel from point A to B where both A and B are
known. You nced not have wravelled to B to offer detaiis of the routing, price and
other travel details, Likewisc, a firm or company offering library services (Fink,
2002h), or auction service (Bames & V1dgen 2001b), need not be a specialist in the
arca, hence most of the required information for custommer to-base their decision on
may be standardised. '

This shows that WebQual has been apylied to measure quality of web sites whose
*owners’ are not profcssmna] and the customer has the power 10 dctermma hisfher
requirement lndcpendcnt of the suppllcr “The ]-’A sector is unique in lhat the suppliers
{rcfcrrcd 10 as service providers) to a Iarge extent (and through interaction) determine
the nceds of the customers (génerally referred to as clients in accounting sector). Due
1o this unique char&ctcristi_c of the secior and the growth of online séwiccs, there is
need fora domain-s'peciﬁc.'__instmnient for'_r.-,valuating PA web sites. .

While the three dimensions of WebQual 4.0 {usability, information and interactivity)
may be relevant for the professional service sector and the areas they have heen
applied 10, it’s important ta note that a service provider is expeeled to provide
solutions or guide the client into solution (inding. This may imply that the clients
may not be certain of their requirements before 'contacting’ the service provider.
Further-more, pmfcésionnls are expected to be *ahead’ of the client 1o anticipant new
arcas of concern, In addition, some of the professional services mey not be concluded
over the web due to the nature of services (as discussed earlicr), inability of the
service provider to quote a price onling, additional information required 1o establish
the nature and magnilude of service requirerﬁcnts. and the need for *personal’
contact. Furthermore, the .pmduclion and consumption of services is simultaneous
.which makes it difficult to eliminate poor service offerings before consumption,

hence cxperience (cither direct or determined from ather clients) is vital.

As a result, both the service provider and the client assume a certain depree of
perceived risk, which needs assessment. Customer behaviour in telation to risk has
been a subject ol study o'_\rcr 2 'jJeriod of time (Bauer, 1960; McCorkle, 1990;
Mitchell, 1999). Different risk dimensions have bacngidemiﬁ_ed including money
loss, cgo loss and time loss (Roelius, 1971), uncertainly and seriousness of the
consequences of purchase {Bauer, ]960}, social and performance risk (Jacoby &
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Kaplan, 1972), financial, social, performance, time loss (McCorkle, 1990),
unceriainty, hazard and opportunity (Adams, 1555; IFAC, 1999). According to Bauer
{1960} perceived risk is largely a function of uncertainty and seriousncss of the
consequences of the purchase. Cases (2002) pointed out that the iwo components arc
related. :

Cases (2002) aimed a1 determining whether the internet creéted new forms of risk,
Four potcntial' risk sources were idénti[‘ ed: “risk associated with (he product, tisk
ensuing from a remote transaction, nsk assomatcd wnh the use of the inlermet as a
mode of purchase and risk associated with the site on whlch the transaction 1nkes
place” {p378). Eight risk dimensions were established nnmcly p_erf‘ormancc risk, timg
risk, financial risk, delivery, social risk, privacy risk, payme]'il risk and source risk.
These dimensiq'ns closely link with those identified by Peter and Tarpey (1975) and
Jacopy and Kaplan {19?2}, namely financial risk, performance risk, physicai risk,
psychological risk, social risk, convenience risk and overall risk.

As observed by Cases (ZGGZ} “the internct has revived the debate on ihe perception
ol risk” (p376). Fink (1999), while surveying fina) year university students, found
that these fulure business leaders believed thal the capacity of c-commerce (hence
online services) is hampered by perceived concerns and risks, However, a further
observation was that although e-commerce was perceived a risky undertaking, its
future prospects were pood (Fink, 1999). Conversely, firms engaged in online
business need ways (o reduce risk perceived by customers (Burke, 1997), While
suppliers may not eliminate all the risk, effort to minimiie or reduce risk should be
put in place te allow customers cope with the perceived risk (Murray, 1991}, There
are various ways 0faddms§in§ perceived risk which include ﬁssumncc frhm previous
clients and the inclusion i;f statémenl_s to give assurance of the task cdmp]clion as

pro:ﬁiscd. '

To cater for these additional concerns the study utilises four dimensions namely
usability, interactivity, information quality and riskingss to develop an instrument to
evaluate the web sie quality for the PA sector. The speeific queslions contained in
the .instrumcnl are shown in chapter 4. Th'e; following seclion gives a brief
cxplanation of the each dimension. ’
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28.1 Usability

Usability refers to the ability of the web site to meet the user’s nceds. Usabilily is
concerned with how clients perceive and interact with & web site, the suilability of
the content for lhé user’s task (Bames & Vidgen, 2004a) and how efTectively users
can navigale the site, Usability denls with aspect c_f‘ design of the site, ie.
appropriatencss of appeﬁnﬁnce {format and slyle) and ease of navigation, Since
aecounting sites are informational, this includes finding the right information
quickly, easily and withoul error. As observed by Nielson (2000) “users experjence
usability of a site before they have committed 1o using it and before they have spent
any moriey on potential purchases” (pil). The initial perception of a web site is
crucial as it delermines the next action which may include continuing séarching the
site, or €0 1o competitors Qiles In essence usabilily may be enhanced by focusing on
such qualities as sppearance, ease of use, navigation and the image conveyed to the
user (Bnmcs & Vidgen, 2004:1}

182 ]nteructivity

Interactivity can be defined as ihe extent to which the web sile communicates with
the users and responds ta the user’s communication needs. This measures the quality
of the interaction experienced by users as they delve into the site. It includes such
aspecls as .pcrsonnlismion and co.mmunicéltion wi.lh the service provider {Barncs &
Vidgen, 2004a}. On the oth.er haﬁd, interactivity deals with the depree to which users
af'a web site can commun_i_cate. have control over, and exchange roles in their mutual
discourse (Williams, Rice, & Rogers, 1988). One way of promoting user control and
therefore interactivity, is by allowing users 1o choose between aliernative courscs of
‘action’ or ‘decision’. For inslance the use of a search en.gine or fnciliiy 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 relotion
lo interactivity namely: user control, responsiveness and reputation. The faster the
response the grealer the pcrccpuon ofi mleraclw:ly and the more ]lkely is lhc client's
revisit (Dhulakm et al., 2004},
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2.83 Informetion Quality

The issue of information quality has a rich history in IS and has been addressed in
different ways (sec Alexander & Tate, 1999; Beck, 1997; Klein, 2002; Naumann &
Rolker, 2000; Wang & Strong, 19946). It includes such aspects as accuracy, currency,
relevancy, ease of understanding, timeliness and lcvci_0f detail (uniqueness and
depili of malerial cdverage). Information quality is an important aspect to the users of
the web site because, as-noted by Jakob Nielsen, and ciuotccl by Gullikson et al,,
(2000) “people do not come ta the- Web for an ‘experience,’ they come for

information™,

Information quality may imply (he quality of the content of the sile which'can be
measured by the s_ﬁitabilily of the information for the user’s purposes {Bames &
Vidgen, 2004b) and referred to as formation ‘fit-to-use’.  This includes such
aspecls as accuracy, appropriate format, relevancy, currency and timeliness. To a
clicnl or seeker of information, presence of these aspects would imply a higher web
site quality. As observed by Lofacono et al., (2004}, a web site would be mare useful
where it provides exact information needed as opposed to génerul information,
Aspects of information quality are enhanced by interactivily functions such as search
facilitics which help in accessing relevani information, This study utilises three
vardables of informalion quality, namely accuracy, relevancy/timeliness and

completeness (Klein, 2602). .

2.8.4 Riskiness

As explained in an earlier section, perceived risI_& is generally viewed as a concem ta
clients dealing with an clecironic transaction or aclivity (Cooper, 1997). The
perceived risk increases with online services due to the nature of services and (he
‘impersonal’ characteristics of online services, Some of the fuctors which reduce
riskiness include a.securily guaraniceing logo, presence of privacy statement and
elues on reputation. These factors support improved level of task conpletion, online
communication and information provision. The perceived degree of risk by a PA
clicnl determines the level of participation in the online services. This study utilises
three variéibles namely task completion, secure communication and information

privacy risk.
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2.9 Summary

The literature review offered an overview of different dimensions which have been
used to delermine the quality of wcb s.ites in different industrial und organisational
setlings. In addition, the chapter hichlights the different approaches used to evaluate
web sites which iﬁc]_udcd the machiﬁcapproaﬁh, the expert as a judge, and customer
judgement. The chapter further shows that differcnt metheds can be utilised while
evaluating web sites \vhicﬁ-includcﬂ_ competitiire analysis, scenario, inspection, log
analysis and " online questionnaire. The possible evaluators and methods were
discussed in order to determine the most suitable evalualars and method to be used
by the study. Previous studies suggest (hat customers' necsy 2etives have preat impacl
on online business. As a resﬁlt, this study uses clirnts &~ the evaluators for PA web

sitez under the scenario and compelit:ve methods.

The nced for a reliable and valid cvaluation instrument was dealt with, To lay a
foundation for the developmeni of an insitument, WebQual versions | to 4 were
highlighted. WebQual 4.0 forms the basis for dcvcloplﬁcnt of -a domain specific
instrument. The instrument, WcbQual/PA, has four dimcnsioﬁs namely usability,
interactivity, information qu:alily and riskiness, The chapter pives a brief explanation
of each of the dimensions showing hq:\_v they fit the PA sector. To understand the PA
sector deef:er, the importance and unique nature of online business was revealed,
showing the differences between services and producl's. To [urther expound on
onling services, the nature of accounling scrvices was examined where major
services were delermined as intellipence, consulting, counselling, relationship

networks, education and training,

Previous rescarch suggest that 1$ should focus on relevant and rigoro.us research
aimed at providing solutions to organisational pmblcrﬁs. To achieve this, the theory
of design scicnce was applied as a ‘lens’ and to actas g guidcliﬁ'é to this study. The
thearetical framework was therefore based on the proccsécs, guidelines and artefacts
as they relate {o this research, . )
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CHAFPTER THREE
RESEARCH METHODOLOGY

3.1 Introduction -

The study evaluales the web sie quai'ity for PA ﬁrrhs_ from a cliem p_epépcctive. The
study was undertaken in two stoges where the evaluation instrument was developed
and tesled respectively, The qunlily"uf PA web site did not appear o have been
evaluated before, hence the siudy was exploratory, seeks to understand the
custemer’s perceplion, This chapler explains the research approach and how the
research was carricd oul including the development of the instrument (questionnaire),
participants and web site selection and conducting the Inboratory experimentation.

Ethical consideration and data colleetion and analysis procedures are also discussed.
32 Perspectiveé of Research

Generally all research is based on some underlying assumptions in relation 1o *valid*
and appropriate research methods. Different schaals of'_lhuught or paradigms provide
vartous philosephical perspectives to the researcher. The word paradigm, which has
been used widely b;V business and social researchers, reflects a fundamental set of
p]li]ﬁscphical belicfs about the nature of the world. (Ticehurst & Veal, 19599, It
provides guidelines and principles”to. the researcher on how 1o conduct research
including which methods and techniques te apply. There are differemt ways of
classifying research paradigms, The two major traditional paradipms guiding
business research are positivist and interpretivist (Williamson, 2000) although other
researchers {Cavana et al., 2001; Myers, 1997; Orlikowski & Baroudi, 1991) classify
the approaches into three categories namely positivist, - interpretive and the critieal
approach. This c]assif'ilcntian is adopted by this study.
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3.2.1 Positivist Rescarch

Positivists generally assume that a set of reality is objectively piven or cxists (Cavana
et al, 2001; Myers, 1997, Williamson, 2000; 2002) and can be descrihed by_
meagurable properties, and is iﬁdependent of lhc_cbse;ﬁer (rescarcher) and his or her
" instrument {Myers; 1997). More often than not positivist research is assoeiated with
quantitative methods. As ohserved by . Orlikowski and B'ﬁroudi {1991} and
referenced by Klein and Myers-(1999) “IS. .rcscarch can be classified as pmitivisl if
there is evidence of formal propositions, gquantifiable measurcs of variables,
hypothcs1s testing, and the drawing of inferences about a phenomenion from a
representalive sample to a stated population™ p69, Pasitivist research attempt 1o test
theories using hypothesis which helps in predictive understanding of a phenomena
(Cavana ct &l., 2001; Myers, 1997), This mecans positivist research is based on
dcduclivé_ reasoning beginning with a lheo.;_'y and models which is gencralised using

empirical evidence (Cavana et a],; 2000, W'illiamscn, 2000).

Positivism evenlually emphasises quantifiable observations which are analysed using
stafistical methods (Remenyi, Williams, Money, & Sw_anz, 1998; Williamson, 2000).
A major -merit of positivist rescarch is (he replicability aspect where another
researcher can conduct the same research in the same setting .and (he resulls arc
comparable {Cavana et al., 2001), However positivist l_‘CSEal'Ch has some criticisme i}
researchers have arpued that quantificasion of all aspeet of human endeavours is
superficial ii) statistical sampleé are not able to express all sp'eﬁiﬁc social groups
hence limit gencralisability and understanding of individual cases and iif} failure of
interpreting the meaning of pzople and the way they feel and think in addition to the
researchers involvement (Cavaﬁn et al,, 2001).

'3.2.2 Critical Résearch

A major assumption associated with critical research is that peoples’ potential is
unrealised and they ..(peoplc) can adapt and transform themselves against various
conditions (Myers, 1997). Critical rese:archcrs assume that social realily is
historically constituled and thai‘ it is produced and reproduced By people. Although
people can consciously act te change their social and econontie conditions, critical
researchers recognise that their ability to do so is consirained.- 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 rescarch is seen as being ene of social critique.
As observed by Klein and Myers (1959 p69), “IS research can be classified as critical
il the main task is seen as being one of social critique, whereby the restrictive and
alicnaling conditions of the slatus quo arc brought to light”. In this way, critical
research helps to eliminate the cavses of um_varran_l_i:d alicnation and domination and
thereby enhance the oﬁponunitics for realising human potential (Alvesson &
Willinott, 1992; Hirscliheim & Klein, 1994).

This |mpl1es that the resirictive and allcnatlng conditions of the status quo ¢an be
brought to lu,ht and analysed and understuud Crmcal research focuses on
opposnmns, conllicts and contradictions in contcmporary society, and secks 1o be
l.manmpntory, i.¢, it should help to eliminate the causes of alienation and domination
where epporiunities for realizing human potential are Eﬁhanced {Klein & Myers,
1999; Myers, 1997), As noled by Cavana et al.,, {2001), people can be empowered via
crilical research which cventually assists them to uncover myths and hidden
meanings and hience change the world posilively, However, critical research has &
number of eriticisms which include: i) people may be forced to change when they are
not ready or prepared for if, ii) elimination of current social circumstances daes not

necessary provide a process for creating a new reality {Cavana et al., 2001).

323 lnlc'r_prcti\_wc Rescarch

As opposed to positivism (with the assumption thal reality exist or is objectively
" determined in bath the physical and social __Wcrld.as reflecied :by causal laws) or
critical {where people can ad&pl and transform themselves), interpretive researchers
siart out with the assumption that reality (given or sacially censirucled} exists
through social censtructions such as language, consciousness and shared meanings
(Cavana el al,, 2001; Myers, 1997). Williamson (2000) observed that the sacial
world is different from the world of nature’and the forraer can be ihtcrpreted or
constructed by people. Therefore *18 research can be classified as interpretive if it is
assumed that our knowledge of reality is pained only tﬁrcugh social constructions
such a Iaﬁguage,lcunsciousness, shared meanings, documents, tools, and other
arlefacts. Interpretive rescarch does not predefine dependent and independent
varigbles, but fccﬁses on the complexity of human sense making as the situation
cmerges” (Kaplan and Maxwell i994 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 as the situation emerges (Kaplan and Maxwell
1994 as referenced by {Klein & Myers, 1999), iii) understanding of phenomena
through meanings that people assign to them (Bo_.lnnd, 1985; Deetz, 1996; Orlikowski
& Barouﬁi, 1991j and iv) "aimed a1 producing an understanding of the context of the
information system, and the process whereby the informalion system influences and
is influenced by the context" {Walsham 1993 p4-3 as reierenced by (Klein & Myers,
1999 p69). However, some criticisms against intetpretive research include: i) focus
mainly on specific events mayv limit penecralisation, 'ii] does not create change
{Cavana ctal., 2001).

3.2.4 Swdy Approach

Although the three paradigms are philosophically distinet, in practice it is
acknuwle_dged that the distinctions themselves are ofien contentious and not clearly
separable- (Myers, 1997). The argument as to whether these paradigms are opposed
or can be accommodated within one sludy continues. A summary of the key
characteristics distinguishing these paradigms is shown in table 3.1, The study has
characteristics which favour the adoption of an interpretive paradigm, Some of these

characteristics include:

»  The dependent and independent variables wete unnecessary for the study. In
additien 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,
Th_is was analysed using the web site qualiiy dimensions for the PA

profession.

»  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 frcedom of “how deep _i]iey could browse” in every site provided an
individualised understandiﬁg of the “phenomena” within the context of

USET,
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Table 3.1: Comparison of Rescarch Paradigms

Positivist . - -

N I.ﬁlerpr'étivist_' e

Critical -

Assumplions

Objective world
which science can
measure and mirer
with privileged
knowledge.

I[ntersubjective world
which science can
represent with
concepts; social

construction of reality

Material world,
struclured contradictions
andfor exploitation which
can be objectively known
only by removing
ideclogical biases

coded; documents;
statistical analysis

analysis; case studies

Aim To discover To uncover the Te uncover surface
universal laws that | socially constructed illusions so that people
can be used to meaning of reality as | will be empowered to
predict human understood by an change their world
activity individual ot group

Stance of Stands aloof and Becomes fully Involved with research se

researcher | | apart from research | jnvolved with research | that surface illusions ean
subjects so that subjects to achieve a | be identified, bot urges
decisions can be full undersianding of | subjects to change their
made objectively | subjects® world world

Values Values fiee, thelr | Values included and | Values included and
influgnce is denied | made explicit made explicit

Type of Deductive [nductive Deductive and induclive

reasoning ) )

Research Rigorous, lineat Flexible, and follows | The imperative for

plan and ripid, based on | the information change guides the actions
research hypoihesis | provided by the of (he researcher

| research subject

Rescarch Experiments; Ethnography; Field research, historical

methods and | questionnaires; participant analysis/ dialcctical

type(s) of secandary data ‘observation; analysis

analysis analysis; interviews; focus
quantitatively groups; conversalion -

Goodness or
quality of
criteria

Conventional
benchmarks of
‘rigour’; internal-
and external
validity; reliability
and objectivity

Trustworlhiness and

authenlicity

Historical situatedness;

| erosion of ignorance and

misapprehensions; action
stimulus

Source: {Lincoln & Guba, 2000)

38




3.3 Research Approach

In addition 1o the above classification, rescarch approaches can also be caleporised as
qualitative and quantiative,. Quontitative research has its origin in the nawral
sciences with its application to sludy nutﬁnﬂ phenomena. Over time it has been
accepted in social sciences in the I'onn._ of survey methads and laboratory
cxpcrimcms." On the other hand, the qualita.tlivc method has it erigin in the social
sciences whcrc.it facilitates the study of social and cultural phénumena.

Qualitative research has preference for (i) qualitative data (i.e. analysis of words and
images), {ii) naturally occurring data (.. observation, unstructured interviews), (iif)
meaning ather than behaviour (i.e. “why™), (iv) a reject of natural science as a model
(c.p. 1alk to a few people and draw conclusions), and (v) preference for hypothesis
penerating rather than hypothesis testing. Arcas of application include aciion

tesearch, case study research, and cihnopraphy.

The sT.udy. adopls 'inlcrprctali\rc paradigm (sce seclion 3.2.4) in a quantilalive
approach (c'xpcriinenl using questionnaire). In addition, the study was organised in
two stages namely: instrument development (chapter 4) and insirument application.
The purposcs and the expected resulis 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

Stege. - 7. Purpose : Expected results
Stage I: To determine and develop “WebQual® | Domain  specific
Instrument requirements for the Public Accounting | WebQual
development sector, The process will be based on an | instrument
(lilerature review) | extensive literature review and the | (WebGual/ PA)

application of desipn seience.

Stage ll: To apply the instrument 1o Public Perceived quality of
Instrument Accounling weh siles to determine the | the PA web sites.
ﬂppl]Ci}tlon most sighificant quality factors for online | sector and
{experiment) service offering. ' individual firms

Siage [ dealt with the development ol the instrument for evaluating PA web site
quality. A systematic and thorough review of the literature was underiaken in order
to ensute 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) fecommended the use of a descriptive approach where informed
argument “use information from the knowledge bas¢ (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

determining 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, 2001b; 2002;
Shchiglik & Barnes, 2003). The conceptual research framework presented in chapter
2 was used to identify constructs or dimensions relevant to the PA 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 11 of the research design was concerned with the application of the instrument,
WebQual/PA, developed from the review of the literature, The instrument was used
to evaluate web sites of PA firms by surogate clients. Figure 3.1, further
demenstrates the outcome of stage II which are discussed and_bmsented in later

chapters.

A potcﬁtial stape 111 is possible in the postdoctoral period. s planned that lhe
results of stage 11 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 the 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 laboratory design, sample design,
pilot testing of the instrument and conducl of the 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,
Arot (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 participants 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 [) arc known bul
behaviour (percepticms of clients) is unknown (Shanks et al,, 1993),

The laboratory approach has advantages which include (Cooper & Emory, 1995;
Remenyi et al., 1998): '

s Minimises the effect of extraneous influences and variables (i.e."énst_lring that
the participating students are post-graduate Business students).
» Improved convenience and low cost of conducting research when compared

(o other methods,

»  The replication or repeating an experiment with different groups of
participanis (j.e. using different student groups and times),

Cooper and‘.Emory (1995) observed that a contralled experiment has disadvaniages
also. They include:

v Artificiality of the laboratory selling compared to the business environment.
* Due to non-probabilistic sampling, gencralisation is limited.
» The method tends to focus on current and immedigte future problems.

¢ Because of ethnics, the manipulation and control are imited,

To minimise the disadvantages of too much conirol participants were given
the freedom 1o determine the site to start and o follow the links which were most
helpful in locating services, intemeting with the site and underlaking lasks within the
site, Further_details i_:n the t':.onduct of this study are provided in following seclions,

34.2 Sample Design

A sample is a part of the pupulalidn. Sampling is the process of selecting part of the
population from which conelusions may be obtained about the entire population
(Atreck & Setlle, 1995; Cooper & Emory, 1995; Remenyi et al., 1998; Sekaran,
1984). This implies that sufficient individuals ate sclccted from the puhulnlion and
thal information gbout population characteristics or propertics can be gencralised.
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 1o Deming (1550} the quality of a study is betier with sampling than with
the population, Deming observed that:

“Sampling possesses the j:assibilily of better interviewing {lesting),

more thorough investigalion of missing, wrong, or suspicious

information, better supervision, and betler processing than is possible

with complele coverape™, {p 26) - i : ‘
This hos been subslantiated by various research findings (e.g.. Cooper & Emory,
1995) and it has been shown (hat there is preater accuracy of results associated with
sampling (Cooper & Schindler, 2001). Other compe_]iing reasons - for sampling
include: quicker resulls, economical or lower costs, preater speed of data collection
and reduced burden of response {Alreck & Seltle, [995; Cooper & Schindler, 2001;
Deming, 1990). However, Deming (1950) wams 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 voncentrated on PA web sites which were evaluated by business students
who acted as surrogate for clients with feedback piven by the PA managers {owners)
as part of future research, This involved the selection of approprinte samples of web
sites and participants. Figure 3.4 shows decision in this respect.
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Population
Clients of Public Accounting (PA) websites

[ , éients ‘ o l

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

' 100 participants
Covered in ( ~ Pre-Testing.
chapter 4 L . Five post-graduate students
Analysis of -  Experimentation: .
findings < | 812 Questionnaires administeredin a
covered in ' ', laboratory setting.

chapter 5

Figure 3.3: 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),
Emst & 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:

e Public Accounting firms with web presence in Western Australia (Business

Weekly Review, 2004a; 2004b; 2004c¢),
e Likelihood of offering online service, and
e  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
convenignce sampling method to _‘select" at least 100 participants. A vonvenience
sample means that post-graduate students that are selected were “conveniently”
available to participate i the study (Mason & Lind, 1990; Remenyi ct al., 1998;
Zikmund, 2003), Evcry post-graduale student in the Facully of Business and Law at
ECU had & chance of being included in the sample. The barlicipants were recruited in
various ways, Some classes and tutorials were visited to invite the students to
participate, In addition, word of month by researcher (and in few cases by some
lecturers) was a mode used for smaller groups and for those visited in various post-
praduate compuler laboralories. 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 at the Joondalup and Churchlands campuses of
ECU. To improve the response rate, expériment sessions were organised so that they
aligned with lecture sessions. In addition, e-mail ‘messages were sent to students to

remind them of the participation, venue and the pi’cfcrrcd time (if applicablc).

