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ABSTRACT  

Title: The Internet and Marketing: A case study of SmartGuy AB. and PostNord AB. 

Level: D-Level Final Master Thesis in Business Administration 

Authors: Naa A. Allotey and Ashenafi T. Degefie 

Supervisor: Professor Akmal Hyder 

Date: 2013 June 

Aim: Technology has changed the way businesses are being done specifically in the internet 

marketing. Even though the growth & development of internet marketing is rapid, many 

new firms doing e-business are increasing. To make use of this ever increasing opportunity 

many companies without adequate knowledge and lack of concepts about internet marketing 

enter into this business that leads into failure. This study examines how businesses use the 

internet as an effective marketing tool in order to increase business efficiency and survive in 

the competitive business. The study also identifies the various problems that are affecting the 

internet marketing business and review possible strategies. 

Method: The study adopted a qualitative method through a deductive approach. Research 

questions were developed to gather the data. A semi structured interview was conducted with 

personnel from Nordpost and SmartGuy. The data was analysed and linked with the theory to 

provide answers to the research questions. To enhance the richness of the study secondary 

data sources has been employed in a form of scientific articles, literature, annual reports from 

the case companies and online sources.   

Results and Conclusions: The result of this study shows that the rapid development of 

online marketing makes it imperative for businesses to seriously consider the internet as a 

marketing tool in order to remain competitive. There is no specific strategy to adopt but firms 

could develop internet marketing strategies depending on the nature of their business in order 

to cope up with the ever changing environment. It also identified the difficulties traditional 

marketers face when integrating internet marketing. The conclusion is that businesses can 

overcome the barriers affecting Internet marketing if they take time to identify their micro 

and macro environments and adopt appropriate strategies.  



 

Suggestions for future research: Although this study identified that there are some factors 

affecting the internet marketing and suggested key elements in developing e-marketing 

strategy, the results of this study and conclusion, to some extent have some limitations.  

Firstly there are only two case companies investigated which makes it hard to generalize the 

outcomes. Secondly, current literatures in the area of study were very limited showing that 

researchers are not really giving time to this all important topic.  Thus future research could 

look more into this subject area, broaden the scope of the investigation to more companies 

and could also concentrate in the areas where there is a need for a unique strategy 

development for different internet companies. Future researchers could also look at how the 

transition from traditional to internet marketing could be made very simple.  

Contribution of the thesis: The study provides significant insights into the factors affecting 

internet marketing and e-business strategies that can be adopted to make it an effective 

marketing tool, a topic often overlooked by published material. Even though there are no 

specific e-marketing strategies to directly copy or implement, the study suggests specific 

areas a business should take into consideration while developing the strategy. For businesses, 

the question of using the internet as a marketing tool should be one of ‘when, why and how’. 

A well-structured and well thought out business plan which is still applicable is the backbone 

of any company who is going to be successful in the e-commerce industry.  

Key words:  Internet Marketing, E-marketing, Business Strategy, Marketing Mix, Porter’s 

Five Forces Model, Competitive Forces, E-commerce, SmartGuy AB., PostNord AB., Posten.  
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1. INTRODUCTION 

This chapter provides a brief background on internet marketing and identifies the research 

aim, problem and questions as well as limitations of the research.  

1.1 Background 

The evolution of the Internet is considered as the foundation and the pilot of the information 

revolution; hence, it is changing the way business is conducted (Tsiames and Siomkos, 2003). 

In recent years, the Internet has exploded onto the world stage and has become an integral 

part of the marketing mix (Melewar and Smith, 2003).  The exponential growth of Internet 

access during the 1990s provided the technological platform for the breakthrough in online 

retailing. The resulting global e-commerce surge fostered numerous new pure-plays and dot-

com retailers (Rudolph et al, 2004).  

In the early 1990s global communication networks and information technology (IT), 

especially the Internet, led to a deconstruction and reconfiguration of traditional value chains 

(Weiber and McLachlan, 2000). In consequence, branch boundaries faded and new business 

models emerged (Mahadevan, 2000). Opportunities to expand into reshaped business 

segments and to develop innovative products and services in order to attract valuable 

customers appeared (Prahalad and Hamel, 1990). 

In this technological era , instead of receiving messages in the expert-based, top-down 

information approach of the past, target audiences are turning to one another online (Dooley 

et al, 2012).On the other hand, as a marketing tool, internet gives wide coverage to reach 

potential client, better and quick information gathering and probably the cheapest way to sell 

their products. (Razali et al, 2010).  

One of the most stunning aspects of the past few years has been the speed at which the 

Internet market has expanded and matured (Wu, 2002). The amount of rhetoric dedicated to 

the “Internet Revolution” in recent years means that one is tempted to regard it as a unique 

challenge, acting both as a driver of change and as a provider of the tools of change (Harris 

and Cohen, 2003). This rapid rate of Internet adoption has resulted in an extraordinary pace 

of change in the marketing landscape and opened up a variety of opportunities for marketers 

(Pollack, 1999). It is therefore very important for businesses to identify these changes and 
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take advantage of them (Hamidia and Safabakhsh, 2011). Marketing on the Internet is a very 

different process from traditional marketing. The key to a more successful marketing effort 

on the Internet will be an interactive strategy (Rudolph et al, 2004). 

E-commerce has brought radical changes to the economy due to its impact on how business is 

done and forcing firms to look for new ways of marketing. Among the new ways to expand 

the markets according to Shin (2001) are: “to attract and retain customers by tailoring 

products and services to their needs, and to restructure their business processes to deliver 

products and services more efficiently and effectively” (Shin 2001). 

As stated in the 2012 annual report of Nordpost, the Nordic statistics show that there is an 

increase in the number of participations and activities on the internet for marketing purposes. 

According to Collins Stewart LLC (2010) estimates, there will be a steady growth in retail e-

commerce sales in Western Europe from $145.9 billion in 2008 to $202.7 billion in the year 

2012. Looking at the Nordic distance selling market, HUI’s estimates for revenues in 2009 

were 90.4 billion Swedish crowns. The Swedish market was the largest (28.1 billion crowns). 

However, when calculated per capita, both Denmark and Norway are larger. In Denmark, 

distance selling also represents the largest share of retail sales in the country, 5.2 per cent, 

somewhat greater than the share in Sweden and Norway. What is most exciting are the 

numbers in Finland. A strong growth was predicted for Finland and this forecast has also 

been proven true. In one year, revenues have increased by 50 per cent according to 

calculations. This shows a positive growth. Today, the importance of the internet to buyers, 

sellers, and intermediaries across all aspects of the ‘relational continuum’ from prospecting to 

customer retention is unquestioned (Schibrowsky et al, 2007). 

The Internet as the primary on-line marketing channel is now overtaking the commercial on-

line services (Wu, 2002). According to him, all across the world, shopping centres are closing 

their doors as consumers turn to the Internet for all their shopping needs. G.D. Wasson (CEO 

of Walgreens) also believes that the successful retailer of the future can succeed only by 

integrating its stores and website and that the internet will be a bigger and bigger part of how 

business is done. 
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1.2 Aim of the Study 

In view of the above it is important for businesses to consider using the Internet as a 

marketing tool. The aim of this study therefore is to examine how the Internet can be 

utilized as an effective marketing tool to serve as a guide for existing Internet marketing 

companies and new entrants. Considering the case of Amazon.com Inc. in Mirow (2005) we 

see how dedicated strategies helped the company to acquire market leadership in this new 

business environment. This shows that when appropriate strategies are adopted Internet 

marketing can be effective. This is what the study aims to achieve i.e. to identify the various 

problems arising in the internet marketing environment and see how best these can be 

managed to achieve success. 

1.3 Research Problem 

Despite its phenomenal growth, all does not look well for the Internet. As the Internet 

establishes its position as a mainstream marketing channel, consumer criticisms regarding 

Internet marketing strategies have increased as well (Wu, 2002). Also, despite the rapid and 

sustained development of e-commerce, many companies doing e-business are still in the 

investment and brand-building phase and have yet to make a profit (Zwass, 1998). Many e-

businesses (or Internet companies) have focused on the visual attractiveness and ease of use 

of their websites as the primary method of increasing their customer base (Shin, 2001). 

However, as e-businesses shift their focus from building a customer base to increasing 

revenue growth and profitability, there is the need to re-evaluate their current business 

strategies, if any, and develop strategies that provide a clear path to profitability. 

The internet has become the most visited marketplace with millions of visitors going online 

every day. To utilize this ever increasing opportunity more and more people, with inadequate 

knowledge of Internet marketing go on the web with the desire to make money. However, 

they invariably fail mostly due to lack of conception about internet marketing. Most people 

think that Internet Marketing is simple but this is not so. Although Internet or online 

marketing is comparatively easier as there is no inventory to carry, it is more than just going 

on the web to make sales. It is complicated, takes time, effort, capital and the strategic know-

how to survive on that very competitive market. 
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This study is therefore deemed important because it seeks to identify ways that the internet 

can be used as a more effective tool in order to survive on the rather competitive market. 

1.4 Research Questions 

This study seeks to examine how businesses can utilize the internet as an effective marketing 

tool in order to survive. To guide us achieve this aim, two questions are formulated. 

RQ1.What are the factors affecting internet marketing? 

RQ2. What strategies can be used to manage these factors?  

1.5 Limitations of the Study 

Due to lack of time only two companies are investigated. However efforts were made at 

selecting companies which are typical in the field of study to get expert information in order 

to make the study relevant and reliable.  

Even though there are several existing scientific journals in this field of study, most were 

outdated considering the fact that technology was changing every day. However the authors 

did their best to get latest information on the area of study even though they were few and 

where old data was used the information was deemed relevant to the study. 

1.6 Structure of the Study 

This study is structured in a way that each chapter is designed to address a specific topic and 

divided into six chapters. Chapter 1introduces a brief background on internet marketing and 

identifies the research aim & problem. Chapter 2 presents the review of theories in the field 

of study. It also aims to address the problem identified in this study, including identifying and 

narrowing research questions& finally presents a conceptual framework. Chapter 3 presents 

the method and data collection of the study. Chapter 4 presents the empirical findings which 

are collected from the interviews. In Chapter 5 the theory reviewed and the empirical findings 

are analysed critically by comparing and contrasting. Chapter 6 concludes the whole study 

and makes recommendations where necessary. It also presents the result, implication, 

contribution of this particular study and suggestions for further study. 
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2. LITERATURE REVIEW  

In this chapter authors have reviewed the state of knowledge on the research topic. This 

included the concept of Internet marketing, the various factors affecting the Internet 

marketing based on Porter’s Branch Structure Analysis, social and ethical factors and 

technology. Strategies that can be used to manage these factors are also discussed. 

2.1. What is internet marketing? 

The concept and definition of Internet marketing has emerged together with the evolution of 

internet. Nevertheless, several authors defined Internet marketing in different ways but same 

perspective as it is realized from various existing literatures. Internet marketing is a process 

of trading products and services through internet (Razali et al, 2010). 

Razali et al, (2010) defined internet marketing as: 

The process of building and maintaining customer relationships through online activities to 

facilitate the exchange of ideas, products and services that satisfy the goals of both buyers 

and sellers (Razali et al, 2010).   

Chaffey et al (2003), also defined Internet marketing or internet-based marketing as: 

The use of internet and internet related digital technologies to achieve marketing objectives 

and support the modern marketing concept (Chaffey et al 2003). 

They further noted that the term ‘internet marketing’ has an alternative term which is e-

marketing or electronic marketing which tends to refer to an external perspective of how 

internet can be used in conjunction with traditional media to acquire and deliver services to 

customers.  

E-commerce on the other hand is another term often used in a similar context to internet 

marketing but with broader perspective. According to Wilsona & Abel (2002), e-commerce is 

defined as “the use of electronic media such as the Internet to transact business”.  E-

commerce is “the exchange of information across electronic networks, at any stage in the 

supply chain, whether within the organization, between business, consumers public and 

private sector whether paid or unpaid” (Chaffey et. el, 2003). A company that is using e-

commerce to sell products, services and information would set-up an interactive website for 
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its users. The site would offer all the same information as the ‘‘brand building’’ website, but, 

in addition, it would allow users to purchase products, services or information online. This 

type of website provides for payment of purchases online and set up of product delivery 

either electronically (if the product is digital) or through traditional delivery methods such as 

mail, FedEx or UPS (Wilsona and Abel, 2002). This study will be using both terms 

interchangeably i.e. Internet Marketing and E-Commerce. 

The internet has become very significant now because it is a major form of communication 

and information dispersion tool in an organization. It gives a better corporate image while at 

the same time it can be used as a marketing tool. As a marketing tool, internet gives wide 

coverage to reach potential client, better and quick information gathering and probably the 

cheapest way to sell their products (Razali et al, 2010).   

2.1.1. Why do companies go into Internet marketing? 

The Internet has become a place where any firm can open a website in an electronic mall and 

have its products available to millions of potential customers in a short period of time. 

Companies ranging from freight forwarders to banks are finding the Web an inexpensive 

place to do business. A website on the Internet is a much less expensive way to operate a 

phone bank (Herbig and Hale, 1997). 

Consequently, it would benefit companies enormously to incorporate the internet into their 

overall marketing strategy if they aspire to become a strong player there. Delay in 

implementing an internet marketing strategy would not only result in lost revenues, but also 

create market opportunities for competitors, who would then build a stronghold in the virtual 

marketplace (Yu, 2006). 

2.1.2. Internet marketing Vs. Traditional marketing 

E-commerce, the new way of doing business, is now challenging traditional business models. 

