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ABSTRACT

Thisarticletakesalongitudinalapproachtoexaminetheevolutionofe-retailsitesinreferenceto
servicedeliveryperformance.Usingacontentanalysisapproach,product-relatede-serviceattributes
currentlyavailableonwomen’sapparelwebsiteswereidentifiedandquantifiedinordertocompare
themtodatacollectedinanearliertimeframe.AChi-squareGoodness-of-Fittestwasconductedto
compareavailabilityofe-serviceattributesin2011and2016.Thecurrentretailersprovidedmore
productdescription/presentationattributeson theirwebsites than in the2011research.However,
theyarestillatanunsatisfactorylevelthatneedfurtherimprovement.Thisarticleofferspractical
insightsforfashionwebsitesintermsoftheareasofstrengthsandweaknessine-serviceperformance
byexploringhowe-serviceperformanceofapparele-retailershaschangedoverthepastfiveyears.
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INTRodUCTIoN

With the advent of e-commerce, the retail industry has been revolutionized. With technological
advancesininformationtechnologyandtelecommunications,thewaypeopleliveandhowbusiness
runshavedramaticallychanged(Alhawari,Alryalat,&Hunaiti,2016;Tshin&Tanakinjal,2014;
Wahi,Medury,&Misra,2015).Thegrowthandmaturationofe-commerceasaretailchannelandthe
wideadoptionofe-commerceledtotherecentemergenceofomni-channelretailingwhereonlineand
offlinedistinctionsarequicklydisappearing.Consumerstodayhavehighexpectationsfore-retailers,
demandingbothefficiencyandpersonalizationinadditiontocompetitiveprices(E-tailinggroup,
2015).Additionally,asbusinessboundariesbetweencountriesarediminishedbythewideadoptionof
digitaltechnology,growingglobalcompetitionamonge-retailershasbeenobservedandisexpected
tocontinue(Barns,2016).

Despiteitsstrongpotential,e-commercesalesintheU.S.arerelativelylowcomparedtoother
developedcountries.Forexample,U.S.e-commercesalesaccountedfor7.1%ofthetotalretailsales
in2015incontrastto14.4%intheUKand10.2%inAsia-Pacific(eMarketer,2015b).
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Fore-retailersnotonlytokeepupwiththecurrentemergingsocialandbusinesstrends,butalso
toeffectivelyrespondtofastchangingconsumerbehaviorinaccordancewithmarketshifts,theyneed
tocarefullymonitorissuesthataffectconsumershopping/purchasingbehaviorine-retailing.One
suchfactorise-servicequality.Turk,Scholz,andBerresheim(2012)statedthate-servicequalityis
anessentialfactoraffectingtheconsumeronlineshoppingexperience.Ase-commercehasmatured
intheretailindustry,consumerexpectationofe-servicehaslikewiseincreased.Ithasbecomeanorm
amongfrequentonlineshopperstoexpectfreeshipping,expeditedshipping,orpersonalizedservice
vialivechatorsocialmedia.TshinandTanakinjal(2014)pointedoutthate-servicequalityisoneof
themaindeterminantsofretailbusinesssuccesssincethereisnoface-to-faceinteractionavailable
betweenconsumersandretailersintheonlinesetting.

Duringthelastdecadewiththefastgrowthofe-commerce,e-servicequalityhasreceivedwide
scholarlyattention(e.g.,Kim,Kim,&Lennon,2011;Turketal.,2012).Extantresearchoffersuseful
insightsintocriticalservicedimensionsaffectingconsumerevaluationofe-servicequalityacross
differentproductorservicecategories.However,mostofthesestudiesarecross-sectionalresearch
(i.e.,takingsnapshotsofe-servicequalityperformanceatagiventime).Despiteanabundanceof
e-servicequalityresearch,thereisafundamentallackofunderstandingofhowe-servicequalityhas
evolvedovertime.Duetoawidevarietyofsamplesused,directcomparisonsacrossdifferentcross-
sectionalresearchstudiesarenotadequatetodrawmeaningfulconclusions.

Inordertomakeameaningfullongitudinalinvestigationofe-servicequality,thecurrentstudy
utilizestworesearchpublicationsthattookasystematicassessmentofe-servicequalityperformance
of fashion websites (Kim, Kim, & Lennon, 2006, 2011). These studies employed a large set of
fashionwebsitesintheU.S.andcontentanalyzedanextensivelistofe-serviceattributesavailable
ascross-sectionalresearch.Therefore,itwasdeemedrelevanttoadoptthecodingguidedeveloped
andvalidatedbyKimetal.(2006,2011)anduseitforthecurrentlongitudinalstudyofe-service
quality.Thefindingsofthisstudyoffernotonlytheup-to-dateassessmentofcurrente-servicequality
performanceofU.S.fashionwebsites,butalsonewhistoricalinsightsabouthowe-servicequality
ofU.S.fashionwebsiteshasevolvedoverarecentfive-yearperiod.Suchfindingsareexpectedto
fillthegapinexistinge-servicequalityliteratureandofferpracticalinsightsforfashionwebsitesin
termsoftheareasofstrengthsandweaknessesine-serviceperformance.

CoNCEPTUAL FRAMEWoRK

Thethree-componentservicequalitymodeldevelopedbyRustandOliver(1994)guidedtheconceptual
developmentofthisstudy.Thethree-componentmodelisbuiltbasedontheNordicmodelproposed
byGrönroos(1984)andincludesserviceproduct,servicedelivery,andserviceenvironmentaskey
influencersofservicequality.Theserviceproductisrelatedtotheoutcomesconsumersgetafter
theyinteractwithaserviceprovider.Servicedeliveryisassociatedwithhowconsumersinteractwith
theserviceprovider(i.e.,howconsumersgetit).Serviceenvironmentisrelevanttotheinternaland
externalatmosphereinwhichaservicetakesplace(Polyakova&Mirza,2015).

