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ABSTRACT 

Today there to many ways to share their own ideas for people. It's 

diffucult to find this chance on newspapers or magazines. Internet 

journalism is the altarnative way of finding a chance to share own ideas. 

Let's see some advatntages of Internet journalism; 

• Covering wide area 
• Low cost 
• It's easy to renew 
• Finding journalist is easy 

System earn money from banners so it's easy to manage. 

Customers can easily request a banner place. Journalists can add fresh 

news and personal· idea to system. Admin can manage journalist, 

customers. 

Authors can write their comments and daily news to the site. This is an 

internet based system so different readers can read comments and news all 

around the world. Homepage refreshes itself after new comment or news entered 

by authors. System earns money from advertisements.Admin has rights to 
censor 

authors and advertisements. 
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INTRODUCTION 

Content Analysis 

The promise of Internet news is its availability, immediacy, interactivity and unlimited space. 

Which of these characteristics are really being taken advantage of? 

To get an answer, the study conducted a content analysis of eight news Web sites, including 

the five most popular as measured by ratings. This content study suggests that the Internet has 

made marked progress in the last few years, but the degree to which it is fulfilling its potential 

varies widely. 

Among the findings: 

• Internet journalism is still largely material from old media rather than something 
original. 

• There is a mixed message when it comes to immediacy. While a good many of the 
• lead stories are new through the course of the day (roughly half), the amount of 

updating of running stories with substantive new information is more limited (a little 
more than one in ten stories). 

• For now, perhaps the strongest traitthe Internet is taking advantage of is providing 
background information to its stories, such as links to archival material or other 
sources. 

• Content on the web is still driven by text narratives. Most sites make only limited use 
of the multi-media potential of embedding such things as videos, audio, still photos 
and user feedback into news stories. '" 

• Among those studied, there are three kinds of sites - those generating staff content, 
usually from their parent company, those relying almost entirely on wire service and 
those trying to edit and adapt wire copy and adding some original content. 

To examine the Internet, the Project looked at a range of Web sites throughout each day, 

rather than look at sites once a day. We looked at eight sites - two from cable television (CNN 
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and Fox), two associated with broadcast television networks (CBS News News and 

MSNBC.com, which is affiliated with both MSNBC cable news and NBC), two Internet-only 

sites (Yahoo and AOL) and two newspaper sites (NYTimes.com for a large- circulation 

market and reviewjournal.com of The Las Vegas Review Journal for a small-market 

newspaper). Altogether, 709 news articles were examined in four downloads a day on the 

eight sites over five days scattered over four months, or a total of 160 downloads. The study 

examined all articles on the front page tied to a graphic image, plus the next top three articles. 

It also noted the links within each article. 

Perhaps most distinctive were the differences among the outlets. While many critics complain 

that television network news all looks alike, that local television news is identical from city to 

city, or that basics of newspaper writing differ little from paper to paper, that is not the case 

for Internet. A series of visits to the Internet sites studied revealed an assortment of different 

styles and approaches. 

CNN's busy home page, for instance, typically features links to about 50 articles, plus content 

from sister organizations Time, Sports Illustrated and Fortune. The New York Times Web site 

typically has even more articles, 75 to 80, most of them staff written, yet little video. Yahoo, 

on the other hand, normally features just 20 articles. All of these articles are from wire 

services, but several include streaming video. 

Whether this variety reflects a medium still trying to find a single successful model, or a 

medium by its nature likely to continue to sustain more variety than the old media is 

impossible yet to discern. 

Originality of Reporting 

How much original reporting occurs online? Based on the eight sites studied, Internet 

journalism on the major news sites is still largely a medium made up of second-hand material, 

usually from the old media. 
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Overall, only about a third (32 percent) of the lead articles on the sites studied was material 

produced by the organization's own staff. And much of that came from a few of the sites, 

particularly those from newspapers, posting articles from their print parents. Thus even most 

of this material was not original to the Web. 

A larger percentage of lead pieces, 42 percent, were wire stories posted without any editing 

and produced by other sources, particularly The Associated Press and Reuters. 

A quarter (23 percent) were wire stories that included enough editing or additional material 

that they carried a combined staff/wire credit line or byline. 

It should be noted, however, that much of the time those additions or editis were so minimal 

that they were difficult to detect when these versions were compared with the original wire 

stories. 

