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ABSTRACT 

The development of Integrated Marketing Communications (IMC) 

strategies, the fast growing usage rate on the Internet and Home Page, and 

the expanding global and ethnic markets are three important trends of 

current marketing communications which, joined together, may have elicited 

a new Internet marketing communications strategy. Noting very limited 

evidence, this study measures if IMC and multi-cultural core elements are 

present in Internet Home Pages. 

Using content analysis and a simple question e-mailed to home page 

companies, this thesis investigates a sample of Fortune 500 Home Pages 

found in March, 1997. The results indicate that Fortune 500 Home Pages: (1) 

featured an average interactive/dynamic function, but are more likely to 

interact with their customers through e-mail; (2) featured a few customized 

and search services; (3) did not possess a distinctive/consistent personality or 

image; (4) favored Marketing Public Relations tactics; (5) contained much 

information about products and services; (6) demonstrated an active 

interaction with Internet users; and (7) rarely provided globalized 

information or services. It is proposed that a more elaborated Internet 

marketing communications strategy should be established. 
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CHAPTER I 

INTRODUCTION 

With today's information overload, media audience overlap and more 

empowered consumers worldwide facing a great variety of similar products, 

management must seek a more cost-effective way to reach and secure target 

prospects. In addition, an increasing usage of the Internet and Home Page 

among corporations and consumers has complicated traditional marketing 

communications with prospects and further blurred the fine line among 

various media channels. Before certain solid marketing communication rules 

are successfully built, however, many companies—including the Fortune 

500—cannot wait to jump upon the Internet. On the other hand, some 

companies, such as the worldwide delivery service UPS, use their Home 

Pages successfully because they apply a totally integrated, comprehensive 

communications strategy which create a consistent message. This emerging 

strategy is commonly named Integrated Marketing Communications (IMC). 

This study is designed to explore the existence of IMC core concepts and 

the multi-cultural nature on the Home Pages of the Fortune 500 companies. 

To begin with, it is proper to understand IMC through its evolving 

definitions. 



Evolving Definitions of IMC 

In late 1989, the American Association of Advertising Agencies 

established one of the first generally accepted definitions of IMC. This 

definition emphasizes not only the values of strategic planning other than 

just advertising, but also the maximum communication impact on audiences. 

It is basically an inward view for a client: 

[IMC is a] concept of marketing communications planning that 
recognizes the added values of a comprehensive plan that evaluates 
the strategic roles of a variety of communication disciplines-general 
advertising, direct response, sales promotion, and public relations-and 
combines these disciplines to provide clarity, consistency, and 
maximum communication impact. (Schultz, 1993, p. 17) 

In 1991, a more outside-in definition focusing on customers/prospects was 

revised by Don Schultz and his colleagues. This definition broadens 

marketing communications to all sources of information and to behavioral 

brand loyalty: 

The process of managing all sources of information about 
products/services to which a customer or prospect is exposed which 
behaviorally moves the customer toward a sale and maintains 
customer loyalty. (Duncan & Caywood, 1996, p. 18) 

Although limited to media and messages as well as perceived brand value, 

Duncan provided a definition wider than Schultz's in 1992: 

The strategic coordination of all messages and media used by an 
organization to collectively influence its perceived brand value. 
(Duncan & Caywood, 1996, p. 18) 

In 1993, Schultz refined his definition into persuasive communications 

programs for selected audiences from an outside-in standpoint: 



IMC is the process of developing and implementing various forms of 
persuasive communications programs with customers and prospects 
over time. The goal of IMC is to influence or directly affect the 
behavior of the selected communications audiences. IMC considers all 
sources of brand or company contacts which a customer or prospect has 
with the product or service as potential delivery channels for future 
messages. Further, IMC makes use of all forms of communication 
which are relevant to the customer and prospects, and to which they 
might be receptive. In sum, the IMC process starts with the customer 
or prospect and then works back to determine and define the forms and 
methods through which persuasive communications programs should 
be developed. (Schultz, 1993, p. 17) 

According to Duncan and Caywood (1996), Duncan presented a revised 

definition in 1994, with more focus on relationship building with all 

stockholders, a behavioral effect, and the organization: 

[IMC is] the process of strategically controlling or influencing all 
messages and encouraging purposeful dialogue to create and nourish 
profitable relationships with customers and other stockholders, (p. 18) 

Gronstedt proposed a definition from the public relations viewpoint, with 

emphases on stockholders and different types of communications tools: 

Integrated communications uses an appropriate combination of 
sending, receiving, and interactive tools drawn from a wide range of 
communication disciplines to create and maintain mutually beneficial 
relations between the organization and its key stockholders, including 
the customers. (Gronstedt, 1996, p. 292) 

IMC in the Multi-Cultural Information Age 

In the 1990s, with the emergence of ethnic markets and the Internet, 

achieving effective marketing communications becomes more difficult. The 

ethnic markets complicate the demographics of prospects while the Internet 



enlarges the information overflow. Management must seek cost-effective 

ways to diminish the information clutter and get balanced messages to 

prospects who may have different cultures and lifestyles. This is especially 

important for international companies. Mitchell (1994) believed that 

applying IMC strategy will make companies become more ultra-potent. 

Integrated Marketing Communications helps all the elements of the 

marketing mix work in a harmony and promotes all the messages presented 

in a consistent manner (Massey, 1994). Schultz (1995) pointed out that IMC 

can be applied overseas or cross-culturally successfully. Consequently, IMC 

is seemingly an applicable way to strategically combine media vehicles. 

However, given the fast growing usage rate on the Internet and Home Page, 

little or no research has investigated whether leading corporations have 

adopted IMC core concepts on the home pages through the Internet. This 

study purposely explores these possibilities. 

Purpose of the Study 

Noting very limited evidence for the feasibility of applying Integrated 

Marketing Communications on the Home Page, the purpose of this study is to 

explore if the home pages have installed IMC and multi-cultural elements. 

The results may lead corporations to reconsider their marketing 

communications strategies on the Home Page. The general questions of this 

study are: 



1. Are core elements of IMC presented on the Fortune 500 home pages? 

2. Are Fortune 500 home pages multi-nationalized? 

Focus of the Studv 

A sample of Fortune 500 homepages was extracted for this study. Thus, 

the results of this study can only be applied to these mega-American 

corporations. In addition, the study only investigates their Home Pages, or 

front pages, on the Internet. As a result, no observation based on the 

subpages of each selected Web site can be inferred in this study. 

Chapter Outlines 

Chapter II reviews three trends and their brief backgrounds in the 1990's 

marketing communications environment. Chapter III provides study 

definitions, study design, sampling, data treatment and instruments. 

Chapter IV presents the research findings and Chapter V includes discussion 

and conclusions. 



CHAPTER II 

LITERATURE REVIEW 

The First Trend: IMC 

Evolving thoughts. Marketing communications with customers has 

changed drastically over the past 45 years. Beginning roughly with the 

Industrial Revolution, marketing concerns were surrounded in issues of 

economic efficiency, focusing on mass production, mass distribution, mass 

consumption, and selling efforts (Hutton, 1996). Demassification began in 

1970 and accelerated in the 1990s because of social changes (Schultz, 

Tannenbaum, & Lauterborn, 1993). As the mid-1980s dawned, mass 

consumers were no longer considered to be standardized and identical 

subjects to whom mass-manufactured products are dumped through mass-

oriented marketing and media (Schultz et al., 1993). Mass marketing 

strategies were not effective in terms of direct marketing (Gordon, 1994). 

Schultz et al. (1993) observed that the marketing communications trend 

shifted from mass marketing to one-on-one marketing; from time- and place-

bound communications systems to time-shifting by consumers to fit their 

needs and their schedules; from conflicting messages to clear, consistent and 

unified messages; and from local media to global electronic communications. 

Emerging in the late 1980s or early 1990s, Integrated Marketing 

Communications tried to produce a synergistic effect in communicating with 

niche audiences more efficiently and effectively (Duncan & Caywood, 1996). 
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IMC theory overview. Although IMC has several different names such as 

Integrated Marketing (IM), Integrated Communication (IC), Total Marketing 

Communications (TMC), Marketing Public Relations (MPR) and Mixed 

Media Marketing Communications (MMMC), it basically is the coordination 

of an entire structure of messages aimed at maximum communications 

impact. Schultz et al. (1993) provided several reasons why IMC works: 

1. IMC provides more visual, perceivable, perceptual and more digestible 

messages. 

2. IMC facilitates the information processing procedures in a person's 

mind. 

3. IMC integrates all forms of communication conveyed with a clear, 

consistent and comprehensive message which in turn builds 

relationships with customers. 

Duncan (1993) states that "The basic concept of IMC is fairly simple; it's 

synergy. The advantage of synergy, where the whole is greater than the sum 

of the parts, is a vintage management" (p. 22). Moriarty (1996) presents the 

circle of synergy, concept or message, channel, audience and memory, as four 

theoretical foundations relevant to IMC: 

...In IMC, a concept is the central factor around with a company, 
product, or brand image is built. ...Consumer responses are governed 
by the interaction of new information with the complex structure of 
previously acquired information. ...In IMC, given the variety and 
complexity of message sources, channel may be more appropriate for 
describing the means by which the message is carried. ...Certainly this 
process [information processing] would only be strengthened by 
multichannel messages that reinforce one another over time by 
building on the same associational structure, (pp. 334, 336,342, 348) 



IMC strategy. Moore and Thorson (1996) provided a four-step planning 

system for IMC. First, all the important audiences must be identified. The 

second phase is to segment consumer audiences based on their stages of 

purchase cycle. Then, messages and communications tools should be 

determinant to reach and persuade each segments. The final concern is the 

marketing budget allocation among targets, segments and communication 

tools. A similar strategy developed by Schultz et al. (1993) is briefly shown 

as follows (p. 85): 

I. The consumer 
II. Does the product fit the group? 

III. How will the competition affect our objectives? 
IV. What is the competitive consumer benefit? 
V. How will marketing communications make the benefit 

believable to the consumer? 
VI. What should be the personality of the brand? 

VII. What main point do you want the consumer to take away from 
the communication? 

VIII. Perceptual effect 
IX. Consumer contact points 
X. Future research 

Trends promoting IMC. A number of factors have promoted the trend of 

IMC. Marken (1995) explained that by using various media agencies with 

diverse specializations, their independent decision-making processes are 

making it harder to access prospects because of more demanding customers 

and the rising clutter of advertising. Rosenifield (1995) states: "In this era of 

cognitive overload and short attention spans, if a company speaks in too 

many voices, consumers will tune out...[Communication] must be instantly 



recognizable as coming to you" (p. 31). Duncan and Caywood (1996) report 

11 trends and changes which drive organizations to adopt IMC: 

1. Decreasing message impact and credibility 
2. Decreasing cost of using databases 
3. Increasing client expertise 
4. Increasing mergers and acquisitions of marketing communication 

agencies 
5. Increasing "mass" media costs 
6. Increasing media fragmentation 
7. Increasing audience fragmentation 
8. Increasing number of "me-too" products 
9. Increasing power of the retailer 

10. Increasing global marketing 
11. Increasing pressure on bottom lines (pp. 15-16) 

Some similar reasons found by Dilenschneider (1991) include increasing 

cost of traditional advertising media, increasing global competition, bottom-

line pressure, communication agency mergers and acquisitions, decreasing 

effectiveness of traditional media, decreasing cost of databases, zapping, 

media fragmentation and loss of message credibility. 

