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Abstract 

The situation we are currently experiencing, such as the health crisis, by COVID-19 has generated an increase in online 
purchases; factors such as the Quality of Electronic Service (e-SQ) are considered determining in this process since it 
allows us to evaluate and know the perception of consumers. The purpose of this article is to classify the knowledge 
generated about e-SQ and the diverse contexts in which it has been studied. For the review process, the Kitchenham and 
Charters method is used, with which diverse definitions and applications of service quality were obtained, and although 
there is no single concept that is accepted by the scientific community, it has been adapted by diverse authors. In the 
review, it was found as part of the results that five of the dimensions of quality of service had greater impact and 
relevance, which have been used in various contexts, leading to the creation of other models.  Finally, a model is 
proposed for Mexico that starts from the five dimensions that had greatest impact and relevance in the studies for the 
consumer, which are Efficiency, Privacy, Compliance, Responsiveness and Contact; a dimension is added to the model 
that is "guaranty" considering some factors of the geographical area.  This model could present important contributions 
for the measurement of service quality in a new context such as Mexico.  

Keywords:  e-SQ; Dimensions of electronic service quality; Systematic literature review; Electronic quality scales; 
Mexico 

1. Introduction

The global world in which we live and the rapid growth in TIC has allowed that in emergency situations for the world 
as the one we currently have because of the health crisis and that was declared as a pandemic by the World Health 
Organization (WHO), has increased the purchases and sales by Internet of people in the world, which has become an 
important means to be able to supply us with necessary inputs and in which articles of daily use become an opportunity 
of acquisition for the client and of sale for the brands having as channel the online sales. Factors such as e-SQ are 
considered relevant in this process and moment since having to make purchases online and being one of the main means 
of acquisition, the consumer's expectations are higher having as a main goal that the product obtained fulfills what was 
promised. 
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With the above we can highlight that Mexico, being a market with great potential in ecommerce and with the increase 
in online consumption, does not have a model that allows the measurement of e-SQ. Little attention has been paid to 
research on how consumers perceive, evaluate the quality of electronic services (e-SQ) and on the most important 
dimensions for the consumer, in a new context such as Mexico; therefore, it is considered relevant to carry out a 
systematic review of the literature on e-SQ, which allows reviewing concepts, existing models and the key dimensions 
that have been most applied to measure the value perceived by users on the Quality of electronic service in various 
contexts; with the results we hope to propose a theoretical model, for a new context such as Mexico. This systematic 
review of e-SQ will contribute to the literature a brief summary of recent research (last 5 years), which is developed 
under the approach of two research questions: What are the dimensions of e-SQ that have been most used in the last 5 
years? What dimensions have had the greatest effect-importance for the buyer-consumer? 

Likewise, this research is divided into two parts: 1) a systematic review of the literature (concepts, dimensions, models) 
generated by e-SQ; 2) a proposal to integrate the key dimensions of e-SQ into a theoretical model for a new context such 
as Mexico, for this geographical area. 

1.1. Literature review/reference framework 

1.1.1. Quality in electronic services 

With the growth of e-commerce worldwide, companies around the world understood the importance of having a web 
presence that would allow them to stay current and gain competitiveness in the technological era dominated by markets 
and marketing, according to Zeithaml et al., 2005 [1] these companies tried to have a greater presence on the web, 
making use of electronic channels for the delivery of their products and services, as well as, to increase communication 
with their customers. Initially, in the first stages of implementation of the electronic channels for service delivery, it was 
thought that the low cost and the presence on the web were enough to achieve competitive advantage, but in a short 
time they realized that the quality of the service was decisive to survive and succeed in this channel, thus being able to 
retain and gain customers in the virtual space, since they could not have the physical meeting with them [2].   

Several proposals for definitions of the concept of electronic service quality (e-SQ) have been generated, but there is no 
single concept for the definition accepted by researchers in general [3]. Therefore, there are variations in the use and 
replacement of the term e-SQ from the approach or point of view of each author and the sector of study, which has led 
to the lack of an exact definition of the concept as such, and these proposals and relationships are not clear [4].  

