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Abstract

This study attempted to clarify the motives, attés, and obtained gratifications from
commercial websites as the most important formairdihe advertising, and to examine the
relationships among these elements. The presemands has demonstrated that the
intersection of uses and gratifications theory amiine marketing can lead to a deeper
understanding of the marketing constraints andtiasl offered by interactive computer-
mediated communication technology.

An online survey was conducted with Egyptian andrn@a& users who visited
commercial websites. A total of 648 people respdntiethe survey, 352 of them to the
German version and 296 to the Arabic version ofeyithat questioned the reasons they use
commercial websites as well as what gratificatithey obtain from this experience.

With more and more businesses worldwide establishugb presences, it is also
important to understand how an organization’s consiakwebsite may affect a customer’s
perception of the organization. However, custonfien® different cultures would most likely
perceive different website characteristics as pliog a value-added experience. Therefore, it
is important to understand how commercial websray in their approach not only across
businesses but across cultures, so content analyie sites, which were visited by sample,
was employed to better understand the nature ofdhéent being consumed. A total of 252
visited commercial websites by the sample of Gerraad Egyptian users were content
analyzed. Four websites had to be removed fronstilndy due to technical errors involved in
coding the sites. Coders looked at quantity ane tyjpads displayed; format and features of
the ads, as well as the characteristics of the cential websites as a whole.

The results of survey study indicated that respotsdgenerally were positive about
their experience of using commercial websites, G@&rmespondents were slightly more
positive about using shopping utility of commeraigdbsites than Egyptian counterparts. This
study also presented a theoretical model descritsiagrelationships between the uses and
gratifications elements (motives, attitudes, usaged gratifications) in the context of online
advertising particularly commercial websites. Aléthypotheses of this study have been fully
supported except hypothesis 1; since it was partially supported.

Both of age and educational level of respondentig ha significant effect on their
overall motives for using commercial websites, allanotives of using commercial websites
have a significant effect on the average time smantthese websites, motives of using
commercial websites and gratifications obtainedmfrosing these websites were both
positively and significantly related to positivetitatdes toward using these sites, there is a
strong relationship between overall motives forngscommercial websites and overall
obtained gratifications from using these sitesjtp@sattitudes have a significant effect on the
average time spent on these websites, the consumiraes spent on commercial websites had
a strong effect on consumers' gratifications ole@ifrom these websites, and vice versa,
consumers' gratifications obtained from these webdiad a strong effect on consumers’ time




spent on these sites, and finally there is a st difference between Egyptian and German
consumer’s attitudes toward using commercial websit

Findings of content analysis study found that tlebsites that were visited by German
users used the basic and contact information muaa tid the sites that were visited by
Egyptian users. The study found that the webshas were visited by German users used
interactive features and offered ads more thantlidsites that were visited by Egyptian
users.



Zusammenfassung

Diese Studie versucht die Motive, Haltungen und akenen Gratifikationen aus

kommerziellen Webseiten als wichtigstes Format @eline-Werbung darzustellen und die
Beziehungen zwischen diesen Elementen zu untensuBlsewurde eine Online-Umfrage mit
deutschen und &agyptischen Nutzern durchgefiihrt, kdmmerziellen Webseiten besucht
haben. Insgesamt haben 648 Personen an der Bejragilgenommen. Davon nahmen 352
an der deutschsprachigen und 296 an der arabiddhdrage teil, um die Grinde fur die

Nutzung kommerzieller Webseiten sowie die Gratifiiaen, die sie aus dieser Nutzung
erhalten, zu erfahren. Es wurde vorab eine Corfieatyse der Webseiten durchgefihrt, um
ein besseres Verstandnis fur die Natur des Intaltggewinnen. Insgesamt wurden 248
kommerzielle Webseiten besucht, die von deutschah @gyptischen Nutzern inhaltlich

analysiert wurden. Der Forscher betrachtete diegdamd Art der Werbung, die angezeigt
wurden, sowie Formate und Eigenschaften der Oimeeigen als auch die Eigenschaften
der kommerziellen Webseiten als Ganzes.

Die Ergebnisse der Studie ergaben, dass die Befragt Allgemeinen positive Erfahrungen
mit kommerziellen Webseiten gemacht haben. Diesidxgin Befragten waren etwas positiver
gegeniber die Verwendung von Einkaufs-Dienstprogramder kommerziellen Webseiten
eingestellt als agyptischen Nutzer. Zudem wird igsdr Studie ein theoretisches Modell zur
Beschreibung der Beziehungen zwischen den Elemdsges und Gratifikationen (Motive,
Haltungen, Gewohnheiten und Gratifikationen) im Rah der Online-Werbung hinsichtlich
kommerzieller Webseiten prasentiert. Alle Hypotimedeeser Studie wurden bis auf die Erste
vollstéandig bestatigt, die nur teilweise bestatigirden konnte. Die Inhaltanalyse ergab, dass
die grundlegenden Informationen und Kontaktinfoioregn der Webseiten von deutschen
Nutzern mehr verwendet werden als von agyptischazevn. Des Weiteren ergab die Studie,
dass die deutschen Nutzer mehr Webseiten mit kiteem Features und angebotenen
Anzeigen besuchten als die agyptischen Nutzer.
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Chapter 1

| ntroduction

Online advertising is growing day by day; the latdive Advertising Bureau (IAB)
announced that revenues exceeded $5.2 billiorhfothird quarter of 2007, representing yet
another historic high for a single quarter periodl @ $1.1 billion increase, or 25.3 percent,
over the third quarter of 2006 (IAB, 2007). The mapdated online advertising revenues
exceeded $5.4 billion for the second quarter of9208B, 2009). The continued growth of
online ad revenues clearly illustrates marketersteiased comfort with the extraordinary
vitality, interactivity and accountability of this new advertising medium (IAB, 2007); web ad
“reaches consumers with an unprecedented levdficleacy and measurability that provides
marketers with actionable data, and the ever-clhngn¢gandscape of new platforms and
technologies that enrich interactive guarantees ttiia growth trend will continue” (1AB,
2007, p.2).

1.1 Statement of the problem

Researchers and historians have determined tlaaything is a rapidly growing area:
The web's commercial sector has skyrocketed, oupdxy far the growth rate of nonprofit,
educational, and governmental sites. Moreover, itkegp'dot-com bust” in the early twenty-
first century that dashed hyperbolic optimism abwath commerce and media ventures,
connections between commerce and the web, medipatgas and the web, advertising and
the web, have become natural parts of the marketngmunication landscape (McAllister &
Turow, 2002).

Commercial websites are the most important forrhantine advertising; these sites are
designed to build customer goodwill and to supplenwther sales and advertising channels,
rather than to sell the company’s products diredtlyr example, the companies’ websites of
Bosch, BMW, Toshiba, Nokia, and Dell offer a ricariety of information and other features
in an effort to answer customer questions, buittset customer relationships and generate
excitement about the company. These websites dbngravide information about the
company’s history, its mission and philosophy, déimel products and services that it offers.
They might also tell about current events, compaerngonnel and financial performance, and
employment opportunities. Many companies’ webs#ék® provide exciting entertainment
features to attract and hold visitors. They migsbgrovide opportunities for customers to
ask questions and make comment through email befavng these sites (Kotler et al, 2008).
They are an increasingly important communicatiod drstribution channel for companies
(Musante, Bojanic & Zhang, 2009).

Commercial websites are considered a good envirohnfer studying online
advertising; this is because they include a varadtylifferent types and formats of online
advertising, located throughout the site. And ie ttame time they are instruments of
advertising/promotion themselves (Janoschka, 2004).
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Clearly customers perceive commercial websiteseimegal as useful, providing a
value-added experience. But questions remain hswoeffective commercial websites
are in promoting different businesses to their tarent audiences. Further, even while
this type of websites can take local companies ajjolb is important to note that
Internet penetration as well as cultural differenceuld result in a commercial website
that is successful with a regional customer basegba total failure with different
customers. Successful website strategies may trerefliffer within various
communities.

Although a great deal of research has examined 8@ifferent countries and
regions vary in their forms of advertising (Robegtsko, 2001), there are very few
studies have addressed the issue of a digital eligidcomparisons among different
cultures and countries in online abilities, espc@mmercial websites. So the current
study has examined German and Egyptian users’ p®t@nd gratifications of
commercial websites to better understand the alludifferences among users in their
using commercial websites, as well as this studydiso attempted to compare between
the commercial websites that were visited by tmepa of study (German and Egyptian
users).

1.2 Objectives of the study

The specific objectives of this study were to:
a) Examine user’s attitudes and opinions that affbetirtuses of commercial

websites.

b) ldentify the uses of the commercial websites antbegisers.

c) Determine the motives of using commercial websatesng the users.

d) Determine the gratifications obtained from usingsth websites among the
users.

e) ldentify the challenges faced by users when ugiegd websites.

f) Present a new uses and gratifications model of cencial websites.

g) lllustrate properties of websites that were visitgdserman and Egyptian users.

h) Evaluate and compare the formats and features b$ives that were visited by
German and Egyptian sample.

1.3 Prior studies on commercial websites

Academic researchers have commented on the neegataine the audiences’
opinions and attitudes toward commercial websi¢eg.(Lee &Thorson, 2009; Udo &
Marquis, 2000) and particularly the uses and dcatibns of commercial websites,
since there are few studies have focused on exagiinses and gratifications of
commercial website (e.g., Eighmey & McCord, 199&ghEeen, 1997; Maignan &
Lukas, 1997).

Udo and Marquis (2000) explored the opinions of owrtial websites users in
order to identify the most important features ofedfective commercial website. The
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results found that an effective website design niilishave short download time, (2) be
easy to navigate, (3) use animations that areistdting, (4) be highly interactive, (5)
be careful with the use of frames, (6) choice angmar and color combination, and (7)
show high degree of cohesion and consistency thmutghe webpages.

Lee and Thorson (2009) explored the moderatingctffef individuals’ own
levels of cognitive needs and emotional needs ondraresponsiveness in the cognitive
and emotion-based websites. The results indicdtatithe attitude toward banners is
better when their context is an emotion-based veband it is better to be higher in
need for cognition on a cognitive website, but lowe need for cognition on an
emotional website.

By using a group of gratification statements frorayous studies as rating scales
to evaluate commercial websites, Eighteen (1998rriged a method of examining
user perceptions of commercial websites. The resafltstudy indicated that website
users are assisted by three factors (1) informgtianed in an enjoyable context; (2)
organizational ideas that make sense in a terrheoftrategic purpose of the website;
and (3) efficiently executed designs. And by usitigee-step-process in-depth
interviews of Internet users, Maignan and Lukas9{)9investigated consumers’
perceptions and uses of Internet. The results predefour main social uses
descriptions of the Internet: (1) a source of infation; (2) a place or object of
consumption; (3) a communication tool; (4) a sosigtem. As well as the study found
three main factors that effect on perceptions eflttternet: (1) Past experience with the
Internet; (2) variety of usage; (3) degree of imeohent.

Eighmey and McCord (1998) investigated users ofroensial websites based on
the findings of previous research on traditionadrmeThe researchers focused on the
uses and gratifications perspective to examineuders experience associated with
these websites. They found that entertainment yajpersonal relevance, and
information involvement are three major motivatibfectors for surfing commercial
websites. They also offered similarities to theetymf uses and gratifications reported
in studies of other media. New dimensions calledq®al involvement and continuing
relationship were identified and found to be impattfactors when examining user’s
reactions to websites.

The contributions in this area still are limiteddaneek, for this reason, this study
attempts to investigate: how users view commeni@bsites as the most important
format of online advertising, how their attitudesdaopinions affect their uses of this
new medium in a marketing context, which reasorshghem to use online commercial
websites and how they interact with the advertisgmen commercial websites.

Academic researchers have also commented on the tweenvestigate the
characteristics of commercial websites as an aguagtmedium; some studies focused
on evaluation of commercial websites (e.g. Dhol&iRego, 1998; Hwang, McMillan
& Lee, 2003; Jones, 2007; Young & Foot, 2005).
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Dholakia and Rego (1998) attempted to describe tyipes and nature of
marketing information on commercial homepages. Mheidy results indicated that a
significant number of commercial websites are snaat limited in scope. Many
companies used the web in the late 1990s for madiional marketing objectives. The
information content of webpages did not appeaitttac visitors to the websites. More
recently, Hwang, McMillan and Lee (2003) attemptied explain the concept of
commercial website as company advertisement. Thegd that commercial websites
are able to combine multiple functions such as ipling information and direct and
indirect selling functions.

By using content analysis and rhetorical criticigntatalog content types, Young
and Foot (2005) analyzed a random sample of foraf companies’ websites. The
study indicated that these sites were not merefcgd to post job openings, but
reflected companies' attempts to sell a good imafggb. Jones (2007) compared
samples of companies' homepages gathered in 190838v with homepages of the
same sites gathered in 2006. The study found teatiésign of commercial homepages
was more homogeneous in 2006 than from 1996 to,188{ it also found that there
was increased standardization in the 2006 commenalsites in the categories of:
homepage length, primary navigation orientationmpry navigation style, search
engine, presence and location.

Other studies have focused on examining commenaakites features (e.g., Liu
et al, 1997; Singh & Point, 2006: Vattyam & Lubhet999; Vaughan & Wu, 2004;
Wu, 2008; Youn, 2002). By using content analysig) &t al (1997) analyzed the
websites of 500 fortune companies to investigaée dhjectives of establishing these
websites. The results of study found that theseeabives were: To announce the
company’s presence on the web, to enhance pulditares, to promote the companies'
image, to attract users to browse products andcesrand to collect user responses and
other related data. Vattyam and Lubbers (1999) wadse interested in homepage
features and performed a content analysis of 8BefFortune 100 companies. Their
results indicated that many activities found onséhéhomepages are traditionally
associated with public relations. Youn (2002) wakenested in how marketers use
promotional tactics on commercial websites; the 100 megabrands websites were
content analyzed. The researcher found that 20iteshssed online games, 30 websites
utilized sweepstakes, and, to a lesser extentitd8eamployed contests.

Vaughan & Wu (2004) analyzed websites of China’p tt00 information
technology (IT) companies to test the effect of drlipks to commercial sites on a
business performance indicator and to investigdte importance of business
information to web business intelligence and weta daining. The results of this study
indicated that there was no relationship betweerk Icount and the business
performance for these companies. The study alsodfdliat hyperlinks to commercial
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sites are a business performance indicator, anddhrces of business information are
important to web business intelligence and web darténg.

Singh and Point (2006) analyzed 241 top Europeamuercial websites to depict
how specific notions of gender and ethnic minositige integrated into diversity
discourses shown on these websites. They found’#%tof these websites gave some
dimensions of diversity especially in their ant@limination lists and they found that
diversity statements, photographs and discoursestsmes appear to reinforce existing
business images of women and foreign ethnic miestrit

Wu (2008) used content analysis to analyze and aoehe performance of three
types of hotels websites (state-owned, foreignéghdand private) to examine
characteristics of design (interactivity, functitya and navigation) and online
marketing practices on these websites. The resuisated that most of these websites
provided basic contact information, including phonanber, address, and e-mail. One
half of overall websites conducted online survey] anuch fewer websites provided
FAQ-pages (Frequently Asked Questions). The residts found that domestic brand
hotels lacked the feature of download facilities their websites comparing with
international brand hotels.

Interactivity was the focus of two additional stesliof commercial websites (Cho
& Cheon, 2005; Gustavsen & Tilley, 2003). Gustavard Tilley (2003) examined the
interactivity of 16 commercial websites, findingaththe sites contained very low levels
of interactivity. Cho and Cheon (2005) examineduke of interactivity on commercial
websites from the U.S., the United Kingdom, Japamj South Korea. The study
considered three dimensions of interactivity on Websites of each country's top 50
advertisers. The results of research indicated wlestern websites tended to emphasis
consumer-message and consumer-marketer intergctiwibhereas eastern websites
highlighted consumer-consumer interactivity. Itthe only study to date designed to
compare and analyze commercial websites amongelifeultures and countries. The
researcher of the present study hopes to illuspnateerties of commercial websites that
were visited by for German and Egyptian users. FBhisly attempted to evaluate and
compare the formats and features of commercial iesbthat were visited by German
and Egyptian users.

1.4 Choice of Germany and Egypt

The current analysis focused on German and Egypisers of commercial
websites to help shed light on three perceivededfices in the two countries: the
technological gap; levels of Internet usage; anitural differences. Additionally, the
study hopes to add to the small body of cross-ralltaommercial research. The
diffusion of the Internet from developed countride U.S. or Germany to other
countries depended and continues to depend onaséwad factors such as technical
infrastructure and income per capita—i.e., econodaeelopment. This may be one




Chapter 1 Introduction

reason for the Internet’s differing popularity iarious parts of the world —also known
as the digital divide (Hermeking, 2005).

Internet World Stats (2009) announced that the rarndf Internet users in
Germany was around 65.9 % of the population of Geym- or 54,229,325 users. On
the other hand, 12,568,900 Internet users in Egypy represent 15.9 % of the
Egyptian population (Internet World Stats, 2009)ltGral differences between German
and Egyptian societies can also affect Internejeisand satisfaction. For example the
use of the sex for advertising purposes in Egyporisidden and Egyptian culture does
not accept such this method, but it may be usederman society. Finally, while the
trade between Western World and Africa and MiddéstEhas increased, there have
been very few cross-national studies of marketiragtices, advertising messages, and
commercial websites between western world and Midgst — particularly Germany
and Egypt.

1.5 Hypotheses and questions of the study

The researcher divided the questions and hypoth&fséss study into survey’s
guestions and hypotheses and the questions ofrtartalysis study.

2.5.1 First: General questions and hypothesesf survey study.

The researcher attempted to offer the demogragtacacteristics of commercial
websites users in Germany and Egypt, and the deaisics of their usage of the
Internet and the usage of commercial websites oh emuntry. The present study
attempted to explore the motivations, attitudes gradifications of using commercial
websites in each country, and it attempted to emantihe users’ benefits from the
shopping utility offered by commercial websitesdach country and it also tried to
offer ethical and cultural reasons of avoiding saommercial websites and the types
of these websites as well as the users’ suggestiodsvelop commercial websites in
each country.

Beside these survey questions, the researchergagdpbe nine main hypotheses:

H1. There is a significant effect for demographic ables of users on their usage’s
motives of commercial websites.

H2. Consumers' motives of using commercial website® l@asignificant effect on the
consumers’ time spent on these websites.

H3. Motivations of the commercial websites are poslinassociated with the attitudes
toward these websites.

H4. Obtained gratifications from commercial websites ositively associated with the
attitudes toward these websites.

H5. Motivations of using commercial websites are pesly associated with obtained
gratifications.

H6. Consumers' attitudes toward commercial websitéshave a significant effect on
the consumers’ time spent on these websites.
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H7. The consumers’ time spent on commercial websitkfhave a significant effect on
consumers' gratifications from these websites.

H8. Consumers' gratifications from commercial websit@s have a significant effect
on the consumers’ time spent on these websites.

H9. There is a significant difference between Germaa &gyptian consumer’s
attitudes toward websites.

2.5.2 Second: General Questions of content analysis study

This study examines the formats and features orcdh@mercial sites that were
visited by the sample of survey study and the bhdsavailable on these sites, as well as
the comparison between commercial websites that wesited by German and
Egyptian users. The following research questiondeglithis content analysis study and
enabled a comparative analysis among these websites

RQ1: What are the general practices of commercial websiégarding the languages
that are presented on these commercial websitpg, ¢§ these websites, also the
guantity, advertisers, and locations of ads onelvesbsites?

RQ2: What are the general practices of organizatiogarteng posting of company
contact information and also the facilitations tof $he websites?

RQ3: What are the interactive features of these comialesebsites?

RQ4: What are the formats of online advertisements trat presented on these
commercial websites?

RQ5: What are the features of online advertisement$ #na presented on these
commercial websites?

1.6 Method

An online survey was conducted with German and Eggpusers who visited
commercial websites. The researchers used a canensample of Internet users who
are directed to the survey through online annouecésnand hyperlinks. This is
because the Internet poses a unique set of probleguaranteeing a random sample of
respondents. Unlike telephone and mail surveys evtsamples can be produced
through census lists and random digit dialing, wsd has no central registry of users,
and e-mail addresses are so varied that they ateaNy impossible to construct
randomly (Johnson & Kaye, 2003); since there ismezhanism for random sampling
the population of web users, nonprobability sangplsmore appropriate when posting
an online survey. Cyber surveys are commonly ddfia€ volunteer samples because
respondents are self-selected (Kaye & Johnson,)1$9®wball sampling was used to
obtain a higher response rate. The survey was astered in German and Arabic
languages. A total of 648 people responded tcstimeey, 352 of them to the German
version and 296 to the Arabic version.

The content analysis of sites visited by sample evaployed to better understand
the nature of the content being consumed. Of thgalin252 visited commercial
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websites by the sample of German and Egyptian usetstal of 248 were content
analyzed. Four websites had to be removed fromsthdy due to technical errors
involved in coding the sites. Sixty — seven poimtee percent (167) websites were
visited by the German users, and eighty- one web$82.7%) were visited by Egyptian
users.

Results were obtained through analysis of the daitag the Statistical Package
for the Social Sciences (SPSS 13).

1.7 Significance of the study

Information collected in this study relating to tluses and gratifications of
commercial websites among German and Egyptian usensell as the content analysis
of commercial websites that were visited by theam e helpful in building good
commercial websites and predicting behaviors mgdato the consumptions of these
websites. These data is useful in a number of anehsding international marketing,
online advertising, websites’ design and psycholofjinternet and new media. Online
marketers and websites’ designers would benefih ftonceptualizations of commercial
websites usage’s motivations and gratificationstified in current study. In addition,
company’s managements revolve around helping custmet what they need and
understanding their expectations in order to mhaetmt While a study such as the
current one is only just step in the quest to asHes value of commercial websites, it
permits identification of the motivations and gfiaaitions of these websites usages.

The results of this study are useful to marketintjcy makers and commercial
websites designers in designing commercial wehsstase they can use these research
findings to design websites with features or adsnéis that can motivate users to
utilize commercial websites more for a wide ranferportant uses. The results of this
research have also added to the scarcely availatdemation of international online
marketing and uses and gratifications of this tgpavebsites, as well as it is useful to
advancing theoretical development of the uses aradifigations theory and its
application in online communication field.

1.8 The importance of content analysis for current stdy

This study was restricted to the uses and gratifica of commercial websites
among German and Egyptian users as well as coatelysis of visited commercial
websites by them (German and Egyptian users).

“Uses and gratifications research fails to link thenctions of mass media
consumption with the symbolic content of the mamsimunicated materials or with the
actual experience of consuming them” (Carey & Kmgil 1974, pp. 232-233). The
researchers become aware that they were studyingerdo without audience;
gratifications researchers came to realize thay there studying audience without
content (Watson, 1998).
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To get rid of the problem of ‘ignorance the med@ntent’, the researcher
analyzed commercial websites that were visited byntan and Egyptian users, besides
studying uses and gratifications of these websitaeng German and Egyptian users.
Some survey questions concerning the nature of @roiad websites in each two
countries will be supported; such these questioilsbhe answered through content
analysis as well as they will support the fielddstu

The current study attempted to compare among cooiahevebsites that were
visited by German and Egyptian users and to desdhib most important formats and
features (e.g., online shopping, making free actoonline transaction, and the
advertising practice) of these websites, becausefahese formats and features are
related to the survey questions and hypotheseaddlition, content analysis of sites
visited by users was employed to better understla@dhature of the websites that were
visited by users. As well as, this study is notfitet one that used content analysis with
applying uses and gratifications approach (e.g.er&de, 2000; Okinda, 2007,
Trammell et al, 2006).

1.9 Thesis content

This thesis contains six main chapters:

CHAPTER 1 reviews general introduction and the related mesefor this work.

CHAPTER 2 reviews the related theoretical framework of stisdy. This includes an

in-depth discussion on existing context of uses ayrdtification theory, the

characteristics and formats of CMC, Online advergisand commercial websites. This
chapter contains four basic sections:

1) Uses and gratification as the basic theory for shigly: history and development,
purposes of the theory, assumptions of theory, sodkuses and gratifications
theory, the relationship between cultural diffeefhi@and uses and gratifications
theory, the basic elements of uses and gratificattbeory, the perspective of uses
and gratifications in Internet use, and criticishuses and gratifications theory.

2) Computer-mediated communication (CMC): As the tygecommunication for
online advertising and it focuses on interactiasythe most important characteristic
of CMC; since this section contains the conceptintéractivity, dimensions of
interactivity, types of interactivity, CMC (concepypes of CMC, and formats of
online communication which includes online markgtamd advertising).

3) Online advertising as the field of this study: théction discusses concept, birth and
development of online advertising; the differenbesween online advertising and
other forms of advertising; functions, and typesonfine advertisements; formats,
features, and effectiveness of online advertisesaent

4) Commercial websites as the most important formaintihe advertising and field of
application: this section contains concept, birtd development, importance, types,
constructions and problems of commercial webs#éssyell as the fact of online
advertising and commercial sites in Germany andoEgy
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CHAPTER 3 introduces the previous models of online advemrsimcluding
commercial websites, the suggested uses and gadittins model of commercial
websites, and the questions and hypotheses ontistedy.

CHAPTER 4 discusses the methodology of the current study:diapter explains the
methodological aspects of current study such asdnepling of study, procedures for
collecting and analyzing data, measurements of asdgyratifications, data collection,
online questionnaire, content analysis, and sitedishnalysis.

CHAPTER 5 offers the results of survey and content analgtislies (questions of
survey study, testing of survey hypotheses, andehdts of content analysis study.
Finally, CHAPTER 6 contains a discussion, conclusion, and recommamdaith
suggestions for future research.

10



Chapter 2
Theoretical background

The review of the literature addresses the themaeframework of uses and
gratifications theory, interactive CMC as commutii@ environment for this study,
and online advertising (concept, types, importafmenats and features) as the area of
this study. It also reviews commercial websiteth@smost important online advertising
format (concept, types, importance, formats antlifea).

The sections of this chapter are so interconnesiedg the first section provides
theoretical explanations for the uses and gratiboa theory and its application in
CMC area, the second section offers general intoolu into interactive CMC as the
basic environment to online advertising. The thidction offers the concept,
characteristics, formats, and features of onlineegsing and the fourth section focuses
on commercial websites as the most important typenbne advertising. Figure (2-1)
shows the relationship among the four sections hef present study’'s theoretical
background.

Uses and gratifications

Online Advertising

Commercial
websites

Figure 2-1. The relationship among the sectiontb®fpresent study’s theoretical background

11



Chapter 2 Theoretical background (uses and gratiifics theory)

2.1 Uses and gratifications theory

Uses and gratifications theory is considered ohdhe most important and
popular theories in mass communication area. Tie®ry focuses on exploring the
motivations for media use and these motivationseasons “sometimes include such
things as passing time and learning about thingsnaself, as well as for arousal,
relaxation, companionship, and because of habdir{? 2002, p.70). In this section, the
researcher reviews the developments of this th@orgnass communication and its
applications in CMC area.

2.1.1 Historical background

The uses and gratifications approach is a theatdtiadition that spans 70 years
(e.g., Blumler, 1979; Katz, Blumler & Gurevitch, 7@ Palmgreen, 1983). It suggests
that audiences do not just accept media contertheRahey actively endeavor to use
media content to serve their purposes and inte{&#anders, Anderson & Conger,
2001). Perry (2002) divided the long history ofttheory into three periods

1) Functionalism

“The uses and gratifications approach has its rimotise 1940s, when researchers
became interested in why people engaged in vafmuss of media behavior, such as
radio listening or newspaper reading. These eddgiss were primarily descriptive,
seeking to classify the responses of audience mmmh& meaningful categories”
(Wimmer & Dominick, 1997, p. 345); since “it wasshift from a view of the audience
as passive to the realization that its membersaetige in their selection of preferred
content and messages from the media” (Defleur &Bekeach, 1989, p.187).

“The uses and gratifications approach came moshimently to the fore in the
late 1950s and early 1960s at a time of widespdesappointment with the fruits of
attempts to measure the short-term effects on pewiptheir exposure to mass media
campaigns. It reflected a desire to understand eagdi involvement in mass
communication in terms more faithful to the indivad user's own experience and
perspective than the effects tradition could attéhumler, 1979, p.10).

Katz, Blumler & Gurevitch (1974) criticized thesarly studies: “first, a basically
similar methodological approach whereby statemeatisut media functions were
elicited from the respondents in an essentiallynegreded way. Second, they shared a
qualitative approach in their attempt to group ificattion statements into labeled
categories, largely ignoring the distribution oéithfrequency in the population. Third,
they did not attempt to explore the links betwdendratifications thus detected and the
psychological or sociological origins of the neeldat were so satisfied. Fourth, they
failed to search for the interrelationships amohg various media functions, either
guantitatively or conceptually, in a manner thagimihave led to the detection of the
latent structure of media gratifications, consedlyehese studies did not result in a
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cumulatively more detailed picture of media gratifications conducive to the eventual
formulation of theoretical statements” (p. 20).

2) Phases of research

In the 1970s, the theory witnessed great developments in its basic concepts,
assumptions, and models. In this period, Blumler and Katz (1974) have introduced their
basic volume by title: The uses of mass communication: current perspectives on
gratifications research. This volume is considered the basic reference in this area. In
this decade, there were many studies that had used this theory (e.g., Blumler, 1979;
Katz, 1979; Katz, Blumler, & Gurevitch, 1974; McQuail & Gurevitch, 1974; Palmgreen
& Rayburn, 1979; Swanson, 1979).

3) More recent development

In the 1980s, the researchers had attempted to examine and develop the elements
and the assumptions of the theory. In this decade, there were many studies that adopted
the uses and gratifications theory (e.g., Babrow, 1989; Palmgreen, Wenner & Rayburn,
1980; Rayburn & Palmgreen, 1984). In the late 1980s and early 1990s, the uses and
gratifications approach had been utilized to explore the impact of the new technologies
on the audience (Jin, Cropp & Cameron, 2002). The researcher will allocate the last part
of this section, before the theory’s criticism, to discuss the applications of this theory in
CMC area.

2.1.2 Purposes of the theory

In 1974, Katz, Blumler, and Gurevitch outlined the principal objectives of uses
and gratifications inquiry:
(a) “To explain how people use media to gratify their needs,
(b) To understand motives of media behavior, and
(c) To identify functions or consequences that follow from needs, motives, and
behaviours” (Pp.20-21).

2.1.3 Assumptions of theory

One of the most contemporary views of the theory was presented by Rubin
(2002); since he assumed that “uses and gratifications underscore the role of audience
initiative and activity. Communication behavior is largely goal directed and purposive.
People typically choose to participate and select media or messages from a variety of
communication alternatives in response to their expectations and desires. These
expectations and desires emanate from and are constrained by personal traits, social
context, and interaction. A person has the capacity for subjective choice and
interpretation and initiates such behavior as media or message selection. This initiative
affects the outcomes of media use” (Rubin, 2002, pp.528-529).
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2.1.4 Models of uses and gratifications theory

Through the development of uses and gratificatibwe®ry, the researchers have
introduced different models to express about tlhwiderstanding to this theory; the
major models of this theory are:

(1) The basic model

Katz, Blumler & Gurevitch (1974) presented the basiodel of uses and
gratifications in logical seven steps: “(1) the isb@and psychological origins of (2)
needs, which generate (3) expectations of (4) taesnmedia or other sources, which
lead to (5) differential patterns of media expos{meengagement in other activities),
resulting in (6) need gratifications and (7) othewnsequences, perhaps mostly
unintended ones” (p.20). This statement was exedeby McQuail &Windahl (1997)
in figure (2-2).

tesulting in tieed
There are needs, expectations of differential |~ Sratifications
gocial and which the mass patterns of
holo | B i 5 M media
peycaologic gensrate mecha or other
i 3 BHpOSuLe atud other (often
al originz of sources, which
unittended)
lead to | e
COfTeCLIeCEs

Figure 2-2The elements of the uses and gratifications basietMcQuail & Windahl, 1997, p.134)
(2) Rosengren’s model

Rosengren (1974) introduced model of uses andfigedibns theory to explain its
sequence elements that contain: “the certain beseds of lower and higher order (1.
basic needs) under interaction with (2) differdntambinations of intra-and extra-
individual characteristics and also with (3) theusture of the surrounding society,
including media structure result in (4) differehtambinations of individual problems,
being more or less strongly felt, as well as (5cped solutions to these problems; the
combination of problems and solutions constitu{®pdifferential motives for attempts
at gratifications-seeking or problem-solving beloayviresulting in (7) differential
patterns of actual media consumption and (8) difigal patterns of other behavior,
both behavior categories giving (9) differentialttpens of gratifications or non -
gratifications and, possibly, affecting (10) thediinduals combination of intra-and
extra-individual characteristics as well as ultiedat (11) The media structure and other
social, political, cultural and economic structunesociety” (Rosengren, 1974, p.270).
Rosengren model is presented in figure (2-3).
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Figure 2-3. Rosengren’s paradigm for uses andfigegtons (Rosengren, 1974, p.271)
(3) Expectancy-Value Model

Rayburn and Palmgreen (1984) have been explormgntierrelationships among
beliefs, evaluations, gratifications sought, anddimesxposure. They have expressed
gratifications sought as a function of both bedietl evaluations:

(1) “GS=b e
Where:

» GS = the gratification sought from some media objet(some medium,
program, content type, etc);

* bi = the belief (subjective probability) that X pesses some attribute or that a
behaviour related to X will have a particular outen and

» ei = the effective evaluation of the particulariatite or outcome.

A parallel formulation which predicts a generalizetentation to seek various
gratifications from particular source is:

(2) Xn,GS8i — X%, bici

Both models successfully predicted gratificationsight from television news,
indicating that expectations about the charactesisif television news and evaluations
of these characteristics are important antecedehtsnotives to seek associated
gratifications” (Rayburn and Palmgreen, 1984, #9-540). They expressed about the
relations among beliefs, evaluations, gratificatisought, and media exposure by
presenting the following model (see figure, 2- 4).
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Figure 2-4. Expectancy-value model of GS and GQ/feen & Palmgreen 1984, p.540)

This model is “a process one which states that products of beliefs (expectations)
and evaluations influence the seeking of gratifications, which influence media
consumption. Such consumption results in the perception of certain gratifications
obtained which then feedback to reinforce or alter an individual’s perceptions of the
gratification-related attributes of a particular newspaper, program, program genre, etc.
For example, if a person values "information about current issues and events" positively
and believes (expects) that television news possesses such information, he will be
motivated to seek such information from television news. Assuming that television
news is available to the audience member, exposure to television news programming
should result. If he obtains the expected information, then this outcome (GO) will feed
back to reinforce the initial beliefs about this program attribute. If he obtains the
information at a lower or higher level than expected, then his associated beliefs should
be altered, with consequent change in motivation to seek information about current
issues from television news” (Palmgreen, 1983, pp.27-28). The current study has
utilized from this model to investigate the relationships between users’ GS and Go from
commercial websites.

2.1.5 Cultural differences in uses and gratifications

“The uses and gratifications researchers shifted the impact of mass media from the
effects of producers’ intentions to the effects audiences’ intentions, which are
understood to depend upon sociological context and active psychological process”
(Carey & Kreiling, 1974, p.227). This means the social and cultural taste of audience
affects on their media uses, needs, and gratifications from them. For this reason, Katz
(1979) confirmed that there is a need to link between gratifications studies and cultural
studies. McQuail and Windahl (1997) introduced one model to link between
gratifications studies and cultural studies and to clarify the relationships between them.
A "culturalist" model of media use has to recognize two meanings of culture:

1. “The set of cultural texts, products and practice which comprise the media
culture.

2. The different tastes and preferences which guide individual choice amongst what
the media make available. Cultural taste refers to an individual attribute which is
shaped by family, social class milieu, education and cultural background
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available to an individual. The personal culturasté guides media content
preferences and choices and leads to various kihddéfective and emotional
satisfactions” (McQuail and Windahl, 1997, p. 13@e figure (2-5).

I IWlctiration II Caltural Taste IIT Cualtural IV. Satisfaction (& ffective
Options or Emotional)
differentiated Giding choice Leading to
bar fromm

L > o i |

Creneral Personal Tledia Imaginatize
expectations preferance content EXPETIENCE of:
of for genre, awailahle = :f;f:;l‘f‘ﬁm
irreobrernent trpe, ete. for choice e

- erapather

- walue

IeSOnAance
- wonder

Etc.

Figure 2-5. A model of ‘cultural’ media use (McQu&a Windahl, 1997, p. 139)

This model clarifies the importance of examining thedia beside the audience
behavior. In this context, the current study attempo link between uses and
gratifications theory and cultural differences thgh studying the uses and
gratifications of commercial websites in two dif#at cultures (German and Egyptian
cultures) as well as a comparative study of comraewebsites that were visited by
German and Egyptian users; it attempts to clahg iole of cultural effects on media
exposure as well as the fact of media content asayd in different cultures.

2.1.6 The basic elements of uses and gratifications theor
There are four major elements of uses and gratiiica theory, these elements are:

1) Active audience

“One of the fundamental assumptions of the usesgaaiifications approach has
been that an active audience member makes consteoisons about the consumption
of media content” (Rayburn, 1996, p.156), so thecess of perception is one of the
most important features of active audiences; “hurpanception is not a passive
registering process but an active organizing angtgtring process” (Carey & Kreiling,
1974, p. 227). “Perception is ultimately the kegneént in the uses and gratifications
position. Audiences’ perceptions of goals and etgiems of media sources of
gratification are thought by many to determine afihtial patterns of media
consumption. Correlatively, the manner in whichtigatar messages are used and
whether they prove gratifying is assumed to berdeteed, at least in part, by how
those messages are interpreted or given mea(fivgenson, 1979, p.46).
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There are five basic modes of audience activityecdeity, utilitarianism,
intentionality, resistance to influence, involvern@icQuail, 1998). Levy and Windahl
(1984) summarized the typology of audience actithtpugh the qualitative orientation
of audience and the temporal dimension: “The ca@h¢ orientation of audience may
be considered as having three nominal values: ((#lleace selectivity, (2) audience
involvement (3) audience use. The temporal dimensan be divided into three values
or times: (1) before exposure (2) during expos8jeafter exposure. This formulation of
activity carries with it both a notion about theatjtative interaction of audiences with
communications and a time consideration, namely difeerent types and degrees of
activity may be associated with particular phadeth® communication process” (Levy
& Windahl, 1984, p 53). The figure (2-6) descriltles typology of audience activity.

AUDIENCE COMMUNICATION SEQUENCES
ORIENTATION [ Before Exposur¢ During After Exposure
Exposure
Selective Selective
Exposure
Seeking
Involved Decoding and
Interpreting
Using ] Social Utilities

Figure 2-6. The typology of audience activity (L&/Windahl, 1984, p.54)
2) The social and psychological origins

“Members of mass audiences do not experience tbdiams anonymous and
isolated individuals, but rather, as members ofabizpd social groups and as
participants in a cultural milieu” (Johnstone, 19p485), so “The causes of media use
are held to lie in social or psychological circuamtes which are experienced as
problems, and the media are used for problem rgsolthe meeting of needs) in
matters such as information seeking, social contdiviersion, social learning and
development” (McQuail, 1998, p.319).

