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The Marble Group evaluated two computer companies that claim to have the largest market share of the Home and Business personal computer sales .  As a group we decided to evaluate HP's and Dell's company website.  The three criteria studied on each website were:

· The kind of information they provide: hard, technical information or more emotional information.

· The use of multimedia such as animation, sound, or video.

· The amount of interactivity the invite—that is, the extent to which you can participate in activities while you visit the site.

The HP website uses a dark background for the homepage giving a warm feeling.  It looks attractive and emotionally inclined.  The serene atmosphere displayed is between friends, couples, father and son. The message on the slides claims that the “Computer is Personal Again”.  The site also has different sections for technical experts that need technical information as well as for the home users who need general information. The emotional information provided targeted all aspects of life from home users, small business, large business, government to health and education. In all, HP appears to provide more emotional, along with technical and ordinary information.

The Dell website uses a white background for the homepage giving it a clean look.  Different types of information are provided on the Dell website with different links depending on who is looking at any given  page. There are links for technical experts that provide technical information and also links for the home or private users that give less technical information. Emotional information is provided in a non-verbal ways, they have pictures of both kids and adults in a family manner playing on the computer screen or television that is advertised for sale. Dell also works at creating emotional bonds between Dell and their customers by providing a link called “Working Mother Names Dell to 100 Best List”.  The company informs the internet community that they care about education, not just business, by having a link called “Dell pledges $10 Million to Education in 2011”.  In all, Dell finds a way to provide information to its customer in way that it incorporates hard, technical and less emotional information.

HP has an advertising campaign, “Let’s Do Amazing” on the introduction screen.  There are twelve videos with the character “Murray” from Flight of the Concords. Each video has sound and is very well done.  The homepage has a scrolling news bulletin from the HP Newsroom with their latest information.  It appeared that every page in the Home & Home Office has an adverting slide show running to catch the eye of the customer.  

Dell has a single video clip that discusses how Dell provides it's customers with technology but this link is obscured on the homepage.  We could not find any other videos on the website.

HP has a complete section dedicated to “Connections with Others” with nice interactivity including a gaming forum and blog Hub. Customers who decide to stop by can blog or even discuss business online with their enterprise business community tools. HP has its own stand out in this section.  HP also  invites each customer to rate their products and write a review.

Dell has a community section on the webpage that allows individuals to join discussion groups, blogs on new products, rate products and even share any ideas or opinion one might have concerning their products. They also have a news forum and career section that might attract any student wishing to work with Dell. In term of interactivity on the webpage, dell was amazing. 

After studying the websites we found that about one half of the group voted for HP as being a more emotional site than Dell. At least a couple of our group members have a history with one or both of the companies chosen and this may have influenced the way they are impacted by the emotional content on the website(s).  Both websites have many technical options to choose from and both websites let you choose from many of the same options.  Everyone in the group agreed that HP's use of multimedia far out weighed Dell's.  Both companies have an interactive webpage that has many options to choose from.  This interactivity includes blogs and other methods of exchanging ideas between customer(s) and company personnel.  All in all each group member had their own difficulties in finding all of the attributes found at each website because of the size of the websites.
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