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Implication and Scale Development of
Internet Sports Shopping Mall Service Quality(E-SSMSQ)
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Kyunghee University

The purpose of this study was (a)to clearly define the concept of service quality as it relates to the
online sports shopping mall, and (b)to develop and validate a psychometrically sound measurement scale,
(c)examine the relationship among service quality and shopping satisfaction and intention of recommendation
for marketing strategy internet sport shopping mall management. Following Churchill’s(1979) suggestions,
the author developed internet Sports Shopping Mall Service Quality(E-SSMSQ). For the development
E-SSMSQ (1)literature review, (2)focus group interview, (3)in-depth interviews (4)pilot test(n=97), (5)first
data collected(n=459), (6)Frequency analysis, descriptive analysis, exploratory factor analysis(EFA) and
reliability analysis for items evaluation, (7)confirmatory factor analysis(CFA) and correlation analysis for
scale validation, (8)CFA, correlation analysis and structural equation model(SEM) test for predictive
validity used second data collected(n=471). The current study conceptualized the service quality in the
context E-SSMSQ by incorporating interaction, efficiency, order processing, information, security, and design.
The authors also developed 20 items E-SSMSQ. The results of SEM support the psychometric property
of the scale. First, interaction, efficiency and order processing of E-SSMSQ had significantly influence on
internet shopping mall satisfaction. Interaction, efficiency, security, and design of E-SSMSQ had
significantly influence on internet shopping mall intention of recommendation.
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Table 1. Literature Review for Internet Service Quality

Numbers of Factors and content Authors
. . . Jun &
3 Service, Service product, & Online System Cai(2001)
Efficiency, Fulfillment, System Availability, Parasuraman et
and Privacy al.(2005)

Web site design, fulfillment/ reliability, Wolfinbarger &
privacy/security & customer service Gilly(2003)

Ease of Use, Aesthetic Design, Processing Yoo &
Speed & Security Donthu(2001)

Usability, Design, Information Quality, Barnes &
Service Interaction Quality & Empathy Vidgen(2002)

5
1L Trersei . .
Itﬁmthm,. farsaction, Design, Communications Lee(2002)
& Security
Efficiency, Delivery, Privacy, Speed, Boshoff{2007)

System Availability & Reliability

Reliability, Responsiveness, Competence,  Yang et
Ease of Use, Security & Product Portfolio.  al.(2004)

Reactivity, Aesthetics, Responsibility information, Jang et

Security, Reliability, Interaction, al.(2012)
gation, Design, 1 al.(2004)

& Customization

Efficiency, Reliability, Fulfillment, Privacy, Zeithaml et
Responsiveness, Compensation and Contact  al.(2002)

1

Ease of Use, Privacy, Design, Information,

Accuracy, Functionality, Order Condition,  Collier &

Tinreliness, Order Accuracy, Interactive Faimess, Bienstock(2006)
1 Outcome Faimess & Procedural Faimess

Ease of Use, Appearance, Linkage, Structure,
Layout, Content, Reliability, Effciency, Suppart, Santos(2003)
Commumication, Security and Incentives
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Infonational fit-totask, Tailored Communicatiors,
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2 Tntuitive Operations, Visual Appeal, Tnnovativeness,
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Loiacono et
al.(2000)
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Performance, Features, Structure, Aesthetics,
Reliability, Storage Capacity, Serviceability,

5 Security and System Integrity, Trust, Madu &
Responsiveness, Product differentiation and  Madu(2002)
customization, Web Store Policies, Reputation,

Assurance and Fmpathy.
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Table 2. Demographic Characteristic for Data

Variable Classification N %

Gender Male 250 54.5

Female 209 45.5

Teenage 59 12.9

Age The Twenties 234 51.0

The Thirties 138 30.1

Over the Age of 40 28 6.1

Under the Two Million 48 10.5

Monthly Three Million 58 12.6

Family Four Million 130 28.3

Income Five Million 93 20.3

(Won) Six Million 54 118

Over the Seven Million 76 16.6

1-4 156 34.0

e_“;}?gﬁ;'iﬁg 59 196 47

Visits 10-14 51 11.1

Over the 15 56 12.2

10,000-49,999 261 56.9

Monthly 50,000-99,999 69 15.0

Average 100,000-149,999 67 14.6

Purchase 150,000-199,999 31 6.8

Price 200,000-249,999 8 1.7

(Won) 250,000-299,999 8 1.7

Over the 300,000 15 33

Total 459 100.0
291 AAA (factor loading) 7k .5 o3¢l E&ER
fesgon, o FgaN LAHAA7 5 o5l o
A 189S ARG 29S AA B F 2189
BE SAA ARAe ANG An vA Bae
78.927%% Yo (Table 3), ol uwtet M

