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CHAPTER 1 

INTRODUCTION 

Today the Intemet is the fastest growing medium of communication (Hayland, 

1999). The growth of the Intemet is evidenced both by the popularity of Worid Wide 

Web (WWW) sites and by the increase in revenue and profitability of some of the dot

com companies. COMPUTER INDUSTRY ALMANAC (2001) reported that at the end 

of 2000 there were more than 135.7 million Intemet users in the United States. 

Pricewaterhouse Coopers' (2000), The Intemet Advertising Bureau (lAB) INTERNET 

AD REVENUE REPORT reported that revenues for the first quarter of 2000 were $1.95 

billion which grew 182 percent over the comparative first quarter of 1999 revenues of 

$692.8 million. Advertisers have perceived the WWW as an advertising medium to 

attract different audiences. Companies have created their own Web sites targeted to 

different audiences, genders, and lifestyles. An increasing number of companies have 

placed their advertisements in this medium although its effectiveness is still debated. 

This exploratory study is designed to examine information content on banner 

advertisements and homepages across gender-based Websites. 

Background 

In only nine years since the commercial Internet's debut in 1991 (Aikat, 1995), 

Intemet shopping has become an accepted method to purchase products and services 

including computer products, automobiles, clothing, travel, flowers, books, music, and 

even homes. In 2000, the total number of Intemet shoppers reached more than 20 



million, and it is expected to continue growing (NFR/Forrester Online Retail Index. 

2000). Almost 40 percent of Intemet users reported shopping as a primary use of the 

Web (Graphic, Visualization, and Usability Center [GVU], 1998). Total spending on 

online shopping was $6.1 billion in December 2000 (NFR/Forrester Online Retail Index, 

2000). Even consumers who have not used the Internet to purchase goods and services 

claim to have used it for information searches which ultimately led to shopping in the 

traditional way. In a survey of 1,967 shoppers, Andersen Consulting (2000) found 

reasons Intemet shoppers shop, and avoid shopping online. The reasons consumers shop 

online are: convenience (73 percent), avoiding crowds (69 percent), and saving time (63 

percent). Likewise, the reasons consumers avoid shopping online are: like to touch and 

feel product (34 percent), do not want to pay for delivery (31 percent), and enjoy regular 

shopping (30 percent). 

There are many factors supporting the development of the Intemet and Intemet 

commerce (Donthu & Garcia, 1999). Technological advances including the 

development of a better navigation system, the development of secure monetary 

transaction systems, the increase in quality and quantity of the information on the 

Intemet, and the higher speed of dial-up connection are factors making the Intemet a 

more pleasant and exciting experience. Today's users have more choices of technology, 

from using a dial-up modem which allows connection to the Intemet at a low speed over 

standard phone lines, satellite, cable modem, DSL, Tl or T3 lines, or microwave, to at a 

desired speed. For example, a dial-up modem runs 28.8 to 56 Kbps, while a cable 

modem is able to run up to 10 Mbps (Sandlund, 2000). 



The way the corporate worid perceives the Intemet is also a factor in its 

development. Many companies have their own Web sites. There are an estimated 1.000 

new commercial Web sites posted on the Intemet every week (Janal, 1997). Leong, 

Huang, and Stanners (1998) found that companies perceive Web sites as a rational 

medium to convey information and detail to audiences and a cost-effective medium to 

reach a target market for both short-term and long-term promotional goals. In the short-

term, companies perceive the Web as effective for creating and communicating brand, 

product, and corporate awareness. In the long-term, companies perceive the Web as 

effective for communicating and maintaining corporate images (Leong, Huang, & 

Stanners, 1998). The presence of famous corporations and brands on the Intemet is 

generating higher interest among consumers (Leong, Huang, & Stanners, 1998). 

Consumers are interested in searching through company Websites to research more 

information about familiar products they need and to leam more about well known 

companies or brands. 

Moreover, changing consumer lifestyles is also one of the factors accelerating the 

development of the Intemet market. Based on a 2,500 U.S household telephone survey 

conducted by Odyssey (1999), home personal computer (PC) usage has reached 1 billion 

hours per week, with 53 percent of that time being spent online. The most popular online 

activities found in the survey were email (85 percent), research (78 percent), education 

(71 percent), general surfing (67 percent), news (67 percent), products and services (58 

percent), health information (52 percent), investment information (49 percent), games (4S 

percent), and shopping (48 percent). The Odyssey study results also point out that 

increasing online activities have had negative effects on services such as postal deliver.'. 



long distance telephone services, and print publications because consumers visit these 

traditional stores less often than they used to. 

As a result of these factors, the Web's features have begun to specialize into many 

categories to serve the different lifestyles and characteristics of consumers. For example, 

ESPN.com transmits sports, CNN.com transmits news, and Discove17.com transmits 

information about wildlife and outdoor activities. 

Womanswire.com and iVillage.com are two sites catering to women, a growing 

segment of web users. These sites provide information on health, parenting, finance, 

technology, and shopping. America Online launched Electra, an on-line resource for 

women focusing on career, money, mind and body, relationships, style, and leisure 

issues. Female-oriented sites are rushing to develop a presence on the Web to capture 

this growing market. The future of the Web assures further fragmentation and Web 

features will continue to niche into every possible segment to satisfy every different 

group of audience. 

The World Wide Web as an Advertising Medium 

The World Wide Web is the fastest growing part the Intemet (Baker & Gronne, 

1996). The unique characteristics of the Web, such as the ability to convey text, 

graphics, images, and videos, have contributed to its growth (Eighmey, 1997). The Web 

is very interactive. Unlike traditional media users, web users have the ability to control 

the flow of information they receive. They can control what information they wish to 

see, for how long, how many times, and in what order (Roehm & Haugtvedt, 1999). 

These unique features of the Web allow consumers to actively find information about the 

http://ESPN.com
http://CNN.com
http://Discove17.com
http://Womanswire.com
http://iVillage.com


products and services they want. These features contribute not only many advantages to 

consumers but also give many benefits to advertisers. 

In terms of advertisers, Hawkins (1994) defined advertising on the Web as 

advertising delivered to users of electronic informafion services. A survey conducted by 

Jupiter Communicafions (2000) revealed that adverdsers.plan to maximize their online 

advertising budgets at a higher rate than any other medium. This company found that 43 

percent of advertisers reported they plan to increase their magazine advertising budget 

and 37 percent of advertisers noted they plan to increase their cable television advertising 

budget, as opposed to about 73 percent of advertisers planning to increase their Intemet 

advertising budget in the next 12 months. Intemet advertising revenue is expected to 

reach $16.5 billion by 2005, according to an esfimation based on research by Jupiter 

Communications (2000). Jupiter Communication predicts that this growth would make 

the Intemet the fourth most popular advertising medium, behind that of broadcast TV, 

radio, and new^spapers, by 2005. 

In terms of consumers, Ducoff (1996) found that Web advertising has been 

broadly defined. Using a mall intercept survey method, he found respondents considered 

many forms of Web communicafion to be advertising. For instance, almost 70 percent of 

respondents considered these message types to be advertising: free sample or trial offers, 

billboard-type logos, branded messages, graphic display of products, branded banners, 

online catalogs, shopper guides, and sponsor identification for Web sites. More than 50 

percent of the respondents consider Web site homepages and corporate Web sites to be 

advertising (Ducoff, 1996). According to the study, banner advertisements are the most 



common type of Intemet advertising besides Web site homepages themselves (Ducoff 

1996). 

Ducoff (1996) also found that Intemet users rated Intemet advertising as 

somewhat valuable, and also rated Intemet advertising as slightly more informative than 

it was valuable. In this study, Intemet users expressed that the Intemet '"is a good source 

of up-to-date product information," "is useful," and "is entertaining." These results 

suggested an overall posifive attitude toward Intemet advertising among Intemet users 

(Ducoff, 1996). 

Ju-Pak (1999) examined advertising content on company Web site homepages in 

the U.S., the U.K., and South Korea. According to Ju-Pak (1999), the Worid Wide Web 

has been perceived internationally as an important advertising medium because it has 

unique attributes such as interacfivity, global reach, targefing, all-day presence, multi

media capacity, and user control. 

Some commercials aired on television are also being shown on the computer 

screen. Weaver (2000) stated that animafion and video should slowly replace banner and 

television advertisements since technological restrictions of computer systems such as 

bandwidth and compression capability have been gradually expanded. Krauss (1998) 

predicted that since persuasion and message delivery are goals of advertising, Intemet 

advertising in the future should be similar to today's television advertising. 

Statement of Problem 

Since Web sites have been created in every possible categorv, banner 

advertisements have also been created to match the Web's proliferation. Banner ads as 



well as traditional types of advertising are created to attract attenfion and communicate to 

users. Banner ads are also designed to convince users or target audiences to find more 

information about products or services by clicking through them. There have been 

industry studies conducted to examine banner advertisements and Web site homepages. 

However, there has not been much academic research focus on the characteristic 

differences in banner ads and Web sites targeted to different genders. 

There have been many past studies conducted to analyze advertising components 

and appeals used in television and print advertisements. Advertising components can be 

generally defined as visual features such as headlines, copy, or design in an 

advertisement (Culter, Javalgi, & Errameil, 1992). Advertising appeals have often been 

categorized into two broad categories: emofional and rafional (Beltramini & Blasko, 

1986; Moriarity 1989). Beltramini and Blasko (1986) classified familiar-saying and 

curiosity headlines as emofional and news, information, and benefit headlines as rational. 

Moriarity (1989) categorized product descripfions, usage comparisons, demonstrations, 

and competitive comparisons as rational appeals and metaphors, narratives, and aesthetics 

as emotional appeals. 

Those two types of advertising appeals, emotional and rafional, have been studied 

in relation to gender differences to examine which claim is more effective in attracting a 

particular gender's attention (Holbrook, 1986; Hass, 1979; Meyers-Levy. 1989; Mevers-

Levy & Maheswaran, 1991, & Meyers-Levy & Stemthal, 1991). 

Holbrook (1986) noted that gender differences may play an important role in tlie 

consumer's evaluative judgment. According to Holbrook (1986), women ha\e been 

found to be more visually oriented, more intrinsically motivated, and more romantic. 



Aronson (1972) revealed that women are easier to influence than men. Based on these 

and others' findings, gender may play a role in the consumer's evaluafive judgment. 

Women tend to be more emotional than men, and men tend to be more rational than 

women. 

WTiile banner ads have been regularly used on Web sites, their effecfiveness has 

been debated (Ducoff, 1996; Eighmay, 1997; Ju-Pak, 1999). There has been no known 

previous study that attempted to analyze characterisfics and message cues of banner ads 

and Web site homepages across gender-based Web site homepages. This study was 

designed to answer following questions: Does advertising content on banner ads across 

gender-based Web sites provide some differential message cues? What type of 

characteristics and message cues do banner ads on gender-based Web sites provide? 

What amount of message cues do banner ads on gender-based Web sites provide? Are 

there any characteristic differences on banner ads and homepages across gender-based 

Web sites? 

Purpose of the Studv 

The purpose of this study is to examine and analyze characteristics and message 

cues of banner advertisements and characteristics of homepages on male-oriented, 

female-oriented, and gender-neutral Web site homepages. This investigation will be 

designed to find which charactensfics and message cues of banner ads and homepages on 

gender-based Web sites are different. Differences in characteristics including 

background colors, sizes, the number of graphics used, the type of graphics used, and 

differences in message cues and types of product category on banner ads will be 



examined. Homepage differences in characteristics including background colors, the 

number of hyperiinks, and the number and type of graphics used will be examined. 

This study is intended to contribute to the creafive execution of Web sites targeted 

at different genders and may lead to a better understanding of gender differences in the 

informafion processing perspective. It may also lead to a new meter or criterion to 

measure what attracts different genders to Web sites. 

This chapter has provided a brief overview of the Intemet as a medium of 

communicafion and an explanation of banner ads and Web site as an advertising medium. 

The next chapter will present literature about demographics, online behaviors, attitude 

toward the Web sites, and gender differences in information processing. Chapter III 

outlines the methodology for this study; a content analysis of banner ads and Web site 

homepages was employed in this exploratory study. Chapters IV and V will present the 

results and the discussion for this study. 



CHAPTER II 

LITERATURE REVIEW 

It is important to understand Intemet users and their online habits; therefore, the 

first part of this literature review summarizes information about demographics, online 

behaviors, and attitudes toward Web sites. Next, in order to comprehend how females 

and males react to advertising claims, a secfion about gender differences in information 

processing will be reviewed. Given this study is designed to measure characteristics and 

message cues on banner advertisements and homepages across gender-based Website 

homepages, literature about information content in both traditional media and the Intemet 

will also be discussed. 

Intemet User Demographics 

According to Donthu and Garcia (1999), Intemet users tend to be young, well-

educated people with above average incomes. The median age of the Intemet users in 

their study was 35, and more than half of them had college degrees. 

As online shopping services are places of new, fashionable, and more specialized 

products or services. Miller (1996) discovered that the majonty of Intemet shoppers are 

typically men who order technology or finance-oriented products or services. These men 

tend to strongly identify with the brands of those products and services they purchased. 