Blumler (1979) identified three major social origiof media gratifications:

1. “Normative influences on what individuals aim to get out of media fare.

2. The socially distributed life-chancesan individual enjoys may have a
bearing in two opposed ways.

3. The subjective reaction or adjustmentof the individual to his situation,
whatever it may be, may be relevant to what he séekobtain from the
media.” (Blumler (1979, p.21)
“Psychological factors may also provide the motal stimulus or point of
origin for much media use” (Palmgreen, 1983, p.&68)well as, the social factors affect
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on media use; since social situation producesdassand conflicts, leading to pressure
for their easement via mass media consumption. Bbsal situation creates an

awareness of problems that demand attention, irgom about which may be sought
in the media, It offers impoverished real-life oppaities to satisfy certain needs,
which are then directed to the mass media for cemehtary or substitute servicing,
and it provides a field of expectations of familiawith certain media materials, which

must then be monitored in order to sustain memhiersh valued social groupings

(Katz, Blumler& Gurevitch, 1974).

3) Motives of media use

This element is related with the audience actibigause the audience activity is
central to uses and gratification research andethmastives are key component of
audience activity (Rubin, 2002); “motives are gahedispositions that influence
people’s actions taken to fulfill need or want” pRaaharissi & Rubin, 2000, p.179).
There are many classifications for motives of media such as Greenberg (1974) who
divided the reasons for watching television intby {0 pass time, (2) to forget, as a
means of diversion, (3) to learn about things,t¢)earn about myself, (5) for arousal,
(6) for relaxation, (7) for companionship, and &)a habit (pp.73-74).

Tan (1985) cited a typology of media-related netbds groups specific needs into
five:

1. “Cognitive needs: needs related to strengthening of information,

knowledge, and understanding of our environmeneyThlso satisfy our
curiosity and exploratory drives.

2. Affective needs:needs related to strengthening aesthetic, pldaisyrand
emotional experience. The pursuit of pleasure antergainment is a
common motivation that can be satisfied by media.

3. Personal integrative needs:needs related to strengthening credibility,
confidence, stability, and status of the individudiey are derived from the
individual desire for self-esteem.

4. Social integrative needsneeds related to strengthening contact with family
friends, and the world. These are based on an ithdiVs desire for
affiliation.

5. Escapist needsneeds related to escape, tension release, amdidssie for
diversion” (Tan, 1985, pp.235-236).

In his study about why they watch a TV program, Me{D (1987) offered the
most popular typology of common reasons for mede& u

(1) “Information

a) Finding out about relevant events and conditionsmmediate
surroundings, society and the world

b) Seeking advice on practical matters or opinion aedision
choices

c) Satisfying curiosity and general interest
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d) Learning; self-education; and
e) Gaining a sense of security through knowledge.

(2) Personal Identity

a)
b)
c)
d)

Finding reinforcement for personal values
Finding models of behavior

Identifying with valued other (in the media); and
Gaining insight into one's self.

(3) Integration and Social interaction

a)
b)
c)
d)
e)

f)

Gaining insight into circumstances of others; sosmpathy
Identifying with others and gaining a sense of hging
Finding a basis for conversation and social intésac
Having a substitute for real-life companionship

Helping to carry out social roles; and

Enabling one to connect with family, friends andisty.

(4) Entertainment

a)
b)
c)
d)
9)
h)

Escaping, or being diverted, from problems
Relaxing

Getting intrinsic cultural or aesthetic enjoyment
Filling time

Emotional release; and

Sexual arousal” (McQuail 1987, p. 73)

4) Expectancy (Potential gratifications)

A concept central to uses and gratifications thesrthat expectancy and it is a
key element in all basic models of this theory.sThoncept indicated that “people
behave on the basis of a perceived probability #mataction will have a particular
consequence and they also value that outcome yingadegrees. However, these two
elements are conceptually and analytically distiticey also as providing a way of
explaining media use behavior” (McQuail &Windah®9l’, p.136).

“Indeed, the concept of audience expectations caimethe characteristics of the
media and potential gratifications to be obtained eissential to the uses and
gratifications assumption of an active audiencaudlience members are to select from
among various media and no media alternatives doupito their needs, they must
have some perception of the alternatives mostylikelmeet those needs” (Rayburn &
Palmgreen, 1984, p.538).

In the 1980s, many researchers tied uses and igafibhs more directly to
expectancy-value theory (e.g., Palmgreen, 1983néralen & Rayburn, 1982; Rayburn
& Palmgreen, 1984). Rayburn and Palmgreen (198djcated that gratifications
obtained are strongly related to beliefs (expemtal about media attributes and they
also indicated that belief and evaluation produats correlated with gratifications
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obtained. Expectancy-value model (as shown in &g@r4) reflects the important role
of expectations in uses and gratifications theory.

5) Gratifications

Mass communication researchers have focused oryistudhe gratifications
derived by people from the media (Swank, 1979); r&hare two basic types of
gratifications: gratifications sought and gratifioas obtained; Greenberg (1974) has
distinguished between these two types and argusddhe cannot distinguish whether
the response obtained from the viewer of the medarma fan of some specific content,
IS an accurate statement of what he wanted, or dgtinks he got.... no approach has
so far dealt with the parallelism or discrepancinleen what was sought and what was
obtained” (p. 89).

There is strong relationship between gratificatisnaght (GS) and gratifications
obtained (GO).The researchers confirmed that eath cGrrelated moderately to
strongly with its corresponding GO for the audiefealmgreen, Wenner & Rayburn,
1980), and they expressed about this relationshipdfigure (2-7).

Gratifications sought Gratifications obtained

Figure 2-7. The relation between gratificationsgdiand gratification obtained (Palmgreen, Wennd&ay/burn,
1980, p. 165)

2.1.7 The perspective of uses and gratifications in Interet use

Several studies (e.g. Birnie & Horvath, 2002; Chahge, & Kim, 2006;
Dimmick, Chen & Li, 2004; Dimmick et al., 2007; Hbkele, 2000; Johnson & Kaye,
2003; Kaye, 1998; Ko, 2000; Ko, Cho & Roberts, 2008Rose, & Eastin, 2004;
LaRose, Mastro & Eastin, 2001; Luo, 2002; Papasbai& Rubin, 2000; Rayburn,
1996; Ruggiero, 2000; Stafford & Stafford, 1998af&ird & Stafford, 2000; Yoo,
1996; Zviran, Glezer & Avni, 2005) have appliecesisand gratifications to explain
different Internet usages. In an early attemphtdrhet uses and gratifications research,
Rafaeli (1986) discussed that people using unityeceimputer bulletin boards to satisfy
the following needs: recreation, entertainment, dindrsion.
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From 1990s, the uses and gratifications approacé baen utilized to explore the
impact of the new technologies on the audience,thadises and gratifications theory
has been refined, revised and extended accordinghg uses and gratifications
approach has been widely used in CMC studies (iapp & Cameron, 2002). The
uses and gratifications research has been queete# to understand motivations and
concerns of this new type of communication inclgdine Internet.

B Suitability of uses and gratifications for Internet

The uses and gratifications theory is well suited gtudying the Internet as a
whole and for examining specific types of websi(daye & Johnson, 2001). This
suitability due to many factors:

a) Active audience and interactivity

The rapid growth of the Internet has strengthered gotency of the uses and
gratifications theory because this medium requihed its users to be more active, as
compared to other traditional media (Ruggiero, 30B@cause “the medium embodies
the principle of active audience” (Johnson & Kag2803, p.305); since audience are
exposed to television or radio in a relatively passvay, but Internet users more
actively engage in using the medium by searching ioformation or exchanging
messages (Kaye & Johnson, 2001).

b) Mutability

Newhagen and Rafaeli (1996) have suggested thatarse gratifications theory
may be especially useful because of the "mutabitifythe Internet; the diversity of
content is much greater for the Internet than faditional media (TV, radio,
newspapers). Ebersole (2000) also indicated thaitréimge of material is available on
the web, would suggest that potential uses for Itiiernet may far exceed those
provided by other traditional media.

c) The Internet is intentionally consumed

Rayburn 1996 also suggested that the Internetnieritionally” consumed, as
audiences must make purposive choices about witehaosvisit (Rayburn, 1996), “the
web users are aware of their needs and goal dite(iehnson & Kaye, 2003, p.306),
and this meets one of the fundamental hypothesesthef theory which is
“Communication behavior is largely goal directed gurposive” (Rubin, 2002, p.528).

d) The wide range of material available online

“The Internet is able to satisfy a wide varietynafeds” (Johnson & Kaye, 2003,
p.306); the Internet is able to satisfy the audénaeeds not only like traditional
media, but also more than these media.

For these reasons, the uses and gratificationsytieavell suited for the Internet.
Concerning the application of uses and gratificetidheory in the field of online
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marketing, the contributions of applying uses amdtifications theory in this field,
particularly online advertising and commercial wigdss are still limited and week (e.g.,
Eighmey & McCord, 1998; Eighteen, 1997; Maignan &khs 1997). So, the current
study attempts to depict: how users view commemvethsites, as online advertising,
how their attitudes and opinions affect their uséshis new medium in a marketing
context, which reasons push them to use online canciad websites and how they
interact with the advertisements on commercial \wwebs

2.1.8 Criticism of uses and gratifications theory

Although uses and gratifications theory has capituhe interests of many mass
communication researchers, the theory has come godge criticism from a number of
researchers; “it is basically a very theoreticglrapch; on occasion its protagonists are
inclined to turn this into a virtue, taking thedithat if it can be measured it exists, and
if it can be associated it is significant” (Elliott974, p.256). The most important
criticisms of this theory are:

(1) Vague conceptual framework

Uses and gratifications approach couldpagsued from any of three different
theoretic positiondunctionalism, a cultural positiony a motivation position (McQualil
& Gurevitch, 1974), sdthe nature of theonceptual framework underlying uses and
gratificationsresearch is not totally clear” (Swanson, 1977, 21

(2) Lack of precision major concepts

“The lack of clarity of central constructs and hosgearchers attached different
meanings to concepts such as motives, uses, gaditiins, and functional alternatives”
(Rubin, 2002. p.531); there is “confusion and egléuace in the meaning of major
concepts and terms employed in uses and gratdimmstistudies” (Swanson, 1977,
p.216).

(3) The methodological reliance on "self-report” data

The use of introspective "self-report” has sevimatations. For example: readers
may not know why they chose content to read, whay tid or may not be able to
explain fully (Rubin, 2002).

(4) Confused explanatory apparatus

A fourth conceptual difficulty is considerable casifon over the explanation of
uses and gratifications theory; “it is not cledr) What are the necessary components of
a uses and gratifications explanation, (2) how ¢hosmponents serve to provide a
satisfactory account or explanation, or (3) howsasuand gratifications explanation
differs from other accounts which might be offetedgxplain the same behavior. While
the issues involved here are complex, analysis f@wakey problems will suffice to
identify the difficulty with which we are faced” $&nson, 1977, p.218).
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(5) Failure to view perception as an active process

The nature of audiences and whether the audieneestreated as being active or
rational in their behavior (Rubin, 2002), “Perhdlps most basic tenet of the uses and
gratifications approach is that persons are adtivesay, forming intentions ("uses”
understood as goals), creating expectations of mreestia, and constructing lines of
action to achieve gratifications, this sort of cibige activity is thus an important,
perhaps a definitive, part of the study of whatpgleado with the media” (Swanson,
1977, p.219). “It overemphasizes the "activity'tloé audience, in the face of evidence
showing that much television at least is viewedhwlittle selectivity” (McQuail &
Windahl, 1997, p.141).

(6) It ignores the media content

It rather insensitive to media content itself, &ygignoring the textual and
cultural specifics of media content. “Uses and ifications research fails to link the
functions of mass media consumption with the symbaontent of the mass-
communicated materials or with the actual expegeoicconsuming them” (Carey &
Kreiling, 1974, p. 232). The researchers becomeawat they were studying content
without audience, uses and gratifications reseaschame to realize that they were
studying audience without content (Watson, 1998).

To get rid of this criticism, the researcher anatyzommercial websites that were
visited by German and Egyptian users, besides stgdises and gratifications of these
websites among German and Egyptian users.
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2.2 Interactive nature of CMC

The several last decades have withessed a hugtitiexoin the field of mass
media. This revolution has been created by new anedch as computers, phone
networks, communications networks, Internet, andtimadia technology. These "new
media" reflect many different configurations of amomications; their varied forms
reveal the connection between the characterisfiast@rpersonal communication (e.g.,
interactivity, demassification, and synchronizajiand the characteristics of mass
communication (e.g., massification, usage of neshirielogy). New media have many
advantages that distinguish them from traditionassnmedia such as: interactivity,
demassification, selectivity, synchronization, int@&ey, inexpensiveness, pro-
democracy forums, marketing tool, speed....etc. H@wneinteractivity is generally
considered to be the central characteristic of media. As such, many researchers in
communication technology have attempted to not emjylore the level of interactivity
that new media involve but also define the dimemsideatures, and characteristics of
interactive communication within the realm of newdia (e.g., Downes & McMillan,
2000: Goertz, 1995; McMillan & Hwang, 2002; RafadlP88; Rafaeli & Sudweeks,
1997; Schultz, 1999, 2000; Zack,1993).

“The contemporary era of person-to-person telecomaation centers on two -
way media and this is made possible by computdRsigérs, 1986, p.30). Thus it is
appropriate that the researcher starts this secdbgnreviewing the conceptual
definitions, dimensions, types, and features ofraattive communication. As well as,
CMC will be examined as an interactive communiaatigpe.

2.2.1 The concept of interactivity

One of the fundamental assumptions of the usegyeatdications theory is that
members of audience are actiff¢atz, Blumler& Gurevitch, 1974). This assumption
refers to interactivity. As well as, most of thenwounication models (e.g., magic bullet
theory, two-step flow model, and selective attan®operception model) have focused
on the importance of interactivity in mass commatian process.

At the end of the last century, and with the appeee of interactive new media,
the receiver gained recognition as an active ppaint. Users seek or select information
more than they "receive" information sent by sead@&n some websites, online users
can do more than actively select information andytltan also add information,
therefore the distinction between source and reces/dissolving (Kenney, Gorelik &
Mwangi, 2000). Interactivity is the most importasttaracteristic of new technologies
and paving the way for a considerable reassessaiesimmunication research (e.g.,
Ha & James, 1998; Heeter, 1989; Morris & Ogan, 199&vlik, 1998; Rafaeli &
Sudweeks, 1997).
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1) The complexity of the definition

Although interactivity has long been a concept alssmcommunication and a core
concept of CMC, there has been a lack of consetessdstermine the meaning of the
term (e.g., Ha & James, 1998; Heeter, 1989, 20@0adk & Sudweeks, 1997; Steuer,
1992), because “Interactivity is a widely used temith an intuitive appeal” (Rafaeli
1988, p.110); since many researchers from a mdéitaf disciplines ranging from
instructional technology, CMC, computer scienced aimformation science, to
advertising and marketing define interactivity dréntly (Wu, 2005), and these vast
implicit and explicit definitions prepared by resgeers from many different academic
and professional perspectives have led to the tdokonsensus for the definition of
interactivity (Kiousis, 2002).

2) Classification of the definitions

Kiousis (2002) divided the concepts of interacsivitto three areas: structure of
technology (medium), communication context (sejtimgd user perception. McMillan
& Hwang (2002) also categorized these definitiorssdal on process, features,
perception, and or combined approaches. Theseititeigcan also be divided into four
categories: the medium, user perception, procesisthree combined approaches.

Definitions that focus on medium features

The features of CMC media are represented in hystl chats, downloads,
uploads, email, search engines, multimedia, etmeS@searchers consider interactivity
as the functional feature of the medium (e.g., &uyrl1987; Kenney, Gorelik &
Mwangi, 2000; Lombard & Snyder-Dutch, 2001; Mas&elyevy 1999; Schultz, 1999).
These conceptual definitions focused on the typesclmnnels involved in the
communication exchange for example; Jensen (19@8netl interactivity as: “A
measure of a media’s potential ability to let tlseruexert an influence on the content
and/or form of the mediated communication” (p.201).

Lombard and Snyder-Dutch (2001) identified alserattivity as “a characteristic
of a medium in which the user can influence thenf@nd/or content of the mediated
presentation or experience” (p.10). They describéstactivity as a characteristic of a
medium and they focused on the features that enlelecontrol.

Definitions that focus on users perception

A second team of researchers (e.g., Day, 1998udfsp 1999; Newhagen,
Cordes, & Levy 1995; Schumann, Artis & Rivera, 200%u, 1999) focused on the
user’s perception in their interactivity definitmnDay, 1998 indicated that the essence
of interactive communication is the use of inforimatfrom the user rather than about
the user. Kiousis (1999) identified interactivity d@he ability of users to perceive the
experience to be a simulation of interpersonal compation and increase their
awareness of telepresence” (p.18). As well as, \M99) focused on the perceived
interactivity as type of interactivity and definedas “a two-component construct
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consisting of navigation and responsiveness” (56humann, Artis and Rivera (2001)
described interactivity as “a characteristic of dwmsumer, and not a characteristic of
the medium. The medium simply serves to facilithe interaction.” They focused on

the user’s choice to interact as a core term imohgf interactivity.

Definitions that focus on process

From the process perspective, researchers focusedactivities such as
interchange, responsiveness, action and reactmghparticipation as key dimensions of
interactivity (e.g., Cho & Leckenby, 1999; HaeckE98; Pavlik, 1998; Rafaeli, 1988;
Steuer, 1992). For example, Rafaeli (1988) alsinddfinteractivity as “an expression
of the extent that in a given series of communicagxchanges, any third (or later)
transmission (or message) is related to the ddgrednich previous exchanges referred
to even earlier transmissions” (p.111). He indidathat interactivity is a one-
dimensional concept, and that this dimension ipaoesiveness. But Steuer (1992)
focused on defining interactivity based on realdiparticipation: “interactivity is the
extent to which users can participate in modifyihg form and content of a mediated
environment in real time” (p.84).

According to Pavlik (1998), interactivity means tvway communication
between source and receiver, or, more broadly diutdtitional communication between
any number of sources and receivers” (p.137). @aimition reflects the importance of
two-way communication.

Haeckel (1998) observed that “marketing interattivé a person-to-person or
person-to-technology exchange designed to effecthange in the knowledge or
behavior of at least one person” (p.66); from theyspective, interactivity can be
defined as “the degree to which a person activetyages in advertising processing by
interacting with advertising messages and advestis€ho & Leckenby, 1999, p.163).
This definition shed some light on the interchahgeveen users and senders.

In order to characterize the communication proc#ss, preceding definitions
focus on the process of communication and exprasistions of the concept using
different terms such as: exchange, interchange dmtwusers and senders,
responsiveness, real-time participation, two - waymmunication, actions and
reactions.

Definitions that combine, medium, perception, andfarocess

The fourth team of researchers (e.g., Ha & Jan@%3;1Hanssen, Jankowski, &
Etienne, 1996; Heeter, 1989; Kiousis, 2002) attexhgdb combine the ternmedium,
perception and/or procesgith their definition of interactivity as follows:

According to Heeter (1989), interactivity is a nmaimensional concept that
includes: the complexity of available choices, #meount of effort users expend, user
responsiveness, information monitoring, the eagl which information can be added,
and the facilitation of interpersonal communicatiodeeter combines the three
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aforementioned terms - medium (complexity of chaaemilable, and ease of adding
information), perception (effort users must exemd monitoring information use)
and/or process (responsiveness to the user, anilitafan of interpersonal
communication) — in her definition of interactivity

“Aspects of interactivity were clustered aroundethterms: equality (containing
aspects such as participants, mutual activity, edehange, control), responsiveness
(e.g. mutual discourse, nature of feedback, respotisne) and functional
communicative environment (e.g. bandwidth, transpey, social presence, artificial
intelligence)” (Hanssen, Jankowski, & Etienne, 19961). This definition focused on
equality (medium), responsiveness (process), amctitnal environment (process).

“Interactivity should be defined in terms of thaemnt to which the communicator
and the audience respond to, or are willing tolifaté, each other's communication
needs” (Ha & James,1998, p.461).

Kiousis (2002) defined interactivity as “the degreewhich a communication
technology can create a mediated environment irchwparticipants can communicate
(one-to-one, one-to-many, and many-to-many), botlynclsronously and
asynchronously, and participate in reciprocal mgssaexchanges (third-order
dependency), with regard to human users, addifignial(interactivity) refers to their
(users) ability to perceive the experience as aulsition of interpersonal
communication and to increase their awarenesdeyresence” (p.371).

Points of consensus

Downes and McMillan (2000) confirmed that interaityi increases as:

* Two-way communication enables all participantsdiivaly communicate;

 The timing of communication is flexible to meet thiene demands of
participants;

* The communication environment creates a senseaoépl

» Participants perceive that they have greater cbrifothe communication
environment;

» Participants find the communication to be respassand

* Individuals perceive that the goal of communicatisn more oriented to
exchanging information than to attempting to petigua

Some consensus can also be reached concerninghitie imgredients of an
interactive experience (Kiousis, 2002):

*  Two-way communication should exist, usually thro@gmediated channel,

 The roles of message sender and receiver shoulatéeehangeable among
participants,

* In addition, some third-order dependency amongtiggaants is usually
necessary;,

* For the most part, communicators can be humanamhime, often contingent
upon whether they can function as both senderseu®ivers;

* Individuals should be able to manipulate the cantéorm, and pace of a
mediated environment in some way; and
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« Users should be able to perceive differences iel$eof interactive experiences

The literature suggested that the examination tefrawctivity should pay attention
to: “user effort, sender and receiver roles, timedis, the characteristics of the medium
and the communicator, control, activity trackingjvantages, disadvantages, and
potential threats” (Downes & McMillan, 2000, p.161)

Suggested definition of interactivity

Based on the different definitions of interactivipd the points of consensus
among these definitions, the researcher definesadtivity as a characteristic of the
communication process wherein its elements (usedium, and message) emerge in
unique communication settings where time is flexibhough to meet the demands of
participants based on their sense of place.

2.2.2 Dimensions of interactivity

Jensen (1998) classified the dimensions of intetictaccording to the numbers
of dimensions that were presented for defining thisn. The researchers have adopted
Jensen’s method in reviewing the dimensions ofraatévity. Table (2-1) contains
classifications to the most important dimensionstdractivity.

Nr | Authors The Dimensions
1 Rafaeli (1988) Responsiveness
Rogress (1986) Selected communication technologies

2 | Szuprowicz (1995)] 1.Information flow
2. Interactive multimedia

. Mapping
. Speed
. User control

The structure of the medium
The context of communication setting
The perception of users

Direction of communication

User control

Time

. Speed: speed of responsiveness
Range: range of choice available
Mapping: mapping capabilities of medium
The degree of choice available

The degree of modifiability

Available selections and modifications
The degree of linearity & non linearity
Transmissionen interactivity
Consultational interactivity
Conversational interactivity
Registrational interactivity

3 Coyle & Thorson
(2001)

Kiousis (1999)

McMillan &
Hwang (2002)

Steuer (1992)

4 | Goertz (1995)

Jensen (1998)

POWONRPIMNONRIWONR][ONEPIODNRlWON R
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1. The simultaneous and continuous exchange| of
information;

2. The use of multiple nonverbal cues;

3. The potentially spontaneous, unpredictable, fand
emergent progression of remarks

4. The ability to interrupt or preempt; mutuality; pahs

of turn-taking; and the use of adjacency pairs.

Direction of communication

Timing flexibility

Sense of place

Level of control

Responsiveness and the perceived purposq of

communication

. Playfulness
. Choice
. Connectedness
. Information collection
. Reciprocal communication

Heeter (1989) 1.Complexity of choice available

Efforts users must exert

Responsiveness to the user

Facilitation of interpersonal communication
Ease of adding information

Monitor system use

Zack (1993)

5 | Downes &
McMillan (2000)

agrwnhE

Ha & James (1998

akrwOWNE

.°’.°".4>.°°!\’

Table2-1. The dimensions of interactivity

I.  One-dimensional concepts of interactivity

One relatively simple model of interactivity whiaobperates from only one
dimension can be found in the writing of Everett Rbgers (1986) and Sheizaf Rafaeli
(1988).

Rogers (1986) definetinteractivity' as “the capability of new communication
systems (usually containing a computer as one caoerid to"talk back to the user,
almost like an individual participating in a consation” (p.34), and he confirmed that
interactivity is a variable; the mass media (newsps, radio, television and film) are
relatively low in their degree of interactivity.

Based on this definition, Rogers has created ke segprinted in figure (2- 8), in
which he lists the ‘degrees of interactivity’ forrmmber of selected communication
technologies on a continuum from ‘low’ to *high’.
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Low Degree of interaciviy High

I A IR I I R B
- - 1 1

Press, Teletewt Computer communication via

Radia, wideotest, computer bulletin

T, boards, electronic messaging

Fim, sy stems, computer teleconferzncing,
ats. interactive cable Twieto.

Figure 2-8. Rogers’ timensional Scale of “selected communication tetdgies on interactivity continuur
(1986: p.34

Sheizaf Rafaeli (1988), one of the most frequently cited scholars on the subject of
interactive communication, has also presented a one dimensional concept of
interactivity, but with a different accent. Rafaeli (1988) focused on the concept of
"responsiveness”, arguing that interactivity is “an expression of the extent that, in a
given series of communication changes, any third (or later) transmission (or message) is
related to the degree to which previous exchanges referred to event -earlier
transmissions” (p. 111). In this conceptual construction, responsiveness plays a central
role. A Rafaeli’s model is shown in figure (2-9).

One way communication
P1, F'r]A
“"ru1 1 hulry,
o o3 Ln
Two way [reacltive] communication
P1, P1_ P1 Pl
"ru1'1_____ i M’_,_;'IM” h_;ﬁ: M2) [1.1141_),1.:5;] - h_|1r.:i Mn-1)
P2 P2 2]
Interactive communication
P, P P,
ht . hi2 [;"1] P304 g1 M4 s g ) - RN P gy )
P2 P2 P2
KEY
P Person
M Meszage [numbered by temporal zequence)
L Budience

Figure 2-9. Rafaeli's 1-dimensional concept oérattivity (Rafaeli, 1988, p.120)
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Rafaeli (1988) identified several central premitest may be derived from this
model:

1) “First, not all communication is interactive, andvzea non interactive
communication may contain coherent responses.

2) Second, we are made aware that interactivity isanabedium characteristic.
Media and channels may set upper bounds, removeetsaror provide
necessary conditions for interactivity levels. Badtential does not compel
actuality.

3) Following from this is the realization that much ofie use of new
communication technologies is non-interactive. Ruod interactivity is a
quality of the situation or setting.

4) Last, this model distinguishes between interagtiaitd the feedback of which it
is a subset. Interactivity is the feedback thaated both to the previous
messages related to those preceding them” (Rai®88, pp.119-120).

II.  Two-dimensional concepts of interactivity

Szuprowicz (1995) presented a two-dimensional gqanoé interactivity, saying
that: “in order to understand all issues and pmokleassociated with interactive
multimedia networking and communications it is resegy to define and classify the
various levels and categories of interactivity thame into play. Interactivity is best
defined by the type of multimedia information flgin$.14). The figure (2-10) clarifies
the components of this model:

1. “Information flow: is one of the two dimensions ahd divided the information
flows into three main categories:

a. User-to-documents interactivity: is a traditionedrtsaction between a
user and specific documents.

b. User-to-computer interactivity: is explained as eoexploratory
interactions between a user and various deliveatfqrins.

c. User-to-user interactivity: is explained as collative transactions
between two or more users.

Within each of these categories multimedia infoioratflows depend on

interactive access interfaces, broadcasting fes|itor object-oriented manipulation of
unstructured multimedia elements.

2. Interactive Multimedia elements:
a. Object- oriented manipulation.
b. Distribution (Broadcasting).
c. Interactive access (links).” (Szuprowicz, 19951@pl5).
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Object-orented

manipulation
hAail Database Groupware

Broadmast FPresentation

Mewsletter Informatian
Kiosk
Interactve Hypermedia Graphical user Canferencing
aress Interface training
User-to-documents Lzer-to-com puter Lzer-to-Lzer

Figure 2-10. Interactive multimedia informationvle (Szuprowicz, 1995, p.15)

lll.  Three-dimensional concepts of interactivity

Some researchers (e.g., Coyle & Thorson, 2001, $$0W2002; Steuer, 1992)
indicated that there are three dimensions of iotafigy.

Steuer (1992) conceptualized interactivity basedthoee elements—speed, range,
and mapping, which aid in facilitating users' maragpion of contents based on the
functional approach:

1. Speed: speed of responsiveness
2. Range: range of choice available
3. Mapping: mapping capabilities of medium

Coyle and Thorson (2001) also identified mappirmgesl, and user control as
three important dimensions of website interactivégnphasizing the perceptual rather
than functional aspect of interactivity.

Kiousis (2002) focused on the elements of commuioicato explore the
dimensions of interactivity; Kiousis pointed to dbr factors as being the main
dimensions of interactivity, these factors are: tdwhnological structure of the medium
used (objective speed, range, and sensory comylexhe characteristics of the
communication settings (third-order dependency sowal presence), and individuals’
perceptions (proximity, perceived speed, sensomwaon and telepresence). The
graphic illustration shown in figure (2-11) claefi the factors of interactivity.
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Interactivity

/‘\

Structure of Technology Communication Context User Perception

74N VANV N

Speed Range Timing Sensory Third-Order  Social Froximity Sensory Perceived
Flexibility Complexity Dependency Presence Activation Speed

Figure 2-110Operationalization of interactivity (Kiousis, 20q2378)

IV.  Four-dimensional concepts of interactivity

An example of a four-dimensional concept of intéxaty, where four dimensions
of interactivity can be found in the writing of Gte 1995; Jensen, 1998; and Zack,
1993. For example, Zack (1993) suggests thatdhewiing key factors emerge from
the literature as elements of interactivity: th@wtaneous and continuous exchange of
information; the use of multiple nonverbal cuesige tipotentially spontaneous,
unpredictable, and emergent progression of reménksability to interrupt or preempt;
mutuality; patterns of turn-taking; and the useadfacency pairs. He explicated the
importance of managers' use of electronic messdgingngoing management groups
performing a cooperative task. Zack identified foueractivity dimensions:

1. Simultaneous and continuous exchange of information

2. Use of multiple, non-verbal cues

3. Potentially spontaneous, unpredictable and ememegression of remarks
4. Ability to interrupt or preempt

V. Five-dimensional concepts of interactivity

Ha and James (1998) pointed out the invalid assomgptof "exchange" and
"mutuality" as the key elements of interactivity evhapplied to CMC context. They
propose that interactivity is “the extent to whidte communicator and the audience
respond to, or are willing to facilitate, each athe&eommunication needs” (p. 8). They
suggest playfulness, choice, connectedness, infameacollection and reciprocal
communication as the five dimensions of interagtivn CMC. Downes and McMillan
(2000) provided also a five-dimensional definitiai interactivity comprised of:
direction of communication, timing flexibility, sea of place, level of control, and
responsiveness and the perceived purpose of coroatiam.

VI.  Six-dimensional concepts of interactivity

Heeter (1989) adopted Rafaeli's one-dimensionagractivity concept and
included responsiveness as one of her six dimesgibmteractivity which includes the
following:
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(1) “Complexity of choice available: This dimension @etd to selectivity and
concerns the extent to which users are provideth witchoice of available
information (information in this context includesyasort of media content, be it
entertaining, persuasive or educational).

(2) Effort that users must exert: It is the amountfédrés users must exert to access
information.

(3) Responsiveness to the user: The third dimensiontefactivity is the degree to
which a medium can react responsively to a useed{# systems can also
interpose a human who responds to user queriesgxample, the telephone
operator. Thus media system can be technologicallyumanly responsive to
users).

(4) Monitoring of information use (when a system caackr users for example).
New technologies are changing the nature of feddbafth traditional media
such as television, radio and newspaper feedbaeksrprimarily to media users
calling or writing to the station management ort@di. And with some of new
technologies, user selection of information canabeontinuous monitoring of
system use such as videotext central computersinggractive cable television.
The potential for continuous monitoring of systerse thas implications for
billing and for programming system content to mesar interests.

(5) Ease of adding information: With some new techneegusers actually act as
an information source, providing information thatcarried on a media system
to other users. Broadcasting television carrietually no user- programmed
content (with the occasional exception of an editocomment). Electronic
bulletin boards, on the other hand, are computsedaystem that link users by
telephone to public message databases comprisedstalemtirely of user-
generated content. A fifth dimension of interadyivs the degree to which users
can add information to the system that a mass,ffeneintiated audience can
access.

(6) Facilitation of interpersonal communication: Thisndnsion means the degree
to which a media system facilitates interpersonaimunication between
specific users. (Many technologies such as broade#evision allow for no
interpersonal communication)” (Heeter, 1989, pp-224).

VII. Factors of interactive communication

In light of the previous review of the dimensiorfdrderactivity and based on the
suggested definition of interactivity, the commuation should contain four types of
conditions to be interactive; these conditionsratated with sender/receiver, medium,
message and communications settings.

1. Users (sender/receiver)
In interactive communication, one cannot differat&i between sender and
receiver because their roles are interchangeatule, s
a) Users should perceive that they have greater dordfothe
communication environment and they should be ableontrol the
communication process.
b) Users should find the communication to be resp@nsiv
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c)

d)

9)

2. Medium

Users should perceive that the goal of communinai® more
oriented to exchanging information than attemptiog persuade.
(Downes & McMillan, 2000).

The roles of sender and receiver should be integdable among
participants.

Exchange and activity among users is usually nacgss

For the most part, communicators can be human ahime, often
contingent upon whether they can function as bahders and
receivers.

They should be able to perceive the differenceslewels of
interactive experiences.

The characteristics of an interactive medium cobkl summarized in the
following points:

h)

)
k)

3. Message

An interactive medium enables all participants (sjs¢o actively
communicate. For example Internet enables the us@rs
communicate actively through its tools such as earaihat.

It provides alternatives of communication time teah the time
demands of users. Regarding this point, CMC is moteractive
than interpersonal communication because the iktieraof CMC
can be done synchronously or asynchronously siet enables
users to communicate synchronously, but e-mail lesathem to
communicate asynchronously.

Speed — an interactive medium should transmit thesages among
the users speedily.

Giving the sense of place through the use of meltiia applications
such as photos, video, and audio.

Having an interactive environment and tools (sushemail, chat,
electronic bulletin board, newsgroups, search engind capacity of
adding comment or feedback).

m) The interactive message should be not only sent ender, but also

n)

0)
P)

selected from receiver.

The message should be updated

It should be personal, interconnected and exchénhgea
It should be related to the interests of the users.

4. Communication settings

Q)
y

Timing of communication is flexible enough to meiie time
demands of participants.
The communication environment creates a senseaoépl
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2.2.3 Types of interactivity
There are many classifications of interactivitye tlable (2-2) highlights the most

popular classifications of interactivity.

Perspectives of Kinds of interactivity
Classific ation

Interactivity of | Interactmatyof | Interachvibyof
Communication | Interpersonal hviass Computer-
type communication |commumcation | mediated

€ omHIn Cation

User-to- User-to- User-to-user
Communication | documenis comprier
elements interacivity interachaky
Communication | Monologue Feedback Responsive MNnhal
direction Dialogue Dizcourse
Communication | Expected Actual Perceived
periods Inferactivity Interac vty Interac tivity
Interaction tools | Navipational Funectional Adaptive

Interactivity Interac ity Interacbivity

Table 2-2. Types of Interactivity
I.  Dividing Interactivity according to communication type

Based on the communication type, Interactivity isictkd into three main
communication types:

(1) Interactivity of interpersonal communication

Interpersonal communication is defined as “onefie-@r one-to-few, face-to-
face, and direct without any equipment or technplogervening between the sender
and the receiver” (Norman & Russell, 2006, p.7).nMaesearchers in the field of
interactive communication have confirmed that ipéesonal communication and
especially face-to-face communication is the idgpk of interactive communication:
“face-to-face communication is held up as the mdmalause the sender and receiver
use all their senses, the reply is immediate, t@nsunication is generally closed
circuit, and the content is primarily informal atlid” (Durlak, 1987, p.744). The model
in figure (2- 12) clarifies the interactivity ofterpersonal communication.
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Sender

J Eecerrer

'y

Feedback {Interactivity)

Figure 2-12. Interactivity of interpersonal comnuation

(2) Interactivity of mass communication

The degree of interactivity in mass media (e.g.spper, radio, television) is so
weak, since “there is a long tradition of dissaitsion regarding the limited one-way
communication of mass media. Lack of interactivitgis a concern for media critics
long before the term "interactive" became an ieffabuzzword in the age of the
Internet” (Schultz, 1999, p.2). Rafaeli (1988) igew the feedback of mass media
audience and they considered it non interactivefigere (2- 13).

Content 1  Ifedium

©
©
©

Figure 2-13. Interactivity of mass communicatioroftrhan, Novak & Chatterjee, 1995)

Figure (2-13) presents a simplified model whichifigg many models of mass
communication. The primary feature of this figusea one-to-many communications
process, whereby the Sender transmits through aumet receivers (R). Depending
upon the medium (broadcast, print, billboardshaesitstatic (text, image and graphics)
and/or dynamic (audio, full motion video and aniima} content can be incorporated.
No interaction between audience and senders iemres this model. Virtually all
contemporary models of mass media effects are basetis traditional model of the
communication process (Hoffman, Novak & Chatterfis395).
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(3) Interactivity of CMC

CMC is an interactive communication process tlsapresented through new
media, particularly the Internet. It has a highreegf interactivity, see figure (2- 14).

Content

5
@2
r

i

Idessage

y

F Y
L - — — d Content 1:———(Use>

Figure 2-14. Interactivity of CMC (Hoffman, Novak &hatterjee, 1995)

[I.  Dividing interactivity according to communication dements

Interactivity could be divided into three basic gommication elements, which are
as follows: 1) the user-to-user; 2) user-to-docusieand 3) user-to-system traditions of
interactivity that have been evolving for decaddewever, distinctions among these
traditions are arbitrary. For example, the usewunder tradition focuses on human
communication but issues such as how readers rdsfmomewspaper editors, while
clearly part of the human communication traditiatso cross over into the user-to-
documents literature that addresses how peopleacttevith content and content
creators. Yet, despite the relatively arbitraryunatof the distinctions, these three
research traditions provide a basic framework feestigation of the past, present, and
future of interactivity. While each tradition isated separately, areas of overlap among
these traditions will also be probed (McMillan, B)0

[ll.  Dividing interactivity according the direction of communication

McMillan (2002) has divided interactivity accordingp the direction of
communication, as follows:

1. “Monologue: involves primarily one-way communication and risielly little
receiver control over the communication processesembles both allocution
and press gentry. Senders create and dissemiatient to attract an audience,
promote a product or service, build a brand, ofgoer some other persuasive
communication function. Most commercial websitesvjle an example of
monologue.