We are witnessing the emergence of new terms like ‘e-trade’, ‘e-business’, ‘e-finance’, ‘e-

procurement’, ‘e-tailing’, ‘e-coupon’, and so on. On top of that, the third-generation (3G) 

wireless network along with ‘Mobile Commerce’ or ‘M-Commerce’, which allows users to 

access systems whenever they want without physically being connected to the network, will 

soon come to the fore (Siu, 2002).  
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Wang et al (2002) discusses that, emerging technologies have redefined business by erasing 

the traditional boundaries of time and geography and by creating new virtual communities of 

customers, distributors and suppliers, with new demands for products and services.  

The Internet is now redefining virtually every aspect of how business is done, and while the 

majorities of companies around the world are still and will continue to be ‘brick-and-mortar’, 

every business needs to leverage the power of the Internet or risk going out of business. 

Specifically, the traditional sender-initiated communication process is challenged by the new 

customer-initiated interactive communication flow and the Internet has become a pull, 

interactive and one-to-one medium (Siu, 2002). 

Net LZ consulting, (2011) made a survey of price comparison between traditional and 

internet marketing.  Traditional marketing will typically cost somewhere between 2 and 3 

dollars per lead. Broadcast mediums like television and radio cost somewhere between 10 

and 40 dollars for each sale. Internet marketing can be as low as $.60 per lead to about $1.40 

per lead. In their findings one could see several aspects of internet marketing that makes it 

preferable than traditional one.  

Below is the comparison between internet and traditional marketing.  

 

Table 1. comparison between internet and traditional marketing 

Internet Marketing Traditional Marketing 

    

Internet Marketing is very 

economical and fast way to 

promote product. 

Traditional Marketing is very expensive 

and takes more time to promote 

product. 

Internet Marketing is very useful 

for promoting product globally 

[without any additional cost]. 

It is very expensive and time 

consuming process for traditional 

marketing. 

In Internet Marketing, you can also 

work with less employs [you can 

take more work with less 

manpower]. 

In Traditional Marketing, you need more 

employment with more man power 

which in terms requires spending more 

money. 

In online business you can sell or 

buy product 24 X 7, round the year 

without employing any person. 

That is not possible in traditional 

marketing. 

Paying Professional and 

Experienced Internet Marketing 

Company is very economical. 

Paying renowned Advertising and 

Marketing Company is very costly. 

 

Source: adopted from (Bhachech, CEO - Opal Info Tech, 2011) 
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According to Bhachech (2011) traditional marketing differs greatly from internet marketing; 

it is very costly and needs long time and budget to get success. He argued that internet 

marketing today is considered a faster and economical medium for promoting product and 

business growth. The importance of internet marketing weighs far more than that of the 

traditional as it can clearly be seen in the comparison.  

2.1.3. Benefits and challenges of Internet Marketing 

Benefits 

Chaffey et al (2003) in their book identified four strategic directions a business can 

potentially benefit from the Internet. These are summarized as follows: 

 Market penetration – internet can be used to sell more existing product into existing 

markets via internet advertising, increase awareness of products and the profile of the 

company. 

 Market development - in regard to market development, internet is used to sell into 

new markets. Thus taking advantage of low cost of advertising internationally, it will 

benefit unnecessary expenses such as supporting sales infrastructure in the customers’ 

country.  

 Product development - new products or services can be developed in order to be 

delivered by the internet. In other words develop information about the product and 

make it available for sale using electronic commerce.  

 Diversification - in regard to diversification, variety of new products are developed 

which are sold into new markets without extra costs.  

 
Kiang et al (2002) also documented various benefits of f internet marketing for companies to 

sell their product on the internet. They identified three benefits namely: (a) communication 

channel benefits- information exchange between buyers and sellers; (b) transaction channel- 

sales activities thereby reduce task complexity and (c) distribution channel- physical 

exchange of products/ services that shorten supply chain, reduce commission and operating 

costs.  

Knowledge about individual customers can guide highly-focused marketing strategies. 

Hence, the Web environment, which facilitates information handling, can lead to more 

effective marketing strategies such as relationship marketing (Wang, et al, 2000). 
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Challenges 

On the other hand, when focusing on doing business in internet, there are several challenges 

which businesses face. Although these challenges occur, businesses have the possibility to 

overcome them.  

The new challenge facing companies is the management of a global brand and corporate 

logo. Consumers may become confused if a company and its subsidiaries have different 

websites each communicating a different format, image, message, and content. Therefore, a 

company should define clearly its policies about branding on the Internet (Eid and Trueman, 

2002). 

Research carried out by Trim and Lee (2006) suggested that for every three internet shoppers 

today, there are seven others who are not too concerned to shop on the internet. 70% of the 

participants indicate that if privacy and security were to be assured on the web, they would 

certainly shop online.  This is evidence of the fact that security concerns appear to be the 

greatest risk or challenge associated with online purchasing. Astonished Internet fraud, 

including identity theft and financial scams, has become a serious problem. The question of 

privacy is certainly of great importance since the results of several investigations points to it 

(Tankosić and Trnavčevič, 2008).  

2.2 Factors Affecting Internet Marketing 

All organisations operate within an environment that influences the way in which they 

conduct business and the Internet introduces many new facets of the environment that must 

be considered by marketers since strategy development is strongly influenced by considering 

the environment the business operates in (Chaffey et. al, 2003).  Porter (1980) on corporate 

strategy or Kotler et al (2001) on marketing strategy make the distinction between micro-

environment and macro-environment.  This study will focus on the environments significant 

to Internet marketing. 

2.2.1. The Internet Micro-Environment 

This is the immediate marketplace of an organisation. According to Chaffey et al (2003), the 

most significant influences for Internet marketing strategy are those of the micro-

environment and this is shaped by the needs of customers and how services are provided to 
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them through competitors, intermediaries and upstream suppliers. These are reviewed in the 

next sections. 

In the context of the traditional marketing mix, the word “place” has by necessity had a 

physical meaning, but Internet markets are of course virtual in nature because there is no 

direct contact between buyers and sellers (Harris and Cohen, 2003). Rayport and Sviokla 

(1996) refer to this new phenomenon as “electronic market-space”.  According to Chaffey et 

al (2003), the operation of an organisation’s marketplace comprises the interactions between 

all elements of the micro-environment. The Internet has brought a great change to the market 

place. Chaffey et al (2003) identified the competitive forces and the marketing mix; from 

value chain to value network; new channel structures, location of trading; commercial 

arrangement for transactions and new business and revenue models as some of the issues 

affecting the marketplace. 

In order to limit the scope of the study, among the given factors, this study will focus on the 

competitive forces and the marketing mix. 

2.2.1.1. Competitive Forces 

Businesses everywhere face competition so it is very important for them to identify the 

competitive forces within their environment and strategize accordingly in order to know the 

strengths and the weaknesses of their competitors. Michael Porter’s 1980 model of the five 

main competitive forces that impact a company still provides a pertinent framework for 

reviewing threats arising in the e-business era (Chaffey et al, 2003). This is illustrated in the 

figure below: 
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Figure1: Porter’s Five Forces Model 

 

Source: Porter, (1985) 

2.2.1.2 How the Internet Affects the competitive forces and the marketing mix 

Porter (1985) asserts that in order for companies to be able to compete effectively, they have 

to ‘develop’ their own ‘business strategies’. According to him they normally do this by 

‘responding’ to these five forces namely: A. ‘the threat of new entrants’ B. ‘rivalry among 

existing firms within the same industry’ C. ‘threat of substitute products or services’. D. 

‘bargaining power of suppliers and E. ‘the bargaining power of buyers’ (Proter 1985, cited in 

Shin 2001). These forces according to Porter (1979) provide a strong foundation on which 

firms can strategize and the end results are diverse opportunities. 

Even though there have been various arguments that there is little or no need for ‘analysing’ a 

business today due to how fast ‘technology’ is ‘changing’ Porter in his 2001 study reaffirmed 

the significance of ‘strategizing’ using the ‘competitive forces’. In his view this helps reveal 

how ‘profits’ can be made and also gives a clear understanding to how profits can be made in 

the future. We will therefore consider these forces in detail in the next section. 
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2.2.1.3 Bargaining Power of Buyers/Customers 

Buyers affect an industry through their ability to force down prices, bargain for higher quality 

or more services, and play competitors against each other (Wheelen and Hunger, 2006). The 

power of online buyers is increased since they have a wider choice and prices are likely to be 

forced down through increased customer knowledge and price transparency (Chaffey et al, 

2003). Buyers can profit from decreased switching costs, and are better informed on a more 

transparent market where competitors are “only one click away” (Clarke, 2001). This effect 

becomes stronger as the products become increasingly interchangeable (Porter, 1999). 

2.2.1.4 Bargaining Power of Suppliers 

Even though Porter argues that suppliers can have increased bargaining power due to 

information asymmetries, higher specialization than the branch, threat of forward integration, 

and switching costs on the buyer side, their position is weakened in context of electronic 

commerce (EC) (Porter, 1999). Increased market transparency reduces buyer search and 

information costs in an extended procurement market, equalizing information asymmetries 

(Evans and Wurster, 1998; Haertsch, 2000). Innovative trading mechanisms allow buyers to 

strengthen their bargaining position, for example by pooling their sourcing activities or by 

reverse auctioning (Kaplan and Sawhney, 2000). Switching costs are decreasing mainly due 

to higher market transparency and open standards in information Communication Technology 

(ICT); lock-in effects caused by proprietary standards are diminishing (Downes and Mui, 

1998). According to Chaffey et al (2003), when an organisation purchases, the bargaining 

power of its suppliers is reduced since there is wider choice and increased ‘commodisation’ 

due to e-procurement and e-marketplaces. 

2.2.1.5 Threats of Substitute Products and Services 

In principle, all companies in one branch compete with those in other branches that offer 

potential substitutes whose price-performance ratios determine the level of competition 

(Porter, 1999). Internet marketing has led to disintermediation and re-intermediation, where 

traditional intermediaries disappear and new ones develop, especially at the so called “point 

of frictions” in the value chains (Schad, 2000). Chaffey et al. (2003) explains the vital role of 

intermediaries as firms that can help a company to promote, sell and distribute its products or 

services. In the Internet context, intermediaries are typically independent sites that are used to 

bringing buyers and sellers together (Chaffey et al. 2003). Sarkar et al. (1996) identified 

various types of new intermediaries mainly from a Business to Customers perspective. They 
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refer to these intermediaries as ‘cybermediaries’. Some of them are directories, search 

engines, malls, virtual sellers such as (Amazon, CDNow), financial intermediaries, forums 

and evaluators. In the case of electronic retailing, specialized Electronic Commerce 

companies have a competitive advantage over less experienced traditional retailers expanding 

into EC (Albers and Peters, 2000 and 1997); technological innovations lead to increased 

substitution pressure towards former technologies (Bettis and Hitt, 1995). In photography, 

Kodak has responded to a major threat of reduced demand for traditional film by increasing 

its range of digital cameras to enhance this revenue stream and by providing online services 

for customers to print and share digital photographs (Chaffey et al, 2003). 

2.2.1.6 Barriers to Entry 

The threat of new competitors entering the market, favoured by lower market entry barriers, 

lies in an expanded supply, leading to falling prices and shrinking margins (Porter, 1999). 

Electronic Commerce enterprises face international competition from new branches, because 

branch barriers dissolve under the influence of technological innovations, industries converge 

and national frontiers become insignificant in Electronic Markets (Schad, 2000; Prahalad, and 

Hamel, 1994). Market entry barriers are lower as the distribution channels are unlimited; 

asset bindings and initial investment costs are reduced (Hoffman and Novak, 1997). In 

retailing, optimized transaction processes and powerful logistics systems allow to operate 

merely without stocks, as customers’ orders are directly forwarded to suppliers (Wamser, 

2001). Nevertheless, according to Chaffey et al, (2003), new entrants by effecting marketing 

and customer’s service, they need to be leaders in the market. The competition threat among 

business to business marketers is less. Chaffey et al (2003) further explains that these 

marketers in the area of manufacture and process industries for instance oil and chemical 

industries investment is tough due to barriers to entry which are much higher than that of 

business to customers marketers. 

2.2.1.7 Rivalry between Existing Competitors 

Rivalry among competitors increases in Electronic Commerce due to higher market 

transparency, decreasing switching costs, and innovative trading mechanisms; lowered 

market entry barriers give the customers higher bargaining power and attract new competitors 

(Becker, 1998; Hermanns and Sauter, 1999). In stagnating markets rivalry among competitors 

is evident; (Neumann, and Morgenstern, 1961) but also in the rapidly growing Electronic 

Commerce market, competition is high as many small and flexible firms penetrate the market 
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with low costs (Schad, 2000). The phenomenon “Co-opetition”, describing a simultaneously 

competitive and cooperative relationship among the market players (Brandenburger and 

Nalebuff, 1996; Preiss et al., 1996) does not reduce the level of competition (Wamser, 2001). 

Summarizing the above, the Internet transforms competition by changing entirely ‘product or 

service’ giving and ‘cost structure’ and also makes even the ‘power in relationship’ with 

‘buyers’ and ‘suppliers’ by either reducing or enlarging their ‘switching cost’ (Shin, 2001). In 

so doing, the Internet makes comparing prices very simple for buyers thereby expanding the 

‘competition’ in ‘prices’ (Bakos, 1998). This will inevitably ‘increase’ the ‘rivalry’ among 

prevailing ‘competitors’. Decrease customer search cost resulting in ‘shift’ of ‘bargaining 

power’ from supplier to customer (Shin, 2001). Meanwhile, the Internet increases ‘menu 

cost’ – the cost of administering multiple prices for a number of different products or service- 

thereby promoting price discrimination (Bakos and Brynjolfsson, 1997).  Again because the 

Internet makes it possible to look for ‘new’ ways of satisfying clients and meeting their 

‘needs’ as well as discharging responsibilities to the business it ‘creates new substitution 

threats (Porter, 2001). 