They consciously, as well as unconsciously, perceive such purchases as a social identit>-

laden acfivity (Miller, 1996). 



Korgeongar and Wolin (1999) discovered that men were slighfiy more inclined to 

make Intemet purchases. However, when analyzed in an interactive relafionship with 

other dependent variables, gender had no significance. There were no significant gender 

differences in the amount of time spent on the Intemet, the percentage of business or 

personal use, or how often Intemet purchasers ordered products and services. 

Intemet Usage 

It is necessary to understand why and how consumers use the Intemet. Herzog 

(1944) used the term grafificafion to explain the specific types or dimensions of 

satisfaction reported by audiences. The uses and grafificafions perspective has a long 

tradition of successful application to a range of new media and related technologies 

(Eighmey, 1997). The approach assumes audience members are acfive gratificafion 

seekers interacfing with the media, as opposed to passive recipients of media content 

(Williams, Phillips, & Lum, 1997). The uses and grafifications perspective of 

communicafion theory suggests that individuals have particular motives for media use 

(Katz & Stofiand, 1959). According to McGuire (1974), the challenge in applying the 

uses and gratificafions approach to the understanding of human motivations for media 

usage lies not in the mofivation triggering inifial exposure, but rather the motivations for 

continued exposure. 

A study by Kuehn (1994) proposed uses and grafifications theory in a computer-

aided instmcfional (CAI) setting. He called attenfion to the interactive capability of 

computer-mediated communicafion (CMC). Uses and gratifications, including 

convenience, diversion, relafionship development, and intellectual appeal, was emplovcd 



in the study. Kuehn (1994) suggested that a group of uses and grafification statements be 

used as rating scales to evaluate a CAI program. 

Korgaonkar and Wolin (1999) conducted a multivariate factor analysis suggesting 

the presence of seven mofivafions and concerns regarding Intemet use. These 

motivations and concerns, as well as demographic factors, were studied in three usage 

contexts: 

1. the number of hours per day spent on the Intemet, 

2. the percentage of time spent for business versus personal purposes, and 

3. the purchases made from an Intemet business and, if purchases were made, 

the approximate number of fimes purchasers placed orders on the Intemet. 

These authors applied the uses and gratification framework to improve 

understanding of Intemet usage. Multivariate factor analysis suggested the presence of 

five motivations (social escapism, information, interactive control, socialization, 

economic) and two concerns (transacfion-based security and privacy, and non-

transacfional privacy) regarding Intemet use. Their explanations for these seven 

grafificafion factors based on a uses and gratification perspective are: 

1. Social escapism identified those who use the Intemet to escape from reality 

and are likely to be viable targets for the marketer. Users who are motivated 

by social escapism declare they use the Intemet to relieve boredom and avoid 

loneliness. 

2. Transaction-based security and privacy concerns indicated that users' concern 

with the Internet's lack of financial and personal safeguards are likely to make 

Intemet purchases if these concerns are decreased. 



3. Information motivation showed that users who seek information on the 

Intemet may be more likely to eventually make purchases on the Intemet. 

4. Interactive control mofivation showed that Intemet users have control over the 

presentation order of the information they view, the amount of information 

they view, and the style in which they view informafion. Therefore, Intemet 

users who enjoy the interacfivity of the Intemet are likely to be important 

targets for marketers who could build a site which would enhance consumer's 

expectafions. 

5. Socializafion mofivafion indicated that those who use the Intemet with friends 

and as a part of their social roufine are likely to make purchases over the Web. 

6. Non-transactional privacy concerns suggested that users who dislike the lack 

of control over advertising or other unwanted messages are more likely to be 

using the Intemet for business purposes. 

7. Economic motivation indicated that users who enjoy the convenience and 

money-saving attributes of Intemet shopping are likely to purchase from the 

Intemet (Korgeonkar and Wolm, 1999). 

Eighmey (1997) and Eighmey and McCord (1995) expected to find users of 

commercial web sites reporting a complex assortment of uses and gratifications. These 

authors combined the uses and gratificafions perspective applied to media content with 

related approaches widely applied to the evaluation of television commercials (Plummer, 

1971; Schlinger, 1979). Eighmey and McCord (1995) constmcted a set of scalar items 

consisting of adjective and descriptive phrases, modified them as appropriate for the 

Web, and developed new items to address new dimensions associated uith the distinctive 



capabilities of the Web. In their pilot study, these authors have found three facts based 

on the uses and gratificafions perspective. 

First, website users are assisted by information placed in an enjoyable context. 

Effecfive websites demonstrate a productive intersecfion of information and 

entertainment. Responses from participants in this pilot study indicate that website users 

benefit from finding infonnafion in a context which adds value in and of itself 

Second, website users are assisted by organizational ideas which make sense in 

terms of the strategic purpose of the website. The initial page of the website has much 

the same function as the table of contents of magazines or the introduction of an 

electronic program. 

Third, website visitors are assisted by efficiently executed designs. For instance, 

if website users must spend fime and effort coping with the design and features of the 

website, website designers should offer informafion and entertainment value 

commensurate with the-website users' waiting fime or other efforts required to utilize the 

website (Eighmey & McCord, 1995). 

Gender Differences in Information Processing 

A variety of research has indicated that men and women may use significantly 

different information processing strategies and prefer to process different types of ad 

claims. Holbrook (1986) suggested that gender may be a key variable in moderating 

consumers' evaluafive judgments. Understanding gender differences in information 

processing is important because advertising is a major way marketers communicate with 

different target segments. If gender information processing differences exist, it is 
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important for advertisers to understand these differences in order to produce effecti\e 

promofions. Therefore, marketers have to be certain a message they deliver will be 

effective and that their target audience perceives the message as intended. 

Empirical studies have demonstrated significant gender differences across a 

variety of tasks and traits. Holbrook (1986) reported that, compared to men, women are 

more visually oriented, more intrinsically motivated, and more romantic. It has also been 

suggested that women are more easy to influence (Aronson, 1972) and more likely to 

conform than men (Sistmnk & McDavid, 1971). Haas (1979) reported that women's 

language reflects an interprefive mode that is subjecfive and evaluative, while men's 

language reflects a selecfive concentrafion on readily available, objective states. 

According to the Selecfivity Model (Meyers-Levy, 1989; Meyers-Levy & 

Maheswaran, 1991; Meyers-Levy & Stemthal, 1991), women are comprehensive 

processors; they tend to use an elaborate strategy and attempt to understand all available 

cues. Though capacity restricfions in active memory may prevent women from 

accomplishing this goal, they usually attempt to engage in effortful, comprehensive, 

itemized analysis of all available information. Women integratively process information 

giving relatively equal treatment to information relevant to self and to the extemal world 

of others. In addition, women tend to exhibit greater sensitivity to the particulars of 

relevant information when forming judgments (Meyers-Levy & Maheswaran. 1991). 

Women may encode and may elaborate ad claims more extensively than men. 

In contrast, men are selecfive processors because they select only some of all 

available information for their judgment cnteria. They tend to utilize heuristic tools such 

as the use of a single cue or cues functioning as substitutes for more detailed processing. 



Men are inclined to employ cues that are easily observable and largely available in the 

main context for their decision-making processes (Meyers-Levy & Maheswaran, 1991). 

Gender processing differences have been found to disappear when situational 

factors motivating men's processing are comprehensive. For example, women have been 

found to be involved in more detailed elaborafion of message claims than men. Meyers-

Levy and Maheswaran (1991) defined congment message items as items consistent with 

a detailed information processing strategy. On the other hand, these authors defined 

incongruent message items as absent in message which inconsistent with the detailed 

informafion strategy. These authors found that when cue incongruity was low, female 

used a schema-based strategy, while male used a detailed strategy, in evaluafing 

recognition. However, when both genders are tested m recognifion versus recall tasks 

and cue incongruity, they have been found to engage in detail-sensifive processing and 

gender information processing differences vanished (Meyers-Levy & Maheswaran, 

1991).. 

Meyers-Levy and Maheswaran (1991) found that predicted gender differences in 

the selecfivity model were expected only in those situations where women are more 

likely to elaborate message cues than men. Therefore, gender differences are expected to 

be straightforward when message cues are sufficiently attention-getting that a woman's, 

but not man's, threshold for elaborafive processing is exceeded. 

In one test of this hypothesis, Meyers-Levy and Stemthal (1991) exposed subjects 

to low or moderate levels of cue incongruity in order to find if increasing levels of cue 

incongruity prompted greater attention and elaborative processing. They found that 



women show more elaboration of message claims than men when cue incongmity is 

moderate; nevertheless, when cue incongruity is low, these differences vanished. 

Other studies have shown that women are more sensitive to situafional cues 

related to self-evaluafions (Lenney, Gold, & Browning 1983), and generate more accurate 

judgments of words presented at fast exposure rates (McGumess & Pribram, 1979). 

Several studies have found that women are more sensitive to subtle sfimuli or task factors 

influencing advertisement processing. In contrast, men frequenfiy fail to catch subtle 

stimulus or task factors; therefore, men are more likely to apply the same heuristic 

processing strategy. 

Past research has often portrayed men as more analytical and logical in their 

processing orientafion while women are characterized as more subjecfive and intuitive 

(Broverman et al., 1968). Poole (1977) found that men conceptualize items in terms of 

physical attributes whereas women use more evaluafive concepts. In addifion, men often 

perform better than women on spafial orientation tasks while women normally score 

better than men on verbal or linguisfic tasks (Deaux & Kite, 1987; Meyers-Levy, 1989). 

Darley and Smith (1995) noted that the tendency of women to notice subtle 

situational differences has become very important for advertisers, especially when these 

differences function in the choice of information processing strategies. For instance, men 

and women may notice information differently when the risk involvement level 

associated with the product is implicit. In addition, perceived product risk is found to 

relate to the effectiveness of objective versus subjective advertising claims. When they 

perceive an increasing product risk, consumers verify ad claims much more extensively 

than when they perceive a low level of product risk because they are more certain that the 
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product actually has the advertised attnbutes if those attnbutes are tangible and can be 

justified. Thus, consumers have been found to be sensifive to a claim venfiability. The 

authors reported that when consumers nofice that risk levels are increasing, the ad claims 

have to show increased effecfiveness and be verifiable. 

Because they are comprehensive processors, women consider both objecfive and 

subjective aspects of product purchase and use when viewing advertisements. Women do 

not respond more favorably to subjecfive claims. Instead, when risk is low. women show 

equally favorable responses to objecfive and subjective claims and when risk is moderate, 

objecfive claims produced more favorable responses (Dariey & Smith, 1995). 

Another important finding consistent with the selecfivity model is that women use 

different processing strategies for the products in the study. Specifically, as nsk 

increased, women shift from responding equally to objecfive and subjecfive claims to 

favoring objecfive claims (Dariey & Smith, 1995). 

The fact that women recognize the differences in the two claims, and change 

processing strategies as a result, suggests that ad managers need to pay careful attention 

to factors which influence women's claim processing (Dariey & Smith, 1995). This 

finding is important for better understanding of how to create an advertisement designed 

for women with more refinement or differentiafion across situational factors, compared to 

advertisements created for men who are less sensitive to the level of product risk. 

Interesfingly, women and men may also respond to color differently. According 

to Radeloff (1990) women are more likely than men to have a favorite color. Men and 

women have been found to show no significant differences in the choices between light 

and dark colors. Radeloff (1990) noted that men are found to prefer bright colors while 



women are found to prefer soft colors. Conversely, Guilford and Smith (1959) found that 

men generally like achromafic colors including black, white, and gray more than v/omen. 

These authors proposed that women might be more color-conscious and women's color 

tastes are more flexible and diverse than that of men. Knouw (2000) conducted an 

exploratory study to determine gender differences in color preferences. Men rate the 

color palettes with chromafic relationships higher than did women. Thus, the author 

proposed that men are more tolerant of the use of either achromafic or chromafic colors in 

room interiors than women. 

In addifion, Mclnnis and Shearer (1964) discovered that blue and green are more 

favored among women than men, and women prefer tints more than shades. They also 

found 56 percent of men and 76 percent of women prefer cool colors, and 51 percent men 

and 45 percent women prefer bright colors. 

Gender Differences in Online Purchasing Behaviors 

Women and men have different online buying behaviors. Table 2.1 presents 

commercial Web sites most visited in relafion to gender and Table 2.2 presents favonte 

product categories purchased online in relation to gender. Ernst & Young and IDC 

(2000) found that more women than men buy children's clothing (31 percent of women 

and 18 percent of men), women's clothing (39 percent and 21 percent), health and beauty 

aids (42 percent and 19 percent), and toys (41 percent and 29 percent) online. 

On the other hand, men buy more computers (76 percent of men and 57 percent of 

women), small consumer electronics (44 percent and 26 percent), videos (38 percent and 

28 percent), men's clothing (29 percent and 20 percent), financial investments (14 percent 
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and 6 percent), and sporting goods (19 percent and 12 percent). Ernst & Young and IDC 

(2000) also revealed that more men than women purchase online travel-related services. 

