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Abstract: The upsurge increase in the popularity the World Wide Web has paved the way for organizations to reach 
out to clients in cost effective manner. Well designed website is needed to achieve this purpose.  A model for 
evaluating educational sector websites is proposed and tested empirically with 60 African universities websites. 
After comparing the attracting, educating, informing, positioning and delivery components of AIPD of both public 
and private universities. Through correlation, regression analysis ANOVA. The results shows both private and 
public universities tend place great emphasis on “informing” and “delivery” dimension, with the exception of 
“positioning” dimension where private universities tend to utilize to their advantage.  This study contributes to the 
body of knowledge in the area of strategic use of websites in Africa context. 
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INTRODUCTION 

 
The Internet  and  its accompanied technologies  

provides  an opportunity  for  any organization to 
proactively  redefine its business processes  to meet the 
changing needs of customers  or they might be force to 
do so by rival firms that  might have gained competitive 
advantage by adopting Internet  and it business 
processes  (Yang et al., 2003).  Hsu et al. (2007) Firms 
in the airline, travel, banking, educational, 
entertainment, logistics and supply chain are all 
creating an online presence as medium of delivering 
their products or services. For some organization 
integration of the Internet in their business operations is 
a natural outgrowth of their companies’ existence 
(Yang et al., 2003). The Internet is now seen as new 
platform that offers academicians and students 
innovative means of teaching and learning (Applebome, 
1999). As a result institutions are making frantic effort 
to deploy web base strategy. Welchman (2009) see web 
strategy as translation of business objectives and values 
in the web environment. The web environments have 
the tendency to help organizations to achieve its 
strategic goals. Arsham (2002) stated that universities 
around the world are devising appropriate strategies to 
bring the benefits of class rooms into web based 
settings. The universities believe that the web based 
environment will create more interactive platform. 

Prior studies have examined website strategic 
outcomes of firms in the Banking sector (Simeon, 
2001), software industry (Simeon, 1999), Strategic 
practices by clicks-and-bricks and pure-play audio web 
casters (Ya-Ching, 2009), public sector web site 
strategy by Jae-Kwan (2003). However little research 

has been done to examine the web strategic outcomes 
of educational institution, specifically web strategies of 
universities in Africa, this study aims at filling this gap. 

Therefore, the first principal objective of this 
research is to apply and test AIPD model in the African 
context, since most of the Internet based studies are 
conducted in the western countries and lately in Asia. 
Second, there are limited empirical studies regarding e-
Commerce and website strategic evaluation in Africa 
despite the awareness creation about the benefits of 
Internet by governments and non-government 
institutions in Africa. Thus this research aims at 
systematically evaluating website strategies of public 
and private universities, which will be representative of 
African situation than research based on sample drawn 
from Asia and the western world. 

Third, this study compares the web strategies of 
public and private universities in order to identify 
which web strategy dimensions that University 
administrators or marketing managers need to place 
much emphasis when deploying e-Marketing strategies. 
     Fourth, this study is to test the model through 
evaluation of selected websites in details, because it 
will be very difficult to arrive at any conclusion based 
on assessment of a single website using AIPD model. 
       In this research, we evaluated web strategies of 
Universities using AIPD model developed by Simeon 
(1999). The model was tested empirically through 
critical evaluation of the selected websites. In addition 
to its theoretical contributions, this study presents 
important practical contributions. In particular, 
university authorities can gain valuable insights into the 
most important component of web strategy, which may 
guide their implementation and web strategic activities 
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The study proceeds as follows. In the next section, 
literature review is presented. And then the research 
model and its theoretical foundation. This is followed 
by a description of the empirical study designed to test 
the proposed model. We then discuss the empirical 
results and their implications. 

 
LITERATURE REVIEW 

 
Websites as strategic tool: The emergence of website 
and the Internet as marketing medium is gaining 
popularity among businesses.  Some years back Internet 
was used as tool for delivering basic information about 
price, service and product availability and features 
(Simeon, 2001).  Now companies and institutions are 
using the Internet to deliver products, services and other 
support services to their clients to enable the 
organizations build stronger customer base, customer 
loyalty and increase profitability (Turban et al., 2008). 
Mainly e-Commerce allows better interaction and 
effective communication among industries as well as 
with the users by reducing time and effort. Electronic 
transaction instantly provides rich details of products 
and   services to the users (Chaffey, 2006). This makes 
it the preferred medium of engaging in transactions 
between businesses and customers. 
 
