
1. Introduction
Recently, the Internet has become one of the most
vivid topics in business and academia. The speed of de-
velopment of electronic marketing has been fast by all
standards. Such development has a far reaching impact
on how business is conducted and perceived. In fact, the
speed of development has accelerated the debate on
the usefulness and its profound influence on organiza-
tions and management. Business and financial markets
are recovering from earlier over exuberance about the
Internet. Ang & Buttle, (2006) recognized that the fun-
damentals of business have not changed, that most
pure-play dotcom business models were widely overop-
timistic, especially in business-to-consumer (B2C) mar-
kets, and that the future role of the Internet in market-
ing will be largely as a part of an integrated combina-
tion of "bricks & clicks".
The Internet remains the most wide-ranging and signif-
icant area of current development in advertising. The
Internet allows faster, cheaper and more personalized
advertising than any previous medium. McAlister,
(2005) suggested that advertising by the Internet, can
dramatically reduce customer search costs and even
support purchase decisions made on behalf of the cus-
tomer by intelligent software agents. Therefore, it al-
lows seamless communication over any distance, local
or global increasingly. A firm's knowledge of the
Internet, including perceptions of opportunities and
problems is acquired to a large extent through the ex-
perience of engaging in various forms on Internet en-

abled-commerce,(Daniel & Grimshaw,2002). These ca-
pabilities have the potential in principle to transform
many aspects of marketing: segmentation and target-
ing, pricing, customer service and customer relationship
management, marketing communication, promotion,
channels and value chain. Local advertising costs, as a
barrier to entry, will be significantly reduced as the
Internet makes it possible to reach a local audience
more cheaply, (Hamid and George, 2005).

This new way of thinking has raised several importance
issues that need further research. The main issue is the
lack of meaningful research in our understanding of
how managers' perceptions of the benefits and disad-
vantages of the internet translate into marketing deci-
sions that may or may not involve an Internet presence,
(Lanz, 2002).

The Internet impacts marketing strategy, channel man-
agement, marketing communications, customer service
and business-to-business marketing. Also, permits the
instant establishment of vital branches locally or even
throughout the world, and allows these firms to improve
their images even abroad, (Hamid and George, 2005). 

This research focuses on the usage of the Internet as an
instrument which is available for services institutions to
expand their operations in the local market. While sev-
eral studies have already addressed the importance of
the Internet in services firms, however, to the re-
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searcher's knowledge, such effort is not recognized that
the use of the Internet for local or even global business
enables them to enhance themselves in the marketplace.

The aim of this research is to assess the attitude of com-
mercial firms in the services sector (Banking and insur-
ance) in the UAE towards the usage of Internet adver-
tising. This study therefore, provides an important rati-
fication of literature as well as extending the validity of
its conclusions to include other states in the UAE, or
even the Gulf Region, and is intended to be represen-
tative of the entire Emirates. 
The researcher expects its impact to increase steadily
over the next decade, as the technology improves, its
availability and usage continue to grow, and businesses
learn better how to use it within their wide advertising
strategy. However, the paper deals with empirical re-
search than with theory. 
The subsequent analysis attempts to address the above
research questions. 

2. The role of advertising online

It is certainly exciting to be at the forefront of a new
technology. Just as the television in the 1950’s and after,
dramatically changed society, the Internet is changing
society and market operations profoundly for many
years to come. The Internet is the fastest growing medi-
um in history, considering, for example, the growth rate
of radio and television. The use of the Internet as ad-
vertising channel depends both on the growth in gener-
al Internet penetration and usage and on how the
Internet then influences the adoption and diffusion of
other products and services, (Adam (2002). In both
these contexts, there is the usual caveat that one must
be careful not to assume that the predictors of early
adoption will also hold for later adoption. The re-
searcher draws on the adoption and diffusion literature
to propose how the Internet will develop, and found
among early adopters for these firms in the sample, the
primary reason for using the Web was for entertain-
ment rather than advertising. To determine if there
were differences between Internet users and non-users
between these two groups in their attitudes towards
technology, ownership of different technologies, and
information versus entertainment needs, the researcher
found that compared to non-users as they are the ma-
jority, Internet users were more interested in technolo-
gy in general and the benefits it provided, especially if

they thought it would save them effort of time, (Mittal
et.al., 2008). They were also more likely to think that
technology was both important and fun. Internet users
were primarily motivated by communication/informa-
tion needs but this did not appear to be because they
felt time-pressured compared to non-users. A tentative
implication of these findings is that the Internet may
need to become more entertainment-oriented in order
to attract a broader active user base.  

