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ABSTRACT 

 
One of newly coined terms in recent years is online shopping and consumers‟ online shopping behavior. Accessibility to internet has 

been rapidly increased in recent years and has affects consumer behavior in the way that old investigation of consumer behavior cannot 

justify the newly formed behavior. Therefore, several researches and studies have been done in recent years for investigation and analysis 
of online shopping behaviors of customers. The purpose of this study is to investigate the effect of websites service quality on their brand 

equity and the influence of brand equity on behavioral intention. The sample of this study was online shoppers who buy from one online 

shopping website in Iran (Chare.ir).Results show that website service quality has direct effect on its brand equity. Brand equity has direct 
effect on both perceived risk and customer value and finally, both perceived risk and customer value has direct positive effect on 

behavioral intention. Managerial implications and directions for future have been discussed in the conclusion section of the research. 
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INTRODUCTION 

 

Online retailing has attracted a great deal of 

attention in recent years due to its potential and 

implications for both buyers and sellers. From the 

retailer‟s perspective, online commerce as a way of 

doing business offers a number of advantages. With 

consumers‟ premium emphasis on efficient use of 

time and their declining interest in traditional 

shopping formats, combined with technology 

improvements that provide greater convenience and 

more information than traditional retailing, more 

retailers are considering the online as a way of doing 

business. From the consumer point of view, online 

shopping offers convenience (temporal and spatial), 

value (through price comparison opportunity), and 

hedonic consumption possibilities. „„With online 

retailing, constraints of time and space disappear‟‟ 

making it a desirable commercial medium for 

consumers and retailers alike.  

The Internet has significantly affected many 

domains of human interaction in the 21st century. It 

has established completely new conventions in how 

people share information; and this, in turn has 

created completely new business behaviors. Despite 

the recent global depression, in which Taiwan‟s 

retailing has suffered negative growth for an almost 

unprecedented three months in a row, online 

shopping appears to be on the rise.  The reason for 

this seems to be that consumers under economic 

depression circumstances generally cut back on 

traditional “brick-and-mortar” shopping, but their 

consumption related needs remain. And, with 24-

hour shopping, to-your-door delivery, and the same 

discount structures and payment plans that the 

department stores offer, shoppers go online instead. 

Despite all the work in the world, in developing 

countries specially Iran, investigation of online 

shopping and particularly, behavioral dimension of 

online shopping is very limited. This lack could be 

partly be due to less use of online shopping in 

developing countries in comparison with more 

developed countries like U.S or European countries. 

In the other hand, by looking to statistics, it is clear 

that internet has been increasingly spread in 

developing countries which makes internet 

penetration coefficient to reach about 65% in 2013. 

Therefore, statistics is the evidence of a dramatic 

increase in internet use which could eventually lead 

to increase in online shopping.  

The rest of the paper is structured in 4 sections. 

At the next section, literature review will be 

discussed and prior studies in the realm of online 

shopping will be fully reviewed. The third section is 

about methodology and it is followed by analysis of 

results. After analyzing the results, conclusion and 

managerial implications along with directions for 

future studies will be presented.  

 

Literature review: 

 

E-Service Quality: 

 

Zeithamal, Parasuraman & Malhotra [29] were 

the first to propose the formal definition for E-

service Quality, or E-SQ, by which e-service quality 

can be deemed as how well a website facilitates 
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effective and benefiting purchase and delivery of 

products or services.  It can be observed from such 

definition that the meaning of service is general and 

includes both before-hand and after e-services.  And 

it is clear from above literature review that traditional 

service quality refers to all customer-firm contacts 

and processes that are not based on the internet [30], 

while given that the e-commerce is getting more 

prevalent, the factor of the success of e-shops is no 

longer the websites offering at low prices or the 

websites‟ existence, but rather the customer loyalty 

and willingness to repurchase that should have been 

established by the excellent service quality conveyed 

by the websites.  

