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Summary
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Authors: Per Lövdahl, Marcus Nilsson, Anders Wiberg

Tutor: Åsa Gustafsson

Title: Service quality in the home electronic business – A retail store compared to a web shop

Background: A new electronic world of communication appeared three decades ago and this 

phenomenon came to be called Internet. The growth of e-business is developing in a rapid 

pace and it is bringing the world into closer reach for both companies and consumers. Many 

companies on different market are using the Internet to interact with their customers with the 

goal to sell more products and services through an alternative channel. It is important that 

companies are able to measure dissatisfaction that comes from the inability to fulfil customer 

expectations on products and services.

Purpose: The purpose with this thesis is to identify what difference exists between cus-

tomer’s expected service quality and customer’s perceived service quality in a webshop and in 

a retail store in the home electronic business. Our purpose is also to compare and analyze the 

gap between customer’s expected and perceived service quality and differences between a 

webshop compared to a retail store in the home electronic business. 

Conclusions: We found in our surveys that there were significant gaps in all questions in both 

the SERVQUAL model and the E-S-QUAL model. The mean value of the gap between cus-

tomers’ expected and perceived service quality is in a retail store 1,50 and in a web shop 1,46. 

This shows a very small difference between the gaps in the two stores.

Suggestions for further research: It would be interesting to study how SIBA or other similar 

companies within the home electronic business manages compared to each other regarding 

quality gaps in retail stores and web shops. It would also be interesting to investigate how 

Internet companies work with service quality and if/how they implement customer opinions 

into their work with their web shop. 
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1. Introduction

In this chapter we start by presenting a background of e-business and the importance of offer-

ing good service quality to customers to get high customer satisfaction. We will present a 

background to customer service, the SERVQUAL model and the E-S-QUAL model. Then we 

present a problem discussion where we problemize around service quality. Finally we present 

this thesis’ research questions and its purpose.        

1.1 Background

A new electronic world of communication appeared three decades ago and this phenomenon 

came to be called Internet. This new electronic world is now a well known and well used tool 

in the every day life. The growth of e-business is developing in a rapid pace and it is bringing 

the world into closer reach for both companies and consumers. 1 A definition of e-business 

that is easy to understand is:2  

“The execution of business transactions over the Internet”.

E-business has had the effect that both strategic visions and operations have been needed to be 

changed in many cases for companies.3 The rapid growth has led to that businesses are at-

tempting to gain a competitive advantage by offering their customers service through e-

business. Companies that have most experience of e-business and are successful in this mar-

ket have begun to realize that the key determinants of success or failure, in the area of e-

business, also includes the electronic service quality not merely Internet site presence and low 

price.4

                                                
1 Brown, 2000, p. 143
2 Van der Vorst, et al., 2002, p. 122
3 Brown, 2000, p. 143
4 Lee, et al., 2005, p. 161
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Customer service is a measurement of the effectiveness in creating time and place utility for a 

product in the logistics system. The level of service determines if existing customers will re-

main and how many new customers a company will attract. Therefore the service level a 

company provides is in a way showed in the company’s market shares.5

Customer satisfaction is closely related to needs and expectations of customers. Factors such 

as for example previous personal experience of the company, the reputation of the company 

or product, if the company keeps their promises and to a certain degree the price of the goods 

or/and services. For a customer it is not only the actual function and quality of the products or 

services that is of interest, but also everything related to the purchase, operation and mainte-

nance of the product. The quality of these functions may often be at least as important as the 

quality inherent in the core product.6

Many companies on different market are using the Internet to interact with their customers 

with the goal to sell more products and services through an alternative channel. The goals of 

the companies are also to make the customer continue to buy products throught this channel. 

To encourage this it is crucial to shift the focus of e-business from e-commerce to e-service.7

It is important that companies are able to measure dissatisfaction that comes from the inability 

to fulfil customer expectations on products and services. Many companies only measure the 

number of dissatisfied customers by the number of complaints that they receive. It is however 

important to realize that the number of complaints as a measurement of customer dissatisfac-

tion is not an accurate measurement. This because every customer that feel dissatisfied often

share their experience about the company with friends and colleagues which may lead to a 

bad reputation and a loss of customers due to poor customer satisfaction.8

Service quality can be difficult to explain and measure but one method is to use the 

SERVQUAL model. This method has been widely tested to measure customer perceptions of 

service quality and during the past decade it has also been used to measure service quality in 

e-business settings. The model consists of questions that cover five dimensions of service 

                                                
5 Lambert, et al., 1993, p. 111
6 Bergman et al., 2003, p. 311 ff
7 Zeithaml, 2002, p. 135
8 Bergman, et al., 2003, p. 314
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quality and these are tangibles, reliability, responsiveness, assurance and empathy. These 

questions are used to find possible gaps between expected and perceived service quality. 9

These gaps are illustrated with the Conceptual model of service quality, also named the Gap

Model. It shows how a negative gap between the expected and perceived service quality that

might have arisen as a consequence of a number of different gaps related to the design and 

production of the service. The intention with the model is too use it to analyse sources of 

quality problems and to help companies understand how their service quality can be im-

proved.10

SERVQUAL was, however, not developed for Internet based customer interactions. To adapt 

it more to measure e-service quality the model was further developed. This developed model 

was named the E-S-QUAL model and the tool’s purpose is to measures customers perceived 

e-service quality and this includes questions that cover four dimensions which are efficiency, 

fulfilment, system availability and privacy.11

                                                
9 Lee, et al., 2005, p. 161 f. 
10 Grönroos, 1990, p. 59
11 Kim, et al., 2006, p. 55
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1.2 Problem Discussion

It is important to realize that quality is everybody’s responsibility in a company. Everyone 

have to be a part of the work to reach a higher quality. When starting a quality project it is 

important to realize that it is a continuous process that is started and the result gives a con-

tinuously improved organisation. Quality for products as well as for services are important in 

all companies no matter which business area their in.12 It is the services that make it possible 

for people to effectively differentiate between different companies on the market.13 Customer 

service varies from one company to another and a problem is that companies and their cus-

tomers view the concept quite differently.14 Therefore it is important to measure customers’ 

experiences of the company’s services. By analyzing the result the company can get a better 

understanding on how customers view the concepts of customer service. 

The topic service quality has been important in the literature for some time. With high service 

quality the corporate brands strengthens and also contributes to consumer satisfaction. The 

companies can also differentiate themselves in profitable ways thanks to high service quality 

in their retail stores, which is widely considered to be a prerequisite for business success. 15

With the rapid growth of e-business companies are trying to get an advantage to their com-

petitors by using web shops. Companies have become more aware of the advantage that is 

possible to get with an excellent e-service quality. A problem for the companies however is 

that e-service quality, as all service quality, is built on customer evaluations and judgements. 

Customer’s thoughts about their experience can unfortunately be hard to get a hold of because 

of the non-personal interaction that is connected with an internet based shop.16

The current measures of online service quality that is used does not offer much guidance or 

insight, from online retailers’ perspective, regarding the retailers performance in responding 

to dimensions that are important to consumers. It exist some unanswered questions in how to 

evaluate online retailers’ actual performance in delivering online customer service. The theory 

that exist shows that it is important to evaluate online service quality from a consumer’s per-
                                                
12 Danielsson, 1995, p. 81
13 Grönroos, 1993, p. 16
14 Lambert, et al., 1993, p. 111
15 Xing, et al., 2005, p. 629
16 Lee, et al., 2005, p. 161
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spective but this provides more meaningful information when it is assessed in reference to 

service performance of online retailers.17

To understand the determinants of service quality, customer satisfaction and purchase inten-

tions for online shopping is important for online store managers. Few studies have researched 

in the relation among different dimensions of e-service quality in predicting overall service 

quality, customer satisfaction and purchase intentions for online shopping.18

However, in the service quality field, service researchers need to pay more attention to cus-

tomer evaluations of e-services, because methods of measuring service quality differ between 

e-business and physical marketplace service. It is proposed that the SERVQUAL scale items 

have to be reformulated before they could be used meaningfully in the online shopping con-

text.19

Many companies are creating Internet channels as source for prepurchase information, alter-

native ways to buy products, approaches to expand service and ways to capture time-

conscious and upscale consumers. To deliver superior service quality, managers of companies 

with Internet presences must first understand how consumers perceive and evaluate online 

customer service. Initially companies thought that low prices and Internet presence were the 

drivers for success, but soon they became aware of that service quality issues are important. 

Loss of information by not reading or replying to e-mails, will lead to customer dissatisfaction 

and undelivered products.20 It appears that the ability of an Internet channel to deliver func-

tions and services is closely associated with completion of employees’ jobs and tasks. Hence, 

service quality is important for the success of Internet channels and therefore e-businesses.21

Many retailers use the Internet as an additional channel to complement their traditional busi-

ness. They have built up their Internet channels as an extra service for their customers and sell 

their products through more channels than just through retail stores. Nowadays, most well-

known retailers complement store sales with online sales. The use of an Internet channel be-

came popular during the late 1990s but a significant number of companies went into trouble, 

due to the lack of knowledge on how to satisfy online customers. Now the online market has 

                                                
17 Kim, et.al., 2006, p. 52
18 Lee, et.al., 2005, p. 162
19 Lee, et.al., 2005, p. 162
20 Parasuraman et al., 2005, p 213
21 Lai J-Y, 2006, p. 926
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recovered but is growing at a rate slower than were predicted. 22 The difficulties in having 

both retailing stores and web shops, when interacting with consumers in a B2C relationship, 

are to meet the demands in customer service for both channels. The use of both an Internet 

channel and retail store is common in the home electronic business. By providing customers 

with the choice of buying online home electronic companies can attract customers with pref-

erences as convenience, home delivery and often lower prices. This comes on the expense of 

lower personal customer service. Also the home electronic products can be of high value 

which in some cases can make the alternative cost lower to buy online instead of in a retail 

stores. Therefore it is important for home electronic business companies to control the service 

quality in both the retail store and the web shop and try to keep a satisfying level of service 

quality in both channels to receive satisfied customers. 

                                                
22 Xing, et al., 2005, p. 629
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1.3 Research questions

How does the gap between customers’ expected and perceived service quality differ from a 

retail store compared to a web shop, in the home electronic business?

To answer or main question we have to answer the following two questions:

a) What differences exist between customers’ expected service quality and their per-

ceived service quality in a retail store?

b) What differences exist between customers’ expected service quality and their per-

ceived service quality in a web shop?

1.4 Purpose

The purpose with this thesis is to identify what difference exists between customers’ expected 

service quality and customers’ perceived service quality in a retail store and in a web shop in 

the home electronic business. Our purpose is also to compare and analyze the gap between 

customers’ expected and perceived service quality and differences between a web shop com-

pared to a retail store in the home electronic business.

1.5 Sequence of work

Figure 1.1 Sequence of work

1.
Introduction

2.
Methodology

3.
Theory

4.
Empirical 
Findings

5.
Analysis

6.
Results
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2. Methodology

In this chapter we will present our methodological choices and approaches. We start every 

section with a short theoretical description of the different methodological selections. In every 

section we also present our methodological choices for this thesis. Finally we present a short 

summary of all our methodological selections.

2.1 Scientific perspective 

There are two different scientific perspectives when conducting research and they are the

hermeneutic and the positivistic perspective.23 The hermeneutic perspective was developed 

during 1600-century24, it contradict the positivistic perspective where own values are forbid-

den.25 In this perspective the main purpose is to interpret and to understand how other people 

experience their situation and how this affects their actions. In the hermeneutic research it is 

important to understand the comprehensive picture of a text.26

The traditional positivistic perspective means that the researcher both can and should leave 

out both ethic and moral.27 When using this perspective the researcher should study the reality 

and collect facts about the reality, all that is not real and observable should be ignored. The 

researcher should not interpret the information that is collected and ad personal thoughts and 

values. The purpose is to explain and to look for cause and effect correlations.28

Our Scientific perspective

In this thesis we have used a positivistic perspective because the data gathered have not been 

interpreted and have been objectively analysed. Our own personal thoughts and values have 

not been included and thereby have not affected the result of the thesis. By using predefined 

academically acknowledged questionnaires the gathered data leaves out the possibility to af-

fect the result by our own opinions.

                                                
23 Lundahl, et al., 1999, p. 38
24 Molander, 2003, p.166
25 Svensson, et al., 1996, p. 189
26 Lundahl, et al., 1999, p. 42
27 Holme, et al., 1997, p.332
28 Lundahl, et al. 1999, p. 38
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2.2 Research approach

It exist three different approaches on how to handle a problem and these three are the deduc-

tive, the inductive and the abductive approach.29 The deductive approach means that a theory 

never becomes complete. The task is not to establish that the theory is completely true but 

instead the goal is to make the theory more trustworthy compared with other optional theo-

ries.30

The inductive approach is controlled by empirical observations. This is used with case studies 

with the goal to construct new theory and to analyse the collected information a more induc-

tive alternative is used instead of a deductive way of thinking.31 Inductive approach can con-

sist of different phases when working with case studies. The first phase contains a simple col-

lection of data to create a curiosity in the researcher which lead to that further studying re-

garding the subject is conducted by the researcher. The simple theory is then developed to a 

more advanced level. Finally the researcher tries to reach general standpoints regarding a spe-

cific phenomenon. In a point of view the conclusion is that the theory is successfully grown 

through interplay between observations and theoretical construction.32

An abductive approach contains both inductive and deductive approach and it constitute an 

alternative to them both. With this approach the reality is looked on how it reasonably is un-

derstood. This is made possible by interpreting individual cases with help of overall hypothe-

sis. In the abductive approach hypothesis is not tested but it can exist things that makes it pos-

sible to construct experimental answer in the shape of hypothesis. 33

Our research approach

Our research approach is deductive, because we have studied the subject thoroughly to gather 

relevant theory that has helped us to conduct our research. Therefore we have had a structure 

that is based on theoretical models applied to reality to be able to identify and compare real 

situations. 

                                                
29 Lundahl, et al., 2002, p 98
30 Holme, 1997, p. 56 f
31 Merriam, 1994, p. 72
32 Svensson, et al., 1996, p. 59
33 Lundahl C, et al., 2002, p. 98
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2.3 Research method

All research is based on some kind of gathering, analysis, interpretation and presentation of 

data. This data can be divided into two different research methods, the qualitative and the 

quantitative method. Usually these two methods are divided based on their type of data, quan-

titative data is formed by numbers and qualitative data is formed by words and pictures.34

Qualitative and quantitative methods can be seen as tools and the use of these depends on 

what kinds of research question that are meant to be investigated.35           

An investigation of quantitative nature foremost registers numbers and focuses on the amount 

of quantifiable variables that can be analysed objectively and work up the material statisti-

cally. The analysis is aimed at discovering, determining and measure the correlation between 

different variables. A quantitative investigation therefore examines the specifics in a one sin-

gle event, or parts of the big picture.36 This method is characterized by control of the re-

searcher that defines which different relations that is particularly interesting for the chosen 

research question. The structure and the planning are distinguished by selectivity and distance 

to the source of information.37 However, the quantitative research method cannot give any 

knowledge about details in different scenarios. An example of this can be how people think 

and function in an organisation.38   

Qualitative methods foremost has a purpose of understanding a problem. The central point in 

this method is to create knowledge about the studied problem with the help of gathered infor-

mation.39 The big picture is more important than the different parts of it. A qualitative re-

search method generates conceptual models of the reality in text or model form, which aims at 

discovering, lifting up and illuminating the connections that has been discovered. The qualita-

tive research methodology is limited to the researchers’ subjective ability to understand and 

interpret the gathered data, not to interpret the pattern that the researcher expected but to see 

the pattern the gathered data really shows.40        

                                                
34 Christensen, et al., 2001, p.66
35 Kvale, 1997, p. 69
36 Christensen, et al., 2001, p 67
37 Holme, et al., 1997, p. 14
38 Svenning, 2003, p. 67
39 Holme, et al., 1997, p. 14
40 Christensen, et al., 2001, p 67
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Our Research method

Because of our use of predefined questionnaires and the use of quantifiable variables that 

steams from them we have used a quantitative research method. The results of the two con-

ducted surveys have been statistically analyzed by using a software program (SPSS –  Statis-

tical Package for the Social Sciences) specifically designed to show correlations between 

variables gathered. 

2.4 Selection

Selection is about what, who or which group that is to be investigated and examined. The se-

lection is often a result of an evaluation of what is wanted and what is practically possible and 

available. There are two basic types of selection, probability selection and non-probability 

selection.41     

When using a probability selection the probability of being a part of the selection should be 

known for all parts of the selection.42 It is important to know how high the probability is for 

all parties to be a part of the selection but the probability does not have to be equal for all.43

The probability selection makes it possible for the researcher to generalize his results to the 

population from where the selection was made.44

When using a non-probability selection there is no way to estimate the certain probability for 

the different parts of the selection. Furthermore there are no assurances that every part of the 

population even has a chance of being part of the selection.45

Our Selection

Our selection in this thesis has been based on well known companies that are active on the 

home electronic market and that have both a retail store and a web shop available for consum-

ers. We also wanted to investigate how high the service level was in retail stores in medium 

sized cities (50 000 -150 000) like Växjö, to be able to include most of the cities in Sweden 

were SIBA exists. Furthermore SIBA and similar companies do not operate in cities that are 

                                                
41 Lundahl, et al., 1999, p. 97
42 Merriam, 1994, p. 61
43 Holme, et al., 1997, p. 184
44 Merriam, 1994, p. 61
45 Merriam, 1994, p. 61
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too small. Therefore our original population was OnOff, Elgiganten, SIBA, Euronics, Hi-Fi 

klubben and Expert that were found through an internet search on Eniro. SIBA was selected 

because of the simple fact that they were the first home electronic company in Sweden with a 

web shop, as well as one of the leading home electronic companies in Sweden and are located 

in Växjö.