Story Origination 
Percent of All Stories 

Totals may not equal 100 due to rounding. 

Still, at least users could tell that someone at the Web site had edited these stories and made 

some attempt to check the material or compare it to other wires. This is a significant 

distinction. It means that the journalistic function of synthesizing and verifying had occurred. 

The reliance on wires also meant a fair amount of repetition among sites. When a big story 
( 

hits, one is likely to come across the same story on any number of Web sites. On the day of 

the Midwest Black Out (August 15th), for example, a quote from a woman in Cleveland who 

was arriving to work in a T-Shirt and shorts without having brushed her teeth was carried on 
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five of the eight sites we studied. Web readers from 9 a.m. to 9 p.m. were well-informed of 

attorney Lori Zocolo's inability to brush her teeth. 

But not all sites are just wires. Basically the news sites studied fell into three categories when 

it comes to lead stories: 

• Sites that were primarily staff written or performed their own verification and 
reporting. 

• Sites that customized wires and produced some original content. 

• Sites that relied almost entirely on wire stories without rewrite or much editing. These 
sites are really more portals than news organizations. 

The type of medium sponsoring a site did not dictate where the site's stories came from. The 

only exception was the two newspaper sites, which matched closely in origin of information. 

CNN was the only other site that took on the look of a newspaper. At all three of these, more 

than 70 percent of the articles were staff written. 

The sites most likely to customize wires were a network television news site, CBS.com, and 

MSNBC.com, which is a joint venture of Microsoft and NBC. The CBS News site was 

dominated by wire/staff combination stories (82 percent). MSNBC.com was more of a hybrid 

48 percent staff/wire combinations, 17 percent original material, and 36 percent 
straight wire 

or other news organization. 

Finally three sites were largely straight wire copy. Two of these, AOL and Yahoo, were the 

two Internet-only sites. Sometimes referred to as portals, they relied entirely on straight wire 

stories without any evidence of checking their veracity. 

The third, Foxnews.com, whose sister cable channel produces continuous original content on 

television, did some original reporting, though not much (13 percent). About a third of its 
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stories were wire/staff combinations (35 percent), but the majority of its lead stories were 

straight wires (53 percent). 

I 
Story Length, Staff vs. Wire 
Percent of All Stories 

Totals may not equal 100 due to rounding. 

It should be noted that the study did not include some of the well-known sites, such as Salon 

. or Slate/MSN, that produce original Internet content. An earlier study by the Project of 

political coverage examined these sites and found that Salon mixed the sharp attitude and tone 

of the Internet with solid reporting. Slate, on the other hand, leavened its opinion journalism 

with summaries of the day's hottest political events in a kind of puckish tone, something like 

"Hotline for the Internet. 111 These sites, however, like blogs, are more analogous to elite 

journals of opinion in print. Their audiences are smaller than those studied here ( except for 

the Las Vegas Review-Journal's), and their content is more essay and argument rather than 

breaking news, which is the focus of this audit. 

Does it matter that the Web, on balance, is still more a medium for getting news via wire 

stories? This means the Web site is entrusting the accuracy of the copy to someone else, a 

I wire service. In the past, this has proved detrimental as false information gets passed on 

downstream. 

In addition to the issue of verification, other differences stand out in the study. The wire 

I stories were shorter than staff-written pieces and were also somewhat less likely to be updated 

I with important new facts. 
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On the other hand, Web sites were somewhat more likely to post new wire stories than they 

were staff-written pieces (55 percent of wire stories were new, versus 47 percent staff 

written). 

Story Freshness 

Like cable television news, the Internet promises the ability to continuously update users with 

the latest tum in events. 

The study wanted to determine how much new information news Web sites actually posted 

through the day. To do so, we checked every four hours to see what percent of the lead stories 

were altogether new, what percent were unchanged and what percent were in some way 

updated? 

There are, moreover, degrees of updating: Was there something substantively new to the 

stories, just some minor details added or was it a rewrite around a new angle?1 

Story Freshness 
Percent of All Stories 

Totals may not equal 100 due to rounding. 

Overall, half of all lead stories ( 49 percent) were thoroughly new through the course of the 

day. The figure drops even more if you discount the 9 a.m. stories, which were all coded as 

entirely new. For the remaining three visits each day, just 34% were entirely new. 