As observed by Alreck & Scitle (1995) respondents qualify on the basis of twe
-criteria i) have to possess the infur‘maﬁon aﬁd-ii) they may need to have certain
altributes {}r_ characferist_icé to ma-kc their responses meaningful, The PA web siles
were cvaluated by studenis as client surrogates. The students were used as they are in
a pasition to evalvate web sites based on their understanding of professional services.
Post-graduate students make good subjects given that they may have prior business
experience {which may include professional services) and their advanced stage of
academic stﬁdy. Fiirlhenndre, post-graduate students may be more competent and
confident in_. evaluating web sites and in éuggcsting quality aspects for improvement
than curtent non-academic clients. In addition, business students have been found to

be potential users of professional accounii'ng services now and in future {Fink, 1999).

3.5 Ethics Permission

Both the researcher and the participant have to comply with ethical practices, i.c. do
" what is ‘right' and avoid what is *wrong’ 1o promote and enhance the credibility of
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the results, An ethics clearance has the intention of ensuring that this purpese is mel.
[n accordance with ECU puidelines, ethics clearance was obtained before the
commencement of the siudy, Since the experiment involved human subjects,
practices acceptable to the Universily were followed. In this context the following

was done;

+ Respondents were informed of the aims and nature of study in the

introductory information letter which was altached 1¢ (hé questicnnaire, a
copy of which is shown in the appendix 1.

v Participants were informed that they had the right to choose whether or not to

participant in the research.

. Anbnymily of the respandents was ensured und an option given for the
supply of respondent’s name for the purpdse of recelving a copy of the
resulls. Where this was the case, the name and address was obtained

separately from the questionnaire.

» Confidentiality of data was observed and 6nly aggrepated data was 1o be
published.

» The questionnaire went through several revisions before the final submission

and acceptance by the ethics commitice.

3.6 Cunduct of the Study

As ihe study focused on._evaluating PA web sites thal offered online aceounting
services, respondents liad to access computer and internet facilities, The participants
were invited o a sﬁcciﬁc computer laboratory at ECU, Each scssion was started with
a short welcoming speech. The participants were rcquii’_ed to read mc.inlroduclory
information (“information lclter to the parlicipants”, “participants consent form™ 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

respondent’s data,
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The laboratory experimentation continued until the cases were ‘enough’, Le. until
100 students had participated, This was deemed for sufficient responses for a reliable
slalistical analysis to be performed. A 2 dollac “scratch™ ticket was offered as an
incentive to participate,

Participants were instructed to evaluate each of the web sites as they examined the
various fealures which indicated the quality of the web site, The stud"y followed the
advice by Kritou, (1998) supporied and referenced by Cunliffe (2000 '

- “While user scenarios are important tools, it {s important that these -
reflect the actua! activities that users will conduci. One inleresting
observation made during a direct obsesvation using scenarios with
Proxy users was that & number of the proxy users staried the lasks by
general browsing around the site. It may be (hat this activity is an
important part of user behaviour on the Web and that strict adherence
to tasks places an artificial restriction on their interactions™, (p302)

The panicipants were given a scenario “to imagine you are looking for accounting
service. You 'may scroll up and down or open new pages starling with the specified
home page. Fellow the .Iinks and instructions up to the ‘final’ stage of the
transaction™, Although most users scroll beyond the information that is visible on the
screen when a page comes-up, Lo improve usability, critical content and navigation
options should be on the home page and visible without scrolling on the monitors
(Nielsen, 2004). In addition, since some sites may be complex, it*s important to find

out how casily users can locate materials within the site withoul giving up.

Te ensure a d.cepcr I.:.;vcl n[‘_._commitmcnt and interaction with the site, the participants
were asked to identify accounting services from cach of the ‘web sites, These are
*facts’ which the participants were asked to determine and hence made it more likely
that they engape in searching the site. Each panicipant. evaluated six web sites. In
order to ease the eva'lualion, each URL of the six PA web sites was bookmarked,

37 Summary

The chapter discussed (he research philosophy, methodology, research approach,
research design, and ethic’s permission. The chapter provides comprehensive
information on how the research approach was dev'eluped and how the experiment
was designed to collect data from 100 post graduate business students in the Faculty
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of Business and Law at Edith Cowan University. The selection of the students was
based on convenience sampling. Students evalvated 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 lntroduct_ion

As highlighted in the earlier chapters the need 10 devclup a web site qualily
evaluation instrument for the PA secior is significant. This stud)"s key aim is 1o
develop such an instrument and apply it to the sector. This chapler provides a
discussion of the proccés of developing 1l instrutnent used to evaluate the qualily of
PA web sites, namely WebQuoal/PA. The instrument development process was
completed in four phases, Phase I deals with the refinement of the web site qualily
conslrucis or dimensions while phase 2 develops varfables for cach construct. Phase
3 deals with.queslionnairc design and phase 4 outlines the research instrument and its
24 questions. The final section deals with pre-testing and refining (he insirument and
sets out the procedure used during the conduct of the experimentation.

4.2 WebQual/PA: the Instrument

The review of literature in chapter 2 dealt with, among other lopxcs, the three
dimensions of WebQual 4.0 (usability, mformntwn and mlcmctwlty), the areas in
which they h_ave been applied and their relevanee for the professional service seetor,
Looking at the nature of services likely to be offered {or being offered) by the PA
and the characteristics of the scctor, risk wa.s included as o fourth dimension. The
sludy utilised chQual 4.0 a5 a basis for the developmcnt of WebQuul PA and
developed 2 questions 1o cover the four dimensions.

43 Instrument Drvelopment Process

The poal was 1o utilise a valid measure of web site quality that could be applied 10
evaluate PA web site. As the study aimed at extending existing WebQual instroments
{see chapter 2), the dimensions of WcbQual 4.0 were adopted and modified with
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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.

’,»'! "| _‘j ...................... i
friy o
fo | PAsector | | de&elogzment
(_%u ' ~ . | . VI § LS lterature
% literature 2 characteristics B
: review ] Sy 4

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 desoribe, evaluate and determine the quality of the PA 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 information (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 of YVariables for Each Construct

As observed by Williamson {2000) “a variable is an element or factor which is under
invesligation in the experimen” {p127). In this sludy various variables relevant to
each construct are identified and discussed which are then used to develop the web
site quality questi.o:ns relevant to each conélmc'_t (see later sections),

4321 Usability

The first 1ask was to clarify the term usability in the context of PA web site and (he
speeific aspects wihich would determine *usability' for a PA web site. This was done
in chapter 2 where three varisbles were identificd. The three usability varizbles are

casy 10 read, casy to undersiand and easy to navigate,

Ensy to vead. A good page layout facilitates easy location of components which can
ba enhanced by use of graphics and textusl orpanisation, For enhenced usability, the
graphical symbols should poriray the type of sile including the nature of services
offered. )

Easy 10 understand. This implies the consistent location of page components wilhin
and across pa'ges, which may inelude textual deseriplions, labels, prompts, colowr and
messages. Design consisiency promotes ease of use as the client can apply common
look and feel to cach pape. Consistency, which is one of (he mos powetlul usability

principles, helps the user to feel in control of the system (Niclsen, 2004).

Easy to navigate..This refers to the breadth :ind depth of scarch paths, navigation
within and across the page and links, It may also refer to how the pages and links are
displayed. -

43.2.2 Internctivity

Chapter 2 identified the various varables associated with interactivity, The study
utilises threc varisbles in relation to iInteraclivity, namely, user: conirol,

responsiveness and reputation,

User control. One way of promoling user control is by allowing users to choose
between altemnative courses of “action *or ‘decision’. For instance, the presence and

use of a search enging to find the required information or setvice. Stever {1592)
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examines interactivity as the extent to which users can modify the form and content
of a medialed environment in real-time hence enhaneing user conirol. This may also
~ enlail situations where the user gains control in terms of secking and gaining access
10 information or services on an on-demand basis (search} where the canlent, liming
and sequence of the communication is under the users conlrol (Fortin, 1997). A
further enhancement of 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 e web
site syslem to take. information provided by the client or service user and offer

lailored web experience,

Reputation. As noted by Rafseli & Sudwecks (1997)), one aspect of interactivity
deals with the extent to which messages in a sequence relate to each other, especially
the extent 1o which the last message relates to an earlier message. In other words,
previous happenings tay jnfluence the current decision either positively or
negatively. Ways in which reputation can be acquired include (i) when clients have a
positive experience ~with o service and transfer that experience to other clients
(current 01; potential), (if} from positive historical performance of a firm, (iif) from a
firms management (or partners} who are perceived 1o bive a personal reputation, (iv)
the competency pertrayed by the web appearance, am:i {v) the typc and reputation of
clients. To enhance web reputation, web site owners rhay assume that visitors have

limited or no percepiion of the site’s reputation.

Responsivencss, The faster the response, the greater the perception of interactivity,
hence the better is the web site_.quality and the more likely is the client’s revisits
(Cholakis et al., 2004). Ha & James (1998) explain interactivity further and include
the extent to which. the communicator and the audience respond o 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 suggcstinn
facilities including a way of providing feedback on the quality of the web site and/for

recent changes.

43.2.3 Information Quality

Quality information is gencrally defined in literature as information that is *fit-to-
use’. The issue of information quality has been addressed extensively in the IS
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lilernture as discussed in chapter 2. The variables for this study are accuracy,

timeliness/relevance, and completeness.

Accuracy. Accuracy refers to the extent to which information is relinble and free
from error {(Alexander & Tate, 1999). Factors which contribute to information
aceuracy quality include format, layout, source, reputation and links that can verify

the service provider's claims.

Completeness. This includes the coverage of thé top.i'cs, scl;vice deseription, eie, and
the depth to which they have been addressed. In other words, completeness indicates
the extent to which clients are able to get the necéssary information to maoke 2
decision or process a task or complete a transaciion. The web has the capability of
information cverload and, for high information quality, (his should be avoided. On
the other hand, inadequate information may result in sub-optimal action, Information
quality can be addressed through pood web content management (Rames & Vidgen,
2004g), covering the unigueness and depth of material coverage,

Timeliness and relevance, This refers o the extent 1o 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 purpose of use. This
can be determined by such clues as when the web page was revised {or frequency of
update), search response in telation to fhe task at hand, and whether or not the
information reiricve_d meets the expéclalions of the client..ReIe\_vancc variable cuts

zcross all the other information dimensions

4.3.2.4 Riskincss

The issue of risk as associated with online services was discussed in depth in chapter
2. Risk implies uncertainty ns regards 1o task completion (delivery/performance,
timing and/or quality), secure communication (source) and privacy as hey relae

online services,

Task complclibn‘ This is the possibility of he client being disappointed if hisfher
expectations differ with the services delivered by the firm. In relation to accounting
services it may involve the possibility of failure to perform :_S service or sub-standard
level of performance, or service delivery taking more lime than plannedfexpected.

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 ag promised,
and promising quality of services. Clients should -jzvelop an expectation that they are
dealing will: a reliable firm and mechanism of minimising risk should be clear and
visible to clients.

Secure communication. This is risk associated with the credibil_ity and reliability of
the web site as a means of online transaction i:rocessing. This includes risk
associaled }ﬁith release of such information as eredit card details {payment deltails),
orgamsational dcmils; contact person details and the nature of service required. To
minimize the risk associated with secure communication, the firm may provide a
security Jogo advising clients of the site’s security. As observed by Fink {2000, high
quality of web security provides assurancé that the parties doing business are 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 1he

intended purpose. As noted by Alexander &Tate (1999)

“It is important that users have confidence that the information they
are 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 f1s policy regarding the confidentialily of information
collected, both while it is in transit to the site, and also once it has
arrived at the site. This can be done not only by slating the site’s
policy on these issues, but also by indieating what technical measurcs
the site has in place to ensure such privacy” (p49).

Firms should clearly define and publicise their policy regarding the privacy
rights of their internet users (Fink, 200_0}-. Lack of privacy seeurity resulls in
increased risk perceived Ey the client and may affect not only the current but luture
dealings with the site. This implies that ‘online service sourcing will not be used

unless clienis consider it safe and secure 10 do so.
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4.4 Developing the Research Questionnaire

This section deals with the desipning and development of the questions that
operationalise the constructs and variables discussed above. The questionnaire

consists of & questions per construct, giving a total of 24 questions,

4.4.1 Questionnaire Design

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

» It gives introductory information to the respondents as shown in the
*information letter to the participants’ and ‘participants consent form® (see
appendix1}, This being the first contact ufsl.udy 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 1), While respondents were expected to undertake an internet
related activity, their experiences or perception was 1o be reflected in the

answers provided to the questions,

s The responses form the basis éf data analysis, hence certain characteristic
were laken into consideration 10 ensere that that questionnaire and the
responses met the objective of the study within the planned (ime frame. This
included categorisation of lhé_ questionnaifé, use of already validated
ques:licns, kecpiné the number of questions reasonable and the use of an

atiractive layoul,

The main porpose of phase 11 of the study was 1o évaluatc the web site quality of PA
firms where respondents had the task of sourcing for an accm_inling service online.
Due to this, the activily and vsage questions appronch was adopied (Remenyi et al.,
1998), The appreach provides information on the exlent of invelvement in an
activily, Questions were protped 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 prasp 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; Leiacono el

al., 2004) as a convenient format for the participant o follow, -

Remenyi el al. (1998 p151) dbs_crvcd that “the use of existing questionnaire or
questions s permissible™. While questions for WebQual 4.0 were adopted, the
wordings and order were changed for most of the qucslion to cater for the PA sector

requirements (sce table 4.1).

A Likert sca.l.ing approach was used to determine how the respondents perceived the
quality of the PA web sites. In this study, a seven-point seale was preferred 1o a five
or three—point scale for the following reasons: a seven-scale is more sensitive (i.e.
has an ability to accuraiely measure responses) and it has been used in previous
similar studies, On the scale, 1 indicated that the participant would “strongly
disagree” while 7 indicated the paﬂicipant'?\.rould “sirongly agree” with the statement
as it relales {o web site quality. Questions were highly structured, predominantly
close;cndcd,'_ and as for as possible .clear]y stated, unombigucus ond easily
understood. In addition, one opén ended queslion was included to ensure that
responses were not foreed, Respon_dents were given a chance to give their own views

or comments where applicable.
To m:;ximizé reliability and clarity of the questionnaire the ['ollowing; aspects were
incorporated in the study:

» Working definition of accounting services and quality dimensioﬁs.

s The quesiionnaire was peer revicv&éd {sce later discussion),

. Respondents were given ‘additional comment’ options for each of the six PA

firms,
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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.
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Figure 4.5: PA Web Site Quality Constructs and Variables
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Table 4.1: WebQual/lPA Insirument Generalisation

Usability 1. Learning to operate {Bailey & Pearson, 1983; Bumes &
the site is easy Vidgen, 2004:; Benbunam-Fich,
« Easy to read 2001; Davis, 1989; 1993; Moschella,
1998; Venkatesh & Davis, 2000)
» Easyto
understand 2. Localing the service | (Davis, 1989; 1993; Davis, Bagozzi,
was clear and & Warshaw, 1989; Schneiderman,
» Easy to navigate understandable 1998; Venkatesh & Davis, 2000)
3. Thesite was easyto | (Bames & Vidgen, 2004a;
use Parmsuraman et al., 1958)
4, The design is ) {Barnes & Vidgen, 2004a; Zeithaml,
appropriale to a Berry, & Parasuraman, 1990)
professional service
site

5. Thesite CORVEYS 3 {Eighmey, 1997; Jamez & Alman,
sense of conmpetenc 1996: Moon & Kim, 2001; Mielsen,
P ¥ 200%; Mielsen Nel Raling, September,
2000; Watsan, Zinkhan, & Pit, 2000)

6. The d|5p[ay pages {Aladwani & Palvia, 2002; Bames &
within the site have an Yidpen, 2004a; Davis, 1989; 1991;

. Davis ot al,, 1989; Schneiderman

attraclive appearance | o, vienkatesh & Davis, 2000

60



Interactivity

o User control
* Reputation

» Response time

7. The site created a {Alndwani & Palvia, 2002; Bames &
sense of Vidgen, 2003; 20048; Parasuraman,
—_— Zeithaml, & Bemry, 1991,
personalisation to Parasuraman et al., §988; Pittet al.,
meet my needs 1995; Schubert & selz, 1957;
Zedthaml, Berry, & Parsuraman,
1988; Zeithaml et al., [990; Zeithaml,
Berry, & Parasuraman, 1993)

8 [am encouraged by | (Miclsen, 2000; Farasurarman et al,,
the web appearance 1o :(9!18; PlIt;;;nE., 1955; Piit, Waison, &
seek services from avan, )
this firm

9. The site has a good (Aaker, 1991; Aaker &
reputation e.g. ﬁ“‘h'm:hg“s';fﬁ_o?ni Mi‘;gﬂg}' &
testimanials, goals, onros, 19373 Nielsen, )
owners

10. The site makes it {Bimer, Brawn, & Meuter, 2000;

easy to cominunicate
with the firm e.g. e-
mail address,
tclephone .

Hoffman, Novak, & Peralia, 1999;
Jarvenpaz, Tractinsky, & Vitale,
2000; Nielsen, 2000}

. 'The site has adequate

search facilities

{Aladwani & Palvia, 2002; Machlis,
1999)

. My efforis in

interacting with (he
sile were slrenuous

(Davis, 198%; Harry, 1998; Ives,
Clson, & Barauldi, 1983; Su, Chen, &
Dong, 1998; Todd & Benbasat, 1992}
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{nformation

+ Completeness
* Timeliness

» Accuracy/Relev
ant

13. The site provides (Bailey & Pearson, 1983; Sirong, lee,
information at the & Wang, 1597)
right level of detail
14. The information on {Bailey & Pearson, 1982; Strong ol
the sile was accurate | 2 1997)
¢.g. evidence of
source, update
15. The information was | (Balley & Pearsen, 1983; Strong 21
relevant to the task zl, 1997; Wand & Wang, 1996;
: -Wang, Lez, & Wong, 1998, Wang &
e.g. to my search Strong, 1995)
16. The information was | (Bailey & Pearson, 1983; Baraes &
believable Vidpen, 2004a; Strong ot al, 1997
17. The information was | (Bailey & Pearson, 1983; Strong et

helpful in’
understanding the site

al,, 1997; Wang & Strong, 1996}

. The information

format was
apprapriate €.g.
layout, headings

(Bailey & Pearson, 1983; Barnes &
Vidgen, 2004a; Chau, Au, & Tom,
2000; Delone & MeLean, 1992)
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Riskiness

e Task
completion

« Secure
communication

| + Information
privacy

. My access to the site

{eels secure

{Hoifman et al., 1999; Parasuraman el
al., 1991; Parasuraman et 2l,, 1983,
Pires et al., 2004; Piti ct al., 1995;
Wang et al,, 1998; Zeitham[ el al.,
1988; 1990; 1993)

20,

[ feel communicating
with the firm js secure

{Cranor, 1999; Grabner-Kmeuter,
2002; Gruman, 1999; Hoffman et al.,
1999}

21, I feel securc to {Hoflman et al,, {999; Wang et al.,
complete transaction, | 19%8)
il'wanted to

22, 1 feel the firm will {Parasuraman ot al., 1991; ]

H H Pamswraman et al,, 1988; Pires ct al,,
d:;ﬁ:;ge SEOVICE A3 1 2004; Pt et ., 1595; Zeitheml et al,
B 1958; 1990; 1992}

23. 1 fael the firm will use | (Bryant & Colledge, 2002; Hoffman
the information as etnl., 1999; Wang ct al,, 1998)
intended

24, 1 feel the information | (Cranor, 199%; Gondwin, 1941;

privacy measures are
adcquate

(Grabner-Kraenter, 2002; Gruman,
1999; Hoffman et al,, 1999)

4.4.3 Pre-testing the Instrument .

Instrument testing as a preliminary trial of some orall aspects of an instrument was

done Lo ensure that there were no unanticipated difficultics ar prob]emé (Alreck &

Settle, 1995}, Pre-testing of research instruments before final administration has been

recommended by various authors {Cavana et al,, 2001; Cooper & Eﬁiory, 1995,

Fowler, 1984; Remenyi <t al., 1998) with Fowler {1984) contending that pre-lesting

should be done repardless of the skills of the researcher, There are a number of

reasons (or benefits) of pre-testing a research jnstrument:

» To detect possible shortcomings in the design and administration of the

questionnaire (Cooper & Emory, 1993).
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» To sirengthen the content validity of the instrument, Participants are usually
requested to single oul 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 t al,, (1998).

“pre-testing provides the opportunity to ssses such _things as the
clarity of the instructions and questions, the covering letter, the
comprehensiveness of the codesfeategories chosen for pre-coded
questions, the quality of evidence and the ability to perform
menningful analysis of the evidence obtained, The time -taken to
complete the questionnaire, the likely response rate, the cost of
administering the questionnaire, which questions are irrelevant, which
are relevant and whether questions on key ijssues have been
overlooked ¢an also be assesscd at this time"( p151),

¢ To deal with reliability, associated with misunderstanding of the questions,
aliention is paid to possible discrepancies or varialion 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 informal or
formal. In this study, 5 posl-graduate students in the Fnculty of Business and Law,
ECU, were approached 1o pre-test ihe queslionnaite before the experiment began,
The selection of the post-graduates was designed to get the maximum feedback due
to their wide cxpéricnccs in management position in which they utilised accounting
serviees offered _Ey public accounting firms or were familiar with the services offered
by.the PA firms. Among the participant, some had served in senior management
posilions before l'z'mbarking oﬁ their studies.

A lormal uﬁpmach ‘was laken 10 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 - -

Was the information letter
clear? '

Wera the instljuctlons clear?.

Was the Warding of questions
clear? . ’ ‘

Was the sesslon Interesting?

Is the design of the
questionnaire attractive?

Was the time allowed
sufficient?

Any suggestions?

Ti_u: review was carried out in 2 con_trolled environment where a short discussion
with the participént at tlic end of the session gave a better idea aboul their feedback
comments, undcfstanding and views an_u::l what 'chungcéfadditions were required. After
the peer review, the responses were analysed and the feedback from was used by the
researcher. to modify the experiment settingﬁ, instructions and the questionnaire. The

following areas were specifically addressed: -

o The usc of URL was preferred 1o static _'pagcs. Il 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 page.
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s The questionnaire in terms of wording, layout, structure, instructions and
improvement of the peteral appearance. This improved the participant’s
understanding and minimised the need to re-ask questions using alternative
warding.

» The inclusion of a ‘comment session’ at the end of cach session. In this

session the researcher was able to “debriof” participants.

«  Reduction of the number of web sites ta be evnluuted.. As observed by Straub
(1989}, there was hLigh possibility that inaccurate measurement could result
from éva]ualing 100 many sites as this taxes respondents’ concentration, One
of the barlicipnnt commenled ih.at “by the end of the sixth web site motivation
for evaluating care[‘ully is not induced”. As a result participants eva]unted six
web sites instead of eight.

4.5 Experiment Seltin.g and Pracedure

The experiment covered two weeks which provided a relatively short period fo
eliminate any possible changes on the web sites used in the study. A print out af each
of the home page of the web sitc was done sl the beginning and end of the

experimentation period, A comparatively analysis revealed nochanges.