To be able to conduct our first survey of traditional service quality in retail stores we con-

ducted a non-probability selection of SIBA’s customers. Therefore our selected population of 

our first study was customers of SIBA’s retail store in Växjö. We handed out predefined ques-

tionnaires outside the retail store to customers that were willing to participate in the survey, to 

be able to reach our wanted selection of customers that has been involved in a transaction 

with the SIBA retail store in Växjö. Our selection has been the customers we asked to partici-

pate in our survey, where the numbers of answers gathered were 54. We estimate these 54 

were about 25% of the selection asked to participate in the survey.        

For our second conducted survey regarding e-service quality in a webshop we used, as in the 

first survey, a non-probability selection of SIBA’s internet customers. Therefore our selected 

populations were internet customers of SIBA. To catch these specific customers we wanted to 

conduct this survey by sending out predefined questionnaires to SIBAs internet customers by 

getting customer information from SIBA. Unfortunately this was not possible due to privacy 

policies. Therefore we instead had to ask people outside the retail store if they had used 

SIBA’s website to make an online purchase. The customers who had done this were asked to 

participate in the survey and they became our selection. The number of gathered answers were 

34 and about 60% of the entire selection asked to participate in the survey. A customer par-

ticipating in one of the surveys automatically eliminated them from participating in the other 

survey.
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2.5 Data collection

How to collect and sort data can vary depending on what is investigated. Usually the sources 

of data are divided in two groups called primary data and secondary data. 46 Primary data is 

collected by the researcher himself with the help of one or more collection techniques.47 The 

collection of the data can be performed through different approaches, for example through 

case studies, interview or surveys.48 An interview is an approach with a descriptive investiga-

tion that is performed by personal interviews, interviews by phone or surveys.49 In a case 

study an investigation is instead performed in a smaller group of people, for example one in-

dividual, a group of individuals or an organisation. The researcher strives to find the big pic-

ture and through this to collect a solid empirical foundation. By using a case study more vari-

ables is covered in detail on a lesser number of individuals compared to a survey.50 When 

making a survey the researcher tries to describe and explain a situation by using question-

naires based on representative selections, the most common way to use a survey is in describ-

ing purpose.51      

Secondary data is information that has been collected and compiled in another context and 

with another purpose than the actual investigation. This sort of data can exist of external in-

formation that can be found in public and commercial databases or by internal information 

that exist within the organisation, for example sale statistics, customer information and pro-

duction statistic.52 Today the information that is collected from channels like television and 

radio are also classified as secondary data.53

Our choice of data collection

In our thesis we have gathered secondary data from books and scientific articles from Växjö 

University’s library and their available databases. The keywords that we have used are: ser-

vice quality, SERVQUAL, E-business, E-service quality, customer satisfaction, customer ser-

vice, perceived service quality and E-S-QUAL.

                                                
46 Lundahl, et al., 1999, p. 52
47 Christensen, et al. 2001, p. 87
48 Patel, et al, 1987, p. 83
49 Rosengren, et al., 2002, p. 141
50 Patel, et al., 1987, p. 61 f
51 Svenning, 2003, p. 80
52 Christensen, et al. 2001, p. 88
53 Lundahl, et al., 1999, p. 131
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Our primary data have been gathered through a survey study were we used two different pre-

defined questionnaires, SERVQUAL and E-S-QUAL, where SERVQUAL was given to cus-

tomers of SIBAs retail store and E-S-QUAL was given to customers of SIBAs web shop that 

were willing to participate in our two surveys. The SERVQUAL survey were used without 

modifications of the predefined questionnaire (see appendix I). Since the E-S-QUAL survey 

consist of only 22 questions for measuring customers perception of service quality in web

shops, we created questions that would capture customer expectations of a web shop. This 

was made by copying the structure of the questions from the SERVQUAL survey to be able 

to identify possible gaps between customers expected and perceived service quality (see ap-

pendix II). The scale of E-S-QUAL was also extended from a 5 point scale to a 7 point scale 

to match the scale of the SERVQUAL model. The primary data was gathered outside SIBA’s 

retail store in Växjö during week 19, 2007, Tuesday the 8th of May to Sunday the 13th of May. 

We chose to collect our primary data on afternoons due to higher customer concentration on

those times and on weekends to get as many completed questionnaires as possible.

2.6 Validity

Validity is an expression that is mostly used when conducting quantitative methods, the ex-

pression refers to describing to which extent a test measures what it actually is supposed to 

measure.54 A basic prerequisite to be able to use and generalize a quantitative approach is that 

the empirical foundation is correct. If the measurement is not done correctly on the selection 

an accurate generalization on the population is not possible.55

Our validity

By using a proven tool that measures gaps in service quality we got satisfactory validity in our 

research. We have also conducted the two surveys on different days of the week and on dif-

ferent times of the day to be able to receive as many answered questionnaires as possible. To 

be able to increase the validity of our two studies we made a second round of surveys to con-

firm our results. In the second round of surveys conducted, made in the exactly the same way, 

we wanted to gather approximately 10-15% to be able to confirm our result from the first two 

                                                
54 Svensson, 1996, p. 210
55 Svenning, 2003, p. 66
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surveys. The result from our second round of surveys confirms the results from the first two 

surveys satisfatory. (see appendix VII and VIII).       

2.7 Reliability 

The purpose of reliability is to get as reliable results as possible56, it is about to what degree a 

survey result can be repeated if the study is done a second time in the same or a similar way.57

The demands on reliability of a survey are hardest on quantitative investigations. Mistakes 

that can occur are for example interpretation problems, problems with standardisation or 

wrong selection for the aim of the investigation. A survey’s reliability is possible to improve 

with some simple methods. The most important one is to have clear definitions of the expres-

sions that are being used when conducting interviews or surveys of different kinds.58  

Our reliability

We believe that the reliability of this thesis is relatively high because of our use of predefined 

questionnaires that easily can be replicated and get the same kind of results. Furthermore to 

improve our reliability we have chosen to translate our predefined questionnaires into Swed-

ish to minimize the risk of misinterpretation and misunderstandings in our surveys (see ap-

pendix III and IV) However concerning the reliability of the survey regarding the e-service 

quality, we believe that it is a bit lower because of the problems of reaching out to the Internet 

customers of SIBA.  

2.8 Generalization

Generalization is a concept that is about how well the result of the study can be transferred to 

other cases or situations. To what extent the result is transferable to other not investigated 

areas, can be evaluated by comparing the similarities and differences between the different 

cases or situations.59

Our generalization

                                                
56 Svenning, 2003, p. 67
57 Christensen, 2001, p. 308
58 Svenning, 2003, p. 68
59 Christensen, et al., 2001, p. 310
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The results of the e-service quality study can be generalized in different ways. First of all cus-

tomer expectations of service quality can be generalized to the entire Internet based home 

electronic business in Sweden. This because of the nature of Internet, where the location cus-

tomers order from do not matter because the expectations of the purchase will be the same 

anywhere. The customers’ perceived service quality in SIBA’s web shop can not be general-

ized to other companies’ web shops. This because the experiences are personal and only based 

on SIBA’s performances.

The results of customers’ expectations in the traditional service quality study of retail stores 

can be generalized to home electronic stores located in medium sized cities (50 000-150 000) 

in Sweden, due to differences in population and thereby the number of customers that poten-

tially can visit the store. Also the differences in number of products and store size must be 

taken into account and can affect the expected customer service level. The customers’ per-

ceived service quality at SIBA’s store in Växjö can only be generalized to SIBA’s stores lo-

cated in medium sized cities in Sweden. This because the guidelines most likely look the 

same for the entire SIBA group in Sweden.

The result of our main question can only be generalized to SIBA’s web shop and SIBA’s 

stores in medium size cities (50 000-150 000). The existing gaps are based on customers’ per-

ceptions of service quality delivered by SIBA and that is why the result of our main question 

has a limited possibility for generalization.

By conducting our studies on different days of the week and on different times of the day, 

although mostly in the afternoon, and the fact that we conducted a second round of surveys to 

make sure we caught a representative selection in our first round of surveys. Our second 

round has shown this to be accurate and that we actually capture a representative selection the 

first time around. (see appendix VII and VIII). 

2.9 Statistical analysis methodology 

The context of the word statistics can be summarized in the specific methods that have been 

developed to be able to gather, work up and make conclusions from the statistical material.60

                                                
60 Körner, et al., 1984, p. 9
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It is possible to classify a statistical survey after the goal and purpose of the investigation, 

when doing this a difference between analytical and describing surveys is made. It is also pos-

sible to classify an investigation after the methods being used to gather data. The aim of an 

analytical investigation often contains some sort of hypothesis test61 to be able to draw con-

clusions about two different groups and how they differ from each other by just analyzing the 

data gathered from both groups.62

When conducting hypothesis tests a formulation of a zero hypothesis (H0) is made and as an 

alternative an opposite hypothesis is made (H1). The test leads to either a rejection or an ac-

ceptation of the zero hypothesis. In all hypothesis tests the researcher determines the risk of 

rejection of the zero hypothesis. This risk is called the tests significance level and is labelled 

the Greek letter α. The significance level must be very small but an elimination is not possi-

ble. Commonly used threshold variables of α are 5%, 1% and 0,1%.63

Our statistical analysis methodology

In our thesis we have decided to conduct a t-test by using SPSS (Statistical Package for the 

Social Sciences). By using the answers from our two surveys and comparing the two halves of 

each survey we were able to calculate the significance level of each question in each survey. 

The α selected were the commonly used threshold variable 5%. We used a hypothesis test to 

be able to accept or reject a hypothesis. Two hypotheses were established, one zero hypothe-

sis (H0) and one opposite hypothesis (H1). Following hypothesis was established:

 H0 There is no significant gap

 H1 There is a significant gap

As mentioned above the threshold value selected was 5% which means that the result is 95% 

accurate on the selected population. Each of the questions was tested against the H0 hypothe-

sis. The questions where the significance levels were below the established α level (5%) were 

accepted. This means:

 p ≤ 0,05 = H0 is rejected and thereby H1 accepted

 p > 0,05 = H0 is accepted

                                                
61 Körner, et al., 1998, p. 9
62 Stukát, 1993, p. 71
63 Körner, et al., 1998, p. 117
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2.10 Summary of our methodology

Figure 2.1 Summary of our methodology

Scientific 
perspective

Research 
method

Research 
approach

Selection

Positivistic

Quantitive

Deductive

Non-
probability



Theory Chapter 3

23

3. Theory

In this chapter we will present our theoretical framework that will be used in this master the-

sis. We will start by presenting theory about customer service and its importance. Then a 

presentation of the Conceptual model of service quality follows and its measuring tool 

SERVQUAL. Finally we present the Conceptual model for understanding and improving e-

service quality and its measuring tool E-S-QUAL.

Figure 3.1 bellow is an introduction to the theoretical chapter and how the different theory 

sections are connected to each other. Section 3.1 will give an understanding for the concept of 

customer service. Section 3.2 and 3.3 will explain how to measure service quality in a tradi-

tional service context. Section 3.4 and 3.5 will explain how to measure e-service quality for

an Internet based company.

Figure 3.1 Introduction to theoretical framework
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3.1 Customer service
There is no definition of customer service that is generally accepted, definitions tends to be 

highly situational because the concept often is described as the activities which are considered 

most important in the meeting between a company and its customers.64 The meaning of cus-

tomer service differ from company to company, also the meaning of customer service might

varies between companies and their customers. 65: One way to describe customer service is: 66

“..as a process which take place between buyer, seller, and third party. The value process 

results in value added to the product or service exchanged. This value added in the exchange 

process might be short term as in a single transaction or longer term as in a contractual rela-

tionship. The value added as also shared, in that each of the parties to the transaction or con-

tract are better of at the completion of the transaction than they were before the transaction 

took place. Thus, in a process view: Customer service is a process for providing significant 

value-added benefits to the supply chain in a cost effective way” 

3.1.1 Elements of customer service

A number of different elements are often connected with customer service and companies 

attempt of creating customer service. If companies have the ability to manage these elements 

the chance of creating customer service is higher. How important each of these elements is to 

a company varies depending on the customer needs. Examples of elements that are linked to 

customer service are:67

 Availability of item 

 After-sale service and backup

 Efficient telephone handling of orders and queries

 Reliability

 Delivery time

 Order convenience 

                                                
64 Christopher, et al., 1979, p. 4
65 Lambert, et al., 1992, p. 111
66 Lambert, et al., 1992, p. 112
67 Lambert, et al., 1992, p. 113
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The different elements of customer service can be categorized in a number of ways, one way 

is to categorize the elements in:68

 Pre-transaction elements

These elements of customer service relates to the corporate policies or programs. This 

can for example be written statements of service policy or system flexibility. 

 Transaction elements

The elements of the transaction elements are those elements that are directly involved 

in performing the physical distribution, examples of elements in this category can be 

product availability or order status information.

 Post-transaction element

The post-transaction elements of customer service are mostly supportive of the prod-

uct while in use, it can be parts and repair service, product replacements or procedures 

for customers complaints.

Once managers in companies have determined which elements of customer service that is of 

most importance, it is important to develop standards of performance. This is a way of meas-

uring and controlling customer service performance, and by making the following four actions 

a company can be able to manage the customer service performance. The first step is to estab-

lish quantitative standards of performance for each service elements. Then the company 

should measure the actual performance for each service elements, when the measurements are 

made the possible variance between the actual services provided and the standard should be 

analyzed. Finally the company has to try to bring actual performance into line with the stan-

dards.69

                                                
68 Christopher, et al., 1979, p. 4 
69 Lambert, et al., 1992, p. 143
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3.2 The Conceptual model of service quality 

To know what customers expect is the first critical step in delivering service quality otherwise 

companies can not deliver a service that customers perceive as excellent. If a company has the 

wrong impression on what is important they can loose customers to competitors that have 

succeeded to appeal consumers better. In the long run this can have the effect that a company 

will not survive on a competitive market.70 The Conceptual model of service quality was 

originally developed for services but, with some modification, it can be applicable to quality 

of goods as well. 71

                                                
70 Zeithaml, et al., 1990, p. 51 
71 Bergman, et al., 2003, p. 326 f

Figure 3.2 – The Conceptual model of service quality
Source: Zeithaml, et al., 1990, p. 46
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3.2.1 Gap 1

The differences between customers’ expectations and the company’s perceptions of those 

expectations arise because companies do not understand what high quality is in a customer 

point of view. In delivering service quality the very first step is to know what the customers

want and what they expect. Therefore it is crucial to know what the customers expect to be 

able to provide services customers perceive as excellent. This gap is normally larger in service 

companies than in manufacturing companies.72

Gap 1 can sometimes occur if companies overlook or underestimate the need to fully under-

stand their customers’ expectations on the company and its services and products. Every 

company want to provide a high service quality but sometimes they deliver services in the 

form they believe customers demand, instead of investigating what customers really expect. 

In these situations companies provide services that do not match customers’ expectations and 

the levels of performance on features that are provided are inadequate.73 Reasons for the gap 

and thereby problems that companies faces can for example be insufficient marketing re-

search, inadequate use of marketing research findings and lack of interaction between man-

agement and customers. 74

3.2.2 Gap 2

To take customers expectations in consideration through the entire design process can be dif-

ficult and this can lead to large gaps in many companies. Customers’ known expectations 

cannot be matched or exceeded because it is difficult for companies to respond consistently to 

customer demands and also the absence of top management commitment to service quality.75

Once managers have the accurate understanding for what customers expect they need to use 

this knowledge to set service quality standards for the organisation. This gap is large in many 

companies because they may not be willing or may not be able to put systems in place to 

match or exceed customer’s expectations because it is to difficult. Many executives cannot or 

will not change company systems of service delivery to enhance customer’s perceptions.76

                                                
72 Bergman, et al., 2003, p. 324 f
73 Zeithaml, et al., 1990, p. 51 
74 Zeithaml, et al., 1990, p. 68 
75 Bergman, et al., 2003, p. 325 
76 Zeithaml, et al., 1990, p. 71
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3.2.3 Gap 3

Sometimes companies do understand what customers expect and also set appropriate specifi-

cations to meet the expectations but still the service that is delivered falls short of these expec-

tations. This difference between service specifications and the actual service delivery is the 

service-performance gap. It occurs when employees are unable and/or unwilling to perform 

the service at the desired level.77 The personnel that have customers contact and which deliver 

the service have a crucial role in the customers’ experienced service. It can be a large variance

of employee performance, even when service guidelines exist. 78

3.2.4 Gap 4

The fourth major cause of low service quality perceptions is the gap between what a firm 

promises about a service and what it actually delivers. It is essential to have accurate and ap-

propriate company communication to deliver services that customers perceive as high quality,

this is the responsibility of both marketing and operations.79 Otherwise customer can get the 

wrong perception on what is high quality in the services that are delivered. The risk with ser-

vices that are performed by people, whose actions are not static but vary, is to over promise.80

3.2.5 Gap 5

The result of the four gaps, explained above, is the fifth gap. A good service quality is to sat-

isfy or exceed customer expectations. How the consumers judge services are depending on 

how they perceive the actual service performance in comparison with what they expect. Pric-

ing and marketing is two things that can have a great impact on customers expectations. 81

                                                
77 Zeithaml, et al., 1990, p. 89
78 Bergman, et al., 2003, p. 325 f
79 Zeithaml, et al., 1990, p. 71
80 Bergman, et al., 2003, p. 326 
81 Bergman, et al., 2003, p. 326
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3.3 SERVQUAL
A company’s service quality is evaluated by customers through comparing service perform-

ance (perceptions) with what they think performance should be (expectations). When the per-

formance of the service falls short of the expectations, a service quality gap exists. The quality 

gap can be measured by computing the difference between separate measures of customer 

expectations and perceptions. With this approach a multiple-question instrument called 

SERVQUAL is used.82

The idea that service quality is a function of the expectations-performance gap was further 

handled and developed by a exploratory study conducted by Parasuraman, Zeithaml, and 

Berry during the year of 1985. The three authors developed a model to use for measuring this 

gap and the model was named SERVQUAL. The SERVQUAL model is a multiple-question

instrument to quantify customers’ global assessment of a company’s service quality. The scale 

within the model involved expectations and perceptions gap scores along different dimen-

sions: 83

The SERVQUAL model consists of two sections that handles customers point of view con-

cerning service quality. The first section contains 22 questions that aim at measuring the gen-

eral expectations of customers concerning a service. Section two contains a matching set of 

                                                
82 Parasuraman, et.al. 1990, p. 34
83 Zeithaml, et al., 2000, p. 5
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questions to measure customers’ assessments of a specific company within the service cate-

gory. Each statement is accompanied with a seven-point scale ranging from 1 (strongly dis-

agree) to 7 (strongly agree).84 Customers use five broad service dimensions to judge service 

quality and the questions in SERVQUAL reflect specific attributes within each of these ser-

vice dimensions. The five dimensions are:85

1. Tangibles: Appearance of physical facilities, equipment, personnel and communica-

tion materials.

