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Summary:

One of the consequences of the efforts of modernization of public services was the
rapid adoption of the Internet as an alternative to the other modes of contact for
certain operations. The Web site appears in fact, more than a simple medium of
communication, being a true service experience. Considering the Web site as an
element of the system of servuction makes it possible to make accurate
measurements of its effectiveness in terms of satisfaction and perceived service
quality. The objective of this communication is to determine which elements a user of
public services takes into account in his judgement of satisfaction, and so, this
research presents the construction of a multidimensional measuring instrument of the
satisfaction of the users of a public service Web site.

The authors wish to thank John W. Parlane for his valuable contribution.
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These last years were marked by the efforts of the public services to take into
account the public’s expectations. These efforts played a role in the introduction of a
managerial logic into the public sphere and thus a growing awareness of the users’
needs. The quality of the services rendered to the users thus became one of the
major concerns of the public services. Service quality is closely related to the concept
of accessibility (the consumers must be able to get the service quickly, easily and at
the moment when they wish it). The effort of modernization is in particular related to
the conditions of physical access (distance, indication, schedules), the devices of
information and the simplification of the steps and the administrative formalities.
Thus, it is not astonishing to observe that the Internet was quickly accepted as an
alternative to the other modes of contacts for simple operations (searching for
information in particular) and thus to decrease the waiting times on the service places
for other operations.

However, the Internet is much more than one simple medium allowing the circulation
of technical information. Recent research showed that the Web site is a true place of
service characterized by various dimensions. Galan and Gonzalez (2001) on the
basis of review of the literature suggest in particular that the Web site has an
informational dimension but also an aesthetic dimension, a social dimension, a
dimension of effectiveness… In fact, it seems that as the Web is growing, its
multimedia characteristics make it possible to provide a level of service much higher
than that of traditional contacts (Volle, 1999). In retailing, the service quality offered
by the distributors became the principal means of differentiation and positioning of
the virtual merchants. Today the online sellers do not only provide a choice of
products but an access 24 hours per day, every day, a reduction of the geographical
barriers thanks to increasingly lower costs and shorter delays, an assistance in the
choice of products... So that the Web site became the place of the service encounter.

This propensity of the Web to provide a high level of service makes it possible to take
accurate measurements of effectiveness of the sites in terms of satisfaction and
perceived service quality. The objective of this article is to explain in what ways the
contact mediated by a Web site can be regarded as a relation of service and the Web
site as an element of the system of servuction (Eiglier and Langeard, 1987). In
particular, we will try to define which are the elements that a user of public services
takes into account in his judgement of satisfaction. The public service Web site is
defined as the technological interface which supports the service encounter between
the State and its users. The matter is thus, initially, to show that the literature on the
service encounters, on the service quality, as well as on the impact of technology on
the delivery of services allows one to provide a solid theoretical basis for the
development of measurements of Web sites effectiveness. Secondly, a study
conducted within the framework of the evaluation of the satisfaction of the users of a
local site of a public utility will show which dimensions of the site are used by the
users to work out their judgement of satisfaction.

THEORETICAL BACKGROUND: THE WEB SITE AS A SERVICE ENCOUNTER

All companies, whatever their branch of industry, create a relation of service when
they decide to put a Web site on line. An electronic retailer of products offers to his
customers an intangible service by nature (the remote sale). The customers have a
service experience which is mediated by the company’s Web site. Correlatively, the
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question is to know whether the concept of service encounter makes it possible to
define the nature of the relation between a virtual seller and his customers. The
service encounter is defined as the moment of the interaction between a customer
and a company. For certain authors it constitutes the heart of services marketing
(Bitner, 1990, 1995; Eiglier and Langeard, 1987; Zeithaml et al. 1988). The service
encounter constitutes the " moment of truth " during which the customers and the
employees co-produce the service.

