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Abstract 
 
In today’s extremely competitive markets it is crucial for companies to 
strategically position their brands, products and services relative to their 
competitors. With the emerging trend in internationalization of companies 
especially SME’s and the growing use of the Internet with this regard, great 
amount of attention has been turned to effective involvement of the Internet 
channel in the marketing mix of the companies. This has introduced a new term 
of marketspace (the Web) versus the traditional battleground of marketplace in 
which companies compete with each other. The growth of presence in the 
marketspace has been exponential, both in general and within specific industries. 
Thus bringing to attention the importance of Web presence and that it is crucial 
for companies to strategically regard competition in marketsapce.  
 
It is important to understand that positioning on the Net is very different and 
requires its own set of strategies as part of the new marketing paradigm. This 
study goes towards addressing the need to understand and measure the nature 
of positioning of company Web sites on the Internet.  
 
The aim of the study is to introduce a statistical technique to compare the 
positioning of Web sites, in and across industries. With this regard a group of 
Web sites from the home appliances manufacturing industry was selected and 
the technique of correspondence analysis was applied to produce maps which 
can be studied and interpreted. The results indicated that either based on 
company strategies or accidentally, these Web sites are positioned differently 
and may follow or affect different marketing policies of their owners.  
 
At the end, the implications of this technique for management and how it can be 
used by new home appliance manufacturers or those who want to compare their 
sites with the ones of their competitors, in order to benchmark and/or revise their 
policies and strategies have been discussed. 
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Chapter 1: Introduction 

Introduction 
 
As a developing country, Iran’s economy has been constantly growing in the 
recent years. After the 1978 revolution in this country most of the heavy 
industries have been either shut down or taken over by the government. It wasn’t 
until after the war with Iraq that wide privatization of industries has been started 
in different areas. Today the private sector is mostly focused in the mid-range 
industries where foreign and domestic competition is constantly growing. 
Government-owned industries are still monopolies in mostly strategic areas. 
 
As the strict commercial boundaries of the country are starting to disappear, 
Iran’s private industries are now facing new threats and opportunities in their 
fields of activity. Many are now facing the threat of the presence of well 
established foreign firms, and their well recognized brands in Iran’s huge 
consumer market. After so many years of very limited international presence of 
these Iranian industries, many have also realized that considerable potentials 
exist to take the opportunity and expand their markets internationally. 
 
Wide social reforms have also taken place in the recent years, which have turned 
the attention of Iran’s mostly young population towards the use of the Internet. 
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This young generation, which mostly live in larger, more modern cities create a 
large portion of many industries’ domestic market, and them using the Internet, 
has brought to the mind of many marketers, the importance of Web presence. 
 
The interest of the Iranian industries in being present on the Internet is three-fold: 
 
Prestige 
Some, but very few, industries use “.com” names just to carry around on their 
managers’ business cards, with an email address which never is used. This is 
because in some parts of the country, the Internet is still a luxury and Internet 
literacy has not yet matured to understand the commercial benefits of the Web. 
 
Domestic marketing 
In many cases, companies tend to create Web sites in order to be able to target, 
or at least viewed by the domestic Internet community. These companies mostly 
use the Internet as a competitive advantage over their competitors. 
 
International marketing 
The companies with more Internet maturity, which have realized the international 
scope and marketing capabilities of the Net, have established online marketing 
channels to try and expand their market share to other countries. 
 
Even though the Iranian marketers’ perception of the Internet as an effective 
marketing channel, and their application of the medium in their marketing 
strategies is still in its infancy, many strong and weak attempts have been made 
to establish Web sites for companies and test the Internet’s effectiveness as a 
marketing channel in Iran. What is mostly needed by these companies today is 
research in different areas of Internet marketing and models to describe and 
measure its effectiveness in real business environments. 
 
In this research we will be trying to use methodologies available to evaluate and 
map Web sites of Iranian industries, so that it can be better understood that how 
strategies and competitions are forming in this country’s cyberspace. 
 

What is the Internet? 
 
The key to understanding the Internet is the concept of connectivity. Any 
personal computer, when networked to other PCs, becomes a very powerful 
communications and information search vehicle. Networks can take the form of 
LANs (Local Area Networks) and WANs (Wide Area Networks) which in the most 
extensive form, with the greatest business potential, is the Internet. 
 
The Internet is simply a network of inter-connected computers across the world, 
communicating with a standard protocol, called TCP/IP (Transmission Control 
Protocol/Internet Protocol). 
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Any form of data including, text, graphics, video, software etc can be transferred 
over the Internet, among individuals, companies, governments, universities, 
research establishments, and many more. 
 
The origins of the Internet date back to the early 1970s, when the United States 
Department of Defense established a network to link together various military 
and research institutes. This was called the Advanced Research Projects Agency 
(ARPAnet). The TCP/IP protocol was born in ARPAnet, with the aim of enabling 
dissimilar computers to communicate. 
 
Later, during the 1980s the National Science Foundation (NSF) used this 
technology to expand its own NSFNET. The NSFNET became at the time, a 
network connecting campuses and research centers to NSF’s supercomputers. 
 
Finally full commercial Internet connections became available in 1991, and a 
huge public interest resulted in an explosion in Internet growth. Since then many 
business applications of the Internet has been developed. The matrix, which 
represents one of the first attempts to develop a conceptual model of Internet 
business uses, was developed by Cronin (Figure 1). 
 
 

 
Figure 1. A Conceptual Model of Internet Business Uses 
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Four main competitive advantages are available from Internet connectivity, 
including: cost/efficiency savings achieved through substituting the Internet for 
other communications channels with vendors, information providers and 
business partners; performance improvements from the widespread internal use 
of the Internet to integrate information resources, support virtual teams and 
facilitate distributed decision making and organizational flexibility; market 
penetration which can be achieved from high external connectivity with 
customers, including public Web sites and online customer support; product 
transformation, including the development of Internet-based products and 
services that redefine the company’s strategic position (Hamill, 1997). 
 
The World Wide Web 
 
The World Wide Web (WWW) is an Internet service based on hypermedia. 
Hypermedia enables users to navigate the Internet using a point and click 
interface similar to those used on Macintosh and Windows-based computer 
systems. The interface used to organize the incoming hypermedia information is 
called a browser. 
Using hypermedia has several advantages over traditional communications 
media: 

• Hypermedia has no physical form 
• Hypermedia is interactive 
• Hypermedia is dynamic 
• Hypermedia simplifies navigation through very large documents 
• Hypermedia is multimedia friendly 
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The Internet as a marketing tool 
 
With a population of well over 900 million users worldwide and with a growth rate 
of more than 150% every five years (www.internetworldstats.com, 2005), the 
Internet is growing astonishingly and is being widely accessed across the globe. 
 
Before the introduction of the World Wide Web, the Internet was mostly the 
domain of scientists and academics with a complex interface based on the UNIX 
operating system (Figure 2).  
 
 

 
Figure 2. Logical map of ARPAnet 1971 

 

http://www.internetworldstats.com
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Today, the wide use of World Wide Web as the interface of the Internet and great 
achievements of hypermedia in creating a point-and-click environment has 
enabled easy adaptation and triggered a wide spread of Internet culture around 
the globe (Figure 3). 
 
 

 
Figure 3. Conceptual graph of Internet traffic 2005 

 
The emergence of Internet has helped the world move from the age of 
“automation technologies” to “information technology” (IT).  
 
One of the hottest concepts for online marketing is the WWW. It offers 
companies an easy, inexpensive, fast, and technologically sophisticated tool for 
advertising goods and services, taking and placing orders, promoting their 
philosophy and policy, and communicating with their customers all over the world. 
 
In the Web environment, a company can deliver a full presentation with sound, 
pictures and video to millions of potential consumers. 
 
A Website is much more enticing and informative than email messages, but it 
can be much more difficult to plan and implement (Mack, 1995). 
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The essential point, as Michael Putzel, columnist for the Boston Globe, writes, is 
that  
 

“there is a wide spread recognition that any company wishing to compete 
in the closing days of the 20th century must stake its claim in Cyberspace”. 

 
There are two ways in which a company can benefit from use of the World Wide 
Web. It can be used for information access only, or it can be actively used to set 
up a marketing presence (Ainscough & Luckett, 1996).  
 
According to Ainscough and Luckett, there are four marketing applications of the 
World Wide Web (Figure 4). 
 

 
Figure 4. Four marketing applications of the World Wide Web 

 
 
Based on their study, ninety six percent of the studied companies use the WWW 
as an interactive brochure, providing information about their companies, the 
products and/or services they offer, and contact information. Twelve percent had 
used the concept of virtual storefront for their websites, enabling their users to 
browse through merchandise and purchase items online. About eight percent of 
companies wish to provide a place to exchange information with customers and 
other researchers, and use their Web sites as an information clearing house. 
Finally sixteen percent of the studied companies use the net as a customer 
service tool. 
 
There are many potential advantages of effective Internet marketing: improved 
corporate image, improved customer and investor relations, finding new 
prospects (customers), increased visibility, cost reduction, market expansion, and 
improved internal communications (Sterne, 1995). 
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Apart from successful branding, which can also be recognized in the cyber-
market, it is difficult to determine the size of a company by its World Wide Web 
page. The Internet’s relatively low entry barriers, including the irrelevance of 
company size enhance its attractiveness as a distribution channel. However, 
familiarity with reputation and brand names are seen to be increasingly important 
online (Melewar & Smith, 2003). As a result brand awareness plays a major role 
in creating the critical factor of trust, when it comes to online purchasing. 
 



 9

Internationalization of SME’s 
 
The Internet has received a great deal of attention in the media and many 
companies have set up an Internet presence. Companies are quickly moving to 
use the Internet as a way of segmenting markets and doing something that 
ordinary promotional media cannot: reaching the consumers across the globe, 
interactively and on demand – all at a reasonable cost. 
 
Attempts have been made to develop conceptual frameworks for evaluating 
Internet-enabled international marketing, especially the extent to which the Net 
provides a “gateway” to global markets for SMEs. 
 
The WWW will reduce the competitive advantages of scale economies in many 
industries making it easier for small companies to compete on a world-wide basis. 
Small companies offering specialized niche products will be able to find the 
critical mass of customers necessary to succeed through the global reach of the 
Internet. 
 
As a Webpage is seen in several countries, the new challenge facing companies 
is the management of a global brand and corporate name or logo. 
Companies already marketing in foreign markets will face a more aggressive and 
diverse competition abroad, since the Internet reduces the cost of entry, 
diminishes the competitive advantage of economies of scales, and makes it 
easier for small companies to compete world wide (Quelch & Klein, 1996). 
 
On the other hand, through the Internet promoting a more global view, a person 
can explore a Website in India looking for a supplier, exchange email with a 
customer in Japan, and promote a business in Chile. This international presence 
creates several new challenges or obstacles because the Internet has expanded 
the firms’ business reach to several new potential markets world wide, where 
cultural, legal, and social systems differ from those to which one is accustomed. 
 
The main problems in this new environment are as follows: 

• Cultural aspects 
o Language 
o Images 
o Colors 

• Privacy 
• Censorship 
• Security 
• International law 
• Intellectual property 
• Telecommunication infrastructures 
• PC’s availability 
• The Credit cards’ used world-wide 
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For example, some countries, such as Germany, prohibit comparative advertising 
and could challenge the advertisement and initiate an action to ban the material. 
 