2. Reliability: Ability to perform the promised service dependably and accurately.

3. Responsiveness: Willingness to help customers and provide prompt service.

4. Assurance: Knowledge and courtesy of employees and their ability to inspire trust and 

confidence.

5. Empathy: Caring, individualized attention the company provides its customers.

These five dimensions have been developed through systematic analysis of hundreds of inter-

views with customers in several service sectors. These dimensions are a representation of the 

core criteria that customers have when they evaluate service quality and therefore it is reason-

able to speculate that customers would consider all of the five dimensions to be important. 86

With the data, that is generated by SERVQUAL, a company can quantify the gap between 

customer perceptions and expectations. The gap can also be tracked over time and be used to

analyse how the customers view the service in general and if the service from the company 

changes over time. 87

                                                
84 Zeithaml, et al., 1990, p. 23 f
85 Parasuraman, et.al. 1990, p. 34 f
86 Zeithaml, et al., 1990, p. 26 f
87 Parasuraman, et.al. 1990, p. 35 f
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The SERVQUAL model’s first 22 questions, regarding customer expectations is:

1. Excellent companies will have modern-looking equipment.

2. The physical facilities at excellent companies will be visually appealing.

3. Employees at excellent companies will be neat-appearing.

4. Materials associated with the service will be visually appealing in an excellent company.

5. When excellent companies promise to do something by a certain time, they will do so. 

6. When a customer has a problem, excellent companies will show a sincere interest in solving it. 

7. Excellent companies will perform the service right the first time. 

8. Excellent companies will provide their service at the time they promise to do so.

9. Excellent companies will insist on error-free records. 

10. Employees in excellent companies will tell customers exactly when service will be performed.

11. Employees in excellent companies will give prompt service to customers.

12. Employees in excellent companies will always be willing to help customers.

13. Employees in excellent companies will never be too busy to respond to customers’ requests.

14. The behaviour of employees in excellent companies will instil confidence in customers. 

15. Customers of excellent companies will feel safe in their transaction.

16. Employees in excellent companies will be consistently courteous with customers.

17. Employees in excellent companies will have the knowledge to answer customers’ questions.

18. Excellent companies will give customers individual attention. 

19. Excellent companies will have operating hours convenient to all their customers. 

20. Excellent companies will have employees who give customers personal attention.

21. Excellent companies will have the customer’s best interest at heart.

22. The employees of excellent companies will understand the specific need of their customers.

The questions are divided between the five different service quality dimensions mentioned 

above: 88

Dimension Questions

Tangibles 1-4

Reliability 5-9

Responsiveness 10-13

Assurance 14-17

Empathy 18-22

                                                
88 Parasuraman, et.al. 1988, p. 25



Theory Chapter 3

32

3.4 Conceptual model for understanding and improving e-service quality
Through numbers of studies made in the year 2000 evidence showed that during that period it 

existed a lack of adequate e-service quality. One study showed that only 36 percent of e-

customers were satisfied with their Internet purchasing experiences. Another study found evi-

dence which showed that four out of five online purchasers had experienced one failed pur-

chase and that 28 percent of all online purchases failed. Furthermore 28 percent of customers 

that were frustrated by their experiences from e-business said that they would not shop online 

again and 23 percent would not buy from the site responsible for the negative experience 

again.89

Because of companies’ realization of the need to be able to give excellent e-service to their 

customers and the need to understand what the customers really saw as e-service, the concep-

tual model for understanding and improving e-service quality was developed.90 To reveal the 

dimensions of e-service quality the researchers assembled six focus groups with experience 

from Internet shopping and asked them what they expected when shopping online.91 From 

these focus groups the researchers found 11 dimensions of e-service quality92 that together 

with the traditional dimensions of service quality became the basis for the conceptual model 

of e-service quality that was created. Although the traditional service gaps mentioned above 

were identified in a traditional service quality context. The focus group research showed that 

these gaps existed in an e-service quality context as well, however not exactly the same but 

very similar.93

Figure 3.4 below shows a conceptual model that combines, at the top half of the model, the 

customer assessment of e-service quality and its consequence. In the bottom half of the model 

a sequence of steps that a company might follow when designing and marketing its website is 

shown. It shows a series of gaps between the two sides as well as within the steps of design-

ing, operating and marketing websites.94        

                                                
89 Zeithaml, et al., 2000, p. 3
90 Zeithaml, et al., 2000, p. 4
91 Zeithaml, et al., 2000, p. 9
92 Zeithaml, et al., 2000, p. 16 
93 Zeithaml, et al., 2002, p. 368
94 Zeithaml, et al., 2000, p. 27
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3.4.1 Information gap

What a company believes to be an excellent website for their target customers might be inac-

curate or incomplete due to incorrect or inadequate information about what website features 

that are desired by their customers, and of the customers’ assessment of the company’s e-

service quality.95

The importance of the information gap in the context of e-service quality is heightened by the 

fact that customers are expected to want an optimal level of performance that is neither too 

low nor too high when using some website features. The optimum level of performance on 

any given feature might also vary from customer to customer. If a company does not have 

regular monitoring of their site to update management about website features wanted by cus-

tomers, the information gap will be hard to remove.96

The information gap is similar to Gap 1 in the traditional service quality model. It has how-

ever a broader construct in that it relate to not only management’s understanding of custom-

ers’ requirements about perceived e-service quality but also customers’ evaluation of a com-

pany’s website.97

                                                
95 Zeithaml, et al., 2000, p. 28
96 Zeithaml, et al., 2002, p. 368f
97 Zeithaml, et al., 2000, p. 29

Figure 3.4 – The Conceptual model for understanding and improving e-service quality
Source: Zeithaml,2002, p. 136 
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3.4.2 Design gap

The designer of a website should be informed by the company’s knowledge about features 

desired by customers. This way the initial website can be constructed as close as possible to 

customer demands. The ongoing operations of the website should include adjustments in re-

sponse to customer feedback about the website’s performance. However, even if the company 

has complete and accurate knowledge this may not always be reflected in their website func-

tions and design, the consequences of this is the design gap. If a information gap already ex-

ists this would increase the design gap because misunderstandings of customers might nega-

tively affect the design of the website and thereby increasing customer frustration.98 As such 

the design gap represents the failure to fully incorporate knowledge about customer require-

ments into the structure and functioning of the Web site.99

The design gap is close to Gap 2 in the conventional service quality model. However, the de-

sign gap is also a broader construct because it encompasses more than just determining design 

specifications for the website. It also includes the operations of the website, thus to some ex-

tent it also can be related to the conventional Gap 3. Therefore the potential causes of the de-

sign gap are similar to the causes of Gap 2 and 3.100

3.4.3 Communication gap

This gap reflects a lack of accurate understanding the part of marketing personnel about a 

website’s features, capabilities, and limitations. Under the ideal scenario, the marketing of the 

website will be based on knowledge about what it can and cannot offer. With those responsi-

ble for designing and operating the website communicating regularly with marketing person-

nel to ensure that promises do not exceed what is possible. The lack of effective communica-

tion between marketing and operations documented in traditional service quality contexts is 

likely to be present in e-service quality contexts as well.101

The communication gap represents more than just inaccurate or inflated promises about a 

website made through traditional media such as print and television. It also includes such 

promises being made on the website itself. Regardless of whether the false promises are made 

through traditional promotional media or through the website they constitute a form of mar-
                                                
98 Zeithaml, et al., 2000, p. 29
99 Zeithaml, et al., 2002. p. 369
100 Zeithaml, et al., 2000, p. 30
101 Zeithaml, et al., 2000, p. 30 
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keting that influences customers’ requirements or expectations from the website. Customers’ 

website-experiences that fall short of their marketing-induced requirements are an external 

manifestation of the internal communication gap and contribute to the fulfilment gap.102

3.4.4 Fulfilment gap

The fulfilment gap is partially an external expression of the communication gap. When the 

communication gap exists, promises made to customers are likely to be exaggerated. Because 

of this, the Internet shopping experience might fall short of what the customers had hoped for 

based on the promises, resulting in a fulfilment gap. Shortfalls such as customer’s inability to 

complete a purchase are also manifested in the fulfilment gap in that they reflect unfulfilled 

customers desire. The kinds of frustration that comes as a result of this are not a result of ex-

aggerated external promises, but instead due to insufficient design and operation of the web-

site in terms of the failure to fully implement customers’ desires. This type of fulfilment gap 

steams from the gathered effect of the information and design gap, just as the fulfilment gap 

triggered by inflated promises is a consequence of the communication gap. The overall ful-

filment gap reflects the combined effect of the information, design and communication gap. 

Thus, unless these three gaps are eliminated, some amount of the fulfilment gap will exist and 

thereby affect customers’ assessment of the website.103            

                                                
102 Zeithaml, et al., 2002, p. 370
103 Zeithaml, et al., 2000, p. 32
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3.5 E-S-QUAL

E-S-QUAL is an instrument that was developed by the same researchers that developed the 

conventional SERVQUAL instrument. The E-S-QUAL instrument aims at measuring the ser-

vice quality of web shops. The basic E-S-QUAL scale, that is relevant for a web shop’s entire 

customer base, is a simple 22 question scale wich are divided in different dimensions.104

E-S-QUAL consists of four different e-service dimensions, they are:105

1. Efficiency: the case and speed of accesing and using the site

2. Availability: the correct technical functioning of the site. 

3. Fulfilment: the extent to which the site’s promises about order delivery and item 

availability are fulfilled.

4. Privacy: The degree to which the site is safe and protects customer information.

These four dimensions originate from a selection of 11 different e-service dimensions that 

were identified through interviews with several focus groups of internet costumers. From the 

original 11 dimensions these last four e-service dimensions was seen as the most important 

for measuring e-service quality and therefore selected to be the foundation of the E-S-QUAL 

tool.106 E-S-QUAL uses a 5 point scale (1 = strongly disagree, 5 = strongly agree) to rate a 

website’s performance.107 The E-S-QUAL model is presented below were the questions are 

divided into the four different e-service quality dimensions:108

                                                
104 Parasuraman, et al., 2005, p. 229
105 Parasuraman, et al., 2005, p. 220
106 Zeithaml, 2002, p. 136
107 Parasuraman, et al., 2005, p. 230
108 Parasuraman, et al., 2005, p. 230f
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The E-S-QUAL model’s 22 questions, regarding customer percepteions are: 109

1. This site makes it easy to find what I need.

2. It makes it easy to go anywhere on the site.

3. It enables me to complete a transaction quickly.

4. Information on the site is well organized.

5. It loads its page quickly.

6. The site is simple to use.

7. This site enables me to get on to it quickly.

8. This site is well organized.

9. This site is always available for business.

10. This site launches and runs right away.

11. This site does not crash.

12. Pages at this site do not freeze after I enter my order information.

13. It delivers orders when prompted.

14. This site makes items available for delivery within a suitable timeframe.

15. It quickly delivers what I order.

16. It sends out the items ordered.

17. It has in stock the items the company claims to have.

18. It is truthful about its offerings. 

19. It makes accurate promises about delivery of products.

20. It protects information about web-shopping behaviour.

21. It does not share my personal information with other sites.

22. This site protects information about my credit card.    

The questions are divided between the four different service quality dimensions mentioned 

above: 110

Dimension Questions

Efficiency 1-8

Availability 9-12

Fulfilment 13-19

Privacy 20-22

                                                
109 Parasuraman, et al., 2005, p. 230 f
110 Parasuraman, et.al., 2005, p. 230 f
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3.6 Conceptual model

Figure 3.5 Conceptual model 

Research question:

How does the gap between customers’ expected and perceived service quality differ from a retail store

compared to a web shop, in the home electronic business?

a) What differences exist between customers’ expected service quality and their perceived service qual-

ity in a retail store?

b) What differences exist between customers’ expected service quality and their perceived service qual-

ity in a web shop?
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4. Empirical findings

In this chapter we start of by presenting a short presentation of SIBA. This presentation will 

be followed by the survey results from SIBA’s retail store here in Växjö. Finally we will pre-

sent the result from the survey made on SIBA’s web shop customers. 

4.1 Company presentation of SIBA
SIBA AB is one of the largest retailing companies

in the Nordic region regarding home electronics. 

The company was founded more than 50 years ago.

SIBA sells home electronic products as TVs, com-

puters and telephones to both consumers and to 

other companies in a business to business relationship. The SIBA group consists of 58 elec-

tronic stores in Sweden, Norway and Denmark and the head office is located in Gothenburg. 

Their business concept is to satisfy their customers’ demands of home electronic products 

better than any competitors on the market and the company objective is to offer the customer 

the best combination of prices and services. 111

4.2 Expected and perceived service quality in SIBA’s retail store

Our first survey contains questions where customers at SIBA were asked to answer 22 ques-

tions about their expectations on service quality for an excellent company and 22 questions 

asking about their perceived service quality at SIBA’s retail store in Växjö. The result of a 

comparison of the paired questions is what is referred to as gap 5 in the Conceptual model of 

service quality. The questions are all based on the SERVQUAL model and we received 54 

respondents on our survey for the retail store.

The following questions were used in the survey for the retail store were (a) represent the ex-

pected service quality of an excellent company and (b) represent the perceived service quality 

at SIBA’s retail store in Växjö.:

                                                
111 www.siba.se

Figure 4.1 SIBA logo
Source: www.siba.se
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1a. Excellent companies will have modern-looking equipment.

1b. SIBA have modern-looking equipment.

The expectation on an excellent company was rated to 6,30 with a perceived service qual-

ity at SIBA’s retail store at 5,19. This results in a gap of 1,11.

2a. The physical facilities at excellent companies will be visually appealing.

2b. The physical facilities at SIBA are visually appealing.

The expectation on an excellent company was rated to 6,44 with a perceived service qual-

ity at SIBA’s retail store at 3,93. This results in a gap of 2,51.

3a. Employees at excellent companies will be neat-appearing.

3b. Employees at SIBA have a neat-appearing.

The expectation on an excellent company was rated to 6,33 with a perceived service qual-

ity at SIBA’s retail store at 5,07. This results in a gap of 1,26.

4a. Materials associated with the service will be visually appealing in an excellent com-

pany.

4b. Materials associated with the service are visually appealing at SIBA.

The expectation on an excellent company was rated to 5,80 with a perceived service qual-

ity at SIBA’s retail store at 4,63. This results in a gap of 1,17.

5a. When excellent companies promise to do something by a certain time, they will do so. 

5b. When SIBA promise to do something by a certain time, they do so.

The expectation on an excellent company was rated to 6,11 with a perceived service qual-

ity at SIBA’s retail store at 4,78. This results in a gap of 1,33.

6a. When a customer has a problem, excellent companies will show a sincere interest in 

solving it. 

6b. When a customer has a problem, SIBA are showing a sincere interest in solving it.

The expectation on an excellent company was rated to 6,67 with a perceived service qual-

ity at SIBA’s retail store at 4,89. This results in a gap of 1,78.
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7a. Excellent companies will perform the service right the first time. 

7b. SIBA is performing the service right the first time.

The expectation on an excellent company was rated to 6,19 with a perceived service qual-

ity at SIBA’s retail store at 4,46. This results in a gap of 1,73.

8a. Excellent companies will provide their service at the time they promise to do so.

8b. SIBA is providing their service at the time they promise to do so.

The expectation on an excellent company was rated to 6,52 with a perceived service qual-

ity at SIBA’s retail store at 4,96. This results in a gap of 1,56.

9a. Excellent companies will insist on error-free records. 

9b. SIBA insist on error-free records.

The expectation on an excellent company was rated to 6,30 with a perceived service qual-

ity at SIBA’s retail store at 5,15. This results in a gap of 1,15.

10a. Employees in excellent companies will tell customers exactly when service will be 

performed.

10b. Employees at SIBA tell customers exactly when service will be performed.

The expectation on an excellent company was rated to 6,19 with a perceived service qual-

ity at SIBA’s retail store at 4,74. This results in a gap of 1,45.

11a. Employees in excellent companies will give prompt service to customers.

11b. Employees at SIBA gives prompt service to customers.

The expectation on an excellent company was rated to 6,33 with a perceived service qual-

ity at SIBA’s retail store at 4,85. This results in a gap of 1,48.

12a. Employees in excellent companies will always be willing to help customers.

12b. Employees at SIBA are always willing to help customers.

The expectation on an excellent company was rated to 6,89 with a perceived service qual-

ity at SIBA’s retail store at 4,93. This results in a gap of 1,96.
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13a. Employees in excellent companies will never be too busy to respond to customers’

requests.

13b. Employees at SIBA are never too busy to respond to customers’ requests.

The expectation on an excellent company was rated to 6,22 with a perceived service qual-

ity at SIBA’s retail store at 4,30. This results in a gap of 1,92.

14a. The behaviour of employees in excellent companies will instill confidence in cus-

tomers. 

14b. The behaviour of employees at SIBA  instills confidence in customers.

The expectation on an excellent company was rated to 6,48 with a perceived service qual-

ity at SIBA’s retail store at 4,39. This results in a gap of 2,09.

15a. Customers of excellent companies will feel safe in their transaction.

15b. Customers of SIBA feel safe in their transaction.

The expectation on an excellent company was rated to 6,63 with a perceived service qual-

ity at SIBA’s retail store at 5,30. This results in a gap of 1,33.

16a. Employees in excellent companies will be consistently courteous with customers.

16b. Employees at SIBA are consistently courteous with customers.

The expectation on an excellent company was rated to 6,63 with a perceived service qual-

ity at SIBA’s retail store at 5,52. This results in a gap of 1,11.

