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ABSTRACT

The growth of the Internet has spawned various differing “new economy” organisations and business models. A major benefactor of the Internet Internet Advertising Organisations (IAOs). The IAOs operate within a business model that specialises in using the Internet as a medium. The Traditional Advertising Corporations (TACs) specialise in the use of the “old media”(television, radio and print). In general, the TACs approach the use of the Internet (as a media segment) by implementing the same methods that are used for the “ old media”.

 Internet or On-line advertising incorporates differing advertising formats (referred to as ad formats). In general, the IAOs have concentrated on delivering one specific ad format.

 The most popular ad format that is used, is the banner. In turn, several organisations have evolved that have produced technologies to “serve’ banner advertisements. Although they are basically advertising organisations, they operate quite differently to the TACs.

The Internet advertising industry has grown significantly in a short period of time (proposed$6,000M for the year 2000). The TACs, have in general, been cumbersome to derive the benefits or capture additional revenue streams that can be generated via implementing Internet Advertising services.

 The problem being that, in the main, TACs view Internet media as being no different has been the growth of various than the traditional print, radio, and television media. In fact there is a significant difference, and this being the point, has led to the growth of the IAOs.        
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1. INTRODUCTION

From the general definition of advertising, which is based upon Kotler’s advertising model, it will be shown that the Internet should be viewed as an additional media type through which advertisers can communicate. Communications through media is at “the heart” of advertising due to the fact that this is the manner in which the advertising message is delivered.

Although the Internet should be viewed as media through which to communicate, due to the manner in which the Internet operates, it will be shown that the Internet is quite different from the traditional media of radio, television and print. In essence, Internet advertising can be viewed as “narrowcasting”, whereas traditional advertising media uses broadcasting. Subsequently, Internet advertising is termed as using a one-to one advertising method and traditional advertising can be viewed as a one-to many method.

In turn, two examples will be presented highlighting how the Internet will be used as an advertising tool for two large “ bricks and mortar” organisations. The organisations are General Motors and Volvo.The Internet advertising campaigns for these two organisations will strengthen the argument regarding the differences between traditional and Internet advertising.     

The paper will then give a brief synopsis of the American Internet advertising industry, as well as describing the ad format structure of that industry. Figures are sourced from Price Waterhouse Coopers and the International Advertising Bureau.   

Due to the size of the Internet advertising industry and the dominance of banner advertising within the industry, coupled with the manner in which the Internet can be used as a medium, the paper will then analyse certain banner serving IAOs. In particular, focussing on Engage Media, Double-click, Real Media and 24/7. Sources used come from analysing information from the NASDAQ, as well as having conducted several interviews with some of the executives of these organisations.

This paper will then show that the banner serving IAOs are in the process of moving fluidly, in tandem, with the Internet by changing their ad format mix. 

A comparison is then carried between selected TACs and the IAOs, in particular focussing on what the selected TACs view as the crucial elements of the Internet advertising industry. In particular, reporting on what these TACs have done to establish Internet advertising divisions to tackle the growth of the IAOs.The TACs that will be examined are The Cordiant Communications Group, BBDO Worldwide, J.Walter Thompson and the Publigroupe Group (All International advertising/communications organisations). This will then further reinforce the argument that there is a difference between Traditional and Internet advertising, and in particular that the TACs still view the Internet medium in a traditional media context.

 Throughout the paper, additional questions are raised proposing answers via further research.

2. Research Status and Methodology

The material for the paper was obtained from a focussed literature review, interviews with industry participants, analysis of case study organisations’ Web-sites, and Internet advertising industry publications.

It was prevalent that academic research into this particular area is somewhat limited, and in turn this has led to the writer concentrating on obtaining information from industry specific, practitioner oriented journals.

The author of this paper intends to carry out further research into the differing segments of the Internet advertising industry.

3. Aim of Paper

The aim of the paper is to propose that there is a difference between Internet and traditional advertising.

The paper will do this by, firstly, demonstrating that the Internet should be viewed as another or new media segment and subsequently be included in the overall advertising media mix accompanying print, radio and television. 

Secondly, highlighting, that due to the manner in which the Internet operates, this leads it to be completely different from other media that is used in the traditional advertising media mix. 

Thirdly, that due to this difference, this has produced an advertising industry segment that has enjoyed phenomenal growth and which is completely independent of traditional advertising. 

