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Abstract

Considering the development of interactive and rich media technologies on the Internet the present research sets up the link between a 3D commercial website and embodied virtual agents. Thanks to an experiment on a 3D commercial website, the impact of a virtual salesperson is observed on consumer performance (effectiveness in product retrieving), immersion and satisfaction. Results highlight the immersive capacity of such a commercial environment, the positive contribution of a virtual salesperson on consumer performance and the interest in a virtual salesperson’s help with online purchases. Theoretical and managerial implications are developed and discussed.  

INTRODUCTION

Screen flatness and the impersonal character of online services are critical issues on the Internet that affect customer expectations and satisfaction (Walsh et al., 2010). Interactivity and socialization both on web and real life became a leitmotiv. Retailers have then looked for technological solutions addressing those issues, as past years witnessed the surge of online games, virtual worlds and social networks. Various technological and/or marketing solutions emerged that could give an answer to such managerial and marketing preoccupations, among which two of them caught researchers’ attention. 
One way of improving interactivity and giving a more “human touch” to commercial websites consists in embodying virtual agents' presence to help customers (Wood et al., 2005; McGoldrick et al., 2008; Qiu and Benbasat, 2009). According to Qiu and Benbasat (2009), using computer-generated text-to speech voice or 3D avatars could be a way of embodying service employees, enriching customers’ interactive experiences and creating affective commitment in online service delivery. An interactive animated character that plays the role of an online sales assistant should provide a source of social presence and has the potential to replace interactions with “real” retail salespersons (Keeeling et al., 2010). So, from Anna of IKEA to Emma of Ebay, numerous virtual agents appeared on the web to welcome Internet users or as advisers in the shopping process. However, among the variety of reasons to use the Internet channel for shopping purposes, the desire to free oneself from the pressure of a salesperson is evoked by more than half of Internet users (Laudon and Guercio-Traver, 2009). This statement raises essential questions concerning the relevance of developing and using a virtual salesperson, particularly in the context of a 3D commercial website.

Another new technological solution that can be adopted by e-retailers to enhance e-shopping experience is 3D commercial websites. That display tries to get very close to the “real” shopping experience and makes the shopping experience unique, less flat and more compelling (Garnier & Poncin, 2009; Poncin & Garnier, 2010). Poncin and Garnier (2010) observed the specificities of experiences lived by users visiting those 3D commercial sites. Online shoppers enter a fully 3D website and are represented by an avatar that can be personalized. It is possible to visualize and manipulate item (through pictures or 3D modeling), chat online with other consumers and end the visit by purchasing selected items that will be delivered at home. Their study concludes that if the experience in this hyperreality tries to get as close as possible to a “real” experience of shopping, specificities related to the mediation by an IT interface make the shopping experience unique; this experience does not hold either to reality, to a purely virtual situation or to a dream but it possesses specific characteristics. Though, such environments are quite new for most Internet users and the study by Garnier and Poncin (2009) also pointed out the need for sales agents to increase credibility of the environment and help people feel comfortable with that technological evolution. 
Goals of this chapter are to evaluate the relevance of a virtual agent salesperson on a 3D commercial website and to show how the interaction with it can improve perceived service quality and the performance of the Internet user within a brand new commercial environment. First, the literature review deals with navigation on a 3D commercial site and pursues on the interest of virtual agents. An experiment is presented, testing the benefits of interacting with a virtual salesperson on a 3D commercial website and is completed with detailed visit logbooks that bring to light the contribution of a virtual salesperson in the shopping experience. Finally, the chapter outlines key contributions, limitations, and future research perspectives on the topics.
Background 

This chapter background focuses on specificities of the navigation in a 3D commercial site and discusses the contribution of virtual agents for a commercial website.

Consumer experience on a 3D commercial website
Massively Multiplayer Online Role-Playing Games (MMORPG), such as World of Warcraft, and virtual worlds in 3D, such as the Second life, Entropia, Sims Online or Habbo, are extremely popular today. The development of such 3D environments or online games triggered the attention of marketing researchers (Hemp, 2006; Parmentier & Rolland, 2009; Kohler et al., 2009) and information system specialists (Hendaoui et al. 2008, Guttentag 2010, Burden 2009). However, the unique features of 3D commercial environments (see illustrations below), specifically regarding real purchase, have not been sufficiently addressed, excepting visionary work by Burke on purchases in 3D virtual stores (Burke et al., 1992; Burke, 1997, 2002) and  studies by Garnier and Poncin (2009) and Poncin and Garnier (2010) on one of the first 3D commercial website. 