 

Website Brand Equity: 

 

Farquhar believed that brand equity is the added 

value a brand endows to the products, and brand 

equity, if in consumers‟ perspective, comes from the 

increase of intensity of attitude when a consumer 

uses such brand, where attitude means an 

individual‟s association with brand evaluation on a 

physical product in his memory, and intensity of 

attitude is the major decisive factor of the purchasing 

behavior. Aaker [1] thought that brand equity can be 

defined as a brand‟s equity and liability combined, 

and that brand equity associated with the brand name 

and symbol and existed outside of a product or 

service‟s own value yet was able to provide values to 

the consumers and the firm.  And the assets that form 

the basis of brand equity can be divided into brand 

loyalty, brand profile, perceived quality, brand 

association and other assets such as patents and 

trademarks. Keller  provided the CBBE model, and 

argued that the power of brand lies in what customers 

have learned, felt, seen, and heard about the brand as 

a result of their experiences over time.  Hence, he 

defined customer-based brand equity as the 

differential effect that brand knowledge has on 

consumer response to the marketing of that brand, 

and argued the three key ingredients to brand are by 

this definition: (1) “differential effect,” (2) “brand 

knowledge,” and (3) “customer response to 

marketing.” On the internet, a website name is a 

brand name; hence “brand equity” in the cyber 

environment is “website brand equity” and can be 

defined as “the combined assets and liabilities 

linking to a website brand and logo, that can increase 

or decrease the values of the merchandise or services 

toward such website or consumers”.  

 

Perceived Risk: 

 

Bauer [5] first proposed the concept of 

perceived risk in the contents of consumer behavior; 

regarding perceived risk, he (1960) thought that the 

consumers being unable to predict accurately the 

results of their buying actions, their behaviors 

involve risks. In other word, no consumer behavior 

can produce anticipated results that are certain, and at 

least some of these results may be unpleasant.  

Following his research and being the first to 

specifically describe and disambiguate perceived risk 

was Cox [7]. Cox [7] believed that in each buying 

action, a consumer has his/her object of purchase, 

and when he/she is unable to decide which purchase 

best satisfies his/her object or fails to achieve the 

anticipated object after the purchase, adverse results 

may be caused, which is perceived risk.  

Stone and Gronhaug and Sweeney et al. used the 

definition by Peter and Ryan [20] to define perceived 

risk as a “subjective anticipated loss” in their 

research in perceived risk of products. In the scope of 

e-shopping, Forsythe & Shi [9], Lim [16] and Tao & 

Yeong defined the risk perceived in e-shopping as 

the anticipated loss an e-shopper subjectively 

perceives in order to pursue his/her desired results 

when deliberating on a particular e-shopping 

decision, i.e., as the possibility of loss occurring.  

 

Customer Value: 

 

Past research has conceptualized value as simply 

a tradeoff between quality and price [4], though a 

number of recent researchers argue that value is more 

complex, that other dimensions of value should be 

considered. In the past, product/brand attitude has 

historically been treated as one-dimensional [19]. 

During the 1980s, there were substantial discussions 

concerning the experiential and symbolic aspects of 

products. Hirschman and Holbrook advocated the 

experiential aspect of human consumption, in which 

emotions and feelings of enjoyment or pleasure are 

key components, and contrasted information-

processing (similar to utilitarian) and experiential 

(similar to hedonic) views of consumer behavior. 

More recently, however, researchers have focused on 

two major dimensions of product relevance, and have 

attempted to measure these “hedonic” and 

“utilitarian” aspects of products [2,26]. Viewed 

broadly, these two aspects of hedonic and utilitarian 

values correspond to the archetypal constructs of 

emotion and reason wherein goods/services 

possessing hedonic value key to experientially driven 

consumption, fun, pleasure, and excitement, and 

goods/services possessing utilitarian value are 

primarily instrumental and functional [8].  

However, among the research related to e-

shopping, the hedonic and utilitarian shopping 

motives and values began to be taken seriously and 

widely investigated as well [5]. It becomes clear 

from the definition for customer value by related 

documents that both traditional customer value and 

online customer value include both hedonic and 

utilitarian values. Traditional customer value 

emphasizes the tradeoff between the quality or 

benefits customers obtain and the time, search and 

mental efforts they pay (monetary and non-monetary 

values) when they assesses the effects of an activity 
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or a product; online customer value is the benefits 

customers obtain from the total gain deducted by 

total costs via e-transactions. But, as online customer 

value obtains products and services through online 

channels and build correspondences with customers 

by information technology, it would take more 

serious, than traditional transactions, of the issues 

related to online information technology, such as 

ease of use, privacy weighed, security of transaction, 

interaction and credit so as to increase the customer 

values.  

 Therefore, two value dimensions are adopted in 

this study: utilitarian value and hedonic value. 

 

Behavioral Intention: 

 

Behavioral intention means one‟s inclination to 

take action when he/she judges subjectively his 

future; it can be used to predict people‟s behaviors. 