Still, only 21 percent oflead stories were left unchanged. 

The remaining 30 percent oflead stories involved some form of update of an existing story. 

Of these, however, only about half ( or 14 percent overall) contained substantive new 
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information. Another 14 percent involved just adding minor new details. And 2 percent were 

what journalists call a rewrite, the same basic story but rewritten around a new angle. 

Looked at another way, about 63 percent of the stories on the Web sites studied were either 

altogether new or substantively updated through the course of the day. 

Is there a news cycle on the Internet? And is the news updated continuously in an even flow? 

Or does it change sharply toward the end of the day, after the close of business but a good 10 

or 12 hours before the morning newspaper arrives? 

Based on the eight sites examined, which included the five most popular news sites on the 

I Web, the Internet still follows the news flow of morning newspapers to a significant degree. 

I 
I 
I 

' I 

The morning generally opens (For this study, all downloads and references to time are 

Eastern) with new headlines and content. As the day wears on, new stories are less and less 

likely to appear. Indeed, the lowest percentage of new stories appeared between 5 p.m. and 9 

p.m. 

On the other hand, the number of stories that were substantively updated increased as the day 

wore on. Starting fresh at 9 a.m., 16 percent were updated by 1 p.m., 19 percent by 5 p.m. and 

21 percent by9 p.m. Thus, somewhere between 9 p.m. and 9 a.m. is when the Internet 

converts to a new news cycle. 

Are some sites more or less likely to add new content than others? Yes, but it does not 

correlate to what kind of site they are or the nature of their content. 

Story Freshness, by Outlet 
Percent of All Stories 
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Totals may not equal 100 due to rounding. 

Wire-heavy Yahoo and AOL, for instance, posted new stories less often than staff-driven 

NYTimes.com. Yet Foxnews.com, also mostly wire copy, was the most likely of the sites 

studied to post completely new material. 

On the other hand, Fox was one of the least likely sites to offer substantive update stories in 

its leads. Its substantive updates matched that of the NYTimes.com, 11 percent, compared 

with more than 20 percent at cable-siblings CNN and MSNBC. 

Does the web break stories? The study as constructed this year cannot answer that. It is 

something to watch in the future. 

Story Components 

· How multilayered are Internet stories? Do they take advantage of the unlimited space and 

ability to use multimedia components? 

In the Project's first study of the Internet, in 2000, fully a third of the political stories studied, 

including 100 percent of those on AOL and MSNBC, had no audio or visual links. Links even 

to external sites or additional information were minimal. 

Today, the Internet has become more multifunctional and links to background information in 

particular have become commonplace. Sites still vary widely, however, and some kinds of 

multimedia links are still not the norm. 

Overall: 

• Three-quarters of stories contained links to archival or background information. 

• A third of the stories contained at least one link to video. 

• A third also contained links to still photos or photo galleries. 

• And a third of stories offered links to other sites. 

10 
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• Audio links, however, were almost nonexistent. 

The one thing all the sites seemed to do consistently was to link to their own archives so users 

could read past stories to get background on events. The proverbial newspaper "morgue" or 

clipping library is now more readily available to the public. These background links, 

moreover, were not restricted to old stories. They also included online-only features such as 

summaries of candidate positions, image galleries, profiles of people in the news and 

timelines of events. 

When it came to multimedia elements, such as video or galleries of still photos, there were 

wide differences among sites. 

Multimedia and Interactivity on the Internet 
Percent of Stories With Link Present, By Site 

In general, broadcast sites were the most likely to have links to videos or still photos in their 

lead stories. Cable sites were more likely to have map or graphic links. Internet-only sites as 

well as MSNBC.com were more likely to have a place for user feedback. 

Sites also varied widely in how often they linked to outside sources. Almost every story on 

Yahoo has an external link, as did more than half of the stories at MSNBC.com (58 percent) 

and Foxnews.com (51 percent). Only 6 percent ofNYT.com lead stories had external links, 

13 percent at CBS News, and 12 percent at AOL. 
11 
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How much opportunity did sites offer users to react to stories? In all, 40 percent of stories 

studied had some way for users to offer feedback or participate in online discussions about the 

topic. But the findings varied widely and had no correlation to the kinds of stories, the nature 

of the parent organization or the popularity of the site. 

