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The main objective of this project was to evaluate EMI Finland’s web site systematically by 
using best  practices  of  the  industry  and also,  by  comparing the  site  to  the  most  central  
competitors’ and their subsidiaries’ web sites. 
 
The first half of this study consists of three parts. The first part introduces web design and 
the purpose of web sites. The second part is the main section dealing with theory covered 
in this project. This main section explains best practices used in web design. The third part 
summarizes the established best practices via a web design evaluation tool that is used to 
analyze the music industry web sites chosen for this project. 
 
The second half of this study is the practical part. In this section the evaluation tool is 
used to systematically evaluate ten music industry web sites including EMI Finland’s web 
site.  Each  web  site  is  first  evaluated  individually  and  then  brought  together  in  a  large  
comparison matrix. Conclusions are made by analyzing this comparison matrix and the 
individual evaluations. These conclusions are then used to make a proposition for EMI Mu-
sic Finland on what should be developed on their web site. 
 
The key findings of this project were that EMI Finland web site is a little above average 
when compared to other web sites in the industry. Three major issues found on the EMI 
web site are poor social media integration, lack of quality management regarding content, 
and lack of captivating features. These issues are carefully considered in the practical part. 
Guidance on how to how to tackle these issues is given in the propositions section. 
 
This project was conducted with support provided by Thomas Rohweder from Metropolia, 
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1 Introduction 

 

1.1 EMI Music Finland 
 

EMI  Finland is  a  division  of  EMI  Music  which  belongs  to  EMI  Group.  The EMI Group,  

also known as EMI Music or simply EMI is a multinational music company based in 

London.  It  is  one  of  the  world’s  leading  music  companies.  In  fact,  EMI  Music  is  the  

fourth-largest business group and family of record labels in the recording industry and 

one  of  the  so-called  “big  four”  record  companies.  The  big  four  of  record  companies  

comprises Universal Music Group, Sony Music Entertainment, Warner Music Group and 

EMI with EMI being the smallest in terms of music market shares in the US (2005) and 

the only UK based company in the top four. The rest of the companies are US based. 

 

EMI Music consists of numerous record labels such as Virgin Records and Parlophone. 

Artists on EMI labels include The Beatles, Coldplay, David Guetta, Iron Maiden and so 

forth. It is very likely that at least one of five artists a person can name is an artist on 

EMI label. 

 

EMI’s  task  is  to  bring  artists  and  fans  together  by  driving  action  and  creating  value  

wherever music is experienced. And right now, music is mainly experienced via the 

Internet through software such as iTunes and Spotify. This is why it has become more 

and more important for music industry companies to keep up to par with technology in 

the Web and this is what this research focuses on. 

 

1.2 Research Problem and the Project Goal 
 

There was a day when companies went online because ”everyone else had a website”, 

but  now  during  the  past  few  years  the  concept  of  websites  has  changed  drastically.  

Today, a company even has the option to only exist in virtual space. This means that 

they sell, buy, connect and market through online means only. Now how does this be-

come a problem? The problem arises when users judge a company by their online 

presence only. We all spend so much time a day on the internet that the company 

might just appear as a website for a customer, because they don’t have anything else 
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physical enough to reach for. Online features continue to expand and it takes a lot of 

research  and  online  use  to  keep  up-to-date  with  the  latest  technology.  This  is  why  

companies like EMI Music have the endless problem of staying relevant through and on 

the internet. The internet is full of opportunities to catch, which would and will make 

EMI more attractive to everyone from a regular music listener to the artists and inves-

tors. (Sweeney et al. 2007: 33) 

 

This  study  will  concentrate  on  how  EMI  would  become  more  appealing  to  a  regular  

music listener and how that listener would get the most out of EMI’s website.  

 

The goal  of  this  project  is  to  evaluate  EMI  Finland’s  web site  systematically  by  using 

best practices of the industry and also by comparing the site to the most central com-

petitors’ and their subsidiaries’ web sites. The project will also explore a single industry 

independent website in order to enable valuable benchmarking and facilitate the intro-

duction of new ideas into the EMI Finland web site. 

 

This project has three expected outcomes. The first outcome is a fully functional web 

site evaluation tool that can be used to evaluate various music industry web sites sys-

tematically and equally. The second expected outcome is a large comparison matrix of 

all the web sites evaluated in this project. And the third outcome is to give EMI a prop-

osition on how to update their web site in order to stand out from the masses. 

 

The project will not delve deep into the actual programming and fine tuning behind the 

sites,  but  will  focus  on  providing  insight  on  the  practices  and  features  that  could  be  

advantageous for EMI in the online market. The results will tell whether EMI is missing 

a crucial element from the site or if they are doing everything flawlessly. In the propo-

sition section EMI will be given advice and recommendations on how to enhance their 

web site. 
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1.3 Research Process and Methods 
 

The project process consists of the steps included in the block diagram presented in 

Figure 1 below.  

 

Figure 1. Project process block diagram 
 

This project starts with defining the project goal and expected outcome. These two 

things are important to keep in mind so that the project will not get sidetracked. After 

the goal and outcome have been defined, the project needs structure and therefore a 

table of contents is created. The project is carried out under the guidance of Thomas 

Rohweder, Principal Lecturer from Metropolia University of Applied Sciences. Meetings 

with him are arranged regularly during and before the project. 

 

When the project gains structure it is time to build up on the theory behind the sub-

ject. In order to gain deep enough knowledge on web design and web marketing, two 

months are used simply to study the industry. After reading up on 20 or more sources 

on how to create an appealing, well connecting and wisely constructed web site, the 

knowledge gained is used to build a tool for measuring web sites and their functionali-

ty.  

 

The web site evaluation tool is used to gather intelligence from different music industry 

sites in the simplest form in order to facilitate efficient analysis and visual comparison 
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between the sites. Every web site is evaluated by using the exact same tool and evalu-

ation process. This information is then used to provide EMI Music Finland feedback on 

how their web site compares to other web sites in the industry and also, to provide a 

proposition for EMI on how to make their web site even better and how the web site 

would reach the consumers more efficiently. 

 

The tool itself will be a picture with sectors including aspects that define a perfect web 

site. These aspects are explained carefully throughout the best practices section and 

then summarized via the tool. Every aspect will be evaluated on a scale from 0-5, so 

that it will be possible to mathematically solve what is lacking and what is not by com-

paring to other sites.  

 

All of the sites will be analyzed individually according to the created tool. The scores 

are commented on with the help of pictures from the site and with visualization. The 

end result will be a large matrix including the sites and their corresponding scores. The 

analysis of the large matrix will focus on how EMI Finland web site compares with the 

other evaluated sites. From the end result it is possible to say, which site ranked the 

best and which worst and if there are any links between the sites. It can also be that 

several sites keep repeating the same flaws. This will also be commented on. 

 

Based on said matrix it will be possible to make a proposition for EMI on which aspects 

should be upgraded and how. Other companies’ web sites are also given notes about 

how to improve their sites. This gives EMI the possibility to view the results from every 

angle. 

2 Best Practices 
 

This section explains what is needed from a website in order to be theoretically per-

fect. The section goes through the visuals, the content, navigation and modern aspects 

such as social media integration of a website. As mentioned before, this study will only 

scratch the surface of the programming side of website creation. The purpose of this 

section is to create an overview of the features and main objects a website should 

have in order to be theoretically successful. After identifying best practices on how a 

website should be built, a tool for website evaluation is created. This tool is then used 
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as a method to measure and compare sites to create conclusions of what EMI Finland 

website is lacking and also to provide feedback on what features are done explicitly on 

their website. 

 

Best practices of website design are approached so that the first two sections give an 

overview of  why a  company needs  a  web site  in  the  first  place  and what  is  internet  

marketing. Understanding the purpose of a web site makes it is easier to dig deeper. 

 

The theory of a perfect web site is approached so that it goes from the surface to the 

bottom. This means that design, visuals and brand are studied before contents and 

functions of a web site.  

 

2.1 Web Site Essentials 
 

This chapter will list the most important reasons and simultaneously the most essential 

features of a web site. These things might be self-evident, but somehow during the 

designing of a web site the focus might and most often will get lost. Of course if one 

does business one must certainly has a web site, but for what reason? 

 

As the Internet is the first place the company’s market turns to when searching for 

products and seeking for services information, a good web site should provide valid 

information to satisfy customer needs. The point of an information section is not to 

boast about success, but to tell people the truth about what the company does. At the 

same time it will build the business’s reputation. A professional image helps building 

consumer confidence. (Sweeney et al 2007: 75) 

 

A web site is also probably the most effective and affordable way to advertise a busi-

ness.  TV,  radio  or  print  ads  cost  a  lot  to  execute  and  gets  a  lot  less  results  for  the  

money spent. And a web site will not stop advertising until it is put down by the com-

pany. A print ad only runs for a while and cannot be fixed after printed, a web post on 

the other hand can be updated on the fly in just a matter of seconds. However, web 

advertising can easily go overboard. If a web site becomes nothing more than a pile of 

colorful clutter or bouncy pop-ups, it no longer gets the job done. Subtle ads and lead-
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ing the customer is much more user-friendly. The user must feel in charge.  (Sweeney 

et al 2007: 75) 

 

These days a web site is a vital tool for communication with the audience. A web site 

can provide the most current information about the business to customers, vendors 

and employees. Now with the ease and real-time of Twitter,  Facebook and blogging, 

the audience will feel connected to the company. Also, every one of those three can be 

embedded to a web site. If it feels like embedding is an addition to clutter, then neat 

links to said social media sites will be more than fine. For a music industry company 

the social media can be used to advertise new artists, upcoming gigs, new tracks or 

videos from artists and so on. Below is a picture of links to social media sites: 

 

 

Figure 2. Minimal social media links to avoid clutter (Source: webdesignledger.com) 
 

Social media can be integrated in millions of different ways to a web site. The above is 

one of the most common and subtle ones. Users of these sites will immediately spot 

these even if it was just a small logo. (Kaplan, Haenlein 2009) 

 

Communication is also a means to learn about the target market. A web site is a natu-

ral place to gather information, be it demographic, geographic or behavioral data. Peo-

ple may, for instance, sign up for newsletters, create user accounts, participate in sur-

veys and so on. There are numerous possibilities to collect personal information and 

buying patterns from users. Everything can be monitored so that the company can 

learn what works, what doesn’t and what to do better. It can be hard to get users to 

sign up, though. That is where social media comes in handy. Nearly every web user 

has a Facebook account. Having people subscribe to the company Facebook page may 

have the same, or even better, results as creating a user account, with personal infor-

mation, to a web site. (Sweeney et al 2007: 76) 
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A very good reason to have a web site is to provide better customer service. Frequent-

ly Asked Questions (FAQ), Support Forums, Contact Information and other things can 

be used to add customer value. These support pages are usually more useful to tech-

nology companies, but why not music industry companies? A lot of users would proba-

bly  like  to  know when their  favorite  artist  releases  a  new album,  how to  contact  the  

company depending on the matter and so on. Yet again, these pages are about power-

ing the customer, not shoving a piano down their throat. For example, large companies 

have more than a  handful  of  artists  from different  genres,  but  also  at  least  as  many 

listeners of different genres. Would a true Madonna fan want to see a huge pop-up ad 

of Metallica’s new album? No, he would not. Exceptions happen, of course. (Sweeney 

et al 2007: 76) 

 

For a music company, one reason for the existence of a web site is branding and gen-

erating awareness for business, artists, gigs and so on. Therefore it’s a good place to 

showcase these  things.  A  Web site  is  far  more  engaging and interactive  than a  bro-

chure  will  ever  be.  It  is  a  good place  to  showcase success  stories  on artists  and the  

company itself.  

 

There are many more reasons to have a good functional web site. It is obviously good 

for the environment and so on, but the ones mentioned above are the most valuable 

ones. These are the very essentials why a web site should exist. 

 

2.2 Internet Marketing 
 

The Internet is an advertising medium, a form of sales literature, a distribution chan-

nel, a sales channel, a supplier chain, a method of customer service, and a source of 

operational cost savings all at the same time. For many, it is just a wall where every-

one else has their company information, too. It is much, much more however. (Zim-

merman 2002: 33) 

 

2.2.1 Internet Marketing Overview 
 

The Internet has vastly improved everything from traditional ways of selling to distribu-

tion to a wider range of audiences and possible clients. Of course the internet allows 
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quick interaction between clients, but via email, wireless media and websites the Inter-

net has given marketing a much wider scope of providing information to clients. 

 

In order to be efficient in Internet marketing it takes more than creating and promot-

ing an internet site. It comes down to portraying the company’s identity and having 

the appropriate website functions. Placing media into places such as search engines 

and social media where the audience most likely searches for it is also a part of inter-

net marketing. (Allen et al. 2002: 11)  

 

While traditional marketing divides the audience into gender, age, geography and so 

on, internet marketing has a whole different approach. The clients in online marketing 

are targeted based on activity and interests. If a company sells and distributes music, 

it should advertise in music and entertainment related websites. For example, YouTube 

has proven to be a very good marketing ground for musicians and companies alike. 

 

There are many types of internet marketing. Some of the techniques are very simple 

and provide instant results in visitor traffic, and some are a bit more complicated but 

may be better in the long term. Figure 3 below shows some of the possibilities of mar-

keting online. 

 

Figure 3. Types of internet marketing (Source: xmakemoney.com 2011) 
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Every type of internet marketing is perfectly viable still in the year 2012, even though 

some of the techniques such as SEM (Search Engine Marketing) and PPC (Pay-Per-Click 

Marketing) have been around for ages. There are also techniques that were born very 

recently. SMM (Social Media Marketing) and effective Video Marketing are good exam-

ples of this. As interesting as every type might be, from a music industry perspective 

Search Engine Optimization and SMM are the most fascinating ones and therefore 

they have been chosen to be explored. The difference between Search Engine Optimi-

zation and Search Engine Marketing is explained in the following chapter. 

