International Journal of Engineering Innovation & R esearch

Volume 3, Issue 5, ISSN: 2277 — 5668

The Investigation and Measurement of Zahedan Islanai
Azad University Electronic Services Quality

Sarani, Mehdi
Islamic Azad University, Zahedan Branch,
Zahedan, Iran

Abstract — The costumers of different organizations are
increasingly showing sensitivity to the quality othe received
services. This issue is very significant for Azad tiversity,
because the students by paying their tuition feesotthe
university, expect high quality educational facilites and
services. The medium of the electronic service praling for
the university is the website, which all the servies have to be
done through it. By considering the importance of ke
aforementioned issue, the present research has beearried
out to investigate and measure the electronic seng quality
in Zahedan Islamic Azad University. The research isan
applied and descriptive one. The statistical poput#&n is all
the students who use the electronic services of thaiversity
and 385 persons were chosen randomly to be invesitgd.
The data collecting tool is the questionnaire, andof the
analysis of the data t-test and Freidman’'s Test havéeen
applied. The results revealed that the electronic sdces of
the university in the aspects of efficiency, accoahce,
information quality, the visual quality of the webste,
trustworthiness, security and personal privacy, hag had
agreeable qualities but the tangible factors, respwiveness,
contact and variability of the electronic servicegjuality, have
had less agreeable qualities. Moreover, the rankingf the
variables showed that the accordance, security. Psonal
privacy and the efficiency have had more average &ém the
other variables, and the tangible factors, respongeness,
contact and variability of the electronic servicegjuality, have
had less average in respect to the other variables.
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result of the comparison between the customer’s
expectation and the perception of him from the real
function of the services. Most of the carried agaarches
have been shown the significance of these two quace
and paying attention to service quality, customers’
satisfaction and value have been emphasized [2lz v
1998 stated that internet bank users in Denmarkrene
satisfied and loyal from the bank that they useritsrnet
bank in comparison to the others that they do set its
internet bank. Bytnr, also in 2002 stated that gtality
and accessibility to the services, make the custemeebe
more satisfied from the modern technologies (ebmitr
service providing) [3]. In this field and the sam& most

of the service providers, the university systerthimrecent
decades has moved toward the investment on thermode
technologies to provide the customers with servioes
control the costs, absorb new customers, and Ifulfé
customers’ expectations and set its policies foe th
efficient application of these technologies (Intdrn
registration, various electronic bank services,) ¢43.

The medium for the electronic service providinghes
organization website which all the services shdiddlone
through it. Therefore, measuring the organization’s
quality, includes not only the physical and orgatian’s
building but also the virtual atmosphrere. Consitlye by
this great change in the service providing apprpacé
measurement method has been changed too and & need
new indexes to measure and evaluate these seriibes.
investigation and measurement of Zahedan IslamigdAz
University beside showing the status of this orgatibn
in service providing, revels the shortages and vweakts,

In the recent years, more attentions have been tpaidto be able to wipe them on in the next step. Tleegfthe

the customers’ needs about the levels of serviadityu
since by the increase in the knowledge of the cnste
about the potential services of the organizatiomd the
relevant standardization, their
services have been increased accordingly. Therefbee
customers of the organizations and institutes eimsingly
show more sensitivity to the received services. 0@
other hand, these years the ICT has had a greatcinom
social, economic, and cultural aspects, in suchag that

expectation frome th

present research tries to answer this pivotal gqurestow
is the electronic service providing quality in Zdha
Islamic Azad University ?

II. ELECTRONIC SERVICES
Rust & Kan (2002) have defined electronic serviass

providing services on electronic networks such las t
internet, which embraces the provided services hey t

today by using computer, social networks and thet faservice organizations and manufacturers. Boyer let a

increasing global networks, a revolution has hapdein
the commercial and service providing fields. Theref
having electronic service system and keeping itoudate