2. Feedback: still primarily one-way communication but it alleweceivers to
have limited participation in the communication ggss. Feedback tools such as
e-malil links allow the receiver to communicate wtitle sender. However, in this
model, the sender and receiver roles are still \bsyinct. Even though the
receiver may communicate with the sender, thermiguarantee that the sender
will respond to the Feedback that has been received

3. Responsive dialogueenables two-way communication but the senderngtai
primary control over communication. Responsive ajae may take place in
environments such as e-commerce in which the senuskes goods and
services available, the receiver selects and oxdkssed goods/services, and the
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sender acknowledges receipt of the order. Onlirstoooer support sites, and
sites that solicit volunteer participation in nomit organizations, may also
utilize Responsive dialogue.

Mutual discourse: enables two-way communication and gives receiaegseat
deal of control over the communication experieridegs strongly resembles the
conversation and two-way symmetric models. The eemohd receiver roles
become virtually indistinguishable in environmestsh as chat rooms, bulletin
boards, etc.” (McMillan, 2002, pp. 275-277). A keymutual discourse is that
all participants have the opportunity to send autive messages, see figure (2-
15).

Direction of communication

One-Way Two-Way
Feedbaclk Mlutual discourse
High
QD
Level of L Monologue Eesponsive dialogue
oW

receiver
control

;

S = Sender, R = Receiver, P = Participant (sender/receiver roleg are
interchangeable).

Figure 2-15. Four models of user-to-user interégtiMcMillan, 2002. p. 276)

IV.  Dividing interactivity according to periods of the communication
process

Interactivity could be divided according to thesenmunication elements:

“Expected interactivity can be defined as the eixténnteractivity that a person
expects to experience during a prospective interaavith a medium” (Sohn,
Leckenby & Lee, 2003, p.119).

“Actual interactivity could be defined by focusimg the features of a medium
or capabilities of creating interactive contentregssages” (Wu, 2005, p.6).

“Perceived interactivity of websites by site-visgois defined as the
psychological state experienced by a site-visitmind) the interaction process”
(Wu, 2005, p.10).
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Ezpected

Preceived
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interactivity
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interactivity
F

Experience

Actual
interactivity

Figure 2-16Types of interactivity according to periods of commitation process (Sohn, Leckenby &
Jee, 2003, p.118)

Figure (2-16) illustrates “the circular process tbke interactivity perception
formation based on the interplay between prior-etqi@on, interaction, and post-
evaluation. For example, a consumer may have aioddvel of subjective expectancy
about an interaction with the web in general befoeeor she experiences an actual
interaction with a website. His or her evaluatidrtiee website’s interactivity may be
made based upon his or her prior expectancy ofadti®ity after having an actual
interaction experience. In turn, this post-evalanf website’s interactivity makes him
or her modify his or her expectation of interadtiioward the web” (Sohn, Leckenby&
Jee, 2003, p.118).

V. Dividing Interactivity according to interaction tools

Interactive options on websites can be subdivided three types or forms: 1)
navigational interactivity (through "Next Page" aighck to Top" buttons or scrolling
menu bars), 2) functional interactivity (throughredit mailto: links, Bulletin Board
Systems (BBS) and moderated discussion lists, aratl&ptive interactivity (offering
chat rooms and personal customization through "swels design”) (Deuze, 2003).

Because of the importance of CMC as interactivernamication, the researchers
allocate the following part of this section to ex@ the concept of CMC, its
characteristics and online communication as thet imgsortant type of CMC.

2.2.4 CMC as interactive communication

New media technologies (e.g. Internet, cable tsiemi home computer, video
cassette recorder (VCRs), satellite transmissidectrenic delivery of information
(videotext and teletext), hypermedia (a new medibat combines publishing, video,
audio, and computers), CD-ROMs, high definitionewdion (HDTV) (Severin &
Tankard, 1992) have created a new type of commtioicand “have led to strikingly
different communication behaviors that require aghhidegree of individual
involvement”’(Rogers, 1986, p.31). This new typecommunication, or what has been
called computer-mediated communication (CMC), hasque characteristics that
distinguish it from other types of communicationt@rpersonal communication, group
communication, and mass communication) and it @ostamany different
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configurations of communication; its varied formeow the connection between
interpersonal and mass communication.

I. Concept of CMC

CMC is not only “communication that takes placéas®=n human beings via the
instrumentality of computers” (Herring, 1996, p.Ayt also “it is an umbrella term for a
range of computerized information and communicatemhnologies of which the most
notable is electronic mail, but which also includelectronic discussion groups,
electronic bulletin boards, computer conferencipgsteams, groupware and more recent
Internet applications such as the world wide wéBtMurdo& Meadows, 1996, p.348).

“It has become a truism that CMC systems, as coedpawith previous
communication technologies, are cheap, fast, antbdeatic; as such, their popularity
continues to grow. Every year, it seems, a new tfpeMC enters the scene: ICQ ("l
Seek You"), instant messaging (IM), short-messagargice (SMS, also known as text
messaging or "texting"), and web logs (blogs)” (tteg, 2004, p.26). Terms like digital
convergence, online media, new media and virtuaimanity began to spread both in
practice and also in scientific research. As a equence, the question of the impact of
the Internet on traditional mass media has devdlape a number of fruitful empirical
studies and theoretical discussions (Oblak, 2005).

Il. Characteristics of CMC

CMC is fundamentally different from other modes informational exchange
(Greenberg, 2008). Its technology has made commatioic much easier and less
expensive. New media have many advantages thatgligth it from traditional mass
media such as: interactivity, multimedia, demasatfon, selectivity, synchronization,
asynchronization, immediacy, inexpensiveness, proatratic forums, speed ....etc.
CMC represents more than a mere technological agvaver what has gone before. “It
can't be accurately assessed by only measuringptierd and efficiency with which it is
capable of communicating messages or the diverag af modes that it can employ in
reaching its audience. CMC is capable of bridgingeh geographical distances, and
creating communities of persons where there hadrédieen only groups of isolated
individuals. But it has also fundamentally alterd@ nature of communication by
permitting communicators to create their own idgnénd reality” (Greenberg, 2008,
p.230).

1. Interactivity

Interactivity is generally assumed to be a natwatitibute of face-to-face
conversation, but it has been proposed to occ@ME settings as well. For example,
interactivity is one characteristics of two-way lealystems, electronic text systems,
and some programming work as in interactive vidames. Interactivity is present in
the operation of traditional media, as well. Thempdmena of letters to the editor, talk
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shows on radio and television, listener particqratin programs, are all characterized
by interactivity (McMillan, 2006).

2. Two-way communication

Interactive communication (CMC and interpersonahpminication) is two-way
communication. In interactive communication, botldes (sender and receiver)
exchange messages. Two-way or multi-ways commuaorcdas present as soon as
messages flow bilaterally (Schultz, 1999).

3. Synchronization & A synchronization

Interactive communication (particularly CMC) can dene synchronously or
asynchronously; chat rooms are an example of yjpie bf information exchange that
often occurs synchronously. On the other hand, ssitegoroducers welcome the use of
message boards and used them actively to creatblia ppace for users of the website.
The message boards, or forums, allow the audiemaminmunicate asynchronously
with other users, sometimes publicly and sometipr@gately, one-on-one. Message
boards thus exist outside the traditional jourtiglisphere of mass communication in
which the roles of senders and receivers are distin the online message board
environment, the audience can become both senddrseaeivers of information in an
open environment (Chung, 2007). CMC is “synchronousasynchronous electronic
mail and computer conferencing” (Walther, 19922.5

4. User control

Rogers and Allbritton (1995) defined control as €‘tldegree to which an
individual can choose the timing, content, and sega of a communication act, search
for alternatives, enter message content into ségreig., the two or more participants in
the interactive communication usually share cordxar their exchange of information”
(p.180). For this reason, they prefer to call thdividuals involved in interactive
communication ‘participants’ rather than sourced @ateivers.

5. Telepresence

Telepresence means a moment-by-moment feelintgatiadicates that the sense
of presence is limited to one environment (Kim &&», 1997). Internet gives its users
the sense of presence through its interactive @s\such as Internet Relay Chat (IRC),
online conferences and mailing lists.

6. Massification & demassification

More recent theories of CMC emphasized the effettds 'massification’, the
interactive forms of CMC, such as UseNet conferentiRC or mailing lists, searching
for information, do not require the kind of actiyersonal involvement which is
associated with engagement in specialized disauggioups (Oblak, 2003). And the
convergence of communication technologies has fé¢hie fear of demassification, as
audiences become more and more fragmented (Mor@g&n, 1996).
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7. Selectivity

Selectivity in interactive communication is theenttto which users are provided
choices of available information. So, the more chsithe user has or the more choices
the medium provides mean the higher interactivitthe user or the medium (Chung &
Zhao, 2004).

8. Communication technology

“CMC is used to refer to a wide range of techn@egdhat facilitate both human
communication and the interactive sharing of infation through computer networks,
including e-mail, discussion groups, newsgroupst,cinstant messages, and web
pages” (Barnes ,2003, p. 4).

9. Impersonal, interpersonal, hyperpersonal

CMC is impersonal, interpersonal and hyperpeaksocommunication (Walther,
1996):

a) “CMC is impersonal in natural or experimental se&j where participants
have restricted time frames for interaction or whbe purpose of the
interaction does not include interpersonal goalhanfirst place, conditions
that may be uncommon. Additionally, CMC is impem@lowhen such an
effect is desired and implemented through spetfibinological aids such as
anonymity and thick layers of software imposedriatéon structures.

b) CMC is interpersonal when users have time to exghanformation, to
build impressions, and to compare values.

c) CMC is hyper-personal when can users create impressand manage
relationships” (pp. 32-33).

These characteristics of CMC are interconnectedrelated with interactivity; for
example selectivity is related with user controtl all the characteristics (e.g., speed
involved with using communication technology, mésation and demassification,
telepresence, synchronization and asynchronizaligal) to interactivity.

[l. Online communication

Online communication is considered the most imparfarmat of CMC and it is
practiced on the Internet. Consequently, online roomcation technology contains
emails, bulletin boards, user groups, chat roomd,veebpages. It has applications such
as online journalism, online advertising, e-commetc, and it emerged as a pervasive
and significant medium of communication in the 12880s (Soukup, 2000). Figure (2-
17) clarifies the relationship between CMC and m&ltommunication.
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Online
Communicatio

-

Figure 2-17. Relationship between CMC and online

“When the Internet began to emerge in the publitscmusness around 1995 or
1996, no one really believed that it would diffuggough the global economy as
quickly as it has. Consumers were generally inckffié and business executives thought
they had ample time to understand and adapt toeitpgirements of the new medium.
To the surprise of all, it has diffused throughthé global economy more quickly than
any other medium. The radio took over seven tingebag to reach 50 million users,
even cable television took twice as long” (Robe2803, p. 6). The Internet has a
number of characteristics those differentiate ainfrany other medium or channel in
history and that have contributed to its rapidudifbn. The unique characteristics of the
Internet or online communication could be identfia the following:

1. “It provides a single, common platform for commuations and transactions
throughout the world.

2. Consumer and business can obtain information frony a&eb-enabled
organization quickly and a little or no cost.

3. The interactive nature of communications in thiddam; since the Internet has
many interactive tools such as: IRC, Multi-User Deans (MUDs), e-mail,
search engineglectronic Bulletin BoardNewsgroups.

4. lItis global in scope. Assuming that the necess#rgstructure is available, any
individual, business or nonprofit organization iretworld can connect to the
Internet and access its functions in exactly theesevay as other users.

5. It offers the opportunity for organizations to ccetg on a level playing field
regardless of the size or distance.

6. The Internet is an always-on communication netwdrlallows consumers and
businesses alike to access information, entertaihmraad businesses services.

7. It is a many-to-many communications network, as gared to one-to-one
networks like telephone or one-to-many systems ligkevision or radio
broadcast.” (Roberts, 2003 p. 7-8).
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There are many areas of online communications:

(1) Online Marketing

Online communication allows millions of people torfsthe net in search of
entertainment, information, sense of community, emehmercial exchange (Roehm &
Haugtvedt, 1999). “The tremendous growth of thenmet, and particularly the web, has
led to a critical mass of consumers and companatcppating in a global online
marketplace. The rapid adoption of the Internedaommercial medium has caused
companies to experiment with innovative ways ofkating to consumers in computer-
mediated environments. These developments on teenkt are expanding beyond the
utilization of the Internet as a communication noedito an important view of the
Internet as a new market” (Hoffman, Novak & Chaétey 1995, p.1).

(2) Political medium

The interactive nature of the new media, partidyldre Internet, “has opened up
a space of much greater democratic possibility” QMesney, 1996, p.2). “Proponents
of online communication promise that online discwss will increase political
participation and pave the way for a democratidigipation” (Papacharissi, 2004,
p.10).

(3) Social interaction

“The proliferation of chat rooms on the Internets haeated opportunities for
individuals to engage in social influence atteniptshours a day, 7days a week, and
365 a year. Owing to the unique properties cybeespdfords its users, social influence
attempts over this new medium may not be similathtd of face-to-face interaction”
(Okdie & Guadagno, 2008, p.478).

(4) E -learning

The Internet has become an important medium farhieg and learning, such as
course outlines and lectures notes posted on ait@ebmail, assignment submissions,
class mail lists, online references, and onlinetacts with researchers or teachers
(Amundsen & Sohbat, 2008).

Aside from the aforementioned areas, there are rfialts (e.g. Health, lifespan,
instructional, virtual organizations, online joulisen, online TV, and radio stations)
that use the Internet for many purposes (Thurlosndel & Tomic, 2004).
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2.3 Online advertising

Advertising is changing, much more deeply thanegms, and the new media,
especially the Internet, are undoubtedly the sieotor driving these changes. A simple
glance at the online advertising scenario andatelbpment is sufficient to see that we
are dealing with a fundamentally different formocoimmunication to advertising as than
previously understood. It is also developing amehdéforming at a much faster pace, so
fast indeed that we are unable to assimilate taagés (Solana, 2006).

The Internet is considered the most important nmaddfi CMC because it has all
advantages of CMC that distinguish it from tradiab media (e.g., interactivity,
synchronous and asynchronous communication, fygcggrweb, multimedia, etc), and
it contains many different configurations of comnmation, its varied forms show the
connection between interpersonal and mass comntigricalhese advantages help
marketers and advertisers to present their adearasts by interactive and effective
way. Blattberg & Deighton (1991) reported that adyvertiser's dream is to increase
communications with customers and build positivienactive relationships with them,
and this dream has become a reality with the dewedmt of new technology, especially
the Internet.

There are an endless number of quotations conggmhi@ importance of the
Internet as advertising medium like:

“The Internet no longer is being treated as thpdtidd of media. Advertisers are
beginning to see the Internet as a medium theyirdagrate and plan for in the same
fashion they plan for TV” (Shaw000, cited in: Schumann, Artis & Rivera, 2001,))p.7

“The world wide web is becoming a significant commitations tool for
businesses and organizations. Websites are usegpostakeholders up-to-date, provide
information to the media, gather information abquiblics, strengthen commercial
identity, and a host of other public relations fumas” (Hill & White, 2000, p.31).

“The Internet has become a mass communication medised by corporations
for marketing, advertising, and public relationggmses. It has created a new type of
public that seeks information more actively thaostnreached through traditional mass
media such as television” (Peng, 2001, pl).

2.3.1 Concept of online advertising

Online advertising has been defined as the “corererg of branding, information
dissemination, and sales transactions all in oaeefl(Zeff & Aronson, 1999, p.12). It
could be viewed as any selling message on theneitéCho & Leckenby, 1999).

The interactive advertising includes ads on videwgm home shopping/
infomercials, CD-ROMs, commercial online servickgernet, Kiosks, virtual reality
but the online advertising becomes the dominaetraative medium (McMillan, 2007),
so online advertising is considered one form cériattive advertising, or “intermercial”
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(Garrand, 1997). Leckenby and Li (2000) definecnattive advertising as “the paid
and unpaid presentation and promotion of prodwsesjices and ideas by an identified
sponsor through mediated means involving mutualomacbetween consumers and
producers” (p.23).

2.3.2 Birth and Development

On October 27, 1994, HotWired (www.hotwired.compumyht paid advertising
into the web (Sterne, 1997). “In the 1990s thet fwebsites were presented on the
commercial sites or information platforms. Mosttleém were more or less one-to-one
realizations of printed counterparts. But currgntlifferent forms of one-, two-, and
multi-way communication are realized on the Int€rrf@anoschka, 2004, pp. 47-48).
Since that date, online advertising is growing 8gyday; the Interactive Advertising
Bureau (IAB) announced that revenues exceededI$llioh for the second quarter of
2008, the results are nearly (12.8 percent) higjen the second quarter of 2007 (IAB,
2009). “The continued growth of online ad revenwdsarly illustrates marketers'
increased comfort with the extraordinary vitalitydaaccountability of this medium; it
reaches consumers with an unprecedented levelfiocfeaty and measurability that
provides marketers with actionable data. And therehanging landscape of new
platforms and technologies that enrich interactjuarantees that this growth trend will
continue” (IAB, 2007, p.2). This rapid growth inloe advertising revenues refers to
the viability of online advertising as an altermatito traditional advertising (Choi &
Rifon, 2002). The online advertising revenue frod®2 to 2008 is shown in figure (2-
18).

Internet Advertising Revenues
in Q3 '08 at Nearly 55.9 Billion

11% Increase from Q3 07, Up Slightly
from O '8 Despite U.5. Econemic Woes
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Figure 2-18. Online advertising revenue (2003-2008m IAB, 2009
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2.3.3 The differences between online advertising and loér forms
of advertising

Online advertising is new type of advertising angetising generally “is a paid
form of non-personal communication about an org#tiomn and its products that is
transmitted to a target audience through a massumeduch as television, radio,
newspaper, magazines, direct email, public transpotdoor display, or catalogues”
(Janoschka, 2004, p.16). So there are differemstyd advertising according to the used
medium, these types are shown in figure (2-19).

Advertising

|
! !

Traditional advertising Cnline advertising

— l

_ Web ads
Conventional b A
advertising {Webhsites, pop-up, emails,
e {Direct mails, newsletters, direct group
(Print a F:: F _ Coupon ads mailings, infomercials....
commercials, radio etc) ete)

commercials...etc)

Figure 2-19. Categorization of advertising (Jankac2004, p.16)

Online advertising, likes other types of advergsinattempts to present
information in order to affect a buyer-seller tracison. But it differs from other media
by the following characteristics:

1. Interactivity

Online advertising differs from other types of adigng by enabling consumers
to interact with the advertisement; “consumersdaik on the ad for more information,
or take the next step and purchase the produdiarséame online session as well as
consumer can even purchase products from withilnerhdvertisements” (Zeff &
Aronson, 1999, p.9).

2. It “compresses” the hierarchy of effects.

“Advertising traditionally took place in the medighile the retail environment
was the place to focus on changing behaviors...... Buthe Internet all the lines blur
and compress. Banner ads might build awarenessbodrad, but they are most often
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also designed to encourage “click-through” to a sitebthat often sells the products or
services presented on the banner” (McMillan, 2@0X9).

3. Intrusiveness

Researchers have also examined intrusiveness, c@r tleereof, as a unique
characteristic of Internet advertising. For examfxeost ads appear during the breaks
of television watching or as an intrusion into teading flow of a magazine. But online
ads are positioned at least one click away frombtr@ner, hyperlink, or other Internet
ads. In essence, the consumer has to request tathad than having it intrude upon his
or her life. But online advertisers have becomeal@t making their ads intrusive with
tools such as pop-up ads that appear on top ofsaage, pop-under ads that stay on a
screen after the target website is closed, inteistds that “take over” the screen and
so forth” (McMillan, 2007, p.20).

4. Personalization

“In the context of advertising communication, theent advertising media has
traditionally been applied to mass communicationdimein order to distinguish
advertising from personal selling, direct advenmgsi and individualized sales
promotions. However, the power of information temlogy to transform mass
communication into personalized messages may eagnghift the focus of traditional
mass advertising to more concentrated and focusedraces” (Pavlou & Stewart,
2000, p.32).

5. Availability and cost

“Online advertising is available 24 hours a day apdo 365 days a year at very
low cost, compared to traditional media communadtiJanoschka, 2004, p 47); “It is
much cheaper to let the customer find informationaowebsite than it is to hire a
salesperson. A download or viewable sample costsativertiser nothing” (Garrand,
1997, p.149); since there is no comparison betweemrost of online ad and the cost of
an expensive broadcast or print ad.

6. Online shopping

Online shopping is the most important online besgfit can incorporate new
interactive features to catalog shopping, suchnaalénquiries to sales representatives,
discussion forums for customers or voice and vidpplications (Spiller & Lohse,
1998);consumers now can buy or sell products thraugine shopping stores (e.g., e-
bay, Amazon, Conrad, etc).

7. Unlimited space

The advertiser can get a user to a website, amdthieeadvertiser can use as much
spaces needed to present the products. A websiteasee links to dozens of pages and
images within the advertiser’s site and links tated sites that might help the user
understand the product. This is far cry from theese space limitation of broadcast or
print ad (Garrand, 1997).

50



Chapter 2 Theoretical background (online adveugjsin

Online advertising is also different from other adising types in that, since, it is
able to engage people in round-the-clock, direatl simultaneous communication. It
also provides corporations with more control ovee tnformation content and its
dissemination. The Internet has changed the waypocations communicate and
presents great opportunities, as well as new caigele, to advertisers and corporations.
In short, the Internet rewrites the rules of margtommunication (Weber, 1996).

2.3.4 Functions of online ads

Online ads need to achieve at least three impofftamttions in order to be
effective: they should attract the user’s attentithiey aim to motivate users to click;
and online ads should meet user’'s expectationso¢daka, 2004). The function of
online advertising “comes from its vertical integpa of three marketing channel
capacities: communication-the exchange of inforamatbetween the seller and the
buyer; transaction- the buyer pays for the titlggoedd; and distribution- the move of the
purchased good from the seller to the buyer. Tigaraed function also comes from
the horizontal integration of all forms of marketincommunication, including
advertising, public relations, sales promotion, amect marketing” (Li & Leckenby,
2007, pp. 203-204). As a marketing medium, therihge presents many advantages
over traditional media. With the Internet capabpitib target customers, advertising it's
more efficient; with its flexibility in interactingvith customers, the web combines many
functions of marketing in an organizationally supemprocess (Mangani, 2000). For
business, online advertising offers potential bimethat are not available through
traditional advertising medium; Schlosser and Kai(1®99) identified the benefits of
online advertising in: Information richness, easaipdating, brand information, data
collection global exposure, customization, enhaogstomer-company relations, role
playing, and purchase facilitation:

¢ Information richness

“The nature of television, radio, billboard, andinprconstrain a traditional
advertisement to one short, memorable messageorBie advertising message is no
longer so constrained. The Internet allows for camitating to consumers
substantially more content — rich product informoati(Schlosser & Kanfer 1999, p.42).

e Ease of updating

“Maintaining an online ad is less costly than maiming traditional ads;
furthermore, online information can be quickly aedsily changed and updated”
(Schlosser & Kanfer 1999, p.42).

¢ Brand information

“The good online ad contains more brand-relevamfbrmation important for
building brand image, for example the commercialbsiie can provide detailed
information about the company and its products asetvices’(Schlosser &
Kanfer,1999, p.42).
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e Data collection
In exchange for this information and/or other pradacentives, the company can

easily collect detailed data about their Internedrkat. As well as obtain precise
measures of which pages in their sites were visitadhow long, how the individuals
came to the site, and where the visitors originaiée@ Internet also has the capabilities
to gather consumer reactions to current produalsads (Schlosser & Kanfer,1999).

e Global exposure

“The Internet expands the company’s market to ihelglobal markets, allowing
those from around the world to visit the websitali@e advertising is aimed to promote
and sell products and services of various compamethe global market through
Internet” (Mittal et al, 2006, p.222).

e Customization

“The interactive nature of Internet allows for gezaflexibility than traditional
media in type of information transmitted and thethnod of transmission” (Schlosser &
Kanfer 1999, p.43).

¢ Enhance customer-company relations

Internet ads can also be used as a customer seveitele. For instance,
relationships can be enhanced through being availgibn demand all day, every day,
reducing purchase uncertainty through online prtelicals or demonstrations, and
providing online, up-to-date, accurate technicg@psut (Schlosser & Kanfer 1999).

¢ Role playing

The Internet has capabilities in creating more yesive engaging ads. Through
role-playing, the consumer generates argumentavorfof the product, which is often
more persuasive to individual than mass argum&uisi¢sser & Kanfer 1999).

e Purchase facilitation

The Internet can facilitate purchase decision bgvigiing detailed products,
purchase details, giving consumers the option gfrguat that moment from their own
homes (Schlosser & Kanfer 1999).

e Integration with conventional advertising

“The real power of Internet advertising lies in itgegration with conventional
advertising to maximize its impact” (Li & LeckenB2p07, p.218).

2.3.5 Types of online advertisements

According to Thorson (1996), advertisements carclassified into five basic
categories: product/service, public service annemant, issue, company and political.
This classification can be applied to any mediumgjuding the Internet. For example,
online ad for a product (e.g., Palm 1V), serviceg(efree e-mail), corporation (e.g.,
hp.com) or health issue (e.g., give blood to theeAoan Red Cross). “Online
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advertisements can also be classified accordirgstorical development and technical
improvement, from statistic to animated and laterirtteractive ones.” (Janoschka,
2004, p. 50). This classification is shown in figi{2-20).

Web advertisement

¥
static weh Animated Interactive
ads weh ads web ads

Figure2-2Q. Classification of web ads (Janoschka, 7, p.49

This classification divided web advertisements irfftlowing three types
(Janoschka, 2004, pp.52-59):

1. Static web ads

“The first — stage web ads are called static; stheg cannot implement animated
graphics, but are fixed images. This means theoalis one possible visual appearance
of the web ads. Static web ads attract users’ tateronly through their textual
information and static graphic design. Due to thetéd space, only the most necessary
information can be given” (Janoschka, 2004, p.BRjure (2-21) illustrates this type.
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2. Animated web ads

“The second-stage web ads are called animatede theb ads are online images
that use the graphic format GIF. This format enalihe presentation of a sequence of
pictures which creates the impression of moveniEme. element of animated web ads
can be repetitive, changing or can stop at a cegaint. Having more than one static
image at their disposal, animated web ads can gmltreir advertising message by
exploiting additional space. In other words, they grovide more information than
static web ads” (Janoschka, 2004, p.56). Animatel ad is illustrated in figure (2-22).

L P pom—
1 5= =
T = g

] =0

Figure 2-22. Animated advertisement




Chapter 2 Theoretical background (online adveig)sin

3. Interactive web ads

“The third - stage web ads are called interactitiese web ads seek interaction
with users, but this is more than a mere clickytkenploy another communication
strategy. They persuade users to click by offer@ngindividual information search
based on the users decision” (Janoschka, 2004). p.59

Interactive web ads implement elements which enabézs to type in data, e.g.,
keyword search in figure (2-23), or to select ptedained issues, e.g., interactive
interstitial in the same figure (Janoschka, 2004).
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Figure 2-23. Interactive advertisement

2.3.6 Online advertising formats

The format of the ad simply refers to the mannewiich it appears. Rodgers and
Thorson (2000) identified five formats of ads found the websites. These were
banners, interstitials and pop ups, sponsorshigs, media hypertext links, and
keyword searches. It is important to note that ynagtions are available. “Advertisers
and publishers are not limited to these choicesjelver. They can choose a variety of
hybrid-sponsorship formats such as tabs” (Ha, 2@32). Other researchers have
created similar, but somewhat different categoiesuding advergames and email ads.
For example, Li and Leckenby (2007) divided onladvertisements into: banner ads,
sponsorships, interstitials, email, classifiedghrimedia, keyword search, referrals,
slotting fees, advergames, and 3-D visualization.

IAB (2005) has established unit definitions for thaine advertising industry in
the United States. According to their latest statslaonline ad units can be categorized
into one or more of the following overlapping greugearch, classifieds, referrals/lead
generation, email, rich media, ad banners, spohgssand slotting fees. A few
additional formats have begun to emerge and otrerkely in the future.

While there are a variety of formats to describénenadvertising, some of the
most commonly recognized are banners, sponsorshipsstitials, pop-ups, rich media,
keyword searches, classifieds, hyperlinks and welitself. These are defined below.
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1. Banner ads and buttons

“In the early days of advertising on the Interri®nner was the only vehicle for
delivering advertising messages” (Silk, Klein& Bétn2001, p.137). Banner ads have
been defined as “paid communication (via text, ey video and /or audio) of
information about an organization and/or its prdaduand services by an identified
sponsor embedded within, and visually distinct frioformation provided by an online
service with hypermedia links to sponsor’'s websi(&allagher & Parsons, 1997,
p.266). There are many types of banner ads indjdtatic, animated, transactive,
HTML, Nano site, audio, skyscraper, and button (@dg, 2003). While most banner
ads are large and generally are placed at thertbpttom of a page, buttons represent a
smaller format of the banner style and can be placg/where on a page. Like most
banner ads, they are linked via clicking to thensoo's site. “Buttons were embraced by
consumer and advertisers throughout the web fabi@n banner advertisements-
probably because they always led to free downldadsbftware” (Zeff & Aronson,
1999, p.46).

IAB (2005) has identified the sizes of banners bottons to: 468 x 60 - (Full
Banner), 234 x 60 IMU - (Half Banner), 88 x 31 IMUMicro Bar), 120 x 240 IMU -
(Vertical Banner), 120 x 90 IMU - (Button 1), 12060 IMU - (Button 2), 125 x 125
IMU - (Square Button), 728 x 90 IMU - (Leader bogfdhese sizes are shown in figure
(2-24).
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Figure 2-24. The sizes of banner and button

2. Sponsorships

A sponsorship in an online context can be defiaed“an indirect form of
persuasion that allows companies to carry out niagk@bjectives by associating with
key content” (Rodgers & Thorson, 2000, p.57). Apaged to other formats of online
advertising, online sponsorship consists of makimg sponsor's identifying logo or
brand name clearly visible, but not necessarilgrumote a specific product or service.
“Online sponsorship involves placements of the spde identify (company logo or
brand name) in sponsored websites to build goold-(lil & Leckenby, 2007, p.212);
this means the goal of the sponsorship ad is tmpte a feeling of good-will toward
the sponsoring company more than to build trafiithie sponsor's site.
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Marketers can sponsor existing site content theat believe their target audiences
appreciate. Another kind of sponsorship involves ¢heation and sponsorship of new
online content (Coyle & Gould, 2007). Figure (2-#hjstrates online sponsorship.
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Figure 2-25. Sponsorship

3. Interstitials and pop-ups

“The terms "interstitial" and "pop-up" are oftenedsinterchangeably in trade
articles and/or books. Yet, each represents diitefermats. Interstitials are usually
full-screen ads that run in their entirety betwden content pages. Pop-ups, on the
other hand, appear in a separate window on tomiateat that is already on the user's
screen. This distinction is important for a numbérreasons. First, unlike pop-ups,
interstitials do not interrupt the user’s interaetiexperience because they tend to run
while the user waits for a page to download. Uskosyever, have less control over
interstitials because there is no "exit" optionstop or delete an interstitial, which is
common among pop-ups. In other words, with inteass, users have to wait until the
entire ad has run” (Rodgers & Thorson, 2000, p.54).

Interstitials are full-screen ads that appear Wieen clicks”. In other words,
when a user clicks a hyperlink, the interstitialegubears before the desired new content
is loaded; often, but not always, there is a linthim the interstitial ad to allow the user
to "skip the ad". “Interstitials are animated abattappear in full screen without any
user action to activate them” (Mangani, 2000, p)30&erstitial ads appear between
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two content pages. Also known as transition ad®ramercial ads, splash pages and
flash pages (IAB, 2005), see figure (2-26).
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Figure 2-26. Interstitial
Pop-up ads, on the other hand, open up in a newslerowindow as a result of
clicking on a content link. Some ads are desigegbp up if the user chooses to click
on an advertisement informational link, while othare the undesired result of clicking
on a link unrelated to the pop up ads, see figeH27).
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4. Rich media

“Rich media is a generic term for a broad rangelmérnet ads that feature
dynamic motion, which occurs either automaticaltyimo direct response to the user
interaction. with vector-based graphics that usengsrical formulas to represent
iImages, Java powered or flash-enabled interactigiiyeaming audio and video, rich
media ads can deliver enhanced impact and resuihpnoved user response” (Li &
Leckenby, 2007, p.214). Figure (2-28) shows theetgf ads.
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Figure 2-28. Rich media ads
5. Keyword search

This advertising technique, that resembles bubtddentical to an Internet search
engine such as Google (see figure, 2-29), has beama of the most popular formats
of online advertising. Sites are created that gnozed to redirect consumers to
specific businesses that pay for the privilege thaathan perform a general global
search of all information that is available. “Son@mmpanies now have salaried search
machine marketers who frequently maintain 10,009wiceds and listings; in the
optimization of paid search campaigns, the textating to the keyword, and the
thematic context of the search, now also play amemsingly important role” (Hinz,
AutoScout24 & ScoutMedia24, 2006, p.470). Seardjires play an important role in
marketing and advertising (Green, 2003).
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Figure 2-29. Keyword search

6. Classifieds

Classifieds are very small ads that aim to adwerispecific product or service,
see figure (2-30). Much like their counterpartghe print media, online classified ads
are small, primarily text-based, but also incluggciure of the item for sale as well as a
price listing. Classifieds are typically managed andatabase with large memory
capacity, and are viewed primarily by the targesedlience who make a dedicated

attempt to seek out the information available ire thd (Hinz, AutoScout24
&ScoutMedia24, 2006). As early as 1997 it was bengnrecognized that online

classified ads could be a good addition to a corwyipaadvertising plan (Sterne, 1997).
“In the majority of cases, the large market plasesh as Scout24 and eBay have the
biggest respective available offer of (B2C) and/ge (C2C) adverts on a national and
regional basis. As with the daily newspaper, thestmmportant category markets are
cars, houses, contacts, travel, and jobs” (Hinzo8aoout24 & ScoutMedia24, 2006,

p.470).
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Figure2-3Q. Classified
7. Hyperlinks

A hyperlink ad takes advantage of the basic noatiigpertextual structure of the
Internet; a hyperlink ad is simply text or graphiicat when anyone click on, it takes the
user to a new webpage that either opens in the se@mdow or in a new window.
Hypertext link ads, like sponsorships, tend to tagedess space than other advertising
formats and are often embedded in the text of newtrtainment, and informational
stories as individual words or phrases in the stibrgt are highlighted (Rodgers
&Thorson, 2000).

8. Online advergames

Online Advergaming is the delivery of advertisingessages through online
games. This technique aims to build brand awaretesdfer product information, and
to provide a means to compare similar productsr{gledez et al, 2004). But the degree
to which a brand is integrated into a game varg@sce there are three levels of
integration:

Associative integration is the lowest level, whardrand can be placed in the
background of an activity or event. lllustrativéeigration places a brand in a prominent
position in a game. Demonstrative integration repnés the highest level of brand
integration (Li & Leckenby, 2007). Figure (2-31ludtrates the online advergames.
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Figure 2-31. Two samples of online advergames

Advertising formats are not mutually exclusive fasinstance a banner ad could
include hyperlinks or even rich media. In additimnthe various formats of online
advertising, these ads can also be described hyiffeeent features they include.

9. Electronic mail (e-mail)

E-mail is also used as an advertising medium. S{llein & Berndt (2001)
divided e-mail into two types:
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a) “Direct e-mail which is distributed directly by maters, and

b) Sponsored e-mail where advertiser pays for texthiwita
“newsletter” sent to subscribers.” (p.139).

10.Commercial website

A website itself can also be considered a form afeatising. A commercial
website may be its principal point of contact witliernet audiences (Silk, Klein&
Berndt, 2001); since commercial websites are adbwegt media that carry
advertisements like web ad, and pop-up windowsififerént places and sections of
their pages. On the other hand they are formateniihe advertising; since they
advertise products or services and try to sell thiese websites are the linked source
of web ads and they may be part of advertising agess (Janoschka, 2004). The
researcher devotes the next section to focus ommewaial websites as advertising
medium and format.

2.3.7 Features of online advertising

Online advertising “is a multi-faceted phenomenbrue, the same could be said
of many other kinds of advertising. Print adverntiscomes in many colors, shapes, and
sizes; television advertising might range from mpe 10-second message to a long-
format infomercial. Internet advertising has athgb kinds of variations too, but it also
spans time and space (unlike print which is spamenth and broadcast which is time
bound) and seems different in other fundamental swag well” (McMillan,
2007.p.16).0Online advertising is able to take atlvge of the many features of the web
itself, including hypertext, digital media, intetaty, etc. Commercial websites and the
ads hosted by them utilize these features to ptélsem products and services, to attract
consumers, and to interact with them. Features miin® advertising have been
considered and categorized by a number of researtchat have both looked at the
individual ad as well as entire websites.

Rodgers and Thorson (2000) looked at individual@dsvebsites and divided the
features of web advertising into two major typelsjeotive and subjective. Objective
features are those that, for the most part, areretan and will be identified the same
way by many people that view the ads. Objectivéutes included color, size, typeface,
product class, appeal type (e.g. emotional vsomat), animations, audio, interactivity,
telepresence, vividness, and number of choicesth®mther hand, subjective features
are aspects of the ad that are less concrete hhattattract emotional appeal and are
more likely to be viewed differently by differene@ple. Subjective features include
adjective checklists (e.g. exciting, boring, etbat addressed the users' feeling that the
ads were engrossing, create empathy, flowed, weeadly to navigate, provided
current information, etc. (Rodgers & Thorson, 2000)

Dholakia and Rego (1998) looked at the featuresewtire webpages and
developed a list of features that are availablemnmercial websites. This list includes
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pictures (both clickable and non-clickable), linked search indexes, use of color,
webpage enhancements (e.g. Java applets, gif aomsaetc.), audio clips, humour and
emotion in copy, banners, and contact request forms

For the present study, the researcher electednsider features that were suitable
for reviewing both individual ads and also commarevebsites. The selected features
for the current study includes: animations, audidgo, hypertext, images and color
use, as well as contact and interactive features.
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2.4 Commercial websites

“To build market awareness, a company traditionpllychases advertising space
in magazines, on billboards, and in other printeztlia that they hoped would be seen
by their target audience; radio ads that might ardh by the right people; and
television spots that might be seen by their futustomers. On the web, the rules have
changed. The funnel is flipped. The "headquartdrae become the single most
efficient place to advertise. Instead of a physkmalding trying to cast a wide net of
advertising to procure new business, corporati@rs purchase laser precise media or
write link-worthy content that lures potential austers back to the website, where
carefully designed pages make the final sale thraghopping cart or push them into
making contact with company” (Potts, 2007, p.4).tls® company’s website or what'’s
called "commercial website" has become an imporfaatt of an organization's
communication strategy. Even sites that do not gedducts or services directly to
consumers find them invaluable tools to inform amarket — increasing awareness of a
company or a brand (Allen, Kania & Yaeckel, 200dgmmercial websites are used to
promote a wide range of messages from generalnnation about an organization to
specifics about available products or services. ddrapany's history, mission, values,
organizational structure, and public relations ako promote via this type of websites
(Young & Foot, 2005).