 

2.2.2 Search Engine Marketing and Optimization 
 

Search Engine Marketing is an Internet marketing technique that is used to promote 

websites by increasing their visibility in search engine result pages. It is done by using 

paid placement, contextual advertising and paid inclusion. Search-engine optimization 

is  the  process  of  setting  up  one’s  website  so  that  it  ranks  well  on  major  search  en-

gines, such as Google, Yahoo and Bing when using some particular keywords on site. 

The difference between SEM and SEO is  that  SEM is  paid  search marketing  as  it  re-

quires the user to pay for every click sent to their web site from a search engine. Traf-

fic sent to the site from a search engine’s organic results is free and therefore SEO is 

more inexpensive. (Jones 2008: 14) 

 

SEO used to be very simple. It was abused by simply adding the wanted keyword into 

the title tag of the web page and then spreading it around the content of the page. By 

doing  this  it  was  simple  to  rank  within  the  top  ten  results  of  a  search  engine.  Now  

however, it is far more complicated as search-engine algorithms have become so com-

plex. Therefore SEO is often outsourced to professional firms or carefully studied be-

fore done. (Jones 2008: 14) 

2.2.3 Social Media Marketing 
 

Social media is often looked at as only a means to get connected with friends, but the 

truth is that it  is also a medium. It is a method of communication like print,  radio or 

television. However, unlike watching TV or listening to the radio, it is a very active ex-

perience. It is possible to give and take with consumers. CNN, for example, asks its 
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viewers  to  give  them feedback  on Twitter.  Practically  it  is  very  simple,  since  a  lot  of  

users  are  already  using  Twitter  and  therefore  the  viewers  do  not  have  to  fill  in  any  

personal data prior to giving their feedback. The viewer just types in what he or she 

thinks and it is done. (Agresta et al. 2010: 2) 

 

Social media marketing usually centers on the idea of creating content, which attracts 

attention and encourages readers to share it with their own social networks. This way 

a message spreads from user to user and usually becomes easier to trust as it comes 

from someone other than the company itself. Communicating with the customer in 

such a personal way increases brand awareness and customer service. It is also a ra-

ther inexpensive platform to implement marketing campaigns. (Briggs 2007: 41-43) 

 

2.2.4 Advantages and limitations 
 

Internet marketing has numerous advantages to make it as attractive a promoting 

technique as it is. Obviously, it is rather inexpensive when compared to other forms of 

advertising.  While  being  able  to  access  a  huge  viewer  base  with  a  small  amount  of  

money, the consumers are also able to explore and purchase products whenever it is 

convenient for them. Also, a huge advantage is that the statistics of any marketing 

campaign can be recorded and reviewed with ease. It is much simpler to analyze what 

works and what does not. 

 

However, internet marketing does have its limitations. The consumers must have ac-

cess to the technology required. This includes a personal computer and internet ac-

cess. In 2012 this is a very minor limitation as internet access is very cheap. Another 

minor limitation is that the consumer is not able to physically interact with the product 

pre-purchase. But in the music industry this problem can be easily avoided by giving 

the customer a sample of an artist’s music. (PLR Internet Marketing 2010) 

2.3 Q2C Model 
 

A good web site is more than just important words and great sections and advertising 

effort.  It’s  about  structure.  A  successful  web site  will  always  follow the Q2C Model  –  

qualify and convert, shown in figure 4 below. 
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Figure 4. Q2C Model (Sweeney et al 2007: 81) 
 

It does not matter what kind of product the company is selling. If it is a customer ser-

vice web site, an e-commerce web site or a music industry web site, it will always fol-

low the above model. The layout of a great site must have these four elements: 

1. Design 

2. Navigation 

3. Content 

4. Functionality 

There is no secret in how to execute these four elements as it is very business de-

pendent, but the chapters below will delve deeper into these aspects and hopefully 

create a good basis for building a proper web site evaluation tool. 

2.4 Web Site Design and Branding 
 

It is a widely known fact that items, objects, buildings, musicians and so on, will attract 

people  just  with  what  they  look  like.  According  to  a  large  scale  study  by  Consumer  

WebWatch, 46.1 percent of a web site’s credibility is based on the first look and feel. 

Even though the study is from the early 2000 and people have entirely different needs 

from a web site, such as social media integration, it does not mean looks do not mat-

ter. The following figure represents a rather un-welcoming web site, not meant for the 

faint-hearted web designer eyes. 
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Figure 5. Top 3 of Worst Over-the-Top Websites of 2011 (Source: webpagesthatsuck.com) 
 

The figure above is a picture taken from a site that makes a list every year of the worst 

web pages created that current year. This page would have been perfectly fine in the 

90’s, but now people are used to certain standards of design, navigation and function-

ality, and therefore upon landing this site the mouse cursor would and will hit the “x”-

button. 

 

The design of a web site must be engaging, create a memorable experience, extend 

the brand through the web site and be consistent with messaging. It gives the web site 

the ability to express the company brand through visuals. And as mentioned before, it 

must always be designed for the user, the target market. (Sweeney et al. 2007: 82) 

 

However,  in  web  sites  the  visuals  are  not  created  to  dazzle  the  customer  with  3D-

effects or bright colors. There lies functionality in the choices of colors and fonts. The 

fonts should be easy to read and the colors should not cause problems in the target 

market. For example, a light-colored background layered with dark text is much easier 

to  read than bright  yellow text  on a  white  background.  It  is  also  important  to  avoid  

patterned  background  design  so  that  the  site  is  easier  to  scan  and  for  the  user  to  

quickly focus on the important sections such as the News.  
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In some cases it is fun and valuable to use image-intensive designs, but in most cases 

they will cause problems due to a slow loading time in the end user’s browser. Studies 

prove  that  the  average  internet  user  attention  span  is  about  9  seconds.  If  a  heavy  

home page is still loading after 30 seconds, it has lost 3 users. Therefore slim and agile 

sites come before picture filled pieces of artwork. (BBC News 2002) 

 

It can be valuable for the web site to help and portray the experience the company is 

trying to sell. Maybe some company feels that a boat is important, so they want a pic-

ture of a boat in the ocean. However it has to do more than just show a picture of an 

empty boat in a random setting. In order to give people an experience they can relate 

to  and  build  the  desire  to  participate,  the  picture  should  be  a  high-quality  shot  of  a  

boat in crystal clear water with members of the target market enjoying themselves 

under a blue, sun filled sky. 

 

Avoiding banner ads, or posts that look like one, is also a very key thing when design-

ing a  web site.  It  is  said  that  many people  automatically  ignore  anything online  that  

looks like a banner ad. This so-called “banner blindness” has been brought up because 

sometimes important pictures or pieces of text may be placed in locations on a page 

where  a  banner  ad would  be placed.  The same thing goes  for  sudden popups.  Very  

often a user just closes the popup without reading its content. (Nielsen 2007) 

 

A few years back it was crucial to keep in mind the resolution of a site, but now it is 

easy to just have a web-site with a fixed width. This means that the page will look the 

same on every screen. Almost every page uses a fixed width. The only pages that truly 

still use a fluid design (a design that expands as the screen size expands) are Google 

and Wikipedia. It is possible for them to have a fluid design because the sites are very 

content heavy and design is kept minimal and light. With fixed width the size of a web 

site is not a problem anymore, but there are pages around with very confused sizes. 

(Iteracy 2011) 

 

The quality of the design of a web site plays an extremely large role in building and 

maintaining credibility and trust with potential and existing customers. The design is 

meant for the customer, not for the designer to boast on their artistic superiority. 
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2.5 Navigation and Information Structure 
 

The same research report (Study by WebWatch) mentioned before can be cited here 

also, as 28,5 percent of people thought information structure is very important when 

figuring out the credibility of a web site. This means that sites that are easy to navi-

gate are viewed as more credible. Well done navigation and information structure are 

vital parts of a web site. 

 

The navigation should be logical, focused around the key objectives of the target mar-

ket, a breeze to use, error-free and consistent throughout the web site. This means the 

layout should stay the same when going through different pages of the site; it should 

naturally guide users to reach their goals. Therefore, all the links should be clearly la-

beled  so  that  there  is  no  guesswork.  For  example,  a  page  with  contact  information  

should say “Contact Us” or simply “Contact Information”.  

 

It is also suggested that the web site should offer various navigation alternatives. This 

part can easily get messy, but when thought out it will work and help the users to find 

what  they  want.  A  good  web  site  should  have,  for  example,  an  HTML  alternative  to  

Flash. This is good for users with a slow connection and a burning hate for flashy vide-

os, but also for the modern technology Apple touch device users as they do not sup-

port Flash. Other devices do, so that is only a minor setback. Also a site search func-

tion is highly valuable for companies with large product catalogues. Big music industry 

companies  would  also  make good use  of  a  musical  genre-specific  search function  as  

they tend to offer various types of music. And never forget bread crumb navigation so 

that the user can follow their trail. Very simple web site navigation with clear labels is 

shown in figure 6 below. (Sweeney et al 2007: 83) 
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Figure 6. Music label OWSLA web site (owsla.com) 
 

These navigation choices immediately qualify the target market to lead them into the 

appropriate sections of the web site. The user does not have to wonder what lies be-

hind these navigation options. The only thing that might confuse users that do not use 

the web so frequently is how to get back to the home page, which is done simply by 

pressing the large logo banner on the top. This “press the banner to get home” has 

become an industry standard by now, but will sometimes leave the less experienced 

users wondering.  

 

If there is an important announcement or anything extremely important, it should be 

placed prominently above the page fold to capture the most attention. Making links 

into  body  text  is  also  an  easy  way  to  get  links  clicked.  It  is  just  a  matter  of  where,  

what and how the items and placed on a page. The further up on the page the item is 

the more clicks it gets. This is why most of the sites post the most recent news up top 

and the less recent keep going lower as new pieces of text keep appearing on top of 

them. Also, too many options will confuse people so it might be better to keep options 

simple and related to the task at hand. If something is too much, it should be either 

removed or kept away from the top section where most of the users concentrate on. 

(Kayla Knight 2011) 
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Web site architecture should be planned with time and dedication. It is important that 

the navigation is built for the business the company is running. The navigation of Fa-

cebook and Google is totally different, but yet works with the same logic.  

2.6 Web Site Content 
 

Good looks and form need substance. Content used to be a hugely undervalued asset. 

In the 90’s the focus was mainly on the technical, then on the visual design and now 

the Web runs  on content.  It  used to  be  treated like  coal,  but  now it  has  turned into  

gold. A small  amount of Web content makes a difference: it  makes the sale, delivers 

the  service  and builds  the  brand.  But  what  content  is  golden and how to  treat  it  as  

such and most importantly, how does one make the content stand out from the mass?  

(McGovern 2006: 3) 

 

Creating content has never been easier. We have e-mails, texting, blogging, twitter, 

Facebook and the list goes on. Of course everything is not valuable, but through analy-

sis and testing, one can find out which content works and which does not. There are 

ways to write a sentence that will get a reaction from all around the world. No matter 

what  the  culture  or  the  market.  There  are  words  that  make the  sale  and words  that  

lose it. (McGovern 2006: 4) 

 

However, these sentences and sale-making words usually have a lot of non-important 

content around them which blurs them in. From the music industry perspective this is 

called “filler” content. An average album consists of ten to 14 tracks, but many artists 

only come up with seven good tracks to record. Therefore they need to write a few 

more tracks to “fill”  the album. This is different for websites. According to McGovern 

the website content should consist of good material  only, as the reader tends to skip 

the filler and the risk is that the important content gets skipped too. 

 

The secret of Web communications and marketing success is in the concept of words 

that catch our interest. When we see an interesting word, we click and act. This is 

where the search engines come in. The so-called “search engine optimization” has be-

come an important part of business. It is important to know how people search, not on 

how search engines work. (McGovern 2006: 11) 
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Why then do a  lot  of  websites  have big  fancy  intro  pages,  flash  animations  and pop 

ups to grab attention, when the user has already landed on the site? There’s no need 

to get their attention any more. A typical user usually lands on a site to get their ques-

tions answered; they do not want anything to get in the way. Every single pop up is a 

minus in usability and a big plus in the “I’m getting annoyed, get me out of here” ex-

perience. Why do you think Google is so successful? All it does is give answers. Noth-

ing flashy, nothing fancy, just Google’s logo and a search bar. And after all, Google is 

only a simple web site, although the part “simple” is highly debatable when it comes to 

algorithm and non-visual content of the web site. The key thing is to put the customer 

first. 

 

Putting the customer first is the winning formula on the web. The most competitive 

advantage for a web site content creator is to have a deep understanding of what the 

customers care about. (McGovern 2006: 14) 

 

The web site should be written for the target market and it should be answering all of 

their questions. Everything should be said on the site instead of creating an obstacle 

for a potential customer. This means that big documents should be in .PDFs, but if the 

company is selling something, the prices should be posted online. If they want to know 

the cost of the items, it should be made easy for them to find out what they are. And 

when talking about the products, only relevant features should be mentioned. The in-

ternet does not need TV commercial nonsense. Only relevant benefits of the products’ 

features should be discussed. It is key to not to be boring, but at the same time ease 

off the marketing nonsense. (Sweeney et al 2007: 85) 

2.7 Web Site Functionality and Interactivity 
 

Everything must be easy for the user. If the company is ever going to get anything out 

of the web site, the site should provide the functionality for the potential customer to 

take an action and it should work as intended. 

 

A good functionality example would be an airline web site. Amazing design, flawless 

navigation and good pieces of information do give a convincing picture for a web site, 

but it is not enough. An information-only web site will not get the job done. The target 

market  wants  to  be  able  to  look  through  different  choices  of  destinations,  compare  
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prices,  and check  if  there  are  any special  deals,  book a  flight,  obviously,  and so  on.  

Nothing should prevent them from doing so and if  the web site is too slow, they will  

give up. If a web site generates an error during an ordering process, it will scare the 

customer away. No one wants to throw their money at an unreliable site.  