The Internet offers big opportunities for all companies, especially for small and 
medium-sized organizations, looking to market their products and services 
internationally. 
 
In short, the Internet’s tools allow companies, regardless of size, to reach 
international markets at reasonable cost. It means that these tools have 
eliminated the prohibitive cost of entry, enabling small companies to play in the 
same playing field as large multinational companies. 
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Chapter 2: Literature Review and Conceptual Framework 

The Internet’s impact on global marketing strategies 
 
The global nature of the Internet, combined with the nature of the communication 
that it can convey, makes it a perfect vehicle for international marketing (Nicovich 
& Cornwell, 1998). But the Internet provides a fundamentally different 
environment for international marketing and requires a different approach(Eid & 
Trueman, 2002). It is very unrealistic and in many cases impossible to apply the 
same marketing techniques used in other marketing channels, in the medium of 
Internet. 
 
The literature available in this field is usually categorized in two groups.  
Firstly, those focused on Internet marketing, and secondly, those focused on the 
implications of International Internet Marketing, also regarded as IIM. 
 
There are many examples of the successful (and in some cases, unsuccessful) 
use of Internet in businesses. Dell has been able to manage its supply chain 
competitively, using the Internet technology, IBM is using it to collaborate with its 
partners for development, software support and distribution, and Boeing designs 
the 777 model in cyberspace.  
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Although the Internet can be a marketer’s dream-come-true, it can also be a 
nightmare for firms that are not aware of the challenges that the Internet creates. 
The key to a more successful marketing effort on the Internet will be an 
interactive strategy (Eid et al., 2002). This indicates that the 4 P’s of marketing 
(the marketing mix) will shift towards interactivity when it comes to International 
Internet Marketing (IIM). 
 
Product 
 
A product is anything that can be offered to a market for attention, acquisition, 
use, or consumption that might satisfy a want or need (Kotler, 1991). The 
management of the product mix refers to the development and commercialization 
of new products, as well as to decisions, which determine the length of their 
cycles, namely, product rejuvenation and renewal, or elimination decisions. 
 
The Internet leads to faster discovery of customer needs, greater customization 
of the products to the customer needs, faster product testing, and shorter product 
lifecycles (Avlonitis & Karayanni, 2000) 
Therefore the international marketers who use the Internet should have in-depth 
understanding of the foreign marketing environment to assess the relative 
advantages of their own products and services (Quelch et al., 1996). 
 
As part of a good marketing plan, a company must design new or improved 
products that meet the customer’s current or future needs, find an effective way 
to bring that product to the customer, and provide after-sales support.  
The Internet can dramatically improve the entire process (Eid et al., 2002). 
 
Price 
 
The Internet will lead to increasing standardization of prices across borders, or at 
least to narrowing the price differentials as customers become more aware of 
prices in different countries (Poon & Jevons, 1997). Froogle for example is a 
newly offered service from the search giant, Google. Using Froogle, at a touch of 
a button, a list of hundreds of e-commerce websites and exchanges appears 
which are trying to sell the searched products. This powerful service, and many 
other smart agents and software programs may combat any attempts at price 
discrimination by uncovering different prices. 
 
In the Business-to-Business arena, it is expected that the bargaining power of 
customers is likely to be increased since they will become aware of alternative 
products and services. Besides the ease of use of the Internet, this channel 
makes it easier for customers to swap between suppliers (Eid et al., 2002). 
 
Also, another issue which the Internet imposes on the price dimension of the 
marketing mix is the currency rates. The consumers have to be provided with 
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information on currency conversion rates in order to be able to successfully 
market products internationally. 
 
Promotion 
 
Promotion refers to all the various ways an organization undertakes to 
communicate its products’ merits and to persuade target customers to buy from 
them (Kotler, 1991). 
 
Undoubtedly, the use of the Internet allows sales departments to have interactive 
communication with the customers. The fact is, while hard-selling and advertiser-
push promotion strategies do not work well on the Internet (Poon et al., 1997), 
global advertising costs, as a barrier to entry, have been significantly reduced as 
the Internet has made it possible to reach a global audience more cheaply 
(Quelch et al., 1996). 
 
However, there is a critical issue for the international marketers who use the 
Internet in their marketing. The new challenge facing companies is the 
management of a global brand and corporation logo (Eid et al., 2002). In order 
for a company and its subsidiaries to be able to effectively communicate with its 
customers in all sectors, policies about branding on the Internet should be clearly 
defined. Different companies act differently on the Internet regarding how they 
communicate their brand and image and what messages they send through their 
Web sites. While some maintain one Web site for all their brands and 
subsidiaries, others may decide to use a separate Web site for each brand. For 
example, 3M has one site for its entire product line, a focused corporate identity 
and firm control over the marketing actions of its divisions and subsidiaries, while 
Procter & Gamble has reserved 110 domain names for its brand’s distinct 
markets and images. 
 
Another challenge of Internet promotion is that advertising on Web pages might 
not be very well received by customers who merely wish to be presented with the 
hard facts about the subject matter of the pages they read (Bennet, 1997). 
 
Physical Distribution 
 
Physical distribution is the place aspect of the marketing mix. Marketing channel 
can be defined as interdependent organizations involved in the process of 
making a product or service available for use or consumption (Kotler, 1991). 
 
By directly connecting the end-users and producers the Internet has significantly 
reduced the importance of traditional intermediaries in international marketing 
(disintermediation). As a result, anyone connected to the Internet can retrieve 
their needed products by ordering them from the producer’s Web site. Also 
companies no longer have to establish long and expensive distribution channels 
to bring their products to the customer. In fact, the Internet is borderless and the 
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opportunity to sell over the net in a standardized way eliminates many natural 
barriers to entry (Wilson & Abel, 2002). 
 
If we examine the definition and application of the marketing mix and its four Ps, 
it is easy to note that the four Ps model does not explicitly include any interactive 
elements. Further more, it does not indicate the nature and scope of such 
interactions (Eid et al., 2002). However the previously discussed changes in the 
four P’s are a result of the interactive nature of the Internet. This important and 
characteristic of the Internet requires a shift in the marketing paradigm, if Internet 
marketing is to be practiced (Figure 5). 
 

 
Figure 5. Some building bricks in the new marketing paradigm 
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Threats and shortcomings of Internet presence 
At the same time, given the world-wide environment in which the Internet 
operates a company will face additional threats and shortcomings such as: 

• Cultural differences 
• Privacy 
• Censorship 
• Security 
• International law 
• Intellectual property 
• Telecommunication infrastructure 
• Credit cards use world wide 
• Etc. 
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The Internet: A new international marketing paradigm 
 
Because of its unique characteristics, the Internet provides a fundamentally 
different environment for international marketing and therefore requires a 
different approach. 
 
Businesses today compete in two worlds: the physical world of resources 
(marketplace) and the virtual world made of information (marketspace) (Rayport 
& Sviokla, 1995). In order for companies to be able to compete, they have to 
create value in a competitive way and discriminate from one another. But it is 
very important for them to realize that the processes for creating value are not 
the same in the two worlds, and in order for them to successfully compete in both 
worlds they face a new conceptual and tactical challenge of managing two 
different value-adding processes in two mutually dependent environments. 
 

The term ‘value-chain’ was first used by Michael Porter in his book “Competitive 
Advantage: Creating and Sustaining Superior Performance” (1985). The Value-
Chain framework of Michael Porter is a model that helps to analyze specific 
activities through which firms can create value and competitive advantage 
(Figure 6). 

 

 
Figure 6. Porter's Value Chain Model 
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The scopes of activities in any firm are categorized into Primary and Support 
Activities, and include: 

• Inbound-Logistics 
Includes receiving, storing, inventory control, transportation scheduling. 

• Operations 
Includes machining, packaging, assembly, equipment maintenance, 
testing and all other value-creating activities that transform the inputs into 
the final product. 

• Outbound-Logistics 
The activities required to get the finished product to the customers: 
warehousing, order fulfillment, transportation, distribution management. 

• Marketing-and-Sales 
The activities associated with getting buyers to purchase the product 
including channel selection, advertising, promotion, selling, pricing, retail 
management, etc. 

• Service 
The activities that maintain and enhance the product's value, including 
customer support, repair services, installation, training, spare parts 
management, upgrading, etc. 

• Procurement 
Procurement of raw materials, servicing, spare parts, buildings, machines, 
etc. 

• Technology-Development 
Includes technology development to support the value chain activities, 
such as Research and Development, Process automation, design, 
redesign. 

• Human-Resource-Management 
The activities associated with recruiting, development (education), 
retention and compensation of employees and managers. 

• Firm-Infrastructure 
Includes general management, planning management, legal, finance, 
accounting, public affairs, quality management, etc. 

By definition, the value-chain model describes a series of value-adding activities, 
connecting a company’s supply side (raw materials and inbound logistics) and 
production processes with its demand side (outbound logistics, marketing and 
sales). In this model, information is treated as a supporting element for design 
and creation of value-adding processes by companies, and not as a source of 
value itself. In market space or virtual value-chain information is a source of 
value for the customers (Eid et al., 2002). Federal Express for example, has 
created added value for the customer by providing a free package-tracking 
service through the World Wide Web, using the information available in the 
company as the source of value. This is another aspect of the paradigm shift, 
with which FedEx has been able to strategically increase customer loyalty in a 
fiercely competitive market. 
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Another aspect of the paradigm shift is caused by the ultimate power that the 
Internet puts in the hands of the customers by enabling them to demand the best 
products at the lowest prices. This paradigm shift is described with the term, 
“consumer-to-business” marketing (Urban, Sultan, & Qualls, 2000). Also 
agreeing, Rayport and Sviokla (1995) draw attention to replacing supply and 
demand. They said that in today’s world of overcapacity, in which demand, and 
not supply, is scarce, managers must increasingly look to demand-side strategies. 

The Internet both as a marketing tool and medium draws the attention to long 
lasting customer relationships. This is because customers are now capable of 
instantaneous access to information, and buyers can compare the sellers’ 
offerings worldwide. Through the Internet, customers have on their computer 
screens a rich mine of information regarding all their needs and available choices 
of providers, and it is very easy to switch from one supplier to another if better 
offers keep popping up. Only companies who are able to create a long term 
relationships with their customers will be able to continue making profits from 
their very precious loyal customers. 

Buttle, in his book, “Relationship Marketing-Theory and Practice” (1996) stated 
that: 

“Enduring relationships with customers cannot be duplicated by 
competitors, and therefore provide a unique and sustainable competitive 
advantage”. 

Overall, average profitability is under pressure in many industries influenced by 
the Internet, so it becomes all the more important for individual companies to set 
themselves apart from the pack (Eid et al., 2002). The only way to do so is by 
achieving a sustainable competitive advantage. Sustainable competitive 
advantage can be achieved in two ways. One is operational effectiveness, which 
is doing the same things that your competitors do but doing them better. With a 
look at Porter’s value-chain (Figure 6) it can be seen that operational 
effectiveness advantages can be created by using or developing better 
technologies, superior inputs, better trained people, or even a more effective 
management structure. The other way to achieve sustainable competitive 
advantage is strategic positioning, which is, in contrast with operational 
effectiveness, doing things differently from the competitors, in a way that delivers 
a unique type of value to the customers (Eid et al., 2002). This can mean offering 
a different set of features, a different array of services, or different logistical 
arrangements. 