The growing role of technology in services is a field of research which is still to be
explored (Dabholkar, 1996, 2000; Parasumaran, 1996; Meuter et al. 2000; Bitner et
al. 2000). Rayport and Svioka (1995) suggest that the traditional service experiences
could proceed in a virtual environment in which the products and the services exist
as numerical information. Without going as far as replacing the interactions between
the sales personnel and the customers, new technologies and in particular those
which allow self-service, modify the design of the service encounter. However, as
Walker and Craig-Lees (1998) note, when an interpersonal relation is normally
expected, care should be taken that technology does not create a distance with the
customer.

The relational potential of the Internet in general and of a Web site in particular
basically modifies the traditional design of the service experience. The Web user
takes part more than with any other media of distribution in the service encounter. It
is he which enters in relation with the company. He decides the moment and place of
the relation. Moreover, he controls the service experience by organizing by himself
his navigation according to his expectations and its degree of expertise. The Web
site is the interface which makes it possible to support the co-production of the
service: " the service creates a complex system of relations between offer and
demand: the design of the service and its realization cannot be separated and
mobilize at the same time the producer and the consumer who cooperate closely "
(Callon et al., 1997). The role of the Web-designer is to use the relational potential
which technology offers in order to allow the participation of the customer by
proposing an easy to use, effective, convivial interface, and contents which
correspond to customer expectations. The role of the personnel in charge of the
interface remains very significant but remains in the background.

The service quality

It is necessary to raise the question of the evaluation of these services and thus of
the effectiveness of the site from the point of view of its capacity to mediate the users
service experience. The literature of the satisfaction measurement and the perceived
quality of the services is rich and it is possible to retain from it some bases which
could a priori be useful for the evaluation of the services on the Internet.

To evaluate the quality of industrial products is easier than for the services. Indeed
three characteristics make the service quality not easily measurable: they are
heterogeneous (each execution of service is different and dependent on the actors of
the servuction), they are intangible (one cannot touch them physically), they are
inseparable (the production process of a service is simultaneous with its delivery and
with its consumption, one cannot separate their production and their consumption of
this fact the service quality depends on the delivery conditions).
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In the absence of objective measurements, it is advisable, to evaluate the service
quality, to measure the perception of this quality by its consumers. Research in
services marketing was naturally focused on the interpersonal relations between
users and the staff in contact. For example, Bitner et al. (1990) identified three
sources of satisfaction or dissatisfaction of the customers with respect to a relation of
service: capacity of the staff to personalize the service, the resolution of the problems
and the unexpected elements which occur during the service experience.
Parasuraman et al. (1985) stress the importance of the service encounter in the
evaluation of the perceived service quality by a customer. The perceived service
quality is described as a form of attitude, relative but nonequivalent to the
satisfaction, which results from the comparison between expectations and
performances. Their work (Parasuraman et al. 1985, 1988) also made it possible to
distinguish the principal dimensions of a service experience which play a part in the
customer’s judgement: reliability, responsiveness, competence, access, courtesy,
communication, credibility, security, empathy, tangibles. According to Llosa (1996), "
dimensions " suggested do not designate perceived quality but rather the service
experience in itself. It is admitted today that they constitute a skeleton from which the
researchers can build a measuring instrument of the service quality adapted to their
field of study.

Nevertheless, these dimensions of service quality are established on a traditional
concept of the service experience which does not take into account the role played
by technology. These dimensions stress in particular the importance of the
interpersonal contact between the customers and the staff. This is why, it is advisable
to specify which are the dimensions of the service experience on the Internet which
are used to form the judgement of quality or satisfaction of a customer with respect to
a Web site

Technology and service encounters.

The fact that the service encounters can be done by the intermediary of a Web site
changes their nature radically. Lovelock and Lapert (1996) note that the customer
experience is not limited to the product or basic service and that technology makes it
possible to ensure eight categories of additional services: information on the offer,
consultation, completion of the transaction, hospitality, protection, exceptions (special
requests), invoicing and payment.

Considering the positive effects of technology in the service encounters, Bitner et al.
(2000) explain that the three sources of satisfaction are:
1 – personalization and flexibility: capacity to adapt in real time and to deliver an
individualized service. Another form of personalization also appears when the
consumer uses technology with an aim of creating a service for himself (self-service).
2 – the service rectification: all the encounters are not a success and the customers
expect an effective correction when a failure occurs. The interactive character of
certain technologies can allow – just like employees – to treat the customers’
complaints and to reduce the problems.
3 – spontaneous pleasure: the fact of providing a pleasant and unexpected
experience to the customer is a means of satisfying him.
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The Web site as self-service technology.