(2002) states that electronic services are progidime
unique opportunities for businesses to present medels
for designing service strategies and developmerrienf

are really significant for the organizations. Inisth services. Firstly, all the service providers, wieetlthe
approach of electronic service providing, all thegesses traditional companies, or the other internet playet the
and operations have been done electronically [.THnoment have numerous providing channel. Secondly,
service quality is defined as a universal attitude mMost of the new services could be presented more

judgment about the superiority of a service, whishhe ~€conomically in respect of more extended geogragpity
more various goods [5].
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II1. SERVICE QUALITY factor (inconsistency), is the integrity of the\sees. In
most cases the consumers can not and do not want to

During the past decades, the quality of the sesviees Separate the “service” from its provider and sitratand
absorbed many researchers and industrialists andisgh its reception conditions.
because of the effect of it on the business functio4) Inventory:Restoring the services is different from the
customer satisfaction, loyalty and benefit makiBgntos goods. In service, the cost of restoring is eqodhe cost
(2003) stated that the quality of the services ssally of the person who provides the service, in additmthe
perceived in such a way that how much receivedicgesy necessary tool for providing the service.lf a pbigsi
level is according to the customer’s expectatiofier ready to visit a potential sick person, but nobbéy set an
example, Gronroos believes that the perceived asvi appointment, the fixed cost related to the unempieyt
quality is the output of evaluation process, whére situation of the physician, consist of a high stgrj2].
customer compare its expectations with the perdeive In this respect, Wallery et al know the aspects of
quality of the services. Moreover, Parasuraman let &ervices in five factors : 1.t he tangible aspemitshe
(1988) stated the quality of the services as “dkierall ~services, 2.trustability of the services, 3.resparess,
evaluation from the exclusive services of the comypa 4.meritability, 5. sympasizing with the customerenL
which is the result of comparing the company’s fiole  Barry, has mentions ten aspect for the quality fd t
with general expectations of the customers, in tbépect services: l.trustability, 2. Having responsibility,
that how should the company act in the relevar@.quaification, 4.availability, 5.to be humble, 6.
industry.”Various tools have been designed for th€ommunication with the customer, 7.credebility,
measurement of the service qualities, but the fiamsbus 8.security, 9.empathy with the customer, 10. Taifigib
one is SERVQUAL which is designed BYSERVQUAL One of the choices of the governments for upgradlireg
Parajouramen etal (1988). Here, the quality ofstiices quality of the services and making aching in thesn,
is the gap between the expectations and percepifoihe benefiting from IT, communication, and electronic
customers, and consists of five aspects: trustwwmsls, government.The medium and channel for providing
responsiveness, insuring, sympathy and tangigiry7]. service is the web site o the organization [8].

The quality in the field of the goods has a long
background but in the service field, has not a |bisgory. IV. THE QUALITY OF ELECTRONIC SERVICES
Services have special characteristics which distsiges
them from the goods. These characteristics, inyR&shl  The worldwide web has changed the expectationbeof t
(2002) idea, Hyzr & Vrndr (1999) are : Intangibilit customers about speed, accuracy, price and servibes
perishability, high mental obsession of the customegeographical distance has lost its meaning, and
simultaneous production, consumption and homoggneitaccessibility of the services, speed and ease micse
The quality of the services are approximately #sult of distribution made a competitive advantage for the
the customers comparison between their expectatimts organizations. The same as the traditional markibs,
their perceptions from the service function, astlrem existence of the companies on the web and theuivair
(1982), has a tri-dimensional idea about the qualiich  on the web, to a great extent related to the pé&arepnd
are : Interaction, Physical and Incorporate chartics. evaluation of the customers from the electroniwvises.
Ldn et al stated the quality from the combinatioh oThe organizations for providing better qualities lbing
customers ‘perception in the two fields of “qualiof present in the web, should perceive the how is the
process” and “quality of result”. These observadi@not customers perceptions and evaluations about thimeonl
very different from the conceptualization of Groomso service [5].
(1984) which emphasized the two aspects of quality The first official definition from the quality ofhe
services, which are the “technical “ aspect of gulity  services based on the web was introduced by Zithaahe
which the customers received and the “operational gl (2000), which defines it as the quality of tHec&ronic
quality of the service provided, which are accetgdan services as the extent that a website, ease theenff
its model. The characteristics of the services Wwhite purchase and delivery of the goods and servicasakes
named as 41 are as following: the online companies more efficient and absorbind a
1) Intangibility: The services are intangible, it means it idielp them to get access to the higher levels afoouesrs’
not possible to be bought before hand, touch thesewse satisfaction. The recent researches about thetgudlihe
them.The function of service marketing is to make t services could be classified in three classesfitseclass
services touchable or show the benefit for the ,ulmr is the researches which investigate the technigality of
example :bank should advertise the tranquility security the website, such as the research of Barnes & {Ag01)
of the people in providing the necessary sums afeypin  or the research of Louakono et al (2002) which reckeel
different regions of the country. the WEBQUAL tool. The send class of the researcetes
2) InconsistencyThe quality of the services are usuallythose researches which are investigated the ingfaitte
different and inconsistent .Service is connectedtite €effective dimensions on the customers’ satisfactgrch
service provider. as Seyer et al (2005) and the third class of tkeaiehes
3) Integralty: The third factor of difference between theare those which focused on the quality of the websi
services and the goods, which is also relatedecsétond service quality, such as SITEQUAL by Yu & Dnsv
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(2001), etailQ by Vifynbrgr & Jelly (2003), E-S-Quiay  10.intergrated = communication, 11.work processes,
Parsns et al (2005), etransQual by Bouer et algR[H). 12.continious submission [8].