From the academic perspective, commercial webstes considered a good
environment for studying online advertising; thisbhecause they include a variety of
different types and formats of online advertisifagated throughout the site, and they
are instruments of advertising/promotion themselgeg., Hwang, McMillan & Lee,
2003;Janoschka, 2004; Singh & Dalal, 1999; Urgd®7)9This section presents the
theoretical background of commercial websites;esihceviews the concept of the term,
commercial websites as online advertising, birthd asevelopment, importance,
characteristics, types, features, and effectiveméssommercial websites, as well as
barriers to commercialization on these websites.

2.4.1 Concept of commercial websites

Commercial websites are one type of websites; sifee websites can be
categorized into four basic types:

(1) “Personal. Created by individuals to provide information abthemselves or
their interests.

(2) Educational. Created by schools, museums, and other educhistigutions to
provide information.

(3) Governmental. Created by government agencies or elected dffieima service
to their constituents.

(4) Commercial. Created by companies” (Garrand, T. P., 1997, 58);1these
websites were established as business tools aaddition to containing many
types of online ads to promote products and sesvéce considered as a whole
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to be ads themselves for the company (Dholakia &dRrd.998); “these sites
typically contain information about the respecti@mpany such as services
offered and economic results” (Gustavsen & Til§03, p.5).

Commercial “websites provide a relatively easy dimhncially reasonable
method to offer information to a wide audience. #gowith increasing private use of
computers, more and more companies use websitpgesent themselves to multiple
audiences. These websites often include companfilepractivities and financial
information, which seem to be primarily for convemte of their stakeholders. So these
websites have become an important medium througiichwlcompanies express
themselves” (Bullis & IE, 2007, p.329). And theyryan the extent of the information
they provide. “Smaller privately held companieseafrestrict the material mounted to
describing their activities and the products andvises they offer ownership or
financial performance. Other may add some compastprly and key facts such as
number of employees” (Murphy, 2005, p.121).

There are many definitions of commercial websiteshsas: “Websites produced
by a company to provide general information abdudt torganization, including
product/service information, company history, nossiand values, organizational
structure, key company messages, public relatiofsmation, etc.” (Young & Foot,
2005, p.20).

Commercial websites are considered to be "evolatpmpath” websites of the
company (Dholakia & Rego, 1998). The purpose of thipe of website is not only to
sell products or services but also to give a gaudge about the company and its
products; these websites are used for promotingsaéss or service and are among the
most common type of website on the Internet. Therivet address often ends with
.com. typically; companies’ websites in the U.S@dw a commercial web domain
convention: www.name of company.com (Young & F@m05). These websites are an
important format of online advertising used notyotd market a company's products
and services but also to create a public imageengany brand (Urgo, 1997).

According to these definitions and the purposes guéstions of this study,
commercial websites are an important format ofranhAdvertising that are produced by
a company to provide general information about tlwaganization, including
product/service information, company history, nossiand values, organizational
structure, key company messages, public relatioiesmation, etc.

The basic major online portals and search engimescansidered commercial
websites because they were established by congpandethey aim to advertise, sell or
buy products or services online, they also helpsaarers to find their needs online
through their tools (Keyword search, classificasioradvertisements, services and
products) as well as they are profit websites.

The Internet address often ends with .com espgdralUS, but in some countries
like Egypt, it often ends with (.com.eg) and in @any, it ends with (.de), so we should
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define the commercial websites not only from thiernmet address but also from the
activity of organization that has established it.

2.4.2 Commercial websites as online advertising

Commercial websites themselves are a form of ordthesrtising. They also often
host many types of online ads for their own produatd services as well as those of
other businesses. These ads come in many formats &t banners, sponsorships,
interstitials, pop ups....etc. these websites arasidened interactive advertising format;
since they can serve various marketing communigatiomore interactive ways than
traditional channels. This is due to that the Iméérallows easy access to commercial
websites and other consumers’ ideas and produduadians (e.g., bulletin boards,
consumers review websites, online discussion forwtes). They support the ability of
marketers to improve customer relationships by ipling detailed interactive and
personalized information about their products fonsumers who are directly seeking
information about the company’s products or sew/i¢€ho & Cheon, 2005), so
marketers should present many interactive tooltheir websites to attract and interact
with the customers.

2.4.3 Birth and development

“The first commercial use of the Internet did nator until the late 1980s, and it
was not until the mid -1990s when the world widebvggew dramatically that large-
scale adoption of email occurred” (Cass, 2007. jp2);October 27, 1994, "wired"
magazine launched its website HotWired (http://whatwired .com)to be the first
commercial website and online advertising (Zeff &oAson, 1999). Since then,
marketers, researchers and historians have noticedremarkable growth of the
commercial websites, and they have determined ithanything this is a rapidly
growing area, the web's commercial sector (.com)skgrocketed, outpacing by far the
growth rate of nonprofit (.org), educational (.ed@and government (.gov) sites.
“Moreover, despite a "dot-com bust" in the earlyemty-first century that dashed
hyperbolic optimism about web commerce and mediguwes, connections between
commerce and the web, media companies and theadebrtising and the web, have
become natural parts of the business landscapeAlfidier & Turow, 2002, p.506).

“There were 44.2 million .com and .net domain namethe end of the second
guarter 2005” (Version, 2005, p.4). After four yedhe overall base of .com domain
names grew to 90.4 million domain names at the @n#@008. This represents a 12
percent increase over the previous year and a ememt increase over the third quarter
of 2008. New.com registrations were added at amageeof 2.1 million per month in
the fourth quarter of 2008 for a total of 6.3 naiflinew registrations in the quarter. This
is a 9 percent decline over the third quarter @d&®@nd a 16 percent decline over the
same quarter last year. New registrations averd@gednillion per quarter in 2007 and
averaged 7.1 million per quarter in 2008 (Vers2on9).
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2.4.4 Importance of commercial websites

Establishing a company presence on the Internetbeama challenge to many
businesses and organizations: Generally, compamweriéging tools, including its
website, can perform one or more of four functiphiggenti & Forman, 2002). It can:

1. “Create a new company image or rejuvenate an atd on

2. Put forward a company’s position on an issue sicgnitt to the company’s
welfare

3. Enhance a company'’s status through linking theroegéion to a cause
4. Strengthen a company financially.” (Argenti & Form&002, p.111).

“The increasing presence of both large and smatimercial enterprises on the
Internet not only potentially increases their owarket audience, but increases their
visibility to their competition as well, in additig the age-old task of businesses
monitoring the competition has become somewhateasid more immediate with the
increased visibility of commercial enterprises twe tNet” (Volpo & Piggott, 1996,
p.39).

The benefits of commercial websites include impmest of company image,
presenting a good service to customers, increassiiility, expansion of the market,
cost reduction, and finding new prospects. It aflolusinesses to perform online
transactions and better meet their customers’ éapens. Finally, failure to do so can
create the impression that the corporation is éubwch and not up to speed with the
rest of the industry or their customers (Stern€@7)9Commercial websites can also
serve various marketing communication functions ffidan, Novak & Chatterjee,
1995). As a commercial medium, the web offers maeyefits which can be examined
at both the customer and company levels.

.  Consumer benefits

Commercial website presents many benefits to coasuinshows the product
and allows user to try it. For a different typepbducts or services, the commercial
website could be so complex, offering a wide vartinformation about the product,
services, history of company, free items, and so(@arrand, 1997). “This type of
websites is generally used for marketing compapytslucts and services as well as to
create a public image. In some cases, the compahpfier an opportunity to make
secure business transactions or will provide custoservice solutions. It may also
provide information on how a company is structur@dtgo, 1997, p.155). The most
important commercial websites’ benefits to consiaaee:

1. Getting greater amounts of information: “Consumensiders information a
major benefit of being exposed to this type of vitelss Information is one of the
need-satisfying functions derived from media comitation according to uses
and gratifications theory” (Gao, 2003, p.1062); ceinthese websites are
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considered “the primary source of information forvariety of stakeholders,

including customers” (Preece, Moodley & Brown, 20(G6164), and many

commercial websites “contain information about th@ioducts and services as
well as messages that focus on both company image issues” (Hwang,

McMillan, & Lee, 2003, p.11).

. Getting many offers of the requested products: “abdity of the commercial
websites to amass, analyze, and control large ijieanof specialized data can
enable consumer to find requested services or ptediio make comparison
among different offers, and to do shopping onlifleere is also the potential of
wider availability of hard-to-find products and widselection of items due to the
width and efficiency of the channel” (Hoffman, N&v& Chatterjee, 1995, p.11).
These websites’ selection ability gives “buyersoatine access to other relevant
information that allows them to compare differeffeongs and select a supplier
for the pondered input” (Benslimane & Yang, 2002)p

. Facilitating the trial offers: Commercial websitbgave become increasingly
competitive (Griffith & Gray, 2002); since these h@es can enhance the
opportunity for trail and actual purchase of praduor services (Faber, Lee&
Nan, 2004) and they “enable customers to test mtsdonline which may
stimulate purchase” (Hoffman, Novak & Chatterje@93, p.13).

. Getting high - quality products at low or reasoeaplices: “Online consumer

usage grows exponentially as broadband access phemdine and more and more
Internet devices are adopted-fixed and mobile. Tiseases demands for new
online products and leads to increased offeringfigh — quality products or

services at reasonable prices” (Plunkett, 200823).6

. They are also an environment that is changingrénesactional nature of business
and forcing business models to be re-examined. & gltustration of the impact
is on booksellers where Amazon has redefined thtureaof traditional
bookselling (Preece, Moodley & Brown, 2006, p.469).

. “Recreational uses of the medium can be an impbiv@mefit to consumers
intrinsically motivated to use the medium” (Hoffmasovak & Chatterjee, 1995,
p.12).

. “Many features of these commercial websites refthet objectives of company
advertising. For example, some websites contain umgems for investor
information that lead to information targeted tockholders and other investors.
A career menu item often leads to information terdeat prospective employees.
These features may satisfy the objective of enlmgnelationships with various
stakeholders. Other parts of the website providernmation and/or branding for
the company and its products” (Hwang, McMillan &4,&003, p.12).

. Websites, including commercial sites, are availasledemand to consumers 24
hours a day, seven day a week (Metzger, 2004).
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Benefits to the company

Marketing medium: “Marketers face several challengs they seek to
determine the best way of establishing their congjsapresence on the
web, mainly because of several unique charactesigif this medium.
First, the web represents a relatively easy anceedly in expensive way
to advertise, lowering the barriers to entry forainbusinesses. Second,
the web overturns the traditional hierarchical eystof distribution
channels, making former channel partners compstiiar the global
marketplace. Because of lower entry barriers andemeidespread
exposure, manufacturers, distributors and retadarsall set up s selling
essentially the same products and services” (Dil&kRego, 1998, pp.
724-725).

Advertising medium: This is because they carryl&adsbanners and pop —
up in different places and sections of their paayed they are advertising
themselves (Janoschka, 2004).

Public relations channels: marketers uses commenegasites for not
only advertising and marketing activities but alecobtain feedback and
improve public relations; since such websites samve public relations
functions by (White & Raman, 1999):

a) Posting and disseminating news releases, souroeteepelations.
b) Setting up media centers for crisis communication
c) Measuring, posting, and monitoring public opinion

d) Announcing public affairs; since these websiteadect channel for
educating, informing, and persuading organizatioerde audiences.
Interactive medium: Unlike traditional marketing dme such as
newspapers or television, in the case of the comialewebsites, the
customer has greater control of choosing and psoog#formation about
the company. In other words, it is entirely in th@stomer’'s power to
decide which webpages to browse, for how long, &wmidv much
information to obtain (Dholakia & Rego, 1998, p.y24he interactive
nature of this medium can be used by marketersltbthe attention of the
consumer by engaging the consumer in an asynchsofdalogue” that
occurs at both parties' convenience. This capglolithe medium offers
unprecedented opportunities to tailor communicatioprecisely to
individual customers, allowing individual consumeessrequest as much
information as desired. Further, it allows the nesek to obtain relevant
information from customers for the purpose of ssgvithem more
effectively in the future” (Hoffman, Novak & Chatjee, 1995, p.18).

72



Chapter 2 Theoretical background (commercial webkit

2.4.5 Types of commercial websites

There are several different classifications of caroial websites that vary
primarily based on their goals and objectives welt as the type of businesses they are
representing. The sites themselves have beenoceted into six distinct types based
on the objectives of the site: online storefrordmpany presence, content provider,
mall, incentive site, and search agent site; thggpes are (Hoffman, Novak &
Chatterjee, 1995):

(1) Online storefront

“These websites offer direct sales through an edaat channel via an electronic
catalog or other, more innovative format. Consunoeder products or services via fill-
out form, registration, or surface mail” (Hoffmawgvak & Chatterjeel1995, p.50).

(2) Internet presence sites- Flat Ads, image, and Infonation

“Internet presence sites provide a virtual "presénfor a company and its
offerings. They may also serve to signal to currantl prospective customers and
competitors; there are three types of Internet dfres sites: flat ad, image, and
information. Flat Ads are single page electronyeft with no hypermedia links. They
could just as easily appear in a newspaper or nnragathough a flat ad is decidedly
less sophisticated than its print counterparts.initernet Presence Image sites, the
consumer appeal is emotional rather than ratidnfdrmation about the product, if any,
is provided in the context in which the productcensumed, or has meaning to the
consumer. Information sites provide detailed antdomal information about the
company and/or its offerings” (Hoffman, Novak & Glesjee1995, p.53).

(3) Content - Fee-Based, Sponsored, and Searchable Dadae

“In Fee-Based content sites, the provider sup@ied/or pays for content which
the consumer pays to access. Fee-based contesmtaséeexpected to proliferate as
secure payment mechanisms are implemented. Spdnsonéent sites sell advertising
space to reduce or eliminate the necessity of angifges to visitors. In the third type
of content model, advertisers pay a provider féorrmation placement in an organized
listing in a searchable database” (Hoffman, NovaKkl§atterjee1995, p.54).

(4) The Mall site

“It constitutes a collection of online storefronggmch of which may contain many
different categories of goods for sale. The providearges rent in exchange for the
virtual real-estate and may offer a variety of g9 to the storefront .Some malls also
accept advertising” (Hoffman, Novak & Chatterjee39p.55).

(5) The Incentive Site

“It represents a unique form of advertising thataats a potential customer to a
site. The objective is to attract the user to tbmmercial site behind it, thus helping
marketers generate traffic to their websites” (r@th, Novak & Chatterjee1995, p. 56).
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(6) The Search Agent sites

“They aim to identify other websites through keydi@earch of a database that
extends throughout the web. Software agents ard tseenerate and/or assist the
search through the database” (Hoffman, Novak & @&hae1995, p.57).

A different way of categorizing the sites is based the industries that they
represent. In 1997, Ho suggested 40 business casgdaccounting, advertising,
aerospace, airline, apparel, automobile, banks,erage, brokerage, chemicals,
computers, construction (materials) , construc{iggrvices), cosmetics, data services,
electronics, food, furniture, healthcare, hoteblires insurance, Internet services,
Jewelry, newspaper/magazines, mining/exploratiooyiediTV, music, office supplies,
oil and gas, paper products, pharmaceuticals, gluhly, real estate, software, sports,
telecommunication, textile, travel, trucking/shipgj wine/spirits” (Ho, 1997, p. 16).
Companies create websites for various purposes:

a) “Transactional site: the primary purpose is to perf transactions, all
the content in the site revolves around settinghgt function such as
online bank, virtual vineyards, PayPal, and tickeister.

b) Consumer site: This type of sites is promotionts fun and highly
visible but does not usually offer much informatgurch as Zima.com.

c) Marcom site (marketing communications): it has lofsinformation
about the company, including material on the corgjgsaproducts and
how to contact the company. Such as Chrysler tdoggaenter.

d) Content site: There is limited information abowg¢ tompany. Its primary
goal is to provide content to audiences. A conttd differs from a
Marcom site in that a content site is much bighas much more content
offered to users, and there is less emphasis oketivag and more on
information. This is not to say it can’t be used fimarketing purposes. It
is also possible to transform a content site inttaasactional site, such
as buying or selling mutual funds, but much of thi@rmation would
have to be repositioned and redesigned. A contelet is financially
supported by transforming part of it into a transe@l site or through
online advertising” (Garrand, 1997, p. 159).

The current study differentiates among three typéscommercial websites
according to the relationship between the compary/the web:

(1) Websites of traditional companies

These companies had offline traditional industresch as: “accounting,
advertising, aerospace, airline, apparel, autorapbilanks, beverage, brokerage,
chemicals, computers, construction (materials)strontion (services), cosmetics, data
services, electronics, food, furniture, healthcahetel/resorts, insurance, Internet
services, Jewelry, newspaper/magazines, miningdexipbn, movie/TV, music, office
supplies, oil and gas, paper products, pharma@sitipublishing, real estate, software,
sports, telecommunication, textile, travel, trugkshipping, wine/spirits” (Ho, 1997, p.
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16), and the companies used commercial websitesnkise advertising and public
relations tool, for example, the websites of Toahiscer, BMW, Bosch companies are
websites of traditional companies.

(2) Websites of online companies

The services of these companies are offered omlimlg and online companies
portals, “such as AOL, MSN, Google and Yahoo, pmese myriad of consumer
services, marketing, public communication and pireml practices, encouraging
participants to perform as private, strategic at@ahlberg, 2005, p. 170).

(3) Online shopping stores

The objective of these websites is online shoppsmye, the consumer can buy
and sell many products through these websitesekample, eBay, amazon, quelle, and
overstoch are online stores.

2.4.6 Constructions of commercial websites

Successful commercial websites have essential eksmthat need to be
implemented with professionalism and skill in ordergive the user the best possible
experience. These elements are homepage, basiangnngormation, clear and easy
to use, easily downloaded information, customeugoor feedback, FAQs (frequently
asked questions), building a web presence (Cowi@8R Press release, newsletters and
reports on a commercial websites are often simmggmhto make information available
about the organization to its stakeholder (Coreehis 2008). “The design of a
commercial website also plays an important rolatinacting, sustaining and retaining
the interest of a customer at a website” (Rangamath Ganapathy, 2002, p.460);
“Successful design gives high accessibility to areyavho visits the website with web
browsers” (Huang & Liaw, 2004, p.1).

There are three essential dimensions to websiigrdasd management: content,
formats, and access. The web access has to bef@artoverall marketing strategy and
one of the most important areas is the domain n@reece, Moodley & Brown, 2006,
p.469). The researcher differentiates between tasicbcategories of commercial
websites elements; these categories are informatiotent and interactive features:

. Information content of commercial websites

“There are areas of the company site that do mettly sell or support products
and services while they might help promote the camypn peripheral ways, comparing
information is fairly neutral when it comes to cusier relation. A well-written blog
post might bring ambient search engine traffic sl — organized “about us” section
might help candidate find and apply for open possi’ (Potts, 2007, p.7). “Commercial
website information can be used to identify the pefition, observe changes in
structure of the competition, determine pricing,efxeupdated on new product
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announcements, keep informed on announced mergdraauisitions, and executive
appointments and other changes” (Volpo & Piggd@f6l, p.39).

“Commercial website information is constantly chiawggand offers insight into
companies and how they do business. This kind @rnmation can be used to
compliment or replace the traditional sources &@rmmation. Many small and medium-
sized companies that had never been accessiblegtihtoaditional online sources are
now accessible over the Internet. Professionalsd nee understand the kind of
information they offer and apply sophisticated t@ghes for mining the wealth of
information on these companies” (Urgo, 1997, p.15(vertisers or designers of
commercial sites should present on these sitesacbiriformation, news and press
releases, information about the company products services to attract users and
enable them to interact with company’s adminisbrati

Contact information

It is important for any company to provide suffitiecontent information. This
includes the following:

* “The mailing address, even if it's a PO Box.
* All public phone numbers (main line, support, saéesl so on).

* A contact for fielding online inquires. This prafed over a plain email
address, although those can be important as well.

» Additional content information for key personal @epartments, such as
company principles account executives, the pul#lations department
and so forth.

A company without clear contact information is wiffit to trust. If a business
provides only a simple contact form and no phonmlmer or address, users might
assume they are obfuscating for a reason andghatar a good way to start a dialog
with potential consumers” (Potts, 2007, p7).

News and press releases

Press releases are one of the best ways the agvertin make when promoting
products or services. The purpose of a press eleds generate an editorial mention.
Unlike advertising, there is no charge for thesentioes; therefore they are often
referred to as free publicity (Loeffler, 1993). &8s releases have been used to officially
inform media of significant, newsworthy events. Sbmes it is centered on the
company itself- like the grand opening of a newiceff- and sometimes, it is tied to the
company’s offerings, like the launch of a new prduor the acquisition of a key
competitor. Companies can now achieve news on tveir website, building a public
library of documents that researchers and investarsuse for research. In addition,
press releases are now distributed to both onligecdfline media. Besides submitting
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to regular avenues, a PR department can castnéewider with a host of (mostly free)
press release websites” (Potts, 2007, p.7).

In addition, information content of commercial wiges should include all types
of marketing information such as: price or valuemponents or contents; performance;
quality; availability; product variations; directis for use; special offers, premiums or
contests; packaging or shape; guarantees or wasansafety features; values;
independent research; specific advantage (s) owempeting brands; approval of
product/service from certifying agencies; appraMaivebsite from certifying agencies;
new concept development ideas (Dholakia & Rego8199

[l. Interactive futures of commercial websites

“Many features of these companies’ websites reflbeet objectives of company
advertising policy. For example, some websites aonimenu items for investor
information that lead to information targeted tockholders and other investors. A
career menu item often leads to information tadjeteprospective employees. Features
such as these may satisfy the objective of enhgnecafationships with various
stakeholders. Other parts of the website providermmation and/or branding for the
company and its products” (Hwang, McMillan, & L&§03, p.12).

Commercial websites respond to customers in varimays. For example,
Amazon greets customers at its online store bysttatl analysis of the customer’s past
buying patterns. Clothing retailer J. Crew’s webgjuides customers through a set of
questions to select the best pair of chino slabksor hers, plain or pleated, a dozen
types of fit, and multiple colors. Customers campare detailed photos, fabric, and
price. Companies transmit more information throtiggse websites by increasing the
degree of interactive communication with custon{8gulber, 2004).

Cho & Cheon (2005) categorized 23 interactive fiestwof commercial websites,
according to the type of interactivity, into thn@in types:

1. Consumer — message interaction (C-Ms) featureswidey search, personal
choice helper, virtual reality display, Dealer ltwra multimedia shows, software
downloading, games, electronic coupon, sweepsiakes/ interactive
newsletter, and choice of speed.

2. Consumer — marketer interaction (C-Mk): Site survayline order, order status
tracking, online problem diagnostics, electronioyo inquiries, comment,
feedback, product survey, new-products proposaéractive job placement,
online discussion with sales representatives.

3. Consumer — consumer interaction (C-C): Surfer posst user groups, cyber
community, electronic postcards, online chattinthvether consumer.

“The domain name is essentially the Internet brand, where possible should tie
closely to the name of the company. For examplegiWicom is the unmistakable
domain of the Virgin group companies. The domaimaads critical in directing the
commercial website, as a domain name that is redcested with the company can
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often lead to misdirection. A close relationshipgween the domain name and brand
name is therefore desirable” (Preece, Moodley &Bro2006, p.164). “Web designers
often attempt to make their websites fancy andaetitre with the use of various
technologically supported design tools such a$fldava script, and colors; web design
elements are closely interwoven with elements a@éractivity, making it hard to
separate the two. For instance, clicking on a hggéetink changes the color of the text.
Since the color changes as a result of users’madtioan be considered as an interactive
function” (Lee et al, 2004, p14). Commercial webshould be:

1. “Constructed in carefully planned stages, avoidimg need to redo screens or
reconfigure the structure of the site” (Walker, 200.51).

2. “Built on a strong base of information sharing ambwledge management,
adding features and functionality to create ongaiigrest in the site (Walker,
2001, p.51).

3. “Structures to serve as a cohesive source of irdbon about all the plans
offered to an organization’s various constitueric{ggalker, 2001, p.51).

4. "Designed to minimize administrative costs and lesssvhile maximizing
communication” (Walker, 2001, p.51).

5. “Tied to the business and the impact of it successemployee rewards”
(Walker, 2001, p.51).

6. “An accessible and useful resource for generalrmétion, as well as it should
be dynamic and updated, which can some-times pag#ems as their content
changes regularly and they are constantly beingadegl with new information”
(Urgo, 1997, p.55).

7. Interactive; it should be used interactive featusesh as keyword search,
personal choice helper, virtual reality display, ltimedia shows, software
downloading, games, interactive newsletter, andcehof speed. site survey,
online order, online problem diagnostics, electteiorm inquiries, comment,
feedback, product survey, new-products proposaéractive job placement,
online discussion with sales representative, syésitions, user groups, cyber
community, electronic postcards, online chattinghwather consumer (Cho &
Cheon, 2005).

2.4.7 Problems of commercial websites

Kanayama, Ogasawara and Kimijima, 2002 confirmexd fbllowing problems
impede effective utilization of commercial websi{pH4):

l. Problems of content

“It is unclear what information a commercial websishould contain. For
example, an investor, financial information is riegd. Moreover for a job or careers
information is indispensable. But it is unclear wkiad of information is required for a
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commercial website to support the various typassefs. The content of websites varies
within the same industry, making it difficult foisers to use this website efficiently”
(Kanayama, Ogasawara & Kimijima, 2002, p.54).

II.  Problems of usability

“The usability of websites is a significant elememtthe context of efforts to
increase the number of users who repeatedly ageessites. However, in many cases,
usability is not considered from the viewpoint cfets. For example, many websites
have deficiencies in term of font size or color estle. Moreover some websites are
deficient in terms of operability, i.e., it is ddtilt for users to reach the content they
want” (Kanayama, Ogasawara & Kimijima, 2002, p.54).

I1I. Problem of security

The security of personal and banking informati@msmitted over the web affects
on consumer willingness to buy or sell productskéhi & Boush, 2006). So, building
consumer trust in online environments becomes dnheo most basic challenges to
commercial websites particularly online shoppingret. Raamat et al. (2008) pointed
the security and perceived risk issue as centratdosumers’ relation to online
shopping. And they said that “Although people whavdr made an online purchase
transaction rarely report any problems, the ineepeed ones are often suspicious and
find online buying complicated” (Raamat et al., 800.308).

2.4.8 The fact of online advertising and commercial sitem
Germany and Egypt

Concerning the number of Internet users, Germaoymes the first place among
the European countries with 54.2 million users rgspnting 65.9% of German
population). Although Egypt occupies the same pkoeng the African countries, the
gap between the number of German and Egyptian isexs big; since the Egyptian
Internet users are about 12.7 million (representtdg®% of Egyptian population)
(Internet World States, 2009). For more informateaivout the numbers of Internet
users, see figure (2-32).

Internet Top 10 Countries in Europe Africa Top 10 Internet Countries
September 2009 June 2009
cermany = | 542 e—y X
united kingdom 51 | . nigeria [N |, 1.0
Russia - . morocco [ N, 10
France [N [N .1 south Atrica B N 1
ray LD [ 0.9 sudan B N s
spain o N 2o ageria [ I s
Turkey . 25 kenya CE NN 3+
poland wee [ 0.0 Tunisia [ER [ 23
Netherlands (IR | 133 uganda == NN 25
ukraine ™= NN 10.4 Zimbabwe = [N 14
0 5 10 15 20 25 30 35 40 45 50 55 60 0 1 2 3 4 5 6 7 8 9 10 11 12 13 14
Millions of Users Millions of Users

Figure 2-32. Number of German and Egyptian userteifhet World States, 2009)
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The gap between German and Egyptian online adwvegytiand commercial
websites also is so big; since German companiesharéhighest than all European
companies that present themselves online, arounger@&nt of German companies
have their own online websites (Hallerberg, 2008)2004, there were more than 8
million.de domains; this means they were the seammdmon top-level-domains after
the .com domains. In addition, the third of the iB&n domains are located in the
business sector where most sales are done throntyhe oshops (Bundesverband
DigitaleWirtschaft, 2004). “The country code towéé domain (ccTLD) for Germany
passed the 13 million registration milestone onAL&ust 2009 cementing its position
for now as the ccTLD with the most registrationghdwide” (Domainnews.com, 2009,
p.1). German online Advertising grows year by y¢he German advertising turnover
for online advertising in 2008 was 1.3 billion euBespite of the commercial crisis, the
German online advertising sector is still growiktallerberg, 2009).

On other hand, Egypt is one of four countries (Br&uador, Egypt and Spain.)
that a private person cannot register a domainy amdtitutions or businesses can
register, whether or not they are constituted mglte country. So it is impossible to
know who many Egyptian websites are found (Marceom, 2009). But Germany
occupies the first online presence on the Intedmmbains among the world countries
(Domainnews.com, 2009). “Egypt has become one @fléhding Internet markets in
Africa in terms of users, international bandwidtidaservices offered. The country is
well connected by several international submariberfoptic cables in combination
with a national fiber backbone infrastructure, dhd international bandwidth market
has been liberalized. The entire sector is higbiypgetitive with more than 200 Internet
and data service providers, which has led to somthe lowest prices for ADSL
services on the continent and broadband packagés upi to 24Mb/s delivered to
residential households. VolP Internet telephony baen liberalized, and several
companies are rolling out next-generation netwdxksprovide converged IP-based
voice and data services. The country’s three moielevork operators are entering the
market with third generation mobile broadband systeand each of them holds a
controlling stake in a leading data and Internevise provider: Orascom/Mobinil
(LINKdotNET), Vodafone (Raya Telecom) and EtisglagyNet)” (Budde Com, 2009,

p.1).

But there are many challenges that face online@hg@n Egypt such as: most of
the users have no visa cart or online account yo thhey don’t trust in the products and
services that are offered online, and most of endhopping companies or stores (e.qg.,
e-bay, Amazon) are outside Egypt and the pricébade products or services will be so
expensive because of transportation and customgeh@ahmoud, Klimsa, & Auter,
2008).
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Chapter 3
Research questions and hypotheses

This chapter contains the previous models of onladyertising including
commercial websites, the suggested uses and gaittins model of commercial
websites as online advertising format as well &sdbestions and hypotheses of the
present study.

2.1 Models of online advertising

In order to better understand the effectivenes®roine advertising including
commercial websites, the researcher specified ttlewling part of this chapter to
review the major models of online advertising imthg commercial websites.

3.1.1 Davis’ model

Judy Foster Davis (1999) identified five elemefhtattmay essential to effective
online advertising as shown in figure (3-1).

Figure 3-1. Elements essential to effective ondideertising (Davis, 1999, p. 82)

Basic access:In order for online advertising to be effective, the most
fundamental level consumers must have access tiwhes and software permitting
Internet entry (Davis, 1999).

Consumer interest and awarenessOther elements likely related to the effectiveness
of online advertising are consumer interests rdléethe Internet usage and awareness
of specific websites. Thus, encouraging consumerisit specific advertising or
commercial websites is a great challenge to mark¢Bavis, 1999).

Websites accessDigital access to specific websites can be probatenfor two
reasons. First many online addresses are arcaneramiéldy, meaning that they are
difficult for consumer to remember and may be losever. Another problem is that
some websites appear to be ephemeral — there gnandhseemingly gone another-
creating consumer puzzlement and frustration (Dda¥89).
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Ability to appeal: “In order for online advertising to be effectivethe ability to
appeal to consumer once they have encountered ¢hsite. The design of online
advertising should be attractive and appealingptssamer” (Davis, 1999, p84).

Ability to persuade: “all types of advertising including online advertigishould
have the ability to persuade” (Davis, 1999, p.85).

This model describes only the most important eldmeari accessing online
advertising from advertiser or designer perspectiud it ignores studying users or
receivers of it.

3.1.2 Pavlou & Stewart model

Pavlou & Stewart (2000) distinguished between twpes of Interactive
Advertising measures, these types are (a) Contomlgss measures, and (b) Outcomes
measures:

First: Control process measures

These measures focus on media choice, informatamck, attention to and
processing of information. This set of measureat$rénteractive media as dependent
variables and focuses on the factors that affecthenuse of media and advertising.
These measures focus on when and with what conseggi€onsumers and marketers
choose to use particular interactive advertisinglimeand advertising content. Control
process measures contain personalization, patimipacomprehension, and feedback
(Pavlou & Stewart 2000).

Second: Outcome measures

The second set of measures focuses on the effectmsumers’ using interactive
media. This set of variables includes such tradgianeasures of advertising response
as awareness, attitude, and product choice. Wéahimteractive context measures such
as awareness, attitude, and product choice amdregsptare not simply the result of
exposure to advertising. These outcome measurdkeajeint product, or interaction, of
the consumer and the advertising. This set of mieasoontains satisfaction trust,
persuasion, quality of decisions and brand eqgvlou & Stewart 2000).

3.1.3 The interactive advertising model (IAM)

Rodgers & Thorson (2000) distinguished betweendasps the Internet that are
consumer-controlled and those that are advertigetralled. In traditional advertising,
advertisers have controlled which ads consumersrgdesn and how, consumers always
have the option of not paying attention to, becagmivolved with or ignoring the ads
In the case of the online advertising, the contiad switched (for the most part) from
advertiser to consumer, see figure (3-2).
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Figure 3-2. The interactive advertising model (IAM) (Rodgers & Thorson, 2000)

First: Consumer-controlled aspects of the Internet

Rodgers & Thorson (2000) confirmed that consumers have more control on the
Internet than do advertisers, consumer-controlled aspects contain functions (Internet
motives and mode), information process (cognitive tools):

(1) Functions

Functional paradigm focused on why and how consumers use the Internet as well
as the gratifications from this usage. Functionalism helps explain the motivational basis
of Internet user's goals, as well as plans and actions that are set and carried out in
pursuit of those goals. This model begins with web motives, as demonstrated by the
beginning component of the model. These motives influence the mode in which users
enter the Internet. Thus, these two components work conjointly to influence whether
and which types of ads are attended to, as well as the extent of processing. Internet
motives and modes influence information processing of interactive ads (Rodgers &
Thorson, 2000).

(2) Information processes

Information processing was developed in psychology and it has its roots in
functionalism. Like functionalism, this approach assumes that there are inputs to and
outputs from humans (Rodgers & Thorson, 2000).
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Second: Advertiser-Controlled aspects of the Interat (Structures of web ad)

These aspects focus on the controlling on typespdts and features of online
advertising environment. Three basic structural ponents have been conceptualized
as part of the 1AM, which include ad types, formatsl features. This set of aspects
identifies either objective or subjective featuodonline ads are to enable predictions
of potential responses to these features (Rodgérsagson, 2000).

Third: Outcomes (Consumer- controlled aspects of th Internet)

The responses that people make to traditional &divey remain relevant to the
interactive advertising, but there are new setsesponses that must be defined and
included; there are additional alternatives fos thew medium such as: The time spent
at a website, “click,” which is a mouse responsa tocation on the Internet screen, or
the "click-through,” which is a series of mousees@bn responses to the pages in
online ad or website. Attention can also be indekgd'hits" to a website or other
interactive format. A "hit" is a visit by an inddual to that particular site; since many
advertising websites are programmed with ways toraatically track who visits that
site (Rodgers & Thorson, 2000).

This model (IAM) is so important to the presentdstubecause it meets the
suggested model of this study in examining consahehaviors and motives besides
studying the structure of online advertising. Butignored the demographical and
cultural factors of using online advertising (Rodg& Thorson, 2000).

3.2 The suggested uses and gratifications model of omé
advertising

In current study, the researcher presents new mudeallarify the uses and
gratifications of commercial websites (as the maosportant format of online
advertising) with respecting the cultural differeacsee figure (3-3). This model links
between uses and gratifications theory and cultstiadies through studying the uses
and gratifications of commercial websites in twdfedent cultures (German and
Egyptian cultures); the current study introduceddel®f uses and gratifications theory
to explain its sequence elements that contain: djives (sought gratifications), 2)
attitudes, 3) obtained gratifications, 4) time dp@musing commercial websites, and 5)
Demographic and cultural characteristics of usefhis model highlights the
interference these five basic elements:

3.2.1 Motivations of commercial websites

Motives are considered one of the most importammehts of uses and
gratifications theory; since Katz, Blumler & Gureh (1974) confirmed that the
audience used mass media, including the Interoegrdtify their motives. Dimmick,
Kline & Stafford (2000) indicated that the Intermeay gratify the same needs that are
gratified by using of traditional media. On the eatlhand, there are several researchers
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have argued that the Internet is able to satisfyde variety of needs much more than
traditional media do (e.g., Eighmey, 1997; Korgaam& Wolin,1999; Papacharissi &

Rubin, 2000) and they have identified some motags major motivations for using

the Internet.

Kaye (1998) has identified six motivational categerthat motivate web use:
“entertainment, social interactions, passing theetiescape, information, and website
preference” (p. 34). Korgaonkar and Wolin (1999)idid Internet users’ motivations
into seven factors: Social escapism, privacy imarial transactions, information
motivation, interactive control motivations, Sodaltion, non-solicited privacy
motivations; and economic motivations.

Papacharissi and Rubin (2000) also developed ae soél Internet usage
motivations that consists of five primary motivelsusing the Internet: interpersonal
utility, pastime, information seeking, convenien@nd entertainment. Luo (2002)
explored effects of information, entertainment, amdtation on various online
consumer behaviors such as attitude toward thelsternet usage and satisfaction.

The motives of using online advertising includingnenercial websites were
measured by using the scale of McQuail (1987) whials also used by Ko, Cho and
Roberts (2005) in their study about Internet uses$ gratifications, but the researcher
rewrote and developed this measurement to be sitabthe current study; the
researcher used 23 items to tap into responderdsifigations sought (motives) from
commercial website use. These motives would bed#sres they hope to fulfill — a
motivation for going to this type of sites. Iltemscluded measured the following
gratifications:

a) “Information gathering: Audiences of mass media including online users use
mass media in order to satisfying curiosity andegahinterest; learning; and
getting information.

b) Convenience:Consumers may use commercial websites to get wair lshe
needs in much easier and convenient way.

c) Social interaction: Consumers may use commercial websites to meet g@eopl
online, to interact with the source of products aedvices directly and to keep
up what is going in.

d) Entertainment. Some consumers use commercial websites for escémny
problems; relaxing; getting enjoyment; filling timend sexual arousal”
(McQuail, 1987, p. 73)

The current study is interested in examining thergsismotives of commercial
websites and describing the relationships betwheset motives and the uses and
gratifications of these sites (see, RQ4, H1, H2, HB of survey questions and
hypotheses).
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3.2.2 Attitudes toward commercial websites

Attitudes toward the website were defined as a disposition to respond
favorably or unfavorably to web content in natwaposure situations” (Chen & Wells,
1999, p. 28). Many researchers indicated that titeides toward the website is related
to website use (e.g., Ebersole, 2000; Rhee & KifQ42 Susskind, 2004); since the
attitude toward the commercial websites and ondideertising is considered as a key
determinant of both consumer adoption and usage¢he$e websites and online
advertising effectiveness (Luo, 2002), so this ytigsdinterested in examining the users
attitudes toward commercial websites and descriliegrelationships between these
attitudes and the uses and gratifications of tlsgss (see, RQ6, H3, H6, H9 of survey
questions and hypotheses).