Among the definitions found of quality in electronic services (e-SQ), one of the first is that provided by Zeithaml, 
Parasuraman and Malhotra (2002) [5], in which they indicate that e-SQ is "the extent to which a Web site provides 
efficiency and effectiveness in purchasing, procurement and delivery. Santos (2003) [6] mentions that, from the 
standpoint of Internet and marketing and considering the traditional literature on service quality, he defines service 
quality in e-commerce as "a global evaluation of consumers and a judgment of the excellence and quality of the 
electronic services offered in virtual markets. Likewise, Roshan (2015) [8] indicates that the quality of electronic service 
could be defined as the way in which a website synthesizes the purchase and delivery of products and services in an 
efficient and secure manner [9]. Similarly, Cronin & Taylor (1992) [10] state that the quality of the service supported 
by the website is a method that makes it possible to measure the quality of the services provided with the support of 
web technology, both as a line of communication and for the purchase and delivery of products and services [8].  

Whereas [11] they affirm that the Quality of the electronic service, is defined as exceeding the attention to the client in 
all the process in which the purchase is made, same that includes from the beginning of the process(contact) up to the 
delivery or grant of the service [12]. Zemblyté (2015) [13] maintains that the quality of electronic service was initially 
developed by Zeithaml, Parasuraman and Malhotra (2000) [14] who defined it as "the extent to which a website 
facilitates efficient and effective purchases and deliveries. Therefore, a review of the definition of this concept indicates 
that it would cover from the pre-purchase phase to the post-purchase stage. Similarly, Rasool, & Rajmohan (2017) [15] 
state that the quality of electronic services encompasses and includes all forms of communication between the client 
and the website required by the electronic service providers and the operations generated by those communications. 
The same is true of Alanezi & Sellami (2019), [16] who indicate that the quality of the electronic service is defined as 
the consumer's evaluation and opinion of the excellent electronic service obtained in the virtual marketplace, and 
without human intervention.  

1.2. e-SQ and its Dimensions  

Some authors, such as John (2015) [8], indicate in their review that one of the scales derived from e-SQ is the e-
SERVQUAL scale, which allows the study of how clients perceive the quality of electronic services. This scale contains 
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seven dimensions: efficiency, reliability, compliance, privacy, responsiveness, compensation and contact. Having in the 
first four dimensions the classification of basic services scale and the last three considered as recovery scales since they 
are used when the client has questions or problems. The main content of the e-SERVQUAL scale can be detailed as 
follows: Efficiency which has been defined as the ease of access and use of the site. Compliance defined as how the 
promises of the site are fulfilled in terms of delivery of orders and availability of items. Reliability which refers to the 
guarantee to the consumer that the purchase transaction and data are not open and the credit or debit card used is 
secure. Regarding the scale of e-SERVQUAL recovery services, which encompasses the responsiveness dimensions 
involved in enabling electronic retailers or suppliers to provide the appropriate data and information to customers 
when a problem arises, have the mechanisms to make returns and provide the necessary guarantees online. 
Compensation that implies the return of the money that was charged to the customer for the product or service, as well 
the return of shipping and handling costs. Contact, which is defined as counting and having available the means by which 
customers speak with a personalized agent, either online or by phone [8]. Table 1 shows the main scales of e-SQ and the 
dimensions that integrate them. 

Table 1 Main scales or models of E-SQ.  

