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INTRODUCTION

Securities brokerage is a service-intensive, rapidly growing and competitive industry. According to the statistical data released by the Securities and Futures Commission of HKSA, the number of licensed corporation and registered Institution are increasing continuously from 1,500 participants to 2,500 participants from 2011 to 2018 approximately. When some traditional securities brokerage firm with big-name, have face their customer base dwindling, some new brokerage firm with small and medium sized rise rapidly with huge increase in business volume and number of clients. Different from traditional brokerage firm who have a physical trading site, mostly of them provide their service online even without physical trading site, likes Interactive Broker LLC and Futu Securities International (Hong Hong) Limited. They provide online brokerage service with a very competitive price. Besides, retail banks in Hong Kong like HSBC and China CITIC Bank combine the securities brokerage service with their e-banking system and successfully to increase their market share in the industry. There are few empirical researches related to measurement service quality dimensions focusing online securities brokerage service. The current research study tries to identity the perceived online service quality dimensions along the industry and examine its relation with perceived performance.



LITERATURE REVIEW

Perceived Service Quality
There are two areas of literature about service quality were reviewed. These are the literature of traditional and online service quality, and the service quality of information systems and web site. Three conceptual models for measurement of service quality was selected and adopted in this study based on the literature review, as follows.

SERVQUAL Model
Although assessing users’ expectations of service quality is difficult, many researchers
have made efforts to develop service quality’s measurements. Parasuraman et al. (1988) defined SERVQUAL model to measure service quality. To evaluate service quality, they propose the following five dimensions: tangibles, reliability, responsiveness, assurance, and empathy. As a matter of fact, “the appropriateness of using SERVQUAL for measuring service quality for a wide range of services has been debated since the model was first presented” (Hughey et al., 2003) Some studies argued that the dimensional structure of SERVQUAL was not confirmed when applying SERVQUAL on the service quality, likes Badri et al. (2005), while others found that SERVQUAL remains a valid tool for service-quality research (Ladhari, 2009). Prior studies have used the SERVQUAL to measure Web site quality (Cao et al., 2005; Iwaarden et al., 2003) have adapted the measures from SERVQUAL, such as SERVQUAL plus (Gorla, 2011), or have modified SERVQUAL (Horn et al., 2005), etc.

E-SERVQUAL model
Electronic service quality refers to the quality of service that customers get when dealing with e-commerce websites from which they make online purchase transactions of both products and services. Zeithaml et al. (2000, 2002) defined electronic service quality as the measurement of the quality of a website that - during the interactions with the site and during the post interaction stages like fulfillment of the order and dealing with product returns. Electronic service quality is broadly defined to wreathe all section of interactions of a customer with a Web site: ‘The extent to which a web site facilitates efficient and effective shopping, purchasing, and delivery.’ Zeithaml et al. (2002) identified lot of website features and categorized them into 11 e-SQ dimensions. Upon further analysis and scale reduction (Parasuraman et al., 2005), the number of dimensions of the E SERVQUAL scale was reduced to 4 with a total of 22 items. The four dimensions which constituted the final scale were: efficiency (ease and speed with which a site can be accessed and used), fulfillment (extent to which promises made by the site regarding order delivery and order fulfillment are fulfilled), system availability (proper technical functioning of the site) and privacy (degree to which the site is safe and secure and protects customer information)

[bookmark: _Hlk6712286]WEBQUAL Model 
Li et al. (2002) defined service quality of web-based service as the measure to which services depend on web technologies advancing effectiveness and efficiency of online communications, delivery and consumption of product/services. There are several common characteristics of service between online store and physical store. Thus, the measurement of web-based service quality is similar to traditional model and it is supposed to be multi-dimensional. However, there are two principle differences between traditional and web-based services quality. Traditional service is much less efficient than web-based service comparatively. Websites or web-interface application can provide an inseparable linkage between customers and companies simultaneously. Web-based service is less time consuming and labor intensive. And Wolfinbarger and Gilly (2001) determined that web-based customers are not passive recipients of marketing information. In opposite, they are core participants who experience strengthened control in the internet ambience. Web-based customers are active participants who utilize information on the internet and self-service during online purchases. 

Loiacono et al. (2002) defined that WEBQUAL consists of twelve dimensions: business process, design, flow, information fit to task, innovativeness, integrated communication, interaction, intuitiveness, response time, visual appeal, trust and substitutability

Performance - Behavioral Intention
Behavioral intention is considered as the factor that influence customers’ intention to consume (Heijes, 2008). As traditional brokerage business is integrated with electronic commerce rapidly, Ajzen and Fishbein (1980) determined that behavioral intention to use illustrate the possibility that a user will adopt an application. Lin and Lu (2000) recommended that behavioral intention to use as a measure of a user’s willingness to use a website. Burton et al (2003) determined that actual performance is positively associated with perceived performance and further positively associated with customer satisfaction and behavioral intention. In this study, behavioral intention will use as a measurement of performance.