17a. Employees in excellent companies will have the knowledge to answer customers’ 

questions.

17b. Employees at SIBA have the knowledge to answer customers’ questions. 

The expectation on an excellent company was rated to 6,59 with a perceived service qual-

ity at SIBA’s retail store at 5,13. This results in a gap of 1,46.

18a. Excellent companies will give customers individual attention. 

18b. SIBA give customers individual attention.

The expectation on an excellent company was rated to 6,44 with a perceived service qual-

ity at SIBA’s retail store at 5,11. This results in a gap of 1,33.
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19a. Excellent companies will have operating hours convenient to all their customers. 

19b. SIBA have operating hours convenient to all their customers.

The expectation on an excellent company was rated to 5,89 with a perceived service qual-

ity at SIBA’s retail store at 4,89. This results in a gap of 1,00.

20a. Excellent companies will have employees who give customers personal attention.

20b. SIBA have employees who give customers personal attention.

The expectation on an excellent company was rated to 6,41 with a perceived service qual-

ity at SIBA’s retail store at 5,04. This results in a gap of 1,37.

21a. Excellent companies will have the customer’s best interest at heart.

21b. SIBA have the customer’s best interest at heart.

The expectation on an excellent company was rated to 6,67 with a perceived service qual-

ity at SIBA’s retail store at 5,20. This results in a gap of 1,47.

22a. The employees of excellent companies will understand the specific need of their cus-

tomers.

22b. The employees at SIBA understand the specific need of their customers.

The expectation on an excellent company was rated to 6,33 with a perceived service qual-

ity at SIBA’s retail store at 4,98. This results in a gap of 1,35.
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Summary of expected and perceived service quality in SIBA’s retail store

Table 4.1 presented below is a summary of the output (see appendix V) that SPSS constructed 

by our input of data from the survey (see appendix I and III).

P = the variable “Sig. (2-tailed)” (see appendix V)

Gap = Expected – Perceived 

Ex. Question 1:

6,30 – 5,19 = 1,11

a) b)

Question Expected Perceived Gap P

1. 6,30 5,19 1,11 0,000

2. 6,44 3,93 2,51 0,000

3. 6,33 5,07 1,26 0,000

4. 5,80 4,63 1,17 0,000

5. 6,11 4,78 1,33 0,000

6. 6,67 4,89 1,78 0,000

7. 6,19 4,46 1,73 0,000

8. 6,52 4,96 1,56 0,000

9. 6,30 5,15 1,15 0,000

10. 6,19 4,74 1,45 0,000

11. 6,33 4,85 1,48 0,000

12. 6,89 4,93 1,96 0,000

13. 6,22 4,30 1,92 0,000

14. 6,48 4,39 2,09 0,000

15. 6,63 5,30 1,33 0,000

16. 6,63 5,52 1,11 0,000

17. 6,59 5,13 1,46 0,000

18. 6,44 5,11 1,33 0,000

19. 5,89 4,89 1,00 0,000

20. 6,41 5,04 1,37 0,000

21. 6,67 5,20 1,47 0,000

22. 6,33 4,98 1,35 0,000
Table 4.1 The retail store survey results
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4.3 Expected and perceived service quality in SIBA’s web shop

Our second survey contains questions where customers at SIBA were asked to answer 22 

questions about expectations on service quality for an excellent company’s web shop and 22 

questions about their perceived service quality at SIBA’s web shop. The questions are all 

based on the E-S-QUAL model and we received 34 respondents in our survey for the web 

shop.

The following questions were used in the survey for the web shop were (a) represent the ex-

pected service quality in an excellent web shop and (b) represent the perceived service quality 

at SIBA’s web shop.

1a. An excellent site should make it easy to find what I need.

1b. SIBA’s site makes it easy to find what I need.

The expectation on an excellent company was rated to 6,68 with a perceived service qual-

ity at SIBA’s retail store at 5,06. This results in a gap of 1,62.

2a. It should make it easy to go anywhere on an excellent site.

2b. It is easy to go anywhere on the site.

The expectation on an excellent company was rated to 6,47 with a perceived service qual-

ity at SIBA’s retail store at 5,03. This results in a gap of 1,44.

3a. An excellent site should enable me to complete a transaction quickly.

3b. The site enables me to complete a transaction quickly.

The expectation on an excellent company was rated to 6,59 with a perceived service qual-

ity at SIBA’s retail store at 4,71. This results in a gap of 1,88.

4a. Information on an excellent site should be well organized.

4b. Information on SIBA’s site is well organized.

The expectation on an excellent company was rated to 6,41 with a perceived service qual-

ity at SIBA’s retail store at 4,71. This results in a gap of 1,70.
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5a. An excellent site should load its page quickly.

5b. SIBA’s page loads quickly.

The expectation on an excellent company was rated to 6,29 with a perceived service qual-

ity at SIBA’s retail store at 4,82. This results in a gap of 1,47.

6a. An excellent site should be simple to use.

6b. SIBA’s site is simple to use.

The expectation on an excellent company was rated to 6,85 with a perceived service qual-

ity at SIBA’s retail store at 4,68. This results in a gap of 2,17.

7a. An excellent site should enable me to get on to it quickly.

7b. The site enables me to get on to it quickly.

The expectation on an excellent company was rated to 6,03 with a perceived service qual-

ity at SIBA’s retail store at 5,06. This results in a gap of 0,97.

8a. An excellent site should be well organized.

8b. SIBA’s site is well organized.

The expectation on an excellent company was rated to 6,56 with a perceived service qual-

ity at SIBA’s retail store at 4,85. This results in a gap of 1,71.

9a. An excellent site should always be available for business.

9b. SIBA’s site is always available for business.

The expectation on an excellent company was rated to 6,74 with a perceived service qual-

ity at SIBA’s retail store at 5,53. This results in a gap of 1,21.

10a. An excellent site should launch and run right away.

10b. SIBA’s site launches and runs right away.

The expectation on an excellent company was rated to 6,47 with a perceived service qual-

ity at SIBA’s retail store at 5,41. This results in a gap of 1,06.
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11a. An excellent site shouldn’t crash.

11b. SIBA’s site does not crash.

The expectation on an excellent company was rated to 6,62with a perceived service qual-

ity at SIBA’s retail store at 5,32. This results in a gap of 1,30.

12a. Pages at an excellent site should not freeze after I enter my order information.

12b. Pages at SIBA’s site do not freeze after I enter my order information.

The expectation on an excellent company was rated to 6,85 with a perceived service qual-

ity at SIBA’s retail store at 5,97. This results in a gap of 0,88.

13a. An excellent site should deliver orders when prompted.

13b. SIBA’s site delivers orders when prompted.

The expectation on an excellent company was rated to 6,03 with a perceived service qual-

ity at SIBA’s retail store at 3,82. This results in a gap of 2,21.

14a. An excellent site should make items available for delivery within a suitable time-

frame.

14b. SIBA’s site makes items available for delivery within a suitable timeframe.

The expectation on an excellent company was rated to 6,38 with a perceived service qual-

ity at SIBA’s retail store at 4,32. This results in a gap of 2,06.

15a. An excellent site should quickly deliver what I order.

15b. SIBA quickly delivers what I order.

The expectation on an excellent company was rated to 6,44 with a perceived service qual-

ity at SIBA’s retail store at 5,32. This results in a gap of 1,12.

16a. An excellent site should send out the items ordered.

16b. SIBA sends out the items ordered.

The expectation on an excellent company was rated to 6,59 with a perceived service qual-

ity at SIBA’s retail store at 5,41. This results in a gap of 1,18.
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17a. An excellent site should have in stock the items the company claims to have.

17b. SIBA has in stock the items the company claims to have.

The expectation on an excellent company was rated to 6,59 with a perceived service qual-

ity at SIBA’s retail store at 4,74. This results in a gap of 1,85.

18a. An excellent site should be truthful about its offerings.

18b. SIBA’s site is truthful about its offerings.

The expectation on an excellent company was rated to 6,74 with a perceived service qual-

ity at SIBA’s retail store at 5,06. This results in a gap of 1,68.

19a. An excellent site should make accurate promises about delivery of products.

19b. SIBA’s site makes accurate promises about delivery of products.

The expectation on an excellent company was rated to 6,56 with a perceived service qual-

ity at SIBA’s retail store at 4,56. This results in a gap of 2,00.

20a. An excellent site should protect information about web-shopping behaviour.

20b. SIBA protects information about web-shopping behaviour.

The expectation on an excellent company was rated to 6,88 with a perceived service qual-

ity at SIBA’s retail store at 5,76. This results in a gap of 1,12.

21a. An excellent site shouldn’t share my personal information with other sites.

21b. SIBA does not share my personal information with other sites.

The expectation on an excellent company was rated to 6,76 with a perceived service qual-

ity at SIBA’s retail store at 5,82. This results in a gap of 0,94.

22a. An excellent site should protect information about my credit card.

22b. SIBA’s site protects information about my credit card.

The expectation on an excellent company was rated to 7,00 with a perceived service qual-

ity at SIBA’s retail store at 6,41. This results in a gap of 0,59.
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Summary of expected and perceived service quality in SIBA’s web shop

Table 4.2 that is presented below is a summary of the output (see appendix VI) that SPSS 

constructed by our input of data from the survey (see appendix II and IV).

P = the variable “Sig. (2-tailed)” (see appendix VI.)

Gap = Expected – Perceived 

Ex. Question 1:

6,68 – 5,06 = 1,621

a) b)

Question Expected Perceived Gap P

1. 6,68 5,06 1,62 0,000

2. 6,47 5,03 1,44 0,000

3. 6,59 4,71 1,88 0,000

4. 6,41 4,71 1,70 0,000

5. 6,29 4,82 1,47 0,000

6. 6,85 4,68 2,17 0,000

7. 6,03 5,06 0,97 0,010

8. 6,56 4,85 1,71 0,000

9. 6,74 5,53 1,21 0,000

10. 6,47 5,41 1,06 0,000

11. 6,62 5,32 1,30 0,000

12. 6,85 5,97 0,88 0,000

13. 6,03 3,82 2,21 0,000

14. 6,38 4,32 2,06 0,000

15. 6,44 5,32 1,12 0,001

16. 6,59 5,41 1,18 0,001

17. 6,59 4,74 1,85 0,000

18. 6,74 5,06 1,68 0,000

19. 6,56 4,56 2,00 0,000

20. 6,88 5,76 1,12 0,000

21. 6,76 5,82 0,94 0,010

22. 7,00 6,41 0,59 0,004
Table 4.2 The web shop survey results
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5. Analysis

In this chapter we begin to analyse the data from our questionnaires regarding the retail 

store in section 5.1. The questions will be divided in the presented dimensions in the theory, 

section 3.3, for a better view of the results from the survey. In section 5.2 we will conduct an 

analyse in the same manner as section 5.1 regarding SIBA’s web shop. Finally, in section 5.3, 

we will analyse our main question of this thesis. This will be done by comparing and analys-

ing the different dimensions and their gaps and thereby find differences in how customers 

experience service quality in the retail store compared to the web shop.

5.1 Retail store: The result of the survey
The result of the survey with the 22-paired questions (see appendix V) is showed in table 5.1.

All of the questions show a significance level lower than the selected threshold value of 0,05. 

This means that we can reject the H0 hypothesis on all of the 22-paired questions, thereby we 

accept the H1 hypothesis in all questions. Significant gaps can be shown in all questions in the 

survey regarding the retail store. 

Question Expected Perceived Gap P
1. 6,30 5,19 1,11 0,000
2. 6,44 3,93 2,51 0,000
3. 6,33 5,07 1,26 0,000
4. 5,80 4,63 1,17 0,000
5. 6,11 4,78 1,33 0,000
6. 6,67 4,89 1,78 0,000
7. 6,19 4,46 1,73 0,000
8. 6,52 4,96 1,56 0,000
9. 6,30 5,15 1,15 0,000

10. 6,19 4,74 1,45 0,000
11. 6,33 4,85 1,48 0,000
12. 6,89 4,93 1,96 0,000
13. 6,22 4,30 1,92 0,000
14. 6,48 4,39 2,09 0,000
15. 6,63 5,30 1,33 0,000
16. 6,63 5,52 1,11 0,000
17. 6,59 5,13 1,46 0,000
18. 6,44 5,11 1,33 0,000
19. 5,89 4,89 1,00 0,000
20. 6,41 5,04 1,37 0,000
21. 6,67 5,20 1,47 0,000
22. 6,33 4,98 1,35 0,000

Table 5.1 The retail store survey results
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5.1.1 Tangibles: Questions 1-4

Question Expected Perceived Gap P

1. 6,30 5,19 1,11 0,000

2. 6,44 3,93 2,51 0,000

3. 6,33 5,07 1,26 0,000

4. 5,80 4,63 1,17 0,000
Table 5.2 Questions1-4

The gaps that exist in this dimension show that the customers expect more from excellent 

companies’ personnel, their equipment, their communication materials and from their physi-

cal facility than SIBA offers. These factors are what customers judge companies by in the 

tangible dimension that Parasuraman et al. state is important for a satisfying customer service

and a satisfying first impression of a company. 

As shown in table 5.2, customers have high expectations on the service quality regarding ex-

cellent companies which can be seen in the rating 5,80-6,44. SIBA does not deliver this level 

of service quality according to their customers as we can see in the customer rating perceived 

service quality which is 3,93-5,19.

The largest gap exist in question 2, regarding the visual appearance of the physical facility. In 

a 7- point scale that Zeithaml et al. constructed for every question in the SERVQUAL model, 

we believe a difference of 2,51 is a large gap which is negative for SIBA. A look at SIBA’s

facility gives their customers a first impression of the company and if this impression is nega-

tive it is a bad start in the potential interaction between SIBA and their customers. This means 

that the exterior and the interior are important factors to give customers an impression of an 

excellent company. A negative first impression can lead to a lower general view of SIBA and 

the company’s services which can result in larger gaps between other questions and foremost 

in the tangibles dimension. 
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5.1.2 Reliability: Questions 5-9

Question Expected Perceived Gap P

5. 6,11 4,78 1,33 0,000

6. 6,67 4,89 1,78 0,000

7. 6,19 4,46 1,73 0,000

8. 6,52 4,96 1,56 0,000

9. 6,30 5,15 1,15 0,000
Table 5.3 Questions 5-9

According to Parasuraman et al. the reliability dimension is a company’s ability to perform 

the promised service dependably and accurately to their customers. When studying the five 

different questions in this dimension we can see that customers of SIBA do not believe that 

SIBA performs the promised service dependably and accurately, as an excellent company is 

expected to do.

SIBA’s customers grade the reliability of an excellent company as important due to their rat-

ings in the survey as the interval between 6,11-6,67 shows. The results show that SIBA’s cus-

tomers perceived reliability is lower, between 4,46-5,15. As showed in table 5.3 we can see

that question 6 has the largest gap in this dimension. Customers clearly think that SIBA is not 

showing enough interest in solving customers’ problems, this is something that decreases the 

reliability. According to Lambert et.al. reliability is an important element when creating cus-

tomer service. One of the reasons to the gap in question 6 can be problems that might occur 

when customers have defect products and need to get in contact with SIBA for after-sale ser-

vice and backup. To be able to offer customers good after-sale service is also according to 

Lambert et. al. an element in creating customer service. For SIBA to be reliable they have to 

make sure to keep within promised timeframes and perform the service right the first time.  

The question with the smallest gap in this dimension is question 9, here the customers is asked 

if they think that SIBA accepts quality defects in their work. We believe the reason for this is 

that customers think that no company accepts quality defects. It is very hard for customers to 

know if companies actually accept some degree of defects in their work with service quality. 
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5.1.3 Responsiveness: Questions 10-13

Question Expected Perceived Gap P

10. 6,19 4,74 1,45 0,000

11. 6,33 4,85 1,48 0,000

12. 6,89 4,93 1,96 0,000

13. 6,22 4,3 1,92 0,000
Table 5.4 Questions 10-13

According to theory this dimension describes a company’s willingness to help customers and 

provide prompt service. When analysing this dimension we see that the customers of SIBA do 

not perceive as high responsiveness at SIBA as they expect from an excellent company. 

Table 5.4 shows that the results of expected responsiveness are in the interval between 6,19-

6,89. Customers expect a high responsiveness from employees in excellent companies and 

this is something they perceive to be lower at SIBA. This is shown in the interval 4,30-4,93.

The largest gaps are in questions 12 and 13, which tells us that customers are not fully satis-

fied with the interactions with employees at SIBA. We believe that this is a big problem for 

SIBA because the employees is the face of the company and if they act bellow the customers’ 

expectations the company will suffer due to poor customer service given by employees. 

5.1.4 Assurance: Questions 14-17

Question Expected Perceived Gap P

14. 6,48 4,39 2,09 0,000

15. 6,63 5,30 1,33 0,000

16. 6,63 5,52 1,11 0,000

17. 6,59 5,13 1,46 0,000
Table 5.5 Questions 14-17

Within the home electronic business it is important to have employees that understand the

customers’ different needs. Especially customers that do not have much knowledge about 

electronic products need to receive the right kind of support. According to Parasuraman et al. 



Analysis Chapter 5

54

this dimension contains questions regarding the knowledge and courtesy of employees and 

their ability to inspire trust and confidence in the customers. 

Table 5.5 shows the customers’ expectations on an excellent company to be high in the assur-

ance dimension because they have rated the questions between 6,48-6,63. The perceived level 

of assurance shows the customer rating for SIBA between 4,39-5,52 and this means that the 

customers do not experience the employees as assuring as they want them to be in an excel-

lent company. The assurance dimension has its biggest gap in question 14 where the custom-

ers have experienced a lack of interest from SIBA’s employees from what was expected. 

SIBA’s customers clearly think that there should exist a higher service standard in the Växjö 

store than there is now if SIBA wants to be perceived as an excellent company. If the behav-

iour of SIBA’s employees is no seen by their customers as assuring this can negatively affect 

the total buying experience.

