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3- Classified Advertising
4- Lead Generation

5- Rich Media
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1- Analytical Hierarchy Process
2- Impression Rate

3- Audience Fit

4- Content Quality

5- Look And Feel
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1- Community

2- Infomediary

3- Merchant

4- Direct Model

5- Utility

6- E-Satisfaction Or Electronic Satisfaction



VAN Lliagli V0 o led /a5 Cu ke alra

‘)

JAS 5 Jole g 15 5 (o 1,5 )l o1l
ooty axslisy g e Sg pSl saiaale, o,V 4o
S0 [y 58 (b ool ez (rizren ool
oo ilosges @l egiie LS g oolo,l ) w)p
Sl () 0,8 0 gie ghieduls, sl
wasls (VA5 Shb (F wole oy 5l ool
Cebl o Sles ol)] axio gyl, LSl (s5le
Abels rizen sl ool og glsil (F g
2 LIS b Va3A Jls o Hahn ¢ White
45 Wlosged g aiws b jlme 5l Lol 05,5 & B
cos ol 5l e el g 5l el colls () z el
lgore (V e0gd oo ob Cul g 5l eolaiul o)) g
B olie dS sl (F i Sledb] oolis
sl olbls )l (F was o0 glojle 5 gd
ol biols ©g Ko b as cole 0 ax LG Sledbl
Gy el iemir collE (O WS e L)
b bl ol icwlin gled (7 cule jo Sledibl
Al asly ol gles SL31S

Y.+ Jls ,o Hise 3 Szymanski « pgas  pl ,o
21y ol g aisls J18 aalas 5)90 1) ol (b ol
ol aws Al losged &)l ST aws 4 JJB
sl e b ezl 5 pline Jgl i S s
350 Sy Ghaled 5 ol Gz
(Szymanski & Hise, 2000)

Y.-Y JL ,o Ganapathy s Ranganathan ., >.es
ol s r ) cole S @I58 2k (S
ol gl asle a5 WS e IS as Vo
rolie g 5 Consb sln ¥ ooy (oS ol
g0 (S s

(Ranganathan & Ganapathy, 2002)

IR eun S b N oldlas o
Sl e cos plb s ol wis
sl (Doll & Torkzadeh, 1988) cw$ (o>
o> 3 (Aladwani & Palvia 2002)

7- Uncluttered Screen
8- Ease of navigation
9- Time taken for navigation
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1- Website Usability
2- Navigation

3- Tangibility

4- Information quality
5- Software quality

6- Delightfulness
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3- Human-Human Interaction
4- Human-Message Interaction
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1- Customer participation
2- Co-development

3- User involvement

4- Partnership

5- Customer involvement
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Right Website Model, RWM
Selecting Right Website for Publication of Internet Advertisement
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Abstract

Publishing advertisement through Internet channel is an issue whose importance has been doubled by
commercializing web. Existence of more than 65 billion websites in the Internet has made it
impossible to publish advertisement with high efficiency through this channel which seems very easy.
In this respect, the present study embarks to answer the question that "what is the most appropriate
website for publishing a display ad in the world of web?" Since the concept of "right website" and
advertisement in the web are new issues, the combinational method of comparative-inductive is used
in this study. In this regard, first a content analysis was conducted on international studies and five
features influencing right website selection were identified from among 90 previous studies in the area
of Internet advertisement and marketing. The key features include: quality of electronic services, user-
oriented design, electronic business model, interaction, and type of website involvement. Then,
considering each of the extracted features, the conceptual model of right website selection was
designed and in order to evaluate the model, a 5-scale Likert format questionnaire was developed
which presented each feature as a hypothesis and tested their effect on the selection of right website
for publishing advertisement. Although the test was strict, all hypotheses were confirmed by the
experts. After confirmation of the conceptual model, a specific methodology was designed for
operationalizing the model on the basis of TOPSIS farness from and closeness to the ideal. According
to this mechanism, the model of right website selection is presented. At the end, a case study was
conducted to evaluate the performance of the model and the results indicated that the model possess a
good operational capacity.

Keywords:
Internet advertisement, Right website, Heuristic methodology, Electronic satisfaction, Quality of
electronic services.
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