Figure 1. The 3D shopping mall: illustrations

More specifically, those authors explored the experience that is lived by Internet users on a 3D shopping mall. They highlighted the impact of embodiment in their avatar and the effects of perceived and sensory realism on immersion into the website. Utilitarian and hedonic motives and the way a consumer decides to consider the commercial website - somewhere between reality and a virtual environment - are determining elements of the online shopping experience. Thanks to 3D and Rich Media technologies, a “shopping effect” (browsing in the gallery, window shopping and discovering the offer, associated with community and social aspects of shopping) may develop in commercial virtual environments. 
Specific utilitarian benefits of 3D e-commerce are worth to note. They include 3D visualization of products that counterbalances for the absence of touch and the lack of relief of 2D displays. It then provides an almost direct experience and a better product appropriation thanks to the 3D overview and the fitting. In addition, 3D websites allow displaying functional and technical categories of products. However, excess in playfulness may decrease the credibility of virtual stores, particularly within a utilitarian view of e-commerce. An easy and quick finding of items seems difficult to reach in such a new shopping environment. As Poncin and Garnier (2010) stated, “the comparison between 2D and 3D shopping is based on an opposition between efficiency and playfulness, whereas the comparison between 3D and real stores essentially takes place at the level of the lack of real felt sensations”. As for 2D e-shopping, credibility and performance in the e-shopping process are expected from the consumer’s utilitarian point of view. The previously cited study specifically highlights that, within that brand new environment consumers don’t know and are not used to, they might be looking for a rooting into reality and credibility thanks to the presence of sales agents. This should improve their experience, as indicated in the following verbatim mentioned by Poncin and Garnier (2010): “What is missing? A salesperson” (Y., M, 22); “To discuss with a salesman specialized behind his computer I think that it is interesting.” (D., M, 29).
The contribution of embodied intelligent virtual sales agents on the Internet

Both professional and academic literatures have explored the relative importance of virtual agents on 2D commercial websites. Before going further into discussion, it is essential to clarify concepts and terms that are frequently perceived as synonyms while they relate to nearby but different elements (Papadopoulou et al. 2000; McGoldrick et al., 2008). The most commonly-used terms are virtual agent, intelligent agent, interactive agent, recommendation agent, embodied interactive agent, and avatar.
The word agent has conventionally referred to a human being who is empowered to provide guidance or to make tasks on the behalf of another person (Qiu and Benbasat, 2009). Similarly, in online shopping environments, the product-advising function originally performed by salespeople is increasingly overtaken by recommendation agents (Qiu and Benbasat, 2009). On the Internet, an agent is then defined as “a program which is capable of independent actions in a given environment for a user” (Foner, 1993; Notebaert, 2005). These agents differ from conventional IT programs by their capability to perform tasks autonomously, i.e.  independently of any direct control of users themselves (Dehn and VanMulken, 2000). In addition to autonomy, Hostler et al. (2005) reported two characteristics of a virtual agent: social capacities and adaptation. Social ability refers to an agent’s ability to cooperate and collaborate with other agents, including human users, to solve problems, while adaptation refers to an agent’s ability to adapt to the environment, including other agents and human users. An agent learns from experience over time to improve its performance.
Moreover, virtual agents can be embodied or not. As explained by Cassel et al. (2000), embodied conversational interfaces are more than computer interfaces taking a human or animal body form. They appear lifelike or believable in their actions and reactions toward human users. Based on the work of Diesbach et al. (2007) we thus define an Embodied Virtual Agent (EVA) as a character who has a certain capacity to act, to react, of speaking and of moving. Its behavior can vary in the time, according to the website pages and according to questions put by the user. It is a character capable of following a purpose and of adapting its behavior in a virtual environment. It is characterized by the extent of its features and by its appearance. 
Since the seminal work of Cassell et al. (2000), various influences of EVA on online business have been highlighted: improvement of trust and satisfaction (Notebaert, 2005), attraction of new consumers and positive word-of-mouth (Lemoine and Notebaert, 2009), effects on presence and immersion (Jeandrain & Diesbach, 2008), on emotion and social presence (Wang et al., 2007) or on satisfaction, attitude and intention to buy (Holzwarth et al., 2006). Despite some contrasted results - for instance, Jeandrain and Diesbach (2008) reported a strongly negative impact of the virtual agent on the social presence, due to the intrusion perception by Internet users -, general tendencies indicate that EVAs may then serve as marketing tools serving customer relationship management and allowing to create a social link between the Internet user and the online company. Gulz and Haake (2006) also argued that the presence of an EVA creates a more involving interaction experience with the website. 