Story Length 

One question about the Internet is how long stories can be. On one hand; the Internet has the 

potential for infinite depth. On the other, some people question whether users can absorb long 

stories onscreen. 

Is there an optimal length? Do sites vary much when it comes to this question? 

Overall, the lead stories on the Web were shorter than newspaper front-page articles and than 

print magazine cover pieces. Internet lead stories were generally between 500 and 1,000 

words (54 percent) while newspaper front page articles tended to run to more than 1,000 

words (54 percent of front page articles) as did magazine cover stories (42 percent). 

There seems to be no accepted norm among the sites studied when it comes to length of lead 

stories. Moreover, the differences did not seem to be tied to their originating news medium. 

At MSNBC.com, for instance, nearly half of all of stories were more than 1,000 words. 

Some sites broke up long stories by dividing them into multiple pages. In the middle of the 

story, then, users must click the "next" button again and again to read on. Thus, while space is 

indeed unlimited, the amount of work the user has to do can often increase with length. 

Sites also varied widely in how many short stories they carried. AOL and Fox ran a lot of 

short stories, under 500 words - nearly a third of those at AOL (31 percent) and more than a 

quarter at Fox (28 percent). At CBSNews.com, meanwhile, only 18 percent were that short. 

12 



Story Length, By Site I Percent of Stories, By Words 

Totals may not equal 100 due to rounding. 

Sourcing 

In general, 39 percent of the 709 stories studied on the Internet contained anonymous 

sourcing, roughly double that of weekly news magazines, and more than newspapers overall, 

but less than newspaper front pages ( 45 percent of front-page articles had anonymous 

sources). 

Six in ten stories (59 percent) had the highest level of source transparency - at least four 

sources named with some attempt to describe the source's potential biases or point of view. 

At least in lead stories, sourcing seems pretty strong. It is important to note that much of this 

sourcing arrives second hand, from wire services and, as mentioned above, much has not been 

verified by the Web site itself. Still, some of the wire copy seems the best sourced of all. 

MSNBC.com, for instance, which relies heavily on edited wire copy, was the most likely to 

run stories with four or more fully identified sources (71 percent of stories). CNN, with more 

original reporting, was the least likely to run stories with this highest of level of fully 

identified sources (45 percent). 

13 
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Lead Story Topics 

What is the top news agenda of Internet news sites and how does it differ from other media? 

Here our answers are more limited than for some other media. To focus on the broader 

character of the Web - the level of interactivity, updating and other features- the study chose 

to look at a limited number of days but to examine those days in detail every four hours. 

Given that, there is little we can say quantitatively about the news agenda of the Web sites 

analyzed. 

What we can offer is more impressionistic. Here, we were left with the sense that in its lead 

stories the Internet is more tied to traditional news topics than is often the case in cable and 

broadcast television, which have become somewhat more infotainment or tabloid in flavor. 

Web managers may be conscious that a sizable part of their audience is accessing their sites 

during the day at work. On the other hand, the infinite space on the Internet gives it a luxury 

that television does not have. It can cover everything. It is also, at this point, a less visual 

medium than television. 

Perhaps given those similarities to print, the top stories on the Internet, at least according to 

our limited sample, share more in common with newspapers than with television. 

But the Internet is more than print online. The degree to which the differences are developed 

and used varies from site to site, and it does not appear to be a matter of some sites having 

interactivity and others not. Rather, different sites seem to have chosen certain kinds of 

interactivity over others. 
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Expected processes ; 

- REPORTS PROCESS; 

This process is using by admin and customers. Process creates 

critical reports. 

- CUSTOMER PROCESS; 

This process is using by customers. Process makes customer 

operations. 

- SELLING PROCESS; 

This process is using by admin. Process makes selling operations to 

customers. 

- ARTICLE PROCESS; 

This process is using by admin and readers. Process store texts to 

DB. Displays news and comments to readers. 

- ADMIN PROCESS; 

This process is using by admin. Process manager operations. 