Degree of acceptance. Integrated marketing communications is beheved 

to give organizations enormous power in communicating with today's 

customers and prospects (Mitchell, 1994). A survey done by the Medill School 

of Journalism at Northwestern University showed that 70 to 80 percent of 

top management, marketing, advertising and sales executives of large 

consumer-side companies support the concept of IMC and find that it is 

effective (Harris, 1993). A recent survey also found most American industry 

leaders practice at least some degrees of IMC and had a very positive attitude 

toward it (Henderson, 1996). It seemed that strong entrepreneurial 



organizations or individuals seemingly favor IMC strategies (Miller & Rose, 

1994). 

Based on responses from two groups of companies with different average 

sales (one had $9.6 billion average sales, and 31% of the other group had less 

than $100 million average sales, with 46% of them over $500 million), two 

studies of U.S. client organizations' perceptions and uses of IMC found fairly 

consistent responses with the exception of who should take the responsibility 

of implementing IMC (Duncan & Caywood, 1996). A probable explanation is 

that small- and medium-sized companies are "less likely to feel confident 

about handling their marketing communications and certainly more wary of 

adopting a new approach such as IMC" (Duncan & Caywood, 1996, p. 20). On 

the other hand, not only does a large company have strong leadership and a 

unique corporate culture to use IMC knowingly, but may practice it more a 

result of intuition, such as The Body Shop (Duncan & Caywood, 1996). 

Indeed, leading corporations such as Nike, Apple and Banana Republic have 

been doing excellent jobs integrating their communication efforts (Duncan & 

Caywood, 1996). 

Major barriers to IMC. Although IMC looks promising, several major 

barriers to IMC have been addressed. Support from top management is the 

first stumbling block. Johnson (1995) pointed out that senior management is 

used to applying traditional marketing and sales concepts. It seems that 

support from the top administration levels is not sufficient. Gonring (1994), 

Acheson (1993) and Schultz et al. (1993) all suggested top management must 
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actively support IMC to remove the barriers which prevent integration. 

Next, vague definitions and misunderstandings of IMC concepts among 

executives and clients may well hinder IMC implementation (Walter, 1993; 

Schultz et al., 1993; Novill, 1989-1990). In addition, there is a shortage of 

good research materials on IMC (O'SuUivan, 1996). Lutz also points out that 

"the challenges of measuring IMC effects seem almost insurmountable" 

(Lutz, 1996, p. 362). 

More importantly, resistance to change within the organization is a 

fundamental and central problem (Smith, 1995). At the 1994 Marketing 

Science Institute Conference, Andrew Morrison stated that horizontal 

organization is critical to integrated marketing (Marketing Science Institute 

[MSI], 1994). Then, Smith (1995) argued that horizontal communication is 

necessary for successful IMC but difficult to implement. For effective IMC to 

occur, several scholars have stated that interorganizational structure and 

communications are critical (Moore & Thorson, 1996). The other hindrances 

are budget competition among departments, a threatened loss of decision

making power and resources, a fear of cross-training, and a lack of general 

specialists (Montague, 1995; Smith, 1995; Gonring, 1994; Fawcett, 1993). 

In essence, Schultz et al. (1993) concluded there are several basic 

organizational barriers: traditional inside-out marketing planning systems, 

financially driven marketing thinking, vertical organizational structures, low 

prioritizing of marketing communications, functional specialists' resistance, 



lack of communications generalists, capabilities of doing database marketing 

and control over inundated information. 

A survey of 2,000 random Business Marketing subscribers shows the 

similar barriers (Cleland, 1995): 

Implementation remains low despite high interest in the concept of 
integrated marketing communications. Less than 26% of 263 
responding companies developed an annual marketing 
communications plan and only 15% took database marketing to a level 
of sophistication higher than developing a mailing fist, which about 
70% do on a regular basis....In explaining why they had not 
implemented an integrated marketing communications program, 5% of 
those surveyed cited a lack of expertise, 48% a lack of budget, and 19% 
a lack of management approval, (p. 10) 

Overall, several elements, or core concepts, are critical to IMC: (1) 

interactions that provide interpersonal and dynamic links with customers; (2) 

a database marketing communications system that can build target 

customers' profiles; (3) services or products that tailor to target customers; (4) 

all messages that are clear, consistent and attractive; (5) a brand with a 

distinctive personality or position that results from consistent, integrated 

messages; (6) a combination of communications strategies or activities that 

stem from a broad range of communications disciplines; and (7) relationship 

marketing that not only mutually communicates with customers over time to 

understand their needs but continually provide promotional rewards to 

prevent them tuning out. 
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The Second Trend: Integrated Internet Marketing 
Communications (IIMC) 

Internet usage. The Internet is a global network which enables 

connections among computers (Kobler et al., 1996). It was built in 1969 by a 

Pentagon doomsday plan to keep U. S. military computers operating during 

nuclear war (Aikat, 1995). An Internet adopter refers to an individual or 

institutional user of the Internet. Any Internet adopter can retrieve and 

access information on the Internet through the World Wide Web (WWW), a 

software application running on the Internet for presenting hypertext, 

graphics, sound and other types of information globally (Sterne, 1995). 

Another popular device is the Home Page. It refers to a starting point, or 

simply a preliminary page, for "a service or an entity on the WWW that 

usually features a combination of text, graphics, sound and video that contain 

hyperlinks to other Web pages" (Kobler et al., 1996, p. 32). 

Internet users around the world can directly access and exchange 

information in the form of displayed text, images, sound and video through 

the Information Superhighway (IS). Some experts optimistically estimate 

that there were about 60 million Internet users worldwide in 1996 with a 10 

percent growth rate per month ("Business," 1996). Most survey groups 

believe that the Internet had 23.5 to 30 million international adopters 

(Kantor & Neubarth, 1996; Marlow, 1996). In American, Internet users 

comprise more than one-third of global users (Goltz, 1995) and the global 
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transactions will grow to $6 to $10 billion by the year 2000 (Kantor & 

Neubarth, 1996). 

Other researchers found 9 to 35 million users in the United States 

(Kantor & Neubarth, 1996; Marlow, 1996). On March 13, 1997, the Lubbock 

Avalanche-Journal reported that according to the CommerceNet/Nielsen 

Media Research, "Internet use in the United States and Canada doubled over 

the past 18 months, up to 50.6 million people" ("Internet use," 1997). 

Additionally, experts also predict that by the year 2005 the general usage 

rate in American will reach up to 86 percent and more than 50 percent of 

Americans wiU get used to ordering merchandise through the Internet ("The 

Cyberspace," 1996). 

Regarding the Internet user demographics, research findings are basically 

consistent in the GVU Fifth Users Survey in April 1996 and Nielsen/ 

CommerceNet Survey in late 1995. World Wide Web users were about 33.0 

years old with two-third of male users accounting for around 70% of Internet 

usage. Now, 42% of online users are women, increased from 10% five years 

ago ("Internet use," 1997). Overall, "Internet users are upscale (25% have 

income over $80K), professional (50% are professional or managerial), and 

educated (64% have at least college degrees)" (Marlow, 1996, p. 21). On one 

hand, the 5th GVU survey says currently most use it for information 

searching and entertainment purposes. On the other hand, most research 

firms predict the business of the Internet will grow at an astonishing rate, 

although predictions vary. 
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Internet markpt.mpr in 1982, John Naisbitt (1982) and his staff predicted 

that information society and high-tech or high-touch facilities will be the next 

megatrend. Indeed, the IS has become a marketing mania in American 

society. Fr5rxell (1996) described the information superhighway as more or 

less an information supermarket. Fryxell also said marketing 

communicators will need to at least cast something on the shelves of the 

Internet. 

In a panel discussion concerning marketing communications, 

professionals predicted the third quarter of the information life cycle will 

mature around 2020, during which businesses will expand their use of the 

information infrastructure (MSI, 1994). Powerhouses like Fidelity, BMW, 

ESPN, Federal Express, IBM, Ford Motor, Apple, Toyota and Nike have 

created home pages on the Web server. The majority of 50 global insurance 

companies surveyed believed the impact of increasing electronic commerce on 

the industry will be immense during the next decade (West, 1996). After 

analyzing 1,140 World Wide Web sites using content analysis, Aikat (1995) 

came to the conclusion: 

...[T]he World Wide Web, within its global information universe, would 
be an important part of the information highway by functioning as a 
citizen-information utility which would serve people with a variety of 
information, (p. 4) 

Marketers are beginning to consider the Internet as an important 

marketing communications tool because the Net provides plenty of benefits. 

These benefits include 24-hour interactive communications, multi-cultural 
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communications, information search, customized information, entertainment, 

cost reduction, revenue generation, value-added marketing, relationship 

marketing, market research, and brand awareness as well as brand 

retention. A survey of 50 Forbes 500 company executives' predictions shows 

that some 67% of firms will allow on-line commerce in the next decade (Amos, 

1995). Fortune 500 companies have gone from posting a basic corporate 

brochure to including whole catalogs, photos, specs, order forms and even 

questionnaires. Some tactics include aggressive hyperlinks, direct response 

marketing, marketing education, product demonstration and distribution, 

public relations, research and service and support. In essence. Business 

Marketing (Anonymous, 1995) reports: 

...[T]he Web offers companies the ability to communicate one-on-one 
with customers; present a broad range of service; customize a user's 
brand experience; and, eventually, build a long-term relationship with 
a customer, (p. 4) 

Emergence of IIMC. Because the Internet can provide full-time access, 

highly detailed information, interactive communications, narrow-casting 

communications, instant marketing research, relationship marketing and, 

most importantly, strong brand personality or identity, it is considered to be 

a great tool for IMC (Barney, 1995; Booker, 1995; Clayton 1996; Goltz, 1995; 

Rosen, 1996). Several corporations started integrating the Internet as one of 

their important communications media and began planning it at a strategic 

level. Some famous agencies such as Saatchi & Staachi, CKS and Ketchum 

also integrated their businesses into the electronic marketplace (Komenar, 
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1997). Clayton (1996) reported the Internet or cybermedia has become more 

and more an integral part of the media mix and marketing communications 

planning in the agrimarketing communications industry. Some other 

successful examples are Federal Express, Reebok, Toyota, Digital Equipment 

Corp., and BMW (Booker, 1995; Martin, 1996; McCarthy & Taylor, 1995; 

Mullich 1995; Rosen, 1996). In short, they are all similar in one goal: to 

cement a brand identity or personality in the minds of targeted customers on 

the Internet backed with an integrated communications strategy (Booker, 

1995). 