Moreover, Holzwarth et al. (2006) draw a parallel between the effect of salespersons' presence in a store and sales agents on commercial websites. Human salespersons increase satisfaction, improve attitude toward products and enhance intention to buy, and virtual sales agents on a website should lead to similar results. So, building on works on human salesperson (Beatty et al., 1996; Gremler & Gwinner, 2000), McGoldrick et al. (2008) also drew a parallel between virtual and human agents and identified three specific roles for an online virtual salesperson: friendly interface (relationship building, social role), personal shopper/recommending agent (purchase recommendations) and online assistant (helper, providing assistance, solving problems and labor saving). Those authors insisted on the importance of a salesperson in building the relationship between the brand and its customers. However, this is not solely based on trust and friendship but rather depends on how a salesperson helps customers in achieving goals and goes beyond clinching transactions, impacting consumer’s performance, for example in retrieving products. 

As observed by Joseph (1988) in the sociology of service encounter, there are two qualities an embodied virtual agent on a website should possess to be perceived as a credible salesperson: the civil competence and the market competence. Regarding civil competence of a virtual agent, theory in sociology of service encounter indicates that the agent should be capable of some forms of ritual behavior and social courtesies, such as welcoming users and initiating or ending exchanges without being too intrusive. Regarding market competence, sociology of retail encounter requires a salesperson to legitimize commercial offers. Thus, a credible salesperson should have access to information on the customer that allows building a link between needs of the customer and the proposed offer. 

It is important to mention that the majority of studies investigated embodied virtual agents on 2D websites. Furthermore, researchers predominantly focused on the presence versus absence of an agent instead of observing the impact of real interactions between a user and an agent. The specific question on effects of such interactions with a virtual agent salesperson within a 3D website brings up several research propositions.

a study ON THE contribution OF An embodied SALES AGENT TO IMPROVE PERFORMANCE OF CONSUMERS ON A NEW 3D COMMERCIAL WEBSITE
Issues and Research Propositions
Background analysis highlighted the scarcity of studies on the impact of a virtual salesperson within a 3D website. Nantel (2004) described a virtual model technology that allows creating a virtual 3D model according to a user-specified profile. With this model, users can try clothes on before buying them on the website. If consumers can also get advice from a virtual salesperson, there is no information about the specific impact of this smart memory system. Moon et al. (2009), based on an experimental study in Second Life, observed a positive influence of a salesperson and peer-shopper-avatars on consumer shopping experience and brand evaluation. Their results suggested that consumer interactions with a salesperson and a peer-shopper via avatars positively affected social presence, shopping enjoyment, and purchase intentions. However, virtual universes, such as Second Life, are not real 3D commercial websites because no real products are sold and purchased. Consequently, results of such studies require further investigation. Finally, Garnier and Poncin (2009) and Poncin and Garnier (2010) emphasized the importance of social realism and credibility in the 3D e-commerce and observed that social realism, humanization and credibility of a 3D website could be improved by the presence of an embodied virtual salesperson, as it allows moderating lack of humanity and feeling of isolation 2D online shopping are  usually blamed for. Indeed, if Poncin and Garnier (2010) observed that social realism and humanization of a website do not seem to be influenced by the presence of a peer-shopper avatar, these features can however be improved by the presence of an embodied virtual salesperson. The majority of their respondents pointed out the lack of interactivity and the feeling of loneliness and claimed the presence of a salesperson could improve their experience. In particular, as indicated in the following verbatims mentioned by Poncin and Garnier (2010), “Here we are, if we want to personalize we try to get closer to the reality, thus as long as to make that there are at least some salespersons in the store.” (N., W, 23); “There are no saleswomen. (…) A presence is missing. (…) We have the feelings to go into an abandoned store.” (F., W, 54).