The Web characteristics assure that the site provides the occasion to the user to
adapt the environment to his needs and to create his own service. On the basis of
qualitative talks, Meuter et al. (2000) suggest that there are seven categories of
sources of satisfaction / dissatisfaction with regard to self-service technologies.
These categories are three for satisfaction: the resolution of intense needs (particular
or urgent requests) thanks to a great flexibility, particular advantages (facilitated use,
no interpersonal contact, savings in time, reduction in the geographical and temporal
barriers), an efficient production of the service. They are four for the dissatisfaction:
technological or technical error, procedural irregularities, bad design (technical or of
service), error due to the consumer (in handling of technology for example).

The Web site is a particular case of self-service technology. It virtually makes it
possible for the customer to have a great margin of action as for the production of the
service. Sites such as Amazon.com revolutionize the sale of products of general
consumption by abolishing the border between products and services. As well as
Volle (1999) notes, in the digital era, it is necessary to wonder whether the distinction
between products and services on the basis of their tangibility is always of topicality.
On a merchant Web site, even if the market products are quite real, that which is
presented to the consumer is only an avatar, an abstraction. Thus, the products’
intangibility on the Web facilitates the integration of the services in the retailers’ offer.

Any interaction between an organization and its customers / users mediated by a
Web site is thus a service experience.

EMPIRICAL STUDY

Methodology and procedure

The sample

The sample consists of 216 users of the local pages of a Web site of a public utility1.
The questioned individuals are in majority women (67%), from 19 to 54 years
(average: 33 years), and of a rather high school level education explained by the
strong presence of managerial staff (28%) and students (19%) among the users.

Data-gathering

Four focus groups were first of all carried out with Internet users. The analysis of the
focus groups brought to light several dimensions which influence satisfaction with
respect to a relation of service mediated by a Web site This stage was followed of a
quantitative study during the period from February to April 2001 and whose principal
objective was to show dimensions subjacent with the concept of service quality
perceived by the users.

                                                          
1 the public utility in question not having  wished to be identified, its name will be replaced by " organization "
or " local public service ".
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The questionnaire was proposed to the users via hypertexts links present on the site
at the time of their visit. The communication department also sent e-mail requests to
the users having sent a message via the local pages in order to increase the number
of respondents and the relevance of the analyses. The questionnaire as well as the
software of data recovery were written in Perl 5. This made it possible to provide to
the respondents an interface HTML compatible with all browsers. The data were then
computed with software SPSS v.10.0.7.

The questionnaire

The questionnaire first included 50 items concerning the elements of services
evaluation, then 10 items relating to the users satisfaction and 3 items relating to
their commitment. The items were presented in a random order for each respondent.

Procedure of validation

The process of purification and validation of measurement scales consisted of
exploratory factor analysis. The principal components method makes it possible to
bring out a factorial structure for each theoretical variable as well as a structure of
items for each factor. Oblique rotation was prefered to orthogonal rotation because
the studied concepts can be correlated a priori. The calculation of an indicator of
reliability for each factor also takes a part in the purification of the items. To purify the
data, we followed the usual recommendations for each scale formed by the items of
the same dimension: (1) elimination of the items which have a weak community
(lower than 0,5); (2) by retaining only the items which most strongly saturate on only
one factor (loadings > 0,5) and by eliminating the items which do not discriminate the
principal factors; (3) by eliminating the items which do not contribute to improve the
reliability of measurement. Nevertheless, these thresholds are guides which will be
moderated by the qualitative analysis of the relevance of the items. Moreover, we
applied a principle of precaution in the process of purification counts due to the
exploratory nature of this research. A confirmatory analysis will make it possible to
select the most relevant items.

