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Abstract. In the new economy Small and Medium Enterprises faew challenges in their Business-to-Consumers
transactions, such as the use of new Informatiocsh @ammunication Technologies. Electronic commercgy m
represent a competitive strategy to make entepabehe agro-food sector more visible to consurriérssability is
adequately taken into account. The main barri¢ghéadevelopment of successful e-commerce busisaspiesented
by websites not meeting basic accessibility andiligafeatures. To tackle this issue, heuristi@lesation and the
gap analysis approach has been adopted. The parantaken into account stemmed from World Wide Web
Consortium recommendations. Website usability isheas been measured by a panel of consumers agsessi
selected website each. Potential e-consumers diedudan online purchase, thereby allowing them tpie insights

on the importance and satisfaction on each of Hadility issues taken into consideration. The ssgdactors for e-
commerce mainly involve efficiency of navigationséful navigation tools or sequence of navigatiasguracy in
content and supplied information. Consumers are moreluced to purchase by easy structure of web#itas
design and style. Additional information underligithe connection of producers to its territory erdes end-
consumers’ feel in supply chain identification. Tddoption of e-commerce, as innovative communioatizallenge,

in rural development and in regional identity isracial issues of dynamic food chains.

Keywords: agro-food e-commerce, usability testing, gap ysisl customer satisfaction analysis, on line wine
market.

1. Introduction

The Internet represents a global revolution thaaffecting communication, thinking and economic
activities. The revolution in Information and Commization Technology (ICT) changed the way people
conduct business today. Consumers have a lot ofrirdtion at their disposal on anything they wish to
purchase. As a market place, it represents a piheee people can purchase items, order onlingpagd
online, e-commerce finds its common definition.

The electronic commerce represents the main mesinatai implementing the New Economy itself, as it
evolves and assumes a substantial role within andht digital market as well as for the traditional
market. If “New Economy” means economic exchangseldaon ICT’s, then the electronic commerce
best represents the new commercial networks, wiichbased on the Internet as a means of
communication and on the IT as a means of glolsaslesnination.

The spatial and temporal concept of commercialrghi@nges is evolving: the place is assuming a
worthless value, due to interconnection on the ostwnaking geographical distances disappear, and
where time itself is transformed in a changing obpccording to its uses. Since the New Economy is
based on the fruition concept rather that ownersisipn the ‘old’ economy, accessibility and usapili
features of e-commerce websites represent nece$samyres to access websites. In fact, given the
capital, e-businesses find it necessary to exfoition skills (information collection) and ‘intiectual
capital’ to be competitive and cost effective.

According to the Italian e-commerce Consortium Metm [1] the Italian e-commerce has grown at a fast
rate in the last 6 years. The Italian grocery seghtine, even if at a small growth rate, is ingieg. The
growth is mainly due to the increase of the aveageunt of money spent per purchase, since orders a
stable.

In this paper, the quality of wine e-commerce wiesswill be analysed, using a case-study appraadh
both a computer-science and marketing perspective.



2. ldentification of success factors in e-commeragebsites

When dealing with e-commerce, either definition yhwose [2] [3] [4], you have to take into accotlma

way websites are built, how easily they can be Bemlvand how usable they are. A web page, as an
information set, can contain many kinds of inforimat which is able to be seen, heard or interawiial

the end user. The perceived (rendered) informatiam be textual or non-textual or interactive (i.e.
buttons which are forms providing alternative ifdee), whereas the internal (hidden) information is
meant as metadata or visual specifications to tbbsite’s content. All these issues and additional
objective metrics are taken into consideration oyl to describe websites of e-commerce, but also t
detect potential customers’ perception on theibilisaand accessibility.

The e-commerce may offer solutions for a large famgmented market. The agricultural market is large
(213 billion euros) fragmented (ca. 7 million fatmldings, 10’s of suppliers, 100’s of distributors,
1000’s of dealers) and spatially dispersed. E-Corneenay offer solutions by integrating individual
actors to improve organisational structures. Maspeats of business, even at the farm level, may be
managed through the Internet [5].