 

An airline web site could also provide the target market with some self-service tools 

and engaging features to capture leads, drive immediate sales and promote customer 

loyalty.  There  is  a  list  of  things  an  airline  web  site  should  have,  but  remember,  too  

many neat extra features may lead to clutter. However, there are a couple of good to-

have features below. 

 

Figure 7. Viral marketing 
 

Viral marketing is a very good way to expand the customer base through the web site. 

There is nothing better than a “tell-a-friend” feature on a web site that reaches cus-

tomers around the world. Back in the old day this function may have been some sort of 

a newsletter or a special offer kind of thing. Now this may be as simple as a “like” but-

ton to the company Facebook page. In Facebook, the user’s friends see his or her 

“likes” and will be able to connect with the company also. This is also related to Per-

mission Marketing, where the company is able to keep in contact with existing and 

potential customers and send them special offers. 

 

Some of the customers would most likely want personalized user accounts, too. That 

way they could change personal information, change/cancel flights, manage prefer-

ences, and see purchase history and so on. User accounts would also bind the custom-

ers to the site because they would find it so easy to use and manage. 
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There are countless of functions that could be enabled on any web site. An airline web 

site was used as an example, but both of the functions mentioned above would work 

on  any  site.  It  is  important  to  evaluate  the  company  resources  and  make  decisions  

what functionality is necessary to sell the business to the target market. And of course, 

if  there are many features that the site is lacking, it  can be approached over time. A 

web site grows over time and the environment changes all the time. And on the other 

hand,  everything  should  not  be  added  just  because  it  is  possible.  It  is  better  to  ap-

proach the customer bit by bit, so that they do not get distracted by unrelated things. 

Simpler equals much better. (Vince Barnes 2011) 

 

Performance is just as important as functionality, but this is down to how the site and 

all its functions are coded. If a web site generates errors on a regular basis or does not 

load within a reasonable time period – remember the attention span from earlier – the 

user will quickly become frustrated. For example, compressing pictures will give the 

site a much quicker loading time. Fast is always better when it comes to web sites. 

 

Macromedia Flash used to be a huge problem in the beginning of the 21st century due 

to dial-up connections. It caused huge performance issues with its heavy animations. It 

also created frustration due to the fact that the user had to go through the same se-

quences over and over again, which tries the patience of many a customer. Flash is not 

used so  often any more due to  better  ways  of  doing the  same thing,  but  sites  with,  

delicately put, “too much artistic value” will cause frustration among users looking for 

information only. (Sweeney et al. 2007: 87) 

 

Everything  on  the  web  site  has  to  work  for  the  user,  not  against  them.  The  code  

should be fast and error free, it should take into account cross-browser compatibility 

and so on. 

 

A web site will  be successful  only if  the web site is relevant to the needs of the cus-

tomer and the customers trust the business. This includes privacy and security mat-

ters. Finally, the customer is convinced of the value of the products or services that are 

offered through the site. By doing all the points of the Q2C Model well, the company 

web site will be a step closer to being a successful one.  
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2.8 The Evaluation Tool 
 

The evaluation tool is used to evaluate web sites systematically. In this research it is 

used to gather intelligence from various music industry sites. This information is then 

used to compare the web sites between each other. The tool has been created based 

on best practices of web design and web marketing presented during this research. 

The results  of  the  evaluation  tool  will  provide  EMI feedback  on how to  develop their  

site further. Figure 8 below represents the tool in its visual form. The contents of the 

web site evaluation tool are explained below the figure. 

 

 

Figure 8. The web site evaluation tool 
 

There are five aspects of evaluation in the tool: Design, Navigation, Content, Marketing 

and  Functionality.  These  aspects  were  chosen  as  they  form  the  very  essence  of  the  

structure and purpose of a web site as realized during best practices studies. In every 

aspect there are also three sub-categories that define the aspects with more depth. 

The aspects and their sub-categories are explained below. All of this information can 

also be found in the previous chapters of the best practices section. 
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The design of a web site tells the user immediately if the developers have invested 

time and thought to the site. It is the barrier that has to be penetrated before the user 

starts browsing the site. The design of a web site should be consistent with messaging. 

It should not confuse the user with changing graphics or other visuals. Colors and 

fonts should contribute to the simplicity of design and the customer experience should 

be smooth, enjoyable and clutter-free.  

 

A web site should work fast with natural guidance and seamless logic, therefore 

providing good navigation on the site. A user might need navigation alternatives such 

as HTML if they do not have flash support and a site search function on large sites is 

always a bonus. The amount of navigation options provided should be limited and the 

user should not end up feeling that he or she has lost control of the site. 

 

Evaluation  of  the  content  of  a  web site  is  based on how relevant the content of the 

web site is. The web site should not provide unnecessary content such as flashy mar-

keting nonsense. The core of web site content is to offer frequent updates aimed di-

rectly at the target market. Whether or not there should be a huge amount of content 

on a web site can be debatable, but from a marketing perspective there should be at 

least a few information sections about the company and its products. The content can 

also be spread into social media and other sites connected to company main page. 

 

In the year 2012 it is important to stay on top of technology and therefore social media 

integration provides huge value to the marketing side of a web site. It is important to 

have a social media page, have a link to it and most of all, to make it seem active. And 

although most of the sites have taken care of their search engine results so that the 

site  appears  in  the  top 10 results  of  Google  and Bing,  it  is  good to  have the  results  

revised every  once in  a  while  with  various  key  words.  But  having a  link  to  Facebook 

everywhere and the top 10 search results filled with only the company’s links is not the 

way to go. As fascinating as all the marketing and new technology may be, subtlety is 

still the key for reaching the audience.  

 

Finally, the evaluation tool comes down to functionality. Functionality is most likely the 

only aspect of a web site that has to be evaluated over a little bit of time. Of course, 
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the reliability of a web site may come evident immediately when trying to connect to 

the site, but that can just be bad luck. The connection issues may be caused by almost 

anything. It may be worth pressing the “refresh” button in the browser a few times. 

However, the functionality aspect is more about the actual performance of the site 

when browsing through different pages. Are the functions sluggish? Is the site compat-

ible with more than just one browser? Are there too many unrelated functions or could 

the site need even more self-service tools? These are the questions the user has to ask 

when evaluating the functionality of a web site.  

 

By using the definitions of these aspects, the web sites inspected in this research may 

be looked into with great detail. As figure 8 suggests, the process of evaluating a sin-

gle site goes from left to right. The order of steps has been chosen due to the nature 

of the aspects. Design is best evaluated by first impression and by simply browsing 

through the pages, but the following steps after design require a bit more concentra-

tion on what the site holds inside. All of the aspects of this evaluation tool have been 

chosen and constructed according to the best practices of web design and functionali-

ty. 

 

While evaluating the web sites it may be quite complex to make notes as there are so 

many steps to go through. An evaluation fill-in sheet was created solely for note-taking 

and summarizing purposes. The sheet helps the user to stay on top of the site content 

and not get mixed up with what has already been evaluated. It  also includes a table 

for filling in the scores of each aspect. The scores and the evaluation process are ex-

plained in the following chapter. The fill-in sheet can be found as an appendix. 
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3 Systematical Evaluation of the Web Sites 
 

This is the section in which 10 music industry web sites, including EMI Music Finland’s 

web site and an additional industry independent web site, are evaluated by using the 

evaluation tool and the knowledge gained from the earlier section. The sites are evalu-

ated by using three of the most popular web browsers: Mozilla Firefox, Google Chrome 

and Microsoft Internet Explorer. The most popular web browsers have been chosen 

according to w3schools.com browser statistics research. The research may be looked 

up on their site. The link to their site is provided in the references. 

  

The  web  sites  evaluated  in  this  research  are  competitors  of  EMI  Music  Finland  and  

have been chosen according to their net sales and internet presence measured via 

social media and search engines. This includes the big four major corporate labels that 

dominate recorded music and some of their subsidiaries. Most importantly, EMI Music 

Finland’s site is also evaluated by using the same principles in order to provide honest 

feedback and a development proposition for the future.  

 

While  using  the  evaluation  tool,  every  aspect  and  their  sub-categories  are  given  a  

score from 0 to 5 according to how the site meets the requirements. Zero is the worst 

and five the best possible score. The values scored from the sub-categories are then 

used to calculate the average value of the aspect they are under. The average value of 

the aspects will also be calculated in order to give the web sites their total score. 

 

All  of  the  sites  included  in  this  research  are  first  evaluated  individually  and  then  

brought together in a large matrix to provide mathematical comparison between the 

sites. Individually, the sites are listed in alphabetical order, but the end result matrix 

will present which site ranked the best and which ranked the worst. Each individual 

evaluation will include a short informative section about the company, an evaluation 

score table, explanation of the results, and a few screen captures from the actual site. 

Every site is evaluated by using the exact same method, therefore enabling truthful 

and accurate comparison between the web sites. 
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3.1 Atlantic Records 
 

Atlantic  Records  is  an  American  record  label.  Since  1967  Atlantic  has  been  a  wholly  

owned subsidiary of Warner Music Group. Its artists include such great names as Led 

Zeppelin and Sean Paul. The Atlantic Records web site evaluation scores are shown in 

the table below. 

 

Evaluation Overall 4.1         

Design 4.7 Navigation 4 Content 4.3 Marketing 3.3 Functionality 4  

Consistency 5 Logic 4 Amount 5 Social Media 5 Reliability 4   

Simplicity 4 Alternatives 4 Frequency 3 Search Engine 3 Self-service 4  

Experience 5 Control 4 Relevancy 5 Subtlety 2 Performance 4   

 Atlantic Records evaluation scores Table 1.
 

The Atlantic Records web site is very modern. At first glimpse it looks very confusing, 

as it is so different from what the user might have been used to. After a few minutes 

the  site  starts  to  make sense and there  is  nothing the  user  would  not  want  to  click.  

The experience is imposing with a lot of interactive functions from integrated YouTube 

videos to contests to social media functions as seen in figure 9 below. 

 

Figure 9. Atlantic Records home page 
 

The site is consistent and very simple in design. The posts on the site consist of large 

square  blocks  that  act  as  links  to  news,  competitions,  online  stores,  and  more.  The  

only  negative  aspect  of  the  site’s  design  is  the  threshold  to  look  deeper,  as  the  site  

may feel complex on first glance. 
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The navigation logic on the site is basic. There is a navigation bar on top with the most 

important features such as the artist list, link for the online store, a tour list, and a few 

others.  All  of  the  legislative  and  more  formal  links  are  presented  in  the  bottom  in  

smaller print in order to not distract the user from the media and marketing. Also, the 

top navigation bar follows the user as he or she scrolls down the page. Apart from the 

normal navigation options, there are also choices that may not tell the user immediate-

ly what they are for. Such as “The Stacks” which seems to be a page with links to eve-

rything related to Atlantic Records. 

 

There are various navigation alternatives such as a search function and a browse func-

tion for all of the artists on the label. This can be seen in figure 10 below. 

 

Figure 10. Atlantic Records navigation 
 

If the user wants to browse all of the artist photos and not use the ABC browser, he or 

she may just scroll down the “Artists” page. The navigation is good, but the site is 

missing a bread crumb navigation option and therefore cannot score a perfect five. 

 

The site has been structured really well and the user always knows which site he or 

she is on. The search results are very good and functional. There are a few links that 

direct the user away from the Atlantic Records page, especially on the front page, but 

apart from those few the user can confidently press any link and stay in control. 
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There is a lot of relevant content on the site. The amount of content is hidden fairly 

well with a lot of “read more…” options and therefore it does not seem overwhelming, 

but encouraging. All of the relevant artist information is on the site, but also included 

are links to other sites with more information on tours, interviews, and so forth. 

 

The site is very customer oriented as every piece of news is related to an artist. The 

updating of content is also frequent, but the “Artists” page is not up to date. Some of 

the artist discographies are a few releases old and therefore the user cannot be sure 

whether the information is up-to-date or not. 

 

To  add  to  the  content,  social  media  is  everywhere  on  the  site.  All  of  the  navigation  

boxes that present a piece of news or something else related to an artist, have a small 

dog-ear with a “Like” button beneath them. The dog-ear and some of the other social 

media functions are presented in the figure below. 

 
 

Figure 11. Atlantic Records social media integration 
 

 

YouTube links are also scattered around the page and many of the artists have links to 

their own social media pages. These innovative functions make Atlantic Records web 

site stand out from the masses. 

 

The search results for Atlantic Records are in a stable shape. Atlantic Records shows 

up on the first page of the search “Atlantic”, but searches such as “record label” do not 

show Atlantic Records in the first few pages. Fortunately, Atlantic can be found via 

Warner Music. 

 

Atlantic Records has chosen a pretty aggressive way of marketing. There are a lot of 

options to buy artist merchandise, to take part in competitions, to “Like” something in 
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Facebook, and the list goes on. Nevertheless, there are no popups to distract the user 

from his or her task and the user does not have to click on everything on the site, but 

it can be hard to differentiate the news from the ads on a site this intense. 

 

Apart from social media functions and online stores, the site offers the possibility to 

sign up for a newsletter and to become an Atlantic VIP. With a VIP account, the user 

gains a lot of benefits including promotional codes for tickets and merchandise, and 

exclusive content. Everything else seems to be in good shape except for the “Tours” 

section. It is most probably under development, but right now it only offers a concert 

list from one artist. None of the filters work. The site also features a “Shows near you” 

function that is connected to the Tours section, and therefore it does not work as in-

tended. With all of the social media functions and other interactive tools it is hard to 

say if Atlantic Records has gone over the top with interactivity, but the tools are most 

certainly impressive. 

 

With a good connection all of the images load quickly, but there are some minor bugs 

such as the one presented in figure 12 below. 