   Author Scale Dimensions 

[14] [2]   e-SQ and e-
SERVQUAL 

Information availability and content, ease of use or usability, 
privacy-security, graphic style, and reliability-fulfillment 

[18] [2]    SITEQUAL Ease of  use, aesthetic design, processing speed, and security 

[20] [2]   WebQual Informational fit to task, interaction, trust response time, design 
intuitiveness, visual appeal, innovativeness, flow-emotional 
appeal, integrated communication, business processes, and 
substitutability 

[21] [2]   WEB-QUAL Usability, Design, Information, Trust, Empathy 

[23] [22] 

 

PIRQUAL Website; Transaction System; Delivery; Customer Service, Security 

[19] [22] 

  

eTailQ Web site design, reliability-fulfillment, privacy-security, customer 
service 

[1] [22] E-S-QUAL AND E-
RecS-QUAL 

Efficiency, fulfillment, system availability, responsiveness, 
compensation and contact. 

[24] [22] NetQual Information; Ease of Use; Reliability; Website Design; Security-
Privacy; Customization-Interactivity. 

[25] [22] eTransQual Functionality-design, enjoyment, process, reliability, and 
responsiveness. 

 [26] [22] PeSQ Customer Service; Security; Website Design; Order Management. 

 [27] [22] SERVCON Decision, Access, Benefit, Transaction, Post-Benefit. 

[28] [29] [30] [31] 
[32] [33] [34] [22] 

ESQ and Online 
Customer 
Experience 

Sensorial and Emotional (Hedonic), Pragmatic, Cognitive, 
Relational, Social, Interactivity, Usability, Customization. 

 [35] [22] ESQ and Co-Creation Firm Resources (ESQ): Process Quality (Efficiency, System 
Available, Design, Information); Outcome Quality; Privacy; 
Enjoyment; Payment. Customer Resources: Social Expertise, 
Innovativeness; Customer Expertise (Cognitive, Effort, Analysis, 
Elaboration, Memory). Value Co-creation 

 [36] [37] [22] Service Dominant 
Logic 

Service ecosystem. Service platform, value co-creation 

Source: Own preparation with information of [2] [22] 
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Similarly, Jyoti, & Kesharwani, S. (2020) [17], indicate that authors such as Parasuraman, Zeithaml & Malhotra (2005) 
[1], in proposing the e-Servqual scale, subdivided it into E-S-QUAL and E-RecS-QUAL, which are composed of 4 
dimensions (Efficiency, Compliance, System Availability, Privacy) and which in turn have 22 items. E-S-QUAL has been 
considered as the basic scale and therefore relevant for all customers or users of a website. As E-RecS-QUAL is for 
sporadic users of the sites and is not part of their routine, this subscale is made up of 3 dimensions (capacity of response, 
compensation, contact) and is made up of 11 items that are directed to the solution and consultation of the service [17].  

Other scales were developed and derived from e-SQ, as indicated by Firdous & Farooqi (2019) [2], among which we find 
SITEQUAL, developed by Yoo & Donthu (2001) [18], which, when a study was carried out, resulted in an instrument for 
measuring the quality of the electronic service and which is integrated by four dimensions: ease of use, aesthetic design, 
processing speed and security. The eTailQ scale developed by Wolfinbarger and Gilly (2003) [19], in which the items or 
dimensions were classified into four factors that are website design, reliability/compliance, privacy/security and 
customer service. Likewise, the WebQual scale developed by the researchers Lociacono, Watson & Goodhue (2000) [20], 
generated to evaluate websites and that consists of 12 dimensions: information appropriate to the task, interaction, 
trust, response time, design, intuition, visual appeal, innovation, emotional flow appeal, integrated communication, 
business processes and substitutability. This last scale is considered more to measure the websites than the quality of 
the service [2]. Table 1 shows the main scales of e-SQ and the dimensions that integrate them. 

2. Methodology 

The Systematic Literature Review (RSL) allows for an in-depth study to determine the answer to a research question 
[38]. The present research was developed based on the protocol of the guide generated by Kitchenham & Charters [39] 
in which through three main phases a deep and reliable RSL can be performed, which consists of:  

1) Planning the review, 2) Executing the review, and 3) Reporting the results 

2.1. Planning the review 

In this planning phase (Protocol), which is the foundation of the research, the research questions are defined and 
specified, it is required to generate the search chains as well as the selected research sources to finally define inclusion 
and exclusion criteria. 