Overall, some thinking has been done on whetheaspects of web design truly make a differencenin a
online store that tries to either increase the remud visitors or increase sales [6]. First attesnwere
conducted in 1998 by Lohse and Spiller [7] whigbd to determine the relationship between website
screen design and e-commerce and to predict stiffec t(visits per month) and sales (dollar sales p
month) as a function of interface design features.

Agro-food firms have started to develop a tenddogyards the use of IT, especially the Internetnder

to achieve capabilities for B2B and internatiomahsactions. The work of Baourakis and colled@s
gained valuable information on motivations and ieasrto IT adoption by agricultural cooperatives, a
well as on consumers’ opinions and perspectives-oommerce and agro-food. However, their research
uncovered the slow rate of adoption of this techggland the current weak relation between e-comenerc
and the agro-food sector.

The visibility of many websites is limited to lisis on the major web search engines with rare ugeeo
web as a promotional tool. To this extent websitesntain a strong linkage of marketing strateges
the traditional means of communication. Volpentestd collegues [9] showed that some websites do not
comply with European directives and national lawsegning remote sales, privacy protection, and the
minimum information details that websites have tovile. Moreover, interaction with users is limited
traditional means (e-mail, telephone) without métion of typical Internet and Web interactions FA
mailing list, forums, etc). Few sites facilitatelior transactions by providing detailed price imfiation,

few specify delivery times and methods, and gehgerdb not provide sufficient guarantees on product
quality. The most utilized payment methods (postdeoand cash on delivery) indicate poor awarenéss
use of online transaction systems [7].

Published research on e-commerce websites in the-fagd sector are mainly descriptive of the
structural features, product portfolio, usabilitpdant as visibility and speed of browsing), logistand
payment options [10] [11]. However, few researshdinked description of websites to sales
performance. Cannavari and Spadoni [11] identifiedogistics and management bottlenecks to ICT
adoption for foodstuff firm, showing that the Intet marketing and its tools (i.e. e-commerce wepsst
often used as means of firm presentation rather dinaactive means of achieving sales

Fratocchi and collegues analysed the actors oiviizsites and the use of the Internet as a viretalling
means for wine producers [12], concluded that vitaders cannot compete without penetrating virtual
mall or wine shops online.

2.1. Website quality assessment

Assessing the “quality” of websites has often bdene in order to assess their usability [13], imso
cases specifically on e-learning websites. Usgbitita prerequisite for e-commerce success. If lgeop
cannot shop, then the site will not sell a thirtgddes not matter how cheap the products are,dplee
cannot find them or if they get stuck on a stephia checkout process. Accessibility ensures thatsus
with inabilities may have access to the website.



Usability have been defined in different ways [145] [16] [17]; however all researchers underlindte
advantages that usability is a business-oriented which focuses on the real objectives of desighia

is relatively easy to measure. Usability, as theasnee of how a user perceives and interacts with a
website, does not guarantee success for an e-camansite, but it is one of the most important
determinants for the success of an e-commerce esfgecially considering how cheap it is to include
basic usability methods in a web project.

Most studies focus on website quality and usabditgluation. There are a number of ways of evaigati
the usability attributes of a product introducedBgywan [18], IBM [19] [20] and by Microsoft [21].

We argue that, although the importance of the pexdeproduct quality is recognised worldwide, there
does not exist a rigorous method for measuringocost perception of product quality. Xenos’ paper
[22] present an extended method to measure endpeseeption for software quality by means of user
satisfaction measurement.

There have been several attempts to use checidisishasis for evaluating usability (e.g. [23] [28]).
Usability guidelines and checklists are useful doisdesign, and can be used to make quick expert
assessments of user interface design, but theyotqumavide a reliable means of assessing whether a
product is usable.

