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Abstract: - There has been a phenomenal growth in e-commerce in last few years and it still growing. The most 

successful and experienced companies related to E-Commerce realize that key determinant of success and 

failure of any website are not merely a web presence or low price but the delivery on high quality websites 

along with its security. A framework and model is required to attain the desired quality of website. Evaluation 

criteria include design, security, usability and performance for websites etc. This paper provides a review based 

on different authors to establish Quality. The main goal are identifying factors through different research papers 

and categorizing these factors. 
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I. INTRODUCTION 
In virtual enterprise, variety of website increased with proportionally increase in number of internet 

users. Most of the contact with customer hinges on the interaction between customer and websites. Websites 

serve different facilities such as trading products, e-banking, e-ticketing, selling and buying online goods and 

many more. All these online activity require security to make the data confidential from real world. E-commerce 

is the most pervasive and prominent type for online communication in case of trading of goods and services. 

Through internet, the companies as well as manufactures can trade globally and can find business throughout the 

world by putting less amount of investment.
 
[1]  

 

II. LITERATURE REVIEW 
Many authors concluded different factor which are essential in case of website development. Many 

research papers have evaluated the existing quality models and determined the factors related to Ecommerce 

website and designed a theoretical model [2] [10] [6]. Some papers have determined the key factors that affect 

the quality [7] [8] [12], design [9], Security [16], Usability [15] [8], Information Assurance [14], Trust [17] [5] 

and Accessibility [18]. The various issues regarding quality control and maintenance of web sites while 

designing and developing were also recommended [13]. Most of the work done is based on survey in which data 

were collected by distributing questionnaire to the end users [17] [15] [12] [5] [9] [7] [8] [10] [6]. A met metric 

suggests what metrics should be used in Ecommerce [4].  Different strategies and business models propose 

different metrics to measure performance of Ecommerce system [4]. 

By understanding the quality dimensions, an organization will get better chance for gaining more business and 

serving its stakeholders [10]. The model categorizes and ranks the factors that affect the quality of Ecommerce 

website [7]. 

Designing a successful B2C system requires fulfillment of specific functional requirements [4]. Quality  

in  general,  is  often  underestimated  especially  at  the  first  stages  of  the  system design/development [4]. In 

the initial phases, architecture and implementation of the product is the main concern of the designer while 

Quality of product comes under testing phase. The most common measure of quality is number of bugs found 

and removed from the product [3].  

Quality can be examined  from  two  different  perspectives, one on the basis of developers  and  the 

other according to end-users  point  of  view.  The technical specifications of a system predicts consumer„s 

acceptance of Ecommerce system in developer perspective [4]. While End-user, especially in B2C systems, sets 

the quality attributes that influence shopping decision. In order to ensure the production of high quality 

Ecommerce systems, it is important to be able to assess the quality of B2C systems from the point of the user as 

well [4]. Websites have different factors that generated from the process of user and  system  interaction  and  

overall  user  satisfaction  and  that  they  can  serve  the development and maintenance phases of website 

creation [9]. 

Liu et al. [31] examined the web sites of Fortune 500 companies to identify how they were using the web for 

interacting with their customers. They found that 95% use web sites to provide information on their products and 

services, and about 26% do some kind of electronic transactions. Ho examined 1800 web sites from varied industries across 

multiple nations. 
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The items selected in the questionnaire can be used in the development process, especially for trading sites, 

which have consistently been found to be a problem [9]. Yang  [10]  suggests  an  instrument  that  measures  

users perceived  service  quality of  IP web portals having 19 items throughout five factors. Each factors have a 

significant impact on overall service quality [10]. Jones and Biasiotto [29] examined the web sites of 160 retailers and 

described how store-based retailers use the Internet.  

Stefani[2]   

presents  a  model  for  the  quality  of  Ecommerce  systems, which consists of two alternative  

evaluation  processes,  the  forward use and the backward use. Its  backward  use  helps  the  developers  to  

identify  the  importance feature  based  on  the  end-users perception  of  quality  and  subsequently  value  the 

association of each probability measure to technology components of the system [2]. 

Hoffman et al. [26] provided six categories for classifying commercial web sites, namely: online storefront, Internet 

presence, content, mall, incentive site, and search agent. Spiller and Lohse [36] focused on online shopping stores and 

classified them into five categories: superstores and  promotional stores. 

The  research  conducted  by  Osama  [7],  identified  and  ranks  all  the  factors. Those factors that 

score above 50 ranks were considered for our research.  Factors like conceptual reliability was studied in detail 

and incorporated in our research. Study conducted by Dutton  [17],  propose  that  there  is  a  misalignment  

between  what  users  require and  what  developers  of  Ecommerce  systems  actually  provide.  E  banking  

Portals or websites  is  the  most  frequently  used  Ecommerce  sites  used  for transactions by consumers. 

Customer satisfaction and customer retention increase with increase in quality of E- banking portals.  

Many articles are based on experiences of one or a few organizations, and give a descriptive account of organizational 

experiences in deploying B2C web sites [21, 23, 37, 38]. Articles have also focused on reporting existing status of B2C 

e-commerce [22,25,39], forecasting and providing general guidelines for designing and managing B2C web sites 

[20,24,33].  

The  study  conducted  by  Zhilin  [10]  has  determined  that  there  are  five  service  quality 

dimensions  perceived  by  users  of  an  IP  Web  portal.  These were consistent with our original factors except 

for the security/privacy factor. The model proposed by Jingling [6], pays attention to the user„s point of view 

and analyzes user„s quality requirements. The following quality factors have been identified: Easy to use  

(Applicable  information,  Navigation), Reliability  (Accuracy, Authority), Responsiveness (Response, 

Feedback), Assurance (Credibility, Safety) and Good Experience (Aesthetics, Individuation). 

Another group of researchers attempted to develop frameworks and models for B2C e-commerce. Angerhn and Meyer 

[19] examined the banking industry to offer some guidelines for developing Internet strategies. Nour and Fadlalla [34] 

provided a framework for formulating web-based marketing strategies. Johnson, Hyde and Ambrose [28] developed a socio- 

technical framework for assessing the benefits of electronic retailing. Lohse and Spiller [32] reviewed user interface 

features in electronic shopping and made several recommendations for developing a B2C web site. Liu and Arnett [30] 

proposed a framework for designing quality B2C web sites. Hoffman and Novak [27] analyzed a few case studies to 

recommend several measures for improving B2C web sites. Patrick and Joe [35] extended the conventional model of consumer 

buying behavior to online purchases, and made recommendations for improving online commerce. 

 

III. CONCLUSION 
This paper has determined the factors that assess the quality of an E-commerce website such as 

usability, reliability, trustworthiness, accessibility, security, efficiency etc. The list of attributes was derived 

from the specialized literature. The survey as well as analysis study also describe a greater understanding of 

these inter-related sub-factors which influence the main quality factors. The results of the literature review 

provide an important foundation for the understanding of quality in E-commerce websites that will allow 

developers to assess the strengths and weaknesses of their sites in order to know where to focus further 

development to achieve the high quality needed for E-commerce success. 

  

IV. FUTURE WORK 
These paper will conclude some essential factors which will be used for B2C website designing, this will help 

further to improve few Quality metric of B2C website.   
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