Table 2 Research questions 

Question Purpose 

What are the dimensions of e-SQ that have been 
most used/applied in the last 5 years? 

Know which dimensions of e-SQ have been mostly 
applied in various studies and sectors and in which 
they had difficulties 

What dimensions have been most relevant in the 
investigations for the buyer-consumer? 

Know the dimensions that stood out in the various 
studies conducted and that for the consumer were 
more relevant and therefore were adopted-
proposed in models 

2.1.1. Primary studies/search chain  

This implies first determining the keywords considering the research questions and that will serve as a search engine 
in the various databases, to then continue with the creation of the search strings, in which the keywords were combined 
with the BOLEAN, "AND" and "OR" operators to speed up and facilitate the search for this one obtaining the following 
search string: "e-SQ" or "Electronic quality scales" or "dimensions of quality electronic". 

The searches were carried out from September 2020 to November 24, 2020. The databases and platforms consulted 
were: Emerald, Ebsco, Scopus, Mendeley and Google Scholar 

2.1.2. Inclusion and exclusion criteria  

For the selection criteria [39] it indicates that they are intended to identify the primary studies which generate direct 
evidence for the research question. Therefore, for the research under study, it was determined that the studies should 
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comply with the following parameters: studies related to the research question, studies in English and Spanish, studies 
with a maximum of 5 years of age, and studies whose methodology helps to answer the research questions,  

Exclusion criteria: Articles that were repeated, studies where the abstract is not related to the application of the theme 
e-service quality, scientific articles without availability of the full text, scientific articles that consider the theme of e-SQ 
but with implications different from the theme, studies whose title does not contain at least one keyword. 

2.2. Execution of the review 

In the search, 515 publications or studies were found, leaving 345 by eliminating the duplicated studies; of which 140 
studies were those derived from the search with the key words, which were reduced to 94 by applying the criteria of 
inclusion-exclusion, and which were for reading, having as final result 22 that meet the established criteria of quality 
and that form the group of primary studies (Figure 1). 

 

Figure 1. Publications Review 

2.2.1. Quality assessment 

In quality assessment (QA) it is vital to evaluate primary studies, which provides guidance for understanding the 
findings and generating future recommendations [39].  

For the quality assessment (QA) of the selected primary studies, and in order to validate their compliance with one or 
more of the established quality criteria (QC), the following questions were applied: 

 (EA1) Does the primary study show the literature review and the survey application?   

 (EA2) Does the study present a clear specification of objectives? 

 (EA3) Does the study focus on the application of the e-SQ measurement scale and its dimensions in the context of online 
sales? 

(EA4) Was the data analysis rigorous? 

(EA5) Does the study present a clear description of the dimensions obtained as results? 

2.2.2. Data synthesis 

The primary studies selected and mentioned above were evaluated according to the established quality criteria, so, to 
ensure that the information extracted meets the established quality criteria, a test-retest process was used, 
recommended by Kitchenham & Charters [39], in which it is suggested that the researcher perform a second extraction 
by means of a random selection of primary studies to verify the consistency of the data obtained and to ensure the 
information recorded.  Therefore, the 22 primary articles were evaluated according to this phase and later 4 randomly 
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selected articles were subjected to the second extraction, confirming the adequate collection of information.  The 22 
obtained articles were categorized according to the year of publication and to the context in which they were 
researched-developed, in order to summarize the obtained information and to be able to better analyze the results.  
Figure 2 shows the number of selected primary articles that were published in the period 2015-2020. To record data 
from the 22 studies analyzed, an Excel spreadsheet was used to collect the summary information, considering the 
category assigned (year of publication, dimensions applied in the study and dimensions found). 