One cannot deny that Porter’s Branch Structure Analysis had a lasting impact on both theory 

and practice of strategic planning. However, literature argues that Porter’s Structure Analysis 

has only reduced explanatory potential in the context of high branch dynamics (De Kare-

Silver, 1998; Feuer and Chaharbaghi, 1995; Moore, 1996).“The structural analysis of 

industries, instead of being a specialized planning tool for forecasting evolution over 

considerable periods, becomes, instead, useful as a capability to quickly understand the 

continuously evolving nature of the industry” (Bettis and Hitt, 1995). Some authors have 

proposed extensions to Porter’s model. Downes andMui, (1998) introduce three additional 

competitive forces: digitization, globalization, and deregulation. Haertsch (2000) also adds a 

group of “complementers” (i.e. enterprises supplying complementary goods) to form the sixth 

competitive force of the “Digital Economy”. 

“Every company’s goals and strategies are influenced by both its competitive strengths and 

the challenges it faces in the market place” (Wild and Wild, 2012). From the review of 

competitive forces one can see that the magnitude of the threats varies depends on the nature 

of the company. Chaffey et al, (2003) argue that the threats are greater because companies 

sell through retail distributors and have products that can be delivered to customers across the 

internet than a firm operates in. In order to cope with the challenges arising from the 
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dynamics in Electronic Commerce, companies must develop and deploy adequate 

competitive strategies, combining ‘differentiation’ (or preference) and cost-leadership 

strategies to implement outpacing strategies (Mirow, 2005). 

2.2.2. The Internet Macro- Environment 

Chaffey et al (2003) explains that the internet macro-environment is the external factors 

which influences the internet based marketing. (Chaffey et al 2003). The internet macro-

environment influences are broader, provided by local and international economic conditions 

and legislation together with what business practices are acceptable to society. According to 

Chaffey et al (2003) these factors impact on all stakeholders within an organisation’s micro-

environment. Social and ethical factors; technological factors; economic factors and political 

and legal factors constitute the macro-economic environment of Internet marketing but for 

the sake of this study we will focus on the social and ethical; and technological factors 

because they seem to be very common and very significant issues affecting the internet 

marketing today.   

2.2.2.1 Social and ethical factors 

According to Chaffey et al (2003) like other innovations such as mechanised transport, 

electricity or the phone, the Internet has been used to achieve social progress and those with 

special needs and interests can now communicate on a global basis and empowering 

information sources are readily available to all. They emphasise however that these same 

technologies, including the Internet, can have negative social impacts such as damaging the 

environment, changing traditional social ideas and being used for crime. 

The society plays a pivotal role on how a person will use the Internet. It determines whether 

they will buy a product or service online. Some societies like Africa have limited or no access 

to the Internet and this can influence their lack of interest to buy online. Other societies do 

not trust in buying products or service online, because they are used to paying cash when 

making purchases. These factors can in a long way shape the way a business creates and 

implements its Internet marketing strategy. 

Ethical issues or the morality of approaches for Internet marketing is a key consideration of 

the Internet business environment for marketers and that a company which has a poor grasp 

of the ethics of e-commerce will be likely to damage its brand and haemorrhage online 
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customers (Chaffey et al, 2003). Online transactions involve a lack of control on the part of 

customers with anonymous trading partners and, consequently, the potential for opportunism 

and heightened risk unique to the online purchasing environment (Harridge-March, 2006). 

According to Tsiames and Siomkos (2003) in doing business online, one needs to give out 

information such as ‘address’, ‘phone number’, and ‘financial details’ and some ‘consumers’ 

may be sceptical about this because the information could be used for something else like 

‘fraud’ other than what it was meant to be used for. Customer concerns may also include 

worry about the honesty of the sales proposition, and immodest claims about products when 

customers are unable to physically check the quality of those products (Chaudhuri and 

Holbrook, 2001), worries may be exacerbated because customers cannot rely on visual and 

physical clues to reassure themselves of the bona fides of the selling organisation. Such lack 

of reassurance may result in transactions being regarded as risky. 

2.2.2.2 Technological factors 

One of the greatest challenges for Internet marketers is to be able to successfully assess 

which new technological innovations can be applied to give competitive advantage, for 

example, personalisation technology is intended to enhance the customer’s online experience 

and increase their loyalty however, a technique such as personalisation requires a large 

investment in proprietary software and hardware technology such as Broadvision, 

Bladerunner or Engage to be able to implement effectively  (Chaffey et al, 2003). It will be 

therefore difficult for a manager to decide whether to proceed or which solution to adopt. 

Another factor to consider is reassurance to customers that they will not suffer one of the 

technology risks outlined by Leibermann and Stashevsky (2002), including contracting a 

computer virus from downloading brochures, or suffering the theft of credit card details or 

personal identities. The latter two mishaps have implications for financial risk if the stolen 

details are subsequently used criminally (Harridge-March, 2006). 

Technology risk may also mean that users worry about being subjected to unwanted images 

of a pornographic or violent nature, or, less damagingly, unwanted pop-up sales messages 

without site owners making clear promises at their sites and keeping them (Harridge-March, 

2006).  
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2.3. Strategies for Internet marketing 

According to McCarthy (1960) and Perreault & McCarthy (1999), a business must first find 

out who are the targets for its ‘products’ and ‘services’ and then strategize accordingly. The 

‘marketing mix’ can then be developed after this. This according to Shin (2001) allows 

businesses to compete very well thus promoting profits and also ensuring the survival of the 

business. The next sections will look at some of these strategies. 

2.3.1. How to Strategize Product  

One can easily look for ‘product offerings’ on the Internet without paying anything at all and 

since buyers can simply compare prices and settle for cheaper deals, business are compelled 

to reduce their prices (Shin, 2001). It is therefore not prudent for firms to ‘exploit consumers 

search costs’ like they did before with ‘physical’ businesses. Rather, they must make it hard 

for consumers to be able to compare the products by making their products or services unique 

from what the others are offering and a good way to do this is by ‘bundling’ the product 

which according to Shin (2001) enhances the advantages of the entire ‘package’ and makes 

sure that consumers are not compelled to compare individually. An example is McDonald’s 

menu package. Instead of buying single products like chips, burger or drink consumers are 

compelled to buy a full menu because it is cheaper. The same can be applied to service 

providers where they can make their services a ‘one-stop-shop’. This to a large extent is time 

saving. An advantage of this strategy according to Schiesel (2001) is that it is much cheaper 

to ‘sell’ an extra product or service to an existing customer than to look for a new one.  

Firms can also produce specific and ‘innovative’ products unique and identifiable to their 

business thereby reducing the fear of having similar produced being produced by their 

competitors which could create competitions (Shin, 2001). In his view businesses now have a 

much more advantage because they can ‘directly’ gather data, know their ‘target groups’ and 

introduce more tailored products and services to suit their needs. Sinha (2000) believes that 

by creating these tailored products in the ‘niche market’ businesses can determine their own 

higher prices without any competitors to beat it down. Viehland (2000) is also of the view 

that whilst the ‘product-centric’ strategy forces products on consumers, a ‘customer-centric’ 

strategy focuses on collecting data from buyers which helps in ‘improving’ and ‘customizing’ 

the products.   
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2.3.2. How to Strategize Price 

According to Bakos (1998),  since the Internet offers an opportunity for consumers to 

compare the cost of products and services at virtually no cost at all it has increased ‘price 

competition’ among ‘sellers’ and this will definitely reduce their profit margin. It is therefore 

very important for firms to see how they can overcome this problem. One way of doing this 

according to Bakos (1998) is for ‘sellers’ to adopt a ‘price discrimination’ strategy which will 

make it hard if not impossible for ‘buyers’ to ‘compare’ prices of similar products being 

offered. In his view, firms can do a more ‘effective price discrimination’ if they gather data 

about ‘buyers’. He cited Staples.com who has price variations in different ‘markets’ as an 

example. According to him they are able to do this by asking customers to key in their zip 

codes before being given the price. Sinha (2000) also suggested two ways of discriminating 

price: ‘price-lining’ and ‘smart-pricing’. According to him ‘price-lining’ is where similar 

products and services are given at different ‘price points’ to satisfy the needs of customers 

and ‘smart-pricing’ is a method where businesses give different price offerings depending on 

the market and also the importance customers place on the product. 

2.3.3. How to Strategize Promotion 

 

According to Shin (2001), many internet marketing companies do not make profits because 

they spend so money on ‘mass marketing’. The old way of ‘mass marketing’ in which adverts 

on the television, ‘trade allowances’, ‘discounts’, ‘coupons’ and ‘sweepstakes’ are used 

cannot survive in online marketing (Sealey, 1999). Attracting customers with price reductions 

and ‘coupons’ does not necessarily make them ‘loyal’ to the product rather they begin to 

question what the actual price was from the beginning and in their minds the sales price 

reflects the actual price of the product (Sinha, 2000). Shin (2001) therefore suggests that to be 

able to ‘manage’ online ‘brands’ ‘effectively’ and ‘efficiently’ other approaches other than 

the old ways have to be explored. A way of doing this according to him is to have a more 

personal relationship with customers concerning the brand. He believes this will make it 

easier for businesses to give more in-depth details about the brands, get to know who their 

consumers are and get involved with ‘data mining’. This will allow them to tailor their 

products to meet the specific needs of their customers. According to Sealey (2000), this even 

encourages loyalty for the brand and the end results will be more profits for the business. 
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2.3.4. How to Strategize Place 

When it comes to ‘place’ the most important thing to consider is how to distribute and deliver 

products and services. Shin (2001) highlights how the Internet has ‘changed’ the way 

businesses ‘deliver’ their ‘products’ and ‘services’ by minimizing the ‘transactions’ and 

‘distribution’ costs. In his view, making your products and services different from 

competitors depends on how quickly you are able to send them to customers. According to 

him direct sellers like Dell Computer do not rely on ‘wholesalers’ and ‘retailers’ to deliver 

their products to customers but rather hire ‘third-parties’ like the courier services to do that 

on their behalf. They do this because they believe the courier services have better ‘logistics’ 

and the know-how in ‘distribution’ (Bakos, 1998). 

Another way of getting this done is for businesses to employ both ‘online’ and ‘bricks-and-

mortar’ in their operations (Shin, 2001). This is important because they are able to meet 

demands from customers online and also positions the business to be able to compete well. 

2.3.5. Social and Ethical Strategy 

Chaffey et al. (2003) suggested two ways marketers should respond to the social and ethical 

factors. They are: 

 Marketing activities must conform to privacy laws. The revised Data Protection Act 

(1998) in the UK, which includes local enactment of European legislation, is similar 

to what has been going round in other countries geared at helping protect personal 

data. 

 The marketer has to act as an educator, explaining why the information is being 

collected and the benefits that will be received by the customer in exchange for 

divulging the personal information 

A useful starting point for marketers to develop strategies for encouraging perceptions of 

trustworthiness and for helping potential customers to develop sufficient trust to enter into a 

transactional or longer-term relationship might be the six dimensions of risk defined in the 

early days by Beardon and Mason (1978) i.e. financial, social, time, performance, 

psychological and physical – plus the more recently identified “technological” (Leibermann 

and Stashevsky, 2002) and “security” (Merriman et al., 2002) categories. If customers have 

sufficient trust in an organisation or its products, then this may outweigh the level of risk they 
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perceive. Hence, achieving the right balance between risk and trust, where trust is stronger 

than risk, is imperative to the online marketer (Grabner-Krauter and Kaluscha, 2003). 

Designers of web sites need to incorporate whatever the customer wants to be included, in 

order to maximise trust (Harridge-March, 2006). This may include feedback mechanisms, 

adherence to brand norms (colour, logo, style) and inclusion of appropriate reassurance 

symbols (safe site, padlock, etc.), all of which can help to instil trust. 

Because it is not in internet marketers’ long-term interest to indulge in opportunistic 

behaviour (Bramall et al., 2004), it stands to reason they should present their credentials at 

the web site, perhaps including their customer service policy, money-back guarantees, open 

indications of how to complain and to whom in the case of problems, and customer-to-

customer communications facilities. The result should be that of goodwill. Without 

confidence in security, exchanges between provider and customer may be limited (Subirana 

and Cavajal, 2000). They suggested that businesses must clearly display their ‘policies’ on 

how goods purchased can be ‘returned’, their ‘product warranties’, make customers believe 

that data they provide will not fall into the hands of third- parties and also ‘security’ for their 

‘financial transactions’ to promote trust with customers.    

2.3.6. Technological Strategy 

According to Chaffey et al (2003), there is no straightforward rule of thumb, other than that a 

balanced approach must be taken. It would be very easy to dismiss many new technologies as 

fads, or classify them as not being relevant to your business. However, competitors are likely 

to be reviewing new techniques and incorporating some so a careful review of new 

technologies is required. 

The easier the technology is to use, the more likely the consumer is to trust the organisation 

behind it (Corritore et al., 2003). It is therefore incumbent upon online marketers to ensure 

that they put themselves in the place of the customer, and adopt a customer-oriented interface 

rather than a systems-oriented one (Harridge-March, 2006). Simple, easy-to-use systems will 

encourage trust on the part of customers that their time will not be wasted, and that 

transactions will be easy. 

Equally, directing customers to blocking devices for use against pop-up advertising would 

reflect well on the online marketer. Maximising the use of the technology by providing links 
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to advisors, other customers and alternative distribution outlets may help to build trust, as 

customers can seek further information about products and performance from third parties 

before committing themselves to purchase (Calkins et al., 2000). 