Website
Metries
Neccessities

V. THE QUALITY MEASUREMENT MODELS

1) The electronic government satisfaction index
The electronic government satisfaction index is a
seasonal report which is prepare by the Michigan
University with the cooperation of “The Americancsy
for Quality”, : “Force Result” and “CFI” group. The Execution Gap
electronic government satisfaction index is a gewell- oep Information
designed and appropriate questions for researctthwhi
applies a causal statistical model for the preaiictof
customer’s behavior (like :the possibility of thestomer
return to the website). The statistical sample loé¢ t
electronic government satisfaction index is chosen
randomly. Each governmental website is ranked lgy th
visitors in different aspects of satisfaction. Hagisfaction
indexes in the electronic government satisfactimek are
:function, surfing on the website, website functigisiting
and sensing - searching each website has a sctwedre
0 to 100 [8].

5) SiteQual
2) E-Servqual Model
Zthamel has defined the quality of the electronic Webb and Webb (2001), have made a conceptual model

services as a field which eases the purchase. sals about the effective factors on the customers’ paice
L . . bL ’ from the “B2C” websites. The principal hypothesfshis
efficient and effective delivery of services andods.

Zthamel, Parasoraman and Malhvtra have made ddool r_nodel, has been mad_e by two structures about gLt
. ; : first one focuses on information (access qualigntent
the measurement of electronic services quality.sThi

process consists of E-Servqual, seven aspects %t*ahty, representativeness quality and inhererdlity)

- . ._and the other one focuses on processes (credibility
efficiency, order procurement, dependability, sgvin : ; )
) ; responsiveness, sympathy and the tangibles) torieie
personal secrets, responsiveness, compensation an

communication, which have made a main scale and ality [8]. . .
service retrieving scale. The four dimensions &tency, The Asymmetrical Effect of Function Model

credibility, execution and personal privacy, congpake Cheung & Ma}‘tthew (2005) h_ave done an empiricgl
main scales of E-Servqual. The main scale is ftima study about “the as.ymm.etrlcal effect of website
that the website users face a problem, the otheeth performance on the satisfaction from the web “.$haly

dimensions (responsiveness, compensation arcL&clares that negative performance, has_a morecm

communication) make a retrieval scale for E-Serunat € ove_rgll satisfaction of the customer in comgatito

The retrieval scale is for a time that the userseha the positive one [8].