Daniel (1996) pinpointed that companies now should pull representatives 

from information systems, marketing and communications together to 

understand the practical reasons for using the Net. Komenar (1997) 

contended that "One of great benefits of an integrated marketing campaign is 

that it is possible to repurpose digital media for many different formats and 

platforms" (p. 46). A successful Integrated Internet Marketing 

Communications (IIMC) strategy relies on consistent brand identity, synergy 

at all levels in terms of tone of voice, visual elements and communications 

strategy, and all media which communicates a similar corporate image 

(Komenar, 1997). Rosen (1996) also provides several principles critical for 

successful Internet marketing communications: 

As a new medium, the Internet and other on-line services (like video 
conference, interactive CD-ROMs, etc.), needs to be integrated into the 
marketing mix....[M]ore important than the product is the coherence 
with which the elements marking up the brand are integrated. In the 
case of all successful brands, the name, logo, advertising, public 
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relations, promotion, design, packaging, distribution and even 
manufacturing (the Body Shop, for example) have been blended into a 
unique personality and position....[T]he key question is how to transfer 
a brand's personality on-line. (pp. 39-40) 

Major barriers to IIMC. Marketing communications professionals have 

fired some warnings about the over-optimistic attitude toward the Internet 

because the effectiveness and commercial potential of the Net have not yet 

been proved. A study has shown that most people cruise the Internet for 

obtaining information and entertainment, not for buying products (Booker, 

1995). Another study showed that nationality of the subjects seems to affect 

computer users' attitudes toward the advertisements and their purchase 

intention of the advertised products (Yang, 1994). 

On the other hand, Butler (1985) found that people use the Internet 

according to their needs and wants. These uses were grouped into four 

typologies: (a) work communication; (b) work information; (c) leisure 

communication; (d) leisure information. Based on a random sample of 498 

companies which registered an Internet domain between 1992 to 1994, Colby 

(1995) concluded that the variables of industry type, organization size, and 

geographic location all affected the adoption of this innovation, although 

these variables were not powerful predictors. Emery (1995) found that 

professionals in traditional communication organizations treated the Internet 

as a tool only; on the contrary, professionals who were early Internet 

adopters treated the Internet as a medium. 
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Izatt (1996) argued that many Internet sites lack the emotional feel and 

subtlety that the best mainstream advertising can convey. Further, after 

conducting a survey of 800 Internet sites, Watson concluded that marketing 

people should not just send messages, but deploy search engines and other 

interfaces which let customers surf through information themselves (Booker, 

1995). Rosen (1996) pointed out that strong and consistent brands often fail 

to maintain their positions on the Internet. 

Apparently Internet marketing requires much more strategic thinking 

and a more comprehensive communications plan to attract and influence Net 

navigators. This becomes extremely important when prospects have different 

cultures and lifestyles, use different languages, and who also receive a great 

deal of messages, or noises, from a variety of media channels. 

Thus, the literature would indicate that a successful Integrated Internet 

Marketing Communications program should consist of several essential 

elements: (1) interactive functions which directly link between a corporation 

and its Net adopters; (2) searching functions which provide meaningful 

information or services which make sense to targeted Net users; (3) a survey 

function which collects target customers' needs and wants; (4) a distinctive 

Home Page which possesses a unique personality in a consistent, clear 

manner; (5) a strategic combination of communications techniques which are 

selected from mainstream communications disciplines; (6) an information-

enriched Home Page which creates an information database and updates 

frequently; and (7) instant response to customer e-mail inquiries, an effort of 
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building long-term relationships with a great number of Internet users and a 

variety of public relations and promotion benefits on the Internet to keep 

navigators coming back. 

The Third Trend: Global Integrated Marketing 
Communications (GIMC) 

One of trends regarding marketing communications in the 1990s is 

globalization. John Naisbitt (1982; 1990) reported 20 megetrends including 

global economy, global lifestyle, and cultural nationalism. Fortune magazine 

also predicts that "in the 1990s globalization will mature from a buzzword to 

a pervasive reality" (Howard, 1995, p. 7). The substantial speedup of 

transportation, communication technology, economic power of ethnics, 

dissemination of global lifestyles, financial transactions and corporate 

strategic alliances have promoted the trend (Kotler, 1994; Howard, 1994). 

One of major impacts of the trend toward marketing communications is 

the significance of ethnic markets. Research shows that more than 80 

percent of Coke's profits were earned from non-U.S. operations, nearly 70 

percent for General Motors and 60 percent for the Reader's Digest 

Association, which is considered to be a prototype American institution 

(Shingleton, 1994). Yet, ethnic markets grow particularly fast in the so 

called "melting pot" or "salad bowl" American society. Brill (1994) indicated 

that nearly half of all Fortune 1000 companies now have some type of ethnic-

marketing programs. By the year 2000, ethnic spending is expected to 
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constitute up to 30 percent of the U.S. economy, with up to $900 milhon in 

advertising and marketing budgeted (Brill, 1994). For example, reaching at 

least 30 different cultures in 20 languages, AT&T's Multi-cultural Marketing 

Communications Director, Jacqueline Morey, believes that seismic 

population shifts in the U.S. have taking place (Brill, 1994; Gattuso & Neal, 

1994). 

These significant shifts, then, may cause marketing communicators to 

refine strategies while promoting a company, service or product to customers 

cross-culturally. Many scholars believe that IMC will increase its 

significance in the global marketing communications plan (Kitchen, 1993; 

Marken, 1995; Schultz, 1994). Three important conclusions drawn from a 

recent study on IMC done by Oglivy and Mather in Bombay, India, are: (a) 

IMC is truly a global concept; (b) marketing organizations and managers 

worldwide are becoming more alike; (c) U.S. marketers must think globally 

(Schultz, 1996a). In fact. Integrated marketing communications also works 

in Asia such as Korean, Philippines, Singapore and Japan (Raymond & Lim, 

1996; Schultz, 1995). Successful examples such as Gillettte Co., MCI 

Telecommunications Corp. and Eastman Kodak Co. have shown that GIMC 

is practical (Bovet, 1993; Kimball, 1994; Schultz, 1995). To best practice 

integrated marketing strategies and organizations globally, several issues 

must be well managed: cultural factors, characteristics of foreign consumer 

behavior, eight Ps (product, price, place, promotion, positioning, public 
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affairs, people and period) (Bauer, Herrmann, & Bayon-Eder, 1994). AU 

efforts must achieve one purpose: to establish a consistent core brand image 

or value for the right consumer (Mazur, 1994). 

Major barriers to GIMC. Communicating effectively and clearly with 

different ethnics is not a easy task. White (1986) pointed out that a 

comprehensive communication and marketing audit toward some eastern-

hemisphere countries has found six problems of marketing a product 

overseas: culture and language barriers, the political environment, the 

media, methods of product distribution, prospective customers, and the local 

competitive environment. 

Jacqueline Morey, AT&T Multi-cultural Marketing Communications 

Director, noticed that today's immigrants in America are apt to preserve 

their cultural characteristics (Gattuso & Neal, 1994). A telephone survey 

done by Landor Associates further suggests that different races retain 

various international brand images (Lowry, 1988). A comparative study 

shows that informativeness or non-informativeness of an advertisement is 

another important factor affecting cross-cultural perceptions (Johnstone, 

Kaynak, & Sparkman, 1987). Most marketing communication scholars and 

practitioners tend to agree that cultural differences result in one of the most 

serious problems for global marketing communications. 

Language differences may cause a big problem, too. Modern immigrants 

prefer to learn information in their native language as well as live in an 
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ethnic neighborhood (Brill, 1994). For example, despite retaining a close 

correlation with Americans, about 40% of Canadians do not speak English 

(Huck & Dunphy, 1993). The main problem, pointed out by Howard (1995), 

may be so called mutual understanding, because each conversation on an 

international level is a two-stage process: comprehension and translation. 

Hunk and Dunphy (1993) believed that the centerpiece of any effective 

IMC process is a well-built database. However, multinational and 

intercultural marketing research can easily fail because of the complexities 

involved with diverse languages and cultural norms (Naevev, 1986). Also, 

global marketing research also is a major problem. The other problems 

regarding global IMC include internal politics and local differences (Mazur, 

1994; Howard, 1995; Gattuso & Neal, 1994). 

As a result, along with the core elements of IMC mentioned above, 

languages other than English and information about other counties can be 

seen as two important factors for a globalized Home Page. 

Summarv of the Literature Reviewed 

The literature stated above seems to indicate that there are many 

similarities of the requirements between IMC, IIMC and GIMC, which may 

suggest a possibility for the three marketing communications trends (IMC, 

Internet marketing communications and global marketing communications) 

to be intentionally or intuitively mixed. The barriers of each trend, on the 
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contrary, may hamper or slow the process of the integration. However, little 

or no research has been dedicated to examining the concurrent elements of 

each trend in the new media, although integration may become powerful in 

the near future. In fact, only a few articles express concerns about the 

integration. To spot whether core elements of IMC concepts and multi

cultural communications are exhibited on the Internet, the two general 

questions of this study are: 

1. Are core elements of IMC executed on Fortune 500 home pages? 

2. Are Fortune 500 home pages multi-nationalized? 

Research Questions 

Rl: To what extent do Fortune 500 home pages show interactive/dynamic 

functions? 

Because no relevant research has been found concerning IMC and 

homepages, the basic assumptions of research questions regarding IMC core 

elements originated from literature. According to Schultz et al. (1993) and 

Cleland (1995), IMC is a data collection and analysis function used to 

understand the targeted customers' or prospects' needs and wants. 

Therefore, it would require interactive and dynamic features on the Internet, 

which results in the first question of this study. 

R2: To what extent do Fortune 500 home pages feature customized 

services? 
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Moore and Thorson (1996) and Komenar (1997) suggested that 

segmentation and positioning strategies are very important to IIMC. 

According to Kotler (1994), the ultimate form of market segmentation is 

customized marketing, where the service or product is designed to suit the 

needs or wants of targeted customers or buying organizations. 

R3: To what extent does the Home Page offer consistent/unique 

messages? 

R4: To what extent do Fortune 500 home pages utilize different 

communication activities/tactics? 

As mentioned by Komenar (1997), a successful Internet IMC relies on a 

consistent representation of brand identity, synergy at all levels in terms of 

tone of voice, visual elements and communications strategy, and all media 

communicating the corporate image. A unique/consistent message, using 

different communication activities, is a major concern of these two research 

questions. It is also important because IMC is a strategic coordination of all 

messages used on the Internet to provide clarity and consistency, collectively 

influencing perceived brand value and loyalty. 

R5: To what extent do Fortune 500 home pages provide 

information/services? 

As the literature suggests, the Internet can provide detailed information. 

Internet users, in general, surf Web pages for information and fun. The fifth 

research question refers to information content of a Web page. 
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R6: To what extent do Fortune 500 home pages address relationship 

marketing? 

Relationship marketing is crucial to IMC (Schultz, 1993a; Duncan & 

Caywood, 1996; Gronstedt, 1996). For consistent Internet communications to 

occur, maintaining a good relationship with navigators is important as well. 