2.4. Conceptual Framework 

The theory discussed suggested that when the appropriate strategies are put in place 

businesses can succeed on the Internet marketing. Chaffey et al (2003) identified the factors 

affecting Internet marketing and classified them as micro and macro environments. It is very 

important to identify these factors because it is only when they are known that appropriate 

strategies can be adopted to manage them. This is illustrated in the diagram below. These 

micro and macro factors are deeply rooted in the environment in which they operate and 

largely affect the success of the business. So in order to use the Internet for marketing 

purpose effectively, it is imperative that these factors be identified and the relevant strategies 

adopted accordingly. This forms the basis of this study. 

 

 

 

 

 

 

 

 

 

Figure 2: A conceptual framework on how the Internet can be utilized as an effective 

marketing tool 

Source: Authors’ own illustration 
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3. METHODOLOGY 

This chapter is to identify the various methods the authors used to administer and gather 

data. It presents the case study methodology, the research approach and data collection of 

the study. At the end of this section, a brief description of how the data was analyzed is 

discussed followed by the reliability and validity of the study. 

3.1 Case Study Method 

The research adopted a case study methodology to understand the concept of Internet 

Marketing. This method of research was selected because authors intend to investigate the 

case in detail within the framework of the desired study. A case study is vital to conduct an 

empirical study which aims to investigate a particular case in depth.  Yin (2009) considers the 

concept of case study as: “a case study is an empirical inquiry that investigates a 

contemporary phenomenon in depth and within its real-life context, especially when the 

boundaries between phenomenon and context are not clearly evident. (Yin, 2009). A case 

study further helps to narrow the scope & focus on particular point of the research issue. 

Skinner (1996) notes that “…instead of studying thousand rats for one hour each, or a 

hundred rats for ten hours each, the investigator is likely to study one rat for a thousand 

hours.” (Skinner 1996, cited in Woodside & Wilson, 2003). 

Since this study aims to examine how internet can be utilized as an effective marketing tool, a 

case exploratory approach is significantly important. Exploratory study is usually conducted 

for better understanding which leads to develop some kinds of technique that can help for 

further studies. Babbie (2010) explains this exploratory approach of study as “….a research 

approach conducted to explore topic with the aim of satisfying researcher’s desire for better 

understanding, testing feasibility studies and develop methods that can be potentially used in 

future studies which appears to be new in the subject study” (Babbie, 2010, cited in Desalegn 

& Ferrer, 2013). 

3.2 Research Design Approach 

In order to investigate the concept of Internet Marketing, a qualitative research approach is 

selected. A qualitative research according to Bryman & Bell (2007) is a research that focuses 

on words than quantification in the collection and analysis of data (Bryman & Bell, 2007). 
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Qualitative approach concentrates on words and observations to express reality and attempts 

to describe people in natural situations (Amaratunga, 2002). This kind of approach is quite 

helpful when researchers want to conduct an in-depth study. Sallee and Flood (2012) discuss 

the importance of a qualitative method approach as: “…a method which is useful as it focuses 

on the context employs an evolving design and utilizes thick descriptive knowledge.” (Sallee 

& Flood, 2012) 

Herrie (2010) discusses that there are two approaches in qualitative research. One is Inductive 

(open survey) and the other is deductive approach (pre-structured survey) (Herrie, 2010).In a 

deductive or pre-structured survey some main topics, dimensions and categories are defined 

beforehand and the identification of these matters in the research is guided by a structured 

protocol of questioning or observation. This form of argument calls for stronger links 

between reasons or theories and conclusion.  

According to Herrie (2010), inductive or open survey relevant topics, dimensions and 

categories are identified through interpretation of raw data. Inductive or open survey 

approach does not have the same strength of relationship between reason and conclusion but 

a deductive approach calls for stronger links between reasons and conclusion and is more on 

a test on the data (Blumberg et al. 2008). 

This study is a deductive study. The authors adopted this approach because it is a kind of 

method that helps researcher’s easily link the theory to data that are collected for the study. 

Furthermore, as Trochim (2006) explains this approach is employed because authors intend 

to discuss a general theory, build a theoretical framework on it and move on to specific 

results (Trochim, 2006). To be specific, this is how authors designed the research. We started 

the study by reviewing different theories that have been studied about Internet marketing. 

After the review of the theories and finding the research problem, we then formulated two 

research questions that will guide the study. Those previously studied theories helped us to 

construct our own conceptual framework that is examined in this study by using a case of two 

case companies. This approach is important because it will lead us to reach certain results and 

conclusions given the fact that the existing theories and the case studies we conducted will 

contribute to the course of the study.  Finally, the data that we collected following our 

research and interview questions are discussed followed by examining the link between the 

reviewed theories and empirical findings will be analyzed.  
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3.3 Data collection 

3.3.1 Company Selection 

The companies investigated for this study are SmartGuy AB and PostNord AB. These 

companies were selected because both companies have high standing records in the area of 

study so it was deemed right to use them as the case study in order to get an in-depth 

understanding of the research topic.  The authors’ will provide a brief historical background 

about each company in the following chapter.  

3.3.2 Research strategy and data collection process 

As mentioned above, this study adopted a qualitative method. Qualitative data as Saunders et 

al. (2009) explain are known by their fullness and richness of opportunity to explore a given 

topic. This method will allow us to explore the topic in-depth. Qualitative data collection 

could be of two types i.e. primary and secondary.  

The primary data for this study is gathered through different interviews conducted to develop 

the primary data of the research. A face-to-face interview is employed because we intend to 

get specific strategies that companies can use for effective internet marketing. A semi-

structured interview was conducted. Semi-structured interviews are convenient for such kind 

of study as Saunders et al (2009), write, it can help analyzed qualitatively as a part of a case 

study. Before engaging into the interview to gather the primary data, the authors formulated 

relevant interview questions driven from the literature review and research purpose 

The authors’ made frantic efforts to have as many interviews as possible but due to the high 

competition on the Internet marketing business the various companies contacted were 

reluctant to grant interviews especially when it bothers on strategies for effective internet 

marketing. In a way they felt they will be giving out the secret of their success which was not 

right considering the high level of competition out there. Thus a total of three interviews were 

conducted. But we compensated this by getting extra information from their annual reports. 

Knowing how sensitive a subject like this can be, at the onset of the interview parameters 

were set to be observed.  In addition to reminding the respondents that the interview could be 

terminated at their wish anytime, it was also explained to them that the interest was not in 

soliciting details of their strategies for commercial use but purely for academic purposes.  
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They were made to understand that they have the right to refuse to answer any question that 

they thought they were not comfortable with. Besides, they were assured of ethical adherence 

with regard to all the information they provided. 

One interview was made through a face to face approach and the other two interviews were 

via Skype.  The first and second interviews were conducted with PostNord AB personnel.  

Initial contact was made with Mr. Arne B. Andersson who is the e-commerce specialist at 

Posten. We met him in conjunction with his role as a guest speaker in one of our courses, 

Customer Relationship Management at the University of Gävle. After delivering his 

presentation about e-commerce, we then shared with him our interest in making a research on 

internet marketing. We believe it was very important to contact him for a number of reasons. 

First, he was very supportive in many ways we wanted help from him. Second he is the right 

person, well experienced, knowledgeable and resourceful for the study of our research.  He 

has been working at different levels of responsibilities from sales marketing to manager for 

the past 22 years and also a specialist in the research topic. Currently, he is the Spokesman 

and e-commerce specialist at the same company. There was no doubt that his rich experience 

and potential in e-commerce would contribute to our findings. The interview we had with 

Andersson was conducted on April 14, 2013 at 10:00 AM via Skype which lasted for about 

one and half hours.  

Our second interviewee was with Mr. Viktor Rosenqvisk, Head of New media development 

in commercial Marketing of Posten. He has been working with Posten since Sept, 2012. Prior 

to that, he has been working for the past 12 years with internet marketing in other companies. 

Mr. Rosenqvisk was contacted through a recommendation by Mr. Andersson for us to have a 

detailed understanding of Internet marketing. The main task of our second respondent at 

Posten is direct marketing through physical media, advertising, and distribution of fliers. He 

is also an advisor to Posten’s digital marketing. Since he is from the operational level, we 

were able to get the basic and practical knowledge about how internet marketing is exercised 

at Posten. We sent the interview questions prior to our face to face interview. The interview 

with Rosenqvisk took place on the 19th of April at 09:00 AM at the headquarter office of 

Posten which is located in Solna, Stockholm. 

The last interview was with the CEO of SmaryGuy AB. SmartGuy was also contacted 

through a recommendation of an e-commerce expert at Posten. We then wrote an email 

requesting if we can use their firm as our case study. We got a positive response and 
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continued communicating with the executive manager through emails and telephone. Finally 

we were provided an hour and half interview to go through the research questions that we 

have already shared with them. We were determined to interview one from top managerial 

and as many as possible from operational level. However our effort was not successful due to 

the unwillingness of the manger to provide us people at the operational level. Thus we have 

interviewed the executive, Simon Saneback, CEO & E-commerce Director of SmartGuy in 

the Nordics via Skype.  It was good enough that the director has a good understanding of the 

whole operations in regard to managerial, operational and lower level of the firms operation 

and activities of e-commerce.  

During the face to face interview, the authors were able to record the conversations using 

Smart phone voice recorder as well as took notes of the interview. The interview lasted for 

about two hours. The media of communication for all the interviews conducted was English. 

The interviews conducted via Skype which lasted for about one and half hours each, were 

also recorded using the technology called VIOP-MP3 Skype recorder. Thereafter all 

interviews conducted were transcribed into words which formed the foundation of our 

empirical findings.   

Qualitative research would not be completed without the availability of Secondary data.  

Secondary data according to Saunders et al, (2009) are mainly used for such kind of 

descriptive and exploratory research. Because our research is a case study based on 

qualitative exploratory research approach, secondary qualitative data has also been important. 

For this case study our secondary data were collected from scientific articles, journals, books, 

and the company’s annual reports as well as online sources and this was solely to build the 

literature section. The main theory was based on Porter’s Branch Structure Analysis which 

was used to define the factors affecting Internet marketing and from there the appropriate 

strategies to manage them were adopted based on knowledge gained from the articles and 

journals reviewed. 

3.4. Data Analysis 

The empirical data was gathered with the purpose to find response to our research questions. 

Initially, the findings were structured following the interview questions. However, in order to 

analyze the data to tally with the theoretical discussions, the authors restructured the findings 

in way that makes the work easy to do the analysis.  



27 

 

Since the study adopted a qualitative approach which consists of words and observations, we 

tried to adopt a procedure that leads to the analysis process. First we narrated the data which 

have come from the result of our interview from our two case companies. Then after, the 

narrated empirical data’s were compared with the theories discussed earlier on. The purpose 

of comparing the findings with the literature review was to make sure that the goal of the 

study was achieved and the research questions were answered. 

After comparison of the data with the literature reviewed, the data was analyzed following 

the theory in detail.  Thereafter, differences and similarity of the study’s result was drawn 

which paved the way for our conclusion.  

3.5 Validity and Reliability 

Validity is the capacity of what a specific instrument actually can measure what it is 

supposed to measure (Larsen 2009). According to Northcott and Doolin (2008), validity 

refers to whether or not a tool measures what it is designed to be done and if the result can be 

generalized to other circumstances. Validity also means that the information or measurement 

tool should measure what it is intended to measure (Kuek et al, 2012). In this study, we 

described the interview questions in details to ensure that it represent and measure what we 

have intended to investigate.  Before contacting and interviewing our respondents, we did 

make sure that the firms have got a rich experience in the field of study to make the weight of 

the study important and valid. Initially, we contacted a sizeable number of companies. 

However most of them were not supportive so after a short survey of the respondent firms, 

we found out that SmartGuy and NordPost AB were very suitable for our study i.e. internet 

marketing because they have rich knowledge and practical experience on the topic being 

studied.  

Bryman and Bell, (2007) classified validity into internal and external validity. Internal 

validity refers to the quality of the connection between the researcher’s findings and the 

theoretical ideas it produces. Some writers prefer to embrace a parallel criterion named 

credibility to evaluate qualitative studies (Bryman and Bell, 2007). In order to have the 

internal validity and credibility of the data the authors had the privilege to ask for further 

clarification and explanations during the interview. Moreover as it has been discussed earlier 

the firms have got high standing records in the area of study. As Bryman and Bell (2007) 

discusses that the selection of people and organization is important under such kind of 
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research. Thus, to assure the external validity of the reliability of selected company and the 

people were taken into well consideration. Even though the information or data we gathered 

from our three respondents was believed to be adequate to address the research questions and 

the purpose of this study, it was however difficult to generalize the conclusions due to the 

fact that only these two companies were investigated. Bryman and Bell, (2007) discuss that a 

certain degree of the theoretical and the research result could be transferred to others as to 

assure the external validity of the case. Thus the authors believe that the theories discussed 

and the unique experience of the case studied companies can be transferred to other cases that 

are deemed to engage in internet marketing business.  

 Reliability means that an instrument that measures something should give correct and precise 

answers. High reliability means that it does not matter how many times the test is conducted; 

the answer will always be the same (Larsen 2009). Kuek et al. (2012) explain   reliability as 

technique which it is expected that an empirical finding is able to generate the same results by 

the repeated experiments through interviews, questionnaire or any other kind of 

measurement.  

The data we collected is highly reliable since it comes from persons who are actively working 

with internet marketing and thus have proper knowledge regarding the course of the study. 

Furthermore, in order to enrich the reliability and have a broad perspective of the course of 

the study we have selected personnel who are at the managerial and operational level. The 

selection process can ensure the effectiveness and authenticity of the information that we 

collected from the interviewees and also provide enough information to support our study.  

