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Research on How Website Owner Allocate the Advertising Space and Manage
the Website’s Revenue of Online Advertising

Student : Chang ChiaLing Advisors : Professor Tang

Department ( Institute ) of Business Management
National Chiao Tung University

ABSTRACT

Harris Interactive which is American Poll Institute found a new trend that
advertiser put more efforts toward digital media gradually,also displayed almost
three-forthes advertisers will be willing to continue investing the internet advertising,so
the internet of new media is‘hot topic nowadays.

Looking back on the thesis about the internet advertisng,we found lots of thesises
empasised on the ‘browsers’ behavior,~ the format of the website display and
measurement of the internet advertsing effects, but seldom refered to the internet
business model “including three main roles : website manager - browsers and
advertisers. Therefore, our research focus. on the dilemma that website manager
faced between browsers and advertisers. We developed three aspects to
discuss.One is what factors influence the website of advertisng revenue. The second
is under the adversing- supported.website,what is.the trade-off direction between the
advertisng sales and the browser’s attitude toward the website,that’s the stickiness we
talked about here. In depth, discuss different channel situations.The third is that will
the click-throught- rate be a valid metric attracting advertisers’ investment. And,we got
a popular portal site database of 36.-monthes,which include 19 channels. Here we
classified into three types : information '~ entertainment ~ shopping. Based on the
pratical internet of business environment ,we use the SEM method to analyse the
three situation at the same time.

We found click-through rate can not be fit predictor for advertising revenue. We
think there are more vital mertic instead. Such as the attitude of the browser,here is
the browser’s stickiness toward the website. Another is that under the shopping
channel, the more the advertising space sell, the more stickiness the browser had.We
got these results offers website manager useful information for reference.
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World Internet Users Distribution by World
Regions 2009

N Asia 42.4% Europe 23.6%
¥ North America14.4% B | at Am/Caribb 10.4%
B Africa 4.8% Middle East 3.2%

Oceania/Australia 1.2%

Source: Internet World Stats - www.intermetworldstats.com/istats. htm
1.802.330 457 Intemet users for December 31, 2009
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US Advertising Spending Share, by Media, 2007-2012

(% of total)

2007 2008 2008 2010 2011 2012
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CONSUMmEr magagnes a8% 79% Toh VA% BO0% 50% 4
Yellow pages (print) 67% &0% 55% 52% 446% 40%
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E2E magazinas 8% 38% 3% 35% 1M 38
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Lacal and regional cabls % 23% 20% 23w 20 2
™

Broadcast syndication TV 1.3% 14% 146% 146% 1.6% 1.4f
Video game advartising 02% 03% O05% O05% O06% OF

Cinama adwartising 03% 03% 04% O4% O04% 0.5
habile advertising 02% 03% 04% 05% 0.6% 08
Satellite radio o1% O01% 01% 02% 02% 02
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EWRARR S O TMARR A A PSR KL - T e LIEr Ao E 2
ﬁ%éﬁ%%iiﬁgw%mﬁﬁﬁﬁﬁﬁaMJ%%ao&Q’P;%@;’ﬁwg
e P HEBEF S AT LR EY AP RGIR L eip 1

3.3 LR 4 chfr b g

33172 %%

B s FHEL - BB G S L B R R 2 R
UK 5

A F BBHEPEEFE D BN FE F e 7 MR A EH 5 B DRI
WAL E S R n R g B E A R B - E kR

(EE SRR RS TR RN REA RS S S P LT R

RAERZ2EIEGABLLw B FF

R =N R L
ﬂ??i%%ﬂ%ﬁ*%%?‘ﬁi*%%i@ﬁ%%ﬁa’#z_&) hERP -
: 2 A FER LA AG AT R R s Rl L e

2. Py mfpé""
PRAMHRLA S A @R FREL -

R4 FanlagE G PR T G L A
#

=
Tt T LD S B R0 R

-r:\h —mk_
;n}-
=

¥
&
A
5
F_L
&2
1
3
=

4. %%“f AR LM A IR

-~ HBF R R I AL ORE R ASE ST LR R R LB AHE
I L éé@%mﬂmow{.@mw LR ek L R L RE s B
1P Jﬁ" = % o (Moriarty,Mitchell Wells ,2009)

~ .
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332 R R 2 FHH

1. 35 {3 ak
BERR 2 As k> PRAZDIUIFHT > F R3S TEE - RF
LAzl g Ft Bt S PR XD R T M FiRRE R AT

gL % o

—
[

2. "’L’/}J 'fqz ﬁ”t}_

BBAR A R R MR R L R EHET AY
PR RERLi ;ﬁﬁ;ﬂ% 2R @R, T ek Jﬁ;&gﬂ;;;
B o

%'gﬁﬁﬁj/o++<“}gp[§
B

—Hjﬂ’ﬁ*if" { %3m~ 4

3. FRMENFH
PR PR PR > BE PRI DI BERAL) FHDEL REERAATA ¢ H

FTAHF R IFRRL  AFEHGHIE R BT AR EH AR 2 AL AEe
%16 (7 5 fF 1 7\ (Behavior targeting) & 2 38 G PR 2 R 0 5 ;}{@ 2B AF 0
# &R en gl i LR 5 4 (Behavior targeting) st e & A st € 5]