Subjects responded to a series of five positivelgrded statements about
commercial website use with a Likert-type scalegmag from strongly disagree (1) to
strongly agree (5). The researcher used items &a@tudy performed by Ko, Cho, and
Roberts (2005) to tap into respondents’ generatudés about using commercial
websites. Subjects responded to a series of fiwtipely worded statements about
commercial website use with a Likert-type scalegmag from strongly disagree (1) to
strongly agree (5). These five statements are:

1. “These websites build a relationship with me

2. 1 would like to visit these websites again

3. | am satisfied with the services or products thatevailable on these sites
4. | feel comfortable in surfing these websites

5. I'would rate these sites as one of the best” (Km,& Roberts, 2005, p.63).

The researcher ignored the sixth statement “Thesisia good place to spend my time”
because it is already mentioned in the measureotizes and gratifications.

3.2.3 Obtained gratifications form using commercial webdes

Gratifications obtained from medium (commercial si&ds) is important element
of uses and gratifications approach; and ther&ramg relationship between motives or
gratifications sought (GS) and gratifications obéal (GO) (Palmgreen, Wenner &
Rayburn, 1980), the current study is intereste@xamining the users’ gratifications
from using commercial websites and describing te&tionships between these
gratifications obtained and the other elementsseSlwand gratifications model: Motives,
time spent on using commercial websites and adgudward these websites (see, RQ5,
H4, H5, H7,H8 of survey questions and hypotheses).

To measure gratifications obtained — or what redpats feel that they actually
gained from the experience of using these sitdee—+désearchers used the same scale,
but worded somewhat differently. In this case, gemere worded to measure the
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perceived benefit the respondent gained from thgemance of using commercial
websites.

3.2.4 Time spent on using commercial websites

The time spent using the online advertising incgeasore than the other types of
advertising. This rapid growth in online advertgirevenues indicates the viability of
online advertising as an alternative to that oflitranal media (Choi & Rifon, 2002).
The current study is interested in examining thersigsime spent on using commercial
websites and describing the relationships betwbeset gratifications obtained and the
other elements of uses and gratifications modeltives, gratifications and attitudes
toward these websites (see, RQ2, RQ2, H6, H7, H8swiey questions and
hypotheses).

3.2.5 Demographic and cultural characteristics of commeral
websites users

Johnstone (1974) observed that members of massraadiences used the media
as members of organized social groups and as ipartis in a cultural milieu or taste;
“the different tastes and preferences which gumdbvidual choice amongst what the
media make available. Cultural taste, in this serefers to an individual attribute (the
particular preference pattern) which is shapeddwyilfy, social class milieu, education
and cultural capital available to an individual” ¢fuail & Windahl, 1997, p.139);
since the cultural and demographical charactesig@gender, age, residence, religion,
educational level) of the mass media audience rffagtaon their choice and usage of
these media. The current study attempted to desdhk relationships among the
characteristics of commercial sites’ users andrthsees and gratifications of these
websites (see, RQ 1, RQ 7, RQ 8, RQ 9, of survesstipns and hypotheses). The
suggested model is shown in figure (3-3).
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Figure 3-3Suggested uses and gratifications model of onliivertising and commercial websites
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3.3 Research Questions and Hypotheses of current study

The researcher divided the questions and hypothastss study into survey’s
questions and hypotheses and the questions ofrtantalysis study.

3.3.1 Questions and hypotheses of survey study

A uses and gratifications approach was used tololevend answer research
questions and hypotheses of the current survey shased on the existing uses and
gratifications research of the Internet, and thggssted model and its sequence
elements that contain 1) demographic and cultutaments, 2) motives (sought
gratifications), 3) attitudes, 4) time spent omgstommercial websites, and 5) obtained
gratifications. This model highlights the interfece these five basic elements and the
relationships among them.

I.  The questions of survey study

It is so important to explore the demographic ctiarastics (i.e. age, residence,
gender, religion educational level) of medium uskeesause uses and gratifications
theory focused on studying the users or audiendettair uses of the communication
medium and its messages. To have more knowledgat #tv® characteristics of those
who use commercial websites and the factors thgtexplain their using behavior, the
researcher proposes the following three researebtiqus:

RQ1. What are the demographic characteristics of then@e and Egyptian sample?
RQ2. What are the characteristics of their using thertret?
RQ3. What are the characteristics of using commercetisites in each country?

“The principal objectives of uses and gratificasanquiry: To explain how people use
media to gratify their needs, to understand motemedia behavior, and to identify
functions or consequences that follow from needstives, and behaviors” (Katz,
Blumler, & Gurevitch, 1974, pp.20-21). To explahetuses, attitudes and gratifications
of using commercial websites in Germany and Egype, researcher proposes the
following three research questions:

RQ4. What are the motivations of using commercial wiglssin each country?

RQ5. What are the obtained gratifications from commeneebsites in each
country?

RQ6. What are the attitudes of using the commercialsiteb in each country?

To examine the characteristics of using commereédisites regarding interaction
with ads on these websites, shopping utility offielbg this type of sites, the researcher
proposes the following two research questions:

RQ7. What are the characteristics of using the onlolea@ commercial websites in
each country?
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RQ8. To what extent do the users benefit from the shmapptility offered by
commercial websites?

The personal cultural taste guides media conteetepnces and choices and
leads to various kinds of affective and emotioratis$actions (McQuail & Windahl,
1997). So the ethical and cultural reasons of armgidome commercial websites in
Germany and Egypt and the users’ suggestions telajevthis type of websites in each
country are offered in following two questions.

RQ9. What are the ethical and cultural reasons of angidome commercial
websites? And what are the types of these websites?

RQ10.What are the users’ proposals (suggestions) teldp\commercial websites?

II.  Hypotheses of the survey study

Utilizing the suggested measurement of uses artdigaions theory and the
existing studies in this area, the following hypotheses were tested in the current study;

H1. There is a significant statistical correlationbetween demographic variables of
users and their usage’s motives of commercial welbss:

McQuail & Windahl (1997) confirmed that it is imgant to examine the effects
of particular preference pattern, which is shapgdfamily, educations and cultural
capital available to an individual, on the indivddwses and gratifications of mass
media. Johnson and Kaye (2003) examined the eféédtsee demographic and cultural
characteristics of Internet users (gender, agepnie; using the internet) on their
motives of their online political activities. Andepending on the objectives of the
current study and the suggested model, it is atsdngortant to investigate the
relationship between the demographic variablesoairoercial websites users and their
usage’s motives of commercial websites. This hyggithcontains seven demographic
variables (gender, age, place of residence, reljgealucational level, job and users’
household income); therefore the following hypo#seare proposed:

Hla. Gender is a significant factor in determining tisage’s motives of commercial
websites.

H1b. Age is a significant factor in determining the gsa motives of commercial
websites.

H1c. Place of residence is a significant factor in dataing the usage’s motives of
commercial websites.

H1d.The religion of the users is a significant factordietermining their motives of
using the commercial websites.

Hle. Educational level of users is a significant factodetermining their motives of
using commercial websites.
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H1f. Job of users is a significant factor in deterngnithheir motives of using
commercial websites.

H1g. Users’ household income is a significant factod@&ermining their motives of
using commercial websites.

H2. Consumers' motives of using commercial sites kia a significant effect on the
consumers’ time spent on these websites.

The time spent on using mass media and Internet usadg to measure and
compare the usages of traditional media and IntéBienmick, Chen & Li, 2004), Luo
(2002) identified the web usage as the number afrdiespent online per week.
Likewise, the usage of commercial websites was oredsby the number of hours
spent per week on commercial websites. This hygtheas its roots from study of
Birnie and Horvath (2002) about psychological peceatis of Internet social
communication; since they examined the relationship between the social motives and
usage of online social communication. Rodgers (2@0b confirmed that motives are
one of the driving forces of consumer’s media usage

The current study aims to investigate the effetissage’s motives of commercial
websites on this usage or the number of hours gEniveek on commercial websites.
So this hypothesis referred to the relationshipwbeh the motives and usage of
commercial websites. The researcher expected llbaethaving strong motivation of
using commercial websites would spend more timasang commercial websites.

H3. Motivations of using commercial websites are mitively associated with the
attitudes toward using these websites.

Rayburn and Palmgreen’s (1984) expectancy valueshrmajgested that attitudes
influence the gratifications sought, and gratificas sought lead to media activity. And
this means that there is positive relationship keetwusage’s motive of mass medium
and their attitudes toward this medium.

Daugherty, Eastin, and Bright (2008) found that r'esemotivations relate
positively to his or her attitudes toward new medimcluding the Internet. Depending
on this result, and according to the objectivesthed current study, the researcher
hypothesizes that there is positive relationshipsvben users’ motivations of using
commercial websites and their attitudes towarddlvesbsites.

This hypothesis contains four variables, theretbesfollowing hypotheses are
proposed:

H3a. Information seeking motivations of the commeraciabsites are positively
associated with attitudes toward using these websit

H3b.Convenience motivations of the commercial websiies positively associated
with attitudes toward these websites.

H3c.Social interaction motivations of the commercial baites are positively
associated with attitude toward these websites.

H4d.Entertainment motivations of the commercial welsséee positively associated
with the attitudes toward using these websites.
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H4. Obtained gratifications from commercial websits are positively associated
with the attitudes toward these websites.

Luo (2002) links between attitudes toward the wet abtained gratifications of
the web, and he proposed that obtained gratificatiof the web are positively
associated with the attitudes toward the web. Likewthe current study proposed that
there is strong relationship between obtained fggations from commercial websites
and the attitudes toward these websites.

This hypothesis also contains four variables, tioeeethe following hypotheses
are proposed:
H4a. Information gratifications of the commercial welbsiare positively associated
with attitudes toward using these websites.

H4b. Convenience gratifications of the commercial widssi are positively
associated with attitudes toward using these wehsit

H4c. Social interaction gratifications of the commekcigebsites are positively
associated with attitudes toward using these wethsit

H4d. Entertainment gratifications of the commercial sigds are positively
associated with the attitudes toward using thedesites.

H5. Motivations of the commercial websites are pasvely associated with obtained
gratifications.

The major concept of uses and gratifications thesphat audiences use media,
including the Internet, to gratify their motivesd, Blumler & Gurevitch, 1974), this
hypothesis has also its roots from study for Pagagy Wenner & Rayburn’s (1980)
study under the titleRelations between Gratifications Sought and Oletdira Study of
Television Newssince they examinethe relationship between gratifications sought
(GS) from television news and gratifications ob¢ai{GO) from network evening news
programs. So the literature review refers to thepdrtance of examining the
relationships between motives (sought gratificat)oand obtained gratifications from
using the medium content which is commercial welssih the current study. For this
reason, this hypothesis was proposed to investitjaerelationship between each
individual sought gratification and its correspargliobtained measuremenince it
contains four variables, therefore the followingbtheses are proposed:

H5a. Information seeking motivations of the commeraciabsites are positively
associated with information gathering from thesésites.

H5b.Convenience motivations of the commercial websiies positively associated
with the obtained convenience gratifications framase websites.

H5c.Social interaction motivations of the commercial baites are positively
associated with the obtained social interactiotifgzations from these websites.

H5d.Entertainment motivations of the commercial webaite positively associated
with the entertainment gratifications from thesdgrtes.
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H6. Attitudes toward using commercial websites have significant effect on the
time spent on these websites.

Users' attitudes toward the mass medium have afisgmt effect on their
consumption or usage of this medium including thterhet (Daugherty, Eastin, &
Bright, 2008; LaRose, Mastro & Eastin, 2001; Luo, 2002). As well as, Rhee and Kim
(2004) also found that attitudes toward the Internet affect on Internet use; since
perceived credibility and benefit of websites pwesily affect on these websites’ usage,
while perceived alienation and negative effectsheflse websites affect negatively on
these websites’ usage. Proceeding from the resfilexisting studies, the researcher
hypothesized that attitudes toward using commexgedsites have a significant effect
on the time spent on these websites.

H7. The consumers’ time spent on commercial websgehas a significant effect on
their gratifications from these websites.

Kaye (1998) found correlation between weekly welbages and obtained
gratifications from websites, this is because “pecgelect and use communication
sources and messages to satisfy felt needs ameésig$terry, 2002, p.71). The obtained
gratifications form commercial websites are resutts these websites usage.
Consequently this usage or the consumers' timet spercommercial websites has a
significant effect on consumers' gratificationanfrthese websites.

H8. Consumers' gratifications from commercial webges have a significant effect
on their time spent on these websites.

Obtained gratifications from mass media includingeinet also affect on these
media usage (Leung, 2009); For example, usage of convenience interaction and
shopping features on websites increases onlinenguagtivity and spent time on these
commercial websites (Kim & LaRose, 2004). As wallthis usage encouraging repeat
website visits (Murphy & Hofacker, 2004).

H9. There is a significant difference between Gernmmaand Egyptian consumers’
attitudes toward using commercial websites.

Some researchers found that the attitudes towardy wslvertising and doing
shopping generally are different by country or culture (e.g., Campbell, 2007; Richins &
Verhage, 1985). Significant differences also wewanfl in Internet experience, attitudes,
and usage, among different cultures (Li & Kirkupp2Z). Proceeding from these results,
the current study proposed that there is a sigmfidifference between German and
Egyptian consumers’ attitudes toward using comraéveebsites.

3.3.2 Questions of content analysis study

One of the most important objectives of this studyto determine if the
commercial websites that were visited by German Bggptian users differ in their
formats, features, presenting information about tkempany and hosting
advertisements. The question that guides this sisidp what extent the design of
websites differs across cultures.

This study examines the formats and features aethtes as well as the ads that
available on these sites -- as well as the compari®etween German and Egyptian
corporate websites. The following research questiguided this study and enabled a
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comparative analysis between the two countries.iftportant to understand how a
business makes itself available to its customedsather audiences via its commercial
website. This inquiry leads to the first researabsiion.

RQ1: What are the general practices of commercial websiégarding the languages
that are presented on these commercial websitpg, ¢f these websites, also the
guantity, advertisers, and locations of ads onethesbsites?

This question contains the following five hypothese

Hla There are differences in commercial websites' afsenguages based on the
users of the site — German or Egyptian. ?

H1lb. There are the differences in commercial websitg®s based on the users of
the site — German or Egyptian.

Hlc. There are the differences in commercial webshesting of individual ads
based on the users of the site — German or Egyptian

H1d. There are differences between advertisers of iddal ads on commercial
websites based on the users of the site — Germagygtian.

Hle. There are differences between locations of indigidads on commercial
websites based on the users of the site — Germagygtian.

RQ2: What are the general practices of organizationardigg posting of corporate
contact information and also the facilitations tiof $he websites?

This question contains the following three hypo#ses

H2a There are differences in commercial websites' Ussite basic and contact
information based on the users of the site — Geron&ygyptian.

H2b There are differences in commercial websites' afssite basic and contact
information based on the language of the site -m@ar Arabic, English or more
than one language.

H2c There are differences in commercial websites dithese techniques based on
the type of these websites analyzed.

RQ3: What are the interactive features of German ayypian visited websites?

The question looked for interactive features sushkaeyword search FAQ/help,
self- design images, animation, audio, video, aBve newsletter, online order, online
transaction, comment, job placement, user groupsoormmunity, and online chatting.
This question contains the following three hypo#ses

H3a There are differences in commercial websites' afssite interactive features
based on the users of the site — German or Egyptian

H3b There are differences in the amount of featuresdus ads featured on
commercial websites based on the language of taeasalyzed — German, Arabic,
English or more than one language.

H3c There are differences in the amount of interactdatures used on commercial
websites based on the types of these sites analyzed
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RQ4: What are the formats of online advertising that presented on commercial
websites?

It would certainly seem to be the case that then&dting of online advertising
may also vary by site language, and business regjitime commercial website hosting
the ads. These sub-questions are explored as Kedllly, the individual features of
online ads also come in many variations, which algo affect the interactivity of the
ads. This question contains the following threedtlygpses:

H4a There are differences in the formats of ads featwn commercial websites
based on the users of these websites — Germanypti&y

H4b There are differences in the amount of formattisgd in ads featured on
commercial websites based on the advertisers aidhe

H4c There are differences in the amount of formattusgd in ads featured on
commercial websites based on the type of the saéyzed.

RQ5: What are the features of online advertising that presented on commercial
websites?

The features of online advertising may also varyhsyadvertisers, type site, site
language, and business region of the commerciasiecbosting the ads such variations
of this question are explored. This question costée following three hypotheses:

H5a. There are differences in the amount of featuremdus ads featured on
commercial websites based on the users of the cocrahe/ebsite.

H5b. There are differences in the amount of featuresd us ads featured on
commercial websites based the type of advertidairseaad.

H5c. There are differences in the amount of featuresdus ads featured on
commercial websites based on the type of the saié/zed.
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Chapter 4
Methodology

This chapter examines in detail the methodologypsatb in carrying out the
study. It covers the following aspects; sample aathpling method, procedure for
collecting and analyzing data, measurements of asdgyratifications, instruments for
collecting data and statistical analysis. The nedea has discussed these aspects by
highlighting the reasons why some techniques welected for the research design.

4.1 Sample of study

A total of 648 people responded to the survey, @hem to the German version
and 296 to the Arabic version; the sample consiste®#94 male and 354 female, or
45.4% and 54.6% of the sample respectively. Respasdanged in age between 17
and 50 with the average being 23 years. Most of gheple are from prep and
secondary school (N= 415, 64% of the sample). Tapnty of the survey respondents
were either students or working in education figNE552, 85.2%).The majority of
respondents also reported a monthly household iadess than € 2000 Euro equivalent
(N=348, 53.7%). The respondents reported spendmgvarage of 20.92 hours per
week surfing the Internet. And they reported spegdan average of 5.98 hours per
week surfing commercial websites.

4.2 Procedures for collecting and analyzing data

An online survey was conducted with Egyptian andn@a users who visited
commercial websites. The researchers used a can@nsample of Internet users who
are directed to the survey through online annouecgésnand hyperlinks. This is
because the Internet poses a unique set of probleguaranteeing a random sample of
respondents. Unlike telephone and mail surveys evlsamples can be produced
through census lists and random digit dialing, iled has no central registry of users,
and e-mail addresses are so varied that they ateaNy impossible to construct
randomly (Johnson & Kaye, 2003). Since there ismezhanism for random sampling
the population of web users, nonprobability sangplsmore appropriate when posting
an online survey. Cyber surveys are commonly ddfia€ volunteer samples because
respondents are self-selected (Kaye & Johnson,)1$9@wball sampling was used to
obtain a higher response rate. The survey was astani@d in Arabic. A total of 648
people responded to the survey, 352 of them toGbaeman version and 296 to the
Arabic version. Questionnaire was administered oxetwo months period (from
February, 06, 2009 to April, 06, 2009). The contam&lysis of sites visited by sample
was employed to better understand the nature otdinéent being consumed. Of the
initial 252 visited commercial websites by the séamgf German and Egyptian users, a
total of 248 were content analyzed over 10 daysi(Ap7, 2009 to May, 6, 2009). Four
websites had to be removed from the study duedinteal errors involved in coding
the sites. Sixty — seven point three percent (18)sites were visited by the German
users, and eighty- one websites (32.7%) were disijfeEgyptian users.
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4.3 Measurements of uses and gratifications

The researcher used two types of measurementsxptore the uses and
gratifications of commercial websites, these mearsents are:

B Motives and gratifications measurement

The motives (gratifications sought) of using onlira@vertising including
commercial websites were measured by using the sfallcQuail (1987) which was
also used by Ko, Cho and Roberts (2005) in thaidystabout Internet uses and
gratifications, but the researcher rewrote and ldbgeel this measurement to be suitable
to the current study; the researcher used 23 itentap into respondents’ motives of
commercial website usage. These would be the desirey hope to fulfill — a
motivation for going to these sites. Items includedasured the following motives:
information gathering, convenience, entertainmant social interaction, see table (4-
1). Subjects responded to a series of questionstaach motive with a Likert-type
scale ranging from strongly disagree (1) to strgragree (5). The items were then
factored by principal components analysis with max rotation. The factor solution
yielded four factors with greater than one eigem®ahnd explained (59.03%) of the
total variance.
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Items FAC1 | FAC2 | FAC3 | FAC4
Factor 1: Seeking information motives
It's a good way to do research 443 4338 .014 .085
To get information for free 467 406 .002 .105
To learn how | use the products or services 597 77 .2| 171 .051
To see as much products or services before | buy 06 .6 .326 217 .060
To compare among the different products or services.615 .380 128 .022
| like to be a part of the commercial community 746| .047 447 .022
To learn about products or services before thepinec| .635 .269 377 174
popular.
To learn about unknown things .605 337 .246 5P
To learn about useful things .590 391 239 .18b
Factor 2: Convenience motives
1. It's convenient to use .366 .697 .08 116
2. | can get what | want for less effort 315 73% 661 | .108
3. | can use it anytime, anywhere 314 .6438 218 130
4. To decide the service or product should | buy 432650 .308 131
5. Itis an easy way to make shopping 345 .705 224093 .
Factor 3: Social interaction motives
6. To express about myself freely 301 291 707 181
7. To meet people with my interests .205 .099 799 2.31
8. To interact with the source of product or servic07 .158 147 .182
directly
9. To keep with what is going on .384 270 .668 291
Factor 4: Entertainment motives
10.To pass time .148 .148 231 715
11.1just like to surf the commercial websites 186 740 | .316 .670
12.1t is enjoyable 181 .128 261 .834
13.1t is intertaining .226 134 247 .804
14.1t is habit .035 .096 .083 .613

Table4-1. Factor analysis of motives
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These are four categories or factors of motiveswegasured by the following

(1) Information motives: Respondents were asked nimenst to tap their
information motives of commercial website usages tfactor is loaded
mainly: "It's a good way to do research"(0.433),0"get information for
free"(0.467), "To learn how | use the products enviees"(0.597),"To see as
much products or services before | buy"(0.606),"dmmpare among the
different products or services"(0.616), "l like he a part of the commercial
community"(0.467), "To learn about products or sss before they become
popular”(0.635),"To learn about unknown things"(®) and "To learn about
useful things"(0.590).

(2) Convenience motives: Respondents were asked fimsitto tap their
convenience motives of commercial website usagesethtems are: "It's
convenient to use"(0.697), "l can get what | wamtléss effort"(0.735), "I can
use it anytime, anywhere"(0.643), "To decide thedpct or service should |
buy"(0.650), and "It is an easy way to make shog|{th705).

(3) Social interaction motives: Respondents were asiad items to tap their
convenience motives of commercial website usagesethitems are: "To
express about myself freely"(0.707), "To meet peopWith my
interests”(0.759), "To interact with the source pfoduct or service
directly"(0.747), and "To keep up with what’s goiog'(0.668).

(4) Entertainment motives: Respondents were asked ifeias to tap their
convenience motives of commercial website usagesethtems are: "To pass
time" (0.715), "l just like to surf the commercialebsites"(0.670),"It's
enjoyable” (0.834), "It's entertaining" (0.804),dfit’s a habit"(0.613).

To measure gratifications obtained — or what redpats feel that they actually
gained from the experience of using these sitde—+dsearchers used the same scale,
but worded somewhat differently. In this casemdewere worded to measure the
perceived benefit the respondent gained from theemance of using commercial
websites. Gratifications obtained were measuredlainio Palmgreen, Wenner &
Rayburn, (1980); since they attempted to invesigdie relationship between the
motives and gratifications obtained from networkéwgning news programs.

The items that were used to measure motives anttd@o commercial websites
are relating to the uses and motives for usingnternet included those from previous
Internet uses and gratifications studies (e.g.hiigy, 1997; Ko, Cho & Roberts, 2005;
Korgaonkar & Wolin, 1999; Luo, 2002; PapacharisdrR&bin, 2000).
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B Attitudes measurement

Subjects responded to a series of five positivelgrded statements about
commercial website use with a Likert-type scalegmag from strongly disagree (1) to
strongly agree (5). The researcher used items &a@tudy performed by Ko, Cho, and
Roberts (2005) to tap into respondents’ generatudds about using commercial
websites. Subjects responded to a series of fogtipely worded statements about
commercial website use with a Likert-type scalegmag from strongly disagree (1) to
strongly agree (5). These five statements are (Ko, & Roberts, 2005, p.63):

1. These websites build a relationship with me
| would like to visit these websites again
| am satisfied with the services or products thmatavailable on these sites
| feel comfortable in surfing these websites
. I would rate these sites as one of the best.
The researcher ignored the sixth statement "Thesisia good place to spend my
time" because it is already mentioned in the meastimotives and gratifications.

GICNNRIN

B Usage measurement

There are many studies about Internet (e.g., Kark@o& Wolin 1999; Luo,
2002; Ko, Cho & Roberts, 2005; Papacharissi & Rul#f00) that used item or
statement "the number of hours per week spent envdek" only to measure the web
usage, and the researcher adopted this item toumeasmmercial websites usage
among German and Egyptian users.

4.4 Data collection

The principal data collection tool was online qimstaire. Uses and
gratifications researchers came to realize thay there studying audience without
content (Watson, 1998), and to get rid of thisidsi, the researcher analyzed
commercial websites that were visited by GermanEgygptian users, besides studying
uses and gratifications of these websites amongn&erand Egyptian users, so the
second data collection tool is the content analykisebsites accessed by the sample of
survey study.

B Online Questionnaire

An online survey was the main tool of data collectvas used to gather data
from 648 German and Egyptian users, who visitedmemnial websites, identified for
the study. The researchers used a conveniencelesarhgnternet users who are
directed to the survey through online announcemants hyperlinks. This is because
the Internet poses a unique set of problems inajgeeing a random sample of
respondents. Unlike telephone and mail surveys evlsamples can be produced
through census lists and random digit dialing, iled has no central registry of users,
and e-mail addresses are so varied that they ateaNy impossible to construct
randomly (Jonson & Kaye, 2003). Since there is rexmanism for random sampling
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the population of web users, nonprobability sangplsimore appropriate when posting
an online survey. Cyber surveys are commonly ddfia€ volunteer samples because
respondents are self-selected (Kaye & Johnson,)19898owball sampling was used to
obtain a higher response rate. The survey was asteried in German and Arabic
languages. A total of 648 people responded tcstimeey, 352 of them to the German
version and 296 to the Arabic version.

The questionnaire was divided into six parts. Bag focused on the demographic
data of the respondents, second part focused onsimend frequency of use Internet
and commercial websites as well as culture diffeeenamong users in using
commercial websites. The third part contained doest on motivations and
gratifications of using commercial websites. Parrfof online questionnaire focused
on using online advertisements on commercial websPart five sought to explore the
user’s attitudes toward commercial websites, antl & contained questions about
online shopping on this type of websites. The @nljuestionnaire is presented on in
Appendix .

B Content analysis

To compare the advertising presence and pracfio®@ramercial websites that
were visited by German and Egyptian, a contentyaisliwas conducted because it
offers a method for examining manifest content essages (Hwang, McMillan & Lee,
2003), so it is an ideal tool for the current stubgt examines commercial websites.
The unit of analysis was homepage; since many reseis (e.g., Ha, 2003; Ha &
James 1998; Zhou, 2004) selected homepage as nip@irsg unit because “it is the
most visible page of the site with highest traffdso by analyzing the homepage only,
the researcher could control for the large vamatbsite sizes in web sites” (Ha, 2003,
p.29), “by using the home page as the unit of as|yvebsites of varying sizes can be
more effectively compared” (Zhou, 2004, p.22), amibst visitors to a website decide
whether they will continue to browse a site basedheir impressions of its homepage”
(Ha & James 1998, p. 467). For these reasonsgetearcher used the homepage as the
unit of analysis.

Content analysis of sites visited by sample wasleyeg to better understand the
nature of the content being consumed. For selet¢hiagsample of visited commercial
websites, the researcher used one question (qunestimber 14, see Appendix I) of
online questionnaire which is “What are nhames ojomeommercial websites do you
visit?” and then the researchers collected andyaedlthese visited websites. This tool
was adopted from Auter and Mahmoud’s (2009) studgua the characteristics of
commercial websites, but it was developed to cantadore categories such as online
order, online transaction, comment, job placemesé&r groups or community, online
chatting and the relation between company nametanonline address (See Appendix

1.
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Of the initial 252 visited commercial websites e tsample of German and
Egyptian users, a total of 248 websites were cdérgralyzed. Four websites had to be
removed from the study due to technical errors lvea in coding the sites. Sixty —
seven point three percent (167) websites wereedidily the German users, and eighty-
one websites (32.7%) were visited by Egyptian users

Two graduate students and two of the researclergewed and coded the
collected commercial website homepages. Websitegehages were coded for the type
and quantity of contact information available, tymed quantity of online shopping
opportunities offered, number and placement ofadthe page, and type of advertiser
sponsoring each ad.

Individual ads were coded for the type and quartdffyormatting characteristics
as well as the type and quantity of features ino@jed in the ad (See Appendix Il for
content analysis).

4.5 Reliability of questionnaire measurements and contd
analysis

Evidence of the internal consistence of the coosdrwas found in this survey
study. Cronbach's alpha was (.85) for all moti&%i{ems); Cronbach's alpha was (.78)
for information motives (9 items), also (.78) farconvenience motives (5 items), (.75)
for social interaction motives (4 items), and .8 éntertainment motives (5 items).

Attitude toward the commercial websites (5 itemigoapossessed sufficient
reliability, as Cronbach's alphas were (.78). Adl &g, Cronbach's alpha was (.88) for
all gratifications (23 items); Cronbach's alpha \{&8g) for information gratifications (9
items), (.78) for in convenience gratifications i(ems), (.76) for social interaction
gratifications (4 items), and (.84) for entertaimngratifications (5 items). All of these
Cronbach's alpha results refer to the consistehopline questionnaire measurements.

To test the reliability of content analysis toaljot graduate students and two of
the researchers reviewed and coded the collectatheocial website homepages. Two
coders are fluent in both German and English, amaldre fluent in both Arabic and
English. Two coders analyzed the websites homeptggswere visited by German
users and the other coders analyzed the websiteegages that were visited by
Egyptian counterparts. A random sample of (50.4%the websites was examined to
measure the reliability of content analysis. Intejudge reliability was calculated by
using percent agreement method; “A conceptual ftarfar percent agreement could be
written as follows:

PAo = An

PAo = stands for proportion agreement observeds thé number of agreements
between two coders, and n is the total number @& uhe two coders have coded for
test....this statistics range from .00 (no agreemeat)l.00 (perfect agreement)”
(Neuendorf, 2002, p.149).
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Percent agreement for commercial websites that wisited by German users:
PAo = 78/84 = .93

Percent agreement for commercial websites that wsited by Egyptian users:
PAo = 39/41 = .95

Overall reliability for the websites that were sl by German users was (.93)
and overall reliability for the websites that weisited Egyptian counterparts was (.95)
and this is an acceptable level of reliability.

4.6 Statistical analysis

All analyses were performed using the StatistiGdkage for the Social Sciences
(SPSS). The researcher used independent sampge tbtexamine the effect of the
gender on overall motives of using commercial welssiThe researcher used one-way
ANOVA test to investigate the effects of the otdemographic variables on motives of
using these websites, and to examine the effeatsotives, attitudes, and gratifications
of the respondents on the consumers’ time at thebsites. One-way ANOVA test was
also used to examine the effect of spent time asdhwebsites on the obtained
gratifications from them.

Person correlations were used to examine relatippsamong the motives,
attitudes and gratifications of commercial websiteactor analysis was also conducted
to determine the motives of using these websites.

Cronbach's (alpha) was used to the internal camistof the constructs of online
questionnaire, and percent agreement was usedsttahte reliability of commercial
websites that were visited by German and Egyptsamnau
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Chapter 5
Results of study

This chapter presents a comprehensive analysisnaéegretation of data on the
uses and gratifications of the commercial websateeng German and Egyptian users,
as well as the content analysis of commercial webshat were visited by the sample
of survey; results were aimed at answering a waoétesearch questions posed by the
researcher. Additionally, several hypotheses wardied. This chapter is divided into
three sections: first section about findings rekatto the various survey questions is
reported first, second about findings relating ésting of survey hypotheses, and the
third section is relating to content analysis firg.

5.1 Questions of survey study
B Demographic characteristics of the sample

A total of 648 people responded to the survey, @hem to the German version
and 296 to the Arabic version.
Gender: The sample consisted of 294 male and 354 femak5.d% and 54.6% of the
sample respectively. Fifty-three point seven perd®*189) of the German survey
respondents were male and 46.3% (N=163) were fermhblgy- five point five percent
(N=105) of the Egyptian respondents were male @8 & (N= 191) female.
Age: Respondents ranged in age between 17 and 50heithvierage being 23.06 years.
The most frequently reported age of respondents &lasThe average age of the
German respondents was 22.74 with the most com@gponse being 21. The mean
age of the Egyptian respondents was 23.44 witmibgt common response 21 also.

Religion: Most of the sample reported being Muslim (N = 242,7%). Twenty-nine
point eight percent (N=193) reported having nogieh, and Twenty-six point five
(N=172) reported being Christian. The remaindetest#hat they professed other faiths.
Fifty-four point eight (N=193) of the German resgents reported that they were not
religious and forty-one point five percent (N=14@ported themselves as Christian.
The remainder reported having other religions iditlg Islam (N=13, 3.7%). Ninety-
one point two percent (N =270) of Egyptian resposleeported their religion as
Muslim and eight point eight percent (N = 26) répdrthemselves as Christian.

Education: Respondents varied in their educational statusgimg from prep and
secondary school (N= 415, 64% of the sample) tegelwith post graduate education
(N=233, 36% of the sample). Most of the German aadpnts reported having an
elementary school education (prep or secondaryasc(id = 312, 88.7%). Eleven point
one percent (N=39) had completed a bachelor's degmely one (.3%) held a master
degree. Forty-nine point seven percent (N=147)hef Egyptian respondents reported
having some college education, thirty-four poirghgipercent (N=103) reported having
an elementary school education (Prep or seconddryod). Eleven point two percent
(N=33) held a master degree and 2% (N=6) had eahdtD.
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Job: The majority of the survey respondents were eitbiidents or working in
education field (N=552, 85.2%). Four point eightrgemt (N=31) were workers in
Media and Entertainment. Three point seven per@énR4) were workers in the field
of computer and electronics. One point five pero@it10) of respondents were in
governmental and public services. Most of the Gernespondents were either students
or working in education field (N=308, 87.5%). Setemm respondents (4.8 %) were
working in media and entertainment field. threenpaseven percent (N=13) were
working in the field of computer and electronicsl2.3% (N=8) were working in
marketing, advertising, and public relations fiel@he remainder held other types of
jobs. Most of Egyptian respondents also were eigihetients or working in education
field (N=244, 82.4%). fourteen respondents (N=4wgre working in media and
entertainment field. and 3.7% (N=11) were workimgmarketing, advertising, and
public relations field. Only 3.4% (N=10) were wory in government, military, and
public services field.

Household income: The majority of respondents reported a monthlysetold income
less than € 2000 Euro equivalent (N=348, 53.7%n Peint two percent (N=66)
reported a monthly household income from € 2000ner €4000 Euro equivalent. Six
point three reported a monthly household incomeentban € 6000 Euro equivalent.
Three point two percent (N=21) from € 400 to un€@®00 euro equivalent. Twenty six
point five percent (N=172) of the respondents chusgte€o respond.

The majority of German respondents also reportewbathly household income

less than € 2000 Euro (N=265, 75.3%).only one pfaat percent (N = 5) reported a
monthly household income from € 2000 to under €48000. Twenty-three percent
(N=81) of the respondents chose not to respond.niyaeight percent (N=83) of the
Egyptian respondents reported a monthly househwdme less than € 2000 Euro
equivalent. Twenty point six percent (N=61) repdr monthly household income
from € 2000 to under €4000 Euro equivalent. WhdeyFone (13.9%) of Egyptian

sample earned € 6000 euro or more. Thirty pointesepercent (N=91) of the

respondents chose not to respond.

B The characteristics of using the Internet

RQ2a. The time spent on Internet surfing?

Overall respondents reported that they spend arageef 20.92 hours per week
surfing the Internet. German respondents were highe25.71 hours per week but
Egyptian respondents reported that they spend 1®@aes per week online.

RQ2b.Where do the users access the Internet in eamintry?

The majority of respondents reported using therhaieat home (N=558, 86.1%),
and at work (N=120, 18.5%). Only 15.3% (N=99) ugkd Internet in free public
stations such as libraries. Very few respondengsl ke Internet at school (N=50, 7.
7%), or pay sites such as Internet cafés (N= 43/6%. German respondents used the
Internet at home (N=342, 97.2%) as well as at widk91, 25.9%). Thirty-seven
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(10.5%) used it at school. While 3.4% (N=12) repdntising pay locations to access the
Internet. Only 1.7 (N= 6) used it at a free puldite. The majority of Egyptian
respondents used the Internet at home (N=216, 73 B9 was followed by free public
sites (N=93, 31.4%), ten point five percent (N=84&d pay sites such as Internet cafes.
Nine point eight percent (N=29) used the Interriav@ark. Only 4.4% (N=13) reported
using it at school.

RQ2c.What the maximum speed users access in eaantcp?

How fast people could connect to the Internet whnedely. The majority
reported connecting at a high speed using cableemant DSL (N=445, 68.7%). The
next largest number of people were unsure how wWexe connected (N=134, 20.7%).
Some respondents reported connecting the Intesieg umodem (N= 29, 4.5%) and
ISDN (N= 15, 2.3%). The majority of German respeamd reported connecting to the
Internet at a high speed via DSL and cable moder2TH, 78.4%). Thirty seven
respondents (10.5%) did not know how fast they eoted to the Internet. The
remainder connected a variety of ways. Fifty-sepencent of the Egyptian sample
(N=169) reported connecting to the Internet atghspeed via DSL and cable modem.
Ninety seven respondents (32.8%) were unsure hew ¢tonnected. The remainder
connected a variety of ways.

B The characteristics of using commercial websites ieach
country

RQ3a. The time spent on surfing commercial websites

Respondents reported that they spend an averag®®hours per week surfing
the commercial websites. German respondents wegfgehiat 6.32 hours per week;
since Egyptian respondents reported that they speralerage of 5.58 hours per week
surfing this type of websites.

RQ3b.What is the type of the most visited comménaiabsites?

