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he Internet’s ascension

from an obscure U.S.

Department of Defense

experiment to a cultural
icon has been remarkable. In less
than a decade, it has extended into
nearly every facet of society, from
commerce to education to gaming,.
As of August 20006, there were
approximately 92 million Web
sites [3]. With the sheer quantity
of sites, evaluating their success has
added importance, but determin-
ing appropriate metrics to measure
success isn't a trivial task.

Previous research on Web site
success has often taken the per-
spective of the user, more specifi-
cally looking at consumer

adoption of e-commerce Web sites.

However, Web sites will have vari-
ous goals, and success is clearly
linked to achieving these goals. In
addition, users and Web site own-
ers may have different goals as
well, and unless there is conver-
gence of these goals, success will be
evaluated differently by the two
parties. Since users view the orga-
nization through its Web site and
the organization represents itself
through its Web site, we argue that
successful Web sites should be
designed to address the multiple
goals of the owner while taking
into account the multiple audi-
ences of the site. The better a site
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can help the convergence of the
goals of the users and the owners,
the more successful the site will be.
These perspectives are captured in
the following Web site success con-
siderations:

* Web site success is goal specific.
Web site owners have many objec-
tives for their sites, such as selling,
informing, or advertising. These
objectives have to match the site
design. For example, for
Amazon.com, the main goal may
be to sell products and/or maxi-
mize profit. Selling products
requires attractive design features
and transactional capabilities
(among others) while reducing
costs to maximize profits may
require self-service capabilities on
the site. Conversely, Google.com’s
goal may be to enable end users to
quickly identify relevant informa-
tion to attract more users, thereby
increasing its market share and
improving its brand equity.

* Web site success is audience spe-
cific. Users have several motiva-
tions for going to Web sites, from
browsing, entertaining, to acquir-
ing goods and services. For a given
site, a user may be positively influ-
enced to return by the Web site’s
advanced customization capabili-
ties, while another may be nega-

tively affected by the lack of
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privacy that results from those
same customization capabilities.
The first user may wish to transact
rapidly, not worrying about infor-
mation given to the site, while the
second might desire to browse the
site more anonymously.

* Web site success takes into
account diverse perspectives: users
vs. owners. In this column, we
argue there is a duality of goals
based on perspectives of end users
and Web site owners. The perspec-
tive then is linked to varying ideas
of success. For the same site, these
two perspectives may not match
and measuring success from each
perspective may mean different
things. For example, for a user
looking for product information,
such as the content of a book from
Amazon.com, success would be
whether the information is found
and the search experience was posi-
tive. However, from the firm per-
spective (Amazon.com), the goal is
maximizing profits. Success is
accordingly measured by net prof-
its. Since users and organizations
take different stands regarding suc-
cess, metrics need to take both per-
spectives to gain a balanced view.

WEB SITE GOALS TAXONOMY

To begin an investigation of Web
site success, the organization must
first identify its goals, audiences,



and the motivations for its audi-
ences accessing the site.
Researchers (for example, [2]),
however, often classify sites based
on functionality: online store-
fronts, Web presence sites, content
sites, malls, incentive sites, and
search agents. The table here pre-
sents a new way to view Web sites
based on a set of goals.

In practice, two sites may share
similar functions but have differ-
ent goals, and therefore different
definitions of success. Our taxon-
omy is a starting point for an
investigation of success based on
hypothesized goals. Each of our
categories should therefore be suf-
ficiently distinct that they’ll have
some goals that are unique to that
classification while not being spe-
cific to one particular Web site
type. Each Web site can combine
multiple classifications from our
taxonomy for its many different
audiences. For example,
“informed decision-biased” Web
sites can also be “e-commerce.”
Then, the goals and success mea-
sures from these classifications
will be combined.

MEASURING WEB SITE SUCCESS
Measuring success is difficult
because of the various perspectives
taken, as outlined previously. Tak-
ing the end user perspective, it is
essential that prior expectations are
met and the user leaves the site sat-
isfied. In order to meet consumer
expectations, a minimum level of
criteria must be met. There are also
factors whose presence will lead to
satisfaction, but the absence of
which won’t lead to dissatisfaction.