TR BRI PR Er R AR AR A ERELY T ¥ - (2 % Yahoo!
TR F oS GRINTRAT)E kR ;I»u.gy LB MM niTH AR o ER A
WA DR ORI E TR R R L AT RRF S R TR G T
CE S RIS A - I R N s R I -  FU A R

TR TP REF

333 R 4 A
BL R 2 40 1994 & o - pERLGRIET E AT&T (i tg A 2 B 4 - (Kaye and
Medoff,2001)— Baee e f 24 A kg .mmg I &35 % 3 P -—-Impression R & =t #c
E o s kxR £ A& 1000 g’v’viﬂﬁ—ﬁ'f TISF ihe A o Rdp CPM R £ R sk et k-
FXRTTR DR (X A)D R R AR E e 2k WHIIFE IR B
TBF A AR o b > M F PR > RRA L FEAESHR O RRA L
SR (e P A R IABB AR B AR LAET A LT A B
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1. B R 4 (display ad):

ﬁ“F@ﬁﬁﬁﬁﬂﬁﬁﬁmﬂ%%—%’wﬁﬁawﬁﬁﬁﬁﬁ%ﬁaﬁW%%@%

2o @ P AR TR T Y F s Bl B o

¢ JERGUR 4 (bannerad): ikt REVFAIGR LI AL T I HFLESHE,

e SRR 2 (ichmedia): 3 B FT R 2 > T R ﬂﬁ& B2 6o

s B4 R 4 (digital video):® T fLep %

+  #e45% R 2 (sponsorship ad) @ ¢ 453 3 % SRR Y R R M B R
MDA SR T RS T A E L e

2001eMarketer iz 3+ T 3aegh# % j£ 1990 # A2 F tg T *% > FliE & - + BF %;};‘z 43
CHZBERFETRL ORTEFLRTG VN ERLES A E};i._\,,,;;%% 3k
P (Dréze and Hussherr,2003) » # 23" % i H e B GOFR S NN T L F R

LA LRFTL S Ammg A G { SRR IS E] SR E Mg T
ii&%ﬁ£%uuﬂi¢%Vﬁ@ﬂoﬂ$2?w’4m%& EAR2E AR Y

heg

,v_

N
“

2. M4tz 3HE VR 4 (search ad):

ok SR R 2% 0 & 2008 & ié%%%"iiﬁﬂ%?: (B2 2)

¢ 1§ k5405 (paid listings): 1 A% B OHAE MAET P L g AR o

¢ T2 YR 4 (contextual search): %ﬂ:y;,ﬂ E;ﬁ,?-,%'pf v F N R 0 BRI R 4T D
il i o

3. &~ #F R 4 (Classifieds) :

TE - R RE Y BT AP

4. ## MY R 2 (lead generation) :
Bk NI AT T [ ARk b g

5. & F#it g £ (E-mail ad ):

HiE-mail@ L > & 5 5 5

¢ FresstERit(sponsored e-mail): s B 2 A JI* Ry FOT FAF LRI AP AL D
R £ EEEELMy 3 AHTMLaR S5~ 32758 ~ gt A et R 4 -

£ % (direct e-mall):d B £ 3 #rifi¥ 2 B p % E LE-mailgh NFER 2

~ 1=

*
|m).



#R {2 o
. #33 B 2 (interstitial ad):

¥ LR T RS2 AT RAR O E PR L (optin), 3R A 2 AL § TR ¥ X

SPILfE el (TR WRRATFAZ SR -

o 4 2R AR AT Tt b

Advertising format 2002 2003 2004 2005 2006 2007 2008
Display related 60% 42% 39% 34% 32% 34% 33%
Banners 29% 21% 19% 20% 22% 21% 21%
Sponsorships 18% 10% 8% 5% 3% 3% 2%
Rich media 5% 8% 10% 8% 7% 8% 7%
Slotting fees 8% 3% 2% 1% 0% 0% 0%
Digital video 0% 0% 0% 0% 0% 2% 3%
Search 15% 35% 40% 41% 40% 41%
Classifieds 15% 17% 18% 17% 18% 16% 14%
Lead generation 1% 1% 2% 6% 8% 7% 7%
E-mail 4% 3% 1% 2% 2% 2% 2%
Interstitial 5% 2% 0% 0% 0% 0% 0%
Other 0% 0% 0% 0% 0% 0% 0%
Total(million$) 6,010 7,267 9,626 12,542 16,879 21,206 23,400
F# kR ¢ Interactive Advertising Bureau annual reports and press releases,
2000-2009

Burns and Lutz,2006%7 3 4p f1 it it 2 Pip 3| 2 e AT F HR 2 DR B

s RFEAAE @J}ém’I";‘°ﬁ_a i&%fl_“!_ PR R LA R T R
TREDEAR O FIPL AP EEHETR LY ORER L EEHF

34 RRA 2L ARK

# & & % banner {I&é‘.‘;& SR B R R 0 R R 7
BR TR P REER LR 0 BRI R 2 R
b8 004 pE %ﬁ;‘b’?(uﬁ gf%%%igég’g)\ggﬁ,%zg@gpg%?{%ﬁgo (o®d
R) (New Jersey Online) 4 Peter Levitan - 4% 8 575 & + £ gram» @5 ¢
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TRl GTE IR E IR 2 A CRREREEF L o LA 1996 & 127
# W3 R £ & (Internet Advertising Bureau, IAB )£ 3 3t 4% & B £ 75 B (Coalition

