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Ozet

Sektdrde 6nemli bir paya sahip olan hizmetler; teknolojik gelismeler paralelinde e
hizmetlerinde katkisiyla farkli bir boyut kazanmigtir. Hizmetlerin yani sira; islem-
lerin elektronik ortamda gergeklestigi, tuketicilerin sanal magazalardan alig verig
ettigi, kendine has 6zellikleri bulunan e hizmetler her gegen giin buyimekte ve
o6nemli bir yatirim alani olarak karsimiza ¢ikmaktadir. Tim bu gelismeler hizmet-
lerde oldudu kadar e hizmetlerde de, musteri bakis acgisiyla kalite, kalitenin &I-
¢umdu ve algilanmasi rekabetgci pazar sartlarinda oldukc¢a hassas bir stratejik un-
sur haline gelmistir.

Bu calismada hizmet kalitesi dlcimune yonelik yaklasimlar genel bagliklar iti-
bariyle ortaya konulmustur. Daha sonra ise; anket yontemi ile sanal magdazalar-
dan alis veris etmis 923 e tlketiciden elde edilen veriler temel alinarak, e tiketi-
ci gruplarinin, e hizmet kalitesi boyutlarini algilamadaki farkliliklar incelenmisgtir.
Yas, gelir, cinsiyet, gunlik ortalama internet kullanma suresi, glin icerisinde inter-
nete baglanma zamani ve ne kadar zamandan beri internet kullandiklar gibi de-
giskenler agisindan farkliliklar bulunmustur.
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Evaluation of Service Quality Measurement and

an Empirical Research in E Services
Abstract

Services which have an important share in the sector has gained a different ex-
tent via technological developments and also with the help of e-services. Like
services, e-services that transactions are made in the electronic environment,
consumers shop in virtual stores, having distinction features are growing day by
day and these make e-services an important investment area. With all these de-
velopments, measuring the quality and its perception according to customer view
has become an important sensitive element in the competitive market conditions.

In this study, approaches on the measurement of service quality are given as
general titles. And then, the differences of e-consumers groups’ perception of
e-service quality dimensions are examined by using the data which was taken
from 923 consumers who shopped in virtual stores. The differences are found in
terms of age, income, sex, the usage of internet in a day, the time of connection
to the internet and how long he/she has been using the internet variables.
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