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Abstract

The virtual space of internet has changed the existed market structure as more and more internet users
have highly increased. And this situation has given a golden opportunity to the internet service firms that are
supposed to meet their customers through the internet web sites. So, it is becoming a critical issues to
construct and keep better web sites than their competitors to the internet service firms.

This paper is intented as an investigation of determination factors of internet web site quality further,
which of them are more important factors to the consumer satisfaction. For this purpose, empirical approach
using factor analysis, regression analysis was used to develop dimensions of internet web site quality and to
explore more important factors that internet service firms should choose to have competitiveness.

Empirical results of the study presented that the determination factors of internet web site quality were
composed of five factors like responsiveness, accessibility, ease of use, system performance, communication.

And we found that Communication and Ease of use are more important factors than other ones.
Therefore, the internet service firms that are plan to have more competitiveness than their competitors should
choice these important factors and concentrate on these ones to build excellent internet web sites.
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