Howconsumersinteractwithaserviceprovideraffectsconsumers’perceptionofservicequality
(Kimetal.,2006;Parasuraman,Zeithaml,&Berry,1988).Therefore,thecurrentstudyfocuseson
servicedeliverybyidentifyingserviceattributesavailableone-retailingwebsites.Inavirtualretail
setting,researchersfoundthatservicedeliveryismuchmorecriticalthantheothertwocomponents
ofservicequality(i.e.,serviceproduct,serviceenvironment)(Kim&Lennon,2017)becausehowa
consumerachieveshis/hergoalbyinteractingwiththewebsiteplaysacriticalroleinaffectinghis/
herperceptionoftheservice(Polyakova&Mirza,2015).

Onlinepurchasingofteninvolveshighlevelsofperceivedrisk,especiallyforexperiencegoods
becauseconsumerscannotphysicallyevaluateproductsbeforepurchasing(Kim&Lennon,2008;
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Klein,1998;Weathers,Sharma,&Wood,2007).According toDai,ForsytheandKwon(2014),
productperformancerisk(i.e.,uncertaintyaboutproductperformancebeforepurchasing)wasthe
mostcommonreasonwhyconsumersdonotpurchaseonline.Weathersetal.(2007)suggestedthat
informationonawebsitecanlessenconsumers’uncertaintyaboutproductperformance.Forinstance,
productinformationandvisualdepictionsofproductsonaretailwebsitehelponlineshoppersfeel
morecertainabouttheproductpriortopurchasewithoutphysicalinteractions(Weathersetal.,2007)
anddecreaseperceivedrisk(Kim&Lennon,2010).Likewise,thisstudypostulatesthate-service
attributesavailableonfashionwebsiteshelpdeterminetheperformanceofservicedelivery.

LITERATURE REVIEW

E-Service Quality
Rowley(2006)definede-serviceas“deeds,effortsorperformanceswhosedeliveryismediatedby
informationtechnology(includingtheWeb,informationkiosksandmobiledevices).Suche-service
includestheserviceelementofe-tailing,customersupportandservice,andservicedelivery”(p.341).
E-servicequalityaffectsoverallconsumershoppingresponsessuchassatisfaction,trust,perceived
risk,andloyalty(e.g.,Lennon&Kim,2015;Ribbink,vanRiel,Liljander,&Streukens,2004;Sadeh,
Mousavi,Garkaz,&Sadeh,2011;Segoro,2013;Vila&Kuster,2011;Wolfinbarger&Gilly,2003).

Morethan42%oftheworldpopulationhasaccesstotheInternet(Schmidtetal.,2016).With
therapiddevelopmentandadvancementinInternettechnology,onlineshoppinghasbecomemore
accessibleandconvenientandhasledtointensecompetitionamonge-retailers.Tobesuccessful
intoday’shighlycompetitiveonlinemarket,e-retailersneedtocloselymonitortheirwebservice
performancefromthecustomers’perspectives.Understandingandsatisfyingcustomerneedsand
wantsisakeytosuccessfulcustomerrelationshipmanagement(Jain&Bhatnagar,2016;Kaoud,
2017)andcustomeracquisitionthroughimprovedcustomersatisfaction(Alhawarietal.,2016).

Assessment of E-Retailers’ Service Performance
Tomeasuree-retailers’serviceperformance,researchershavedevelopedvariousscales/dimensions
indiversee-retailcontexts(Kim&Lennon,2017).Forinstance,Loiacono,Watson,andGoodhue
(2002)developedWebQualconsistingof12dimensionstogaugee-commercewebsitequality.Yoo
andDonthu(2001)developedSITEQUALincluding4dimensionstoassessperceivedqualityof
e-shopping sites. Parasuraman, Zeithaml, andMalhotra (2005) proposed E-S-QUAL tomeasure
servicequalitydeliveredbyretailingwebsitesbyincludingtwosub-categorieswith7dimensions.
Despite numerous scales in the e-service quality literature, few commonalities exist among the
dimensionsidentified(Kim&Lennon,2017).Forinstance,YooandDonthu(2001)identifiedease
ofuse,design,speed,andsecurityaskeydimensionsofe-servicequality,whereasMontoya-Weiss,
Voss,andGrewal(2003)identifiednavigationstructure,informationcontent,andgraphicstyleas
essentialdimensionsofe-servicequality.

Anotherissuerelatedtotheextantscalesisthatitemsusedtomeasuretheidentifieddimensionsdo
notgivepracticalinformationtoe-retailerstoassesstheirwebperformance.Forexample,Wolfinbarger
andGilly(2003)developedeTailQtomeasureetailquality.Theyemployedfiveitemstomeasure
websitedesign:thewebsiteprovidesin-depthinformation;thesitedoesn’twastemytime;itisquick
andeasytocompleteatransactionatthiswebsite;thelevelofpersonalizationatthissiteisaboutright,
nottoomuchortoolittle;thiswebsitehasgoodselection.Inmeasuringe-retailers’websiteservice
performance,theseitemsappeartoaddressconsumers’overallperceptionofwebsiteperformance,
butdonotofferspecificsuggestions(e.g.,howtomaketransactionseasy?)fore-retailerstoutilize.
Itisunclearhowmuchpracticalinformatione-retailersareabletoacquireusingpreviouse-service
scalesingaugingtheiractualserviceperformanceandidentifyingspecificareasforimprovement.To
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addresssuchissues,thecurrentstudytookadifferentapproachtoassesse-retailers’webperformance
and identifiedspecificserviceattributesavailableoncurrente-retailerwebsitesbyadoptingand
refiningacomprehensiveempirically-testede-servicecodingguide.