Results

By choice, the measurement of the judgement of the Web users was taken by means
of a measurement of the perceived performances. On the one hand, it does not
present the theoretical and operational problems related to the scores of differences
(Cronin and Taylor, 1992; Peter et al. 1993; Grapentine, 1994; Ngobo, 1997).

On the other hand, the measurement of the perceived performance would have a
predictive capacity of satisfaction or perceived quality often higher than that of the
process of confirmation, than it is operationalised in a subtractive or subjective way
(Parasuraman et al. 1994; Dabholkar et al., 2000). The list of the 29 items composing
the scale of the perceived quality by the Web users is presented in table 1. The
respondents were to evaluate these items on a five points Likert scale.
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Table 1 - Factorial structure of the items
of quality perceived after oblique rotation

Factorial Struct.
(factorial weight

and communality)

Explanation
of the

variance

Cronbach’s
α

Factor 1: navigability 40,41 % 0,92
The headings of the site are clear 638 (,692)
It is easy find your way through the various pages of
the site.

751 (,784)

On the site, information is easy to read 696 (,651)
It is easy to browse the various pages of the site. 808 (,681)
The headings of the site make it possible for the
users to understand their contents

705 (,626)

The menus and summaries of the site make it
possible to find information easily.

776 (,720)

The site is easy to use. 769 (,749)
Factor 2: esthetics 7,28% 0,92
Animations and design on the site are imaginative. 852 (,698)
The atmosphere of the site is pleasant. 733 (,673)
The graphics of the site is adapted to the type of
services provided.

620 (,616)

The aesthetics of the site is pleasant. 808 (,758)
The graphic interface of the site is visually attractive. 864 (,757)
The site is friendly. 700 (,738)
The site is entertaining. 743 (,641)
Factor 3: confidence 6,60% 0,69
In the event of problem, the users can contact an
employee.

643 (,566)

The organization confirms to the users that their
requests have been received.

722 (,586)

The users of the site receive personalized attention. 425 (,565)
Factor 4: information 5,75% 0,89
The information provided on the site is interesting. 599 (,710)
The information provided on the site is complete. 804 (,716)
The site proposes information which users seek. 747 (,697)
Information about the services is precise (amounts,
conditions of attribution, etc).

435 (,545)

The information provided by the site is useful. 500 (,631)
The services or the information provided by the site
are adapted to the profile of each user.

734 (,763)

The organization adapts its Web site to the users
needs.

643 (,651)

Factor 5: reactivity 4,47% 0,80
The handling of  question or request on the site is
fast.

725 (,706)

On its site, the organization indicates precisely when
the services are provided.

736 (,688)

On its site, the organization respects the deadlines
for providing the services

735 (,717)

Factor 6: connection 3,61% 0,44
The pages of the site are overloaded. -,614 (,668)
The time of remote loading of the pages of the site is
long.

-,860 (,764)

Total scale 68,12% 0,93
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The purification process consisted of factor analysis in successive principal
components which resulted in a factorial structure made up of six factors (eigenvalue
higher than 1) restoring 68% of information (cf. table 1). The coefficients of internal
coherence of the factors are satisfactory, taking into account the exploratory
character of this research.

The review of literature combined with the qualitative study had brought to light eight
dimensions: offer extent, clearness and precision of the offer, accessibility, technical
capabilities, reactivity, personalization, insurance, aesthetic experience. The results
of the analysis after oblique rotation as well as the calculation of Cronbach’s alpha
confirm the existence of six of these dimensions, the regroupings of the variables on
the principal axes often coinciding with the distribution of the variables in various
dimensions supposed a priori. Thus, the variables gather according to easily
interpretable topics

Factor 1: navigability

The navigability can be measured according to the time necessary for the user to find
given information on the Web site. It is closely related to the ergonomics of the site
insofar as it relates to the accessibility of information, and not its availability
(Ladwein, 2000). The ergonomics of the site must thus allow fast access to
information.

The ease of navigation depends on several elements: the respect of the logic of
navigation of the customers, the provision of assistance tools for navigation (site
map, search engine by key words or a virtual assistant which guides the user in his
visit), the use of multimedia elements, and the technical capacities of the site. This
navigability is implicitly related to the quality of connection on the site. However our
data reveal a factor specifically related to this quality of connection (factor 6).