[¢]
FolA AN ZH 2l et g3 FHsIG
(Hair et al., 2006: Nunnally & Bernstein, 1994).
T3k AP B42 98ke] Cronbach's ¢ AlFE o83t
AS A3 7 9912 855004 Aol 9112 Yeht
Wdo] gEEIM T & 4 Yt (Nunnally, 1978).
A 8248 AT, 2AE 14

first-order factor model)3} 22} £

N

i)
ol‘ﬂ

|

A o

= >
O_u 0

1_
@)

iuf
dlo m
HU

a9l =g

—~

d (second order factor model)®] ¥lnE &l 71
A3k mdl S deeth WA 14 99 Bdo) A3
TE M3 43 X*=605.137(df=174, p=.000),
X?/df=3.478, CFI= .937, GFI+ .842, NFI= .915,
IFI= .938, TLI= .925, SRMR< .076, RMR<
.068, RMSEAE 0742 Jeh} X*/df 3 GFIgh=
Aefet o] At Aoz Yeoy B A5t
A% el AL 7hobe] BT} 2o mElo] Fure o4
A4 (modification indices: M) E HAESf] 1+
&S A9 tH(Netemeyer et al., 2003).
webd 13k 991 rdo] FFE Adles X2=451.221
(df=155, p=.000), X*/df=2.911, CFI& .955,
GFI= .907, NFI+= .933, IFI= .955, TLI+= .945,
SRMR< .053, RMR<2 .049, RMSEAE .065% Y
e Bd 2 e thees
22k 891 Bdo] AR BAstuAt 13 991 2l
& AAlste] AT B4 23
99l mdlo] A= X2=526.698 (df=164, p=.000),
X?/df= 3.212, CFI¥ .945, GFI+ .889, NFI&
922, IFI= .936, TLI= .936, SRMR< .069,
RMRZ .063, RMSEAE .069% YERStKTable 4).
o3z o] 12k 821 BdlF} 23 99l Bdo| A3}
T Xg7t 5 Agtsle g T 299 chi-square H 2
EE o&stqd F Fd9 T4 AZ(invariance
test), & Chi-square difference testE 253t}
B 12 90 Bdo] 23 90l B RT} EAA 0
2 9 F2 702 Yegon(4X*=52.186, df=9,
p(.001), e 4 9A 12 29 2do] A3
7F =4 vehd I8l 232 S E Mu|AFA S 14}
89 2do] ¢ Age AE & F UrKFig 2).
THA: Ao et fRA H7t 6AdA YEhd
ARAY 12 891 2dlo] 22 891 Bdl Kt} A gaA
Vel 12 91 2dd digt JFEtdAd s 58] 9
ato] 29l AR, FH A, Jd A= Z(construct
reliability: CR) 9} Ht2 244 (average variance
extracted: AVE)E w43t tTable 5). 821 24|
#e BE ﬂio] 5ol (H4 504004 Hf .924),
9 AFEE 83744 9352 UEehga EiFEA
= .63201]/‘1 8277 Yehg BE oA 3] FE
ol AsH At
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Table 3. Mean, Stand Deviation, Factor Loading, Eigenvalue and Cronbach’s alpha

Development Scale for Internet Sport Shopping Mall(E-SSM) and EFA  Eigenvalue Alpha

F .D. . .
actors Internet Sport Shopping Mall Service Quality(E-SSMSQ) loading (Variance %) (@)
Communication for consumer to consumer in the E-SSM 324 1124 913
Telephone counseling and chat are going smoothly in the E-SSM 336 1.075 .89 3.020
Interaction ) .889
Service employee are friendly in the E-SSM 339 1.065 .861 (14.381)
Promptness of reactions to requests to consumer** 381 947 552
This E-SSM enables me to get on to it quickly time 371 948 837
This E-SSM is very easy to use 376 966 821 2.902
Efficiency : .886
This E-SSM is simple to use 402 889 710 (13818
This E-SSM makes it easy to find what I need 3.61 983 .679
This E-SSM gets orders correct 432 848 845
Order This E-SSM gets return correct 423 904 828 2876 655
Processing This E-SSM can easily check your order history and clear 447 813 802 (13695
This E-SSM gets orders to delivery correct 404 811 .584
This E-SSM has persuasive information of the products 434 812 854
. . . . 2.718
Information This E-SSM has most recent information of the products 443 780 .841 (12.944) .902
This E-SSM has accurate information of the products 425 826  .828
The E-SSM will not misuse my personal information 3.61 1.003 .853
The E-SSM does not share your personal information with others 3.67 1.070 .850 2613 911
Security (12.443)
I feel safe in my online transactions in the E-SSM 354 1.14 824
I felt the risk associated with online transactions is low(e.g., Hacker) *
This E-SSM looks professional design 279 1.146 .866
Design The layout of the internet shopping mall is attractive 3.07 1.176 .853 ( 12 1'464255) .863
This E-SSM design is well organized 333 1.057 .817