Participants were invited to a computer laboratory desipnated for the purpose. While
the “flyer’ spemﬁed Churchiands campus venue, the venues for Joondalup campus
were organised on a convenience basis {in consultation with appmpnate lecturers}.
To minimise or control interruplion, u door sign ‘was used to welcome those coming
{0 participaling in the study and thanking olhers for not interrupting the session-in-

progress, The poster Spcci_ﬁcd the cxpc_cted time o'f completion.

Every sessmn was started with wclcomc remarks by the researcher and bnef outline
of whal is to be done within the session. Pamclpants were al]owed 1o consult with
the rescarcher, if necessary. Every session lasted for appropriately 1 hour: Table 4.3
shows the timing of .t_hc various pﬁsks undertaken by ihe researcher and the

participant.
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Table 4,3: Timing of the Experiment

Timing: -~ -

- |Action by

2-3 minutes Welcome and introductory | Researcher
remarks

Reading of information Participant
letter

‘Sipning Consent form

60 minutes in 1ota)

10 minutes per site Rending questionnaire Participant
. inslructions
3 minutes :
Exploring the site Participant
5 minutes Completing the questions | Participant
2-5 minutes Closing remarks Researcher

4.6 Summary

In \kis chapter a domain specific instrument for the PA ‘sector (WébQuul-PA) was
developed for which WebQual 4.0 was used as a basis for the development with
modiflication of questions and additional dimension. The process consisied of
consideration of prcvious':ncadcmic work, well designed research tools (e.g.
chQu.al 4.0} and methods for ensuring that outcome/tesults have academic rigour
and validity. An analysis of the unique charactetistics and the nature of aecounting
services indicated that there was a need o include additional dimension to WebQual,
namely risk, which is an important factor to the evaluation of professional service
web site. The chapler dévcloped an instrument with four dimensions, twelve
variables and 26 questions. The instr-umcnt was tested and the resulis of the study
will be presented in chapter 5, The web site quality ﬁerceptions of the siudy
parlicipants were established using. (he questionnaire in a controlled experiment

cavironment.
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CHAPTER FIVE
DATA ANALYSIS

5.1 lintroduction -

The methodology and instrument ysed in this study wé;e described and developed in
chapters’ three and four respectively, This chapter examines the analysis of §12
usable questionnaires resulting from the Iaboratqrj- experiment, In the data
collection, cach parﬁc;.ipant curﬁplcted 4 sets of questionhaircs {one per gach PA web
sile). A total of 624 questionnaires were given to, and filled by the pariicipants, Cul
of 624 questionnaires, 612 were deemed usable and consequently used for the
analysis outlined in this chapter. The chapter uses statistical approaches 1o analyse
the data in a well organised flow which follows the questionnaire groupings
established in the prior chapters,

The chapter bcgin§ with & description of the demographics of the participants. This is
followed by thc examination of the validity and reliability of data to cnsure the
accur_dcy of the meusﬁrumcnt instruments and usefuloess of data. The d.i_'stribulion of
data is investigated to see if it differs from & normal distribution prior to further
statistical testing. leu:_ third scf:ﬁpri gives an snalysis of the wcb “sile quality
dimcnsi.ons in rﬁlntion to the six PA web sites, An oﬁcrall {ficw of the six web sites is

also provided.
5.2 Tmformation on the Participants

One “hundred and 1wc'posl-gradua_te students  voluntarily participated in the
comrolled laboratory experiments, Each participant evaluated six PA web sites,
Table 5,1 gives the details of the 102 respondents in terms of gender, area of

specialisation and year of study.

Table 5.1: Demograﬁhic profile of r'cspondcnts
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Deseriptio

Gender

Male 48 47.1
Female 54 32.9
Total F102 -5 R0 100,0
Study Arca ol specialisation )

Master of sport management 1. 1.0
Master of Professional Accounting ' 20 19.6
Masler of Business Administration _ 18 17.6
Master of International Business j 18 17.6
Masler of Professional Finance and Banking 1 1.0
Master of Human resource Management 7 6.9
Master of Manapement Information Systems 29 284
Master of Stralegic Project Management 2 240
Master of Professional Marketing 1 1.0
PhD 3 29
DBA . 2 290
Total _ ' S0 T E100.0
Year of study :

1

2

Total

In 1erms of gender, 54 from i02 or 52.9% of the respondents are female. Although it
had been Tound in other rescarch that most of managerial staff are males, the
percentage of female managers has been on the increase over time (Wirth, 20023,
The male participants accounted for 46 or 47.1 %.

The subjects in this study were restricled (o posi-graduate S_ludenls in the Faculty of
Business and Law, at ECU, This provided a client base’ as close as possible (o real
clients of PA finims. They are .lhc potential foture clients of PA firms. As seen in table
3.1, nearly all the participants, 97 or 95.1%, are masters’ sludenls, with 4.9% of the
participants bcihg doctoral students. Of the total pa.rlicipants, 29 or 28.4%,
specialised in the Muster of Management [nformalion Systems followed by the
Master of Professional Accounting (20 or 19.6%). The third category was the Master

of Business Adminisiration and Master of International . Business with cqual
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participants, 18 or 17.6%. These four categories formed the majority of participants,
namely 85 or 82.2 %. '

A small pereentage of the participants, 32.4%, were in their first year students. On
the other hand, over two thirds of the participanis, 67.6%, were second year students
i.e. in the final year of their masters’ pmgrﬁmmcs_. This implies that they have been
exposed to business related courses and hence should be in a position to evajuale
acceunting services online. This is in line with the previous study of Fink (1999)
which established that business students have the strong, pulcntiﬁl of being clients of

professional accounting firms.
53 Information on the Web Sites

As the study focused on evaiuuting PA web sites as a means of offering online
accounting services, il was tecessary to ensure a deep level 'of commitment and
interaction within the site by (he participants. To deal with this situation, the
participantz were asked to identify ncc.uunti.ng services from cach of the web sites.
This requirement ensured that they were more likely to engage in scarching the site.
Table 5.2 gives a summary of the services identified per site, While all the
parlicipants identiffed at least one service for each of the web site, a total of 48
services were identified with 13 or 27% of these services cutling across the six PA
firms. The table shows ihc wide range of §ervices offered by the PA firms. They

include accounting, legal, insurance, health, and migraling services.
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Table 5.2: Range of PA Services

) . . PWC E&Y KPMG Deloitte Investor PKF
Service Title, Sum | % | Sum % | Sum | % [ Sum | % |Sum | % | Sum [
1. Taxation 98 | 96| 96 | 94| 100 |98 | 87 |85 | 15 | 15| 92 | 91
2. Auditing 101 | 99| 59 | 58| 100 |98 | 36 | 35 3. 3 89 |87
3. Consulting 59 | 58| 65 |64 | 64 |63 | 91 |89 56 |55 91 | Q0
4. Financial Planning 51 | 50| 26 | 26| 74 [ 73| 67 | 66| 76 | 75| 88 | 86
5. Risk Management 85 |83 | 75 74| 86 84| 87 | 85| 12 (12| 14 | 14
6. Performance improvement 76 | 75| 17 | 17| 51 {50 | 63 | 52| 35 [ 34| 25 |25
7. Investment 20 | 20| 47 | 46| 13 [ 13| 19 [ 19| 86 |84 | 52 | 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 | 8 (85| 81 |79 10 [10] 74 |73
13. Franchising 7 7 2 2 1 1 10 110} 28 | 28 3 3
14. Other services
15. Financial service ’ 5 5 5 5
16. Dispute analysis & Investigation 25 | 25
17. Transaction services 18 | 18| 30 | 29| 15 | 15
18. Actuarial 21 | 21 16 | 16
19. Legal / Law 21 | 21 3 3
20. Corporate Finance 13 113 6 6

1. Project finance 12 | 12
22. Assurance & Advisory 8 8 12 112
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 3 3
29. Anti-money Laundering : 14 | 14
30. Sarbanes Oxley 7 7
31. Corporate Governance Reform 5 5
32. Growth Solution 8 8
33. Migration services 9 9
34. Family Business Advisory 4 4
35. Middle Market Advisory 12 | 12
36. Business Advisory 2 2
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
44. Outsourcing 26 | 26
45, Superannuation 15 | 15
46. Professional Practice Network 2 2
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Service Title PWC E&Y KPMG Deloitte Investor PKF

Sum|{% | Sum | % |{Sum|% [Sum|% |Sum| % |Sum | %
47. Insolvency Solution 1 1
48. Corporate secretarial 4 4
No. of services 19 22 19 20 20 20

Figure 5.1 shows the number of services offered by each of the PA firms. 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 PA Firms

PKF
Australia

E&Y
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54 Validity and Reliability of Data

54,1 Theory

As with any research, it was critical thal this study displayed reliable and valid
measures of iis data and procedures, ._ For example, a qualitative study should
respond o concerns that the researcher’s natural sﬁbjcctiviiy would influence the
research lhcreBy creating doubts over reliability. and validity. In quantitative rescarch
careful transeribing and coding and verification are essential to ai:hiu_:vc_rclinbilily
and cénsiswnéy during the analysis of dala collected. To deal with these concerns,
issues of validity and relinbility had to be addressed.

Validity is “the degree (¢ which what is observed or measured is the some as what
was purperted 10 be observed or measured” {Williamsbn 2000, p291). Reliability on
the other hand is “the depree to which observations and measures are consislent or
stuble™ (Williamson 2000 p289). Cooper & Schindler (2001) abserve that “reliability
is a necessary contibulor 1o validity but it is not a sufficient condition for validity™
{p215). Boudreau, CGelen and Straub (20ﬁ1) suggested approaches for reinvigoraling
the quest for validation in IS research via content/construct validity, reliability, and
manipulation validity. Content validity r_cquircﬁ utilisation of a sample which is a
representative of the whole'sel of jtems that could measure the concepl (Cooper &
Schindler, 2001; Sckaran, 1984), Construet validity refers 1o “the degree lo which
inferences can legitimately be made from the operationalisations in your sludy o the
theoretical constructs on which those opemuonul:satl{)n were based” (Trochim, 1996
Pl as noted by fink & Laupusc, 2000).

Rcl:ulnllty refers 10 accuracy. pmb]cms of the mcasurm;, dcwce As obsr:rvcd by Ives
et al., (1983} and Straub {1989) thesc can be rellected in the . mstrurnenl {the
questionnaire} where items are ambiguously phr:lscd lengthy instrument affecting
the concentration of‘ the respondents and low morale which may result in careless
answers by the participants. These conditions ‘need  minimisation for the
improvc.mcnl of the relinbility level of the results. Methods l_o ensure reliability and
validity have been discussed by various authors (Anderson & Poole, 1994; ves el al,
1983; Lincoln & Guba, 1985; Miles & Huberman, _1994; Straub, 1989 and are
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summarised in table 5.3. The lollowing section cxplains how these guidelines have
been applied in this study.

Table 5.3: Study ValidiVy und Relinbility Guideline Cheeks

Bt

Dimiension s ‘Application
S explandtion/definttion. *| for this study
Content || Degree 1o which items Literature review, expert | -Extensive
validity in an instrument reflect | Judges or panel. literature
-| the content universe 1o : . Teview.
which the instrumem : -Opinion of
| will be generalised . buginess
expert
Construct The extent to whichan | Use of previous - Use of
validity operaticnalisation validated instrument, validated
measures the concept Pre-1esting of’ WebQual 4.0
that it purporisio - instrument, pilot testing | instrument as
measure of instrument, multitrail- | a basis
: multimethod techniques,
confivmatory or

principal factor analysis

Reliability The degree Lo which a Standard coelficient o | Inlernal
measuremenl is aceorate | internal consistency consistency
i.e. the extent io which | (Cronbach’s alpha), method i.e.
an instrument produces | testfretest, split halves, | Cronbach's
consistent or error-free | inler-coder tests alpha
resulls

Manipulation | The extent 1o which Statistics (t-test, chi- Statistics

validity treatments have been square, ANOVA; count, |
perceived by the ' means, percentagesy
subjcets :

Source: Various {Boudreau cl al,, 2001; Straub, 1989)

54.2 'The Study

In order to ensure content validily of the questionnaire, a comprehensive search of
the liteeature {including previously validaled questionnaires} was undertaken. In
addilion expert opinions {MIS and necounting) had been sought, One issue is (he use
of negalively worded questions, there was only one (question 12} with negative
wording. To ensure that. ncgatively ‘worded fuestion was correclly used in lhe

analysis, the question 12 was recoded. To achieve construct validity, the
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questionnaire was pre-lesled and modified as recommended by Straub (1989) and
Davis & Consenza (1988). Pre-testing details are presented in chapter 4 section 4.4.3.

Reliability was examined by measuring internal consistency through the
Cronbach alpha technigue (Davis & Consenza, 1988). Using the cme'l;ging factor
structure, Cronbach alpha {Cronbach, ]9 70) values were computed for the four
construets for each of the six PA firms, The values, as shown in table 5.4, were
compared to the limits of 0.5 1o 0.6 used in exploratory research, 0.8 used for basic
research, and 0.9 or beller applied for an important decision making with respeet to
specific test scores '(Diwis & Consenza, 1988). Other researchers (Nunnuaily, 1978)
recommended an acceptable range of 0.6 - 0.8, The higher (he value of the
correlation belween items, the better the instrument reliability in_terms of internal
consistency (Cooper & Emory, 1995). Table 5.4 shows the internal validity
associnted with this study.

Table 5,4: Cronbach Alpha Values for PA Web Sites

Pfufessionul S S | ;- Cronbach Alpha . - ; )
Firms = “Usability .-IInteracti_v.ity In_f'qﬁﬁa_t_ion Riskiness Ovenall
PWC | 807 0| 9l
Emst & Young S 928 745 905 939 963
KPMG : : 924 846 922 532 968
Deleile 906 .638 923 508 949
[nvestor Group 020 - .’.'-’_79 B09 . 922 060
PKF Australia 549 791 825 9357 A7l
Total | 86| - 95| -  I%

The results reflected in the table indicate that the Alpha coeflicient of the factors
determining the quality of PA web sites ranged from 0.638 — 0.968. All the Alpha
values fall within the accepiable range. The overall Alpha values are above 0.8 which

indicates pood reliability (Sekaran, 2003).
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5.4.3 Data Distribution

A measure of distribution of data was undertaken to determine if it differed from a
normal distn‘bution prior to condueting forther statistical tests. This was necessary to
establish basic characteristics of distribution which puides the choice of statistical
methods 1o be applied. Visual representation E_rf data distribution was provided as
recommended by Cooper and Schindler (2001) where "Visual representations are
ultim.hlely sup’éﬁﬁr lo numerical n_r.les for diseovcﬁng a distribuien’s shape and
should be used bcﬁ.;l'rc scIcl_ﬁ_ling rcmcd_ies to collect anomalics in the dﬁta" (p441). To
accomplish this, sector hiﬁlogrums for the combined web sites are fcpmduced in
appendix 2. Thé visual representation shows the distributions are approximation of a
normal distribution. As a further test; the skewness measure of distibution was
compiled. Table 3.5 indicates that all the items fall wilhiﬁ the acceptable range of
distribution {Cavana etal, 2001). ' -

In addilion a skewness measure of distribution for individual web siles was compiled
and is shown in appendix. 3. The data indicates that PWC and Investor Group had al
the values within the ucccp.tab]e rnngEJ KPMG and PKF had each one ilem, scarch
Mcility {1.136) and ense of use {1.032) oul of range respectively. The ather two web
sites, EXY and Deloitie, cach had 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
Usability
Learning Learning to operate the site is easy 5.00 -.781
Locating services Locating the service was clear and 4.90 754
understandable ’ ’
Ease of use The site was easy o use 4.90 _.785
Design The design is appropriate to professional 488 -534
appropriateness service site ' '
Competency The site conveys a sense of competency 4.89 -.489
Attractive appearance | The display pages within the site have an 4.71 407
attractive appearance ) )
Interactivity
Sense of The site created a sense of personalisation to 436 -.083
personalisation meet my needs ’ T
Seeking services | am encouraged by the web appearance fo 455 371
seek services fromthis firm ) )
Reputation The site has a good reputation e.g. 412 199
testimonials, goals, owners ) :
Search-facilities The site has adequate. Search facilities 4.80 -.925
Ease of The site makes it easy to communicate with 495 617
communication the firm e.g. e-mail address, telephone ’ ;
Site interaction efforts | My efforts in interacting with the site were 450 113
strenuous ) ;
Information
Level of detail The site provides information at the right level 4.78 ..318
of detail ) )
Accuracy The information on the site was accurate e.g. 4.75 207
evidence of source, update ’ )
Relevancy The information was relevant to the task e.g. 478 428
to my search : -
Believable The information was believable 4.93 -431
Helpful in The information was helpful in understanding 479 -539
understanding the site. ) ’
Format The information format was appropriate for 4.67 531
appropriateness the task e.g. layout, headings ) )
Riskiness
Access security My access to the site feels secure 4.66 =450
Communication | feel communicating with the firm is secure 461 421
Security and promising - - ’ ’
Transactions security | | feels:secure to complete transactions, if 4.47 399
wanted : :
Service delivery | feel the firm will deliver the service as 479 -374
security promised ) :
Information usage | feel the firm will use the information as 476 _496
security intended : :
Privacy measures | feel the information privacy measures are 458 358
adequate ) :
Overall view What is your overall view of the site 4.80 -.518

Based on the above observations, parametric statistical tests were applied to the data
in accordance with the observation by Burns (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’ (Burns, 1997).
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Paramelric tests were used for all the questions except question 25, which required a
narralive approach. The comments compiled from this question are summarised in a

fater 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
scctor as weli as individual PA firms. An attemnpt is made to evaluate the quality of
the PA web sités relative to cach other and the impact of some moderating factors,

/5.5 Quality Assessment for PA Sector Web Sites

This scction provides descriptive statistics of the combined dala obisined by
cvalunting the quality of tap six PA web sites, namely PwC, E&Y, KPMG, Deloitte,
Invesior Group.and PKF. A measure of central tendency, the mean, was-used (o
describe the data collected during the controlled experiment. The scale used to
caplure the responses was 1 1o 7 where 1 indicated “strongly disagrec” or “very
poor” and 7 indicaled “strongly agree” or “excellent™, Table 5.6 shows the
descriplive statistics for all 6 firms, the PA sector, for the quantitative variables, 1t
indicates the minitaum, maximum, mean and standard deviation of each constructs
(usability, interactivity, information quality and riskiﬁcss) for the 24 questions, The
table shows (he ranking in means of the constructs as follows: usability (4.88),
infarmation 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/ Std.
variable Description Min. | Max. | Mean | Deviation
Usability 4.88 1.294
Learning Learning to operate the site is easy 1 7 5.00 1.081
Locating Locating the service was clear and 1 7 4.90 1.335
services understandable ’ ’
Ease of use The site was easy to use 1 7 4.90 1.270
Design The design is appropriate to . 7 4.88 1.287
appropriateness | professional service site ’ '
Competency The site conveys a sense of " 7 4.89 1.087

competency ’ ’
Attractive The display pages within the site have 1 7 4.71 1.463
appearance an attractive appearance ' ’

Interactivity 4.55 1.414
Sense'of The site created a sense of 1 7 4.36 1354
personalisation personalisation to meet my needs ) )
Seeking services | | am encouraged by the web

‘ .appearance to seek services from this 1 7 1.4:55 1.297
firm
Reputation The site has a-good reputation e.g. 1 7 412 1383
testimonials, goals, owners : :
Search facilities The site has-adequate Search facilities 1 7 4.80 1.412

Ease of The site makes it easy to communicate

communication with the firm e.g. e-mail address, 1 7 4.95 1.358
telephone

Site interaction My efforts in interacting with: the site

efforts were acceptable ! ! 4.50 1.519

information 4.78 1.211
Quality ] ’
Level of detail The site provides information at the right 1 7 4.78 1927

level of detail ’ )
Accuracy The information on the site was

accurate e.g. evidence of source, 2 7 4.75 1.079

update

Relevancy The information was relevant to the task 1 7 4.78 1169

e.g. to my search ) ’

Believable The information was believable 2 7 4.93 1.087
Helpful in The information was helpful in
understanding understanding the site. ! ! 4.79 1.231
Format The information format was appropriate 1 7 4.67 1.429
appropriateness | for the task e.g. layout, headings ) ’
Riskiness 4.64 1.188
Access security My access to the site feels secure 1 7 466 1.160
Communication . | | feel communicating with the firm is
Security secure and promising 1 7 4.61 1.206
Transactions | feels secure to complete transactions, 1 7 4.47 1279
security if wanted : '
Service delivery : | | feel the firm will deliver the service as
security promised ! 7 4'79 1118
Information | feel the firm will use the information as ‘
usage security intended 1 ! 4.76 1.103
Privacy | feel the information privacy measures
measures are adequate . ! ! 4.58 1.235
overall view | What is your overall view of the site 1 7| 4.80 1.244
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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

A t-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
(mean 4.88) (Mean 4.55) (mean 4.78) (mean 4.64)
Usability -
Interactivity 4.674%
(.005) )
Information 1.457 -10.977*
(.205) (.000) )
Riskiness 2.580%* -1.470 1.731
(.049) 202 (.144) i
*P<.05 () 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 consfructs determining the web site quality of PA sector into two

levels, each comprising two constructs.

Level 1: e Usability
e Information

Level 11 e 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 of mean scores between variables

in ‘usability’.

Table 5.8: Differences between Usability Variables- PA Sector

Learning Locating Easeof Design Competency Attractive
(mean services use appropriateness  (mean 4.89)  appearance
5.00) (mean (4.90) (mean 4.88) (mean
4.90) ~4.71)
Learning -
Locating services 2.954*
(.003) B
Ease of use 3.182* 102
(.002) (.919) B
Design 3.127* .788 .708 -
appropriateness (.002 (.431) (.479)
Competency 2.825* 421 316 -.396 -
(.005) (.674) (.752) (.692)
Attractive 6.287* 4515  4.413* 4.248% 5.048*
appearance (.000) (.000) (.000) (.000) (.000)
*P<.05 ’ () 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 of use; ease of using 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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Level 1: e Learning

Level II e Locating services
e FEase ofuse
e Design appropriateness

e Competency

Level III o 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 Seeking Reputation Search Ease of Site
personalisation  services (mean facilities = communication interaction
(mean 4.36) (mean  4.12) (mean (mean 4.95) efforts
v 4.55) 4.80) (mean
4.50)

Sense of

personalisation )

Seeking -5.230*

services (.000) B

Reputation 4,295* 7.757*

(.000) (.000) B

Search -7.575* -4.755*% -11.5618* -

facilities (.000) (.000) (.000)

Ease of -11.913* -8.258* -13.064*  -2.680* -

communication (.000) (.000) (.000) (.008)

Site -2.167* 709 -5.063*  4.472* 7.436*

interaction (031 (479) (000)  (.000) (.000) -

efforts ) ’ ) ) )

*P<.05 () 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 iriteractivity constructs variables into five levels.

Level 1: e FEase of communication
Level II e Search facilities
Level 111 e Seeking services

e Site interaction efforts
Level IV e Sense of personalisation

Level V o 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 Accuracy Relevancy Believable Helpfulin Format
detail (mean (mean (mean understanding  appropriate-
(mean 4.75) 4.78) 4.93) (mean 4.79) ness
4.78) (mean 4.67)
Level of detail -
Accuracy 702
(.483) B
Relevancy .000 -.659
(1.000) (.510) B
Believable -4.380* -5.637* -4.860" -
' (.000) (.000) (.000)
Helpful in -.351 -.931 -.348 4.687* -
understanding (.726) (.352) (.728) (.000)
Format 2.355* 1.885 2.279* 6.157*¢ 3.069*
appropriateness (.019) (.060) (.023) (.000) (.002) B
*P<.05 () 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 in
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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.