problem in using the website [8]. 7 E'QuaI_MOdel , i

3) Davidson & Cooper’s Model E—Qual is bgsed on the user's perception about the
Davidson & Cooper (2005) have simplified E—Servquagua“ty' Wh'c.h IS meas.ured by its S|gn|f|9anc_e_.E|{Q.uaI,

in figure 1. Based on this model, the electronicvise f[here are five effective factors (gppl|cab|l|ty, 5033’1

quality gap exists when, there is: 1.manager knoivat information, trust and sympathy) which are mergedhe

the customer needs, and there is not an informagam three factors of “applicability, information qualitand

here, 2.the website designer executes what the glausmaser\’i(_:eS . interactior_f’. _Applical_)ility (_:onsi_sts of
' rapplicability and design”, information quality csists of

knows, and here there is not a design gap, and thae?c tion” and 4 int i e “offust
customer receives what he needs, and there is mot amdorma |or:h a[lthseErwceslln erac |ohnfco?hSISS ailnl;dsjf
execution gap here [8]. and sympathy “.the E-Qual approach for the ev

4) WebQual the website quality has been made by Barons anehVij

: . . 2000) and has been tested in many different fisld$ as
WebQual is a measure for the quality of websitd\ii2 ( . : .
dimens%ns. Lvyakvnv et alq (20360) have madgrompt book shops, auction websites, knowledgeirsiar

WebQual.They were trying to apply “Rational Actionand e-government [8].
Theory”, and therefore applied IT in “Technology
Adoption Model”. The 12 dimensions which are spedif

by Lvyakvnv et al (2000) are :1.the accordance of
information with the duty, 2.interactionality, 3u$t,
4.responsiveness, 5.Design, 6.direct perceptibifityisual
absorption, 8.tobe innovative, 9.sensational aligorp
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Fig.1. The simplified model of electronic service
quality[8]

VII. METHODOLOGY

Concerning the purpose, this search is an applied
research, on the other hand, considering the medfod
data collection, it is a descriptive research. Stadistical
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population in this research is the students of Azad Tangible Factors 3
University, which is determined by the followingifoula :

zl,p(1-P)

fl =

&

The sample was 384 persons and the sampling frem tH personal Privacy
students has bend done randomly.

VII. RESEARCH RESULTS

Table 1: descriptive information, related to the
demographical findings of the sample members

Frequency Frequency Percentage
Education

Associate 37 9.6
Bachelor 309 80.3
Master 25 6.5
Ph.D And Above 14 3.6
Gender

Male 210 54.5
Female 175 46
Age

Below 20 Years 51 13.3
20-25 Years 285 74.1
26-30 Years 41 10.6
31-40 Years 7 1.8
41-50 Years 1 0.3
Familiarity Degree

Very Much 57 14.8
Much 94 24.4
Average 43.1 166
Low 43 11.2
Very Low 25 6.5
Using Degree

Very Much 54 14
Much 84 21.8
Average 44 .4 171
Low 11.7 45
Very Low 8.1 31

As it is shown in figure 1, in the sample, mosttioé
people have bachelor, and they are in the age rainge-

25, the familiarity degree with the electronic seeg is

average and its use is average too.

The data collection in this research is, questioerend

therefore, a researcher-made questionnaire hasuseeln

The

electronic

service

quality measurement
guestionnaire This questionnaire has been questidde
dimensions of electronic service quality. The numbg
questions are 43 and Likert Scale has been used

measure the variables of the conceptual model.
Table 2: Number of variables and the result of itriéty

test of the variables

Variable No. of Credibility
Variables Result
Efficiency 6 0.63
Accordance 3 0.35
Information Quality 3 0.50

0.53
Visual Quality of 6 0.70
The Website
Trustworthiness 5 0.56
Security 5 0.56
3 0.53
Responsive 3 0.63
Communication 3 0.59
Service Variety 3 0.65
Total 43 0.88

The credibility coefficient in the recent reseaisi0.81
which is more than 0.6 and it is acceptable.

For collecting data, 390 questionnaires were tisted
among the student of the university.384 questigesai
were returned and have been analyzed statistibgli®ne
Sample T-Test and the ranking Freidman’s Test lySP
To investigate the validity of the measurement ,tool
external validity and content validity have beemlagl.

At least, each questionnaire should have exteralidity,

and by considering the comments of the profesdbes,
content validity is verified too [9].Therefore the
considered questionnaire for the research, basethen
technical comments of the research group, has had
validity. It is noteworthy that the span of resdaravas
from, September 2012 to June 2014.