TH19BRERER
208 FHREE R IS B F RUATH - RR o FRI WA 2 A IAB 2 2009 #
SR ARG R 30 A THMF L2k W LR 2 R R A SBFRP) R
OB RS R R PRERERDRLRRLI T R -

for Advertising Supported Information&Entertainment,CASIE ) %

# SEMIMER L B IAB2009 = F 2 f 4 ¢ 4 g

Rectangles and Pop-Ups Banners and Buttons Skyscrapers

300 x 250 IMU 468 x 60 IMU — (Full Banner) 160 x 600 IMU —

- (Medium Rectangle) (Wide Skyscraper)

234 x 60 IMU — (Half Banner)

250 x 250 IMU 120 x 600 IMU -
- (Square Pop-Up) 88 x 31 IMU - (Micro Bar) (Skyscraper)
240 x 400 IMU 300 x 600 IMU —
120 x 90 IMU - (Button1)
- (Vertical Rectangle) (Half Page Ad)

336 x 280 IMU 120 x 60 IMU - (Button 2)
- (Large Rectangle) 120 x 240 IMU —
180 x 150 IMU - (Vertical Banner)
Rectangle) 125 x 125 IMU —

*NEW* 300x100 IMU (Square) Button)

728 x.90 IMU - Leaderboard)

- (3:1 Rectangle)

*NEW* 720x300 IMU
— (Pop-Under)
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35 R 2 fifﬁiﬁﬁ'
R 2 f?fﬂ#ﬂfﬂ/\; e i 5 R PR 2 Zi\ﬁ‘#p’fﬂ > }*ﬁ"%%%)”»iﬁ’fﬁ—i«%

35.1 g5 Y ik

B Y B _guﬁ%waﬁﬁ%ﬁéi\%ﬁﬁmm&@wﬁw&;’v“él?i%ﬁ?
P4k 1345 Eric T. Peterson it it * F hif| (7 5 35 5 BRI Y S ik d)
PrhF AT £ F B AT

Unique Visitors

Visits

Page views

Hits Referrers

Volume of available data

Bl QT rir &35
7L &k Jm:Web Site Measurement Hacks by Eric T.Peterson

o  ZL¥(Hits)
ﬁﬁiiﬁﬁﬁﬁﬁiéiﬁﬁﬁwmm FHRBRRET foT fRRRE o T 2 o
B eI BET R BRT S CHATEL TR TSR A Y R B R EELE

e T 5§ fr#(Page view)
fepp@ * LG RT ST P e Pl R - Ko TRIRFRE - ST 6 5
e h TR i&ghﬁ; M 4 | 0 Page view — =t - (Yahoo & &)
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o i3 =X H(Visits)
RIS Ak S R ﬂ LR b oans

fe L g A
IR - gt E o

F_k
v

ks
B ¥
jw

kﬁ},gﬂfﬂ

e 7 f3* % #(Unique Visitors)

Perb X ERURER T %ﬁ- B3 et LHdp R 0 # 4 5 R $ e sh ohgk & (Stickiness)
2_— (Subodh,Michael,&San;jit,2002) ; d fxbgrca{7p 7T & - TP > 2 F
FERT T’g;‘ﬁ?ﬁ FURT R REIT-B AR EEK-

o b -TiopF F (Average-Time Spent) (minutes/user)

B FE R Bl LR - P (Subodh Michael and Sanijit,2002)#% 3| % = ¢
TIOPFRT R k) Yk RAp AN FEPYR Y F 5 P ARR 0 4 TG kA
K Stickiness §7€ g th2 = o

342 pER 2 A Ak

e gk #(Impression)

gﬁijﬁhgﬁﬁﬁﬁ“ééhﬁﬁﬁﬂﬁVﬁ¥,E ’ﬁ%‘wamwﬁ%’ﬂ% &
B2 ik I RER AR T ¥ i ot Sl Lo gl B gk sikix 1 kR 23
B o e TV S o L gt k==« (Yahoo 4 &)

o 2L i(Clicks)

TSR LR R R EAFRERFTE OIS MGG rRATEREGR LR
Wiehh— A ERF W W EFFR LG ARAEE > - B A 37 PR 2 Advertiser's ad -
V- BEEFFORL House ad> @ 337 R & BB i Z £ &G R £k
gtk - o

e #3% (Conversion)
T H S EeRR 2  RL AR 6 FETAL SF RIRATE A
FIBRSET G R A28 0 RIFELEHAH -

43 7
o #ER2ikidt Lk (Capacity)
SHETRTNER LB A LG LR
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o AR R 2 i gk (Total delivery impression)
IR R AR

o 48 ¥ifiE SR g 2 9k #ik( Sold Impression)

IHFE TR LIS Rk P PR A REF R L AL ARG

3.5.3 #i A & Hrnh i

o ;2 4% 3 (Sell-through rate)
e RERER/ R L EEE R EE
=Sold impression/Capacity

Tt RER Ld? § A PR L2 E G

o ELEX (CTR ,Click through rate)

P2 R BLE =n el B 5 S Bi%0=Total clicks/total delivery impression

g %P%:~‘*ﬁﬁ’%ﬁawfﬁ—w&mﬁ’ﬁi%ﬁﬁ?*ﬂ”ﬁﬁkﬁ’@{$
B S e 1%@7*+*“5ﬁbﬁ*‘m‘f"’h"?’ﬂ»‘“2€~§§ﬁ{l* FRrTHERLF D
I BB fheh- fdfieE dp 1 © (Huang, C..and C. Lin,2006)* % | wr;;ﬁ& 2 s 5| BEE e
¥ % o (Yahoo # &)