15 
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EXPLANATION 

The minimum system requirements of the system are as follows; 

Amd2600 CPU 

80GB HDD 

512MBRAM 

7 50 GB Band I per month 

Red Hat Enterprice 

Plesk Control Panel 

The recomended requirements of the system are as follows 

Intel Pentium 4 3 .2GHz (HT) CPU 

160 GB HDD 

1024 RAM 

1000 Band I per month 

Red Hat Enterprice 

Plesk Control Panel 
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Language, Database, Hosting Computer Type; 

News Site is going to be use PHP , HTML, JAVA SCRIPT programming 

language for interface and MYSQL database for create database.All the languages 

and database is freeware.Mysql database harmonious with Php.Host computer's 

operating system is Linux.It's located in America.It has enough capacity for this 

system. Webmaster can connect to the host computer by using FTP 
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INTERNET JOURNALISM SYSTEM 

1) PROJECT IDENTIFICATION AND SELECTION 

THE AIM OF THE PROJECT : 

This is a website which include daily news and author commentss for 

readers. 

System manage authors and customers with using admin panel. Readers 

can find any context on any format and time. System store all datas in a 

database.Admin panel is very useful and has friendly interfaces for 

managing. There is no illegal process is the system. Domain name is 

www.nhaber.com (registered). System can be used by news agency or personal 

usmg. 

20 
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SYSTEM BOUNDRIES : 

1) This website displays its contents on INTERNET EXPLORER.Mozilla 

Firefox settings are not suitable. Because table settings are different from 

INTERNET EXPLORER. 

2) Banner Places are only on 3 different type because of the system design 

but it can be redesigned for more banner. 

3) There is only 1 admin include in the system because of the security but it 

can added from DB. 

I 
I 
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RESOURCE LIMIT : 

Usage of the system is very easy. The system cost is very low. Control 

panels have user friendly interfaces. Everyone can easly understand the system 

and can start to use the system. 

22 



I 
I 

I 2)PROJECT INITIATION AND PLANNING 

Technical Feasibility: 

Internet connection on the PC is enough for conneting to the system. 

Operational Feasibility : 

' I 
I 

Readers, writers and admin only need to write site URL to Internet 

Explorer. Training of the users are very easy. 

Economical Feasibility: 

Today internet connection prices are very cheap.The only cost of the 

system is HOSTING machine. 
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3)ANALYS1S 

THE REQUIRMENT DETERMINATION : 

• Categorizing news 

• Multiple writer ideas 

• F reeware system 

• Daily news 

• More capable admin and writers 

THE EXISTING SYSTEM'S CAPABILITIES 

• There is only one writer 

• There is no admin access 
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• There is no pageble index 

• There is no index design 

• There is no statistics 
24 
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NEWS SYSTEM'S PROVIDENCES: 

• System becomes free usage 

• Frienly interfaces 

• Systematic index 

• Categories 

• Always fresh 

• Advertisement system 

• More than one writer 

• Statistics 
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DATABASES 

banner 

Field Type Null Default 

I bannerid int(l 1) No 
place text No 
pnce int(l 1) No 0 

category 

Field Type Null Default 
categoryid int(l 1) No 
categoryname text No 

I comments 

Field Type Null Default 
commentid int(l 1) No 
userid int(l 1) No 0 
topic text No 

I content text No 
date datetime No 0000-00-00 00:00:00 
picture text Yes NULL 

I approved text No 
reject text No 

I customers 

Field Type Null Default 
customerid int(l 1) No 
cusname text No 

I cemail text Yes NULL 

I 
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I hitcount 

Field Type Null Default 
hitcountid int(l 1) No 
newsid int(l 1) Yes NULL 

I commentid int(l 1) Yes NULL 

I news 

I Field Type Null Default 
newsid int(l 1) No 

I userid int(l 1) No 0 
topic text No 

I 
content text No 
date datetime No 0000-00-00 00:00:00 
picture text Yes NULL 

I mam text No 
categoryid int(ll) No 0 

I approved text No 
reject text No 

I, 
I 

sales 

Field Type Null Default 

I saleid int(l 1) No 
custid int(ll) No 0 

I bannerid int(l 1) No 0 
sdate date No 0000-00-00 
edate date No 0000-00-00 

I adv text No 
url text No 

I active text No 

I 
27 
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I users 

Field Type Null Default 

1· userid int(l 1) No 
usertypeid int(l 1) No 0 

I usemame text No 
password text No 
email text No 

I information text Yes NULL 
picture text Yes NULL 

I 

' usertypes 

' 
Field Type Null Default 
usertypeid int(l 1) No 
level text No 

I 
I 
I 

' I 
I 

I 
I 
I 
I 
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USER MANUAL 
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• USER FLOWCHARTS 