Factor 2: aesthetics

The aesthetic experience is related to visual and/or sound design of the Web site.
The Web allows the use of pictures, animations, sounds so as to make the service
experience more pleasant. This factor is thus related to the atmosphere of the site.

Factor 3: confidence

Galan and Makas (2000) explain that the Internet is perceived by users as a risky
environment and that confidence makes it possible to maintain the commercial
exchanges. On the Internet, confidence is in particular related to the good
management of the problems and the potential of personalization of the site. The
interpersonal relation between users and employees of a public service is a
determining element of the service quality. The users expect to be listened  to, with
consideration (Sabadie, 2001). The interactive dimension of a Web site adds to the
feeling of confidence and personalization of the Web users. The service provider can
place, at the disposal of his customers, tools for assistance to inform them and guide
them throughout process of purchase or consumption. These tools have in particular
a role to mitigate the absence of personnel which could direct and advise the
customers (FAQ, virtual assistant, transport, online council).
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The Internet, as an interactive media of communication makes it possible to
personalize the site according to the information emitted by the user. The
communication can be adapted to each customer thanks to the construction of a
relevant database. This can make it possible for the service provider to welcome and
redirect the customers towards a place which can be appropriate to them or to allow
them to build virtual " real estate ". It can also offer products or services on the basis
of purchases already carried out by the customer or information on his visiting habits.

Factor 4: information

At the time of the investigation, the Web site under study had primarily an informative
vocation. The informational dimension relates to exhaustiveness, interest, clearness
and relevance of information for the Web user. At the time of the qualitative phase,
certain respondents insisted on the clearness and the precision of information
concerning the offer of the service provider because they did not have a person who
is likely to help them. This dimension appears to have three dimensions: semantic ("I
do understand what is explained"), syntactic ("they put the significant things in first")
and graphical ("information is too dense visually, it is written too small"). Indeed, the
informational dimension is related to the ease of navigation and the aesthetics of the
site. The graphics of the Web site make it possible in particular to the seller to
emphasize and to clarify his offer by the use of tables, pictures, etc

Factor 5: reactivity

This dimension can be brought closer to the "responsiveness" which is defined by
Parasuraman et al. (1985) like the goodwill to answer the customer and to offer a
prompt service. Indeed, it is a question of placing the seller’s offer at the disposal of
the customer and of answering his requests quickly.

Factor 6: connection

The technical effectiveness of a Web site relates to the speed of remote loading of an
image or a page on a site for example, the speed of access to people on line, or the
required contents. Nevertheless, part of the effectiveness escapes the Web designer
because it is directly related on the quality of connection and the hardware of each
user (Galan, 2000). This dimension is related to the ease of navigation and the
accessibility of information (factor 1).

Satisfaction

The consumer satisfaction is a central concept in marketing, in the practices of the
companies, as well as in the field of the theory of the consumer behavior (Evrard,
1993). Aurier and Evrard (1998) define satisfaction as " a psychological state
resulting from the process of purchase and consumption ". Satisfaction is an
evaluative judgement which results from cognitive processes and integrates affective
elements.

The literature review and the analysis of the focus group led us to consider three
dimensions of the user satisfaction with respect to the offer of service mediated by a
Web site: (1) cognitive satisfaction, (2) hedonic satisfaction and (3) satisfaction
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related to the added value of Internet site compared to the other media of the
servuction. The latter, in particular, emerged from the qualitative analysis. Many
respondents made remarks on the advantages of the Web compared to the other
media. This dimension thus does not appear a priori to be a dimension of evaluation
of a Web site compared to another Web site. It can be dependent on the use of a
technological innovation and its potentialities. As Meuter et al. (2000) note,
satisfaction with respect to a self-service technology can result from the simple
fascination of its aptitude to carry out the service. The authors describe this like a
feeling of " Wow – it really works! ". This dimension also relates to the value added of
this new media of servuction compared to the traditional media (the physical contact,
the telephone or the Minitel). A Web site is likely to propose and support the sale and
the delivery of service, 24h/24 all the year without having to also pass by another
interface ("I can consult my accounts directly ", " that avoids me a contact with a
hurried employee"), the users want the distributor to use the existing potentialities
("one cannot even fill the online form, it is necessary to print it and mail it").

