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Abstract

Results of own research and other studies on Retishen’s web portals are presented. The
scope of research included primarily content amgabsd the range of usability functions

available on websites addressed to Polish womdaigé part of the research covers women’s
preference analysis in relation to content offesedvebsites. Statistical data illustrated the
results. The results of this author’s researchatimelr studies presented in this paper describe the
specfficity of interests of Polish web-surfing wamia relation to the content and functionality of
web sites addressed predominantly to women. Thé impsrtant conclusions from research are
presented, to use predominantly by website devedagoed administrators.

Keywords: women’s web portalg,ontent analysis, usability functions.

Introduction

The Internet has grown to be the largest mediuocoofmunication in the modern world. Online
communication, both in business and non-businettingse creates favorable conditions for de-
velopment of diverse online communities (Boyd &iin, 2007; Geidner et al., 2007). based on
shared interests, desires, expectations, ideasaod. A good illustration of this trend is the
formation of women’s communities, as a manifestadibthe gender factor in online activities.
Many research studies (e.g. Boyd &Ellison, 2007jadhowski, 2005; Mendes et al., 2004) con-
firm that, in relation to the overall populationloternet users, women’s online communities dis-
play certain specifficity, in respect to the ranfaierests and content preferences as well as
functions and practical use of online resource®ovdea fundamental range of themes in Polish
women’s web portals presented, accompanied byleagion of content structure as reported
by female expert Internet users. A large part efghiper involves the identification of women’s
preferences (expectations) in regard to conteetreff by web portals addressed to women.

Women’'s Web Community Portals

There has been a marked growth of Polish commaeityices offered on the Internet in the re-
cent years. The largest online community, naszsaljid (despite only 2 years of operation!) has
managed to attract more than a half of
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Table 1: Ranking of Polish community portals

No. Portal R?iﬁlrf)ers Portalr;]/ﬁ its (in % of all users
1 nasza-klasa.pl 7.2 6,002 50.2%
2 Onet.pl — Spolecznosci 3.9 161 27.6%
3 Grupa Fotka.pl-fotka.pl 3.1 2,686 22.0%
4 Moja Generacja 3.1 138 21.8%
5 Gazeta.pl — Spolecznosci 3.0 74 21.0%
6 peb.pl 1.8 53 12.5%

7 Interia.pl — Spolecznosci 1.7 6 12.1%
8 Google-blogger.com 1.7 18 11.7%
9 02.pl — Spolecznosci 1.6 16 11.3%
10 | Wirtualna Polska — Spolecznosci 15 33 10.5%

Source: (“Badanie Megapanel,” 2008)

It is worth noting that out of the ten most freqihenisited Polish web portals listed above, only
top four reach more than one million hits per moatid as such may be consider popular. The
last four portals on the list have visits, on agerdess than 30 times per month per user, i.g. les
than once a day. Moreover, Table 1 does not rafiecgender. Statistics of Polish Internet users
by gender and age group is shown in Figure 1.

As shown in Figure 1, Polish women are a markedmbapf Internet users in the age group of
15-34 (30.5% : 24.5%). In this group, the numbeieafiale Internet users is higher by ¥ com-
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Fig. 1. Distribution of Polish Internet users by geder and age group
Source: (“Badanie Megapanel”, 2007)
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pared to men. This trend is also distinct in theeeated age bracket of 15-44 (37.2% : 32.4%,
respectively). Female population in this rangeeiarly {(37.2 : 32.4) x 100%} 15% larger than
that of men.

Thus, in the most active age bracket (educatiomk\vi@mily), Polish women constitute a marked
majority of Internet users. Moreover, as showremdily available reports on the subject, Polish
women on average are more educated (secondarglbéstor master’s) than their male coun-
terparts. Obviously, web content providers andgbatiministrators should consider these re-
marks.

In this respect, it may be interesting to examireeactual content offered on web portals ad-
dressed to Polish women.

Table 2: Ranking of portals reporting the highest fiare of women
in the overall user structure

No. Portal % of women visiting
1 elouai.com 91.6%
2 alwaysfresh.pl 91.4%
3 enext.pl 90.0%
4 twojstyl.pl 88.9%
5 magazynl3.pl 87.8%
6 dbp.wroc.pl 87.3%
7 zabawki-swiata.pl 87.1%
8 szybkopraca.pl 86.4%
9 avonpolska.pl 86.1%
10 sennik.org.pl 86.1%

Source: (“Badanie Megapanel”, 2006)

As shown in the ranking of portals reporting thgheist share of women in the overall user struc-
ture (Table 2), interests of Polish women are vaidd varied.

It is surprising to find the only foreign portal thre list score highest. The Canadian portal
www.elouai.com hosts applets that help design detisoticons and icons used in e-mails and on
websites. Other portals on the list represent mrioake bsites (cosmetics, sanitary pads, toys, etc.)
and women’'s magazines. A job portal (No. 8: szyb&op.pl) and a fortune-telling portal with
horoscopes and dream interpretations (No 10: semgikl) also scored high on popularity

among women.

In the structure of Internet preferences, as detratiesl by PBI/Gemius research study (“Badanie
Megapanel’, 2006), the most popular women'’s topickide lifestyle, web communities, educa-
tion, tourism and employment. Women also take @#kin portals addressed to feminine popula-
tion, with content such as fashion and beautydchile, housekeeping. Typical sections of
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women'’s portals follow similar pattern of healtkauty, culture, makeup, fashion, home, chil-
dren, erotica, diets, wedding and cuisine. Thisdrie obviously related to typical information
needs and interests of women.

