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Introduction

The Internet has become an indispensible tool for companies to maximize sales through online marketing. Today it is a must for every company to have a website where people can get to know the company brand and products. Having a well crafted website means that the company can advertise its brand and products all over the world since Internet knows no boundaries. This becomes a powerful tool for cutting costs and boosting sales.

This report will compare the websites of two companies that are operating and competing in the same niche market. The report will analyse various aspects of their web presence and will compare them with one another and reflect on their weak points if any.
Company Presentations

TomTom

TomTom was founded in 1991 by Harold Goddijn, Peter-Frans Pauwels and Pieter Geelen and today is the largest developer, in Europe, of software for handheld and mobile devices. The company specializes in navigation and travel solutions for users of handheld computers and smart phones. TomTom offers two types of products: navigation devices and navigation software for installation on mobile devices. 
TomTom products provide a flying interface with an oblique
 bird's-eye view of the road, as well as a direct-overhead map view. They use a GPS receiver to show the precise location and provide visual and spoken directions on how to drive to the chosen destination. Certain TomTom systems also integrate with mobile phones using Bluetooth.

The products of TomTom are known for their usefulness, innovation, ease-of-use, state of the art technology and quality excellence. 

TomTom has its headquarters in Amsterdam and has offices in Europe, Asia, North America and Australia. 

Garmin

Garmin Ltd., incorporated in George Town, Cayman Islands, is the parent company of a group of companies founded in 1989 by Gary Burrell and Min Kao (hence the name GarMin), and is a global leader in Global Positioning System (GPS) navigation products. 

Its subsidiary Garmin International, Inc. serves as headquarters for the Garmin Limited companies and is located in Olathe, Kansas, which is located in the Kansas City Metropolitan Area in the United States. 
Garmin offers a variety of GPS technology, once only found in specialized equipment for aircraft and boats, that has been adapted for use in a variety of handheld and wristwatch units for users such as hikers, athletes, sportsmen, and automobile drivers. 

Online Presence

Navigation

For a website a rule of thumb is that the navigation is one of the most important elements. When a website receives targeted traffic, the user should be able to quickly navigate through the website. The five rules in website navigation are:
1.Navigation Should Be Easy to Find (Very Easy)

Web users are impatient, and they're not going to stay at a site for very long if they can't find their way around. Navigation is an element that does not take a lot of space and it should stand out enough so it does not get lost amongst a sea of content. The most common and advised location of a button bar is across the top of the website, as users should not have to scroll down to navigate further into the site.

2.Navigation Should Be Consistent.

Site navigation should appear in the same location on every page of a site and it should maintain the same style, type and colors. 

3. Obvious Section Names

The section names of a site should clearly state what lies behind them. Obscure, general words like “resources” and “tools” should be avoided when possible, as they only lead to users clicking on multiple buttons before finding what they are looking for. Obvious button names such as “news” and “pod casts
” should be used to avoid confusion.
4. Less is More

Too many navigation buttons, while leading into more sections leaves a user with too many choices. A long list of options keeps the visitor from getting into the most important content areas of a site. For a large amount of buttons drop-down menus should be considered that break down top-level buttons into sub-sections. 
5. Reminding the Users Where They Are
Once a user clicks into a site section it is advisable to remind them where they are. A consistent method of highlighting the section a visitor is in, such as a change in color or appearance, should be used. 
TomTom Navigation

TomTom’s Navigation follows the generally accepted rules for navigation bars. It is positioned on top of the website above the header and stays fixed and consistent in style and colour through all pages of the website.  It is easy to see and does not contain a lot of buttons. The button names are clear and exactly match the content behind them. The Navigation Bar consists of two colours, gray serving as the base colour and the second, darker gray, serving as the hover
 colour. All pages of the website have an indication so that users can be aware of where they are in the website. TomTom’s navigation matches all requirements.

TomTom User Friendliness

The term “user friendly” represents a very important concept when it comes to the world of web design and computers as a whole. However the use of the term “user friendly” is so overused that it has become a cliché
 and its definition is interpreted in many different ways. This report will measure user friendliness by the following definition:

User Friendly - Refers to anything that makes it easier for novices to use a computer.
TomTom’s website provides an easy way for the customer to reach their desired destination. One to maximum three clicks when navigating through the site with the exception of the purchase form that is a five-step process. All pages have a clean design with beautifully positioned elements that makes it easy to quickly locate what the customer is looking for. For example lets take the product page of TomTom. You can look for an image reference on the next page.

