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· Data collected June—July 2002.
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Data Tables

In order of the questionnaire 

WEB SITES

Company Web site
T-1
Search engine listing
T-3

Click-through data
T-5

Ability to tailor Web site
T-7

Functions of Web site
T-9
Customer segments  (banner #1)
T-11

Web site sales  (banner #2)
T-13

Profitability of Web orders
T-15

Web vs. DM methods
T-17
Site privacy policy
T-19
Banner advertising
T-21

E-MAIL LISTS

Outside e-mail list rental
T-23
Use of e-mail for marketing efforts
T-25
Sources to develop e-mail lists
T-27
Segments targeted by e-mail
T-29
Functions of e-mail
T-31
Opt-in/out options
T-33

E-mail message options
T-35

Methods used to send e-mail
T-37

Rental of internal e-mail lists
T-39



Data Tables
continued…
ONLINE ACTIVITIES

Online budget allocation (banner #3)
T-41
Online vs. DM budgets
T-43
End-of-year budget vs. current
T-53
Online department staffing levels
T-55
2003 budget vs. 2002 budget
T-57
Organization of online operations
T-59

ORGANIZATION

Job function
T-61
Total revenue (banner #4)
T-63
Number of employees
T-65
Appendices

Write-in Answers, Verbatims
A

Questionnaire
B
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