Men make more airiine reservations (34 percent and 24 percent), hotel reservations (26 

percent and 18 percent), and car rental reservafions (18 percent and 10 percent) than 

women. 

Table 2.1. Top Internet-Commerce Sites by Gender. 

Men 
Site 

Amazon.com 
Bamesandnoble.com 
CDNow.com 
Buy.com 
Egghead.com 
Officemax.com 
Bestbuy.com 
Officedepot.com 
EToy.com 
Reel.com 

Percent 
55% 
31% 
30% 
25% 
22% 
16% 
15% 
14% 
13% 
13% 

Women 
Site 

Amazon.com 
Bamesandnoble.com 
CDNow.com 
EToy.com 
Drugstore.com 
JCpenny.com 
Buy.com 
PlanetRX.com 
Disney.com 
Bluemountain.com 

Percent 
49% 
30% 
24% 
21% 
20% 
18% 
17% 
17% 
17% 
15% 

Source: Adapted fi-om Ernst & Young and IDC (2000). 

Table 2.2. Favorite Internet-Commerce Categories by Gender. 

Men 
Category 

Computers 
CDs 
Books 
Small consumer electronics 
Videos 
Air travel 
Magazines 
Men's clothing 
Toys 
Hotel reservations 
Women's clothing 
Health & beauty 
Sporting goods 

Percent 
76% 
60% 
59%) 
44% 
38% 
34% 
3 1 % 
29% 
39%) 
26% 
21%, 
19%o 
19% 

Women 
Category 

Books 
CDs 
Computers 
Health & beauty 
Toys 
Women's clothing 
Children's clothing 

Percent 
64% 
60% 
57% 
42% 
4 1 % 
39% 
3 1 % 

Videos i 28% 
Magazines 
Small consumer electronics 
Air travel 

27% 

26% 
24<^'o 

Flowers ! 2^/0 
Men's clothing ' 2()'\) 

Source: Adapted from Ernst & Young and IDC (2000) 
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A People Support's survey of 2,198 Web users found that 63 percent of people 

who frequently shop online are women. These women reported they have shopped for 

products and services online more than once a week (Cox, 2000). 

According to an eMarketer's report (1999), there are now approximately 27 

million female Web users. This percentage accounts for 46 percent of all Intemet users 

in the U.S. A report by NetSmart America (1999) cites even larger numbers by noting 

that 58 percent of the new Intemet users in the U.S. are women, up from 44 percent in 

1998, and predicted that at current growth levels women will lead men in Intemet access 

60 percent to 40 percent by 2002. 

According to NetSmart (1999), 88 percent of women go online because they say it 

simplifies their lives, 83 percent said it saves them fime, and only 55 percent said they go 

online because it saves them money. More than half (62 percent) of women have Intemet 

access at work, and they spend nine hours a week online at home. Approximately 81 

percent of women said they do not know how they survived without the Intemet. 

NetSmart (1999) found that 53 percent of women have made an online purchase, 

up from 33 percent in 1998. The most popular online purchases by women include 

software (30 percent), clothes (27 percent), and gifts (25 percent). Because of their 

Intemet access, 17 percent of women are doing less catalog shopping and 15 percent are 

doing less retail shopping. Rozenwig (2000) addressed that women have traditionally 

been responsible for 80 percent of household purchases. As more purchases take place 

online, women will also confinue to take charge as well (Rozenwig, 2000). 



Complexitv of Web Sites and Atfitude Toward Web Sites 

Several studies have attempted to examine the complexity of Web site designs in 

relation to user's attitudes. Stevenson, Bmner, and Kumar (2000) created three types of 

Web page backgrounds and tested them in relafion to attitude of users toward the ad 

(Aad), brand atfitude (Ab), purchase intention (PI), and attitude toward the Web site (Aws). 

The first type of backgi'ound treatment, the simplest, was in plain black. The more 

complex background had a light blue background with words. The most complex 

background was in light blue background with two blinking phrases and an animated 

sport car across the screen. 

Interestingly, Dreze and Zufryden (1997) also categorized Web page background 

into three categories based on complexity. These authors defined the simplest 

background as any color users have defined as a default background color on their 

computers. The more complex background is in green and the most complex background 

is in a tiled, gray-and-white pattern. 

According to Stevenson, Bruner, and Kumar (2000), a complex Web site 

background influences negative atfitudes toward the advertisement (Aad). brand attitude 

(Ab), purchase intenfion (PI), and atfitude toward the Web site (Aws). The simplest 

background was rated the best in terms of effecfiveness in those four attitude items 

measured. These authors stressed that users could rate complex Web site backgrounds as 

interesfing, but complexity of the sites may promote a negative aUitude toward the sites 

as well. The authors concluded that background complexity promoted a direct negative 

effect and an indirect positive effect on users' attitudes (Stevenson, Bruner, ĉ  Kumar. 

2000). 



Dreze and Zufryden (1997) proposed six new tools to test the effecfiveness of 

Web site design and promotional content: Web page background, image size, sound file 

display, celebrity endorsement, Java scnpt and frames, and operating systems. These 

authors created eight Web page treatments and measured the number of pages accessed 

and the time the viewer spent on each treatment. They discovered that complexity of 

background had a positive effect on the number of pages accessed but it had a negative 

effect on time spent. Celebrity endorsement was found to have a posifive impact on 

number of pages accessed and time spent. On the other hand, these authors found that a 

sound file display has a negafive effect and the sizes of images have not been found to 

have any impact on number of pages accessed and time spent viewing (Dreze & 

Zufryden, 1997). 

Chen and Wells (1999) employed three main constmcts: entertainment, 

informativeness, and organizafion, to test attitude toward the site (Ast) on a scale from 20 

to 100. Each construct was examined by using relevant adjectives such as fun, exciting, 

cool, imaginafive, entertaining, and flashy to tap the entertainment factor. These authors 

examined the sites and found that Web sites with a high Ast score receive a high 

entertainment score (66), high informativeness score (76), and high organization score 

(90) while a poor Ast score site receive a low entertainment score (37), low 

informativeness score (72), and low organization score (43) (Chen & Wells, pp. 35). 

According to Chen and Wells' (1999) examination of poor Ast Web sites, these sites 

failed to present features such as up-to-date information, entertainment, anchors for users 

to return to the top of the page, related other links, animation, and specific infomiation 

about company. They also noted that a poor organization score, was arrtibutable to too 
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many links, too much animation, or too bright a color. On the other hand, high As, score 

sites have elements such as eye-catchmg background color (violet and dark blue or 

skyblue sharply contrasfing to a snow-white), eye-pleasing and orderiy informafion 

presentafion, easy flow of informafion, and some animafion. 

Infomiation Content on Banner Advertisements 

According to Aikat (1995), a message cue or information content is the quantity 

or quality of knowledge, or items of knowledge, available on the Web banner ads. Aikat 

(1995) examined academic, government, and commercial Web sites to find informafion 

content category differences. The author found that public relations (21.9 percent) and 

advertising (20.7 percent) were leading categories in a random sample of 1,140 sites. 

The author ranked other informafion categories in the following order: data bank or 

general information (9.7 percent), news (9.7 percent), service and product support 

infomiafion (9.3 percent), bullefin board (8.9 percent), archives and exhibits (6.9 

percent), entertainment (6.8 percent), and commentary (4.7 percent). 

Many studies have analyzed information content of advertisements in other media 

sources (Resnik & Stem, 1977, Stem & Resnik, 1991, Abemethy & Franke, 1996). 

Abemethy (1992) examined 562 advertisements from thirteen nafional newspapers. The 

author found that price (68 percent), quality (64 percent), availability (58 percent), and 

special offers (24 percent) are the four most popular categories of information content 

presented in newspaper advertisements. 

Stem and Resnik (1991) reported 14 information cues consistently used in 

television advertisements: components or contents (21.8 percent of cues), new idea (1 "̂ .3 
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percent of cues), price or value (9.1 percent of cues), performance (8.5 percent of cues), 

special offers (7.1 percent of cues), nutrifion (6.8 percent of cues), packaging or shape 

(4.4 percent of cues), availability (3.5 percent of cues), guarantees or warranfies (2.9 

percent of cues), quality (2.9 percent of cues), taste (0.6 percent of cues), independent 

research (0.6 percent of cues), company research (0.6 percent of cues), and safety (0.0 

percent of cues). 

A meta-analysis conducted by Abemethy and Franke (1996) classified products 

into 15 categories: (1) food, tobacco, alcohol; (2) personal care; (3) fumiture, home 

furnishings, appliances; (4) clothing; (5) cars, car parts; (6) laundry and household; (7) 

electronics; (8) financial, transportafion, travel; (9) institufional; (10) hobbies, toys, 

transportation; (11) toys, recreation, entertainment; (12) household, lawn, garden: (13) 

services; (14) medical, medical products; and (15) others. 

Summarv of Literature Review 

Based on the above literature, gender differences in information processing are 

obvious in many tasks and traits. Women and men have been found to process 

information differently, to have different preferences, and to be attracted by certain 

different stimuli. 

Since the Web is a relatively new medium, there is need for empincal 

research to investigate this medium and its effecfiveness. This study is designed 

to compare characterisfics and message cues of banner advertisements and 

characteristics of homepages on gender-based Web sites. This study attempts to 

add new insight to the body of knowledge about gender differences in information 



processing by finding common elements or stereotypes of banner advertisement 

and homepages across gender-based Web site homepages. 

Research Questions and Hvpotheses 

The next chapter details the methodology for the current research. This 

exploratory study focuses on examining differences in characteristics and message cues 

of banner advertisements and characteristics of homepages on gender-based Web sites. 

Additionally, characteristics of banner ads including background colors, sizes, the 

number of graphics used, the type of graphics used and differences in message cues and 

types of product category will be examined. Characterisfics on homepages including 

background colors, the number of hyperlinks, the number of graphics used, and the type 

of graphics used will be examined to answer the following quesfions: 

RQi: To what extent are the characterisfics of banner ads on gender-based Web 
site homepages different? 

Holbrook (1986) reported that females are more visually oriented than male. 

Thus it is expected that banner ads on female-based Web sites will contain more graphics 

than on male-based Web sites. 

H]: Banner ads on female-based Web sites will contain more graphics than on 
male-based Web sites. 

RQ2: To what extent are the message cues of banner ads on gender-based Web 
site homepages different? 

Meyers-Levy and Maheswaran (1991) indicated that males tend to use cues which 

are easily observable and largely available in the main context for their decision making 



process. Therefore, it is expected that banner ads on male-based Web sites would contain 

more message cues than banner ads on female-based and gender-neutral Web sites. 

H2: Banner ads on male-based Web sites will contain more message cues than on 
female-based Web sites. 

RQ3: To what extent are the characterisfics of homepages on gender-based Web 
sites different? 

Meyers-Levy and Maheswaran (1991) noted that males tend to select only some 

of all available information cues from the ad when forming their judgment. Therefore, it 

is expected that male-based homepages will carry more intemal hyperlinks than female-

based homepages. 

H3; Homepages of male-based Web sites will carry more intemal hyperiinks than 
homepages of female-based Web sites. 



CHAPTER III 

METHODOLOGY 

Introduction 

This section presents the methodology for the current study of banner 

advertisements and homepages on the Intemet. This study examines characteristics and 

message cues across three different types of Web sites: female-oriented, male-onented, 

and gender-neutral sites. A content analysis was conducted to examine the inifial 

homepages of the Web sites. 

Sample 

The population for this analysis included all consumer magazines listed in the 

SRDS Consumer Magazine Advertising directory, Burrelle's Media Directory of 

Magazine and Newsletter, and Bacon's Magazine Directory. All three types of gender-

based Web sites (female-oriented, male-oriented, and gender-neutral) were randomly 

sampled from those directories. These publications provide a directory of magazines 

based on various classificafions including female general interest, male general interest, 

and general editorial. The directories then were compared to create the lists of magazine 

types based on gender interest and to find the magazine's Web addresses. Although there 

were 118 female general interest magazines, 75 male general interest magazines, and 109 

general editorial magazines listed in three directones, there were onlv 47 accessible 

online magazine Web sites for female general interest, 47 accessible sites tor male 



general interest, and 40 accessible sites for general editorial. A total of 134 Web sites 

were analyzed in this study. 

For the purpose of the current study, an online magazine was defined as an 

Intemet version of the magazine providing editonal content without subscnption or 

registrafion requirements. Magazines with Web sites providing subscnption information 

only were excluded from the sample because they did not contain banner ads, navigation 

bars, and editorial content. Banner ads appearing on the homepage were analyzed before 

the homepage and every banner appeanng on a sampled Web site was counted to find the 

number of banners appearing on the homepage. 