The product page has an easy to see text navigation that is positioned on the left. Each menu displays all the products of the company in a dropdown fashion when clicked on. When the customer makes his/her choice he/she is taken to a product specific web page with related content about the product and all its features. From there the customer has an option to make a purchase if interested. 

The center of the page is occupied by a slideshow header element that changes every 3 seconds. The images cycle displays the different products of the company and are also clickable.

The bottom part of the page contains a visual navigation with the top products of the company. The images are framed within an oval shaped rectangle with a clear text description on top and below the image. The webpage occupies 2/3 of a screen with resolution of 1200X800 pixels and at the same time manages to capture all-important elements needed for a product page while keeping the visual noise to a minimum. 

While all sounds too good the website has one very annoying hick up at one of the most important stages – the selling. The sales form of the web site contains the usual fields for information gathering like name, address, phone etc., but it also requires an online account to finish the purchase. By default the website navigates to the United Kingdom version and it is the default choice when creating an account. When a customer is filling the purchase form the region cannot be changed. This creates a conflict that prevents you from completing the order. To fix this issue the user needs to navigate to the home page, choose his desired location and again go through the purchase form. It all would be justified if having an account offered more than just newsletters. The website however compensates all the effort by providing 8 different payment methods – MasterCard, Diners club, Visa Electron, Visa, American Express, PayPalOverboeking (Bank/Giro) and IDeal. 

TomTom can easily include an option of a changeable residence in the purchase form. Since this inconvenience is at the stage when TomTom should easily seal the deal the score for user friendliness is 4 out of 5 – 4/5.

Website Reference
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TomTom Content
The content of the website is generic throughout the whole website and is styled in a bulleted form with the only exception being the “about tomtom” section and the “accessories” page. Each page contains related information and the short concise description of the products is a perfect choice that fits both the scanners
 and the normal Internet users. 

Car navigation is a product that is self explanatory and in relation to mobile phones where a user expects its base function to be calling and messaging, with car navigation, the customer has as a base expectation, the product to be able to show the road, so for a website with such product the best choice for content style is lists with product features. However a website should not only have content that is easy to read and well styled to describe a product. In Internet if a website has no traffic having the best design and content will simply not sell. A website needs to utilize in its content keywords that fit the product and are within an acceptable density. The biggest search engine Google has many regulations and if not careful sites can easily be marked as spam. Also a website should not only produce first page results for brand specific related keywords but also, which is the most important of all, be able to rank well, preferably first page first to third place, for broad niche specific keywords.

So how does TomTom perform with the search engines?
When the broad keywords “car navigation” and “navigation” are used TomTom is the 3rd that shows in Google with its competitor Garmin nowhere to be seen. Sites with navigation reviews occupy the first two spots and TomTom steals the first place in those site reviews. 
When the same terms are used with Yahoo, the second biggest search, engine TomTom ranks second with its competitor Garmin nowhere to be seen.
TomTom has done a really good job with its e-marketing campaign by adopting a very efficient, clean, easy to use web design as well as deploying an excellent SEO that secures high traffic, broad, niche specific keywords in the two biggest search engines.
For content TomTom scores 5/5. 
Garmin Navigation

Garmin’s navigation is positioned within a black header element that houses both the company logo and the navigation of the website. The navigation buttons are text based, styled in white, the clear opposite of the header colour for easy spotting by users. The navigation has no hover styling but compensates this by employing mouse over drop down menus that crearly indicate where the user is currently on. The navigation buttons are short and clear and link to content that is 100% in relevancy without additional advertising. Garmin’s navigation bar has no room for improvement – 5/5.
Garmin Navigation Refference
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Garmin User Friendliness