5.1.5 Empathy: Questions 18-22

Question Expected Perceived Gap P

18. 6,44 5,11 1,33 0,000

19. 5,89 4,89 1,00 0,000

20. 6,41 5,04 1,37 0,000

21. 6,67 5,20 1,47 0,000

22. 6,33 4,98 1,35 0,000
Table 5.6 Questions 18-22

In this last dimension in the SERVQUAL model we notice that there are smaller gaps com-

pared to the other four dimensions. According to theory this dimension describes how good 

companies are at caring and giving individualized attention to their customers. 

In the empathy dimension the customers have rated their expectations in an excellent com-

pany in the interval of 5,89-6,67 and their perceived service quality at SIBA between 4,89-

5,20. The existing gaps in this dimension, as seen in table 5.6, we believe can be related to the 

large gap in question 14 of the assurance dimension because a negative first impression with 

the employees can have an negative effect on the perceived personal service received by 

SIBA’s employees. 
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5.2 Web shop: The result of the survey

The result of the survey with the 22-paired questions (see appendix VI) is showed in table 5.7.

All of the questions show a significance level lower than the selected threshold value of 0,05. 

This means that we can reject the H0 hypothesis on all of the 22-paired questions, thereby we 

can accept the H1 hypothesis in all questions. Significant gaps can thereby be shown in all 

questions in the survey regarding the web shop. 

Question Expected Perceived Gap P
1. 6,68 5,06 1,62 0,000
2. 6,47 5,03 1,44 0,000
3. 6,59 4,71 1,88 0,000
4. 6,41 4,71 1,70 0,000
5. 6,29 4,82 1,47 0,000
6. 6,85 4,68 2,17 0,000
7. 6,03 5,06 0,97 0,010
8. 6,56 4,85 1,71 0,000
9. 6,74 5,53 1,21 0,000

10. 6,47 5,41 1,06 0,000
11. 6,62 5,32 1,30 0,000
12. 6,85 5,97 0,88 0,000
13. 6,03 3,82 2,21 0,000
14. 6,38 4,32 2,06 0,000
15. 6,44 5,32 1,12 0,001
16. 6,59 5,41 1,18 0,001
17. 6,59 4,74 1,85 0,000
18. 6,74 5,06 1,68 0,000
19. 6,56 4,56 2,00 0,000
20. 6,88 5,76 1,12 0,000
21. 6,76 5,82 0,94 0,010
22. 7,00 6,41 0,59 0,004

Table 5.7 The web shop survey results
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5.2.1 Efficiency: Questions 1-8

Question Expected Perceived Gap P N

1. 6,68 5,06 1,62 0,000 34

2. 6,47 5,03 1,44 0,000 34

3. 6,59 4,71 1,88 0,000 34

4. 6,41 4,71 1,70 0,000 34

5. 6,29 4,82 1,47 0,000 34

6. 6,85 4,68 2,17 0,000 34

7. 6,03 5,06 0,97 0,010 34

8. 6,56 4,85 1,71 0,000 34
Table 5.8 Questions 1-8

According to Parasuraman et al. the efficiency dimension contains the case and speed of ac-

cessing and using a web shop. Customers of the web shop have higher expectations on an 

excellent web shop compared to the perceived service quality at SIBA’s web shop.

The customers have rated their expectations in the interval of 6,03-6,85,as seen in table 5.8, 

the rating on their perceived service quality on SIBA’s webshop is in the interval of 4,68-5,06 

which shows the result of large gaps. When looking at the efficiency dimension it is clear that 

question 6 has the largest gap. We believe that this gap is a result of that Internet customers 

want to have a web shop that is easy to use and this is seen on the high ratings of expectations

on an excellent web shop. Customers perceived service quality on SIBA’s web shop gives us 

the conclusion that their web shop is not as simple and problem free to use as the customers 

want it to be. The smallest gap can be seen in question 7 were a gap of 0,97 exists. The ques-

tion in itself can be a reason for the small gap due to a lack of understanding among the par-

ticipants because we experienced the question to be bad formulated by the developers of E-S-

QUAL. 

The customer expectations on the web shop tend to, when looking at the results of the survey, 

be dominated by organisation of information on the web shop, quick transaction and ease to 

use. This because the organisation of the information on the site affect the time it takes to find 

wanted information. On a well organised site a transaction can be made more easily and 
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quickly. This will then affect the overall perceived service quality when using the web shop. 

Therefore the customers have graded these three questions highest in the survey.  However, 

the speed of the web shop also depends on servers, available Internet connection and the 

user’s bandwidth.

5.2.2 Availability: Questions 9-12

Question Expected Perceived Gap P

9. 6,74 5,53 1,21 0,000

10. 6,47 5,41 1,06 0,000

11. 6,62 5,32 1,30 0,000

12. 6,85 5,97 0,88 0,000
Table 5.9 Questions 9-12

In this dimension of the E-S-QUAL model there are lower gaps compared to the efficiency

dimension. As we presented in the theory chapter 3.5, the availability dimension contains 

questions regarding the technical functioning of a web shop. The gaps show that the custom-

ers are not fully satisfied with their perceived service quality given by SIBA’s web shop.

These gaps in comparison to the other dimension are low, shows that the customers are more 

satisfied with the perceived service quality of the technical functioning of SIBA’s web shop. 

However, we do not fully believe that the technical function can be investigated and explained 

in this dimension. Parasuraman et al. does not take in consideration how much knowledge e-

customers have when they are using a web shop. Problems with the technical functions of the 

site can also depend on the user and the user’s equipment. 

The customers have rated their expectations for an excellent web shop in the interval between 

6,47-6,85 which are high on a 7-point scale. The perceived service quality of SIBA’s webshop 

got lower ratings in the interval of 5,32-5,97 but still on the high end of the scale. The gaps in 

this dimension are in general quite small which show that customers are relatively satisfied 

with the technical functioning of SIBA’s web shop. If problems do occur the blame is not 

always SIBA’s responsibility. It can depend on the Internet connection, how old computer the 

customer is using or if programs are installed on the customer’s computer that interfere with 

the interaction between the customer and the web shop. This can make the customers blame 

SIBA’s webshop even when the problem really originates in the equipment that is used in the 



Analysis Chapter 5

58

purchase. At the same time same thing can be discussed in the opposite point of view, if 

something goes wrong with the technical functioning of the web shop the customer may 

blame the computer when the fault is SIBA’s web shop. So this dimension and the answers 

received from the survey in some way depend on the customers’ knowledge.

5.2.3 Fulfilment: Questions 13-19

Question Expected Perceived Gap P

13. 6,03 3,82 2,21 0,000

14. 6,38 4,32 2,06 0,000

15. 6,44 5,32 1,12 0,001

16. 6,59 5,41 1,18 0,001

17. 6,59 4,74 1,85 0,000

18. 6,74 5,06 1,68 0,000

19. 6,56 4,56 2,00 0,000
Table 5.10 Questions 13-19

Parasuraman et al. explains this dimension as to which extent the site in question delivers and 

fulfil its promises about order delivery and item availability. The customers have rated their 

expectations on the fulfilment dimension on an excellent web shop in the interval of 6,03-

6,74. The same rating of the perceived service quality in SIBA’s web shop resulted within the 

interval of 3,82-5,41. The gaps in the dimension are in some questions large for SIBA and 

especially in question 13, 14 and 19. These large gaps show that the customers do not per-

ceive the service quality in the order delivery to meet their expectations. Question 14 and 15 

are however similar to each other but table 5.10 shows that the gaps is larger in 14 than the 

gap in 15. This can be conspicuous when the questions are very similar (see appendix II). We 

believe a reason can be that in question 14 the customer believes it regards when there is a 

stock-out on a specific product and in what time SIBA can make it available for delivery. 

Customers that purchase in web shops have other opinions and demands on customer service

than customers that shop in retail stores. The e-customers know that it will take longer time to 

receive an ordered product than when shopping in a retail store and therefore they have lower 

expectations for a quick delivery from a web shop. 
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We believe the large gaps in this dimension originate from that SIBA makes promises to their 

e-customers which they can not keep. SIBA wants to act as an excellent company and deliver 

high customer service but they can not live up to the expectations that follow. The large gaps 

that are shown in table 5.10 and the problems they steams from leads to a low experience of 

service quality and customer service by the customer.

5.2.4 Privacy: Questions 20-22

Question Expected Perceived Gap P

20. 6,88 5,76 1,12 0,000

21. 6,76 5,82 0,94 0,010

22. 7,00 6,41 0,59 0,004
Table 5.11 Questions 20-22

This dimension show the smallest gaps of all of the dimensions discussed earlier. The data 

shows that customers rely on SIBA to manage the private information regarding themselves. 

The customers have rated the expectations very high on an excellent web shop in the interval 

of 6,76-7,00 that are shown in table 5.11 but the gaps are still small. The customers rate the 

perception of SIBA’s web shop high which is shown in the interval of 5,76-6,41.

Even if these are questions regarding a dimension that customers can not fully control, they 

judge the questions based on problems they have had or the contact and information they have 

received after the purchase on SIBA’s web shop. Today it is rather safe to shop via the inter-

net and it is not common that credit card numbers falls in wrong hands even if it sometimes 

happen. So if customers have not experienced any problems with their credit cards after a 

purchase on SIBA’s webshop they do not experience a gap between their expectations on ex-

cellent company and their perceptions on SIBA’s web shop in this dimension.
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5.3 Retail store compared to Webshop

To analyse and answer our main question we intend to analyse our empirical findings by 

comparing dimensions. First we will discuss which dimensions we think are alike and why we 

think they are comparable between the retail store and the web shop. Then we will analyse the 

compared dimensions and the different gaps that exist. Finally we will discuss the big picture 

of the entire gap of perceived and expected service quality. By calculating means we will see 

the different gap sizes. 

5.3.1 Tangibles and responsiveness compared to efficiency

In a retail store it is important to have a good appearance of both exterior and interior to give a 

impression of an excellent company. The in-store layout needs to be well structured so the 

customer can find products, information and support when needed to be able to feel that the 

purchase runs smoothly and efficiently. Facilities and employees are the company’s front side 

to the customers and they need to satisfy customers’ expectations or more to give a positive 

impression. Information and support from the employees are seen by the customer as informa-

tion and support from the company. 

This can be compared to the efficiency dimension of E-S-QUAL. The dimension tries to cap-

ture the customers’ first impression of an excellent company’s web shop which is the same 

that the tangible dimension measure in a retail store. Because there are no employees to sup-

port and inform the customers in a web shop it is crucial that the needed information is easy to 

find and is satisfies for the customers. We believe that this can be compared to the respon-

siveness dimension due to the demand for accurate information and support in a satisfying 

time frame. 
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Tangibles and Responsiveness Efficiency

Question Expected Gap Question Expected Gap
1 6,30 1,11 1 6,68 1,62
2. 6,44 2,51 2. 6,47 1,44
3. 6,33 1,26 3. 6,59 1,88
4. 5,80 1,17 4. 6,41 1,70
10. 6,19 1,45 5 6,29 1,47
11. 6,33 1,48 6 6,85 2,17
12. 6,89 1,96 7 6,03 0,97
13. 6,22 1,92 8 6,56 1,71

Mean 6,31 1,61 Mean 6,49 1,62
Table 5.12 Tangibles and responsiveness compared to efficiency

Mean tangibles and responsiveness

Expected = 6,31 = ((6,30+6,44+6,33+5,80+6,19+6,33+6,89+6,22)/8)

Gap = 1,61 = ((1,11+2,51+1,26+1,17+1,45+1,48+1,96+1,92)/8)

Mean efficiency 

Expected = 6,49 = ((6,68+6,47+6,59+6,41+6,29+6,85+6,03+6,56)/8)

Gap = 1,62 = ((1,62+1,44+1,88+170+1,47+2,17+0,97+1,71)/8)

As seen in table 5.12 above the gaps in the different dimensions from SERVQUAL and E-S-

QUAL are very similar. The customers have rated the questions regarding the expectations on 

the Efficiency dimension slightly higher regarding the web shop. When consumers purchase 

through a web shop they expect a higher efficiency regarding the aspect of time of finding 

information. Customers that visit a retail store have a higher acceptance of time consuming 

moments because they are not often the only customers present in the store. The first impres-

sion is important and especially regarding the web shop because if customers can not find 

what they are looking for, because of a poor organized web site, they have no direct commu-

nication channel for support. In a retail store a customer can always ask employees for sup-

port to find products or information. 
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5.3.2 Reliability compared to fulfilment

These two dimensions are very similar and therefore natural to compare to each other. The 

reliability dimension has its focus on keeping promises and fulfilling order demand and by 

doing so creating trust for the company. The fulfilment dimension in the E-S-QUAL model 

concentrates on the same aspects and the two dimensions are therefore compatible.

Reliability Fulfilment

Question Expected Gap Question Expected Gap
5 6,11 1,33 13 6,03 2,21
6. 6,67 1,78 14. 6,38 2,06
7. 6,19 1,73 15. 6,44 1,12
8. 6,52 1,56 16. 6,59 1,18
9. 6,30 1,15 17 6,59 1,85

18 6,74 1,68
19 6,56 2,00

Mean 6,36 1,51 Mean 6,48 1,73
Table 5.13 Reliability compared to fulfilment

Mean Reliability

Expected = 6,36 = ((6,11+6,67+6,19+6,52+6,30)/5)

Gap = 1,51 = ((1,33+1,78+1,73+1,56+1,15)/5)

Mean Fulfilment

Expected = 6,48 = ((6,03+6,38+6,44+6,59+6,59+6,74+6,56)/7)

Gap = 1,73 = ((2,21+2,06+1,12+1,18+1,85+1,68+2,00)/7)

The mean gap is higher for the fulfilment dimensions from the E-S-QUAL model which is 

seen in table 5.13 compared to the mean gap in the reliability dimension from the 

SERVQUAL model. The expectations are rated slightly higher by SIBA’s web shop custom-

ers. We believe that the reason for this is that web shops in general have to keep their prom-

ises and fulfil their orders otherwise they will risk a loss of customers compared to the retail 

store where they have an advantage of personal contact with the customers. Even if the prom-

ises are not fulfilled in a retail store the employees can through personal contact with the cus-

tomer still create some customer service and maintain some trust for the company.
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5.3.3 Assurance and empathy compared to availability and privacy

The assurance and empathy dimensions from the SERVQUAL model can according to us be 

compared to the availability and privacy dimension from the E-S-QUAL model. We are how-

ever aware of the similarities with the previous dimensions of reliability and fulfilment. Al-

though we believe that the dimensions in this section more involves the appearance of a pro-

fessional store regarding both the retail store and the web shop. Customers should feel safe in 

the purchase and in the interaction with the company in the two different types of stores. 

In the assurance and empathy dimensions, it is important for employees to give the customer 

correct information and to have the knowledge to make the purchase run smoothly for the 

customer. This is based on how the employees act towards customers and how they help and 

support customers and not about when they help the customers. 

The privacy and availability dimensions can be compared to what we discussed in the previ-

ous section. The availability dimension contains questions that regard how customers rely on 

a company’s web shop and how the purchase is experienced. It regards technical functions 

that support customers when no employees are present. The right support is very crucial to a

problem free experienced interaction. The privacy dimension however is not as easily com-

pared to the two dimensions from SERVQUAL as the availability dimension. However the 

three questions in this dimension regarding how the customers feel safe in the interaction with 

a company regarding the personal information about the customer. This protection of the cus-

tomers’ personal information can be connected to how safe the customer feels in the interac-

tion with the company in question. The keywords in these four dimensions are to feel safe and 

to receive a professional experience.
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Assurance and Empathy Availability and Privacy

Question Expected Gap Question Expected Gap
14 6,48 2,09 9 6,74 1,21
15. 6,63 1,33 10. 6,47 1,06
16. 6,63 1,11 11. 6,62 1,30
17. 6,59 1,46 12. 6,85 0,88
18. 6,44 1,33 20 6,88 1,12
19 5,89 1,00 21 6,76 0,94
20 6,41 1,37 22 7,00 0,59
21 6,67 1,47
22. 6,33 1,35

Mean 6,45 1,39 Mean 6,76 1,01
Table 5.14 Assurance and empathy compared to availability and privacy

Mean Assurance and Empathy

Expected = 6,45 = ((6,48+6,63+6,63+6,59+6,44+5,89+6,41+6,67+6,33 )/9)

Gap = 1,39 = ((2,09+1,33+1,11+1,46+1,33+1,00+1,37+1,47+1,35)/9)

Mean Availability and Privacy 

Expected = 6,76 = ((6,74+6,47+6,62+6,85+6,88+6,76+7,00)/7)

Gap = 1,01 = ((1,21+1,06+1,30+0,88+1,12+0,94+0,59)/7)

The mean gap of the assurance and empathy dimension is higher than the mean gap of the 

availability and privacy dimension as is shown in table 5.13. Customers of SIBA’s web shop 

rate the expectations on the dimensions in the E-S-QUAL higher. The reason for this is that if 

problems occur in the middle of the purchase, when using the web shop, the customers have 

no direct communication with any kind of support. If a web shop crashes when a customer 

sends an order the customer can have uncertainties about if the order is sent or not. These pur-

chasing problems do not occur in a retail store because a customer has a direct communication 

with employees. Therefore we believe that the customers do not rate the expectations on as-

surance and empathy dimensions as high as they have done for the availability and privacy 

dimensions. If problems occur in the purchasing process in a retail store they can be solved 

with help and support from a direct communication with employees. Therefore it is more im-

portant for a problem free purchasing process on a web shop. 
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5.3.4 Summary for retail store compared to the web shop

Retail store Web shop

Question Expected Gap Question Expected Gap.
1. 6,30 1,11 1. 6,68 1,62
2. 6,44 2,51 2. 6,47 1,44
3. 6,33 1,26 3. 6,59 1,88
4. 5,80 1,17 4. 6,41 1,70
5. 6,11 1,33 5. 6,29 1,47
6. 6,67 1,78 6. 6,85 2,17
7. 6,19 1,73 7. 6,03 0,97
8. 6,52 1,56 8. 6,56 1,71
9. 6,30 1,15 9. 6,74 1,21

10. 6,19 1,45 10. 6,47 1,06
11. 6,33 1,48 11. 6,62 1,30
12. 6,89 1,96 12. 6,85 0,88
13. 6,22 1,92 13. 6,03 2,21
14. 6,48 2,09 14. 6,38 2,06
15. 6,63 1,33 15. 6,44 1,12
16. 6,63 1,11 16. 6,59 1,18
17. 6,59 1,46 17. 6,59 1,85
18. 6,44 1,33 18. 6,74 1,68
19. 5,89 1,00 19. 6,56 2,00
20. 6,41 1,37 20. 6,88 1,12
21. 6,67 1,47 21. 6,76 0,94
22. 6,33 1,35 22. 7,00 0,59

Mean 6,38 1,50 Mean 6,57 1,46
Table 5.15 Summary for the retail store compared to the web shop

In general the expected and perceived service quality at SIBA is very similar regarding both 

their retail store and their web shop. When looking at table 5.14 it is clear that the two stores 

do not differ significantly, the Internet customers expect an average service of 6,57 in the E-S-

QUAL with a gap of 1,46. Through this we can see that customers want a high perceived ser-

vice from an excellent company and that SIBA does not reach the demanded level for a excel-

lent company. Also in the retail store we can see that the expectations of an excellent com-

pany are higher than what SIBA can offer with an average gap of 1,50. The results show that 

SIBA is not rated as an excellent company by their customers. 