In this study the respondent results of both sides were carefully examined and compared. 

There are similar results that have been noticed during the comparison that contributes to the 

reliability of this study.   
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4. EMPIRICAL FINDINGS 

This section presents background of the two case companies examined followed by a brief 

introduction of our respondents.  It will also outline the empirical findings from the 

interviews following the interview questions.  

4.1. Case Study (Background of companies) 

Company A 

PostNord AB is a Swedish company that is 40% owned by the Danish state and 60% of the 

Swedish government. Votes are allocated 50/50 between the owners. The main business 

activity of the company is in mail service both in Sweden and Denmark, Business and Market 

communications and logistics services in the Nordics. Posten AB is part/subsidiary of 

PostNord AB that was formed through the merger of post Denmark and Swedish Post in 

2009. Until May 2011, the company was called PostenNorden AB. The group offers 

communication and logistics solutions to, from and within the Nordic countries. Currently 

PostNord is:  

 A leading business communication operator in the Nordic region,  

 The mail operator for all of Denmark and Sweden,  

 One of the largest operator in the advertising market in the Nordic region,  

 The strongest e-commerce business partner in the Nordic region. 

According to the 2012 annual report of PostNord, it had net sales of SEK 39 billion and also 

has about 40,000 employees.  The company distributes 27 million letters, about 400,000 

parcels and 11,000 pallets of goods to the Nordic region’s 25 million residents and two 

million businesses every business day.  

PostNord claimed on their website that “no one’s ear is as close to the ground as PostNord’s 

when it comes to staying constantly updated about companies’ customer communication 

needs, as well as customer preferences”. PostNord is the parent or holding company of 

Posten. It has two big departments mainly Posten Logistics and Posten Services. 

PostNord meet up to two million companies and 25 million people in the Nordic on a daily 

basis. This was impossible without the help of internet. A survey conducted by PostNord on 
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Swedish and Danish peoples’ mail habit reveals that more and more recipients want to make 

their own choice as to how they are contacted. It offers email and internet bank messaging 

solutions that are just as excellent as the standard letter solutions.  

Company B 

SmartGuy is Scandinavia’s largest fashion site for boys and men. It is a 100% internet based 

retailer established in the year 2000. SmartGuy sells fashions, collections and styles that are 

newest and most fashionable from different brands online. Being an online presence retailer 

company SmartGuy Sweden is part of SmartGuy Fashion Ltd. and has removed the costs of 

retail and manual dispensing. The savings the company made from physical shop is provided 

to consumers in the form of discounts and lower prices.  

SmartGuy sells over 6,988 different kinds of products such as Clothing, Shoes, Accessories 

(headwear, bags, jewelries, headphones, watches etc.), Grooming (such as Perfume & 

Deodorants, Skin & Face cleaning products, shavings, Lotions, Hair-products, etc.) with 

different varieties and brands.  

SmartGuy was under cramped conditions when the store started ten years ago. Earnings were 

minimal, but the firm made it barely by having low wage costs, no rent expense and minimal 

costs to inventories. After its operation revision, it marked good progress increasing 

warehouse and it becomes more and more attractive to many. Today SmartGuy AB has over 

150 full time employees and has many students who help the company after school hours.  

SmartyGuy has won many awards and prizes. In 2007, 2008 and 2009 the company was 

awarded "Börsens Växt Gazelle"s award and have received “e-label” prize; a prize for 

securing Internet marketing for its excellent E-commerce services.  

4.2. Respondents’ background 

Respondent1 

Arne B. Andersson, has served for 22 years at different levels of responsibilities from 

marketing sales to manager and specialist at PostNord. Now he is the Spokesman and E-

commerce specialist at Posten.  Our second respondent is with the Logistics department.  
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Respondent 2 

Viktor Rosenqvisk, Head of New media development in commercial Marketing of Posten, 

started working with Posten in Sept, 2012.  Prior to this, he has 12 years of working 

experience in Internet marketing with other companies.  The main task of our first respondent 

is direct marketing through physical media, advertising, and Distribution of fliers. He is also 

an advisor to Posten digital marketing. Our first respondent is under the service department of 

Posten.  

Respondent 3 

Simon Saneback, is the CEO and E-commerce Director of SmartGuy in the Nordics.  Mr. 

Saneback has been withSmartGuy for the past five years and worked with different 

departments until his current position.   

The next part of empirical finding section, presents the response for the set of interview 

questions that we formulated. By complying with the interview, it is structured following the 

sequence of interview questions and the response from both case companies.  

4.3. Internet Marketing and its significance 

Company A 

Being a leading communication and logistic operator company, Posten a subsidiary of 

PostNord, recognizes the importance of internet marketing.  With respect to defining internet 

marketing, Posten sees it as the sense of their market. According to our first respondent, 

“Internet marketing is a way of marketing in the website where consumers browses and 

purchase your product and services”. He further noted that it is the future of the company. 

They usually refer to it as “digital marketing or E-commerce”. Our second respondent 

defined it in the context that “it is the purchase of physical products over the internet.”  Both 

our respondents suggested the idea that when you order something from the internet and buy 

it online then you do internet marketing or digital marketing.  

Internet marketing is a very significant marketing tool for Posten. They see it as the future of 

the company’s operations. Both respondents believe it is significant because it makes the 

work easier for the firm as well as for their customers. It is because of its significance that 

they decided to adopt it as a marketing tool. According to them, they need to have a strong 
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offering in an individual base and therefore believe that Internet marketing will be the most 

important for the company in the next three years because it is primary and focused.  The 

main reason for that according to them is that the customer behavior is changing. This is 

based on a study Posten conducted on e-commerce. Five years ago the customer’s behavior 

was triggered by some kind of event like an ad, TV commercial, or a radio commercial (E-

commerce in the Nordics, 2012). Before, what many customers do is they would go to the 

shop, contact the store owner and they will become a customer without doing any market 

research. Today, customers are triggered by the same things not physically but digitally.   

Company B 

SmartGuy as the totally dependent retailer on internet marketing also recognizes the 

significance of the Internet as a marketing tool.   Mr. Saneback stated that “it is very 

important, the most important channel when it comes to our online stores.” Internet 

marketing for SmartGuy is simply defined as the marketing of products and services using 

the internet as its medium. Since all products are sold online, internet marketing is the heart 

of SmartGuy’s operation. The business philosophy of the company is exclusively based and 

very dependent on internet.  

4.4 Internet Marketing vs. Traditional Marketing 

Company A 

According to our first respondent, the very reason that drove their company into internet 

marketing is because they have witnessed the shift from physical to digital media. He said: 

“We are seeing that our physical business is declining because it is being replaced by digital 

applications therefore the need to move towards that direction”. Posten does both the 

traditional and internet marketing. Both respondents from Posten said that they combine both 

digital and physical marketing in order to help bring new customers and retain the existing 

ones. The e-commerce or digital marketing has a unique level of success and support for their 

strategy. They do e-commerce mainly because they want to expand their presence and to give 

a service full of simplicity. Posten believes that they cannot exist in the market without e-

commerce. 

According to our respondents, there is actually a wide variance between these two ways of 

marketing. The big difference between physical and digital is that in the digital one 
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everything is measurable and cost efficient, this cannot be done in the physical one. That is 

the big driving force behind why digital (internet) marketing is moving so fast. Having said 

that, digital or internet marketing is expensive, it is not that simple at the initial stages. But 

this cost is just during the implementation stage. Although the spending cost and resources 

are very expensive, there is a big shift from physical to digital media. This has been verified 

by Posten’s e-commerce survey in the Nordics (2012).  

Case Company B 

From the beginning SmartGuy has been operating its market purely online. The internet is the 

force that literally connects and interacts with their customers. The company as well exceeds 

that of traditional market by ignoring physical shops. According to our respondent, “Since 

our business is only online, it is obvious that online marketing is a much faster and more cost-

effective way to use.” It was difficult to compare with the traditional marketing as the 

company has no physical store set up. However our respondent was sure that everything they 

have is better than that of traditional marketing.  

4.5 Internet Marketing (e-marketing) & e-commerce 

Case Company A 

Posten uses different terminologies for internet marketing. ‘Digital Marketing’ and ‘E-

commerce’ are the very common terms used at the company. However our first respondent 

believes that these two terms e-marketing and e-commerce are different. According to him 

Internet marketing (e-marketing) is not the same as e-commerce but rather it is used to 

promote or drive e-commerce. He further noted that E-commerce is the vehicle that allows 

internet marketing to happen. Our second respondent argues for the same thing. For him “E-

commerce is part of Internet marketing or digital marketing. It is more related but in a 

nutshell Internet marketing (e-marketing) is a general term which is used to refer to online 

businesses. In the case of Posten, e-marketing is perceived as digital marketing and when it 

comes to e-commerce they need to have the search engine with their strategies such as how 

the company wants to sell its products.  As part of the logistic and service providers they use 

e-commerce to do digital marketing. E-commerce companies use them to transport the things 

they want to deliver.  
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Case Company B 

SmartGuy uses the term e-commerce because they believe that e-marketing and e-commerce 

are different. The two terms are related but have got slightly different categories. E-marketing 

is a vital part of e-commerce. According to our respondent, “Yes, these two terms are 

different in a way that e-marketing does not involve any online sale unlike e-commerce.” The 

relation part however according to our respondent is that e-commerce would not exist without 

e-marketing.  

4.6 Benefits and challenges of Internet Marketing 

Company A 

Posten believes that it has got enormous benefits from e-commerce. By providing new 

internet marketing tools to their customers they believe that they are acquiring new customers 

and businesses. Our first respondent said “getting more customers is adding new business to 

our company.”  He further argues that nowadays, it is not a must but you are off the market if 

the company does not make itself available online. Anything hard to sell in the physical 

market, can be sold digitally or via electronic marketing. In the same way our second 

respondent argues that physical stores are perishing and most are being replaced by digital 

marketing. This is because businesses are beginning to see how beneficial e-marketing is. For 

the company the big benefit of using the internet as a marketing tool is that it is growing 

every day. It is so easy and convenient both to the company and to their consumers. Our 

second respondent added “You can reach so many customers and this has been a benefit to 

us. More customers to us mean more money.”  According to the study made by Posten on e-

commerce over eight in ten Nordic consumers purchased products online in 2011 (E-

commerce in the Nordics, 2012)  

The challenges however in Posten are many. The first challenge according to our first 

respondent is that customers do not associate Posten with Internet marketing. According to 

our respondents Posten does a lot of physical marketing so they are not perceived as a 

digitally active company and this is the biggest challenge the company has at the moment 

aside branding.  The other challenges as pointed out by our second respondent are (a) 

Generation question- it is not easy to structure an old company. To use new technologies to 

the old generation is challenging (b) Posten is now involved in digital marketing and it was 
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very expensive and complex trying to integrate this strategy with the traditional marketing (c) 

Competitors- even though competition in this area is low it is a major challenge to address.   

Company B 

Being an online retailer, SmartGuy has benefited from Internet marketing a lot. Buyers can 

purchase any products whenever they want even in the middle of the night. It also allows 

their consumers to have access to them 24 hours a day and 7 days a week. According to our 

respondent, the company benefited from rental, inventory and advertising expenditures. 

Besides its enormous benefits of savings, they have few employees who handle many tasks 

that could probably have required a lot of human resources. The amount they save from rents 

and promotions are returned to customers through discounted products.  

According to our respondent, the challenges they face is more on competition as the number 

of firms engaging in Internet retail businesses are increasing. He said “Right now it is tough 

competition, higher costs and also difficulty in finding the right partners”.  

4.7. Factors affecting Internet marketing 

4.7.1 The internet Macro and micro Environments 

Macro environment refers to social and ethical factors, technological, economic, legal and 

political factors whereas micro refers to market place, organizational characteristics and 

capabilities, customers, suppliers, competitors and intermediaries) 

Company A 

Posten believes both the macro factors (the social, ethical, technological, legal and political) 

and micro factors (such as market place, customers, suppliers, competitors and 

intermediaries) are very important factors to consider and they have identified three main 

driving forces as affecting their industry. They are: 

 Technology  

 The competitive forces and the marketing mix (customer behavior, competitors, 

and threat of new entrants)  

 Social and Ethical factors (Adoption rate of Internet and the channels and security 

concerns).  
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Among others, these are the main macro & micro factors affecting Posten’s business. They 

consider these factors as very significant features because they keep on changing due to 

situations and they are dependent on one another. According to our second respondent, 

technology related issues such as the media and customer behavior are factors that will affect 

the industry. For instance, technology is changing everyday so not being abreast with the 

latest can really affect the business. Also due to the power that customers get on the internet, 

with access to different channels to choose from, their behavior changes. If one of these 

factors is not taken into consideration then doing business on the internet is impossible. 

According to PostNord annual report (2012) technological development, globalization, 

population growth and consumer behavior are driving the trade and channeling more trade 

via internet. The social and ethical issues also form a very big threat. It is very important to 

be totally committed to the ethics of e-commerce within the scope of its operation in the 

Nordics. When customers are skeptical of your brand then you are in trouble. It all boils 

down to trust and this is a big factor affecting businesses because it is not very easy to win 

the trust of people and it is even more difficult when they have cause not to trust you. The 

Nordic societies somehow trust the brands and services of PostNord but it still does not make 

it easier for the business because you have to continuously make sure that the customer is 

totally satisfied because there is so much competition out there which is just a click away.  

Posten has several competitors in both the physical and digital space here in Sweden and the 

Nordics. All the other post office service providers are their competitor’s in terms of physical 

space. With regard to the digital space they have thousands of competitors. Even though they 

are the biggest when it comes to logistics, they still have DHL, UPS and Fedex to compete 

with.  