 

Figure 2 Articles published by year 

3. Results and discussion of the review 

Derived from the review, the results obtained from the primary studies were found that the greatest number of 
publications were generated in 2018, equaling the number of publications that were generated in the three previous 
years, which were centered in the middle of the period under review and covered by this research (Figure 2). According 
to the study research context (e-SQ), 23% of the primary articles were identified as online retail (e-retail), 18% as 
literature review, 14% as financial institutions (banks), 14% as e-commerce, 14% as e-shop and the remaining 17% 
among others, which can be seen in Figure 3. 

 

Figure 3 Articles published by sector  

 

The answer to the research questions, and as part of the results of the systematic review, answers are given: 
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E-SQ dimensions that have been used / applied the most in the last 5 years 

Table 3 Review of Applied e-SQ Dimensions 

Author E-SQ dimensions applied Author E-SQ dimensions applied 

 [17] Reliability, Delivery, Ease of use, 
Efficiency, Fulfillment, Privacy, 
Responsiveness,  Compensation, 
Security, Communication, 
Information, Trust, . Content, 
Graphic style, System availability, 
incentive. 

 [46] 

 

Efficiency, system availability, privacy, 
responsiveness, fulfillment 

 [16] System functionality, content, 
manageability, customer support 
and procedures. 

 [47] Efficiency, fulfillment, system availability and 
privacy 

 [40] Design, website information, 
technological support, customer 
service  

 [48] Perceived control, convenience and customer 
service 

 [41]  Efficiency, fulfillment, system 
availability and privacy 

 

 [49] 

 

Security on ePayment, Actual Online Buying,  
Understanding levels of e-Shopping, 
Perceived 
Security on e-Payment, Preference for 
Physical 
payment and Intensity of Internet usage. 

 [2] Information availability and 
content, ease of use or usability, 
privacy/security, graphic style, and 
reliability/fulfillment 

 [50] 

 

Efficiency, system availability, privacy, 
responsiveness and contrast, Contact, 
compensation, fulfillment,  

 [22] Information and Design, guaranty, 
payment management, security, 
privacy and trust. 

 [51] Efficiency, system availability, privacy, 
responsiveness and contrast, Contact, 
compensation, fulfillment, 

 [42] Web design, customer service, 
guaranty and reliability 

 [52] Efficiency, system availability, fulfillment  and 
privacy 

 [43] Efficiency, fulfillment, system 
availability and privacy 

 

 [53] Reliability/quick response promised, 
Access/ease of contact and information, Ease 
of use, Dimension of customer will consist of 
personalized services, Security, credibility/ 
reliability 

 [44] Information availability/content, 
ease of use, privacy/security, 
graphic style, and 
reliability/fulfillment  

 [8] Information, ease of use, efficiency, 
fulfillment, contact, website design, reliability 
and security 

 [45] 

 

Information, Security, Information, 
Responsiveness, Compensation, 
Contact  

 [54] Ease of use, trust, design, reliability, 
structure and navigation, privacy policies, 
customer service, and overall service 
satisfaction   

 [15] 

 

Efficiency, system availability, 
fulfillment, privacy, 
responsiveness, compensation and 
contact. 

 [55] Efficiency, system availability, privacy, 
responsiveness, compensation, fulfillment 
and contact. 
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Of the dimensions of e-SQ proposed by Parasuraman, Zeithaml, Malhotra [1] we can see in Table 3, that of the 22 articles 
reviewed, the most used dimension was Privacy, which was applied in 18 of the 22 articles under study, followed by 
Fulfillment which was applied in 16 articles, Efficiency in 13 articles, Contact in 10 articles, Availability and 
Responsiveness was applied in 8 articles and finally Compensation was applied in 5 articles.  

If we consider that in the diverse economies and industries the clients demand and possess unique requirements this 
as for the topic of quality of the required service.  The dimensions that have been identified as: reliability, efficiency, 
response capacity, security/privacy, ease of use, fulfillment, etc. are considered significant and impact the satisfaction 
of clients in industries such as banking, and have therefore been the subject of several studies in this context [17].    