The difference between SIBA’s web shop and their retail store can be seen as marginal, but 

there are still differences in the different dimensions. This confirms the theory we used in the 

introduction and in our theory chapter that e-customers judge companies on somewhat differ-
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ent grounds than customers do for the retail store. The expectations are higher in every di-

mension for the web shop, however the gaps are only larger for the retail store in one of our 

comparisons, the reliability dimension compared to the fulfilment dimension. This dimension 

shows that customers does not fully trust SIBA or that they will get satisfactory information 

as they would expect from an excellent web shop. Thus SIBA has not fully succeeded in 

transferring the feeling of satisfactory information access from the retail store with SIBA em-

ployees to the web shop where the employees are replaced with solid information and ease of 

use.       
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6. Results

In this final chapter will present our results. First we answer our research questions in the 

conclusion section. This will be followed with criticism to our thesis and finally we will give 

suggestions for further research.

6.1 Conclusions

a) What differences exist between customer’s expected service quality and their per-

ceived service quality in a retail store?

Question Expected Perceived Gap P
1. 6,30 5,19 1,11 0,000
2. 6,44 3,93 2,51 0,000
3. 6,33 5,07 1,26 0,000
4. 5,80 4,63 1,17 0,000
5. 6,11 4,78 1,33 0,000
6. 6,67 4,89 1,78 0,000
7. 6,19 4,46 1,73 0,000
8. 6,52 4,96 1,56 0,000
9. 6,30 5,15 1,15 0,000

10. 6,19 4,74 1,45 0,000
11. 6,33 4,85 1,48 0,000
12. 6,89 4,93 1,96 0,000
13. 6,22 4,30 1,92 0,000
14. 6,48 4,39 2,09 0,000
15. 6,63 5,30 1,33 0,000
16. 6,63 5,52 1,11 0,000
17. 6,59 5,13 1,46 0,000
18. 6,44 5,11 1,33 0,000
19. 5,89 4,89 1,00 0,000
20. 6,41 5,04 1,37 0,000
21. 6,67 5,20 1,47 0,000
22. 6,33 4,98 1,35 0,000

Table 6.1 The retail store survey results

Our survey of the customers’ expected and perceived service quality in the retail store has 

showed that there are significant gaps in all 22 paired questions. The differences are illus-

trated in table 6.1 above. 
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b) What differences exist between customer’s expected service quality and their per-

ceived service quality in a web shop?

Question Expected Perceived Gap P N
1. 6,68 5,06 1,62 0,000 34
2. 6,47 5,03 1,44 0,000 34
3. 6,59 4,71 1,88 0,000 34
4. 6,41 4,71 1,70 0,000 34
5. 6,29 4,82 1,47 0,000 34
6. 6,85 4,68 2,17 0,000 34
7. 6,03 5,06 0,97 0,010 34
8. 6,56 4,85 1,71 0,000 34
9. 6,74 5,53 1,21 0,000 34

10. 6,47 5,41 1,06 0,000 34
11. 6,62 5,32 1,30 0,000 34
12. 6,85 5,97 0,88 0,000 34
13. 6,03 3,82 2,21 0,000 34
14. 6,38 4,32 2,06 0,000 34
15. 6,44 5,32 1,12 0,001 34
16. 6,59 5,41 1,18 0,001 34
17. 6,59 4,74 1,85 0,000 34
18. 6,74 5,06 1,68 0,000 34
19. 6,56 4,56 2,00 0,000 34
20. 6,88 5,76 1,12 0,000 34
21. 6,76 5,82 0,94 0,010 34
22. 7,00 6,41 0,59 0,004 34

Table 6.2 The web shop survey results

Our survey of the customers’ expected and perceived service quality in the web shop has 

showed that there are significant gaps in all 22 paired questions. The differences are illus-

trated in table 6.2 above. 
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How does the gap between customers’ expected and perceived service quality differ from a 

retail shop compared to a web shop, in the home electronic business?

The mean value of the gap between customers’ expected and perceived service quality is in a 

retail store 1,50 and in a web shop 1,46. This shows a very small difference between the gaps 

in the two stores. To present a better view of how the gaps differ we divided the dimensions 

from SERVQUAL and E-S-QUAL into three sections with better diversity of mean gap val-

ues. 

The results of the three sections are:

 Tangibles and responsiveness compared to efficiency

o Retail store mean gap value: 1,61

o Web shop mean gap value: 1,62

 Reliability compared to fulfilment

o Retail store mean gap value: 1,51

o Web shop mean gap value: 1,73

 Assurance and empathy compared to availability and privacy

o Retail store mean gap value: 1,39

o Web shop mean gap value: 1,01
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6.2 Criticism to our thesis

The main criticism to this thesis is first of all that we were not able to reach out to the internet 

customers online due to privacy policies at SIBA. Therefore we believe that the validity and 

the generalization of the results of the E-S-QUAL survey are not as satisfying as it could be if 

we had been able to contact the internet customers online. Second of all we think that we 

would have been able to get a higher response rate if the SERVQUAL and E-S-QUAL were 

to have a few less questions. We experienced a negative attitude when explaining the ques-

tionnaires and their 44 questions each. Many that were asked to participate simply said no 

thanks due to the time that it would take to complete all the 44 questions in each survey. Fi-

nally we think that the used models maybe would be better suited for surveys where the ques-

tionnaires can be mailed or e-mailed to the recipients, which gives them the possibility to 

complete the surveys in their own time. 

6.3 Suggestions for further research

It would be interesting to study how SIBA or other similar companies within the home elec-

tronic business manages compared to each other regarding quality gaps in retail stores and 

web shops. It would also be interesting to investigate how internet companies work with ser-

vice quality and if/how they implement customer opinions into their work with their web

shop. Also an investigation of other gaps in the models could be of interest, for example gap 

1, the service level delivered by the company compared to what the customer really think they 

perceive. Finally a study that examines how companies as SIBA work with minimizing poten-

tial gaps between customers expected and perceived service quality would be of interest.
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Appendix I – SERVQUAL questions

Strongly Strongly

Disagree Agree

1. Excellent companies will have modern-

looking equipment.

1 2 3 4 5 6 7

2. The physical facilities at excellent com-

panies will be visually appealing. 1 2 3 4 5 6 7

3. Employees at excellent companies will be 

neat-appearing. 1 2 3 4 5 6 7

4. Materials associated with the service will 

be visually appealing in an excellent 

company. 1 2 3 4 5 6 7

5. When excellent companies promise to do 

something by a certain time, they will do 

so. 1 2 3 4 5 6 7

6. When a customer has a problem, excel-

lent companies will show a sincere inter-

est in solving it. 1 2 3 4 5 6 7

7. Excellent companies will perform the 

service right the first time. 

1 2 3 4 5 6 7

8. Excellent companies will provide their 

service at the time they promise to do so. 1 2 3 4 5 6 7

9. Excellent companies will insist on error-

free records. 1 2 3 4 5 6 7

10. Employees in excellent companies will 

tell customers exactly when service will 

be performed. 1 2 3 4 5 6 7

11. Employees in excellent companies will 

give prompt service to customers.

1 2 3 4 5 6 7
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12. Employees in excellent companies will 

always be willing to help customers. 1 2 3 4 5 6 7

13. Employees in excellent companies will 

never be too busy to respond to custom-

ers’ requests. 1 2 3 4 5 6 7

14. The behaviour of employees in excellent 

companies will instill confidence in cus-

tomers. 1 2 3 4 5 6 7

15. Customers of excellent companies will 

feel safe in their transaction.

1 2 3 4 5 6 7

16. Employees in excellent companies will be 

consistently courteous with customers. 1 2 3 4 5 6 7

17. Employees in excellent companies will 

have the knowledge to answer customers’ 

questions. 1 2 3 4 5 6 7

18. Excellent companies will give customers 

individual attention. 1 2 3 4 5 6 7

19. Excellent companies will have operating 

hours convenient to all their customers. 

1 2 3 4 5 6 7

20. Excellent companies will have employees 

who give customers personal attention.

1 2 3 4 5 6 7

21. Excellent companies will have the cus-

tomer’s best interest at heart.

1 2 3 4 5 6 7

22. The employees of excellent companies will 

understand the specific need of their cus-

tomers. 1 2 3 4 5 6 7
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Strongly Strongly

Disagree Agree

23. SIBA have modern-looking equipment. 1 2 3 4 5 6 7

24. The physical facilities at SIBA are visu-

ally appealing. 1 2 3 4 5 6 7

25. Employees at SIBA have a neat-

appearing. 1 2 3 4 5 6 7

26. Materials associated with the service are 

visually appealing at SIBA. 

1 2 3 4 5 6 7

27. When SIBA promise to do something by a 

certain time, they do so. 1 2 3 4 5 6 7

28. When a customer has a problem, SIBA 

are showing a sincere interest in solving 

it. 1 2 3 4 5 6 7

29. SIBA is performing the service right the 

first time. 

1 2 3 4 5 6 7

30. SIBA is providing their service at the 

time they promise to do so. 1 2 3 4 5 6 7

31. SIBA insist on error-free records. 1 2 3 4 5 6 7

32. Employees at SIBA tell customers exactly 

when service will be performed. 1 2 3 4 5 6 7

33. Employees at SIBA gives prompt service 

to customers. 1 2 3 4 5 6 7

34. Employees at SIBA are always willing to 

help customers. 1 2 3 4 5 6 7

35. Employees at SIBA are never too busy to 

respond to customers’ requests. 1 2 3 4 5 6 7

36. The behaviour of employees at SIBA  

instills confidence in customers. 1 2 3 4 5 6 7

37. Customers of SIBA feel safe in their 

transaction. 1 2 3 4 5 6 7
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38. Employees at SIBA are consistently cour-

teous with customers. 1 2 3 4 5 6 7

39. Employees at SIBA have the knowledge 

to answer customers’ questions. 1 2 3 4 5 6 7

40. SIBA give customers individual attention. 1 2 3 4 5 6 7

41. SIBA have operating hours convenient to 

all their customers. 1 2 3 4 5 6 7

42. SIBA have employees who give customers 

personal attention. 1 2 3 4 5 6 7

43. SIBA have the customer’s best interest at 

heart. 1 2 3 4 5 6 7

44. The employees at SIBA understand the 

specific need of their customers. 1 2 3 4 5 6 7
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Appendix II – E-S-QUAL questions

Strongly Strongly

Disagree Agree

1. An excellent site should make it easy to 

find what I need.

1 2 3 4 5 6 7

2. It should make it easy to go anywhere on 

an excellent site.

1 2 3 4 5 6 7

3. An excellent site should enable me to 

complete a transaction quickly. 1 2 3 4 5 6 7

4. Information on an excellent site should 

be well organized. 1 2 3 4 5 6 7

5. An excellent site should load its page 

quickly.

1 2 3 4 5 6 7

6. An excellent site should be simple to use. 1 2 3 4 5 6 7

7. An excellent site should enable me to get 

on to it quickly. 1 2 3 4 5 6 7

8. An excellent site should be well organ-

ized.

1 2 3 4 5 6 7

9. An excellent site should always be avail-

able for business.

1 2 3 4 5 6 7

10. An excellent site should launch and run 

right away.

1 2 3 4 5 6 7

11. An excellent site shouldn’t crash. 1 2 3 4 5 6 7

12. Pages at an excellent site should not 

freeze after I enter my order information. 1 2 3 4 5 6 7

13. An excellent site should deliver orders 

when prompted.

1 2 3 4 5 6 7

14. An excellent site should make items 

available for delivery within a suitable 

timeframe.

1 2 3 4 5 6 7
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15. An excellent site should quickly deliver 

what I order. 1 2 3 4 5 6 7

16. An excellent site should send out the 

items ordered. 1 2 3 4 5 6 7

17. An excellent site should have in stock the 

items the company claims to have. 1 2 3 4 5 6 7

18. An excellent site should be truthful about 

its offerings. 1 2 3 4 5 6 7

19. An excellent site should make accurate 

promises about delivery of products. 1 2 3 4 5 6 7

20. An excellent site should protect informa-

tion about web-shopping behaviour.

1 2 3 4 5 6 7

21. An excellent site shouldn’t share my per-

sonal information with other sites. 1 2 3 4 5 6 7

22. An excellent site should protect informa-

tion about my credit card. 1 2 3 4 5 6 7

Strongly Strongly

Disagree Agree

23. SIBA’s site makes it easy to find what I 

need. 1 2 3 4 5 6 7

24. It is easy to go anywhere on the site. 1 2 3 4 5 6 7

25. The site enables me to complete a trans-

action quickly. 1 2 3 4 5 6 7

26. Information on SIBA’s site is well organ-

ized. 1 2 3 4 5 6 7

27. SIBA’s page loads quickly. 1 2 3 4 5 6 7

28. SIBA’s site is simple to use. 1 2 3 4 5 6 7

29. The site enables me to get on to it 

quickly. 1 2 3 4 5 6 7

30. SIBA’s site is well organized. 1 2 3 4 5 6 7
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31. SIBA’s site is always available for busi-

ness. 1 2 3 4 5 6 7

32. SIBA’s site launches and runs right 

away. 1 2 3 4 5 6 7

33. SIBA’s site does not crash. 1 2 3 4 5 6 7

34. Pages at SIBA’s site do not freeze after I 

enter my order information. 1 2 3 4 5 6 7

35. SIBA’s site delivers orders when 

prompted. 1 2 3 4 5 6 7

36. SIBA’s site makes items available for 

delivery within a suitable timeframe. 1 2 3 4 5 6 7

37. SIBA quickly delivers what I order. 1 2 3 4 5 6 7

38. SIBA sends out the items ordered. 1 2 3 4 5 6 7

39. SIBA has in stock the items the company 

claims to have. 1 2 3 4 5 6 7

40. SIBA’s site is truthful about its offerings. 1 2 3 4 5 6 7

41. SIBA’s site makes accurate promises 

about delivery of products. 1 2 3 4 5 6 7

42. SIBA protects information about web-

shopping behaviour. 1 2 3 4 5 6 7

43. SIBA does not share my personal infor-

mation with other sites. 1 2 3 4 5 6 7

44. SIBA’s site protects information about 

my credit card. 1 2 3 4 5 6 7
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Appendix III – SERVQUAL questions (the survey in Swedish)

Vi är tre studenter som skriver en magister uppsats inom logistik vid Ekonomihögskolan 

Växjö universitet. Vår uppsats handlar om servicekvalitet och då vad kunder förväntar av 

företag inom hemelektronikbranschen och vad de upplever för servicekvalitet på SIBA AB. 

Enkäten är uppdelad i två delar där Ni i första delen ska fylla i 22 frågor angående vad ni 

förväntar Er av företag inom hemelektronik branschen. Era svar ska grunda sig på vad Ni 

anser ett mycket bra företag ska ha för servicekvalitet. I andra delen av enkäten svarar Ni på 

22 frågor där svaren ska grunda sig på hur Ni har upplevt servicekvalitet hos SIBA. 

Förväntad servicekvalitet för företag inom hemelektronik branschen

Instämmer Instämmer

inte alls fullständigt

1. Förstaklassiga företag skall ha 

utrustning som ser ut att vara av senaste 

modell. 1 2 3 4 5 6 7

2. Förstaklassiga företag skall ha lokaler 

som är visuellt tilltalande. 1 2 3 4 5 6 7

3. Anställda som arbetar på förstaklassiga 

företag skall ha vårdad klädsel. 1 2 3 4 5 6 7

4. Material som beskriver förstaklassiga 

företags tjänster skall vara visuellt 

tilltalande. 1 2 3 4 5 6 7

5. När förstaklassiga företag lovar att 

utföra ett arbete vid en viss tidpunkt, blir 

det som avtalat. 1 2 3 4 5 6 7

6. När kunder har problem, så skall 

förstaklassiga företag visa intresse för att 

lösa problemet. 1 2 3 4 5 6 7

7. Förstaklassiga företag skall utföra 

tjänsten rätt vid första försöket. 1 2 3 4 5 6 7
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8. Förstaklassiga företag skall 

tillhandahålla tjänster vid utlovad 

tidpunkt. 1 2 3 4 5 6 7

9. Förstaklassiga företag accepterar inte 

kvalitetsbrister i arbetet. 1 2 3 4 5 6 7

10. Anställda i förstaklassiga företag skall 

alltid berätta precis vid vilken tidpunkt 

som tjänsterna kommer utföras. 1 2 3 4 5 6 7

11. Anställda i förstaklassiga företag skall 

tillhandahålla rätt tjänst vid rätt tidpunkt. 1 2 3 4 5 6 7

12. Anställda hos förstaklassiga företag skall 

alltid vara villiga att hjälpa kunden. 1 2 3 4 5 6 7

13. Anställda hos förstaklassiga företag skall 

aldrig vara för upptagna för att kunna 

svara på kunders önskemål. 1 2 3 4 5 6 7

14. Uppträdandet av anställda hos 

förstaklassiga företag skall alltid ingjuta 

förtroende hos kunden  1 2 3 4 5 6 7

15. Kunder hos förstaklassiga företag skall 

känna sig trygga i sina affärer. 1 2 3 4 5 6 7

16. Anställda hos förstaklassiga skall alltid 

vara artiga vid kontakten med sina 

kunder. 1 2 3 4 5 6 7

17. Anställda hos förstaklassiga företag skall 

ha kunskapen att svara på kunders 

frågor. 1 2 3 4 5 6 7

18. Förstaklassiga företag skall ge kunder 

individuell behandling.  1 2 3 4 5 6 7

19. Förstaklassiga företag skall ha 

öppettider som är anpassade till kunders 

behov.  1 2 3 4 5 6 7
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20. Förstaklassiga företag skall ha anställda 

som ger kunder personlig 

uppmärksamhet. 1 2 3 4 5 6 7

21. Förstaklassiga företag skall alltid se till 

kundens bästa. 