* Remove form the EFA(factor loading value below .5), **Remove form the CFA(the highest value MI)

Table 4. Compare to First-order Model, Second-order Model and Invariance Test Result

x?>=451.221(df=155, p=.000), x*/df=2.911, CFI=.955, GFI=.907, NFI=.933, IFI=.955,

First-Order Factors Model Fit TLI=945, SRMR=053, RMR=049, RMSEA=065

x?=526.69(df=164, p=.000), x*/df=3.212, CFI=.945, GFI=.889, NFI=.922, IFI=.936,

Second-Order Factors Model Fit TLI=936, SRMR=069, RMR=.063, RMSEA=069

Invariance Test Model 2 - Model 1: Chi-square Difference Test: 4x? =52.186, df=9, p<.001
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INT1L &2
INT2
INT3
EFF1 20

EFF2

Interaction

EFF3

EFF4

OP1 92

or3

OP4

INF1 20

INF2

INF3

SEC1

SEC2

SEC3

DES1 79

DES2

DES3

Order
Processing

Information

Security

Design

48

50

39

35

31

56|

x?=451.221;df = 155
X2/ df=2.911;p <.001

SRMR =.053
RMR=.049
RMSEA=.065

First-order Factors Model

Table 5. CFA for E-SSMSQ

INT1 2
91
INT2 Interaction
.84
INT3
EFF1 o
.8
EFF2
.73 Efficiency
EFF3

49

80

Order
Processing ~—
~

—
68 —
= E-SSMSQ
//
// 64
70
sec1 [V
B
Security 53
SEC2 He ecurity
SEC3
x?=1526.698; df= 164
I X%/ df=3.212;p <.001
- SRMR =.069
89 - RMR=.063
DES2 Design
P RMSEA =069
DES3

Second-order Factors Model

Fig. 2. Compare to First-order Model and Second-order Model

Table 6. Factor Correlations E-SSMSQ

INT EFF OP INF SEC DES

1 1

2 452%* 1

3 2064%  480%* 1

4 171%F 475%*  556%* 1

5 341%F 0 540%F  435%% 355%* 1

6 275%%  379%*  313%F*  246%*  303%* 1

Variable Items S.E. Error CR AVE

Interaction INT 1 924 185
(INT) INT 2 912 193 910 772

INT 3 .843 328

EFF 1 .901 168

Efficiency  EFF 2 .879 211
(EFF) EFF 3 732 .366 01 097

EFF 4 152 420

OP 1 918 113

Order

Processing Op 2 823 263 904 711

(OP) OP 3 .868 162

OP 4 .504 439

Information INF 1 .897 135
(INF) INF 2 .892 119 935 827

INF 3 .822 221

Security SEC 1 .870 244
(SEC) SEC 2 .908 .200 902 755

SEC 3 .862 312

Design DES 1 789 494
(DES) DES 2 .896 273 837 632

DES 3 787 425

2oz 3 g4 (discriminant validity) &
a7 9QlEe S-S A Stk aa
A Ak Table 6). T4 A3 7t 991¢] 4
A A ol A4 171904 A 5567H4] YERY
.85 09 E& ATUBAE HAFE 291 Qe AL
& 4 3 tH(Kline, 2005). mehA] o]24o 2 dHH
RS ASske v Tt sle ASE et Bt
ofet AVEF & 7F¢ A& ghol L6322 veht Fornell

M M of
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& Larcker (1981)7} #A|AIg F8A G2 AlF gk 2ok
AVEgZte] ¥ shdepd/de] lota st & o] A
HA AF F P 2 ol .309(=.556%) & YERY
olEH o= it MH|AFA 99 BAACE FE
7F S Ao R Ueyith