## 3% & (Conversion rate )
e B/ e B0 3

B e 5 5 (Multi-step Process) = & B a5 % &2 & £ B AL = & et & o
v B R A ER (kA EFEOA R TR DR #41k)’$$1
TV AEgRFHER

™ 7

[Ea T

¥ B o«
i TS

=4 \‘-tr

wz

=y
B

PN B
3.6 R A LA

Flypere it * 52 f & &3 B # > (Fuyuan Shen,2002)#-4 £ 3~ #0538 » & =
Ap L9 ok et i in—ik 2.3 B WA 3R E et R

1. Refcet §st
o T F W} Flat-fee pricing
BB R RREAT IS AT AR - BEPR P L R LA o ipy A5 e
Bt st
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e &+ £ gk x CPM(cost per million)

AL IR el A R e IR 2] § B R R
LLL‘?‘.L]%‘pl(F" o i:"]”i% g—;l;j%,k—i:’f\'ml;\:j\ o

2. 3Bt

B 4 -4 = iy ) CPC (cost per click)

(SR LS RN T SES Y EL TS 2 R SR R T
FRREAR AREARY FARLF DI HGEL o

3. BEEeRa

PR e g oo e B A0 E 0Ty B2 BN e

o &7 L% H§ CPRA (cost per action)

R R A KenF 5 B R (Action) T B kR o B BReT A B E T G ARG ¢ 3
LR 7 CPC -~ % F3ap (CPL cost per lead) ~ fEF 7 &-(CPS cost per sales)

gt it AP o kit B X el | LA f B o F A RPE BT
mfg_~\a:\_."p\’§m&“ﬁ |%’&_°|E‘ﬁ»’k&)'l'l%*§_'\‘—r ’K:sz?q%,\"f'é:,"ﬂ—&’ﬂ r‘g/
N ¢%§’$$n%«¢&%’$$@?%ﬁgkﬁ‘%ﬁ*oﬁﬁ’%ﬁﬁ

l% ’}-3_—\,617 ﬂ’I_ —5«)% 24 3 El); m,_g.-éé;%dﬂz,u/?,;*;}f_.% rlk;{,}t__é,-?ﬁl;rm»]()\ b
oo Tt ISR ARG FUAR N £ A et i SRR S YL = PR £ Ay SR
oy K o RATEREANLR NP EF EFE M T S EARG FE - 0

TS —“‘Ff Fend it e g > acdana & 5 i augfl - (Kumar, et al. ,2007)
IAB,2006 & #cihBgm > o 2005 £ 3 46%%F A £ fc r 2 CPM 35 #55% » @
APy TR AR 2R %3—‘\ Inw g dE S CPM H.:%  ]4et £ B 2 28 CPM400 £
AT %,‘f%ﬁ*iw}t 1000 =c gl 0 -+ # BB A AMEBFE S R4 2R 400
~oo Y 50 CPC v iR & A 7 m—,!;éi}_, # CTR 5 @ » & CTR=1%
pEos PR - F A FIFRER G 10 Il?ﬁ?%@ﬂg BT L eng 4 o 0 s & 400
FAT o FARFNI0 BHTHE LA L A00 AR LA Ak &5 F X BEF DS
5% 40 ~ ijhd;%“ CPC=40-4d jt 6+ > Va2 gz H 2 5 X BB 25 4 H
A A - ko FE o BRI P AP - 5 CPM s R ks B A e

g -
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3.7 B 2 %k

B3TAH p AR L PER
WEAFEHP P AHALORAGTYL  FRB A D ERS A TR T
B BAENRLDER - BMRE YR EFHTRLOEARLFL AR 2 - Cho
and Cheon ,2004 #& 1 3f § K @2 B 2 R F1F 7 i 3 PR T~ R 2 e
AFGsk e KA 0 AL OTREN RS > B2 A BHAAS T  F s A
Tk 03 R RERL T ORATFER R DEA O ATARIAT Y 2 28
BT AFT R HA - Ko blbe FIFRAS Rk v Op b S0 0 AP R
G L S § F A LR T - (Edwards et al. 2002)
W *F%ﬁ%%Fﬁﬁﬁﬂ’“{wwgzﬁi%ﬂkﬁﬂm$$’ﬁinﬁ
% & > Louisa Ha ,Kim McCann,2008 ruda% AUHT R e L R EAE P T
ERWFHFE
L Fase DT F A AR S AR AL F T RN T g R ARG
;L;Jl% °
2. WERFEFr PR o FEREe DT F G ARAE OARA LS R AR
XA A e
3. W Ee Y hp LA SR L ER B EAP R AN T
B P 5 S R T e PR PR R L T A AT
4, FAESHEE  FRLABHBESET O NG PET R LARL TR
TR TR R g 2 0% | A AR R B - R S
AHA L AT R ER(FAE) T

3.7.2 R R 4 ock
FRER AP BIRG A RIHA L AR T EHIIR 0 GRBE 4D
Bl iapE B TR IR LS BB AEACY S BEFF FRIJustdoit”
PR HAAR?BRE BEG R LA e? B BiEROERLH AL SR
g bEfp e Ak rrig A APT uaipand o BAE G Rk o Ef 4k ¢
FEEFLEr > L3N E - PR 2 7 o1 kenk % - (Palda, 1965)