The specific question on the effects of interactions with a virtual salesperson within a 3D website then brings up several research propositions. Building on the works on intelligent virtual agents on 2D sites, on those concerning specificities of 3D universes, as well as on recent works just mentioned, we propose that the interaction with a virtual salesperson on a 3D commercial website should have a positive effect on the performance of consumers during their visit to the website (P1) as well as on the perceived quality of service (P2): 
(P1)
During the visit of a 3D commercial website, the interaction with a virtual salesperson improves the consumer performance by comparison with the visit of the same website without interaction.

(P2)
During the visit of a 3D commercial website, the interaction with a virtual salesperson improves the perceived quality of service during the shopping experience by comparison with the visit of the same website without interaction.

Study Methodology

A sample of 50 undergraduate students was invited to participate in this study. Participants had previously the opportunity to visit the 3D shopping mall at least twice over a period of three weeks. Out of the 50 students invited, 30 individuals agreed to participate on a voluntary basis. A between-subjects experimental design was used to examine the impact of the interaction with the 3D virtual salesperson on perceived service quality and consumer performance. Subjects were randomly assigned to the treatment group (presence of interaction with the salesperson) or control group (absence of interaction). Subjects in the treatment group performed tasks with the help of a virtual salesperson while the control group performed the same tasks without any interaction with a virtual salesperson. Each subject had to fill a questionnaire and a logbook right after the experiment. 
We collected information about Internet familiarity, Internet purchase rate, and familiarity with a 3D commercial site. Both experimental groups were statistically equivalent on these variables: here were no significant differences between the two experimental groups in terms of computer skills, knowledge of Internet use, experience with online shopping, Internet purchase rate and familiarity with a 3D commercial site. Groups were also homogeneous regarding gender distribution.
Furthermore, a content analysis of logbooks allowed checking experimental manipulation. We confirmed that every participant mentioned the interaction, or the lack of interaction, with a virtual agent salesperson. Respondents in the experimental group interacting with a virtual agent all reported their interaction in the logbook, while respondents in the control group all mentioned the lack of a virtual salesperson or the absence of interaction with this agent.
At the beginning of the experiment, in order to familiarize participants with the commercial universe, participants visited the 3D mall and its several shops. Participants had a personal identifier that allowed recognizing identity during the website visit. Two weeks later, each participant received an individual e-mail with instructions for the experiment, inviting them to visit a newly established store they couldn’t access to before: 

“Please go to the online Willemse shop. The loading time may take several minutes. This store is a horticulturalist/florist. 

You are looking for two items: a flowery plant to attract butterflies in your garden and an adapted fertilizer.

If you wish to get help from a salesperson, there is a meeting point on the center (wind rose) at the entrance of the store (you do not need to leave the store). 

When you find out for the needed product, make a screenshot of one or several product sheets.”
Figure 2. The Willemse shop experiment: illustrations
At the end of the process, we obtained, in a logbook for every participant, a qualitative description of the visit and an objective measure of their performance. In literature, three variables are usually used to measure consumer performance: time spent, efficiency/effort and effectiveness (Turetken and Sharda, 2001; Xia and Sudharshan, 2002; Hostler et al., 2005; Ben Mimoun et al., 2008). In this research, only effectiveness is used as the main indicator of consumer performance. The experimental design and time requirements to download the 3D website made the indicator of time useless (used equipment and connection speed may have varied among users). The absence of an objective measure of effort, as the number of clicks by visit, makes any measure of efficiency rather not exact. As Hostler et al. (2005) and Ben Mimoun et al. (2008) suggested, effectiveness was then measured by the degree to which users’ product selection met the product feature criteria specified in the experiment process. We operationalized this measure on the basis of information contained in the logbook, as each participant had to make a screenshot of products he had found and to copy and paste it in the logbook, by comparing selected products with those required in instructions (trees for butterflies and adapted fertilizer). Finally, perceived service quality was analyzed thanks to logbooks. Three independent researchers using Nvivo9 highlighted major themes regarding perceived service quality. 
In addition, we also compiled the online questionnaire to measure perceived immersion and satisfaction with the visit. Immersion was measured by a set of six Likert scale items adapted to 3D commercial context from Fornerino et al. (2008). Cronbach’s alpha used to test scales reliability was .95 for immersion, indicating very high internal consistency. Satisfaction was measured by a composite measure of three items with semantic differential scaling borrowed from literature: “After visiting the website, I am - very dissatisfied/very satisfied”, “After visiting the website,  I am - in no way happy/very happy” and “I found this visit of the site -very disagreeable/very pleasant” (alpha = .66).
Two types of data analysis were used: (1) ANOVA for data obtained in questionnaires and users’ objective performance and (2) content analysis for logbooks. Due to the small sample size, normality of some data might be questioned. However, several statisticians assert that ANOVA is quite robust and that departures from normality are not a problem if the distribution of the variable is symmetrical or displays only moderate skew (Churchill & Iacobucci, 2002). Additionally, comparisons of group means (treatment vs control group) performed with non-parametric procedures - Test of Mann-Whitney- provide the same conclusions for hypotheses. 