However [40], the author of the study on electronic channels in the field of telecommunications indicates that factors 
such as website design, information, technological support and customer service are considered as important attributes 
for improving the quality of electronic services, focusing mainly on efficiency and punctuality and creating an evaluation 
index with an original scale. 

Likewise, [44] they identify the correlation between the dimensions Availability of information/content, ease of use, 
privacy/security, graphic style, Reliability/Fulfillment with the dependent variable (purchase intent) through the use 
of the smartphone. 

Similarly, [45] indicate that some critical factors or dimensions that can influence customers to choose an online store 
and that can affect purchase intentions are aesthetics and ease of use, as well as trust (security). 

In their research, [49] analyzes the perceived quality of the online shopper in e-commerce, i.e., the overall perceived 
service, focusing on characteristics such as perceived security in electronic payment and considering the function of 
seven dimensions of electronic service quality such as efficiency, system availability, fulfillment, privacy, 
responsiveness, compensation and contact. 

Meanwhile, [53] they apply the scale of Jun et al. (2004) [56] used to measure perceived quality in online retailing, using 
the dimensions of reliability/response, Access/contact, Ease of use, Security, credibility/reliability as applied to online 
retailers. 

Dimensions that have been the most relevant in the investigations for the buyer-consumer  

In the review we found that the dimensions that had greater impact and relevance in the studies conducted by the 
authors (figure 4) and reviewed for this research are: first order Privacy and security that had outstanding importance 
for the consumer in the 22 studies reviewed as well as Efficiency, second order Fulfillment had 11 important 
participations in the studies, third order Responsiveness and Contact with 6 outstanding mentions in the articles as well 
as Contact, fourth order of importance Availability of the system with 4 participations and finally fifth order 
Compensation with 3 three relevant mentions (Table 4). 

 

Figure 4 Most important dimensions 
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Table 4 Dimensions with the greatest relevance for each author 

Dimension References 

Efficiency [2] [16] [17] [42] [44] [47] [49] [50] [51] [52] [53] [54] 

System availability [2] [43] [50] [52]  

Reliability/Fulfillment [2] [17] [43] [44] [46] [47] [49] [51] [52] [54] [55] 

Privacy/Security [2] [22] [43] [44] [15] [45] [46] [49] [50] [51] [52] [53] 

Responsiveness [17] [42] [45] [48] [49] [54] 

Compensation [45] [50] [55]  

Contact [2] [16] [41] [45] [50] [55] 

Likewise, in the review (Table 4), we found that for some authors, such as [2] who argue that e-SQ is based on 
technology, which is constantly changing, so what is really needed is to have a regular control so that the new aspects 
obtained are included in the quality of electronic service. The dimensions proposed in the study: Efficiency, Compliance, 
System Availability, Privacy, Responsibility, Web Design and Contact. 

In turn, [16] their study provides a new framework or roadmap that can be used as a model to measure the quality of 
electronic service focused on the perception of users, as well as to measure the impact of changes and improve the 
service delivered, suggesting the inclusion for empirical research models to the functionality of the system, procedures, 
content, user support and management. 

Similarly, [17] indicate that the dimensions of e-SQ that were highlighted in the impact of customer satisfaction are: 
reliability, efficiency, responsiveness, ease of use, security, aesthetics, credibility and customization of the website in 
the context of the banking industry.  

However, [41] they identify some avenues for future research, where they synthesize the proposals of existing studies 
on the subject, and propose a new paradigm "sustainability of service quality" which encompasses constructs related to 
how to maintain quality. The model it presents is formed by three domains, the internal domain, the sustainable quality 
domain, and the external domain 

Likewise, [42] adds that factors such as performance expectations and effort, website design, customer service, service 
guarantee, and reliability are determining factors in the influence of the user to adopt an institution that provides the 
required service, so it is required to give more importance to these factors to meet customer expectations. 

Whereas, [43] in the involvement of his study, he considers Effectiveness as the activity to improve the effect of service 
quality and customer loyalty. The efficient delivery to achieve electronic customer loyalty and states that the dimensions 
of privacy and compliance are 95% significant for customer loyalty. 