Information (Content) on E-Retailers’ Websites
Theimportanceofinformationcontentavailableonwebsitesandthestrategiestodeliverinformation
toendusersiswelladdressedinnumerousresearchpapers(e.g.,Barnes&Vidgen,2002;Gupta
&Garg,2015;Kimetal.,2006;Montoya-Weissetal.,2000;Songetal.,2012).KimandLennon
(2008)demonstratedthatinformationonawebsiteispresentedinavisual(images)and/ortextform.
Ofthevariousinformationcontentavailableone-retailers’websites,productinformationisoneof
themostcriticaltypesofinformationneededtomakeapurchasedecision.Forexample,Vilaand
Kuster(2011)identifiedwell-designedwebsitevariablesthatinfluencewebsitesuccessandfound
thatfullproductinformationwithavarietyofproductpresentationswasoneofthemostimportant
variablesforsuccessfulwebsites.

Furthermore,informationavailableonwebsitesisdirectlyrelatedtoconsumers’perceptionsof
perceivedrisk(Vila&Kuster,2011).Bruner,Hensel,andJames(2005)definedproductperformance
riskas“uncertaintyandconsequencesofaproductnotfunctioningatsomeexpectedlevel”(p.474).
Duetotheinabilitytofeelandtryonagarment,purchasingapparelonlinegeneratesmoreproduct
performanceriskperceptionscomparedtootherproducts(Yu,Lee,&Damhorst,2012).Creatinga
websitewithenhancedvisualproductinformation,suchasbiggerpicturesand/ormoreimages(e.g.,
Song&Kim,2012)orkineticvisualcuessuchas3D-rotationsandvideo(e.g.,Yuetal.,2012),can
helpconsumersevaluateapparelproductsmoreaccuratelyandreduceriskperceptions.

Apparel E-Retailing
Apparelisthemostprominentpurchasingcategoryforonlineshopping(CNBC,2016).Consumers
in the U.S. spent approximately $63 billion in 2015 purchasing apparel and accessories online,
whichmadeup17.2%ofthetotaldollarvaluesales(Statista,2016).Thesalesofonlineappareland
accessoriesareexpectedtoincreaseupto20%overthenextfouryears(CNBC,2016).Althoughover
four-fifthsofU.S.apparelretailpurchasesin2016areofflinepurchases(Statista,2016),consumer
in-store purchases are highly influenced by online shopping. According to Forrester Research,
approximately52%ofU.S.retailsalesin2014wereweb-influencedsales(InternetRetailer,2014).
Ascurrentretailingmovestowardsanomni-channelera,moreandmoreconsumerswilllookupa
retailer’swebsitebeforevisitingastore.Therefore,informationontheretailers’websitesmaybe
morecriticalthaneverbeforetobesuccessfulintoday’somni-channelretailsetting.

Asdiscussedintheprevioussection,thecurrentstudyfocusesonservicedeliverybyidentifying
serviceattributesavailableone-retailingwebsites.Inavirtualsetting, informationaboutservice
availableonline(e-serviceattributeshereafter) facilitatesservicedelivery.Recognizinga lackof
understanding of how e-retail sites have evolved over time in service quality performance, this
exploratory study takesa longitudinal approachandexaminesavailabilityof e-serviceattributes
attwodifferentpointsintime.Consideringtheimportanceofproductinformationandassociated
perceivedriskinthecontextofapparele-retailing,thisstudyfocusedone-serviceperformancein
termsofofferingproduct-relatedinformation.TheresultsreportedinKimetal.(2011)areusedas
baselinedata.Basedontheconceptualframeworkandreviewofliterature,thefollowingresearch
questionsguidedthecurrentstudy.

RQ1:Howhase-serviceperformancerelatedtoavailabilityofproduct-relatedinformationevolved
overthefive-yearperiod(2011to2016)?

RQ2:Whatarethestrengthsandweaknessesofthecurrente-serviceperformancerelatedtoproduct-
relatedinformation?
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METHod

Scope of Study
Thecurrentstudyfocusedonproduct-relatede-serviceattributesavailableonwomen’sapparel
websites.This focuswaschosenbecauseapparel is thebest-sellingcategory in e-commerce
(Consumerist, 2016; Delrey, 2016) and women are the dominant online apparel shoppers
(Complex,2015).Inessence,buyingapparelonlineisconsideredriskyduetotheinabilityto
physicallytouch,examine,ortryonanitem.Therefore,product-relatedinformationonapparel
websites is essential compared to other product categories considered search goods (Kim &
Lennon,2008;Klein,1998).

Research Strategy
A longitudinal content analysis method was employed to assess apparel e-retailers’ e-service
performancewith a focuson e-service attributes related toproduct-related information.Content
analysisisawidelyusednonreactiveresearchmethodusedtounderstandaphenomenonbydescribing
andquantifyingit(Elo&Kyngäs,2007;Hsieh&Shannon,2005).Usingacontentanalysisapproach,
product-relatede-serviceattributesavailableonwomen’sapparelwebsitesin2016wereidentified
andquantifiedinordertocomparethemtodatacollectedinanearliertimeframeinastudybyKim
etal.(2011).Thecomparisonofdatafromthetwotimeframes(2011and2016)willoffervaluable
informationonthechangesapparele-retailershavemadeinrelationtotheprovisionofproduct-
relatedinformationontheirwebsitesaswellaswhatnewe-serviceattributeshaveemergedoverthe
five-yearperiod.