Fourthly, to explain that the TACs, in general, view Internet advertising in a traditional advertising context, and subsequently have not fully understood how the new media operates or understand how to extract the benefits from the Internet as a medium.

The Inclusion of Internet Media

Definition and The Processes of Advertising

Advertising is the ability to disseminate messages, via media, so as to instigate, ultimately and eventually, a buyer –seller transaction. Kotler states that,

” Advertising is one of the most common tools companies use to direct persuasive communications to target buyers and publics. Advertising is any paid form of nonpersonal presentation and promotion of ideas, goods or services by an identified sponsor.”

(Source: Kotler, 1997, pp637)

The objectives or goals of advertising are to inform, to persuade, and to remind consumers of particular products and services that will lead ultimately to a buyer-seller transaction. To achieve the objectives, advertisers have to choose the advertising message that will be distributed to the buying domain. Once the message has been decided, advertisers then have to choose the media type (television, radio, print or billboards) in which that message will be distributed.

Once the media type or, mix of media types is chosen, then the advertisers will have to choose the specific media vehicle or ad format. For example a specific media vehicle could be placing the ads during a specific radio or television show or a specific page in a magazine. Once the advertising programme has been run then there is a period whereby an advertiser evaluates the advertising effectiveness of the particular media used so as to ascertain the Return-On-Investment (ROI). The process of advertising is best illustrated via Figure 1 (Kotler, 1997).







                                                                 Figure 1: Kotler, 1997.

Media is crucial to the implementation of advertising."Media" is a term for anything that communicates. On analysing the Kotler Model, media consists of the print media (newspapers, magazines, direct mail), broadcast media (radio, television), display media (billboards, signs, posters), and electronic media (CD-ROMs, videotape, audiotape).

 Now there is a fifth media segment- another segment that is used for communication- the Internet or Internet media.

Figure 1 best describes the advertising process that was used prior to the advent of the Internet. Kotler’s model can be viewed as a Traditional Advertising Model (TAM) or simply termed as, Traditional Advertising. The TAM can also be viewed as what is also happening in the advertising industry today. In particular the processes that are still being employed by the Traditional Advertising Corporations (TACs) when instigating a campaign, that is, the non-inclusion of Internet Media as part of the advertising mix. Or when included, a non-understanding on how to maximise the benefits of the Internet as a medium. Subsequently, it will be shown that the TACs lack of understanding of the uses of the Internet as a communication and advertising channel has given rise to the newer Internet Advertising Corporations (IACs). 

Internet Media and Internet Advertising

The Internet, as it is known today, has five identities. It is a network, a market, a transaction platform, an application development platform, and a medium. Mougayar states,

“Each identity must be taken advantage of by applying a different strategy.”    

(Source: Mougayar, 1998, pp83)

The Internet is an all-encompassing, fully converged communication channel. Converged, as it can be used to communicate voice, video and data simultaneously, or separately. Watson states (2000, pp2), 

“The Internet is an all-purpose communication medium for interacting with a wide variety of stakeholders”.
(Source: Watson, 2000, pp2)

 Currently we have terms such as television advertising, radio advertising or even magazine advertising, describing the advertising methods aligned to a particular media. In turn, it would be appropriate to state that the methods implemented for advertising on the Internet be termed under a general category of Internet Advertising. 

Hyland states (2000, pp. 2),

“Internet advertising began in 1994, when the first banner ads were sold and the first commercially available Web browser, Netscape Navigator 1.0 was released”. 

(Source: Hyland, 2000,pp2)

Approximately 70 years ago radio was considered “new media”, 40 years ago television was considered  “new media”, and now the Internet is viewed as “new media”.
4. TRADITIONAL AND INTERNET ADVERTISING

Traditional and Internet advertising have the same aim. That aim being to spread the message of the advertiser’s product or service so as to put into action a buyer-seller transaction. Although the aim might be the same, there are significant operational differences.

Firstly, a significant point of differentiation is due to the different types of media that is used. Traditional advertising is based on using media which is centered on a “scatter gun” approach, targeting an audience which exists within a mass audience. Using the Internet as a medium, on the other hand, although having a mass audience, it can have an advertising message customised on an individual basis.   