VIII. LITERATURE REVIEW

The results of Zahdi and Biniaz (2011) study altbet
electronic service quality measurement in the Igam
Republic of Iran Railway,showed that the satistactof
the users from the applicability, and then inforioat
quality and at last from the services interactisraigreat
deal, and in fact the users have a less satisfafrition the
services interaction in comparison to the other two
dimensions [10]. The study of Beykzadeh et al (3011
showed that there is a significant meaning betwien
electronic service quality and its dimensions, witte
electronic satisfaction of the university students.
Moreover, in investigating the priority of serviggality
dimensions, from the students’ point of view, the
dependability dimension has had the most prionity &ne
dimensions of efficiency, personal secret keeping,
responsiveness, order procurement, compensation and
communication are place in the next order, respelgti
The results, also revealed that the average otrefec
service quality and the electronic satisfaction tbe
students is lower than the average[8]. Mohammad
pourzarandi and Najafi (2011), showed in their aecle
tHat the electronic bank customers have satisfactind
also the bank customers were satisfied from the ATM
Additionally, the customers had satisfaction fro@3and
Internet banking. The carried out tests about tradity of
the electronic banking services quality, revealeat the
quality of customers’ knowledge and POS servicaesys
integrity dimensions, because of ease of access, ar
verified too and the trustworthiness quality to POS
dimension neither verified nor rejected (the resasnof

Copyright © 2014 1JEIR, All right reserved
611



International Journal of Engineering Innovation & R esearch
Volume 3, Issue 5, ISSN: 2277 — 5668

the respondents were equal ) [2]. Hosseni et al@Pih quality on loyalty to service providing[16]. YooR2q10)
their study got to this point that by increaseha tredit of showed that design, speed, security, informationmtert
Tejarat Bank, bank responsiveness, sympathy bettteen and customer supporting services have a meanieffadt
bank tellers and the bank customers, and bank cgervion the customer’s satisfaction, in the groups ‘hitjh or
quality, the satisfaction of the customers wereadased. low experiences, but the ease of application, hasan
Santouridis and Trivellas (2010),in a researchtledtithe meaningful effect on the customer’s satisfactiobath of
understanding of service quality effect and theamsrs’ the groups. Also, the results mention the effect of
satisfaction on customers’ loyalty in cell phondustry in  experience levels of the customers, which shows ttiea
Greece, found that the customer services, priagctstre  effect of security, design, speed and informationtent
and accounting and management systems, are them®mon the customer’s satisfaction on the groups winate
f service quality, which have positive and meanihgf higher experiences is more meaningful, while tHectfof
impact on customers’ satisfaction. In the aforenometd customer supporting services on the customer’s
research also, the intermediary role of customersatisfaction in the less experienced groups wereemo
satisfaction on service quality and its relatiorctstomer meaningful [17]. Alisi and Almahmoud (2009)has simow
loyalty is verified too[11] [6]. Sivadas & Baker&®witt ( that the principal predicting attitudes of custoimer
2000) found that the service quality has an immecthe satisfaction for the bank services in Kuwait hasrbe
attitude and satisfaction from the chain storeso al :service speed, cooperation, bank tellers coniohuand
satisfaction had an effect on the relationship betwre- the existence of self-banking. In overall,81 peta&the
buy and suggestions, but has not a direct effecthen nongovernmental bank customers in Kuwait had been
loyalty of the customers to the store. The expansiothe satisfied or completely satisfied from the theinkjd.8].
relative utility and absorbing the customers whggast Bloemer et al (1998) stated that there is a medming
the services and goods, are keys to loyalty tsthee. The relationship among the vision, service quality &mghlty.
results of four steps of Oliver loyalty (cognitive,Also, there is a positive and direct relationshigtween
emotional, intention and dynamic) have been appmtovébank vision and loyalty to bank. The perceived dyand
[12]. satisfaction have positive effect on loyalty. Visibas not
Kassim & Abdullah (2010) in a study entitled: tHféeet meaningful effect on loyalty. Vision by satisfacti@and
of the perceived quality dimensions on customegperceived service quality, has an indirect effeattbe
satisfaction, trust and loyalty in the adjustmerites loyalty of customer to bank. Also, the bank visioas a
commerce and intercultural analysis on the cust@memositive impact on the perceived service qualitypther
satisfaction, found a meaningful effect on the oco®rs’ words, vision has not a direct effect on the loyaltision
trust. The customer’'s satisfaction and trust had kas positive but indirect effect by the service liqguan
meaningful effect on loyalty by word-of-mouth matikg, loyalty. Quality has a positive but indirect effeby
although word-of-mouth marketing is for re-buyingsatisfaction on loyalty. Satisfaction has positivel direct
propensity. It is interesting that trust do not makchange effect on loyalty[19].
in the second. Except the effect of satisfactiontrmst, a. The Electronic Service Quality