Company B  

According to our third respondent i.e. SmartGuy AB the factors affecting their company are 

also competition (threats from new entrants and rivalry among existing players), higher costs 

due to bargaining power of customers, difficulty in finding the right partners and the social 

and ethical factors. As an online retailer SmartGuy is more subject to security issues. The 

biggest threats among other things are virus infections, exposing consumers’ personal profile 

and cyber fraud. According to our respondent customers’ do not have confidence to put their 

personal data online. They also fear that there might be deceit or losing money. But once 

consumers develop trust on the website they become regular visitors.  
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4.8 Strategy Development 

4.8.1. The Internet Marketing Strategy 

Company A 

Posten’s approach to develop internet marketing strategy as illustrated by our second 

respondent was due to the increasing number of consumers and need of their services. The 

company has more than 8 million mass consumers who need their service every day. It is 

therefore very impossible to have personal sales or personal communications at physical 

stores to all these mass customers. They therefore had to set up an e-commerce business 

strategy. When Posten planned to develop the internet marketing strategy they began by 

understanding and asking some key questions. They tried to find answers to questions like 

what do Posten want to achieve with internet marketing, why do we want to do with it and 

how are we going to do it? They also tried to understand the customer life cycle and the 

marketing mix. After identifying a possible solution to the questions, they then set up a 

business plan depending on the nature of their need. They wanted to reach and know where 

their customers lived, their interests and whether it was good enough to use e-commerce to 

the organic nature of the company. The next thing was to create a search engine and set 

tactics and put operational tools in place.  Our first respondent also made it known that 

depending on what the firm wants to do with internet marketing; from that starting point 

onwards they could move to the next step to develop their strategy.  He also said that lots of 

companies just jump into internet marketing without a clear understanding of it, which 

gradually affects them.  Our respondent suggested that if the objective of a firm is to drive a 

new business or to transact, they can start to develop their strategy in line with that. 

According to our second respondent, he also believed that just diving into internet business 

and putting up some pages on Facebook will not help if there is no clear understanding of 

why they should do it. He said the companies will not be able to benefit from the investment 

and will also not be successful if they do not have a clear understanding of what e-commerce 

is all about. 

For Posten internet marketing strategies are directly related to their e-commerce strategy 

which is considered as any other related strategy development. Both respondents agreed that 

it is a very complex process in the beginning. The key concept according to our first 

respondent is you need to understand what you want to achieve and then start from there. We 
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must always start with the “why”. Again they believed there were no other strategic options 

for Internet marketing than its own strategic options in terms of modern marketing options. If 

a company can afford to integrate and afford e-commerce then it is the best option. 

Company B 

For SmartGuy the internet marketing strategy development started with setting up business 

goals which took the greatest amount of time at the initial stage. It took time due to survey 

with regard to technological requirements, market need and competitors’ analysis. Then after 

they continued to identify branding, web designing, reaching media, coding and management 

set-up. The strategy implementation was a very complex process and expensive for 

SmartGuy as well. Even though SmartGuy is an online retailer the marketing mix were very 

important and part of the strategy development. Our respondent stated that “the marketing 

mix are relevant key elements even in online”. According to SmartGuy the best approach to 

developing an Internet marketing strategy is to test many patterns and strategies in small 

amounts to find the right combination. There is no complete success concept to copy or adopt 

outright, but must be developed individually for each company. Even though the Internet 

marketing strategy may be related to other strategy development it is very unique on its own.  

The key strategic option for SmartGuy is to learn from their failure. One must fail in order to 

succeed later. You must dare to try and take the chance. 

4.8.2. Strategies used to manage the various factors by the two companies 

4.8.2.1 Product and Service Strategy 

Posten combines both physical and digital marketing to integrate the marketing mix. They 

consider and use the elements of the marketing mix as a strategy. They use the product 

strategy to overcome issues of not offering the customer what he or she wants. The product 

component of the mix is varied online according to our respondents. The mail service at 

Posten varies than that of the logistics in their e-commerce business. Our second respondent 

added that the product component mix such as the quality, the brand and variety is different 

when it is done online. Posten tries to make their products and services as different as 

possible from what other companies are offering. They try to offer other services without any 

extra charges like door to door deliveries. All this is to make their products and services 

attractive and convenient to their customers because customer satisfaction is the only way to 

attract new customers and maintain existing ones. 
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They also work very closely with intermediaries. This is also to create more convenience for 

customers and bring their products and services closer to them. To be able to work 

effectively, Posten focused on the targeted group of consumers and supplier. They work with 

intermediaries as long as all the demands / requirement by Posten are met. According to the 

second respondent much of their work is done by these intermediaries such as ICA, COOP 

and other stores. These are very relevant intermediaries as far as the main activity of mail and 

logistic service is concerned. They do have intermediaries both in the traditional and digital 

markets. Posten sells online fliers, pre-paid mail box, envelopes, mail cards etc. and also 

online business both product and services. But they believe they cannot provide excellent 

services without their intermediaries even for logistics. 

SmartGuy AB also has strategies that they use to overcome this factor. They try and research 

and see what customers are buying and why they are buying it. They then try to build upon it 

and make it in order to tally with customers’ choices and preferences. They bundle most of 

their products online in the form of packages at reduced prices in order to be able to compete 

effectively with other competitors offering the same products. For example they try to match 

their clothing line by putting together a trouser, shirt and shoes to match for the customer so 

the customer does not have to figure out how to combine these things. Also the prices for 

these packages are cheaper than when you buy a shirt, shoe or trouser. 

4.8.2.2 Price Strategy 

Since lower search costs for price and product offerings in Internet marketplaces promote 

price competition among sellers, businesses must look at this factor critically and find 

appropriate strategies to manage it. Posten treats this issue with all seriousness. The pricing 

strategy for Posten is based on the Google business model. According to our second 

respondent Google business model is “the most popular search engine that allows internet 

users to get relevant response to their queries.” Thus Posten uses the Google business model 

to build upon their pricing and ads model. The pricing strategy is auction and transaction 

based. Pricing strategy is very sensitive at Posten. They have developed a form for every 

product and services they offer. This allows them to receive complains all the time from their 

customers regarding the price. Online pricing is largely influenced by the constant changes in 

customer behavior. For Posten price is a demand thing. They believe that the more demand 

there is for a product or service the higher the price and vice versa. From Posten’s experience, 

the first thing customers do when they are online is to compare prices and this is very easy 
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because they can do this at a very low or no cost at all. They then settle for the lowest prices 

available. This change in how customers behave is really what has made Posten to build on 

their business pricing strategy. They believe that this change has probably escalated in the 

last four to five years.   

Our second company SmartGuy sees the issue of price as a very sensitive one since it varies 

across borders, individuals and so on. They therefore have a central unit with dozens of 

workers working with competitive monitoring and price optimization. This makes it easier 

for them to collect information about their customers in order to strategize their pricing 

accordingly. 

4.8.2.3 Promotion Strategy 

Company A 

According to Posten one can build a brand by only using digital and it depends on your target 

group. You must know who you want to target or where your target is. If your target group is 

dominant in the internet, then it is of course applicable but if your target group is not in the 

internet then it will not work. Posten provides both physical distribution of advertisement and 

combine that with digital services which build their image or brand. For instance big retail 

exchanges could distribute 5 million fliers talking about the fantastic apple brand they have 

and in addition provide them a digital marketing campaign which talks about apple and 

promotes the same thing.  They also provide services like what Google, EBay and others do. 

The implication of e-commerce in brand development is significant. Brand development is 

the way your products and services can easily be identifiable and the way that your customers 

perceive you. It is how others see you.  Posten is the leading company in the logistic sector in 

the Nordics but when people think of other logistic brands, they also consider firms like 

DHL, UPS and FedEx which are their main competitors. 

Company B 

SmartGuy also believes that the Internet helps in promoting a brand. According to them there 

are no implications for using the Internet for brand development but rather more advantages 

as it compliments offline. They believe one way of promoting a brand is to engage customers 

in the marketing process. It is important to know what the expectations of the people are and 

try to brand accordingly. When customers feel part of a brand they will surely patronize it. 
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Customers want to be engaged in a product or service right from inception but most 

companies fail to do this. They see their customers as very distant people and entirely 

separate from their products but they forget these are the same people they are trying to sell 

to. The key strategic option here is to engage in data mining in order to give customers 

exactly what they want. This will surely give the business a competitive advantage over 

others. 

4.8.2.4 Place Strategy 

Company A 

Many are of the view that place has no relevance online but that is the biggest mistake they 

can ever make said one respondent from Posten. Business is done locally. This means that 

you need to have a strong local presence. Posten knows for a fact that 60% of Swedes’ have 

smart mobile phones. When they are out and using their phones like in a shopping mall and 

search for something, they are outside doing business searching online. Out of these searches 

70% will lead to action. Our first respondent gave this illustration about place strategy. 

Suppose you are in Gävle searching for a bakery, 70% of the people doing that kind of search 

will act upon the result from that search. Either they will go to the bakery or they will show 

their friends where the bakery is or they will call that bakery. So, place is just as relevant as 

online presence. Again when someone wants to host a festival the first thing to consider is the 

place. The same way one must be present in online business. In the case of Posten consumers 

will want to track where their ordered product is. If they, as a company, cannot provide the 

online service for them to easily track where the product is, and when they will receive it then 

there is no relevance being online. You must be present if you want to be competitive in the 

market. 

Company B 

SmartGuy however thinks that place has relevance online sometimes, but not as much value 

online as offline. 

4.8.2.5 Social and Ethical Strategy 

Company A 

According to this company the social and ethical issues also form a very big threat. It is very 

important to be totally committed to the ethics of e-commerce within the scope of its 



42 

 

operation in the Nordics. When customers are skeptical of your brand then you are in trouble. 

You must make your customers trust you. This is a very big factor affecting businesses 

because it is not very easy to win the trust of people and it is even more difficult when they 

have cause not to trust you. The Nordic societies somehow trust the brands and services of 

PostNord but it still does not make it easier for the business because you have to continuously 

make sure that the customer is totally satisfied because there is so much competition out there 

which is just a click away. Customers must feel secured when visiting and transacting 

business on your website. It is the responsibility of the company to assure customers of data 

privacy and also of secured financial transactions. Posten considers the issue of security as 

one of the biggest challenges in Internet marketing. One way they have tried as a business 

entity to limit this threat is by making consumers know the company’s site, logo, brand and 

services so if they find anything different related to newsletters and or web stores then they 

have to unsubscribe. They have also secured their payment pages by putting the lock key so 

that customers will feel secured when making payments via the Internet. That 

notwithstanding, they feel the banking sector must also come in to help solve this problem of 

cyber fraud. Again they believe that when businesses start respecting the various legislations 

governing the industry’s code of ethics, their customers and the public at large, they can 

reduce this threat. 

Company B 

To address this issue it is the responsibility of the company to make their customers feel safe 

when transacting business with them online. In order to do this the company offers different 

approaches. The first approach is that the website the customers are visiting is safe and 

secured payment solution programs are in place. Secondly, security verification symbols are 

available on the first page of the site which lets consumers know that the site is safe and 

payment solutions are secured. Our respondent added that if these approaches are not 

satisfactory for the consumer the customer service is available at all times via email and 

phone to address such issues. Also all the payment pages are encrypted and there are many 

payment options and trust symbols. 
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4.8.2.6 Technological Strategy 

Company A 

According to our first two respondents one has to be abreast with the latest technology in the 

industry because if you do not your competitors might overtake you. When adopting these 

technologies, you must make sure it is as flexible as possible to make it easier for the 

consumer to use. This can even build trust for your company. 

Company B 

It is very important to know the latest technology in the industry. When your customers visit 

other sites and see these things there but do not find it on yours they may be tempted to stop 

buying from you. With the stiff competition going on in this industry it is important to retain 

each and every customer. So it is very important to continuously check for latest updates in 

the industry and make them user friendly in order to make it easier for your customers to use. 

When you ignore them your competitors may not and will therefore have an advantage over 

you. 

4.9 The future of Internet Marketing 

Company A 

According to our respondents Internet marketing has come to stay so it is important for every 

business that is not already doing it to critically consider it because it will become the driving 

force of marketing. Even though there are drawbacks right now such as security and personal 

integrity issues they were of the view that drastic measures are being taken to overcome this 

threat so very soon it will be a thing of the past. From their point of view the social media 

will be the key driving force for new Internet marketing. There will be a combination of 

social media and mobile that will lead to conversion in this area. A lot of changes are being 

witnessed in the Internet marketing world and they are in the right direction. E-commerce is 

changing the phase of marketing.  Both respondents agreed that the trend may result in a 

global level of competition that will bid for every consumer’s interest no matter where the 

product or service is marketed. 
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Company B 

According to SmartGuy the future of Internet marketing looks very promising and has come 

to stay so every business must join the wagon if they want to succeed and remain competitive 

on the market.  
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5. ANALYSIS 

The Analysis part is designed to review the theory and our empirical findings. This segment 

also critically analyses and discusses the findings into details by comparing and contrasting. 

Significant findings under each research question are identified and discussed. 

5.1. Internet Marketing and its Significance 

According to Posten, Internet marketing is a way of marketing on the website where 

consumers browse and purchase products and services. SmartGuy also defined it as the 

marketing of products and services using the internet as its medium. From the theory, Razali 

et al (2010) defined it as the process of building and maintaining customer relationships 

through online activities to facilitate the exchange of ideas, products and services that satisfy 

the goals of both buyers and sellers. Comparing the definitions from the respondents to that 

of the theory, we could see that the theory focuses more on building relationships other than 

selling products and services. This relationship aspect was what businesses lost track of right 

from the beginning and has been a factor affecting the industry. They only realized the 

importance after they have failed. 