Results and Discussion
ANOVA analysis was performed on both experimental groups, indicating significant differences in consumer effectiveness (F=15.724; p < 0,001). The average effectiveness for study participants who interacted with a virtual salesperson during their visit of the 3D website was 95% while the same indicator was only 50% for respondents who did not interact with a virtual salesperson. Proposition 1 is therefore validated. ANOVA results also indicated the non-significant difference between experimental groups for perceived satisfaction (10.36 versus 11.15; F=1.081; n.s) as well as for immersion (15.57 versus 16.46; F= 0.114; n.s).
Regarding qualitative data, two major themes retained our attention in the content analysis of logbooks: 

(1) The presence of the salesperson is particularly liked because of the novelty of the 3D environment and the difficulty to discover a very wide offer. The first group expressed strong appreciation of the interaction with the salesperson and the effect of a pleasant surprise: 
“It pleased me because I didn’t think that we could make this kind of experience” (Marie)

“I did not expect that, thus I have been pleasantly surprised” (Alice).
It is important to recall that all participants visited the 3D shopping mall at least twice before the experiment, except for the Willemse Shop. Therefore, the surprise is connected to this particular experience with that specific store and more precisely to the interaction with a salesperson, who was the novelty as compared to previous visits. The analysis then revealed that utilitarian aspects of help provided by a salesman are appreciated: 
“Having a salesperson who takes care of us from the very beginning to the end, who gives us advice, is very good and gives the (virtual) store a bigger professional aspect that other stores do not have. Here the salesperson is really an advantage” (Océane). 
Furthermore, the content analysis indicated that the playful aspect of interacting with a salesperson is also welcomed and positively valued: 
“The idea with the salesman is excellent; he gives good advice to consumers in a playful and pleasant way. It was pleasant and funny to speak to him.” (Clement)
“It was pleasure to communicate with the salesperson.” (Alice). 
The interaction with the salesperson also gave some additional realism to the website: 
“We have the impression of real life communication.” (Alice)
“It makes the site closer to reality.” (Damien).