Lee (1998) studied information content on banner ads on Web site homepages. In 

his study, when there were more than one banner ad placed at the same level, only the ad 

on the right side was examined. Using Lee's criteria (1998) in this current study, only the 

main banner ad located in the uppermost top of the page was analyzed for characteristics 

and message cues. If there were mulfiple banners on the uppermost top, the right ad was 

selected for analysis. If there was no banner ad appearing on the top of the page, the ad 

appearing in body text was analyzed. Only the ad on the uppermost nght of the body text 

page was considered. Although there might be several advertisements appearing on 

banners on the sampled Web sites, only the first advertisement shown on each banner 

after a coder logged on to a site was analyzed. 

Design and Execution 

To answer the research questions and hypotheses, a content analysis was 

conducted. A coding sheet and coders' manual were developed. One female and one 
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male graduate student coder were trained. The male coded male-based Web sites, and the 

female coded female-based Web sites. Both persons coded one-half of the gender-neutral 

Web sites. All coding took place at the same time together in the same lab to decrease 

environmental variability. Intercoder reliability tests were conducted before the actual 

coding. Holsfi (1869) suggested a formula to test the reliability of data in terms of 

percentage of agreement. Kassarjian (1997) suggested a coefficient of reliability above 

85 percent. The intercoder reliability on two selected sample Web sites when using 

Holsfi's formula was 89 percent. Therefore, the coding scheme was considered reliable. 

To find the differences in banner advertisements and homepages across gender-

targeted Web sites, this study examined two main variables: characteristics and message 

cues. Characterisfics of creafive execufions were defined as elements used in a banner 

advertisement in terms of design (see coding sheet in Appendix A). Message cues were 

defined as the quanfity or quality of knowledge, or items of knowledge, available on the 

banner advertisements (see Appendix A) (Aikat, 1995). Since characteristic cues of the 

Intemet are far different from those of traditional media, a new scale for investigating 

banner advertisements and homepages was developed in this study (see following 

section). 

Pretest and the Results 

Due to the fact that this research area is still new, a prctest of 10 of each gender-

based Web sites was conducted on October 21, 2000, to find additional cnteria to 

the sample sites. Thrce main categones examined in the study were 
measure 
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characteristics of the main banner ad, message cues on the main banner ad, and 

characterisfics of the Web site homepages. 

To examine characterisfics of the main banner ad, the following items were 

examined (see Table 3.1 for operationalization of characterisfic variables): 

1. Number of banners on homepage. 

2. Shape of the main banner ad: 

Full banner (480x60 pixels) 

Full banner with Vertical Navigafion Bar (392x72 pixels) 

Half banner (234x60 pixels) 

Vertical banner (120x240 pixels) 

Button 1 (120x90 pixels) 

Button 2 (120x60 pixels) 

Square button (125x 125 pixels) 

Micro button (88x31 pixels) 

3. Number of graphics used on the main banner ad. 

4. Type of graphics used on the main banner ad: 

Cartoon / Drawing images with texts 

Photographic / Real life images with texts 

Plain text 

Others 

5. Animafion of graphics on the main banner ad: 

Yes, animated 

No, not animated 



6. Number of colors appearing on the main banner ad. 

7. Main background color of the main banner ad: 

Black White Grey Red 

Yellow Blue Green Orange 

Purple Others 

8. Second background color of the main banner ad: 

Black White Grey Red 

Yellow Blue Green Orange 

Purple Others 

9. Product category portrayed on the main banner ad were examined by using 

Abemathy and Franke's (1996) categories. There are 15 product categories presented in 

their findings (see Table 3.2 for operafionalization of product category): 

Food, tobacco, alcohol 

Personal care 

Fumiture, home fumishing, appliance 

Clothing 

Cars, car parts 

Laundry and household 

Electronics 

Financial, transportafion, travel 

Institutional 

Hobbies, toys, transportation 

Toys, recreations, entertainment 
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Household, lawn, garden 

Services 

Medical, medical products 

Others 

Message cues on banner ads were examined by using the evaluative criteria 

developed by Stem and Resnik's (1991) cues. Stem and Resnik's cues included: 

Price or value: Cost of the product. 

Quality: Product characteristics separating a product from others. 

Performance: Uses of the product which make a product different from 

others. 

Components or contents: Ingredients, items that comprise product. 

Special offers: Non-price deals that come with a product. 

Taste: Evidence presented that a product is perceived to have specific 

taste. 

Packaging: Shape, packaging that a product comes in. 

Guarantee or warrantees: Purchase assurances with a product. 

Safety: Safety features carried within a product. 

Nutrifion: Nutrifion contents. 

Independent research: Data gathered by an independent company 

Company research: Data gathered by a company. 

New ideas: A totally new concept. 



Characteristics of Web sites homepages examined in the pretest were (see Table 

3.4 for operationalizafion of characteristic variables): 

1. Number of colors appearing on the homepage. 

2. Main background color: 

Black White Grev Red 

Yellow Blue Green Orange 

Purple Others 

3. Second background color: 

Black 

Yellow 

White 

Blue 

Grey 

Green 

Red 

Orange 

Purple Others 

4. Number of extemal hyperlinks. 

5. Number of intemal hyperiinks. 

6. Number of graphics used on the homepage. 

7. Type of graphics used on the homepage: 

Cartoon / drawing images with texts 

Photographic / real life images with texts 

Plain text 

Others 

8. Animation of graphics on homepages: 

Yes, animates 

No, not animated 
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The results from the pretest showed the existence of the characterisfic items and 

message cues. The pretest results also presented three main problems. First, the Resnik 

and Stem's model of message cues did not cover all message cues presented in the actual 

Web site homepages. Cues discovered in the pretest were added m the coding sheet. The 

six new message cues which'were added v/ere: Web address; company name and logo: 

product name and logo; action words; contest /sweepstakes; and quesfioning (see Table 

3.3 for operationalization of message cues). Second, there was a wide variety of colors 

appearing of homepage background and banners. Brown and creme appeared frequently 

on the pretest homepage background and banner ads. They were added to the 

preliminary colors. 

In addifion, some of Resnik and Stem's original cues were not relevant to cues 

presented in 30 pretest Web sites and were eliminated. Those six cues were: taste, 

nutrifion, packaging, guarantee or warranty, company research, and independent research. 

Measuring Characteristic Differences on Banner Ads 

Adapted from Culter. Javalgi, and Ertamilli (1992), Ju-Pak (1999). Stevenson, 

Bruner, and Kumar (2000), and Dreze and Zufryden (1997), a new measure of 

charactensfics of banner ads was developed. Culter, Javalgi, and En-amilli (1992) 

measured size of the visual, the use of black-and-white versus color, and the portrayal of 

the products in print advertisements to find visual component differcnces. Ju-Pak (1999) 

studied the design charactenstics of Web advertising in tenns of page length, copy 

fonnat, multimedia use, and the number of hyperiinks. Stevenson, Bmner. and Kumar 

(2000) manipulated treatments including colors, words or images, and moving items to 
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study the complexity of Web page background and viewer's atfitudes. Dreze and 

Zufryden (1997) evaluated time viewers spent on a page and number of pages accessed i 

relation to six elements of content: Web page background, image size, sound file display, 

celebrity endorsement, Java scnpts and frames, and operafing systems. 

The new measure used for this study included eight items: the number of banner 

ads on homepages, size of the main banner ad, the number of graphics used on banner 

ads, type of graphics used on the main banner ad, animafion of graphics on the main 

banner ad, the number of colors appearing on the main banner ad, background colors of 

the main banner ad, and product category advertised on the main banner ad (see Table 3.1 

for operationalization of characterisfic variables). 

Product categories based on Abemethy and Franke's study (1996) were used in 

this new study. There were 15 product categories presented in their findings: food, 

tobacco, alcohol; personal care; fumiture, home fumishings, appliances; clothing 

cars, car parts; laundry and household; electronics; financial, transportation, tra\'el; 

institutional; hobbies, toys, transportafion; toys, recreafional, entertainment; household, 

lawn, garden; services; medical, medical products; and others (see Table 3.2 for 

operafionalizafion of product category). 

Measuring Message Cue Differences on Banner Ads 

Message cues or information content was defined according to Aikat (1995) as the 

quantity or quality of knowledge, or items of knowledge, available on the banner 

advertisements. In order to measure message cue differences. Stem and Resnik's model 

(1991) was used as a starting point in the pretest. The evaluative cntena developed b\ 
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Resnik and Stem (1977) has long been employed to measure message cues in many 

studies. 

The results from the pretest showed that six cues from Stem and Resnik (1991) 

model were not relevant to cues presented in pretest Web sites. Those six Stem and 

Resnik cues were deleted from this study. Likewise, six new cues discovered in the 

pretest were added in this study. The new scale to measure message cue differences for 

this study included 13 cues: Web address, company name and logo, product name and 

logo, acfion words, contest/sweepstakes, quesfioning, price or value, quality, 

performance, components, availability, special offers, and new ideas (see Table 3.3 for 

operationalization of message cues). 

Measuring Characterisfic Differences of Homepages 

The new measure used to examine characteristics of homepages across gender-

based Web site homepages was also developed based on the criteria done by Cutler, 

Javalgi, and Erramilli (1992), Ju-Pak (1999), Stevenson, Bmner, and Kumar (2000), and 

Dreze and Zufryden (1997). Characterisfics of creative execufions were also defined as 

elements in terms of design used on Web site homepages. Charactenstics of creative 

executions examined in this study included seven items: the number of colors on 

homepage's background, background colors, the number of hyperiinks within the Web 

site, the number of hyperiinks between the Web site and extemal sites, the number of 

graphics used on homepage, the type of graphics used on homepage, and the animation of 

graphics appearing on homepage (see Table 3.4 for operationalization of charactenstic 

variables). 



Data Treatment 

Frequencies, percentages, and other descriptive statisfical tests were performed 

first in order to group necessary items. ANOVA and a chi-square (X') tests were 

performed when measuring significant differences between the two gender-based sites. 

Stafistical differences v^ere determined based on a ^ .05. The following chapter presents 

the results of this data analysis. 
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Table 3.1. Operafionalizafion of Characteristic Variables on Banner Ads. 

Characteristic Variables Operationalizafion 

The number of banners The number of banners appearing on homepage. 

Size of banner A physical shape of a banner, it can be a full 
banner (486x60 Pixels), full banner with vertical 
navigation bar (392x72 Pixels), half banner 
(234x60 Pixels), vertical banner (120x240 Pixels), 
button 1 (120x90 Pixels), button 2 (120x60 Pixels), 
square button (125x125 Pixels), of micro button 
(88x31 Pixels). 

Number of graphics on the main banner The number of pictorial items. 

Type of graphics used on a main banner Pictorial items which can be cartoon/drawing 
images with texts, photographic/real life 
images with texts, plain texts, or others. 

Animafion graphic on the main banner A movement of pictorial items whether items 
have a motion or motionless. 

Number of colors on the main banner The number of colors appearing on the main 
banner ad. 

Background colors of banner Black, white, gray, red, yellow, blue, green. 
Orange, purple, brown, creme, or others. 

The major color The color appeanng on the majority area on the 

main banner ad. 

The second color The color appearing on the minonty area on the 

main banner ad. 
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Table 3.2. Operationalization of Product Category. 

Product Categories Operationalization 

Food, tobacco, alcohol 

Personal care 

Fumiture 

Clothing 

Food, tobacco, alcohol, and restaurant. 

Skin care, cosmetics, diet products, 
and fitness products. 

Home fumishings and appliances. 

Department stores, footwear, jewelry, apparel 
and other accessories. 

Cars, car parts 

Laundry and household 

Electronics 

Gasoline, auto parts, and car accessories. 

Laundry and household cleaning chemicals. 

Computer products, accessories, television, 
radio, camera and films, VCR, and other 
consumer electronics. 

Financial 

Institutional 

Transportation 

Toys, recreations, entertainments 

Lawn and garden 

Services 

Medical, medical products 

Others 

Financial, insurance, real estate, marketing. 
Credit cards, lottery, and sweepstakes. 

Institution and company. 

Airline, car rental services, and cruise services. 

Toys, recreations, entertainment. Music, 
movies, and pnnt publications. 

Household, lawn, garden, and agricultural products. 

Services. 

Medical, health care products, and other 
Pharmaceutical products. 

Products or ser\'ices other than the abo\ e 
categones. 

(Adapted from: Abemethy and Franke, 1996, p. 10 and Stem, Kmgman, and Resnik. 

1981, p. 43). 
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Table 3.3. Operationalizafion of Message cues. 

Message Cues 

Web address 

Operationalization 

Worid Wide Web address dominated ads. 

Company name and logo 

Product name and logo 

Action words 

Name of a company and its logo. 

Name of products and services and its logo. 

Words encouraging users to take action (click, 
cilck now, click here, apply now. enter, enter 
now, order, order now). 

Contest / sweepstakes 

Questioning 

A promotional strategy of asking people to 
fill in their e-mail addresses and some information 
in exchange of prizes. 

A copy or headline asking users to ponder and 
convince users to click, normally comes with 
a question mark. 

Price or value 

Quality 

Cost of the products. 

Product characteristics separating a product 

from others. 

Performance Uses of the product which make a product 
different from others. 

Components or contents 

Availability 

Special offers 

New ideas 

Ingredients or items that comprise product. 