%%?—&%j%ﬁ%ﬁﬁﬁ%ﬂ&iWWF’éﬁﬁﬁﬁﬁﬁ%ﬁ’%@$
HWFRET P 1{#&1‘% iﬁéé%i%?xﬁﬁ?gﬁvp\ FRER L 0 R 2

’,Z.
ol
A‘h
?
e
-
=
=
T
:,4‘1
ﬂ«
f"l'*
%

;‘ /z‘/g/ﬂﬁﬂ'éiljl,(?/'_}%im}%ri
@’Lﬁﬁﬂﬁﬁﬂﬁ°$ﬁi%ﬁﬂ%@ﬁ%% SR K A T 4 2006 £ T35
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ZEZF NG 02% > m 22008 £ T FE L 5o FT 7 3 0.1% - (ComScore, , 2008) 7]
oA HREG R LA RAARER 2 g9»cdk - Dréze and Hussherr ‘g gL «“*"«;lﬁit
AR TS R FARRARME P T o 2 B B S fo% A ek
0 U F AR B AR - e EY s ol ende g o TR T RS LB DA
Rk hP B LD » B R 2 Pz#ﬁ£ﬁi%ﬁ$@¥° F o § A E
ﬂﬁ%1rm?ﬁﬁf.w%ﬁﬁﬂﬁt%%%ﬂ_ﬁtm&%%§4mﬁdpﬁ
R4 54 9 8k 6 apk B 18 € (ComScore, , 2008) (Green,Elgin&Vranica,2001)

AV ;T‘Jt,_g B R R 2Lk ;}];, F---BLEE F AR R AR K > 3 2R F 8 B SR Ty
ER A ek bt 2 L0 FID RGN R FRRERY FER LS F R NI MG

(Huang, C.and C. Lin, 2006) » st 2877 » B E R 5 R 2 o0% enii & 0 L expig
FERELER 2 AT bl By 0 7 8 KA 7 S BREF S DG HIdp e
A o B S M IR AR R R Y R e (R ) 2 g SR

eRE % o

3.8 713 R i AR

6 % B prEE
SRR LS R A =i
WER L EES E R 2ok g d R4 B Sk, 7 % | Patrali Chatterjee,
PRFITLIOpER | A R L R I+ 7 & | Donnal.Hoffman,Thom
P LRSS il E 2L Hryk *H@Z’J%@Jﬁ e [ as P,Novak,2003
FT R ARE ARG AL {5 2
BLEF T G
eI o R TR R BT FARE L7 g | Danaher, Peter J. and
2Rl AR PR & r R | GuyW. ullarkey ,2003
g%% °
pECR 2 EREE b F A AT R E o 28 | Rajiv M. Dewan,
PREANFE R+ A2 H eS| Flet # 2k | Marshall L. Freimer,
EER 2 F T SEHTHFNFER 2 LMK - 2003
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it
oy
A
i

1

f

a4 5 et I B RFEF S Qf[ﬁﬂixé * | Huang, C. and C. Lin,
FOORE LT L A2 34T F ik | 2006
PHEREAFEG I

2L FIL g B R 2 chj sxibandg 0 2 | Bhat,Bevans and

LI PTBER | R RRAR LR 2 BAR £ K% | Sengupta, 2002

EI LR ik 4k

LIS o THmeR s FiEF1 L k& 5 | Choand Cheon,2004

R L EEE g2 iﬁ,ﬁ]ﬁ%ﬁh’ﬁé’g&%ﬁ

b A R 2ARE R E T g e D
Pt 7~ B 4 et~ AT P RER

kg ferbiofm B3 A 250 B W3 T 45 5] | David Maxwell

R &3t B bR 2l Chickering

LES o &  David

Heckerman ,2003,

A RE Eak= i

4 17 e 2 e

KR 4 F

Louisa Ha and Barry R.

W B L RAR - R Litman ,1997
R
90 e b A A H e fE e fenizds B4R F | Louisa Ha Kim

RN

McCann,2008
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L

SR T

o f&{:};’i?p?,ﬁ A

(Dewan&Freimer, 2003)

~ R ?L“ IR S = S H I

i d B4F £ Mo PREATFEAR L LT PANE RS oo S A
XA e EPF AR 5] }&&é,ﬁ‘%ﬂ% SR o AR AR S AR IR 2

CRER A g mE R E R R T
TS el gl Ll R A I T

%%Wﬁﬁ%ﬁ@%%%o

bR F L RFHE A AOF £ B AL A

2HTE

AT DR BT R AT WP

L 7 R

REL | REE A e

X1 BT adb R R E LG T e ATl AT R T e

(Stickiness) PR 0 SR dp iR otk ek it Eoiniz B T

$resbandb R ST R
(Bhat,Bevans and Sengupta , 2002)

X2 B2 48 S8 Rk g B Rk i

(Sell-through rate)

