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Abstract

Background and Objectives: This study aimed to investigate the effect of the dimensions of the quality of
electronic services of online bookstores on the immediate purchasing behavior of students.

Methodology: The present research method is applied in terms of purpose, and data collection are descriptive-
analytical and correlational. Two standard questionnaires related to the quality of electronic services and
instant purchasing behavior were used to collect data. The statistical population includes students who buy
books in online stores. The statistical sample was obtained through the available method and social networks
from the universities of Tehran, Qom, and Ardabil. In this study, considering that the quality of electronic
services variable has seven indicators, the minimum required sample is equal to 70. However, with the
electronic distribution of questionnaires, 214 questionnaires were obtained. Finally, the analysis was
performed with PLS modeling software.

Findings: Examination of the primary hypothesis results indicates that the study’s main hypothesis
is confirmed, as the resulting significance value (t-value) is greater than 1.96. The strength and
direction of the effect are also determined using the beta coefficient. The beta value obtained
(0.411) indicates that the effect is positive and has high intensity. Therefore, the quality of
electronic services has a positive and significant effect on an immediate purchase. Table (6) also
shows the results of the research hypotheses. According to the results, the variables of ease of use
(0.129), availability (0.261), reliability (0.301), design (0.380), security and privacy (0.200),
responsiveness (0.184), and quality of information (0.295) they have a positive and significant
effect on an immediate purchase.

Discussion: Due to the expansion of the capabilities of the virtual world and the increasing use of
commercial cyberspace services, the online purchase of books is also increasing rapidly. This study
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aimed to investigate the relationship between online bookstores' quality of electronic services.
Examining research hypotheses confirmed an association between the quality of electronic services in
online bookstores and instant purchase behavior. As mentioned above, when customers experience
high-quality services in e-commerce, their expectations of the service increase, and they are more likely
to visit the website and make purchases more frequently. Exposure to these leads to increased website
behavior. The ease of service usage of websites translates to tranquil access to electronic services and
continuing to examine the relationship between variables, which finally ease the search for
information. Website design is increasingly influential on instant buying behavior. To improve the
book buying process in e-commerce, the issue of website design should be given more attention. Proper
and striking website design is a prerequisite for an effective immediate purchase behavior in book
buyers. The role of instant buying behavior in e-business was emphasized, given the impact of
advertising on Internet penetration and sales in the country. Some customers may not want to shop
online but will make an instant or unplanned purchase only to view published books. Accordingly,
creating the right platform can increase online book sales. The component of responding to concepts
such as customer complaints and requests from e-service providers is the possibility of easy contact
with vendors and the necessary guidance by them when needed. Therefore, providing appropriate
answers and following up on the questions and complaints of book buyers can improve the quality of
electronic services in online bookstores and increase the incidence of instant buying behavior. Online
bookstores should pay special attention to the quality of their e-services and their impact on instant
shopping behavior. They should also develop appropriate strategies and programs to increase
customer satisfaction and loyalty. Given that the book is not considered one of the physiological and
basic human needs, it is one of those products whose attention and use increases when it becomes
easily accessible. Similarly, people may not buy a book when it is unavailable, and cyberspace is a tool
for easily publishing books to the public. Therefore, marketing managers of companies and online
bookstores should pay more attention to the design offered. Have your websites. Increase the security
of online shopping, pay attention to protecting users' personal information, improve the quality of
information on their websites, and respond to customer questions or complaints in the shortest
possible time and satisfy them. It is also recommended to develop and diversify the marketing
programs of these stores.
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Figure 1. Conceptual model of research
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Table 2. Demographic characteristics of the sample

990 1915 < 29 2

Percentage Abundance Property Variable
38.8 83 Man s i
61.2 131 Female O Ge})der
18.2 39 Under 20 years JLo Y+ 3
71.0 152 20-30 years Jlw ¥+ ¥+ o
10.7 23 31-40 years JLo ¥\—F+ Age
4.2 9 Associate degre gls,iS”
53.7 115 bachelor's degre _wlii S
24.8 53 Masters L | _owlis IS C‘M
14.5 31 Professional Ph. (g4 > (5 ;S5 Education
2.8 6 Specialized Ph. e 5,55

Olge Cow LOT 31 48 Olgy (gl ke S o o o5 1) 0k oualiie (sla pkie 5 Olgis (sla ke o Ll (5, 05100 Je

e (1 st red & it (S 051l 5 odalie BB s oyt 4 Amd gla ke 55 g0 3 5 05K ke
(Sl kin claimin gl a3 o JSCE5 1 dolidin SV Dl ¢l )3 487 S o o3lizad (gloey 7L et 51 Ol (sl i
aiasOli ¢ ale Hb .3 sd sosls Gl Jele jb dluws 4y odalie B i 5 (Olgy yuine) Julo opw ddaly O s s ol odalie
Aot o (5 5Min ale 5 il 5 a5 i K51l e 60 W g 8l ke S S D3y St
JSC A8 /8 5185 0T jpalie 48 ol (5, o310 I 53 o ke (sl b sl Y b5l K
E N b ol S 53 8 e odalin b Olas das o OLE 1) ol o e o 3 o (5,8 05161 Jute (V)

il o o35 90 0l ol ol

bl b2 bad bas bab bg7

dql \'\ ) .c\‘ a;ru

pagy Osss @722 L7875 g

&gl
el
) ag2
. aszw—Y
o
a7
agd

[y oyt Il 33 G0N fko .| IS

Figure 1. Measurement model in coefficient estimation mode
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Figure 2. Research measurement model in the significant state of coefficients
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Table 3. Convergent reliability and validity
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Table 6. Results of research hypotheses
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Results Assumptions
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