1 2 3 4 5 6 7

22. Anställda hos förstaklassiga företag skall 

förstå kunders specifika behov.

1 2 3 4 5 6 7

Upplevd servicekvalitet hos SIBA

Instämmer Instämmer

inte alls fullständigt

23. SIBA har utrustning som ser ut att vara 

av senaste modell. 1 2 3 4 5 6 7

24. SIBA har lokaler som är visuellt 

tilltalande. 1 2 3 4 5 6 7

25. Anställda som jobba hos SIBA har 

vårdad klädsel. 1 2 3 4 5 6 7

26. Material som beskriver SIBA’s tjänster 

är visuellt tilltalande. 

1 2 3 4 5 6 7

27. När SIBA lovar att utföra ett arbete vid 

en viss tidpunkt, blir det som avtalat. 1 2 3 4 5 6 7

28. När kunder har ett problem så visar SIBA 

ett intresse att hitta en lösning. 1 2 3 4 5 6 7

29. SIBA utför tjänste rätt vid första försöket. 1 2 3 4 5 6 7

30. SIBA’s tjänster finns tillhands vid den 

tidpunkt de utlovat. 1 2 3 4 5 6 7

31. SIBA accepterar inte kvalitetsbrister i 

arbetet. 1 2 3 4 5 6 7
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32. Anställda hos SIBA berättar alltid precis 

vid vilken tidpunkt som tjänsten kommer 

att utföras. 1 2 3 4 5 6 7

33. Anställda hos SIBA tillhandahåller rätt 

tjänst vid rätt tidpunkt. 1 2 3 4 5 6 7

34. Anställda hos SIBA är alltid villiga att 

hjälpa kunden. 1 2 3 4 5 6 7

35. Anställda hos SIBA är aldrig för 

upptagna för att kunna svara på kunders 

önskemål. 1 2 3 4 5 6 7

36. Anställda hos SIBA ingjuter alltid 

förtroende hos kunden. 1 2 3 4 5 6 7

37. Kunder hos SIBA känner sig trygga i sina 

affärer. 1 2 3 4 5 6 7

38. Anställda hos SIBA är alltid artiga vid 

kontakt med sina kunder. 1 2 3 4 5 6 7

39. Anställda hos SIBA har kunskapen att 

svara på kunders frågor. 1 2 3 4 5 6 7

40. SIBA ger kunder individuell behandling. 1 2 3 4 5 6 7

41. SIBA har öppettider som är anpassade 

efter kunders behov. 1 2 3 4 5 6 7

42. Anställda hos SIBA ger kunder 

individuell uppmärksamhet. 1 2 3 4 5 6 7

43. SIBA ser alltid till kundens bästa.

1 2 3 4 5 6 7

44. Anställda hos SIBA förstår kunders 

specifika behov. 1 2 3 4 5 6 7

Tack så mycket för hjälpen!

Marcus Nilsson, Anders Wiberg och Per Lövdahl
Växjö universitet, magisteruppsats inom logistik
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Appendix IV – E-S-QUAL questions (the survey in Swedish)

Vi är tre studenter som skriver en magister uppsats inom logistik vid Ekonomihögskolan 

Växjö universitet. Vår uppsats handlar om service kvalitet och då vad kunder förväntar av 

företags Internetaffärer inom hemelektronikbranschen och vad de upplever för service kvalitet 

på SIBAs internetaffär. 

Enkäten är uppdelad i två delar där Ni i första delen ska fylla i 22 frågor angående vad ni 

förväntar Er av företags Internetaffärer inom hemelektronik branschen. Era svar ska grunda 

sig på vad Ni anser en mycket bra Internetaffär ska ha för service kvalitet. I andra delen av 

enkäten svarar Ni på 22 frågor där svaren ska grunda sig på hur Ni har upplevt service kvalitet 

hos SIBAs Internetaffär. 

Förväntad servicekvalitet hos företags Internetaffärer 
inom hemelektronik branschen

Instämmer Instämmer

inte alls fullständigt

1. En förstklassig Internetaffär bör göra det 

enkelt att hitta vad jag behöver. 1 2 3 4 5 6 7

2. En förstklassig Internetaffär bör göra det 

enkelt att gå vart som helst på sajten. 1 2 3 4 5 6 7

3. En förstklassig Internetaffär bör

möjliggöra mig att fullfölja en 

transaktion snabbt. 1 2 3 4 5 6 7

4. Information på de förstklassig 

Internetaffärernas sidor bör vara 

välorganiserad. 1 2 3 4 5 6 7

5. En förstklassig hemsidas sidor bör ladda 

snabbt. 1 2 3 4 5 6 7

6. En förstklassig Internetaffär bör vara 

enkel att använda. 1 2 3 4 5 6 7

7. En förstklassig Internetaffär bör

möjliggöra att komma till den snabbt. 1 2 3 4 5 6 7
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8. En förstklassig Internetaffär bör vara 

välorganiserad. 1 2 3 4 5 6 7

9. En förstklassig Internetaffär bör alltid 

vara tillgänglig för köp. 1 2 3 4 5 6 7

10. En förstklassig Internetaffärs sida bör

startas och köras direkt. 1 2 3 4 5 6 7

11. En förstklassig Internetaffärs affär bör

inte krascha. 1 2 3 4 5 6 7

12. Sidor på en förstklassig Internetaffär bör

inte frysa sig efter jag har skrivit in min 

order information. 1 2 3 4 5 6 7

13. En förstklassig Internetaffär bör leverera 

ordern omgående. 1 2 3 4 5 6 7

14. En förstklassig Internetaffär bör göra 

produkter tillgängliga för leverans inom 

en passande tidsram.

1 2 3 4 5 6 7

15. En förstklassig Internetaffär bör snabbt 

leverera det jag har beställt. 1 2 3 4 5 6 7

16. En förstklassig Internetaffär bör sända ut 

de produkter jag beställt.. 1 2 3 4 5 6 7

17. En förstklassig Internetaffär bör ha på 

lager de produkter som sidan påstår att 

de har. 1 2 3 4 5 6 7

18. En förstklassig Internetaffär bör vara 

sanningsenlig om dess erbjudanden. 1 2 3 4 5 6 7

19. En förstklassig Internetaffär bör ge

korrekta löften angående leverans av 

produkter. 1 2 3 4 5 6 7

20. En förstklassig Internetaffär bör skydda 

information om mitt webbhandlande 

beteende. 1 2 3 4 5 6 7
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21. En förstklassig Internetaffär bör inte dela 

min personliga information med andra 

sidor. 1 2 3 4 5 6 7

22. En förstklassig Internetaffär bör skydda 

information om mitt kredit kort. 1 2 3 4 5 6 7

Upplevd servicekvalitet på SIBAs Internetaffär

Instämmer Instämmer

inte alls fullständigt

23. SIBAs sajt gör det enkelt att hitta vad jag 

behöver. 1 2 3 4 5 6 7

24. Det är enkelt att gå vart som helst på 

sajten. 1 2 3 4 5 6 7

25. SIBAs sajt möjliggör en snabb

transaction för mig. 1 2 3 4 5 6 7

26. Informationen på SIBAs är 

välorganiserad. 1 2 3 4 5 6 7

27. SIBAs hemsida laddar snabbt.  1 2 3 4 5 6 7

28. SIBAs hemsida är enkel att använda. 1 2 3 4 5 6 7

29. Sajten möjliggör det att komma till det 

snabbt. 1 2 3 4 5 6 7

30. SIBAs hemsida är välorganiserad. 1 2 3 4 5 6 7

31. SIBAs hemsida är alltid tillgänglig för 

affärer. 1 2 3 4 5 6 7

32. SIBAs hemsida startas och kör direkt. 1 2 3 4 5 6 7

33. Sajten kraschar inte. 1 2 3 4 5 6 7

34. Sidor på SIBAs sajt fryser inte efter jag 

har skrivit in min order information. 1 2 3 4 5 6 7

35. Företaget levererar ordrar omgående. 1 2 3 4 5 6 7

36. SIBA gör produkter tillgängliga för 

leverans inom en lämplig tidsram. 1 2 3 4 5 6 7
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37. SIBA levererar vad jag beställer. 1 2 3 4 5 6 7

38. SIBA sänder ut de beställda produkterna. 1 2 3 4 5 6 7

39. SIBA har de produkter I lager som de 

påstår att de har. 1 2 3 4 5 6 7

40. SIBA är pålitliga om hemsidans

erbjudanden. 1 2 3 4 5 6 7

41. SIBAs hemsida ger pålitliga löften om 

leverans av produkter. 1 2 3 4 5 6 7

42. SIBA skyddar information om mitt 

webbhandlande beteende. 1 2 3 4 5 6 7

43. SIBA delar ej med sig av min personliga 

information med andra sajter. 1 2 3 4 5 6 7

44. SIBAs sajt skyddar information angående 

mitt kredit kort. 1 2 3 4 5 6 7

Tack så mycket för hjälpen!

Marcus Nilsson, Anders Wiberg och Per Lövdahl
Växjö universitet, magisteruppsats inom logistik
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Appendix V – Output from SPSS (Retail store)

Paired Samples Statistics

Mean N Std. Deviation
Std. Error 

Mean
Q1 6,30 54 ,903 ,123Pair 1
Q23 5,19 54 1,347 ,183
Q2 6,44 54 ,793 ,108Pair 2
Q24 3,93 54 1,286 ,175
Q3 6,33 54 ,727 ,099Pair 3
Q25 5,07 54 1,286 ,175
Q4 5,80 54 ,939 ,128Pair 4
Q26 4,63 54 1,378 ,187
Q5 6,11 54 1,040 ,142Pair 5
Q27 4,78 54 1,410 ,192
Q6 6,67 54 ,614 ,084Pair 6
Q28 4,89 54 1,355 ,184
Q7 6,19 54 ,953 ,130Pair 7
Q29 4,46 54 1,514 ,206
Q8 6,52 54 ,746 ,101Pair 8
Q30 4,96 54 1,115 ,152
Q9 6,30 54 ,944 ,129Pair 9
Q31 5,15 54 1,219 ,166
Q10 6,19 54 ,826 ,112Pair 

10 Q32 4,74 54 1,376 ,187
Q11 6,33 54 ,777 ,106Pair 

11 Q33 4,85 54 1,365 ,186
Q12 6,89 54 ,420 ,057Pair 

12 Q34 4,93 54 1,426 ,194
Q13 6,22 54 1,144 ,156Pair 

13 Q35 4,30 54 1,449 ,197
Q14 6,48 54 ,746 ,101Pair 

14 Q36 4,39 54 1,204 ,164
Q15 6,63 54 ,875 ,119Pair 

15 Q37 5,30 54 ,944 ,129
Q16 6,63 54 ,734 ,100Pair 

16 Q38 5,52 54 1,112 ,151
Q17 6,59 54 ,740 ,101Pair 

17 Q39 5,13 54 1,318 ,179
Q18 6,44 54 ,839 ,114Pair 

18 Q40 5,11 54 1,355 ,184
Q19 5,89 54 1,040 ,142Pair 

19 Q41 4,89 54 1,327 ,181
Q20 6,41 54 ,630 ,086Pair 

20 Q42 5,04 54 1,414 ,192
Q21 6,67 54 ,673 ,092Pair 

21 Q43 5,20 54 1,219 ,166
Q22 6,33 54 ,952 ,130Pair 

22 Q44 4,98 54 1,266 ,172
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Paired Samples Correlations

N Correlation Sig.
Pair 1 Q1 & Q23 54 ,357 ,008
Pair 2 Q2 & Q24 54 ,033 ,813
Pair 3 Q3 & Q25 54 ,457 ,001
Pair 4 Q4 & Q26 54 -,016 ,911
Pair 5 Q5 & Q27 54 ,275 ,045
Pair 6 Q6 & Q28 54 ,453 ,001
Pair 7 Q7 & Q29 54 ,188 ,174
Pair 8 Q8 & Q30 54 -,067 ,629
Pair 9 Q9 & Q31 54 ,617 ,000
Pair 10 Q10 & 

Q32
54 ,275 ,044

Pair 11 Q11 & 
Q33

54 ,119 ,393

Pair 12 Q12 & 
Q34

54 ,491 ,000

Pair 13 Q13 & 
Q35

54 -,063 ,650

Pair 14 Q14 & 
Q36

54 ,061 ,663

Pair 15 Q15 & 
Q37

54 ,227 ,099

Pair 16 Q16 & 
Q38

54 -,038 ,787

Pair 17 Q17 & 
Q39

54 ,519 ,000

Pair 18 Q18 & 
Q40

54 ,420 ,002

Pair 19 Q19 & 
Q41

54 -,009 ,948

Pair 20 Q20 & 
Q42

54 ,195 ,159

Pair 21 Q21 & 
Q43

54 ,406 ,002

Pair 22 Q22 & 
Q44

54 ,209 ,130
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Paired Samples Test

Paired Differences t df

Sig. 
(2-

tailed)

Mean
Std. De-
viation

Std. 
Error 
Mean

95% Confidence 
Interval of the Dif-

ference

Lower Upper
Pair 1 Q1 -

Q23
1,111 1,327 ,181 ,749 1,473 6,153 53 ,000

Pair 2 Q2 -
Q24

2,519 1,489 ,203 2,112 2,925 12,431 53 ,000

Pair 3 Q3 -
Q25

1,259 1,152 ,157 ,945 1,574 8,031 53 ,000

Pair 4 Q4 -
Q26

1,167 1,680 ,229 ,708 1,625 5,105 53 ,000

Pair 5 Q5 -
Q27

1,333 1,505 ,205 ,923 1,744 6,512 53 ,000

Pair 6 Q6 -
Q28

1,778 1,208 ,164 1,448 2,107 10,815 53 ,000

Pair 7 Q7 -
Q29

1,722 1,630 ,222 1,277 2,167 7,764 53 ,000

Pair 8 Q8 -
Q30

1,556 1,383 ,188 1,178 1,933 8,267 53 ,000

Pair 9 Q9 -
Q31

1,148 ,979 ,133 ,881 1,415 8,617 53 ,000

Pair 10 Q10 -
Q32

1,444 1,396 ,190 1,063 1,826 7,602 53 ,000

Pair 11 Q11 -
Q33

1,481 1,489 ,203 1,075 1,888 7,312 53 ,000

Pair 12 Q12 -
Q34

1,963 1,273 ,173 1,615 2,311 11,329 53 ,000

Pair 13 Q13 -
Q35

1,926 1,902 ,259 1,407 2,445 7,441 53 ,000

Pair 14 Q14 -
Q36

2,093 1,377 ,187 1,717 2,469 11,165 53 ,000

Pair 15 Q15 -
Q37

1,333 1,133 ,154 1,024 1,643 8,650 53 ,000

Pair 16 Q16 -
Q38

1,111 1,355 ,184 ,741 1,481 6,025 53 ,000

Pair 17 Q17 -
Q39

1,463 1,128 ,153 1,155 1,771 9,531 53 ,000

Pair 18 Q18 -
Q40

1,333 1,259 ,171 ,990 1,677 7,783 53 ,000

Pair 19 Q19 -
Q41

1,000 1,693 ,230 ,538 1,462 4,339 53 ,000

Pair 20 Q20 -
Q42

1,370 1,431 ,195 ,980 1,761 7,035 53 ,000

Pair 21 Q21 -
Q43

1,463 1,128 ,153 1,155 1,771 9,531 53 ,000

Pair 22 Q22 -
Q44

1,352 1,416 ,193 ,965 1,738 7,014 53 ,000
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Appendix VI – Output from SPSS (Web shop)

Paired Samples Statistics

Mean N Std. Deviation
Std. Error 

Mean
Q1 6,68 34 ,475 ,081Pair 1
Q23 5,06 34 ,814 ,140
Q2 6,47 34 ,706 ,121Pair 2
Q24 5,03 34 ,904 ,155
Q3 6,59 34 ,657 ,113Pair 3
Q25 4,71 34 1,031 ,177
Q4 6,41 34 1,019 ,175Pair 4
Q26 4,71 34 1,194 ,205
Q5 6,29 34 ,760 ,130Pair 5
Q27 4,82 34 1,267 ,217
Q6 6,85 34 ,359 ,062Pair 6
Q28 4,68 34 1,093 ,187
Q7 6,03 34 1,029 ,177Pair 7
Q29 5,06 34 1,536 ,263
Q8 6,56 34 ,504 ,086Pair 8
Q30 4,85 34 ,925 ,159
Q9 6,74 34 ,567 ,097Pair 9
Q31 5,53 34 1,161 ,199
Q10 6,47 34 ,615 ,105Pair 