Internet advertising and marketing will provide the rev-
enues necessary to keep the Internet "free" and accessi-
ble to anyone with a computer and modem. As of the
writing of this paper, the Internet as a commercial
medium has only been in existence for three years. In
three short years, however, marketers have turned the
Internet into an entertaining and fun marketplace,
(Cheng et.al, 2003). Emmanouilides and Hammond
(2000) identified the unique many-to-many property of
computer-mediated environments such as the Web.
They suggested that marketing activities will be difficult
to implement in their traditional form and predicted the
evolution of a marketing paradigm compatible with the
increased role of the consumer and of interactive tech-
nologies. In other words the collaborative potential of
information technology and the Internet might react
business as a game with customers rather than a game
against competitors.

The demographic profile of the average surfer is mar-
keter's dream. Although the demographic profile
changes a little each day to look more and more like the
average person in the United States, currently the aver-
age surfer is male (59%), in his mid 30's, educated, a
business manager or executive, and has a relatively high
income. The scales seem to be tipping more evenly be-
tween the genders as time elapses. Eventually, it is be-
lieved, that the average Internet user will look much
like the average television viewer (Lehmann,
2005).Table (1), below summarizes the Internet indica-
tions published by the United Nations/International
Telecommunication Union for the year 2005.

The demographic profile of the average user is chang-
ing as more people come online. Consequently, usage
patterns are likely to change somewhat. Currently,
users are often going to the Internet for research, edu-
cation, entertainment, and news.
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A discussion of the average Internet user would not be
complete without briefly addressing the geographic lo-
cation of the Internet users. It is difficult to obtain an ex-
act geographic profile on the average Internet users be-
cause they can access the Internet from anywhere in the
world. Users are primarily located throughout the
United States. However, it is relevant to discuss the ge-
ographic location of potential users by country and the
opportunities to come for marketers advertisers as these
countries develop the ability to access the Internet.

A little over a year ago, nearly 99% of the servers ac-
cessing the Internet were located throughout North
America, Western Europe, and Asia. "The emerging
20 Nations," a phrase coined by Inter¿active week, is
a list of 20 nations which may prove to be the most lu-
crative Internet markets going into the 21st century.
Most of the emerging 20 nations are made up of Latin
America, Asia, and Eastern European countries and
all share two qualities that make them extremely at-
tractive to U.S. equipment providers: All are in their
technological beginning and all are headed by govern-
ments that realize the vital need for advanced commu-
nications to sustain an economy in the new Internet
frontier.

There is an opportunity not only in the United States
for the Internet Advertising Industry but as more
countries hook to the Internet, the opportunities will
increase abroad as well. The table below (Table2)
shows the "Emerging 20 Nations" as identified by
Inter¿active week.

Selnes & James (2003) argued that the Internet will
prove to be a challenging advertising medium.
Because the Internet is growing quickly, advertisers
must try to standardize and adapt all Internet advertis-
ing communications to fit a global need. Although
growth and users are primarily focused on the United
States today, preparation must be taken for the users
who are coming online tomorrow and the day after.
These new users will most likely not be current demo-
graphic average users but will be users with differing
education, age, income, and ethnicity backgrounds.

3. The online adversting industry

Barwise (2001) concluded that like most industries, the
advertising industry is large and established with mar-
ket leaders and recognizable corporate names. Since
advertising started on the Internet in 1994, advertising
agencies have had to answer client questions regarding
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online advertising and web site development.
Christensen & Tedlow (2000) explored that in this new
segment of the industry, advertising agencies have had
to quickly become experts in a field where researchers
and academics have not yet established all of the rules
and strategies; an industry where standards of practice
have not been agreed upon; where outcomes are still
being debated. This is a day in the life of advertising on
the Internet (Fader& Hardie, 2001).

Because the industry evolved so quickly, there was
barrage of new entries into this undeveloped field.
Many entrepreneurs with web site development skills
took advantage of corporations' need to be the first
with an Internet presence. Economists and marketers
have long agreed that the first entries into an undevel-
oped industry typically have a competitive advantage
over later entries (Hammond, 2001). 