Respondents were asked how often they visit theomigpes of commercial
websites. Responses ranged from 1 (never use)(tftén use). Frequencies results
revealed that overall, the top five most visitednoaercial websites were music (M =
3.48); paper products sites (M = 3.43); movie aNdsites (M = 3.38); Internet services
(M = 3.04) and construction websites (M = 2.86)east visited sites overall were
electronics sites (M = 1. 52); insurance websiMs=(1.58); pornographic websites (M
= 1.60); accounting (M = 1. 61), and hotels andmnss(M = 1. 93).

German respondents had somewhat different prefesemt their choice of
commercial websites. Their top choices were: pgpeducts (M = 3.43); music sites
(M = 3.32); bank sites (M = 3.28); movie and T\esi{M = 3.04) and Internet services
sites (M =2.89).The sites they visited the leastewelectronics sites (M = 1.25);
accounting sites (M = 1.36) insurance (M = 1.4@)veatising sites (M = 1.72) and
pornographic sites (M = 1.73). Egyptian respondéntmost often visited movie and
TV sites (M = 3.78); music sites (M = 3.66); papeoducts sites (M = 3.42); Internet
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services sites (M = 3.22); and construction webs{fd = 3.15). Their least often
visited sites were: pornographic websites (M = }.4fanks websites (M = 1.73);
insurance (M = 1.74); electronics (M = 1. 85) andaunting sites (M = 1.91).

B What are the motivations of using commercial webts in
each country?

For overall sample, the greatest motivations framg commercial websites was
socialization (M = 2.90). This was followed by em#nment (M = 2.84), convenience
(M = 2.09) and information seeking (M = 2.07). Ttotal sample’s overall level of
motivations was 2.38. For the German group, thesaigst gratifications sought or
motives were socialization (M = 3.11). This waddwaled by entertainment (M =2.91);
information seeking (M = 2.07) and convenience (ML.84). Overall, the German
sample scored 2.41 on the gratifications soughtlesca For Egyptian group,
entertainment sought was the greatest motives (M.75). This was followed by
socialization (M = 2.66); convenience (M = 2.27jdanformation (M = 2.07). Their
overall gratifications sought from commercial wébsise were 2.35.

Independent samples t-tests revealed a numbemoifisant differences in the
motivations by the German and Egyptian respondé&klitsle motivations overall were
not significantly different at the p = .05 leveHt1.212, df = 646p = .226), there were
significant differences between the two groups méigg the following motivations:
convenience (t = 5.381, df = 64p,= .000), socialization (t = -6.624, df = 646~=.
000), and entertainment (t = -2.251, df = 646, .025).

German respondents found socialization or soci@raction to be significantly
more important motives to use commercial websiteant did their Egyptian
counterparts. On the other hand, Egyptian respdadeund entertainment sought to be
most important motives to use these websites.

B What are obtained gratifications from commercial wdsites
in each country?

To measure gratifications obtained — or what redpats feel that they actually
gained from the experience of using these sité®-rdsearcher used the same scale, but
worded somewhat differently. In this case, itenesemvorded to measure the perceived
benefit the respondent gained from the experiehcsing commercial websites.

Respondents generally felt that they had obtairemak interaction by using
commercial websites (M =2.72) followed by entemaémt (M = 2.67); convenience (M
= 2.19) as well as information gathering (M = 2.1H)e overall experience people had
from using commercial websites was 2.34. For Germeapondents, socialization was
utmost (M = 2.84) followed by entertainment (M =2)6information gathering (M =
2.26) and convenience (M = 2.14). Their overallrsamas 2.36. Egyptian respondents
preferred entertainment (M = 2.72) over social@mat{M = 2.58). They also preferred
convenience (M = 2. 25) over information gatherfy= 2.03). Their overall score on
gratifications obtained from commercial website wse 2.31.

108



Chapter 5 Results of study

Independent samples t-tests revealed a two signifidifferences in the obtained
gratifications by the German and Egyptian respotsdleéWhile gratifications overall
were not significantly different at the p = .05&éyt = -1. 079, df = 646 = .281), there
were significant differences between the two grouegarding the following two
gratifications: information gathering (t = -4. 48#,= 646,p = .000) and socialization (t
=-4.099, df = 646p =. 000).

German respondents found socialization or soci@raction to be significantly
more important gratifications from using commerasigdbsites than did their Egyptian
counterparts. On the other hand, Egyptian respuadeund entertainment sought to
be most important gratifications from using thesbsites.

B What are the attitudes toward using the commercialebsites
in each country?

Subjects responded to a series of five positivelgrded statements about
commercial website use with a Likert-type scalegmag from strongly disagree (1) to
strongly agree (5). The researcher used items &a@tudy performed by Ko, Cho, and
Roberts (2005) to tap into respondents’ generaludds toward using commercial
websites (for more information, see chapter 4).

Respondents generally were positive about theiegspce of using commercial
websites (N = 648, M 2.54). Egyptian respondeNts=(296, M 2.63) were slightly
more positive about the experience of using commaereebsites than German
counterparts (N = 352, M = 2.47).

An independent-samples t-test indicated that thveas a difference between
German and Egyptian respondents in attitudes towsaity commercial websites (t =
2.881, df = 646p = .004), as well as specific differences in “I wiblike to visit these
websites again” (t = 7.989, df = 646= .000), and “I am satisfied with the services or
products that are available on these sites” (1083, df = 646p = .000). Although the
German respondents had a somewhat positive at@oolet using commercial websites,
the Egyptian sample had more positive attitudestdwsing the sites.

B What are the characteristics of using the onlineds on
commercial websites in each country?
RQ7a. To what extent do the users interact with evertisements on commercial
websites?

To measure the degree of interaction between relgods and the individuals ads
that found on commercial websites, a 5-point Litgpe scale, ranging from 1="Never
used' to 5= often use. This scale was worded tosumeathe benefit that respondents
gained from the experience of using individual adscommercial websites (for more
information, see table 5-1).
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Forms of interaction Overall German Egyptian
Percent| Mean| Percerft Meah Percgnt Megn
Paying attention 59.6 2.171 55.1 1.91 64.p 2.48
Clicking 44.9 1.74 36.1 1.53 55.4 1.99
Purchasing 26.1 1.42 21.3 1.2P 31.8 1.516

Table5-1. Interaction with the individual ads found ammamercial websites

Fifty-nine point six percent (N= 386) of overallspondents reported paying
attention to ads on commercial websites (M=2.1gydtan respondents paid attention
to ads on commercial websites (N=192, 64.9%, M=2m8re than did their German
counterparts (N=194, 55.1%, M=1.91).

Forty-four point nine percent (N= 291) of overaspondents reported clicking on
ads of commercial websites (M=1.74). Egyptian resients clicked on ads found on
commercial websites (N= 164, 55.4%, M=1.99) moranthdid their German
counterparts (N= 127, 36.1%, M=1.53). Twenty — goint one percent (N=169) of
overall respondents reported purchasing items fadsifound on commercial websites
(M=1.42). Egyptian respondents purchasing itemsnfrads found on commercial
websites (N=90, 31.8%, M=1.56) more than did ti&arman counterparts (N= 75,
21.3%, M=1.29). According to these results, the (ifigy respondents were more
interactive with online ads on commercial websitemn did their German counterparts,
see figure (5-1).
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Figure 5-1. The comparison between German and Egypsers’ interaction with individual ads on connoia
websites
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RQ7b. what are the most frequent types of online ddve the users used on
commercial websites?

The most frequent visited advertisements typesofggrall respondents were:
books, information and magazine ads (M=.30), cketlavertisements (M=.29),
entertainment (M= .24), business opportunities @2F. computer-related products &
services (M=.21). For Egyptian respondents, thetrfresjuent advertisements types
were: Clothes advertisements (M = 38), books, mfdion and magazine ads (M =
.35), arts and sported ads (both M= 32), entertaminM=.30). The most frequent
advertisements types for German respondents weuaksb information and magazine
ads (M=.25), music and video (M= .24), clothes atisements (M =.22), business
opportunities, computer-related products & serviaad entertainment (M = .19) for
each item.

B To what extent do the users benefit from the shoppg utility
offered by commercial websites?

RQ8a. Do Egyptian users make a lower level of orlipurchases than German users
do?

For overall respondents, Four hundred thirteen7@3.respondents had gained
online shopping utility. For German respondent:jdtiy-six point three percent (N =
339) of German respondents used shopping utilitgafimercial websites but only
twenty five percent (N=74) of Egyptian respondergported buying products and
service online, see figure (5-2).
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Figure 5-2. The comparison between German and Egypsers’ purchasing online from
commercial websitt

To measure the degree of online shopping usabdit§;point Likert-type scale,
ranging from O ='Never used' to 5 = More than 2terf This scale was worded to
measure the benefit that respondents gained frenexperience of online shopping on
commercial websites. The overall experience respatsdhad gained this benefit (N=
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648, M=1.60), the German respondents (N=352, M52 e slightly more positive
about the experience of using online shopping anmercial websites than Egyptian
counterparts (N = 296, M = .32). An independent{@ast-test has also indicated that
there was a significant difference between GernmahEggyptian respondents in using of
online shopping (t = -23.307, df = 646+ .000).

This result is related with the findings of Ko €t(2004); since they found cross-
cultural differences in perceived risk of onlineopping, and they found that the
perceived risk is higher for non- or less expemehonline shoppers than online
shopper. For the current study, the Egyptian usees considered non- or less
experienced online shoppers and German online €h@yp more - experienced online
shoppers.

RQ8b.What is the type of products or services tb@aisumers did buy from
commercial websites in each country?

Seventy seven respondents (11.9%) have reporteththabought many products
and services from the Internet and they cannot mdmee or they did not mention the
type of these products. And 336 respondents (51)8%e reported that they have
bought twenty four types of products and serviddse most frequent products and
services for overall respondents were: Books, napsp and magazine (M= .23),
electronic and electrical products (M= .22), clatli§l=.17), computer-related products
and services (M=.13) cosmetics and booking theetgkor different purposes (both M=
.05). For German sample, the most frequent prodaot$ services were: Books,
newspaper and magazine (M= .40), electronic anctredel products (M= .35), clothes
(M=.26), computer-related products and services .(F booking the tickets for
different purposes (M= .08), the most frequentmamlpurchasing products and services
for Egyptian sample were : Electronic and electripaducts (M= .06), clothes and
computer-related products and services (both Mz.@8ecommunications (M=.04),
and printed media (Books, newspaper and magazmkey@metics (both M=.03).

RQ8c. What are the obstacles of online shoppingeach country?

Thirty-six point three (N=235) of overall respontiemeported not purchasing
from commercial websites or Internet at all, eigbéyen respondents (13.4%) of them
did not mention any reason behind avoiding onlinecpasing. The rest of them (N =
148, 22.84%) have mentioned that the following eseaswere behind their avoiding
online purchasing:

“I would like to buy what | want from a store ditg¢ (N=39, 6% of overall
sample), “the prices of online shopping productsemvices are so expensive” (N=33,
5.1%), “l don't trust the products and serviceshafse websites” (N=27, 4.2%), “l don’t
have visa cart or online account to buy” (N=23,98)5"l want to save the security of
my account and | don’t trust of the security of thebsites” (N= 10, 1.5%), “I don't
trust these commercial websites” (N=8, 1.2%). Mafsbnline shopping companies are
outside my country and the price will be so expemdiecause of “transportation and
customs” (N=5, .8%), “the ads of the products awises don’t clarify the benefits of
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these products and services” (N=3, .5%), “the paté&ansportation is expensive”, I
let someone else buy for me”, “I just prefer to #eeproduct online”, “I can't test these
products or services before | buy”, and “I have bagderiences with online shopping”
(N=1, .2%) for each item. For Egyptian respondetiiese reasons were more than
reasons that were presented by German counterplaidsis because of the obstacles
concerning online shopping and commercial websit&gypt as well as the digital gap
between the two countries:

For Egyptian respondents who did not purchase enlthe reasons behind
avoiding online purchasing were: “I would like tanyowhat | want from a store
directly” (N=37, 12.5%), “the prices of online shmpg products or services are so
expensive” (N=33, 11.1%), | want to save the secaf my account and | don't trust
of the security of the websites” (N= 27, 9.1%),drd have visa cart or online account
to buy (N=23, 7.8%), “l don't trust the productsdaservices of these websites”, and “I
don't trust these commercial websites” (both N=2.4%). Most of online shopping
companies are outside my country and the price bellso expensive because of
transportation and customs (N=5, 1.7%), the adeeoproducts or services don't clarify
the benefits of these products and services (N#2),.the price of transportation is
expensive, and “I have bad experiences with ordhpping” (both N=1, .3%). But for
German counterparts, the reasons behind avoidifigeopurchasing were: “I want to
save the security of my account, and | don't taf¢he security of the websites” (N=3,
.9%), “I would like to buy what | want from a stode&rectly” (N=2, .6%), “I can't test
these products or services before | buy”, the ddseoproducts or services don't clarify
the benefits of these products and services, “kteheone else buy for me”, “I just
prefer to see the product online”, and “I don'strthese commercial websites” (N=1,
.3%) for each item.

B What are the ethical and cultural reasons of avoidig some
commercial websites? And what are the types of thes
websites?

Twenty-eight point four percent (N =184) of overakspondents reported
avoiding some types of commercial websites becafisethical and cultural values.
Egyptian respondents avoided these websites fauralivalues (N = 130, 43.9%) more
than did their German counterparts (N = 54, 15.398arson’s correlation revealed a
strong relationship between the residence of redgs and avoiding commercial
websites for cultural values (r = .3%65= .000).

German respondents justified their avoiding somarmercial websites for more
varied values than did their Egyptian counterpahsy avoided the following types of
commercial websites: pornographic sites (N=14, 4.6 clothing (N = 2, .6%) ,
Military and drugs, violence, Nazi websites, onlimekerage, online brokerage, pages
of cults, radical right-wing, racist, and rogue wiébs ( N = 1,.3%) for each reason. But
Egyptian respondents avoided the following two $sypé commercial websites only:
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pornographic sites, wean sites and anti-Islam webgiN=116, 39.2%) commercial
fraud (7, 2.4%) of Egyptian respondents.

B What are the users’ proposals (suggestions) to deoep
commercial websites?

The greatest respondents’ suggestions to develmmeocial websites was “offer
free services/products (such as free download)" 4N 64.4%).This was followed by
“present updated information about products/seslic€N=406, 62.7%); “offer
comparison with other company’'s products” (N=3665.580); “facilitate online
shopping through commercial websites” (N=356, 54;9%espect the cultural and
ethical values” (N=283, 43.7%); “offer the exterrald internal links on a topic to
explore the issue deeper and to navigate in the gmge/document” (N=249, 38.4%);
“present information using multimedia such as: videudio, 3D animations” (N=240,
37.0%); and “offer the interactive features (eegnail, chat) to contact with other users
or/and the company” (N=200, 30.9%).

5.2 Testing of survey hypotheses

B H1. There is a significant effect for demographic ariables of
users on their usage’s motives of commercial webss.

To test the effect of demographic variables of oesients on their motives of
using commercial websites, one t-test and four reépaANOVA tests were run; t-test
for gender and four separate ANOVA tests for theeotdemographic characteristics
(age, job, educational level, and householder irgom

Hla. Gender is a significant factor in determinindpe usage’s motives of commercial
websites.

Although some existing studies (e.g., McMahan, ldod, & McMillan, 2009;
Sweetser & Kaid, 2008; Yoon, Cropp, & Cameron, 900Rnd that the motivations of
online consumer behavior differ according to gendée current study did not found
any difference between males and females in tharatl motives of using commercial
websites (t = -. 338, df = 646,= .736).

H1b. Age is a significant factor in determining thesage’s motives of commercial
websites.

Demographically, age is important predictor of paliconsumer’'s motivations
(Leung, 2009; Rhee & Kim, 2004Dne-way ANOVA test did reveal a significant
effect for age on motives of using commercial widssjF (28, 619) = 1.86P, = .005],
as well as a specific effect on social interactiomdives [F (28, 619) = 1.61p,= .025].

H1c. Place of residence is a significant factor determining the usage’s motives of
commercial websites.

In contrast to the findings of Rodgers, et al, 2G6Bce they found that there were
differences in Internet motives among the four gatvely different countries (United
States, United Kingdom, Australia, and Korea), ¢beent study didn’t find such these
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differences between Germany and Egypt concerniegntiotivations of commercial
websites’ usage.

T-test did reveal no significant differences betwe@erman and Egyptian
respondents in their overall motives of commengiabsites’ usage (t = -1.212, df= 646,
p=.226). T-test did also reveal no significant diffieces between German and Egyptian
respondents in their information’s motives of usaognmercial websites (t = .065, df =
646,p =, 948). However, a t-test did reveal a significdifferences between German
and Egyptian respondents in their all of converggnmotives (t = 5.381, df = 646,=,
000), social interaction’s motives (t = -6.624,=d646,p =, 000) and entertainment’s
motives of using commercial websites (t = -2.25% 646,p =, 025).

H1d.The religion of the users is a significant famtin determining their motives of
using the commercial websites.

Results of one-way ANOVAs did reveal no significaitect for respondents’
religion on their overall motives of commercial vgébs’ usage [F (3,644) =1 .324 =
.266]. However, one-way ANOVAs revealed a significeffect of respondents’
religion on their convenience motives [F (3,644)7:830, p = .000] and social
interaction motives of commercial websites’ usdg€3,644) =16 .194) = .000].

Hle. Educational level of users is a significantd@r in determining their motives of
using commercial websites.

Demographically, better education is important poted of Internet motivations
(Leung, 2009), and educational level is positivellated to Internet use (Rhee & Kim,
2004). In this context, results of one-way ANOVAwealed significant effects for the
educational level of respondents on their overaltives of using commercial websites
[F (3,644) =3 .285p = .020]. The most significant effects of educadiblevel was on
convenience [F (3,644) =7.5205.000], and information gathering motives [F (3,544
=3.700,p=.012]. But there was no effects for the educatidéexel of respondents on
both of entertainment [F (3,644) = .442;.723], and socialization motives [F (3,644)
=1.689,p=.168], see table (5-2).

Motivations Educational level
dfbetwee dfwithin F p
Overall motives 3 644 .285 .0207
Information motives 3 644 3.700 .0121
Convenience motives 3 644 7.521 .00Q*
Social interaction motives 3 644 1.689 .168
Entertainment motives 3 644 442 728

*Significantp = .05 or less.

Table5-2. ANOVA results for educational level of respents on their motives of using commercial websites
Post hoc analysis using the LSD technique indictéted significant differences
occurred in overall motives, information motivesydaconvenience motives. The
significant difference in both of overall motivesida information motives can be
attributed exclusively to the category of “the r@sgents who have prep school”. “Prep
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school” category was the highest compared to hitrotategories with the significaot
value at 0.01. It is followed by “the respondentiowhave master or PhD”, “the
respondents who have high school graduate”, arelréepondents who have secondary
school”.

Regarding convenience motives, the significantedéfiice can be also attributed
exclusively to the category of “the respondents whave secondary school”:
“Secondary school” category was the lowest compé&weall other categories with the
significantp-value at 0.01. The highest category was “the nedpots who have prep
school”, It is followed by the “respondents who bawmaster or PhD”, “respondents who
have high school graduate”, and “the respondents hdve secondary school”. (For a
comparison of differences in overall motives, imf@ation motives and convenience
motives, see table 5-3).

Dependent Educational |Education level n Mean Sig.
variable level ) ) difference (-3
Overall motivesPrep school |Secondary school 412 .984 .005*
High school graduate | 186 - 925 .009*
Other ( master or PhD)) 47 .865 .017*
Information Prep school | Secondary school 412 .968 .009*
High school graduate | 186 .887 .017*
Other ( master or PhD) 47 787 .038*
Convenience | Secondary |Prep school 3 -1.010 .027*
High school graduate | 186 -.268 .000*
Other ( master or PhD) 47 -.308 .011*

Table 5-3. LSD Post Hoc comparison of the different mesivof using commercial websites based on the
educational level of respondents

H1f. Job of users is a significant factor in deteimng their motives of using
commercial websites.

Results of one-way ANOVAs did reveal no significagftect for the job of
respondents on their overall motives of using concirakwebsites [F (8,639) =1. 8083,
=.074].

H1g. Users’ household income is a significant factio determining their motives of
using commercial websites.

Although Leung (2009) found that a higher monthlgusehold income is
important predictors of online consumers’ motivaioThe researcher did not find any
effect users’ household income on their overallivest of using commercial websites.

Results of one-way ANOVAs did reveal no significaffiect for users’ household
income on their overall motives of using commergvabsites [F (4,643) =1 .970, p =
.097]. However, one-way ANOVAs test revealed a idicent effect on social
interactions motives [F (4,643) =7 .148, p = .000].
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In sum, the first hypothesis was partially suppdirté\s predicted, both of age [F
(28, 619) = 1.867P = .005] and educational level of respondents [B48) =3 .285p
= .020] have a significant effect on their overathtives of using commercial websites.
But the gender (t = -. 338, df = 646= .736), the religion of respondents [F (3,644) =1
.324,p = .266], householder income [F (4,643) = 1 .976,.097], jobs [F (8,639) = 1.
803, p = .074], and the place of residence of the respoisd(t = -1.212, df = 646
=.266) did not have any effect on their overall me¢ of using commercial websitps
> .05. The results of this hypothesis meet thelte@saf some existing studies (e.g.,
Leung, 2009; Rhee & Kim, 2004) concerning the a@ffexf age and educational level on
motivations of commercial websites’ usage; sina rigsults of this hypothesis found
that there are a significant effect for both fastdage and educational level) on
motivations of commercial websites’ usage. On agottand, these hypothesis results
disagreed with the result of other studies (e.gyrg, 2009; McMahan, Hovland, &
McMillan, 2009; Rhee & Kim, 2004; Rodgers, et a08; Sweetser & Kaid, 2008;
Yoon, Cropp, & Cameron, 2002) regarding the effe¢tgender, place of residence and
the household income on motivations of commerciabsites’ usage; since the
researcher did not find any significant effect ftbese demographic factors (gender,
place of residence and the household income asase#ligion and job) on motivations
of commercial websites’ usage.

B H2. Consumers' motives of using commercial sites ka a
significant effect on the consumers’ time spent othese
websites.

To test the effects for respondents' motives afigisommercial websites on their
time spent on these websites, five separated AN@&4s were run; one for general
average of motives and four for each type of mativiihe dependent variable was the
average time spent on these websites and indepewaeables were overall motives
average and the four measures of motives items.

As expected, a one-way ANOVA found overall motiteshave a significant
effect on the average time spent on these weld$it¢3, 644) = 7.073p = 000]. The
most significant effect was social interaction mations [F (4, 643) = 5.207p, = 000].
This was followed by entertainment motivations [# ©643) = 5.186,p = 000],
information motivations [F (4, 643) = 5.024 = 001], and convenience motivations [F
(4, 643) = 3.450p = 008] on the average time spent on these websiegable (5-4).

Motivations Time spent on commercial websites

dfbetwee\ dfwithin F P
Overall motives 3 644 7.073 .0007
Information motives 4 643 5.021 .0017
Convenience motives 4 643 3.450 .00§*
Social interaction motives 4 643 5.207 .00Q*
Entertainment motives 4 643 5.186 .00Q*

Table5-4. ANOVA results for motives effects on time spen commercial websites
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Post hoc analysis using the LSD technique indicéted significant differences
occurred in the time spent on commercial websitessetd on the overall, socialization,
and entertainment motives of using these websikikough the ANOVA revealed a
significant difference in information and convergenmotives as well, but LSD post
hoc analysis revealed no significantly differedatienships. The significant difference
in the time spent on commercial websites basedhemterall motives can be attributed
exclusively to the category of the respondents wan® “strongly agree” with the
motivations for commercial websites. “Strongly ajrecategory was the highest
compared to all the other scale categories, wighsilgnificantp-value at 0.01, except
“strongly disagree” category because there wasnswer found in this category (N=
0).

The significant difference in the time spent omfmaoeercial websites based on
both socialization, and entertainment motives afgishese websites can be attributed
exclusively to the category of the respondents wh® “strongly agree” with both
socialization and entertainment motives of usingséh websites. “Strongly agree”
category was the highest compared to all the atbale categories, with the significant
p-value at 0.01. (For a comparison of differenceghe time spent on commercial
websites by overall, socialization, and entertainhmaotives of using these websites,
see table (5-5).

Dependent Overall motives Overall motives n Mean Sig.
Time spent Strongly agree (N= 33)Agree 347 471 .014*
Neutral 257 729 .000*
Disagree 11 1.091 .003*
Strongly disagree O
Socialization motives | Socialization
Strongly agree (N= 36)Agree 160 504 .010*
Neutral 303 .695 .000*
Disagree 130 797 .000*
Strongly disagree 19 .904 .003*
Entertainment Entertainment
Strongly agree (N= 43)Agree 624 504 .000 *
Neutral 694 .695 .000*
Disagree 830 797 .000*
Strongly disagree 786 .904 .002*

Table5-5. LSD Post Hoc comparison of the time spentanroercial websites based on motives of these vesbsit

The findings of this hypothesis agree with the basssumption of uses and
gratifications theory which is people choose tdipgrate and select media or messages
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from a variety of communication alternatives inpasse to their motivations (e.g.,
Carey & Kreiling, 1974; Katz, Blumler, and GurevVitc 1974; Palmgreen &
Rayburn,1982; Rosengren, 1974; Rubin, 2002). A ag these findings also agree
with results of Internet uses and gratificationsdgs (e.g., Ko, Cho & Reborts, 2005;
Luo, Remus, Chea, 2006; Papacharissi & Rubin, 20@@n, Cropp & Cameron,
2002); since these studies found that motivatidnssimg the Internet have a significant
effect on the time spent online. Likewise, the aesker found that the consumers’
motivations of the commercial websites have a §igant effect on their time spent on
these websites.

B H3. Motivations of using commercial websites are matively
associated with the attitudes toward using these Wwsites.

Pearson’s correlation revealed a strong relatigndletween overall motives of
using commercial websites and positive attitudestd using these sites £ .257,p =
.000). The most significant predictor of overall ttmes was “| feel comfortable in
surfing these websites”E .249,p=.000). This was followed by “I would like to visit
these websites agaim”E .216,p=.000), “I am satisfied with the services or praduc
that are available on these sites*.207,p=.000), “I would rate these sites as one of
the best types’r(= .193,p=.000), and “these websites build a relationshitlhwe”{ =
.169,p=.000), see table (5-6).

Attitudes toward using commercial websites Motivations

r p
Overall attitudes .257 .008
These Websites build a relationship with me 149 00-.(
I would like to visit these websites again 218 0:0p
I am satisfied with the services or products thatavailable or] .207 .008
these sites
| feel comfortable in surfing these websites .2419.000
| would rate these sites as one of the best .1p3 00 0

Table5-6. The relationship between respondents’ motofassing commercial websites and positive
attitudes Items toward using these sites

The most significant predictor of positive attitsdéoward using commercial
websites was convenience motives £ .313, p=.000). This was followed by
entertainment r( =.163, p=.000), information gatheringr (= .149, p=.000), and
socialization = .111,p=.005), see table (5-7).

Motivations of the commercial websites Attitudes

r p
Information motives .149 .000%
Convenience motives 313 .000f
Social interactions motives A11 .005*
Entertainment motives 163 .000F

Table 5-7. The relationship between respondents’ motiitems of using commercial
websites and overall positive attitudes toward gighese sites
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H3a. Information seeking motivations of the comméatwebsites are positively
associated with attitudes toward using these welssit

Pearson’s correlation revealed a strong relatignbkeiween information seeking
motives of using the commercial sites and posuitteudes toward using these websites
(r =.149,p =.000). The most significant predictor of infation seeking motives was
“l feel comfortable in surfing these websites”{.192,p=.000). This was followed by
“I am satisfied with the services or products this available on these sites”<{ .158,
p=.000), “I would rate these sites as one of the bgmes” § = .153,p=.000), and “I
would like to visit these websites agaim”<£ .144,p=.000). But Pearson’s correlation
analysis revealed no significant relationship betweformation seeking motives and
“these websites build a relationship with me” items. 023,p=.552), see table (5-8).

Attitudes toward using commercial websites Informaibn motivations
r p

Overall attitudes 149 .000*

These websites build a relationship with me .023 52*5

I would like to visit these websites again 144 000

| am satisfied with the services or products thafa .158 .000*

available on these sites

| feel comfortable in surfing these websites 192 .000*

| would rate these sites as one of the best .]|53 00*.0

Table 5-8. The relationship between respondents’ Infoiznamotives of using commercial websites and
positive attitudes items toward using these sites

H3b. Convenience motivations of the commercial wids are positively associated
with attitudes toward these websites.

Pearson’s correlation has also revealed a strdatiaeship between respondents’
convenience motives of using commercial websitas @ositive attitudes toward the
sites ( = .313,p =.000). The most significant predictor of conesrte motives was “I
am satisfied with the services or products thataualable on these sitesf € .304,
p=.000). This was followed by “I would like to visihese websites againf € .303,
p=.000), “I feel comfortable in surfing these websit{ = .256,p=.000), “I would rate
these sites as one of the best types= (.213,p=.000), and “these websites build a
relationship with me”r(= .154,p=.000), see table (5-9).

Attitudes toward commercial websites Convenience motivations
r p

Overall attitudes 313 .000*

These websites build a relationship with me 154 00*0

I would like to visit these websites again .303 000

| am satisfied with the services or products that .304 .000*

are available on these sites

| feel comfortable in surfing these websites .256 .000*

| would rate these sites as one of the best . 213 000*.

Table5-9. The relationship between respondents’ conwesianotives of using commercial websites and
positive attitudes items toward using these sites
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H3c. Social interaction motivations of the commeatwebsites are positively
associated with attitude toward these websites.

Pearson’s correlation has also revealed a strdagiaeship between respondents’
social interaction’s motivations of using the sitesd their positive attitudes toward
using commercial websites £ .111,p = .005). The most significant predictor of social
interaction’s motives was “these websites buildetatronship with me” = .154,
p=.000). This was followed by “I would rate thestesias one of the best types’<
.118,p=.003), and “I feel comfortable in surfing thesebsites” ¢ = .105,p=.008). But
there was not a relationship between social interaanotives and both of “I would
like to visit these websites again=(032,p=.409), and “| am satisfied with the services
or products that are available on these sites”.047,p=.231), see table (5-10).

Attitudes toward commercial websites Socializatiomotivations
r p

Overall attitudes 111 .005*

These websites build a relationship with me 154 00*0

I would like to visit these websites again .032 9.40

| am satisfied with the services or products that|a .047 231

available on these sites

| feel comfortable in surfing these websites .105 .008*

| would rate these sites as one of the best .118 03*.0

Table 5-10. The relationship between respondents’ saeitiin motives of using commercial websites and
positive attitudes items toward using these sites

H3d. Entertainment motivations of the commercial lstes are positively associated
with the attitudes toward using these websites.

Pearson’s correlation has also revealed a strdatiameship between respondents’
entertainment motives of using commercial websates their positive attitudes toward
using these sites € .163,p = .000). The most significant predictor of erderiment
motives was “l would rate these sites as one obtst types” itemr(= .149,p=.000).
This was followed by “I feel comfortable in surfirbese websites” itenr (= .145,
p=.000), “these websites build a relationship wite"rmiem ¢ = .142,p=.000), and “I
would like to visit these websites agaim=(138,p=.000). But there was no relationship
between entertainment motivations of commercialsiteb and “I am satisfied with the
services or products that are available on thdes’siem ¢ = .015,p=.695), see table
(5-11).
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Attitudes toward using commercial websites | Entertainment motivations
r p

Overall attitudes .163 .000*

These websites build a relationship with me 142 00*0

| would like to visit these websites again .138 000

| am satisfied with the services or products that .015 .695

are available on these sites

| feel comfortable in surfing these websites 145 .000*

| would rate these sites as one of the best 149 00*.0

Table5-11. The relationship between respondents’ emtenent motives of using commercial websites and
positive attitudes Items toward using these sites

The result of this hypothesis supports the resuDaugherty, Eastin & Bright's
(2008) study; since they found that online constsneotivation relates positively to
his or her attitude toward using the Internet. lise, the researcher found that

motivations of using commercial websites are pesiyi associated with the attitudes
toward using these websites.

B H4. Obtained gratifications from commercial websits are
positively associated with the attitudes toward thee websites.

Pearson’s correlation revealed a strong relatignbbiween respondents’ overall
gratifications from using commercial websites ameirt overall positive attitudes
toward using these sites £ .246,p = .000). The most significant predictor of overall
gratifications was “I feel comfortable in surfinigelse websites’t (= .255,p=.000). This
was followed by “I would like to visit these welestagain” ( = .237,p=.000), “I am
satisfied with the services or products that arailalle on these sitest (= .203,
p=.000), “I would rate these sites as one of the types” { = .159,p=.000), and “these
websites build a relationship with me”£ .109,p=.005), see table (5-12).

Attitudes toward using commercial websites Gratifications

r p
Overall attitudes .246 .000*
These websites build a relationship with me .1Q9 05%*0
| would like to visit these websites again 237 00¢
| am satisfied with the services or products thatavailablg .203 .000*
on these sites
| feel comfortable in surfing these websites .255.000*
| would rate these sites as one of the best 159 00*.0

Table 5-12. The relationship between respondents’ ovepatifications of using commercial websites and
positive attitudes’ items toward using these sites

On the other hand, the most significant predictqgasitive attitudes toward using
commercial websites was “convenience gratificatiofts= .220, p=.000). This was
followed by “entertainment gratifications” r£.210, p=.000), “socialization
gratifications” ¢ = .191,p=.000), and “information seeking gratifications” £ .150,
p=.000), see table (5-13).
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Gratifications from commercial websites Attitudes

r p
Overall gratifications 246 .000*
Information gratifications .150 .000*
Convenience gratifications .220 .000fF
Social interactions gratifications 191 .000%
Entertainment gratifications 210 .000f

Table 5-13. The relationship between respondents’ gecatifbns items of using commercial websites and

overall positive attitudes toward using these sites

H4a. Information gratifications of the commercial @bsites are positively associated

with attitudes toward using these websites.

Pearson’s correlation revealed a strong relatignsbetween respondents’
information gratifications of using commercial wagbs and positive attitudes toward
commercial websiteg € .150,p = .000). The most significant predictor of infortoa
gratifications was “I feel comfortable in surfinigelse websites” itent € .190,p=.000).
This was followed by “I am satisfied with the s@es$ or products that are available on
these sites”r(= .149,p=.000), “I would like to visit these websites adga{n = .141,
p=.000), and “I would rate these sites as one ot types’n( = .128,p=.001). But
Pearson’s correlation analysis revealed no sigmficrelationship between overall
information gratifications and “these websites 8wl relationship with me” itenr (=

.057,p=.147), see table (5-14).

Attitudes toward commercial websites Information gratifications
r p

Overall attitudes .150 .000*

These websites build a relationship with me .057 47.1

| would like to visit these websites again 141 000

| am satisfied with the services or products that .149 .000*

are available on these sites

| feel comfortable in surfing these websites .190 .000*

| would rate these sites as one of the best 128 01*.0

Table 5-14. The relationship between respondents’ infeionagratifications of using commercial websites

and overall positive attitudes toward using thémss

H4b. Convenience gratifications of the commerciakbsites are positively associated

with attitudes toward using these websites.

Pearson’s correlation has also revealed a strdatiaeship between respondents’

convenience gratifications of using commercial vitelssand their positive attitudes
toward using these siteg €. 220, p = .000). The most significant predictor of
convenience gratifications was “l am satisfied wilie services or products that are
available on these sites” item= .231,p=.000), “This was followed by “I would like to
visit these websites againt & .217,p=.000), “I feel comfortable in surfing these
websites” ( = .208, p=.000), “I would rate these sites as one of thed bgses” ¢ =
.149, p=.000). But Pearson’s correlation analysis revealedsignificant relationship

123



Chapter 5 Results of study

between convenience gratifications and “these webdiuild a relationship with me”

item ( =.027,p=.493), see table (5-15).

Attitudes toward using commercial websites | Convenience gratifications
r p

Overall attitudes .220 .000*

These websites build a relationship with me .027 93.4

I would like to visit these websites again 217 000

| am satisfied with the services or products that .231 .000*

are available on these sites

| feel comfortable in surfing these websites .208 .000*

| would rate these sites as one of the best 149 00*.0

Table5-15. The relationship between respondents’ comvaei gratifications of using commercial websites
and overall positive attitudes toward these sites

H4c. Social interaction gratifications of the commaal websites are positively
associated with attitudes toward using these wedssit

Pearson’s correlation revealed a strong relatignbleiween respondents’ social
interaction’s gratifications of using commercial bgges and their positive attitudes
toward using these sites €. 191,p = .000). The most significant predictor of social
interaction’s gratifications was “I feel comfortabin surfing these websites”€ .186,
p=.000).This was followed by “I would rate theseesitas one of the best’ € .176,
p=.000), “I am satisfied with the services or proguihat are available on these sites”(
= .136,p=.001) “I would like to visit these websites agaift’=. 128, p=.001) and
“these websites build a relationship with nre2(.118,p=.003), see table (5-16).

Attitudes toward using commercial websites Socialization gratifications
r p

Overall attitudes .190 .000*

These Websites build a relationship with me 118 03*0

| would like to visit these websites again .128 100

| am satisfied with the services or products thatja .136 .001*

available on these sites

| feel comfortable in surfing these websites 176 .000*

| would rate these sites as one of the best .186 00*.0

Table 5-16. The relationship between respondents’ saeitiin gratifications of using commercial websitesl
overall positive attitudes toward using these sites

H4d. Entertainment gratifications of the commercialebsites are positively
associated with the attitudes toward using theséses.
Pearson’s correlation has also revealed a strolagioreship between positive

attitudes toward using commercial websites andremtenent gratifications received
from using these sitesr (= .210, p=.000). The most significant predictor of
entertainment gratifications was “I would like tasiv these websites again” item
(r=.201,p=.000). This was followed by “I feel comfortablesnrfing these websitesf’ (
= .191,p=.000), “these websites build a relationship wite’nr = .163,p=.000), “I
would rate these sites as one of the best’ (144,p=.000), and “I am satisfied with the
services or products that are available on thdes’siem ¢ = .125,p=.001), see table
(5-17).
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Attitudes toward using commercial websites Entertainment

gratifications
r p
Overall attitudes 210 .000%
These websites build a relationship with me 168  00*0
I would like to visit these websites again .201 000

| am satisfied with the services or products {hat.125 .001*
are available on these sites
| feel comfortable in surfing these websites .191 .000*

| would rate these sites as one of the best 144 00*.0

Table 5-17. The relationship between respondents’ embenteent gratifications of using commercial
websites and overall positive attitudes toward gisivese sites

The result of this hypothesis agrees with the tesoil some studies (e.g., Luo,
2002; Thorson & Rodgers, 2006); since they foundt tthe users’ gratifications
obtained from the websites are positively assodiatgh their attitudes toward these
websites. And the current study found that the siggmatifications obtained from the
commercial websites are positively associated whkir attitudes toward these
websites.

B H5. Motivations of the commercial websites are posvely
associated with obtained gratifications.