Level 1: o Believable

Level II e Level of detail
e Accuracy
e Relevancy
e Helpful in understanding

Level III e Format appropriateness

5.5.5 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 betweeh Riskiness Variables- PA Sector

Access Communication Transactions Service Information  Privacy
security Security security delivery usage measures
(mean (mean 4.61) (mean 4.47)  security security (mean
4.66) (mean (mean 4.58)
©4.79) 4.76)

Access security -

Communication 1.285 _

Security (.199)

Transactions 5.324* 5.119" _

security . (.000) (.000)

3:;:’/‘;’; -3.417* -5.005* -9.126* -

security (.001) (.000) (.000)

Information -2.677* -3.678* -7.3218* 1.098 _

usage security (.008) (.000) (.000) (.273)

Privacy 1.891 .811 -3.274* 5.752* 4.553*

measures (.059) (.418) (.001) (.000) (.000)

*P<.05 () 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.

Level 1: e Service delivery security

e Information usage security

Level II e Access security
e Communication Security

e Privacy measures

Level II1 e Transactions security

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 means 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
(mean 5.18) (Mean 4.92) (mean 5.12) (mean 4.88)
Usability -
Interactivity 1.449
(.207) - i
Information 707 -1.197
(.511) (.285) i
~ Riskiness 5.781% 246 2.619%
(.002) (.815) (.047) i
*P<.05 () 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.
Level 1: e Usability
e Interactivity
e Information
Level 11 o 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.
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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.thé 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  Locating Easeof  Design Competency  Attractive
(mean services | use appropriateness (mean 5.22) appearance
5.17) (mean (5.13) (mean 5.32) (mean 4.94)
5.29)
Learning .
Locating services -1.679
(.096) )
Ease of use .553 2.020%
(:582) (.046) B
Design -1.647 -.360 -2.252% -
appropriateness (.103)° (.720) (.026)
Competency -.506 929 -.988 1.370 i
(.614) (:355) (.326) (.174)
Attractive 1.870 3.126* 1.624 3.879% 2.629*
appearance (.064) (.002) (.107) (.000) (.010)
*P<.05 () 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 e Locating services
e Design appropriateness
e Competency
Level I e [Learning

e FEase of use
e Attractive appearance

87




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 of personalisation 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 Seeking ~ Reputation Search Ease of Site
personalisation services  (mean 4.48) facilities communication  interaction
(mean 4.51) (mean (mean (mean 5.51) efforts
4.64) 5.27) (mean
5.09)
Sense of
personalisation )
Seeking services -1.325
(.188) B
Reputation .206 1.133
(.838) (.260) B
Search facilities -6.460* -6.179% -6.134% -
(.000) (.000) (.000)
Ease of -6.782% -5.926* -6.906% -2.433% -
communication (.000) - (.000) (.000) (017
Site interaction -3.915% -3.327% -4.496* 1.637 3.992%
efforts (.000) (.001) (.000) (.105) (.000)
*P<.05 () Significance

The table further shows that there was no statistically significant difference between
‘Sense of personalisation’ and ‘Seeking services’ and ‘Reputation’. However, 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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Level 1: e REase of communication

Level 11 e Search facilities

e Site interaction efforts

Level III o Seeking services
e Sense of personalisation
e Reputation

5.6.4 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 believablé 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

Level Accuracy  Relevancy Believable  Helpful in Format
of (mean (mean 5.31) (mean understanding appropriateness
detail 4.93) 5.30) (mean 5.16) (mean 5.03)
(mean
5.01)
Level of detail
Accuracy 1.133
(:260) i
Relevancy -4.065*% -5.006*
(.000) (.000) -
Believable -3.642% -3.903* 137 -
(.000) 9.000) (.892)
Helpful in -1.661 -2.127 1.938 1.914 -
understanding (.100) .036 (.055) (.058)
Format -192 -.990 2.584%* 2.260* 1.129
appropriateness (.848) 325 (.011) (.016) (.262)
*P<.05 () Significance

There was no statistically significant difference between the, ‘Level of detail’,
‘Accuracy’ and ‘Format appropriateness’. On the other hand, differences occurred

between these three variables and ‘Relevancy’, ‘Believable’ and ‘Helpful in
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understanding’. The top three variables had no statistically significant differences
between themselves. This categorises the information quality constructs variables

into two levels.

Level 1: e Believable
e Relevancy
e Helpful in understanding

Level I e Level of detail
e Accuracy
e 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 compléte transactions, if wanted’ had the

lowest mean score of 4.68.

Table 5.16: Differences between Riskiness Variables - PwC

Access Communication  Transactions Service Information  Privacy
security Security security delivery usage measures
(mean (mean 5.01) (mean 4.68) security security (mean
4.76) (mean (mean 4.94)  4.85)
5.04)

Access security -

Communication -3.089*

Security (.003) B

Transactions 923 4.953%

security (.358) (.000) B

Service delivery -2.386* -.389 -3.766* -

security (.019) (.698) (.000)

Information -1.686 .807 -2.611%* 2.253

usage security (.095) (422) (.010) (.213) -

Privacy -.988 2.100%* -1.901 1.915 1.054

measures (.326) (.038) (.060) (.058) (.294)

*P<.05 () 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.

Level 1: e Service delivery security
e Information usage security
e Communication security

Level II e Access security
e Privacy measures

e Transactions security

5.7 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
(mean 4.96) (Mean 4.63) (mean 4.79) (mean 4.85)
Usability -
Interactivity 1.667
, (.156) i
Information 1.415 -2.000
(.216) (.102) i
Riskiness 1.770 . -1.326 -.602
(.137) (242) (.574) i
*P<.05 () 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.

Level 1: e Usability
o Interactivity
e Information
e _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’
(5.10). The lowest rated variable was ‘Design appropﬁateness; 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. Excépt 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  Locating Easeof  Design Competency  Attractive
(mean services ~ use appropriateness (mean 5.10)  appearance
5.20) (mean (4.95) (mean 4.82) (mean 4.84)
4.86) '
Learning -
Locating services 4.417%
(.000) B
Ease of use 2.453% -.923
(.016) (.358) h
Design 3.268* 430 1.226 -
appropriateness (.001) (.668) (:223)
Competency .990 -2.889* -1.502 -3.649* -
(.325) (.005) (.136) (.000)
Attractive 2.577* 169 799 -177 2.430*
appearance (.011) (.866) (.426) (.860) (.017)
*P<.05 () 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 1 e Learning

e Competency

Level 11 e Attractive appearance
e Easeofuse
e Locating services
e Design appropriateness

5.7.3 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 firm’ (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 of personalisation; 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 Seeking  Reputation  Search Ease of Site
personalisation services  (mean 4.34) facilities communication  interaction
(mean 4.35) (mean (mean (mean 4.51) efforts
4.66) 5.34) (mean
] 4.60)
Sense of
personalisation )
Seeking services -3.596*
(001) -
Reputation .053 1.903
(.958) (.060) B
Search facilities -7.235% - -5407* -7.072* -
(.000) (.000) (.000)
Ease of -1.910 1.566 -.852 5.675% -
communication (.059) (.120) (.396) (.000)
Site interaction -1.773 392 -1.187 5.038%* -564
efforts (.079) (.696) (.238) (.000) (.574) -
*P<.05 () Significance

The table shows that there was a statistically significant difference between ‘Sense of
personalisation’ and ‘Seeking 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.

Level 1: e Search facilities
Level II o Secking services
Level I1I o Sense of personalisation

e Fase of communication
e Site interaction efforts

e 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) followed by ‘Helpful in undersfanding;
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

Level Accuracy  Relevancy  Believable  Helpful in Format
of (mean (mean 4.58) (mean understanding appropriateness
detail 4.82) 5.13) (mean 4.79) (mean 4.75)
(mean
4.66)
Level of detail -
Accuracy -2.112%
(.037) -
Relevancy 852 2.837%
(.396) (.005) h
Believable -5168% -3.869*% -6.340% -
(.000) (.000) (.000)
Helpful in -1.421 297 -1.972 4.025* -
understanding (.158) (.767) (.051) (-000)
Format -877 .647 -1.275 3.699% .609
appropriateness 9.382) (.519) (.205) (.000) (.544) B
*P<.05 () 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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Level 1: e Believable

Level 11 e Accuracy
e Format appropriateness
e Helpful in understanding

Level 111 e Relevancy
e Level of detail

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, if wanted’ (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 Communication  Transactions Service Information  Privacy
security Security security delivery usage measures
(mean (mean 4.62) (mean 4.68) security security (mean
5.11) (mean (mean 5.00) 4.69)
4.99)

Access security -

Communication 5.381*

Security (.000) B

Transactions 4.400%* -.815

security (.000) (417) -

Service delivery 1.587 -4.461* -3.475% -

security (.116) (-000) (-001)

Information 1.415 -3.699* -3.019% -179

usage security (.160) (.000) (.003) (.858) -

Privacy 4.393% -1.000 -.107 4.214%* 3.251%

measures (.000) (.320) (.915) (.000) (.002)

*P<.05 () 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.

Level 1: e Access security
e Service delivery security
e Information usage security

Level II e Privacy measures
e Transactions security
e Communication security

5.8 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
(mean 5.60) (Mean 5.03) (mean 5.34) (mean 5.01)
Usability -
Interactivity 3.534*
(.017) )
Information 3.319* -1.997
(.021) (.102) i
Riskiness 6.278* 165 3.804*
(.002) (.876) (.013) )
*P<.05 () 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 determining the

web site quality of KPMG firm into three levels.

Level 1: e Usability
Level II o Information Quality
Level IIT e Interactivity

e Riskiness

To determine whether any two mean score for variables associated with the above
construct were significantly different, a t-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 determined the usability
quaiity of the KPMG web site had a mean score of over 50

Table 5.23: Differences between Usability Variables - KPMG

Learning  Locating Easeof  Design Competency  Attractive
(mean services  use appropriateness (mean 5.57)  appearance
5.60) (mean (5.63) (mean 5.58) (mean 5.37)
5.82)
Learning -
Locating services -4.340%
(.000) B
Ease of use -.555 3.409%
(.580) (.001) -
Design 287 3.559* 799 -
appropriateness (.774) (.001) (.426)
Competency 382 3.682* 815 145 -
(.703) (.000) (417 (.885)
Atractive 2500%  5.078%  2.833% 2.356* 2.344%
appearance ©(014) (.000) (.006) (.020) (.021)
*P<.05 () 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 diffqreﬂce between the four variables
‘Ease of use’, ‘Learning’, ‘Design appropriateness’ and ‘Competency’. This

categorises the usability constructs variables into three levels.

Level I e Locating services

Level I e Ease ofuse
e Lecarning
e Design Appropriateness
e Competency

Level III e Attractive appearance

5.8.3 Differences between Interactivity Variables

As shown in table 5.24, ‘Ease of éommunication; 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 of personalisation 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 Seeking  Reputation  Search Ease of Site
personalisation services  (mean 4.50) facilities communication  interaction
(mean 4.77) (mean (mean (mean 5.43) efforts
5.08) 5.17) (mean
) 5.20)
Sense of
personalisation )
Seeking services -4.138%
(.000) B
Reputation 2.702* 5.627%
(.008) (.000) B
Search facilities -3.225% -.767 -4.684* -
(.002) (.445) (.000)
Ease of -5.159* -3.200% -6922% -2.395% -
communication (.000) (.002) 000y - (018)
Site interaction -2.345% =751 -3.779* -179 1.631
efforts - (.021) (:454) (.000) (.858) (.106)
*P<.05 () 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,

Level 1; o Fase of communication

Level 11 e Search facilities
e Site interaction efforts

e Secking services
Level 111 e Sense of personalisation

Level IV e 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 informétion 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 Accuracy  Relevancy  Believable  Helpful in Format
of (mean (mean 5.36) (mean understanding  appropriateness
detail 5.26) 5.29) (mean 5.30) (mean 5.34)
(mean
5.51)
Level of detail -
Accuracy 2.837*
(.005) T
Relevancy 1.749 -1.517
(.083) (.132) -
Believable 2.459% -418 927 -
(.016) (.677) (.356)
Helpful in 2.062* -476 .669 -.139 -
understanding (.042) (.635) (.505) (.889)
Format 1.657 -.894 212 -.609 -.491
appropriateness (.101) (.374) (.832) (.544) (.625)
*P<.05 () 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.

Level 1; e Level of detail

Level II e Believable
e Relevancy
e Helpful in understanding
e Accuracy
e Format appropriateness

5.8.5 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 information
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 firm is secure and promising’ (4.90) was fifth
and the lowest ranked variable was ‘Access securitf/; feeling of secure in relation to

accessing the site’ (4.88).

Table 5.26: Differences between Riskiness Variables - KPMG

Access Communicat  Transactions Service Information  Privacy
security ion Security  security delivery usage measures
(mean (mean 4.90) (mean 4.92) security security (mean
4.88) (mean 5.25) (mean 5.17)  4.92)

Access security -

Communication -.352

Security (.726) B

Transactions -.506 -276

security (.614) (.783) B

Service delivery -4.035* -4.243* -3.864* -

security (.000) (.000) (.000)

Information -3.098* -3.045% -2.528%* 1.347

usage security (.003) (.003) (.013) (.181) B

Privacy -.440 -.245 .000 3.969* 3.242%

measures (.661) (.807) (1.000) (.000) (.002)

*P<.05 () 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.

Level 1: e Service delivery security
e Information usage security

Level 11 e Access security
e Communication Security
e Privacy measures

e Transactions security
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5.9 Quality Assessment for Deloitte Web Site

59.1 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

Information
Usability Interactivity Quality Riskiness
(mean 5.35) (Mean5.08) (mean 5.35) - (mean 5.03)
Usability - ‘
Interactivity 1.744
(.142) i
Information 132 -2.672%
Quality ~(.900) (.044) i
Riskiness 2.823% .623 4.534%*
(.037) (.560) (.006) )
*P<.05 () 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 o Information Quality
Level II e Usability
Level II e Interactivity

e 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.
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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  Locating Easeof  Design Competency  Attractive
(mean services  use appropriateness (mean 5.25)  appearance
5.44) (mean (5.56) (mean 5.27) (mean 5.11)
5.49)
Learning -
Locating services -.744
(459) B
Ease of use -2.316* -.980
(.023) (.329) )
Design 2.181* 2.797* 4.051% -
appropriateness ' (.032) (.006) (.000)
Competency 2.868%* 3.239% 3.931%* 287 -
(.005) (.002) (.000) (.774)
Attractive 3.915% 3.633% 4.642* 1.762 2.054%
appearance (.000) (.000) (.000) (.081) (.043)
*P<.05 () 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 1 e Fase ofuse

Level IT e Learning

e Locating services

Level I1I e Design appropriateness
e Competency

Level IV e 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
commurﬁcate 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 serifices; 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 Seeking  Reputation  Search Ease of Site
personalisation services (mean 4.68) facilities communication interaction
(mean 5.07) (mean (mean (mean 5.52) efforts
5.12) 5.25) (mean
4.83)
Sense of
personalisation )
Seeking services -.672
(.503) h
Reputation 2.719% 3.364*
(.008) (.001) B
Search facilities -1.557 -1.328 -3.707* -
(.123) (.187) (.000)
Ease of -3.995% -3.748* -6.217* -2.305% -
communication (.000) (.000) (.000) (.023) :
Site interaction 1.351 1.710 =770 2.459% 4.091*
efforts (.180) (.090) (.443) (.016) (.000) )
*P<.05 () 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
p

105



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.

Level 1; e Fase of communication

Level II e Search facilities
e Seeking services
e Sense of personalisation

Level 111 e Reputation

e Site interaction efforts

5.9.4 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 information 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 Accuracy Relevancy  Believable  Helpful in Format
detail (mean (mean 5.28) (mean understanding appropriateness
(mean 5.45) 5.42) (mean 5.38) (mean 5.11)
5.43
Level of detail -
~ Accuracy -332
(.741) B
Relevancy 2.054* 2.298%*
(.043) (.024) -
Believable 137 445 -2.258%* -
(.892) (.657) (.026)
Helpful in .561 .881 -1.274 553 -
understanding (.576) (.380) (.206) (.582)
Format 3.155% 3.969* 1.879 3.317 3.148%
appropriateness (.002) (.000) (.063) (.001) (.002) B
*P<.05 () 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.

Level 1: o Level of detail
e Believable
e Accuracy ,
e Helpful in understanding

Level 11 e Relevancy

e format appropriateness

5.9.5 Differences between Riskiness Variables

Table 5.31 shows that the highest ranked variable, ‘Information 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 firm 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 of the 6 variables with mean less than 5.0.

107



Table 5.31: Differences between Riskiness Variables — Deloitte

Access Communication  Transactions Service Information  Privacy
security Security security delivery usage measures
(mean (mean 5.09) (mean 4.83) security security ~(mean
4.88) . {mean (mean 5.20) 5.02)
: ©5.15)

Access security -

Communication -2.598%

Security (.011) B

Transactions 672 3.477*

security (.503) (.001) )

Service delivery -3.085* -.705 -3.982* -

security (.003) (.482) (-000)

Information -3.434* -1.196 -4.292* -618

usage security (.001) (.235) (.000) (.538) B

Privacy -1.597 579 -2.095% 1.417 1.784

measures (.113) (.564) (.039) (.160) (.077)

*P<.05 () 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 ‘Access security’ and
‘“Transactions security’ and ‘Privacy measures‘. This categorises the riskiness

quality constructs variables into two levels.

Level 1: e Service delivery security
e Information usage security’
e Communication Security

Level IT e Access security
e Privacy measures
e 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 Information Riskiness
(mean 3.52) (Mean 3.44) (mean 3.68) (mean 3.57)

Usability - : -

Interactivity 438
(.679) i

Information -1.636 -1.844

(.163) (.124) i

Riskiness -.664 -1.154 1.468
(.536) (.301) (.202) i

*P<.05 () Significance

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 e Usability
e Information
e Interactivity
e 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  Locating Easeof  Design Competency  Attractive
(mean services  use appropriateness (mean 3.51)  appearance
3.89) (mean (3.53) (mean 3.43) (mean 3.45)
3.29)
Learning -
Locating services 6.311*
(.000) )
Ease of use 4.352% -2.570%
(.000) (.012) -
Design 4.790* -1.282 1.165 -
appropriateness (.000) (.203) (.247)
Competency 3.804* -2.094* 223 -.929 -
(.000) (.039) (.824) (.355)
Attractive 4.068* -1.580 .833 -.228 815
appearance (.000) (117 (.407) (.820) (417 i
*P<.05 () 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 e Learning

Level II e Design appropriateness
e Competency
e Attractive appearance

e FEase of use

Level III e Locating service
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5.10.3 Differences between Interactivity Variables

Table 5.34: Differences between Interactivity Variable — Investor Group

Sense of Seeking  Reputation  Search Ease of Site
personalisation services  (mean 3.02) facilities communication  interaction
(mean 3.42) (mean (mean (mean 3.9) efforts
3.40) 3.81) (mean
3.10)
Sense of
personalisation )
Seeking services .266
: (.791) )
Reputation 3.748% 3.768* ;
(.000) (.000) B
Search facilities -3.291% -3.109* -6.399* -
(.001) (.002) (.000)
Ease of -4129% -3.853* -6387* -.667 -
communication (.000) (.000) (-000) (:506)
Site interaction 2.487*% 2.018% -.512 4.980% 5.379%
efforts (.015) (.046) (.609) (.000) (.000) -
*P<.05 () Significance

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 wvariables. 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.
Level 1: e Seeking services
e Sense of personalisation
Level 11 e Fase of communication
e Search facilities
Level I e Site interaction efforts

e 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

Level Accuracy  Relevancy Believable  Helpful in Format
of (mean (mean 3.68) (mean understanding appropriateness
detail 3.79) ' 3.78) (mean 3.69) (mean 3.33)
(mean .
3.80)
Level of detail -
Accuracy 132
(.895) h
Relevancy 1.354 1.463
(.179) (.146) B
Believable 228 139 -1.274 -
(.820) (.889) (.206)
Helpful in 1.647 1.465 -.103 1.517 -
understanding (.103) (.146) (.918) (.132)
Format 4.525% 4.144% 3.043%* 3.965*% 3.458%
appropriateness (.000) (.000) (.003) (.000) (.001) B
*P<.05 () 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.

Level 1: e Believable
e Relevancy
e Helpful in understanding
e Level of detail

e Accuracy

Level I1 e 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 firm 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 Communication  Transactions Service Information  Privacy
security Security security delivery usage measures
(mean (mean 3.55) (mean 3.32) security security (mean
3.75) (mean (mean 3.68) 3.49)
3.62)

Access security -

Communication 2.706*

Security (.008) h

Transactions 4.645% 3.381*

security (.000) (.001) B

Service delivery 1.384 -796 -3.589% -

security (.169) (.428) (.001)

Information .881 -1.434 -3.559* -.760

usage security (.380) (.155) (.001y (.449) B

Privacy 3.020%* 678 -2.049* 1.452 1.807

measures (.003) (.500) (.043) (.150) (.074)

*P<.05 () 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 e Access security
e Information usage security
e Service delivery security

Level 11 e Communication Security
e Privacy measures

Level 111 e 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 a t—tést 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
(mean 4.67) (Mean 4.19) (mean 4.42) (mean 4.54)
Usability -
Interactivity 2.826%*
(.037) i
Information 3.934% -1.186
(.011) (.289) )
Riskiness 3.650% -2.209 -1.977
(.015) (.078) (.105) )
*P<.05 () 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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Level 1: e Usability

Level 11 e Interactivity
e Information
e 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 highést 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.
‘Aftractive 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  Locating Easeof = Design Competency  Attractive
(mean services  use appropriateness (mean 4.69)  appearance
4.69) (mean (mean (mean 4.82) (mean 4.52)
4.66) 4.61)
Learning -
Locating services 479
(.633) B
Ease of use 1.182 844
(.240) (401) B
Design . -1.436 -2.080*%  -2.491% -
appropriateness (.154) (-040) (.014)
Competency .000 -.336 -.799 1.353 -
(1.000) (.738,) (.426) (.179)
Attractive 1.289 1.261 817 2.920% 1.844
appearance , (.200) (.210) (416) (.004) (.068) h
*P<.05 () Significance
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A [urther analysis shows that there was no statistically significant difference between
‘Learning’ and all the other variables. There was also no difference bctwccr‘f
‘Locating services' and ‘Ease of use', ‘Competency’ and ‘Atiraclive appearance’,
However a difference occurred between 'Locating scrvices' and ‘Design

appropriateness’. This catcgonses the usability construcls varmblcs into three levcls

Level [ » ‘Design appropriateness

Level 11 +  Learning
»  Competency
s Locating services

Level ITT v Altraclive appearance
* Eose of use

5,11.3 Differences hetween Interactivity Varinbles

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 appearance encourages the seeking of
services from a particular firm’ {4.39). The other variables were ranked as follows:
*Site inleraction efforts; eflorts in imeracting with the site* (4.21), ‘Sense of
personalisation; how the site crealed a sense of personalisation to meet individual
needs’ (4.05) and *Scarch facilities; the adequacy of search facilities in the site’
(3.94) were ranked third, fourth and fifth respectively. *Reputation; the site has a
good repulation’ (3.72) was determined has having the lowest ranking.
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Table 5.39: Differences between Interactivity Variable — PKF Australia

Sense of Seeking Reputation  Search Ease of Site
personalisation services  (mean 3.72) facilities communication  interaction
(mean 4.05) (mean (mean (mean 4.85) efforts
4.39) 3.94) (mean
- 4.21)
Sense of
personalisation )
Seeking services -3.193%
(.002) B
Reputation 2.720* 4.485%
(.008) (.000) B
Search facilities 563 2.876* -1.425 -
(.575) (.005) (.157)
Ease of -6.751%* -4.246%* -7.154% -5.077*
communication (.000) (.000) (.000) (.000)
Site interaction -977 1.294 -2.489% -1.344 4.455%
efforts (.33D) (.199) (.014) (.182) (.000)

*P<.05 () 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.