Assessing web strategies: Customers that are loyal are 
very crucial to the very survival of any company 
(Reichheld and Schefter, 2000), because of that 
companies are using defensive business  strategies to 
increase their market share and profitability by 
maximizing customer retention and acquisition 
techniques (Tsoukatos and Rand, 2006).          
 The use of Internet continues to emerge rapidly as 
businesses find ways to integrate its capability into their 
main business strategy (Simeon, 1999). Initially the 
Internet was mainly used for display of product 
information without any key strategic functions, this 
approach is changing rapidly due high Internet 
diffusion in business operations in recent times 
(Simeon, 1999). The websites represent new medium of 
communication from the rest of channels of 
communication (Hinchcliffe, 2007). Because the 
Internet has the tendency to reach wide geographical 
area at low cost. Day (1997) some organizations believe 
that Websites are design to achieve certain business 
objectives whilst others believe that mere online 
presence is sufficient. The business objectives may lead 
to attainment of strategic outcomes set by the 
organization. 

Yang et al. (2003) for example, investigated the 
websites of firms in Singapore and found that website 
features such as banner advertisement and links from 

affiliates does not lead to increase in the number of 
visitors to the website therefore defeating the strategic 
purpose of the web sites. Simeon (1999) subsequently 
examined the website features of 54 Japanese banks and 
68 American banks using AIPD framework analyses to 
explore the relationships between website features and 
outcome on the business strategy, it was found that 
Japanese banks were able to score significantly higher 
for many of AIPD factors than the American banks. Lin 
and Jeffres (2001) carried out a study of 422 websites 
associated with local newspapers, radio stations and 
television stations, with their results showing that the 
traditional strengths and features of media providers 
were reflected in their online ventures through an 
emphasis on distinctive content not other component of 
the AIPD model such as positioning, attracting and 
informing. Ya-Ching (2009) attempted to determine 
strategic practices of 177 audio webcasters in Taiwan 
using AIPD model, the results of the content analysis 
indicate that audio webcasters place strong emphasis on 
‘positioning’ and ‘attracting’ components of the AIPD 
model. Again Simeon (2001) studied websites of 50 US 
and 80 Japanese software firms to find the link between 
website features and business strategy and found that 
US software firms were more aggressively using their 
web strategies to boost their branding potential than 
their Japanese counterpart. 

The review of prior web evaluation literature 
suggests that the AIPD framework may indeed provide 
an appropriate starting point for evaluating websites 
and its intended strategic outcomes. 
 
The AIPD model: The AIPD model provides a means 
of providing a framework for the development of 
competitive sites as well branding strategy in the 
cyberspace. Simeon (1999) explain that AIPD model is 
one of the important tools in examining website 
strategies of organisations, the four strategic functions 
of the AIPD model includes: ‘Attracting’ (A), 
‘Informing’ (I), ‘Positioning’ (P) and ‘Delivering’ (D) 
within the AIPD model, Simeon emphasised that any 
website that can be seen as successful might have been 
able to combined the AIPD components to create 
dynamic website that is capable of producing the best 
strategic outcomes. 
 
Attracting: “Attracting” is made up of made both 
online and offline strategies use by businesses to attract 
users to a website.  There are a variety of methods to 
attract interested parties to a company’s Web site. 
‘Cyber brand’ Management is seen as important 
strategy in the dimension of ‘attracting’ (Yang et al., 
2003).      
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 Attracting methods include:-Cyber advertising: 
(e.g., banner advertising, pop-ups, email-advertising, 
use of URL or web address). A banner is linked to a 
company’s website when a user click the banner they 
are transferred to the particular page on the website. 
 
Social network sites: Some companies are now using 
social network site such as Twitter and Face book to 
attract potential customers to their website. 
 
Traditional media: Recommendations from others 
may also be a powerful source for attracting and 
acquiring new customers (e.g., recommendations, 
business cards, billboards,) (Hoffman and Novak, 
2000). 
 
Informing: ‘Informing’ function refers to how a 
company’s website display information about a 
company’s products, services, events and ideas, as well 
as the company’s history, organizational structure, 
executive teams, financial information, recruiting news 
and customer surveys (Simeon, 1999). A websites 
information architecture shows how a website 
organizes, labels and navigation of its web pages to 
support browsing and searching (Rosendfeld and 
Morville, 2002). By modifying Simeon (1999) 
components the informing consist of online 
administrative services, online library services, video 
streaming of programmes, recruitment information, 
financial information, projects, online application 
forms, student portal, lecturers portal, FAQ, 
Universities links and  mission statement.  
 