R7: Are the Fortune 500 home pages multi-nationalized? 

The last question refers to multi-nationalization on the Internet, which is 

expected to be compatible with IMC core concepts because IMC should be 

applicable world-wide (Schultz, 1995). 
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CHAPTER III 

METHODOLOGY 

The study was based on a content analysis of selected American Fortune 

500 home pages. The applied methodology is not unusual in this research 

area. For example, Aikat (1995) used content analysis to analyze the 

information categories of Web pages. In addition, DuCiUe (1994) used 

content analysis to measure visual images on the front page of a newspaper. 

All questions involved in this study are derived from the trends of Integrated 

Internet Marketing Communications and globalization. The definition of 

core elements of IIMC and globalization applied in this study, followed by 

sample, research execution, data treatment and instruments, follow. 

Studv Definition of Important Elements 

Relying mainly on two-way communications, the working definition of 

core IIMC concepts accepted here are (a) an interactive function including 

data collection and searching for both companies and Internet surfers; (b) a 

customized service(s) resulting from knowing target surfers' needs and 

wants; (c) a strategic coordination of all messages on the Home Pages to 

provide clarity, consistency and attractiveness, collectively influencing 

perceived brand value and loyalty; (d) an appropriate combination of 

communication methods or activities selected from a wide range of 



communications disciplines; (e) an information-enriched Web page used as an 

incentive to keep target adopters coming back; (i) an endeavor to keep long-

term relationships with prospects on the Internet; and (g) a multi-national 

site designed for international Net navigators. 

Sample 

Time magazine reported two years ago that nearly half of all Fortune 

1000 companies had some t5^e of ethnic-marketing campaign in place (Brill, 

1994). Over 60 percent of Fortune 500 companies now have their own Web 

sites (Rosen, 1996). Amos (1995) reported that most Fortune 500 

conglomerates were venturing onto the Web. Additionally, many studies 

have shown that a high percentage of top management in strong American 

entrepreneurial organizations support the concept of IMC (Harris, 1993; 

Henderson, 1996; Moore & Thorson, 1996; Miller & Rose, 1994). Therefore, 

Fortune 500's largest American companies, as reported in Hoover's Handbook 

of American Business (Spain & Talbot, 1995) based on Fortune (May 15, 

1995), were selected as the universe. A systematic sampling of every third 

Fortune 500 corporation listed was extracted as a Home Page owner 

(Appendix A), which totaled 160 (32%) home pages out of 500 (3.95 margin of 

error at 68% confidence level). The Home Page addresses were found in the 

Hoover's Online (1997). If the Web site address was not available or missing. 
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the next corporation's home page was selected. Coders were asked to look at 

every word and graphic showing on the front page. 

Execution/Design 

This exploratory study measured the contents of the systematically 

selected Fortune 500 home pages shown on the Internet from March 5 

through March 16, 1997. Contents of these first pages may be changed or 

revamped after the measuring date because some companies regularly 

update content and structure of their Web pages. 

A pilot test was conducted a week before measurement for the purpose of 

identifying potential problems. Five graduate students each coded two 

Fortune 500 Web pages based on 39 questions. A very low intercoder 

reliability (45%, in average) and nearly one hour coding time resulted, mainly 

due to too-detailed categories and too many Pages for each Web site. Other 

problems might have involved some unfamiliar or unclear definitions and an 

inconvenient question order. A refined questionnaire with 22 reordered 

questions (Appendix B), a detailed coder's manual (Appendix C) and 

improved training skills were then developed. A second pilot test was 

conducted by giving each of eight coders three Fortune 500 home pages, 

allowing a comparison of every coder to two other coders' measurement upon 

the same HP. Using Holsti's formula to examine the measurement between 

every two coders, the average intercoder reliability was improved to 94%. 

29 



Another consideration is the selection of proper coders. All coders had at 

least a college bachelor's degree, with 50% males/females. Four were from 

western society, another four from eastern society. Therefore, the eight 

coders fall within a particular Internet user demographic mentioned above. 

To reduce assignment bias, every coder was assigned to 20 different home 

pages in a systematic order. Every coder was allowed adequate time to 

complete the coding independently from March 5 through 16. All coding was 

completed before March 16, 1997. 

Coding Definitions of Specific Terms 

To help the coders clearly understand some specific coding terms, 

definitions of these terms were provided in the Coder's Manual (Appendix C). 

Moreover, each coder could refer to the terms marked with an asterisk on 

four illustrations attached to the Manual (for an example, see Appendix C). 

The definitions are shown as follows: 

Tagline/theme*: Refers to a slogan exclusively representative to a brand 

name. Two tj^jical examples are Pepsi's "The Generation Next" and Nike's 

"Just Do It." 

Different set of graphics*: Defined as an independent graphic (except the 

logo), which is separated from other graphics either using frame lines or not. 

Advertising banner*: Either the corporation's soft-sale or hard-sale 

advertising banner applies. 
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Categories of different services: These categories usually show at the 

bottom of the HP. "Go Back to the Home Page" was excluded when counting 

the number of services. 

Accumulated hit number: This number shows how many visitors have 

been to the Home Page (Appendix D). 

Personal data/opinion*: A questionnaire is one of the methods used to ask 

age, e-mail address, attitude, etc. 

Phone number or address*: Includes any corporation's phone/FAX 

numbers and geographical/e-mail addresses. 

Sales promotion message*: A promotion message is usually shown in 

some ways such as samples, coupons, cash refund offers, price packs, 

premiums, prizes, warranties, and free trials. 

Corporate information*: Includes a corporation's history, mission, size, 

financial information, industry category. 

Product/service information*: Includes information on distribution, 

location, packaging, design, and marketing. 

Customized product/service*: Refers to an individually designed 

product/service to meet different customer's requirements. 

Searching function*: Includes any search engines or search/help indexes. 

Marketing public relations (MPR)*: To promote a product's/service's sales 

or uses, MPR activities include publications, special events, press releases 

and public issues or services. 
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Distinctive brand personality: Refers to a particular knowledge or 

particular image of making a product or providing a service which 

differentiates itself from others through physical or service design and a set 

of names, logos, symbols, atmospheres and events. The question reaUy is, 

"Can you recognize this home page without looking its brand name/logo?" 

Different Web sites: Other Web sites may be linked to the corporation's 

sponsors or any other companies' home pages including such browser 

providers as Netscape and Explorer. 

Information about other countries*: Includes the corporation's global Web 

sites or information about its subsidiaries in other countries. 

Data Treatment 

A codebook was developed and the data was manipulated using SPSS-X 

(1990) on the Texas Tech University mainframe. 

Instrument 

The first section of the instrument (Appendix B) was used for 

administrative purposes, indicating the coder, Web address, the coding date 

and time, and some instructions. The second section (Part A) consisted of 22 

questions examining the seven IMC elements on the HPs. In the next section 

(Part B), in order to test the corporations' responses, every coder was told to 

send a standard question asking a simple question if the HP had an e-mail 

option. Questions 40 to 43 were coded according to their responses. 
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Rl: To what extent do Fortune 500 home pages show interactive/dynamic 

functions? 

First, an interactive function should be found in the HPs because many 

IMC scholars believe that interactivity is a critical component (Schultz, 

1996b). On the HP, it may be represented as a report of accumulated hit 

numbers, an option to send a message to the corporation, an option asking for 

personal data or opinions, a search function or a link to different Web sites. 

Also, a corporation should return e-mail and answer queries as soon as 

possible. Related question numbers are shown in Table 1, which are used to 

measure the first research question. 

R2: To what extent do Fortune 500 home pages feature customized 

services? 

Because IMC emphasizes understanding the target audience and 

providing customized services (Moore & Thorson, 1996), options for 

customized services or a search function should be found. Questions 16 and 

17 are used to measure the second research question (see Table 1). 

R3: To what extent does the Home Page offer consistent/unique 

messages? 

The third research question measured clarity, consistency and 

attractiveness of messages on the home pages. Rosen (1996) suggested all 

the messages should be blended into a unique personality and position. It 

may include a brand logo, a tagline, graphics, dominate color, and a 



distinctive brand personality. Questions 1, 2, 4, 5, and 19 measure this 

aspect (Table 1). 

R4: To what extent do Fortune 500 home pages utilize different 

communication activities/tactics? 

Another important feature is an appropriate combination of 

communication methods selected from a wide range of communications 

activities shown on the HPs (Komenar, 1997). As Smith (1996) suggested, 

these broad activities or tactics include advertising, promotion, publicity and 

direct-response marketing. Thus, the HPs should utilize at least some tools 

such as an advertising banner, a sales promotion campaign, a marketing 

public relations event and an option asking for personal data for direct 

marketing. Questions 3, 6, 11, and 18 were designed to answer the fourth 

research question (Table 1). 

R5: To what extent do Fortune 500 home pages provide 

information/services? 

For an information-enriched Web page to be viable, it is reasonable for a 

HP to have the latest renewal date, corporate contact phone number and 

address, corporate information, service/product information, a hnk to other 

Web sites, and, most importantly, a search function. Questions 3, 7, 12, 14, 

15, 16, and 22 measure this aspect (Table 1). 

R6: To what extent do Fortune 500 home pages address relationship 

marketing? 
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Most IMC scholars believe that through two-way communications the 

purpose of IMC is to keep long-term relationships with prospects (Schultz et 

al., 1993). Besides interactivity, Barbara Jackson argues that (Kotler, 1994): 

...relationship marketing investments pay off handsomely with 
customers who have long time horizons and high switching costs....The 
customer would find it costly and risky to switch to another vender, 
and the seller would find that losing this customer would be a major 
loss. (p. 712) 

In addition, Internet marketing communicators ought to have "a 

background that includes a balance of Internet and marketing 

communications experiences" (Bayne, 1994, p.9). As a result, it may require 

years of experiences dealing with a good number of Internet users. In short, 

hit numbers may be evidence of the level of interactivity maintained with the 

target market, while copyright years may indicate how long the organization 

has maintained this level of interaction. Thus, presumably, Research 

Question 6 can be measured by showing the accumulated hit number and the 

oldest copyright year, as well as by answering e-mail inquiries. These are 

indications of a corporation's investment of time, costs and interactivities to 

keep the relationship with its Internet adopters. 

Marketing public relations events, on the other hand, facilitate 

relationship marketing through a number of promotional and publicized 

ventures. Sterne (1996) mentioned that continual promotional rewards make 

it harder for a customers to move toward a competitor. 

R7: Are the Fortune 500 home pages multi-nationalized? 
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A multi-national site should at least provide a language(s) other than 

English, and an option to gain information from other countries. Questions 

21 and 22, were developed to answer the last research question. 
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Table 1. Assigned Questions for Each Research Question 

Research Questions 

1. Interactive/Dynamic functions 

2. Segmentation/Customization 

3. Unique/Consistent Messages 

4. Comm. Activities 

5. Enriched Information 

6. Relationship Marketing 

7. Multi-nationalization 

Group of Questions 

9, 10, 11, 16, 20, 40, 41, 43 

16, 17 

1, 2, 4, 5,19 

3, 6, 11, 18 

3, 7, 12, 14, 15, 16, 22 

8, 9, 18, 40, 41, 42, 43 

21, 22 
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CHAPTER IV 

RESULTS 

One hundred and sixty home pages were examined from March 5 to 16, 

1997. The average time spent by the eight coders for each HP was 9.5 

minutes, with 40.7% taking five to eight minutes. 