8EA!: M Az 48 7157 Hoh JiEE <UH

Y AXz2 438 ;\13]/\%7%1 _‘_\}‘__oﬂ EHJ' PSRN 7].1:/H

=

B9 AR S9E 14 ARSES FIR 2000

AgL o A¥X=AH 39 2508 FZAGH 3

4 250‘:&«] X}Eg l:} ]— 1’4— X]Q X}E%%EJ_
[

Holge 4715 on, 221 459 F8 ATFEATH
EHogE WAt 257TH(54.6%) 22 A% 2149
(45.4%) Br} %2 ¥ &2 Yehga 4% 30th7} 7}
2 vEE Uyt 53 4 7Pl 92 4007
(11178, 23.6%)7} 7 7 vebsion, 4 <IEyl
2¥z £9E WE AFe 5§4 103] w]re] 2347
(49.7%) 0.2 7} =7 Jeygn € ) v goz
5l mlko] 2127 (45.0%) &2 7H A Yehth.
T3 22k FHE FES AR 4T15E o] 43t )
a913 wE 8 FHEee #AE

#AY AP B AEY &

ﬂl

Sul & Su1(2008)9l Aol A
ATk AEAE e HAR1A awN T TR
2 o(structure equation modeling: SEM)<S E3t
7

b s dnwsle Azadon, e 2e A
A

A, 7H%§4 MulAEA 8919 Jé:— 2 FA oz
gt CFA Ax =239 AfP=& X*=870.983
(df=247, p=.000), X¥/df=3. 526 CFI& .916,
TLIE .898, SRMR< .060, RMRZ .053, RMSEA
£ .07322 Yehy vl A Aget 2302 YEpd)
E3F OR2 #H A& 8044 Hdl 9277M4 AVEE H4A
579904 Hd 810704 UEh &4 214 Ant
7F HQlol| tigk FFEbdAde] SEE UK Table 7).

Table 7. Result of CFA Total Variable

317

Variable Items S.E. Error CR AVE
INT 1 923 .168
INT INT 2 878 250 .900 751
INT 3 .819 343
EFF 1 .884 186
EFF EFF 2 .884 180 900 695
EFF 3 .644 362
EFF 4 761 394
OP 1 .893 137
op OP 2 817 229 908 4
OP 3 .867 143
OP 4 A55 A17
INF 1 .895 115
INF INF 2 .856 163 927 .810
INF 3 782 226
SEC 1 .841 262
SEC SEC 2 .887 187 .889 729
SEC 3 .801 346
DES 1 736 469
DES DES 2 .830 361 .804 579
DES 3 731 455
SAT 1 822 291
SAT SAT 2 .898 178 .867 .686
SAT 3 733 454
IOR IOR 1 913 130 . 01
IOR 2 708 438
Model — x*=870.983(df=247, p=000), x*df=3.526, CFI=916,

Fit

TLI=.898, SRMR=.060, RMR=053, RMSEA=.073

SAT: Satisfaction, IOR: Intention of Recommendation

.387(=

622%) B
B AZ4 8_0] o

TE]7]' H}\L_

f
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=
Y
rlr

o= YEyH.

2 98 AR
-4’\ 132914 Hdl 622744 e}
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ppA ke 2 e QIEYl AX2 £ E Au|AaF ol
ZH|Ape] Wk Ao v nx|e JgS Ay E Ay}
2] Ak X2=871.343(df=248, p=.000), X?/df=
3.513, CFI¥ .916, SRMR< .060, RMRS .053,
RMSEA® 07322 YesTh B8k AH|~E4 aQlo]
o] n|] = G AT EuA BY] ARAFE A
HE Az 4528(6=.396, t=10.173), ELH (L
=.210, t=4.400), FEAZ(£=.107, t=2.183) & W=
o fogt 4 nAE Ao w Yt geow 3
Aoz AZASFE AHE Ay J3EL(F=.099,
t=3.034), E24(F=.307, t=6.366), SFA( F=.152,
t=23.198), tAI(£=.170, t=3.519) L9& FH
o zol| fefet G X = A o2 YERITKTable 8).

o oXx

Table 8. Result of SEM for Predictive Validity

Path B SE. CR() p
INT = SAT 396 039 10173 .000
EFF = SAT 210 048 4400  .000
OP = SAT 107 049 2183 .029
INF = SAT 039 054 717 473
SEC = SAT 016 049 322 747
DES = SAT 039 049 795 426
INT = IOR 099 033 3034 002
EFF = IOR 307 048 6366  .000
OP = IOR 008 046 176 860
INF = IOR 092 052 1777 076
SEC = IOR 152 048 3198 001
DES = IOR 170 048 3519 .000

X=871.343(df=248, p=.000),
x¥/df=3.513, CFI=916, TLI=.899,

Model Fit SRMR=060, RMR=053,
RMSEA=073
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