Garmin’s website has a similar structure to TomTom’s site. The home page contains several action bars from which customers can choose their language or search for a specific product. The home page also contains quick buttons from where you can navigate to the most popular products and services of the company. Navigating through the site takes a maximum of 3 clicks per destination and content areas are very well defined and distinguishable. The visual content is limited to headers and thumbnail presentations of the products. This is good since it does not confuse the customer, keeps the design clean and focuses users on what is important – products. The website has a page where you can register as a customer and the account grants the user several perks like registering purchased products that grants unlimited support for the product, downloadable navigation maps, downloadable software for mobile devices and also downloadable additional applications like games and traffic planners. Having a user account with Garmin is much more beneficial in comparison with TomTom’s user registration that does not come with anything.  The Garmin website is clearly well built and easy to use. All products are divided in categories and can be easily found. However Garmin stutters at the same stage as its competitor TomTom. Garmin does not have a company owned web shop. The procurement of the products is done through second party resellers that have their own web shops and a completely different web design than the referrer. In addition not all products that Garmin offers are sold by all of its partners. Garmin does not offer direct linking for its products and customers have to do an additional search for their product in the affiliated site. For me this is a big nuisance to go through since the resellers’ website are sloppy with large amount of images and promotional content. Garmin can improve on its website by creating a personal web shop or, if the company still desires to sell to affiliated warehouses, it can offer a direct link to its products saving the effort of the customers to personally look for them. Garmin’s grade for user friendliness is 3/5.
Garmin Content

When it comes to content styling and presentation Garmin does not differ much from TomTom. Both web sites follow similar content positioning and all information can be easily distinguished among all website elements and modules. What is a very noticeable difference though, is that Garmin does not use lists with features to describe its products but uses small paragraphs of descriptive information. There is no way to tell which method of the two converts traffic to sales better, but it has to be noted that Garmin goes a little promotional in the place where it is not needed that much. I was interested in checking what the highest priced product of Garmin had to offer and I was a little disappointed when I saw more advertising rather than a review of the product’s features.
In SEO the website is performing rather poorly. The content is well utilized for keywords that are closely related to the brand which means that the website relies only on brand recognition and direct traffic. The content of the website is very poorly optimized for broad keywords like “navigation” and “car navigation”. Garmin’s site appears in page 3 in both Google and Yahoo but it is present with a product article page and not with its home page.
In regard to content as a whole it is easy to read but is also little promotional and not well optimized for search engines. The score for content is 3/5.
Coherence Between Mission, Vision and Online Presence.

Mission TomTom

“It is our mission to improve people’s lives by using the Group’s combined knowledge and expertise in the field of routing, digital mapping, and guidance services. We tailor our activities towards multiple audiences and aim to play a leading role on all platforms where our products and services can be of use. “
Vision TomTom

“TomTom strives to lead the navigation industry in terms of innovation and the quality of our products and services. We aim to take navigation to the next level by means of radical advances in three key areas:
Better Maps with instant map corrections and access to the verified corrections of other users, via our unique new TomTom Map Share™ technology.
Better Routes with improved routing via our historical speed database IQ Routes™, facilitated by our user-portal, TomTom HOME.
Better Traffic Information with high quality, real-time traffic updates delivered via our unique, high quality TomTom HD traffic™ information service.”
Coherence Between Mission and Vision

Although car technology has made an immense advance in the last century and although car navigation has been out as a product for quite a while now, it is still a luxury to have. In this respect TomTom’s vision is in sync with what they offer on their website as a product, since car navigation is certainly a product that improves the driving lives of people who travel a lot. However, I must say that to me TomTom’s mission statement sounds like – “it is our mission to sell you our products”. The world of today is full with products that claim to improve people’s lives, and certainly there are some that do, but there are also a lot of products that are simply useless but people still would like to have around. TomTom is the leader in car navigation and a mission statement like this for me just does not do, but as far as being coherent TomTom certainly is, both in mission and vision. 5/5
Garmin Coherence Between Mission and Vision

Garmin’s website does not contain their mission and vision. Coherence score 0/5.
Conclusion

It is apparent that TomTom has done a much better job, than Garmin, in promoting its products and establishing itself as the king in car navigation when it comes to the cyber space. The web design of both companies is very well crafted and visually appealing but where TomTom steals the show is that it dominates within the search engines. As mentioned before a website without traffic is a good for nothing. Garmin has to seriously revise its online campaign and invest in getting indexed under some high traffic keywords.
Dobromir Dobrev			  IHA G01 Student Number: xxxxxx











�Neither parallel nor at a right angle to a specified or implied line.


 Geometry - with an axis not perpendicular to the plane of its base.


� A pod cast (or net cast) is a series of digital media files (either audio or video) that are released episodically and often downloaded through web syndication.


� Hover – A button mouse over colour effect for displaying on which button or page the user is currently on.


� Cliché - A phrase or opinion that is overused and betrays a lack of original thought 


� Scanner – Internet user who goes through Internet content without reading in detail and spends an average of 10 to 30 seconds on each page.
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