 

Figure 12. Atlantic Records YouTube embedding bug 
 

The above is a bug that derives from the anchored navigation bar on the top. Some of 

the embedded YouTube links act in a certain way and therefore come on top of every-

thing else on the page. For this reason this bug may be hard to fix,  but without the 

anchored navigation bar the YouTube window would work perfectly. 
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Other than a few minor bugs, there are absolutely no errors on the site and there is no 

Adobe Flash integration. The performance is surprisingly good for a modern site. It 

works on every available browser, but the site will be very slow on a dial-up connection 

due to a large amount of pictures. The site has been developed for modern browsing 

and therefore should not be viewed with a slow connection. According to best practic-

es, every site should offer alternatives for viewing. The Atlantic Records site should 

offer a possibility to browse the site without the heavy-load pictures. 

 

3.2 Century Media Records 
 

Century Media Records is an independent record label founded in Germany, now with 

offices around the world. The label specializes in many different styles of heavy metal 

music, including bands such as Lacuna Coil, Shadows Fall and a Finnish band Sen-

tenced. The Century Media Records web site was evaluated and its evaluation scores 

are listed in table 2 below. 

 

Evaluation Overall 4.1         

Design 4.3 Navigation 3.7 Content 4 Marketing 4 Functionality 4.3  

Consistency 5 Logic 4 Amount 4 Social Media 4 Reliability 5  

Simplicity 5 Alternatives 3 Frequency 4 Search Engine 4 Self-service 4  

Experience 3 Control 4 Relevancy 4 Subtlety 4 Performance 4  

 Century Media Records evaluation scores Table 2.
 

The Century Media Records web site is very enjoyable and calm to browse. Every page 

has  the  same  template  and  the  pages  are  easy  to  follow  and  read.  The  site  is  very  

consistent and the design is simple, yet modern. The site contains very little clutter and 

no popups. Like any other metal music web site, the Century Media Records web site 

contains a lot of dark elements. However, the site has been done very elegantly with 

no Flash or hard to read segments. The pages contain hardly any moving parts and the 

main focus is the content. As a downside, there is nothing that would particularly catch 

the user’s interest and make him or her come back to the page, but the site successful-

ly achieves a comfortable browsing experience. 

 

It is very easy to navigate on the Century Media Records site. The top navigation bar 

includes very standard elements and the links provided within the content lead to the 
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expected pages. The user will always know what to expect when clicking on a hyper-

link and this is not as often the case as a web designer would think. The site contains 

no alternatives for navigation apart from an artist search on the “News” page. Howev-

er, the programming of the site is very simple and the user will most likely not crave 

for  any  alternative  ways  for  navigation.  During  the  research  period  the  navigation  

proved to be very swift and the site manifested zero errors. 

 

The  Century  Media  site  contains  a  mediocre  amount  of  content.  Every  artist  has  a  

small tour list, a short biography and some links to pieces of news and media. The web 

site also offers information related to the record label itself. As for the frequency of the 

content, the web site and social media pages are updated on a daily basis. The com-

pany is relevant on several pages, but according to best practices of web design the 

information should be focused on leading the traffic into the right place. With traffic 

leading to many different sites it will be hard for the company to measure the users, as 

many of the consumers using Twitter will also be using Facebook. The same goes for 

Google+. 

 

Fortunately, the content is very artist focused which is most valuable for consumers. 

The figure below represents some of the value the home page presents to the con-

sumer. 

 

Figure 13. Century Media consumer value 
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As  a  bonus  to  just  viewing the  concert  dates,  the  user  is  also  able  to  buy tickets  to  

certain concerts. Not nearly all  of the concerts offer the possibility to buy a ticket di-

rectly from the Century Media site, but this is most likely an area Century Media is im-

proving on at this exact moment. 

 

It was mentioned earlier that Century Media is relevant on various social media sites. 

Century Media is also the first record label to have an open soundcloud.com link on the 

page. Soundcloud is a social media page for musicians and record labels to share their 

music in the best possible file format for listening purposes. Fans and other people are 

able to comment and rate the songs as they listen. However, it may be that Century 

Media is trying to tackle too many territories at once and therefore some of these pag-

es will and are suffering from a lack of frequent content. 

 

Century Media uses very subtle marketing on the web site. The music industry and 

particularly heavy metal music industry lives by artist merchandise, therefore the only 

actual advertisement on the page is a rather large Century Music store banner that 

follows the user from page to page. On certain pages it gets replaced with artist pho-

tos. The figure below represents the subtle advertisement on Century Media’s web site. 

 

Figure 14. Century Media advertisement 
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Other than on site advertisement, Century Media is also prominent in the search en-

gines. Century is a common English word, but the record label manages to climb the 

first page upon search. Century Media also appears on the first page on a search such 

as “heavy metal label”. 

 

Century Media’s marketing also heavily relies on viral marketing. The home page fea-

tures a media player based on Soundcloud. This allows the Century Media fans to in-

teract  with  each other  and forward the  player  link  to  unaware  fans  and future  fans.  

Century Media also have a newsletter and a street team. The site offers the possibility 

for the fan to join a street team that promotes an event or a product on the streets. In 

this case the Century Media street team promotes the artists on the label. 

 

On the whole, the site functions well and is very enjoyable to browse. The site features 

nothing phenomenal, and while it is not a problem it does give the user the image of 

Century Media just trying to secure its ground and not try anything new. The site is in 

such a good shape that some experimentation would not shake its ground at all. 

 

3.3 Columbia Records 
 

Columbia Records is an American record label. Columbia is owned by Sony Music En-

tertainment. Many famous artists reside under the Columbia name such as the 16-time 

Grammy winner Beyoncé, Bruce Springsteen, AC/DC and Adele to name a few. The 

evaluation scores of Columbia Records web site are in table 3 below. 

 

Evaluation Overall 3.2         

Design 2.7 Navigation 3.3 Content 3.3 Marketing 3.6 Functionality 3  

Consistency 4 Logic 4 Amount 2 Social Media 4 Reliability 4   

Simplicity 2 Alternatives 3 Frequency 5 Search Engine 3 Self-service 3  

Experience 2 Control 3 Relevancy 3 Subtlety 4 Performance 2   

 Columbia Records evaluation scores Table 3.
 

The Columbia Records web site gives a good first impression as it feels very simple on 

the home page. However, the modern first look fails by being very complex upon fur-

ther  navigation  on the  site.  The site  is  not  very  enjoyable  as  the  design is  too  over-



32 

 

whelming and distracts the user from content and other features. The figure below 

represents the site after the first navigation choice. 

 

Figure 15. Columbia Records Artists page 
 

This site is a perfect example of why a web site must stay away from patterned design. 

Even though the background is blurred and the user’s location is represented in the 

middle, all of the other features from the home page such as the real time twitter feed 

in the bottom stay visible and add to clutter.  The site makes it  very hard to stay fo-

cused on the content. 

 

The navigation logic on the Columbia Records site is very basic from a consumer per-

spective. There are no links or navigation options that appear confusing, but the site 

offers no search functions or lighter navigation options for users with bad network 

connection. Some of the navigation links guide the user to another web site and the 

“close” button is in different corners on every page which makes it difficult for a user 

to stay in control.  

 

The web site makes up little of the above by providing the user a possibility to browse 

all of the artists or artists by genre. The figure below displays a very innovative naviga-

tion tool used on the Columbia Records site. 
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Figure 16. Columbia Records navigation tool 
 

The tool works in the same fashion as the famous multimedia player iTunes. It is pos-

sible to browse artists by simply clicking on the artist photos or by dragging the button 

along a navigation line. The navigation line represents the artists in an alphabetical 

order from left to right. Information on the artist in the center of the tool will be pre-

sented below the navigation line. This navigation tool works very well with a large list 

of artists, but it feels very unnecessary on genre specific lists. For example, having 

three artists to browse on does not need a tool such as this one. 

 

All of the content on the site seem relevant to the product, that is the artists, but with 

content from news to biographies to social media messages it is hard to separate the 

good from the bad. There is so much information on the site that it is very hard to pro-

cess and for a user it is not easy to pick up just one piece of good content. The real 

time Twitter feed also gives the user a good perspective on how frequent the content 

is. The site features news from last week, yesterday, today and this minute. With con-

tent coming in every second a lot of good information may get lost during the process.  

 

The user  is  able  to  browse through all  of  the  artists  and their  upcoming events,  but  

there is no possibility to order tickets directly from the site. The user will be forced to 

use  Google  for  this  process.  There  are  also  a  few  other  functions  such  as  a  media  

player and the possibility to sign up for a newsletter. The site features no phenomenal 

self-service tools. 
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The marketing effort of Columbia Records is solely to put out as much content as pos-

sible. This is a common way of marketing as it enables the user to be responsible of 

researching more on an artist, while the site only puts the information available. The 

site also features a lot of social media integration. The lower part of the site provides a 

constant real time Twitter feed and there are Facebook and Twitter links for every art-

ist. However, there are no apparent links to Columbia Records highly active Facebook 

page.  

 

There are aspects out of the web site that affects the site’s marketing. The main con-

cern with Columbia is the name. The search engine results range from sportswear 

shops to universities to bars and so on. Even Wikipedia states that Columbia is one of 

the most common names in the United States. Despite the generic name, Columbia 

Records manages to fit on the first page of the search “Columbia”, but not in the top 

five. 

 

The performance of the site is rather poor. It takes a while for the browser to load all 

the needed pictures and parts on the site. The site does work like an average web site 

after loading the components, but on a slow connection the browser might take a good 

five  minutes  to  load all  the  components.  Even with  a  fast  connection  it  may take as  

long as ten seconds. With the attention span of nine seconds the user will  leave the 

site. 

 

Despite the bad initial performance, there are no errors on the site after the loading is 

fully  completed.  The site  works  just  as  intended if  the  user  manages  to  wait  for  the  

browser to load all the needed components. Overall the site has some very valuable 

content and innovative functions, but the heavy-load navigation and the difficulty of 

separating good content makes it hard for the site to stand out as a benchmark site. 

 

3.4 EMI Music Finland 
 

EMI Music Finland is a subsidiary of EMI Group that has been in Finland for 40 years. 

EMI is a British multinational music company. On November 2011, EMI sold its record-

ed music operations to Universal Music Group and its music publishing operations to 

Sony. Before this, EMI was the fourth-largest business group and family of record la-
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bels in the recording industry. Artists such as The Beatles, Frank Sinatra and The 

Beach Boys have worked under the EMI label name. The EMI Music Finland web site 

was evaluated and its scores are listed in the table below. 

 

Evaluation Overall 3.9         

Design 4 Navigation 3.7 Content 3.7 Marketing 4 Functionality 4  

Consistency 4 Logic 4 Amount 4 Social Media 3 Reliability 4   

Simplicity 4 Alternatives 4 Frequency 4 Search Engine 5 Self-service 4  

Experience 4 Control 3 Relevancy 3 Subtlety 4 Performance 4   

 EMI Music Finland evaluation scores Table 4.
 

The EMI Music Finland web site is very simple and elegant in design. The font choices 

and  background  are  according  to  best  practices  and  are  very  pleasant  to  view.  The  

design features nothing out of the extraordinary, but manages to pull  off  a look that 

fits  well  in  modern  web  design.  The  design  provides  easy  access  to  navigation  and  

content. The home page includes some Adobe Flash below the navigation bar in a 

“featured artists” type of advertisement. The banner itself has been done very well and 

it functions with ease on browsers that have Adobe Flash plugin installed, however the 

vertical text is very disturbing to read. The advertisement would benefit from an alter-

native way of programming to replace Flash and possibly a top-down type of solution 

for the vertical text. 

 

The site design is consistent from page to page and it does not cause any confusion. 

The content of a page opens in the middle in a very classic way, but some of the ad-

vertisement on the right hand side can cause a little disturbance with moving ele-

ments. Fortunately, the banner is small in size compared to the actual content and 

therefore it does not capture a lot of attention. 

 

The navigation is standard and done according to best practices. Everything important 

has been located to the upper part of a page and as the content becomes less recent 

or not as consumer related, it drops down closer to the bottom. The home page on the 

EMI Music Finland page contains very little actual information. The page is designed to 

feature the most recent links and pieces of news that lead the user across the page. 

 

The navigation on top is easy and fast to use. The page names are standard and do 

not cause confusion. The yellow box representing the location of the user on the site is 
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very simple and absolutely great. The user will instantly know that the page has loaded 

correctly as the yellow color pops out of the otherwise very dark design. In figure 17 

below, the user has landed on the Jukebox page and by looking at the navigation bar 

he is instantly aware of his location. 

 

Figure 17. EMI Music Finland Jukebox page 
 

The  page  offers  the  user  the  possibility  to  search  on  site.  On  the  first  few  tries  the  

search did not work. The search bar does not include a button to press for search and 

therefore the user has to guess that “Enter” is the key to conduct the search. The key 

did work after a couple of tries, but without a visual “search” button it is hard to say 

when the search works if it does at all. The search also features a drop down feature 

that gives the user the possibility to choose what piece of information is most closely 

related to what the user is searching for. The feature works very well, but most of the 

users are used to pressing “Enter” or a search button to conduct the search and there-

fore after quickly typing the search they may miss the drop down feature completely. 

 

There are a lot of links to various web stores that offer the possibility to order an EMI 

Music CD. However, it can be confusing for the user to pick a store. How does he know 

which store is the best for him? What is closest to his location? Are the prices different 

depending on the store? If the user wants to download a song instantly on his PC the 

same thing happens. Too many options cause great confusion. The list of possibilities 

for CD shops is shown in figure 18 on the next page. 
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Figure 18. EMI Music web store links 
 

The EMI Music Finland web site contains a lot of content. All of the artists have written 

biographies with additional links for information on their own representative web sites. 

There  is  also  a  huge amount  of  news from as  recent  as  today to  as  far  as  the  year  

2005. Fortunately the “News” page features a search possibility with a few filters. The 

web site also contains an album release page with the possibility to browse by genre, 

which is very convenient, and a Jukebox page. The Jukebox page is very convenient 

for a consumer. The page lists music and videos from EMI artists in the order of what 

is the most watched or listened, and what is the most recent. This is good for consum-

ers who want to know what is new and hot. If the user wants to search a bit deeper, it 

is possible to scroll the options or browse songs and videos by genre. The system 

works nicely, but unfortunately the videos are streamed in Adobe Flash and therefore 

cannot be viewed with some mobile devices or browsers without Flash support. 