Coding Procedure
Inapreviousstudy,Kimetal.(2011)contentanalyzed97men’sand97women’sapparel
sitesintermsofe-serviceattributes.Usingtheresultsfromthatstudyasbaselinedata,
this study replicated the process and gathered data for comparison. Since women are
thedominante-shoppers,onlydatafromthe97women’sapparelsiteswereincludedin
thecurrentstudy.Asmentionedintheprevioussection,thisstudyfocusedone-service
attributesavailablefromtheproductpagesconsideringtheimportanceofproduct-related
informationinapparele-retailing.

Three coders were involved with the content analysis. After several coding trials using the
codingguideadoptedfromKimetal.andcollaborativediscussions,arevisedcodingguidecontained
specifiedstepstocode,procedures,andacleardefinitionofeachattribute.Thethreecodersthen
individuallycodedfivewebsitestocheckthevalidityofthedataandtheinterpretationsofthedata
(Lombard,Snyder-Duch,&Bracken,2010).Ahighlevelofreliability(i.e.,inter-coderreliabilityof
.91)wasachieved.Thethreecodersre-evaluatedanddiscussedtheattributesnotcodedconsistently
untilconsensuswasachievedandthecodingguidefinalized.

Theremainingwebsitesweredividedamongthecoders.The19websitesfromtheoriginal
listof97websitesfromKimetal.(2011)thatwerenolongeravailablewereexcludedduringthe
codingprocess.TheinitialversionofthecodingsheetfromKimetal.had25product-related
service attributes. During the pilot coding, 9 new product-related e-service attributes (e.g.,
magnifiedview,fullscreenview,customerreviewandrating)wereidentifiedandaddedtothe
revisedcodingsheet.Asaresult,atotalof34product-relatede-serviceattributeswereincluded
inthefinalcodingprocess.The34product-relatede-serviceattributesweredividedintotwo
categories: 14 product description attributes (PDAs) and 20 product presentation attributes
(PPAs).PDAsaretext-basedproduct-relateddescriptionssuchasfibercontent,countryoforigin,
sizechartandcustomerreviews.PPAsarevisualproductdescriptionssuchaslargerviewand
alternativecolorviews.
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RESULTS

Sample Characteristics
Atotalof78women’swebsiteswerecontentanalyzedforthecurrentstudy.Forty-threewebsitessold
apparelonly,19soldapparelandhomeproducts,8soldapparelandothernon-homerelateditems
suchashealthandfitnessitems,and8soldallofthecategories.The78e-retailerswerecategorized
intofourtypesofe-retailersbasedonthetypesofe-retailersidentifiedinKimetal.(2011)(see
Table1).AChi-squareGoodness-of-Fittestwasperformedtodetermineifdifferencesexistbetween
thedatacollectedbyKimetal.(2011)andthedatafromthecurrentstudyintermsofthetypesof
retailersidentifiedbecause19websiteswerenolongeravailableandthuswereexcludedfromthe
currentstudy.Thechi-squareresultindicatednostatisticallysignificantdifferencebetweenthetwo
datasetswithregardtoretailertypes,x2(3)=1.19,p=.75.

Availability of Product-Related E-Service Attributes
Table2showsacompletelistofall34e-serviceattributescodedforthecurrentstudy.Tocompare
theavailabilityofe-serviceattributesinthetwodatasets(2011dataand2016data),aChi-square
Goodness-of-Fittestwasperformedonall34product-relatedserviceattributes.

Product Description Attributes (PDAs)
Withregardsto14PDAs,11attributesshoweddifferencesbetweenthetwodatasets(seeTable
3).Withregardtosizechart,the2016retailersdidabetterjobofprovidingmeasurementtables
comparedtothe2011data(21.5%increaseoverthefive-yearperiod).Still,10ofthe2016retailers
didnotprovideasizechartandmorethanhalfdidnotprovideexplanationsabouthowtomeasure
eachbodypart(i.e.,measurementguideline).Apparelhasanextremelyhighonlinereturnrateranging
from20%to30%andfitisindicatedasoneoftheprimaryreasonsforreturningonlinepurchases
(InternetRetailers,2013;InternetRetailer,2015).Thus,providingameasurementtableonwebsites
isimperativeforapparele-retailers.Moreover,ameasurementtablealoneisoftennotenoughfor
consumerstoaccuratelydeterminetheircorrectsize(FashionMetric,2016)becausepeoplemay
notknowhowtotaketheirmeasurementcorrectly.Adetailedmeasurementguidecoupledwitha
measurementtablecanhelpconsumerschoosetherightsize.Nonetheless,onlyabouthalfofthe
2016websitesofferedbothameasurementtableandameasurementguide,a21%declinefrom2011.

Availabilityofawishlistalsoshowedasignificantdifferencebetweenthetwodatasets.The
e-serviceattributeofwishlistavailabilityhasimprovedovertime.Overtwo-thirdsofthe2016websites
providedwishlistsontheirwebsites,a26.9%increasecomparedtothe2011data.Wishlistsare
efficienttoolsforbothconsumersande-retailers.Awishlistallowsconsumerstosaveitemsthey
likewhilebrowsingforpossiblefuturepurchases.E-retailerscanutilizetheinformationavailable
throughcustomers’wishliststodevelopabetterunderstandingofcustomers’productinterestsand
determinewaystoreducecustomers’shoppingcartabandonmentrate(Bigcommerce,2015).