Research Question 1 

The results of the interactive/dynamic nature of the HPs vary. Only four 

HPs (2.4%) reported the accumulated hit numbers, ranging from 788 to 

178,088 (see Appendix D for an example). This is apparently not 

representative for the selected sample of 500 HPs. A higher percentage 

(19.4%) of the HPs had an option asking for personal data or opinions from 

the Net surfers. Less than a half of HPs (43.1%) provided an option for 

searching information, including a search engine or search/help index. About 

40% of HPs offered a link to some other web sites and provided some kinds of 

corporate contact data. Of those who provided links, 60% provided one to two 

links. On the other side, a much higher percentage (72.5%) of the HPs 

provided an option to send a message to the company and more than a half 

(56%) of companies who received the standard question sent by the coders 

responded. A majority of the corporations who responded answered the 

question (93.8%, Table 2), although the response time varied greatly. 
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Research Question 2 

Both customized and search services were not very common on the 

selected HPs. Less than one-third (28.1%) of the sampled Fortune 500 

corporations featured customized services directly on the HPs (Table 2). 

However, as mentioned earlier, more than 40% of them had information 

search functions on the HPs. 

Research Question 3 

The results vary in measuring unique/consistent messages (Table 2). A 

logo was one of the most popular items shown on the HPs (96.3%). However, 

only 31.9% of the corporations exhibited a tagline on their HPs (a logo is a 

graphic-like symbol, compared to a slogan-like tagline). Among those 

taglines, 30.8% were related to promoting some kind of special features or 

services, compared to only 3.8% showing good will or pubHc interest. Another 

popular feature was graphics other than the logo, which comprised a great 

percentage (91.3%). Of the HPs which featured graphics, one-third of them 

showed one individual graphic and around 10% showed the graphic 4 to 6 

times. A dominate color was not found in most of the graphics shown 

(58.8%). Moreover, most sampled HPs (87.5%) did not possess a distinctive 

personality or image which manifestly differentiated themselves from one 

another. 
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Research Question 4 

Most major communications activities or tactics were not seen often on 

the selected HPs, except marketing public relations (MPR). Almost 80% of 

the HPs had some form of MPR, in contrast to advertising (25%), direct 

marketing (19.4) and sales promotion (16.3%, see Table 2). 

Research Question 5 

The majority (43.8%) of the measured HPs presented six to nine different 

categories of services (see Table 3). However, two kinds of information were 

not found on the HPs; namely, the latest renewal date and other countries' 

information. Only 33 HPs (20.6%) reported the last date of update (Table 2), 

with 1997 (78.8%) the most common, followed by 1996 (18.2%). The least 

supplied information was reports from other countries, which only 21 HPs 

supplied (13.1%, see Table 2). Of these HPs supplying such information, 

West Europe and Asia-Pacific were mentioned most often (75%), followed by 

North America (50%), East Europe (41.7%), and the Mid-East (16.7%). 

Corporate information and product/service information were offered most 

often, 93.1% and 86.3% respectively (Table 2). As mentioned, an information-

searching function was present (43.1%) as well as the corporate contact data 

(42.5%, see Table 2). 
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Research Question 6 

Marketing Public Relations was the most favorable strategy (79.4%) 

applied on the sampled HPs to maintain relationships with Internet 

adopters, followed by showing copyright year (71.9%). Among those who 

provided the e-mail option on their HPs, 56% of them responded to the test 

question sent through e-mail (Table 2). Although 71.9% of HPs showed the 

copyright year(s), only 1.3% of them showed their oldest copyright in 1994, 

3.1% in 1995 and 6.3% in 1996. Most HPs showed the most recent copyright 

either as 1996 (45%) or 1997 (50.8%, see Table 2). 

As to the responses, although more than 90% of the test messages sent 

elicited a response and provided some sort of identification, only about 30% of 

them offered contact data other than a return e-mail address (Table 2). Of 

those who responded, a large percentage (80%) included personal names in 

the returned letters, while another 20% indicated a title or a department 

(Table 4). Time spent for responses varied greatly (from one to 188 hours). 

Since it was not known when the sent message was received at the HP, 

measurement of the time taken to receive a response proved problematic. 

For example, a message may have been received at the HP on a Saturday and 

not have been responded to until Monday, some 48 hours later. This could be 

misleading as the response may have been sent an hour after the query was 

first viewed on Monday. Thus, the time to receive a response was dropped 

from the analysis. 
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Research Question 7 

Both foreign languages and other country information were rarely 

represented on the sampled HPs. Only three (1.9%, see Table 2) out of 160 

HPs offered different language formats, with Chinese and Russian being 

provided twice (66.7%), German, Spanish, Japanese, Korean, Vietnamese and 

Haitian once (33.3%), with no options for French and Italian. Again, 21 HPs 

(13.1%, see Table 2) offered more information on Western Europe and Asian-

Pacific areas than on North America and East Europe. 

A Brief Summarv 

RQl: Higher percentage in interactive functions but lower in dynamic functions. 

RQ2: Average to low percentage in featuring customized services. 

RQ3: Very low percentage in offering consistent/unique messages. 

RQ4: Greater percentage in MPR activities but much lower in advertising, direct 

marketing and sales promotion. 

RQ5: Greater percentage in offering product/service information but much 

lower in offering others. 

RQ6: Greater percentage in providing MPR activities and copyright year, about 

average in interacting with customers, and low in showing visitor hits. 

RQ7: Very low percentage in offering foreign language(s) and other country 

information. 

More explanation and discussion are needed and provided in the next 

chapter. 
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Table 2. Collected Data of Measured Fortune 500 Home Pages 

Quest ion Number: Items 

Q la : Brand or Logo Shown 
(Median: 1.0; Mode: 1.0) 

Q lb : How Many Times 

(Mean: 1.50; Median: 1.0; Mode: 1.0) 

Q 2a: Tagline/Themes shown 
(Median: 2.0; Mode: 2.0) 

Q 2b: Taglines Displayed 

(Median: 3.0; Mode: 2.0) 

Q 3: Renewal Date 
(Median: 2.0; Mode: 2.0) 

Q 4a: Graphics Other Than Logo 
(Median: 1.0; Mode: 1.0) 

Q 4b: Number of Graphics 

(Mean: 4.82; Median: 4.0; Mode: 1.0) 

Value 
Label 
1: Y (Yes) 
2: N (No) 
Once 
Twice 
Three X 
FourX 
FiveX 
Eight X 
Nine X -
None 
1:Y 
2 :N 
Lead* 
Speciality* 
Welcome* 
Adventure* 
Good Will* 
Other 
1:Y 
2 :N 
1:Y 
2 :N 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
16 
18 
21 
0 

Freq. 

154 
6 
117 
25 
4 
3 
1 
1 
3 
0 
51 
109 
9 
16 
7 
11 
7 
2 
33 
127 
146 
14 
45 
10 
7 
16 
9 
19 
11 
7 
6 
7 
2 
1 
2 
2 
1 
1 
1 
13 

Total 
Sample % 
96.3 
3.8 
73.1 
15.6 
2.5 
1.9 
.6 
.6 
1.9 
3.8 
31.9 
68.1 
5.6 
10.0 
4.4 
6.9 
4.4 
1.3 
20.6 
79.4 
91.3 
8.8 
28.1 
6.3 
4.4 
10.0 
5.6 
11.9 
6.9 
4.4 
3.8 
4.4 
1.3 
.6 
1.3 
1.3 
.6 
.6 
.6 
8.1 

Those w/ 
Element % 
96.3 
3.8 
76.0 
16.2 
2.6 
1.9 
.6 
.6 
1.9 
— 

— 

— 

17.3 
30.8 
13.5 
21.2 
13.5 
3.8 
— 

— 

— 

— 

30.6 
6.8 
4.8 
10.9 
6.1 
12.9 
7.5 
4.8 
4.1 
4.8 
1.4 
.7 
1.4 
1.4 
.7 
.7 
.7 
— 
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Table 2. Continued. 

Quest ion Number: I tems 

Q 5: Main Color Used 
(Median: 2.0; Mode: 2.0) 

Value 
Label 

Freq. Total Those w/ 
Sample % Element % 

1:Y 
2:N 

66 
94 

41.3 
58.8 

Q 6: Adv. Banner 
(Median: 2.0; Mode: 2.0) 

1:Y 
2:N 

40 
120 

25.0 
75.0 

Q 8a: Copyright Shown 
(Median: 1.0; Mode: 1.0) 

Q 8b: Oldest Copyright Shownf 

(Mean: 95.47; Median: 96; Mode: 96) 

Q 8c: Latest Copyright Shownf 

(Mean: 96.46; Median: 97; Mode: 97) 

Q 9: Number of Hits Reported 
(Median: 2.0; Mode: 2.0) 

Q 10: E-mail Option Shown 
(Median: 1.0; Mode: 1.0) 

Q 11: Personal Data Asked 
(Median: 2.0; Mode: 2.0) 

Q 12: Corp. Contact Data Shown 
(Median: 2.0; Mode: 2.0) 

Q 13: Sales Promotion 
(Median: 2.0; Mode: 2.0) 

Q 14: Corp. Info. 
(Median: 1.0; Mode: 1.0) 

Q 15: Prod./Svc. Info 
(Median: 1.0; Mode: 1.0) 

Q 16: Searching Function 
(Median: 2.0; Mode: 2.0) 

Q 17: Customized Prods./Svcs. 
(Median: 2.0; Mode: 2.0) 

1:Y 
2:N 
94 
95 
96 
95 
96 
97 
1:Y 
2:N 
1:Y 
2:N 
1:Y 
2:N 
1:Y 
2:N 
1:Y 
2:N 
1:Y 
2:N 
1:Y 
2:N 
1:Y 
2:N 
1:Y 
2:N 

115 
45 
2 
5 
10 
5 
53 
60 
4 
156 
116 
44 
31 
129 
68 
92 
26 
134 
149 
11 
138 
22 
69 
91 
45 
115 

71.9 
28.1 
1.3 
3.1 
6.3 
3.1 
33.1 
37.5 
2.5 
97.5 
72.5 
27.5 
19.4 
80.6 
42.5 
57.5 
16.3 
83.3 
93.1 
6.9 
86.3 
13.8 
43.1 
56.9 
28.1 
71.9 

— 

11.8 
29.4 
58.8 
4.2 
44.9 
50.8 
— 

— 

— 

— 

— 

— 

— 

— 

»«« 

Q 18: Marketing PR 
(Median: 1.0; Mode: 1.0) 

Q 19: Distinct Brand Personality 
(Median: 2.0; Mode: 2.0) 

Q 20a: Other Web Site Linked 
(Median: 2.0; Mode: 2.0) 

1:Y 
2:N 
1:Y 
2:N 
1:Y 
2:N 

127 
33 
20 
140 
65 
95 

79.4 
20.6 
12.5 
87.5 
40.6 
59.4 

~~" 

: : : 
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Table 2. Continued. 