Undoubtedly, the Internet affects both operational effectiveness and strategic 
positioning, but in very different ways. It makes it harder for companies to sustain 
operational advantages, but it opens new opportunities for achieving or 
strengthening a distinctive strategic positioning (Eid et al., 2002). 
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The very rapid and comparatively low cost advances in information technology 
have made it possible for companies to develop new services and offerings. But 
through the Internet companies can easily monitor each other’s activities and 
once one company establishes a new best practice, its competitors tend to 
imitate it quickly. In such an environment, best practice competition eventually 
leads to competitive convergence, with many companies doing the same things 
in the same ways. What happens then is that customers end up making 
decisions based on price, narrowing profits in the industry. 

Therefore Porter (2001:72) has stated that: 

“Strategic positioning involves the configuration of a tailored value chain 
(the series of activities required to produce and deliver a product or 
service) that enable a company to offer unique value. To be defensible, 
moreover, the value chain must be highly integrated. When a company’s 
activities fit together as a self-reinforcing system, any competitor wishing 
to imitate a strategy must replicate the whole system rather than copy one 
or two discrete product features or ways of performing particular activities”. 

Take Dell for example. Dell’s online direct-sales channel and strategic use of the 
Internet to manage and operate its supply chain has been studied in almost 
every business school around the world, and with no doubt has been closely 
monitored by its competitors. By the degree of success that Dell has achieved in 
strategically positioning itself and targeting different market’s segments with its 
perfectly crafted value-chain, one can be certain that many of Dell’s competitors 
had dreamt, and may have indeed tried to copy this business model. But the fact 
is that by just selling laptops online you can’t create another Dell, but the entire 
system has to work like Dell’s. 

Consequently, as it becomes harder to sustain operational advantage, strategic 
positioning becomes all the more important (Eid et al., 2002). 
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Branding and Positioning: 
 

“A brand is not a name. A brand is not a positioning statement. It is not a 
marketing message. It is a promise made by a company to its customers 
and supported by the company… I may have intelligent agents that can go 
out and assemble pages of reports on every camcorder on the market, but 
I don’t have time to read them. I’ll buy Sony” (Sterne, 1999). 
 

The Webpage is not just another channel designed to increase visibility and 
access; it is rapidly becoming the shop window for many players in the 
information industry. Yet, there is evidence to suggest that many of the designers 
of Websites have been preoccupied with Website functionality, and have not 
lingered long on the question of brand or corporate identity.  
For many Websites the focus is on the service offered, rather than on promoting 
an image of the company. 
 
There are three aspects to a successful brand (Rowley, 2004): 

1. A brand is dependent on customer perception 
2. Perception is influenced by the added value characteristics of the product; 

and 
3. The added value characteristics need to be sustainable 

 
Some argue that brands will become less important within the digital age, and 
others argue that increased information availability will lead customers to seek 
best value, irrespective of brand. 
 
It may be that branding may become less important for low value, frequently 
purchased commodities, but continue to be important for high value, infrequently 
purchased, highly differentiated items (Rowley, 2004). 
 
A key agenda has been to balance the need to protect and not corrupt 
established brands as established organizations enter risky “Internet 
marketplaces” whilst leveraging the brand equity of existing brands. In other 
words the issue has been to create a sense of “the same credibility, but a 
different presentation” (Rowley, 2004). 
 
The general issue is that the actual audience for online brands is less predictable 
and more diverse than the brand audience encountered through many other 
channels. 
 
Positioning, on the other hand, is concerned with the attempt to modify the 
tangible characteristics and the intangible perceptions of a marketable offering in 
relation to the competition (Arnott, 1993). 
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Arnott (1992, pp.111-14) formally defines positioning that:  
 

“… positioning is the deliberate, proactive, iterative process of defining, 
measuring, modifying, and monitoring consumer perceptions of a 
marketable object…” 

 
In other words, the process of positioning is iterative and requires deliberate and 
proactive involvement of the marketer. 
 
The Web offers some interesting challenges to marketers in terms of positioning. 
First, The Web is a medium through which marketers attempt to communicate 
with customers to position products, while it is also the marketplace in which 
products and services are experienced and bought. 
Second, The Web is an information medium in which the experience of 
interaction with a Website is as important as the content of the Website. 
Third, interaction with a Website has many of the characteristics of services, 
namely, intangibility, simultaneity, heterogeneity, and perishability. 
Fourth, many of the research data of products and services that used to be 
assessed in a subjective form can now be quantified with objective data. 
It is difficult to determine the size and nature of a company by its World Wide 
Web page, therefore managers have to realize that positioning strategies have to 
be conducted specially for online communication channel of Internet. 
 
Typically, positioning is based on end-user perceptions of a business’s corporate 
or brand image and value relative to those of the competitors. 
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Effective Websites 
 
In order for a Web site to be successfully used as a marketing channel to 
communicate a corporate brand and to position the company as intended, its 
effectiveness has to be measured against different factors. Many studies have 
tried to pin-point these factors, yet by observing the literature regarding, one can 
understand that factors may vary noticeably according to different viewpoints 
available. 
 
The effectiveness of commercial Web sites must obviously be seen within the 
context of their purpose and thus classification (Nel, Niekerk, Berthon, & Davies, 
1999). If a site has the objective of encouraging goal directed behavior like 
product purchase, then its effectiveness must be measured against that objective. 
If the purpose is to provide information or promote brand awareness, then other 
indicators of success are relevant (Nel et al., 1999). 
 
Quelch and Klein (1996) have categorized Web sites based on two axes: Web 
Site Content and Audience Focus. This model easily allows all Web sites to be 
classified due to its simplicity and non-technical approach (Figure 7). 
 

 
Figure 7. Categories of Web sites 

 
Quadrant one refers to the companies that use the Internet as a communication 
tool and provide information and customer service to a domestic market. Here, 
any international traffic is incidental, since by nature of the Internet, any Web site 
will be internationally exposed. 
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Quadrant two contains companies that offer information support and services to 
a domestic audience while also offering transactions through their Web site 
infrastructure. 
 
Quadrant three includes the businesses with the objective of attracting 
international audience. These companies provide information and customer 
services but no transactions. 
 
Quadrant four consists of companies which provide information and customer 
services and support transactions for an international target audience. 
 
In another classification model, these authors categorize the companies into 
ones which have already been established, and wish to expand their business 
functionality and marketing opportunities up to the Internet scale, and other 
companies which are solely created to do business online. The first group will be 
using the available knowledge and processes of the company to generate new 
transactions. This way they can target new market segments, or expand their 
activities, services and product mix in their available market (information-to-
transaction model). The businesses in the second group however, need to create 
intelligence from the transactions made on the Internet, and then use that 
information to create value for their audience (transaction-to-information model) 
(Figure 8). 
 

 
Figure 8. Established company vs. Internet start-up patterns 

 



 24

Many marketers may believe that a Web site’s success rate may be measured 
based on its hit rate. Among many Internet statistics variables, a hit is when a 
Web server, has been requested to transfer a copy of a Web page to a specific 
client. In other words, every time a Web page has been viewed by an Internet 
surfer, the site has been hit once. It is crucial to understand that this value will not 
accurately indicate the number of purchasers, users, clients, or visitors of a Web 
site. In reality there is a considerable difference between a hit and a visit. Visits 
happen when a surfer actually has interest in the contents of a Web site and 
reviews some of the pages available, but a hit is counted when a Web page has 
been opened even though the surfer may have never read the contents, and has 
no particular interest in its offerings. On the other edge, there are times when a 
Web site has been viewed but never detected by the Web server. According to 
Berthon et al. (1997) this is likely to happen because of caching and use of 
proxies by the Web clients.  
 
A cache is a temporary memory assigned to the objects (pictures, logos, etc.) 
already downloaded by the browser software, when the user is browsing the 
Internet. Browser applications are configured to keep a copy of every Web site 
they browse, in their cache memory, in order to avoid having to download the 
same content the next time the same Web site is to be browsed. This will help 
with the overall speed of surfing the Net. But it also means that in many cases 
Web sites are viewed more than once by a certain surfer, while the Web server 
itself has only been “hit” once and the rest of the views are loaded from the 
cache memory.  
 
Another reason for undercounting of hits made to a Web site is the very common 
use of proxies. Today, it is very common that a broad-band connection to the 
Internet is shared over a LAN (Local Area Network) for many computers to use. 
This sharing of a limited band-width will introduce problems as the number of 
computers on the local network grows. To cope with this issue, network 
administrators will usually install a proxy server at the gateway of their network to 
the Internet. A proxy server will act as a cache memory for a group of users on a 
network. Every time one of the users on the network needs to access and 
download a Web site from the Internet, instead of establishing a direct 
connection from the client to the target Web server, the proxy server is used as 
an intermediary and sends the request for the Web site instead of the client. This 
way the proxy server can save the requested Web site before passing it on to the 
client. The next time any client on the local network needs to access the same 
Web site, the proxy server can fulfill the request by loading the already saved 
information from its memory without the need to access he actual Web server 
(Figure 9). Although many users in the organization may reference the same 
Web site, the target server scores only one hit and that is from the intermediary 
proxy server. This results in; faster load time of Web sites for the clients, better 
and more efficient use of the limited band-width, and clearly, undercounting of 
the Web site’s hits. 
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Figure 9. Proxy Server 

 
As the Internet grows, so does the use of cache memories and proxies, resulting 
in severe undercounting. Therefore, the number of hits counted by automated 
tracking applications can not accurately reflect the number of visits made to a 
particular Web site. 
 
Even though it is very easy to monitor the number of hits made to a Web site, 
using many simple software tracking devices, the questions which remain to be 
answered are; How does a prospective purchaser become aware of a Web site, 
and then :hit” it? Having hit it, does the surfer “visit” the site – that is, interact with 
it by reading and viewing it, and respond to it? Having visited, does the prospect 
purchase and, having done so, repurchase? (Berthon, Pitt, & Prendergast, 1997). 
These are problems which cannot be answered simply by using automated 
software, and require constant monitoring of the customer behavior. 
 
In order for a Web site to be used as a marketing channel, it has to be 
recognized, hit and visited, and later it has to be able to persuade its visitors to 
purchase and repurchase or become frequent visitors. This trend of converting a 
hit to a purchase clearly depends on different criteria, most noticeably, an 
effective Web site design and well-thought features and offered services. 
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AIPD Approach 
 
The term AIPD represents the four factors which enhance the strategic potential 
of commercial Websites. 
Successful Websites are more capable of fulfilling some or all of the four key 
AIPD functions: 
 

• Attracting 
• Informing 
• Positioning 
• Delivering 

 
(Marken 1995;Sprout 1995; King 1997; Green 1998; Simeon 1999) 
If these functions are well integrated, they create a dynamic content environment, 
which in turn, influences the strategic outcomes of the site (Figure 10). 
 

 
Figure 10. AIPD approach 

 
 
 
Attracting: 
The term attracting refers to online and other media promotion and advertising 
strategies used to get individuals, groups and organizations to visit a Website. 
 