The usability attributes which contribute to qualif use will include the style and properties lué tiser
interface, the dialogue structure, and the natfihe functionality. Measures of quality of use yide
the criteria which determine whether the desigthefattributes is successful in achieving usabhility

Visciola [26] took into account the multidimensidibaof usability and developed a grid of items feeb
usability assessment from thser experienceoint of view. They tested usability by means dfilkeert-

type scale, choosing 21 items according to thoatufes that describe website navigation experience.
According to Visciola’s studies [26] there are #&ms that need to be considered. They are independ
and do not overlap one another. The items areavigability: dealing with the hypertext structure,
relations to links, search tools that make navigagasy; ii) expected utility: dealing with economi
behaviours of users; iii) graphical appeal: graphiquality and visual appeal of a website; iv)
communication effectiveness: dealing with reliahilof user interaction to the website; v) infornoati
understandability: dealing with quality and conterganization; vi) content comprehensiveness: dgali
with how detailed the information is on the websiteording to the user’s decision making.

2.2. Heuristic evaluation to usability assessment

The methods used for assessing the quality of asitechre based on similar methods for software user
interface usability evaluation. As proposed by bl [16] inpsection methods includes the heuristic
evaluation [27], which requires only the participat of expert evaluators, who inspect the website
features according to predefined heuristics.

Heuristic evaluation [27] [28] is a usability engaring method for finding the usability problemsan
user interface (Ul) design so that they can bend#d to as part of an iterative design processristau
evaluation involves having a small set of evaluaxamine the interface and judge its compliandb wi
recognized usability principles (the "heuristicsThis method best suited the objectives of theesur

Some contributions to the development of instrumémimeasure the quality of various websites ane fr
Kim and Lee [17], Barnes and Vidgen [29] [30] [34hd Ranganathan and Ganapathy [32]. Their
instruments include three quality dimensions: infation quality, interaction quality and site-design
quality, but also information content, design, s@guand privacy. Not all surveys have identified a
specific website for evaluation. Rather, they asttedrespondents to indicate their overall expegsn
with B2C websites. It should be noted that sevethér researchers have suggested their dimensfons o
website quality may differ according to the typepodduct sold [33][34].

In 2000, another researcher designed a surveyumstit specifically for evaluation of retail website
Developed on the basis of an extensive literatawew, as well as interviews with web designers and
web visitors, Loiacono’s WebQU#! scale [35] included 36 items measuring 12 dimerssiof website
quality.



2.3. Gap analysis to success factors identification

Once macro-categories to assess websites werercfieiggire 1), in order to identify weaknesses and
strength of websites under investigation, a gagyaizaresearch instrument called Servqual was used.
Servqual, created by the marketing research teaRaafsuraman, Zeithamel, and Berry [36], is a fbrma
means of identifying and correcting gaps betweesirele levels and actual levels of performances It i
largely used by organizations to analyze a compangéed for improvements.

By considering a product attribute at the time, thedel allows the identification of the strengthmla
weaknesses of each element. Whenever the custosnagppion of a product attribute is good and the
importance laid on it is high, we will identify &rength; whenever the importance is assessed awéow
can either identify indifference points, if custanmerception is poor, or points of perfection whba
customer perceives the attribute as good. Alsovaslieto this survey is the detection of areas for
improvement for e-commerce wine businesses, whestomers are poorly satisfied on behalf of certain
attributes and at the same time, attribute muclormtapce to those attributes (high expectations).

3. The analysis of wine e-commerce websites

Three case studies have been taken into accowamaigze competitive factors of website strategye Th
first website selected, Wineshop, is Italy’s leadionline wine retailer, since 1999 and offers aewin
catalogue from all the Italian regions with attentpaid to small wine producers. The second ca=ek,P
is a Milanese food and gastronomy gourmet includivige and spirits, vinegar and oils, meats and
cheeses, pasta and sauces, and gift baskets. iftiecélse, Spacewine, presents a selection of ritalia
wines and tasting accessories, accompanied byigabativice.

3.1 Websites characterization

According to the preliminary feature inspectioni$ tliree are merchant-type virtual wine shops,isgll
white, red and sparkling wines, as well as winehwdenomination of origin (PDO/PGI/TSG wine),
whereas only Wineshop sells organic wine (certiftcaof production). All three include in their ghact
portfolio, other on wine products, such as wineeasories in Spacewine (i.e. bottle opener and aiil
but also food specialties and food related itemdy @Vineshop does not include an English version of
the websites.

