A special request:
Because my work is necessarily being done “under the table,” I would like if you could change my name on your acknowledgements cover sheet. You call me “Ron A. Zajac.” Could you change this to an alias? How about:

Jack A. Zorna
???   If it later comes to pass that someone wants my services, and asks you for “Mr. Zorna’s” contact information, you can tell them my real name; but only if you really know and trust them.
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	20,21
	The rapid expansion of information and communication technologies in daily business activities is the most important long-term trend in the business world (Rust, 2001). These forces are driving the e-tailing boom. As a result, in recent years, many studies regarding website service quality were conducted with a focus on online “virtual” trading environments. Since the traditional scales for measuring SQ were developed by Zeithaml et al. (1988; 1996) for the physical trading environment and might not be suitable for the online “virtual” environment, new concepts of Electronic service quality（e-SQ）and measured scales to measure e-SQ were proposed (Zeithaml et al., 2002; Wolfinbarger and Gilly, 2003; Parasuraman et al., 2005). Some studies have paid attention to the influences of e-service quality on perceived risk and repurchase intention in online shoppers (Lim, 2003; Forsythe and Shi, 2002; Sirohi et al., 1998; Heijden and Verhagen, 2003). However, studies on e-service quality over web brand equity, and which modeling interactions among Web brand equity, perceived risk, and customer value, were relatively rare. Therefore, this study, in which the relationship between online service quality and online customer behaviors are directly and thoroughly discussed, should be meaningful and welcome.

Note the text in bold.
Is “…relatively rare” correct?

	21,22
	Because online shopping has been growing and maturing, online store managers need to fully recognize customers’ values, and should establish competitive strategies that enshrine the fulfillment of these values as company goals. Since online customers, on the whole, expect utilitarian more than hedonic value in website interaction, online stores should invest in the application of cutting-edge web technology in the production and maintenance of user-friendly transaction interfaces, and they can bargain price their high utility items; these steps will serve to fulfill customer expectations for utilitarian value. With respect to hedonic value in online shopping, this is related to customer behavioral intention. Online marketers need to also address creating an online environment which affords pleasure, escapism, music, arousal of interest, and excitement to cater to the fulfillments of shoppers’ hedonic expectations. (Morris and Boone, 1998; Bridges and Florsheim, 2007)

This whole paragraph has been massively rewritten; reread it closely.


