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Abstract
The purpose of this research study is to create comparative evaluation model to compare eTail firms across several eTail service qual-
ity dimensions. This research paper employs Analytical Hierarchy Process (AHP) for analysing decision problem into several stages 
which include objective, criteria and the alternatives to evaluate eTail service organizations. Non-probabilistic method of sampling was 
used to collect the responses. This study validated the formal e-Tailing quality scale eTailQ, with an alteration which resulted into its 
suitability in the Indian context. After validating the scale, four variables were taken for pair-wise comparison, namely website design, 
fulfilment/ reliability, security/ privacy and customer services. Results of this study imparts a better understanding of consumer prefer-
ences among different eTail service quality dimensions. This research would be helpful to practitioners in eTail industry to measure 
the quality of their services in comparison to their competitors. Since many eTail organizations have attained scale and volumes but 
are struggling to reach at sustainable stage, this research may be helpful to bring those organizations at sustainability by knowing which 
factor should be given more focus. The analysis of best alternative with given criteria by deploying AHP technique is first-ever done 
on e-Tail scale in India.
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Introduction

The technological innovation has transformed the ways of 
doing business in India, irrespective of their formats. In 
addition to that, many organizations find that connecting 
their businesses with the internet has become an imperative 
for them to reach the large audience. Retail sector in India 
is no more an exception when it comes to attaining advan-
tage of embedding its operation with internet. The embrace-
ment of retail and internet gave a new edge to whole retail 
sector in terms of reach, cost reduction and bringing up the 
efficiency. The competition in e-market is stiff and poses 
the challenges and opportunities as well (Reichheld & 
Schefter, 2000). Availability of high-tech tools of search 
engine at a comparatively low cost have given opportunity 
to eTailers to attract new customers as a result of which 
customers keep on changing online service providers 
(Chen & Hitt, 2002). Balabanis, Reynolds, and Simintiras 
(2006) in their study about e-store loyalty suggested  
that loyal/repeated customers shared almost one-half of 

eTailer’s sales. In such scenario, the quality of online  
services becomes a significant aspect for determining the 
customer satisfaction and their preference for eTailers. 
This brings an important aspect, the perception of consum-
ers for online service quality (Janda, Trocchia, & Gwinner, 
2002; Lee & Lin, 2005; Yang & Jun, 2002). In addition to 
that, the attributes such as loyalty, satisfaction, customer 
retention, perceived value and attitude towards the website 
play an important role in affecting the online service quality 
(Szymanski & Hise, 2000; Wolfinbarger & Gilly, 2003). 
According to Wong and Sohal (2003), better services to 
customers may attract greater market share which ulti-
mately translates into profit. Moreover, positive online 
shopping experience and accurate delivery process are 
influential aspects which determine the success of eTailers 
(Esper, Jensen, Turnipseed, & Burton, 2003; Klaus, 2013).

The concerning fact for eTail industry is to identify the 
factors which positively influence service quality of firms. 
The idea is to minimize this gap between companies’ efforts 
and customers’ expectations with involvement of newer 
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