 

By viewing some of the most recent album releases from the front page, it becomes 

very apparent that there are a few different admins updating the album information or 

there is a lack of interest to make the information pieces consistent. Some of the al-

bum pages consist of a bit  of information and a track listing and some of the album 

pages  consist  of  only  the  other.  This  is  not  a  major  problem,  but  some of  the  users  
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may feel discriminated if their favorite artist album does not get the same attention as 

the other artists. 

 

EMI Finland search results are good. With a name such as EMI it is easy to control the 

first page of search results in Finland as there are no words that relate to EMI in the 

Finnish language. Search such as “levy-yhtiö” also provide one hit from the EMI site on 

the  first  page of  Google.  However,  the  link  leads  to  the  artist  page of  Irina  which  is  

kind of odd. 

 

There is very little social media integration on the EMI Music Finland web site, but it is 

there. EMI has integrated social media with subtlety on the home page and also on the 

side advertisement banner on the right. Social media is very important in the 2012, but 

the users of online world have been guiding their vision away from banner ads for fif-

teen years now. To reach maximum potential, it would be beneficial for EMI to place 

links to social media in the lower navigation bar with other contact information. This 

way the links are out of the way, but can be found if needed. Social media links do not 

have to pop out as every user on the internet expect companies to have presence in 

Facebook and Twitter. 

 

The artist  pages  are  very  in  depth  and offer  the  possibility  for  the  user  to  buy CD’s,  

visit artist web sites, and view videos and listen to music. If the user enjoys a song he 

can purchase it directly from iTunes as EMI provides a link for it, or add the song to his 

playlist in Spotify. It is also possible to share music and videos directly to Facebook and 

Twitter from the EMI site. However, EMI should definitely consider using YouTube for 

streaming as the videos are much simpler to share and allow immediate feedback and 

commenting from users. The videos and songs also download very slowly and this may 

be due to the user having to stream the file from EMI Finland server. If  the file was 

located on a YouTube server, the download would be fast even with multiple people 

streaming simultaneously. 

 

EMI Music Finland and many of the sites in this research offer the possibility for the 

user  to  subscribe  for  a  newsletter.  It  sounds  like  a  good  idea  to  gather  user  infor-

mation, but with proper social media integration there is no need for the user to collect 

spam messages from companies any longer. This also benefits the companies, as al-
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most all of the same personal information provided in subscribing to a newsletter can 

be found via Facebook and Twitter. Proper social media integration is and will be more 

efficient than a newsletter. 

 

The EMI Music Finland web site has a very minor glitch. A small image was unable to 

load on the “30 Seconds To Mars” artist page during the research. The image error is 

not a vital performance issue, but according to best practices the page should function 

as intended and if there is a problem, the user should not see it. An error such as this 

is very visual and may cause distrust in the user. Every error on a page will cause the 

user to less likely click on anything that involves using money online, in this case, or-

dering CD’s or downloading songs online. The user may find oneself pondering: “What 

if the error happens as I enter my credit card information? Is my money safe?” and so 

on. 

 

During the research no other errors occurred. The EMI Finland web site is very enjoya-

ble to browse and provides a very simple experience. The site includes a lot of what 

the  user  could  possibly  need,  but  some  of  the  things  could  be  reworked  to  function  

better. Overall  the site may not be stellar,  but it  grants a professional image. With a 

little risk-taking the site would rise above average. 

3.5 Epitaph Records 
 

Epitaph Records is an American independent record label. The label was formed by 

Bad Religion guitarist Brett Gurewitz for the purpose of selling Bad Religion records, 

but nowadays it is a large record label. Current big names on the label include such 

rock acts as Bring Me the Horizon, Parkway Drive and Weezer. Epitaph Records evalua-

tion scores are presented in the table below. 

 

Evaluation Overall 3.3         

Design 3 Navigation 3.7 Content 3.7 Marketing 3.3 Functionality 3  

Consistency 4 Logic 4 Amount 3 Social Media 5 Reliability 3   

Simplicity 2 Alternatives 4 Frequency 4 Search Engine 3 Self-service 3  

Experience 3 Control 3 Relevancy 3 Subtlety 2 Performance 3   

 Epitaph Records evaluation scores Table 5.
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The Epitaph Records web site is a site that tries too hard. While the basis of the site is 

written in regular HTML, almost everything else has been done in Adobe Flash. This 

will cause problems with browsers without an installed Flash plugin and a problem with 

consumers with a slow internet connection. The home page is immediately filled with 

tons of features and it is very hard to differentiate the content from the advertisement. 

The experience of browsing the site continues to confuse as the user delves deeper 

into the site. Every page is packed with a lot of content and features, forcing the web 

designer to use very tiny details. The figure below represents the Epitaph records land-

ing page. 

 

Figure 19. Epitaph Records landing page 
 

The navigation is logical and very standard, but the navigation bar itself consists of too 

many options. The web designer has been forced to design the bar really small, as it 

would  not  fit  on  the  page otherwise.  A  small  navigation  bar  gives  the  user  a  feeling  

that there is nothing important behind the links. Fortunately, the home page features a 

very  big  and  a  functional  search  button.  This  allows  for  very  easy  navigation  as  the  

search structures its results very visually. The page also features bread-crumb naviga-

tion for simple exploration.  

 

The site is very crowded with content. It is filled with various “Featured” lists of artists, 

music, videos, new albums, and so forth. The site gives the expression that it is only 

used as an advertisement wall for Epitaph. A lot of the home page links lead to blogs, 
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Twitter, Facebook and YouTube. Although Epitaph Records site does include very fre-

quent news and an up to date tour calendar, these third party sites provide more re-

cent information on Epitaph Records and its products. 

 

However, Epitaph has done very well in adding very detailed descriptions of the artists 

and their albums on the web site. All of the albums and artists also include an “If you 

like this artist, check out…” section which can be very handy for consumers looking for 

new music as many users struggle with the never ending quest of finding new music. 

If the user has signed up on the Epitaph Records web site he can also comment on the 

albums and, believe it or not, the comment sections on Epitaph Records web site are 

actually  used.  This  is  very  rare  due  to  social  media  pages  that  have  taken  over  the  

control of internet messaging. 

 

Epitaph Records do have a lot of social media links and the links are there for a reason. 

The  label  is  very  busy  with  social  media.  They  have  a  huge  amount  of  followers  in  

Twitter and Facebook with their frequent and refreshing posts. Other self-service func-

tionality that Epitaph Records web site features include a tour list, media players, ring-

tones page, videos, “goodies” as Epitaph puts it, and a lot more. Everything can be 

shared to a friend and this makes the Epitaph Records site a very valuable viral mar-

keting tool. The site also has a link to Epitaph’s artist merchandise store. However, all 

of these functions would be more valuable if they were not scattered all over the page. 

Epitaph  should  either  focus  on  the  most  important  functions  or  create  a  dedicated  

page to host all of the content distracting features. 

 

The  site  is  in  no  way  a  poor  web  site,  but  all  of  the  features  and  functionality  may  

scare the possible customer away. Epitaph has to develop a more definitive navigation 

bar and a cleaner look for the user to properly enjoy the site. The world in 2012 is also 

still  filled with a lot of users with a poor internet connection and therefore it  may be 

highly valuable to reconsider if there would be another option to replace all of the 

Adobe Flash functions. There are also features on the Epitaph page that other pages 

should seriously consider looking into, such as the “If you like this, check out this” 

function. 
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3.6 Interscope Records 
 

Interscope Records is an American record label founded in 1991. It  is owned by Uni-

versal Music Group. The label includes big names such as 50 Cent, Blink-182, Eminem 

and Gwen Stefani. Interscope Records is also signing contestants from American Idol 

since 2011. Interscope Records web site evaluation scores are in the table below. 

 

Evaluation Overall 4.0         

Design 3.7 Navigation 4.3 Content 3.7 Marketing 4.3 Functionality 4  

Consistency 4 Logic 4 Amount 4 Social Media 5 Reliability 3   

Simplicity 4 Alternatives 4 Frequency 4 Search Engine 5 Self-service 5  

Experience 3 Control 5 Relevancy 3 Subtlety 3 Performance 4   

 Interscope Records evaluation scores Table 6.
 

The Interscope Records web site is enjoyable to browse and there are a lot of features 

that will make the user come back to the site. One of the features is its simplicity. The 

design is  simple  and easy  to  use,  even though the  color  choices  are  really  odd.  The 

colors are used to separate sections of the page from each other, but the mixture of 

green, teal, pink, blue, white, gray and orange is not flattering at all. The home page 

has a rather large amount of clutter, but fortunately there are no pattern backgrounds 

and the font is simple, therefore making the content easy to read. The odd color choic-

es also help defining the clutter in to distinguishable sections. 

 

Navigation of the site is logical and fast. The navigation bar features all of the standard 

links  such  as  “Artists”  and  “News”,  but  also  some  links  out  of  the  ordinary  such  as  

“Premieres”. The said “Premieres” link is in fact just an ordinary Video page that pre-

sents the most recent videos. The navigation bar would be even leaner, if the most 

recent videos could be integrated under the “Video” page. 

 

Unlike most of the sites online, Interscope has managed to perfectly integrate a Google 

search tool on their site. It may not offer the user the most beautiful list of search re-

sults, but it works. The feature is presented in figure 20 on the next page. 
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Figure 20. Interscope Records search function 
 

Many  of  the  features  are  located  in  various  places  around  the  site.  On  most  sites  it  

would be a disturbance, but Interscope has integrated it in such a way that there is no 

page  with  two  of  the  same  functions.  A  good  example  of  this  is  the  “On  tour”  list,  

which features different lists on different pages. On the home page it features the up-

coming concerts  during  the  next  few days  from all  artists,  but  on the  artists  page it  

only features tours from the selected artist. There are also many other features on the 

site. The customer can order ringtones, download music via links to iTunes, watch vid-

eos and order concert tickets. The site is very customer oriented. 

 

The site does not only consist of features and such, it  also has a very wide range of 

valuable information on the company and its artists. The “Artists” site is very in depth, 

but  it  lacks  an  artist  biography.  Fortunately,  every  artist  page  has  a  media  browser.  

The user can listen to the artist’s songs and make up his or her own mind concerning 

the artist.  The artist page has more or less everything related to the artist and if  the 

page is not enough, it is also possible to visit the artist’s own web site. Figure 21 on 

the next page is a screenshot of Interscope Records artist page. 
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Figure 21. Interscope Records artist page 
 

Advertising on Interscope Records page is fairly subtle as there are no popups or any-

thing else aggressively trying to get the users attention. But, if the user focuses on the 

content he will  realize that most of the links placed on the home page, for example, 

are indeed for advertisement purposes. There is a headphone ad featuring various In-

terscope artists, a few rather large “download on iTunes” links, new album releases 

links, polls, and so on. Advertising may seem subtle, but it certainly is there. 

 

Interscope is also really relevant on the search engines and social media sites. The 

name “Interscope” is well chosen as the search results only present links that guide the 

user to Interscope Records web site. The label also has a huge following on Twitter 

and Facebook compared to other record labels. Both pages are updated very frequent-

ly by Interscope. Social  media integration on the web site is done well.  The site fea-

tures social media links in the navigation bar and in a bottom bar that can be closed by 

user  choice.  There  are  also  more  than  2000  links  to  YouTube  videos  that  can  be  

watched on site. Every video can be shared directly to Facebook from Interscope Rec-

ords web site. This is very convenient and user friendly. 

 

The site is very well programmed and does not take long to load. No errors occurred 

during the research period on any of the chosen browsers. Some of the videos do not 

work due to YouTube copyright matters and this should be fixed, as the user does not 
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necessarily know this is not an Interscope issue. The admin of the web site should take 

care  of  non-responding links.  YouTube videos  are  also  in  Adobe Flash format.  If  the  

user does not have a Flash plugin installed he will have to do the installation manually. 

 

The site does have its flaws and the design is not candy for the eyes, but overall the 

site is very functional and provides a lot of features for a music consumer. With a few 

minor adjustments the site would be everything a consumer would ever need from a 

music industry site.  

 

3.7 Sony Music Entertainment 
 
Sony Music Entertainment is one of the big four recorded music companies. Their ros-

ter includes such artists as Foster the People, Michael Jackson and Jimi Hendrix. Sony 

Music Entertainment is a wholly owned subsidiary of Sony Corporation of America.  

SME’s revenue in 2010 was 5.7 billion USD. 

 

The company does have a Finnish subsidiary, Sony Music Finland, but due to confusing 

search results it was not available for evaluation. The search results are reviewed in 

the evaluation of Sony Music Entertainment below the score table. 

 

Evaluation Overall 3.5         

Design 4.7 Navigation 3.3 Content 3.3 Marketing 3.3 Functionality 3  

Consistency 5 Logic 4 Amount 4 Social Media 4 Reliability 4   

Simplicity 5 Alternatives 3 Frequency 3 Search Engine 2 Self-service 3  

Experience 4 Control 3 Relevancy 3 Subtlety 4 Performance 2   

 Sony Music Entertainment evaluation scores Table 7.
 

The Sony Music Entertainment web site has a very consistent light-colored theme. It 

features a very simple and elegant non-Flash artist slide show as a background for the 

navigation bar. The site does promote a lot of other web sites and record companies 

under the Sony label, but due to the sparse setting of these promotion ads, the mar-

keting effort stays very subtle. 

 

The site is very pleasant to look at in full screen and it offers all of the features a web 

site needs to offer, but the users that have their browser in windowed mode will have 
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a hard time browsing the page due to a programming error presented in figure 22 be-

low. 

 

Figure 22. Sony Music Entertainment web site being cut in half in windowed mode 
 

When the site is not in full screen, it is not scrollable from side to side as it cuts out the 

rest  of  the  page that  does  not  fit  on  the  browser  window.  This  is  a  major  inconven-

ience for users with small 11 to 13 inch laptops. 