Positioning: Strauss et al. (2005) Positioning is the 
process of creating a desired image among its 
competitors in the public’s mind, therefore e-Marketers 
goal is to build a position on one or more bases that are 
relevant and important to the client. Simeon (1999) 
Companies can position their offerings in the minds of 
consumers if the positioning capability of a Web site 
relates to the main factors determining the company’s 
e-Commerce positioning strategy. Factors which can be 
used to examine this strategy include an analysis of 
Web site design, transaction types, market targeting, 
community relations and links to affiliate websites, 
download time and number of hits on the web site. 
 
Delivering: The “delivery” aspect focuses on the way 
the Web site provides reliability, speed, security and 
interactivity (Simeon, 1999, 2001). To examine the 
delivery capacity, elements of the website such as 

search engines, databases, online reports, downloadable 
software, e-mail, audio, video, animation, Java and 
other Web tools were investigated.  The goal of any 
website is to deliver quality content to its intended 
audience and to do so with elegant design (Nielson, 
2005; Wieldman, 2007). Therefore any website should 
have the capability to deliver the right contents in an 
efficient manner to its potential and targeted customers 
(Turban et al., 2008). 

Cram (2010) claim that universities are seriously 
reconsidering a multi-year digital strategy to propel 
their institutions to a greater height, this approach has 
resulted into rethinking the role of the Web and 
developing a new digital strategy to differentiate the 
institutions and provide avenue of information 
exchange with the students and other stakeholders.     
 Based upon the literature review on web strategies 
of firms and the AIPD framework discussed above, this 
research attempts to test the APID model in educational 
context by clarifying the relationship between strategic 
practices and outcomes. We therefore develop the 
following hypothesis: 
 
Research hypothesis: 
Hypothesis 1: The performance of IPD strategies is 
positively associated with the components of website 
strategic outcomes. 
Hypothesis 2: There are positive association between 
IPD factors and the perception of a rich website 
strategic outcome. 
Hypothesis 3: There are no differences between the 
website strategic outcomes of Public and Private 
Universities. 
 

METHODOLOGY 
 

 There are so many criteria for evaluating website 
strategies of firms (Jae-Kwan, 2003). AIPD model in 
particular has been used extensively to evaluate website 
strategies of firms in the banking sector, software 
sector, audio webcasting sector and wine sector.  
However this study seeks to apply and test AIPD model 
in the African context by evaluating    website strategies 
of Educational Institutions. 
 
Data collection: Thelwall (2003) advocated for 
evaluation of Website design from individual pages to 
aggregated collections based upon Web directories, 
domains and entire site. In this research the AIPD 
model was reduced to IPD. Simeon (1999) justified the 
exclusion of the ‘attracting’ activity because it involves 
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Table 1: IPD strategic practices comparisons between private and 
public universities 

 Public 
universities 
-------------------- 

Private 
universities 
-------------------- 

 

 Means    S.D. Means     S.D. F (ANOVA) 
Inform 9.0 (2.5) 10.0 (2.4) 5.4 
Position 5.8 (2.2) 6.4 (2.2) 1.9 
Delivery 7 (2.2) 6.9 (2.6) 3.5 

 
a wide range of non-internet activities that will require 
access to the internal documents of the organization. 
Therefore the ‘attracting’ activity was not included in 
the web evaluation process. 

Convenience sampling technique was used to form 
team of undergraduate students taking e-Marketing 
course at Department of Management Studies, 
University of Education, Winneba Kumasi Campus.  To 
ensure coding reliability the students were coached in 
the coding of pages in a website, and to encourage the 
participants to carefully examine the websites, answers 
to the questionnaire account for (5%) of their grade for 
the course. 

Data collection procedure was made up of two 
stages. In the first stage, the participant browsed the 
allocated websites during class session in the computer 
lab to study the website features. The participant 
received two-part questionnaire: 

 
 Part 1 requires the respondents to record the 

presence or absence of each element in the IPD 
components. The recording is done in such a way 
that, 1meant a particular feature of the website is 
present, for example online library services or 0 
when that feature is absent on the website. The 
individual elements in each component were 
summed up and the aggregate scores were taken to 
obtain the result as presented in Table 1. 

 Part 2 require the respondents to critically examine 
the websites  to record their  reaction to web-site 
organization factors as well as the extent to which 
they thought the web site projected certain strategic 
outcome of the website on: 

o Overall site attractiveness 

o If they would recommend the website to other  
users 

o Dynamic nature of the website 
 
The participant measured these constructs using five-
point scales (1 to 5). The data was collected from 48 
Public universities and 12 private universities. The list 
of elements in each dimension of the AIPD model 
evaluated is shown in Table 2, and the universities 
evaluated and their corresponding website addresses is 
shown in Appendix 1. Each element in the dimension 
were recorded and the aggregate scores and the results 
shown in Table 1 and 3. 

