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The purpose of this study is to investigate the impacts of e-service quality factors on
customer satisfaction and behavior intention. This study also aims to examine the relationship
between the variables of web site service quality variables (reliability, information, design,
communication, entertainment, convenience), the customer satisfaction with web site,
relationship intention and word of mouth intention. As the results, the study found that factors
of web site service quality variables has a positive impact on customer satisfaction. And

customer satisfaction also has a positive impact on relationship intention and word of mouth
intention. At the same time, it was found that customer satisfaction had an effect on
relationship intention through the mediation of word of mouth intention indirectly as well as
directly. According to those results, marketing managers should develop different service
strategies.
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