Fishbein and Ajzen believed that behavioral intention 

is an individual‟s inclination of action in which 

he/she wants to conduct a certain behavior, which 

means the expression of certain extent of whether to 

conduct certain behavior, that results from the 

decision process in choosing a behavior, and that 

behavioral intention is a necessary process of any 

behavior; it is a decision prior to the manifest of the 

behavior. In the definition by Zeithamal et al. for 

behavioral intention: “customers come out with 

many changes in behavioral intention after they have 

perceived and assessed the services, such changes 

having positive and negative effects on the shops, of 

which the positive effects include: recommendation 

to others, customer loyalty arising and willingness to 

buy again; the negative effects include customer 

complaints and customers turning to other shops or 

brands”.  Blackwell et al. pointed out that though 

behavioral intention is changeable and it is 

impossible to control whether consumers will act by 

their will, behavioral intention can serve as the basis 

for predicting how online buyers would act for online 

sellers. In respect of e-shopping, the definition by 

Hans and Tibert for behavioral intention is 

consumers‟ willingness to revisit a website and use it 

again for e-shopping.  

 

Hypotheses and Conceptual Model: 

 

E-service Quality and Web Brand Equity: 

 

As the competition in cyber world will be 

fiercer than in physical world due to low threshold of 

entering in the former, the establishment of 

compelling brands will be a crucial factor of survival 

on the internet for enterprises. To enhance the values 

of website brands, service quality of websites is thus 

important.  pointed out that perceived quality is one 

of the elements of brand value, and hence, higher 

perceived quality will direct the customers to choose 

high quality brands instead of other rivaling brands. 

Berry pointed out that in service-based companies, 

the company is brand and marketing and external 

communications help building the brand, and it is, 

however, customers‟ experience in the service that is 

the most powerful tool of brand equity. From the 

review on the literatures related to brand equity, it is 

noticed that a number of researchers took perceived 

quality into the dimension of brand equity 

measurement; this implies that whether perceived 

quality is good or not will directly affect the brand 

equity for customers.  Yoo, Donthu and Lee pointed 

out in their research that the hypothesis that 

perceived quality has positive influence upon brand 

equity was supported.  This is true with both the 

physical shopping environment and virtual one.  

Therefore, this study presets the following 

hypothesis: 

 

H1. E-service quality has a significant positive 

effect on web brand equity. 

 

Web Brand Equity and Perceived Risk: 

 

When consumers cannot fully assess the product 

property before purchasing, the products of high 

reliable brand can lessen the perceived risks for them 

when they purchase the products. Roselius [21] 

proposed several strategies capable of reducing 

consumers‟ perceived risks, such as money-back 

guaranty, brand image, brand loyalty, word of mouth, 

product endorser, store image and compliances. 

These strategies encompass the basic concepts of 

brand equity: brand profile, brand image, brand 

loyalty and perceived quality.  The above indicates 

that when shopping at the virtual e-shops, website 

brand equity can truly lessen consumers‟ perceived 

risks.  

That is, website brand equity has negative 

influence on perceived risk. Keller thought that 

compelling brands have many advantages, which 

include improved perceptions of product 

performance and less vulnerability of consumers to 

marketing crises. Thus, it is hypothesized that: 

 

H2. Web brand equity has a significant negative 

effect on perceived risk. 

 

Web Brand Equity and Customer Value: 

 

Holbrook pointed out that of the four 

characteristics of customer value, „preference‟ means 

when a consumer determines whether to purchase a 

product or service, his/her preference would affect 

his/her assessment on such product value.  Cobb et 

al. pointed out in their study that brands of high 

brand equity tend to induce higher brand preference 

and purchasing intention in consumers‟ mind.  It is 

thus clear that the level of brand equity would affect 

the degree of preference by consumers and further 

custom value.  
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In the concepts about brand that Martin and 

Brown proposed, perceived quality is an important 

dimension for measuring brand equity; it was 

defined as the consumers‟ perception of whether 

such brand can fulfill the functions of products or 

services. Whereas the reason why consumers think 

a product or service is better than others is they 

possess stronger perceived quality.  Dodd et al. 

found in their research that customers‟ perceived 

product quality can bring about the benefits of their 

use of the products.  The research by Chen and 

Dubinsky [6] also indicated that perceived quality 

has positive effects on customer values.  Therefore, 

this research infers that when e-shops have high 

brand equity, it is possible to enhance customers‟ 

perceived quality and arouse positive association of 

brands, further to affect customer value.  Thus, this 

study posits: 

 

H3. Web brand equity has a significant positive 

effect on customer value. 