I ( START 

II 
I 
I

. I / Enter Username 
and password 

I 
II I I / .~ v 

II I N ,. 
I 
II 
I 
II 
I 
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ADMIN MENU 

1 - Category 
2 - News 
3 - Comments 
4-- Writers 
5 - Customers 
6 - Banners 
7 - Exit 

y 

y 

y 

y 

y 

y 

y 
EXIT 
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CATEGORY MENU 

' I 
I 
I 
I \ 1-Ust 2 -Add 

3 - Exit 

I 
I f Sele~tion 

I / . """ y 

I 
/?~ 

I 
I / - """ y 

I 
I 
I 
I 

I 
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CATEGORY LIST 

List of 
categories 

y 
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1 - Change 

Selection 



CHANGE CATEGORY 

Make changes 

y Click Save 

N 

Click Cancel 
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ADD CATEGORY 

Category data 

'::, Y .I Click add 
button 

N 

Click cancel 
button 
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NEWS MENU 

II 
II 
I 
I 

1 - Waiting News I 2 -Add News 
3 - Search News 
4 _ My News 
5 - Exit 

II 
I 

/ . "" y I 
I 

/?~ 
II 

/ - "-.... y II 
I 

~ y 

I 
I <(s~ 
I 
I 
1: 

I 
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WAITING NEWS 

List of 
waiting news 

1 - Show 
2 - Change 
3 -Accept 
4 - Delete 
5 - Reject . 
6 - Exit 

11 

y 

y 

y 

y 

y 

y 
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SHOW NEWS 

News Content 

N 

y 

I 
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I 
CHANGE NEWS 

I 
I 
I 
I ·iake chanqes 

I 
<"save chaiges~c:Ne 

I 
N 

I I Click Cancel 

I 

ACCEPT NEWS 

News accepted 
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II 
~eel reason 

I 
I /. . -"""'- y I Click apply 

button 

"'- 
./ I 

I N 

I Click cancel 
buttcn 

C 

DELETE NEWS 

News deleted 

REJECT NEWS 

- 
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I ADD NEWS 

I 
I 
I 
I 
I 

Nev,s data 

N 

Click cancel 
button 

~ Clickadd 
button 
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COMMENTS MENU 

I 
I 
I 
I 
I' 
II 

1 - Waiting Comments 
2 - Add Comments 
3 - Search Comments 
4 - My Comments 
5 - Exit 

I 

I 
I 
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y 

y 

y 

y 

y 
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I 
I. 
II 
II 

WAITING COMMENTS 

List of 
waiting comments 

1 - Show 
2 - Change 
3 -Accept 
4 - Delete 
5 - Reject 
6 - Exit 

I Selection 

I· 

I 
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I 
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SHOW COMMENTS I' 
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II I Comments Content 
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COMMENTS NEWS 

Make chaiges 

I 
N 

I Click Cancel 

I 

Y....+j Click Save 

ACCEPT COMMENTS 

II 
II 
I 
II 

' ' ' ' I 

Comment accepted 
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DELETE COMMENTS 

Comment deleted 

REJECT COMMENT 

Reject reason 

~ Cltck soply 
button 

N 

Click cmca 
button 
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ADD COMMENTS 

' I 
Comments daa 

N 

Click caice 
button 

--- 

.2'._J Click add 
button 
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WRITERS MENU 
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I 1 - List 

2 -Add 
3- Exit 

Selection 
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WRITER LIST 

List of 
writers 

1 - Change 

I 
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CHANGE WRITER 

Make chaiges 

y 
Click Save 

N 

Click Cancel 
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ADD WRITER 

Writer data 

) y I Clid< add 
" button 

N 

Click cancel 
button 
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CUSTOMERS MENU 

1 - List 
2 -Add 
3 - Exit 

Selection 

y 

y 
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CUSTOMERS LIST 

List of 
customers 

1 - Change 

Selection 

y 
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CHANGE CUSTOMER 

Make cha,ges 

N 

Click Cancel 

y 
Click Saie 
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I 
ADD CUSTOMER 

I 
I 
I 

Custaner data· 

~ Clickadd 
button 

N 

Click cancel 
buttm 
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BANNERS MENU 