 
ANALYSIS AND RESULTS 

 
Hypothesis 1: Posited the impacts of IPD strategies on 
the universities web strategic outcomes. 

Regression analysis in Table 4 shows that inform 
(β = 0.37) was the strong predictor of the strategic 
effort,  followed  by  Delivery (β = 0.16) and Position 
(β = 0.13) (Table 4). The R-Square value of 0.54 
indicates (54%) variance in the web strategic outcomes, 
which is consistent with prior studies. IPD factors were 
found to significant on web strategy, hence providing 
partial support for hypothesis 1. 
 
Hypothesis 2: Assumed that IPD strategies would have 
a positive association between IPD factors and the 
perception of web strategic outcome. Table 3 presents 
correlation coefficients among the variables, the 
bivariate relationship indicate that for both public and 
private universities, the factors (IPD) are positively 
associated with website strategic outcomes.  However, 
the degree to which each component relates to the 
website strategic outcome differs. 
 
Hypothesis 3: Assumed that there are no differences 
between the web strategies used by Public and Private 
Universities using AIPD framework.  

The individual items in the IPD components were 
summed and the weighted  average  is   taken to obtain 
the means in Table 1. The mean values for both Public  

  
 Table 2: Components of IPD strategies evaluated 

Dimensions Elements Sources 
Informing Online administrative services, online library services, video streaming of programmes, 

recruitment information, financial information, projects, online application forms, 
student portal, lecturers portal, FAQ Universities links and  mission statement. 

Jae-Kwan (2003),  Simeon 
(1999) and Palmer (2002) 

Position Analysis of web site design, transaction types, market targeting, community relations and 
links to affiliate websites, download time. 

Simeon (1999), Simeon (2001), 
Yang et al. (2003) and Barnes 
and Vidgen (2003) 

Delivery Search engines, databases, online reports, downloadable software, e-mail, audio, video, 
animation, Java and other Web tools. 

Simeon (1999) and Simeon 
(2001) 
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Table 3: Correlation between IPD and web strategic outcomes 

**: Significant at p<0.01; *: Significant at p<0.05 
 
Table 4: Regression: Web strategic outcome 

Independent variable Beta S.E. 
Informing 0.37 0.11 

Positioning 0.13 0.13 
Delivering 0.16 0.01 
Constant 0.71 0.12 

Dependent variable:  Web strategic outcome 
 

and Private Universities ‘inform’ (M = 10.0: 9.0) and 
Delivery (7.0: 6.9) are almost identical. This suggest 
that private and public universities were deploying 
similar web strategies with regards to providing online 
administrative services, online library services, video 
streaming of programmes and other information that 
web users are able to find quickly and easily thereby 
making web surfing exciting experience. However there 
is slight variation in the mean values of the ‘Position’ 
function.  Again the identical standard deviation for 
both Private and Public universities indicates that 
similar web strategies were being implemented, with 
the exception of ‘delivery’ function that shows slightly 
higher differences (S.D. = 2.2) for public university and 
(S.D. = 2.6) for private universities. 
 

CONCLUSION 
 

 Through application of the AIPD model, this 
research has attempted to determine the website 
strategic outcomes of public and private universities. 
The results of the evaluation of the websites show that 
both private and public universities tend to   place the 
greatest emphasis on ‘informing’ and ‘delivery’, as 
their major strategic tool. This is contrast with study by 
(Ya-Ching, 2009) in which it was discovered that 
greatest emphasis on positioning’ and ‘attracting’ 
dimensions of the AIPD model. 

This study has found positive association between 
IPD factors and websites strategic approach of the 
universities and the greatest contribution came from 
‘informing’ dimension of the model and the least 
contribution   being from ‘position’ activity. 

In addition to the above, this study found that there 
is no much differences between public and private 
universities with regards to their website strategic 
effort.  Thereby providing support for study by Simeon 
(2000) that banks in Japan follow similar internet based 
strategies. 

LIMITATIONS 
 

Attracting components was not included in the 
evaluation process thereby reducing the efficacy of the 
AIPD model. Jae-Kwan (2003) assert that a model need 
to be continuously modified as it is difficult to come up 
with generally accepted model or  set  of  general rule 
for a design of a web site. 