On product price, as component of the marketing, Miineshop only constraints order to a minimum
amount. The three case studies were selected @&ogdal similar potential consumers willingness to
pay; in fact the maximum price per 0,75-bottle wbtrepresentative Italian red wines (namely from
Tuscany and Piedmont) were at most 80 to 110 euro.

On selling strategy some common issues can be limeterin fact all three firms sell directly onlinso
they are not just a window shop, but the purchase e fully accomplished online by means of a
shopping chart, however with different payment amsi To purchase registration is needed in Peck and
Wineshop, whereas Spacewine does not require @k Baly has not included mailing list to send
newsletters, whereas Wineshop only has not incladedl-free telephone number to sales care.

On types of payment, some differences can be obdeAdl three cases have included online payment
(by credit card), whereas only Wineshop includegnpent by PayPal. Unlike Peck and Wineshop,
Spacewine has included off-line payments, both-castdelivery (COD) and bank transfer. All of them
have excluded the order form via email.

Regarding interface design features, three diftelsgrouts are adopted. In fact, Wineshop websiteda
liquid, Spacewine a semi-liquid and Peck a fixec.0As for the combination of icon and/or text
Wineshop only implemented it; none of them havacstired the website in frames, nor include tolkfre
number for web assistance nor FAQ.

The depth of navigation was assessed in terms mibeu of clicks necessary to choose and add at least
one product from the homepage to the shopping WWsheshop scored the least, thus the fastest, if

compared to the other two. So in Wineshop e-conssican shop within 4 to 6 mouse clicks, whereas in

the other tow it needs more than six.



By means of Fasterfox, a Firefox browser tool, weployment was assessed in time (seconds) necessary
to deploy the homepage. To deploy Wineshop and '®dukmepage it took on average less than 3
seconds, whereas for Spacewine it took more thaedonds.

According to a brief performance interviews, thermge purchase value is 170 euro at Wineshop ahd 12
euro at Spacewine, with a yearly sales volume 6f@® and 110.000 euros respectively. For Peclethos
information were not disposable. The number ofteisiper month at Peck’s website is much highen tha

the other two websites, however the average onaeegsed per week is quite close one other.

Table 1. E-consumers characterization of e-commegonebsites case studies

Number of visits| Number of| Average price| Yearly sales

per month orders per week| per order (euro) | volume (euro)
Wineshop 150 75 170 650.000
Spacewine 900 30 125 110.000
Peck 12000 20 n.d. n.d.

Regarding the e-consumers of the three websitdysmuh the interviews to the webmasters confirmed
the demographic characterization of ISTAT (2008)][3n fact, the average age is between 35 and#5.
Wineshop and Spacewine e-shoppers are 80% Itatidr2@% European, whereas at Peck only 40% are
Italian, 35% European and 10% American. In genewade than 70% of their e-customers are male and
60% of the Italian are from the northern regiorss|ST AT detects [37].

3.1 Measures of prospect customer satisfaction

To test website usability of the three websitescdbsd, a Customer Satisfaction Analysis (CSA) was
conducted, similarly to Sandalide al. [38] and Lai and Pomarici [39] which proposed ahodology
on customers’ global satisfaction for agricultysadducts taking into account five main criteria.

During the evaluation session, the participant&flyriexplored the web page indicated and had to
simulate a purchase and/or wine choice online. Qmess testing usability were asked to evaluate the
importance and satisfaction with respect to 17 ilisaprinciples, the so-calleteuristics represented by
website features/attributes on usability issue® Aduristics are general rules chosen to descoitmenon
properties of usable interfaces, which for thisveyrrely on the W3C recommendations and previous
researches. To assess their satisfaction andelefienportance of each indicators they were agked
indicate the level according to a 1-to-5 Likertlsca

Respondents of the consumers’ panel differed fromm another in wine expertise (generic and expert)
and were selected in order to be representativgpdbential electornic customers and interactinghwit
representative scenarios (existing e-commerce bssjr{table 2).