1 - Change price main up 
2 - Change price main left 
3 - Change price popup 
4 - Sell banner 
5 - List sold 
6 - Exit 

Selection 
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y 
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I 
CHANGE PRICE MAIN UP 

Enter new price 

y 
Click change 

N 

Click cancel 
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I 
CHANGE PRICE MAIN LEFT 

Enter new price 

y 

N 

Click caica 

Click cranqe 
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CHANGE PRICE POPUP 

Enter new price 

y 
Click crange 

N 

Click carcel 
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SELL BANNER 

Enter data 

y 
Click Sell 

N 

Click Cancel 
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SOLD BANNER 

List of 
banners 

1 - Change 

Selection 

r 
I 

y 
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CHANGE BANNER 

Make changes 

N 

Click Cancel 

Click Save 
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SCREEN OUTPUTS 

I 
I 
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Haberler 

Llstele Bel<leyen Haberler{ 3 ) Bekleyen Yaz11.ar( 1 ) Yszar Ekle Mll9tarl EJ<te UST BANNER 

Ekle Haber Ekle 

Haber Ara 

Yez1 Eide Yazar Lisle II Mli~teri Lisle 

Yazt Ara 

SOL BANNER 

Benitn Haberletim Benhn Yeznanm Banner Sat 

Banner Lisle 

Sile Raporlarf 

Ana Sayfay1 GoruntDle 
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Kategori ismi 

Yonetim rnenusu 
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1) 1 Genel Deg1stir 
2) 2 Politika Degistir 
3) 3 Spor Oegistit 
4) 4 :Egitim Os,gis'tir 
5) 5 J3blgeiel Degis!ir 
6) 6 Ekonomi Degistir 
7) 7 Magazin Degi stir 
8) 3 Teknoloji Degistir 
9) 9 Cocuklara 
10) 10 Rodlama 

Geri 

68 

i!!l!lillllillllllllllllllllllllllil 



, 

.Munet Ya.sin Qih;;i 
Ahmet Yasin Qiftyi 

Tansel Deein 
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·1 sdf 
I Geri 

I 

Degistir Ahmet Yasin t;ift,;:i Si! 
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Mu~teri ismi 
E-mail 

I 'ronenm menusu 

l 

71 



1) Hasan Reklamctb hasan@reklamci.com 
2) ibram nibrah@sdf.com Degistir 
3) abtnet asd Degi stl r 

l 

I Geri 
I 
.I 

i 
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KuHan1c1 ad1 
$if re 
E-n1ail 
Reshn 

Ek Bilgi 

Yonatio rnsnusu 
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File Edit View Favorites Tools Help 

1) zargi zargi@zargi.com Degistir 
2) Nadire Qavuf nadirecavus@hotmailcom 

, 3) .Ahmet Yasin Q:iftfi aychiOOl@gtnail.com OegrsUr 
I 4) Qigdem Gulmui ~dem@hotmail.com Degistrr 
5) Erol Y etim ok canum Degistir 
6) AJiFuatTathrnavuk ali@hotmail.com Degistir 
7) Ozge.Deveci ozge@hotmail.com Degistir 
8) Bahar Mutluay bahar@honnail.com Degistir 
9) Yah;m .. Ak9ah akcali@hotmail.com 
10) Serkan Oz:turk asasd Degisti r 
11) Adil Bulbul adi.l@hotmail.com Degistir 
12) Mustafa Menekay menekay@hotmail.com 
13) Ilham Hoseymov huseymhov@hotmail.com 1...Jt:<\.n ;::,w 
14) Tansel Devin tanse1@hotmail.com 

Geri 
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5'~,mr:$1i!it ;,41!crospfl4nlj?rnr,t f!Q>lote 
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Mil~teri 
Fiyat 

Ba1lang1~ 
Bitii 

Banner 
URL 

A kt.if? 

Yonenm Menusu 
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1 
Hasan Reklarucib 
2006-07c01 
2006-07,01 
image s/bannersrhh. swf 
http :/l,vww.neu. edu.tr 
pop under 
yes 

Degistir Sil Gltsin 
***;t-******;it:*****·***~=* 

2 
ibram 
2006-07-0.1 
2006-07-01 
http://www.intemethaber.com11mages/spacer.gif 
http :1/www.dyp.org. tr 
popunder 
yes 
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y=l2 
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