Pearson’s correlation revealed a strong relatigndletween overall motives of
using commercial websites and overall obtainedifgrations from using these sites (
=.618,p = .000). The most significant predictor of overalbtives of using commercial
websites was “information gathering gratification§” = .520, p=.000). This was
followed by “convenience gratifications”r ( = .428, p=.000), “socialization
gratifications” ¢ = .425,p=.000), and “entertainment gratifications”<£ .370,p=.000),
see table (5-18).

Obtained gratifications from commercial websites Motivations

r p
Overall gratifications .618 .000*
Information gratifications .520 .000*
Convenience gratifications 428 .000*
Social Interactions gratifications 425 .000*
Entertainment gratifications .370 .000*

Table5-18. The relationship between respondents’ ovenalivations of using commercial websites and
Gratifications Items from these sites

On the other side, the most significant predictooverall gratifications obtained
from using commercial websites was “information hgaing motives” = .501,
p=.000). This was followed by “convenience motivésx .445,p=.000), “socialization
motives” ¢ = .400,p=.000), and “entertainment motives” £ .384,p=.000), see table
(5-19).
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Motivations of the commercial websites Gratifications

r p
Overall motives .618 .000*
Information motives 501 .000*
Convenience motives 4485 .000%
Social interactions motives 400 .0001
Entertainment motives .384 .000%

Table 5-19. The Relationship between respondents’ motinatiitems of using commercial
Websites and overall gratifications items from thees

H5a. Information seeking motivations of the commeatwebsites are positively
associated with information gathering from these lgtes.

Pearson’s correlation revealed a strong relatignbkiween Information seeking
motivations of the commercial websites and obtainéormation gathering from these
websites ( =.530,p=.000).

H5b. Convenience motivations of the commercial witds are positively associated
with the obtained convenience gratifications fromhese websites.

Pearson’s correlation revealed a strong relatignsbetween convenience
motivations of the commercial websites and obtaicedvenience gratifications from
these websites €. 548,p=.000).

H5c. Social Interaction motivations of the commeatiwebsites are positively
associated with the obtained social interaction tfigations from these websites.

Pearson’s correlation revealed a strong relatign&@tween social interaction
motivations of the commercial websites and obtaisedal interaction gratifications
from these websites €. 476,p=.000).

H5d. Entertainment motivations of the commercial lagte are positively associated
with the entertainment gratifications from these b&tes.

Pearson’s correlation revealed a strong relatigndbetween entertainment
seeking motivations of the commercial websites abthined entertainment gathering
from these websites €.623,p=.000).

The previous studies (e.g., Cheung & Lee, 2009;ngew2009; Palmgreen,
Wenner & Rayburn, 1980; Rayburn & Palmgreen, 198dihd that there was a highly
correlation between GS (motives) measures andoit®sponding GO measures. And
the findings of this hypothesis support this resslhce users’ motivations of the
commercial websites are positively associated wh#ir obtained gratifications from
these websites.
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B H6. Attitudes toward using commercial websites hava
significant effect on the time spent on these welbss.

ANOVA was used to test hypothesized relationshigtsvben consumers' attitudes
toward using commercial websites and consumers wmpent on these websites. Six
separate ANOVASs tests were run. One for generabaeeof attitudes and five for each
measure of attitudes values. The Dependent variabk the average time spent on
these websites. Independent variables were thenfeasures of attitudes values as well
as the average of overall attitudes.

As expected, a one-way ANOVA found positive attéado have a significant
effect on the average time spent on these webgit€d, 643) = 7.279p=000]. The
most significant effect was "l feel comfortablesarfing these websites" [F (4, 643) =
5.613,p=000]. This was followed by "I would like to visihese websites again” [F (4,
643) = 5.179p=000], "I would rate these sites as one of the"dés{4, 643) = 3.928,
p=004], "These sites build a relationship with mg"(f, 643) = 3.274p=011]. But
results of One-way ANOVAs did reveal no significaffiect for "I am satisfied with the
services or products that are available on thews"sitem on the time spent on
commercial websites [F (4, 643) = 2.098080] only, see table (5-20).

Attitudes toward using commercial websites| Time spent on these websites
dfbetwee\ dfwithin F p

Overall attitudes 4 643 7.279 .000*

These websites build a relationship with me 4 648 .278| .011*

I would like to visit these websites again 4 643 179.| .000*

| am satisfied with the services or products {hat 643 2.098| .080

are available on these sites

| feel comfortable in surfing these websites 4 6485.613 | .000*

| would rate these sites as one of the best 4 643.9283 .004*

Table5-20. ANOVA results for attitudes effects on “timpent on commercial websites”

Post hoc analysis using the LSD technique indictéted significant differences
occurred in the time spent on commercial websiteset) on the overall attitudes, and
three separated items of attitudes’ measuremerartbusing these websites. Firstly, the
significant difference in the time spent on commarevebsites based on the overall
attitudes can be attributed exclusively to the gatg of the respondents who are “very
satisfied” about commercial websites. “Very sa#idfi category was the highest
compared to all the other categories except “satistategoryp-value > .05.

Second, the significant difference in the time $smencommercial websites based
on “these sites build a relationship with me” iteas, one of attitudes’ measurement
items, can be attributed exclusively to the catggof the respondents who are
“satisfied” about commercial websites. “Satisfiezfitegory was the highest compared
to the other categories except “very satisfied’egaty, p-value > .05. Finally, the
significant difference in the time spent on comer@rwebsites based on both “I feel
comfortable in surfing these websites” and “I wotdte these sites as one of the best”,
as two items of attitudes’ measurement items, carattributed exclusively to the
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category of the respondents who are “very satistbut commercial websites. “Very
satisfied” category was the highest compared totlad other categories except
“satisfied” categoryp-value > .05. For a comparison of differences mtime spent on
commercial websites by attitudes, see table (5-21).

Time spent Overall attitudes Overall attitudes n Mean| Sig.
Very satisfied (N= 28)| Satisfied 288 | .360 | .083
Neutral 291 742, .000*
Dissatisfied 35 | .700| .009*

Strongly dissatisfied 6 1.071023*

These sites build aThese sites build ¢
relationship with me | relationship with me

Satisfied (N= 168) Very Satisfied 49 .326 .060
Neutral 332 .301 .003*
Dissatisfied 67 | .386 .012*

Strongly dissatisfied 32| .493 .016*

| feel comfortable in|l feel comfortable in
surfing these Websitessurfing these Websites

)

Very satisfied (N=80) Satisfied 2501 .259 .056
Neutral 246 | .530| .000*
dissatisfied 56 | .386 .001*
Strongly dissatisfied 15, .493 .018*

| would rate thesel would rate these

sites as one of the bessites as one of the best

Very satisfied (N=73) Satisfied 142 234 111
Neutral 330| .395| .004*
Dissatisfied 66 | .498 .006*

Strongly dissatisfied 37| .715 .001*

Table5-21. LSD Post Hoc comparison of the time spent@mmercial websites based on attitudes of usingethe
websites

Some studies (e.g., Cha, 2009; LaRose, Mastro &irEa®001) found that
expectations and attitudes toward Internet outcowiéisbe related to Internet usage
including the time spent on these websites, and (2002) found that the users’ time
spent on Internet sites is positively associatetl their attitudes toward these websites;
since the attitudes toward the Internet will beted to Internet use including the time
spent online; since perceived credibility and bevafl be positively related to this use,
while perceived alienation and negative effecthaf Internet will be negatively related
to this use (Rhee & Kim, 2004). In this contextisthypothesis result detected the
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effects of attitude towards Internet sites on theetspent on theses websites; since the
current study found that attitudes toward using m@mtial websites have a significant
effect on the time spent on these websites.

B H7. The consumers’ time spent on commercial websgdiave
a significant effect on consumers' gratificationsrbm these
websites.

In order to measure the effect of respondents’ spent on commercial websites
on their gratifications from these websites, ong~WaNOVAs test was run; the
independent variable was the average time sperthese websites. And dependent
variables were overall obtained gratifications dahd four measures of gratifications
items.

As expected, a one-way ANOVAs found the average spent on these websites
to have a significant effect on the overall obtdirgratifications from commercial
websites [F (4, 643) = 7.00p=000].The most significant effect of respondentshe
spent on commercial websites on their gratificatidrom these websites was on
information gratifications [F (4, 643) = 4.438002]. This was followed by the effects
on entertainment gratifications [F (4, 643) = 4.,1p%#.003], and social interaction
gratifications [F (4, 643) = 3.61%=006]. But ANOVAs test did reveal no significant
effect for convenience gratifications [F (4, 643).771,p=133], see table (5-22).

Obtained gratifications Time spent on these websites

dfbetwee\ dfwithin F p
Overall gratifications 4 643 7.000 .000*
Information gratifications 4 643 4.439 .002*
Convenience gratifications 4 643 1.771 133
Social Interaction gratifications 4 643 3.618 006
Entertainment gratifications 4 643 4.107 .003*

Table5-22. ANOVA results for time spent on commercialbsites effects on obtained gratifications from éhes
websites

Post hoc analysis using the LSD technique indicéted significant differences
occurred in overall, information and entertainmgrattifications. Although the ANOVA
revealed a significant difference in social intéi@at gratifications as well, but LSD post
hoc analysis revealed no significantly differedatienships. The significant difference
in overall gratifications from commercial websitesn be attributed exclusively to the
category of the respondents who use commercial itesbsiore than 20 hour weekly.
“More than 20 hour weekly” category was the lowesmpared to (1-5), (6 -10), and
(11-15) hours weekly. But there was no statistycaiignificant difference between
“more than 20” and (16 - 20) hours weekly. On thieeo hand, (from 1 to 5 hours)
category was the highest compared to (6-10), ()1-a6d “more than 20" hours
weekly.

Regarding information gratifications, the significadifference can be attributed

exclusively to the category of “respondents who cs@mercial websites from 1 to 5
hours weekly”. (1-5) hours weekly category was lilghest compared to (6 -10), (16 -

129



Chapter 5 Results of study

20), and “more than 20 hours” weekly. But there wes statistically significant

difference between (1-5) hours and (11-15) hourseklye For entertainment

gratifications, “more than 20 hours weekly” catggaosas the lowest compared to  (1-
5), (6 -10), and (15 -20) hours weekly. But theraswno statistically significant
difference between “more than 20”and (11 - 15) bouweekly. On the other hand, (from
1 to 5 hours) category was the highest compard@ t@0), (16 -20), and more than 20
hours weekly. (For a comparison of differences iwerall, information, and

entertainment gratifications for commercial welsitey the time spent on these
websites, see table 5-23).

Dependent variables| Time per week Time per week n |Mean| Sig.
Overall gratifications | More than 20 hours (1-5) 047.466| .000*
(6-10) 99| -.249 .038*
(11-15) 27| -.353.024*
(16-20) 17| -.234 .195
Information (1-5) hours (6-10) 99 | .195| .007*
(11-15) 27, .104 .128
(16-20) 17| .391 .015¢%
More than 20 35 .301 .008*
Entertainment More than 20 hours (1-5) 47®09| .000*
(6-10) 99 | -.502.004*
(11-15) 27| -.404 .077
(16-20) 17| -.592.025*

Table 5-23. LSD Post Hoc comparison of the different ificattions obtained from commercial websites
based on the time spent on these websites
There is a positive relationship between time smenusing mass medium and

gratification-utilities obtained from these mediiroimick, et al, 2007). Concerning the
Internet as medium, if users have a positive gcatibns obtained from Internet use,
they can easily adopt it and spent more time omgudi. But for those who are
indifferent or have negative outcomes from using thedium, it is very difficult to
adopt (Rhee & Kim, 2004).

In contrast to these results, this study found thatconsumers’ time spent on
commercial websites have a significant effect onscmners' gratifications from these
websites; this means that the consumers who spemd time on using commercial
websites, will obtain more gratifications than thasho spend less time on using these
websites.

130



Chapter 5 Results of study

B H8. Consumers' gratifications from commercial webges
have a significant effect on the consumers’ time spt on
these websites.

ANOVA was also used to test effects of consumersitifgcations from
commercial websites on consumers’ time spent orsetheebsites. Five separate
ANOVA tests were run. One for general average @atifications and four for each
measure of gratifications types. The dependentlibgiwas the average time spent on
these websites. Independent variables were owgnaifications and the four measures
of gratifications items. As expected, a one-way ANMOfound general gratifications to
have a significant effect on the average time sperthese websites [F (3, 644) = 9.269,
p=000]. The most significant effect was for “infortizan gratifications” [F (3, 644) =
4.812 p=003] on the average time spent on these Websitas. was followed by
entertainment gratifications [F (4, 643) = 4.04%;.003], and social interaction
gratifications [F (4, 643) = 2.599=035]. But ANOVA test did reveal no significant
effect for convenience gratifications [F (4, 643)1571,p=180] on the average time
spent on these websites, see table (5-24).

Obtained gratifications Time spent on these websites

dfpetwee dfwithin F p
Overall gratifications 3 644 9.269 .000*
Information gratifications 3 644 4.812 .003*
Convenience gratifications 4 643 1.571 .18(
Social Interaction gratifications 4 643 2.599 035
Entertainment gratifications 4 643 4.04% .003

Table5-24. ANOVA results for obtained gratificationsefs on the time on commercial websites

Post hoc analysis using the LSD technique indicéted significant differences
occurred in the time spent on commercial websiteset) on the overall, information,
socialization and entertainment gratifications otgd from these websites. Firstly, the
significant difference in the time spent on commnarevebsites based on the overall
gratifications can be attributed exclusively to ttegegory of the respondents who are
“very satisfied” about commercial websites. “Vemtisfied” category was the highest
compared to all the other scale categories, wighsilgnificantp-value at 0.01, except
“strongly dissatisfied” category because there m@answer found in this category (N=
0). Second, the significant difference in the tspent on commercial websites based on
the information gratifications can be attributedclesively to the category of the
respondents who are “very satisfied” about comraéraiebsites. “Very satisfied”
category was the highest compared to “neutral” dddsatisfaction”, with the
significantp-value at 0.01. But there was no statistically gigant difference between
“very satisfied” and both of “strongly dissatisfiledategory, because there was no
answer found in “strongly dissatisfied” category=(R), and “satisfied” category-
value > .05. Third, the significant difference rettime spent on commercial websites
based on the socialization gratifications can lbated exclusively to the category of
the respondents who are “satisfied” about commiemwebsites. “Satisfied” category
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was the highest compared to “neutral” and “dis&attson”, with the significanp-value

at 0.01. But there was no statistically significdifterence between “satisfied” and both
of “very dissatisfied” and “strongly dissatisfiedategoriesp-value > .05. Finally, the
significant difference in the time spent on commarovebsites based on the
entertainment gratifications can be attributed @sigkely to the category of the
respondents who are “very satisfied” about comraéreiebsites. “Very satisfied”
category was the highest compared to all the atbale categories. (For a comparison
of differences in the time spent on commercial websby overall, information, and
entertainment gratifications from these websites,table 5-25).

Time spent Overall Overall n Mean Sig.

gratifications gratifications difference

Very satisfied (N=40)| Satisfied 360 .642 .000*
Neutral 236 .865 .000%
Dissatisfied 12 1.225 .000t
Strongly 0
dissatisfied

Information Information

gratifications gratifications

Very satisfied (N=86)| Satisfied 386 .285 .056
Neutral 166 . 482 .000”
Dissatisfied 10 .837 .001%
Strongly 0 e
dissatisfied

Socialization Socialization

gratifications gratifications

Satisfied (N= 194) Very Satisfied 43 .059 .743
Neutral 320 229 .018%
Dissatisfied 81 291 .039%
Strongly 10 .586 .090
Dissatisfied

Entertainment Entertainment

gratifications gratifications

Very satisfied (N=55) Satisfied 219 .338 .034*
Neutral 285 532 .001%
Dissatisfied 66 .630 .001%
Strongly 23 572 . 030*
dissatisfied

Table5-25. LSD Post Hoc comparison of the time spent@nmercial websites based on gratifications froes¢h
websites
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There is a positive relationship between time smenusing mass medium and
gratification-utilities obtained from these mediiroimick, et al, 2007). Concerning the
Internet as medium, if users have a positive gcatibns obtained from Internet use,
they can easily adopt it and spent more time omgudi. But for those who are
indifferent or have negative outcomes from using thedium, it is very difficult to
adopt (Rhee & Kim, 2004). For example, conveniesitepping orientation increases
the usage of convenience shopping features on eeoce websites (Kim & LaRose,
2004).In this regard, the current study has foumat tonsumers' gratifications from
commercial websites have a significant effect om ¢bnsumers’ time spent on these
websites; this means that the consumers who olptaire gratifications from using
commercial websites, spend more time on these wsbsiore than those who spend
less time on using these websites.

B H9. There is a significant difference between Germmaand
Egyptian consumer’s attitudes toward using commereil
websites.

In order to examine the difference between Gernmrah EBgyptian consumer’s
attitudes toward using commercial websites, Inddpeh samples t-tests had been
occurred. There were significant differences betwte Egyptian and German groups
regarding overall attitudes (t = 2.881, df = 6467 .004), and the following two
attitudes items: “I would like to visit these welesi again” (t = 7.989, df = 64§, =
.000), and “I am satisfied with the services ordurcts that are available on these sites”
(t = 5.003, df = 646p =. 000). But there were no differences betweenttegroups
regarding the other attitudes items: “I would rtiese sites as one of the best” (t = -
.032, df = 646p =. 975). “I feel comfortable in surfing these wigdes’ (t =.040, df =
646,p =. 968), and “These sites build a relationshighwaite”, (t = .058, df = 646, p =.
954),p > .05, see table (5-26).

Attitudes toward using commercial websites CountryGermany or Egypt)
T df p

Overall attitudes 2.881 646 .004t

These websites build a relationship with me .05B 6 64 .954

I would like to visit these websites again 7.98p 664| .000*

| am satisfied with the services or products that.003 646 .000*

are available on these sites

| feel comfortable in surfing these websites .040 646 .968

| would rate these sites as one of the best -0B2 46 6| .975

Table5-26. T-test results on the Egyptian and Germaswmer’s attitudes toward websites

There are strong effects for cultural backgroundatitudes toward media usage
including the Internet; some studies (e.g., CampBe07; Li & Kirkup, 2007) found
that there is a significant effect for cultural kgound in the way regarded computing
activities and using the Internet. In this contéiis hypothesis also found that there are
the effects for culture (German and Egyptian) dituakes toward commercial websites;
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since the researcher found that there is a sigmficlifference between German and
Egyptian consumer’s attitudes toward using comraeveebsites.

Depending on the results of survey study, the rebea presents new model to
clarify the uses and gratifications of commerciabsites (as the most important format
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of online advertising) with respecting the cultuldferences, see figure (5-3).
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(t = 2881

[F (4, 643)
= 7279,
p=00]

Usage

of site

,df = 646, p = N04)

Demographic
and cultural
characteristic

i [F (3 64)=

[F {4 643)=
7.000, p=000]

9,269, p=000]

Gratifications (G0))

Convenience

Social

Interaction

Entertainment

Figure 5-3. Uses and gratifications model of conuia¢mebsites

This model links between uses and gratificationsotir and cultural studies
through studying the uses and gratifications of wancial websites in two different
cultures (Egyptian and German cultures); the carstudy introduced model of uses
and gratifications theory to explain its sequeniegnents that contain 1) demographic
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and cultural elements, 2) motives (sought gratifees), 3) attitudes, 4) time spent on
using commercial websites, and 5) obtained gratifis. This model highlights the
interference these five basic elements:

1)

(@)

3)

(4)

Demographic and cultural characteristics of thesibave some effects
on motives of commercial websites, and they havengtand direct
effects of the users attitudes toward these webaitel the time spent on
using these media.

There is strong relationship between gratificatisagght (motives) and
gratifications obtained. Palmgreen, Wenner & Ragbu{1980)

confirmed that each gratifications sought (GS) elated moderately to
strongly with its corresponding gratifications abhtd (GO) for the
audience.

There is strong relationship between gratificatisnsght (motives) of
commercial websites and the time spent on usingetlveebsites and
these motives have strong effects on attitudesrthieese websites.

There is strong relationship between gratificatiobsained (GO) from
commercial websites and attitudes toward these itesband there is
strong relationship between gratifications obtaifé®) and the time
spent on using these websites.
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5.3 Results of content analysis study

Because there are normative expectations for media features and formats
consumed in commercial websites for advertising purposes, content analysis of sites
visited by sample was employed to better understand the nature of the content being
consumed. Of the initial 252 visited commercial websites by the sample of German and
Egyptian users, a total of 248 websites were content analyzed. Four websites had to be
removed from the study due to technical errors involved in coding the sites. Sixty —
seven point three percent (167) websites were visited by the German users, and eighty-
one websites (32.7%) were visited by Egyptian users (see figure 5-4).

B Websites were visited by
German users sample

B Websites were visited by
Egyptian users sample

Figure 5-4. The sample of the commercial websites based on the users (Egyptian or German)

One hundred twenty-eight websites (76.65%) of the commercial websites that
were visited by German sample are local (for German companies) and only thirty-nine
(23.35%) of them are international. On the other hand, forty-one websites (50.6%) of
the commercial websites that were visited by German sample are local (for Egyptian
companies) and thirty-nine (49.4%) of them are international. This may refer to the gap
between two countries regarding the number of the commercial websites in each
country.

B Research Question 1
The first research question explored the general practices of commercial websites
regarding the languages that are presented on these commercial websites, type of these
websites, also the quantity, advertisers, and locations of ads on these websites.

H1a. Considered possible differences in commercial websites' use of languages
based on the users of the site — German or Egyptian. One hundred fifteen sites (46.4%)
of overall sample present their contents in more than one language. Thirty-seven point
nine percent of overall sample (94) sites were shown in German language only; twenty
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three sites (9.3%) present their content in Ardhaitguage only, and six point five
percent (16) sites present their content in Englisly. An independent sample t-test
analysis did show that there was a significanteddhce in commercial websites' use of
languages based on the users of the site (t =9pdi6= 246,p =. 000). German users
used commercial websites that were presented inri&e language only” (55.7%)
more than did Egyptian counterparts (1.2%). But gy users used commercial
websites that were presented in “Arabic languagg”di28.4%), “English language
only” (14.81%), and “more than one language” (55.6ftore than did German
counterparts (0%), (2.4%), and (41.9%), see fi§bi+B).

60.00%

50.00% +—

2000% +—

30.00% -

20.00% -

10.00% - i

0.00% - - L. 3 S L.

GERMAN ARABIC ENGLISH More than one
language

H German sample

EEgyptian sample

Figure 5-5. The languages that are presented ama®eand Egyptian commercial websites

H1b. Considered possible differences in commercial wesisypes based on the
users of the site — German or Egyptian. Sevensethpoint eight percent of overall
sample (183) sites were websites of traditional mames. Thirty-seven sites (14.9%) of
overall sample were online portals. Twenty-eightssi(11.3%) of overall sample were
online shopping stores. An independent samplet tarealysis did show that there was a
significant difference in commercial websites' tygmsed on the users of the site (t =
8.512, df = 390p =. 000); the websites that were visited by Gersample used both
“websites of traditional companies” (76.6%) and fi@a shopping stores” (12.6%)
more than did Egyptian counterparts (67.9%) an@%3. But the websites that were
visited by Egyptian sample used “online portals sies”’(23.5%), more than did
German counterparts (10.8%), for more informatsag figure (5-6).
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Figure5-6. The types of commerciwebsites that were visited by German and Egyptsan:

This result is related to the results of the cursamvey study; since the German
respondents used shopping utility of commercial siieb more than Egyptian
respondents did, consequently, the German usedsnigee online shopping stores than
Egyptian counterparts. As well as Germany has aragket and many companies (in
contrast to Egypt), and this may be the reasonisifing the websites of traditional
companies more than Egyptian users.

Hlc. Considered possible differences in commercial vieds hosting of
individual ads based on the users of the site am@eror Egyptian. The total number of
ads displayed on commercial websites, their placgnas well as the type of businesses
advertising on those sites. A total of 392 ads vieuad on the 123 sites only (49.6%)
of the overall websites sample (248). The averagmber of ads per commercial
website was 1.58. The websites that were visite@G&ynan users were presented more
ads (1.9 ads per website) than the websites thet wsited by Egyptian sample (.93
ads per website); Ninety-one (54.5%) of the webstiteat were visited by German
sample presented 316 ads (80.6%) of overall ordide® on the websites that were
visited by the overall websites sample. Only niaet@oint four percent (76 ads) of
overall online ads on the websites that were sity the overall sample, were
presented on 32 sites (39.5%) of the websitesvibet visited by Egyptian sample, see
figure (5-7).
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B Adson the websites that were visited
by German users

B Adson the websites that were visited
by Egyptian users

Figure 5-7. Individual ads on commercial websitext tvere visited by German and Egyptian users

H1d. Considered possible differences between advestistindividual ads on
commercial websites based on the users of the-sig@rman or Egyptian. The most
frequent advertisers of individual ads on comméngiebsites were dot.com and other
traditional advertising products (n = 298, 76%)oaposed to self-promotion (n = 94,
24%). An independent sample t-test analysis didvstiat there was no significant
difference in commercial websites' advertisers thasethe users of the site (t = -1.866,
df = 390,p =. 063).

Hle. Considered possible differences between locatmnadividual ads on
commercial websites based on the users of the-se&rman or Egyptian. Most ads
have not specific location at the page (n = 2804%). After none specific location,
the bottom center (n = 44, 11.2%), top left hancheo (n = 17, 4.3%), both of top
center and top right hand corner (n = 14 for eaxtation, 3.6%), bottom left hand
corner (n= 13, 3.3%) and bottom right hand corrfgine 10, 2.6%). An independent
sample t-test analysis did show that there wagy@ifsiant difference in locations of
individual ads on commercial websites based onues of the site (t = 3.284, df =
390,p =. 001); the vast majority of coded ads were Gi@t+ 386, 98.5%) as opposed to
floating (n= 6).

B Research Question 2

The second research question explored the postingcogporate contact
information and also the facilitations to surf thebsites. The analysis looked for a total
of six contact information items per commercial ®i&ds: corporate site/postal address,
phone number, the relation between the name obcaig and online address, corporate
overview/information, the ability to create an amband the logo of the company.
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Various commercial websites utilized anywhere leetavzero and all six of these
elements. The mean amount used was 5.48. Mosteindigufound was a listing of the
relation between the names of corporate and itt@rdddressing (99.6%) of sites
analyzed. This was followed by a logo of the conypé89.2%), corporate site/postal
address (92.3%), corporate overview/information99d), phone number (74.4%) and
the ability to create an account (74.6%). See Ei@b8) for a side by side comparison.

120

100

B Address
B Phone

® Online Address
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60 -
B Company overview
B Account

40 -
Hlogo

20

Figure 5-8. Basic and contact information of viditommercial websites

H2a. Considered possible differences in commercial viedisuse of site basic
and contact information based on the users of tfee-s German or Egyptian. An
independent sample t-test analysis did show tleetivas a significant difference in the
total amount of site items used (t = 6.836, df 6,24 =. 000) as well as specific
difference in posting of phone numbers (t = -6.1dB= 246,p =. 000), corporate
site/postal address (t = -5.840, df = 2d6;. 000), corporate overview/information (t = -
5.493, df = 246p =. 000) and the ability to create an online actdqti= -3.300, df =
246,p =. 001). But there was no significant differenetween sites in the use of two
elements: logo (t = -.523, df = 246,=.601) and the relation between the name of
company and online address (t = .696, df = P46,487), see figure (5-9).
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Figure 5-9. Comparison between German and Egypisted commercial sites in presenting the basic
and contacinformation

In all cases, the websites that were visited byn@er users used the basic and
contact information (M=5.74) more than did the sithat were visited by Egyptian
users (4.93) (For more information on the significalationships, see table 5-27).

Basic and contact information Country (Germany or Egypt)
German | Egyptian t df P
Websites] Websites

Phone number 97.6%)| 74.1%| -6.1J7246] .000 *

Postal address 98.8%4 79 % -5.44P46] .000 *

Corporate overview 98.2% 79% -5.4p246] .000 *

Ability to create an account 80.8% 61.7% -3.306| .001 *

German visited SitedN = 169. Egyptian visited Sitelst= 81

Table 5-27. T-test significant comparisons between Germad Egyptian visited websites in using basic and

contact information

H2b. Considered possible differences in commercial wesisuse of site basic

and contact information based on the languageeokitie — German, Arabic, English or
more than one language. A one-way analysis of weeiarevealed that there was
significant difference in the average amount osthéems used per site [F (3, 244) =
10.508,p = .000]. The most significant difference betwesies in the use of four
elements: Postal address [F (3, 244) = 11.p05,.000], phone number [F (3, 244) =
10.173,p =.000], corporate overview/information [F (3, 2449.759,p = .000] and the
ability to create an online account [F (3, 244) 205, p = .024]. But there was no
significant difference between sites in the usenvaf elements: The relation between the
name of company and online address [F (3, 24488, 8= .766] and logo [F (3, 244)
=.132,p = .941]. (For more information on the significaekationships, see table 5-28).
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Language

Basic and contact information df df F P

between | within
Postal address 3 244 11.7P5000 *
Phone number 3 244 10.1¥Y3000 *
Names of companies and their onlppe 3 244 .383 .766
address relationships.
Corporate overview 3 244 9.799  .00Q*
Ability to create an account 3 244 3.2¢05 .02¢4*
logo of the company 3 244 13% 941

German SitedN = 94. Arabic SitesN = 23. English sites: N= 16. Websites in more tbafanguage = 115.

Table5-28. ANOVA Comparisons between commercial websites'of basic and contact information based on the

language of the site

Post hoc analysis using the Bonferroni techniqueicated that significant

differences occurred in use of these tools for gmtzdion of postal address, phone
number, and corporate overview. Although the ANOVAvealed a significant
difference in creation of online accounts as welhst hoc analysis revealed no
significantly different relationships. This may dae to the small number of websites
reviewed by some categories (e.g., 16 English websind 23 Arabic websites).The
significant difference in posting of address infatian can be attributed exclusively to
the category of Arabic. “Arabic sites” was the heghcompared to all other categories
with the significantp-value at 0.01. It is followed by the websites tivatre written in
more than one language, English sites and Gerntesm Stegarding both the posting of
telephone numbers and corporate overview informatan the homepage, the
significant difference can be also attributed esislely to the category of “Arabic
sites”. “Arabic sites” was the highest compared alb other categories with the
significantp-value at 0.01. It is followed by the websites thvatre written in more than
one language, English sites and German sites.gfemmparison of differences in site
use of addresses, phone numbers and corporateewenformation by Language, see
table 5-29).
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Dependent variables| Language Language n Mean Sig.
difference

Postal Address Arabic German %4 337 .000*
English 16 . 348 .0007
More than one 115 261 .000*
language

Phone Number Arabic German 94 .337 .000*
English 16 .348 .000*
More than one 115 .209 .000*
language

Corporate overview | Arabic German 94 316 .000*
English 16 .348 .000*
More than one 115 270 .000*
language

Online portal: N =37. Online shopping: stores N=&bsites of traditional companies = 183.
Table 5-29. Bonferroni Post Hoc analysis of commerciabsites' use of basic and contact information
based on the language of the site

H2c. Inquired as to whether there is any differenceammercial websites use of
these techniques based on the type of these welasityzed. A one-way analysis of
variance revealed that there was no significariéiihce in the average amount of these
items used per site [F (2, 245) = 1.740= .176]. However there was a significant
difference between sites in the use of phone nusnffen(2, 245) = 5.046p = .007]
only. Post hoc analysis using the Bonferroni teghaialso indicated that significant
differences occurred between sites in the use aih@hnumbers. The significant
difference in posting of phone numbers can bebaified exclusively to the category of
online portal. “Online portals” was the higher quemed to the websites of traditional
companies with the significarg-value at 0.01. However, there were no statisicall
significant differences between the mean scoresnbhe portals and online shopping
stores. (For a comparison of differences in site osphone numbers by the type of
commercial websites, see table 5-30).

Dependent variables | Types of websites Types of wéles | n | Mean | Sig.
Posting phone number Online portal Online shopping28 | .038 | 1.00C
stores
Websites of 183 .151 | .016%
traditional
companies

Online portal: N =37. Online shopping: stores N=&bsites of traditional companies = 183.
Table5-30. Bonferroni Post Hoc Analysis of the differentmmercial sites types' uses of information
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B Research Question 3

The third research question looked at the interadgatures used on commercial
websites such as: Keyword search FAQ/help, seligdeimages, animation, audio,
video, interactive newsletter, online order, onlirensaction, comment, job placement,
user groups or community, and online chatting. ®asicommercial websites utilized
anywhere between zero and all fourteen of thesaezies. The mean amount used was
7.67. The most commonly included features weregem@&8.8%) of websites analyzed,
keyword search (94.4%), FAQ/help (83.9%), onlinedeor (74.6%), and online
transaction (73.4%). For a complete breakdown ef ghrcent of websites that used
each formatting characteristic, see figure (5-10).
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Figure 5-10. Interactive features of visited comri@rwebsites

H3a. Considered possible differences in commercial siep’ use of site
interactive features based on the users of the-sB&rman or Egyptian. Independent
sample t-tests revealed a significant difference.iddependent sample t-test analysis
did show that there was a significant differencehie total amount of site interactive
features used (t = 6.888, df = 246+. 000) as well as specific difference in presenti
online order (t = -9.596, df = 246,=. 000), online transaction (t = -8.936, df = 2d6
=. 000), interactive newsletter (t = -8.274, df462p =. 000), FAQ/ help (t =-7.244, df
= 246,p =. 000), user groups or community (t = -3.67% @&46,p =. 000), comment (t
=-3.618, df = 246p =. 000), audio (t = -3.459, df = 246=. 001) and animations (t =
-3.029, df = 246p =. 003). (For more information on the significaalationships, see
table 5-31).
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Interactive features Country (Germany or Egypt)
German | Egyptian t df P
Websites | Websites
Online order 90.4% 42 % -9.596 246 | .000 *
Online transaction 88.6% 42% -8.9B6246 | .000 *
Interactive newsletter 85% 39.59 -8.474246 | .000 *
FAQ/ help 94.6% 61.7%| -7.244 246 | .000 *
User groups or community 47% 17.3% -3.472@46 | .000 *
Comment 50.9% 27.2%) -3.618 246 | .000 *
Audio 23.4% 44.4% 3.455' 24q .00~
Animations 70.1% 50.6% -3.049 246 | .003 *

Table 5-31. T-test significant comparisons between uki@®erman and Egyptian websites in using interactive
features

But there was no significant difference betwedassin the use of six elements:
Self-design (t = -.403, df = 246,=.687), online chatting (t = .988, df = 2465=. 324),
job placement (t =-1.157, df = 246,=. 248), video (t = 1.196, df = 246,=. 233),
images (t = -1.283, df = 244,=. 208) and keyword search (t = 1.424, df = 246,
156).

In sum, the websites that were visited by Germaamsushow interactive features

(M= 8.39) more than did the sites that were visibgdEgyptian users (M= 6.20). The

websites that were visited by German users useenstatures (online order, online

transaction, interactive newsletter, FAQ/ help rugeups or community, comment, and
animations), from eight significant features, mtihvan did the sites that were visited by
Egyptian users. But the websites that were viditgdEgyptian users used one feature
only (audio) more than did the sites that weretetsiby German counterparts. (For
more information on the significant relationshipse figure 5-11).
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Figure5-11. Comparisons between visited German and Egypiebsites in using interactive features

This result agrees with Cho and Cheon’s (2005) ystiddings; since they
conducted cross-cultural comparison of interagtigih commercial websites on U.S,
U.K, Japanese, and South Korea websites. And tbendf significant differences
between Western and Eastern websites in usingacitee features on these websites.
The current study also found that the websites\ilesie visited by German users show
interactive features more than did the sites treewisited by Egyptian users.

H3b. Looked at whether there were any differences enamount of features
used in ads featured on commercial websites bas¢ldedanguage of the site analyzed
— German, Arabic, English or more than one languagene-way analysis of variance
revealed that there was significant difference he average amount of interactive
features items used per site [F (3, 244) = 15.4P% .000].The most significant
difference between sites in the use of nine elesentline transaction [F (3, 244) =
24.239,p = .000], online order [F (3, 244) = 23.2455 .000], interactive newsletter [F
(3, 244) = 20. 907 = .000], FAQ/help [F (3, 244) =19.555= .000], job placement [F
(3, 244) = 4.996p = .002], keyword search [F (3, 244) = 4.791% .003], animations
[F (3, 244) = 4.638p = .004], audio [F (3, 244) = 4.369,= .005], and user groups or
community [F (3, 244) = 2.95& = .033]. (For more information on these significan
relationships, see table 5-32).
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Interactive Features language
df df F P
between | within
Online transaction 3 244 24.239 .000 *
Online order 3 244 23.245 .000 *
Interactive newsletter 3 244 20.90F .000*
FAQ/help 3 244 19.555] .000*
Job placement 3 244 4.996 . 002*
Keyword search 3 244 4.701 . 003*
Animations 3 244 4.638 . 004*
Audio 3 244 4.369 . 005*
Users groups or community 3 244 2.958] . 033

German SitedN = 94. Arabic SitesN = 23. English sites: N= 16. Websites in more tbafanguage = 115.