10 Q32 5,41 34 1,328 ,228
Q11 6,62 34 ,739 ,127Pair 

11 Q33 5,32 34 1,451 ,249
Q12 6,85 34 ,359 ,062Pair 

12 Q34 5,97 34 1,141 ,196
Q13 6,03 34 ,834 ,143Pair 

13 Q35 3,82 34 1,359 ,233
Q14 6,38 34 ,739 ,127Pair 

14 Q36 4,32 34 1,364 ,234
Q15 6,44 34 ,786 ,135Pair 

15 Q37 5,32 34 1,718 ,295
Q16 6,59 34 ,821 ,141Pair 

16 Q38 5,41 34 1,617 ,277
Q17 6,59 34 ,657 ,113Pair 

17 Q39 4,74 34 1,333 ,229
Q18 6,74 34 ,567 ,097Pair 

18 Q40 5,06 34 1,434 ,246
Q19 6,56 34 ,786 ,135Pair 

19 Q41 4,56 34 1,307 ,224
Q20 6,88 34 ,327 ,056Pair 

20 Q42 5,76 34 1,499 ,257
Q21 6,76 34 ,554 ,095Pair 

21 Q43 5,82 34 1,527 ,262
Q22 7,00 34 ,000 ,000Pair 

22 Q44 6,41 34 1,104 ,189
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Paired Samples Correlations

N Correlation Sig.
Pair 1 Q1 & Q23 34 ,207 ,239
Pair 2 Q2 & Q24 34 ,120 ,499
Pair 3 Q3 & Q25 34 ,442 ,009
Pair 4 Q4 & Q26 34 -,396 ,021
Pair 5 Q5 & Q27 34 -,133 ,452
Pair 6 Q6 & Q28 34 -,279 ,110
Pair 7 Q7 & Q29 34 -,269 ,123
Pair 8 Q8 & Q30 34 ,117 ,512
Pair 9 Q9 & Q31 34 ,449 ,008
Pair 10 Q10 & 

Q32
34 ,052 ,769

Pair 11 Q11 & 
Q33

34 ,232 ,187

Pair 12 Q12 & 
Q34

34 -,011 ,951

Pair 13 Q13 & 
Q35

34 ,165 ,351

Pair 14 Q14 & 
Q36

34 -,397 ,020

Pair 15 Q15 & 
Q37

34 ,115 ,515

Pair 16 Q16 & 
Q38

34 -,005 ,976

Pair 17 Q17 & 
Q39

34 ,010 ,954

Pair 18 Q18 & 
Q40

34 -,092 ,605

Pair 19 Q19 & 
Q41

34 ,188 ,286

Pair 20 Q20 & 
Q42

34 -,058 ,744

Pair 21 Q21 & 
Q43

34 ,093 ,602

Pair 22 Q22 & 
Q44

34 . .
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Paired Samples Test

Paired Differences t df
Sig. (2-
tailed)

Mean
Std. De-
viation

Std. 
Error 
Mean

95% Confidence 
Interval of the 

Difference

Lower Upper
Pair 1 Q1 -

Q23
1,618 ,853 ,146 1,320 1,915 11,054 33 ,000

Pair 2 Q2 -
Q24

1,441 1,078 ,185 1,065 1,817 7,792 33 ,000

Pair 3 Q3 -
Q25

1,882 ,946 ,162 1,552 2,212 11,603 33 ,000

Pair 4 Q4 -
Q26

1,706 1,851 ,317 1,060 2,352 5,374 33 ,000

Pair 5 Q5 -
Q27

1,471 1,562 ,268 ,926 2,015 5,491 33 ,000

Pair 6 Q6 -
Q28

2,176 1,242 ,213 1,743 2,610 10,214 33 ,000

Pair 7 Q7 -
Q29

,971 2,067 ,354 ,249 1,692 2,738 33 ,010

Pair 8 Q8 -
Q30

1,706 1,001 ,172 1,357 2,055 9,938 33 ,000

Pair 9 Q9 -
Q31

1,206 1,038 ,178 ,844 1,568 6,774 33 ,000

Pair 10 Q10 -
Q32

1,059 1,434 ,246 ,558 1,559 4,305 33 ,000

Pair 11 Q11 -
Q33

1,294 1,467 ,252 ,782 1,806 5,142 33 ,000

Pair 12 Q12 -
Q34

,882 1,200 ,206 ,464 1,301 4,287 33 ,000

Pair 13 Q13 -
Q35

2,206 1,473 ,253 1,692 2,720 8,735 33 ,000

Pair 14 Q14 -
Q36

2,059 1,791 ,307 1,434 2,684 6,702 33 ,000

Pair 15 Q15 -
Q37

1,118 1,805 ,310 ,488 1,747 3,610 33 ,001

Pair 16 Q16 -
Q38

1,176 1,817 ,312 ,543 1,810 3,776 33 ,001

Pair 17 Q17 -
Q39

1,853 1,480 ,254 1,337 2,369 7,301 33 ,000

Pair 18 Q18 -
Q40

1,676 1,590 ,273 1,122 2,231 6,148 33 ,000

Pair 19 Q19 -
Q41

2,000 1,393 ,239 1,514 2,486 8,374 33 ,000

Pair 20 Q20 -
Q42

1,118 1,552 ,266 ,576 1,659 4,198 33 ,000

Pair 21 Q21 -
Q43

,941 1,575 ,270 ,392 1,491 3,484 33 ,001

Pair 22 Q22 -
Q44

,588 1,104 ,189 ,203 ,974 3,106 33 ,004
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Appendix VII –Second survey - Output from SPSS (Retail store)

Paired Samples Correlations

N Correlation Sig.
Pair 1 Q1 & Q23 9 ,000 1,000
Pair 2 Q2 & Q24 9 ,000 1,000
Pair 3 Q3 & Q25 9 ,570 ,109
Pair 4 Q4 & Q26 9 -,699 ,036
Pair 5 Q5 & Q27 9 ,238 ,537
Pair 6 Q6 & Q28 9 ,661 ,052
Pair 7 Q7 & Q29 9 -,220 ,570
Pair 8 Q8 & Q30 9 -,229 ,553
Pair 9 Q9 & Q31 9 ,667 ,050
Pair 10 Q10 & 

Q32
9 -,183 ,638

Pair 11 Q11 & 
Q33

9 -,173 ,657

Pair 12 Q12 & 
Q34

9 ,598 ,089

Pair 13 Q13 & 
Q35

9 -,247 ,522

Pair 14 Q14 & 
Q36

9 ,217 ,575

Pair 15 Q15 & 
Q37

9 ,291 ,448

Pair 16 Q16 & 
Q38

9 -,438 ,239

Pair 17 Q17 & 
Q39

9 ,645 ,061

Pair 18 Q18 & 
Q40

9 ,137 ,725

Pair 19 Q19 & 
Q41

9 -,365 ,334

Pair 20 Q20 & 
Q42

9 ,302 ,430

Pair 21 Q21 & 
Q43

9 ,714 ,031

Pair 22 Q22 & 
Q44

9 ,135 ,729
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Paired Samples Statistics

Mean N Std. Deviation
Std. Error 

Mean
Q1 6,33 9 ,707 ,236Pair 1

Q23 5,00 9 1,225 ,408
Q2 6,78 9 ,441 ,147Pair 2

Q24 4,00 9 ,707 ,236
Q3 6,56 9 ,527 ,176Pair 3

Q25 5,22 9 1,202 ,401
Q4 5,78 9 1,093 ,364Pair 4

Q26 4,67 9 1,581 ,527
Q5 6,78 9 ,441 ,147Pair 5

Q27 5,11 9 1,453 ,484
Q6 6,89 9 ,333 ,111Pair 6

Q28 5,11 9 1,764 ,588
Q7 6,11 9 ,782 ,261Pair 7

Q29 5,11 9 1,537 ,512
Q8 6,56 9 ,726 ,242Pair 8

Q30 5,11 9 1,167 ,389
Q9 6,44 9 ,726 ,242Pair 9

Q31 5,67 9 1,118 ,373
Q10 6,33 9 ,866 ,289Pair 

10 Q32 5,00 9 1,581 ,527
Q11 6,33 9 ,707 ,236Pair 

11 Q33 5,11 9 1,364 ,455
Q12 6,89 9 ,333 ,111Pair 

12 Q34 5,22 9 1,394 ,465
Q13 6,22 9 1,641 ,547Pair 

13 Q35 4,78 9 1,716 ,572
Q14 6,56 9 ,726 ,242Pair 

14 Q36 4,67 9 1,323 ,441
Q15 6,67 9 ,707 ,236Pair 

15 Q37 5,56 9 1,014 ,338
Q16 6,78 9 ,667 ,222Pair 

16 Q38 5,44 9 1,333 ,444
Q17 6,56 9 ,726 ,242Pair 

17 Q39 5,11 9 1,453 ,484
Q18 6,56 9 ,527 ,176Pair 

18 Q40 5,00 9 1,732 ,577
Q19 6,00 9 1,118 ,373Pair 

19 Q41 5,33 9 1,225 ,408
Q20 6,67 9 ,500 ,167Pair 

20 Q42 5,33 9 1,658 ,553
Q21 6,78 9 ,441 ,147Pair 

21 Q43 5,56 9 1,236 ,412
Q22 6,78 9 ,667 ,222Pair 

22 Q44 5,44 9 1,236 ,412
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Paired Samples Test

Paired Differences t df

Sig. 
(2-

taile
d)

Mean
Std. Devia-

tion
Std. Error 

Mean

95% Confidence 
Interval of the Dif-

ference

Lower Upper
Pair 1 Q1 -

Q23
1,333 1,414 ,471 ,246 2,420 2,828 8 ,022

Pair 2 Q2 -
Q24

2,778 ,833 ,278 2,137 3,418 10,000 8 ,000

Pair 3 Q3 -
Q25

1,333 1,000 ,333 ,565 2,102 4,000 8 ,004

Pair 4 Q4 -
Q26

1,111 2,472 ,824 -,789 3,011 1,348 8 ,214

Pair 5 Q5 -
Q27

1,667 1,414 ,471 ,580 2,754 3,536 8 ,008

Pair 6 Q6 -
Q28

1,778 1,563 ,521 ,576 2,980 3,411 8 ,009

Pair 7 Q7 -
Q29

1,000 1,871 ,624 -,438 2,438 1,604 8 ,147

Pair 8 Q8 -
Q30

1,444 1,509 ,503 ,284 2,605 2,871 8 ,021

Pair 9 Q9 -
Q31

,778 ,833 ,278 ,137 1,418 2,800 8 ,023

Pair 10 Q10 -
Q32

1,333 1,936 ,645 -,155 2,822 2,066 8 ,073

Pair 11 Q11 -
Q33

1,222 1,641 ,547 -,040 2,484 2,234 8 ,056

Pair 12 Q12 -
Q34

1,667 1,225 ,408 ,725 2,608 4,082 8 ,004

Pair 13 Q13 -
Q35

1,444 2,651 ,884 -,593 3,482 1,635 8 ,141

Pair 14 Q14 -
Q36

1,889 1,364 ,455 ,840 2,938 4,154 8 ,003

Pair 15 Q15 -
Q37

1,111 1,054 ,351 ,301 1,921 3,162 8 ,013

Pair 16 Q16 -
Q38

1,333 1,732 ,577 ,002 2,665 2,309 8 ,050

Pair 17 Q17 -
Q39

1,444 1,130 ,377 ,576 2,313 3,833 8 ,005

Pair 18 Q18 -
Q40

1,556 1,740 ,580 ,218 2,893 2,682 8 ,028

Pair 19 Q19 -
Q41

,667 1,936 ,645 -,822 2,155 1,033 8 ,332

Pair 20 Q20 -
Q42

1,333 1,581 ,527 ,118 2,549 2,530 8 ,035

Pair 21 Q21 -
Q43

1,222 ,972 ,324 ,475 1,969 3,773 8 ,005

Pair 22 Q22 -
Q44

1,333 1,323 ,441 ,316 2,350 3,024 8 ,016
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Appendix VIII –Second survey - Output from SPSS (Web shop)

Paired Samples Statistics

Mean N Std. Deviation
Std. Error 

Mean
Q1 6,75 4 ,500 ,250Pair 1

Q23 5,50 4 ,577 ,289
Q2 6,50 4 ,577 ,289Pair 2

Q24 5,00 4 ,816 ,408
Q3 6,75 4 ,500 ,250Pair 3

Q25 5,00 4 ,816 ,408
Q4 6,75 4 ,500 ,250Pair 4

Q26 4,50 4 1,291 ,645
Q5 6,25 4 ,500 ,250Pair 5

Q27 4,75 4 ,500 ,250
Q6 7,00 4 ,000 ,000Pair 6

Q28 4,50 4 1,000 ,500
Q7 6,00 4 1,155 ,577Pair 7

Q29 5,00 4 ,816 ,408
Q8 6,50 4 ,577 ,289Pair 8

Q30 4,75 4 ,957 ,479
Q9 7,00 4 ,000 ,000Pair 9

Q31 5,50 4 ,577 ,289
Q10 6,00 4 ,816 ,408Pair 

10 Q32 5,25 4 ,500 ,250
Q11 6,50 4 1,000 ,500Pair 

11 Q33 5,00 4 ,816 ,408
Q12 7,00 4 ,000 ,000Pair 

12 Q34 5,75 4 1,500 ,750
Q13 6,00 4 1,414 ,707Pair 

13 Q35 4,00 4 1,414 ,707
Q14 6,75 4 ,500 ,250Pair 

14 Q36 4,50 4 1,732 ,866
Q15 6,75 4 ,500 ,250Pair 

15 Q37 5,25 4 1,500 ,750
Q16 7,00 4 ,000 ,000Pair 

16 Q38 5,75 4 ,500 ,250
Q17 6,75 4 ,500 ,250Pair 

17 Q39 4,75 4 1,258 ,629
Q18 6,50 4 1,000 ,500Pair 

18 Q40 5,00 4 ,816 ,408
Q19 6,50 4 ,577 ,289Pair 

19 Q41 4,75 4 ,957 ,479
Q20 6,50 4 ,577 ,289Pair 

20 Q42 5,75 4 ,957 ,479
Q21 6,25 4 ,957 ,479Pair 

21 Q43 5,75 4 ,957 ,479
Q22 7,00 4 ,000 ,000Pair 

22 Q44 6,50 4 ,577 ,289
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Paired Samples Correlations

N Correlation Sig.
Pair 1 Q1 & Q23 4 ,577 ,423
Pair 2 Q2 & Q24 4 ,707 ,293
Pair 3 Q3 & Q25 4 ,000 1,000
Pair 4 Q4 & Q26 4 -,775 ,225
Pair 5 Q5 & Q27 4 ,333 ,667
Pair 6 Q6 & Q28 4 . .
Pair 7 Q7 & Q29 4 ,000 1,000
Pair 8 Q8 & Q30 4 ,302 ,698
Pair 9 Q9 & Q31 4 . .
Pair 10 Q10 & 

Q32
4 ,000 1,000

Pair 11 Q11 & 
Q33

4 ,816 ,184

Pair 12 Q12 & 
Q34

4 . .

Pair 13 Q13 & 
Q35

4 -,167 ,833

Pair 14 Q14 & 
Q36

4 -,192 ,808

Pair 15 Q15 & 
Q37

4 -,333 ,667

Pair 16 Q16 & 
Q38

4 . .

Pair 17 Q17 & 
Q39

4 -,132 ,868

Pair 18 Q18 & 
Q40

4 -,816 ,184

Pair 19 Q19 & 
Q41

4 ,302 ,698

Pair 20 Q20 & 
Q42

4 ,302 ,698

Pair 21 Q21 & 
Q43

4 ,091 ,909

Pair 22 Q22 & 
Q44

4 . .

Paired Samples Test
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Paired Differences t df

Sig. 
(2-

taile
d)

Mean Std. Deviation
Std. Error 

Mean
95% Confidence Inter-
val of the Difference

Lower Upper
Pair 1 Q1 -

Q23
1,250 ,500 ,250 ,454 2,046 5,000 3 ,015

Pair 2 Q2 -
Q24

1,500 ,577 ,289 ,581 2,419 5,196 3 ,014

Pair 3 Q3 -
Q25

1,750 ,957 ,479 ,227 3,273 3,656 3 ,035

Pair 4 Q4 -
Q26

2,250 1,708 ,854 -,468 4,968 2,635 3 ,078

Pair 5 Q5 -
Q27

1,500 ,577 ,289 ,581 2,419 5,196 3 ,014

Pair 6 Q6 -
Q28

2,500 1,000 ,500 ,909 4,091 5,000 3 ,015

Pair 7 Q7 -
Q29

1,000 1,414 ,707 -1,250 3,250 1,414 3 ,252

Pair 8 Q8 -
Q30

1,750 ,957 ,479 ,227 3,273 3,656 3 ,035

Pair 9 Q9 -
Q31

1,500 ,577 ,289 ,581 2,419 5,196 3 ,014

Pair 10 Q10 -
Q32

,750 ,957 ,479 -,773 2,273 1,567 3 ,215

Pair 11 Q11 -
Q33

1,500 ,577 ,289 ,581 2,419 5,196 3 ,014

Pair 12 Q12 -
Q34

1,250 1,500 ,750 -1,137 3,637 1,667 3 ,194

Pair 13 Q13 -
Q35

2,000 2,160 1,080 -1,437 5,437 1,852 3 ,161

Pair 14 Q14 -
Q36

2,250 1,893 ,946 -,762 5,262 2,377 3 ,098

Pair 15 Q15 -
Q37

1,500 1,732 ,866 -1,256 4,256 1,732 3 ,182

Pair 16 Q16 -
Q38

1,250 ,500 ,250 ,454 2,046 5,000 3 ,015

Pair 17 Q17 -
Q39

2,000 1,414 ,707 -,250 4,250 2,828 3 ,066

Pair 18 Q18 -
Q40

1,500 1,732 ,866 -1,256 4,256 1,732 3 ,182

Pair 19 Q19 -
Q41

1,750 ,957 ,479 ,227 3,273 3,656 3 ,035

Pair 20 Q20 -
Q42

,750 ,957 ,479 -,773 2,273 1,567 3 ,215

Pair 21 Q21 -
Q43

,500 1,291 ,645 -1,554 2,554 ,775 3 ,495

Pair 22 Q22 -
Q44

,500 ,577 ,289 -,419 1,419 1,732 3 ,182

Figure 3.1 –
Gap Model
Source: 
www.workinfo.co
m/Renres/images
/servqu.gif