All the respondents see the significance of using the Internet as a marketing tool. Posten 

believe that it is primary and also focused therefore gives you a strong offering in an 

individual base. Customer behavior is changing and has moved from shopping in physical 

shops to digital. SmartGuy believes it is because of its significance that they move directly 

into Internet marketing instead of having a physical shop. They also think it yields fast 

results. It is the most important channel on their online stores. This confirms what Razali et 

al. (2010) said that as a marketing tool, the internet gives wide coverage to reach potential 

client, better and quick information gathering and probably the cheapest way to sell their 

products. 

5.2. Internet Marketing vs. Traditional Marketing 

According to our respondents, there is actually a wide variance between these two ways of 

marketing. The big difference between physical and digital according to Posten is that in the 

digital market everything is measurable and cost efficient, this cannot be done in the physical 
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one. That is the big driving force behind why digital marketing is moving so fast. SmartGuy 

believes the internet is the force that literally connects and interacts with their customers. 

Since their business is only online, it is obvious that online marketing is a much faster and 

more cost-effective way to use and that was the sole reason why they opted for it. This 

confirms what Bhachech (2011) said. According to him traditional marketing differs greatly 

from internet marketing; it is very costly and needs long time and budget to get success. He 

argued that internet marketing today is considered a faster and economical medium for 

promoting product and business growth. The importance of internet marketing weighs more 

than that of the traditional as can clearly be seen from our findings. 

5.3. Internet Marketing (e-marketing) & e-commerce 

The companies understudied believed that Internet marketing and e-commerce are two 

different concepts even though they are used interchangeably. Posten believes Internet 

marketing (e-marketing) is not the same as e-commerce but rather it is used to promote or 

drive e-commerce and e-commerce is the vehicle that allows internet marketing to happen. 

Even though SmartGuy also uses the term e-commerce and Internet marketing 

interchangeably they believe that they are two different concepts. To them the difference lies 

in the fact that e-marketing does not involve any online sale. This seems to be in line with the 

literature reviewed because Wilsona and Abel (2002) also assert that with e-commerce, the 

website provides for payment of purchases online and set up of product delivery either 

electronically (if the product is digital) or through traditional delivery methods such as mail, 

FedEx or UPS (Wilsona and Abel, 2002). 

5.4. Benefits and challenges of Internet Marketing 

Our respondents from the study believed that Internet marketing has so many benefits which 

they as companies have benefitted from. According to Posten by providing new Internet 

marketing tools to their customers they have acquired new customers and businesses. 

Anything hard to sell in the physical market can be sold digitally or via electronic marketing. 

For the company, a big benefit of using the internet as a marketing tool is that it is growing 

every day. It is so easy and convenient both to the company and to their customers. Also you 

are able to reach so many customers and more customers mean more money. To SmartGuy, 

the best part is that buyers can purchase products whenever they want even in the middle of 
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the night. It also allows their consumers to have access to them 24 hours a day and 7 days a 

week. The company has benefited from rental, inventory and advertising expenditures. 

Besides its enormous benefits of savings, they have few employees who handle many tasks 

that could probably have required a lot of human resources. The amount they save from rents 

and promotions are returned to customers through discounted products. This provides 

practical confirmation of what is theoretically discussed in Chaffey et al (2003) and Kiang et 

al (2002). Chaffey et al. identified market penetration, market development, product 

development and diversification as some of the benefits of Internet marketing. Kiang et al 

also documented various benefits of Internet marketing for companies to sell their product on 

the internet such as (a) communication channel benefits- information exchange between 

buyers and sellers; (b) transaction channel- sales activities thereby reduce task complexity 

and (c) distribution channel- physical exchange of products/ services that shorten supply 

chain, reduce commission and operating costs. 

Some challenges outlined by these companies are like in the case of Posten customers do not 

associate them with Internet marketing so they are not perceived as a digitally active 

company. This is the biggest challenge the company has at the moment together with 

branding. Also it is expensive and complex trying to integrate Internet marketing strategy 

with the traditional marketing in the case of Posten which is also involved in traditional 

marketing. There are also challenges of stiff competition as the number of firms engaged in 

Internet retail businesses continues increasing and this was the case of both companies. The 

challenge being faced by Posten confirms what Eid and Trueman (2002) said. According to 

them new challenges facing companies is the management of a global brand and corporate 

logo therefore a company should clearly define its policies about branding on the Internet.  

5.5. Factors Affecting Internet Marketing 

From our findings some of the factors which came up as issues affecting businesses involved 

in Internet marketing are technology, the competitive forces and the marketing mix (customer 

behavior, competitors, and threat of new entrants) and the social and ethical factors (adoption 

rate of Internet and the channels and security concerns). These were issues which cut across. 

Technology related issues such as the media and customer behavior are factors that greatly 

affect the industry. For instance, technology is changing everyday so not being abreast with 

the latest technologies can really affect the business. Also due to the power that customers get 
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on the Internet with access to different channels to choose from and free market research their 

behavior changes. This gives them bargaining power which forces businesses to beat down 

prices. This can lead to loss of revenue for the business. Also there is the threat of new 

entrants favored by lower market entry barriers. This creates a lot of competition for existing 

businesses. Again the social and ethical issues also form a very big threat. It is very important 

for a business to be totally committed to the ethics of e-commerce within the scope of its 

operation. When customers are skeptical about your business they will not patronize. The 

biggest threats among other things are virus infections, exposing consumers’ personal profile 

and cyber fraud. This confirms the theory our various authors identified as factors affecting 

Internet marketing. Porter’s model of the five main competitive forces that impact a company 

still provides a pertinent framework for reviewing threats arising in the e-business era. In his 

five main competitive forces he identified the bargaining power of the buyers/customers, 

bargaining power of suppliers, threats of substitute products and services, barriers to entry 

and rivalry among existing competitors as some factors affecting Internet marketing in the 

micro environment. Chaffey et al (2003) also identified the social and ethical factors and also 

technology as some factors affecting Internet marketing in the macro environment. According 

to them the society plays a pivotal role on how a person will use the Internet. It determines 

whether they will buy a product or service online. They also stated that ‘ethical issues’ or the 

‘morality of approaches’ for marketing online must be of importance to internet marketers 

since the refusal to do so can destroy their brand and also make them lose customers 

Harridge-March (2006) also said that online transactions involve a lack of control on the part 

of customers with anonymous trading partners and, consequently, the potential for 

opportunism and heightened risk unique to the online purchasing environment. This also 

confirms Tsiames and Siomkos (2003) views that a typical online transaction necessitates 

giving the vendor access to personal data, such as address, telephone number and financial 

details and such access may be the source of worry (or perceived risk) for some consumers, 

especially if they are concerned about fraud or losing money. Chaffey et al (2003) again 

identified as one of the greatest challenges for Internet marketers, the ability to successfully 

assess which new technological innovations can be applied to give competitive advantage. 

This has also been witnessed in our empirical findings that it will be difficult for mangers 

either to proceed or find other solutions to implement. Leibermann and Stashevsky (2002) 

also mentioned contracting a computer virus from downloading brochures, or suffering the 

theft of credit card details or personal identities as some technological factors affecting the 
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industry. The latter two mishaps have implications for financial risk if the stolen details are 

subsequently used criminally (Harridge-March, 2006). This shows that even though the 

assertions by these authors are quite old compared to the pace at which things are changing 

everyday they are still very relevant today.  

5.6. Strategy Development 

5.6.1. The Internet Marketing Strategy 

From our respondents, Posten’s developing internet marketing strategy was necessitated by 

the increasing number of consumers in need of their services. Since the company has more 

than 8 million mass consumers who need their services every day and it was impossible to 

have personal sales or personal communications at physical stores to all these mass customers 

there was the need to set up an e-commerce business strategy. They tried to find answers to 

questions like what do they want to achieve with internet marketing and why do they want to 

do it? They also tried to understand the customer life cycle and the marketing mix. After 

identifying a possible solution to the questions, they then set up a business plan depending on 

the nature of their need. This is in absolute conformity with the theory. According to 

McCarthy (1960) and Perrault and McCarthy (1999), a firm builds its ‘marketing strategies’ 

by finding out who its customers are and then develop a ‘marketing mix’ to promote ‘sales’ 

to them. For SmartGuy the internet marketing strategy development also started with setting 

up business goals. They surveyed the technological requirements, market need and 

competitors’ analysis. They continued to identify branding, web designing, reaching media 

and coding and management set up. Even though SmartGuy is an online retailer the 

marketing mix were very important and part of the strategy development. They are relevant 

key elements even online. 

According to SmartGuy the best approach to developing an Internet marketing strategy is to 

test many patterns and strategies in small amounts to find the right combination. There is no 

complete success concept to copy or adopt outright, but must be developed individually for 

each company. Our responds again said that companies will not be able to benefit from their 

investment and will also not be successful if they do not have a clear understanding of what 

e-commerce is all about.This also confirms Shin (2001) that a good blend of these ‘elements’ 
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enables a firm to have an urge over its competitors and is also able to survive in these very 

competitive markets. 

5.6.2. Strategies used to manage the various factors by the two companies 

5.6.2.1 Product and Service Strategy 

According to our respondents at Posten, they combine both physical and digital marketing to 

integrate the marketing mix. They also consider and use the elements of the marketing mix as 

a strategy. They use the product strategy to overcome issues of not offering the customer 

what he or she wants. Posten tries to make their products and services as different as possible 

from what other companies are offering. They try to offer other services without any extra 

charges like door to door deliveries. All this is to make their products and services attractive 

and convenient to their customers because customer satisfaction is the only way to attract 

new customers and maintain existing ones. They also believe that it gives them an urge over 

their competitors. This confirms what Shin (2001) said. Companies in his view now have a 

much more advantage because they can ‘directly’ gather data, know their ‘target groups’ and 

introduce more tailored products and services to suit their needs. Sinha (2000) also believes 

that by creating these tailored products in the ‘niche market’ businesses can determine their 

own higher prices without any competitors to beat it down. Viehland (2000) is also of the 

view that whilst the ‘product-centric’ strategy forces products on consumers, a ‘customer-

centric’ strategy focuses on collecting data from buyers which helps in ‘improving’ and 

‘customizing’ the products. 

SmartGuy AB also researches to see what customers are buying and why they buy it. They 

then try to build upon their products based on the information collected to tally with 

customers’ choices and preferences. Again SmartGuy bundle most of their products online in 

the form of packages at reduced prices in order to be able to compete effectively with other 

competitors offering the same products. For example they try to match their clothing line by 

putting together a trouser, shirt and shoes to make it easier for the customer to know how to 

combine them. This also makes sure that the customer buys everything at the same place and 

prices for these packages are cheaper than when they are bought individually. This confirms 

what Shin (2001) said that an alternative is for companies to make consumers' product 

comparison more difficult by differentiating their products from others and one possible 



51 

 

competitive strategy is product bundling which according to him promotes the benefits of the 

whole package, thus keeping buyers from comparing individual items. 

5.6.2.2 Price Strategy 

Posten treats this issue with all seriousness because they believe lower search costs for price 

and product offerings in Internet marketplaces promote price competition among sellers 

therefore businesses must look at this factor critically and find appropriate strategies to it. 

This is in agreement with Bakos (1998) According to him, since the Internet offers an 

opportunity for consumers to compare the cost of products and services at virtually no cost at 

all it has increased ‘price competition’ among ‘sellers’ and this will definitely reduce their 

profit margin.   

Our second company SmartGuy sees the issue of price as a very sensitive one since it varies 

across borders, individuals and so on. They therefore have a central unit with dozens of 

workers working with competitive monitoring and price optimization. This makes it easier 

for them to collect information about their customers in order to strategize their pricing 

accordingly. Bakos (1998) confirms this, that ‘sellers’ must adopt a ‘price discrimination’ 

strategy which will make it hard if not impossible for ‘buyers’ to ‘compare’ prices of similar 

products being offered. 

For Posten price is a demand thing. They believe that the more demand there is for a product 

or service the higher the price and vice versa. This also seems to be in agreement with the 

second pricing strategy suggested by Sinha (2000) i.e. the “smart pricing”. ‘Smart-pricing’ as 

a method, helps businesses give different price offerings depending on the market and also 

enables them find out the importance customers place on particular products. Customers 

always tend to go for the lower price whatever the demand and supply may be.  Thus from 

our empirical findings and the theory reviewed we can see that price is a sensitive part of the 

marketing mix which managers should take into consideration while developing price 

strategy.  

5.6.2.3 Promotions Strategy 

Smart Guy believes that the Internet helps in promoting a brand. According to them there are 

no implications for using the Internet for brand development but rather advantages as it 

compliments offline. They believe one way of promoting a brand is to engage customers in 

the marketing process. It is important to know the expectations of the people and try to brand 
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accordingly. When customers feel part of a brand they will surely patronize it. “Customers 

want to be engaged in a product or service right from inception but most companies fail to do 

this. They see their customers as very distant people and entirely separate from their 

products but they forget these are the same people they are trying to sell to” our 

correspondent said. The key strategic option here as suggested by SmartGuy is to engage in 

data mining in order to give customers exactly what they want. This will surely give the 

business a competitive advantage over others.  

In our theoretical review, Shin (2001) said that to be able to ‘manage’ online ‘brands’ 

‘effectively’ and ‘efficiently’ other approaches other than the old ways have to be explored. 