there have not been any meaningful difference betwe -efficiency :Parasuraman et al (2005) ease and speed of
the effects of perceived service qualities on ftt®n, ayailability, and use of the website.

satisfaction on loyalty, and trust on loyalty amoti® _|nformation Quality:being appropriate, accurate and to
Qatari and Malaysian customers, moreover the ®Sul{aye complete information, and also to be up tedat
shown that the relationships in all over the mddele not simplicity of content and context of the present

been maintained for two cultural groups, since thgormation on the website page.

respondents have similar cultural backgrounds[B3]. et ~Trustworthiness: Sohn and Tadisina (2008),have

al (.2(.)08) ?fhown tha:]the websnelquaht_yfhag acdiwﬁ\éj defined trustworthiness as the capability to paréite in
positive efiect on the customer's satisfaction, & the accomplishment of the services correctly,

customer’s satisfaction has a direct and positieceon o rthiness and system failure.

thhe propensity to purchase. -AlthOUQh the websﬂaht;’w -Security: Cox and Dale (2001) have defined security as
as an effect on the propensity to purchase, tetomer’s . T i
safety and technical maintaining of network against

satisfaction meaningfully moderates this effect[14] . !
Kumar et al (2009) found that there is a meaningfur?aCkerS and swindlers. Also, Santos (2003) hamelbfi

difference between the expectation of the respaisdeamd s.ecuri.ty as ‘lack (.)f danger, risk or hesitationcgimiing
their perceptions. Among the four dimensions whéch financial nonse_cunty). along the service process, )
tested, tangibility had the least gap and availgiilad the -Personal . Privacy: Zthamet et al (2002) defined
most gap. The application of the dominance analysi%erson.al privacy as to be sure that the purchaseadahe
showed that merit and availability could contribtaethe user will no_t be' shared. R

decrease in the SERVQUAL gap, up to 76 percenT_Commgnlcatlon: the avalla_lblhty of he_Ip and
Banking sector needs more merit by responsiveneds &-00Peration by telephone or online representative.
fulfillment of customer’s trust, and providing easbank -Responsivenes®arasoraman et al (2005) has defined
facilities[15]. caruana (2002) stated that custosner'e@sponsiveness as following up the problems thrdhgh
satisfaction has a moderate role on the effecteofise Website, in a timely way.
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-Website desigrti and Suomi (2008) believe in order to- Electronic services responsiveness in Zahedamisl
absorb more customers to online purchase, the teebsi Azad University electronic services has agreeable
design show had the following characteristics :logd  quality.

speed, easy use of online transactions, organizedThe electronic services communication in Zahedan
appearance, user’s relationship, standard webngpiréind Islamic Azad University electronic services have
absorbing website. agreeable quality.

-Service varietiesun and Cai (2001) believe that one of The service variety in Zahedan Islamic Azad Ursity

the progress issues for electronic service progidinthe  electronic services has agreeable quality.

emphasis on extended marketing. Internet is noagingo 7O answer the first hypothesis and the minor
gather the customers but the goods which are prebém hypotheses, the 43 questions of the questionnaiee a
the customers are accomplishing it [20]. analyzed. o _

-Accordancethe accordance between the shown service SOme of the statistical indexes, related to Zahedan
on the website and the service which the customave !Slamic Azad University electronic services haveerbe
seen or received and promised to the customers. shown in table 3. _ o _
-Tangible factors the set of the issues and factors which Table 3: Some of the indexes of descriptive statisif

are relevant to physical environment, equipmertifes respondents in relation to electronic services.