Table 2 presents the results of the principal components analysis and the tests of
internal coherence for three dimensions of satisfaction.

Table 2 - Three dimensions of the
satisfaction of the Web users

Factorial Struct.
(factorial weight

and
communality)

Explained
variance
(office

plurality)

Cronbach’s
alpha

Advantages related to the use of Internet 71,44 % 0,79
The Web site constitutes an improvement in the offer of
service

80 (,64)

This site saves me time. 89 (,78)
The site saves me going to the reception desk or
telephoning

85 (,72)

Service satisfaction 80,35 % 0,75
All in all, I am really satisfied by the services provided on
the site.

90 (,80)

I am more often disappointed than pleased by the
services that the organization provides on its Web site.

90 (,80)

Hedonic satisfaction 84,57 % 0,81
I feel good when I’m surfing on this site 92 (,85)
When I browse this site, the feeling that I experience is
rather pleasant.

92 (,85)

Commitment

The concept of commitment expresses the will of a partner to create, maintain or
develop a relation. Gurviez (1999) defines commitment with respect to a brand like "
the intention, implicit or explicit, to maintain a durable relation with this brand,
involving an affective attachment with the brand, and having positive consequences
on the loyalty of the purchase behavior ".

Ngobo (1998) underlines the dimension of the action in the definition of commitment.
Among the three types of behavioral demonstrations associated with this concept,
the informal communications by word of mouth are relevant in the context of the
services of the organization studied here. Contrary to the re-purchase and the
tolerance with regard to the price, word of mouth does not require the confrontation
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of the user to a multiple offer on a competitive market. Indeed, the competing
intensity within a category of products constitutes a necessary condition to the
existence of a behavior of loyalty to the brand (Amine, 1998). Nevertheless, one can
consider that Internet offer is in competition with the various channels of
communication: telephone, physical reception, Minitel, interactive terminals, Audiotel.

Table 3 – the commitment of the Web users Factorial Struct.
(factorial weight

and
communality)

Explained
variance

Cronbach’s
α

74,21 % 0,76 1

I would recommend this site to other people. 91 (,82)
I will use this site again in the future. 91 (,83)
I will add this site to the bookmarks of my browser. 76 (,57)

1 Cronbach’s alpha is 0,88 by eliminating the third item

Determinants of the satisfaction of the users

The influence of dimensions of evaluation of the service suggested via the Web site
on the users satisfaction was studied by the means of linear regressions. The
preliminary analysis do not show problems of multicolinearity among the exogenic
factors. The coefficients of correlation between each pair of variables are below 0,5.
The levels of tolerance and the factor of inflation of variance of each construct do not
show significant problems of multicolinearity. A coefficient of tolerance lower than 0,2
or one factor of inflation of variance superior to 0,5 lets suppose the presence of
multicolinearity within built (Hair et al. 1988).

The results of the three regression equations relating to dimensions of satisfaction
are presented in table 4 below.

Table 4 – causes of satisfaction

Dimension of satisfaction
Dependent on the
use of the Internet

Service HedonicIndependent
variables

β* p β* p β* p
Constant ,00 ,93 ,57
Navigability ,14 ,12 ,07 ,32 ,05 ,49
Connection -,08 ,24 ,05 ,41 ,01 ,83
Aesthetics -,01 ,92 ,15 ,02 ,54 ,00
Information ,34 ,00 ,33 ,00 ,12 ,10
Reactivity ,07 ,36 ,05 ,42 ,01 ,90
Confidence ,16 ,05 ,31 ,00 ,17 ,01
* Standardized

The coefficient of determination of satisfaction related to the use of the Internet is
0,33 (F=14.88, p = 0.00). This analysis shows that Information, Confidence and
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Navigability dimensions contribute to the users satisfaction. The provision of
exhaustive information and use via the Internet strongly influences satisfaction. This
result is not astonishing given that the main purpose of the studied Web site was to
propose a new channel of information. Confidence and Navigability dimensions also
contribute to satisfaction related to the use of the Internet. The potentialities of this
media in terms of interactivity, personalization and access to information explain to
some extent the positive judgement of the Web users with respect to this new
channel of servuction.