Content and Functional Aspects of
Women’s Web Portals

This author’s research study was designed and ctedlbased on the women’s web portal re-
ports presented above to provide a detailed asadysiontent and functionality of those portals
that attract the majority of Polish women. A sanujleesponders, selected using targeted random
sampling, consisted of 174 women (experts) witrs@@rable experience of using Polish
women'’s portals. The sample was large, well abbedimit suggested by J.Nielsen (Nielsen,
2003; Nielsen &Loranger, 2007) for expert user geo(8-10 responders). The majority of the
responders (88%) were within the age bracket a4 Jearly 90% of the sample are educated
women (secondary, bachelor’s or master’s) (Przyak@d?008). As such, the sample group was
a fair representation of relatively young and etiedavomen. Surveys were distributed via Inter-
net. In the research sample, almost 97% of theorekgps use the Internet on a daily basis or at
least several times per week.

First, responders’ preferences were determineélanion to content that should be included in
web portals addressed to women. Lisagriori subjects were presented, which was ordered by
the responding experts to reflect their interests@eferences. Responders allowed supplement-
ing the list with their own suggestions (contemiges). After normalization (to 100%), web-
content preferences of Polish women were founcetadepicted on Figure 2.

0,
12% T919  11%  11%

10%
.
10% 9% 9%
8% 8%
0 -
8% 7%
6%

0 -

6% 5% 5%
4%

206

T T T T T T T T T T T

0% -

alnyn)
Aneag
uiesH
uolyse4
dnayen
eonoJIg
auisind
OWOH
s191g
Buye
-aunuo4
uaIpiyo
Buippam

Figure 2. Content preferences and functionality ofvomen’s web portals
Source: own research
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Content related to health, beauty, culture andidasttored highest on the list of preferences.
Lower scores found in relation to such subjectsiakeup, erotica, cuisine and home. The least
popular subject themes were those related to digfontune telling, children and wedding.

Supplementary interests (content ranges) are shoviigure 3 (again, after normalization to
100%). As much as 28% of the responders expreleednterest in work-related issues (job
offers, job advertising and counseling). Otherdapiggested by responders as appropriate for
women’s web portals included psychology, tourisports and recreation — these found to be
consistent with other studies of Polish web-surfirmen. Interestingly, as much as 8% of the
responders expressed their interest in automotwesninterest with celebrity news is found on
par. Moreover, 7% of the responders were interestiegal counseling. The lowest scores ob-
tained in relation to pets, website forums andnenihopping. Low interest in the latter two top-
ics is particularly surprising.

Subsequently, we asked the responders to evahatointent of selected ‘typical women’s web
portals in Poland, in accordance with the structinereferences shown on Figure 3. Results of
the evaluation show in Table 3.
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Figure 3: Supplementary preferences in relation t@onte nt and functionality of web portals
Source: own research

Portal we-dwoje.pl obtained the highest (8.2) agerscore of content in expert responders’ opin-
ion. Portal polki.pl placed second, with a slightiwer score (7.8), while the remaining portals
were in the range of medium average (4.4-5.9).‘ifibal benchmark score of a hypothetic por-
tal with top ranks in all the categories would jglaat 9.1. This measure (91% of top scores) is a
reference point for web designers, developers afulsite administrators in their choice of solu-
tions, content and functionality that best suits pheferences of web-surfing women in Poland.
These results can also be useful for content peosiend e-marketing managers, or e-business
managers in general.
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Table 3: Evaluation of content offered on women’s &b portals

Portals
Content wizaz.pl we-dwoje.pl | polki.pl byckobieta.pl | obcasypl Max
Culture X 7 6 X 7 7
Beauty 9 9 9 5 4 9
Health 4 8 10 6 4 10
Fashion 4 9 10 6 6 10
Makeup 10 6 8 X 3 10
Erotica X 7 10 X 5 10
Cuisine X 10 8 4 3 10
Home X 8 6 8 7 8
Diets 2 8 8 8 4 8
Fortune-telling X X X X X X
Children X 9 9 4 3 9
Wedding 2 10 3 7 3 10
Others 6 8 7 5 4 8
Total 37 99 94 53 53 109
Average 53 8.2 7.8 5.9 4.4 9.1

X - portal does not offer such content
Source: own research

Conclusions

The results of this author’s research and othetietipresented in this paper describe the speci-
ficity of interests of Polish web-surfing womenrélation to the content and functionality of web
sites addressed predominantly to women. The ‘stdhtigpics — such as health, beauty, makeup,
fashion, house, children, erotica, dieting, weddangd cuisine — should be complemented by ad-
ditional content that the web-surfing women in fdléind useful and desirable. These supple-
mentary topics include, most of all, job markebmhation (job offers, job advertisement, job
counseling), psychology, tourism, sports and reioreat may also be useful to introduce sec-
tions for automotive news, celebrity news or legainseling. Other topics and functionality fea-
tures, such as online shopping or forums, are foohe redundant, at least in the context of gen-
eral women’s portals. The general evaluation of s portals, as reported by their addressees,
we can describe as ‘mediocre’. Careful planningfarttier development needs before women’s
portals can reach the status of acceptable soafcemtent for Polish web-surfing women. The
results may also be useful for e-marketing reseas;imanagers of business and non-business
online enterprises, Internet sociologists and deambgers, politicians, and others.
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