As advertising agencies and marketing research com-
panies assess the value of using the Internet in market-
ing activities as a tool, commercial firms will find more 
Innovations which will lead to faster and more cost ef-
fective for their future success. The challenge lies in
both firm's creativity and logistics.

To "catch" a surfer, each company must decide upon the
bait. The bait decision comes only after the why, when,
and how of advertising on the Internet has been taken.
One must decide why the company needs an Internet
presence before creating that presence. Companies are
jumping on the Internet advertising bandwagon too
quickly, without first giving thought as to how advertis-
ing on the Internet fits the rest of the marketing strate-
gy. Internet advertising should begin only after consid-
eration of how the web site will fit into the corporate
marketing strategy, (Hornby etal. 2002).

The web seems to be developing into an effective brand-
ing tool as well as a direct marketing tool. Those compa-
nies whose marketing objectives and strategies center
around building brand awareness and consumer loyalty
are taking advantage of the Internet's ability to reach nar-
row targeted audiences. Those companies whose market-
ing objectives and strategies center on educating the cus-
tomer of products and product use are taking advantage

of the Internet's value as a giant catalogue. The key to us-
ing the Internet as an effective tool lays in developing ads
and web sites that center on the company's current mar-
keting goals, (Van and Bekker, 2003).

When developing a web site, the company must keep
three crucial objectives in mind: Attract, Retain, and
Repeat . 
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The web site must attract visitors, retain them, and gen-
erate repeat visits. If these three objectives are not met,
the web site will do little to fulfill the marketing objec-
tives of the company. (Bikes & Brynjolfsson, 2000).

One key aspect of the online experience is the time tak-
en for customers to access the information they re-
quired. The researcher believes that the potential nega-
tive effects of waiting can be neutralized by improving
the waiting experience. Customers may feel negative
affect as a result of waiting, but this did not necessarily
impact on their evaluation of the web material itself as
long as the waiting time was signaled and expected. 

Lacobucci, Arabie, & Bodapati (2000) found that cus-
tomer satisfaction was enhanced by quick responses to
complaint e-mails. 

Improving trust and reducing concerns are two distinct
approaches to managing customer information. The re-
searcher believes that when managing customer infor-
mation, improving trust is more effective than efforts to
reduce concern. Hoffman & Novak (2000) argued that
part of customer's low trust in online activities arises
from their perceived lack of control over web business-
es' access to their personal information and the second-
ary use of this information. The solution they propose
is a radical shift towards more cooperative interaction
between a business and its customers. Taking a more
strategic overview, Wind and Rangaswamy (2001), in a
conceptual paper, propose that the next stage in the
evolution of mass customization is customerization-'a
buyer company strategy that combines mass customiza-
tion with customized marketing'. They state that cus-
tomerization requires the effective integration of mar-
keting, operations, R&D, finance, and information,
plus a substantial change in the firm's orientation,
processes and organizational architecture. 

4. Customers attitudes towards advertising 
on the web

The first step to web site success is to attract initial vis-
its to the web site. There are dozens of ways to do this.
Those that seem to generate the most traffic are banner

advertisements, hyperlinks, search engine registration,
and tie-in promotions (Figure 3). Banners are the small,
usually rectangular shaped blinking ads that attempt to
gain user attention.

Hyperlinks are web site addresses listed in other web
sites. When clicked upon, hyperlinks take the user di-
rectly to the listed web site. A company may pay anoth-
er company to list its web site address, or it might sim-
ply be listed as a complementary service to the cus-
tomer. For example www.buildingonline.com lists com-
plementary web site addresses of hundreds of manufac-
turers of building materials; it also sells banner ads
(Bellizzi, 2000). 

Search engine registration means that the company lists
its web site address with a search engine such as Lycos,
Yahoo, or Alta Vista. Trifts & Haubl (2000) indicated
that, although company registration is free of charge, a
company may also purchase keywords, words that
when typed in during a search will yield the company's
web site information. 

It is becoming more common for businesses to use tie-
ins as a way of building web site traffic. Most companies
today provide web site addresses on television, print,
and radio advertisements. Many also include web site
addresses on the product itself. 
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Retaining visitors is an even bigger challenge than at-
tracting them. Surfers will move on to the next web site
if their entertainment or information needs are not met.
Satisfying the entertainment need can be accomplished
by providing games, contests, and promotional activi-
ties. Satisfying the informational need can be accom-
plished by indexing and cataloging information about
the company's products and service. 