When and where the product will be available 

for purchase. 

Non-price deals which come with a product. 

A totally new idea. 

(Adapted from Stem, Krugman, and Resnik, 1981, p.43). 
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Table 3.4. Operafionalization of Characteristic Variables on Homepages. 

Characterisfic Variables Operationalization 

Number of colors on homepage 

Background color of homepage 

The major color 

The second color 

Number of hyperlinks within the site 

Number of hyperlinks outside the site 

The number of colors appearing on homepage. 

Black, white, gray, red, yellow, blue, green, 
orange, purple, brown, creme, or others. 

The color appearing on the majority area 
on homepage. 

The color appearing on the minority area 
on homepage. 

The number of clickable items which link 
to other pages of the same Web site. 

The number of clickable items which link 
to other Web sites. 

Number of graphics used on homepage The number of pictorial items appearing on 
homepage. 

Type of graphics used 

Animafion of graphics 

Pictorial items which can be cartoon/drawing 
images with texts, photographic, real life 
images with texts, plain texts, or other. 

A movement of pictorial items; whether items 
are motion or motionless. 
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CHAPTER IV 

RESULTS 

Introduction 

This exploratory study was designed to find the characterisfics and message cue 

differences on banner advertisements and characteristic differences on homepage designs 

across gender-based Web site homepages. The results show some interesting differences. 

A total of 134 Web sites were examined in this study. The analysis included 47 female-

based, 47 male-based, and 40 gender-neutral Web sites. 

Banner Ad Characteristics 

The results in Table 4.1 show that male-based Web sites have a greater mean 

number of banner ads appearing on homepages (3.66) than gender-neutral Web sites 

(2.97) and female Web sites (2.68). However, there are no significant differences 

between the different types of Web sites in the number of banners appeanng on 

homepages across the sampled Web sites. 

As shown in Table 4.2, the full banner accounts for 34 percent on female-based 

sites, 37 percent on male-based sites, and 28 percent on gender-neutral based Web sites. 

In the chi-square test, there are no significant differences between the size of the main 

banner appearing most frequently on homepages of all three types of Web sites. 

As indicated in Table 4.3, male-based Web sites have more graphics (2.67 

images) appeanng on the main banner than female-based (1.61 images) and gender-

neutral (1.94 images) Web sites. These are statisfically significant (F = \35 . df = 2'122. 

p = .006). In a Scheffe test of multiple compansons, the differences lie between the 
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number of images on banner ads on male-based sites and female-based sites (mean 

differences = 1.06, p = .007). Therefore, Hi, which hypothesized that banner ads on 

female-based Web sites would have more graphics than on male-based Web sites is 

rejected. 

The findings in Table 4.4 indicate graphic types used on banner ads across 

gender-based Web sites. There are no statisfically significant differences between the 

types of graphics found on banner ads on all three type Web sites. 

Animation of graphics on banner ads accounts for 65.91 percent on female-based, 

72.09 percent on male-based, and 55.26 percent on gender-neutral Web sites. However, 

Table 4.5 indicates theses differences are not stafistically significant. There are no 

stafisfically significant differences in the animation of graphics on banner ads on the 

sampled sites. 

As presented in Table 4.6, there are no statistically significant differences in the 

number of colors appearing on banner ads on all female-based, male-based, or gender-

neutral Web sites. The average number of colors appearing on banner ads on all three 

gender-based Web sites is 3.22 colors. 

The findings in Table 4.7 illustrate that the major color of banner ad backgrounds 

on all sampled Web sites is white. There are no significant differences between the major 

color of banner ad backgrounds on all gender-based Web sites. There were three cells 

with expected counts less than five. Table 4.8 shows that there are also no significant 

differences in the second colors appearing on banner ad background on all sampled Web 

sites. The second color appearing most frequently on banner ads on all sampled Web 

sites is white. Three cells had expected counts less than five. 
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Table 4.9 illustrates the findings of the product category appearing most on 

banner ads across gender-based Web sites. Due to extreme numbers of expected cell 

counts less than five, there are no significant differences between the product category 

presented on banner ads on all three types of Web sites. The service category of banner 

ads accounts for 56.7 percent of all product categories. Service category accounts for 

70.6 percent on female-based, 53.3 percent on male-based, and 42.3 percent on gender-

neutral Web sites. The results in Table 4.10 also show that there are not significant 

differences in the product category appearing on female-based and male-based Web sites. 

Tables 4.11 and 4.12 indicate that there are no significant differences in the product 

category appearing on female-based and gender-neutral Web sites or male-based and 

gender-neutral Web sites, also due to low expected cell counts. 

Banner Ad Message Cues 

There were a total of 304 message cues found in this exploratory study The 

frequency of message cue appearing on the sampled sites is illustrated in Table 4.13. 

Testing against the null hypothesis, there were no significant differences between the 

number of message cues presented on banner ads on female-based and on male-based 

Web sites. This finding does not support Ho. However, there are significant differences 

between the number of message cues presented on female-based and gender-neutral Web 

sites (X" = 5.03, df = 1, p = .025) and between male-based and gender-neutral Web sites 

(X' = 5.64, df= l,p = .018). 

The findings in Table 4.14 show significant differences in the type of message cue 

most often presented on banner ads on the three gender-based Web sites (.X' = 21.34. df = 
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6, p - .002). Message cues frequently presented on banner ads on the sampled sites are 

action words (33.5 percent), company name and logo (31.7 percent), Web address (18.9 

percent), and product name and logo (15.9 percent). 

The results in Table 4.14 also indicate that when analyzing all message cues 

available, in relation to all the type of Web sites, there are significant differences between 

the types of message cues found on banner ads on female-based and male-based Web 

sites (X- = 16.41, df = 3, p = .001). There are significant differences between the cues 

found on banner ads on female-samples Web sites and gender-neutral Web sites (X" = 

8.02, df = 3, p = .046), but no significant differences between the cues found on banner 

ads on female-based Web sites and gender-neutral Web sites (X" = 5.216, df = 3, p = 

.157). 

Characteristics of the Homepages 

The analysis of variance and mulfiple comparisons in Table 4.15 show that 

overall there are significant differences between the number of colors appearing on 

female-based, male-based, and gender-neutral homepages (F = 8.82. df = 2/131. p = 

.000). Female-based pages averaged 3.66 colors, male-based pages 2.13 colors, and 

gender-neutral pages 2.60 colors. In the Scheffe test of multiple comparisons, there are 

significant differences between the number of colors appearing on female and male-based 

Web sites (mean difference = 1.53, p = .000) and between the number of colors appeanng 

on gender-neutral and female-based Web sites (mean difference = -1.06. p = .03). 

However, there are no significant differences in the number of background colors 

appearing on homepages of male-based and gender-neutral Web sites. 
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The results in Table 4.16 show there are no significant differences between the 

main color of homepage background on all sampled Web sites. The major color of 

homepage is white on all three types Web sites (80.9 percent on female-based, 67.4 

percent on male-based, and 80 percent on gender-neutral sites). 

Table 4.17 represents the second color appearing on homepages. There are no 

significant differences between the second color appearing on all tliree sampled Web 

sites. The second color appearing most on all three type Web sites is blue (62.5 percent 

on female-based, 40 percent on male-based, and 43.8 percent on gender-neutral sites). 

The findings in Table 4.18 indicate that the intemal hyperlinks averaged 54.54 

links on male-based, 43.8 links on gender-neutral, and 26.6 links on female-based Web 

site homepages. These differences are significant (F = 16.36, df = 2/130, p = .000). In 

the Scheffe test of multiple comparisons, there are significant differences between the 

numbers of intemal hyperlinks appearing on male-based Web site homepages than on 

female-based Web sites homepages (mean differences = -26.91, p = 000) and on female-

based and gender-neutral homepages (mean differences = 17.16, p = 004). These results 

support H3 which hypothesized that homepages of male-based sites would carry more 

intemal hyperlinks than of female-based Web sites. There are no significant differences 

between the number of intemal hyperiinks appearing of male-based and gender-neutral 

Web site homepages. 

There was an average of 4.91 extemal hyperlinks on female-based, 3 links on 

gender-neutral, and 2.30 links on male-based site homepages. As shown in Table 4.19, 

there are no significant differences between the numbers of extemal hyperlinks on the 

sampled Web sites. 



There was an average of 8.61 graphics on male-based sites, 6.21 graphics on 

female-based sites, and 5.53 graphics on gender-neutral site homepages. These 

differences are stafistically significant (F = 5.80, df = 2/130, p = .004). The Scheffe test 

of mulfiple comparisons in Table 4.20 shows that there are significant differences 

between the number of graphics appearing on homepages on female-based Web siie and 

male-based Web site homepages (mean differences = -2.40, p = .038) and between male-

based and gender-neutral Web sites homepages (mean difference = -3.08, p = .007). 

However, there are no significant differences between the number of graphics on 

homepages between female-based and gender-neutral Web site homepages. 

Seventy-one percent of female-based, 55.1 percent of male-based, and 53.1 

percent of gender-neutral sites uses photographic/real life images with text most often. 

However, the results in Table 4.21 confirm that these differences are not statistically 

significant. 

As shown in Table 4.22, there are no significant differences in the animation of 

graphics on homepages between three types of sample Web sites. The graphics on 

homepages of all three gender-based sites are frequently not animated. The non-

animation of graphics on homepages is 80.9 percent on female-based, 63.8 percent on 

male-based, and 82.5 percent on gender-neutral sites. 
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Table 4.1. ANOVA Test of the Number of Banner Ads Appeanng on Gender-based 
Web sites. 

Female-based sites 
Male-based sites 
Gender-neutral sites 
Total 

Between Groups 
Within Groups " 
Total 

Number 
47 
47 
40 
134 

Sum of 
Squares 
23.58 

769.74 
793.32 

Mean 
2.68 
3.66 
2.97 
3.11 

Df 

2 
131 
133 

Std. Deviation 
1.89 
2.91 
2.35 
2.44 

Mean 
Square 
11.79 
5.88 

F Sig 

2.01 .14 

Table 4.2. Main Banner Ad Size by Gender. 

Banner ad size 

Full Banner 

(468x60 pixels) 

Other banner sizes 

Total 

Frequency 

Row% 

Column% 

Female-based 

Web sites 

33 
34% 

75.00% 

11 

39.30% 

25% 

44 

35.20% 

100% 

Male-based 

Web sites 

36 

37.10% 

83.70% 

7 

25% 

16.30% 

43 

34.40% 

100% 

Gender-neutral 

Web sites 

28 

28.90° 0 

73.70'̂ .o 

10 

35.70% 

26.30% 

38 

30.40% 

100% 

Total 

97 

100".) 

77.60% 

28 

100% 

22.40"o 

125 

100% 

100% 

(X-=1.43,df=2,p = .49) 
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Table 4.3. ANOVA Test of the Number of Graphics Appearing on Banner Ads on Gender-
based Web sites. 

Female-based sites 

Male-based sites 

Gender-neutral sites 

Total 

Number 

44 

43 

38 

125 

Mean 

1.61 

2.67 

1.94 

2.08 

Std. Deviation 

1.59 

1.27 

1.75 

1.59 

Between Groups 

Within Groups 

Total 

Sum of 

Squares 

25.43 

289.76 

315.20 

Post Hoc Test (Multiple Comparisons) 

Scheffe 

(A) 

Female-based sites 

Male-based sites 

Gender-neutral sites 

(B) 

Male-based sites 

Gender-neutral sites 

Female-based sites 

Gender-neutral sites 

Female-based sites 

Male-based sites 

Df 

2 

122 

124 

Mean 

Differences 

(A-B) 

-1.06 

-.33 

1.06 

.73 

.33 

-.73 

1 

Std. 

0.33 
0.34 

0.33 

0.34 

0.34 

0.34 

xVlean 

Square 

12.72 

2.37 

Error 

F Sig 

5.35 .006 

Sig 

.007 

.62 

.007 

.110 

.62 

.110 
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Table 4.4. The Graphic Types Appearing on Banner Ad by Gender. 

Types of graphics 

Cartoon/drawing images 
with texts 

Photographic/real life images 

with texts 

Plain texts 

Total 

Frequency 

Row% 
Column% 
Expected N 

Female-based 

Web sites 

10 

24.40% 

22.70% 

14.6 

26 

43.30% 

59.10% 

21.1 

10 

35.70% 

22.70% 

10 

46 

35.66% 

Male-based 

Web sites 

18 

43.90% 

41.90% 

14.3 

18 

30% 

41.90% 

20.9 

9 

32.10% 

20.90% 

9.8 

45 

34.88% 

Gender-neutral 

Web sites 

13 

31.70" 0 

34.20"o 

12.1 

16 

26.70% 

42.10"'o 

17.7 

9 

32.10% 

23.70% 

8.2 

38 

29.46"o 

Total 

41 

32.80% 

60 

48" 0 

28 

22.40" 0 

129 

lOO^^o 

(X =4.17, df=4,p = .383) 

Table 4.5. Animation on Banner Ads by Gender-based Web sites. 