In turn, it can be stated that traditional advertising is based on a broadcast communications model targeting customers on a one to many model. Examples of broadcast communications are radio, television and direct marketing. Online or Internet advertising uses narrowcast communications on a one to one model. Examples of narrowcast communications are “opt-in” email, insitials and pop-ups  (Komenar, 1997).

Implementing traditional advertising strategies, meant advertisers used “the mass marketing approach”, which enabled advertisers to extend their repetitive message reach to the greatest possible number of people via a limited number of conduits. Those conduits being television, radio, print, and billboards.

The term advertising, in the traditional sense, has always been applied in the mass communication context so that it can easily be distinguished from personal selling and individual sales promotion. However, due to the diffusion and development of technology, the Internet has transformed the mass communication message into a personalised form (Pavlou, Stewart, 2000).

 Secondly, Internet advertising can entice customers to participate instantaneously with an advertisement. Whereas with traditional advertising, consumers are, in a general sense, passive spectators who may wish to participate at a later date. 

 Consumers, via online advertising, can click on an advertisement to, purchase, find more information on, or enquire about any good and service that is being advertised. Subsequently, an instantaneous relationship can be established between the advertisers and the consumers. To take the point further, once an advertiser has received a response from a consumer, future ads can be tailored or customised to the consumer’s needs.

Implementing an Internet or Online advertising strategy enables the advertiser to customise an effective one-to-one strategy via the leveraging of technology. This one-to-one strategy is brought about by creating individualised response advertisements based on a consumer’s direct and immediate feedback (Komenar, 1997).

Quoting Steve Keenan, Vice-President of marketing and Operations at America On-Line (AOL)

 “We don’t look at Internet Advertising as just brand building or direct marketing. You can have branding like TV, radio, and print. You can also get vast amounts of information to people like print or direct marketing. And you can also make a transaction happen; its just like going to a store or calling an 800 telephone number.”

(Source: Zeff & Aranson, 1999 pp12).

 Zeff and Aranson state that,

 “For, AOL Internet advertising is the convergence of branding, information dissemination, and sales transaction all in one place”.

 (Source : Zeff & Aranson, 1999 pp12).

In its simplest form, Internet advertising sets out to communicate a message that can be instantaneously responded to by the audience or the person that is targeted. Once there is a response, the advertiser archives the action and the customer can be further categorised via a process called profiling, which can lead to customisation of future advertising messages.

Current Internet advertising campaigns, highlighting customer interaction via a one to one narrowcast process, have been implemented by both Volvo and General Motors in the United States. Volvo and General Motors, which are traditional “bricks and mortar” businesses, and large users of traditional advertising methods, have recently decided to implement substantial and creative Internet advertising campaigns.

Volvo made the decision to use Internet advertising to launch their new model S60, in the United States.The launch is planned for April 2001. There will be no traditional advertising for this vehicle release. This model will be launched purely online, which will take the form of banner ad placements with editorial tie-ups. The aim is to drive customers to dealerships, as well as creating a database of current, new and potential Volvo customers. It will not only lead to identifying the customers, but also to keep them informed on Volvo product. The campaign is aimed at obtaining the customers’ details and to tailor future campaigns on an individual basis (Reid, 2000).

General Motors (GM) are using Internet advertising to pre-launch its Cadillac Escalade 2002 model in November 2000. The aim here is to build a potential customer database that will be up-dated with information on the new model release. The method that will be used in this promotion is streaming video banner ads. As in the case of Volvo, GM’s objective is to create a database that will be used to develop further individualised Internet advertising campaigns( Halliday, 2000).   

The essence, or crux of Volvo’s and GM’s Internet advertising campaigns is the development of customer databases. That is, the obtaining of information on current, prospective and new customers. With Internet advertising once a person “clicks”- if the individual is interested-customer information can be obtained by the advertiser. 

Internet advertising is not just banner serving and button placement. It can involve the development of sponsorships, creation of insitertials, placement of classifieds, e-mail marketing, the diffusion of Simple Message Services (SMS) via the Web, and Wireless Application Protocol (WAP). 

All of the above can lead to a higher level of interaction and improved access with the customer, coupled with the possibility of immediate transactions and messages that are individually addressable (Gartner Group, 1999). 

Traditional Corporations, Businesses and Governments are not just using Internet advertising purely for advertising their products & services. Nor do “dot coms” use Internet advertising purely as a revenue generator, by selling advertising space on their websites. Internet advertising can also be used as a means to orchestrate a strategy to deliver to advertisers instantaneous transactions with a buyer, a public relations message, or advise consumers of valuable information, all on a one-to-one basis.