Level 1: e FEase of communication

Level IT °

e Sense of personalisation

Search facilities

e Site interaction efforts
e Seeking services

Level 111 e 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

Level Accuracy  Relevancy  Believable  Helpful in Format
of (mean (mean 4.44) (mean understanding appropriateness
detail 4.26) 4.68) (mean 4.41) (mean 4.67)
(mean
4.25)
Level of detail -
Accuracy -.282
(.779) B
Relevancy -1.914 -2.335%
(.058) (.022) B
Believable -4.641* -5.651* -2.770* -
: (.000) (.000) (.007)
Helpful in -1.725 -1.533 306 3.126% -
understanding (.088) (.128) (.760) (.002)
Format -1.777 -1.659 -238 1.725 -.645
appropriateness (.079) (.100) . (.812) (.088) (.520) )
*P<.05 () 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 occurred between ‘Level of detail' and
'Believable'. In addition, a difference occurred between the top ranked variable,
'Believable' and all the other variables. This categorises the information quality

constructs variables into two levels,

Level 1; e Believable

Level I e Relevancy
o Helpful in understanding
e Level of detail
e Accuracy
e 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 Communication  Transactions Service Information  Privacy
security Security security delivery usage measures
(mean (mean 4.52) (mean 4.36) security security (mean
4.55) (mean (mean 4.56)  4.54)
4.69)

Access security -

Communication 479

Security (.633) B

Transactions 2.452% 2.263*

security - (.016) (.026) h

Service delivery -1.340 -1.743 -3.664* -

security (.183) (.084) (.000)

Information -.094 -.367 -2.074% 1.625

usage security (.925) (,715) (.041) (.107) b

Privacy 109 -.205 -2.191%* 1.661 212

measures (.913) (.838) (.031) (.100) (.832)

*P<.05 () 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.

Level I: e Service delivery security
e Information usage security’
e Communication Security
e Access security
e Privacy measures

Level II e Transactions 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 Mean .
, Squares df Square F Sig.

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

Total 803.357 |611

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

Total 648.305 | 611

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

Total 674.003 | 611

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

Total 656.702 | 611

*P<.05 () Significance

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

mean scores for the two groups.

Table 5.44: Mean Score by Gender

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

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

5.46.

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

Sum of Mean .

7 7 Squares af Square . F | Slg'

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

Total 803.357 611

. Between Groups | 2.978 1 2.978 2.815 |.094

Interactivity ~ Within Groups | 645.328 610 1.058

Total 648.305 611

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

Total 674.003 611

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

Total 656.702 611

*P<.05 () Significance

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

chapter 6.

Table 5.46: Mean Score by Year of Study

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

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

established by the ANOVA test as shown in table 5.47.

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

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

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

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

Description - N Information | Riskiness

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

5.13 Qualitative Analysis: Comments

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

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

Professional firm Comments/Observation (No./%)

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

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

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

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

6.1 Introduction

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

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

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

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

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

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

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

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

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

63 PA Web Site Quality Dimensions

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

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

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

Altractive appearance

Sense of personalization
Seeking services
‘Search facilities

| Reputation

. Ease of communication
Site interaction-efforts:

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

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

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

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

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

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

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

Usability, |
4.88 Information
: Quality, 4.78

Riskiness

464 Interactivity,
4.55

6.4.1 Usability

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

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

e ‘Learning’ (5.0)

e ‘Locating services’ (4.90)

e ‘Ease ofuse’ (4.90)

e ‘Competency (4.89)

e ‘Design appropriateness’ (4.88)

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

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

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

This implies that they Lave room for improvement.

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

navigetional possibilities, which are above average.

6.4.2 Interactivity

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

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

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

»  ‘Repitation’ (4.12).

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

every seclor was represented.

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

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

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

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

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

reputation clugs.

4.3 Information Quality

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

information quality construct which consisted of:

+ ‘Believable’ (4.93)

» *Helpful in understanding’ (4.79)

¢ ‘Level of detail” (4.78)

+ ‘Relevancy’ (4.78)

e ‘Accuracy’ {4,75)

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

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

understandability.

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

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

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

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

relevant to their decision requirement.

6.4.4 Riskiness

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

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

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

+ ‘Transactions security’ (4.47).

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

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

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

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

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

practical to transact online.

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

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

‘risk.

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

informalion as intended".

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

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

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

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

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

Figure 6.3: Constructs Determining the Web Site Quality of PwC

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

lynteraC’tivity, ‘RiékiheSS

492 48

6.5.1 Usability

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

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

. ‘Altraclivc_ appéarancc’ (4.94).

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

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

appc'trancc

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

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

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

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

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

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

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

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

addition lhcy ]md positivé comments such as:

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

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

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

businesses as (they commented that:

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

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

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

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

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

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

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

652 - Interactivity

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

» ‘Eascol com.municution‘ (5.51)

» ‘*Search fucilities’ (5.27)

" ‘Site intcraclioh efforts’ {5..09)

. ‘Scns.e of personalization’ (4.51)

» ‘Seeking services® (4.64)

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

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

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

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

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

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

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

convinging or inadequate.

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

6.5.3 "Information Quality

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

+ ‘Relevaney'(5.31) e

s

s *Belicvable’(5.30) ’

« ‘Helpful in understanding’ (5.16}
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« ‘Format appropriateness’(5.03)
s ‘Level of detail’(5.01)

. ‘Acéumc_:y’ {4.93)..

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

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

participants include:

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

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

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

overload.

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

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

6.54 Riskiness

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

PwC web sites was evaluated using six variables namely:

o ‘Service delivery security’ (5.04)

s ‘Communication security® {5.01)

» ‘Information vsage security’ (4.94)

»  ‘Privacy measurcs’ (4.85)

* ‘Access security’ (4.76)

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

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

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

site interaction and this is likely to discourage further communieations.

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

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

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

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

Usabilty,
496 Riskiness, . .
1 485 Information
Quality, 4.79

Interaétivity,
4.63

6.6.1 Usability

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

follows:

e ‘Learning’ (5.20)

e ‘Competency’ (5.10)

e ‘Fase ofuse’ (4.95)

e ‘Locating services’ (4.86)

e ‘Attractive Appearance’ (4.84)

e ‘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 formed 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
panicipants located different services as shown in chapter 5.

Although the atlractiveness of the site was on levet Il of the perceived qualily the
Mean SCore Was relativély high. Some of the commenls by the participants supported
the observations that features within the site ware allracll\'e which made it easy to

) rcad the details found on the site.

‘Very easy o fi nd ihc services but less mformatlon about services;
" Gaod use of colour code’;: ‘Slte is stmple but effective’; 51te is fifendly .-
toindividoals and small campanies®.

This may imply thal the site was seen 1o be appropriate for smaller organisations.
However, the design of the site had the lowest mean scare which indicale that the
participants found the design less appropriate for a professional accounting services
sile, The analysis revealed that the peneral appearance and design of “the site were

relative less attractive to ihe potential clients.

As shown by ‘locating services’ and “easy of use’ variables, the E&Y site supparied
the participants in the understanding of the site as evidenced by several observations,
First, lhié is the site with the highest number of services located, (22 different
services), and secondly participants commenied posi_ﬁvcly about the site‘_ln addition,
the site was_commcndéd Tor being apprepriate for medium and small organisations,
Some comments from the participants include:

“Site i_s.simple';:"t"ricndljr to small i:ﬁt]ivi(__iuals’; ‘less sophisticated meny’.

The participants evaluated the breath and depth of the E&Y navigational links. The
rating of variables such as ‘comﬁetency‘, ‘learning’ and ‘case of use’ indicates how
well the pages and links are displayed. The site sﬁpported participant in the use and
understanding of the site. However, the site design was less appropriate for a
professional site as the potential ¢lients found the site less attractive and difficult to
navijgate, This means site dcsifgn may require some altention. More than half of
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comments in relation 1o E&Y site dealt with navigation, Some comments exiracted

*It is too long to find the specific service you need if you do t 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’; ‘sile was difficiit ta navigate ™ -

include:

As noted carlier, poor navigation may Imply time wasting while localing 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 Interactivity

The depree to which clients of the E&Y can communicale, have contrel aver, and
exchange informalion, as they use the site was established using interactivity

construct variables:

e ‘Search lacilities’ (5.34)

e ’Sceking services' (4.66)

« *Sitc interaction cfforts’ (4.60)

» ‘Ease of communication® (4.51)

e Sense of personalization’ (4.35

s ‘Reputation’ (4.34). :
Of the interaciivity variables, 'sense of personalisation’, ‘site interaciion® and
‘reputation’ were statistically not different hence they reflect 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 are with

what the site provides. 1n addition, the participants may have found it less satisfying

while chogsing the timing, content and sequence of communicating with the site,

The moderate raling of ‘ense of communication’ variable indicates thal 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 (hat
E&Y site can be improved lo make easy for the firm to respond and communicate
with clients. ' '

As revealed by- the. analysis, “‘reputation’ was the lowest rated variables within
interactivity. This may im'}ﬁ]y 'thnt_, although the participants were willing to seek
services from the firm, reputation clues within the si:te were cither missing or not
cénvinr:ing or inadcquate. This may be irﬁproved by focusing to such areas as
competency porirayed by (he site and management/partners teslinionials, visible and

clear positive historieal performance and third party repulation.

6.6.3 . Information Quality

Six variables of Information construct were used to evaluate the information quality
of the site. They were rated as follows:

« “Believable’ (5.13)

+ ‘Accuracy’ (4.82) _

. *Helpful in understanding’ (4.76}

» ‘Format appfopriatcncss’ (4.75)

*  ‘Level of detail” (4.66)

. ‘Relevanéy"(t}.SSJ.
As explained in c.h'ap.ter 3, ratings reflecling the |:jua1ity differ as shown by the mean
scares. The variables formed three levels of quality where ‘believable’ reflected the
highest quality, Level II i_ni:luded ‘hccm_‘ucy’, .‘I.lclpful in understanding® and *format

appropriateness’ which were stalistically not different. The final level consisied of

‘leve] of detail’ and ‘relevancy’.

The mean scores of E&Y indicate that the information accaracy was above
average which supported the locating andfer seeking accounting services within the
sitc with a reduccd level of error, In addition, the analysis shows thal nformation
was accurate enough to suppert 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 buf limited info régarding the sérvices”

The relative Jow rating of the ‘relevancy’ variable indicates that participants found
E&Y web sites could waste time while trying 1o access aud use relevant information.
A pamclpant ohserved lhal

*Search engine shbul_d providefmolre exact information’

This may indicates a lack of relevant information 1o enable the participant to source
accounting services, However, the ﬁrm.can impfove its site in relation to providing
_current information with a rcasonable level of updates and detail. The moderate
rating of ‘level of delail” and ‘fdl_-mat _apljropriateness’ indicate that the information
avaijlable to the particiﬁani_s was, on the average, able to help them understand the
site including the services offered. While the site ﬁmvidgd most of the services on
the Australin home page, there was not enough information which caused
. participanis *delving deeper” into the site, The participants noted: '

wa§ very énéy. (o find the sérv;ric:és.' bist less information provided about the -
services’, ‘tac much information on some papes’ and ‘I took too long to
find the specific service needed, if you do it by chckma )

6.6.4 Riskiness

Of the four construets, the riskingss eanstruct was ratet| second highest o usability.

Riskiness of E&Y weh sites was evalualed using six variables as {ollows:
» ‘Access securily’ (5.11)
« ‘Information usage security' (5.00)

»  “‘Service delivery securily’ (4.59)

4 mde wl B oaay
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» ‘Privacy measures’ (4.69)
s “Transactions security’ (4.68)

+ ‘Communication security’ (4.62).

While evaluating the perceived risk, the paricipants 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
raled higher than ‘transaction security’. This means that although participants
determined that the frms could deliver services as promised they were less keen to
complete a transaction if required. The sitc requires improvement in relation 1o

sccurify measures to support and enhance the completion of iransactions.

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 firms, However, *access security’ was the highest rated
variable. In combination, ihis indicates that although the participanis accessed the
site seeurely, they were less willing to continue with (he communication, This may

aflfect the completion of transaciions and ‘deep delving’ into the site.

The parlicipants in this study perceived low level of quality of risk associated with
‘privacy measures’. However, ‘information usage security* was rated relatively high.
This may motivate a client to release confidential information online antd hence

premoie and suppart online business with the firm,

6.7 Quality assessment for KPMG

The eanstruct ratings by the participants is shown in figure 6.5 and arc discussed

belaw,
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Figure 6.5: Constructs Determining the Web Site Quality of KPMG

Usability

nfdrmation
Quality, 5.34
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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)
e ‘Ease of use’ (5.63)
e ‘Learning’ (5.60)
e ‘Design appropriateness’ (5.58)
e ‘Competency’ (5.57)

e ‘Attractive appearance’ (5.37).
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On average the KPMG web site demonstrates the ability to mect the needs of the
clients as the mean scores of all the usability variables are above the mid-point. The
variables portrayed three levels of qualily where ‘locating services® formed the first
level, level two consisted of “ease of use’, ‘learning’, ‘design appfopriateness‘ and

*competency’ while ‘attractive appearance” formed the last level.

KPMG porirayed all above average level of usability thereby facilitating the locating
of services, casily and with a reasonable effort, The sile was easy to read as shown

by some of the comments by pariicipants;

~

‘Easy 1o read the first page — not too much jnformation, it’s more clean’;
‘Categorization of the services is very well done”; ‘Good site”; ‘the home
page pives a well-orpanized 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 aitractive to potential
clients. A site which is appealing to clients may increase the perceived ‘competency’

and encourage ‘deep delving® within the sile.

As shown by the ralings for ‘locating services” and ‘casy of use’ the KPMG site
supported participants in the understanding the nature of the site. This is further
supporied by the observations and comments by the participants which include:

—~

“They have clear view of services which the user can read easily’; ‘Clear
site”; *Ensy to look for and find ‘service icon’’; ‘Good site for ease of
understanding’; ‘Services classified very well’; ‘Excellent and casily
understood”. B '

The site porirayed consistency from one page to another, a quality which helps the
user (o feel in control of 1he site. Observed qualitics, like ‘clear site’, makes it easy to
undetstand, locate and identify services offered, ‘The high rating of variables also
indicale that the navigational links within the site made it casy for participants to
navigate, use and understand the site. This in turn enhances the perceived level of
competenay. 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 navigatable sile’; ‘Easy site to navigate’;
*Good navigation menu —easy to use —not clustered’. g

Good nnvig:ition helped the participanis to locale services quickly and easily and
keeping track of where aboul they were wilhin the site, In addition it would have
encouraged them 10 interact more with the site,

6.7.2 Interactivity
The rating of the interactivity construct was analysed carlier and consisted of the
lollowing variables:

» ‘Ease of communication® (5.43)

* ‘Site interaction effonis’ (5.20)

»  ‘Scarch facilities” {3.17)

s ‘Secking services' (5.08)

s« ‘Sense of personalization’ (4.77)

¢ ‘Reputation’ (4.50).

The high rating of ‘site interaction efforts' and moderate rating of ‘sense of
persomalisation’ indicates that participants were able to experience a personalised
interaction with reasonablc efforts in scarching and finalising tasks, parlicipants
gppeared to be able to wtilise such facilitics as search for service identification but

with mild difficullies, This is supported by some of the comments:

B e
“The only way to contact the company - ¢-mail*; *Visible search must be
included’; ‘Good layout and conlact information'; *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 ta learn about
various areas of interest’, - o

The high raling of the ‘ease of communication’ variable shows thal the KPMG site

responded to participants adequately. Varieties of communication facilities were
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available to parlicipants (such as e-mail, telephone, fax and ‘contact us') which

improved (heir satisfaction levels. However, the moderate rating of ‘sense of

personalisalion” implies that although communication facilities are 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
that, although the participants were willing (o seck services from the firm, they were
not convinced of the firm’s reputation. This may be enhanced by focusing on such
areas as competeney portrayed by the site and improving the visibility of other

repulation clues.

6.7.3 Information Quality

Six variables were used to rate the information constuct in relation to KPMG site

which consist of:

» ‘Level of detail’ (5.51}

« ‘Relevancy’ (5.38)

» ‘Format appropriateness’ (5.34)

s ‘Helplul in understanding® (5.30)

» ‘Believable’ {5.29}

*  ‘Agcuracy’ {5.26).
The variable ‘level of detnil’ had the highest quality level while ‘accuracy” rated
lowest although on average all varinbles were highly raled, given information
accuracy was above avernge which supported the locating and Jor seeking accounting

services wilkin the site at low level of error. Informelion 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 sile provides
current information with reasenable level of updates and detail. The rating shows that
the site provided timely and relevant information, as supported by participants’

observations:

*Goed information' ; * Simpler site with less information — you can click on
reportsfadditional information if you chose'; ‘Site provides lots of
informations and pays attention to details’; *Site structure is easy to find
information” ' : C

Overall information appearced to be believable as 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’ frther help potential clients to unclerstand the site including the
services offered.

6.7.4 Riskiness

Riskiness of KPMG sites was evaluated using six variables which were raled as

loHows: _
o ‘Service delivery security’ (5.25)
« ‘Information usage security’ (5.17)
» ‘Privacy measures’ (4.92}
o “Transactions security’ {4.92)
» ‘Communication security’ {4.90)

s ‘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 firm could deliver services as

promised and were keen to complete a transaction if required to. The site provides
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more than adequale security measures to support and enhance completion of

trapsactions and security clues were visible to the participants.

Participants rated ‘communication security” higl (i.e. above the mid-point) but lower
than most of the other variables, However, ‘access security’ was the lowest rated
variable indicating that although the participants were willing to continue with the
communication with the site, this could be alfected 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;

=

*Security needs to.be shown’ .. -

The study perceived a low level of risk af?;';;atcd with *privacy measures’. [n
“addilion, ‘informaticn vsage securily’ was ratéd high. This may motivale participants
lo transacl online due to increased level of confident with the firm, Participants
readily observed that the site “has an online privacy statement’ which shows that it is .

concerned about its cuslomers’ privacy end security concerns,

6.8 Quality Assessment for Deloitte

The participants rated the quality of the Deloitte site, resulting in different levels of
quality a3 shown in [igure 6.6,
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Figure 6.6: Constructs Determining the Web Site Quality of Deloitte
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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:
e ‘Ease ofuse’ (5.56)
e ‘Locating services’ (5.49)
e ‘Learning’ (5.44)
e ‘Design appropriateness’ (5.27)
e ‘Competency’ (5.25)

e ‘Attractive appearance’ (5.11).
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The ratings indicate that the Deloitte site has the ability to meet the nueds of clients
as all the mean scores are above 5,00, The variables porirayed four levels of quality
where ‘case of use’ formed the first level, while level two consisted of *learning’ and
‘locating services”. The variables ‘competency’ and ‘design appropriateness’ were
statistically not different henee formed level three and level four consisted of
‘altractive appearance’ which was the least rated variable. .

The site portrayed an above average level of usability parlicularly in relation to case

ol using the site and locating accounting services. The site was casy to use as shown

M

‘Easy to find out either what- you are lookmg for or all the ser\rlces
provided’, *Good s:te', *Colotir code pood®, ‘It’s a great site”, ‘T wns unable
to change the font size, however the default font size ( size nf'tcxt chosen
by designer) was large and therefore easier to read than the previous two
web sites*

by some of the comments:

The site was seen to be appropriate for a professional accounting service site
although a few less positive comments were raised by the participants such as:

H

*Too abstract aboﬁt_"_\rhut company is'. ‘Error on the Deloitte dream
team page’, "Good 'news and research’ page credibility’

The analysis revealed that the penerzl appearance and desipn of the site were
atiractive to participants, This is likely to have posilive impact on perceived
*competency” and encovrage the clients to *delve deeper” within the site. The site
supporicd the participants in their understanding of the site as evidenced by the high
rating of ease of using and Leaming the site, Tn addition, some patticipants observed
that: _ ‘
=
*The site is well structured régarding the scwices.pmvided‘, *Focuses on

five industiies and shows how- Deloitte specialises in the different
industries and have web casts’,  :

The high ratings of ‘desipn appropriafencss’, ‘vompetency’ and ‘atiractive

appearance’ jndicates that the site porirayed consistency from one page 1o another, o

156



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 Jevel acceptable (o the participants. This further
cubances the perceived level of competency and design appropriatencss. Good
navigation provides time savinps to clients while locating services and *keeping Irack

of whers about® within the site.

6.8.2 Interactivity
The exlenl to which the Deloilte site communicates and responds te (he user's
comnunication needs was evalualed using six variables as follows:

¢ ‘Ease of communicalion® (5.52)

e ‘Searclh facilities’ {5.25)

» ‘“Seccking services’ (5.12)

* ‘Sense of personalization’ {5.07)

» ‘Site interaction efforls® {4.83)

» ‘Reputation’ {4.68).

These variables formed three levels of quality where ‘ease of communication’
reflected the highest level. Level two consisted of three variables namely ‘search
facilitics’, ‘seeking services' and *sense of personalization’. 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 2 high level of communication with the

USCTS,

The high rating of ‘ease of communication® is enhanced by the presence of such
facilities as c-mail, 1elephone, fax or ‘comuet us’, In addition the site allowed
participants to search for specific information in a fijendly seiting. Several
- parlicipants observed that the sile was *user’ friendly. Examples of such comments

ara:

“The site ‘was user friendly and useful to whoever mses it —
student/professional’; ‘easy to use site’. - :
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Like other interactivity variables, ‘sense of personalisation’ and ‘site inleraction
ciforts” were highly rated. Participams were able (o personalise the site visible search

facilities and search resulls adequately meeting participants” expectations.

‘The analysis showed that, reputation was the lowest rated variable within the
interactivily construct although the rating was above average. On the other hand,
participants were willing (o szek services. In other words reputation clues supporied
by the site were at a level adequate enough to encouraged parlicipants 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)

s ‘Level of detail’ (5.43)

¢ “Believable® (5.42)

e ‘Helpful in understanding’ (5.38}

* ‘Relevancy’ (5.28)

+ ‘Formal appropriatencss® (5.11).
These variables formed two levels of quality where level one consisted of the first
four variables while *relevancy’ and *{ormat appropriateness' were in level two, The
high rating of ‘level of detail’ and *format approprialeness’ variables indicated that
the information available to the participants was able to help them understand the site

including the services offered, The site provided most of ihe scrvices on the

Australian home page, which minimised the need for the pariicipants to delve deeper

—~
‘Excellent home page — not toe much info’; *Good home page — not too
cluttered’; ‘I am not satisfied with the structure of the design althouph they
have a clear view, information that is given not cnough, too brief
explanation’ ) :

i the site, The participant noted that:
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Accuracy in relation to information quality was hiph indicating tha the sile
supported a low errer level and high reliability level. As noted earlier, the
information variables are inter-related. This explains why the mean scores are
clustered closely (ogether, For instance accurate information enhanced the
‘believable’ quality which further enhanced the site’s ‘understandability’ and
relevancy. In summary, the site provides .relevant, accurate and useful information,
coupled with a well organised information formatl and detail which enabled the

participant to determine or locate information accuracy clues,

6.8.4 Riskiness

Riskiness of the Deloitte site was evaluated using six variables which were raled 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 securily’ {4.83).

As perceived risk is generally concern with the degree of salety associated with the
site, il plays a crucial role in determining whether or not the client will conclude
online transactions, As indicated by the mean score, the variables portrayed different
levels ol quality. However, statistical analysis revealed two levels consisling of three
variables each. Although the pereeived risk was low, two of the variables had mean

scores below 5.0

The relatively high ratings shown above jmply that the firm eould deliver services as
promised, and the participants were keen to complete a (ransaction if required to do
s0. The usage, delivery and communication security were rated highly indicating that
participants felt seeure while in contact with the firm. Good accessibility enhances
the reliability of online service sourcing and encourages potential and exisling clients

(o continue with “ransaction’ processing. Participants felt relatively loss 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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' Interactivity,
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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)

s ‘Competency' (3.51}

¢ ‘Altractive appearance’ (3.45)

¢ ‘Design appropriatencss’ (3.43)

¢ ‘Locating services’ (3.29).