 

The navigation of the site is simple and works as intended, but some of the pages are 

quite irrelevant as most of their content can also be found on other pages on the site. 

Therefore, it would be simple to give the navigation bar an even leaner look by merg-

ing some of the pages. 

 

The page has  quite  a  lot  of  content  and therefore  it  features  an easy  to  use  Search 

function on the “News” page. Some of the other pages could also use alternative navi-

gation methods. The “Artists” page itself  does not have a lot of content. There is no 

information on the artists other than links to their own sites and their online stores. 

Upon clicking the picture of an artist, the user will be redirected to the artist’s home 

page and the  user  loses  control  of  the  site.  Having a  brief  informative  section  below 
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each artist would retain the control on the user and give the user an option to explore 

more via clicking on the artist’s home page link. 

 

The SME web site has a lot of content and information on the company itself and the 

“News” page features a long history of news that can be viewed to as far as the year 

2006. Unfortunately some of the news may have month between them, some a day. 

The content is not very consistent and a lot of the news concerns the events that hap-

pen inside the company, such as the naming of the new CEO and so on. From a cus-

tomer point of view, the interest lies more on the product – the artists – not the com-

pany itself. There is no full artist catalogue on the site, only featured artists, but fortu-

nately the highly active Twitter and Facebook page offer a lot of news on the compa-

ny’s  artists.  And even though there  is  no  YouTube integration  or  videos  on site,  it  is  

evident that SME is actively following the new technology. 

 

As mentioned earlier, Sony Music does have a Finnish subsidiary Sony Music Finland, 

but it seems as if they have taken their web site down recently. Upon searching “Sony 

Music Finland” on Google, the only reasonable result is the Sony Music Finland Face-

book page. However, Google does offer links that should lead to sonymusic.fi, but all 

of the links land to sonymusic.com English home page. One of the results is also the 

Warner Music Finland web site as seen in the figure 23 below. 

 

Figure 23. Sony Music search results 
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Warner Music has obviously done well in invading their competitors’ search results. 

Apart from searching for the Finnish site, typing in a search for Sony Music is rather 

simple. However, upon searching with the word “Sony” the music section is not even 

on the first page. Sony has a huge array of products, but the search engine results are 

very confusing. 

 

The simple programming and the absence of Adobe Flash videos provide a reliable 

browsing experience on the site. During the evaluation session there were no errors 

and all of the links presented on the page work as intended. The page also has a few 

very valuable self-service tools such as links to official artist stores on the “Artists” 

page, a Job search option on the “Careers” page, and the possibility to follow on Twit-

ter  and  “Like”  on  Facebook.  But  there  is  certainly  room  for  more.  For  example,  the  

navigation has a link to a page called “International” that features all of the countries 

and their flags in which SME has offices. The flags do not have any other function than 

to present the user how large the company is. If the user is not from the US, he or she 

would  probably  like  to  visit  their  home country  web site  by  clicking on the  flag.  This  

would provide value to the company as now, for example, there is no information on 

what has happened to the Finnish site. 

 

The site is very enjoyable with every browser available in full screen and it will most 

likely take less than a month before the Sony employees notice the faux pas with the 

windowed mode. Overall, the site could easily go over the score 4 with some review on 

performance and search engine issues. 

 

3.8 Spinefarm Records UK 
 

Spinefarm Records is a heavy metal focused record label based in Finland. Spinefarm is 

part of Universal Music Group, but operates as an independent business unit. Spine-

farm features well known heavy metal artists such as Amorphis, Apocalyptica, Children 

of Bodom and Volbeat.  

 

Right now Spinefarm Finland is working on a new web site and therefore the evalua-

tion will be done on the Spinefarm UK site. The evaluation and scores of Spinefarm UK 

web site are treated below. 
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Evaluation Overall 3.3         

Design 3 Navigation 2.7 Content 3.7 Marketing 3 Functionality 4  

Consistency 4 Logic 2 Amount 4 Social Media 2 Reliability 4   

Simplicity 4 Alternatives 3 Frequency 4 Search Engine 3 Self-service 4  

Experience 1 Control 3 Relevancy 3 Subtlety 4 Performance 4   

 Spinefarm Records UK evaluation scores Table 8.
 

The site has a very heavy metal design. It is bleak, murky and gloomy with a touch of 

animation on an Adobe Flash banner. The banner is wisely designed. It is a Flash ani-

mation on the browsers with Flash plugin support, and a simple JPEG photo on brows-

ers without Flash. The site is very simple, but the graphic decisions make it look ama-

teurish. Even if the site is designed for a heavy metal crowd, the design can have a 

professional touch. Right now, the site may cause strange reactions for any other au-

diences. 

 

The navigation on the site features common navigation options such as “Bands”, “Con-

tact”, and so on. However, Spinefarm has decided to include two navigation bars: one 

on the top and one in the bottom. This would make sense if the page would consist of 

lengthy articles, but the pages on Spinefarm UK’s page are mostly very short. This is 

not the only navigation error. The navigation on the “News” page is a bit odd as shown 

in the figure below. 

 

Figure 24. Spinefarm Records UK News page navigation 
 

The design looks very bad as it crosses one of the information boxes on the right. This 

is not the only problem with it. The navigation options it’s supposed to provide do not 

make sense either. It is very hard to find a piece of news from a certain time, as the 
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only references to time are numbers from 1 to XX. Does the user find the news he is 

looking for under number 46 or under number 21? It will take a lot of time to search 

for a specific piece of news from a certain point of time. 

 

The user does have some control on the site, but without bread crumb navigation the 

user will get lost a few times as some of the pages can go very deep. The search func-

tion may also cause a bit of confusion. It is a nuisance to use as it throws the user out 

of the page and presents the search results in Google. The search should be definitely 

done on the page. 

 

The site contains a lot of content. Artist biographies are very long and news is rather 

frequent. Every concert and release has their own pages that contain information and 

the possibility to buy a product. The site provides a lot of media concerning the artists 

such as videos, an mp3 player and a promotion photo gallery. Due to the amount of 

content, every page has a band search function presented in the figure below. 

 

Figure 25. Spinefarm Records UK band search function 
 

The function above works well  and provides results on the page. If  the chosen band 

has no information on the site, a proper error message is shown. 

 

The relevancy of the content however can be debatable as there is so much content 

that  it  is  hard  to  separate  the  valuable  information  from the  rest.  But,  according  to  

best practices of web design, everything should be simplified for the user. Therefore, 

most of the content should be moved under the artist biographies. This frees up space 

in the navigation bar and makes it easier to navigate through the masses of content 

this page provides. 



51 

 

 

The absence of social media integration may be comparative to the amount of written 

content on the site. The only real appearance of social media is on the “Media” page, 

where the page provides a link to Spinefarm’s YouTube channel. Spinefarm UK has a 

very active Facebook page and integrating it to the web site would provide great addi-

tional value for the company. 

 

As for the search results most of the search “Spinefarm” results concern the Finnish 

site. However, the UK page is located on the fourth spot of the search which is very 

good. Upon searching “Spinefarm UK” the web site comes right on top, but the rest of 

the links on the first page direct the user to the Finnish site. 

 

Without pop-ups and real-time social media widgets the marketing effort of Spinefarm 

Records UK seems very subtle. The company approaches marketing in a way in which 

the  news,  artist  biographies  and  promotion  photos  sell  the  product.  There  are  no  

popups, but a lot of news and posts that may lead to a page where the user is given a 

chance to buy a product. 

 

Even though the design of this web site is not the most elegant, the site’s performance 

is very good and it offers the user a lot of options to work with. A metal enthusiast will 

most likely find him or herself ordering tickets and physical CD copies in no time as this 

site features both of those possibilities. The site also provides addresses to local “Spine 

Stores” for the band t-shirt hungry metal crowd. 

 

 

3.9 Universal Music Finland 
 

Universal Music Group is one of the big four music industry companies. UMG has a 

23% market  share  of  the  industry  and is  therefore  the  largest  company in  the  busi-

ness. It’s most famous artists include Lady Gaga, Bon Jovi, U2 and Metallica. The reve-

nue of UMG in 2010 was 4.5 billion euros. Universal Music Finland Oy is a subsidiary of 

UMG and its market share in Finland is about 20 %. The Universal Music Finland web 

site was evaluated and the scores are presented in the table below. 
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Evaluation Overall 4.0         

Design 4.3 Navigation 3.7 Content 3.7 Marketing 4.3 Functionality 4  

Consistency 5 Logic 3 Amount 3 Social Media 4 Reliability 4   

Simplicity 4 Alternatives 3 Frequency 5 Search Engine 4 Self-service 4  

Experience 4 Control 5 Relevancy 3 Subtlety 5 Performance 4   

 Universal Music Finland evaluation scores Table 9.
 

The web site design is very simple and yet elegant. The design is consistent through-

out with a simple black layout and white font. There are no popups to disturb the user 

upon landing the site. The site does however feature an artist photo slideshow on the 

home  page.  It  is  very  sleek  and  easy  to  look  at,  but  it  is  done  in  Adobe  Flash  and  

therefore not all the browsers are able to view it without installing a third party plugin. 

The picture below shows what happens with Internet Explorer. 

 

Figure 26. Universal Music Group home page without a Flash plugin 
 

For some reason, the error text is in Swedish while the page is in Finnish. Despite the 

problem with Flash, the customer experience is very enjoyable. There are a lot of fea-

tures around the home page that get the user’s attention, but none of the functionali-

ties distract the user from their current task. 

 

The site offers standard navigation. It is almost impossible to get lost on the site as the 

content per page is limited and the navigation stays always on top of the page, even 

while browsing through different pages. The news section also offers the possibility to 

view older entries from as far as 2010. The logic of navigation is however a bit confus-

ing. The site features two different buttons for the “Artists” page and the “Contact” 

page. Both of these buttons lead to the same page, but locate in a different place on 
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the site. These buttons can be viewed as navigation alternatives, but the site does not 

offer that much content to actually need navigation alternatives.  

 

The content is informative with a few exceptions. The “Artists” page features only art-

ists that Universal Music Finland deems as topical artists on their label. Does the label 

have more artists? How could a potential customer find that out? Some artists hardly 

have any information on them. Under Eminem the only information available is “stay 

tuned”. The “Artists” section is also a bit confusing with its choices of language. On a 

Finnish page the user would expect to see everything written in Finnish. This is not the 

case on this web site. There are pieces of information written in English and pieces 

written in Finnish. However, the best part in the web site content is its frequency. The 

page news and concert list are updated very frequently. There is a maximum of week 

between updates. Twitter and Facebook provide a lot of content also. 

 

The marketing on Universal Music Finland’s site is very subtle. There are a few links to 

Spotify and iTunes on the artists section, but also on the front page slideshow. In addi-

tion to that, the rest of the marketing effort seems to rely on social media integration. 

Universal Music has a YouTube account, a Facebook account and a Twitter account. 

Every social media page seems active and the site provides access to all of them. The 

figure below illustrates how the integration has been implemented. 

 

Figure 27. Universal Music Finland social media integration 
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These links, however, are not the only functionality the site has to offer. The site fea-

tures  also  a  “Video”  page,  which  is  designed for  a  movie  player  page where  a  Flash  

user can view music videos from various UMG artists. The movie player has a very 

good function for sharing videos, but unfortunately YouTube links are more reliable 

and therefore are used more often. 

 

Overall the site works fairly well on all of the selected browsers and even without the 

Adobe Flash player plugin, the site is perfectly good to use. No errors occurred within a 

30-minute  period  of  use.  However,  due  to  strange  choices  in  navigation  and  cross-

language content, the site cannot be given the best score possible. 

 

3.10 Warner Music Finland 
 

Warner Music Group is the third largest family of record labels in the music industry. It 

is one of the big four record companies. WMG includes such artists as Aerosmith, Cher 

and Nightwish. WMG revenue in 2008 was 3.5 billion USD. Warner Music Finland is a 

subsidiary of WMG and their web site is evaluated in this section. 

 

Evaluation Overall 3.5         

Design 3.7 Navigation 2.7 Content 3.3 Marketing 3.7 Functionality 4  

Consistency 5 Logic 3 Amount 3 Social Media 3 Reliability 5   

Simplicity 3 Alternatives 3 Frequency 4 Search Engine 5 Self-service 3  

Experience 3 Control 2 Relevancy 3 Subtlety 3 Performance 4   

 Warner Music Finland evaluation scores Table 10.
 

The web site has a very consistent graphical design. The colors are very easy for the 

eyes and the text font is subtle. Every page consists of the same ads, which adds to 

the consistency, but takes from the simplicity. The site contains no Adobe Flash videos 

or popups and can therefore be opened with any web browser, but unfortunately the 

site is very full of advertisement. The figure on the next page has been taken from the 

Warner Music Finland home page. 
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Figure 28. Warner Music Finland home page 
 

As  the  above figure  illustrates  there  is  very  little  room for  the  actual  content  on the  

page and therefore the page has to be scrolled down a lot to provide any reading ma-

terial. This so-called “eye candy” advertisement also adds to the user’s confusion while 

browsing this particular site. The site does offer all of the main features a web site 

needs to offer, but most of the pages have too much advertises that distract from the 

content. With a little parsing, this problem would be fixed. 

 

The navigation bar is simple and built exactly as the theory proposes, but the naviga-

tion inside the pages is very confusing. The “Artists” and “Releases” pages have been 

designed with no parsing. The list of artists goes from all the way from A to Z and with 

a company this huge, the list happens to get very long. This page could benefit from a 

more elaborate design. The “Releases” page does the exact same thing.  

 

There is also a little lack of control on the Warner Music Finland site. In a case where a 

user would like to get information on a specific artist by clicking on their picture under 

the “Artists” page, the user gets sent right off the Warner Music page. By clicking on 

an artist the user will  soon find him or her on the artists’  home page. It  might open 

right  on top of  the  Warner  site  or  as  a  new tab in  the  web browser;  it  seems to  be  

quite random while it should be consistent. There is no information on the artists on 
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the Warner site itself. It is very hard to find out what the artist does without the use of 

a search engine such as Google. 

