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ABSTRACT

THE RESEARCH IS TO STUDY THE IMPACT OF CHARACTERISTICS OF WEB SITE AND ADVERTISING

PRESENTATION AND USING SITUATION ON INTERNET MARKETING EFFECT. THE PURPOSES OF THIS

RESEARCH ARE TO PROVIDE SOME SUGGESTIONS FOR ADVERTISING. WHAT IS CALLED THE EFFECT OF

ADVERTISING MEANS ADVERTISER EXPOSE THE ADVERTISEMENT BY MEDIA IN ORDER TO INFLUENCE

CUSTOMERS. IN THIS RESEARCH THERE ARE THREE WAYS TO MEASURE THE EFFECT OF ADVERTISEMENT

INCLUDING AD CLICKS, CLICK THROUGH RATE AND AVERAGE TIME ON PAGE RESPECTIVELY AFFECTED

BY THE CHARACTERISTICS OF WEB SITE, ADVERTISING PRESENTATION AND USING SITUATION. HERE ARE

THE MAIN FINDINGS FROM THIS STUDY: 1.THE CHARACTERISTICS OF WEB SITE WILL INFLUENCE

AVERAGE TIME ON PAGE. 2.USING SITUATION WILL INFLUENCE THE AVERAGE TIME ON PAGE AND AD

CLICKS OF CONSUMERS. 3.THE CHARACTERISTICS WILL INFLUENCE THE AD CLICKS AND INCREASE THE

TIMES OF CLICKS FROM CONSUMERS.

Keywords : INTERNET ADVERTISING, USING SITUATION, CHARACTERISTICS OF WEB SITE, INTERNET

MARKETING EFFECTS.
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