HYPOTHESES DEVELOPMENT
Referred to prior study by Feng et al. (2013), Ayo et al. (2016) and Toufaily & Pons (2017) on service quality on e-banking and securities brokerage industry, seven dimensions is selected from SERVQUAL Model, E-SERVQUAL model and WEBQUAL Model which is adoptable to perceived service quality of securities brokerage industry, as follows:

Ease of Use.
Online securities trading platform depends on information technology and regards as one kind of information system. There is an interactive learning circumstance among service providers and customer. Liu & Arnett (2000) determined that increase of customers’ capacity to learn how to appropriate use and search corresponding information online is important. Davis (1989) determined that postulate that perceived ease of use is the primary factor of utilize system under Technology Acceptance Model (TAM). An easy used online system will enhance customers’ capacity to learn how to appropriate use and to search corresponding information through the system. Zeithaml et al (2002) determined that overall design and organization, search functions, speed of download are the key elements of usability.

Information Fit to Task
It is referred to the quality of information provided. Customers would like to have relevant and accurate information to help them to make investment transactions in securities. Liu & Arnett (2000) determined that accuracy, relevance, price information, flexible information presentation, information for product/service differentiation and comparison, customized information presentation, timeliness and complete product/service description are variables apply for information quality measurement, no matter in words or/ and graphics.

Quality of Support
It is referred to the responsiveness with a timely manner. Availabilities of customer support function and effectiveness of troubleshooting can substantially increase consumer loyalty. The fluctuation of securities market is rapid and customers will be faced a potential loss if technical problem happened without timely solution. Instant messenger and customer service hotline are able to provide a desired user experience and an online trust for customers (Toufaily & Pons, 2017)

Reliability. 
It is a traditional service quality’s dimension. Wolfinbarger and Gilly (2002) determined reliability as an important dimension of quality of web-based service. A reliable securities trading platform provide error-free operations, rapid access, effective and efficient error recovery, order status tracking, security and privacy. Liu & Arnett (2000) determine reliable, dependable and trustworthy are important characters to prompt business transaction. The system has to be trusted to use for online securities trading transaction. 

Privacy and Security
Customers will concern their private personal information, such as their identities, resident address and transactions’ details which is kept by the service providers, just like the information provided to credit card company (Beatty & Holloway, 2008). Customers expect the online platform of service providers will protect them against theft and fraud after a securities trading transaction. Against this ground, the online platform’s privacy and security are important service quality dimensions, and that the privacy and security dimension affect overall assessment of the securities brokerage service quality.



Aesthetics
It is referred to the visual appeal of the trading platform. Ha and Litman (1997) and Elliot and Speck (1998) are agreed that visually appealing is an essential element of website. Similar to a physical store, a pleasant ambience and imagery (Grove et al., 1998) overture to attract a customer through an emotionally appealing (Richins 1997) site that stimulates his browsing continuously. 

Integrated Communication
It is referred to way for interaction between service provider and customers. For example, discussion forums under virtual communities. Virtual communities can be benefited to both servicer provider and consumer (Seraj, 2012). Kozinets, (2002) and De Valck et al (2009) commented that customers will be influenced and acted as a reference group, and influence the commitment of customers to a company positively (Casalo et al., 2008). Hsu et al (2012) determined that virtual communities provide a power of cohesion to the participants because many opportunities are provided to strengthen the commitment toward the community under their membership including the hosting company.

The Relationship between Perceived Service Quality and Behavioral Intention
Prior studies define service quality in various ways. Gronroos (1990) points out that perception of service quality involves a comparison of customer expectation and service performance. Ma and Zhao (2012) defined service quality as a long-term cognitive judgement with regard to a company’s “excellence or superiority”. Customer-oriented service quality strategy It is important that service companies to have a strategy of customer-oriented quality in order to drive behavioral intention of customers for continuous consumption. A good perceived service quality will strengthen the loyalty of customer and promote their continuous consumption. Moreover, inferior service quality will induce negative image and customer experience and further result loss of sales and benefit to the competitors. The essence of these theories promotes that perceived service quality is strongly related to behavioral intention. 

[bookmark: _Hlk6695692][bookmark: _Hlk6783584]Thus, it can be hypothesized that the perceived service quality dimensions will significant and positively affect behavioral intention:

H0: There is no significant relationship between the perceived service quality dimensions and the behavioral intention in securities brokerage industry.