 

However, the page does have a lot of other relevant content and that is why it has a 

“Search” function. The function does work on some level, but the user cannot be sure 

whether the search has been executed or not as the function refreshes the results 

right on the home page. Also, the search results are quite confusing as figure 29 below 

may illustrate. 

 

Figure 29. Warner Music Finland on-site search results 
 

The search typed in was a well-known Warner label electronic music artist “Skrillex”, 

but the first result is Sean Paul. Why did Sean Paul come before Skrillex? 

 

Warner Music Finland has integrated some good features on their website. They have 

a Facebook page, which is updated quite frequently. The site also features some 

YouTube integration, which can be shared to various social media sites directly from 

the Warner site. There is a very good looking concert schedule included in the site’s 

sidebar that shows concerts from various big names from the label, but for the user’s 

disappointment the schedule tool does not give the user the possibility to order tickets 

or get more information on the concerts. 
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With google.fi the search results are astonishing. Warner comes up first with all the 

obvious key words such as “Warner”, but it also makes the first page with key words 

such as “music label” and “levy-yhtiö”. 

 

The site works very nicely on every chosen browser as there is no need for Flash sup-

port.  The site  loads  fast  and there  are  no errors.  However,  there  is  a  very  tiny  little  

icon, seen in figure 30 below, that was unable to load on any browser.  

 

Figure 30. A small programming error 
 

The icon serves as a button that guides the user to the Warner Music Finland Facebook 

page and for  some reason the  picture  on it  is  unable  to  load.  Most  of  the  users  are  

probably going to ignore it or not even notice its existence, but it certainly is there. 

 

3.11 The Internet Movie Database (IMDb) 
 

IMDb was chosen as a good example of how a web site should be designed and how it 

should perform. The web site is an online database of information related to movies, 

television shows, actors and other matters related to visual entertainment media. It is 

among the  top 50 most  popular  web sites  according to  Alexa,  a  web site  that  ranks  

web sites by traffic. IMDb was also chosen as one of the top 100 web sites of 2011 on 

PCMAG. IMDb is now owned by Amazon.com. The web site is different from a standard 

web site as it is constructed as a database, but it was chosen for this research as it 

may evoke innovation to look a bit out of the ordinary. IMDb has been evaluated with 

the same principles as all of the music industry web sites. The evaluation scores of 

IMDb can be viewed in table 11 on the next page. 
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Evaluation Overall 4.7         

Design 4.7 Navigation 4.3 Content 5 Marketing 5 Functionality 4.7  

Consistency 5 Logic 4 Amount 5 Social Media 5 Reliability 5  

Simplicity 5 Alternatives 5 Frequency 5 Search Engine 5 Self-service 5  

Experience 4 Control 4 Relevancy 5 Subtlety 5 Performance 4  

 IMDb evaluation scores Table 11.
 

The IMDb site is very simple. The basis of the site consists of four colors: white, black, 

yellow and a few shades of grey. The choice of font makes the page as easy to read as 

a book. Large proportions of the site are also covered with movie related pictures as 

movies are what IMDb is all about. This is also the biggest secret behind the success of 

IMDb.  The  site  is  about  movies  and  movies  only.  If  the  user  really  wants  to  know  

something about the company itself, he would have to navigate to the lower end of the 

page.  

 

The web site layout stays consistent throughout the pages. The only page that distin-

guishes itself from the others is the “IMDbPro” page. This page is designed to stand 

out and give the user a prestige sensation and therefore lure the user to sign up on 

IMDbPro. The user gets a lot of useful new features and IMDb gets a lot of feedback 

and personal information for development and marketing purposes. 

 

IMDb is a very enjoyable web site design-wise. The design does not cause confusion 

and it makes the navigation and information exploration a wonderful experience. Noth-

ing gets in the way and the design enables an easy look at the navigation. The home 

page may seem a little cluttered as the company has developed a lot of new features 

along the  life  cycle  of  the  site.  However,  the  main  function,  the  IMDb search bar,  is  

integrated into the navigation on top and is therefore on an uncluttered zone. Despite 

the slightly abundant home page, the web site offers the user a real Internet adven-

ture. Figure 31 on the next page represents IMDb upon page landing. 
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Figure 31. IMDb home page 
 

The IMDb is a database and therefore its navigation is a little different from a normal 

web site. The top navigation bar does not consist of the standard options such as 

“About Us”, “Products” and “Contact”.  All  of the options are parts of the database. If  

the  user  does  not  know  he  has  landed  on  a  database  page,  he  will  probably  look  

around the home page a bit and realize it in a few seconds and the navigation will start 

to make sense. However, according to best practices the navigation is not the sharpest 

one possible. The web site has a lot of content for the navigation to cover and there-

fore the navigation is not the lightest either. When the user decides to put the cursor 

on the “Movies” option in the navigation bar, he will realize the amount of content that 

goes into IMDb. A figure representing this event can be viewed below. 

 

Figure 32. IMDb navigation bar 
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The list of options is long, but it does serve a point. As the database has grown larger 

it has to be filtered down somehow. The other option would be to remove everything 

and just include the search bar. But on the other hand, Google exists already. For this 

reason IMDb web designers have surely found this filtering possibility to be far more 

rewarding and user friendly. The user will also find that the content contains many 

hyperlinks  for  further  navigation,  and,  fortunately,  the  site  offers  very  good  bread  

crumb navigation on the bottom of the page in case the user gets lost in the infor-

mation jungle. This must-have function is shown in figure 33 below. 

 

Figure 33. IMDb bread crumb navigation 
 

Apart from the amount of navigation options the navigation is simple. If the user finds 

dropdown options disturbing, the lower end of the page also functions as an alterna-

tive to navigation. However, the search function is probably the most excellent piece of 

navigation  on  the  IMDb  site  and  this  is  a  perfect  example  of  how  a  search  function  

should work. The search bar gives the user the possibility to search for various movie 

related matters such as movie titles, actors, directors, and numerous others. The 

search opens on top of the old page and shows all of the search results within perfect 

structure. It may be that one of the key ingredients of the success of IMDb may lie on 

the astoundingly useful search bar. Due to the attention span of a user and the high 

bar set by Google there is no reason to implement a search bar on a site if it does not 

function as well as this one does. 

 

The amount  of  content  in  the  IMDb is  immense.  It  will  be  very  hard  for  the  user  to  

carry out a search that has no results. The very goal of IMDb is to answer every movie 

related  question  the  user  may  have.  The  only  downside  of  the  web  site  is  that  the  

IMDb mainly focuses on American and British films, but many well rated foreign films 

are included. Even a few Finnish products have made the site. 
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IMDb content is not only focused on listing information about movies and actors. There 

are also many other quite useful features such as a top 250 list which is based on 

scores that IMDbPro users have rated the movies by. The rating system is also ex-

tremely useful for a regular user. The user may be balancing between a few movies to 

purchase based on the plot information only, but the user rating can offer to be a good 

decider and a money saver. This is one of the most useful features on the site. 

The amount of content and features is just impossible to imagine without using the 

site. The user is able to watch movie trailers, order movie tickets, read news on movie 

industry and be a part of the IMDb community. The community is very active and if the 

user is a movie enthusiast, he or she will most likely find a lot of useful threads about 

movies on the forums. The forums are also well integrated within the site and the 

members of the community are able to write reviews on movies. Usually a user review 

system like this may be highly unreliable, but like most of the affairs on the IMDb, the 

relevancy of the reviews is also solved with a rating system by the other community 

members. 

 

Probably one of the most innovative functions on the IMDb site is the “Watchlist”.  If  

the user is using IMDbPro, he or she may note down movies that would be interesting 

to watch. It may seem simple and useless especially if the user has a pen and a piece 

of paper, but having a list that gives instant information about movies is very handy. 

This may also be a very interesting function for the music industry. Web site integrated 

“Artists to listen to” lists would probably be of great use for a music hungry consumer. 

One might wonder if all of the features on the IMDb site are useful. Probably not, but 

the way IMDb lays the content out in the navigation and on the pages is priceless. If 

the user wants something movie related, he will get it from IMDb.  

 

IMDb  is  very  active  on  both  Facebook  and  Twitter.  IMDb  has  over  2  million  likes  in  

Facebook and over 400 000 followers in Twitter. The frequency of updates in both 

IMDb site and social media is short. There are over five posts a day on every site and 

none of the posts are irrelevant. In the movie industry it may be easy to post nonsense 

news about the daily life of a famous person, but IMDb manages to keep it formal and 

informative only. Social media is all about giving the users an image of the company 

the company wants. It is easy to post about everything even slightly related to movies 
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or music, but it takes skill to be picky and choose good updates. The integration on the 

IMDb web site is also very subtle. The home page features a small  window with the 

option to “Like” on Facebook and “Follow” on Twitter. On movie pages it is also possi-

ble  to  see  how many people  have liked a  certain  movie  and if  there  are  any friends  

that have liked it. This is useful for the social media generation and is a good way to 

connect people and stay viral. 

 

It  may be due to  sheer  popularity  that  IMDb has  reached the  top of  search engines  

with various simple searches such as “movie”, but this is certainly something every 

web site should look up to. The goal is to be number one on every imaginable search 

that could be related to the web site and IMDb has that bit covered. As for other mar-

keting efforts IMDb is very subtle. There is no other advertisement on the IMDb web 

site other than a small banner that promotes a free IMDb mobile application. On some 

of the pages this mobile application advertisement is replaced with a very simple non-

colored piece  of  advertisement  that  does  not  distract  the  user.  This  advertisement  is  

seen in figure 34 below. Can you find it? 

 

Figure 34. IMDb on-site advertisement 
 

Overall the IMDb is an amazing web tool and a web site that is still one of the top sites 

after twenty years of existence. The design is still modern and the web site performs 

with excellence. The movie trailer page is still a bit out-dated with its Adobe Flash pro-

gramming, but otherwise the web site performs on the top of its league. The site has 
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so much to offer for every industry in the Internet that it should be used as one of the 

benchmark sites solely for the purpose of showing how a huge amount of content can 

stay simple and interactive. 

 

3.12 Comparison Matrix 
 

This section is dedicated to the Comparison Matrix in which all  of the evaluated web 

sites of this research are listed in an order from best to worst. The comparison matrix 

results  will  be  dealt  with  on  a  very  high  level  as  most  of  the  information  related  to  

evaluation is located within the individual evaluation sections. It is important to note 

that while the sites have major differences in some of the aspects, all of the web site 

scores are rather balanced. Due to the nature of the evaluation and the chosen scale 

from 0 to 5 it is quite common for an aspect to reach a score between 3 and 4. This 

can also be seen in the total  scores as the score range is between 3.2 and 4.1. The 

only page that managed to score high above 4.1 was IMDb and while it was chosen as 

one of the best sites available, it does not reach a perfect 5 in total. The comparison 

table can be viewed below.  

 

Evaluation Score Summary Average score:: 3.8     

Web site Design Navigation Content Marketing Functionality Total 

IMDb 4.7 4.3 5 5 4.7 4.7 

Atlantic 4.7 4 4.3 3.3 4 4.1 

Century 4.3 3.7 4 4 4.3 4.1 

Interscope 3.7 4.3 3.7 4.3 4 4 

UMG Fin 4.3 3.7 3.7 4.3 4 4 

EMI Fin 4 3.7 3.7 4 4 3.9 

Sony  4.7 3.3 3.3 3.3 3 3.5 

WMG Fin 3.7 2.7 3.3 3.7 4 3.5 

Epitaph 3 3.7 3.7 3.3 3 3.3 

Spinefarm 3 2.7 3.7 3 4 3.3 

Columbia 2.7 3.3 3.3 3.6 3 3.2 

 Web site evaluation ranking Table 12.
 

The matrix is very interesting to look at. The results show that navigation is the weak-

est link of most of the sites. None of the sites, including IMDb, scored over 4.3 in this 

aspect. However, design and functionality seem to be the strongest points of web de-

sign in the music industry. While evaluating the sites it became apparent that it might 

be easy to get caught in the visual aspects of the web sites in the entertainment indus-
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try. Many of the sites have very well thought out designs that enable easy and logical 

navigation, but some of the sites have been drawn in to the more artistic way of por-

traying a web site. While visual effects are important in television media, Internet is a 

whole different medium. It is logical to merge beautiful visuals with good audio to por-

tray a full audiovisual experience, but for this reason there are separate music videos. 

A  web  site  should  be  light  to  use  and  the  content  easy  to  reach.  As  seen  with  

YouTube,  Google,  and  Facebook,  it  is  easy  to  tell  that  in  2012  the  average  Internet  

user respects a web site with simple and easy navigation. The key of web design is to 

make the web site fast and natural to use, and therefore it is a shame that none of the 

web sites in this research demonstrated how web site navigation works at its finest. 

However, there are a few with quite good navigation to look up to.  

 

It is also interesting to see how none of the biggest names in the industry manage to 

break out from being average. It may be that these companies have not felt the need 

to invest in the Internet as the names are big enough on their own. However, Internet 

is one of the largest media today and the majority of music consumed by music listen-

ers is on the Internet. The consumers expect a certain level of web design from com-

panies involved with the Web and the companies should meet those expectations. It is 

fascinating to see how an independent record label such as Century Media has put 

more resources and effort into web design than the giants and it has paid off. 