This has been confirmed with our empirical findings. A way of doing this according to Shin 

is to have a more personal relationship with customers concerning the brand. He believes this 

will make it easier for businesses to give more in-depth details about the brands, get to know 

who their consumers are and get involved with ‘data mining’. This will allow them to tailor 

their products to meet the specific needs of their customers. This process according to Sealey 

(2000) even encourages loyalty for the brand and the end results will be more profits for the 

business. 

Posten also made it clear that it is important to know ones target group in order to strategize 

accordingly. According to them one can build a brand by only using digital and it depends on 

your target group. You must know who you want to target or where your target is. If your 

target group is dominant in the internet, then it is of course applicable but if your target group 

is not in the internet then it will not work. This is in line with what Shin (2001) said, that, 

many internet marketing companies do not make profits because they spend so much money 

on ‘mass marketing’. The old way of ‘mass marketing’ in which adverts on the television, 

‘trade allowances’, ‘discounts’, ‘coupons’ and ‘sweepstakes’ are used cannot survive in 

online marketing (Sealey, 1999). It is therefore very important to target a specific group and 

strategize accordingly. 

5.6.2.4 Place Strategy 

According to our respondents from Posten ‘place’ has much relevance online but SmartGuy 

believes that it is not as relevant as it is offline. SmartGuy’s assertion runs contrary to what 

Shin (2001) said. Shin believes that place is of much relevance even online because 

businesses are able to ‘meet demands’ from customers online and also positions the business 

to be able to compete well. Posten also believes anyone with the assertion that ‘place’ has 
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little or no relevance online is making a very big mistake because, since business is done 

locally one must have a strong local presence.  

5.6.2.5 Social and Ethical Strategy 

Posten believes that one has to be totally committed to the ethics of e-commerce within the 

scope of its operation which in their case is the Nordics. This confirms what Chaffey et al 

(2003) said. They believe that marketing activities should be consistent with privacy law. The 

revised 1998 Data Protection Act in the UK, which includes local enactment of European 

legislation, is typical of what has evolved in many countries to help protect personal 

information. Posten also believes that it is very important to make your customers trust you. 

This is a very big factor affecting businesses today because it is not very easy to win the trust 

of people and it is even more difficult when they have cause not to trust you. SmartGuy also 

thinks that it is the responsibility of the company to make their customers feel safe when 

transacting business with them online. This all boils down to trust. This confirms Grabner-

Krauter and Kaluscha (2003) assertions that if customers have sufficient trust in an 

organization or its products, then this may outweigh the level of risk they perceive. Hence, 

achieving the right balance between risk and trust, where trust is stronger than risk, is 

imperative to the online marketer (Grabner-Krauter and Kaluscha, 2003). Again Posten 

thinks that customers must feel secured when visiting and transacting business on the website 

and it is the responsibility of the company to assure customers of data privacy and also of 

secured financial transactions. This seems to be in line with Subirana and Cavajal (2000) 

suggestions that businesses must clearly display their ‘policies’ on how goods purchased can 

be ‘returned’, their ‘product warranties’, make customers believe that data they provide will 

not fall into the hands of third- parties and also ‘security’ for their ‘financial transactions’ to 

promote trust with customers. 

5.6.2.6 Technological Strategy 

According to our respondents from Posten it is important to be abreast with the latest 

technology in the industry in order to be able to compete effectively. When adopting these 

technologies you must make sure it is as flexible as possible to make it easier for the 

consumer to use. This can even build trust for your company. SmartGuy also believes totally 

in this. They think with the stiff competition going on in the industry it is important to retain 

each and every customer. So it is very important to continuously check for latest updates in 

the industry and make them user friendly in order to make it easier for your customers to use. 
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When you ignore them your competitors may not and will therefore have an advantage over 

you. Chaffey et al (2003) confirm this. According to them there is no straightforward rule of 

thumb, other than that a balanced approach must be taken. It would be very easy to dismiss 

many new technologies as fads, or classify them as not being relevant to your business. 

However, competitors are likely to be reviewing new techniques and incorporating some so a 

careful review of new technologies is required. Again Corritore et al (2003) also confirmed 

that the easier the technology is to use, the more likely the consumer is to trust the 

organization behind it. Also Harridge-March (2006) confirmed that it is incumbent upon 

online marketers to ensure that they put themselves in the place of the customer, and adopt a 

customer-oriented interface rather than a systems-oriented one. These simple, easy-to-use 

systems will encourage trust on the part of customers that their time will not be wasted, and 

that transactions will be easy. 
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6. COMMENTS AND CONCLUSIONS 

This chapter concludes the whole study basically in addressing the research objective and 

makes recommendations where applicable. This section will also draw practical and or 

managerial implications from the course of the study. This chapter shall also include 

suggestions for future research. 

6.1. Results of the study  

The aim of this study was to examine how the internet could be utilized as an effective 

marketing tool by looking at the factors affecting the industry and adopting appropriate 

strategies to manage them.  The theoretical basis for this study was mostly from Chaffey et al 

(2003) and Porter’s five competitive forces model. Reviews from different kinds of scientific 

articles were done to enrich the theoretical basis and to come up with our own theoretical 

framework.  

In order to address the research aim there were two main questions developed. 1. What are 

the factors affecting internet marketing and 2. What strategies can be used to manage these 

factors? The empirical evidence was based on interviews with two professional personnel of 

Posten AB and a CEO of SmartGuy AB. These provided answers to the questions mention 

above.  

6.1.1 What are the factors affecting internet marketing?  

There were reasons identified from the study why many Internet companies have been 

unsuccessful at utilizing the internet as a marketing tool. Some of these reasons were: a huge 

spending on internet marketing without adequate knowledge, price competition, switching 

costs, the day to day increasing power of customers, social, ethical and technological factors. 

Nevertheless, this study found out that beside the factors mentioned above, the main reason 

which is affecting internet companies is simply because they do not have a relevant strategy 

which gives them a clear understanding and guideline. In fact, both companies understudied 

agreed that factors affecting the internet marketing today such as technology, customer 

behaviour and competitors are the areas one should take into consideration. This shows that 

Porter’s five competitive forces model still have some relevance to today’s internet 



56 

 

marketing. It is obvious that customer behaviour and technologies are changing rapidly and 

this will have some effects on the industry. 

Posten in this case, is a good example in keeping the changes on track to survive in the e-

commerce business industry. It was clearly seen that Posten had to conduct several studies to 

identify some of the factors affecting their business. Through this research they were able to 

identify that there was a decline of their physical business due to digital applications. They 

therefore had to integrate their physical business with the digital in order to remain 

competitive. Both companies, in this case Posten AB and SmartGuy AB recognize the 

significance of researching to find out some of the problems affecting their industry in order 

to come up with strategic solutions. This in the end led to great successes and more profits for 

the company. It was clearly evident from the study that there is no single optimal business 

strategy for e-commerce. The sources of competitive advantage differ across different 

industries or markets. It is therefore very important to identify your own micro and macro 

environments which will be dependent on the kind of product or service you offer and where 

you market those products. This will make it easier to adopt relevant and effective strategies. 

Most companies fail because they do not consider this important factor. This is because they 

think internet marketing is all about creating a website and going online to sell. 

6.1.2 What strategies can be used to manage these factors?  

In our theoretical framework based on the literature reviewed, we suggested that the micro 

and macro factors should first be identified before developing the strategy because it is only 

when these factors are well recognized that a proper strategy could be developed or adopted. 

Also each factor and strategy is unique to the particular product or service being offered. This 

was clearly evident in our findings. The framework has therefore been proven to be effective 

because if it is followed through carefully it can surely lead to success. This also confirms 

part of the theory which argues that in order to use internet as an effective marketing tool 

factors affecting the industry must be identified prior to adoption of strategies. Both 

companies studied confirmed that it is important to research and know the various factors 

affecting the industry. It is only then that you can strategize accordingly. There is no doubt 

that businesses will be successful in this competitive environment if they do not only meet 

the customers’ needs but also adopt proper strategies. By understanding the impact of the 
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internet on the marketing mix and competitive forces, e-business managers can adopt 

appropriate strategies in order to address the challenges of internet marketing.  

Even though there are drawbacks right now such as security and personal integrity our 

respondents were still of the view that Internet marketing has come to stay. This may result in 

a global level of competition that will bid for every consumer’s interest no matter where the 

product or service is marketed. It is therefore very important for every business to consider 

the Internet as a marketing tool especially when there is proof that the factors affecting the 

industry can be properly managed to gain competitive advantage. There is no specific 

strategy to simply adopt or follow but by considering the micro and macro environmental 

factors firms could develop their own strategy depending of the nature of their business. As a 

reminder we again quote G.D. Wasson (CEO of Walgreens) statement that “the successful 

retailer of the future can succeed only by integrating its stores and website and that the 

internet will be a bigger and bigger part of how business is done”. Thus, to remain effective 

and competitive in this ever changing market environment integrating internet marketing 

strategy is vital.   

6.2 Limitations 

As it is noted in our introductory part, the results of this study and conclusion, to some extent 

have some limitations. Primarily, there are only two case companies investigated which 

makes it hard to generalize the outcomes. It would have been interesting if more companies 

were added to be investigated together. The authors struggled to get as many companies as 

possible without success due to some confidentiality of the requested companies.  

Secondly, most of the existing literatures in regard to the area of study were very much 

limited. The authors found it a bit difficult to find latest articles in the area of study and those 

available are few. However efforts were made to review those latest articles.  

 6.3 Contribution of the study 

The principal contribution of this study after reviewing the theories and analysis of empirical 

data is to provide insights into the factors affecting internet marketing and possible strategies 

that could be used to manage the said factors. The theoretical framework presented in this 

study is a guideline for effective internet marketing strategy. It was also empirically proven 

that there are no specific e-marketing strategies to directly copy or implement rather the study 
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suggests specific areas a business should take into consideration while developing the 

strategy. The study would specially benefit those companies who are on the way of 

integrating internet marketing to their marketing strategy.   

6.4 Implications  

Theoretical implications 

Planners of marketing companies for online marketers of products and services can use the 

framework presented in this paper as a basis for the formulation of effective strategies.  

Practical & Managerial implications 

The very important issue here is not how or whether to install internet technology but internet 

marketing strategy as an integral part of the company’s strategy. These days it is not a choice 

or an alternative to deploy internet marketing as integral part but it becomes compulsory if 

companies want to remain effective and competitive in the market. Therefore planners of 

businesses, the question of using the internet as a marketing tool should be one of ‘when, why 

and how’ while developing a strategy related to internet technology business plan. A 

carefully structured and well thought out business plan which is still applicable is the 

backbone of any company who is going to be successful in the e-commerce industry. In this 

connection, mangers specifically marketing managers should consider the fundamental 

features of e-marketing and be aware of the rapid change of electronic commerce. In addition, 

managers should also be aware that what stands as a good strategy for one organization may 

not stand for another. Thus we (authors’) advise that mangers observe their own micro and 

macro environment while developing such kind of strategy.  

6.5 Further Suggestions for Futures Studies 

This study provides a general understanding of a topic that is very relevant to planners of 

marketing strategies in today’s fast growing internet environment. Even though this study 

identified some factors affecting the internet marketing business and suggested some key 

elements while developing internet marketing strategy, the authors feel that there still is a 

need for a unique strategy development for different internet companies. Authors noticed 

from this study that traditional marketers face a challenge when integrating internet 

marketing. Thus, the authors suggest that future research could also look at some of these 



59 

 

problems and see how the transition from traditional to internet marketing could be made 

very simple. 
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Appendix “A” 

Interview Questions 

SmartGuy AB and PostNord Key Personnel Interview 

Primary Topics 

This is a final year Master’s Program research on “The Internet and Marketing” as part of a 

requirement in the University of Gävle. We would be very grateful if you could use some few 

minutes of your time to go through these questions prior to an interview.  All information 

provided will be highly kept confidential.   

Thank you. 
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A. PERSONAL DATA 

1 Gender (Please tick the appropriate one) 

  Male 

  Female 

2 Age (Please tick the appropriate one) 

 Below 30 years 

 31 – 40 

  41 – 50 

  51 – 60 

3 How many years have you worked with SmartGuy AB? 

  5 years and below 

  6 – 10 years 

  11 – 15 years 

  16 - 20 years 

  Over 20 years 

4. Which department are you in? Please state 

 …………………………………………………………….……………………… 

5.  What position do you hold? Please state 

 ……………………………………………………………………………………

 …………………………………………………………………………………… 
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Interview Questions 

1. Internet marketing concepts 

a. What in your view is Internet marketing and how significant is it as a marketing tool? 

b. What prompted your company to go into Internet Marketing other than traditional 

marketing? 

c. Is e-marketing different from e-commerce? 

d. What have been some of the benefits and challenges of internet marketing to your 

company? 

2. The Internet Micro and Macro Environments 

a. What in your view constitutes the internet macro and micro environments and how 

relevant are they?   

b. A lot of security concerns have been raised by customers about buying on the internet 

especially about payment security. What measures have your company put in place to 

alienate these concerns for your customers to feel safe and secured transacting business on 

your site?   

3. The Internet Marketing Strategy Development 

i. The Internet Marketing Strategy. 

a. What do you think are some approaches that can be used to develop Internet Marketing 

Strategy? 

b. Are these related to other strategy development? 

c. What are the key strategic options for Internet Marketing?  

ii. What strategies did you adopt to overcome the factors mentioned in Q2?  

a. How are the elements of the marketing mix, that is, the 4Ps (Product, Price, Promotion and 

Place) varied online? 

b. Are there implications for using the Internet for brand development? 
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c. Can the product component of the mix be varied online? How? 

d. How does your company develop online pricing strategies? 

e. Does place have relevance online? 

4. What do you think are the future scenarios for Internet Marketing? 

 

 