However, [45] they claim that it is necessary for online merchants to find ways to keep customers satisfied and loyal. 
Factors such as information security and functioning of systems and websites are vital and influence the quality of 
service effectively and directly. Likewise, responsiveness, compensation and contact generate customer loyalty, which 
is essential in the times we live in. 

Meanwhile, [46] emphasizes that in their study, elements such as compliance have a significant influence on satisfaction, 
while privacy has important relevance to customer impact and loyalty; they suggest that their research can be significant 
for companies seeking to improve e-commerce without losing sight of the fact that satisfaction and loyalty are related 
to e-SQ specifically for mobile commerce. 

Instead [55], they suggest that the dimensions of efficiency, compliance, compensation and contact affect the customers' 
openness to participate in the co-creation experience which would allow them to know the customer's expectations and 
the intention of the use of the website. 

The quality of the electronic service and its dimensions are causing important effects among online buyers and online 
service providers. The results show that the seven dimensions of e-SQ that have been applied in various contexts. 
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Among the findings found a dimension that has been applied in the reviewed articles and that are not part of the main 
e-SQ scale that is the reason for this study, we find the guarantee dimension, mentioned by Samar Rahi, Mazuri 
Abd.Ghani (2019) [42], which is considered important, if we take into account factors such as the current situation we 
have due to the health crisis, and having to make purchases online as one of the main means of acquisition, consumer 
expectations are higher. Likewise, considering some characteristics of the Mexican consumer and that are part of the 
customs and culture of this geographical area, these dimensions are considered to generate important contributions in 
the results for this geographical area. Authors such as Zhang, M., Huang, L., He, Z., & Wang, A. G. (2015) [57], argue the 
important role culture plays in consumer behavior and expectations about the quality of electronic service and how it 
can affect it. With the above, it is necessary to continually reinterpret and reorganize the dimensions through an analysis 
of the industry and the country where it takes place, since clients in each economy or industry have their own 
requirements for the quality they expect to receive. [17] 

With the previous thing in the Table 5. a comparison between the dimensions of the main scale of e-SQ and the 
dimensions proposed for the theoretical model of e-SQM is presented which includes the dimensions that were 
emphasized in the study including those that are proposed as complement for this model and that as common factor, 
the dimensions that both contain can be seen.  

Table 5 Comparison between the proposed dimensions of e-SQ and e-SQM 

Dimensions e-SQ Dimensions Common Dimensions for e-SQM  

Efficiency Efficiency Efficiency 

Sistem availability   

Fulfillment/reliability Fulfillment/reliability Fulfillment/reliability 

Privacy/Security Privacy/Security Privacy/Security 

Responsiveness Responsiveness Responsiveness 

Compensation   

Contact Contact Contact 

  Guaranty 

            

 

Figure 5 Theoretical model of e-SQ for Mexico 
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Thus, as derived from the analysis of e-SQ and with the information reviewed which allowed us to determine the main 
dimensions in several studies, in which e-SQ has allowed us to evaluate the Quality of the electronic service in several 
contexts, we propose a model (Fig. 5) with the dimensions considered of greater importance and which contains the 
theoretical model of e-SQ for Mexico according to the information of the RSL carried out, which should contain factors 
such as Efficiency, Privacy, Compliance, Response Capacity and Contact and Guaranty. 

4. Conclusion 

Of the seven dimensions of e-SQ that have been applied in various contexts, the five dimensions that had the greatest 
impact and relevance in the studies according to the order of importance and according to the effect-importance for the 
buyer-consumer are: Efficiency, Privacy, compliance, responsiveness and Contact, which are considered as the main 
dimensions for the theoretical model proposed for Mexico, which will allow knowing how consumers perceive, evaluate 
the quality of electronic services (e-SQ) in this new context . This model can serve as a guide for researchers who need 
to have a background for future research and for companies that need to measure the quality of electronic services they 
are providing. 
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