Question Number: Items Value 
Label 

Q 20b: # of Other Sites Linked 

Freq. Total Those w/ 
Sample % Element % 

(Mean: 3.83; Median: 2.0; Mode: 1.0) 

1 
2 
3 
4 
5 
6 
7 
9 
11 
15 
20 
27 
0 

22 
14 
6 
6 
3 
2 
1 
1 
1 
1 
1 
1 
100 

13.8 
8.8 
3.8 
1.9 
1.3 
.6 
.6 
.6 
.6 
.6 
.6 
.6 
62.5 

36.7 
23.3 
10.0 
5.0 
3.3 
1.7 
1.7 
1.7 
1.7 
1.7 
1.7 
1.7 

Q 21a: Other Languages Offered 1: Y 
(Mode: 2.0) 2: N 

3 
157 

1.9 
98.1 

Q 22a: Other Country Info. 
(Median: 2.0; Mode: 2.0) 

1:Y 
2:N 

21 
139 

13.1 
86.9 

Q 40: Company Responded 

(Median: 1.0; Mode: 1.0) 

1: Y 65 40.6 
2: N 51 31.9 
0: Without 44 27.5 

E-mail 

56.0 
44.0 

Q 42a: Responders Identified! 
(Median: 1.0; Mode: 1.0) 

Q 43: Question Answeredf 
(Median: 1.0; Mode: 1.0) 

Contact Data Suppliedf 
(Median: 2.0; Mode: 2.0) 

1:Y 
2 :N 
1:Y 
2:N 
1:Y 
2:N 

59 
6 
60 
4 
20 
44 

36.9 
3.8 
37.5 
2.5 
12.5 
27.5 

90.8 
9.2 
93.8 
6.3 
31.3 
68.8 

* Lead= Showing lead status; Speciality= Promoting special features or services; Welcome= 
Showing warm welcome; Adventure= Implying potential adventure; Good will= Showing 
good will 

t The total percentage in such a category is less than 100% because missing subjects or 
features are excluded for the purpose of meaningful figures. 
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Table 3. Number of Different Service Categories 

Number of 
Services 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

22 

24 

36 

0 

Frequency 

4 

2 

3 

8 

10 

17 

22 

16 

15 

12 

8 

6 

8 

7 

2 

5 

3 

2 

2 

2 

1 

3 

1 

1 

Total 
Sample % 

2.5 

1.3 

1.9 

5.0 

6.3 

10.6 

13.8 

10.0 

9.4 

7.5 

5.0 

3.8 

5.0 

4.4 

1.3 

3.1 

1.9 

1.3 

1.3 

1.3 

.6 

1.9 

.6 

.6 

Those w/ 
Element % 

2.5 

1.3 

1.9 

5.0 

6.3 

10.7 

13.8 

10.1 

9.4 

7.5 

5.0 

3.8 

5.0 

4.4 

1.3 

3.1 

1.9 

1.3 

1.3 

1.3 

.6 

1.9 

.6 

.6 

Mean: 9.47; Median: 8.0; Mode: 7.0; Std Err: .41; Std Dev: 5.11 

46 



Table 4. Title of Responders/Departments 

Titles 

Webmaster 

Public Affair Dept. 

Internet Customer Relations 

Customer Service Info. Dept. 

Personal Name (P-N) 

P-N Webmaster 

P-N Shareholder Relations 

P-N Customer Service Dept. 

P-N Community Relations 

P-N Corp. Tech Center 

P-N Net/Interactive Media Specialist 

P-N PR Coordinator 

P-N PR Coordinator Corp. Relations 

P-N Editor Corp. Comm. 

P-N Manager Public Info. 

No E-mail, Response or Title 

Frequency 

8 

1 

1 

2 

25 

9 

1 

3 

1 

1 

5 

1 

1 

1 

1 

99 

Total 
Sample % 

5.0 

.6 

.6 

1.3 

15.6 

5.6 

.6 

1.9 

.6 

.6 

3.1 

.6 

.6 

.6 

.6 

61.9 

Those w/ 
Element % 

13.1 

1.6 

1.6 

3.3 

41.0 

14.8 

1.6 

4.9 

1.6 

1.6 

8.2 

1.6 

1.6 

1.6 

1.6 

— 
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CHAPTER V 

DISCUSSION AND IMPLICATIONS 

The purpose of this study is to provide some observations and analyses as 

a preliminary effort for entrepreneurs reconsidering using marketing 

communications strategies on a Home Page. For a clearer picture of the 

aggregate results, an ordinal 20-point interval scale was developed (Table 5). 

Ratings are graded from Very Poor (l%-20%). Poor (21%-40%), Average 

(41%-60%), Good (61%-80%) to Very Good (81%-100%) according to the 

majority of findings reported in the last chapter. A discussion of research 

findings based on the IMC core concept and some conclusions are as follows. 

Discussion and Conclusions 

RQl: Interactive and dynamic functions on the sampled Fortune 500 

home pages. The results shown in the Interactivity column seem to indicate 

a positive interaction between the Internet adopters and the sampled 

Fortune 500 Page holders. Most of the HPs (72.5%) had the "E-mail Us" 

option. More than one-half of corporations who received the test e-mailed 

question (56% out of 116 HPs) responded and almost of all of them indicated 

the answer (for example, the question on how a company was listed on the 

stock exchange elicited the response: "KMart is listed on the New York Stock 

Exchange under the symbol KM). Interestingly, during the response period 

measured, several auto-responding messages from the corporations were 
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received right after the question was sent, usually notifying the sender that 

the letter had been received. Due to the research purpose of measuring 

personal interaction, those auto-responses were ignored. About six e-mail 

letters were automatically returned because of local configuration error or 

unidentified path. This may suggest that a company should constantly check 

on its e-mail system. 

On the other hand, only about 1/3 of the responders gave additional 

contact data for further interaction. The overall HP design for interaction 

was about average or lower; only about 40% of the HPs provided a Unk, with 

a majority of 1 or 2 Unks, or a search function, with far fewer of them asking 

for personal data. Therefore, more related links and search functions on the 

HP may help attract target Net users, while a questionnaire asking for 

personal data may help build customer profiles. 

RQ2: Customized services on the sampled Fortune 500 home pages. The 

results about segmentation were less than positive, indicating that there is 

room for providing customized service on the HPs based on segmenting and 

positioning the target market. Customized service is apparently not a 

dominate function on the sampled Fortune 500 HPs, nor are the search 

functions (43.1%). This may also imply that most Fortune 500 companies are 

not sure who are, or should be, their target Internet users since most 

companies started building their HPs within the last two years (see question 

8, the copyright section, on Table 2). Such research is material to successful 

Internet marketing communications. 
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RQ3: Consistent and unique messages on the sampled Fortune 500 home 

pages. Although most Fortune 500 in this study put their logos and at least 

one graphic on the HP, most coders did not sense consistent messages or 

designs in most HPs. Only about 40% of the HPs adopted a main color(s) in 

their graphics. In addition, only about 30% integrated its taglines into the 

HP, which is strongly suggested by CKS/Interactive, who successfully ran an 

IMC program for Star Wars, Clinque, ADI Monitor and Time Warner 

Interactive (TWI) (Komenar, 1997). 

The major IMC concept, suggested by Duncan and Caywood (1996), is 

associated with a perceived strong corporate culture or image. They also 

maintain that "it is easier for an organization that has strong leadership and 

a unique corporate culture to use IMC..." (Duncan & Caywood, 1996, p. 21). 

Most Fortune 500 companies were distant from coders' daily experiences, 

which may in turn result in the lack of the context between the coders and 

the corporate personality. However, Fortune 500 companies should try to 

emphasize and manage their unique images on the HP consistently. 

RQ4: Various communication activities on the sampled Fortune 500 home 

pages. Most sampled Fortune 500 HPs did not integrate communications 

activities on the HP, such as advertising, direct marketing, public relations 

and sales promotion. This may be because most Internet users are upscale, 

professional, and well educated (Marlow, 1996), who are more independent 

and selective of marketing messages. Compared to the term hard-sale, most 

messages turned out to be soft-sale in nature on the HPs, which is often 
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applied by marketing public relations practitioners. Aikat (1995) found 

Public Relations as the number one (21.9%) information category in his study 

of 1,140 WWW sites, next to 20.7% advertising. It may lead to the 

consideration that the HP is a special medium, which is not, at least for now, 

a cure-all for all communication's vehicles. 

RQ5: Information and services on the sampled Fortune 500 home pages. 

Up to 44% of HPs provided six to nine service categories, which is considered 

to be above average because other media such as direct mail, advertising or 

even a brochure cannot convey as much information as the Web pages can. 

Usually, one service category may include an annual report with tens of full 

and colorful pages, let alone six categories. The finding may be because most 

adopters use it for information search and entertainment purposes (Kantor & 

Neubarth, 1996). Another reason may be the inexpensive nature of putting 

information on the Internet. 

The majority of information supplied was related to corporate, service or 

product information, followed by corporate contact data and by search 

functions. Date of HP renewal and other country information were the least 

represented. The insufficiency may be due to the execution of this study. 

Some corporate contact data and other country information may be found on 

the subpages, although it usually takes quite some time to access them (this 

was proven by the pre-test of this study). Apparently, the Fortune 500 HPs 

51 



contained much information but still can add upon other mentioned 

information sources rather than the corporations themselves. 

RQ6: Relationship marketing on the sampled Fortune 500 home pages. 

The significant results were the extent to which the question was answered 

by the Fortune 500 and the personal identification provided by the 

responders. Of 116 inquiries sent over half responded. Among those who 

responded, a great percentage (91%) of them provided at least a personal 

name or a position title and 94% of responders offered the answer (Table 2 

and 5), which is truly one-on-one marketing (also one of basic IMC 

philosophies). Personal or corporate contact information were not usual by 

represented in the returned e-mail. The Fortune 500 HPs are to some extent, 

a good extension toward its Net surfers through the Internet and is a good 

means of doing relationship marketing. 

Marketing Public Relations remained the popular way to promote 

relationships with the Internet users, while most HPs did not tell their 

viewers as to how many times the HP had been visited. On the other hand, a 

few HPs showed their oldest copyright, which demonstrated how long they 

have been dealing with the Internet users. It is expected one will see more 

public relations or soft-sale activities on the Fortune 500 HPs. 

RQ7: Globalization on the sampled Fortune 500 home pages. The most 

consistent results were in the multi-nationalization category. It is obvious 

that the sampled Fortune 500 do not provide globalized HPs on the Internet, 

although a survey shows that almost half of the Fortune 1000 corporations 
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already had some ethnic businesses in 1994 (Brill, 1994). As the importance 

of ethnic markets worldwide and the Internet increase, a more globahzed 

home page may be essential to secure ethnic customers. 