To take a case in point, The Ford Motor Company launched a banner advertising campaign, in August 2000, following recalls due to faulty products. Clicking on the banner enables the customer to find more information on the recalls (Jacobus, 2000). 

Internet advertising techniques have been generated via niche organisations that have concentrated their expertise in one or two defined areas of the Internet ad format mix.

 In the main these Internet Advertising Organisations (IAOs) have “bitten” into the revenue of the Traditional Advertising Companies (TACs), by offering services the TACs have no expertise in (Zeff, Aronson, 1999).

5. THE INTERNET ADVERTISING INDUSTRY

Internet or on-line advertising is a new phenomenon, spawned as a specific industry segment in 1995. Figure 2 shows spending on Internet advertising has grown from US$268M in 1996 to US$4544M in 1999. The Internet Advertising Beareu (IAB) estimates that the 2000 Year-to date online advertising revenues will total US$6,100M(IAB, 2000). 

	                                          Online Ad Spending by Quarter 

                                                        (US$ millions)

      

	Year
	1st
Quarter
	2nd
Quarter
	3rd
Quarter
	4th
Quarter
	Total
	% Change

on previous year

	2000
	1,953
	2,100
	1,986
	N/A
	Incomplete
	N/A

	1999
	693
	934
	1,217
	1,700
	4,544
	136%

	1998
	351
	423
	491
	656
	1,921
	112%

	1997
	129
	214
	227
	336
	906
	238%

	1996
	30
	52
	76
	110
	268
	N/A

	
	
	
	
	
	
	


Figure 2: Source IAB/Price Waterhouse Coopers, December 2000.

In essence, the statistics that are outlined in Figure 2 might indicate that Internet advertising could be attracting a larger portion of the advertiser’s ad budget.

Price Waterhouse Coopers (2000) have stated that they foresee the Internet advertising component becoming the dominant figure of the total advertising mix. Further research would have to be conducted to ascertain whether this will be the case.

However, the above figures still only represent 10% of all advertising expenditures (PWC 2000). Subsequently, traditional advertising methods are still dominant. Further research would have to be conducted to ascertain whether corporations where adding to their advertising spend, or cutting back on traditional advertising expenditures, so as to make allowances for Internet advertising, before any further predictions can be made. 

Another area for further research is to ascertain which corporations, and what industry segments, have implemented Internet advertising campaigns. This will help give understanding to the significant growth rate of the Internet Advertising industry. One question that could be answered, from this research, is whether this growth is being fuelled by traditional “bricks and mortar” companies or is it a by-product of the “dot com” boom.

All in all, a US$4,276M increase in Internet advertising from 1996 to 1999, which equates to a 1,595% increase, is a significant growth rate, and one that cannot be avoided. 

To add more meaning and understanding of Figure 2 there must be analysis of the ad format spending structure.

6. THE INTERNET AD FORMAT

An important element of both traditional and online advertising is the ad format. Rogers and Thorson state,

 “The format of the ad simply refers to the manner in which it appears. For example, TV commercials are formatted in 30-60 second spots, whereas magazine ads have a full or half page format. At the same time, the Internet has the capacity to support a number of additional formats, some of which we do not find in traditional media”.

(Source: Rogers & Thorson, 2000, pp13)

Corporations and organisations that wish to implement Internet advertising have a number of ad formats to choose from. The “grandfather” of Internet advertising-or the format which pioneered Internet advertising, and which is still the dominant ad format, is the banner ad.

Figure 3 depicts banner ads constituting 46% of the Internet advertising spend for the year 2000.If we extrapolate this figure to the predicted US$6,100M  (from Figure 2) then the proposed banner ad spend for the year 2000 will be US$2,806M. 

Even though the banner ad is still the dominant format used, the format of the ad on the Internet has changed significantly within a short period of time. 

	Year
	Banners
	Spons.
	Inter.
	Email
	Other

	2000
	46%
	27%
	4%
	2%
	13%

	1999
	55%
	37%
	5%
	1%
	2%

	1998
	56%
	30%
	5%
	1%
	8%


         Figure 3: Source Internet Advertising Bureau

In 1998, 56% of all online ads where formatted as banners, 30% as sponsorships, 5% as interstitial and 1% as emails. This has changed up to the third quarter of the year 2000 where banner ads are 46% of all online ads, sponsorships are 27%, interstitial/pop-ups are 4%, and emails are at 2%.