Dolan & Moon (2000) explained that once visitors are
exposed to the web site and chose to stay a while, the
company must draw them back again. The only way to
generate report traffic is to give the visitor a reason to
come back. Whether entertaining or informing the vis-
itor, the site must be fresh. Continually updating the
site by adding news, games, contests, new product uses,
and coupons will generate repeat visits. There is no lim-
it to the creativity a company can use to generate repeat
visitors. Some web sites offer interactive chats with tel-
evision celebrities or product experts. 

Travelocity (www.travelocity.com) a national travel
agency web site uses two approaches to generate repeat
visits. Every Wednesday at midnight the "hot deals"
page is updated with last minute deals on cruises and
airline tickets. Travelocity also has customers pick a de-
parture and destination city and give Travelocity their
e-mail address. If the price on a round trip ticket
changes by more than $25.00, higher or lower,
Travelocity e-mails the respondent with flight details.
Travelocity also facilitates online hassle-free purchases
(Dans & Pauwels, 2001).

Once advertising goals have been established, decisions
about how to advertise should be made. Although
much research needs to be done in the area of the
Internet web site and advertisement development, the
research to date suggests two major categories: destina-
tion and information web sites.

Destination sites include those web sites that provide
entertainment as a form of attracting, retaining, and re-
peat surfer visits. Many companies seek to entertain
surfers as a means of exposing them to their brand.
These companies spend hundreds of thousands of dol-
lars to keep surfers interested, (Quayle, 2002).

The management of the Life Savers Company used the
destination site strategy to capture surfer attention and
has won back market share taken away by Jolly
Ranchers and Werthers. Sales have dropped by 20%.
The Lifesavers Web site (www.Candystand.com)
helped increase sales by 20% in 1996.

Destination sites are typically used to enhance brand
awareness by building consumer interest in the web
site. Hence, the goal of a destination site is to get the
consumer to use the site on regular basis, destination
sites require a commitment to both time and money.
Both are needed to continually update and add new
features to the web site. Products that lend themselves
to the destination site approach include convenience
and impulse shopping goods. This approach does not
work for products that require a great deal of explana-
tion or are very technical in nature (Adam et.al, 2002).

On the other hand, information sites provide informa-
tion, not entertainment, to the consumer in a "cata-
logue" format. The catalogue value of the Internet drew
businesses online in the first place. Information web
sites offer the customer valuable information about the
products and services the business has to offer. Some
information web sites look like real catalogues, offering
primarily text oriented "down to business" information.
Other information web sites offer helpful advice on
product use, links to complementary products, and cus-
tomer support, (Harris and Kimberly, 2003).

More and more information sites offer a valuable serv-
ice to the customer. While they might not have the bells
and whistles associated with destination sites, most
have integrated graphics and contests as a way to lure
customers to the site. The information web site ap-
proach is applicable to almost any product and can be
easily updated with new products and services,
(Woonbong et.al, 2003).

The home page usually shows whether the company
has positioned its web site as a destination site or infor-
mation site. However, there is some gray area in be-
tween. Some sites may be organized as an information
site but includes a game, contest, or other entertaining
feature. On the other hand, a destination site may in-
clude some product information and customer services
such as electronic purchasing and locations where to
purchase the products (Barwise & Strong 2002).

Keeping surfers interested enough to return is the only
way to maintain a successful web site that meets the
marketing and advertising goals of the company. 

5. Research methodology

This study aims particularly to answer the following
question:
Is there any statistical significant benefit by advertising
through the Internet in both Banking and Insurance
Sector as far as management is concerned? 



56

The study is based on the staff working in The Banking
and Insurance sectors in the city of Abu Dhabi.
Employees, who are working in banking and insurance
sectors, constitute the sample of this study. The sample
is selected based on (200) officials. The following table
describes the research population distribution.  

Questionnaires were distributed according to gender
group and sector. Two hundreds completed surveys
were received. 80% of the participants responded to
the questionnaires. These questions were developed af-
ter careful review of current literature.