To sum up, seven major conclusions can be drawn from the sampled 

Fortune 500 Home Pages based on the IMC standpoints: 

1. The Home Pages featured a positive interactive function and were more 

likely to interact with their customers through e-mail, but their dynamic 

function was about average or lower. 

2. The Home Pages featured few customized services and search options for 

their Net users. 

3. The Home Pages did not possess a distinctive personality or image, nor 

organize and manage their messages on the HPs in a consistent manner. 

4. The Home Pages were a specialized medium, favoring Marketing Public 

Relations or soft-sale tactics. 

5. The Home Pages contained much information about their products and 

services but offered little other corporate information. 

6. The Home Pages demonstrated active interaction with Internet users, 

which is a good means of doing relationship marketing. 

7. The Home Pages rarely provided globalized information or services. 

Overall, only a few IMC core elements were executed on the sampled 

Fortune 500 Home Pages. The Home Pages provided positive interaction with 

customers, demonstrated a good means of doing relationship marketing and 
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offered enriched information. However, they did not do well in providing 

dynamic functions, customized services, a distinctive personahty or image 

and an appropriate combination of communication methods or activities. 

Also, the measured Fortune 500 Home Pages were not multi-nationahzed. 

Therefore, it is proposed that Fortune 500 companies need to establish a 

more elaborated Internet marketing communications strategy based on 

research findings. 

Recommendation of an Ideal IMC Home Page 

Based on this study and the literature review mentioned above, an ideal 

IMC Home Page should include several key elements: 

1. A questionnaire asking for personal data to build Net users' profiles. 

2. The "E-mail Us" option offered for direct response of any questions. 

3. Some relevant links, search functions and information to fit target Net 

users' needs and wants. 

4. Customized services for niche Net users. 

5. A consistent and integrated corporate or product/service image, 

stemming from all visual and audio messages. 

6. A unique personality or position differentiating itself from competitors. 

7. Some different communication activities such as advertising, public 

relations, direct marketing and sales promotion. 

8. Renewal date, visitor hits and first copyright year to show the 
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interactivity and years of experience dealing with Internet users. 

9. Corporate and personal contact data provided both in the Home Page 

and responded e-mail letters. 

10. Some marketing public relations or soft-sale activities to build long-

term relationships with Net customers. 

11. Foreign languages and overseas information to fit a majority of target 

Net users. 

Limitations of the Studv 

There are some limitations in this study. First, this study is limited 

simply to the Home Page or the first page, which also hmits the observations 

and understanding for the rest of the pages. In addition, some corporations 

created a pre-homepage in which only a simple message or graphic is 

presented. A typical example is Coca-Cola Home Page (www.cocacola.com). 

Secondly, there are no relevant research findings applied as a benchmark 

for comparison. Most similar research either looked at all Pages in a very 

different sampling frame or focusing on a specific topic on a few particular 

home pages. 

Moreover, the simple yes/no questions in this study may be another 

problem; it could not precisely represent some perceptions in answering 

particular kinds of questions. For example, it is not possible to pinpoint how 

well a Home Page possess a distinctive brand personality from this study. 
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Finally, the results of this study can only be extrapolated to sampled 

American Fortune 500 Home Pages from March 5 through 16, 1997. 

Further Areas of Research 

There are plenty of areas for future study in this research field. It may be 

interesting and valuable to investigate five research areas: 

1. Study the whole pages according to core elements of IMC in a smaller 

sample size. 

2. Appoint experienced Internet adopters corresponding to the 

demographics of the Internet user and measure their attitudes or perceptions 

about IMC core elements on the Home Page by using a more sophisticated 

scale. 

3. Compare future Fortune 500 Home Pages with this study in order to 

find some differences or similarities among them over time. 

4. Compare other conglomerate's home pages in other countries with this 

study to investigate different content. 

5. Measure what elements of HP influence Net surfers' awareness level, 

attitude change or behavior change. 
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Table 5. Rating of the Study Results 

Research Questions 

Interactivity 

Segmentation 

Consistency 

Comm. Activities 

Enriched Info. 

Relationship Marketing 

Globalization 

Examining Items 

Question Answered 

"E-mail Us" Options 

Responses, Searching Functions, Links 

Given Contact Data, 

Visitor Hits, Personal Data Asked 

Search Functions 

Customized Services 

Logos, Graphics 

Dominated Color(s) 

Taglines 

Distinctive Brand Personality 

MPR 

Advertising 

Direct Marketing, Sales Promotion 

Corp. Info., Service/Product Info. 

Corp. Contact Data, Search Functions 

Renewal Date 

Other Country Info. 

Answered Questions, Identification 

MPR, Copyright 

Responds 

Given Contact Data 

Visitor Hits 

Other Languages, Other Country Area 

Rating 

Very Good 

Good 

Average 

Poor 

Very Poor 

Average 

Poor 

Very Good 

Average 

Poor 

Very Poor 

Good 

Poor 

Very Poor 

Very Good 

Average 

Poor 

Very Poor 

Very Good 

Good 

Average 

Poor 

Very Poor 

Very Poor 
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Table 6. A List of Measured Fortune 500 Home Pages 

No. 

1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
39. 

Company Name 

Exxon Corp. 
General Electric Co. 
Sears, Roebuck and Co. 
State Farm Group 
Kmart Corp. 
Chevron Corp. 
Amoco Crop. 
ConAgra Inc. 
Metropolitan Life Insuracnce Co. 
Dayton Hudson Corp. 
The Dow Chemical Co. 
Fannie Mae Corp. 
American Stores Co. 
Aetna Inc. 
USX-Marathon Group 
The Coca-Cola Co. 
Fleming Inc. 
American Express Co. 
RJR Nabisco Holdings Corp. 
International Paper Co. 
Bell Atlantic Corp. 
MCI Communication Corp. 
McDonnell Douglas Corp. 
AlliedSignal Inc. 
Sprint Corp. 
Mckesson Corp. 
The Goodyear Tire & Rubber Co. 
New York Life Insurance Co. 
J .P. Morgan & Co. Inc. 
Intel 
Rockwell International Corp. 
Nationwide Ins. Enterprise 
Compaq Computer 
Weyerhaeuser Co. 
Great Atlantic & Pacific Tea Inc. 
Walt Disney 
Textron 
Northwestern Mutual Life Ins. 
Occidental Petroleum Corp. 

Web Site Address 

www.exxon.com 
www.ge.com 
www.sears.com 
www.statefarm.com 
www.kmart.com 
www.chevron.com 
www. amoco. com 
www.omaha.org/con_j)r.htm 
www.metlife.com 
www.shop-at.com 
www.dow.com 
www.fanniemae.com 
www.sav-ondrogs.com/a/a.htm 
www.aetna.com 
www.marathon.com 
www.cocacola.com 
www.fleming.com 
www.americanexpress.com 
www.triadonline.com/rjrt 
www.ipaper.com 
www.bel-atl.com 
www.mci.com 
www.mdc.com 
www.alliedsignal.com 
www.sprint.com 
www.mckesson.com 
www.goodyear.com 
www.newyorkhfe.com 
www.jpmorgan.com 
www.intel.com 
www.rockwell.com 
www.nationwide.com 
www.compaq.com 
www.weyerhaeuser.com 
www.aptea.com 
www.disney.com 
www.textron.com 
www. northwesternmutual. com 
www.oxychem.com 
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Table 6. Continued. 

No. Company Name Web Site Address 

40. Walgreen Co. 
41. Apple Computer 
42. TRW Inc. 
43. Enron Corp. 
44. Emerson Electric Co. 
45. Federal Express 
46. Marriott International 
47. Federated Department Stores 
48. Pfizer Inc. 
49. Whirlpool Corp. 
50. Banc One Corp. 
51. Viacom Inc. 
52. Bergen Brunswing Corp. 
53. Time Warner Inc. 
54. Unocal Corp. 
55. EliLilly and Co. 
56. Federal Home Loan Morgage 
57. Northrop Grumman Corp. 
58. Farmland Industries, Inc. 
59. The Eqitable Companies Inc. 
60. W. R. Grace & Co. 

61. PPG Industries, Inc. 
62. Cooper Industries, Inc. 
63. The Guardian Life Ins. Co. 
64. Lowe's Companies, Inc. 
65. Honeywell Inc. 
66. Reynolds Metals Co. 
67. Quaker Oats 
68. Stone Container 
69. Chubb 
70. Texas Utilities 
71. James River Corp. 
72. Transamerica 
73. Dresser Industries 
74. Continental 
75. Tyson Foods 
76. Burlington Northern 
77. Wells Fargo & Co. 

www.walgreens.com 
www.apple.com 
www.trw.com 
www.enron.com 
wwl.ept.net/webpages/ept/eeo.html 
www.fedex.com 
www.marriott.com 
www.federated-fds.com 
www.pfizer.com 
www.whirlpool.com 
www.backone.com 
www.viacom.com 
www.bergenbrunswing.com 
www.pathfinder.com/corp 
www.unocal.com 
www.lilly.com 
www.freddiemac.com 
www.northgrum.com 
www.farmland.com 
www.equitable.com 
www. grace -construction-products. co. 
uk/wr grace. htm 
www.ppg.com 
www.cooperindustries.com 
www.theguardian.com 
www.lowes.com 
www.honejrwell.com 
www.rmc.com 
www. quake roats. com 
streetlink.com/sto 
www.chubb.com 
www.tu.com 
www.jamesriyercorp.com 
www.transamerica.com 
www.dresser.com 
www.flycontinental.com 
www.tyson.com. 
www.bnsf.com 
www.wellsfargo.com 
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Table 6. Continued. 