=Sold impression/Capacity
Ttk RER 2B G2 R 2 2R

X3 | R COM = + + £ Lty
X4 B fo 2R EEE X e/ P AR FF = & %=Total clicks/total
(Click through rate) delivery impression
FERHR Ly B R AFR Y FER LRI M
- fafr R g R o * kF¥TZR £ grR sl ghiE o - (Huang,
C. and C. Lin,2006) (Yahoo # &)
Y RELR 2 F T ferhdbox P e kiR R A 0 Lt URERR L Y

i

) SRR R

SEL R
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427 % %4

AP RS E R e f IR ek 2 40 TG B &G Pl R ek
For g i 2 Tkkky%cﬁ‘km%ﬁ’%U%‘Uﬁ’?Kﬁiﬁw&kﬂfﬂ;
V- bR R LY O B 2 e RFEH L A AT S F i KM GG
PR AHEFEL R SRR AR FRRRES S R FATS
Hipshendb R 0 T Bdo r 2 R R BEFRT i r A AR BN EhoR T o h

BRI e REHNBE T kAT HA LT R LRI -

B iRy R
s [P | & | pred +
24
= L 3
o) s H3 A H1d
» - X4 ke
H2 gk
2 » 2 X1 > B
p_rexl ‘
& Hla
%l.'
X p_rex2
H1b |
5 F
B "
4 p_rex3 Y
T_ Hilc
1% .
X3

B 10 25 3 %4
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43 % >

AR R A R B4R R RIRAPIo O B SR kT D
Zo e PRE-AsY R o it SEM AU SHEM G L RS FHFEMR G o A
AR FREHT S ORRATE S ] 2 AR ERA KL o AP LR FR
12 %]% 4 17 exploratory factor analysis » %8 ] % #i-z" » #-F & F T8k~ F T &
il ﬁ?‘{ P T S0P R G Mg o IR A = A 472 (principle component analysis)
PR R R A SRR G - B o FZ 77 ALREOLEATEHFHTAR
AR FEXL S LR ﬁ IR agER o 2 {8 0 Y FREL TP M
B T SEM S 2 A g enT BRF(HT e baip AR 2 48 5
B4 HH CPM~ B 4% CTR bR 24§ 4c) > * B2 o k S ek 2 6 P ey
FHeshd fidhe g = & R EHE AL D CHTE d RN G D A

TSR B enE B M AR - (Diana,p 243)

%

4

A2 RS ANRAFRIEF FHARRETS A2 L 2 ALl
) R -

1 i d ¥ ke

P s g Fdo g Rl > BN BRER L fcnf R

® pxhi Y g HEA]
Y=p_refl X1+p rex2 X2+p.rex3 X3+p_rex4 X4+E1

Y=g R 2 Gt SRR Rk
X1= 4 5 BT $ e ob Bk 2 0 NG 5 PSR F sk S K BOEDIR AR~ b3
raf W frf h# AR 4 A2/ (Bhat, Bevans and Sengupta, Journal of Advertising ,
2002)

X2=4e b | 24 cndd & %

X3=4e sk A 2 f2

XA4= =} g ¥ &

El=3#-4 7%

P_rex =i i & $t 4 b4k R % #ceh  #ic

p_rex2=i:k R} 4 4 B & e

p_rex3=ie =k 2 % # #cih bk

P_rexd= =k 8L & g Hoehih i

26



2. #REFFOWTE P
EERE N “*Jszrafgﬂ‘-'%m@r 28 F A7 GVIRRT ekl
*FE e b AR A D

4

o

s

® EFITH TS
X1=p x1x2 X2 +E2

XL=T 4 5 4 S b cnf e P s 5 R 4 F e sh ST H BEDie R~ e shen sl
frif LT # s ena 4 424 (Bhat, Bevans and Sengupta, Journal of Advertising ,
2002)

X2=ip bR 2 gl § F

E2=3%4 5%

P XIX2=4 =L 2 41 & XS B Th i

Ji |
e
ETS

EENEFRREL Y ROAZE WL T - HREAWHATH T 5 AP
- B B D5 5 LRI H e sk o Bt S s - ge sk
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X1=> FfL5 T b endb &k o M5 N & F R X FI T B A - He bl
el WP en®AB i 4 42 & (Bhat, Bevans and Sengupta, Journal of
Advertising , 2002)
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PHERBFAI AL LR FERERT I b2 AR AT ERY FHE RIS -
(Huang and Lin,2006) #]}* » * 4= 3 #-2.# FCTRE 7§ = ik 2§ S i