The varigbles portrayed three levels of quality where ‘learning’, formed the first
level. ‘design  appropriateness’, ‘compctcncy", ‘ease of use’ and ‘atiractive
appearance’ formed the sccond lovel while Level three consisted of ‘Locating
services’. All the variables were rated below the mid-point indicating a below
average level of usability quality. This may indicate thal the site has an inadequate
ability 1o meet the needs of clients, For example this may inhibit the locating of
services thereby discouraging clients, One participant commented that:

NTrmre—

‘Finding what you want is a bit hard’ -

The analysis further revealed that the penaral appearance and design of (he sile were
less altractive to participants. This affected the perceived ‘compelency’ and
discouraged ‘decp delving® within the site. Participants observed thal:

T

“It seem good sile for personal users’; *Not professional its more fike 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
difficult to understand and use the site, This is further evidenced by several

ohservalions and comments by the participants which include:
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*No ‘service’ icon appear on the 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 inconsisiencies from one page 1o another, an atiribule which made
participants [cel a lack control of the site, Some observed qualities like *page layout
is not consistent’ and makes it hard to understand, locate and idemtify services
offered, This further makes it difficully for participant to keep track of their
‘whereabouts’ within the site, The below averape mean scores indicale that the site’s
features such as pape compaonents, lexlual 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 sile made it difficult for participants 1o 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 giving up
and expressing negative sentiments which in turn 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 Interactivity

-

The raging of this construct was analysed using six variables as follows:
» ‘EBase of communication’ (3.90)
« *Scarch facilities® (3.81)
o ‘Seeking services’ (3.40)
« ‘Sensc of personalization’ (3.42}
« ‘Site interaction efforts’ (3.10)

« ‘Reputation’ (3.02).
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Although *ease of comrnunication® had the highest quality within the site, the rating
was below average. This shows that the site lacked adequate means of responding to
the participants. The inadequacy may include the absence of such facilities as e-mail,
telephone, fax or *comtact us’, which made it difficult for the patticipants to locate
the fitm, In cases where the facilities were used the results did not adequately meet
the expectations of the participants. Observations by parlicipants include;

~

“The site does not provide ‘contact menu’ for customers’ easy use”; ‘Verji
difficult to locate required information and services'; ‘get rid of advanced
search’; *has a search facility but resolts didn't match query® t

Like the other interactivity variables, *sense of personalisation®, and ‘site interaction
cfforts' were rated lowly. ‘Repulation’ was rated lowest which implies that
reputation clues within the site were either missing or not convincing or inadequate.
In addition, participants found it diflicult to evaluate previous performance of the sile
and henee lacked ‘indirest’ supporl material to positively facilitate transaction

_initiation and completion. This can be improved by the firm focusing on such areas
as competency portrayed by the sile, management testimonials, visible and clear
positive historical performance and third party repulation including clients, An
cexaniple of a repulation clue observed by a participant was:

-_—

*There is a message from the CEQ '{_éhich is always good’

6.9.3 Information Quality

Information quality in relation to Investor Group was rated using six variables as

lallows:
¢ ‘Level of detail’ (3.80)
« ‘Accuracy’ (3.79)
» ‘Belicvable’ (3.78)
« “Helpful in understanding’ (3.6%)

+ ‘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 variables were
inter-related as seen by narrow range of mean scores from 3.80 to 333, The level of
quality of one varfable affects a related variable. For instance, less accurate
information implies less-atiractive and inappropriate format which hinders the site
understandability. In addition, low information accuracy made it difficult for
parlicipants to locate and /or seek accounting services within the site. This further

resulted to low level of *belicvable’ information.

The low rating of the ‘relevancy’ variable indicates that the information available to
participants within the sitc was inadequate in terms of currency, level of detail and
timeliness, Participants’ observations indicated that the information was less relevant
to locating accounting scrvices. They commented that:
—_—

“Very difficult 1o locate relevant information’; *Site has & lot of information
but could improve on the layout”; *Hard to know wherg to start’; Overall,
still gol a long way to go to calch up with today’s onling market’

The low rating of ‘level of detail’ and ‘format appropriateness’ indicales that the
information available to the participants was, on the average, less helpful in
supporting the understanding of the site including the services offered. This may
further imply that the participant failed to find all the information {and services) they
required. Generally, clients become discouraged when they lack complete

infermation to meet their expectations. Participants commented that:

s

*very hard and strenuous site to find the services®, ‘inadequate information
was provided about the services’, too much infortnation on some pages* and
‘lack of specific information 1o describe services I.needed’, ‘Full of
information first page i.e. too much information’, ‘Menu structure should
provide more information’

Overall, the site portrayed an accounting site of below average information quality.
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6.9.4 Riskiness
Riskiness of the Investor Groﬁp web site was evaluated using six variables namely:

*  ‘“Access securily’ (3.75) I

« ‘Communication security’ (3.55}

»  ‘Service delivery security’ (3.62)

» ‘Information usage security” (3.68)

+ ‘Privacy measures’ {3.49)

s “Transactions security’ (3.32).
The rating of all the variables was below the mid-point which indicatcs that the
participants perceived relatively high risk, “Access security’ was rated highesl while
‘communication securily’ was in the second level of quality. Both .imply that the

participants felt lcss secure while communicating and accessing the site. This is
further supporied by the participanls’ comments which include:

N

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

Two variables, *service delivery’ and ‘transaction sceurity’, were sipnificantly
different, This means. although the participants perceived a relatively lower risk
related to firm’s services delivery as promised (hey were less keen to complete a
transaction if required to. The participants in this study perceived a high level of risk
associsted with *privacy measures® and ‘information usape sccurit.y’. This will affect
the participant’s willingness to disclose information which inhibits online transacting

and lowers client’s confidence with the firm.

6.10 Quality Assessment for PKF Australia
Figure 6.8 shows the rating of 1he canstructs in relation to the PKF Australia site.

The figure highlights usability as the consiruct with the highest quality as shown by
the mean score. The slatistical analysis revealed that the quality level of usabilily is
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statistically different from the other three constructs which form 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 of PKF firm

ility, ,
37  Riskiness

6.10.1 Usability

The ratings of the usability variables were as follows:
e ‘Design appropriateness’ (4.82)
e ‘Competency’ (4.69)
e ‘Learning’ (4.69)
e ‘Locating services’ (4.66)
e ‘Easeofuse’ (4.61)

e ‘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 partlmpants

which include:

‘Easy and p]easant'_éi;;_tb'use‘; *Easy site to use’

Since the scores are relatively close to average the site’s quality has room for

improvement. This is further supporied by observation by the participamts:

*Should improve the web site outlook i.c. make it more attractive to users;

*Nice graphics but limit size of screen available to display text’; ‘Design is
really good but can be more professional in the way to put mf‘onnahon

The general appearance and design of the site were altractive to participants aithough
some improvements can make it even beuter. The implementation of improvement
[eatures should enhance the ‘appeal® level of the site and advance the perceived level
of ‘competency” and eticourage 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, llowever, the site had mean
scores only slightly shove the average or mid-point. Parlicipants may therefore
cxperience some difficullies as they tried to use the site In the process of localing

accounting services, This is furlher evidenced in several observations and comments:

‘Very poor use ol frames (over-use)} — very poor use of fonts + sizes too

small amount of space on screen for actual content’; *Site is & jack of all
trades — it took me a bit of time to understand’; *Appearance discouraging 1o
interact with the site — too crowded site’; *The picture on the right side of the
web site is too big compared 1o the rest of the, site. It is a waste of space’;
*Services on the menu not clenr’; *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 scrvices. The average ratings
of variables indicate that the navigational links within the site made it easy for

participanis (o navigate within the site. However, participants experienced some
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difficuliics while using the links within the site. This is supported by the commenls

such as:

—~—

“Difficult to navigate but. fonts very.discouraging — onceI 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 section -
_The overall appearance does not encourage me to read further — content too -
crowded’; “Short outs take ages to'load’; ‘Far too little space in the mam
content frame and too mucp serolling vequired’ :

g
7 .

6.10,2 Interactivity

The interactivity consiruct was raled using the following variables:

.
» ‘Ease of communication” (4.85)

. ‘Seckinf; services' (4.39)

» ‘Site interaction efforts’ (4.21)

e ‘Sense of personalization’ (4.05)
« ‘Search facilitics’ (3.94)

« ‘Reputation’ (3.72).

As shown in chapter 5, *ease of communication’ and ‘reputation’ formed the first and
the (hird levels of quality respeclively. The other four variables are statistically not
dilferent and hence formed the second level. It is shown by the moderate ratings ol
the ‘ease of communication’ variable that the PKF site can improve on the adequacy
of responding to participants. Accessibility of facilitics such as e-mnil, telephone, fax

or ‘contacl us’ was ong 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'; ‘T 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, wué an issue lo
participants, This may cxplain why the participants had a low control of the site, This

is reflecicd by the low rating of ‘sense of personalisalion’ and ‘site inleraction
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elforts’, Clients are likely lo experience difficultics while choosing the (iming,

content and sequence of cammunicating wilh the site.

As revealed by the analysis, ‘reputation’ is the lowest rated variable within
interactivily, _Allhuugh'(he participants were willing to seek services l'r:orn the firm,
they -could nol. adequately locale additional moliva_ﬁﬁg factors in the form of
repulation clues. Like olher PA firms, PKF should be.'coﬁ:':c'me_d gbout their
reputation. This aspeet may be iinprovcci by focusing on features which enhance the
competency portrayed by the site (such as design, site appe.ar_nnce) and “intemally’

generated management lestimanials, and visible and positive historical performances,

6.10.3 Information Quality
As service provider the quality of information is essential to support clients. The six
variables for this construct were rated as follows: '

* ‘Belicvable® (4.68)

. “Format ppropriateness’ (4.67)

¢ ‘Relevancy’ (4.44) '

s “Helpful in understanding’ (4.41)

e C“Accuracy’ (4.26)

+ “Level of detail’ (4.25).
I_ixccpi for *belicvable® variable, which formed 1he first level of quality, all the other
variables are slatistically not different, hence l}iey reflect the same level of quality.
Although’ ‘the mcan scores are all above average, they are closely inter-related as
reflected by the range ol 1he ratings. The ralings show, that the information provided

by the site had a high level of believabilily quality but relatively low ratings for

relevancy, aceuracy and detail. The participants noted that;

“The site is.quite well done though there-Is not ‘much details about the
setvices.provided-at first glance’; ‘Can’t have a full view of the information -
requested - site overload wtth 1mages and no.. ‘room’ l'or text,: sIow
clownloud' ; . . L
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The relative low rating of the *relevancy’ and “level of detail” varfables indicales ihat
the PKF web sile may require attention in relation.to providing current information
will reasonable leve] of updates and detail. On average, the site provided timely and

relevanl information, as supporied by the observations of one participant:

Ilike the wcal_th of information tlat the site offers

6.10.4 Risgkiness
Riskiness of PKF web site was evaluated using six variables namely:
v ‘Service delivery s.ecurily' {4.69)
« ‘Information usage security’ (4.56)
*  ‘Access security’ (4.53)
v ‘Communication securily’ (4.52)
s ‘Privacy measures’ (4.54)

¢ ‘Transactions sceurity’ (4.36).

All the variables reflected the same lovel of quality except ‘transaction securily’
which formed level [1. This means that although the participants determined that the
firms could deliver services as promised they were less keen to complele a
wransaction if required 1o as they perceived a higher risk leve! in relation to task
completion. Furthermare the site has a relatively less perceived communication
security guality. Parlicipants would have telt less secure while communicating with
the firm, In addition, ‘acccs§ security was rated at the same level as ‘communication
seenrity’ which lurther increases the level of insecurity, This affects both the injtial
and continued interaction with the site,

The participants in this study perceived moderate level of risk associated with
‘privacy measuyes’, They thus felt that the firm was capable of preventing
unauthorised access 1o information provided by clients. In addition, ‘information
usage security” quality was raled relatively high ir';dicalirlg that the participanis were

willing 1o release their informaltion, if required to do so, in order to complete a task.
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6,11 Moderating Factors

Moderating factors were investigated 1o see how they affeet the pereeived quality of
PA web siles. In this study, moderators refer 1o a participant’s gender, year of study

and arca of specialisation.

6.11.1 Gender

From the analysis, there was no significant difference between the two pender
groups. Gender therefore did not influgnce the perceived quality of the PA web sites,
This is in line with the recent study of Weiser (2000) who noted that “gender pap in
Internet use has steadily declined” and that “Inlgimet vsers are now becoming evenly
divided among gender lines™ (ppl69-170). This study confirms the irend that the

gender factor does not appear to influence the perception of website quality.

6.11.2 Year of Study

In regard to respondent’s year of siudy, this moderator affected three constructs;
usability, information quality and riskiness. In all the three constructs the level of
perceived quality was negatively related 1o the year ol study, i.e. the higher the years

of study, the lower is the level of perceived web site quality,

The researcher can enly speculate on the reasons why these differences existed. To
obtain valid data in his respect Farther research would be required such as
interviewing students. Mowever, one of the reasons may be that online services
requirc a pood undérstanding of not only business bul also ol the underlying
tcchn.olugy. [t could be that those students with more advanced studying are able 1o
be more “eritical® of there aspect of online services offercd by the firm in respect of

usability, inf‘onnalion'qualil)'- and riskiness,

G.11.3 Area of Specialisation

Arca of specialisaiion influenced the perceived quality of the web site in respect of
1wo conslructs, i, information quality and riskiness. As seen in Table 3.48 in
chapter 5 quality ratings valid across the warious study areas. For cxample
information quality was rated the highest by students underiaking the Master of
Professional Finance and Banking while Master of Professional Marketing Students
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raled riskiness as the highest, Why this would be the case ean 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
viriables making uﬁ the constructs. Where possible, the ra:ting;.i that were established
were associated with' corments that the participants provided. In the next chapter,

the ﬁndingé_ of the study will be used to provide rccbrnmen.dmions for the sector and

each of (he firms in a formal manner.
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CHAPTER SEVEN

CONCLUSION, RECOMMENDATION, LIMITATION AND

FUTURE RESEARCH -

7.1 Introduction

The pr_e{'ious chapler provided the discussion of the study’s findings on the perceived
quality of web sites in the PA sector as well as those of the top six firms in Australia.
These discussions form a foundation for drawing éonclﬁsions and offering
recommendations. The chapier also reflects on design science’ and what role it played
and should play in s_uppcrting this type of research, This reflection ‘introduced a
larther philosophy on research, ll.amely prag'mat'isn-i, which, it will be argued, is well
suited 1o the process of disséminaling the oulcomes of thé study. The chapter
continues by olfering conclusions on' the. siuc_iy_‘s _.ﬁndings, recognising study

limitations and identifying l'urihe_r research cpporlun'itics. E
7.2 Reflections

7.2.1  On the Exccution of the Study

In the ngc of the internet and electronic COMINEICE, pro['g_séional service firms need a
means of assessing the effectiveness of thé_ir.wcb site, This'study developed a valid
and reliable instrument for measuring PA web site qua]ity.. The study was basedon a
literature rcvi.cw, which resulled in the use of design science as lens for evaluating
web site quality. The instrument used to measura guality was based on previously
used ones (especially W.chual 4.0 and led o the development of WebQu'aIl PA.
The instrument consisted of 4 research constructs and 24 research variables as shown

in Figure 7.1,
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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 determined 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 firms, which will form the basis for recommendation.

The study process was completed satisfactorily. First, the data collection period was
relatively short (two weeks) which was reasonable fér 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 questionnaires being completed and
analysed. Third, validity, reliability and distribution 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 determining 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
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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.

EVOLVING
STUDY : PARADIGMS

IS discipline

Integration

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 PA sector on the quality of its web sites.

176



By treating the artefact as a machine, Hevner ot al (2004) largely ignore the context
of the evaluation. This is impartant for research in the 18 discipline. As articulated by
MeKay and Marshall (2005), “the essence of I8 lies in the contextualisation of the
machine in the social systems™ {p. 3). They go further in qualifying the usefulness of

design scicnee by stating:

“If design science is to occupy an important place in building the IS
discipline’s knowledge base, then rigorous and deliberale ways of
enquiring into the design process and oulcome need to be articulated
and apreed upon by the communily of research scholars.” (p7).

MeKay and Marshall (2005) however see a dilemma in meeting this ambition in thal
“design science researchers face the dual challenge of solving a real world problem
while at (he same time conducting rigorous research.” (p7). This study attempts to
meet this challenge by drawing 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 the views of groups of people (i.e. elients of FA firms) and how they make
sense of realty (PA web sites). Thus it helps to address the weakness of
contextualisation in the Hevner et al (2004} perspective of design science, However,
as poinied 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 way of approaching the dilemma or
problem of relativism™ (p. 4). The philosophy is particularly useful 1o IS because of
its emphasis on relevance and usefulness (in this study to the PA seclor) and also

lakes into accounl the values of the researcher outlined in a later section.

According to Tashakkori and “Teddlie (1998 p30) pragmatism is appealing beeause it
eschews the use of melaphysical concepls {truth and reality} “that have caused much
endless (and often useless) discussion and debate™ and “it presents a very practical
ands applied research philosaphy: Study what interest and is of value to you, study it
in the different ways that you deem appropriate, and use the results in ways that can

bring aboul positive consequences within your value systern®.

Under the philosophy of prapmatism knowledge is strongly linked to action;

“Pragmatism can be understood as a philosophy that fully acknowledges this mutual
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permeation of knowledge and action™. Furthermors, “Pragmatism has a clear
loundation in empiricism, but goes beyond a pure orientation to observation of o
given reality, The basis in human action gives pragmatism an orientation towards a
prospeciive, not yet realised world” (Goldkhul, 2004, p,13). These aspeets are
reflected in the current study since knowledge is translated into action via

recommendalions made to each of the firms {see later section) thereby addressing the

future quality of their web sites (the *net yel realised world"),

According o Goldkhul (2004), since action permeates on knowledge, there have to
be linkages “lo an actable world.” (p. 18). A simple test for (his is to be able to trace
“concrele consequences” {(p. 19). This will occur when PA firms take up the
recommendations made in this study. Goldkhul (2004) further extends actionable
knowledge by linking it 1o 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 coneluding this discussion on underlying theory by referring to
Goldkhul’s (2004) key conclusions on pragmatism and IS research. “There is
continuous change in [ practice!™ {p. 20). *A pragmalist is interested in change and

action” (p. 20). “Why should we clse bother about having IS research?” (p. 21}

7.2.3 Value System of Researcher

The study fils wilthin the value sysiems of the researcher who graduated with a
Bachelors degree in Accounting and Master in Business and Administration (MBA
in Finance and Accounting), The Bachelors and Maslerr; degree provided the
necessary theories and accounting foundation eourses for the accounting profession.
The researcher continued with the interest in this area and staried a career in
academic, As a young academia, the researcher was parl of a team who developed
and launched the Daystar University Accounting depariment in Kenya. This
sustained and promoted the rescarchers close involvement aad interest in accounting
ns a profession, In early 1990%s, the tesearcher 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-Governmental Organisation (NGO) where ber activities included
{and were nol limited to) preparing accnuntiﬁg books for audit and working wilh
external audilors, While the position was quile attractive, it involved lots of
travelling including trips outside Kenya. After thorough consideration the researcher
gave up thé_position for more the Aexible academic appointment with Kenyatla

Universily (KU}, as a lecturer in the Accounting department.

However, this did not last for long. Due to the researcher’s qudliﬁcation and
experience, she was deployed as the University’s Finance Officer in 1996. Taking
over o department with systems which required rccbnstrucﬁon. she laced the
challenpe of not only being the head of the ‘finance and "accounting system
restoration’ team but also overseeing the day-to-day operations of the depariment.
Her interest in the accounting profession was maturing but she was loo busy to
realise her ambilions. The work did not favour embarking on a professional doctoral
programme. This was cxacerbaied by the shortage of doctoral supervisors in
accounting, social demands/expectations, family ties, financial constraints and
church involvement. All these factors contributed negaﬁvcly-to her professional
advancement. At the back of her mind she wanted 1o purse a doctoral programme in
accounting but in reality it was becoming more and more difficult 1o ‘penelrate’ the

system and overcome the ‘road blocks”.

As a way of preparing her ‘take-ofl", she went back to acnd.em.ia at her request.
Almost immediately she was appointed the Head of Ac.counling department,
examination co-ordinator for the faculty and the faculty mprcéeﬁmtivc on the ICT
board of KU. As the head of department, she facililuted the *birth” of the Finance and
Banking department thus hcﬁding two depariments for a period _ﬁf tims,

Her ambition 1o pursue doctoral research in professional accounting and information
systcm. reached when her husband and she sgreed to both pursue doctoral
proprammes in Australia. They started the process of articulating such decisions in
tlerms of possible universities, schools for the children, housing and finance. The
death of her busband in the same year changed the whole scenario, It ook her three
years to rcconstrucl her Jife, reorganise finances and make a final decision. 10

continue with her accounting profession at the highest possible level,
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[t was through the ECU promotion visits to Kenya that she became aware ol the
DBA (IS) programme. Although she .had two other acceptances to a duﬁtoral
programme, her choice for ECU, Perth tock preference, While the administration of
the Kenyatta Universily was unwilling to realise her on a study leave 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 forsign counlry
together wilh taking care of her five children, four of whom are currently
undertaking bachelor degrees in various flelds, Looking back now on the three year
programme it all aclds up to this simple conclusion as put in her words: “] am eager
to put my leaming into action in a Aeld where my heart has always desired —

professional accounling”.

7.3 Conclusion

A number of conclusions can be drawn from the oulcome 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 inerease of online
prolessional services PA firms will increasingly seck lo evaluate the qualily of their
web sites, This study has provided a suilable instrument that Tocuses on four
constructs, namely usability, interactivily, information quality and riskiness. They are
the dimensions that the literature review indicated are of high significance,
Furthermore, taking the client’s perspeetivé, the qualily aspects are enhanced in that
there is a greater likelihood of the successful completion of & transaction as well as

subscquent ones.

Second, this study adds 10 our understanding of WebQual, an instrument that has
been widely used in IS rescarch, WebQual/PA has its origins in WebQual version 4
but was refined to meet the needs of the PA sector. Previous WebQual instruments
have been applied in a variety of industries but none in the PA sector. WebQua-If[’A
increases the diagnostic power of WebQual thergby forming a basis for the effective
prognosis of web site quality in this important professional  services sectar.
WebQual/PA provides a deeper analysis of a site's strenglh and shortcomings by
extending the instrument to 4 research constructs and 24 variables. This provides
preater insight to possible sources of problems; for instance whether the riskiness
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qualily problem arises from ‘access security” or ‘communication seeurity” or “service

delivery security’ or ‘information usage security measures’ or combination of them,

Third, the resulls of a relative assessment of qualily provide valuable feedback to
professional practices. Table 7.1 shows [evels of qualily that were determined in
chapler 5; level 1 indicates the highest level, The table shows that ‘usability’ was
ranked highest by clients of all the firms and indicates that this dimension is the most
developed dimension within the PA sector, It is foiluwcd by ‘information quality’.
‘interactivity' and *riskiness’ are arcas requiring attention as they seem to lag behind.