HA: There is significant relationship between the perceived service quality dimensions and the behavioral intention in securities brokerage industry

And it can be further hypothesized as following hypothesis table:

	[bookmark: _Hlk6780748]Hypothesis
	Statement

	H1
	Ease of Use will significant and positively affect behavioral intention

	H2
	Privacy and Security will significant and positively affect behavioral intention

	H3
	Quality Support will significant and positively affect behavioral intention

	H4
	Reliability will significant and positively affect behavioral intention

	H5
	Information Fit to Task will significant and positively affect behavioral intention

	H6
	Aesthetics will significant and positively affect behavioral intention

	H7
	Integrated Communication will significant and positively affect behavioral intention






RESEARCH METHODOLOGY

Measurement/ Scale Development
A quantitative research method is used and an online survey among retail investors who are using online securities brokerage service in Hong Kong was conducted. Referring to the instruments from Toufaily and Pons (2017) and Feng et al. (2014), a 28-item instrument is designed and used in this study which consists of eight variables defined in previous section. These are ease of use, privacy and security, quality support, reliability, information fit to task, aesthetics, integrated communication and behavioral intention and using a five-point Likert scale ranging from “strongly disagree” (1) to “agree strongly” (5) to assess the hypotheses H1 to H7.

Sampling for Pilot Study and Proposed Actual Study
This pilot trial study has adopted convenience sampling to gather data. Requests for participants were sent via e-mails and WhatApps to more than 18 DBA students during a one-week period in early April 2019. Solicitation recipients were asked to forward the mailings or message to other interested people. The online questionnaire was posted on Google for 7 days and received 53 hits; 42 visitors completed the questionnaire. It fulfilled the pilot trail sample size recommended by Julious (2005) (24 samples), Kieser and Wassmer (1996) (20~40 samples) and Browne (1995) (30 samples) under rules of thumb. 

The proposed actual study will use purposive sampling that the instrument will be delivered to the participants of physical and online investment seminars or events organized by famous financial analysts through emblematic sponsorship. Generally, the participants of each physical or online investment seminars or events will be one hundred to five hundred according to the historical records sourced from Eddid Securities and Futures Limited which is a securities broker with over three thousand direct clients and I am one of the executive directors of the company. And it is projectd that there will be about 500 respondents from six to 10 investment seminars or events within 3 months.

ANALYSIS AND RESULTS
IBM SPSS Statistic Version 23.0 for Windows is used to analyze the data. 42 completed questionnaires were received. 4 of 42 respondents have found that they use traditional banks or securities brokers which are without online services as their primary brokers. As they are possible that do not entitle any experience in online securities brokerage service, their data was dropped as invalid questionnaire. Thus. The total number of valid questionnaires was 38. The demographic profile of respondents to the survey is shown in Table 1.

Table 1: Demographic profile of respondents to the survey (n = 38)
	Characteristics
	
	Frequency
	Percentage

	Gender
	Female
	21
	55.3%

	
	Male
	17
	44.7%

	Age
	18 - 29
	4
	10.5%

	
	30 - 39
	17
	44.7%

	
	40 - 49
	12
	31.6%

	
	50 - 59
	5
	13.2%

	Marital Status
	Single
	17
	39.5%

	
	Married
	25
	60.5%

	Education Level
	High School or Diploma
	4
	10.5%

	
	Bachelor
	13
	31.6%

	
	Master
	23
	52.6%

	
	Doctor
	2
	5.3%















[bookmark: _Hlk6769700]
Half of respondents (50%) are highly frequently in use of online securities service. About 25 of respondents are less active in using online securities service. The detailed particular is showed in Table 2.

Table 2: Use of online trading platform (web & mobile app) of securities brokerage.
	
	Frequency
	Percentage

	Rarely
	4
	10.5%

	Sometimes
	6
	15.8%

	Normally
	1
	2.6%

	Usually
	8
	21.1%

	Always
	19
	50%




Half of respondents are primary using securities brokerage service provided by retail banks. And the other half are primary using multichannel securities brokers or pure online securities brokers.

Table 3: Type of securities brokerage service provider used as primary broker
	
	Frequency
	Percentage

	Bank with online brokerage service
	19
	50%

	Multi-channel brokerage firm/ online broker firm
	19
	50%







Reliability and Validity Analysis
[bookmark: _Hlk6770678]A reliability test is performed to ensure each construct is measured accurately, by using Cronbach’s coefficient alpha (Cronbach’s α) and Composite Reliability (ρ). The results shown that value of Cronbach’s α of each construct vary between 0.872 and 0.929 and that value of ρ vary between 0.791 and 0.899. (Table 4) Both values are greater than 0.70 which recommended by Fornell and Larcker (1981) and Nunnally (1978).