Aprinterfriendlyoptionwasavailablein5%ofthe2016websites,a9.3%decreasefrom2011.
Aprinterfriendlyoptionisanefficientoptionforconsumerswhosearchforproductinformation

Table 1. Types of e-retailers (n = 78)

Retailer Types f %

Puree-retailer(onlyonly) 7 9.0

Storee-retailer(storeandonline) 33 42.3

Cataloge-retailer(catalogandonline) 8 10.3

Multi-channele-retailer(store,catalog,andonline) 30 38.5
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Table 2. Product related e-service attributes

2011 Study (n = 97) 2016 Study (n = 78)

Unavailable Available Unavailable Available

f % f % f % f %

Product Description Attributes(14)

Itemavailability 22 22.7 75 77.3 10 12.8 68 87.2

Sizechart

Unavailable 13 13.4 10 12.8

Measurement only 14 14.4 28 35.9

Measurement guide only 0 0.0 0 0.0

Both 70 72.2 40 51.2

Productdescriptions(#ofpiecesof
information)

3 (Basic info: color, size, price) 2 2.1 3 3.8

4 (Basic info + 1 more) 1 1.0 6 7.7

5 (Basic info + 2 more) 11 11.3 0 0.0

6 (Basic info + 3 more) 13 13.4 22 28.2

7 (Basic info + 4 more) 70 72.2 47 60.3

Wishlist(mysave) 56 57.7 41 42.3 24 30.8 54 69.2

Emailtoafriend 35 36.1 62 63.9 39 50.0 39 50.0

Printerfriendlyoption 83 85.6 14 14.4 74 94.9 4 5.1

Sizerequest 97 100.0 0 0.0 72 92.3 6 7.6

Storeavailability 97 100.0 0 0.0 52 66.7 26 33.3

Reserveatastore 97 100.0 0 0.0 67 85.9 11 14.1

Interactiveshoppingaid

Unavailable 78 80.4 54 69.2

Live chat 12 12.4 16 20.5

Instant library help 7 7.2 0 0.0

Call 0 0.0 1 1.3

Live chat & call 0 0.0 7 9.0

Modelmeasurement 97 100.0 0 0.0 67 85.9 11 14.1

Fitpredictor 97 100.0 0 0.0 73 93.6 5 6.4

Customerreviewandrate 97 100.0 0 0.0 15 19.2 63 80.8

Shipping&returninfo 97 100.0 0 0.0 40 51.3 38 48.7

continued on following page
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onlineandthenvisitaphysicalretailstoretomakeapurchase.However,theobserveddeclinein
thisaspectofe-servicemayreflectachangingtrendinanomni-channelenvironment.Accordingto
eMarketer(2015a),73.4%ofU.S.Internetusershavesmartphones.Consumerscaneasilysavethe
productimageontheirsmartphoneorpulluptheproductpageatthestore.Thus,aprinterfriendly
optionmaynolongerbeanessentialattributefortoday’stechsavvyconsumers.

Table 2. Continued

2011 Study (n = 97) 2016 Study (n = 78)

Unavailable Available Unavailable Available

f % f % f % f %

Product Presentation Attributes(20)

Quickview 97 100.0 0 0.0 34 43.6 44 56.4

Backview 71 73.2 26 26.8 25 32.1 53 67.9

Sideview 91 93.8 6 6.2 57 73.1 21 26.9

Largerview 9 9.3 88 90.7 57 73.1 21 26.9

3-Drotation 96 99.0 1 1.0 77 98.7 1 1.3

Close-ups 51 52.6 46 47.4 57 73.1 21 26.9

Magnifiedview 97 100.0 0 0.0 39 50.0 39 50.0

Fullscreen 97 100.0 0 0.0 43 55.1 35 44.9

Zoomfunction 58 59.8 39 40.2 58 74.4 20 25.6

Videopresentation 92 94.8 5 5.2 68 87.2 10 12.8

Product Presentation Attributes(20)–cont’d

#ofalternativeimages

None 9 9.3 0 0.0

1 alternative image 24 24.7 11 14.1

2 alternative images 28 28.9 19 24.4

3 alternative images 28 28.9 13 16.7

4 or more alternative images 8 8.2 35 44.8

Presentedonmannequin 78 80.4 19 19.6 70 89.7 8 10.3

Presentedonmodel 28 28.9 69 71.1 10 12.8 68 87.2

Presentedonhanger 97 100.0 0 0.0 74 94.9 4 5.1

Presenteddrawing 97 100.0 0 0.0 76 97.4 2 2.6

Presentedasflat 66 68.0 31 32.0 56 71.8 22 28.2

Fabricswatches 40 41.2 57 58.8 75 96.2 3 3.8

Close-upsforfabricswatches 43 44.3 54 55.7 75 96.2 3 3.8

Alternativecolorview 42 43.3 55 56.7 13 16.7 65 83.3

Suggestionsforitems

Unavailable 28 28.9 12 15.4

Alternative products 8 8.2 33 42.3

Matching products 25 25.8 2 2.6

Both 36 37.1 31 39.7
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Sizerequestisanewe-serviceattributeavailableonthe2016e-retailers’websiteswiththerise
ofomni-channelretailingtrends.Thise-serviceattributewasnotofferedonthewebsitesin2011.
Whenaparticularsizeofanitemacustomerislookingforisnotavailableonline,thecustomersends
arequesttotheretailertofindtheavailabilityoftheitematphysicalstores.Despiteitsadvantage,
onlyaboutone-tenthofthe2016apparele-retailersanalyzedprovidedthise-serviceattribute.