Yes 

No 

Total 

Frequency 
Row% 
Column%) 

Female-based 
Web sites 

29 
35.80% 
65.91% 

15 
34.09% 
34.09% 

44 
35.20% 

Male-based 
Web sites 

31 
38.27% 
72.09% 

12 
27.27% 
27.91% 

43 
34.40«o 

Gender-neutral 
Web sites 

21 
25.93% 
55.26% 

17 
38.64% 
44.74% 

38 
30.40" 0 

Total 

81 
100% 

44 
100"o 

125 
I00"o 

(X ' -2 .54 ,d f=2 ,p = .281) 



Table 4.6. ANOVA Test of the Number of Colors Appearing on Banner ads on Gender-
based Web sites. 

Number Mean Std. Deviation 
Female-based sites 
Male-based sites 
Gender-neutral sites 
Total 

44 

43 

38 

125 

3.18 

3.28 

3.21 

3.22 

.87 

1.35 

.96 

1.08 

Sum of 
Squares 

Df Mean 
Square 

Sig 

Between Groups 
Within Groups 
Total 

.216 
43.51 

43.73 

2 
122 

124 

.108 
1.18 

0.092 .912 

Table 4.7. Main Colors on Banner Ads by Gender. 

Colors 

White 

Gray 

Blue 

Total 

Frequency%o 

Row% 

Column%) 

Female-based 

Web sites 

15 

33.30% 

62.50% 

1 

8.30% 

4.20%) 

8 

44.40% 

33.30% 

24 

32% 

100% 

Male-based 

Web sites 

15 
33.30"/o 

60% 

7 

58.30% 

28% 

3 

16.70% 

12% 

25 

33.30" 0 

100% 

Gender-neutral 

Web sites 

15 

33.30% 

57.70% 

4 

33.30% 

15.40% 

7 

38.90% 

26.90% 

26 

34.70",) 

100" 0 

Total 

45 

100"o 
60% 

12 

100% 

16",) 

18 

100"o 

24" 0 

75 

100".o 

100% 

(X' = 6.87,df=4,p = .14) ^ , . . ^ • . , n 
(Three cells (33.3%) have expected count less than .̂  The minimum expected count is .vS4). 



Table 4.8. Second Colors on Banner Ads by Gender. 

Colors 

Black 

White 

Blue 

Brown 

Total 

Frequency 

Row%o 

Column%) 

Female-based 

Web sites 

8 

36.40% 

28.60% 

7 

29.20%, 

25.00% 

8 

44.40% 

28.60% 

5 

50.00% 

17.90% 

28 

38% 

100% 

Male-based 

Web sites 

9 

40.90% 

37.50% 

7 

29.20% 

29% 

5 

27.80% 

21% 

3 

30.00% 

12.50% 

24 

32.40% 

100% 

Gender-neutral 

Web sites 

5 

22.70% 

22.70% 

10 

41.70"o 

45.50% 

5 

27.80% 

22.70% 

2 

20.00% 

9.10% 

-)T 

29.70% 

100% 

Total 

100% 

29.70"o 

24 

100% 
32.40" 0 

18 

100% 

24% 

10"o 

100% 
13.50"o 

74 

100% 

100% 

(X' = 3 .65 ,df=6,p = .72) 
(Three cells (25%o) have expected count less than 5. The mmimum expected count is i.9/) 
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Table 4.9. Product Category Represented on Banner Ads by Gender-based Web sites. 

Product category 

Cars, car parts 

Institutional 

Toys, recreations. 
Entertainments 

Services 

Total 

Frequency 

Row% 

Column%) 

Female-based 

Web sites 

0 
0 
0 

0 
0 
0 

10 
45.50% 
29.40% 

24 
47.10% 
70.60% 

34 
37.80% 
100% 

Male-based 

Web sites 

5 
55.60% 
16.70% 

1 
12.50% 
3.30% 

8 
36.40% 
26.70% 

16 
31.40% 
53.30% 

30 
33.30% 
100% 

Gender-neutral 

Web sites 

4 
44.40"o 
15.40*̂ /0 

7 
87.50% 
26.90% 

4 
18.20% 
15.40% 

11 
21.60% 
42.30% 

26 
28.90% 

100% 

Total 

9 
100% 
10% 

8 
100"o 
8.90% 

- ) i 

100% 
24.40% 

51 
100% 

56.70% 

90 
100% 
100% 

(X^-22.51,df=6, p = .001) 
(Six cells (50%o) have expected count less than 5. The minimum expected count is 2.31). 
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Table 4.10. Product Category Represented on Female-based and Male-based Web sites. 
Product Categories Frequency Female-based Male based Total 

Expected N Web sites Web sites 
Car, car parts 

Institutional 

Toy, recreations. 
Entertainments 

Services 

Total 

(X' = 7.60, df=3,p = .055) 
(Four cells (50.0%)) have expected count less than 5. The minimum expected count is .47). 

Table 4.11. Product Category Represented on Female-based and Gender-neutral Web sites. 

0 
2.7 

0 

0.5 

10 

9.6 

24 

21.3 

34 

34 

5 

2.3 

1 

0.5 

8 

8.4 

16 

18.8 

30 

30 

5 

5 

1 

1 

18 

18 

40 

40.4 

64 

64 

Product Categories 

Car, car parts 

Institutional 

Toy, recreations. 

Entertainments 

Services 

Total 

Frequency 

Expected N 

Female-based 

Web sites 

0 

2.3 

0 
4 

10 

7.9 

24 

19.8 

34 

34 

Gender-neutral 

Web sites 

4 

1.7 

7 

3 

4 

6.1 

11 

15.2 

26 

26 

Total 

4 

4 

7 

7 

14 

14 

35 

35 

60 

60 

(X-=17.65,df=3,p = .001) 
(Four cells (50.0%,) have expected count less than 5. The minimum expected count is 1.73). 
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Table 4.12. Product Category Represented on Male-based and Gender-neutral Web sites. 

Product Categories Frequency Male-based Gender-neutral Total 
Expected N Web sites Web sites 

Car, car parts 

Institutional 

Toy, recreations. 
Entertainment 

Services 

Total 

5 

4.8 

1 

4.3 

8 

6.4 

16 

14.5 

30 

30 

4 

4.2 

7 

3.7 

4 

5.6 

11 

12.5 

26 

26 

9 

9 

8 

8 

12 

12 

-17 

27 

56 

56 

(X' = 6.62,df=3,p = .08) 
(Four cells (50.0%,) have expected count less than 5. The minimum expected count is 3.71). 
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Table 4.13. Total Message Cues Appearing on Banner ads by Gender Web sites. 

Cues Female-based 
Web sites 

Male-based 
Web sites 

Frequency 
Expected N 
Residual 

111 
101.3 
9.7 

113 
101.3 
11.7 

(X' = 6.72,df=2,p-.034) 
(Testing against the null hypothesis) 

(X =0.02, d f = l , p = .894) 
(Testing against the null hypothesis) 

(X- = 5.()3, df= l ,p- .025) 
(Testing against the null hypothesis) 

Cues 

Frequency 

Expected N 

Residua] 

Male-based 

Web sites 

113 

96.5 

16.5 

Gender-neutral 
Web sites 

80 

96.5 

16.5 

(X^ = 5.64,df= l ,p = .018) 
(Testing against the null hypothesis) 

Gender-neutral 
Web sites 

Total 

80 
101.3 
-21.3 

304 

6.8 

Cues 

Frequency 

Expected N 

Residual 

Female-based 

Web sites 

111 

112 

-1.0 

Male-based 

Web sites 

113 

112 

1.0 

Total 

224 

Cues 

Frequency 

Expected N 

Residual 

Female-based 

Web sites 

113 

96.5 

2.86 

Gender-neutral 

Web sites 

80 

96.5 

2.86 

Total 

193 

Total 

193 
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Table 4.14. Message Cues on Banner Ads by Gender-based Web sites. 

Message cues 

Web address 

Company name & 
Logo 

Product name & 
Logo 

Action words 

Total 

Frequency% 
Expected N 
Row% 
Column% 

Female-based 
Web sites 

17 
10.8 

54.80% 
29.80% 

9 
18.1 

17.30% 
15.80% 

14 
9 

53.80% 
24.60% 

17 
19.1 

30.90% 
29.80% 

57 
34.80% 

Male-based 
Web sites 

10 
11.3 

32.30% 
17% 

27 
19 

51.90% 
45.00% 

4 
9.5 

15.40% 
6.70% 

19 
20.1 

34.50% 
31.70% 

60 
36.60% 

Gender-neutral 
Web sites 

4 
8.9 

12.90% 
8.50% 

16 
14.9 

30.80% 
34.00% 

8 
7.5 

30.80% 
17% 

19 
15.8 

34.50% 
40.40'>o 

47 
28.70% 

Total 

31 
31 

100% 
18.90% 

"̂' 

52 
1 OO'^^o 

32% 

26 
26 

100% 
15.90% 

55 
55 

100% 
33.50"., 

164 
100% 

r-^2 
(X =21.34, d f = 6 , p = .002) 

Message Cues Frequency 
Expected N 

Female-based 
Web sites 

Male-based 
Web sites 

Total 

Web address 

Company name & 
Logo 

Product name & 
Logo 

Action words 

Total 

17 
13.2 

9 
17.5 

14 
8.8 

17 
17.5 

57 
57 

10 
13.8 

27 
18.5 

4 
9.2 

19 
18.5 

60 
60 

27 
27 

36 
36 

18 
18 

36 
36 

11' 
117 

(X^= 16,41,df=3, p = .00l) 
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Table 4.14. Continued. 

Message Cues 

Web address 

Company name & 
Logo 

Product name & 
Logo 

Action words 

Total 

Frequency 
Expected N 

Female-based 
Web sites 

Gender-neutral 
Web sites 

Total 

17 
12.8 

9 
12.2 

14 
12.2 

17 
19.9 

57 
57 

3 
7.2 

10 
6.8 

5 
6.8 

14 
11.1 

32 • 
32 

20 
20 

19 
19 

19 
19 

31 
31 

89 
89 

(X =8.02, df=3,p = .046) 

Message Cues 

Web address 

Company name & 
Logo 

Product name & 
Logo 

Action words 

Total 

Frequency 
Expected N 

Male-based 
Web sites 

10 
7.9 

27 
24.1 

4 
6.7 

19 
21.3 

60 
60 

Gender-neutral 
Web sites 

4 
6.1 

16 
18.9 

8 
5.3 

19 
16.7 

47 
47 

Total 

14 
14 

43 
43 

12 
12 

38 
38 

107 
107 

(X' = 5.216,df=3,p = .157) 
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Table 4.15. ANOVA Test of the Number of Colors Appearing on Backgrounds on 
Gender-based Web site Homepages. 

Female-based sites 

Male-based sites 

Gender-neutral sites 
Total 

Between Groups 

Within Groups 

Total 

Post Hoc Test (Multiple 

Scheffe 

(A) 

Female-based sites 

Male-based sites 

Gender-neutral sites 

Number 

47 

46 

40 

133 

Sum of 

Squares 

56.93 

419.37 

476.30 

Comparisons) 

(B) 
Male-based sites 

Gender-neutral sites 

Female-based sites 

Gender-neutral sites 

Female-based sites 

Male-based sites 

Mean 

3.66 

2.13 

2.60 

2.81 

Df 

0 

130 

132 

Mean 

Differences 

(A-B) 

1.53 

1.06 

-1.53 
-.47 

-1.06 

.47 

Std. Deviation 

2.61 

.78 

1.41 

1.90 

Mean 

Square 

28.46 

3.23 

Std. Error 

.37 

.39 

.37 

.39 

.37 

.39 

F Sig 

8.82 .000 

Sig 

.000 

.05 

.000 

.48 

.03 

.48 
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Fable 4.16. Main Color on Homepages on Gender-based Web sites. 

Colors 

White 

Gray 

Total 

Frequency 

Row%o 

Column% 

Female-based 

Web sites 

38 

37.60% 

80.90% 

9 

28.10% 

19.10% 

47 

35% 

Male-based 

Web sites 

31 

30.70% 

67% 

15 

46.90% 

33% 

46 

34.60% 

Gender-neutral 

Web sites 

32 

31.70% 

80.00% 

8 

25.00% 

20.00% 

40 

30.10%) 

Total 

101 

100% 

76% 

32 

100% 

24% 

133 

100% 

(X- = 2.821,df=2,p = .244) 

Table 4.17. Second Color on Homepages on Gender-based Web sites. 

Colors 

Black-

Blue 

Creme 

Total 

Frequency 

Row% 

Coiumn%o 

Female-based 

Web sites 

2 

14.30% 

12.50% 

10 

40% 

62.50% 

4 

30.80% 

25% 

•16 

30.80% 

Male-based 

Web sites 

6 

42.90% 

30% 

8 

32% 

40% 

6 

46.20% 

30% 

20 

38.50% 

Gender-neutral 

Web sites 

6 

42.90% 

37.50% 

7 

28% 

43.80% 

3 

23.10% 

18.80% 

16 

30.80*^0 

Total 

14 

100% 

25.90% 

25 

100% 

48.10% 

13 

100% 

25° 0 

52 

100% 

(X- = 3.44, df=4, p = .486) 



Table 4.18. ANOVA Test of the Number of Intemal Hyperlinks Appearing on Gender-based 
Web site Homepages. 