These are known as “enhancing
factors” [6], which provide “extra’
satisfaction beyond what is
expected. Finally, there are success
factors which, if not delivered will
cause dissatisfaction, but if deliv-
ered above a certain level can
enhance satisfaction [6]. The pre-
dominant way of determining suc-
cess from the user’s perspective is
through surveys, where users’ satis-

Factors identified in previous
research as determining success
include: site quality, information
quality, and net benefits [1, 4, 5].
We suggest two additional factors
of importance for Web site success:
system quality and image. System
quality is concerned with whether
there are “bugs” in the Web site’s
underlying information system, in
addition to security, responsiveness,

Web Site Goal Definition

Informed decision—biased

Informed decision—
unbiased

particular decision
Life enrichment
Online learning
Entertainment

Knowledge enhancement

E-commerce
government)

Online community

Give product information with goal of influencing user decisions

Help users make an informed decision but without bias toward a

Increase general awareness of a topic, but not necessarily a product
Offer forums for educational purposes

Offer entertainment (games, music)

Inform visitors on current events or specific topics quickly

Allow online transactions with others (supplier, customer, partner,

Gather and share information on certain topics and act as forums

for people with similar interests

Information specific search

Interactive service
management

Online application
based platforms

faction and likelihood of return are
of interest. Taking the organization’s
perspective, success would be the
site’s ability to create an ongoing
relationship with users, which will
either immediately or eventually
lead to additional visits by the user
or transactions to be conducted.
Gathering clickstream data and
making inferences from site traffic is
the predominant way of determin-
ing success from organizations’ per-
spective. However, organizational
metrics to measure site effectiveness
need to be tied to specific goals.
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Provide ability to search and find relevant information on particular topics

Allow individuals or organizations to service accounts online

Allow individuals or organizations access to applications on Web-

Web site goals taxonomy.

and overall reliability. Site quality is
concerned with the user interface,
overall ease of use, navigability,
searching capabilities, and cus-
tomization features. Information
quality is concerned with issues
such as accuracy, understandability,
informativeness, and relevance of
information generated by the sys-
tem via the Web site. Image is con-
cerned with the Web site and
organizations overall reputation.

Net benefits, adapted from Sed-
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E-Commerce
Firm Success Metrics

1. Site traffic [System quality]
2. Profitability [Net benefits]

3. Exposure [Image]

4. Usability [Site quality]

5. Accessibility [System quality]

Informed Decision-Unbiased
Organization Success Metrics

1. Site traffic [System quality]

2. Usability [Site quality]

3. Credibility [Information quality]
4. Searchability [Site quality]

5. Exposure [Image]

Sample success metrics—Duality of
perspectives.

don’s definition of net benefits [5],
represents in our context the sum
of all benefits (past and expected
future) minus all costs (past and
expected future) that can be attrib-
uted to visiting the Web site. In
order to determine the net bene-
fits, one must adopt some stake-
holder’s point of view (user vs.
organization) about what is valu-
able and what isn’t [5].

The opposing success metrics
that can result for the different per-
spectives for two types of Web site
goals are illustrated in the figure
here. As can be seen, some metrics
hold true across different Web sites
goals as well as across perspectives.
However, some success factors dif-
fer depending upon the Web site
goal and perspective taken. In
order for a Web site to be deemed
successful there must be a match
between the firm’s Web site objec-
tives, the user’s goals when using
the Web site, and the Web site’s
design. Therefore, one way to
identify design features is to map
Web site goals to consumer goals.
Then, one should critically evalu-
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5. Image [Image]

E-Commerce

Consumer Success Metrics
I. Navigation [Site quality]

2. Ease of use [Site quality]

3. Price [Net benefits]

4. Trustworthiness [Image]

Informed Decision-Unbiased
User Success Metrics

|. Searchability [Site quality]

2. Ease of use [Site quality]

3. Accuracy [Information quality]
4. Scope [Information quality]
5.Image [Image]

ate whether the back-end metrics,
or the measures of the system itself,
are in line with the front-end met-
rics, or the visible measures of suc-
cess. For example, is the way the
system is designed consistent with
traditional measurement methods
for success? If a consumer’s interac-
tion goal is to rapidly gain relevant
information, a site with many pic-
tures but no appropriate search
tool will result in a mismatch, and
therefore an unsatisfied user who
will never return.

CONCLUSION

To design success metrics, we must
first understand the idiosyncrasies
of the various goals and audiences
of Web sites. Without a clear
understanding of these goals, we
cannot generalize findings on suc-
cess from a study of one Web site
to another. Therefore, we lay the
foundation toward the objective of
measuring success with a taxonomy
of Web site goals and their corre-
sponding success metrics. Only a
few specific metrics were listed, and
now a systematic empirical study of
metrics for each Web site goal that
takes into account perspectives of
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both end users and organizations is
needed. Once completed, the
detailed Web site goal taxonomy
and success metrics should make
the measurement of Web site suc-
cess more successful.
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