Recommendations to that effect will be made in a sibsequent section,

Tuble 7.1: Results of Web Site Quality Assessment Tor the Constructs

tisabllity Intéract[vlty Informatfon | Riskiness

L4 II | 111 I u 148 I II | 111 1 Ir |m
PA Sector v v v v
PricewaterhouseCoopers {PWC) | v v ¥ v
Ernst & Young (E&Y) v ¥ v v
KPMG v v v ¥
Deloltte ¥ ¥ v v
trvestor Group v v v v
PKF Australia v v v v

PA firms now have a sector-specific instrument for assessing a web site’s quality.
They have an insirument that can be used fo evalvate the quality of their site and
even those of competitors. A poor quality web sile will inevitably result in client
dissalisfaction 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 more high
quality web sites that meet their clients’ expectations. They can use WebQual/PA 1o
‘elient test’ potential sites and detect which dimensions need imprevement prior 1o -
public release. Other professional service firms, such as lawyers and financial

advisors, may gain benefits by leaming about and applying the principles of
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WebQual/PA. Not only can WebQual/PA serves as a means of benchmarking against

competitors but also determine 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’ firm in terms of construct

Table 7.2: Mean Scores of PA Web Sites

Constructs/ PA Firms
Variables

Description PWHC - | E&Y | KPMG | Deloitte | Investor | PKF
Usability 518 | 496 | 560 535| 352|467
Learning Learning to operate the’

site is easy 517 | 5.20 5.44 3.89 | 4.69
Locating Locating the service
services was clear and ,

understandable 529|486 | 5.49 3.29 | 4.66
Ease of use The site was easy to -

use 513 ] 4.95 5.56 3.53 | 4.61
Design The design is
appropriateness | appropriate to

professional service site 532 1 482 5.27 3431482
Competency The site conveys a

sense of competency 5.22 | 5.10 3.51 | 4.69
Attractive The display pages
appearance within the site have an .

attractive appearance 494 | 484 | 3.45 ] 4,52
Interactivity 4.92 | 4.63 3.44 | 4.19
Sense of The site created a
personalisation sense of personalisation

to meet my needs 4.51 | 4.35 3.42 | 4.05
Seeking | am encouraged by the
services web appearance to

seek services from this

firm 4.64 | 4.66 3.40 | 4.39
Reputation The site has a good

reputation e.g.

testimonials, goals,

owners 448 | 4.34 3.02 | 3.72
Search facilities | The site has adequate o

Search facilities 527|534 | 517| 525| 381|394
Ease of The site makes it easy .
communication to communicate with the

firm e.g. e-mail address, .

telephone 551|451 | 5431 559 3.90 | 4.85
Site interaction My efforts in interacting |
efforts with the site were -

strenuous 500|460 520 4.83 3.10 | 4.21
Information 5.12 | 4.79 535|368 |4.42
Level of detail The site provides ,

information at the right

level of detail 501 ] 466 | 551 5.43 3.80 | 4.25
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Accuracy The information on the
site was accurate e.g.
evidence of source,

update 4.93 3.79 | 4.26
Relevancy The information was

relevant to the task e.g.

to my search 5.31 3.68 | 444
Believable The information was

believable 5.30 3.78 | 4.68
Helpful in The information was
understanding helpful in understanding

the site. 5.16 3.69 | 4.41
Format The information format

appropriateness | was appropriate for the
task e.g. layout,

headings 5.03 3.33 | 447
Riskiness 4.88 3.57 | 4.54
Access security | My access to the site

feels secure 476 | 3.75 | 455
Communication | | feel communicating
Security with the firm is secure

and promising 5.01 3.55 | 452
Transactions | feels secure to
security complete transactions, if

wanted 4.68 3.32 ] 4.36
Service delivery | | feel the firm will deliver
security the service as promised 5.04 362 | 4.69
Information | feel the firm will use
usage security the information as

intended 4.94 3.68 | 4.56
Privacy | feel the information
measures privacy measures are

adequate 4.85 3.49 | 4.54
General 5.09 3.5 | 4.58
Overall view What is your overall

view of the site 5.09 350 1 4.58

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 PA Web Site Quality

Usability

8

=@= P\WHC
=i ERY
== KPMG
Deloitte
Investor
== PKF

Riskiness Interactivity

information

From the above, it was possible to develop recommendations for the PA 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 PA Sector Web Site

Variables

Sense of
personalisation

Seeking services
Reputation
Search facilities

Ease of
communication

Site were strenuous
efforts

Dimensions

Interactivity

Access security

Communication
Security

Transactions security

Service delivery
security

Information usage
security

Privacy measures

y.

\F_I_{isldnvf

88

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

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 convincing
reputation clues and search facilities

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

Improve visibility of security measures put in place

Provision of statement regarding information usage

Figure 7.6: Recommended Actions for PwC Web Site

Variables

Dimensions

Access security

Communication
Security

Transactions security

Service delivery
security

Information usage
security

Privacy measures

\I_Riskinc

SS

Recommended action

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

Improve visibility of security measures put in place

Provision of statement regarding information usage
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Figure 7.7: Recommended Actions for Ernst & Young Web Site

Variables Dimensions Recomme?nded action
Sense of e Support client interaction via the Web site and the
personalisation capability to provide feedback
Seeking services , o Design the Web site to increase a positive and

personalised client experience

Reputation L
ract o . :
' J Make the Web site just as easy, if not easier, for
clients to use than other forms of interacting with

Search facilities

T

Ease of ; )

communication b the site

Site were strenuous e Provide appropriate, visible and convincing
efforts reputation clues and search facilities

Figure 7.8: Recommended Actions for KPMG Web Site

Variables Dimensions Recommended action

e Support client interaction via the Web site and the

Sense of capability to provide feedback
ersonalisation . . . .. .
P e Design the Web site to increase a positive client
Seeking services . :
Reoutati /Eterac‘uwt experience
eputation , o Make the Web site just as easy, if not easier, for
Search facilities \H - clients to use than other forms of interacting with
Ease of communication the site
Site were strenuous e Provide appropriate, visible and convincing
efforts reputation clues and search and contact facilities
Access security
Communication Security . e Implement and promote security and privacy
. . policies and procedures that make clients feel
Transactions security Coq . . .
Riskiness secure in dealing with the firm
Service delivery security o ) )
) . e Improve visibility of security measures put in place
Information usage security

Privacy measures
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Figure 7.9: Recommended Actions for Deloitte Web Site

Variables

Sense of
personalisation

Seeking services
Reputation

Search facilities

Ease of communication

Site were strenuous
efforts

Dimensions

@e@m

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

Privacy measures

=

Riskiness

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

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

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 convincing
reputation clues and search facilities

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

Provision of statement regarding information usace
f=) fe) o=l
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Figure 7.10: Recommended Actions for Investor Group Web Site

Variables

Dimensions

Learning
Locating services
Ease of use

Design
appropriateness

Competency

Attractive
appearance

\I_'Effsabﬂity’

Sense of
personalisation

Seeking services
Reputation

Search facilities

Ease of communication

Site were strenuous
efforts

Level of detail
Accuracy
Relevancy
Believable

Helpful in
understanding

Format appropriateness

In

Interactivity

ormati

on

Access security

Communication
Security

Transactions security

Service delivery
security

Information usage
security

Privacy measures

Recommended action
» Use images and terminologies appropriate to the
Accounting services and profession

» Design and support pages which are easy to read
and understand

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

> Use colours, graphics, and text that are pleasing to
the client’s eye

> Establish and promote consistent
appropriate for the PA sector

site design

e 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

convincing

» Provide mechanism to support “tailor made” and
relevant information

» Avoid information “overload” especially on home
page.

»Make visible clues supporting currency and
believable information quality

» Undertake market research to determine what
information PA clients expect

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

Make security measures visible to allow clients 1o
initiate and conclude business transactions over the
Web.

Improve visibility of security measures put in place

Provision of statement regarding information 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 sfrenuous
efforts

ya

Interactivity

=

Level of detail
Accuracy
Relevancy
Believable

Helpful in
understanding

Format
appropriateness

Information

=+

Access security

Communication
Security

Transactions security

Service delivery
security

Information usage
security

Privacy measures

N{iiSkinéss

1.5

Limitations

P

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

Provide mechanism to support “tailor made”
information

Avoid information “overload” especially on home
page.

Make visible clues supporting currency, accuracy
and believable information quality

Undertake market research to determine what
information PA clients want on the Web site to
support 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

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 chance of being selected 1o
participate in the study. As part of the research process, the researcher atlended
classes in which she invilcd-studenls lo parﬁciphle in her research, However, the
ability io nppmach siudents wus dcpendcnt on the agrccmcnl of the leclurers in
charge ol‘lhe unit to allow lhe rcsearchcr o uddrcss the cIaSS

The choice uf'sludcnls as sun_'o'galcs for clicnts of PA firms Ims puiémial weaknesscs.
While it is gencrally ai:ccptcﬂ as a valid research 'upprbacil. there is no assurance that
students would necessarily be reprcscnlatwc of all the types of clients that a PA has
conlact with, Howaver, these limiations are 1ypn:a| of those facing most rescarchers
for the teason that such work oﬂcn heeds to bc carrlcd out in a scltml, where subjects

are rcudlly avallablc

While the choicc of research constructs and variables was larpely determined by the
preceding WebQual mslrumenl and n review of lilerature, there is always an ¢clement
n[‘rcscarchcr bias invo lvcd ThlS is nut ncccssanly i wcnkncss as was exp]ulmd inan
earlier section because’ under the pragmatic philosophy, the rcscarchcr"i valucs come
into play. [n this respect it is worthwhile quoting Tashakkorl_ and Teddlic, {1998, pp.
'26-27) ' ' '
“Thus pragmaiists decide what they want to rescarch, puided 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 conpruent with their value sysiem,
including variables and units of analysis that they feef arc the mosl appropriate

for finding an answer to their research question, They also conduct their siudics
in anticipation of results that are congruent with their value systems,”

There are well fccognised limilations mssociated with desipgn science as already
o'lillinct.i.in an__carlicf scetion, As observed by some rescarchers (McKay & Marshall,
2008; Vaishnavi & Kucchler,' 2004), the approach . scparales -the _tec.lmologicul
artifacts from people and the organ'i's_atiori. In other words, the approach does not
adequately consider the enlire system of designing- the artifact, the underlying
iechnolagy, the role of people, the nature of the organisation und. other contexiual
issues. Furthermore, il is a rather slatic re]ﬁrcsénlaﬁon of the phcnom'ena studied and
suffers from the “failure to respond lo changing orgﬁnisational realities with respect
to I8” (McKay and MarshaII,IQOUS, P 5}.'This study d_cterinined web sile quality aa
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pantjeular moment in time, i.¢. at the time the experimental sessions were conducted,

and in the particular setting of the compuier laboratory,
7.6  Future R_csearcl_i

As Murslmll et al (2005) succinctly amcu]atc Whl|c pragmallsrn Izas strengths ag
discussed in an earlier section, i1s “usefulness cannot be asserted by smmlc elzims to
experlcncp, but must be established by dialogue _zmd argument” (p.4). It is therefore
proposed that follew-up n_:su:arcﬁ be conducted to confirm the lindings with the PA
firms and Lo monitor any aclion and reaction mkén by them. [n other hands, the
findings of the study should be presented to (he ‘owners™ of the web sites 1o scek
their foedback and . collect .inf'onnat.io.n to develop and refine the WebQual/PA

instrument further,

The research is considered a begfnning of a cumulative research program. where
WebQual/PA could be uéed io cvaluate perceived qualil}' of other 'prof‘cssiar;al
service providers, The weaknesses of the current Study can be addressed in future
research, For- ‘example, ralher than using studcnls the renl. tife clients ol the
professional serviees firms could - be involved, Turthermore, while this study
investigated the perceived ql..lulily. of PA web sites usin.g_four quality dimensions
derived from Iillcraturc, fulufc cfnp'irical rescarch could derive new constritets andfor
variables reﬂccllng the dynamic nature of the online busingss cnvlrcnment and new

tcchnu]oglcs o
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ALl Flyer

ARE YOU A POST-GRADUATE STUDENT IN THE
FACULTY OF BUSINESS AND LAW, ECU?

YOU ARE INVITED TO TAKE PART IN A
WEB SITE QUALITY RESEARCH STUDY

WHEN?
Week 1:
Dayf Monday Tuesday | Wednesday | Thursday
Time 29" Aug. | 30" Aug. [31% Sept. | 1% Sept.
' a00s 005 laons _lao0s |2
“£12000 (251 31005 SRS RN PR D i [
16.00 - 17.00 |
Week 2: ’
Day/ Monday | Tucsday, chnesday Thursday | Friday
Time . 5% Sept, | 6" Sept | 7 Sept, 8" Sept. | 9 Sept
2005 2005 2003 2005_ _ 2005 _

AR e | SRR R
0; [l e e
ke ki et

| 1630 1930|

Any other time, please specify (including weekend)

Day/date . Time

Venue? 15.101 (Masters Lab), CH

Any bénefit? 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 pléaée: .

Contact? Mrs Casty Nyaga, DBA(IS) Candidate, ECU, WA 6027
E-mail:enyagafstudent.ecu.edu.au

OR

Associale Prof, Dieter Fink, Supervisor, ECU, WA 6027
E-mail: d.fink{@ecu.edu.au
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EX LT AT €0 €r WA T

A12 Information Letter to Participants '

Dear Pammpant

'I'Imnk you for pammpaung in this sludy about web site quality. T am untdertaking an
investigation 1o evaluate the web site quality of Public Accounling firms, This study
is being undertaken as part of the requirement of a Doctor of Business
Administration (Information System) at Edith Cowan University. The title of the
" study is “Defermining, Developing, and Applying the Requirement of
“WEBQUAL™? for the Public Accounting Profession, For this study, I need 1o
obtain informalion relating 1o the web sites ol public accounting firms.

The reason for this leller is to invite you to participate in this study in the laboratory
experiment stage, The study will entail collecting some data from you through a
questionnaire and the use of PA web siles. The data collection procedure includes a
schedule of questions (schedule of questions to be attached) which will be filled in a
computer laboratery. The questionnairc contains the detailed procedure to facililate
your pamclpatlon

The data collecuon pracess has two main parls namely laboratory experiment and
focus group interviews which related 1o the Accounting service clients and providers
respectively. Due to your involvement wilh the business and or accounting services
either in the universily orfand working environment, you have been selected as a
surropate for the Professional Accounting (PA) clicnts.

The rosearch will assist prcf'essxonal firmms fo improve their web busmcss offerings,
There will be no risk whatsoever for each participant in this study, We hope that each
participant will increase histher interest in online accounting services.

Any information that you give to me whether in writing, by e-mail or verbally, will
be kept strictly conlidential and will only be used for the purpose of the projeet,
After the study is completed, you will also receive a copy of the published research
lindings, lfyou wish, when they become available. '

If you agree to pal‘llmpate in_this study, your involvement wlll not influence the
asgsessment of the course you are enrolled. You are also allowed to withdraw in this
study at any time, if you so wish. In recngnmnn of time spent in this study, you will
be offered a 32 “scralch™ ticket for participation

Instruchuns

" Please keep this letter for your mf‘ormallon if you would like to pummputc in this
study, sign the Informed Consent Document {participant consent letter) and kindly
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hand over 1he 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
DBA(IS) Candidate, School of Management Information
Systems, Faculty of Business and Public Management, Edith
Cowan University, Pearson street, Churchland, WA 6027,
E-mail:enyaga@student.ecn.cdu.an
Telephone: +61 8 9273 8218

And/Or

i) Supervisor: Associate Prof, Dieter Fink
Business and Public Management, Management Information
Systems
Edith Cowan University, ChurchLand, WA 6027.

E-maii:  d.fink@ecu.edu.an
Telephone: 9273 8726

Rescarch approval and Independent contact person

This study has becn approved by the ECU Human Research Ethies Commiitee. 1f you
have any concerns or complainis about the msearch project and wish to 1alk 1o an
independent person, you may contact:

‘Professor Craig Standing

Head of School

School of Management Information Systems
Edith Cowan University

100 Joondalup Drive,

Building 2, Room 470

Joondalup Weslem Australia 6027

Tel: +61 (08 6304 5545

Fax:  +61 (0)8 6304 5088

E-mail:  c.standing@scu.edu.au

Your help in making this study possible is greatly appreciated.

Thank you,
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EELPE I FL -3 WALAT-] |

Al3 Participal_lts Consent Form

Dear Parlicipant

Thank you for pammpallng in this study which is about the qua]lt)r of Publi¢
Accountmg web sites when used for setving clients online.

The reasen for th1s letter is to invite you 1o participate in this study. As a participant
you will evaluate eight web sites on a computer terminal in about [ hour. The study
will entail collecting some data from you through a questionnaire and the use of PA
web site. The data collection procedure includes a sehedule of questions (schedule of
queslions attached) which you will £ill in a computer laboratory. The questionnaire
contains the detailed procedure to facilitale your participation,

The research will assist professional finns 1o improve their web business offerings,
There will be no risk whatsoever for each participant in this study, We hepe that each
participant will increass his/her interest in online accounting services.

In recognition of time spent in this study, y'ou will be offered a $2 “scrateh™ ticket for
patticipation, If you wish to collect the ticket please fill in the following information

Name:

Signature:

Date:
If you arc willing to take part in the above-namcd study, please tick in the box
Yes [ No (1

If you wish to know more aboul the study pleaée feel fice to cantact Casly 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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Al.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:

o Usability: refer to the ability of the web site meeting user’s need e.g.
finding the right information quickly, easily and without error

e Interactivity: the extent to which the web site communicates to the users
and the response to the user’s communication needs.

e 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

e 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.

This study is being conducted by: .
jCasty Nyc ga Student in Doc’cor of Busmess Adxnlnis’;fatiqi;'(lnfongafion Systems)

?Under the superv1s1on of ~. , - . , .
Dr. Dieter Fink: Associate Professor School of Management Informaﬁon Systems
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Please fill out and tick (V) the box below as necessary.

Degree Program currently enrolled (Kindly tick ) appropriately):

Area of Specialization

Master of Professional Accountmg
Master of International Business

geme

Master of Strategic Proj ect Management

PhD
Other specify:

Year of study (equivalent full time)

Gender: Male] Female [

Please note: o
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 tick (\’/ )

appropriately):

Taxation

Auditing

Consulting

Financial Planning |

Risk management

Investment

_Performance improvement

Restructuring

E-business solution

Corporate reorganisation.

Business recovery services

Forensic accounting

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

Usability

agree

Strongly disagree , Strongly

. Locating services wa . 2 3
_ clear and understandable =~

- fo professmnal service sﬁei}

the site have an attr
» appearal’lc c ?;'fj -

Interactivity

Strongly disagree Strongly agree

 web appearance o scd
. ices fr()mtﬂ’lls firn -

Q10. Thesite has

Search facilities

adequat

. My effort in interact
 withthe 31te "'ere e

 strenuous
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Information Strongly disagree Strongly agree

jQli’: _ The site provides information
~ attheright level of detail 1

. The information provided
was relevant e.g. '

Cliisrrmerio e e e e
~ helpful 1nunderstandmg . .. __ = _
'?*",:,”the site -

Riskiness Strongly disagree Strongly agree

Q19 MY access to the s1te .

-
feels Secure GEE T e e

Q21 feel secure to complete 1 o
- transactions, if wanted - .

Q23. I foel the firm will usemy
_ information as intended

! i
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General

?Please complete the questmnnalre for the next web Slte. Agal' thank’
. - you ;for your effort so far.
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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 (\/)
appropriately):

| Taxation
Auditing
Consulting
Financial Planning
Risk management
Investment

Restucturing ||

E-business solution

_Corporate reorganisation
Business recovery services
Forensic accounting |
Franchising
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Please circele the appropriate number for each question and respond to all statements.

Usability Strongly disagree Strongly agree

lear and,understandable7, 

- 1o professmnal service site

_ eppearance

Interactivity Strongly disagree Strongly agree

'ncouraged by the

~ services from this ﬁrrn

). The site has adequate
_Search facilities |

' ith the,,sfte w re
~ strenuous L
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Information Strongly disagree Strongly agree

The s1te prov1des 1nform ation

Q15. The information provid
 was relevant e g to
_search

vTh’e'infoﬁhatloﬁW: S
~ helpfuli in unucrm di
~ thesite -

Riskiness Strongly disagree Strongly agree

1Q19 . My access to the site

eels secure - =

7

I feel secure to complete |
- transactions, if wanted

Q23. Ifeelthefirmwillusemy 1 2 3
~ information as intended
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General

Please complete the questlonnaxre for the next Web sﬂ:e. 'Agam thank
: - = ou for your effort so far. '

218



Professional firm:

KPMG

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

Which accounting service can you identify from this site? (Kindly tick (\/)

appropriately):

Taxation

Auditing

Consulting

TFinancial Planning

Risk management

Investment

Performance improvement = |

Restructuring

E-business solution

Corporafereorganisation

Business recovery services

Forensic accounting

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

Usability

. The display pages within
'SIte have an attractlve
: 'iappearance . e

Interactivity

to professional service site

Strongly disagree

Locating services was
 clear and understandal

Strongly agree

Iam encouraged by th

_web appearance to seekv
-~ services from this firm

Q1o0.

~Search facilities

Q12. |

 with the. sxte» were

The site has adequate

My effort in interacting

o strenuous

Strongly disagree

Strongly agree
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Information Strongly disagree Strongly agree

 atherchilvelondenil

. The; 1nformat10n pro ided

search

17 »»The 1nformat1on was

S *,'~thes1te

Riskiness Strongly disagree Strongly agree

- feels secure

Q19. My access to the sfce :

_transactions, 'ifw '

Q1

Q23. I feel the firm will use my - 2 3 4 5 6 7

- "»,f1nformat10n asintended
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General

,Please: complete the questmnnalre for the next Web s1te. Agam thank
- T your effort sovfar. ‘
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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 (\/)
appropriately):

Taxation

Auditing
Consulting

Financial Planning
Risk management
Performance improvement
Investment
Restructuring = |
E-business solution

Business recovery services
_Forensic accounting
Franchisi
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Usability

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

Strongly disagree

. Locating services as
__clear and under;

__ appearance

?'the 31te have an attractlve

Interactivity

services from this firm

Strongly disagree

h facilities

. My eff

fort in interacting
~ withthesit Were -
_ strenuous

Strongly agree

Strongly agree

224



Enf@rmaﬁ@n

Strongly disagree Strongly agree

Q13. The site pro

 attheright

search

vides mformatlon '_ -
level of detail

. The information provide
was relevant eg

,rrrr:,,,,:gﬁfzthe site

Q17. The information was 1
_ helpfulin understandmg -

Riskiness

Strongly disagree Strongly agree

Q19. My access s to the ste. 1 9 4 5 6 7

. Ifeel the firmwillusemy 1
_information as intended
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General

%Please complete the questmnnalre fbr the next Web s1te. Agam thank
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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 ( + )

appropriately):

Taxation

Consulting

Financial Planning =~

Risk management

Performance improvement

Investment

Restructuring

E-business solution

_Corporate reorganisation

Business recovery services

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

Usability Strongly disagree ' Strongly agree

 Locating services was
 clear and understandable

to. pmfessmnal serv1ce si

~ thesitehavean attractlve:_
~ appearance. ' '

Interactivity Strongly disagree Strongly agree

I am. encouraged‘ by th"

; Search faolhtiés .

2. My effort in mteractmg -
 withthesitewere
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~ strenuous

Information Stromngly disagree Strongly agree

QI3. The site provides 1nformat10 -
~ atthe right level of detail

' :'?The mformaﬁon prov1ded
- was relevant eg tomy
search _

0Q17. The mﬁﬁ’rnéﬁiéh was
~ helpful i m understandmg
 thesite ,

Riskiness Strongly disagree Strongly agree

_ feels secure.

Q19. 1

I feel secure to complete
 transactions, if wanted

' mfonnatmn as mtended _
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General

1=very poor

T=excellent

;;Please complete the questlonnalre for the next Web s1te. Agam thank
| . you for your effort so far. .
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Professional firm: PKF 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 tick (\/)
appropriately):

Taxation
Auditing

Consulting

Financial Planning..
Risk management
Performance improvement =
Investment

Restructuting . Jr
E-business solution

_Corporate reorganisation
Business recovery services 4
Forensic accounting
Franchising
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Please ¢ircie the appropriate number for each question and respond to all statements.

Usability Strongly disagree Strongly agree

Locating servi
lear and understandable

~ The design is appropnate . 1
 to professmnal service site

The display pages within
, ,the site have an attractwe 7
_ appearance '

Interactivity Strongly disagree Strongly agree

. I;am encour

Q10. The site has
~ Search facilit:

y effort in interacting
ith the sitewere
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EHfOE”n}aﬁ@ﬁ ' Strongly disagree Strongly agree

Q13 The s1te prov1des inforn atlon -
 atthe right level ofdetail i 2

15. The information prowded L
_;‘Wasrelevan =

01 "yfrf'fThe mfornf" tion

Riskiness Strongly disagree Strongly agree

eels secure

Q21' 1 f : el secure to complete .

I feel the firm will use my .
_information as mtended

Q3.
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General

1=very poor T=excellent

g,,Please complete the questmnnalre for the next Web s1te. Aga ~'
you for your effort so far. .