(2) The participants who did not interact with a virtual salesperson reported a sense of frustration due to the absence of a salesperson and insisted on the necessity of integrating a virtual agent: 
“I did not regrettably meet the salesperson. I think that he would have been able to facilitate my searches.” (Louise)
“It misses agents for welcoming, agents whom we could ask questions to as well as agents for animation.” (Aurore)
“There is, for example, nobody at the cashdesk, and if we do not meet the salesperson, we have the feeling to be left all by ourselves.” (Laure)
“Unfortunately, I met no salesman! He would have been very helpful because I did not know what to choose.” (Alicia).
So as expected, the interaction with a virtual salesperson had a very positive impact on the consumer performance (P1 validated), with a higher rate of success for the group that interacted with the virtual agent. Furthermore, the analysis of logbooks revealed the frustration with experience as expressed by the group without interaction, and the appreciation of the help provided by the virtual salesperson for the study participants who interacted with the agent and received assistance. P2 related to the perceived quality of service was then also validated. The presence of the salesperson is then particularly appreciated because the environment is new and the offer is very large. 
Additionally, we found that average levels of immersion and satisfaction were high for both groups, confirming the immersive capacities of 3D commercial environments and their ability to offer satisfactory experiences to consumers, regardless of the presence or absence of a virtual salesperson (Garnier and Poncin, 2009). Indeed, no significant difference was observed between means of satisfaction and immersion of the two groups. Thus, benefits brought by a virtual salesperson to a 3D site seem to relate more to purely utilitarian performance and perceived service quality rather than to immersive aspects of the experience. This result can be explained by the fact that the 3D website, even without an agent, yet offered a real benefit to users by allowing them to live an immersive experience during their visit and satisfy their needs. The contribution of the virtual salesperson to immersion and satisfaction of consumers would then be considered as marginal. Finally, logbooks also highlighted the contribution of presence and interaction with the virtual salesperson in terms of website realism and pleasure of navigation. 
FuTURE rESEARCH dIRECTIONS
On one hand, research perspectives can be drawn from limits of the presented study. First, the use of a single store and a single product category limits generalization of results. Second, study participants used avatars under controlled conditions and made no actual purchases. It would be interesting to replicate this experiment on a live functioning Internet shopping site with real users. Future researches should also consider consumers characteristics such as their experience regarding online purchase (that was controlled here but not taken into account as a determining variable), their involvement in the product category or their familiarity with video games. Keeling et al. (2010) argued that expectations toward a virtual salesperson may vary according to consumer profiles. Future studies are also needed to assess the evolution of our results over a longer period of time and under the condition of repeated visits to online stores. Currently, shopping websites are not extensively using avatars and agents yet. However, our results showed the exceptional helpfulness of virtual assistants and their positive impact on consumer experiences and consumer effectiveness. Thus, it is possible to predict an increasing popularity of virtual salespersons among online retailers. Finally, it is to note that the virtual sales agent in the study was human-controlled, and not controlled by any artificial intelligence (AI) software, as it is usually the case on websites. A recent article by Ben Mimoun et al. (2012) highlights that AI-controlled virtual sales agents might be deceptive due to their lack of intelligence and their inability to really help consumers. As a matter of fact, this was not the case in our study. Future researches should then consider more intelligent virtual sales agents, be it on 2D or 3D websites. 
On the other hand, research perspectives can be drawn from results of the presented study. As a positive effect has been proved on effectiveness, the impact of virtual sales agents on consumer productivity could be further assessed by including influence of the agent on time spent and efficiency in shopping. Furthermore, as we showed the positive influence of 3D on immersion and satisfaction during this single visit, this should be studied over a longer period. 
Conclusion
This chapter, through the presented study, enriches previous researches on the contribution of virtual embodied agents to user performance, perceived service quality and studies on consumer behavior in 3D commercial environments. 
First, this study allows us to transpose to a 3D commercial environment results from 2D websites on the added value of a virtual salesperson. The experiment showed that the interaction with a virtual salesperson allowed considerable improvement of the user’s performance on the 3D website, especially in terms of effectiveness in retrieving a product in a new and complex shopping environment. The virtual salesperson also improves service quality. It is then an effective solution to issues related to effectiveness of websites and, particularly, to problems with product retrieving in a very wide and newly displayed offer. In 2D environments, these problems are a major reason for online purchase failure (Ranganathan & Grandon, 2005). For a commercial site in 3D, the presence of a virtual salesperson is then very important. Furthermore, the integration of a virtual salesperson as a mean for operationalizing  human presence may contribute to the creation of trust toward a retail website (Burke, 2002). 
The experiment also confirmed the ability of 3D commercial environments to enrich the consumer experience through their immersive value, as  levels of satisfaction and immersion reported after the visit of the 3D Willemse Shop was high regardless of the presence of the virtual salesperson. 
For firms developing virtual agents and firms wishing to use virtual agents on their websites, our advices mainly relate to taking care of the intelligence level of the agent (as to avoid failures identified by Ben Mimoun et al., 2012). For firms wishing to develop 3D shopping malls, a focus is necessary (1) on helping consumers dealing with such a new environment, so to facilitate the shopping process, and (2) on the social realism of the virtual universe. In that sense, implementing virtual agents in the 3D shops has been proved to be a useful tool. 
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Key Terms & Definitions 
Virtual universe: computer-generated three-dimensional universe, that might reproduce the real world or represent an imaginary world

3D commercial website: website in three-dimension graphics representing a commercial mall

Agent: a human being who is empowered to provide guidance or to make tasks on the behalf of another person 
Virtual agent: a program which is capable of independent actions in a given environment for a computer or Internet user
Embodied virtual agent: a virtual agent that is represented with a human form. 

Productivity of the consumer: effectiveness and efficiency of the consumer in shopping or finding the needed product
Service quality: capacity of a service to answer, thanks to its characteristics, to customers’ needs and expectations. 
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