and relevant electronic systems. Dimensions No.| Average Standard Average
Based on the conceptual framework of the reseaheh, Deviation | Index
hypothesis and their results and analysis are preddn _ Error

the following: Elec'gronlc 385 | 0793.2 0.049872 0.0254p
b. Hypothesis Results: Services

“H1: the dimensions of Zahedan Islamic Azad UnigrgEfficiency 385| 1173.7 | 0.069931 0.03564
electronic services have agreeable quality. Accordance 385 3153.8| 0.076220 0.03885
-H2: the priorities of the influential factors orhet Informa'uon 385 | 0923.2 | 0.089074 0.0454D
dimensions of Zahedan Islamic Azad University etatt Quah_ty

c. Minor Hypothesis Factors

The efficiency of Zahedan Islamic Azad UniversityVisual Quality| 385 | 0743.9 | 0.73198 | 0.0373[
electronic services have agreeable quality. Of Website .
- The accordance of Zahedan Islamic Azad Univerdityfustworthiness| 383 0643.0 0.70771  0.03619

electronic services have agreeable quality. Security 385 3013.3| 0.71019] 0.03619
- The quality of Zahedan Islamic Azad UniversityPersonal 385 | 2973.2 | 0.78585| 0.0400p
electronic services information has agreeable tuali Privacy

- The tangible factors of Zahedan Islamic AzadResponsivenesg 385 93727 0.96176  0.04902
University electronic services have agreeable guali | Communication| 385 9162.2| 0.89855 0.045¢9

- Visual quality of Zahedan Islamic Azad UniversityService Variety | 385 9272.9] 0.92187 0.04698
electronic services have agreeable quality.

- Trustworthiness of the tangible factors of Zaheda As it is shown in table 3,the average of the etettr
Islamic Azad University electronic services haveservices dimensions of Zahedan Islamic Azad Uniters
agreeable quality. electronic services, except in four cases (tandiddtors,

- The electronic security of Zahedan Islamic Azadesponsiveness, communication and electronic svic
University electronic services have agreeable tyali  variety )is more than the average of comparisoruate

- Personal privacy of the tangible factors of Zared questions (3).

Islamic Azad University electronic services have
agreeable quality.

Table 4: One sample t-test for the comparison efaye about the efficiency of electronic services

Test Value = 3
factors T Df Meaningful| The Difference| Confidence Distance 95, For The
Level Of Averages Differences
Upper Limit Lower Limit
Trustworthiness of the 77.51 384 0.077 0.06403 -0.0069 0.1349
e-services
e-service security 32.48 384 0.000 0.30130 0.2301 3725
e-service personal privacy 42.07 384 0.000Q 0.29719 0.2184 0.3759
e-service responsiveness -27.21 384 0.204 -0.06234  -0.1587 0.0340
e-service communication -82.91 384 0.068 -0.08377 0.1738 0.0063
e-service variety -53.41 384 0.126 -0.07208 -0.1645 0.0203
e-service 11.53 384 0.002 0.07918 0.0292 0.1297
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In order to investigate the issue if the differemoeong trustworthiness, security, personal privacy,
the averages are statistically meaningful or not,.Osie responsiveness, communication and service variene w
Sample T-Test has been used for the comparisoheof tinvestigated and analyzed. The results revealet ttiea
averages, the results are shown in table 4. quality of the electron services which are providegd