 

Perceived Risk and Behavioral Intention: 

 

Murray and Schlater pointed out that as 

consumers seek various methods to reduce the risk 

when making decisions, with perceived risk lessened, 

their willingness to purchase the product or service 

will increase. Vijayasarathy and Jones [25] proposed 

that perceived risk has negative effect on the 

intention of e-shopping. Pavlou and Gefen 

considered perceived risk increases negative 

anticipation, resulting in negative effects on 

purchasing intention. Liaw et al. [15]discovered that 

in the environment of e-shopping, perceived risk 

apparently affects the purchasing intention of 

consumers, where consumers of lower risks would 

perceive higher intention of e-shopping. Hence, this 

research considers perceived risk plays a significant 

part to affect during consumers‟ purchase process, 

also affects their willingness to shop, and that if 

consumers cannot lessen the perceived risk, they may 

give up purchase.  Thus, it is hypothesized that: 

 

H4. Perceived risk has a significant negative 

effect on behavioral intention. 

 

Customer Value and Behavioral Intention: 

 

Many factors affect consumers‟ intention of 

repurchase; but that consumers are willing to 

repurchase is basically because such product works 

for them, that is, the product is of value to the 

consumers, so, customer value affects the intention 

of repurchase. In addition, from the model that 

Zeithamal proposed for the relationship between 

perceived price, perceived quality, customer value 

and intention of repurchase, it becomes clear that 

customer value affects the intention of repurchase 

and that the higher the customer value is, the more 

capable it is of enhancing customers‟ intention of 

repurchase. Grewal et al. [10] also thought that 

customers‟ intention of repurchase depends generally 

on the perceived interest and value they acquire. In 

the market of e-shopping, as Chen and Dubinsky [6] 

pointed out, customer value plays an important role 

in whether the customers have the intention of 

repurchase. With the above summarized, it becomes 

clear that customer value affects customers‟ intention 

of purchase.  Accordingly, the following hypothesis 

is proposed: 

 

H5. Customer value has a significant, positive 

effect on behavioral intention. 

 

Conceptual Model: 

 

Through aforementioned documentary reviews 

and induction of research hypotheses, the 

conceptual construct of this research is as shown in 

Figure 1.

 

 

 

 
Fig. 1: Conceptual Model 
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Methodology: 

 

Measures: 

 

The questionnaires were mainly adapted from 

relevant prior studies and carefully modified to 

reflect the characteristics of Iran‟s employees. The 

items for electronic service quality were adapted 

from Zeithamal et al., [29], website brand equity was 

mainly adapted from Aaker [1], for perceived risk 

questions were derived from Forsythe et al. [9]. 

Customer value questions were adopted from Overby 

and Lee, and finally behavioral intention were 

adapted from Sirohi et al. each item was measured on 

a seven-point Likert scale ranging from 1 (Strongly 

disagree) to 7 (strongly agree).  

 

Sample: 

 

A total of 412 customers completed 

questionnaires. From the respondent profile, 42.3% 

of the respondents were males. More than 70% of the 

respondents were 30 and below. Nearly 70% of 

respondents were single. The education profile 

indicates that more than 50% of respondents were 

among academic graduates.

 
Table 1:  Respondent profileGender 

   Male 42.3% 

   Female 57.7% 

Age 
   30 and below 74.17% 

   31-40 18.77% 

   41-50 5.53% 
   50 and above 1.53% 

Marital status 
   Single 69.12% 

   Married 30.88% 

Education  
   Diploma and below 32.11% 

   Bachelor 44.22% 

   Master and above 23.67% 

 

Findings: 

 

Analysis and Results: 

 

Reliability and Validity: 

 

Unidimensionality, reliability, convergent and 

discriminant validity were then evaluated. First, 

Cronbach‟s reliability coefficients were calculated 

for the items of each higher-level construct (e.g., E-

service quality). As illustrated in Table 2, five 

coefficient alpha estimates, ranging from .81 to .94, 

all exceed .7.  As such, every of the five dimensions 

complied with the requirement of internal 

consistency [18]. 