Although their percentage composition has declined, Banner ads are still the major format used for online advertising. Figure 3 illustrates the fact that Other Internet Advertising formats have grown at the detriment of banners and sponsorships. Within the other category the formats listed are referrals, rich media, keyword searches and email ads (there is a difference between the use of emails as ads and advertising on emails). 

Further research is needed to understand or ascertain reasons for the changes in Internet ad formats. 

At the center of the differences between Traditional and Internet advertising has been the emergence of the various Internet Advertising Organisations. The IAOs that have grown significantly in such a short period of time have been the IAOs that have focussed their business functions on banner advertising. These organisations have taken on a role delivering banner ads for advertisers on other organisation’s web sites. 

The TACs and IAOs, are both similar. They both place ads. They both intend to deliver a message. The major difference between the two is that the IAOs are technologically aware and that the IAOs only operate within the Internet media space. The TACs, on the other hand, operate pre-dominantly in the traditional media space. 

7. The Internet Advertising Organisation

The emergence of IAOs such as Double-click (founded 1996), Engage Media (founded 1995), Real Media (founded 1996) and 24/7(founded 1995) has been meteoric, to say the least. These 4 companies, within a short period of time, have a global network of offices, which in turn have commanded revenue streams, for the full-year 2000, of US$258M, US$215.4M, US$302M and US$312M,respectively (NASDAQ, 2001).

The beforementioned organisations have a number of similarities. They are all focussed on serving banner ads, they all have their own proprietary technology that enables the serving of ads- otherwise known as “ad serving technology” (AST), and they are all in the process of developing technology to deliver other Internet ad formats.

Real Media and 24/7 Media are concentrating on developing e-mail marketing technology, Double-click are developing technology for adserving on mobile telephones via WAP, and Engage Media are developing wireless adserving technology that will be applied to mobile phones, Personal Digital Assistants, and Automatic Teller Machines. 

As stated earlier each organisation has its own AST. Double-click’s is called DART, Real Media’s is called Open AdStream, Engage Media’s is called AdManager, and 24/7 Media’s is called Sabela. Basically, all four technologies have similar functions. The functions are to serve ads, track the audience response, and to customise ads on a one-to-one basis.

All the IAOs compete against each other quite vigorously. Their alleged point of differentiation, with one another to prospective advertisers, is that each one claims that their advertising network has a greater reach, that their technology is more capable to customise and track consumer responses, as well as being able to deliver the ads far more quickly and efficiently than anyone else.

Further research would have to be conducted on the adserving technology of each IAO to ascertain if there is a defined point of differentiation.

Further research would also have to be conducted to ascertain which of the major IAOs actually performs to the advertisers’ expectations. Thus defining the Return on Investment (ROI) method employed (click-through, yields etc.).

8. IAOs and TACs Relationship

Engage Media, Double-click, and 24/7 have two major similarities. Firstly, they are “pure” Internet companies that are not owned by traditional corporations. Secondly, they are not aligned with any TACs-they go to the advertiser directly. According to Grant Trollope, Media Director for Engage Media,

“We (Engage Media) tried to align ourselves with an established (Traditional company), but those guys just don’t get it. They are looking at branding on mass, we are looking at pin-pointing our efforts to the individual”.

Grant Eric Lynge, Business Development Director for Double-click, also mirrored Trollope’s statement by saying,

“We did at one stage get into an alliance with an “old economy”advertising agency, it didn’t work. They still had the idea that everything would operate on the radio and television model-greatest number of audience. That is not our game. We target individually”.

The comments expressed by Trollope and Lynge about the TACs having a “brand on mass and greatest number approach” can be verified when analysing the actions of J.Walter Thompson, and BBDO Worldwide. 

On J.Walter Thompson’s web site they state the following about Internet advertising,

“We have 12 dedicated people surfing the Web all day everyday-in search of the unheard of”(Source: www.jwtworld.com)

Or the comments found on BBDO Worldwide’s Web site regarding Internet advertising,

“New technologies are emerging everyday. But the old rule still applies: The works got to work. It’s got to build brands”(Source: www.bbdo.com).