Storeavailabilityandreserveatastorewereothere-serviceattributesnewlyavailableonthe
2016websites.Astheboundarybetweenonlineandphysicalretailstoresbecomesblurredwiththe

Table 3. A Chi-square Goodness-of-Fit test results

E-Service Attributes Chi-Square Goodness-of-Fit

Product Description Attributes

Sizechart X2(3)=63.34***

Wishlist(mysave) X2(1)=12.67***

Printerfriendlyoption X2(1)=4.06*

Sizerequest X2(1)=7.73**

Storeavailability X2(1)=37.98***

Reserveatastore X2(1)=14.60***

Interactiveshoppingaid X2(4)=18.09**

Modelmeasurement X2(1)=14.60***

Fitpredictor X2(1)=6.40*

Customerreviewandrate X2(1)=122.42***

Shipping&returninfo X2(1)=60.36***

Product Presentation Attributes

Quickview X2(1)=73.01***

Backview X2(1)=29.56***

Sideview X2(1)=14.25***

Largerview X2(1)=74.91***

Close-ups X2(1)=7.69**

Magnifiedview X2(1)=62.41***

Fullscreen X2(1)=54.41***

Zoomfunction X2(1)=4.10*

Videopresentation X2(1)=73.01***

#ofalternativeimages X2(4)=35.36***

Presentedonmodel X2(1)=6.55*

Presentedonhanger X2(1)=5.09*

Fabricswatches X2(1)=57.87***

Close-upsforfabricswatches X2(1)=49.84***

Alternativecolorview X2(1)=14.23***

Suggestionsforitems X2(3)=40.02***

Note: Showing significant results only
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emergenceofomni-channelretailing,thesee-serviceattributesfacilitateonlineandofflinechannel
integration.Usingthesee-serviceattributes,onlineshopperscaneasilydetermineiftheitemoffered
onlineisavailableataphysicalretailstoreandchoosetopickuptheitemataphysicalstore.Also,
onlineshopperscanavoidpayingforshippingchargesandtheydonotneedtowaitforseveraldaysto
receivetheitem.Despitetheenhancedconveniencebenefitforcustomers,storeavailabilitywasoffered
ononlyone-thirdofthe2016retailwebsitesandthereserveatastoreoptionwasrarelyavailable.

Despite over a 10% increase in its availability, an interactive shopping aid was still largely
unavailable (e.g., approximately 70% of the 2016 e-retailers’ websites). This e-service attribute
allowsconsumerstohavealivechatorinstantcallwitharetailertogetimmediatehelp.Accordingto
BusinessInsider(2016),livechathelpsaretailerinteractwithcustomersduringtheshoppingprocess
sotheretailercanquicklyandefficientlyaddresscustomers’needs,whichleadstothelikelihoodof
increasedsales.Althoughmorewebsitesofferedinteractiveshoppingaidsthanin2011,availability
appearsfartoolimitedwhencompetitorsareonlyoneclickaway.

Modelmeasurementisalsoanewe-serviceattributeadded,thusnotavailableinthe2011list.
Modelmeasurementshowsthebodymeasurementsofthemodelandthesizeoftheclothingthe
modeliswearing.Basedonthegivenmodelmeasurementinformation,consumerscanhaveabetter
ideaofwhatsizetheyneedtoorderandhowclothesarelikelytofitthem,thusdecreasingtheir
perceivedproductperformancerisk.Modelmeasurementwasavailableononly14%ofthe2016
e-retailers’websites.

Fitpredictorisanothernewe-serviceattributethatdidnotexistin2011.Usingafitpredictor
attributebasedontheconsumers’previouspurchases,theretailercansuggesttotheconsumerthe
rightsizetoorderandassistthemwithsizedetermination.Despitetheadvantageofdecreasingthe
consumerreturnrateassociatedwithwrongsizes, thisattributewasrarelyavailableonthe2016
retailers’websites;only5outof78websites(6.4%)analyzedofferedfitpredictor.

Customerreviewandrateisanothernewe-serviceattributeandwasavailableonfour-fifthsof
the2016websites.Accordingtoarecentstudy,90%ofconsumersreadonlineproductreviewsbefore
makingapurchasedecision(Rudolph,2015),thuscustomerreviewandrateisavitalattributeto
onlineshoppers.Sahoo,Dellarocas,andSrinivasan(2015)indicatedthatcustomerproductreviews
helpconsumersmakebetterdecisionsaboutpurchasingproductsandcontributetothereductionof
productreturns.

Shippingandreturninformationontheproductpagewasavailableonapproximatelyhalfthe
2016websites.In2011,thisinformationwasavailable,butnotontheproductpage.Shippingand
returninformationwaspreviouslyfoundunderSitemaporonaseparatepagemakingshoppersleave
theproductpagetofindshoppingandhandlinginformation.Inthe2016data,shippingandreturn
informationwasavailableontheproductpageandabouthalfthewebsitesanalyzedofferedsuch
information.Providingtheinformationontheproductpageimprovesconvenienceandfacilitatesa
positiveshoppingexperience.

Product Presentation Attributes (PPAs)
Ofthe20attributescodedintothiscategory,16attributesweresignificantlydifferentbetweenthe
twodatasets(seeTable3).Quickviewisanewe-serviceattributeaddedto the2016websites.
Quickviewsavesconsumers’browsingtimeandprovidesconveniencebyallowingthemtohavea
previewofthenecessaryproductinformationonthemainproductlistpage,eliminatingtheneedto
movetoanindividualproductinformationpage.Morethanhalfofthe2016websitesprovideditto
theircustomers.