Then, CFA was applied to detect the 

unidimensionality of each construct. This 

unidimensionality check verifies the validity and 

reliability of our five constructs. PRELIS was used to 

generate the correlation matrix, and the LISREL 8.72 

maximum-likelihood method was used to produce a 

completely standardized solution [13]. The results 

are provided in Table 2.  Average Variance Extracted 

(AVE) and composite reliability (ρc) are also 

provided.  

 

Analysis of the Measurement Model: 

 

The fit of the measurement model was 

acceptable based on the fit indices. The chi-square 

test was significant (
2
(125) = 1146.24, p<0.01), which 

is not surprising given the large sample size (n=685). 

The other fit indices are showed in Table 2. 

However, these indicated a reasonable level of fit in 

favor of the model [3].

 
Table 2: Scale Items and Measurement Prosperities  

Item Standardized Loadings t value αb 

E-service Quality (
c

 =.83；AVE=.69)a 
  0.94 

(X1) Efficiency 0.57 ---  

(X2) Reliability 0.64 13.12  

(X3) Fulfillment 0.84 15.46  

(X4) Privacy/safety 0.42 9.49  
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(X5) Responsiveness 0.77 14.79  

(X6) Compensation 0.65 13.30  

(X7) Contact 0.58 12.24  

Website Brand Equity (
c

 =.87；AVE=.71) 
  0.93 

(Y1) Brand Loyalty 0.82 ---  

(Y2) Brand Awareness 0.79 23.28  

(Y3) Brand Association 0.80 23.68  

(Y4) Perceived Service Quality 0.75 21.82  

Perceived Risk (
c

 =.78；AVE=.63) 
  0.81 

(Y5) Financial Risk 0.84 ---  

(Y6) Product Risk 0.83 19.61  

(Y7) Time Risk 0.50 12.59  

Customer Value (
c

 =.60；AVE=.58) 
  0.83 

(Y8) Utilitarian Value 0.74 ---  

(Y9) Hedonic Value 0.55 14.26  

Behavioral Intention (
c

 =.83；AVE=.80) 
  0.90 

(Y10)Recommend Intention 0.78 ---  

(Y11)Repurchase Intention 0.89 22.64  

Goodness-of Fit    

2
(125) =1146.24  

2 /df=1.67 
   

NFI=0.94    NNFI=0.94   CFI= 0.95    

IFI=0.95     GFI=0.84     AGFI=0.94      

PNFI=0.77    PGFI=0.62   RFI=0.93  RMSEA=0.10    

a For each construct, scale composite reliability (
c

 ) and average variance extracted (AVE) are provided. These are calculated using the 

formula provided by Fornell and Larcker (1981) and Baggozzi and Yi. 
b Cronbach‟s α (α) means internal consistency. 
 

Structural Model and Tests of Hypotheses: 

 

The Fit of Structural Model: 

 

Structural Equation Model (SEM) was used to 

estimate parameters of the structural model shown in 

Figure 1, and the completely standardized solutions 

computed by the LISREL 8.72 maximum-likelihood 

method are reported in Table 4. The structural model 

specified the E-service quality (1) as the exogenous 

construct. There were four endogenous constructs in 

this study: website brand equity (1), perceived risk 

(2), customer value (3), and behavioral intention 

(4). As shown in Table 4, all fit measures in the 

structural model had a reasonable fit to the data 

(
2

(130) =1346.88; 
2

/df=1.97; GFI=0.82; 

AGFI=0.8; CFI=0.94; NFI=0.94; NNFI=0.93). These 

indicated a reasonable level of fit in favor of this 

model. 

 

Hypotheses Tests: 

 

The standardized estimates for the various paths 

and the associated t-values are provided in Table 4.  

Test results are explicated as follows:  

The influence of E-service quality on website 

brand equity. As expected, the causal path from E-

service quality to website brand equity is significant 

( 11
= 0.96, t = 13.36). This result verifies that E-

service quality has positive impact on website brand 

equity. Thus, the results provide support for H1. This 

relationship has previous empirical support [28] 

The influence of website brand equity on 

perceived risk. The results shown in Table 3 indicate 

a significant negative relationship between website 

brand equity and perceived risk ( 21 = -0.41, t = -

12.34). Thus, H2 is supported. Aaker pointed out that 

the significance of brand profile lies in that famous 

brands are liable to be taken into buying options and 

assessed by consumers; he also believed that brand 

equity can reduce the purchase decision risk that 

customers perceive.  Therefore, the level of brand 

equity has influence on how consumers‟ perceived 

risk of products is as well, which is consistent with 

our research results.  