From the comments made by these two organisations it can be deduced that they are still viewing the role of Internet advertising in the traditional mode. It is of importance to note that these are the only comments that these two TACs make about Internet advertising on their respective websites.

 Firstly, it would be appropriate to deduce that J.Walter Thompson view Internet advertising through the “eyes” of a Web site, with that Web site basically being an advertisement in itself. All though it can be, it would be reasonable to assume that they view a website as an advertisement, like an advertisement in a magazine or on television. In turn, they are approaching Internet advertising in a mass-market manner. It seems that they still do not have an understanding of what makes the Internet a different type of medium when compared to radio, television or press. That difference is interactivity, one-to-one advertising, information gathering, and customer customisation.

It would be reasonable to assume that BBDO Worldwide is approaching Internet advertising, in a “branding” manner. The state quite categorically that they are focussed on building brands.

On the other hand, the Cordiant Communications Group, which is the owner of such TACs as George Patterson Bates, Zenith Media, and Campaign Palace have been pro-active in attempting the issue of Internet advertising. The organisation has developed a new subsidiary called CCG.XM, which is to focus its presence in the “online space” and carry out its duties across the whole Cordiant Group.

CCG.XM, on their Web site, use the terms “brand definition”, “E-commerce development”, “front-end and back-end”, “databases and emails”. They report to offer their clients a complete E-commerce solution from the “front-end right through to the back”. They do say that the Internet will be used as a one-to-one communications median and that they fully believe in customisation and personalisation.

Although the above might be viewed as a positive attempt by a TAC to get into the online space, there is a perceived flaw in their methodology. It would seem that CCG.XM are only partly concentrating their efforts on Internet advertising. It would seem that they are tackling the issue from the Web site/e-commerce perspective rather than focussing on the Internet as a medium. In other words, they are producing services as technology enablers rather than Internet advertisers.

For example the Cordiant Communications group produce advertisements for television. They produce advertisements to deliver a message to a defined market. They choose the television time slots and shows that would be watched by the proposed target audience. They do not produce the broadcast transmission services, the television stations that enable the delivery of the ads, nor the television shows-this is outside their sphere of expertise. In the Internet domain they are concentrating their efforts on becoming technology enablers. That is, producing the technology platform-rather than choosing the sites (or shows) that the banners should be served on. There is no mention of banner advertising strategies, email direct marketing strategies, email advertising, intersitial development, or advertising strategies using SMS or WAP. 

However, if CCG.XM’s strategy is to offer this enabling service, with the ultimate aim to eventually capture a proposed customer’s Internet advertising, then this could be perceived as a sound strategy. In other words, CCG.XM ‘s strategy could be viewed as a one-stop-shop approach. 

Even though the aforementioned could be viewed as a flaw in CCG.XM’s Internet strategy, CCG.XM seem far more advanced in attempting to understand the Internet as a medium than BBDO and J.Walter Thompson. With further research, and time, it would be beneficial to track and report on CCG.XM’s progress to see whether the subsidiary’s goals are met, or their strategy is re-defined.

In total contrast to the aforementioned TACs, The Publigroupe of Switzerland has seemed to grasp what the Internet can deliver as a medium. This particular organisation is a 100-year-old advertising and communication company. The goal of this organisation is the selling of advertising space. The company states,

“All business segments are aiming towards the selling of advertising space. The company views the promotion of the media as a platform for commercial communication.”

The Publigroupe is the owner of Real Media. Real Media, as stated earlier, is an IAO. The function of Real Media is to deliver banner ads, in other words, selling Internet advertising space. According to the Publigroupe, Real Media will work throughout all divisions of the group as well as operating autonomously to attract customers.  It is this particular TAC that has understood how the Internet can be used as a medium.

9. Conclusion 

It is quite apparent that Internet advertising is quite different to the traditional advertising model. To understand the concept of Internet advertising, it is deemed imperative that there has to be an understanding as to how the Internet, as a medium, functions.

The Internet functions as a median by delivering advertisers interactivity with customers, the possibility of an instant response as well as, customer information. 

From the TACs mentioned, it is quite evident that some have not quite grasped the concept of Internet advertising, or the difference between Internet and traditional advertising. Until there is an understanding the IAOs will continue to grow. 

                                                              References

1) Hoffman, D.L & Novak, T.P (1995). Marketing in Hypermedia Computer-Mediated Environments: Conceptual Foundations.Project 2000: Research program on Marketing in Computer-Mediated Environments.Vanderbilt University.