Informing: 
This term is linked to the fundamental capability of a Website to present and 
gather information about products, services, events and ideas. The exchange of 
information with stakeholders (customers, investors, employees, suppliers, and 
the community) is crucial to most Web-based strategies. 
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Positioning: 
This concept refers to activities which show the service and differentiation 
strategies of a Website. 
 
Delivering: 
The term highlights the technical infrastructure for the presentation and delivery 
of information and services. The site’s strategic potential is directly linked to the 
interactivity, reliability, security, and speed of services and information 
management. 
The following table (Table 1)shows how the AIPD factors are linked to strategic 
actions and stakeholder interests. 
 
Table 1. AIPD Analysis: Strategic Dimensions 
 Attract Inform Position Deliver 
Stakeholders 
and strategic 
orientation 

-Customers 
-Investors 
-Advertisers 
-Suppliers 
-Affiliates 
-Community 
-Promotion 
-Campaign 

-Customers 
-Investors 
-Advertisers 
-Suppliers 
-Affiliates 
-Community 
-Managers 

-Service 
provision 
-Image 
creation 
-
Differentiation 
-Public 
relations 
 

-Web 
technology 
-Interactivity 
-Reliability 
-Security 
-Speed 
-Flexibility 
-Supply 
networks 

Strategic 
action and 
strategic 
factors 

-Internet 
advertising 
-Other media 
-Advertising 
-
Freeware/gifts
-
Entertainment 
-Search 
engines 
-Portal sites 
-Banners 
-Sweepstakes 
-Link 
exchange 

-Company 
history 
-Guiding vision 
-Products 
/services 
-Organizational 
-Structure 
-Financials 
-
Recruitment/HR
-Surveys 
-Executive 
teams 
 

-Market 
reports 
-Transaction 
types 
-
Layout/design 
-Simulations 
-market 
targeting 
-Community 
-Relations 
-International 
links 
-Auctions 

-Search 
engines 
-Databases 
-
Forms/reports 
-Software, 
chat 
-email, 
telephone 
-Audio, Video 
-Animation, 
Java 
-Financial 
tools 
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In the AIPD model, branding potential is driven by three characteristics (Simeon, 
2001): 

1. Complex and dynamic Website environment 
2. Overall Website attractiveness 
3. Customer Website recommendation 

 
The model seeks to accomplish three goals: 

1. Assess the strategic potential of existing Websites 
2. Provide a framework for the development of competitive sites 
3. Compare Website strategies within sectors and across borders 

 

Web sites and the AIDA model 
 
AIDA stands for Awareness, Interest, Desire, and Action. It is one of the most 
recognized models of customer decision-making used by advertisers and 
marketers. In 1913, Walter Dell Scott, a psychologist at Northwestern University, 
developed a model called, “attention, comprehension, understanding”. Later 
during the 1930s more work in this field was done, until AIDA was introduced in 
1950s, as an evolved version of the earlier models. 
 
AIDA divides the customer decision-making process towards purchase of a 
product or service into four steps. First, consumers need to be aware that the 
product exists, what it is, what it does and perhaps when and where it is available 
(awareness). Second, consumers need to be stimulated to take some interest in 
the product (interest). This can be done by specifying the special features of the 
product, benefits it can offer, and how it might satisfy needs and wants of the 
consumers. During this stage, the consumer will respond favorable or 
unfavorable to the product. If the response is favorable and the advertisement is 
successful, by successfully connecting the benefits of the product with the 
consumer’s wants and needs, it then attempts to create a desire to purchase. 
This is usually the most difficult aspect of advertising design. The final stage is 
when the consumers actually get up, go out, actively seek the product and buy it. 
 
Consumer behavior, when viewed from Internet perspective, will follow the same 
steps as in the AIDA model, but the approach towards each step is quite different. 
 
Awareness is usually created on the net by different means of Web site 
promotion, such as banner ads. With a fine design and carefully crafted content, 
a Web site can quickly awaken interest in the consumer’s mind and create a 
desire to buy. Finally the last step which is the actual purchase will follow. 
 
The difference is that, usually it is the consumer who is searching the net for a 
desired product or service. This means that the interest and the desire are 
already available to some extent before the Web site is even visited. In this case 
if the Web site can be found and accessed easily, with its interactive nature, 
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connecting the benefits of the product with the wants and needs of the visitor isn’t 
as difficult as trying to use a slogan on a highway billboard. Finally for the visitor 
to purchase from the Web site, a push of a button from the comfort of his or her 
home will be sufficient. 
 
This way the entire process of transforming a potential customer into a purchaser 
can be done in a much faster fashion if the unique features of Web have been 
cleverly used to market. 
 
The downside though is that consumers on the Internet have great powers in 
searching and finding different providers offering the same products and services 
and with not much time and effort, compare and decide to purchase with greater 
bargaining power. This means that competition in the Cyberspace is not just who 
gets to the consumers better and faster, but also creates better interest and 
desire while offering easy methods to purchase online. 
 
From the discussion made here and above the importance of a well structured 
Web site design and online positioning of companies can clearly be understood. 
 

Effective Web site design 
 
While Web presents new opportunities and challenges to establish, build, and 
manage customer relationships, in order to do so, it is imperative that a firm 
understands the user experience and how people interact with the Web (Nielsen, 
1999).  
 
In order to be able to compare Internet marketing with offline marketing models, 
the Web home page can be regarded as advertisements (Singh & Dalal, 1999), 
and Web users can be viewed as consumers. Given today’s rapidly changing, 
fragmented media environment, capturing audience attention is an increasingly 
important step in the persuasion process (Geissler, 2001). Since the home page 
of any Web site is the “first look” at the Web site, it plays an important role in 
gaining and holding customers’ attention. Once a customer’s attention has been 
grabbed, it is vital to be able to guide his or her way into the Web site and 
towards the pages in which our products and services are introduced and/or sold. 
The natural interactive behavior of the Web enables the marketer to 
communicate with the customers and thereby maneuver them through the pages 
and get the marketing messages across. Persuasion on the other hand, implies a 
short-term, transaction focus and one-way communication (Geissler, 2001). 
 
Visitors may be converted to purchasers or customers by ensuring that it is easy 
for the consumer to establish a dialogue with the company. The company must 
respond quickly to consumer inquiries in a professional manner. Ordering should 
be simple and secure for consumers. Converting purchasers into repeat 
customers can be influenced by frequently updating the Web site. Also, 
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companies should update customers on their order status and should have the 
ability to update an exploit the transaction database. A company should monitor 
customer satisfaction. Gathering and responding to customer feedback are 
critical communication activities when attempting to convert a purchaser to 
repeat customer, thus establishing an online relationship (Berthon, Pitt, & Watson, 
1996b). 
 
There are some questions in several areas that a marketer has to ask him/her-
self when concerned with effective online marketing.  
 
Creating awareness 
To make consumers aware of a Web site, which other media should be used? 
Usually any material which include the company name (brochures, letterheads, 
business cards,  ads, etc.) should also include the Web site address to help 
facilitate customer awareness (Geissler, 2001).  
 
Locating Web sites 
How do you help consumers locate a specific Web site? Knowing that the top ten 
search engines of the Internet are used by more than 90 percent of the Internet 
users it is important to use key-words and meta-tags to make Web sites more 
“search-engine friendly”. Also easily guessed, descriptive domain names and 
links from well known portals are ways to help the customer locate the Web site 
(Geissler, 2001).  
 
Learning to interact 
How do you attempt to convert hits into visits? And what have you decided about 
interactivity? The customer information is quite valuable to companies, as it 
provides a great way to profile customers and to track current and potential 
customers. Including forms requesting personal information on the Web site to 
help establish a customer database, has proven to be a very successful 
technique to facilitate online relational marketing. Also, providing consumers with 
an easy means of navigating through a Web site (e.g. appropriate hyperlinks, 
frames) is critical for facilitating interactivity. Some designels include ways for 
customers to contact other customers (e.g. chat-rooms, web-logs) to share 
information and personal experience.  
 
It is important to note that the more functions and tools available on a Web site 
and the more interactive it becomes, it can grow in the degree of complexity. This 
can cause difficulties in two areas. First, it can frustrate customers who can not 
figure out the structure of the Web site since they have been bombarded with too 
much functionality, and second it can cause the downloading speed of the Web 
site to degrade considerably. Even though with the significant increase in 
bandwidth availability and high speed Internet access methods (e.g. DSL, Cable, 
Satellite communications), consumers are still concerned with the speed with 
which they can interact with a Web site. Thus it is important to consider both 
functionality and performance of a Web site and avoid elements such as “huge 
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downloads”, “slow graphics”, “too much text”, and having a Web site that is “too 
high-tech” (Geissler, 2001). 
 
Controlling navigation 
How do you attempt to convert a Web site visitor into a purchaser? The idea is to 
provide an incentive for consumers to navigate through as much of the Web site 
as possible. The basic premise is that the more information consumers gather 
from the Web site and the more comfortable they become with it, the more likely 
they are to eventually purchase a product or service online. Thing to keep in 
mind in this field are that, ordering online should be simple and the purchasers 
should be reassured that ordering online is secure by providing means of security 
such as data encryption, satisfaction guaranties and refunds (Geissler, 2001). 
 
Freshness dating 
Finally, how do you attempt to retain Web customers (i.e. how do you turn 
purchasers into repurchasers)? The key, most agreed upon, to retain online 
customers is to keep the Web site “fresh”, “updated”, and “dynamic”. Similar to 
the “freshness dating” concept employed by manufacturers of various packaged 
goods (Geissler, 2001). 
 
By considering all of the criteria mentioned above, a proposed model for 
designing and maintaining an effective Web site to facilitate online customer 
relationships has been introduced by Garry L. Geissler (Figure 11).  

 
Figure 11. A proposed model for designing and maintaining an effective Web site 
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After all, one critical question remains to be answered; “Do the marketing goals 
of the company relate to the design of its Web site? If so, how? 
 
According to the research done in this field, marketing goals do and should 
influence Web site design. For example many believe that the company image 
should resonate throughout the Web site. The central message or selling 
proposition should be clearly communicated, and it should be consistent with 
other media, as part of an integrated marketing communication program. In many 
cases, the site design should also facilitate the purchasing process (Geissler, 
2001). 
 

“Effective Web site design ensures customer service before, during, and 
after a sale” (Geissler, 2001). 
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Chapter 3: Research Methodology 

The Research 
 
There has been a lot of research done in evaluation of Web sites in different 
areas since late 1990s. The areas in which most studies have been conducted 
include topics such as “objective measurement of Web site effectiveness”, “types 
of products and services likely to sell over the Internet”, “concepts of marketing 
on the Internet”, “international aspects of Internet marketing”, “cultural aspects of 
Internet marketing”, and many more. But with the exception of a few notable 
papers, very little attention has been paid to research in definition of frameworks 
in which Web sites can be evaluated and compared in and across industries. 
 