Respondents in the research sample believe that busi-
ness users perceive Web advertising as more informa-

tive than valuable or entertaining. When respondents
are asked to rank seven media in terms of their value as
a source of advertising, the web was placed near the
bottom. 

The researcher compared Internet users and non-users
to determine if there were differences between these
two sectors in their attitudes towards technology and
information versus entertainment needs. He found
that, compared to non-users were more interested in
technology in general and the benefits it provided, es-
pecially if they thought it would save them effort or
time. They were also more likely to think that technol-
ogy was both important and fun. Internet users were
primarily motivated by communication/information
needs but this did not appear to be because they felt
time-pressured compared to non-users. A tentative im-
plication of these findings is that the Internet may need
to become more entertainment-oriented in order to at-
tract a broader active user based. 

Planning for an Internet presence requires more than
just purchasing a web site. Planning for an Internet
means to think about how the Internet will fit with
firm's current promotional mix. In order to assess re-
spondent's attitudes towards Internet advertising, it is
necessary to calculate the Average answers for both
Male and Female.
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Where: X1, y1: represents the average answer for the
Males groups in Banking and Insurance sectors respec-
tively.
X2, y2: represents the average answer for Females
groups in the Banking and Insurance sectors respec-
tively. 
X, y: represents the total average answer of the select-
ed sample in both sectors.

Then: 
X = X1 + X2

2

y = y1 + y2
2

The results reveal that most of the participants score
low on the importance of advertising using the Internet
or display a low belief on the usefulness of Internet ad-
vertising, as the value of (t) is ( -0.113) which did not ex-
ceed the required value of statistical significance. 

To be sure that the above result is not a temporarely
phenomenon, the researcher apply the same proce-
dures on another sample which consisted of (60) offi-
cials from both sectors and applying the same criteria.
The calculation of the Means, Standard Deviation, and
the Variance for this second sample is as follows: 

With such result nearly to zero, again the conclusion is
that there is no significant effect for advertising through
the Internet, and the H0 hypothesis is correct.

6. Limitation of the study

The results of this study are due to the conditions of the
method used, the sample and the dynamic environment
in which business operates. The researcher believes
that such findings may be prevailing in other services
industries in other Emirates of the UAE, as the same
environment is prevailing. However this needs further
investigation. Yet the study suffers from other limita-
tions and drawbacks, mainly the database is not as ro-
bust as one would wish it to be. Data on advertising ex-
penses through the Internet are unavailable or missing.
Therefore, the results presented in this research should
be interpreted in the light of these limitations.
The researcher believes that there are internal factors
creating such negative attitudes such as the lack of ex-
perience. Such expectations need further studies.

7. Conclusions

The principle question raised in this paper is what im-
pact does advertising have through the usage of the
Internet. This study has shed light on the managers'
perceptions toward the impact of Internet as an instru-
ment for advertising in the services industries. The
overriding finding of the study is that the scope of
Internet usage as a media is affected by managements'
perceptions of the effectiveness of their websites as
marketing tools specifically in the context of services in-
dustry (i.e., Banking and Insurance).

Respondents in this study had a fairly negative attitude
towards online advertising, and they believe that
Internet users were more likely to respond to targeted
than to non-targeted advertising. 

In today's highly competitive marketplace, websites can
be effective marketing tools, therefore, managements'
commitments and perceived benefits are the most cru-
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cial issues, thereby implying faster and cheaper to
world markets. The researcher regards such perception
as a healthy attitude and their firms should enhance it
as an investment. While it has been known that the
greater the degree of interactivity the more popular the
website, for the firms in the sample, interactivity does
not always enhance advertising effectiveness as it can
interrupt the process of persuasion, especially when ad-
vertising are targeted.

The researcher's recommendation in this context is that
firms should develop and evaluate a web-based method-
ology for evaluating the effectiveness of promotional
websites, such as studying business-to-business advertis-
ing through mentioning or stimulating the website in
print advertising and if successfully increasing site traffic
significantly. Overall, in the UAE, as a developing coun-
try, Internet advertising is still a growth area within mar-
keting communications, despite the justifiable reaction
against earlier overoptimistic expectations. Marketers
are still learning how to use it in terms of marketing
strategy, creative execution and evaluation.

The researcher's point of view is that the future chal-
lenge would not only be to understand how each medi-
um and format works, but also how they integrate to-
gether.
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