Besides, factor analysis is applied to assess the validity of construct in this study. Hair (2006) determined that higher factor loadings exist, more significant convergent validity of construct. Generally, it is acceptable that the factor loadings are 0.50 or greater (Hair, 2006). Awang et al. (2015) stated that the accepted factor loadings are above 0.60. the results shown that the value of factor loading (λ) of each construct vary between 0.627 and 0.883. Furthermore, the value of average variance extracted (AVE) for all of the constructs greater that the recommended minimum threshold of 0.50. (Wu et al., 2008; Hair, 2006) The detailed particular is shown in Table 4. The reliability and validity of the data collected are confirmed.



Table 4: List of items with reliability and dimensionality indicators.
	Constructs
	Cronbach’s
Alpha (α)
	Factor
Loading (λ)
	Composite 
Reliability (ρ)
	Average Variance Extracted (AVE)
	Explained Variance (R2)

	Ease of Use (EOU)
	0.921
	
	0.856
	0.665
	

		EOU1
	
	0.821
	
	
	0.674

		EOU2
	
	0.826
	
	
	0.682

		EOU3
	
	0.799
	
	
	0.638

	Privacy and Security (PS)
	0.900
	
	0.811
	0.593
	

		PS1
	
	0.821
	
	
	0.674

		PS2
	
	0.843
	
	
	0.711

		PS3
	
	0.627
	
	
	0.393

	Quality Support (QS)
	0.929
	
	0.822
	0.607
	

		QS1
	
	0.769
	
	
	0.591

		QS2
	
	0.727
	
	
	0.529

		QS3
	
	0.838
	
	
	0.702

	Reliability (R)
	0.872
	
	0.801
	0.668
	

		R1
	
	0.795
	
	
	0.632

		R2
	
	0.839
	
	
	0.704

	Information Fit to Task (IFT)
	0.899
	
	0.829
	0.550
	

		IFT1
	
	0.716
	
	
	0.513

		IFT2
	
	0.852
	
	
	0.726

		IFT3
	
	0.698
	
	
	0.487

		IFT4
	
	0.690
	
	
	0.476

	Aesthetics (A)
	0.938
	
	0.791
	0.655
	

		A1
	
	0.830
	
	
	0.689

		A2
	
	0.788
	
	
	0.621

	Integrated Communication (IC)
	0.885
	
	0.887
	0.664
	

		IC1
	
	0.727
	
	
	0.529

		IC2
	
	0.883
	
	
	0.780

		IC3
	
	0.758
	
	
	0.575

		IC4
	
	0.880
	
	
	0.774




[bookmark: _Hlk6781333]Table 4: List of items with reliability and dimensionality indicators. (Continued)

	Constructs
	Cronbach’s
Alpha (α)
	Factor
Loading (λ)
	Composite 
Reliability (ρ)
	Average Variance Extracted (AVE)
	Explained Variance R2

	Behavioral Intention (BI)
	0.916
	
	0.899
	0.563
	

		BIU1
	
	0.773
	
	
	0.598

		BIU2
	
	0.673
	
	
	0.453

		BIU3
	
	0.831
	
	
	0.691

		BIU4
	
	0.831
	
	
	0.691

		BIU5
	
	0.645
	
	
	0.416

		BIU6
	
	0.791
	
	
	0.626

		BIU7
	
	0.682
	
	
	0.465













Hypotheses Testing
[bookmark: _Hlk6782922]Correlation analysis is conducted to test the hypotheses - whether there are significant correlations between the beneficial intention and the seven elected service quality dimensions. The result shown that there are significant correlations between them as all of the Pearson correlation coefficient is greater than 0.5 with a p value <0.05. The service quality dimension for Information Fit to Task has the highest correlation coefficient (0.700) than others. And the reliability has the lowest correlation coefficient in the seven elected service quality dimensions (0.530). The detailed particular is shown on Table 5.

Table 5: Correlation Matrix
	
	
	EOU
	PS
	QS
	R
	IFT
	A
	IC

	
	Pearson Correlation
	0.552
	0.649
	0.654
	0.530
	0.700
	0.686
	0.550

	BI
	Sig. (2-tailed)
	0.000
	0.000
	0.000
	0.001
	0.000
	0.000
	0.000

	
	N
	38
	38
	38
	38
	38
	38
	38





Therefore, H0 is rejected and HA is proofed as valid according to the result of correlation analysis. For H1 to H7, the testing results are shown in Table 6.