 

EMI Music Finland managed to be the average web site of this evaluation. The average 

score of the web sites was 3.8 and EMI managed to top that slightly. EMI has man-

aged  to  score  better  than  most  of  the  big  four  record  companies,  but  UMG wins  by  

having  a  little  better  quality  in  design  and  marketing.  EMI  Music  Finland  web  site  

weakest points are its social media integration, lack of quality management in content 

and  slow  buffering  music  videos.  The  aspect  in  which  EMI  manages  to  come  out  

strongest is design as it is very simple and pleasant to look at. The EMI Finland web 

site is one of the few music industry web sites that is able to stay away from confusing 

visuals and overflowing home pages. EMI could have done much worse and still have 

an average web site, but by implementing some fresh content and polishing the navi-

gation the web site could easily make the top two and distinguish itself as the music 

industry company of the virtual world.  
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4 Practical Implications 
 

This  section  has  been created for  EMI  as  a  proposition  on how the company should  

proceed on developing their web site. This section also includes a general proposition 

field which can be reviewed by EMI to gather general information on what the music 

industry companies are doing wrong as a whole on their web sites. The general infor-

mation section will also make note of the aspects that are done particularly well in the 

industry. 

 

The purpose of  this  research has  been to  evaluate  EMI  Music  Finland’s  web site  and 

other web sites in the industry to provide EMI feedback on their site’s functionality. 

The EMI Music Finland web site has been first evaluated individually and then com-

pared to other music industry company web sites. All of the evaluation has been done 

according to best practices of the industry. The following chapters will deal with the 

issues  that  should  be  addressed  by  EMI  on  their  website  and  also  the  aspects  that  

should be kept as they are. 

 

4.1 Proposition for EMI Based on the Research 
 

The EMI Music Finland web site is an average web site. There is nothing particularly 

alarming on the web site that would make its user cringe and leave the site immediate-

ly, but there is nothing particularly captivating either. The web designers have created 

a web site that will pass as average and that is fine as most of the web sites struggle 

with balancing design with navigation and somehow manage to squeeze in a bit of 

informative content. However, if EMI Music Finland wants to separate itself from the 

millions of other web sites in the Web a few changes would make it easier to shine as 

a diamond between the pearls. 

 

Design is probably the strongest feature on the EMI Music Finland site. The page lay-

out is consistent and it features very little disturbance from the actual content, howev-

er, there is some Adobe Flash on the site and an advertisement banner that may dis-

turb the user from the content. For this reason it would be beneficial to make the ad-

vertisement banner even smaller and with even less animation. As for the Flash banner 

on the  home page,  it  could  be  replaced with  an HTML alternative  that  functions  just  
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like the Flash one except it would be lighter to use. One of the advertisement banners 

on EMI web site can be seen in the figure 35 below. 

 

Figure 35. EMI web site advertisement 
 

The search function  on the  EMI site  is  really  good,  however  it  would  benefit  from a 

style IMDb is using on its results page. This way the users that accidentally miss the 

dropdown menu upon the search will get the same information on a whole page. Also 

a separate search button would be of use for users that are not used to just pressing 

the “Enter” key. 

 

The best thing about navigating on the EMI web site is the yellow box that represents 

the user’s location on the site. Other sites should definitely take note of this as it is 

very easy to get lost between all the information music industry sites offer. The worst 

part of navigation is the amount of options at certain parts. The most noticeable is 

the amount of web store options. The consumer wants simplicity and that simplicity 

would be one option only. Taking note of the IMDb style of having just one and simple 

option, “Amazon.com”, would improve user confidence. The web store options on EMI 

web site can be seen in the figure 36 on the next page. 
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Figure 36. EMI web store links 
 

The site has a lot of content and that is what the user is interested in. But from a con-

sumer point of view, it can reflect a feeling of bad marketing and a bad product if the 

information given on the products is not constant. Of course it may be that it is a 

conscious decision to put out products that make the other products shine, but consid-

ering the situation of the music industry, it is without a doubt beneficial to market eve-

ry product as the best product available. 

 

Figure 37. An example of a low information album update 
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As for the social media content, there should definitely be more. Right now the social 

media links are placed on the home page of the site. This is what most sites do and it 

is fine, but the bottom bar of the EMI Music Finland is quite empty and it could be val-

uable to locate the social media links there. This way the user can find the links at any 

moment  and at  any page.  The home page will  also  gain  more  space and look  more  

inviting. Integrating social media on the artist pages may also be useful. The users love 

to see how many “Likes” an artist has and for some users this is also the measure of 

how good and famous the artist is. Atlantic Records web site has a good way of rank-

ing the artists by the amount of Facebook likes they have. This might be worth taking 

a look at. 

 

Now in the year 2012 social media is blooming and  this  affects  everything.  EMI  

Finland should revise their newsletter system inside the company and evaluate if it is 

really bringing value to the company. If it feels like it is of no use or the situation could 

be better, it might be valuable to implement the system into a social media page such 

as Facebook. Today’s consumers enjoy real time information and instant interaction. 

With Facebook both of these are possible. Facebook offers numerous possibilities to 

implement a newsletter. One of these could be simply to release newsletter content via 

status updates. 

 

It is also of most importance that the web site is reviewed at least bi-weekly. The pho-

to  bug  on  the  “30  Seconds  To  Mars”  artist  page  may  cause  inconvenience  as  it  can  

induce distrust in the user. Every single error on the site may cause the user to consid-

er  whether  it  will  be  safe  to  purchase  anything  from  the  site  or  whether  the  infor-

mation given can be trusted.  Even if  the  web store  is  on a  third  party  site,  the  user  

may decide to leave the web site immediately and forget about purchasing records. 

 

Another performance related issue is the way EMI has uploaded videos on the site. 

As  it  may  seem  good  to  have  an  own  on-site  video  player,  it  is  also  a  case  of  re-

inventing the wheel. Since the existence of YouTube, uploading videos has been a 

simple process and with the social media capabilities of YouTube it is a very efficient 

viral marketing tool. This research has also been pointing out a lot of facts about 

YouTube being a better option to other Adobe Flash video players because it offers 

other options of downloading the video file. For example, Apple’s famous iPhone down-
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loads a YouTube video in mp4 format which enables viewing on a device without Ado-

be Flash installation. This change might be beneficial for mobile browsers that happen 

to land on EMI Music Finland web site and for most of the Internet population also as 

YouTube is now the norm of video viewing on the Internet. 

 

After EMI has fixed all of the tiny problems on the site, it is time to look at the future 

of the site. What are other music industry sites doing to develop their sites? What is 

the direction of web sites in general? Is social media replacing web sites for good? 

Whatever the answer to these questions may be, there are always possibilities to de-

velop the site and make it more appealing to the customer. One of the best new fea-

tures that emerged during this research is the IMDb watch list system. The idea is sim-

ple: the user may gather movies that he may want to see in the future. For the music 

industry the idea would be the same: to gather artists and music videos the user wants 

to see and hear. This way the user may collect interesting artists from the site into one 

place and listen to previews by them after browsing the web site or during browsing. 

The idea is simple and efficient.  

 

All of these changes mentioned above are just scratching the surface and brought for-

ward as results of this research. However, it is up to EMI Music to read all of the web 

site evaluations in this research and see if there are any good features that feel benefi-

cial for the EMI web site. 

 

4.2 General proposition for companies 
 

Overall the music industry web sites evaluated in this research are in a good shape. 

Every web site manages to stay around average or a little bit above average on all of 

the aspects evaluated, but there is a lot of fluctuation on what has been done excep-

tionally well on different sites. Many sites have fine visual design and many sites have 

easy navigation, while some sites manage to do poorly on both of these aspects, but 

have excellent content instead. The list goes on. However, there is a common pitfall: 

too much effort. 

 

How can there ever be too much effort? In the Web it is very common. It is not just 

something the music industry companies do. This is a very basic mistake and easily 
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happens when any web designer is left alone with his decisions. The web designer 

wants to include everything he can and therefore he ends up adding features that are 

not too important for the company or are implemented in an unorthodox way. If the 

web designer  does  not  arrange user  testing,  the  site  will  soon end up being a  show 

gallery of the designer’s skills and it will be hard to use by anyone other than himself. 

The  same  mistake  can  occur  if  the  company,  who  are  not  familiar  with  web  design,  

wants a list of features on their web site that cannot be implemented in a sophisticated 

way. In this case the web designer has to do his best to keep the company happy. 

 

The very core of the existence of web sites is to deliver information to the user in a 

swift manner. This means that the site should have focused content, fast and natural 

navigation, simple visual design and very subtle marketing effort. All of this should be 

done in such a way that the performance does not suffer. Most of the sites in this re-

search have very marketing oriented design and while it may seem to achieve good 

results, it is often very annoying for the user. As pointed put in best practices, it is im-

portant to have the web site designed in such a manner that the user is in control. For 

example, various advertisement banners and pop-ups make the user feel like he is 

being force-fed with unwanted content. While none of these sites have any advertise-

ment  pop-ups,  most  of  the  sites  have  very  heavy  home  pages.  A  very  typical  music  

industry web site home page consists of a navigation bar, some artist links, some new 

album links, some social media advertisement, a few pieces of news and some more 

advertisement. An experienced user would find the navigation bar instantly, but some-

one with even the slightest uncertainty will find oneself confused. The reason why the 

home page is so important is that the rule of first impression is also applicable in web 

design. If the home page looks bad, chances are that the user realizes all of the infor-

mation he is after can be found on Wikipedia. 

 

The key of web design is to make the web site fast and natural to use. The web site 

should be simple and usable on any given computer, Internet browser or broadband 

speed.  The year  2012 is  filled  with  technology and new features  for  the  Web,  but  if  

something  can  be  done  it  does  not  mean  it  should  be  done.  Web  design  should  be  

approached in a very simple manner: quality content and natural navigation.  
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5 Conclusion 
 

5.1 Summary 
 

The purpose of this project was to evaluate EMI Finland’s web site systematically by 

using the  best  practices  of  the  industry  and also,  by  comparing the  site  to  the  most  

central  competitors’  and their subsidiaries’  web sites. The Web is full  of new features 

and technology for  the  companies  to  use,  and it  is  not  easy  to  keep up-to-date  with  

the available technology. While new features are important, it is crucial to keep in mind 

why a web site is created in the first place. A proper research on the condition of EMI 

Music Finland’s web site was executed and results gathered. 

 

The main objective, and the research question to be answered, was to concentrate on 

how EMI would become more appealing to a regular music listener and how that lis-

tener would get more out of EMI’s web site, and also to evaluate how the EMI Finland 

web site compares to other web sites in the industry. The research question was an-

swered. It was discovered that EMI web site is a little above average when compared 

to other web sites in the industry. A proposition on how EMI could rise above average 

was created based on best practices of web design and comparison results. The results 

show that overall the web site is in good condition but in order to become more than 

average there are a few key things EMI should consider revising.  

 

The approach in conducting this project was to first gather a huge amount of theory 

knowledge on web design and create a web design evaluation tool to serve as a sum-

mary  of  best  practices  of  web design.  This  tool  was  then used to  evaluate  10 music  

industry web sites including EMI Music Finland web site, and an additional industry 

independent web site in order to bring valuable benchmarking to the research. The 

evaluation tool proved to be an excellent method for evaluating the web sites. Data 

collection with the evaluation tool was very straightforward and rewarding. A great 

deal of good information was found during the research on the sites, but at times it 

was hard to weigh the aspects and to score them fairly compared to the other sites. 

Nevertheless, as the evaluation proceeded it became easier and easier to study the 

web sites objectively. 

 



72 

 

The key findings of this project were that EMI Finland web site is a little above average 

when compared to other web sites in the industry.  Three major issues on the EMI web 

site are poor social media integration, lack of quality management in content, and lack 

of captivating features. It is worth noting that there is nothing on the web site that 

needs urgent attention, however, this study provides EMI with information on how to 

rise above the average and how to keep their web site relevant as the Internet world 

evolves.  

 

The project also provides information about the condition of web sites in general in the 

music industry. Design and functionality seem to be the strongest points of web design 

in the music industry. Many of the sites have very well thought out designs and enable 

easy and logical  navigation, but some of the sites try too much and fail  to catch the 

user’s  attention.  The  research  shows  that  there  is  a  lot  to  learn  and  to  avoid  while  

benchmarking other music industry web sites. 

5.2 Evaluation 
 

The project was very easy to approach from the beginning to the end. It  was fun to 

conduct the project with such independency as it enabled efficient work and the possi-

bility to schedule the project according to my timetable. The resources needed from 

EMI’s behalf were very limited in this project and therefore the results exceed all ex-

pectations. 

 

The overall results of the study are very interesting, but there are a few matters in the 

project that caused some uncertainty. In a subject such as web design it was very hard 

to  find  fresh  theoretical  data  in  a  physical  form.  Some  of  the  books  used  in  this  re-

search have been published in the early 2000. The Internet is evolving fast and there-

fore guidelines used ten years ago hardly apply in 2012. Fortunately, with a reasonably 

small  amount of effort it  was possible to differentiate useful data from the outdated. 

But due to this reason many web articles were used as theory in this subject. All of the 

data was gathered from known sources and therefore it is trustworthy. 

 

Another possible issue is the timespan between the web site evaluations. The whole 

evaluation process took a little more than a month and therefore there are small  dif-

ferences on the evaluations. However, the same evaluation method has been used on 
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every  site.  The  small  differences  are  highly  valuable  to  EMI  as  no  evaluation  is  the  

same. EMI can find something new from every evaluation. 

 

The  most  satisfying  aspect  in  this  project  was  to  be  able  to  construct  a  great  tool,  

make use of it and see the end results. The whole evaluation process was fun and nat-

ural to do. The project subject itself is highly interesting and therefore it motivated me 

during the whole process. Being given the chance to work for a company in the music 

industry is nothing short of a dream. After seeing the condition of some of the music 

industry web sites, the industry still manages to interest me. 

 

The results of this project have also proven to be useful for EMI Music Finland. EMI is 

aware of some of the issues on their website, but the information provided in this re-

search will help them to process the issues with more knowledge. The new issues 

found on their web site via this research will be assessed within the company. The data 

collected in this research will also be used in future EMI web site and social media pro-

jects to further develop new features on their web site. 

 

All in all, the project has left me with good new knowledge on web sites, web design, 

and the music industry. It is also very satisfying to hear that this project has not been 

done in vain. Now it is only a matter of time for EMI web site to reach its full potential.
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