Danaher, and Mullarkey ,2003,#3 5 sv - #icF § | R L F A %3 42040~ 60
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4.5 FH 4
¢ AT ET LB BREMEEREAS Lz T E IR )
AET TG T E 11 ~97 & 120 s £ 36B 0 LT
F 8 b A
AR AR 47 REL g e oL
AR B F homepage 1 5B ¢ E club 11
Information | #7# news 2 Entertainment | « 45 mail 12
# % weather 3 % % personals |13
4 E+lifestyle 4
srak+knowledge 5 2 %astrology 14
% 2 dictionary 6 i #2movie 15
72 g4 money. 7 5k games 16
% 3+ 2 house2 8 WA 4p % auctions 17
% £ Stock 9 Shopping P4 shopping 18
| i L < 1 mobile 19
L LU LT
%9 B hhcE Bkt 3o
#7 3¢ 37 %] Property [Max Min Average SD
RO 67,957,878.00(12,267,006.0 {32,608,605.30 12,930,335
AT 28,780,019.00/4,525,524.0¢ |13,186,685.60 4,757,638
F % 983,617.90 |13,192.7 321,940.11 270,964
2 E+ 2,932,274.00 |276,438.0 1,599,749.45 548,937
T+ 2,507,506.00 |65,418.6 1,139,432.27 781,048
F 916,441.34 |13.4 216,962.20 236,741
L 2,149,401.00 (137,698.0 684,629.54 404,409
S A 2,827,389.00 (348,133.0 1,632,947.74 591,149
L) 3,684,614.00 |260,444.0 1,262,360.24 858,478
a B 3,419,775.00 |234,014.0 1,601,601.92 828,038
W& e R 1,709,325.0 |229,802.0 726,087.06 382,470
(B 8,806,060.0 (2,119,097.0 |6,630,348.93 1,774,864
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#7 3¢ %7 W] Property [Max Min Average SD
2% 1,137,758.3 |52,703.8 644,999.33 254,063
5 % 1,114,949.90 |4,296.20 401,917.74 301,262
TR 1,502,733.00 |[279,927.00 [840,590.19 337,222
2k 1,330,909.50 |40,761.20 470,199.37 338,768
Wy |dp ﬁ 2,180,118.00 |287,217.00 |1,291,789.66 558,496
PR 763,557.33 2,387.32 |195,494.95 220,761
= i 731,050.14 |9,397.64 223,503.74 188,158
AT R AR TR H T SR R E Y TR R 2

Jo ks o AR > DR L Ptk R I EMEN R LREES N LY Al
enp R R 2 Al B AR dp g RS ORI R TR PR B

RS Rk L R SR A R
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%,_,ﬁé_%; amu*ﬁ_—\ﬁ ,% A %ﬂbta_'ﬂ‘_hmm gm/};gxrﬁgfj@g,’p,g;;@)\ggﬁzp‘;
3

A A PN S e 2 R I R LT A BT sl

FARFTHRApIER = 2w R AT R o Y SEM MU HEM G o R B
B enT) % B % o

5.1 ¥ L%

AP Y AT e AT ene ki o AR A BTN G 2 BRIE KBRS Y LT 6 HTS

BHT A BTH S| LR eE Iy B F R - B ,é,ﬁf‘ua&:émﬁ;u@%i
B R AR Y ”ﬁﬂﬁ—’ﬁ AN sh B E B TR T A K 0 T ;ga ¥R HEE A
(exploratory factor analysis) » #-7°L & ¢ e 6 550 =c i~ 1 57 4 B }Tg’ ] 7T
Yops R B G g0 I8 A & i A 454 (prinCiple component analysis) B~ & &
Fprena $ A Fifh - BHEG BB RSRENL AL A THE TR A

PR BXL R T F S ek LR o 4 8F g P RrEER ch R BXLE | H 0
ferpendbk 0 225 % RfERN 4 &2~ 4 4. (Diana D. Suhr)

# 10 g2 = bz o P T A A s g A X1 4 R

* ek

Eignvalues of the correlation matrix: Total=3 Average=1

FE B FiiE i3 g R0 5% AR 5%
1 2.3384 0.7795 0.7795

2 0.5999 0.2 0,9795

3 0.0615 0.0205 1

*F A

Eignvalues of the correlation matrix: Total=3 Average=1

Tk B # e b g d 5% AREREVH%
1 2.3086 0.7696 0.7696

2 0.6552 0.2184 0.9879

3 0.0362 0.0121 1
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o4 sk

Eignvalues of the correlation matrix: Total=3 Average=1
T % B e b3 g R 5% ARV 5%
1 2.2056 0.7352 0.7352
2 0.7198 0.2400 0.9752
3 0.0074 0.0248 1
R
Eignvalues of the correlation matrix: Total=3 Average=1
F1% B ¥k e bR 5% ARV 5%
1 2.7930 0.9310 0.9310
2 0.1922 0.0641 0.9951
3 0.0147 0.0049 1

X PR XL & LAATS f ¥ e sk endb R Stickiness o fe > Hexh ~ FILAT ~ HE A
AR P F B0 hF] R T R A T0%: @ i) B sk e { A7 l/ffﬁf?rgxi 90%
HEPROXI L AR RAHA -
5.2 g sh 4 fi A & & SN A I

- iR N Aol d il 5 £ 4 Y X CHTH R 2

i3t ﬁ&ﬁmwﬂ’%iEmﬁﬂiﬁiﬂaw’vﬁﬁéﬁﬁm%ﬂﬁ”d*’
P e b Y Sk T IR
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11 chfa BB R 2 3 bl 0 o
2 11 sk 5 ¥ o o BEBRERR 2 Y RhFF 2 ¥k B8 $ikct-value

PrEEHe | 2 TR Mgy WA

Estimate | t-value Estimate | t-value | Estimate | t-value Estimate | t-value
# 7 & # % | +0.6998 | 26.9416 | +0.7184 | 19.0268 | +0.6536 | 16.2354 | +0.8122 | 12.8517
sh etk B X1 () () (*) (**)
B2 +0.4128 | 18.1476 | +0.3961 | 11.5101 | +0.5804 14.5448 | +0.3624 7.3579
B8 X2 () () () (*")
B4 +0.0551 | 2.4281 +0.0100 | 0.2932 | +0.2140 5.4679 +0.0736 1.5626
i X3 *) )
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KA -0.00918 | -0.3540 | -0.0490 | -1.3019 | +0.0312 | 0.7909 0.0668 1.0853
X4

R square 0.6740 0.6410 0.7447 0.8245
*Significant at the 0.05 significance level.