Table 6: Results of Hypotheses Testing
	Hypothesis
	Statement
	Hypothesis is Supported
	Association
Level

	H1
	Ease of Use will significant and positively affect behavioral intention
	Yes
	Substantial Association

	H2
	Privacy and Security will significant and positively affect behavioral intention
	Yes
	Substantial Association

	H3
	Quality Support will significant and positively affect behavioral intention
	Yes
	Substantial Association

	H4
	Reliability will significant and positively affect behavioral intention
	Yes
	Substantial Association

	H5
	Information Fit to Task will significant and positively affect behavioral intention
	Yes
	Very Strong Association

	H6
	Aesthetics will significant and positively affect behavioral intention
	Yes
	Substantial Association

	H7
	Integrated Communication will significant and positively affect behavioral intention
	Yes
	Substantial Association






DISCUSSION
The result of this pilot trail study is consistent with initial expectation of the researcher. There are three proposed improvement for the actual study. Firstly, customer satisfaction will be added to one of constructs as a measurement of perceived performance in order to have more comprehensive assessment on the correlation between perceived service quality and perceived performance of online securities brokerage and consist with Burton et al (2003) study. Besides, an independent T-Test will be performed on the perceived service quality and perceived performance between retail investors who using retail banks as primary brokerage service providers and brokerage firm. Furthermore, a standard multiple regression analysis is necessary to assess the relation if the independent variables - the perceived service quality and the dependent variable -the perceived performance. It is unable to have a reliable assessment on the regression due to limitation of small sample sizes. 

CONCLUSION
How do retail investors elected securities brokerage service provider? Similar to other service providers of professional service, retail bank and brokerage firms need to study the expectations of service quality by customers to gain competitive advantage under the rapidly growth and competitive market. Besides, most of the business model are being combining with e-commerce and change to e-broker structure. This pilot trial study and future study attempts to make contributions to the industry and related literature.
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APPENDIX I – MEASURE ITEMS IN THE INSTRUMENT

Service Quality Dimension - Ease of Use
	EOU1	This service provider's website/ mobile app is very easy to use.
EOU2	It is easy to navigate and find what I’m looking for on the service provider’s website/ mobile app.
	EOU3	The tasks are simple on the service provider’s website/ mobile app.

Service Quality Dimension – Privacy and Security
	PS1		I can safely buy or sell on the service provider's website/ mobile app.
PS2	I believe that my personal and financial data are well protected on the service provider's website/ mobile app.
	PS3		I am reassured by the payment security of the service provider’s website/ mobile app.

Service Quality Dimensions - Quality Support
	QS1		The help center for assistance in case of technical difficulties is very effective
	QS2		This service provider’s customer service staff is usually very effective.
QS3	The service provider’s website/ mobile app support in case of technical difficulties is very effective.

Service Quality Dimensions - Reliability
R1	The service provider’s website/ mobile app is always available (rarely service down) for transaction.
	R2		The service provider’s website/ mobile app keeps error-free transactions.

Service Quality Dimensions - Information Fit to Task
	IFT1	The service provider’s website/ mobile app provides complete information.
	IFT2	The service provider’s website/ mobile app provides reliable information.
IFT3	The service provider’s website/ mobile app provides comparative information between products.
IFT4	The service provider’s website/ mobile app communicates information in an appropriate format.

Service Quality Dimensions - Aesthetics
	A1		The service provider’s website/ mobile app is aesthetically pleasing.
	A2		The service providers website/ mobile app is visually appealing.



Service Quality Dimensions - Integrated Communication
IC1	A virtual community on the service provider’s website/ mobile app enables (will enable) me to share my experience on investments and stocks with other customers.
IC2	Overall, I find that a virtual community on the service provider’s website/ mobile app is (will be) useful to my investments.
IC3	Using a virtual community on this service provider’s website/ mobile app improves (will improve) my understanding of investments.
IC4	A virtual community on this service provider’s website/ mobile app improves (may improve) my decisions of investments.

Performance - Behavioral Intention
	BIU1	Say positive things about the service provider to other people.
	BIU2	Recommend the service provider who seeks my advice.
	BIU3	Encourage friends and relatives to buy products from the service provider.
	BIU4	Consider the service provider as first choice to buy various services.
	BIU5	Do business with the service provider in the next few years.
	BIU6	Continue to do business with the service provider even if its prices increase somewhat.
[bookmark: _GoBack]BIU7	I am ready to pay higher price than the competitors charge for the benefits I currently enjoy from the service provider.
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