Visualproductpresentation,whichconsistsofvariousformatssuchassideviewandzoom,
showedsignificantdifferencesbetweenthetwodatasetswithmixedresults.Forbackviewandside
view,theresultssuggestimprovementovertime,whereassubstantialdeclineswereobservedforother
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visualpresentationattributessuchaslargerviewandclose-ups.The2016datashowedthatmorethan
two-thirdsofthewomen’swebsitesanalyzedprovidedbackview,a41.1%increaseover2011.Side
viewwasavailableonapproximatelyone-thirdofthe2016websites,a20.7%increasecomparedto
the2011data.Ontheotherhand,largerviewthatwasavailableonover90%ofthewebsitesin2011
wasavailablein2016onlessthanone-thirdofthewebsites,a63.8%decrease.Similarly,close-ups
thatusedtobeavailableonabout48%ofthewebsiteswereavailableonlessthanone-thirdofthe
2016websites,a20.9%decrease.Zoomfunctionwasavailableonlessthanone-thirdofthe2016
websites,a14.6%decrease.Thedecreasedratesoflargerview,close-upsandzoomfunctionappear
tobearesultoftheadditionofnewimprovedvisualattributessuchasmagnifiedviewandfullscreen.
Unlikethezoomfunctionthatconsumersneedtomanuallyzoomintogetanenlarged(oraclose-up)
imageofaproduct,magnifiedviewallowsconsumerstozoominontheproductbymovingtheir
mouseovertheproductimage.Comparedtolargerview,fullscreenallowsconsumerstoseeamuch
largerfull-sizedproductimageinanewwindow.Bothmagnifiedviewandfullscreenwereavailable
onabouthalfofthe2016websitesanalyzed.

Videopresentationalsoshowedasignificantdifferencebetweenthetwodatasetswitha
7.6% increase. Previous research indicated that dynamic product presentation formats, such
asvideopresentationand3Dgraphics,enhancethelevelofconsumers’involvementwiththe
productexperienceincomparisontostaticimages(Elloumietal.,2017;Roggeveen,Grewal,
Townsend,&Krishnan,2015).Verhagen,Vonkeman,andvanDolen(2016)foundthata360-
spinrotationofaproductprovidesamuchclearermentalawarenessofaproductcomparedto
staticpicturesoftheproduct;itallowsconsumerstoevaluatetheproductfromvariousangles
whicheventuallyincreasespurchaseintention.Incomparisontoa360-spinrotationofaproduct,
avideopresentationismoreeffectivebecauseofitscapabilitytoshowmovement.Inavideo
presentation,ahumanmodelwearingtheproductwalks,turnsaround,and/orposesforthebest
possibleviewsforshopperstobetterassessfitanddrapeofthefabric.Despitetheincreasein
availabilityandthevaluetocustomerpurchasingdecisions,stillveryfewofthe2016websites
providedavideopresentation.

The availability of both number of alternative images of products and color view were
significantlydifferentbetweenthetwodatasets.Overfour-fifthsofthe2016websitesprovided
agreaternumberofalternativeimagesofproductsandalternativecolorviews,andalmosthalf
showed4ormorealternativeimages,a36.6%increaseover2011.SongandKim(2012)suggest
thatmultipleproductpresentationsreduceconsumer’smentalintangibilityandimproveperceived
amountofinformation.Variouspresentationformatsareimperativeforonlineapparelwebsites
sincetheyenhanceconsumers’mentalimagerybyhelpingthemformabettermentalpictureof
howtheproductwouldlookonthem.

Thewayapparelispresentedonthewebsitesshowedpositiveimprovementovertime.More
than87%ofthe2016websitesusedhumanmodelstopresentapparelascomparedto71%in2011
(16.1%increase)andlessthanone-thirdpresentedproductslaidoutflat(3.8%decrease).Kimetal.
(2009)foundthatconsumersexperiencedmorepositiveemotionalresponsesandgreaterpurchase
intentionwhengarmentswerepresentedonahumanmodelcomparedtopresentedasflat.

Availabilityoffabricswatchesandclose-upsoffabricswatchessignificantlydeclinedoverthe
five-yearperiod.Thesee-serviceattributeswererarelyavailableonthe2016retailers’websites(over
50%decrease).Therealimagesoffabricandclose-upsofthefabricwereexpectedtogivemorevivid
informationtoconsumers,butwerevirtuallyunavailable.

Suggestionsforitemsalsoshowedasignificantdifferencebetweenthetwodatasets.Over80%
ofthe2016websitesprovidedsuggestionsforitems.Approximatelyhalfofthewebsitesprovided
alternativeproducts(34.1%increase),and40%ofthewebsitesprovidedbothalternativeandmatching
items(2.6%increase).
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CoNCLUSIoN ANd IMPLICATIoNS

Thecurrentstudyexploredhowe-serviceperformanceofapparele-retailershaschangedoverthe
five-yearperiodbycontentanalyzinge-serviceattributesofproduct-relatedinformationandfurther
determinedstrengthsandweaknessesine-serviceperformancerelatedtoproductdescriptionand
presentation.Inordertofillagapintheexistingliteraturepredominantlyofferingcross-sectional
perspectives of e-service quality, the current study took a longitudinal assessment on e-service
performancebyreplicatingtheresearchprocessemployedbyKimetal.(2006,2011).Thedatafrom
Kimetal.’s2011studywereusedasbaselinedatatoassesse-serviceperformancetrends.

Overallthefindingsofthecurrentstudyshowsteady,butfairlyslowimprovementofe-service
performancewithsomemixedresults.Fore-serviceattributesrelatedtoproductdescriptions,the
resultsreflectshiftingtrendsindifferenttypesofe-serviceattributesthathaveemergedorbecome
obsoleteduringthepastfive-yearperiod.Forexample,ase-retailinghasprogressedintoanomni-
channelretailingwithtechnologyadvances,thereweremultiplenewe-serviceattributesofproduct
descriptions;sizerequest,storeavailability, reserveatastore,modelmeasurement, fitpredictor,
customer reviewand rate, and shippingand return information.On theotherhand, ane-service
attributelikeprinterfriendlyoptionhasbecomeobsolete,perhapsasaresultofawideadoption
ofsmartphonesamongshoppers(eMarketer,2015a).Peoplecanusetheirsmartphonestolookup
imagesonwebsitesratherthanbringingahardcopyofimagestostores.Existinge-serviceattributes
relatedtoproductdescriptionssuchaswishlistandvariousinteractiveshoppingaidsshowedpositive
changesovertime.However,despiteitspotentialbenefitstoonlineshoppers,thechangeshavebeen
slow,lackingsubstantialprogress.