Table 2. Respondents’ overview

Case study Wine Generic IT experts | Respondents Female
(e-shop) experts consumers per e-shop respondents
Spacewine 4 7 1 12 33%

Peck 1 9 1 11 45%
Wineshop 6 8 3 17 12%

Total 11 24 5 40

Respondents were asked to share insights for dleR0 minutes to acquire a little navigation expece
on the website and to fill in the questionnaireareiing importance and satisfaction. This amouritroé

is much shorter than what a typical heuristic eatidun session would involve. However, dealing with
just online respondents time limit is a constralifdwever, since the evaluators were nsingthe system
as such (they were asked only to simulate a ndweigaperience), a first barrier emerged along daig



collection phase. Some respondents failed toffilthie questionnaire either because they felt thesew
not able to accomplish the task, or because theyesged difficulties in answering questions without
having really purchased online from the specifibgite they were asked to give insights on.

The Customer Satisfaction Analysis (CSA) involved ihdicators (micro-categories), grouped in 7
macro-categories, as follows:

Global Satisfaction

Attractiveness

Effectiveness Efficiency

Intuitivenss

Informational fit-to-

task

Tust

Interactivity

the visual design of text i
pleasant

the structure of the website
is easy to find/understang

the technical support
system (self-help desk,

FAQs...) is helpft

the instructions to purcha]
are clear

website

| feel safe in my
transactions with the

product information is
sufficient to learn about t!
produc

purchasing from this
website is easy for me

the overall look and feel
the website is visually
pleasant

the website displays/icon|
visually appealing design|

the overall look and feel
the interface conforms to
consumer expectatio

the text pages within the
website are easy to read
text pages within the

f

website are easy to re

the systematic use of
colour, font, sizes and
styles, types (i.e. Times
New Roman...), format

the navigation tools (map|
search...) are easy to
understand and u

the elements on the scre:
(menus, buttons, links...)
are at the right place on

display

the consumer can receive
the track or sequence

followed during navigatio

product information is eag
to find

the website adequately fi]s

my information needs

Figure 1. Total satisfaction scheme on usability

In order to optimize the procedure (i.e. to conthet respondents, to invite the respondent tarfithe
questionnaire, to thank him/her and to give actesbe questionnaire), an open source web appitati
Surveyletwas used.

A measure of customer-based usability is propdsasked on answers to individual items in the survey.

The scale was tested for reliability. Cronbach’sph[40} scored 0,79. The mean value of the
importance for each attribute is summarized ingabl

Table 3. Average value of overall usability attribies

Overall Usability (attributes)

Mean
value

1. pleasant overall

4,17

pleasant text

4,08

appeal design

4,17

easy read text

4,5

consumer expectation and needs are satis

ied3 3

easy structure

4,69

2.
3.
4,
5.
6.
7.

conducive to purchase

3,75

! Cronbach's: (Alpha) has an important use as a measure ofeff@bility of a psychometric instrument.
Cronbach's: is defined as: [N/ (N-1)]*¢ - ¥1" o,/ 6°), where N is the number of components (items
or testlets) g% is the variance of the observed total test sccmedgzy is the variance of component i.
Cronbach'st generally increase, when the correlations betweeritems increase. A commonly-accepted
rule of thumb is that an of 0.6-0.7 indicates acceptable reliability an& Or higher indicates good

reliability.




8. technical support 4,14
9. navigation tool 4,22
10. navigation track 3,39
11. easy purchase 4,44
12. right place on the display 4,14
13. clear instructions 4,53
14. information need 3,97
15. easy product information 4,28
16. sufficient product information 4
17. safe transaction 4,72

3.3. Results of usability testing

Once data are collected, the information is analyseough the gap model. The gap indicates weak
features, because if significant it representgdib&nce of satisfaction from the importance plasedhe
usability feature.

The heuristic evaluation often tends to generatgelaumbers of potential usability ‘problems’ tiodten
are not actual usability problems. For this reasiom Wilcoxon test[41] helps to focus only on those that
are statistically significant. The test consistddsomming up the ranks of two variables (attributes
which represent respectively importance and satisfiaon behalf of one micro-category (attribute).