Table5-32. ANOVA significant comparisons between comriarwebsites' use of basic and contact information

based on the language of the site

But there was no significant difference betweeassih the use of five interactive
elements: Self-design [F (3, 244) = .4¢il= .710], images [F (3, 244) = 1.168,=
.322], video [F (3, 244) = 1.526,= .208], online chatting [F (3, 244) = 2.%67 .093],
and comment [F (3, 244) = 2.27p,= .080]. Post hoc analysis using the Bonferroni
technique indicated that significant differencesureed in use of these tools for
presentation of keyword search, FAQ/help, animaticaudio, interactive newsletter,
online order and online transaction. Although thBIGVA revealed a significant
difference in users groups or community as wellstpboc analysis revealed no
significantly different relationships. This may part be due to the small number of
websites reviewed by some categories (e.g., 16 idknghebsites and 23 Arabic
websites). (For a comparison of differences in site of interactive features by

Language, see table 5-33).
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Dependent variable| Language| Language n Mean | Sig.
Keyword search English | German 94 229  .001*
Arabic 23 .207 | .0337
More than one language 115 189 .012*
FAQ/help Arabic German 94 .588 .000*
English 16 465| .000%f
More than one language 115 513  .000*
Animations English | German 94 368 .025*
Arabic 23 122 | 1.000
More than one language 115 374 .019*
Audio German | Arabic 23 287 .040*
English 16 -.004/ 1.000
More than one language 115 182 .024*
Interactive German | Arabic 23 .709  000*
newsletter
English 16 445 000*
More than one language 115 187  .007*
Online order German | Arabic 23 .697  000*
English 16 395 .001%
More than one language 115 .262  .000*
Online transaction | German| Arabic 23 .729  000*
English 16 384 .002f
More than one language 115 260  .000*

German Sited\ = 94. Arabic SiteaN = 23. English sites: N= 16. Websites in more tbhafanguage = 115.
Table5-33. Bonferroni Post Hoc analysis of commerciabsites' use of interactive features based on tigukge
of the sites

H3c. Inquired as to whether there were any differenceshe amount of
interactive features used on commercial websitesedan the types of these sites
analyzed. A one-way analysis of variance revealest there was no significant
difference in the quantity of interactive featutessed on the type of the commercial
websites analyzed [F (2, 245] = .252,= .778]. However there was a significant
difference between sites in the use of nine elesnedhline chatting [F (2, 245) =
14.939,p = .000], online transaction [F (2, 245) = 11. 8@2%; .000], online order [F (2,
245) = 9.462,p = .000], animations [F (2, 245) =7.78p,= .001], user groups or
community [F (2, 245) = 7.51% = .001], Video [F (2, 245) = 6.93@,= .001], Self-
design [F (2, 245) =4.75p,= .009], FAQ/help [F (2, 245) =4.454,= .013], audio [F
(2, 245) = 4.225p = .016], and Images [F (2, 245) = 3.283; .039], see table (5-34).
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Interactive features Language of websites
df between] df within F P

Online chatting 2 245 14.93p .000 1
Online transaction 2 245 11.833 .000F
Online order 2 245 9. 467 .000*
Animations 2 245 7.785 .001*
Users groups or community 2 245 7.532 . 001*
Video 2 245 6.930 . 001*
Self-design 2 245 4,754 . 0094
FAQ/help 2 245 4.454 . 013~
Audio 2 245 4.225 . 016"
Images 2 245 3.280 . 039%

Table 5-34. ANOVA significant comparisons between comrarevebsites' uses of interactive features

based on the language of the site

But there was no significant difference betweeassih the use of five elements:

Job placement [F (2, 245) = .359= .699], keyword search [F (2, 245) = 1.068+

.345], comment [F (2, 245) = 1.104 = .334], and interactive newsletter [F (2, 245) =
2.604,p = .076]. Post hoc analysis using the Bonferroohtégue also indicated that
significant differences occurred between siteheuse of the same ten elements. (For a
comparison of differences in site use of interactiwatures by the type of commercial

websites, see table 5-35).
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Dependent V. |Types of Types of websites n | Mean | Sig.
websites
FAQ/help Websitgs of Online portal 37/ -.188 .014
companies
Online stores 28 .029 1.000
Self -design Online portal Online stores 28 -.18013%
Websites of companies 183.124 | .029*
Images Websitgs of Online portal 37, -.049 .041*
companies
Online stores 28 .005 1.000
Animations Online stores Online portal 37 435 1001
Websites of companies 183.340 | .001*
Video Online portal Online stores 28 -.443 .001*
Websites of companies 183.228 | .027*
Audio Online portal Online stores 28 -.308 .022*
Websites of companies 183.202 | .043*
Online order Online portal Online stores 28 .459000
Websites of companies 183.208 | .020*
Online _ Online portal Online shopping stores 37 .514 .000*
transaction
Websites of companies 183.257 | .003*
User groups Online portal Online stores 28  -.34509*C
Websites of companies 183.310 | .001*
Online chatting | Online portal Online stores 28 4.32000*
Websites of companies 183.259 | .000*

Table5-35. Bonferroni Post Hoc analysis of commercial sis’ use of interactive features based on thestyp

the sites

B Research Question 4

The fourth research question looked at the tyjyidakrmatting techniques used
by ads found on commercial websites. Formattingnelds considered were: banner,
sponsorship, interstitials/pop-up, classified, adaenes, and hyperlinks. It is important
to note that each ad can contain multiple formgttharacteristics. A total of 392 of
the ads that were reviewed contained formattingpriees. The average number of
formatting characteristics per ad was 1.26. The tnemsnmonly used formatting
techniques included: banner (71.4% of ads analyz#a3sified (29.3%), sponsorship

(21.7%), interstitials (2.6%), hyperlinks only (%3 and advergames (.5%).

For a
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complete breakdown of the percentage of ads thed aach formatting characteristic,
see figure (5-12).
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Figure 5-12. Formats of visited commercial websites

H4a. Considered whether there were any differenceshen formats of ads
featured on commercial websites based on the wietisese websites — German or
Egyptian. An independent sample t-test analysigakd no significant differences in
the total formatting used in ads featured on consrakwebsites based on the users of
these websites (t =.861, df = 390=. 390). There was no specific difference between
sites in the use of all elements.

H4b. Focused on whether there were any differencelsaratount of formatting
used in ads featured on commercial websites baseth®@ advertisers of the ads.
Independent sample t-tests revealed no signifidéfeérences in the total formatting
used in ads featured on commercial websites bais¢lde advertisers of these websites
(t =.908, df = 390p =. 364) .but there was a significant differencesMeen the sites in
the use of interstitials/pop up (t =-2.721, df ©639=. 007).

H4c. Inquired as to whether there were any differenceghe amount of
formatting used in ads featured on commercial iebdbased on the type of the site
analyzed. A one-way analysis of variance revealetirong effect for the type of the
commercial websites analyzed on the quantity ah&dting characteristics per ad [F(2,
389] = 6.267,p = .002], as well as on showing sponsorship [FE]3= 7.904,p =
.000].

Post hoc analysis using the Bonferroni techniqdecated also that the significant
differences occurred in use of these formats foammef overall formatting; since
“online shopping stores” was the lowest comparedaltoother categories with the
significantp-value at 0.01. As well as significant differencecarred in presenting of
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sponsorship; “online shopping stores” was the logggnpared to websites of traditional
companies with the significaptvalue at 0.01. (For a comparison of differencesiie
use of sponsorships by the type of advertiserstad@e 5-36).

Dependent Types of websites Types of n | Mean | Sig.
variable websites

Overall mean o0Online shopping stores (Online portal 69 | .131 | .020%
formats =87)

Websites o0 236| .102 | .002*
traditional
companies

Sponsorship Online shopping stores (Online portal 69 | -.247 | .071
= 87)

Websites of | 236| -.202 | .000%
traditional
companies

Table5-36. Bonferroni Post Hoc analysis of sponsorshiis on visited commercial websites based on thestyp
of the sites

B Research Question 5

The fifth research question looked at the featuneed by ads found on
commercial websites. Ad features considered wemn@nation, audio, video, images,
and hypertext. It is important to note that eacltaa contain multiple features. A total
of 392 of the ads that were reviewed containedufeahformation. The average number
of features per ad was 2.14.The most commonly dedufeatures were: color (95% of
ads analyzed), hypertext (68%), and images (66%f).aFcomplete breakdown of the
percent of ads that used each formatting charatitersee figure (5-13).
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Figure 5-13. Features of visited commercial website
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H5a. Considered whether there were any differenceiénamount of features
used in ads featured on commercial websites basethe users of the commercial
website. Independent sample t-tests revealed mifisent difference in the amount of
features used in ads featured on commercial wabditssed on the users of the
commercial websites (t = -, 639, df = 3907 .523). However Independent sample t-
tests revealed a significant difference in usingnations in ads featured on commercial
websites based on users of these websites (t 7, &2 390p = .024).

H5b. Focused on whether there were any differencebanamount of features
used in ads featured on commercial websites bdsedype of advertisers of the ad.
Independent sample t-tests revealed a significdfgreihce in the amount of features
used in ads featured on commercial websites basedeoadvertisers of ads shown on
commercial websites (t = 4 , 302, df = 3905 .000), as well as specific difference in
presenting video (t = -4.28, df = 390~=.000), animations (t = -2.843, df = 390=.
005), audio (t = -2.503, df = 390,=.013). But there was no significant difference in
presenting images (t = -1.958, df = 390~=. 051). (For more information on the
significant relationships, see table (5-37).

Features of ads on Type of advertisers of these ads
commercial websites

t df P
Video -4.28 390 .000 *
Animations -2.843 390 .005 *
Audio -2.503 390 013 *

Table 5-37. T-test significant comparisons of the adsuies used on commercial websites
based on the type of advertisers of these ads

H5c. Inquired as to whether there were any differencgbe amount of features
used in ads featured on commercial websites baseldeotype of the site analyzed. A
one-way analysis of variance revealed a significhfiférence in the quantity of features
per ad based on the type of the commercial websiadyzed [F (2, 389) = 5.73B,=
.004]. As well as specific difference in presegtamimations [F (2, 389) = 10.98,=
.000] and audio [F (2, 389) = 3.08= .049]. But there was no significant differenne i
presenting images [F (2, 389) = 1.665= .189] and video [F (2, 389) = 2.746,=
.065]. Post hoc analysis using the Bonferroni tegmn indicated that significant
differences occurred in use of these tools forgmtion animations only. Although the
ANOVA revealed a significant difference in Audio aell, post hoc analysis revealed
no significantly different relationships. “Onlin@@pping” was the highest compared to
all other categories with the significgmivalue at 0.01. It is followed by the websites of
traditional companies and online portal (For a cangon of differences in site use of
animations by the type of advertisers, see tali8)5-
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Dependent variable| Types of websites Types oh | Mean | Sig.
websites
Animations Online shopping store Online portal 69 | .247 | .001*
(N =87)
Websites 0236 .235 | .000*
traditional
companies

'I;]ablg5-38. Bonferroni Post Hoc analysis of animations @awisited commercial websites based on the tgbes
the sites

In sum, some results of content analysis studyreleed to the results of the
survey study, for example, the German respondesgd shopping utility of commercial
websites more than Egyptian respondents did, dmet agree with the previous studies’
findings; for example, the current study found thHa websites that were visited by
German users show interactive features more tharthadi sites that were visited by
Egyptian users. Cho and Cheon’s (2005) study cdedutross-cultural comparison of
interactivity on commercial websites on U.S, U.Kpdnese, and South Korea websites.
And they found significant differences between Wastand Eastern websites in using
interactive features on these websites.
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Discussion, conclusion, and recommendations

Commercial websites are considered the most importhannel of online
advertising; since it is one format of online adigéng and it contains many types and
formats of online advertisements such as: banntgtstitials, sponsorship, rich media,
and classified ads, as well as their online shappitility. It is essential to understand
more about uses of this type of websites. This ystedamined the uses and
gratifications of commercial websites. It is speelly looked at the relationships
among motivations for using these websites, gcatiibns-obtained from them, attitudes
toward these websites and the time spent on usasgtwebsites.

In order for marketers, advertisers, and reseascterevaluate the benefits of
commercial website use by stakeholders, it is regsto begin by attempting to
understand how stakeholders perceive the commensahbites, why do they use it,
what gratifications they receive from using thessbsgites. This research examined the
active and goal-directed use of these websites éoyn@n and Egyptian stakeholders.
The survey was used to assess: the amount of piere ssing the commercial websites,
their motive for using this type of websites, thaititudes toward these websites, and
their gratifications-obtained from these websit€som the analysis of the data
collected, the following discussions, conclusiond eecommendations were made.

6.1 Discussion

The researcher divided the areas of study inteethrain areas. These areas were:
the uses and gratifications of respondents forgusmmmercial websites, testing the
hypotheses of suggested model of commercial websites and gratification, and the
characteristics of visited commercial website byr@n and Egyptian respondents:

6.1.1.The uses and gratifications of users for using comencial
websites

This area includes demographic characteristicshefrespondents using commercial
websites, the gratifications sought and obtainethfusing these websites among the
respondents, their attitudes toward this type obsites, their uses of online ads on
these websites, their gained online shopping wtflibm these sites, and challenges
faced by users when using the commercial websitddlzir opinions to develop these
sites.

1. The gratifications sought (motives) and obtained from using the
commercial websites among the respondents

In current study, the researchers located basicdmtifications sought (motives)
of using commercial websites. The first factor grmhation seeking) explained 27.66%
of the total variance. This factor is loaded mamwith “It is a good way to learn about
products and services before they become popula3b), “To compare among the
different products or services” (0.615), “I wantdee as much products or service as
possible before | buy” (0.606), “To learn about nawn things” (0.605), “To learn how
| use the products or services” (0.597), “To leabout useful things” (0.590), “I like to
be a part of the commercial community” (0.467), ‘Get information for free” (0.467),
and “It's a good way to do research” (0.433).
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The second factor (convenience) explained 14.64%heftotal variance. This
factor is loaded mainly with “I can get what | wdat less effort” (.735), “It is an easy
way to make shopping” (.705), “It's convenient tsell (.697), “To decide which
service or product should | buy” (.650), and “I case it anytime, anywhere” (.643).
The third factor (social interaction) explained %.9f total variance. This factor is
loaded mainly with “To meet people with my intes8s{.759), “To interact with the
source of product or service directly” (.747),“Txpeess about myself freely”
(.707),“To keep up with what's going on” (.668). étiorth factor (entertainment)
explained 6.8% of total variance. This factor iaded mainly with “It's enjoyable”
(.834), “It's entertaining” (.804), “To pass timg:715), “I just like to surf the
commercial websites” (.670), and “It's a habit"X3j.

The researcher used the same measurement taigavesthe gratifications-
obtained but worded somewhat differently. In thase; items were worded to measure
the perceived benefit that the respondent gainen fthe experience of using
commercial websites for example: To compare ambadlifferent products or services
item in motivations scale became commercial webdidp me to compare among the
different products or services.

Overall, the greatest motivations of using comnaraiebsites was socialization
(M = 2.90). For the German group, their greateatifications sought or motives were
socialization (M = 3.11). For Egyptian group, etdaearment sought was the greatest
motives (M = 2.75); The entertainment motives w&renger among the respondents
(M=2.75), probably because of the difficulties ofline shopping in Egypt such as: the
absence of big online markets (e.g. e-bay, Amabhandelbuch.de) in Egypt, and the
absence of online consumer's confidence among Bgypbnsumers, concerning online
shopping, may be a critical indicator; they domtist the products and security of the
websites and they may not have visa cart or ordount to buy online (Mahmoud,
Klimsa, Auter, 2008). These reasons and other usehs to use these websites as
entertainment tool more than information source $bopping. In the same way,
gratifications-obtained from visiting commercial vgtes may be strongly affected by
the same cultural factors. Respondents generaltyttiat they had obtained social
interaction by using commercial websites (M =2.7Epr German respondents,
socialization was utmost (M = 2.84). Egyptian reggents preferred entertainment (M
= 2.72) over all other motives.

2. The attitudes toward commercial websites
Subjects responded to a series of five positivelyrded statements about

commercial website use with a Likert-type scalegmag from strongly disagree (1) to
strongly agree (5). We used items from a studyoperéd by Ko, Cho, and Roberts
(2005) to tap into respondents’ general attitudesatd using commercial websites.
Subjects responded to a series of five positivebyded statements about commercial
website use with a Likert-type scale ranging frarorggly disagree (1) to strongly agree
(5). These five statements are:

(1) “These websites build a relationship with me

(2) I would like to visit these websites again

(3) I am satisfied with the services or products thatavailable on these sites

(4) 1 feel comfortable in surfing these websites

(5) I would rate these sites as one of the best” (Km,& Roberts, p.63).
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The researcher ignored the sixth statement “Thésisia good place to spend my
time” because it is already mentioned in the maastimotives and gratifications.

Respondents generally were positive about theiegspce of using commercial
websites (N = 648, M 2.54). Egyptian respondeNts=(296, M 2.63) were slightly
more positive about the experience of using commaeraebsites than German
counterparts (N = 352, M = 2.47).

3. The uses of online ads on these websites

To measure the degree of interaction between relgods and the individuals ads
that found on commercial websites, a 5-point LiKgpe scale, ranging from 1="Never
used' to 5= often use. This scale was worded tosumeathe benefit that respondents
gained from the experience of using individual adscommercial websites (for more
information, see table 6-2).

Fifty-nine point six percent (N= 386) of overallspondents reported paying
attention to ads on commercial websites (M=2.1gydian respondents paid attention
to ads on commercial websites (N=192, 64.9%, M=2m8re than did their German
counterparts (N=194, 55.1%, M=1.91).

Forty-four point nine percent (N= 291) of overabspondents reported clicking on
ads of commercial websites (M=1.74). Egyptian resients clicked on ads found on
commercial websites (N= 164, 55.4%, M=1.99) moranthdid their German
counterparts (N= 127, 36.1%, M=1.53).

Twenty — six point one percent (N=169) of overafispondents reported
purchasing items from ads found on commercial websi(M=1.42). Egyptian
respondents purchasing items from ads found on argiah websites (N=90, 31.8%,
M=1.56) more than did their German counterparts {18721.3%, M=1.29). According
to these results, the Egyptian respondents weree nmberactive with online ads on
commercial websites than did their German count&spa

4. The gained online shopping utility from these sites

For overall respondents, Four hundred thirteen7@3.respondents had gained
online shopping utility. For German respondent:jetj-six point three percent (N =
339) of German respondents used shopping utilitgafimercial websites but only
twenty five percent (N=74) of Egyptian respondergported buying products and
service online.

To measure the degree of online shopping usabdit§;point Likert-type scale,
ranging from O='Never used' to 5= More than 20 roft€his scale was worded to
measure the benefit that respondents gained frenexperience of online shopping on
commercial Websites. The overall experience respatsdhad gained this benefit (N=
648, M=1.60), the German respondents (N=352, M32w&&e slightly more positive
about the experience of using online shopping anmercial websites than Egyptian
counterparts (N = 296, M = .32). An independentydast-test has also indicated that
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there was a significant difference between GernmahEgyptian respondents in using of
online shopping (t = -23.307, df = 646, p = .000).

5. Challenges faced by users when using the commerciadbsites for
online shopping purposes.

Thirty-six point three (N=235) of overall respontiemeported not purchasing
from commercial websites or Internet at all, eigbgyen respondents (13.4%) of them
did not mention any reason behind avoiding onlinecpasing. The rest of them (N =
148, 22.84%) have mentioned that the following eseaswere behind their avoiding
online purchasing:

“I would like to buy what | want from a store ditg¢ “the prices of online
shopping products or services are so expensivelofilt trust the products and services
of these websites”, “I don’t have visa cart or nalaccount to buy” “I want to save the
security of my account and | don’t trust of the g#y of the websites”, “I don't trust
these commercial websites”, “Most of online shogptompanies are outside my
country and the price will be so expensive becafisgmnsportation and customs”, “the
ads of the products or services don't clarify teadfits of these products and services”,
“the price of transportation is expensive”, “| sgimeone else buy for me”, “I just prefer
to see the product online”, “I can't test theseduats or services before | buy”, “I have
bad experiences with online shopping”. For Egyptiespondents, these reasons were
more than reasons that were presented by Germantecparts because of the obstacles
concerning online shopping and commercial websit€gyypt as well as the digital gap
between the two countries:

For Egyptian respondents who did not purchase enlthe reasons behind
avoiding online purchasing were: “I would like tanyowhat | want from a store
directly,” “the prices of online shopping producisservices are so expensive”, “| want
to save the security of my account and | don'tttafshe security of the websites”, “I
don’t have visa cart or online account to buy”dtin’t trust the products and services of
these websites”, “I don't trust these commerciabsites”, “Most of online shopping
companies are outside my country and the price bellso expensive because of
transportation and customs”, “the ads of the prtxlwr services don'’t clarify the
benefits of these products and services, the pfiteansportation is expensive”, and “I
have bad experiences with online shopping”. ButGerman counterparts, the reasons
behind avoiding online purchasing were: “| wansé&ve the security of my account, and
| don't trust of the security of the websites”, Wiuld like to buy what | want from a
store directly”, “I can't test these products orvees before | buy”, “the ads of the
products or services don't clarify the benefitstioése products and services”, “I let
someone else buy for me”, “I just prefer to seephmuct online”, and “I don't trust
these commercial websites”.
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6. Tests of suggested model’'s hypotheses

This study also presents a theoretical model dasgrithe relationships between
the uses and gratifications elements (motivesudts, gratifications, and usages) in the
context of online advertising particularly commaitcivebsites. All the hypotheses of
this study have been fully supported except hymishd; since it was partially
supported.

Hypothesis 1, the first hypothesis was partiallpgarted: As predicted, both of
age and educational level of respondents have rafisgnt effect on their overall
motives of using commercial websites. But the gertle religion of respondents’
householder income jobs and the place of residehttee respondents did not have any
effect on their overall motives of using commereigbsites.

Hypothesis 2, as expected, a one-way ANOVA foundralV motives to have a
significant effect on the average time spent onsdéhwebsites; the fact that this
hypothesis was supported for all dimensions of westiwith the significanp-value at
0.01.

The tests of Hypothesis 3 and Hypothesis 4 reve#tatl motives of using
commercial websites and gratifications obtainednfrasing these websites were both
positively and significantly related to positiveittdes toward using these sites, with
the significanfp-value at 0.01.

Hypothesis 5, as expected, Pearson’s correlativeated a strong relationship
between overall motives of using commercial welsitend overall obtained
gratifications from using these sites with the gigant p-value at 0.01

Hypothesis 6, as expected, a one-way ANOVA founsitpe attitudes to have a
significant effect on the average time spent ors¢heebsites with the significapt
value at 0.01

The tests of Hypothesis 7 and Hypothesis 8 revetilatlthe consumers’ time
spent on commercial websites had a strong effectoosumers’ gratifications obtained
from these websites, and vice versa, consumersificgaons obtained from these
websites had a strong effect on consumers’ timatspethese sites with the significant
p-value at 0.01.

Concerning the test of hypothesis 9, there wagaifgiant difference between
Egyptian and German consumer’s attitudes towandgusommercial websites with the
significantp-value at 0.01.

6.1.2. The characteristics of visited commercial websites

This study provides an overview analysis of commaéreebsite use in the
Germany and Egypt — focusing on general practi¢abease sites as well as offering
specific insights based on users region, types ebsites and the targeted user
(language). As more and more businesses worldwelestablishing web presences, it
Is important to understand how commercial websitas provide a value-added
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experience for a business’ customers. Understandingngths and challenges in
crafting commercial websites can help communicatmrsdevelop more effective

Internet-based advertising and public relationswilt also help researchers to better
understand the communication relationship betweestomers and organizations.
Further, the transnational nature of this study halp scholars and practitioners in
Germany and Egypt to better understanding the rdiffices among Germany and
Egyptian consumers and how that may affect suaglessfinmercial website strategies.

1. Contact information of commercial websites

The content analysis study explored the postingogporate contact information
and also the facilitations to surf the websiteshe Bnalysis looked for a total of six
contact information items per commercial websitegporate site/postal address, phone
number, the relation between the name of corpoaaié online address, corporate
overview/information, the ability to create an amsband the logo of the company.
Most frequently found was a listing of the relatioetween the names of corporate and
its online addressing. This was followed by a lofthe company, corporate site/postal
address, corporate overview, phone number andbihy 4o create an account.

The websites that were visited by German users tisedbasic and contact
information more than did the sites that were gsiby Egyptian users.

The possible differences in commercial websitsg' of site basic and contact
information based on the language of the site -m@ar Arabic, English or more than
one language. A one-way analysis of variance rededhat there was significant
difference in the average amount of these items p&e site. “Arabic sites” was the
highest compared to all other categories.

The study inquired as to whether there is any iiffee in commercial websites
use of these techniques based on the type of thebsites analyzed. A one-way
analysis of variance revealed that there was nnifgignt difference in the average
amount of these items used per site.

2. Interactive features of commercial websites
The study looked at the interactive features usedammercial websites such as:
Keyword search FAQ/help, Self- design images, ationaaudio, video, interactive
newsletter, online order, online transaction, comim@b placement, user groups or
community, and online chatting. Various commercrabsites utilized anywhere
between zero and all fourteen of these elements.

The study found that the websites that were visibgdGerman users used
interactive features more than did the sites treakwisited by Egyptian users. Based on
language of the site analyzed, A one-way analysigadance revealed that there was
significant difference in the average amount oéiattive features items used per site:
the websites that present their contents in Gerordyp used interactive newsletter,
online order, and online shopping more than othebsies, and the websites that
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present their contents in English only used keywsedrch, animations, and audio
features more than the other websites, but the itesbthat present their contents in
Arabic only used.

But there was no significant difference in the gugrof interactive features based
on the type of the commercial websites analyzed.

3. Formats and features of individual ads on commercigebsites
The research looked at the typically formattinghteques used by ads found on
commercial websites. Formatting elements considesede: banner, sponsorship,
interstitials/pop-up, classified, advergames, apgehlinks. It is important to note that
each ad can contain multiple formatting charadiess

Study found that there were no significant differesin the total formatting used
in ads featured on commercial websites neithercdbasehe users of these websites nor
based on the advertisers of these websites. Bu¢ ikesignificant difference in the
guantity of formatting characteristics per ad basedthe type of the commercial
websites analyzed; ads on websites of traditiooalpanies use more formats than ads
on online shopping stores.

Regarding features that are used in designing itha@&y ads on commercial
websites, these features were: animation, audieoyiimages, and hypertext.

The study found that there is no difference betw@erman and Egyptian users in
the amount of features used in ads featured on @voiah websites based on the users
of these websites. But it revealed significantatiéhce in the amount of features used in
ads featured on commercial websites based on thertagtrs of ads shown on
commercial websites. A one-way analysis of varianeeealed also a significant
difference in the quantity of features per ad basethe type of the commercial website
analyzed. “Online shopping” was the highest congbaoeall other categories with the
significantp-value at 0.01.

Most of the sites were found to use contact infdioma particularly company
telephone number and email addresses. The onlgreiifte that existed based on
business was with the airline/tourism industry —ickhin all cases failed to offer
corporate address information on their homepage.

What was intriguing however is that Egyptian baseshpanies were significantly
more likely to present more contact and purchasoads on their sites than were the
German businesses? Address information, companyl adwesses, and opportunities
to request products and services online were fonrgieater numbers on the Egyptian
sites. These differences may be the result offardnt relationship between the typical
Egyptian business and consumer, a more traditi@hationship that relies on telephone
calls and in-store visits. Therefore, the Egypt@msumer may utilize an Egyptian
commercial website primarily to find information drow to contact the real world
“bricks and mortar” organization. It is also impaont to note that requesting a product
online is not the same as creating an online adamumaking a direct online purchase
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from the company. Requests online would most likedyfollowed up by a traditional
phone call or a personal email rather than resuini “automated” feeling online order
process.

Regarding the quantity, location, and types ofeatising, it was found that
computer/tech related ads were most prevalengvieltl by ads promoting dotcoms or
websites. Although placement of ads did vary wideyyindustry, it is unclear why
these variations occurred. As was expected, Gemedasites contained many more ads
than did Egyptian commercial websites. This isswprise as German consumers have
become used to media that are busier with sidesitdrom their newspapers and
websites even to television news channels with maohded news tickers and scroll
bars.

The study revealed that the most common ad formvate hypertext, banner,
and referral — and the most popular features ofettaels were color use, hypertext, and
image inclusion. Not surprisingly, it was found ttheds promoting more high tech
businesses (such as computer/tech) or hosted oa mghn tech industry commercial
websites were considered more advanced in bothafioairmd their features. In the case
of both ad format and features, there was no diffee in ads on German or Egyptian
business commercial websites.

6.2 Conclusion

Creating a better understanding of how respondeast to new and different
channels of communication is an important taskctonmunication scholars (Susskind,
2004). This study attempted to clarify the motivatitudes, and obtained gratifications
from commercial websites, as well as the relatipsslamong these elements. The
present research has demonstrated that the irtierse€ uses and gratifications theory
and online marketing can lead to a deeper undelisigrof the marketing constraints
and utilities offered by interactive computer-maeidacommunication technology.

The findings of this study contribute to the growitody of literature on
commercial websites in several ways. They shedhd bn the role of the digital divide
and its effects on commercial websites for Germastfn based businesses versus
Egyptian/Middle Eastern and African based busires®#éth a much lower Internet
penetration and currently more traditional commatien habits between consumers
and organizations, it is not surprising that in g@h Egyptian commercial websites are
structured in a more basic fashion and focus onswayput the consumer in direct
contact with the organization. On the other hamnith the very high Internet
penetration in the Germany and a marked increasaline-only consumer to business
communication, German commercial websites tendedbetdbusier and focused on
instantaneous, “automated” style communications.

The results also describe the characteristics eimbbsites of different industries
and compare them, providing useful data in studythg computer mediated
communication events across various fields. [hisresting to note as a scholar or a
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practitioner which organizations prefer more higbht sites and which ones feel that a
more basic approach is called for. Additionallye tiesults address commercial websites
as one form of online advertising and as a medidnpresentation of additional
individual ads. Again, this was found to vary bgttb culture and industry offering
further insight into the various consumers to bessn communication relationships
cross-culturally and across different industries.

The study offers several useful guidelines, bothfifans seeking to establish a
presence on the web, as well as for well-estaldispepular web-based businesses.
Additional research should further explore changsties of commercial websites
across various regions, cultures, and businesses.

6.3 Recommendations

The Internet has become a very powerful advertisneglia, more especially for
companies. Many websites designers are involveddardesign of commercial. Several
findings in this study have implications for academstitutions and website designers.
This is because while consumers use the commeveddisites, their use of the
commercial websites suggests other motivationsdbestommercial use which should
be pronounced in the academic institutions. Basethe opinions of the respondents
and the findings of the study, the following sugges are recommended to improve
the use of commercial among the college students:

(1) There should be increased training for conssraad companies staff on how
to interact with the commercial websites and th&rvices/products available to
enhance online marketing and online advertisingiqdarly in Egypt.

(2) Commercial websites designers must take thiatime of establishing
comprehensively what attracts/distracts consumeosn fusing the Internet for
commercial purposes. This will be useful in designicommercial websites and
providing Internet services and resources thateansed for online marketing.

6.4 Suggestions for further research

This study raises many avenues for future resedebause studies on online
advertising so far have focused on studying theméds and uses of online advertising,
there is a need to examine uses and gratificanbrc®ommercial websites as the most
important advertising platform for companies. Aduial research would also benefit
by testing and developing the traditional methodmlal approaches for studying online
advertising including commercial websites.

This study calls attention to the importance ofiging each type of commercial
websites; since there is a need to examine usasdas, and gratifications of each type
of commercial websites (e.g., banks, travel, hast'rts, insurance, food, furniture) and
to study the formats and features of each typéedd websites and online advertising
practices on these sites. On the other hand iesaisany avenues for studying other
types of websites such as governmental sites, édoaehsites, and nonprofit sites.
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Appendix

l.  Online Questionnaire

This survey is a part of an academic research gmibjabout uses and
gratifications of commercial websites. Commerciabgites include the: Accounting,
aerospace, airline, apparel, automobile, banks, ebage, brokerage, chemicals,
computers, construction (materials& services), ceférs, data services, electronics,
food, furniture, Healthcare, hotel/resorts, insucan services, jewelry,
newspaper/magazines, mining/exploration, movieffisic, office supplies, oil and
gas, paper products, pharmaceuticals, publishingal r estate, software, sports,
telecommunication, textile, travel trucking/shipgpinwine/spirits. Aswell as online
companies such a&oogle, Yahoo, Msn, AOL, Excite, Lycos, Netscalpayista.

All information you provide will be kept confideadtiand used for research
purposes only. It will take around 15 minutes fouyo complete this questionnaire. We
would greatly appreciate your time in helping wiitis research project.

Thank you,
Abd El-Basit Mahmoud

Section | : General Information

1) What isyour Gender? (Male - Female)

2) What isyour age? (Numbers only)

3) Inwhich country were you born? (Egypt-Germany-other specify)

4) In which country do you presently reside? (Egypt-Germany-other specify)

5) What isyour religion?(Muslim, Christian, Jewish, None, Other specify)

6) What is your educational level?( None, Some elementary school, Some
secondary school, Some high school (not graduatéid)) school graduate,
College graduate/Masters, College Graduate/Ph2y pillease specify).

7) What is your job? (Student, Engineer, Teacher, Medicine, Business ara
business woman, Professor, | have not job, otlearsel specify).

8) Which category best represents your monthly household income? (Less than
than$2000, $2001 to $4000, $4016 to $6000, More $&D00, and I'd rather
not say).

9) Please tell us about how many hours do you spend per week surfing the
I nternet? (Numbers of hours only).

Section II: Your usage of the Internet and commer@l websites in general

10)Where do you most often access the I nternet? (check all that apply)
(Home, School, Work place, other free public staiather private (e.g.
Internet cafes)).

11)What is the maximum speed you access the Internet? (Cable Modem, DSL,
ISDN, | am not sure, other please specify).

12)How much time do you spend using commercial websites in a week?
(Number of hours only)
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13) How often do you use each type of the followingrooercial websites? (Please Use Jhe
following the scale below)

1 Never use| 2 Rarely ugg Occasional usﬁsseometlmes 5 Often use

Banks

Advertising websites

Travel

Hotel/Resorts

Insurance

Accounting

Airline

Automobile

Computers

Internet Services

Construction

Electronics

Food

Furniture

Healthcare

Newspaper/Magazines

Movie/TV

Music

Paper Products

Publishing

Sports

Telecommunication

Sexual websites

14)What are names of major commercial websites do ysit?

15) Do you avoid using some commercial websites aceaydo the cultural and
social ethicsqYes or No).

16)If yes, which types of commercial websites do y@oid?
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Section Il : Motivations and gratifications of using commercial

websites

17) Complete the phrase, "I use commercial websitesaaese..." with each of the
following statements. Select the button that besscribes your level of
agreement/disagreement for each of the completéesteents:

Items

1 Strongl
agree

2 Agree

3 Neutral

4
Disagree

Strongly disagree

It's a good way to do research

To get information for free

To learn how | use the products or
services

| want to see as much products or
service as possible before | buy

To compare among the different
products or services

| like to be a part of the commercial
community

It is a good way to learn about produg
and services before they become
popular

ts

To learn about unknown things

To learn about useful things

It's convenient to use

I can get what | want for less effort

I can use it anytime, anywhere

To decide which service or product
should | buy

It is an easy way to make shopping

To express about myself freely

To meet people with my interests

To interact with the source of product
or service directly

To keep up with what's going on

To pass time

| just like to surf the commercial
websites

It's enjoyable

It's entertaining

It's a habit
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18) To what extent the commercial websites (which yaelprovide you with some of th
things we have just been asking about: (Please tieefollowing the scale below)

117

Items

1 Very
satisfied

2 Satisfied | 3 Neutra

4
Dissatisfied

5 Very
dissatisfied

It's a good way to do research

Help me to get information for free

Help me To learn how | use the produg
or services

ts

Help me to see as much products or
service as possible before | buy

Help me To compare among the differe
products or services

2Nt

It makes sense that | am a part of the
commercial community

It is a good way to learn about products

and services before they become popu

b

lar

Help me to learn about unknown things

Help me to learn about useful things

It's convenient to use

It gives me what | want for less effort

I can use it anytime, anywhere

To decide which service or product
should | buy

It is an easy way to make shopping

Help me to express about myself freely

Help me to meet people with my
interests

Help me to interact with the source of
product or service directly

Help me to keep up with what’s going ¢

Help me to pass time

| just like to surf the commercial
websites

It's enjoyable

It's entertaining

It's a habit

Section IV : Online advertisements on commercial wesites

19) Do you use online advertisements on commercial si? (If yes answer about

20, 21).

20) Please answer the following questions using thelsdaelow

Items 1 Never

2 Rarely 3 Occasional

4 Sometimes 5 Ofte

N

How often do you pay
attention to ads on
commercial websites?

How often do you click on
ads on commercial
websites?

How often do you purchase
items from ads found on
commercial websites?
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21) Which types of advertisements on commercial welsside you use? (Check all

that apply)(Sported ads, Banks ads, Clothes ads, Educatialsal Ats, Books,
information and magazine, Business/legal/financi8lusiness opportunities,
Computer-related products & services, Internet potsel & services,
Communications, Electronics/electrical, Cosmetitd beauty aids, Entertainment,
Flowers and plants, Food/drink, Gifts, Home produttobbies/crafts, Jewelry and
accessories, Medical and health products, Music akos, New age
products/services, Adult products/services, Sa#gtg security, Toys and games,
and Sexual content.

Section V : Attitude toward commercial websites

22) How satisfied are you with your commercial websi?éVery satisfied, Satisfied,

Somewhat satisfied, Indiffererf@pmewhat dissatisfied, Dissatisfied, Very
Dissatisfied

23) Listed below are several kinds of information aftassociated with your point of
view with general practice on all commercial welesitthat you have already visited?
Please indicate how satisfied you are

Items

1 V_ery 2 Satisfied |3 Neutral|4 Dissatisfie(5.very .
satisfied dissatisfied

These sites build a relationship with m

| would like to v these websites again

| am satisfied with the services or
products that are available on these si

| feel comfortable in surfing these
websites

| would rate these sites as one of the |

Section VII: Online shopping

24) How many times have you made online purchases?
25) If yes, what are products or services do you puash from commercial
website?
26) If never, why not?
27)From your point of view, which methods should beagsto develop these
commercial websites? (check all that apply):
» Facilitate online shopping through commercial widssi
« Offer free services/products (such as free dowrload
* Respect the cultural and ethical values
» Offer the interactive features (e.g., email, chatrontact with other
users or/and the company
» Offer comparison with other company’s products
* Present information using multimedia such as: vidaodio, 3D
animations
« Offer the external and internal links on a topicetxplore the issue
deeper and to navigate in the same page/document
* Present updated information about products/services
* Other (Please Specify):
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II.  Content analysis

First Part: Contact information and features homepajes of
commercial websites.

(1) Basic information of websites

PO T

Company name

Homepage

Users (German or Egyptian)

Language(German /Arabic/ English/more than one language)
Type of website(online portal, online shopping store,
websites of traditional companies)

(2) Contact information of commercial homepages

Address(yes/no)

. Phone(yes/no)

The relation between online address and the name of
company (yes/no)

. Company overview/information (yes/no)
. Account (yes/no)

Logo (yes/no)

(3) Interactive features of commercial homepages

S3TATTSe@Too0oy

Keyword search(yes/no)
FAQ/help (yes/no)

Self- Design(yes/no)
Images(yes/no)
Animations (yes/no)

Vedio (yes/no)

Audio (yes/no)

Interactive newsletter (yes/no)
Online order (yes/no)
Online transaction (yes/no)
Comment (yes/no)

Job placement(yes/no)

. User groups or community(yes/no)

Online chatting (yes/no)

Second Part: online advertisements on commercialetsites

(1) Basic information of websites

a.
b.

c
d.

—h

Company name
Type of website(online portal, online shopping store,
websites of traditional companies)

. Users(German or Egyptian)

Advertiser (Self-advertisement, or dotcom/website and other
companies ads)

Static/Floating

Location (top right hand corner, top left hand corner, top
centered, bottom right hand corner, bottom leftcheorner,
bottom centered, other locations).
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Appendix

(2) Formats of online advertisements

Banner (yes/no)
Sponsorship(yes/no)
Interstitials/popup (yes/no)
Classifieds(yes/no)
Advergames(yes/no)
Hyperlinks only (yes/no)

~PoooTw

(3) Features of online ads

Animation (yes/no)
Audio (yes/no)
Video (yes/no)
Images(yes/no)
Hyperlinks (yes/no)
Other (Specify)

~poooTw
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