The current research includes several stages. First, key elements of Web site 
effectiveness were chosen from the literature on different aspects of Internet 
marketing. Second, a rating method was introduced to evaluate Web sites in 
each of the dimensions selected in the first stage. Third, a sample of Web sites 
was chosen from a given industry, and each Web site was rated using a 
questionnaire developed in stage two. Finally, the gathered data was graphically 
represented using the application of correspondence analysis, interpreted and 
discussed. 
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The Chosen Industry 
 
As a developing country, Iran’s industries are rapidly growing in different areas, 
plus new plants are constantly popping up around the country. Out of many 
industries available, the industry chosen for this research is the manufacturers of 
home appliances. This sector of the Iranian industries was selected for a number 
of reasons. These included: 
 

• There is no government dominance in this industry. Even though there are 
government relations in some companies active in manufacturing home 
appliances and their import and export, the size of operation and market 
share of these companies are not different from their private counterparts. 

• According to the Iranian law, there are no special barriers for import and 
export of these goods. 

• Competition in this industry is significant, and companies are used to 
competing with local and foreign rivals in the market. 

• The companies active in this industry are mostly mature and with years of 
experience can have a glimpse at the foreign markets (usually in the 
Middle East) as well. 

• Many of these companies have created joint ventures with foreign 
companies to broaden their product mix, and expand their market share 
both domestic and internationally. 

• Home appliances products are more or less the same with similar 
functionalities and companies’ competitive advantages usually depends 
on the sort of relationship they have with the customers and how they can 
communicate their products’ special features or their provided services 
across. 

• With a mostly young target market, the Internet is slowly becoming a new 
ground for these companies’ rivalry. 

• After many years of isolation from the international markets, the Internet 
would be a great opportunity, and a cost-effective solution for the Iranian 
private industries to expose themselves internationally. 

 
 

 Sample Frame and Sample 
 
Having chosen the home appliances manufacturers as the industry in which the 
research is being conducted, and also considering the focus of the research in 
Iran and the Internet aspects of marketing, the population would be Iranian home 
appliances manufacturers with a presence on the Web. The sample frame was 
the companies present in the 4th International Exhibition of Household 
Appliances held in Tehran in 2005. The guide-book containing all of the 
participating companies in the fair, was purchased at the fair, and provided 
enough information about their offerings as well as contact information and Web 



 35

site addresses (if available). Out of many companies listed in the guide-book, 
only the ones which had a Web site address available were selected and then 
based on their business type (manufacturers only), size and brand recognition, a 
group of twenty companies were picked out.  
 
In order to make sure that these companies were using their Web sites 
strategically and the Web address wasn’t just listed for future use or just a “show 
off”, these twenty companies were interviewed during the fair and asked the 
question if they had an IT department or at least a contact person inside or 
outside of the company responsible for their Web site. A list of eight companies 
listed in the following table (Table 2), was the result, which was used as the 
research sample. 
 
Table 2. Research Sample (a) 
Company Name Web Site Address 
Akhgar Co. www.akhgar.com 
Polar Co. www.polar.ir 
Energy Industries www.energy-ind.com 
Sinjer Co. www.sinjer.com 
Saiwan Co. www.saiwan.com 
Faragaman Co. www.faragamanco.com 
Behi Co. www.behico.com 
Alooni Group www.aloonigroup.com 
 
 

http://www.akhgar.com
http://www.polar.ir
http://www.energy-ind.com
http://www.sinjer.com
http://www.saiwan.com
http://www.faragamanco.com
http://www.behico.com
http://www.aloonigroup.com
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Dimensions of Web Site Evaluation 
 
As previously discussed, the World Wide Web allows bi-directional marketing 
and offers wider and deeper material and richer advertisement content (Ellsworth 
& Ellsworth, 1995). Some researchers content that the role of this new 
technology in Internet marketing activities may be determined by the interaction 
among the firm’s market offering, its market activities and technical 
characteristics (Palmer & Griffith, 1998). Thus, optimal site design involves both 
marketing and technical concerns, and is driven by the core market offering of an 
organization (Karayanni & Baltas, 2003). Therefore both marketing and technical 
issues should be addressed by the Internet marketers. 
 
In this section, we will consider site properties and develop an understanding of 
the effect of different site attributes on Web site performance. As previously 
noted, firms should move beyond the brochure look and develop rich and well-
organized sites (Palmer et al., 1998). It is therefore important to know, how site 
capabilities might determine performance and how effective they may be. 
 
Interactivity of a Web site interface 
Interactivity of a Web site is the ability to interact both with and through the 
medium (Berthon, Pitt, Ewing, Ramadeshan, & Jayaratna, 2001). It relates to the 
characteristics of a Web site with which a two way communication between the 
customers and the company is possible. Using these characteristics, it is 
technically feasible to offer interactive functions to customers who might 
otherwise require the assistance of staff. The level of interactivity in a Web site 
might be critical in getting surfers involved in the marketing mix (Karayanni et al., 
2003). The role of the Internet in this process lies in identifying the address of a 
customer, initiating the dialogue, maintaining the dialogue, and storing data on 
customer behavior, which can be used to customize marketing strategies 
(Karayanni et al., 2003). With the abilities of both profiling the customers, and 
formulating customized offerings based on the studies made on the behavior of 
the customers, the Web may be the ultimate medium for market segmentation at 
the individual level, targeting unique visitors with individually designed promotion, 
content, products and services (Dreze & Zufryden, 1997). Also features like 
news-groups, customer forums and clubs and other communication tools which 
can create online communities will fall into this category of Web site 
characteristics. 
 
Navigability 
Navigability refers to Web site characteristics which determine ease of 
information retrieval from the site and well-organization of the site’s structure.  
 
The use of search engines, site maps and indices provides the ability to link 
pages throughout the Web site and to hyperlink to related information. This 
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enhances the ability of Web site users to navigate the page and identify 
information quickly. 
Multimedia design 
Advancements on graphics technology allow more creativity on the Web, with 
developments such as animated ads and banners on screen. New inventions in 
Web technology today, such as Quick-Time movies and interactive Flash 
animations, make visitors’ experiences more fun and stimulating. This way, 
attractiveness of a Web site will increase the functionality of its interactive 
characteristics (Ghose & Dou, 1998). 
 
Even though growing use of high-speed Internet connections, large, affordable 
hard disks and automatic virus scanner have shrunk the concern on issues such 
as disk space sacrifice in downloading high resolution graphics and virus threats, 
however, highly graphical multimedia design of Web sites will cost in lower 
download speed. And it is well known that system response time is one of the 
major sources of frustration, impatience and stress during human-computer 
interaction. Thus the issue remains for the Web site designers, that it is always a 
give and take game between graphical design and site response time. 
 
Marketing communication content 
Communication is a key aspect of successful marketing through the Internet as it 
may enable a firm to achieve a competitive advantage in the marketplace 
(Berthon, Pitt, & Watson, 1996a).  
 
A very important concern of customers when interacting with the Web is the 
uncertainty in identifying and the lack of trust in the company with which the 
customer is interacting through the Web. 
 
Communication activities may influence the risks associated with using the World 
Wide Web as a marketing channel.  
 
First, by communicating the company-related information and thereby defining 
and illustrating the company’s identity, the customer’s trust in the company will 
be reinforced. Web site sections such as company history, describing 
fundamental culture of the organization and corporate financial health plus 
information on affiliation ties and employee profiles are useful in this regard. 
Other features such as product support, news and reviews of company offerings, 
client referrals, and some added value services like instant calculation of required 
monthly payment for a product are very important in communicating the image of 
the company. Also mechanisms should be available on a Web site to guarantee 
stability in future business transactions. 
 
The Second way to reduce the risk of uncertainty is to transfer control of the 
information flows towards the user of information. New technology makes 
customer participation and feedback easier (Lovelock, 1991). Tools such as 
frequently asked questions (FAQ) are means with which companies can use the 
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World Wide Web to coordinate users to help each other. Moreover, the Internet 
allows companies to carry out some marketing research functions such as 
customer surveys, product and service perception surveys, advertising 
effectiveness surveys and some experimental niche activities such as limited 
testing of new products and services (Karayanni et al., 2003). Also some sites 
enable an online feedback form enabling users to comment on the company’s 
products and services. These functions provide a way of establishing a dialogue 
between site visitors and the firm. In this manner, customers are likely to feel that 
the firm values their opinions and their perceptions might therefore be positively 
enhanced. 
 
Considering all the factors discussed above and focusing on the categories they 
create, the following table (Table 3) is containing the factors against which the 
mentioned Web sites will be evaluated. 
 
Table 3. Website Evaluation Criteria 
Criteria Sub-Element 

Company history 
Financial status of the firm 
Company news and plans 
Employee profiles and CVs 

Company related 
information 

Public relations material 
At least two languages Multilingual functionality 
More than two languages 
Online brochures and catalogs 
Product price lists 
Online ordering capabilities 
Online purchasing capabilities 

Product information and 
services 

Customized offerings 
Collection of customer feedback 
Customer support and FAQ 
Structured online surveys 
Announcements of promotion activities 

Customer-related 
information exchange 

Exposition of customer cases 
Clever and impressive use of video, audio and 
graphics 

Use of graphics and 
multimedia design 

Loading speed of the Site 
Availability of site index 
Search facilities 
Site maps 

Navigability 

Personal contact possibilities 
Customers’ subscription 
Customers’ login 

Keeping customer 
databases 

Online clubs and forums 
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Chapter 4: Data Collection and Analysis 

Correspondence Analysis: An Introduction 
 
The cross-tabulation of categorical data is perhaps the most commonly 
encountered and simple form of analysis in research (Hoffman & Franke, 1986). 
However large contingency tables (i.e. those with more rows and/or columns), 
can become very complex to interpret and several aids are brought to bear to 
assist in this process. Examination of row and column profiles allows the 
researcher to examine the relative position of the columns and rows to each 
other and thus establish distinguishing characteristics (Bendixen, 2003). A better 
means of extracting the nature of the dependency between rows and columns of 
a contingency table is to represent the row or column profiles graphically. 
 
Correspondence analysis is a statistical visualization method for picturing the 
associations between the levels of a two-way contingency table. The name is a 
translation of the French Analyses des Correspondances, where the term 
correspondence denotes a “system of associations” between the elements of two 
sets. 
 
In a two-way contingency table, the observed association of two traits is 
summarized by the cell frequencies, and a typical inferential aspect is the study 
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of whether certain levels of one characteristic are associated with some levels of 
another.  
 
Correspondence analysis is a geometric technique for displaying the rows and 
columns of a two-way contingency table as points in a low-dimensional space, 
such that the positions of the row and column points are consistent with their 
associations in the table. The goal is to have a global view of the data that is 
useful for interpretation. 
 
The main output from a correspondence analysis is a graphical display that is a 
simultaneous plot of the rows and columns of a contingency table in a space of 
two or more dimensions (Figure 12). The number of dimensions needed for a 
perfect representation of a contingency table is determined by the minimum of 
(number of rows-1) and (number of columns-1). 
 

 
Figure 12. 3-Dimensional Representations of Row Profiles 
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The complexity of interpreting the graph in three dimensions is immediately 
apparent. However, as the sum of each row profile is 100%, all of the points 
plotted lie on one plane in the three-dimensional space. (This plane is shown by 
the PQR triangle illustrated in Figure 12.) Hence it is possible, and considerably 
more convenient, to represent this plot in only two-dimensional space, which will 
provide an adequate summery of the results (Figure 13).  
 

