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An Empirical Study on the Influence of Web site’s Quality Assessment
of Entrepreneurial Company to Customer’s Satisfaction and Purchase
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Abstract Because the increased number of Internet users and the common use of IT technology via the expansion
of domestic IT infrastructure have increased the web site use of companies, Internet users have begun to experience
a range of online websites. In a digital environment, entrepreneurial companies who have limited resources will
require effective management by analyzing the critical factors of the website quality assessment and focusing their
resources to seize the market because the website quality built in the company directly affects the satisfaction and
purchase activity of the customers.

In this study, a total of 523 surveys from the customers visiting online websites of the entrepreneurial companies were
collected to analyze the factors between the influencing factors and satisfaction and purchase intention using the
ServQual method in the AMOS 18.0 program. This analysis showed that the customers visiting the website are
satistied with the factors of tangibility, reliability and responsiveness of visited websites, and the factor of community,
which indicates that the level of customer activity in the web sites is related significantly to the customers’ purchase
intentions.
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[Table 1] Distribution of Respondents’ Background [Table 3] Confirmatory Factor Analysis Result of
Characteristics Variables with Factors
Category ng:‘: of Ratio (%) Spec. Estimate SE SMC
s Nl 5 1 R1 9718 3R 5
Female 214 579 Reliability R2 1,001 187 620
Experience under 5 years 59 159 R3 1.000 774 59
to use 5-10years 189 51.4 R4 934 132 536
Internet more than 10 years 121 327 Al 1.089 741 549
Assurance A2 1.039 47 558
Ave'rage under 1 hour 7 192 3 1000 o 1%
I‘izlrlyet 1- 3 hours 205 556 T1 1.064 e 579
ntern
. - T2 1.063 57 573
Usage Ti more than 3 hours 93 252 Tangibili
sage Time Tangibility 7 29 714 500
Experience Yes 307 83.2 T4 1.000 25 526
to purchases ~ S | Ressonsive |_Resk 970 304 647
on Online 0 0 68 PONE [ TRes2| 1000 88 719
Res3 950 783 613
El 789 679 461
4.3 92os _5_&,7;. | 2 7S Empathy | E2 9% 767 5%
} ) 3 E3 1.000 77 59
H AMOS 180 %74]2&1% o7 FzuAgAny Community | C2 1,039 854 729
_ C3 1.000 180 608
i o A}a 3] HE
(Structural Equation Model) & AF&-313t. 4+ 71 E 3] 11% 3 T
S AFs)o Aol AWML ] ddAdA T A A Satisfaction | S2 1178 817 668
- - . S3 1.000 47 568
& A%57] 814 Table 29 o] 14 2314 R v o
(CFA: Confirmatory Factor Analysis) 2 A5}tk 2 l;izif‘;f PI2 1403 908 82
wo Agws A48y a4 x4 GFL AGFL CF, L A 518 120

NFL, RMR, RMSEA#E-E AH&-atsitth. @At &4

S 9% A4 2wl Avw §34, F4, A
4, ST, B, ARVE Bl Aol Muls F
A3 I, o] BE AR5 97 1EA
o FEsto] AR 7h A0 Fekrlo] P
4 wPRA ALgehect

[Table 2] Model Fit Measures via Confirmatory Factor
Analysis

Spec. Item | x* | GFI |AGFI| CFI | NFI | RMR |[RMSEA

Website

Service 26 (2378 909 | 877 | 947 | 913 | 074 | .061

Quality

Table 3& SARFY APew 2 A9 MFEY
ST} AT E dridt AgseAE vede
SMC(Squared Multiple Correlation)zke] 25 0.40]4+0.
= Yehy s SRl Jides & Agsta itk

T bR,

2=630.554, x%/DF=2.293, GFI=0.882, AGFI=0.850, CFI=
0.939, NFI=0.897, IFI=0.939, RMR=0.076, RMSEA= 0.0%
2 yehgth B A9 GFL AGFIVF 228 A e s}r]
Aek AuHAQl AjE Ae] 71E9 0990 okgE mA]A]
A, HE F ATEo M= GFI®H AGFI=
FREEA o) 719138t ] YA (inconsistencies) &2 213}
o s g F vk ol E HEEPOERH 2
frZ% CFl(Comparative Fit Index)& HAX3tL Ut}
(Song, 2009). & AT-8] CFIgto] 093902 09 o]4ke]
7Lg EO]% 749_§ p_o]. B 01—?- 63/] x%sh;_‘]: _/':%

7Fsek FEolgta AU = 9l
YArFo)E 9] Au] 2 FAT ThEo] Al distrHd S
Lﬁj]i‘ﬂ 7}“1«] Q*é% ARAT} e fod o
2 <t
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