The influence of website brand equity on 

customer value. As evident in Table 3, website brand 

equity significantly affects customer value ( 31 = 

0.91, t = 20.55). Thus, H3 is supported. The customer 

value in this research is composed of the dimensions 

of “utilitarian value” and “hedonic value”. The 

overall research results in this part suggested that the 

higher the customers‟ e-shop brand equity is, the 

higher the level of “utilitarian value” and “hedonic 

value” in customer value tend to be. Hence, a higher 

website brand equity means consumers think the 

products and services they purchase at an e-shop are 

worthwhile, inexpensive and useful, that is, the 

product quality and product price are equivalent.  

Also, the products and services such e-shop offers 

http://etds.ncl.edu.tw/theabs/site/sh/search_result.jsp?hot_query=Loyalty+Intentions%2C+Repurchase+Intention%2C+Recommend+Intention&field=KW
http://etds.ncl.edu.tw/theabs/site/sh/search_result.jsp?hot_query=Repurchase+Intention&field=KW
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are pleasant and boredom-relieving enough to keep 

consumers lingering in this e-shop.   

Of all the studies today, not only few had 

empirical research in the influence between brand 

equity and customer value, but also every one took 

physical products as the subject of empirical study. 

Urde [24] contended brand orientation is a key 

strategy for maintaining existence and growth for 

enterprises.  Hence, whether in physical environment 

or virtual one, brands are very powerful, because 

they are a means of conveying products and service 

overall. Therefore, in the e-shopping environment of 

fierce competition, only by establishing and 

enhancing brand equity and further creating customer 

value can competitive edge be sustained.  

The influence of perceived risk on customer 

value. As showed in Table 3, the results do not 

support the link between perceived risk and 

behavioral intention, which means the negative effect 

of perceived risk on behavior intention is not verified 

in this study ( 42 = -0.04, t = -1.45).  It was found 

from structural equation modeling that Hypothesis 

H4, which is the effect of perceived risk on 

behavioral intention, did exhibit negative influence, 

yet it was not significant. The reason of which, when 

inducted, was most e-shoppers are students, while the 

majority of students are over three years in terms of 

their history of internet use, meaning that most e-

shoppers are very acquainted with the cyber world. 

Also, each e-shopping expense was low, which 

means most e-shoppers are low in buying power, so 

that the e-shopping expense are all low, and the 

perceived risk is relatively low, too; this resulted in 

insignificance of the relationship between perceived 

risk and behavioral intention.  Therefore, Hypothesis 

4 of this research was not supported.  

The influence of customer value on behavioral 

intention. As can be seen in Table 3, the causal path 

from customer value to behavioral intention is 

significant ( 43 = 0.90, t = 15.16). This result 

verifies that customer value has positive impact on 

behavioral intention. Thus, the results provide 

support for H5. 

Customer value has positive influence on 

customer behavioral intention, which reveals that the 

higher the customer value is, the more capable it is of 

enhancing customer behavioral intention.  In other 

words, it will help to strengthen customer behavioral 

intention when the products and services, and 

product quality and prices at an e-shop meet the 

demands that consumers care about, and during the 

transaction process where consumers purchase 

products or services, the e-shop is capable of 

providing them positive sensual mood (e.g., pleasure, 

joy and security) to leave with good experience of 

usage.

  
Table 3: Structural Parameter Estimates and Goodness-of-Fit Indices 

Hypotheses Paths Estimatea t value 

H1 
ESQ            WBE 

11   0.96 13.36* 

H2 
WBE           PR 

21   -0.41 -12.34* 

H3 
WBE           CU 

31   0.91 20.55* 

H4 
PR               BI 

42  -0.04 -1.45 

H5 
CU               BI 

43   0.90 15.16* 

 

2
(130) =1346.88 

2 /df=1.97   GFI=0.82   AGFI=0.8 

NFI=0.94     NNFI=0.93      CFI= 0.94 

PNFI=0.80    PGFI=0.62       IFI=0.94 

RFI=0.93     RMSEA=0.11 

Legend: ESQ = E-service Quality; WEB = Website Brand Equity; PR = Perceived Risk; CU = Customer Value; BI = Behavioral Intention 
a Standardized estimate 
* Significant at p< .05 (t>1.96 or t<-1.96) 
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