2) (www.2000.ogsm.vanderbilt.edu/cmepaper.revision.july11.1995/cmepaper.html)

3) Rodgers, S & Thorson, E  (2000). The Interactive Advertising Model:How Users Perceive and Process Online Ads. Journal of Interactive Advertising, Volume 1, Number 1.

4) (www.jiad.org/vol1/no1/rodgers)

5) Richards, J.I. (2000). The Interactive Advertising Concentration: A First Attempt. Journal of Interactive Advertising, Volume 1, Number 1.

6) (www.jiad.org/vol1/no1/richards/index.html)

7) Chatterjee,P, Hoffman, D.L., & Novak, T.P. (1998). Modeling the Clickstream: Implications for web-Based Advertising Efforts. Project 2000: Owen Graduate School of Management, Vanderbilt University.

8) (www2000.ogsm.vanderbilt.edu/papers/clickstream/clickstream.html)

9) Pitt, L.F., Watson, R.T., & Zinkhan, G.M. (2000). Integrated Internet Marketing. Association for Computing Machinery, Volume 43, Issue 6, 97-102.

10) Mougayar, M. (1998). Opening Digital Markets: Battle Plans and Strategies for Internet Commerce (2nd. Edition). New York, McGraw-Hill.

11) Kotler, P. (1997). Marketing Management (9th. Edition). New Jersey, Prentice-Hall, Inc.

12) Aronson, B & Zeff, R. (1999). Advertising on the Internet (2nd. Edition). Danvers, MA, Wiley Computer Publishing.

13) Komenar, M. (1996). Electronic Marketing (1st. edition). New York, Wiley Computer Publishing.

14) Carpenter, P. (2000). EBrands ( 1st.Edition). Boston, Massachusetts, Harvard Business School Press.

15) Petrusky, P.L. (2000). Price Waterhouse Coopers: Internet Advertising Reports Online Revenue Tops $1.2 Billion For 3Q 1999.

16) (www.pwcglobal.com/extweb/ncsurvres.ns…/2CCB3934232260C28525688100674A2)

17) Hyland, T. (2000).Price Waterhouse Coopers: Growing Pains: Continued Growth in Web Advertising Spending Requires Commensurate Accountability.

18) (www.pwcglobal.com/extweb/indissue.ns…/A67C7B40DB5904F0885256801004BE21)

19) Hyland, T. (2000). Why Internet Advertising? Internet Advertising Beareau.

20) (www.iab.net/advertise/content/adcontent.html)

21) Abbott, B., Doyle, B., & Modahl, M.A., (2000). What Advertising Works? Internet Advertising Buaurea.

22) (www.iab.net/advertise/content/wayscontent.html)

23) Jacobus, P. (2000). Ad Spending in 1999 Hits $4.62 Billion. CNET News.com.

24) (www.news.cnet.com/news/0-1007-200-1715122.html)

25) Hu, J. (2000). Studies Point To Growing Market for Net Advertising. CNET News.com.

26) (www.news.cnet.com/news/0-1005-200-2463112.html)

27) Jacobus, P. (2000). Ford Pumps $3.5 Million into Net Ads After Recall. CNET News.com.

28) (http://News.cnet.com/news/0-1005-200-3176734.html?tag=st.ne.1005-204-2463112..ni)

29) Reid, A.(2000). Volvo Teams Up with AOL for Internet-Only Advertising Push. Campaign, Teddington; Nov. 3, 2000, pp 16.

30) Halliday, J. (2000). GM Debuts Online Campaign for Esclade. Advertising Age, Chicago,Oct. 30,2000, Vol71, Iss. 45, pp 8.   

31) Specific Website References

32) http://www.bbdo.com
33) http://www.ccgww.com
34) http://www.doubleclick.com
35) http://www.engage.com
36) http://www.jwt.com
37) http://www.publigroupe.com
38) http://www.realmedia.com
39) http://www.24/7media.com
         MISSION





SALES GOALS


ADVERTISING    OBJECTIVES


TYPE OF MESSAGE








PRINT MEDIA








BROAD-CAST MEDIA





ELECTRONIC


MEDIA





DISPLAY


MEDIA





MEASURE





SALES IMPACT





COMMS. IMPACT














PAGE  
16