 
Figure 13. 2-Dimensional Representations of Row Profiles 

 
The mathematical procedures involved in correspondence analysis are complex. 
References can be made to Greenacre (1984) or Hoffman and Franke (1986) for 
technical details. What is of concern in this research paper is the practical 
application and interpretation of correspondence analysis rather than the 
mathematical and statistical details.  
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The Study 
 
Setting 
This research approach is comprised of a number of stages: 

• First, relevant facets of the focal population on the Web are described 
• Second, dimensions of Website effectiveness are outlined 
• Third, the technique of correspondence analysis is applied to the data 
• Finally, the data gathered is analyzed, plotted and discussed 

 
 
Method 
The literature surrounding the concepts of Web site characteristics evaluation 
and correspondence analysis don’t clearly mention the kind of expertise a group 
of respondents should have when conducting a research in this regard. However, 
in order to achieve maximum precision in the results of this study, it is essential 
to take into account business, marketing and technical perspectives, when 
evaluating the Web sites. For this purpose, a group of 25 people have been 
selected with the following expertise (Table 4): 
 
Table 4. Respondent Expertise 
Evaluator Expertise/Position Number of Evaluators  
President/CEO 2 
Web site designer 3 
Graphics designer 2 
Software tester 2 
Software engineer 8 
IT manager 1 
Sales person 2 
Marketing manager 2 
System analyst 3 
 
In order to evaluate the Web sites of the eight companies selected as the 
research sample, a structured interview was designed.  
 
For this interview, a separate questionnaire form for every one of the Websites 
was created listing the criteria concerned for Web site evaluation (Appendix A). 
For every criterion in the form two or more sub-elements were included in order 
to make the respondents understand the scope of the criteria and therefore 
perform a reasonable judgment on the Web sites. A total of twenty six elements 
were mentioned on every form. 
 
Every sub-element can then be rated as “None/Bad”, “Fair”, or “Good”. For the 
purpose of this research, not having a sub-element (None) or having a poor or 
none-functioning resemblance of a sub-element (Bad) would be of the same 
value, since it clearly shows that the designers of the Web site hadn’t considered 
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that element as a strategic function. It was decided that two points would be 
given for every “Good” vote, one point for every “Fair” vote, and none for 
“None/Bad” votes. These points are then added up to have a maximum score, 
mentioned in the following table (Table 5), for every required criterion of Web site 
evaluation. 
 
Table 5. Web site Evaluation Criteria Scores 
Criteria Sub-Element Max Score 
Company related information 1. Company history  

2. Financial status of the firm 
3. Company news and plans 
4. Employee profiles and CVs 
5. Public relations material 

10 

Multilingual functionality 1. At least two languages 
2. More than two languages 

4 

Product information and 
services 

1. Online brochures and catalogs 
2. Product price lists 
3. Online ordering capabilities 
4. Online purchasing capabilities 
5. Customized offerings 

10 

Customer-related information 
exchange 

1. Collection of customer 
feedback 

2. Customer support and FAQ 
3. Structured online surveys 
4. Announcements of promotion 

activities 
5. Exposition of customer cases 

10 

Use of graphics and 
multimedia design 

1. Clever and impressive use of 
video, audio and graphics 

2. Loading speed of the Site 

4 

Navigability 1. Availability of site index 
2. Search facilities 
3. Site maps 
4. Personal contact possibilities 

8 

Keeping customer databases 1. Customers’ subscription 
2. Customers’ login 
3. Online clubs and forums 

6 

 
The maximum scores given by the respondents are the raw data which are 
extracted by examining the forms. These scores will then be added up to create 
the contingency table. 
 
The resulted contingency table is then used to illustrate a two-dimensional map 
using Correspondence Analysis.  
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Results 
 
The questionnaire forms were printed in eight-sheet sets in order to be handed 
out to the respondents. The respondents were then interviewed one by one, 
(some in person and some over the phone) explaining the way they are required 
to fill the forms. They were asked to examine each Web site and based on their 
perception, rate the site by placing a check mark under the corresponding option. 
The respondents were asked to return the forms at a later time, when they had 
finished examining all of the eight Web sites. 
  
As mentioned previously, a group of eight companies were selected as the 
research sample. However during the timeframe in which the respondents were 
asked to examine and fill out the questionnaires, Alooni Group’s Web site was 
shut down for maintenance. Therefore the research sample used was reduced to 
seven Web sites as follows (Table 6): 
 
Table 6. Research Sample (b) 
No. Company Name Web Site Address 
1 Akhgar Co. www.akhgar.com 
2 Polar Co. www.polar.ir 
3 Energy Industries www.energy-ind.com 
4 Sinjer Co. www.sinjer.com 
5 Saiwan Co. www.saiwan.com 
6 Faragaman Co. www.faragamanco.com 
7 Behi Co. www.behico.com 
 
In the intended time frame, twenty respondents out of the twenty five respondent 
to whom the questionnaires were sent, had returned the questionnaires, and 
since the amount of data was sufficient to conduct the analysis the raw data was 
extracted from the available forms (Appendix B).  
 

http://www.akhgar.com
http://www.polar.ir
http://www.energy-ind.com
http://www.sinjer.com
http://www.saiwan.com
http://www.faragamanco.com
http://www.behico.com
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Contingency Table 
Portraying the rates given by the respondents for every Web site, under every 
criterion, the following table (Table 7) is created to be used as the contingency 
table in Correspondence Analysis. 
 

Table 7. Contingency Table (a) 
 CRI MLF PIS CIE GMD N CD 
Behi 5 0 26 10 44 34 0
Energy 59 0 30 21 45 35 1
Sinjer 50 4 28 14 51 54 42
Akhgar 62 2 65 36 36 35 58
Polar 86 33 99 71 38 58 35
Saiwan 51 70 40 40 34 30 0
Faragaman 14 31 38 45 35 34 0

 
The abbreviations at the top of the contingency table stand for the following 
criteria: 
 

• CRI: Company Related Information 
• MLF: Multilingual Functionality 
• PIS: Product Information and Services 
• CIE: Customer-related Information Exchange 
• GMD: Graphics and Multimedia Design 
• N: Navigability 
• CD: Customer Databases 

 
The Analysis 
The statistical software used for performing the calculations is MINITAB 14. In 
this version of MINITAB, after providing the contingency table in the Worksheet, 
Correspondence Analysis can be perform by selecting “Simple Correspondence 
Analysis” from “Multivariate” sub-menu, under the “Stat” menu. 
 
The contingency table including the row and column totals can be seen in the 
following table (Table 8).  
 
Table 8. Contingency Table (b) 
 CRI MLF PIS CIE GMD N CD Total 
Behi 5 0 26 10 44 34 0 119 
Energy 59 0 30 21 45 35 1 191 
Sinjer 50 4 28 14 51 54 42 243 
Akhgar 62 2 65 36 36 35 58 294 
Polar 86 33 99 71 38 58 35 420 
Saiwan 51 70 40 40 34 30 0 265 
Faragaman 14 31 38 45 35 34 0 197 
Total 327 140 326 237 283 280 136 1729 
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Respectively, two additional tables have been calculated by the MINITAB 
program. These two tables (Tables 9 and 10) provide a measure of the quality of 
representation (often referred to as the contribution) of a particular row or column 
in the retained n-dimensional space. The quality index ranges between 0 and 1, 
with 1 indicating a perfect representation in retained dimensions. 
 
Table 9. Row Profiles 
 CRI MLF PIS CIE GMD N CD Mass 
Behi 0.042 0.000 0.218 0.084 0.370 0.286 0.000 0.069 
Energy 0.309 0.000 0.157 0.110 0.236 0.183 0.005 0.110 
Sinjer 0.206 0.016 0.115 0.058 0.210 0.222 0.173 0.141 
Akhgar 0.211 0.007 0.221 0.122 0.122 0.119 0.197 0.170 
Polar 0.205 0.079 0.236 0.169 0.090 0.138 0.083 0.243 
Saiwan 0.192 0.264 0.151 0.151 0.128 0.113 0.000 0.153 
Faragaman 0.071 0.157 0.193 0.228 0.178 0.173 0.000 0.114 
Mass 0.189 0.081 0.189 0.137 0.164 0.162 0.079  
 
 
Table 10. Column Profiles 
 CRI MLF PIS CIE GMD N CD Mass 
Behi 0.015 0.000 0.080 0.042 0.155 0.121 0.000 0.069 
Energy 0.180 0.000 0.092 0.089 0.159 0.125 0.007 0.110 
Sinjer 0.153 0.029 0.086 0.059 0.180 0.193 0.309 0.141 
Akhgar 0.190 0.014 0.199 0.152 0.127 0.125 0.426 0.170 
Polar 0.263 0.236 0.304 0.300 0.134 0.207 0.257 0.243 
Saiwan 0.156 0.500 0.123 0.169 0.120 0.107 0.000 0.153 
Faragaman 0.043 0.221 0.117 0.190 0.124 0.121 0.000 0.114 
Mass 0.189 0.081 0.189 0.137 0.164 0.162 0.079  
 
In order to conduct the correspondence analysis on the available data, the first 
step is to establish whether there is dependency between the rows and the 
columns (attributes and company Web sites). 
 
For this a Chi-square analysis of the data has been performed (test of 
independence or homogeneity). Assuming the amount of α = 0.01, the question 
to be answered is; Does the sample provide sufficient evidence to conclude that 
the two attributes, Web site characteristics and companies, are dependent? 
 
For this the null and alternative hypotheses would be stated as follows: 
 

• H0: Companies and Web site characteristics are independent 
• H1: Companies and Web site characteristics are dependent 
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By performing a Chi-square analysis using MINITAB the following table (Table 
11) is resulted. In this table expected counts are printed below observed counts 
from the contingency table (Table 8), and the Chi-square contributions are 
printed below the expected counts. 
 
Table 11. Chi-square Analysis Results 
 CRI MLF PIS CIE GMD N CD Total
Behi 5 

22.51 
13.617 

0 
9.64 
9.636 

26 
22.44
0.566

10 
16.31 
2.442 

44 
19.48 
30.873

34 
19.27 
11.257 

0 
9.36 
9.360 

119 

Energy 59 
36.12 
14.488 

0 
15.47 
15.466 

30 
36.01
1.004

21 
26.18 
1.025 

45 
31.26 
6.037 

35 
30.93 
0.535 

1 
15.02 
13.090 

191 

Sinjer 50 
45.96 
0.356 

4 
19.68 
12.489 

28 
45.82
6.929

14 
33.31 
11.193

51 
39.77 
3.169 

54 
39.35 
5.452 

42 
19.11 
27.403 

243 

Akhgar 62 
55.60 
0.736 

2 
23.81 
19.974 

65 
55.43
1.651

36 
40.30 
0.459 

36 
48.12 
3.053 

35 
47.61 
3.341 

58 
23.13 
52.593 

294 

Polar 86 
79.43 
0.543 

33 
34.01 
0.030 

99 
79.19
4.955

71 
57.57 
3.133 

38 
68.74 
13.750

58 
68.02 
1.475 

35 
33.04 
0.117 

420 

Saiwan 51 
50.12 
0.016 

70 
21.46 
109.816

40 
49.97
1.988

40 
36.32 
0.372 

34 
43.37 
2.026 

30 
42.91 
3.887 

0 
20.84 
20.844 

265 

Faragaman 14 
37.26 
14.519 

31 
15.95 
14.197 

38 
37.14
0.020

45 
27.00 
11.994

35 
32.24 
0.235 

34 
31.90 
0.138 

0 
15.50 
15.496 

197 

Total 327 140 326 237 283 280 136 1729
 
The MINITAB output noted that the value of the test statistic Chi-square is 
497.740. The critical value of Chi-square for α = 0.01 and df = (7-1)(7-1) = 36 is 
58.619. 
 
