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Online servicescapes, trust, and purchase intentions

*

dils a2z 7 5l gemd LS

ot ased Lol (s 1B) 39 nd b o ok a7 e gt 51,

ld (S Loty (e

aiye Ol g5l oKy 3



http://iranarze.ir/Online+servicescapes+trust+purchase+intentions

E-servicescape, trust, and purchase intentions: a
conceptual model

Baker (1987) proposes that the physical environment of
services are gauged by consumers in relation to ambient,
design, and social factors (a conceptualization empirically
evaluated subsequently in a number of studies, see for
example Baker ez al., 2002). In contrast, Bitner (1992) coins
the term “servicescape” and presents a conception of
servicescape as comprising ambient conditions, layout and
functionality, and signs, symbols, and artifacts. Later studies
have adapted this conceptualization to various offline
contexts, an interesting example being the work of
Wakefield and Blodgett (1996) that focuses on the
servicescape of leisure service settings.

Nevertheless, while advances have been made in
conceptualizing and understanding offline servicescapes, the
online context has been comparatively neglected (see
Koernig, 2003). Wolfinbarger and Gilly (2001) use focus
groups to uncover four dimensions along which consumers
evaluate web sites (convenience, selection, informativeness,
and lack of sociality). In contrast, Szymanski and Hise (2000)
find significant links between convenience, merchandising,
site design, financial security, and e-satisfaction. Similarly,
Zeithaml er al. (2002) argue that online service quality
includes efficiency, fulfillment, and privacy dimensions.
Further, Srinivasan er al. (2002) forward a framework of the
antecedents to e-loyalty comprising customization, contact
interactivity, cultivation, care, community, choice,
convenience, and character dimensions. However, while
such studies of online service have contributed useful
insights into the aspects of online service that are linked
with performance outcomes (such as satisfaction, service
quality, and loyalty), insights into the nature and dynamics of
online service settings (e-servicescape) are typically
indirect and often secondary to the central focus of the

studies. In this way, scholars have failed to focus directly on
the e-servicescape construct.
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