**Significant at the 0.01 significance level.
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412

2 12FFF 7o A2 IR PRT R e 2 Sk B ¥k tvalue
ik -] ek T g o WA
5@ Estimate | t-value Estimate | t-value | 'Estimate /| t-value Estimate t-value
R 2 4 8% % | 0.0588 1.5140 |-0.0978 |-1.8417 | 0.2071 3.0975 | 0.3074 3.1325
X2 (%) (%)
R square 0.00346 0.00957 0.0429 0.0945
Bk 7 A3 H2 % % #H2a 7 % #FH2b £ ## H2c

**Significant at the 0.01 significance level.
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ARG Gt e =

st

'1/?_E’E;ﬂ”ﬂ%ﬂ?‘f&%ﬁhmﬁ&}iﬁxﬁﬂ?f% By

ek o' B N%iz’d%’i‘—‘ﬁ é”%iﬂf&‘:é«%é«fi 304 2 B TR R TR F DN G A4

13-

A3 R L AW BEEE 2 Tl 2 SR EY f#ctvalue
REL2IIY | 2 T W 1

Estimate | t-value Estimate | t-value Estimate | t-value | Estimate | t-value

HF e | -04834 | -14.1963 | -0.5105 |-11.1224 | -0.3593 | -5.6321 | -0.6944 | -9.3569
AR ) ) ) )
X1
R square 0.2337 0.2606 0.1291 0.4822
B2k 7 & ##F H3

**Significant at the 0.01 significance level.
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S

F 14 2 E 0 PR R EH R L SR B ¥ t-value
ki 4T 2RI | Rsquare | fRERCG#E | tvalue
ok T 0.6740
X1-Y + 0.6998 +26.9416(**)
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ikt Ak Y 2RI | Rsquare | RIS G#c | t-value
Py e 0.6740
X2-Y +0.4128 +18.1476 (**)
X3—-Y +0.0551 +2.4281(%)
X4—-Y -0.00918 -0.3540
AT 7 5 s 0.00346
X2—-X1 +0.0588 +1.5140
LR S 0.2337
X1—X4 -0.4834 -14.1963(**)

GF1=0.8546 ; Bentler & Bonett's (1980) NFI =0.7181
Bentler's Comparative Fit Index=0.7182

o
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15 TS ER &R R

ki AT 2T | Rsquare | ¥R GE | tvalue
Py e 0.6410
X1-Y +0.3961 +11.5101 (**)
X2—Y +0.7184 +19.0268 (*)
X3-Y +0.0100 +0.2932
X4—-Y -0.0490 -1.3019
AT F 75 s 0.00957
X2—-X1 -0.0978 -1.8417
B2 38R 0.2606
X1-X4 -0.5105 -11.1224(*)

GFI1=0.8107 ; Bentler & Bonett's (1980) NFI

Bentler's Comparative Fit Index=0.6518
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=0.6524 ;
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¥ Hicz. i 2t 2 Bk t-value

u‘_i}&inh)%i FHEF P00 TRANRE TART SR 2 S SRR E T e
|t =|-1.8417| < 1.96 (&% ¥k # a=0.05 & 2 7=R
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o 16 W E R > 2 R YR R R B2 ST EE ¥k tvalue

ki &Py 2 BT | Rsquare | B EZGRE | tvalue
b m +0.7447
X1-Y +0.6536 +16.2354 (**)
X2-Y +0.5804 +14.5448 (**)
X3-Y +0.2140 +5.4679(*)
X4—-Y +0.0312 +0.7909
AT+ 7 5 Hos +0.0429
X2—-X1 +0.2071 +3.0975(%)
B2 3 Hp s +0.1291
X1-X4 -0.3593 -5.6321(*)

GFI=0.8784 ; Bentler & Bonett's (1980) NFIl =0.7826
Bentler's Comparative Fit Index=0.7846

P

14 2 apip g oopedp R B

2.tk ﬁﬁpnﬂhEFPT

AT RE B2 403 R GRE T PLY AT 205l F B he o

o HHFFHREDRAG SO RLEL IR0l AREY R 47 L HN
Ypsk™ o RS RAPHATEF R S L8 P &ﬁﬁm@%
IR 2T LR AR

¢ WRERZATEFHERREAR QBT AR AL BT L AT F e
BRI R R E SR L P RS s H3 Bk AR F o

*

5.3.4 i § &4 17

/ﬂ &‘F et ¥ é
A%fr ’ ‘al-fFL T~ 17 °

DA R LE S Bt gesbd 4R Kok d B G- Ao B

BOAT AR 0 F AR ECH R SR P B8 R tvalue
ik E &4 Y 2RI | Rsquare | B CEZGE | tvalue
ok G +0.8245
X1-Y +0.8122 +12.8517(*)
X2-Y +0.3624 +7.3579 (*)
X3-Y +0.0736 +1.5626
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e 4dd Y 2ZRIC | Rsquare | BRI IR D t-value
PSS +0.8245

X4—-Y +0.0668 +1.0853
vk R +0.0945

X2—-X1 +0.3074 +3.1325(*)
R4 Hs +0.4822

X1-X4 -0.6944 -9.3569(*)

GFI=0.8977 ; Bentler's Comparative Fit Index=0.8926 ;
Bentler & Bonett's (1980) NFI =0.8855
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