As it is shown in table 4, there is a meaningfuZahedan Islamic Azad University overall agreeale a
relationship between the average of sample scorései the students who are participated in this resewaectied
guestions about electronic services and statistiss (3), the agreeability of the electronic service quallty.other
(attention should be paid to the significance IglfeB84 words, there is a meaningful difference between the
and t ) and the average of the yielded score frben tsample scores average in the questions about aiéctr
responses of the students is meaningfully more than services and the statistics test (3),it means tiecage of
average of question scores (except in the facttasgible the questionnaire scores, and moreover the avaewe
factors, responsiveness, communication and e-gervibased on the responses of the students are mealhingf
variety). Therefore, the respondents are evaludated more than the average scores of the questions(eixcte
electronic service quality of Zahedan Islamic Azadactors : tangible factors, responsiveness, comaation
University as having agreeable quality (except I t and e-service variety). Therefore, the respondemts
factors :tangible factors, responsiveness, commatioic evaluated the electronic service quality of Zahddéamic
and e-service variety, which the quality of ZahedaAzad University as having agreeable quality (exdéefhe
Islamic Azad University was lower than the agreeablfactors :tangible factors, responsiveness, comnatinic
level ). and e-service variety, which the quality of Zahedan
- Also the investigation of the second main hypsthe Islamic Azad University was lower than the agreeabl
which is about the effective factors on the qualityevel ).The results of the Friedman’'s Test revealeat
dimensions of electronic service quality in Zahedaaccordance, security, personal privacy and eff@iegmave
Islamic Azad University are not equal, Freidmanassil higher average, respectively, in comparison to rothe

was applied. The results are shown in tables S5and variables, and the tangible factors, communicatsenyice
Table 5: Friedman’s Test ranking results for treeesice  variety and responsiveness have the least average
dimensions respectively in comparison to other variables. Téwults
Variables Ranking Averages of this research are verifying Zahedi and Biniya@1(1),
Accordance 7.16 Beykzade et al (2011), Hosseini et al (2010), Sadds,
Security 6.94 Trivellas (2010)Sivadas and Baker-Prewitt (2000gs$im
Personal Privacy 6.80 and Abdullah (2010), Bai, Law, Wen (2008) and Yon
Efficiency 6.24 (2010).
Information Quality 6.04 The results of the present research revealed thst of
Visual Quality 6 the provided electronic services by Zahedan Islafziad
Trustworthiness 572 University by the respondents are agreeable ané than
Responsiveness 5 5o the average but it does_not mean to b_e faultlesi_;itajoes
Service Variety 544 not show that the quality of the provided serwdesr_mt
Communication 533 need to be upgraded. Because from the respondeoity’
. : of view the tangible factors, communication, sesvic
Tangible Factors 4.81

variety and responsiveness have had a lower therage
quality. Therefore, the quality of electronic seps in the

Table 6: Freidman’s Test meaningfulness results organization needs to be improved especially infiglds

No. 385 which have not appropriate quality such as :tamgibl
Que-square 195.454 factors, = communication,  service  variety, and
df_ — 10 responsiveness.

Significance level 0.000 Since the admission of the students in this uniers

always increasing, and on the other hand the resthat

As it could be seen the Signiﬁcance level is lotam 5 this university could gain by the satisfaction dfet
percent, so the priority of influential factors the quality students, could increase the financial resourceshisft
of electronic service quality for Zahedan Islamizadl  organization and reinforce it , therefore the uggrg of

University is not the same. the electronic services is completely to the paimd could
absorb the satisfaction of the students and inereatsthe
IX. CONCLUSION AND SUGGESTIONS number of this university students by word of mou@m

the other hand, since most of the students ofuthigersity
The present study was investigated and measured #re youngsters who are studying at the bachelel,lend
quality of the electronic services in Zahedan IstaArad could be familiar with IT and communication
University, The dimensions of electronic serviceliy technologies, and the master and doctoral studerttss
for Zahedan Islamic Azad University, in elevenuniversity need the electronic services for accashpig
dimensions, including efficiency, accordance, infation their researches, the upgrading of such services ar
quality, tangible factors, visual quality of the he#e, accentuated.
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Therefore the managers of the university by comside
the financial and psychological issues could improive
electronic services of Zahedan Islamic Azad Unitensp (14
to good and very good levels, it means the upperame
levels and involve the relevant units.

The future researchers who are eager to investigate [17]
this field could investigate the other dimensiohgjuality
such as availability, the content of the websitke t [18]
electronic service providing format, the degrebeihg up
to date, etc. also the impact of electron servigaities on
the satisfaction and loyalty o the users and theerot g
groups such as the professors, employees of thensity
even the other organizations in the governmental an
private sectors and different users in differerg ggoups,
or the impact of gender on the attitude to usetelac
services and then measure the satisfaction of them.

(20]
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