The coefficient of determination of service satisfaction is 0,54 (F=36.77, p = 0.00).
Information and Confidence dimensions strongly contribute to the judgement of the
users. These two dimensions constitute the heart of the service suggested by the
service provider. The Web users can consult online information and put questions via
an e-mailbox. It is thus not astonishing that these two dimensions strongly contribute
to satisfaction with respect to the offer of service. It appears more astonishing that
the Reactivity dimension does not contribute significantly to the judgement of the
users. However, this result should not surprise us given that the clearly informational
objective of this Web site. For 2002, modifications will include, in particular, the
follow-up of the requests and the management of the file on line. Also, Reactivity
dimension should more strongly contribute to the users satisfaction. Lastly, Aesthetic
dimension contribute significantly to servicielle satisfaction, but to a lesser extent. On
the other hand, it is the principal explanatory dimension of hedonic satisfaction.

The coefficient of determination of hedonic satisfaction is 0, 56 (F=38.1, p = 0.00).
Aesthetic dimension very strongly contributes to the feeling of the user with respect
to his experience of navigation. Confidence and Information dimensions less strongly
contribute to the judgement of the Web users.

DISCUSSION AND RESEARCH AVENUES

The main goal of this work was to determine which dimensions of the Web site the
user takes into account to formulate his judgement of satisfaction. The increasing
importance of the Internet in retailing and public services justifies fully that work is
conducted in order to better evaluate the effectiveness of the Web sites. The
approach developed here is based on the awakening that the Web site, before being
a medium of communication is a service experience. A study led on the users of an
informational Web site of public utility enabled us to work out a tool of 29 items
articulated out of six dimensions. The results of this preliminary study suggest that
these dimensions of the site are strongly correlated with user satisfaction. The results
also show that satisfaction with regard to the Web site is three-dimensional construct
having a component directly dependent on the use of the Internet, a service
component, and a hedonic component.

The particular weight of the design elements (navigability, aesthetics) confirms
results carried out within the framework of more traditional places of service (Bitner,
1992). In particular, these results are coherent with those of Lichtlé et al. (2001)
which shows that the elements of atmosphere and merchandising are key elements
of the place of service having an influence on the satisfaction of the user. This
suggests that the visit of the site, apart from any consideration on its contents is in
itself a source of satisfaction. This is a rich lesson for the companies (private as well
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as public) wishing to offer services on the Web. As well as a reflection on the
contents and the definition of the services, the attention must be focused on
ergonomic considerations. As Ladwein (2001) underlines, it is necessary to allow to
pay attention to Web site ergonomics and not limit the investigations to the
perception of the site and its aptitude to answer expectations of the visitors because
ergonomics have a true impact on the perceived comfort of use, the satisfaction of
the purchaser and ultimately its loyalty.

The present study constitutes one first step in the knowledge of the satisfaction of the
Web user. Following research could use the present tool in a wider scope. Now, it is
necessary to study the causes of the Web users satisfaction for other types of public
and private sites. In particular, today, most sites propose a multitude of personalized
services (decision-making aid, 1 click purchasing, filtered information, flexible
design...). It is thus advisable to study the importance of this personalization on
satisfaction. Another subject of research would be the study of the relative
contribution of the elements of the site in the satisfaction of the user in particular
thanks to models such as the model " tétraclasse " of Llosa (1996).

In conclusion, research on the quality of the e-services is a field relatively young and
in perpetual evolution. The development of tools such as that presented here must
be done regularly, taking into account the technological projections of the studied
field. Indeed, the developments of the Internet in general offer each day new
possibilities in the delivery of services having potentially a new impact on the
satisfaction and thus on the distribution of the relative influence of various
dimensions of the site on the satisfaction of the user.
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