Table 4 summarizes the results of the test forlfheattributes. A significant negative rank standss f
Importance greater than Satisfaction.

Table 4. Results of Wilcoxon test on significant naks

Macro-category Micro-category Spacewine Peck Wineshop

1. Attractiveness 1. pleasant overall - - significant
negative ranks

2. pleasant text - - B

3. appeal design significant - significant
negative ranks negative ranks

4. easy read text - - significant
negative ranks

5.consumer - - significant
expectation and needs negative ranks

are satisfied

2. Effectiveness 6. easy structure - significant significant
negative ranks negative ranks

2 The Wilcoxon signed rank statistic W+ is compubsdordering the absolute values |Z1|, ..., |Zrd, th
rank of each ordered |Zi| is given a rank of Rin@tegi = I1(Zi>0) where I(.) is an indicator function. €h
Wilcoxon signed ranked statistic W+ is defined @ltofvs: W+ =Y ¢; R, It is often used to test difference
scores of data collected before and after (respeygtiimportance and satisfaction in this survey) a
experimental manipulation, in which case the cépint would be expected to be zero.



7. conducive ta
purchase

3. Efficiency 8. technical support - - significant
negative ranks
9. navigation tool - - significant

negative ranks

10. navigation track

4. Interactivity

11. easy purchase

5. Intuitiveness

12. right place on thg
display

D

significant
negative ranks

13. clear instructions significant - significant
negative ranks negative ranks
6. Informational-fit- | 14. information neeq - - significant

task are adequately negative ranks
satisfied
15. easy product - significant significant
information negative ranks negative ranks

16. sufficient produc
information

significant
negative ranks

7. Trust

17. safe transaction

significant
negative ranks

significant
negative ranks

When taking into account the overall satisfactiod anportance, we can note that e-shop 1 (Spacgwine
performs generally better than the other two (FégRiy, as the gap between satisfaction and impateEnc
in most of the cases positive, as the Wilcoxonitestf reports.
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Figure 2. Focus on overall importance and performace per macro-attribute

Taking attractivenessto account, Spacewine scores are significantk,Peawever, did not show any
significant weaknesses with respect to this categbattributes. Wineshop indicated significant gdm

a 5% level of confidence) for four attributes. Tebsite displays and icons of Spacewine and Wirgesho
are not visually appealing enough, since the satiigin is significantly lower than the importandaqed

on this attribute. The text in the Spacewine wepegas assessed as easy to understand, but thef size
the text is quite small, as a female generic corsstressed. The text pages of Wineshop are ngptteas
read, nor is the overall look and feel of the ifstee which does not conform to consumers expedcistio
As a matter of fact, when navigating into the dif& pages the size of the page does not adapeto t
screen and the text remains the same size. Thismmanake it easy to read. A female generic coesum
mentioned that the background of the web pageseok s not inviting to food product purchase (it is
pale yellow and the side menu is pink).

Spacewine does not show any significant gaps Wisipect to effectivenes¥his website is perceived
and experienced by prospect e-consumers as easyoaddcive constructed. As for Peck and Wineshop,
the structure is not perceived as easy, thus tip@it@mnce placed on this issue is not greater than t
satisfaction. Respondents assessing Wineshop websihmented that the extreme simplicity of the
structure does not necessarily lead to a struetasy to find and understand. In fact, some comgdhin
about the lack of navigation track, as well as alzomisleading purchase procedure (i.e. whenesyr th
had not easily found icons).

Efficiency features are not significantly different for Spacewvand Peck. Nevertheless, Wineshop does
not fulfil prospective customer satisfaction oneea$ use and understanding of navigation tools (map
search). As a matter of fact, a male generic corsurated that this website has a very simple siract
with a main horizontal bar at the bottom from wharenavigate. Even though simplicity is appreciated
some navigation track seems to be lacking, becthieseonsumers do not know exactly how to go back
and forth within the pages. A respondent suggestét, respect to this website, that a vertical-géte
menu would help the navigation. With respect to &ghop, one IT expert noted the fact that a helpisoo
not available and the search engine does not fumdmtuitively. He mentioned the difficulty in
understanding whether the 4-search criteria (wype,tregion, denomination of origin, producer) show
in the homepage were to be chosen by all or ongdy on

10



With respect to_Interactivifythus to the ease of purchase, no significancebbaa detected in all three
cases, which have apparently depicted easy intenscamong consumer and website. However, to some
extent, they lack in intuitiveness.