Because the value of the test statistic (ҳ2 = 497.740) is greater than the critical 
value of ҳ2 = 58.619 and it falls in the rejection region, the null hypothesis would 
therefore be rejected. Consequently, it can be concluded that the data confirms 
evidence of strong dependency between the Web site characteristics and 
companies. 
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The second step is to decide upon the number of dimensions to retain for further 
analysis. Table 12 provides the inertia report required for this decision.  
 
Table 12. Analysis of Contingency Table 
Axis Inertia Proportion Cumulative Histogram 
1 0.1580 0.5487 0.5487                
2 0.0757 0.2631 0.8118                
3 0.0261 0.0907 0.9025                
4 0.0238 0.0826 0.9851                
5 0.0028 0.0097 0.9948                
6 0.0015 0.0052 1.0000                
Total 0.2879 
   
The first and second dimensions (Axis 1 and 2) account for 54.88% and 26.29% 
of the inertia, respectively. Together they account for 81.17% of the inertia. This 
can also be clearly observed from the histogram column of Table 12 that the first 
two axes should provide enough accuracy to describe the data in two-dimensions. 
Thus, for further analysis, a two-dimensional solution would be sufficient. 
 
The next step involves noting the quality of the row and column points in two 
dimensions. A study of Table 9 and Table 10 reveals that Multilingual 
Functionality (MLF) and Customer Databases (CD) have significantly less total 
values than the rest of the Web site characteristics. Also it can be observed that 
Behi Co. has a small mass value compared to the rest of the companies. This 
means that these points are poorly represented in two-dimensional space and 
that caution should be exercised when interpreting them in the retained 
dimensions. 
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Perceptual Map 
The final step is to create a perceptual map to show relative distances of 
dimensions from the centroid in a graphical way. This way, explanation of 
differences and similarities between the observed values can be easily done by 
studying the Correspondence Analysis Perceptual Map (Figure 14).  
 

 
Figure 14. Correspondence Map 

 
As discussed above a two dimensional map will be 81.17% accurate. Therefore 
by examining Figure 14 we can sketch a realistic perspective on the positioning 
attributes of these different Web sites. 
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This part of the study involves studying the absolute magnitudes and the signs of 
the coordinates for the attributes and the home appliances manufacturers that 
are to be found in Tables 13 and 14. 
 
Table 13. Row Contributions 
 Component 1 Component 2 
Name Coord Corr Contr Coord Corr Contr
Behi 0.134 0.027 0.008 -0.760 0.883 0.524
Energy 0.146 0.078 0.015 -0.312 0.359 0.142
Sinjer 0.442 0.708 0.174 -0.037 0.005 0.003
Akhgar 0.434 0.678 0.203 0.281 0.283 0.177
Polar -0.021 0.008 0.001 0.172 0.515 0.094
Saiwan -0.684 0.893 0.454 0.121 0.028 0.030
Faragaman -0.449 0.702 0.146 -0.141 0.069 0.030
 
Table 14. Column Contributions 
 Component 1 Component 2 
Name Coord Corr Contr Coord Corr Contr
CRI 0.117 0.102 0.016 0.137 0.139 0.047
MLF -1.076 0.893 0.594 0.265 0.054 0.075
PIS 0.015 0.004 0.000 0.051 0.050 0.007
CIE -0.243 0.457 0.051 0.094 0.069 0.016
GMD 0.096 0.044 0.010 -0.431 0.887 0.401
N 0.105 0.118 0.011 -0.261 0.733 0.146
CD 0.798 0.624 0.317 0.545 0.291 0.309
 
Those with large coordinates, positive or negative, play a significant role in 
determining the dimension and thus its interpretation (Underhill & Peisach, 1985). 
The dimensions are purely numerical scales that are produced to show relative 
distance from the centroid in a graphical way. 
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Chapter 5: Findings and Conclusions 

Discussion 
 
For dimension 1, analysis of the company coordinates (see Table 13, column: 
component 1, coord) reveals three distinct groups. First, Akhgar and Sinjer which 
both have ‘large’ positive coordinates and therefore form a clear group. Second, 
Saiwan and Faragaman with ‘large’ negative coordinates forming another distinct 
group. Third, Behi and Energy with ‘small’ positive coordinates plus Polar which 
falls slightly into the negative area, form another separate group.  
 
In terms of the Web site characteristics mapping onto dimension 1 (see Table 14, 
column: component 1, coord) we can form four separate groups. The first group 
comprises characteristics that have a small positive coordinate, and includes CRI 
‘Company Related Information’, PIS ‘Product Information and Services’, N 
‘Navigability’, and GMD ‘Graphics and Multimedia Design’. The other three 
characteristics each have a different coordinate attribute and therefore will create 
three different groups of one characteristic each. Groups two, three and four 
would be, MLF ‘Multilingual Functionality’ with a large negative coordinate, CD 
‘Customer Databases’ with a large positive coordinate and CIE ‘Customer-related 
Information Exchange’ with a small negative coordinate. 
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In this dimension, it can be observed that company-group 3 and characteristics-
group 1 best match each other. Thus it can be noted that providing product 
information and an attractive, navigable site design have been valued by most of 
the companies. Also one can argue that multilingual functionality, customer 
databases and to some extent, customer-related information exchange haven’t 
been generally viewed as common strategic characteristics of Web sites. This 
may project the fact that attempts to move away from the “online brochure” idea 
of Web site design haven’t been realized or carried out successfully by marketers 
of the home appliances manufacturing companies. 
 
For dimension 2, analysis of the company coordinates (see Table 13, column: 
component 2, coord) reveals that companies are more dissimilar in this 
dimension. Nevertheless in order to discern distinct groups, five groups can be 
outlined. The first group is Behi with a ‘very large’ negative coordinate. Far 
enough from Behi stands Energy which will again on its own, define group two of 
this dimension with a ‘large’ negative coordinate. The third group with ‘small’ 
negative coordinate comprises Faragaman and Sinjer. In contrast, the fourth 
group, Polar and Saiwan, both have ‘small’ positive coordinates. And fifth, once 
again a single-member group of ‘large’ positive coordinates, is made up of 
Akhgar.  
 
In terms of Web site characteristics mapping onto dimension 2 (see Table 14, 
column: component 2, coord) the major differentiations are between two groups.  
The first group holds CRI ‘Company Related Information’, PIS ‘Product 
Information and Services’, and CIE ‘Customer-related Information Exchange’ with 
small positive coordinates, and the second group comprises N ‘Navigability’ and 
GMD ‘Graphics and Multimedia Design’. Once again, CD ‘Customer Databases’ 
and MLF ‘Multilingual Functionality’ stand out, creating two single-member 
groups in this dimension. 
 
One significant observation, resulting from analysis of the coordinated in this 
dimension, is that it can be clearly seen that Energy, specifically relates to the 
second group of We site characteristics, and Polar is the best company 
associated with the first group. Thereby we can witness a clear example of how 
two Web sites have positioned differently on the Web. 
 
Combining the two dimensions (see figure 14) reveals further insights. Home 
appliances manufacturers that are positioned close to one another have similar 
profiles with respect to the seven Web site characteristics. A glance at the plot 
brings to attention that Web sites are not positioned very close to each other and 
that each one has a unique tendency towards one, two or three of the seven 
characteristics based on which the study has been set. This might suggest that, 
in terms of online positioning, these companies either have developed completely 
different interests, or benchmarking of their sites against the best-practice Web 
sites in order to strategically position themselves, hasn’t been performed by most.  
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With a little optimism, Energy and Behi form a distinct group (Figure 15), both 
scoring positive on Component 1 and negative on Component 2 (even though 
Behi scores much lower on Component 2). On the other hand, Polar, Akhgar and 
Sinjer cluster together forming another group. In this group, all three Web sites 
score very close to the area of the map which corresponds to the positive values 
of Component 1 and Component 2. Saiwan and Faragaman, both stand out as 
individual groups because their scores clearly differ from each other and all the 
other Web sites. 
 

 
Figure 15. Correspondence Analysis Showing Company Groupings 

 
The clustering of Web sites close to each other explains similar positioning on 
the Internet. This means that, with regard to Internet marketing, Web sites have 
to consider other Web sites positioned in the same cluster as their main ‘online’ 
competitors, or may have to reposition themselves on the Net if their rivals have 
different (better) positioning strategies. It is also very good for companies to 
benchmark their Web sites according to the other Web sites in the same cluster, 
or based on the better performing ones in their industry. 
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The Web site attributes form four groups (Figure 16). First, scoring positive on 
both dimensions (Component 1 and Component 2), Company Related 
Information (CRI) and Product Information and Services (PRI), plus Customer-
related Information Exchange (CIE) which scores positive on Component 2 with a 
small negative value on Component 1 lay close to each other, thus form a group. 
Second, Navigability (N) and Graphics and Multimedia Design (GMD) both have 
negative values on Component 2 and positive values on Component 1 and 
therefore create another group. Customer Databases (CD) and Multilingual 
Functionality (MLF) both stand far apart from the rest of the Web site 
characteristics and therefore form an independent single-member group each.  
 

 
Figure 16. Correspondence Analysis Showing Attribute Groupings 

 
It is hereby interesting to observe the relationship between navigability and 
design (GMD and N) and how they have been distinguished from the other group 
which includes mostly information-exchange oriented attributes (CRI, PIS and 
CIE). This indicates that designers might have to sacrifice information exchange 
for design and ease of use in the Web sites, and vise versa. In other words, the 
more information is exchanged on a Web site, the more complex and less 
navigable it becomes. Another interesting fact understood from the plot is that 
multilingual functionality and customer databases are two independent attributes 
which do not have similar profiles with any of the other Web site characteristics. 
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Further examination of the Correspondence Analysis plot shows which home 
appliances manufacturing companies are associated with which Web site 
characteristics (Figure 17). Again Web sites that are positioned close to one 
another have fairly similar profiles with respect to the various attributes. Thus, 
companies in group one (Energy and Behi), sit relatively close to Navigability (N) 
and Graphics and Multimedia Design (GMD). This means that compared to the 
other Web sites in this study these two are the best designed and easiest to 
navigate Web sites. Clearly Energy performs better than Behi in case of these 
two attributes. In contrast, companies in group two (Polar, Akhgar and Sinjer) 
tend to place relatively more emphasis on Company Related Information (CRI) 
and Product Information and Services (PIS). 
 

 
Figure 17. Correspondence Analysis Showing Company-Attribute Relationship 
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Finally, it is very interesting to study the map further regarding the ‘best’ 
companies associated with different attributes (Figure 18). In this regard, Polar is 
best related to Company Related Information (CRI), Product Information and 
Services (PIS) and Customer-related Information Exchange (CIE) attributes. 
Thus performing best on information exchange attributes when compared with 
the other six companies studied here. Further more; Behi is relatively the closest 
Web site to Navigability (N) and Graphics and Multimedia Design (GMD) 
therefore is elected as the finest designed and easiest to navigate Web site 
among the others. In case of Customer Databases (CD), Akhgar has scored best. 
This is because Akhgar is the only company that has created forums and 
maintains customized profiles its customers. And finally, Saiwan is the only 
company who has performed best regarding Multilingual Functionality (MLF). It is 
interesting to know that Saiwan is the only Web site out of the lot which also 
supports Arabic other than Persian and English languages, which indicates that 
this company is clearly targeting the potential and easy-to-reach Arabic-speaking 
markets surrounding Iran’s Western and Southern borders. 
 