Female-based sites 

Male-based sites 

Gender-neutral sites 
Total 

Number 

47 

46 

40 

133 

Mean 

26.64 

54.54 

43.80 

41.45 

Std. Deviation 

14.61 

30.13 

23.95 

26.33 

Between Groups 

Within Groups 

Total 

Post Hoc Test (Multiple 

Scheffe 

(A) 

Female-based sites 

Male-based sites 

Gender-neutral sites 

Sum of 

Squares 

18418.25 

73064.66 

91482.93 

Comparisons) 

(B) 

Male-based sites 

Gender-neutral sites 

Female-based sites 

Gender-neutral sites 

Female-based sites 

Male-based sites 

Df 

2 

130 

132 

Mean 

Differences 

(A-B) 

-26.91 

-17.16 

-26.91 

10.74 

17.16 
10.74 

Mean 

Square 

9209.13 

562.04 

Std. Error 

4.92 

5.10 

4.92 

5.13 

5.10 

5.13 

F Sig 

16.39 .000 

Sig 

.000 

.004 

.000 

.115 

.004 

.115 
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Table 4.19. ANOVA Test of the Number of Extemal Hyperlinks Appeanng on Gender-based Web 
site Homepages. 

Female-based sites 

Male-based sites 

Gender-neutral sites 

Total 

Between Groups 

Within Groups 

Total 

Number 

47 

46 

40 

133 

Sum of 

Squares 

164.84 

4900.09 

5064.93 

Mean 

4.91 

2.35 

3 

3.45 

Df 

2 

130 
132 

Std . Deviation 

6.25 

4.30 

~.6:> 

6.19 

Mean 

Square 

84.42 

37.69 

F Sig 

2,19 .12 



Table 4.20. ANOVA Test of the Number of Graphics Appearing on Gender based Web 
site Homepages. 

Number Mean Std. Deviation 

Female-based sites 

Male-based sites 

Gender-neutral sites 

Total 

47 

46 

40 

133 

6.21 

8.61 

5.53 

6.83 

4.75 

4.61 

3.94 

4.61 

Sum of 

Squares 

Between Groups 231.56 

Within Groups 2594.80 

Total 2826.36 

Df 

2 

130 

132 

Mean 

Square 

115.78 

19.96 

F 

5.80 

Sig 

.004 

Post Hoc Test (Multiple Comparisons) 

Scheffe 

(A) (B) 

Mean 

Differences 

(A-B) 

Std. Error Sig 

Female-based sites 

Male-based sites 

Gender-neutral sites 

Male-based sites 
Gender-neutral sites 

Female-based sites 

Gender-neutral sites 

Female-based sites 

Male-ba.sed sites 

2.40 
0.69 

2.40 

3.08 

-0.69 

-3.08 

.93 

.96 

.93 

.97 

.96 

.97 

.038 
.77 

.038 

.007 

.774 

.007 
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Table 4.21. Type of Graphics on Homepages by Gender-based Web sites. 

Cartoon/drawing 
with texts 

Photographic/ 
real life images with 
Texts 

Plain texts 

Total 

Frequency 
Row% 
Column% 
Expected N 

Female-based 
Web sites 

16 
25% 
25% 
22.5 

46 
41.8% 
71.9% 
38.7 

2 
25% 
3.1% 
2.8 

64 
35.2% 

Male-based 
Web sites 

28 
43.8% 
40.6% 
24.3 

38 
34.5% 
55.1% 
41.7 

3 
37.5% 
4.3% 
3.0 

69 
37.9% 

Gender-neutral 
Web sites 

20 
31.3% 
40.8% 

20 

26 
23.6% 
53.1% 
29.6 

3 
37.5% 
6.1% 
2.2 

49 
26.9% 

Total 

64 
100% 

110 
100% 

8 
100% 

182 
100% 

(X- = 5.62, df=4,p = .229) 
(Three cells have expected count less than 5. The minimum expected count is 2.15) 
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Table 4.22. Animation on Homepages by Gender-based Web sites. 

Yes 

No 

Total 

Frequency 

Row% 

Column% 

Expected N 

Female-based 

Web sites 

9 

27.30% 

19.10% 

11.7 

38 

37.60% 

80.90% 

35.43 

47 

35.3% 

Male-based 

Web sites 

17 

51.10% 

36.20% 

11.4 

29 

29.70% 

63.80% 

35.43 

46 

34.6% 

Gender-neutral 

Web sites 

7 

21.20% 

17.50% 

9.9 

33 

32.70% 

82.50% 

35.43 

40 

30.1% 

Total 

33 

100% 

24.60% 

100 

100% 

75.40% 

133 

100% 

(X =5.59, df=2,p = .061) 
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CHAPTER V 

CONCLUSIONS AND IMPLICATIONS 

Conclusions 

The results of this study show that banner ads and homepages of gender-based 

Web sites have some differences and some similarities. The findings are discussed to 

answer each research question in terms of cross-gender comparisons. 

RQi: To what extent are the characteristics of banner ads on gender-based Web site 
homepages different? 

When comparing banner ads on female-based to male-based Web sites, barmer 

ads on male-based Web sites have more graphics than on female-based Web sites. 

Products appearing on banner ads on female-based and male-based Web sites are 

different. Services and toy/recreations/entertainments are the first and the second most 

frequent product category found on both gender-based Web sites. Interestingly, the car/ 

car parts and institutional categories, the third and fourth frequent categories, were only 

found on male-based Web sites. 

When comparing banner ads on female-based and gender-neutral Web sites, 

products presented on banner ads are different. There are two frequent product categories 

found on females' banner ads and four frequent categories found on gender-neutral's 

banner ads. The service category is the category most frequent found on banner ads on 

both types of Web sites. The second most frequent product category found on females' 

banner ads was toy/recreations, entertainment. The second most frequent category found 
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on gender-neutral's banner ads was institutional, and the third is car/car parts and toys/ 

recreation/entertainment. 

Hi: Banner ads on female-based Web sites will contain more graphics than on male-
based Web sites. 

The results from the current study rejected the hypothesis. The results show that 

banner ads on male-based sites contained more graphics than on female-based Web sites. 

RQ2: To what extent are the message cues of banner ads on gender-based Web sites 
homepages different? 

The study discovered 304 messages cues presented on 134 banner ads on three 

gender-based Web sites. The results indicated that banner ads on male-based sites and 

female-based sites contained more message cues than on gender-neutral Web sites. The 

most four popular cues across three gender-based sites are action words, company name 

and logo, web address, and product name and logo. 

H2: Banner ads-on male-based Web sites will contain more message cues than on female-
based Web sites. 

The findings supported the hypothesis. Banner ads on female-based Web sites 

have more message cues presented on the banner ads more than gender-neutral Web sites. 

The findings also indicated that banner ads on male-based sites also have more number of 

message cues than on gender- neutral Web sites. 
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RQy. To what extent are the characteristics of homepages on gender-based Web site 
different? 

When comparing homepages of female-based to male-based homepages, there 

were three differences. First, there were more background colors on female-based than 

male-based homepages. It can be said that female-based sites tend to be more colorful 

than male-based sites. Second, there were more intemal hyperlinks on male-based than 

on female-based Web sites. It can be said that male-based sites tend to provide more 

information than female-based sites. Third, male-based homepages contained more 

graphics than female-based homepages. 

When comparing female-based homepages to gender-neutral site homepages, 

female-based sites tend to be more colorful than gender-neutral sites. There were more 

intemal hyperlinks on gender-neutral than on female-based Web sites. 

When comparing male-based homepages to gender-neutral homepages, there 

were differences between the number of graphics. There are more graphics appearing on 

male-based than on gender-neutral homepages. 

H3: Homepages of male-based Web sites will carry more intemal hyperiinks than 
homepages of female-based Web sites. 

The findings supported the hypothesis. Homepages of male-based sites carried 

more intemal hyperiinks than homepages of female-based Web sites. 
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Implications 

Banner ads on Web sites and Web site homepages are created to attract target 

audiences who enter the sites. This study found that banner ads and homepages on each 

gender-based Web sites have their own unique characteristics. 

A characteristic item found to be different on banner ads on all Web sites is the 

number of graphics appearing on the main banner ad. Holbrook (1986) noted that 

females are more visually oriented than males. Thus, it was expected in Hi that banner 

ads on female-based Web sites would contain more graphics than on male-based Web 

sites. However, the findings from this study show that banner ads on male-based Web 

sites tend to contain more graphics than on female-based or gender-based Web sites. The 

results from this study can be explained by Selectivity Model (Meyers-Levy, 1989: 

Meyers-Levy & Maheswaran, 1991: and Meyers-Levy & Stemthal, 1991) which 

indicated that females tend to employ a comprehensive strategy when analyzing ad 

claims, although capacity restriction in active memory may prevent them from 

accomplishing this goal. Banner ads on the Web sites are programmed to roll every 

certain minute. Advertisers may try to prevent female's confusion and help them 

overcome their memory restriction by only placing necessary information on the ads. On 

the other hand, males tend to employ only ad claims that are easily to observable and 

largely available in the main context for their decision-making. Dariey and Smith (1995) 

noted that males will favor objective claims when heuristic processing is used and claim 

objectivity is a salient cue. To obtain male audience's attentions within a minute after 

they confront a banner ad, advertisers may try to place many interesting pictures in order 
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to catch their attention by providing large pictures and convince them to read the banner 

ads afterward. 

Message cues presented on the banner ads on each type of Web sites are different. 

Meyers-Levy and Maheswaran (1991) indicated that males are inclined to select only 

some of all available infomiation for their judgments. It was expected in H2 that banner 

ads on m.ale-based sites would contain more message cues than on female-based sites and 

gender-neutral sites. The results from this study show banner ads on male-based Web 

sites tend to carry more cues than that of female-based sites and gender-neutral sites. 

Advertisers may provide many cues to satisfy the information needs of males. These 

findings support Meyers-Levy's and Maheswaran (1991) and Dariey and Smith (1995). 

The reason why banner ads on female-based sites contain fewer cues than banner ads on 

male-based sites may also be explained by Meyers-Levy and Stemthal (1991), who 

indicated that females usually attempt to engage in effortful, comprehensive, and 

itemized analysis of all available cues. The authors also suggested that females tend to 

exhibit greater sensitivity to message cues when forming judgments and may encode cues 

more extensively than males. Dariey and Smith (1995) stated that females will consider 

and be responsive to both objective and subjective ad claims at least when risk 

involvement is low. Providing too many cues on banner ads of female-based Web sites 

may confuse female consumers. 

Meyers-Levy and Maheswaran (1991) found that males tend to select only some 

of all available information when forming their judgment. Thus, it was expected in H;, 

that male-based homepages would carry more intemal hyperiinks than female-based 

homepages. The results from this study supports Meyers-Levy and Maheswaran's (1991) 



findings. Homepages of male-based Web sites tend to provide more intemal hyperiinks 

than homepages of female-based Web sites. It can be said that homepages of male-based 

sites tend to provide more sources of information than female-based site homepages. 

Homepages of each gender-based site are designed differently as well. Female-

based Web site homepages tend to be more colorful than those of male-based sites and 

gender-neutral sites. This could be in line with Guilford and Smith (1959), who noted 

that females tend to be more color-conscious and females' color tastes are more flexible 

and diverse than males'. 

Stevenson, Bmner, and Kumar (2000) manipulated the level of treatment 

complexity in their study by adding colors, words or images, and moving items. The 

method employed by these authors could be used to explain level of complexity of each 

gender-based site. Using those authors' criteria in terms of colors, banner ads on all 

gender-based Web sites tend to be equally complex, because there is an average of three 

colors on male-based, female-based, and gender-neutrals' banner ads. 

In terms of words, if one considers percentages of message cues appearing on 

banner ads and the number of graphics appearing on banner ads as words or images, 

male-based Web sites are more complex than female-based sites or gender-neutral sites. 

Banner ads on male-based web sites tend to contain more graphics than female-based 

sites. 

If animation is considered on banner ads as a more complex message, banner ads 

on both male and female Web sites can be defined as complex banner ads because they 

are animated. 



When using Stevenson, Bmner, and Kumar's (2000) criteria to analyze the 

homepages of the sampled in terms of complexity, homepages of both female-based and 

male-based sites are complex. Male-based homepages contain more intemal hyperlinks 

than female-based homepages. Likewise, female-based homepages contain more colors 

than male-based homepages. 

Advertising is the major method advertisers or marketers communicate with the 

target consumer. Banner ads placing on gender-based Web sites should be appropriately 

designed to catch the target audiences' attention. Advertisers should be certain a banner 

ad they place on the Web sites is effective and that their target's audience perceives the 

ad as intended. 