In fact, gaps are significantly different for diirée e-shops when considering intuitivenéssarticular,
Peck shows improvement need in placing informafmanus, buttons, links, etc.) in the right parttad
display. Peck supplies information not only for wimproducts; therefore it looks quite complex.
Wineshop and Spacewine do not supply clear instmgtfor purchase. The intuitiveness does not
represent a strength in these two cases. Indeed,tbhe customer chooses the products and addstéthem
the cart, then he feels puzzled as to how to coatiend accomplish the purchase, because there is no
button for purchasing (such as “buy”), but only dneempty the cart. For the latter, the respondents
complain in general about the unclear instructions.

With respect to_informational fit-to-taslgaps between importance and satisfaction arefisamtly
different for Peck and Wineshop. In particular,ibdb not fulfil consumers’ expectations in the ettse
find product information. Peck sells not only wilseit other food products as well. For this reasome
consumers may find information on wine somehow @rdd-urthermore, a female respondent (generic
consumer) noted how the information is unbaland¢edughout the products, since in some cases the
level of description enters into too many detailsl @n other cases it does not. This imbalance sé¢em
discriminate products from one another. Wineshogsdshow a need for improvement in the information
provided, which is considered significantly as lgeinsufficient to inform consumers about the prdduc
The product information is organized into the olledtascription, the producer, the coupling of foamd
wine, product preservation and suggestions on lwgetve it. It can be inferred that, for instante
information on the producer itself should not gtimas many details on the cultivation as this websi
supplies, whereas the website should supply oml\etfsential information on the product. With respec
the producer a male generic respondent mentioniedirtterest to know the name of the producer to
identify the supply chain. While browsing Peck’'sbsite on a 16/9 PC monitor, a female generic
consumer noted that the right column of the webpagwined empty along the navigation and this gave
the impression that the website is not accurateohtrast, the rest of the structure seems quderate.

With respect to_trustfrom customers’ perspective, Peck and Wineshompatoseem to assure safe
transactions. In Peck web pages users need tol stowoin the page to see logos certifying safe
transactions. On the contrary, Wineshop pages didshow any logos or signs with respect to safety.
However, consumers may not be aware of and/or daauognize certifications with this respect. To
support this consideration, a male respondent fgenensumer) mentioned not to have found any sign
of safety in the transactions for Peck. For thegpse of this survey we did not explicitly ask wiestthe
presence of certain signs enhanced trust, evemglthsame respondents raised the issue on their Asvn.
Netcomm [1] observed, trustworthy attitudes cammbgerved if we examine that the average expense per
Italian web shopper (in euro) has increased. Nbetss, there are still a lot of Italians who haeger
purchased online. The cultural distrust towardsneniransactions seems to be the main barrieritonga
new e-customer segments.

4. Discussion

The quantitative assessment (by Likert-type scafepotential e-consumers allowed measuring the
usability of the three websites, whereas the catali one (open question) supplied us with comments
perception and behavioural perspective of potert@listomers.

The analysis reported above embeds qualitativevamtee, whereas it has smaller significance when
tested quantitatively due to the small number ofevbations per e-shop. If we compare, using the
Kruskall-Wallis test (non-parametric test), the meaf gaps (gap = importance — satisfaction) fehez

the attributes considered, we notice that the thrslkops are not statistically different, with theeption

of indicator 6 (the structure of the website isyetts find/understand). For all the other indicatdise
means are not statistically different from one aeat

The usability issues - assessed by the Wilcoxdrotethe heuristic evaluation -seemed to mainlpine
efficiency of navigation (useful navigation tools sequence of navigation), accuracy in content and
information supplied. Additional information underhg the link between wine production and its
territory enhances the consumers’ feel for suppigirc identification. Consumers are more induced to
purchase by easy structure than design and style.
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The assessment of the usability of agro-food e-cernenhas uncovered how much attention should be
paid to intuitiveness, information provided, andvigation, rather than mere visual and design
attractiveness. Decomposing usability to measurattibutes - assessed with scalar values — hawexd

us to explore accurately the quality and defecthefweb interface. Potential e-customers havesasde
not only the aesthetics, but also the technicalsindtural features, detecting the quality ofwhedbsites.