Amonge-serviceattributesrelatedtoproductdescription,newe-serviceattributessuchasstore
availabilityandreserveatastoreareclearmanifestationsofomni-channelintegrationacrossonline
andofflinechannels(E-tailinggroup,2015).Alsoaddressinginherentchallengesassociatedwith
onlineapparel shopping in termsof lackofphysicalexamination (Kim&Lennon,2008;Klein,
1998;Weathersetal.,2007),newe-serviceattributessuchasmodelmeasurementandfitpredictor
helpfacilitatesizedeterminationwhenshoppingonline.Whilethesenewe-serviceattributesare
excellentadditionsthatfacilitateconsumerdecision-makinginthecontextofe-retailing,thesewere
stilllargelyunavailable.Apparele-retailersareencouragedtoleveragethesee-serviceattributesto
facilitateconsumershoppinginanemergingomni-channelretailingenvironment.

Customerreviewandrate isanewe-serviceattributerelatedtoproductdescriptionthatnot
onlyhasemergedrecently,butalsohasbeenwidelyembracedbyapparele-retailers.Supporting
theshiftingconsumershoppingbehavior(Rudolph,2015;Shaooetal.,2015),customerreviewand
ratewaswidelyavailable.Anothernoteworthyimprovementwasthelocationofshippingandreturn
information.Intheearlydatasetfrom2011,thisinformationwasnotavailableonaproductpage,but
generallyfoundonsitemaporelsewhere.Thisforcedonlineshopperstoleaveaproductpageandgo
toanotherpage(s)tofindinformationaboutshippingandreturn.Inthe2016analysis,shippingand
returninformationwasavailableontheproductpagefornearlyhalfthewebsitesanalyzed.Thisis
asimpleandvirtuallycost-lesschangee-retailerscanimmediatelyimplementtoenhanceconsumer
shoppingexperienceand,thus,theyarehighlyrecommendedtoimplementit.

Taken together, the findingsof the studydiscussed above suggest critical needs to improve
e-serviceperformanceofproduct-relateddescriptionfortheenhancedomni-channelexperience.As
omni-channelretailinghasbecomeakeytrendintheretailindustry,empoweredconsumershave
higherexpectationsofseamlesscross-channelshoppingexperience.Likemanyapparele-retailersthat
quicklyadoptedcustomerreviewandratetotheirwebsite,apparele-retailersalsoneedtoconsider
offeringe-serviceattributesthatimprovechannelintegrationandultimatelyshoppingexperience.

Overallfindingsfore-serviceperformancerelatedtoproductpresentationattributesalsoshow
generally positive, yet somewhat mixed results. Similar to product description attributes, steep
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decreasesinsomee-serviceattributes(e.g.,largerviewandclose-ups)appeartobereflectionsof
newrichmediasuchasmagnifiedviewandfullscreen.Asanothernewattribute,quickviewmakes
browsingandnavigationeasyandfastbyreducingnumberofclicksandpagestodownload.Another
positivechangeincludestheincreasedavailabilityofvariousviewsorvisualtoolsincludingbackview,
sideview,videopresentationandnumberofalternativeimages.Nonetheless,theextenttowhichsuch
attributesareavailableremainquitelimitedand,thus,needcontinued,butmorerapidimprovement.

Oneoftheunexpectedfindingsisthedeclineintheavailabilityofvisualsoffabricswatchesand
close-upsoffabricswatches.Itisunclearwhetherconsumerneedsforfabricswatcheshavechangedor
areaddressedviaothervisualpresentationattributes.Althoughnewvisualtoolssuchasamagnified
viewandfullscreenwereaddedbysomee-retailers,itisunclearifthesenewvisualtoolsaddress
consumerneedstogettingtactileinformationthroughvisualsoffabricswatches.Itisalsopossible
thatconsumerneedsfortactileinformationmaybesatisfiedbyproductdescriptioninformationor
mayhavesubsidedwiththematurityofonlineshopping.

Overall,e-serviceperformancerelatedtoproductpresentationshowspositiveimprovementover
thefive-yearperiod.Nonetheless,thesee-serviceattributesarestillatunsatisfactorylevelsthatneed
furtherimprovement.Currentapparele-retailersneedtogiveattentiontoe-serviceattributesontheir
sitestoenhancee-servicequality,improvetheshoppingexperience,andincreaseconsumersatisfaction.

Thefindingsofthecurrentstudyofferalongitudinalassessmentofe-serviceperformancerelated
toproduct-relatedinformationinthecontextofapparele-retailingintheU.S.Apparele-retailers
areencouragedtoutilizethecodingguideemployedinthisstudytoassesstheircurrente-service
performancefocusingonproductdescriptionandpresentation.Thecodingguideusedinthisstudy
captures specific and extensive e-service attributes related to product description and product
presentation.Usingthispracticalassessmenttool,apparele-retailerscanidentifyareasofstrength
andweaknessanddevelopastrategicplanfor improvement.Eventhoughthiscodingguidewas
originallydesignedandrefinedinthecontextofU.S.apparele-retailing,itwillofferanexcellent
startingpointforwebsiteanalysisindifferentcountries.Futureresearchcontentanalyzingapparel
e-retailersindifferentculturalcontextsordifferentproductcategorieswilladdtothee-servicequality
literature.Thecurrentstudyusedanon-reactiveresearchstrategyofcontentanalysis.Inordertofully
examinee-serviceperformanceofe-retailers,futureresearchalsoneedstotakeconsumerexperience
andevaluationintoconsideration.
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