234




APPENDIX 2: MSTRIBUTION OF DATA

PUBLIC ACCOUNTING SECTOR
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Usability: Learning to operate the site

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 1 2 2 2
2 15 2.5 2.5 2.6
3 47 7.7 7.7 10.3
4 101 16.5 16.5 26.8
5 222 36.3 36.3 63.1
6 210 34.3 34.3 97.4
7 16 2.6 2.6 100.0
Total 612 100.0 100.0
Histogram
250~
200—
150—
100—
50—
0 T
0 2 4 6
Learning

Frequency

Mean=5
Std. Dev. = 1.081
N=612
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Usability: Locating services

Cumulative
Frequency Percent Valid Percent Percent
Valid 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
Total 612 100.0 100.0
Histogram
250 =

200

150

100

50—

4

Locating Services

Frequency

Mean = 4.9
Std. Dev. = 1.335
N =612
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Usability: Ease of Use

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 8 1.3 1.3 |- 1.3

2 23 3.8 3.8 5.1

3 60 9.8 9.8 14.9

4 98 16.0 16.0 30.9

5 195 31.9 31.9 62.7

6 198 324 32.4 95.1

7 30 4.9 4.9 100.0

Total 612 100.0 100.0
Histogram

200
150—
100
50—
O_.

4

Ease of use

Frequency

Mean = 4.9
Std. Dev. = 1.27
N=612
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Usability: Design appropriateness

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 1 2 2 2
2 30 4.9 49 5.1
3 76 12.4 12.4 17.5
4 91 14.9 14.9 32.4
5 193 315 315, 63.9
6 181 29.6 29.6 93.5
7 40 6.5 6.5 100.0
Total 612 100.0 100.0

Histogram
200

160~~~

100—

50—
Frquency
Mean = 4.88

Std. Dev. = 1.287
N=612

0 2 4 6 8

Apropriateness of Design
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Usability: Competency

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 3 5 5 5
2 24 3.9 3.9 4.4
3 71 11.6 11.6 16.0
4 111 18.1 18.1 34.2
5 180 29.4 29.4 63.6
6 177 28.9 28.9 92.5
7 46 7.5 75 100.0
Total 612 100.0 100.0

Histogram
200 -

150

100~

50—

4

Competency

Frequency

Mean = 4.89
Std. Dev. = 1.287
N=612
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Usability: Attractive Appearance

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 8 1.3 1.3 1.3
2 48 7.8 7.8 9.2
3 80 13.1 13.1 22.2
4 104 17.0 17.0 39.2
5 170 27.8 27.8 67.0
6 144 235 235 90.5
7 58 9.5 9.5 100.0
Total 612 100.0 100.0

Histogram
200—

150

100

50—

4
Appearance

Frquency

Mean = 4.71
Std. Dev. = 1.463
N=612
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Interactivity: Sense of Personalisation

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 1 2 2 2

2 52 8.5 8.5 8.7

3 138 22.5 22.5 31.2

4 126 20.6 20.6 51.8

5 140 22.9 22.9 74.7

6 138 22.5 22,5 97.2

7 17 2.8 2.8 100.0

Total 612 100.0 100.0
Histogram
200
150~
100
50—
0

4

Personalisation

Frequency

Mean = 4.36
Std. Dev. = 1.354
N=612
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Interactivity: Encouragement to seek services

. Cumulative
Frequency Percent Valid Percent Percent -
Valid 1 3 5 5 5
2 43 7.0 7.0 7.5
3 90 14.7 14.7 22.2
4 143 23.4 23.4 45.6
5 160 26.1 26.1 71.7
6 159 26.0 26.0 97.7
7 14 2.3 2.3 100.0
Total 612 100.0 100.0
- Histogram
200
150
>
[&]
c
[]
-
o 100
[9)
Your
18
50—
0_

4

Seeking Services

Ffequency

Mean = 4.55
Std. Dev. = 1.297
N=612
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Interactivity: Good Reputation

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 15 2.5 2.5 2.5

2 65 10.6 10.6 13.1

3 141 23.0 23.0 36.1

4 119 19.4 19.4 55.6

5 159 26.0 26.0 81.5

6 107 17.5 17.5 99.0

7 6 1.0 1.0 100.0

Total 612 100.0 100.0
Histogram

200
150—
100
50—

4
Reputation

Frequency
Mean = 4.12

Std. Dev. = 1.383
N=612
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Interactivity

: Adequacy of Search Facilities

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 22 3.6 3.6 3.6

2 32 5.2 5.2 8.8

3 47 7.7 7.7 16.5

4 102 16.7 16.7 33.2

5 180 294 294 62.6

6 201 32.8 32.8 954

7 28 4.6 46 100.0

Total 612 100.0 100.0
Histogram

250~
200~
150
100—
50—
0_

4

Search Facility

Frequency
Mean =4.8

Std. Dev. = 1.412
N=612
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Interactivity: Ease of Communication

~ Cumulative
Frequency Percent Valid Percent Percent

Valid 1 4 7 7 7

2 32 5.2 5.2 5.9

3 67 10.9 10.9 16.8

4 88 14.4 14.4 31.2

5 172 28.1 28.1 59.3

6 192 31.4 31.4 90.7

7 57 9.3 9.3 100.0

Total 612 100.0 100.0
Histogram

200~
150
100
50—
0_

4

Communication

Frequency

Mean = 4.95
Std. Dev. = 1.358
N =612
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Usability: Strenuous effort

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 6 1.0 1.0 1.0
2 58 9.5 9.5 ~ 10.5
3 113 18.5 185 | 28.9
4 132 21.6 21.6 _ 50.5
5 104 17.0 17.0 67.5
6 146 23.9 23.9 91.3
7 53 8.7 8.7 100.0
Total 612 100.0 100.0
Histogram
200 —

150

100~

50—
Frequency .
Mean = 4.5
Std. Dev. = 1.519
0 N =612

Effort

247



Information: Level of Detail

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 3 5 5 5

2 13 2.1 2.1 2.6

3 98 16.0 16.0 18.6

4 103 16.8 16.8 35.5

5 221 36.1 36.1 71.6

6 135 22.1 22.1 93.6

7 39 6.4 6.4 100.0

Total 612 100.0 100.0
Histogram

250—
200+
150~
100—
50—
o_

4

information Detail

Frequency

Mean = 4.78
Std. Dev. = 1.227
N=612
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Information: Accuracy

Cumulative
Frequency Percent Valid Percent Percent

Valid 2 12 2.0 2.0 2.0

3 62 10.1 10.1 12.1

4 171 27.9 279 40.0

5 206 33.7 33.7 73.7

6 141 23.0 23.0 96.7

7 20 3.3 3.3 100.0

Total 612 100.0 100.0
Histogram
250~
200—
150
100
50—
0

4

Information Accuracy

5

Frequency

Mean = 4.75
Std. Dev. =1.079
N=612
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Information: Relevancy

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 '3 5 51 5
2 16 2.6 2.6 3.1
3 70 11.4 11.4 14.5
4 142 23.2 23.2 37.7
5 199 32.5 325 70.3
6 159 26.0 26.0 96.2
7 23 3.8 3.8 100.0
Total 612 100.0 100.0

Histogram
250—

200

150—

100

50~

Information Relevancy

4

Frequency

Mean = 4.78
Std. Dev. = 1.169
N=612
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Information: Believable

Cumulative
Frequency Percent Valid Percent Percent

Valid 2 11 1.8 1.8 1.8

3 52 8.5 8.5 10.3

4 137 22.4 224 32.7

5 201 32.8 32.8 65.5

6 188 30.7 30.7 96.2

7 23 3.8 3.8 100.0

Total 612 100.0 100.0
Histogram

250—
200~
150
100~
50—
0_

4 5

6 7

Information Believability

Frequency

Mean = 4.93
Std. Dev. = 1.087
N=612
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Information: Helpfulness to Understand

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 3 5 5 5
2 25 4.1 4.1 4.6
3 72 11.8 11.8 16.3
4 122 19.9 19.9 36.3
5 189 30.9 30.9 67.2
6 178 29.1 29.1 96.2
7 23 3.8 3.8 100.0
Total 612 100.0 100.0 |.
Histogram
200

150

100—

50—

Information Understandability

4 6

Frequency

Mean = 4.79
Std. Dev. = 1.231
N=612
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Information: Format Appropriateness

_ Cumulative
Frequency Percent Valid Percent Percent

Valid 1 5 8 8 8
2 63 10.3 10.3 11.1
3 63 10.3 10.3 21.4
4 107 17.5 17.5 38.9
S 166 27.1 271 66.0
6 175 28.6 28.6 94.6
7 33 5.4 5.4 100.0

Total 612 100.0 100.0

Histogram
200

150~

100—

50—

4

Information Format

Frequency

Mean = 4.67
Std. Dev. =1.429
N =612
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Riskiness: Access Security

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 2 3 3 3

2 28 4.6 4.6 4.9

3 68 11.1 11.1 16.0

4 143 234 23.4 394

5 229 374 37.4 76.8

6 124 20.3 20.3 97.1

7 18 2.9 2.9 100.0

Total 612 100.0 100.0
Histogram

250 -
200
150=—
100
50—
0.—

4

Acess Security

Frequency

Mean = 4.66
Std. Dev. =1.16
N=612
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Riskiness: Communication Security

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 4 7 7 7
2 27 4.4 4.4 5.1
3 86 14.1 14.1 19.1
4 127 20.8 20.8 39.9
5 229 37.4 37.4 77.3
6 118 19.3 19.3 96.6
7 21 3.4 3.4 100.0
Total 612 100.0 100.0

Histogram
250 —

200~

150—

100

50—

4

Communicating Security

Frequency
Mean = 4.61

Std. Dev. =1.206
N=612
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Riskiness: Transaction Security

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 9 1.5 1.5 1.5
2 34 5.6 5.6 7.0
3 92 15.0 15.0 221
4 164 26.8 26.8 48.9
5 165 27.0 27.0 75.8
6 137 22.4 224 98.2
7 11 1.8 1.8 100.0
Total 612 100.0 100.0

Histogram
200—

150~

100~

50—

4

Transaction Security

Frequency

Mean = 4.47
Std. Dev, = 1.272
N=612
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Riskiness: Service Delivery Security

Cumulative
Frequency Percent Valid Percent | Percent

Valid 1 1 2 2 .2

2 16 2.6 2.6 2.8

3 53 8.7 8.7 11.4

4 181 29.6 29.6 41.0

5 165 27.0 27.0 68.0

6 182 29.7 29.7 97.7

7 14 2.3 2.3 100.0

Total 612 100.0 100.0
Histogram

250 =
200
150
100
50
0_

4 6

SerVice Delivery

Frequency

Mean = 4.79
Std. Dev. = 1.118
N =612
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Riskiness: Information Usage Security

Cumulative

Frequency Percent Valid Percent ‘Percent

Valid 1 2 3 3 3

2 17 2.8 2.8 3.1

3 54 8.8 8.8 11.9

4 163 26.6 26.6 38.6

5 212 34.6 34.6 73.2

6 147 24.0 24.0 97.2

7 17 2.8 2.8 . 100.0

Total 612 100.0 100.0
Histogram

250
200+
150
100~
50—
0_

4 6

Information Usage

Frequency

Mean = 4.76
Std. Dev. = 1.103
N=612

258



Riskiness: Adequacy of Privacy Measures

_ Cumulative
Frequency Percent Valid Percent Percent
Valid 1 3 5 5 5
2 30 4.9 4.9 5.4
3 94 15.4 15.4 20.8
4 137 224 22.4 43.1
5 192 31.4 31.4 74.5
6 139 22.7 22.7 1972
7 17 2.8 2.8 100.0
Total 612 100.0 100.0 |
Histogram
200

150—

100—

50—

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

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 1 2 2 2
2 27 4.4 4.4 46
3 80 13.1 131 17.6
4 114 18.6 18.6 36.3
5 176 28.8 28.8 65.0
6 193 315 315 96.6
7 21 3.4 34 100.0
Total 612 100.0 100.0
Histogram
200

150—

100

50—

2 4

Overall View

Frequency

Mean=4.8
Std. Dev. = 1.244
N=612
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A3l
A3.2
A33
A3d
A5
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APPENDEX 3: SKEWNESS OF VARIABLES

PRICEWATERHOUSECOOPERS
ERNST&YOUNG '
KPMG

ﬁELomﬁ

INVESTOR GROUP

PKF AUSTRALIA
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PricewaterhouseCoopers: Skewness of variables

Mean Skewness
Usability
Learning Learning to operate the site is easy 517 -.929
Locating services Locating the service was clear and
understandable 5.29 =357
ease of use The site was easy to use 5.13 .162
Design The design is appropriate to professional 532 014
appropriateness service site : -
Competency The site conveys a sense of competency 5.22 -.399
Attractive appearance | The display pages within the site have an 4.94 539
attractive appearance ’ ’
Interactivity
sense of The site created a sense of personalisation 451 -264
personalisation to meet my needs ) o
Seeking services | am encouraged by the web appearance to 4.64 172
seek services from this firm ) )
Reputation The site has a good reputation e.g. 4.48 417
testimonials, goals, owners ’ :
Search facilities The site has adequate Search facilities 527 -.757
ease of The site makes it easy to communicate with 551 -769
communication the firm e.g. e-mail address, telephone ’ :
site were strenuous My efforts in interacting with the site were 5.09 400
efforts strenuous ) )
Information
Level of detail The site provides information at the right 5.01 203
level of detail ’ )
accuracy The information on the site was accurate e.g. 4.93 021
evidence of source, update ; )
Relevancy The information was relevant to the task e.g. 5.31 -115
to my search ; ’
Believable The information was believable 5.30 -.438
Helpful in The information was helpful in understanding 5.16 -.489
understanding the site. ) )
Format The information format was appropriate for 5.03 797
appropriateness the task e.g. layout, headings ) ’
Riskiness
Access security My access to the site feels secure 4.76 -.785
Communication | feel communicating with the firm is secure 5.01 253
Security and promising ’ )
Transactions security | | feels secure to complete transactions, if 4.68 -.001
wanted ) )
Service delivery | feel the firm will deliver the service as 5.04 084
security promised ) '
Information usage | feel the firm will use the information as 4.94 192
security intended ) )
Privacy measures | feel the information privacy measures are 4.85 066
adequate ’ )
General
overall view What is your overall view of the site 5.09 -.201
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E&Y: Skewness of Variables

Mean Skewness
Usability
Learning Learning to operate the site is easy 5.20 -1.061
Locating services Locating the service was clear and 4.86 5
understandable ’ --516
ease of use The site was easy to use 4.95 -.650
Design The design is appropriate to professional 4.82 542
appropriateness service site ) -
Competency The site conveys a sense of competency 5.10 -.215
Attractive appearance | The display pages within the site have an 4.84 -.484
attractive appearance ) :
Interactivity
sense of The site created a sense of personalisation 4.35 151
personalisation to meet my needs ) )
Seeking services | am encouraged by the web appearance to 4.66 -446
seek services from this firm ) )
Reputation The site has a good reputation e.g. 434 004
testimonials, goals, owners ' e
Search facilities The site has adequate Search facilities 5.34 -1.503
ease of The site makes it easy to communicate with 4.51 306
communication the firm e.g. e-mail address, telephone ’ )
site were strenuous My efforts in interacting with the site were 4.60 004
efforts strenuous ) ’
Information
Level of detail The site provides information at the right 4.66 392
level of detail ) )
accuracy The information on the site was accurate e.g. 4.82 .29
evidence of source, update ) )
Relevancy The information was relevant to the task e.g. 458 083
to my search ) ’
Believable The information was believable 5.13 -.636
Helpful in The information was helpful in understanding 4.79 652
understanding the site. ’ ’
Format The information format was appropriate for 4.75 626
appropriateness the task e.g. layout, headings ’ ’
Riskiness '
Access security My access to the site feels secure 5.11 -.619
Communication | feel communicating with the firm is secure 4.69 4G4
Security and promising ’ )
Transactions security | | feels secure to complete transactions, if 4.68 474
wanted ’ ’
Service delivery | feel the firm will deliver the service as 4.99 020
security promised ’ ’
Information usage | feel the firm will use the information as 5.00 392
security intended ) )
Privacy measures | feel the information privacy measures are 4.69 -156
adequate ) ’
General v
overall view What is your overall view of the site 4.81 -.621
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KPMG: skewness of Variables

Mean Skewness
Usability
Learning Learning to operate the site is easy 5.60 -.655
Locating services Locating the service was clear and 5.80 114
understandable ’ :
ease of use The site was easy to use 5.63 -791
Design The design is appropriate to professional 5.58 -.449
appropriateness service site ’ )
Competency The site conveys a sense of competency 557 -.336
Attractive appearance | The display pages within the site have an 5.37 685
attractive appearance ) )
Interactivity
sense of The site created a sense of personalisation 4.77 592
personalisation to meet my needs ) )
Seeking services | am encouraged by the web appearance to 5.08 552
seek services from this firm ) )
Reputation The site has a good reputation e.g. 4.50 549
testimonials, goals, owners ’ )
Search facilities The site has adequate Search facilities 517 -1.156
ease of The site makes it easy to.communicate with 5.43 626
communication the firm e.g. e-mail address, telephone ) ’
site were strenuous My efforts in interacting with the site were 5.20 371
efforts strenuous ) )
Information
Level of detail The site provides information at the right 551 316
level of detail ) )
accuracy The information on the site was accurate e.g. 56 -354
evidence of source, update ) )
Relevancy The information was relevant to the task e.g. 536 -.959
to my search ’ :
Believable The information was believable 5.29 -.071
Helpful in The information was helpful in understanding 5.30 -086
understanding the site. : )
Format The information format was appropriate for 5.34 627
appropriateness the task e.g. layout, headings ’ )
Riskiness
Access security My access to the site feels secure 4.88 -.335
Communication | feel communicating with the firm is secure 4.90 403
Security and promising ’ ’
Transactions security | | feels secure to complete transactions, if 4.92 -.889
wanted ) )
Service delivery | feel the firm will deliver the service as 5.95 595
security promised ) ’
Information usage | feel the firm will use the information as 517 124
security intended ’ )
Privacy measures | feel the information privacy measures are 4.92 -701
adequate ' )
General
overall view What is your overall view of the site 5.40 -.368
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Deloitte: Skewness of variables

Mean | Skewness
Usability
Learning Learning to operate the site is easy . 5.44 -.143
Locating services Locating the service was clear and 5.49 0
understandable ) 031
ease of use The site was easy to use 5.56 -.328
Design The design is appropriate to professional 5.07 37
appropriateness service site ’ =371
Competency The site conveys a sense of competency 5.25 048
Attractive appearance | The display pages within the site have an 5.11 629
attractive appearance ’ -
Interactivity ‘
sense of The site created a sense of personalisation 507 241
personalisation to meet my needs ) -
Seeking services I am encouraged by the web appearance to 512 675
seek services from this firm ) ™
Reputation The site has a good reputation e.g. 4.68 644
testimonials, goals, owners ’ :
Search facilities The site has adequate Search facilities 5.25 -.535
ease of The site makes it easy to communicate with 5.50 645
communication the firm e.g. e-mail address, telephone ' ’
site were strenuous My efforts in interacting with the site were 4.83 -.803
efforts strenuous ’ )
Information
Level of detail The site provides information at the right
level of detail 543 -897
accuracy The information on the site was accurate e.qg. 5.45 496
evidence of source, update ) ’
Relevancy The information was relevant to the task e.g. 5.28 418
to my search ) )
Believable The information was believable 542 -.665
Helpful in The information was helpful in understanding 5.38 1152
understanding the site. ) )
Format The information format was appropriate for 5.11 -.970
appropriateness the task e.g. layout, headings ) ’
Riskiness
Access security My access to the site feels secure 4.88 -.552
Communication | feel communicating with the firm is secure 5.09 524
Security and promising ) ’
Transactions security | | feels secure to complete transactions, if 4.83 -.861
wanted ) )
Service delivery | feel the firm will deliver the service as 515 521
security promised ’ '
Information usage | feel the firm will use the information as 520 609
security intended ' '
Privacy measures | feel the information privacy measures are 5.02 1.288
adequate ) ’
General
overall view What is your overall view of the site 5.40 =727
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Investor Group: Skewness of Variables

Mean Skewness
Usability
Learning Learning to operate the site is easy 3.80 A1
Locating services Locating the service was clear and
understandable 3.29 505
ease of use The site was easy to use 3.53 432
Design The design is appropriate to professional 3.43 959
appropriateness service site ’ )
Competency The site conveys a sense of competency 3.51 365
Attractive appearance | The display pages within the site have an 3.45 798
attractive appearance ’ )
Interactivity
sense of The site created a sense of personalisation 342 418
personalisation to meet my needs ) )
Seeking. services I am encouraged by the web appearance to 3.40 451
seek services from this firm ) o
Reputation The site has a good reputation e.g. 3.02 418
testimonials, goals, owners ’ ’
Search facilities The site has adequate Search facilities 3.81 -.163
ease of The site makes it easy to communicate with 3.90 132
communication the firm e.g. e-mail address, telephone ) ’
site were strenuous My efforts in interacting with the site were 310 654
efforts strenuous ’ )
Information
Level of detail The site provides information at the right 3.80 257
level of detail : :
accuracy The information on the site was accurate e.g. 3.79 420
evidence of source, update ’ ’
Relevancy The information was relevant fo the task e.g. 368 631
to my search ) )
Believable The information was believable 3.78 163
Helpful in The information was helpful in understanding 3.69 155
understanding the site. ) )
Format The information format was appropriate for 3.33 521
appropriateness the task e.g. layout, headings ) )
Riskiness
Access security My access to the site feels secure 3.75 -.167
Communication | feel communicating with the firm is secure 3.55 082
Security and promising ' )
Transactions security | | feels secure to complete transactions, if 3.32 461
wanted ) )
Service delivery I feel the firm will deliver the service as 3.62 077
security promised ) )
Information usage | feel the firm will use the information as 368 176
security intended ’ )
Privacy measures | feel the information privacy measures are 349 290
adequate ’ ’
]
General
overall view What is your overall view of the site 3.50 680
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PKF Australia: Skewness of Variables

Mean Skewness
Usability
Learning Learning to operate the site is easy 4.69 -.783
Locating services Locating the service was clear and 4.66 712
understandable ) )
ease of use The site was easy to use 4.61 -1.032
Design The design is appropriate to professional 4.82 -813
appropriateness service site ) )
competency The site conveys a sense of competency 4.69 -716
Atiractive appearance | The display pages within the site have an 4.50 -586
attractive appearance ) DS
Interactivity
sense of The site created a sense of personalisation 4.05 -013
personalisation fo meet my needs ’ ’
Seeking services | am encouraged by the web appearance to 4.39 -518
seek services from this firm ’ )
Reputation The site has a good reputation e.g. 372 -.062
testimonials, goals, owners ) )
Search facilities The site has adequate Search facilities 3.94 -.344
ease of The site makes it easy to communicate with 4.85 -.805
communication the firm e.g. e-mail address, telephone ’ ’
site were strenuous My efforts in interacting with the site were 4.21 -027
efforts strenuous ) ’
Information
Level of detail The site provides information at the right 4.05 120
level of detail ’ )
accuracy The information on the site was accurate e.g. 4.96 -126
evidence of source, update ’ )
Relevancy The information was relevant to the task e.g. 4.44 -584
to my search ’ ’
Believable The information was believable 4.68 027
Helpful in The information was helpful in understanding 4.41 435
understanding the site. ' )
Format The information format was appropriate for ' 4.47 481
appropriateness the task e.g. layout, headings ’ ’
Riskiness
Access security My access to the site feels secure 4.55 -.532
Communication | feel communicating with the firm is secure 450 579
Security and promising ’ )
Transactions security || feels secure to complete transactions, if 4.36 494
wanted ' )
Service delivery | feel the firm will deliver the service as 4.69 -263
security promised ) ’
Information usage | feel the firm will use the information as 4.56 -275
security intended ) '
Privacy measures | feel the information privacy measures are 454 076
adequate ’ '
General ,
overall view What is your overall view of the site 4.58 -.574
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