The findings confirm the importance of a rationadhsgite design and structure, as well as how retevan
the communication is when dealing with high valeed products. Respondents have expressed their
concern for additional information on the websitglling wine, such as knowing the context of
production (i.e. wine producer) to justify the puase online rather than at an offline winery.

As Jahn’s work [42] suggested the description efcaffural products requires a lot of parametersesM
of them are “Look and Feel” goods, involving mairdsedence attributes. According to the theory of
Information Economy, these characteristics reveadipcts which are not suitable for Internet sales.

It should be noted that physical obstacles remainphysical goods. In fact, the physical operation
involved in delivering products of an acceptablandard to their destination remains. This is a
particularly important consideration given the dym@anature of agricultural products, many of whaoie
perishable and susceptible to spoilatre.addition, producers and retailers are also fas@ti new
challenges including: food safety, traceability amdality standards; year around supply programs;
certification and guarantee programs; price reguiat and stability; sustainable agriculture and
environmental issues. E-commerce would facilitabe tdevelopment of new supply chains for
differentiated products involving data rich decisimaking processes. As Jahn’s suggested, for eeampl
a delivery service of agricultural products entemnthe success of e-commerce.

9. Conclusions

Marketing in the New Economy SMEs face new chakenip their B2C transactions, such as the use of
new Information and Communication Technologies (ICThe electronic commerce may represent a
competitive advantage to make enterprises of the-fopd sector more visible to consumers.

Whenever a website for e-commerce supplies addket ta the consumers is well perceived. Added
value is related to additional information (advimed suggestions on coupling wine and food or mere
wine tasting and flavour characteristics) and retato the territory (producer), enhancing the ifeglof
being part of a community.

To go beyond the barrier of not tasting the winéolbuying it online, websites need to dreatedas
much as possible as convenient and consistentazmu@nt for e-consumers to purchase with the same
level of trust and effectiveness as possible.

Although agricultural products do not have the sampportunities as digital products, agro-food firms
should adopt e-commerce practices in order to ltefiein the advantages that the new technology
offers.

The Italian enterprises can be part of the maiaragif the digital economy based on the Internkariks

to a broad diffusion of the Internet among housghahnd enterprises worldwide, e-commerce has
developed rapidly and brought enthusiasm and iivéia. Today, e-commerce has settled in the market
and it will lead to market segmentation in respansspecific demands.

However, some SMEs may not be that open-mindedgtetianges. In fact, the New Economy not only
includes a new sector, but also a new way of omjragrithe production, distribution, and relationstop
the market and consumers.

The development of e-commerce is related to theieffcy and effectiveness of the two channels, the
traditional and the innovative one. The challenge¢erms of efficiency lies in the fact that e-conmaose
can distribute physically one-to-one at reasonalbly costs, whereas the challenge in terms of
effectiveness will depend on the attractivenestheftwo channels of purchase (virtual versus playsic
purchase experience).

The survey has shown that one company (Spacewefajitdly outperform others in terms of standard
usability metrics and customer-oriented usabiligls. According to theory, usability is a good oator
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of the potential success of a e-commerce initiativefortunately, Spacewine, which has been for some
years considered an example of innovation in wiageketing in Italy, has now closed down.

It is quite clear that the case-study presenteé kan only serve as an occasion for reflectinghen t
current tools for accessing the quality and sucoégscommerce website. The actual predictivitythaf
proposed usability scale, which is statisticallliatle and theoretically consistent, is difficuit assess
with the limited evidence presented here. Howenene research is needed to fully assess the prdpose
scale and, eventually, to find indicators with laghpredictivity.
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