There were several studies suggested a complex Web sites homepage may 

promote a direct negative effect and indirect positive effect on Web site users' attitude. 

(Stevenson, Bmner, & Kumar, 2000; Dreze & Zufryden, 1997). Therefore, Web site 

homepages should also be carefully designed to facilitate people who enter the sites. 

Limitations of the Study 

This exploratory study has some limitations. First of all, although a census of all 

magazines having Web sites was selected for study, the size of a census was small. Some 

magazines listed on SRDS, Burrell's, and Bacon's directory have not yet created Web 

sites on the Intemet or have only information available to subscriptions or subscription 

information. 

Second, the study examined only Web sites of female, male, and gender-neutral 

magazines. The findings can not be generalized to the degree of differences of other 
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types of Web sites. In addition, only homepages of each Web site are examined. The 

results can not be predictive of the other pages on the Web sites. 

Most importantly, message cues used to study information cues on television 

commercial created by Stem and Resnik (1991) can only be adapted to study the Intemet 

media to some extent. Some new message cues are added to this study. Since, the 

sampling is relatively small, the new cues may not be appropriate for other studies. 

Future Research 

This study examined banner ads and homepages on female-based, male-based, 

and gender-neutral magazine Web sites. It added new insight to the body of knowledge 

about advertising design for different genders. Gender differences in information 

processing has been studied previously and processing differences have been established. 

This study is the first step of exploring banner ad's design for different genders. 

There are some significant findings about banner ad. design and homepages of female-

based, male-based, and gender-neutral sites in this study. 

Future research may concentrate on studying characteristic and message cues on 

banner ads and homepages to extend the results of this study. A larger sample size is 

highly recommended. Research to determine attitudes of females and males toward 

banner ad designs and homepage designs is also recommended. 
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CODING SHEET 

Date: Name of coder: 
The Web for: women men general 
The Web address: www. 

Banner 
1). Number of banners on homepage: 
2). Size of the main banner: 

Full banner 
Full banner with Vertical Navigation Bar 
Half banner Vertical banner 
Button 1 Button 2 
Square button Micro button 

3). Number of graphics used on the main banner: 
4). Graphic use: 

Cartoon / Drawing images with text: Yes No 
Photographic / Real life images with text: Yes No 
Plain text: Yes No 
Others: 

5). Is the graphic on the main banner animated?: 
Yes 
No 

6). Number of colors appearing on the main banner: 
7). Background color of banners: (1 for major color, and 2 for second major color) 

Black White Gray 
Red Yellow Blue 

^ZZHZL Green Orange. Purple 
Brown Cream Others 

8). Product category: 
Food, tobacco, alcohol 

^__ Personal care 
Fumiture, home fumishing, appliances 
Clothing 
Cars, car parts 
Laundry and household 
Electronics 
Financial, transportation, travel 
Institutional 
Hobbies, toys, transportation 
Toys, recreations, entertainment 

' Household, lawn, garden 
_ _ ^ Services 

Medical, medical products 
Others 

s: 



9). Message cues: 

Homepage 
10). Number of CO 

Web address 
Product name & logo 
Contest / sweepstakes 
Price or value 
Performance 
Availability 
New ideas 

lors on background: 
11). Homepage background: (1 for major color. 

12). Number of hy 
13). Number of hy 
14). Number of gr; 
15). Graphic use: 

Black 
Red 
Green 
Brown 

perlinks link within the web : 
perlinks link to other sites: 
aphics used on homepage: 

Cartoon / Drawing images with text: 
Photograph 
Plain text: 
Others: 

/ Real life images with text: 

16). Is any graphic animated? 
Yes 
No 

and 2 for seconc 
White 
Yellow 
Orange 
Cream 

sites: 

Yes 
Yes 

Yes 

Company nan 
Action words 
Questioning 
Quality 

ie & logo 

Components or contents 
Special offers 

1 major color) 
Gray 
Blue 
Purple 
Others 

No 
No 
No 
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CODER'S MANUAL 

This study is crated to examine various items on banner advenisements and 

homepages on each Web site. This coding is designed to be only a one-day-codmg, it 

may take a while until you get it done. Thank you for all your help. 

Instmction: 

1. URLs on the lists are very case sensitive. When typing the address, make sure to 

follow the spellings exactly according to the list sheets stated because typos can 

get you to another different web sites. 

2. Please access the Intemet and go to the Web site listed in the list assigned on the 

back of this manual. For each site, every banner appear on the homepage will be 

counted. However, if there are several banners on the homepage, only the 

uppermost banner will be coded. If there is more than one banner on the 

uppermost, the one on the right side will be analyzed. In addition, there will be 

several advertisements rolling on a banner, but only the first advertisement 

appears after a coder logs on to a homepage will be code. After identifying the 

sampled banner ad, please answer questions 1 to 9 based on the definition listed 

below. 

• Numbers of the banner in a homepage: every banner in every shape will 

be counted. 

• Shape of banner: list all shapes of banners appear on the homepage. 

• Number of graphics use: code how many graphics appear on the main 

banner. 
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• Graphic use: code either main graphic appears on the banner is cartoon / 

drawing images with text, photographic / real life images with text, plain 

text, or others. 

• Is the graphic animated: code if the graphic on the mam banner moves, 

blinks, or makes anything that make it looks as if it is alive. 

• Number of colors use: code how many colors appear on the main banner. 

• Background color: code colors on the main banner's background. Put 

number 1 on the color dominates the background most and 2 on the 

second dominant color. 

• Product categories: code what product category a banner belongs to 

(Source: Abemathy and Franke, 1996, p. 10). 

Food, tobacco, alcohol Personal care 

Fumiture, home fumishing, appliances Clothing 

Cars, car parts Laundry and household 

Electronics Financial, transportation 

Hobbies, toys, travel 

Toys, recreation, entertainment Household, lawn, garden 

Services Medical, medical products 

Others 

• Message cues: code what are the advertising message cues on a banner 

cames. (Source: adapted from Resnik and Stem, 1997). 

Web address: a pure World Wide Web Address. 

Company name and logo: a name of a company and its logo. 
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Product name and logo: a name of products and services and its logo. 

Action words: words encouraging users to take action (click, click now. 

click here, apply, apply now, enter, enter now, order, or order now). 

Contest / sweepstakes: a promotional strategy of asking people to fill in 

their e-mail addresses and some information in an exchange of pnzes. 

Questioning: a copy or a headline asking users a question to ponder and 

convince users to click. Normally it comes with a question mark. 

Price or value: cost of the products. 

Quality: product characteristics that separate a product from the others. 

Performance: uses of the product which make a product different for the 

others. 

Components or contents: ingredients, items that comprise a product. 

Availability: when and where the product will be available for purchase. 

Special offers: non-price deals that comes with a product. 

Safety: safety features carried within a product. 

New ideas: a totally new concept. 

3. After you finish examining the banner, you will then examine the current 

homepage and answer question 10 - 15. Every items are defined the same as on 

the banner examination. There is only one additional item, hyperiinks, which are 

clickable items that will take you to another page. They normally are underiined 

and have different colors from the main text. If you are aware of any items, 

please point the cursor to them. If the cursor tums to be a hand sign, u is a 

hyperlink. 
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SAMPLED WEB SITES 

Women's General Interest 
Total 53 sites 
http://www.phvs.eom/d maqazines/05allure/01 honie/allure.htm 
http://www.americanwomanmaq.com 
http://www.bhqlive.com 

t 
http://www.epicurious.com 
http://www.cosmoqirl.com 
http://www.cosmomaq.com 
http://www.countryliving.com 
http://www.craftideas.com 
http://www.disnevadventures.com 
http://www.ellemaq.com 
http://www.essence.com 
http://www.qirlslife.com/iulv.html 
http://www.swoon.com/maq rack/qlamour.html 
http://www.golf.com/women 
http://www.qoodhousekeeping.com 
http://bazaar411.com 
http://www.redbook.women.com/rb/index.htm 
http://www.ianemag.com/mainhome.htjTi_ 
http://www.lhi.com 
http://www.latina.com 
http://www.latinastvlexom_ 
http://www.swoon.com/mag rack/mile.html 
http://www.maneclaire.com 
http://www.marthastewart.com 
http://www.mccalls.com 
http://www.modemagazine.com 
http://www.modernbride.com 
http://www.nationalenguirer.com 
http://www.oprah.com/magazine/omag current.html 

http://www.parenttime.com 
http://www.people.aol.com 
http://www.homearts.com 
http://www.phvs.com 
http://www.sesamestreet.com 
http://www.seventeen.com 
http://www.shapemag.com 
http://www.soapdigest.com 
http://www.southernliving.com 
http://sportsillustrated.cnn.com/womens/ 

http://www.starmagazine.com 
http://www.teenmag.com 
http://www.time.com 
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http://www.seventeen.com
http://www.shapemag.com
http://www.soapdigest.com
http://www.southernliving.com
http://sportsillustrated.cnn.com/womens/
http://www.starmagazine.com
http://www.teenmag.com
http://www.time.com


http://www.truestorvmail.com 
http://www.stvle.com/vogue/index.html 
http://www.stvle.eom/w/index.Jhtrnl 
http://www.womansown.com 
http://www.vm.com 
http://www.housebeautiful.women.com/hb/index.html 
http://www.fabulamag.com 
http://www.indianapoliswoman.com 
h^tp://www.victoriamag.com 
http://www.workingwomanmag.com 
http://ccmmagazine.com 

Men's General Interest 
Total 53 sites 
http://www.worldandi.com 
http://www.spectator.org 
http://www.automobilemag.com 
http://www.autoweek.com 
http://www.cardriver.com 
http://www.cigaraficionado.com 
http://www.edads.com 
http://www.s\A/oorLcom/mag rack/detailsjitrnl 
http://www.easvriders.com 
http://www.espn.sportzone.com 
http://www.esguire2b.com 
http://www.fhm.com 
http://www.fieldandstream.cogi 
http://www.swoorLCom/mag rack/gg.html 

http://www.golf.com 
http://www.golfonline.com 
http://sportsillustrated.cnn.com/ 
http://www.homeplanners.com 
http://www.qolfweb.com 
http://www.maximmag.com 
http://www.exercisegroup.coni 
http://www.mensfitness.com 
http://www.menshealth.com 
http://www.mensiournal.com 
http://www.motorandsailing.com 
http://www.motortrend.com 
http://www.newmanmag.com 
http://www.next-generation.com 
http://www.footballinsider.com 
http://www.outdoorlife.com 
http://www.outside.stanA/ave.com 
http://www.pcmag.com 
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http://www.penthouse.com 
http://www.plavbov.com 
http://www.popularmechanics.com 
http://www.popsci.com 
http://www.clubscorp.com 
http://www.speedvision.com 
http://www.ideanurse.com 
http://www.robbreport.com 
http://w\Aw, rollingstone.com 
http7/www.smokemag.com 
http://www.spin.corn 
http://v\Avw.sportingnews.com 
http://www.bostonphoenix.com 
http://www.pathfinder.com/toh 
http://www.todavshomeowner.com 
http://www.vibe.com 
http://www.winespectator.com 
http://www.hotwierd.com 
http://www.woodmagazine.com 
http://www.vil-com 
http://www.vergemag.com/1000/main.html 

General Editorial 
Total 52 sites 
http://www.americanarchaeologv.com/aatoc.html 
http://www.americanheritage.com 
http://www.archaeolOiiy.orq_ 
http://www.atlantamaq.at!anta. com 
http://www.theatlantic.com 
http://www.bioqraphyxom 
http://www.consciousnet.com 
http://www.brillscontent.com 
http://www.businessweek.com 
http://www.totaltv.com 
http://www.civmaq.com 
http://www.cowles.com/maqazines/maq.cou.html 
http://www.enews.com/maqazines/discover 
http://www.ebonvmaq.com 
http://www.ew.com/ew 
http://www.friendlvexchanqe.c^m 
http://www.qeorqemaq.com 
http://www.gidesports.org 
http://www.harpers.orq 
http://www.harvardmagazine.com 
http://www.hisp.com 
http://www.aicpa.org 
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http://www.latinstvle.com 
http^//www. monev.com 
http://www.motheriones.com 
http://www.mutual-fund.com/mfmag 
http://www.nationalgeographic.com 
httpV/www.nationalreview.com 
http;//www.mmnh.org/naturalhiston/ 
http://www.seniornews.com/new-choices 
http://www.newyorkmag.com 
http://wv/w.plavbill.com 
http://www.popsci.com 
http://www.premiermag.com 
http://www.readerdigest.com 
http://www.satevepost.org 
http://www.smithsonianmag.si.edu 
http://www.spin.com 
http://www.successmagazine.com 
http://www.time.com/time 
http://www.travelandleisure.com 
http://www.tvguide.com 
http://www.usaweekend.com 
http://www.utne.com 
http://www.veggielife.com 
http://www.newengland.com 
http://www.wwics.si.edu/wq 
http://www.notorious.com/indexcover.html 
http://www.southern-living.coi]} 
http://www.wholeearthrnafl^jTi 
httBi//viWwlifemagx_^^ 
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