The approach of this research is to critically 
examine the presence and functionalities of various 
items under AIPD model. We found that ‘informing’ 
was the most important element in the website strategic 
approach for the universities. Whilst the universities 
should continuously strive to develop innovative ways 
of informing users of their websites, frantic effort is 
needed to improve other dimensions: ‘delivery’ and 
‘positioning’ since that might also affect users’ 
preferences for and usage of, websites. 

This study examined only selected university 
websites, in addition the evaluators were mainly 
students with little training in web content evaluation 
and hence care should be taking when generalizing the 
results to other settings 

 
RECOMMENDATIONS 

 
This study develops a valuable framework for 

analyzing a website which has educational focus that 
can fulfill the needs of stakeholders. This exploratory 
investigation revealed some web design features that 
deserve careful study.  Second, responses from coders 
and study undertaking by Richard (2005) showed that 
creating a comfortable and enjoyable web environment 
is more appropriate for web users. Future study should 
consider comparison of effectiveness of website 
features that will be more entertaining and educative as 
well. Third, the interactive components of the websites 
from discussion group, real-chat system, knowledge 
based blogging, online content management is worth 
further study. Finally, the impact of IPD factor can be 
examined by studying actual visits to the websites by 
users and this can be done in collaboration with 
university authorities that collect information from 
visitors on factors that motivated their web visits. 

    Web strategic 
 Inform Position Delivery outcome 
Inform 1 0.151 0.456** 0.478** 
Position  1 0.243* 0.281** 
Delivery 0.456** 0.243* 1 0.378** 
Web strategic outcome 0.478** 0.281** 0.378** 1 
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Appendix 1:  Universities evaluated 
Websites address Name of  the university 
www.babcockuni.edu.ng Babcock University of 

Nigeria 
www.kwasu.edu.ng Kwara State University 
www.ug.edu.gh University of Ghana 
www.ucc.edu.gh University of Cape Coast 
www.knust.edu.gh Kwame Nkrumah Uni. of 

Science & Techology 
www.uew.edu.gh University of Education 

Winneba 
www.universityofliberia.org University of Liberia-

Monrovia 
www.Atlanticuniversity.Com Atlantic University 
www.univ-nkc.mr University of Noukachott 
www2.ulaval.ca University of Laval 
www.bowenuniversity.edu.ng Bowen University Nigeria 
www.covenantuniversity.edu.ng Covenant University Nigeria 
www.bca.bw Botswana College of 

Agriculture 
www.ub.bw University of Botswana 
web.up.ac.za University of Pretoria 
www.unisa.ac.za University of South Africa 
www.uniswa.sz University of Cairo 
www.unilag.edu.ng University of Lagos 
www.ui.edu.ng University of Ibadan 
www.aua.ac.ke Adventist University of 

Africa 
www.ub.bw University of Botswana 
www.Unipiaget.Cv Universidade Jean Piaget De 

Cabo 
www.Alex.Edu.Eg Alexandria University 
www.Aau.Edu.Et Adis Ababa University 
www.Hopeafricauniversity.Org Hope Of Africa University 
www.Fbcusl.Net Fourah Bay College 
www.njalauniversity.net N Jala University of Sierra 

Leone 
www.uniswa.sz University of Swaziland 
w.kiu.ac.ug Kampala International 

University 
www.mzumbe.ac.tz Mzumbe University 
www.udsm.ac.tz University of Dak El Salaam 
www.vvu.edu.gh.com Varley View University of 

Ghana 
www.unicv.edu.cv Universidade De Cabo Verde 
garyounis.edu/English/index.htm University of Garyounis 
www.Ulibya.Com University of Libya 
www.unigambia.gm University of Gambia 
www.ju.edu.gm/ Jimma University 
www.iscee.edu.cv Institute of Economics and 

Business Administration 
www.tl.us.eth Mekelle University of 

Ethiopia 
www.must.ac.ug Mbarara University of 

Science And Technology 
www.mak.ac.ug Makerere University   
www.uonbi.ac.ke University of Nairobi 
www.ku.ac.ke Kenyatta University 
www.universityof  liberia.org University of Liberia 
www.ohiou.edu Ohio University 
www. azhar edu.eg  Al Azhar University 
www. shams edu.eg Ain Shams University of 

Egypt 
www.uct.ac.za University of Cape Town 
www.unn.edu.ng University of Nigeria Nsukka 

www.unigambia.gm University of The Gambia 

Appendix 1 (Continue):  Universities evaluated 
Websites address Name of  the university 
www.aua.ac.ke Adventist University of 

Africa 
www.unisa.ac.za University of South Africa 
www.ju.ac.za 
www.uonbi.ac.ke 

University of Johannesburg 
University of Nairobi 
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