 
Figure 18. Companies best associated with attributes 
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Conclusion and Implications 
 
In this research, by understanding the very different natures of marketing and 
positioning strategies on the Internet versus the real world, and that how the 
Internet has defined a new marketing paradigm with its exclusive characteristic, 
we applied Correspondence Analysis to inspect how different companies are 
relatively positioned on the Internet with respect to key dimensions of effective 
Web sites.  
 
The technique was used to illustrate the relative positioning of home-appliances 
manufacturers in Iran, enabling the observation of how these companies vary in 
terms of positioning in Cyberspace. This can be extended to other types of Web 
sites, offering different products and services. This type of analysis could be of 
help to a number of different parties. 
 
First, to new home appliances manufacturers preparing to establish a Web 
presence, such an analysis could help position their sites in relation to their 
market offerings and strategies or relative to their most apparent competitors. 
 
Second, to companies wishing to compare their Web sites to those of 
competitors, this would provide insight into whom they ‘cluster’ with and areas of 
improvement. Especially when companies are concerned about international 
competitors when the most significant or only battleground is the Internet, it 
would be a great advantage to be able to compare and improve their Web sites 
as a crucial competitive advantage. 
 
Third, to companies wishing to benchmark their Web sites with those of ‘best 
practice’ in other industries. Of course it would be very informative if a group of 
home appliances manufacturers’ Web sites were compared with and 
benchmarked against best-practice Web sites from other industries. 
 
Finally, the method described will disqualify the simplistic predictions of assuming 
that “more will always be better”.  
 

“Web site design, like much of strategic marketing, involves complex 
positioning decisions. A company’s Web site design must be fully 
integrated with its strategic goals” (Berthon et al., 2001). 
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Limitations 
 
It is important to remember that in correspondence analysis, positions are always 
relative. Thus, a company (X) can appear close to a particular attribute (A) even 
when in absolute scoring another company (Y) may achieve a higher score on 
the attribute. This is because company X scores higher on that particular attribute 
relative to its scoring on the other attributes in the focal attribute set. 
 
Many of the companies included in this study have outsourced their Web site 
design completely while their IT departments are only established to maintain 
and administer the sites besides the company IT infrastructure. This may affect 
the study in a way that Web sites may not exactly reflect the strategies of the 
companies. 
 
Instability of Internet connections’ quality has caused some misjudgment on 
attributes such as downloading speed of a site. Also, a couple of changes made 
to some web sites during the study may have caused inaccuracy in the relative 
scores in a few cases.  
 

Directions for Further Research 
 
Our framework and method can easily be extended to other industries and 
contexts. Further studies can be made to compare companies in other industries, 
while also cross-industry studies can create an understanding of how strategies 
may differ or look alike in company Web sites of different industries. 
 
Understanding of possible behavioral patterns of the local and/or international 
surfer and better knowledge of the probable demands of the interacting audience 
can help structure the site in a way to make the visitor more in control of the 
communication and thus increase satisfaction and loyalty. A study on these 
patterns may help build strategies for online positioning of companies and also 
new attributes can be added to evaluation criteria of the Web sites. Furthermore, 
an analysis surveying how customers might trade off these attributes would be 
insightful. 
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Appendix A (Questionnaires) 
 
Please rate each of the Web sites by placing a checkmark under the most 

appropriate rating option. 
 
Website:  Rate 
Criteria Sub-Element None/Bad Fair Good 

Company history    
Financial status of the firm    
Company news and plans    
Employee profiles and CVs    

Company related 
information 

Public relations material    
At least two languages    Multilingual 

functionality More than two languages    
Online brochures and catalogs    
Product price lists    
Online ordering capabilities    
Online purchasing capabilities    

Product information 
and services 

Customized offerings    
Collection of customer feedback    
Customer support and FAQ    
Structured online surveys    
Announcements of promotion 
activities 

   

Customer-related 
information exchange 

Exposition of customer cases    
Clever and impressive use of 
video, audio and graphics 

   Use of graphics and 
multimedia design 

Loading speed of the Site    
Availability of site index    
Search facilities    
Site maps    

Navigability 

Personal contact possibilities    
Customers’ subscription    
Customers’ login    

Keeping customer 
databases 

Online clubs and forums    
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Appendix B (Raw Data) 
 
 
Akhgar 
 

 Company 
Information 

Multilingual Product 
Information 

Customer 
related  

Graphics Navigation Customer 
DB 

1 6 1 4 1 4 5 2
2 3 0 4 2 1 0 3
3 6 1 4 1 4 5 3
4 2 0 4 2 2 1 4
5 4 0 4 2 2 1 4
6 1 0 2 2 2 1 4
7 1 0 2 2 2 1 4
8 3 0 3 4 1 4 4
9 4 0 4 3 1 0 2

10 3 0 2 2 2 2 2
11 4 0 4 0 1 3 1
12 7 0 4 5 2 3 4
13 2 0 4 1 1 2 4
14 1 0 3 3 1 0 2
15 3 0 2 2 3 1 3
16 4 0 3 2 3 1 3
17 4 0 4 2 2 1 4
18 2 0 4 0 1 2 3
19 2 0 4 0 1 2 2

Total 62 2 65 36 36 35 58
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Behi Co. 
 

 Company 
Information 

Multilingual Product 
Information 

Customer 
related  

Graphics Navigation Customer 
DB 

1 0 0 2 1 3 2 0
2 0 0 2 1 2 1 0
3 0 0 2 1 2 1 0
4 1 0 2 1 3 2 0
5 0 0 1 0 3 4 0
6 0 0 0 0 2 4 0
7 0 0 1 1 4 1 0
8 0 0 1 1 1 2 0
9 0 0 1 0 1 1 0

10 1 0 2 1 2 1 0
11 0 0 2 0 1 1 0
12 0 0 1 0 1 1 0
13 0 0 1 0 3 3 0
14 0 0 1 1 2 2 0
15 0 0 1 1 2 2 0
16 2 0 2 0 3 2 0
17 1 0 2 1 3 2 0
18 0 0 1 0 3 1 0
19 0 0 1 0 3 1 0

Total 5 0 26 10 44 34 0
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Energy 
 

 Company 
Information 

Multilingual Product 
Information 

Customer 
related  

Graphics Navigation Customer 
DB 

1 7 0 3 5 4 4 0
2 6 0 3 5 4 4 0
3 2 0 1 5 2 6 1
4 5 0 2 0 3 1 0
5 2 0 0 1 1 1 0
6 1 0 0 1 1 1 0
7 3 0 1 0 3 1 0
8 2 0 1 0 1 1 0
9 4 0 2 2 2 2 0

10 2 0 0 0 1 1 0
11 2 0 2 0 1 1 0
12 3 0 2 0 3 3 0
13 0 0 1 0 1 0 0
14 3 0 2 0 3 1 0
15 6 0 2 1 3 4 0
16 5 0 2 0 3 1 0
17 2 0 2 0 3 1 0
18 2 0 2 0 3 1 0
19 2 0 2 1 3 1 0

Total 59 0 30 21 45 35 1
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Faragaman 
 

 Company 
Information 

Multilingual Product 
Information 

Customer 
related  

Graphics Navigation Customer 
DB 

1 3 2 5 2 3 1 0
2 0 2 1 0 1 2 0
3 1 2 2 1 1 2 0
4 1 2 2 1 1 2 0
5 1 2 3 3 2 1 0
6 0 2 0 3 1 4 0
7 1 2 0 3 1 4 0
8 0 1 3 4 3 1 0
9 0 1 3 2 1 1 0

10 1 2 2 0 2 2 0
11 0 2 1 4 2 2 0
12 1 2 3 3 2 1 0
13 0 1 1 2 2 1 0
14 1 1 3 3 2 0 0
15 0 1 1 1 2 3 0
16 1 2 3 6 4 4 0
17 1 2 3 3 1 1 0
18 1 1 1 2 2 1 0
19 1 1 1 2 2 1 0

Total 14 31 38 45 35 34 0
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Polar 
 

 Company 
Information 

Multilingual Product 
Information 

Customer 
related  

Graphics Navigation Customer 
DB 

1 4 2 5 5 3 2 1
2 6 2 2 3 2 4 3
3 4 2 5 5 3 2 1
4 10 2 10 4 2 8 4
5 5 2 6 4 2 2 1
6 3 1 4 3 1 1 1
7 3 1 4 4 1 1 0
8 2 2 4 1 1 3 2
9 4 1 2 3 1 2 1

10 6 2 5 4 3 5 0
11 6 2 8 2 3 6 6
12 4 2 6 6 4 6 4
13 4 1 4 2 2 1 1
14 4 1 5 4 2 1 1
15 5 2 5 6 0 6 4
16 5 2 6 3 2 2 1
17 5 2 6 4 2 2 2
18 3 2 6 4 2 2 1
19 3 2 6 4 2 2 1

Total 86 33 99 71 38 58 35
 



 67

Saiwan 
 

 Company 
Information 

Multilingual Product 
Information 

Customer 
related  

Graphics Navigation Customer 
DB 

1 4 4 2 3 2 2 0
2 3 4 0 3 2 3 0
3 3 4 1 2 2 2 0
4 3 4 1 2 2 2 0
5 3 4 3 3 2 2 0
6 2 4 2 1 2 0 0
7 2 4 2 1 2 0 0
8 3 4 2 2 2 1 0
9 3 2 2 2 0 1 0

10 4 4 2 2 2 2 0
11 3 4 1 1 2 3 0
12 3 4 3 3 2 2 0
13 2 2 2 1 1 1 0
14 3 4 4 4 2 1 0
15 1 4 3 2 2 2 0
16 2 4 3 3 3 2 0
17 3 4 3 3 2 2 0
18 2 3 2 1 1 1 0
19 2 3 2 1 1 1 0

Total 51 70 40 40 34 30 0
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Sinjer 
 

 Company 
Information 

Multilingual Product 
Information 

Customer 
related  

Graphics Navigation Customer 
DB 

1 2 2 2 1 4 6 4
2 2 2 2 1 4 6 3
3 3 0 2 0 2 0 3
4 3 0 2 0 3 1 3
5 2 0 1 0 1 1 2
6 2 0 1 0 1 1 0
7 4 0 1 1 1 1 0
8 1 0 1 0 2 2 2
9 3 0 1 1 2 2 2

10 3 0 2 1 3 6 6
11 2 0 1 0 4 3 1
12 2 0 1 2 3 4 3
13 4 0 2 0 3 1 2
14 2 0 1 5 2 6 5
15 6 0 2 1 4 5 0
16 3 0 2 0 3 1 3
17 2 0 1 0 3 3 0
18 2 0 1 0 3 3 2
19 2 0 2 1 3 2 1

Total 50 4 28 14 51 54 42
 