No. Company Name 

78. Dun & Bradstreet 
79. Genuine Parts 
80. Corning 
81. St. Paul Companies 
82. PNC Bank Corp. 
83. Arrow Electron 
84. Norfolk Southern Corp. 
85. Eckerd 
86. IngersoU-Rand Co. 
87. Inland Steel Industries 
88. Masco Co. 
89. Fleet Financial Group 
90. Avon Products 
91. Manpower 
92. Aon Corp. 
93. Boise Cascade 
94. Service Merchandise 
95. AMP 
96. Mutual of Omaha Insurance 
97. Mellon Bank Corp. 
98. Times Mirror Co. 
99. Dole Food 
100. Pitney Bowes 
101. United HealthCare Corp. 
102. CBS 
103. Humana 
104. Northeast Utilities 
105. Central and Smith West 
106. Giant Food 
107. SAFECO 
108. Flagstar 
109. Pacifi Corp. 
110. Dell Computer 
111. Premark International 
112. Trans World Airlines 

113. H. F. Ahmanson 
114. Thrifty Payless Holdings, Inc. 
115. Harris 

Web Site Address 

www.dnbcorp.com 
www.genpt.com/index.htm 
www.corning.com 
www.stpaul.com 
www.pncbank.com 
www. arrow. com 
www.nscorp.com 
www.eckerd.com 
www.ingersoll-rand.com 
www.inland.com 
www.masco.com 
www.fleet.com 
www.avon.com/avon.html 
www.manpower.com 
www.aon.com 
www.bc.com 
www.servicemerchandise.com 
www.amp.com 
www.omaha.org/mut_pr.htm 
www.mellon.com 
www.latimes.com 
www.dole5days.com 
www.pitneybowes.com 
www.uhc.com 
www.cbs.com 
www.humana.com/home.html 
www.nu.com 
www.csw.com 
www.cfonews.com/gfs 
www.safeco.com/index.html 
www.hispanic.org/flaghm.htm 
www.pacificorp.com/index.html 
www.dell.com 
www.premarkintl.com 
www.twa.com/twa/airlines/home/ 
home.htm 
www.homesavings.com 
www.payless.com/riteaid/index.htm 
www.harris.com 

68 

http://www.dnbcorp.com
http://www.genpt.com/index.htm
http://www.corning.com
http://www.stpaul.com
http://www.pncbank.com
http://www.nscorp.com
http://www.eckerd.com
http://www.ingersoll-rand.com
http://www.inland.com
http://www.masco.com
http://www.fleet.com
http://www.avon.com/avon.html
http://www.manpower.com
http://www.aon.com
http://www.bc.com
http://www.servicemerchandise.com
http://www.amp.com
http://www.omaha.org/mut_pr.htm
http://www.mellon.com
http://www.latimes.com
http://www.dole5days.com
http://www.pitneybowes.com
http://www.uhc.com
http://www.cbs.com
http://www.humana.com/home.html
http://www.nu.com
http://www.csw.com
http://www.cfonews.com/gfs
http://www.safeco.com/index.html
http://www.hispanic.org/flaghm.htm
http://www.pacificorp.com/index.html
http://www.dell.com
http://www.premarkintl.com
http://www.twa.com/twa/airlines/home/
http://www.homesavings.com
http://www.payless.com/riteaid/index.htm
http://www.harris.com


Table 6. Continued. 

No. Company Name Web Site Address 

116. Allmerica Financial 
117. Jefferson Smurfit 
118. Mattel 
119. Fred Meyer 
120. Barnett Banks 
121 M A P C O I n c 
122. Reliance Group Holdings 
123. W. W. Grainger Inc. 
124. Best Buy 
125. ServiceMaster 
126. Smith's Food & Drug Centers 
127. Wachovia Corp. 
128. ALLTEL Corp. 
129. CINergy 
130. PacifiCare Health Systems 
131. Avery Dennison 
132. Columbia Gas System 
133. Mercantile Stores Co., Inc. 
134. NorAm Energy Corp. 
135. Shaw Industries, Inc. 
136. Baltimore Gas 
137. McGraw-Hill Companies, Inc. 
138. Aid Association for Lutherans 
139. GEICO Corp. 
140. Pacific Enterprises 
141. Hasbro, Inc. 
142. Knight-Ridder, Inc. 
143. Ultramar Diamond Shamrock 
144. Ball Corp. 
145 Computer Sciences Corp. 
146. Cotter & Company 
147. Republic New York Corp. 
148. Comerica Inc. 
149. The Stanley Works 
150. CoreStates Fiancial Corp. 
151. Northern States Power Comany 
152. Automatic Data Processings, Inc. 
153. Allegheny Power System, Inc. 
154. York International Corp. 

www. allmerica .com 
www.smurfit.ie/welcome.htm 
www.hotwheels.com 
www.fredmeyer.com 
www.barnett.com 
www.mapcoinc.com 
rgh.com 
www.grainger.com 
www.bestbuy.com 
www.sym.com 
www. smithsfoodanddrug. com 
www.wachovia.com 
www.alltel.com 
www.cinergy.com 
www.phs.com/index.htm 
www.averydennison.com 
www.columbiaenergy.com 
www. mercstores .com/welcome .html 
www. noram .com 
www.shawinds.com 
www.bge.com 
www.mcgraw-hill.com 
www.aal.org 
www.geico.com 
www.pacent.com 
www.hasbro.com 
www.kri.com 
www.diasham.com 
www.ball.com 
www .CSCcom/index.html 
www.trueyalue.com 
www.rnb.com 
www.comerica.com 
www. st anleyworks .com 
www.corestates.com 
www.nspco.com 
www.adp.com 
www.alleghenypower.com 
www.york.com 
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Table 6. Continued. 

No. Company Name Web Site Address 

155. The Progressive Corp. 
156. Engelhard Corp. 
157. Ohio Edison Company, Inc. 
158. Graybar Electric Company, Inc. 
159 The New York Times Co. 
160. Polaroid Corp. 

www. auto- insurance. com 
www.engelhard.com 
www.ohioedison.com 
www.graybar.com 
www.nytimes.com 
www.polaroid.com 
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A CONTENT ANALYSIS OF FORTUNE 500 HOME PAGES 

INSTRUCTION: In Part A, please look through assigned home pages and place an "X", numbers 
or descriptive words in an appropriate blank according to what you see on the home pages. If the 
answer is not available, please put N/A. Also note that a coder's manual is provided for helping 
understand this study and clarify some specific terms. In Part B, please send the suppUed 
message to the web page using the following address: zlpl9@ttacs.ttu.edu. If you have any 
doubt about the coding items, please call me at 765-5685 anytime. Thank you for your precious 
work. 

PART A: 

1. Is there a brand logo/mark shown on the Home Page (HP)? Yes No_ 
If yes, how many times are these logos/marks shown? 

2. Is a tagline/theme associated with the brand logo/mark on the HP? Yes No_ 
If it is the case, please indicate which: 

3. Is the last date of update reported? Yes No 
If yes, please indicate the exact date. ,199 

4. Does this HP feature any graphics except the brand logo? Yes No 
If yes, how many different sets of graphics are shown? 

5. Can you find a main color(s) used on the HP's graphics? Yes No_ 

6. Is there an advertising banner on the HP? Yes No_ 

7. How many categories of different services are on the HP? 

8. Is the year(s) of the copyright shown on the HP? Yes No 
If yes, please indicate the year(s). 199 

9. Is the accumulated hit number reported? Yes No 
If yes, please indicate the numbers. 

10. Does this HP provide an option allowing you to send messages to 

the company? (If yes, please send the supplied message as said). Yes No_ 

11. Does this HP ask for any personal data or opinions! Yes No_ 

12. Does this HP show any corporate phone number or address? Yes No_ 

13. Is there a sales promotion message displayed on the HP? Yes No 
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14. Does the HP offer an option to get any corporate information? Yes No_ 

15. Does the HP offer an option to get any product/service info.? Yes No_ 

16. Is there any searching function available on the HP? Yes No_ 

17. Does the HP offer an option for customized products/services? Yes No_ 

18. Is there an option of marketing public relations on the HP? Yes No_ 

19. Is there a distinctive brand personality presented on the HP? Yes No_ 

20. Are there other different Web sites linked to this HP? Yes No_ 
If yes, how many different Web sites are provided? 

21. Are there languages other than English available from this HP? Yes No_ 
If yes, please indicate which: 

22. Does this HP provide any information about other countries? Yes No 
If yes, please indicate which: 

PART B: Please e-mail a simple question to the page holder, using a format as follows: 

TIME SENT: 
To whom it may concern: 

How^ is your company listed on the stock exchange? 
I am looking forward to hearing from you. 

Sincerely, 
Arthur 

DO NOT ANSWER THE FOLLOWING QUESTIONS!! 

40. Did the company respond to the e-mail question? Yes No_ 
If NO, please STOP here. If YES, please continue. 

41. When was the response sent? 

42. Can the person or department who responded be identified? Yes No. 
If yes, who answered the question? 
(Please indicate position title of the replying person if it shows) 

43. Was the question answered? Yes No_ 

73 



APPENDIX C: EXAMPLE OF CODER'S MANUAL 

74 



CODER'S MANUAL 

Research Overview 

This exploratory research is designed to find out some elements, services or ideas 

which may be crucial to effective marketing communications on the home page. 

Research Procedures and Instructions 

Every coder will receive standard coding sheets and a coder's manual for 22 

assigned home pages. It usually takes up to 20 minutes for each Home Page. 

For facilitating the coding process and better results, the pilot study has suggested 6 

tips: (1) a thorough discussion with the researcher before coding; (2) a quick review of 

all questions for the first coding; (3) using at least Netscape 2.0 and 28.8 modem; (4) a 

slower transmission speed may be found after 5 p.m.; (5) clicking subpages sparingly, 

only for making sure; (6) referring to the coder's manual during your coding, especially 

the 4 illustrations. Also, please write down the coding date and the exact time you send 

the message to the page holder. 

Following contents two parts, text-oriented definitions and 4 illustrations. 

Definitions of the bold-italic terms 

A tagline/theme* 

It refers to a slogan exclusively representative to a brand name. Two typical 

examples are Pepsi's "The Generation Next" and Nike's "Just Do It." 

A Different Set of Graphics* 

It is defined as an independent graphic (except the logo), which is surely separated 

with other graphics either using frame lines or not. 

An Advertising Barmer* 
Either the corporation's "soft-sale" or "hard-sale" advertising banner applies. 

Categories of Different Services 

These categories usually show at the bottom of the HP. Please exclude "Go Back to 

the Home Page" when you count the numbers of these services. 

An Accumulated Hit Number 
This numbers shows how many visitors have been to the Home Page. 

* Please refer to the illustrations for an example. 
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Personal Data/Opinion* 
A questionnaire is one of the methods used to ask your age, address, attitude, etc. 

Any Phone number or Address* 
It includes any corporation's phone/FAX numbers and geographical/e-mail 

addresses. 

A Sales Promotion Message* 

A promotion message is usually shown in some ways such as samples, coupons, 

cash refimd offers, price packs, premiums, prizes, warranties, and free trials. 

Corporate Information* 
It includes a corporation's history, mission, size, financial information, industry 

category 

Product/Service Information* 
It includes information of distribution, location, packaging, design, and marketing. 

The Customized Product/Service* 
It refers to a mass basis individually designed product/service aimed to meet 

different customer's requirements. 

Searching Function* 
It includes any options of searching engines and search/help indexes. 

Marketing Public Relations (MPR)* 

To both promote a product's/service's public publicity and sales or uses, MPR 

activities include publications, special events, press releases and public issues or 

services. 

The Distinctive Brand personality 

It refers to a particular knowledge or particular image of making a product or 

providing a service, which differentiates itself from others through physical or service 

design and a set of names, logos, symbols, atmospheres and events. The question really 

is, "Can you recognize this home page without looking its brand name/logo?" 
Different Web Sites 

Other Web sites may be linked to the corporation's sponsors or any other 
companies' home pages including such browser providers as Netscape and Explorer. 

Any Information about Other Countries* 
It includes the corporation's global Web sites or information about its subsidiaries in 

other countries. 

* Please refer to the illustrations for an example. 
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APPENDIX D: EXAMPLE OF VISITOR HIT NUMBER 
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!̂:f:̂ % 

--- VisTtor Hit U\in\\)ef 

As you cruise through our home page, take a quick pit stop to let us know 
you've visited! 
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